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MORE "NATIVE" MERCHANTS BEAT THE DRUM ON
W-1-T-H THAN ANY OTHER BALTIMORE RADIO STATION!

WITH Is First in Baltimore with more local advertisers
than any other station. Can you find better proof of a station’s
effectiveness than the day-in, year-out confidence of the local
businessmen who expect their cash registers to record every
commercial? Follow the lead of the local advertisers . . . men who
really know the market; buy WITFH and Baltimore buys you!
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MORE NATIONAL TIMEBUYERS HAVE
PLACED MORE NATIONAL SPOTS ON

TR

..IN THE PAST THREE YEARS THAN ANY
OTHER LOUISVILLE RADIO STATION!
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out
there

selling
her .

t could be Don MeNeill's Breakfast
dub . . . it could be Eydie Gorme . . .
t could be Dennis Day . . . it could be
ny ABC Radio Network program or
ackage. It could be a renewal sponsor
there are 57 of them). It could be a
ponsor doing his network radio selling
xclusively on ABC (there are 58 of
hem). All 119 advertisers (30 more
han last year) . . . are out there selling
er everything from corn pads to cars.

BC Radio Network

U. S. RADID o Apri} 960

Somebody |

ABC ADVERTISERS AND PRODUCTS IN 1959 AfL-CIO . ACNECARE . AQUA-IVY . AERD-SHAVE. BLACK FLAG, WIZARD DEDDORIZER .
AMERICAN HOME MAGAZINE . AMERICAN TELEPHONE AND TELEGRAPH + APPIAN WAY PIiZIA PIE MIX . APPLE VALLEY BUILDING DEVELOPMENT ASS'N .
ARCHWAY COOKIES . ASSEMBLIES OF GOD . AYDS, ITALIAN BALM . BABY SWEET & SOOTHENE . BAPTIST BIBLE FELLOWSHIP, INC. - BELTONE HEARING AID
CO. « BENRUS WATCH » BEN MONT PAPER. INC. - BILLY GRAHAM EVANGELISTIC ASSOCIATION » BROMO-QUININE COLD TABLETS . BRUCE CLEANING WAX -
BURGESS VIBROCRAFTERS . CADILLAC {(DIV. OF GENERAL MOTORS)- CALIFORNIA STATE DEMOCRATIC CENTRAL COMMITTEE . CAMEL AND WINSTON CIGARETTES .
CAPE CORAL REAL ESTATE . CASITE . CHANGING TIMES MAGAZINE . CHEF-BOY.AR-OEE . CHICK-CHICK & PRESTO EASTER EGC COLORS » CHOOZ » CLAIROL +
COLGATE OENTAL CREAM . OAB . DAWN BIBLE STUDENTS ASSOCIATION . DODGE (DIVISION OF CHRYSLER CORP.) . OR. CALDWELL LAXATIVE « DR PEPPER CO..
DR. THOMAS WYATT + DRISTAN . EX-LAX « FAB . FOGLER'S COFFEE . FRED STREETER'S PLANT GROWTH TABLETS « GENERAL ASS'N OF DAVIDIAN 7TH DAY
AOVENTISTS + GENERAL NUTRITION CORP, . GOSPEL BROAOCASTING ASSOCIATION « GREY.ROCK + GROSSET & DUNLAP. INC. + GUARDIAN MAINTENANCE
(O1v. OF GENERAL MOTORS) - HARRISON HDME PROOUCTS . HIGHLAND CHURCH OF CHRIST . HUDSON VITAMIN PRODUCTS . 6-12 INSECT REPELLENT « JELL-O -
KVP CORP. .. KAPP RECORDS « KOOL AID . KRETSCHMER CORP. + LEVOLOR VENETIAN BLIND - LUCKY LAGER BREWING CO. « LYDN VAN AND STORAGE - MAGLA
PRDDUCTS + MAXWELL HOUSE COFFEE . MENTHDLATUM CO. - MERIT PLAN INSURANCE CO. - MIDAS MUFFLER CO. - MIRACLOTH & OOTTIE DUSTCLOTH «
MUSSELMAN APPLE SAUCE y McCALL'S MAGAZINE . McCULLOCH MOTORS CORP. +» NR TABLETS + OLDSMOBILE (D1v. OF GENERAL MQOTORS) 4 ORAL ROBERTS
EVANGELISTIC ASSOCIATION » PABST BREWING CO. » PALL MALL CIGARETTES » PARKER PEN CO. « PEPSI-COLA CO. + PETER PAUL, INC. » PLANTABBS
PLYMOUTH (DIV. OF CHRYSLER CORP.) « PONT!AC MOTORS (DIV. OF GENERAL MOTORS) » PURITRON CORP. « QUAKER STATE QIL REFINING C0. OF CALIFORNIA »
RADID BIBLE CLASS . RENUZIT HOME PRODUCTS CO. . RDCK OF AGES $ORP. » ROYAL GELATIN. CHASE & SANBORN INSTANT COFFEE . SARAN.WRAP .
SAVINGS & LOAN FOUNDATION - SCAMPERS . SCANDINAVIAN AIRLINES SYSTEM INC. . SCHICK. INC. . SEALY MATYRESS CO. « SHIPSTADS & JOHNSON ICE
FOLLIES OF 1960 « SIOMEY WALTON'S 7 LITTLE BODKS . SLEEP-EZE . MISTER SOFTEE, INC. + SPRINGFIELD HOME PROOUCTS .« SPRUANCE BREADMIX .
ST.JOSEPH ALMANAC CALENDAR . STA.FLO. STA-PUF, SYRUP CREAM CORN - STANDARO OIL OF INDIANA . STANDARD OIL OF CALIFORNIA » STEVENS
TV ANTENNA « SUPER M-39 VITAMINS « SWANSDOWN CAKE MIiXES « TRIP OF THE MONTH CLUB « U.S.POOL CORP .« UNITED ARTISTS CORP. . UNIVERSAL
COFFEEMATIC « UNIVERSAL INTERNATIONAL PICTURES . VAN NUYS SAVINGS & LOAN ASSOCIATION . VOICE OF PROPHECY, INC. . WATCHMAKERS OF
SWITZERLAND - WESTERN AIRLINE + WHITE CROSS HOSPITAL PLAN .. WHITEHOUSE COMPANY .« WORLD VISION, INC. . WALT DISNEY TOYS « ZINO PADS

www americanradiohistorv com
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{ oo Crnapht!

( Just as your appetite is whetted by seeing this food, so are your
customer’s buying appetites whetted by what you tell them on
Meredith family stations. To sell your product or service to the
influential, big-spending “‘family board of directors”, use your local
Meredith Station — ‘‘one of the family” in the vast area it serves.

7.

./”e’zed ith f///ﬁé Stations

KANSAS CITY KCMO
SYRACUSE WHEN
PHOENIX KPHO
OMAHA wOow
Tulsa KRMG

KCMO-TV
WHEN-TV
KPHO.TV
WOW.TV

Meredith Stations Are Affiliated With
BETTER HOMES & GARDENS © SUCCESSFULFARMING Magarines

WWW.americanradiohistorv.com

U. S. RADIO « April ]960

The Katzx Agency
The Katzx Agency
The Katzx Agency
John Blair & Co.

—Blair-TV
Johm Blair & Co.
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airwaves

'Radio’s Barometer

AT~ ——— -

156,394,000 Sets in Use

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

40,387,000 Car Radios

I 1,355,788 Sets Made

(RAB est.)

3 (Jan.—EIA)

r

a
»

* 3,462 Am Stations

-

| ! 696 Fm Stations

AR
VAR

L. 8. RADIO

April 1960

Spot: Spot radio business in 1939 was up 2.8 percent over the previous
vear, according to figures released by the Station Representatives \sso-
ciation. Official FCC figures show that $171,939,000 was spent in spot
radio in 1958. The SRA estimate for 1959 is $176,705,000. Breaking it
down by quarters, the SRA report reveals that the greatest increases were
made in the second and third quarters. The sccond quarter of 1939 was
8.7 percent ahead of the sante period the previous year. The third quar-
ter showed a greater boost in spot busincss, posting an 11.1 percent rise
over the corresponding quarter in 1958.

Network: The R. ]J. Reynolds Tobacco Co., Pharmaco Inc. and Time
Inc. were the top three network advertisers in terms of total home
broadcasts delivered, according to A. C. Nielsen Co.’s monthly index for
the period ending February 7. The totals were 128,720,000 for Reynolds,
using 312 broadcasts: 125.652.000 for Pharmaco, with 372 broadcasts. and
117,791,000 [or Time, using 197 broadcasts. "T'he network leader in total
comntercial niinutes delivered, the Nielsen report shows, was Whitehall-
American Home Products with 92,496,000, In second place was Phar-
maco, with 91,804 conunercial minutes delivered, followed bv Time,
with 78,565.000.

Local: Increases in billings have been reported by two stations—KCBS
San Francisco and KFI Los Angeles. KCRBS had billings for one week in
March which, according to Sy Whitelay, sales manager, exceeded the
largest week of 1959. Sales for the seven-day period were 13 percent ahead
of the same week last vear. Sales at KF1 during the month of January,
reports Elmer O. Wayne, sales manager, showed a boost of 31 percent
over the same period last year.

Stations: The number of am and [m stations on the air at the end of
February totaled 4,158, an incvease ol 18 (four am and Il fm) over
the previous month:

Commercial AN Commercial FAI

Statious on the air 3.462 696
Applications pending, 583 78
Under construction 74 152

Sets: Total radio production in January was 1.355.788, including
632,461 auto receivers, according to the Electronic Industries .\ssocia-
tion. This compares to a total production of 1.124,737 in January of 1959.
Total radio sales, excluding car radios, was 803.388. This represents a
considerable increase over the same period last year wheu sales amounted
to 700,490 units. The Radio Advertising Bureau reports that there arve
now 156.394.000 working-order radio sets in the U. S., representing an
all-time high total. RAB breaks down this figure to show that there are
106,007,000 lome sets of afl types, 40,387,000 auto radios and 10,000.000
sets in public places.

www americanradiohistorv com
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ST ARS of Stoge: Sereen;

1V, Radio: Theaotre, Sparts,
GIVE YOUR Siation Breoks;
Wweother, Time,

News Leods-ins: \nterviews:
ges, Themes.

Musical Brid

~ Household Hints, Tags
\ Your Own Ho\lyworod
\ Reporter Advice to Love- /
. forn, Thoughts for the ’
\ Day, One Liners

. Jockey Shorts
e :

Interaational
Productions, Inc.
Ho”ywood

RICHARD H. ULLMAN Inc.

—CONVENTION HEADQUARTERS —

SEE: Marv Kempner or
Peter Frank

295 Delaware Ave., Buffalo, N. Y.
570 Fifth Ave., New York

IN RADIO

“DEADLINE I
WASHINGTON”

and
Personalized Station ldeatification

JINGLES
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HPL Reportedly Planning
Syndication Move

Full Head of Steam
For Qualitative Research

Sarnoff Suggestion Might
Trigger High Level Meetings

Agency Study Outlines Role
Of Station Merchandising

Research Shows Radio Knows
How Te ““Join the Group”’

Figures Indicate that Radio
Has Lots of ''Set Appeal”

U.S. RADIO o April 1960

Akin 1o the hoomlet in activity in supplying radio stations with program
services is a report that radio’s oldest “talk”™ show, the Homewives Pro-
tective League, is considering plans to syndicate its services. J\s tenta-
tively concetved, it would supply a radio staton with either a seript
service or a lullscale syndication ol its entire wmethod ol operation,
including the talent and merchandising aspeets. (For a report on new
developments in radio syndication, see What's New in Program Servvices,
Part 11, p. 32.))

Beginming this month, The Pulse Inc. is launching a major effort to show
stations—large and small—how qualitative research can help in their
day-to-day management and,’or sales problems (see Radio Research, p.
98) . There are five main types of qualitative studies thar Pulse is pre-
piring to show stations. It leels that the complete reseiurch needs ol any
station can only be met by combining qualitative with quantitative.

An idea that might provide the basis for an indusuy eftort 1o broaden
the scope of broadcasting is [ound in the address ol General David
Sarnoft, chairman of the bourd ol RCA, at the 20th anniversary dinner
ol the Radio and Television Executives Socicty, Recipient of the Societv's
first Gold Medal Award, General Sarnoff suggests . . . that the broad-
casting industry, through an appropriate industry organization, sponsor
an annual conlerence.” Purpose ol this conterence would be to analvze
the role of broadcasting in American life. “To (the conlerence) would

be invited leaders of all areas ol American thought and endeavor.”

The role of merchandising support by stations is examined in a survey
conducted by Needham, Louis and Brorby luc, Chicago. Harold .\.
Smith, program promotion and merchandising numager. states that 75
percent of the agencies responding reported an increase in client requests
lor merchandising assistance. What are the most valuuble station mer-
chandising services? The survey lists arranging for dealer displays, mail-
ing picces to wholesalers and retailers and working with the client’s
local sales peaple.

Radio continues to prove its ability to reach consistently fmportant con-
sumer groups. Results of a 27-market study by the Radio \dvertising
Bureau shows that more than 90 percent of the consumers in eight dil-
ferent categories are reached by radio weekly. The consumer groups
included in the survey are howsewives, middle-income men, working
housewives, men 23 to 35. blue-collar men, single working women, teci-
age boys and young homemakers. .\ccording to RAB. 53.8 percent of the
consumers in all categories listen o radio during weekday mornings.

H the sale of radio receivers is any indication, radio listening in Southern
Calilornia is definitely on the way up. The Southern Calilornia Broad-
casters .\ssociation reports that set sales in 1959 were the highest since 1935.
the first-year figures were compiled. Going over the hall million mark
for the frst time, the SCBA rveports a 22 percent giain over the 1958 sales
figures. Seven counties, including Los Angeles, were included in the
arei covered.

www americanradiohistorv com
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time buys

A-1 Sauce Div. of Heublein Inc.

Agenay: Fletcher Richards, Caikrins
¢~ Holden, N'ew York

Product: SAUCE

A saucy bit of radie is now anticl-
pated tor \-1, on several stations in
the New York area. Campaign will
be on a yearly basis, with a May
start now definite.  Full minutes
have been scheduled i morning and
traffic cimes. Frequencies will he de-
termined as availabilities arise. Timne-
huser is Lis Griffiths.

Ameril Drug Co.

Agencv: Kenneth Rader Co., New
York

Praducts ALKATT AND
CLORAMINT

Soothing to the sound waves is the
S2011,000 rinmpaign now llll(l(‘l'\\'il} on
68 stations in 23 markets for these
stomach sweeteners. lsing @ new
musical jingle, the schedule calls for
30 spots a week for each station, and
will lase for 13 weeks.  Kenneth
Rader is handling the buying lor his
client.

Best Foods Inc.
Agenay: Dancer-Frizgerald-Sample
Inc.. New York

HELLMANNDS
MAYONNAISE

Prodact:

Adding markets o its radio sched-
ule. Tellinann's begins a spring cam-
paign April 1 in about 40 nadonal
markews. The end-ol-week schedule
will last six to eight weeks, at heavy
frequencies. Minutes and 10's will
be heard all through the day. Time-
buver is Dorothy Medanic.

Bulova Watch Co.

Agengy: MeCann-Ericksqn e,
New York

Product: WATCHES

Alter being off for a long spell, the
famed 13-U-L-O-V-A spots are back on

the souml waves. Campaign hegins
April 1in at least the top 50 mmarkets,
with the pussibilil)' that more will be
added.  The IOsccoud time spois
have now heen scheduled throngh
June el will appear on a variety
of shows, depending on what's avail-
able in each market. Sawration [re-
quency has been scheduled. Time-
buyer is Phil Suimbo

Champion Spark Plugs

Agency: [ Walter T hem pson Co.
New York
Product: SPARK PFLUGS

Tune-up time is abo radio time,
s0 on April 11 Champion begins the
first of its two radio Hights Tor 1960,
Spot schedule will cover *1] top mar-
kets across the nation, will run lor
six to seven weeks. Full winutes will
e used where possible, with sowme 30-
secourd spots. In addition o its spot
schedule, Champion will be using
four  weekends of  Monitor  this
spring. “Uimebuver is Bob Gorby.

Continental Oil Co.

\genay: Benton & Bowles
New York

Moduce: GASOLINE

Supplementing its  yenr  arourd
radio with a summer schedule, Cono-
co will go into about 1) midwestern
markees in Late April. Campaign will
last tmil Late August or carly Sep-
tember. Only ull minutes will be
usedd in trallic times, with [requencics
in Denver and Des Moines going up
to 50 a week. ‘Timebuvers are Alawr
Yoblin and ‘T'vm Focone.

Drug Research Corp.

Agency: Kaslor, Hrlton, Chesley,
Clifford & Atherton,
New York

Products POSITAN

Following the sunworshippers, the
surftan lotion is coming North in a
cantpaign that begins in warmer areas

[Cont'd on p. 8)

www americanradiohistorvy com

P—,

\ |

)

SELLING

ike wildfire!

Since the ad on the right first
appeared — in less than SO
days — stations in these addi-
tional markets have signed
Programatic contracts:

Oklahoma
City

Columbus Rochestep

Springfield

N.A.B. M

Convention Delegates:

Hear Programatic's distinctive
adult music programming!

See Programatic automatic
equipment in action! Find out
how Programatic can be a profit-
able investment for your station

Syracuse

Rorfolk Wichita

Bristel

Toledo

too!

Exhibit Space #1-
Exhibition_ Hall Chicago's
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SELLING,
*
SOLD!

Adult music with the
Daytan tOUCh Of G’Old

St. Paul Seattle

Programming » Equipment - Commercial Injection

Knoxville Springfield

AUTOMATION has come to radio!

In the few months since its inception,
leading broadcasters from coast to coast
i) — AM and FM operators of “powerhouses”
and “teapots’” in big cities and small ones —
have buttoned down bigger adult audiences,
happier advertisers and bigger profit
potentials by buttoning up PROGRAMATIC

for their markets.

Superior Minneapalis Indianagpolis

PROGRAMATIC’s unique package of

distinctive adult music and fully

Grand

Junction Harlingen

automatic playback equipment can
raise your programming stand-
ards the easy way if your

San Antonio Buffato

Plattsburgh market isn’t already sold!

Rockford Cleveland Washington

E——

PROGRAMATIC BROADCASTING SERVICE, DEPT. B-160
229 Park Avenue South, New York 3, N. Y.

I am interested in a Programatic exclusive for my marke
Show me how Programatic can profitably go to work ft
my station.

Santa Ana Grand Rapids

NAME 1 — —

POSITION e — STATION

ADPRESS e e e — e
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AMPEX 351

STEREOPHONIC/MONOPHONIC

- e

FIRST CHOICE

FOR LASTING ECONOMY

Precisipn design_and rugged construction to meet the exacting,
professional requirements of the broadcast industry assure long,
trouble-frec life for true economy,

Consistently high performance and virtually trouble-free operation
of the Ampex 351 have established it as the first choice of not only
broadeasters, but educators, professional recording studios, rescarch
laboratories, religious and business organizations.

Actual. case historigs dpcumen’f the fact that Ampex, on a cost-per-
operating-hour basis, is the most economical recorder made. Write
for new comprehensive catalog 2037.

Ampex will be at NAB, Chicago,
April 3 to 6, 1960, Exhibit No. 32.

Qe
) s,
L 4

s b K
L

AUDIO PRODUCTS DIVISION AMP]EX I

AMPEX PROFESSIONAL PRODUCTS COMPANY |
934 CHARTER STREET « REDWOOD CITY, CALIFORNIA

www americanradiohistorv com
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(Cont'd from p. 7}

|
PApTiL 1, and will go national as the
stiminer  approaches.  One-minute
spots will be airved e taivly heavy
lrequencies.  Timebuyer is Beryl
Seidenberg.

Esso Standard Oil Co.

Agencvr MeCaohn-Erickson I,
New Yark

Prodhict: FLITT

Fhiv is sev lor o seasonal iling il
about 30 aarkets, maostly in the
South. Starting dates will he sprayed
acvoss April, with eaeh  caompaign
runiting  four 1o six weeks, Fre-
quencies viny Irom about 200 w -0
a week, imomnanutes, 200 amd 107,
Fimebuver is Judy Bender.

Esso Standard Oil Co.

Agency: MeCann-lrickson Tne.
New York

Prochict: GASOLINE AND Ol]

New radis approach Tor Fsso is
shaping ap to a mid-April stare in
about 5 markeis arcross the counary.
Essar’s plunge inta spol 1s now sched-
uled for 27 weeks, with lrequencies
varving by market, averaging 40 per
marke. Concentration is on week-
cnds, over more than one station per
inarker. Tunehuyer in ]ue Granda.

Fonda Container Co., div. of Standard
Packaging Corp,

Ageney: Smith, Hagel & Khandsen
Ine, New York

Product: CANS, PAPER PLATES,
PATLS

Fondu kicks oft a vadiv campaign
next anonth keved o the honsewile
on her way to market. For i wital ol
lour weeks, including the weeks be-
fore and after Memornal Day angl
belove and aler Independence Day,
the compiny goes into the top 15
markets across the country by food
store sules. Mostly one-minute ET's

| will be used. The timebuyer is Bill
Segal.

U. S. RADIO « Aptil 1060
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Guild Wine Co.

Agency: Camplon Advertising,
San Francisco

Product: WJINE

Radio is included m the biggest
Guild campaign in the company’s
history. More than 38 markets are
being covered 1 the schedule now |
underway, with radio being usel, |
singly ot iu combination with other
media, as determined by the plan-
vers. Theme of the campaign: “En-
joy GUILDing,” which will be ex-
ecuted on racio in specially prepared
singing conmercials.

Gulton Industries
Agency: TV, D). Doner, New York

Produace: LIFE LITE
FLASHLIGHTS

Brighteiing its sales prospects in
a spring drive, the flashlight manu-
facturer begins a lour-week cam-
paign ou the sound waves at tlie end
of April.

In radio for the first time, the
company cousiders this [5-narket
schedule a test. Frequencies will be
25 to 30 a week. Timebuyer is Cavol
Hardy. |

Robert Hall Clothes

Agency: Avkxight Advertising,
New York

Product: CLOTHING

Speuding more it radio than ever
belore, the clothing chain is now on-
the-air  on about 200 sations in
about 150 markets. The company is
supplementing its 52-week schedule
in the campaign that will run heavi-
est through April 10. will then level
off somewhar angl continue 10
Mother’s Day. ;

Full mimute users on a Monday-
through-Sunday basis throughout the |
day, the firm will average about 490 i
to 60 spots a week during the peak
of the campaign. Handling the time- |
buying is media director Jim Hackett. |

(Cont'd on p. 12) |

U. §. RADIG « April 1960

Know the

secret of

stretching
your sales

Small budget or big one...FRESH AIR gives You tore for your money. Mor
impact, more coverage with each broadcast second! This distinctive, new ¥
programming adds greater prominence to your sales message...gets the
attention and respect of a couvincible, higher-imcome audience in 234 South
California markets. Yet, you caw buy 17 “nrinutes” of FRESH AIR for less
than the average cost of 10 on the other big-signal regional stations.
Your XBIG or Weed Rep has proof!

Different programming, different audience...KBIQ (FJM) is a valuable
combination buy with KBIG—at a special combination rate.

o oo O
I Radio Catalina ... 740ke¢ /10,000 watts

JOHN POOLE BROADCASTING COMPANY, INC.,
6540 Sunset Blvd., Los Angeles 28, Calit. * HOllywood 3-3205

National Representative: Weed Radio Corporation’

www americanradiohistorv com
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The story broke early in January with. .
indications of blatant corruption in

the Chicago Police Department. First

to be undone: a group of patrolmen

accused of sponsoring their own thlef _
Expose followed expose, flushing - {
dishonest policemen and ‘irresponsible
higher-ups. All newspapers and radio

and television stations in Chicago

duly reported these developments,

WNBQ Television and WMAQ Radio; f
Chicago's NBC stations, went further.
Shortly after the first shocklng dlscovery,
the stations’ *City Desk"’ programs
devoted their full energies to a
penetrating examination-of the scandal'
cause and effect. Every week since,

these Sunday programs have continued, '
the search by interviewing law
enforcement authorities and persons .
directly concerned with the issues.

‘‘Shadow On Our City,'" a WNBQ
documentary series, scheduled in prime
time, focused on the political use the
scandal has been put to and developed
some stunning revelations and startling
conclusions. Regular newscasts
continued to provide valuable insight
that helped Chicago’s citizens take
intelligent action to meet the situation.

The Chicago Daily News' appraisal of
these efforts typifies critical response :
“WNBQ has put its TV competition to
shame with its special coverage of the
police scandal. WNBQ has performed

a vital, responsible public service."

Chicagoans now can look forward to a
i:ompletely reorganized police department. . .
and a happier, healthier community.

And WNBQ and WMAQ can look with pride .
upon a- bright new chapter in a long
history of public service programming.

WNBQ/WMAQ

CHANNEL 5 670 ON THE DIAL

NBC OWNED STATIONS IN CHICAGO
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HOURS
A DAY

SERVING KALAMAZOO
AND BATTLE CREEK.
PRIMARY AREA COVERAGE
431,000 POPULATION.

Westowe Michigan s
Most Pouorful
deponclost

MUSIC and NEWS

g

MBROADCAST TIME SALESHES
REPRESENTATIVE

12

! two-week schedule in early April set

time buys

{Cont'd from p. 9)

Howard Stores Corp.
\genov: Mognl 1ilvams & Soyha
Ine., New York

Product: HOWARD CLOTHES

PPeaple remember the linle Howuard
label jingle ol earlier vadio diys. Be-
cause ol these findings (vec Hloword
Back to Rodio, p. 2G), the jingle is
hack on radio, tnrmed wy the 60,
wver 12 stations in nine Fast Coast
markets.

L o cunpaign that began Minch
Fand running through July 17, the
retail clothes ¢hain will air lrom 18
to 35 spots a week over cach statiow
F'imebuver is Jovee Peters.

Liggett & Myers Tobacco Co.

Agenov: MeCann-lLoricksan g
New Yark

Product: CHESTEREFHELLY

Spring activity lighes on the ~ound
wives lon this cginette in 73 -
kets across the countes. The 39-weck
schedule begins April 1 lrequen-
cies ol live 1o 10 announceiments i
market each week, Minutes and 200
will be wsed. Timebuver is Giwi
Conwiay

Liggett & Myers Tobacco Co.

Ageney: McCaun-Evickson Ine
New York
Product: DI'KE

Moving into the top five nurkets,
this regal smoke begins its 1960 radio
schedule April -l The cmmpaign will
run lor 13 wecks. The commercial
message will be heard inaninute and
20-second spot aunouncements.
Thnebuver is Gini Conwav.

New York Apple Growers" Association

\geucy: Charels 1T, Hoyt, Ine.,
New York

Prociuce: APPLES

Out-ol-season support lor the :lpp'lc
industry will be exhibited by the

to sun in wost upper New York

www.americanradiohistorv.com

state markets. Phe extra push Jor
pracessed and cunned apple products
will innount w20 o 30 spots o week,
20-secomds caxh, Timebuvyer is ung
Iune.

Sun Oil Co.
Ageney: Hilliant Esty
New York

Product: GASOLLINDE

Lo,

Spring spurt starts April 3 in ¥
markets across the country, Now sep
at eight weeks, there's a possibility
the campaign will be extended. Tegl-
fic and weekend minutes will sell
Sunoco 1o the wotorst. Tunebuyer
is Jim Scanlon.

United Artists Corp.
Product: TIHE FUGITIVE KIND

Teanung up for o shore Highe on
the sound waves, the hlm contpany
med scheduled aitlines will promote
The Fugitive Kind in 29 major -
kets throughout the country. "Uhe
schedhitle ol 500 spot announcements
starts the last week in April and will
end carly i May. Spouws rom -sec-
ouds o orie-mimute will be vsed by
national and local suttions as part
ol LIL\'s exploitation drive lor the
hlm. Stars Irom the picture, appeal-
g to service men on leave vr week-
end passes, will ask, “Why noc {ly?”

United Artists Corp.
roduct: THE UNFORGIVEN

Prior To its national run, UA is
using ridio for its premier of The
Unforgiven in New York. The 10-
day schedule is vunning until the
April opening on eight stations in
the New York, New Jersey and Conn.
area. .\ o] ol 250 spots, from 10
to 6l-seconds, will be heurd before
the picture opens. Campaign is an
indication of things 1o come. \Vhen
the movie branches out across the
coumtry a radio schedule will defi-
nitely qecannpany it. o o

U. S. RADIO 5 April 1960
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washington

Interim Three-Man Policy
Committee Holding NAB Fort

Special Group Considering
Nominees for Top NAB Post

New FCC Chairman Seen Favoring
More Regulation of Broadcasting

Latest Slate of Radio Board
Members Facing Active Terms

Number of Stations Subscribing
To Standards Expected to Swell

U. S. RADIO o April 1960

Sorely teeling the untimely loss ol Flarold E. Fellows. the National Asso-
ciation of Broadcasters has been setting up the machinery necessary to
select a new president and to continue Tunctioning ellectively. The spe-
cial three-man commitice ol broadeasting executives is currently carrying
out the policy functions ol the NADB, and will continue doing so until
Mr. Fellows’ successor is named. This policy comniittee is headed by
Clair R. McCollough, president and general manager of the Steinman
Stations, Lancaster, 1. The other members are G. Richard Shalto, ex-
ecutive vice president of \WIS-AM-TV Columbia, S. C., and Merrill Lind-
say, vice president, WSOY-AM-FM Decatur, Iil,

Authorized by the NAL board of directors, a committee has heen wres.
tling with the dilhcult 1ask ol nominating a successor o Mr. Fellows.
Committee membership was not limited to members ol the association
or the board ol directors, jt was pointed out. Temporary responsibility
for directing the administrative needs of the N.AB hias been given over
to Everett E. Revercomb, the association’s secretary-treasurer. Until a
new president is nimed, Mr. Revercomb will act as the administrative
officer in charge of coordinating activities of the association and super-
vising services to its membenrs.

Labeled by the New York Times as “An honest, hard-working puoblic
servant,” Frederick W. Ford has heen going about the task of raking over
the chairmanship of the Federal Communiciations Commission which
became vacant with the resighation of former FCC Chainman John C.
Doerier. A veteran ol two-and-a-half-years on the Commission, My,
Ford’s record indicates that he holds some strong views in lavor ol more
regulation of broadcasting. Industry expected to lTollow carefully the
moves ol the new FCC chiel.

With the burst of action brought about by the death of Harold E. Fel-
lows. and Frederick W. Ford being nimed the new FCC Chairman, the
12 new mentbers of the NADB's radio board ol directors are sure to start
their two-year terms on an active note. Of the dosen directors elected.
eight were lrom the even-numbered districts. They were:  District 2.
Simon Goldman, WJTN Jamestown, N. Y.; District -1, Jack Yount,
WEED Southern Pines. N. C.: District 6, F. C. Sowell, WLAC Nashville:
District 8, J. M. Higgins, WTHI Terre Haute, Ind.: District 10, Richard
W. Chapin, KTOR Lincoln, Nebr.: District 12, Altan Page, KGW.A Enid,
Okla.; District M, George C. Hatch, KALL Salt Lake City, Utah, and
District 16, Robert ]. McAndrews, KBIG Avalon, Calil. Elected from
four at-large categories were: large station, John F. Patt, WJR Detroit:
medium stations, Alviy Fl. Temple, WKCT Bowling Green, Ky.; small
stations, Robert T. Mason, WMRN Marion, O., ard hn stations, Merrill
Lindasy, WSOY-AM-FM, Decatur, 11l

NADB's radio board has taken & number ol steps to broaden both the
scope and effectiveness of the Stundirds ol Good Practice lor Radio

{Cont'd on p. 14}
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| WASHINGTON [Cont'd from p. 13)

Of course. there’s another Personality Station

Broadeasters. "The board™s actionr 10

permit non-NAB  member stations
[ to subscribe to the Standards is ex-

prcted to swell the st of subscnb-
, ers. It abso “approved in principle”
the recommendations of the Stand-
ards ol Goad Practtee Conunitiee to
put “teeth” in the enlorcement of
thie Standards. Board approval also
| Tas been given to the annual sub-
scription {ee to the Standards. The
| fee is equal to 10 times a station’s
highest published one-time advertis-
ing rate for a 60second spor an-
nouucement. or a maximum of $360
a year. A -0 percent discount is en- '
joved by NAB sadio menthers.

1 Self-Discipline Will Play A
Greater Role in Broadcasting

A number of “educated guesses™
about the futme of broadcasting
[ have been made by Frederick H.
Garrigus, NAB manager of organi-
. : cational  services.  Addressing  the
Hicronymns Bosch 15302-15167 The Ship of #anle— Dulch Schoal Philadelphia chapter of Americine

Women in Radio and Telesvision,
A, Garrigus sl il % oo many
broadeasters are perfettly willing to

clean their own house without fur-

.. but it just doesn’t compare with

K NUZ ther goveunnental restriction or reg- |

= — the NO. 1% BUY in HOUSTON ulation.  This recoguizance of the ]
virtue ol self-discipline will be sure '.

. . . ut the lowest cost per thousand! | : ;:'nricc:l:l]:"['l:::f[]:." Traiastuyg !
s ac e,

Mr. Garrigus believes that . . . di-
verse as it now s iu quality antl con-
tent,” the variety ol programming
nay well be further expanded. He
states  that broadcasters  will
tuke a considerably more cautious
approach to auy action or actions
New York which might in fact—or by implica-
Chicago ton—indicate any moral lapses. . ..
Detroit On both the national and local lec-
cls broadeasting has committed isell,
by the public staternents of its lead-
crs, to a larger number of public
San Francisco interest, educational and world af.

Los Angeles fairs programs than ever before.
Dallas “With the continued up-grading of
IN HOUSTON, the standards of romnu'zr("iu! copy;
consequent as we have said upon the
CALL DAVE MORRIS closer adherence 1o the revised Ra-

JAGKEGE 3:2581 dio Standards of Good Practice . .
we will have considerably fewer
commercials of questionable good
taste,” he concludes. o o o

MUSIC! NEWS! PERSONALITIES! FACILITIES!

“See Latest Surveys for Houston National Reps.:

THE KATZ AGENCY,
INC.

Atlanta
St. Louis

14 U.S. RADIO » April 1960
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Clair R. McCollough, president and
general manager of the Steinman
Stations, this month receives the Na-
tional Association of Broadcasters'
1960 Distinguished Service Award.
Begun in 1953, the annual award
is given to an individual “who has
made a significant and lasting con-
tribution to the .\merican system of
broadcasting by virtue of singular
achievement or continuing service
for or on behalf of the industry....”

Mr. McCollough, of course, wouldl
qualify on either count.

His radio career started in 1929
when he joined the Steinman Sta-
tions’ WGAL Lancaster, Pa., in sales
and in a supervisory capacity.

Since that time, his energy and
effort have not ouly been directed
towards the expanding group owner-
ship, but also the expansion of the
industry of which he has been a
vital part.

He was founder of the Penusyl-
vania Broadcasters Association in
1932 (now the Pennsylvania Associ-
ation of Broadcasters). He was a
member of the reorganization com-
mittee of the NAB in 1938 and was
vlected to the frst board of direc-
tors. He has since served almost
continuously on the radio and tv
boards and is a past chairman of the
board.

U. S. RADIO o+ April 1960

THIS MONTH:

CLAIR R. MCCOLLOUCH

President & General Manager
Steinman Stations

NAB’s 1960 Distinguished
Service Award Holder

A decade ago he presided at some
ol the original meeting> that estab-

lished the Radio Advertising Bu-

reau as a separate selling organiza-
tion for radio, similar to bureaus of
other media.

Mr. McCollough is buHlish over
the future prospects of radio. He
believes that the current progress of
fm is not just another false start. He
maintains that fm should be the pro-
gram opposite of am.

At the same time, he notes that ra-
dio is doing splendidly in local and
regional business. “[t is the task of
radio to capture the imagination of
the national agency which is under
tremendous selling pressure from all
media.”

Mr. McCollough was educated at
Pennsylvania State Teachers College
and received an honorvary doctor of
science degree from Franklin & Mar-
shall College, Lancaster. He 15 man-
ried to the [ormer Velma .\. Dil-
worth and they have one daughter,
Counstance.

In a business that is known for its
job progression, Mr. McCollough's
three-decade service with the same
company is a distinguishing mark
in itself. Under his day-to-day su-
pervision, the Steinman Stations
grew and today include six am sta-
tions, four fm and two tv. e o @

www americanradiohistorv com

LONG ISLAND IS A MAJOR MARKET!

| THE VOICE OF LONG ISLAND

THE GREATER

LONG ISLAND MARKET
(Nassau-Suffolk)

TOGTOA_ OGP OGS OG?

MORE GAS

IS SOLD ON

§  LONG ISLAND
THAN IN ATLANTA,
AKRON, ALBANY

AND ALLENTOWN...
PUT TOGETHER!

GAS STATION SALES
*174,106,C00

L LER )

|
L ST OGP OGP OGN OGO

WHLI

Dominates the Major Long Island Market (Nassau)
... Delivers MORE Audience than any other
Network or Independent Station!

(Pulse)

r~--=--»10,000 warrs

WHLI

AM 1100
FMm 933

MEMPSTEAD
tONG ISLAND, N. ¥,

Represented by Gill-Perna
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% Offers Blan

ket Coverage

CENTRAL WISCONSIN

.

5000 Watts

£ X On 1320 K e Nou-Directional

THGIT FIDELITY

B Reprezented
b

DEAAEY. §

INC.
New York
and
Chicaga

WISCONSIN
NETWORK

20 Years of
LOCAL RADI|O
SERVICE

covering News,
Community Events
and sports from
Studios in
WISCONSIN RAPIDS
STEVENS POINT
.. MARSHFIELD

Owned and Operated by
Wm. F. Huffman, Radio, Inc.
Phone HA 3-7200, Wis. Rapids

»
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LETTERS TO

They Want To Know

I noticed iy your February issue
it there is a "The Big Sound™ 1i-
brary being distibuted by Richiard
Lo Ullman Ine., Bullalo, N. Y. 1
would appreciate your inlorming me
ol their address so tuu Linight write
lr complete getails.

Lee P. Mehlig
Co-owner
KGMC Englewood, Colo.

We are the owners gl operators
gl DZIMT and DZWS —the lormer
concentrating on muosic and  news
and the later c:llcrin‘g Lo waimnen
listeners.

We wonkld Iike fa koow more
about the Broadeasters Promotion
Assoctation, smd hew we cun iy inw
such an association.

Albert C. Capofosto
The Manila Times Publishing Co.
Manila, Phifippine Islands

Real Estate Radio

Enclosed 1s a copy af “*Real Escae
Opporumities” containing otr story
on radio adverdsing and mentioning
vour  magazine,  Thank you very
mnch Tor your help.

Arthur L. Dobkin

Editor, Real Estate Opporfunities
Prentice-Hall inc., Eaglewood
Cliffs, N.J,

As a vereran of ZF sears ol broad:
casting, let me commmend  the ex-
cellent write-up on radio advertising
[in "Real Lstae Opportmities”|
which veached my hands via the Firse
Trnst Company ol Chittanoogi, mid
one ol om local veal estate dealers.

Bill Stamps
Manager

WCLR, Cleveland, Tean.

In reacdling the [vadio] article in
“Real Estate Opportunities,” it was
sngaested that we write to you lor
helplul information. We are a coimn-
paratively small real estate hrn,

Any inlormation you nfay ofler us
witl be appreciaed.

Harold T. Brothers
President

Federal Realty Agins lat.
Atlanta, Ga.

Farm Issue

I want to take ihis opportanity 1o
repute statements made in the Feb-
ruary u.5. RapiO by one Jay Gould,
’ and to highly endorse the statements

U. S. RADIO » April 1960
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THE EDITOR

ol Bill Wiseman of WOW Owaha,
~Neb.

The Americin Larmer is wmudoubt-
edly the most sagacious, hard to tool
personality on the [ace ol our
globe . . When a [arm director statts
having competitive accounts on his
progranis, he had better figure he is
through being ol any value to his
sponsors,

The top farm accounts buy farm
directors [or exclusivity, and these ac-
counts are looking only at men who
live and breathe their products. 1
would not want a farm director on
my payroll who could carry water on
both shoulders. 11 he is not sold on
the sponsor let’s find another spon-
sor, but by all means, let’s not have
competing accounts using the same
farm director.

Ben Ludy
President and General Manager
KWFT Wichita Falls, Texas

A fine issue that presented a good
roundup on [arm radio.

Ken Klein
Public Relatians Directar
Katz Agency Inc., New Yark

I would greatly appreciate it if
you could place me on the subscri)-
tion list of ts. RApIO. T was most -
pressed with the book.

Also, 1 would like 10 order re-
prints of the story on d-Con (see
Radio: d-Con’s Pied Piper, February,
1960) .

Hamilton Hicks Jr.
Educatianal Department
The d-Can Ca., New Yark

Country Music

1 have been in the Dbroadcast in- -

dustry with counuy music for 12
years. I thought now might be a
good time for local radio to look into
a country music policy. . .

Country music has emerged lrom
the darkness to become a highly com-
mercial format for tocal radio. This
modern day “folk” music is pro-
granmed 1o a vast consuming audi-
ence wherever it is heard. . . A sta-
ton with a counury music lormat can
produce [ar more than ratings. |t
can produce results for both local
and regional accounts bhecause the
country music listener is the most
loyal listener one can find. . .

Carl Stuart
Program Manager

WAMO Hamestead, Pa.

L. S. RADIO o April 1960
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My how things changed!
Now you know
In Louisville

ony on 470

people size radio

for family size fun.
Check your latest
Pulse—check your latest
Nielsen—and re-check
your audience
composition on BOTH.

*Now First . . . Nielsen Rated Hours
6 AM to Midnight . . . by far

Bill Spencer or Robert Eastman for wonderful details.
SOLD NATIONALLY BY:

robert e. eastman & co., inc.
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WSB RADIO
FIRST IN AUDIENCE
92% OF THE TIME

-with 17 statjons operating
in the Atlanta area!

) !‘ " _\‘
N

———n g.uud‘

“white Columns an Peachiree, the home of WSB Radio

Latest Niclsen on Atlanta reveals a handsome

honus being shared hy WSB Radio advertisers. This
station’s audience was up 187 in the morning, up. 10% in
the afternoon. Nighttime dominance over the

WSB field was more marked. than ever!

Of total quarter-hour periods measured WSB Radio was

Radio first 1in audience 464 times. Station No. 2 led

28 times and Station No. 3 was first 6 times.

The Voice of the South ' Atlanta In March WSB Radio enters it 391?3 year of service
A to the South. And for each consecutive year
@@@ this station has been the overwhelming favorite of
Southern listeners. Certainly your advertising

in Atlanta belongs on WSB Radio.

Alfiliated with The Atjanta Journal and Constitution. NBC affiliate. Represenied by Petry. Assocrated with WSOC, WSOC: TV, Charloite, WHIQ,/WHIO-TV, Dayton.

18 U.S. RADIO o April 1960
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Radio In The
Looking Glass

e e M o

‘Radio as an Advertising Medium’

The adjoining lead story in this issue of U. S. RADIO is
the result of the recent major radio drive by the Radio
& Television Executives Society Inc., New York. The
story presents the exclusive report on a questionnaire that
RTES sent to agency executives. The RTES survey was
taken in conjunction with its Roundtable luncheon of
March 23, which featured “Radio as an Advertising
Medium.” Those who participated in that panel were:
D. C. Marschner, sales promotion and advertising man-
ager, Shell Oil Co.; Albert Richardson, vice president-
advertising, Chesebrough-Ponds Inc.; Marguerite West,
advertising media manager, Scott Paper Co.; Maurice
McMurray, national sales director, Storer Broadcasting
Co., and George Arkedis, vice president-sales, CBS Radio.

':...:.:.i-u|||I|.r'|IF|:!rF'||';'r'.! LS LN
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What would radio find if it
were able to look at iwself in
the mirror?

What would its strengths look
like? How about its weaknesses?> In
what ways can it improve its natural
endowments? i

These are some ol the questions
the Radio & Television Executives
Society Inc., New York. had in mind
when it polled a sampling ot adver-
tising agency executives to find out
how theyv felt about “Radio as an
Advertising Medium.”

What follows is an exclusive re-
port on the results of that question-
naire survey. which was taken by the
RTES to coincide with its recent ma-
jor radio push.

Rather than “yes” or “no™ ques-
tions. the survey sought subjective
views on radio’s limitations and at-
tributes, programming and commer-
cial matters, use ol radio in other
than the popular driving times and

19
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radio in looking glass

“Let’s editcate more of the

into the beunefits of radio.”

other buyer and seller probleois. In
all, there were 15 questions.

The survey shows i ageney ex-
cautives are ~ignificantly  impressed
with radio’s ability 1o move goods
oll the shehves because of its flexibijl-
iy, low cont, abilitn o reach the
housewife during the day und the
husband in the nmyning and eve-
ning. They like strong local person-
alities, the value of radio as & ve-
minder wedivm, it partabiligy and
companion function.

What do they helieve afe radio’s
probilenn?  Acwording to the survey,
they answer program development,
Lk of a “picture.” nighttime prim-
aey ol v, local versus national vate
practices. and the need for a guide to
mesurcment ol frequendy and satu-
ration,

Putting the economics of today's
radio into locus, Willian Matthews,
viee president and media director,
Young & Rubican  Inc, states:
“Radio today is a primary  local
wedinm lor mational advertisers. [t
van be elfectively used in local situa-
tions, like newspapers and spot tv,

“It's casy cnough 1o vank media
on a genera) basis, but when vou gef
vight down (o choosing a puvticuliu
medium—when you're going imo a
city for the first thne, for examyple—
i's quite a dilferent matter. ‘Then
you have to choose the medium de-
pending on whats available and the
quality of what's available, what the
marketing problem is and what
aou're trying to achicve.”

On the subject ol radio’s asets,
\rthur Porter, vice president and
wedia director, J. Walter Thompson
Co., states: “Radio can reach a small
audience au great Irequency ellective-
Iv." Conversely, he feels that “radio’s
greatest limitation is reaching a large
audience at an elficient ¢ost. You
have to put a great tleal of mnonev
into reaching a maximuin andience
cfiectively.”

What about the problem of simpti-

20
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hving the lm:\'mg andl selling of mul-
ple market spot vadio cnmpaigns?
David  Wasko, vice president  in
charge of inedia, Gever, Morey. Mad-
den & Ballird Inc., believes that
“simplified rate cards angd making
certain that ihe availabilities sub-
witted, are the same as tdene con
hivmed would help. 1l theve are any
changes in availabilides, agencies
should be inlormed  innnediately.”
Mr. Wisko abso tosses out a challenge
to the radio indusury: “It wounld be
terrilic lor the national advertiser il
soitte basis could be found o make
vate cards unilorn.”

Are Topol, media T)U)'m. Ogilvy,
Bensonr & Mather  Inc., (]u('slinns
whether multiple market spot ridio
cnupaigns can be simplificd. “Each
market or eich station must he con-
sidered on ity own merits. You can-
not sell stations as group unless
there is o similarity between them—
for exaniple, it they are an tm or con-
cert network or il they are all news
stiations. Even a degree ol difference
among ‘madern’ stations means that
you must comsider each mayket, situa-
ton separately.”

Among the present limitations in
radio that is found by Lucy Kerwin,
timebuver., Kenvon & Eekhardu Ine.,
is that “the total audience at any one
time is not oo large.”

As for the other side of the coily,
Miss Kervwin states: .\ client can use
radio econowmnically.  Not only are
rates less expensive but the cost ol
preparing the commercials and put-
ting them on the air is less.

“Abo, radio can be utilized [or a
quick push because of the case of
prodiicing the commercial.  Copy
and production problems are rela-
tively easy and the campaign tan be
put on the air quickly.”

Here, then, is a rundowi of repre-
sentative amswers to some of the
meaty questions in the RTES survey.

Jecause the RTES did not ask re-
spondents to. include their names on

WWW.americanradiohistorv.com

the questfonnaire, the lollowing di-
rect quotes appear without identi-
furatiow.

What are your thoughts on
radio as a motivating force?
a “Liveners are loyal o air per-

sonalities and 1ake recommenda-

gons seriously, There is vast ve-

SPOHSE 1o Importint issues aired

an vadiag sl editorialized. Goog

and last yews veporting is int-
portant.”

e “Much has aheady beerr proven
with sales results—the end we are
all alwer. Deparunent stores have
been crowded with shoppers lor
‘radio specials’ angd sold out b
advertised items.”

s “Given ume ta work. it gan be

Frank Pellegrin
Vice president, H-R Representatives Inc.
President of RTES

highly etlecuve.”

o “Naturally, assumming vne has i
good commercial, it can move
people wo act. However, audiences
are so decunated in recent years
that only large voluwe or long
continuity ol cffort can produce
significant vesults as a rule.”

What are your feelings and
experience on the competitive
merits of live and trans-
cribed commercials? Also
local versus canned. copy,

e "Il excellently produced, E17%s are
fine. However, it is wise to use
popular local pevsoualities to vary
I'T's with live adlibs of whole or
part of commercial.”

¢ “If d.j. is good, va one ds as ef-
fective—he can l)mvi(_le a person-
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al endorsement tactor. 1t copy
points must be handled very care-
tully, or local talent is not ade-
quate, ET's are necessary.”

e “lIt all depends on the quality of
the transcribed commercials und
the ability of live announcers.
Both can be cftective.”

e “Live has plus on local person-
ality sell.”

e “Both can be good. The wick is
to apply the proper techniques to
individual problems as they arise.
Unless there are integration or
endorsement opportunities, we
tend to use canned copy.”

e “ET’s are better. They give you
exact enunciation and pronuncia-
tion you want. Live varies by
size of station and section ol

Al Shepard

Sales Manager, Select Station Reps.
Co-Chairman of Roundtable Committee

country.”

e “On a network in a personality
show, distinctly prefer live. Local-
Iy, except for isolated cases, pre-
fer canned.”

What recommendations do you
kave to simplify the buying
and selling of multiple mar-
ket spot radio campaigns?

e “Make all cards similar. There
should be flat packages based on
the number of announcements
per week (Sunday through Satur-
day) —no other frequencies.”

e "“The use of representative con-
firmations which serve also as
contracts. Tighter traffic control
makes for more correct billing,
less delays in bill payment.”

o “Simplification of rate cards.

U. S. RADIO o April 1960

“Radio stould sell its exclusives: Great

local medium . . . immediacy ... local personalities’

influence with trade and consumers.”

Salesmen’s knowledge ot his sta-
tions and markers.”

e “Aside iromn the standarcization
ot availability forins, 1 think (ur-
ther simplification will come from
betier organized buying pro-
cedure.”

e “Single rate.”

e “More complete market data on
the listener.”

e “Simplify vate cards. Make time
available in preconceived blocks.
Provide minimum reach and fre-
quency.”

What has radio not done that
should be done to sell itself
core effectively?

e “More individual market data—
what percent ol market is rural,
industrial, white collar. When
they go to and from work and by
what means — heavy shopping
days—special interest or ethnic
groups—geographic. cultural pe-
culiarities. All should be included
with coverage maps so that buyer
can use it in determining exact
times of day to reach particular
product’s audience. Also, more
and better descriptions of pro-
grams  shown on  availability
sheets.”

e “Serious programming considera-
tions. Five-minute news on hour
not considered realizing radio’s
full potential value. Stations hurt
themselves by co-op deals block-
ing out good times for national
advertisers.”

e “‘Improve prograinming to attract
more listeners.”

e "It should sell its exclusives—
great local medium emanating
from twice as many places as
daily newspaper and seven times
as many places as v, Its im-
mediacy. Its local personalities’
influence with wade and consum-
er.”

e “On the network, produce clear-
ances and provide distinctly iden-

www.americanradiohistorv.com

tiftable programniing.  Locally,
establish local image and streau-
line rute cards.”

e “llas not sold itsell on a market
basis, nsing agreed upon statistics,
in trying to effect radio sales lor
the mutual benefit of several sta-
tions in a market.”

Many agencies buy certain
pre-determined time segments
{such as Monday through Fri-
day, 7 to 9 a.m. and 4 to 7
p.m.). Have you experienced
good radio results in other
time periods, i.e., weekend,
evening, etc. ?

e “Sunmier weekend radio Tor cers
tain products. Rate breaks just
atter 7 p.n. permit more spot
mileage and ofter gooxd adult
listening.”

» “Mail order agencies buy Sunday,
Saturday, then weekdays—in that
order—regardless of price. Results
[ollow.”

e “Sonie products — lemale appeal
—arc more efiiciently sold and
more eftective in pure davtime
hours.”

e "9 am. to 4 p.n. for wonten iy
economical and sometimes the
weight of advertising .is much
less than traffic times. Quality
products can be sold in evening
‘good music’ programs.”

e “Weekends are good — more
‘whole family’ listening when the
opportunity is best for ‘whole
family’ shopping.”

What recommendations would
youmake to improve radio pro-
gramming from the viewpoint
of both audience and adver-
tiser?

e “At the station level, balunced
music and talk  programming.
More news, public service and
identification with local com-
munity. Networks shonid offer

(Cont'd on p. 40)
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$950,000

Estimated Radio Budget

700 STATIONS

— On Three Networks —
Will Carry Fritos Story

21,000 SPOT ANNOUNCEMENTS

Each Week
— Average 30 per
Week per Station —

wWWW . americanradiohistorv.com

has the ability to keep taste

buds tingling coast-te-coasy;
add air elfective network of national
distribution: mix in a consistent pro-
gram of advertising awl sales pro-
motion, topped ofl with generous
pottious ol radio. This is the recipe
which has nude it possible for The
Frito Cowmpany, Dallas, Tex., to
hoost the sales of its corn chip and
potito chip products from §18 mil-
lion i 1931 to almost $60 million in
1959.

A consistent user of radio since
the firm was organized in 1932, Frito
is using the sonnd medinm to spear-
head its adventising and promotional
elforts in 1960, ]t is estimated that
$950,000, representing 35 percent of
the total bndget, will be spent in
almost equal parts over 1he lacilities
of NBC, CBS and ABC o tell the
story of Frito corn chips.

“This is the largest uetwork buy
the company has ever unuwde,” says
Thomas K. Denton, vice president
of Daucer-Fiuvgerald-Sample in Chi-
cago, the Frito agency, “With the
cunpaign wwder way, the announce-
ments are scheduled to run in stag-
gered flights through the end of the
year. After checking the coverage
maps and the number ol stations
that will carry the Frito story (over
700), we have determined that this
campaign will penetrate every county
in the United States except one.”

Q
% Take u snack product thac

==

Coast
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Looking for depth as well as broad
coverage, Mr. Denton points out
that there will be an average of
21,000 spot announcements used
each week, with listener impression
totals up in the multi-billion cate-
gory.

“Radio has always been one of our
most important advertising outlets,”
says John R. McCarty, advertising-
merchandising vice presicent for The
Frito Company. “As a matter of fact,
radio was the first medium employed
to introduce corn chips when the
company was started, and we have
been regular users ever since.

An Impulse Item

“Our product,” he continues,
“comes under the heading of an im-
pulse item. In order to get the shop-
per to pick up a package of Frito
corn chips when she is in the store
we have to ‘pre-condition’ her. This
is done through concentrated ex-
posure. Repetition and heavy fre-
quency, therefore, are two of the
things that we look for in our adver-
tising and promotion efforts. We
have found that we can get this with
radio. Radio makes it possible for
us to achieve strong trademark and
name identification. We have dis-
tovered that with the proper type of
copy we are even able to get appe-
tite appeal across on our radio an-
rouncements.”

The principal target of the Frito

campatign is the housewife, Mr. Mc-
Carty says. “Therefore, we concen-
trate much of our air activity during
the daytime periods. Men and chil-
dren also are our customers, however,
and we have been able to buy time
slots and programs that will appeal
to them as well.”

“In order (o hit as many different
audience groups as possible,” Mr.
Denton states, “we are buying an-
nouncements around news shows,
comedy, drama, adventure, music
and almost every type of program
now being aired. Frito corn chips ap-
peal to all kinds of people. We be-
lieve that radio today is one of the
most effective ways of reaching such
a broad market and still make it
practical to tailor inessages to specific
consumer groups.”

A look at the Frito schedule on the
three networks illustrates how the
firm is seeking a wide audience base.
On CBS, the lineup calls for partici-
pation on news shows running from
10 a.m. to 3 p.m.; the Art Linkletter
House Party; a group of soap operas,
including Helen Trent, The Couple
Next Door, AMa Perkins and others;
the Burus and Alleu show: Bob and
Ray, and dmos and Andy. Frito will
also be represented on the network’s
Sunday schedule made up of Yours
Truly, Johuny Dollar; Suspense;
Have Gun, 1ill Travel; Gunsmoke,
and the AMitch Miller Show.

At NBC, the Frito campaign will

'to Coast Radio
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be heard on News of the WVorld;
People Are Funny; a news analysis
show, Emphasis; and Monitor includ-
ing the Paul Winchell show, Frnie
Kovacs, the Bob Hope segments and
Duffy’'s Tavern. The ABC plans
call for 50 10-second announcements
a week on newscasts that are heard
from 10:55 am. umil 11:35 pm.,
Monday through Friday.

Although the firm produces and
distributes about 30 products, corn
chips represent the major part of the
business. “Frito,” Mr. McCarty de-
clares, “is the only nationally dis-
tributed corn chip in the country,
and it is the only product that is
being advertised in our network
radio campaign.

“The copy will he varied, and we
will probably use 10 to 15 different
copy approaches. However, cvery
Frito announcement will include a
musical jingle we have prepared
built around the theme of AMunch A
Bunch of Fritos. This jingle will be
our identification on all of our mes-
sages, whether they are 10-20-30 or
60-seconds.”

The following is typical of the
copy being used for Frito:

JINGLE: Munch munch munch a
bunch of Fritoes corn
chips. It's not polite to
smack your lips—but you
can't help it with Fritos
corn chips—munch munch

Recipe
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fritos

munch a bunch of Fritos
Corn Chips!

ANNOUNCER (LIVE): Fritos are
the perfect after-school
or between-meal snack!
Golden chips of corn—just
made to munch. A nutritious
treat for children and
grown-ups alike. Fritos
corn chips are full of such
good, crisp flavor—such
good-for-you nourishment
—there's contentment in
every munch.

JINGLE: Munch munch munch a
bunch of Fritos Corn Chips!

ANNQOUNCER (LIVE): Whenever
you want good munching—
get Fritos corn chips.
Whenever you want to add
zip to a lunch box—to
salads, soup or sandwiches

IF RADIO helps get the consumer inte the store, the large, attractive displays mate it
simple to find Fritos. Displays are installed by company salesmen, and changed reqularly
4o coordinate with the four major Fritos seasonal promotions that are used each year.

24

—serve Fritos corn chips.
They're America's favorite
—golden chips of corn just
made to munch. F-R-1-T-0-§
—Fritos corn chips.
JINGLE : Munch munch munch a
bunch of Fritos Corn Chips !

Use Live Announcéments

“Although we are using traitevip-
tions. where it is possible we ty 10
make wse of Lhive announcemens,”
M MeGarty says, "ol cowrse, uaking
sure that our jingle is included, e
any program where the larmat pes
mits. we like to have the show's suar
present our messige.” Some of e
performers who are scheduled o be
Fritn “silesmien™ ave Bab and Ray,
\rt Linkletter. and Bob Hope. Net-
work announcers will also be used
with grear regularity.,

A
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In wirder to obtim maximuam un-
pact and identification, Frito is pre-
paring point ol purchase material
keyed o some ol the perlonmers,
This will include tack stremners angl
colorlul displays.

The tie in of Frito’s rudio cam-
paign with s activities at the reail-
¢er and vansuuier level is wpical of
the integrated marketing operation
which has bronght the company s
very  consderable  success. “Friugs
are distribued throngh o network of
iwhnost 2,000 driversalesinen,” My,
McCarty expliine. “Each one s
been wriained to check waperly the
stack in the stores on his ronte, and
10 et up the displays which we ue-
e

The typicgl Fuitis store displav is
colorhul, attractive anel desigued 16
stimuligte atgention mnl jction. Lvery.
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thing is done o make selling Fritos
as simple as possible for the retailer.
Mr. McCarty also nteutions that the
coutpany usually ties in Fritos with
other products.  He believes
that this not only helps boost sales
of the corn chips by showing the
shopper new ways of using the proxl-
. uct, but that iv also builds excellent
dealer relations.

food

Seasonal Promotions

The company’s research brought
out the lact that both the retailer
and the consumer grow weary ol a
particular display atter a while. In
addition, the displays and other
point of purchase materials tend o
get a bit shop worn. In order to over-
come this problem, The Frito Com-
pany conducts a different promotion
each quarter of the year. The pro-
motions usually run for about six
weeks. This highly successful tech-
nique is being employed again this
year, and the radio campaign has
been carefully geared to fit into the
pattern,

“Our first promotion lor the year,”
Mr. Denton says, “ended last month.
It was built around an offer of free
packages of quality flower seeds.

There were three different assort-
ments, and each bag of Fritos con-
tatned ome of the packages. All of
the merchandising elforts, inclnding
radio, were coordinated to concen-
trate on the flower seed offer.”

The following is a typical 30-sec-
ond announcemment that was used in
conjunction with the Iree flower seed
oifer:

ANNOUNCER (LIVE): Here's a
wonderful "salute-to-
spring® gift from Fritos
corn chips. A free package
of flower seeds on the
large bags—genuine high
quality Burpee seeds in
three variet ies-—petunias,
snapdragons or zinnias.
Look for the Fritos bags
with the free flower seeds
—while they last.

JINGLE: Munch munch munch a
bunch of Fritos corn chips.
It’'s not polite to smack

U S. RADIO o April 1960

John R. McCarty

Advertising-Merchandising Vice President
The Frito Company

your lips—But you can't
help it with Fritos corn
chips—Munch munch munch a
bunch of Fritos corn chips.

“The next seasonal promotion will
kick oft in June. And the theme ol
this will be picnics. Final plans for
the fall and winter are being drawn
up now. In each instance, we have
scheduled our radio flights to co-
ordinate with these special promo-
tions,” Mr. Denton points out.

Each of the networks is providing
Frito with a variety of merchundising
support designed primarily 1o alert
the organization’s selling lorce and
its dealers 1o the extent ol the radio
campaign. This merchandising as-
sistance is taking a variety ol forms,
For example, one of the networks s
taking advertisements in trade pnb-
lications in the food field drawing at-
tention to the radio activity. Letters
have gone out to dealers and dis-
tributors explaining the on-air sup-
port that Frito is providing. Tran-
sistor radios are being sent to the top
regional sales managers. .\ special
Fourth of July letter housed inside a
hivecracker is being readied to send
to top siales personnel. Telegrams,
post cards, books, dollar pocket
watches and records are also in-
cluded in the efforts of the wio of
networks to back Frito’s well-inte-
grated merchandising concepts.

The highly organized and expand-
ing Frito operation of 1960. Mr. NMec-

www americanradiohistorv com

Cinty points out, v a b ory e the
firn’s beginnings in San  Antonio
duriag the depth of the depression.
Struggling with a lading ice aeam
business, Clales Elmer Dooliu hap-
pencd across a product being nnane
Lrctured by o Mexican who had
come up with something ol a hybrid
of a wontilla. My, Doolin purchased
the recipe aud crude equipnuent o
STOO. Seuing up shop in his mother’s
kitchen, he went into the torn chip
business.

As the business developed and ex-
panded, Mr. Doolin got dealers 1o
merclimdise  Fritos  from  display
racks vather than rom the tradition.
al glass jars. The company expanded
at o fast pace. but was set back in
1941 widh the outbreak of Waorld
War 1. 1o 1946, however, the firm
picked up the tempo again and
started granting franchises in several
parts of the country. T'wo new prod-
ucts were added to the line, and by
1954 The Frito Company was reudy
Lo emerge as i strong national or-
ganization.

Impressive Growth

A skilled excecutive team headed
by John D. Williamson was created,
and in 1933 a fmancial reorganiza-
tion brought about the company’s
first public issue of stock. Two years
ago, the firm merged with and pur-
chased three major potato chip man-
ufacturers, and the sales hgnres for
HO58 were an impressive S31 million.

In addition to Frito which’is a na-
tional product, the company also
produces and sells six brands ol
potato chips which are sold under
difterent brand names on a regional
biasis. Here, oo, it is pointed out,
1adio is employed as part of the mer-
chandising campaigns.

Today, The Frito Company, whicl
started in a lamily kitchen, has 21
plants employing 3.500 people. With
its highly vefined distribution and
merchandising methods, the fivim ex-
pects to continue expanding. “And
since radio has always been able to
reach our nuwmber one customer,”
Mr. McCarty siys, “we expect the
medium to retain its important place
in all of our basic planning.” o o o
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JINGLE
RECALL
BRINGS... |

Howard

26

One of the 130 Howard Stores located from New England to Florida.
The company plans at least 20 new openings in the next two years.
Moderate priced Howard line has expanded its boys and teenage
departments since it acquired control of another chain two years ago

WWW.americanradiohistorv.com

g i
A ntodern version of a far |
% mous old radio commercial b
is curremtly sparking an ex-
tensive return-toradio drive for the [*
Howard Clothing chain—whose ad- s
vertising is desigued to reflect com- I
pany policy ol buikling new suc Z]
cesses upon the loundations of the
old. F
Campaign blueprints call for 200 ’;
;

to over 100 spots each weck, concen-

trated in nine Eastern markets for
19 consecutive weeks. Breaking this
down. the radio effort will run from
March 141 1o July 17, There will be
between 18 1o 35 spots per week per
station over 12 outlets. Together
with the remninder of Howard's
projected radio plans, the medium
will account this year for approxi-

nuately 60 percent of the company’s |

total advertising budget, declares

Charles L. Rothschild, senior vice |

president of Mogul, Williams &
Saylor, New York, Howard’s agency.

(The total budget is estimated to be
$700,000. Radio, thercfore, will get |

an cstimated $420,000 of the ad ex-
penditures.)

Jingle Well Remembered

Sound medium efforts for the rest
of 1960 have not yet heen resolved,
according to Mr. Rothschild, who
states, however, that it is probable

U. S RADIO o Apri)} 1960
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Public’s ability to remember jingle off
the air for years provides retail clothing
chain with theme for new radio campaign

Back To Radio

the client will heavy up during peak
holiday sales times.

In the case of the current radio
campaign, the old success is the “"Lit-
ite Howard Label” jingle decked
out in three brand new 1960 ar-
rangements. The original song went
off the air <everal vears ago. How-
ever, so many Howard store man-
agers and customers—much to the
surprise of management — remem-
jered, recited and even requested it
Ahat Howard and MWR&S decided to
[CONSLTUCt an entire campaign to take
advantage of both the jingle’s popu-
larity and radio’s recall and reten-
tion potential.

Campaign Theme

! The campaign's theme—"\Where

tlse but at Howard can you find
.. .0 is intended to recall Howard's
longtime reputation for cependabil-
iy and value before combining it
with news about the firm's up-to-
date renovations and innovations.

Howard, which was founded in
1924 in the New York area where it
#ill has its headquarters, acquired
‘wo years ago the stock of another
nen’s retail outfit, and as a result
s made important management
‘hanges.

Subsequently, according to Nathan
~angerman, Howard president, the

['. S. RADIO o April 1960

hrnr has been busy renovating its old
stores, opening new ounes (at least
20 openings are planned during the
next two years) and restyvling to give
superior cut aml waterial for a mod-
erate price. In addition, Howard
has expanded its boys and teenage
departments and has introduced
greater variety into its haberdashery
and men’s luruishings departments.

The Howard chain totals 73 stores.

Reviewing Howard's radio schedule is {l. to r.] Charles L. Rothschild,

principally in the Atlantic and New
England states, the Midwest and
Florida. There are 38 outlets in the
New York area alone.

When the new wanagement ap-
pointed Mogul, Williams & Savlor
a liute more than a year ago, the
agency undertook to revamp How-
ard’s advertising strategy to arouse
consumer interest in these innova-
tions without dinuning the public’s

senfor v.p. and account supervisor at Mogul Williams & Saylor, New York,
the company's agency; Nat C. Wildman, v.p. and creative director on the
account; and Joyce Peters, agency timebuyer Campaign covers nine markets.

www.americanradiohistorv.com
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enthusiasm for Howard as “a uied
and wtrue place to go when you want
solid value for ypur money.”
Howard, which had tmed awin
from radio several veays ago toward
tv and print, started o trod the radio
road again when muanager alier man-
ager and salesman alter salesman
wonld ask, “Whatever happened o
thie Litde Howard kabelz” They all
seemed o rementher the jingle with
allection and to wany it bick

Consumer Survey

Srer hearing so many wmen avith
the same idea, the ageney decided to
iull a consuier survey to determine
the tecall value ol the jingle, anel
discovered that many Howard cus-
tomers feht the siume way as the staff
members.

“Their enthisiasm combined with
radio’s economy and satwration po-
tential induced the client 1o invest
heavily in the air medium this year,”
My Rothschild expliins,

Specibic radio markens lor the cur-
rent camipaigin mclude New York;
Boston: Philadelphia: Lynn, Sitem
and Peabady, Masse: Bollalo  and
Binghwmplon, N. Y., ind Olanglo,
Fla

Updated Jingle

I'he commercials run a minue
and  comhine the updated  jingle
with live announcer copy. 'The cam-
paign s principally spot, but also
includes sportscasts by Curt Gowdy
m Bostontand Jimmy Powers in New
Yok, Most of the messaves are aived
during drive times 1o catch men and
boys—and whatever wonten mav be
mmed in as well. (According 1o Nk,
Rothsehild, womgen are always a wel-
come audience beciause research has
shown that they often persuade their
hushands 1o buv 9 new sunit—and
sometimes two suits when the wan
of the house intended 1o purchase
only one.)

While the music of the Little
Haward Label jingle remains the
same as in its memorable heyday,
both the words and the tempo have
been altered. Nat Wildman. NWRS
vice president and Howard creative
supervisor, says there are three ver-

28

stons, A\ 't'[l“iprnunll.‘ arvangement, a
jazeed up one for teen-ngery and a
Spanish edition, which is sung Iy the
Lomons Chiquita ol banana fne.”
The Spanish version is aived only in
New Yok,

“Fhe chipmunk arrangement, ” ex-

plains Jeanne hurison, the agerrey's
executive radia and (v producer,
“was anade by specding up the rve-
cording.  We leel that it added a
nice tonch ol humer. This jingle
abo carvies a tag line, "Glad 10 be ol
service,” s the wvpe ol line thad s
sameties picked up by the young-
sters, and addls comsiderably 1o the
impact ol the jingle.

“In preparing these jingles,” she
continues. “we mide every cllort in
niatch the musical records being pro-
duced today, in terms ol the talent
and the recording tedmigues nsed.
For example. top vocalist Dick Wil
liznns was the artist on twex ol the
jingles.  And all the jingles were
originally taped in stereo o produce
a hoer qualine monaural recarding.”

Typical Commercial

A tpical commercial pointed e
ward Easter huyimg reads like this:
JINGLE: I'mthe Little Howard

Label of national renown.

I'm seen inside the cloth-

ing with the fmewest styles

in town.

Every model—every fabric

Howard's got it just for

you.

7 ==
Jeanne Harrison

Executive radioltv producer
Moqul, Williams and Saylor
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Get the smartest styles at
Howard and smartest values
too.

ANNCR. Men—-where else but at
Howard can you find such a
spectacular Easter value?
Superbly tailored suits of
fine all wool flannels,
cheviots or hopsacks maker=
to-wearer priced at only
$39.95. Choose fromsolids,
stripes and diagonals. Ex-
pert alterations free.
And men, you must look and
feel as smart in your How-
ard suit at $39,.95 as if
you'd paid $50 or your
money back. Pay nothing
down . . take six months tg
pay at all 38 Howard stores
in greater New York and
New Jersey.

In New Yok, one of the stations
now airing  this  conmercial s
WALCA, which according  to M
Langerman, broadeast the very first
Howard conmnercial back in the late
20°s when 1he clothing b spot)-
sored two luimynien known as Lhe
Hawwardd Darndies.

A few vears later, in 1933, How-
ard began 1o buy a series of musical
programs over selected network sta-
tions, a series that lasted uoul World
War 1L During tlus period How-
ard’s regula mmmouneer was the late
Paul Douglas.

Switch to Spot

The Orm's wadio acHvities con-
tinned inio the 50° with the empha-
sis switching [rom prograns to spot.
Throughout this entire 20vear pen-
od, Howards other advertising
standby  was, ol course, print in
which they are still involved.

According tg Mo Wildinan, the
client and agency are au the present
tme making considerable efforis 10
coordinate both their print and radio
advertising in orvder to carry over
impact Ironr one medium fo the
other.

“As far as we are gonceriled M lie
says, “the repetitive qualities of
radio make the medium. when prop-
erly nsed, an excellent buy lor retail

outlets. o o @
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How To Conduct

A Mail Survey

With competition for the ud-

vertising dollar increasing

steadily, radio stations are
making every effort o present a to-
tal picture ol their sales potential.
Research ol every sort has become
one ol the most Irequently used
“brushes™ in helping to paint a sta-
tion's sales portrait.

Research dealing with ratings is
not within the province of the sta-
tion. and should be restricted to the
professional organizations in this
area. However, the station olten can
undertake certain projects designed
to provide additional intormation
about its audience. The mail sur-
vey is one method ol obtaining such
listener data.

A survey, in order to be effective,
must be properly formulated and ex-
ecuted. To determine what would
constitute a mail survey that would
be valid and valuable to the station
and the advertiser, u. s. rRApIO 0b-
tained the opinions of a number of
researchers who are experts in this
fhield.

“There is no reason why a station
cannot conduct mail surveys that
will teach it something valid about
its audience.” says Arthur J. Morgan
of the research firm of Erdos and
Morgan, New York. “When a sur-
vey is done by a broadcaster, the
kinds of information he could hope
to uncover would, ol course, be lim-
itedd by his knowledge of research
techmiques.

“While it would be impractical
for him to undertake conclusive
surveys on, sayv. the number of lis-
teners he has at anv given time, or
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the number ol cllective impressions
a commercial has made on his listen-
ers,” Mr. Morgan siates, “he may
Jearn something about what kinds ol
people listen to his station, what in-
come group they are in. how old they
are, how large a kimily they have or
what kind ol possessions they own.
Or, to put it another way, the sta-
tion conld undertake indicative,
rather than conclusive, research.”

Wording the Questions

Alter the surveyer has defined his
problem and decided what ques.
tions he wants answered, he must
face the task of wording 1he ques-
tion. *"This is perhaps the wost dif-
ficult part ol the project. and the
arca in which guidance most cer-
tainly should be sought,” says Mis.
Doris Selinger, president of Audi-
ence Analysts  Inc,, Philadelphia,
“Therc are some standard rules,
The questions must be short. There
must not be too many of them. Thev
must be clear and simiple and not in
any way confusing.

“However,” she asserts. “one of
the things my experience in the ficll
has taught me is that therc are manv
pitlalls in formulating the questions
for a survey. If a station does not
want to make the expenditure for
a prolessional service to do the com-
plete job, it can try to obtain such
services on a consuiting basis. The
station can do the legwork, such as
sending out questionnaires and com-
piling the results. while henehiting
from expert guidance in shaping the
(uestions or interpreting the re-
sults.”
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mail survey

“The enthusiasar of the yvesearcher
can be a hindrance. too.” savs M.
Wibofi Yuhnan, project director of
Universal Marketing Rescarch {for
merly National Ficld Service), an
Allved Politz Research 1uc. alhliate.
“It is eany 1o expect others to know
whizt vou niean wheu vou have been
working with the qnestions  lor
awhile anrd are deeph involved in
them. Hive an outsider check to see
if the questions are clear, And be-
ware ol long and involved guestion-
naires.

“Prople ger tired awd bored with
long. drawn ou survess. Hvou wat
to ask 10 questions. seml out 1wo
sets of postcards 1o two sets of re-
spondents. vk each gronp five of
the quesdans. People won't take die
time (o answer any questions if
there are too mauny ta start with.”

With a few short aud clear ques-
tions, the researchers point out, the
station ¢an use a tlouble postcard
with a stamped, return-addressed en-
velope lor the questionnaire. On
one side would be a short explana-
tion of the survey, on the other the
questions. Theyv mentioed the post
card as one convenient wav to con-
duct a survey.

After the questionnaire is ready,
how do you know o whom to send
it “This is another stumhling
block to a valid survey,” savs Rich-
ard Manville, president of Richand
Manville Research Inc.. New York.
“Choosing a list of nanies from sta-
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tiow il is one thiug. Geuing a rep-
resentative samiple tor a survey s
another.

“Thiy does nog mean that you can-
not use station mail to help build
vour list of kuown listeners,” he con-
tinues. "Amy response is helpful in
finding out sometltiug about your
aundience. For exmnple, il an adver-
User witnts to test i product on your
station by offering a hooklet or free
itenr, the response )'Ul.l get can be
added o your list of known listen-
ers. O1 conrse, 51 the ofler s for a
toy. vou'll hind out more about the
children in vour audience than
about your wiitre  listeners. But
since you are looking lor indicative
and not conchinive infornurtion, this
witl add ro your koowledge of your
audience. Just bhe sure to keep in
ntind what the vesponse vepresents,”

For the survev. however, tie re-
scavchers are in agrecment that the
most practical listiug is either a tele-
phone book or a cjty directory.
“There was a time,” says Mr. Mor-
gan, “when the wuse ol telephone di-
rectories was a dangerous procedure
hecause many people didn’t have
telephones. Tt's a much beuer source
today. And from a ]n'.'l(‘(i(‘;ll point
of view, a logical one.”

Picking a Sample

In choosing your sampling fromy
the list, Mr. Yulman says, pick a
random pattern and don’t deviate
from it. “This is the only statistical-
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LIMIT LENGTH OF QUESTIONNAIRE

ASK SHORT, CONCISE QUESTIONS

USE REPRESENTATIVE MAILING LIST

AIM FOR 50 TO 85 PERCENT RESPONSE

Iy sonud way to produce i repre-
sentittive sample. Start at a random
point. If you pick, say. every filth
mame, or the lenth name down in
every sccotul column, follow that
pattern all the way through, witly
out deviating or substituting.”

A pilat study is also helpfal in de-
termining how clear the questions
are, and whether you will ger back
complete and honest answers, Mr,
Yulman suggests.

On the question of the percentage
ol rewurns, all those interviewed
point out that they aim for at least
a 30 percent vesponse antl that 85
percent is not rave.

“The single biggest niistake that’s
cver made in mail surveys is taking
a small response and assuming that
it is representative,” says Mr. NMan.
ville, “It is not. You cannot assume
that the peaple who did not answer
vour survey are cxactly the same as
those who did. The mere fact that
they didn’t answer proves that they
are different, The ones who did re-
ply are probably those who are most
imerested in the subject you are
asking thenr abont. Donr't stop until
vou get a high percent of returns.
And present the vesults as represen-
tative of your respondents and. not
of vour total audience.”

One of the wiys mentioned to in-
crease the response is to use an in-
centive, or indicate some kind of
henefit that will comne from answer-
ing. According 1o the researchers,
money seems (0 be the best incen-
tive, not because of the amownt you
are sending, but as a gesture. A
cnin. Sll)’ a -qu:lr‘ler, may ge[ more
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response thaw a dollar bill, The ob-
ject is to provide some sign that you
appreciate the cooperation of the re-
spondent,

After the first responses are in, it
is pointed out. send out second ques-
tionnaires and third and fourth
ones if necessary to those who did
not answer the first time. “This
means you will have to key the
questionnaires so you will know who
did and who did not answer,” Mrs.
Selinger advises. “A simple code
will enable you to check off the re-
spondents against your master list.
Then you can send out follow-up
questionnaires to the others.

“The key will serve a double pur-
pose. Besides providing you with a
list of non-respondents, it can also
tell you whether vou have a geo-
graphically representative list. While
vou will not he able to validate your
survey with scientific precision, some
kind of cross checking is advisable.
By Lkeving the questionnaires, you
can see whether a disproportionate
number of responses are coming in
from one particular location, or if
vou are getting replies from all areas
of your listening radius.

ke " ]
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“Checking your responses against
available marketing or demographic
statistics is a good idea. And a tele-
phoue or personal interview follow-
up of another small sample will also
help in checking results.”

No matter how much care has
gone into preparing the survey,
points out Mr. Manville, and how
exacting and representative  the
method has been, the job is not fin-
ished until the presentation is pre-
pared in a forthright and profes.
sional manner. For radio research,
like all media research, he contin-
ues, is basically promotional in its
goals. Much of it is done with the
hope of using the results as a sales
tool. And no advertiser would ex-
pect to receive a survey done by a
station in which the station didn't
show up well.

“This does not mean that the
station has to show up first on every
subject in its presentation,” Mrs. Sel-
inger savs, “Be sure to include all
the facts. First of all. if the advertiser
realizes you've left out something he
won’t put much credence in your
entire presentation. Secondly, there’s
a chance that you are less likely 10 be

" | | o

believed if vou show up twe well.”

Or, 1o put it another way, M
Manville observes, “H you huve o
strong cnough sales story that allows
you to present unlavorable inlorma-
tion about yourself, you are more
likely to impress the advertiser, in
addition to adding to the credibility
of the presentation.

“Mail survevs,” he says, “are ex-
cellent tools in the right hands. It
they are well done they can be ex-
tremely usetul in pinpointing the
station’s market. It can help to show
the station where its strongest sell-
ing points lie.

“If 1t is not done well, howcever,
or if it is undertaken by a person
with neither experience in nor re.
spect for the research field, it can be
not only uscless to the station b
actually harmful.”

“Certain kinds of surveys can be
well done by mail,” Mr. Morgan
says.  “And stations willing to ap-
proach a mail survey project with
care may find themselves with results
that will be helpful both to them-
selves at the management level. and
to their advertisers and media pros-
pects.” o o o

AFTER THE RESULTS ARE IN

The Advertising Research Foundation is a

non-profit organization supported by advertisers,
advertising agencies and advertising media. Its
basic purpose is to further. through the fostering
of research. scientific practices in advertising and
‘. marketing. In pursuing this goal. the ARF has
s#t up certain research standards aund criteria
against which it measures the validity of surveys
that come before it for examination. The follow-
ing questions can serve as a guide to a station
executive attempting to check the results of a sur-
vey against accepted standards. They have been
‘abstracted from the ARF’s booklet. Criteria for *
Marketing and Advertising Research:

Have the questions heen well designed? Are
they simple, concise and clear? °

Is the scample large enough?

Lttt o
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Has the best sampling plan been followed to
assure a representative response?

Has the sampling plan been fully executed?
Have the respenses been tabulated com-

.3 AT

following:

data.

pletely without any guesswork as to the
meaning of answers?
* Is the interpretation forthright and logical?
Are all the facts included?
The presentation of the facts should include the

* Full statement of problems to be resolved
by the study.

* Names of organizations that financed and

participated in the survey. and what ix their

interest in the survey.

Exact period of time covered in collecting

* Date of publication of the reponrt.
Copies of questionnaires.
* Sources of collateral data.
* Complete statement of methodology.
“Simplicity and clarity,” says the ARF,
“should be the main objective of the analysis

and presentation. Present the results only for

by ] L
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what they are and what they represent.”
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PART 1i

For the second time
in three months, the
re-birth of interest
in radio program
syndication is

explored

What's

The following 1s a sequel to Part 1,
which appeared last Februarvy. For a
veview of the watenal cqueved 1o
that stury, see p. 35,

A livde morve than @ yeu

ago supplying progrinn seiv-

1ces 1o radio stations wis an
activity that was dormant, Muost ol
the vadivonal rms thai were in the
fickd ogcupicd  theanselves  mainly
with supplying camuiertial “man”
lor local atations,

And suddenly  the  eomplexion,
tILanged completely.  Nuot only e
the "regulins™ again in the program-
miug business, but also new (s
aml even stitions thennelves have
entered the vadia syndication busi-
HOSN,

\s pointed out in the February
story. much of this renewed activiwy
i inalk and imenview progranss.
But not exclusively.  Musical setee-
Lions ave also being pre-progranmed
in dise and tape Toror.

The most obvious distiugoishing
mark ol the new crop of rudio pro-
gramming services is length. The
vist majority ol material is in short
takes—averaging about one winute
in length. .\ long program today is
five wminutes: short versious are 15
secgnds and 10 seconds.

below i presented a review of
new olterings 1o stations. based an re-
pores lrom programming companics.

RCA Recorded Program Services,
New York, s making available 10
stations an “Automotive Sales [i-
braiy,” comprising more than 700
motoring hints. The package is de-
signed 10 help a station atraal a
larger share of the vast car dealer
and car accessory business.

The package has three lengtlty:
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New in

Therve are 100 filicensecoml upen
cnd lead-ins; 120 lorty-second used
car spots, apd 212 one-minute ¢pr-
sodes. Euach spot [eatures a hint ou
moto [ng, CAr caie or cars in gcncru_].

The 10-second matevial is keyed 1o
userl cars. Lhere is a briel descrip-
tion ol il mexdel cars since 1954,
with an malyis of the good points
in cach year that have heen proved
with expevience. The oneminuie
cpivodes pller hime an how 10 get
more out ol your car. Each spoi
Jeatures the voice ol 15 McCray, ile-
seribed sy a car counsellor.

Another cuwrent vadio ollering by
RCN Recorded Program Services is
a apecial “Thesauros Musical  Li.
brary™ puckage that ollers 200 twelve-
inch long-playing dises, I'he package
contams 2,000 selections, which ave
described as “the cream”™ ol the -
hrary.

Fhe snew ollering is programmied
on dises in 15-minute segments.

In the area ol nrgsic programming,
Programatic  Broadcasting  Service,
New York, a diviston ol Musak, lea-
tures a completely antomatix wmusic
broadcsting service that s current-
ly heard on, npward ol 42 am and Im
stiations.

Programatic  supplies  the auto-
mated equipment as well as a month-
ly package ol tapes. The idea be-
hind the plan is push-button pro-
gramming. .\ station manager can
automatically  insert  commercials,
call leters, tiwe signals myl then
“go fishing.”

Progriunatic each month supplies
18 reels of specially-arranged music
on magnetic tape, each reel contaiu-
ing eight hours of programming.
The scervice is sold exclusively in
cach market. The music includes
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Program Services™?

both vocal and instrumental versions
and is designed, Programatic says,
for the adult listener.

Purchase price of Programatic
equipment is $3,143, or it can be
ieased at a cost of $115 a month.
The monthly charge for the tape

U. 8. RADIO
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service 1s based on market size and
varies from $200 to $100.

World Broadcasting System Inc.,
New York, which provides a com-
plete programming service for sta-
tions, has observed the re-birth of
interest in program material, The

company is just inaking available to
its stations a newly-recorded repor-
toire of Mantovani and Ted Heath
setections on 16-inch discs,

World's current station 1D jingle
package offers 15 spots that not only
lend, themselves to station identifica-

www.americanradiohistorv.com
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program

services

tion but also the weather and dates.
[n the “Product-Service Jingle” pack-
age, spois are available for adver-
tisers in 68 different categories.

The company also offers a script
service to its stations, most ol it fea-
wuring chatter to go along with
records. An example is the 1Fonder-
Jul World of fazz show, heard a halt
hour each week. The script provides
the talk background for the music.
Among other services, World pro-
vides a large arvay ol production and
sound effects, currently being ex-
panded, and “Commercial Rhyilim
Backgrounds,” devigned 1o comple-
ment any style or length of annouuce-
nient.

Harry 8. Goodman DProductions
Inc., New York, is exploiting to the
fullest what it leels i~ the interest by
statioais it short, oneauinute pro-
gram capsules. Over the past months,
it has developed a library of 11 sepa-
ritte one-anminute shows:

There is Dear Shirley, i ailvice
o the lovelont show featuring com
wientator Shirley Eder; 20 one-min-
ule shows a iweek are supplied (o
stations. Pardon My Blooper, [eatur
g radio and w boners and com-
piled by Kermit Scliafer, is being of-
fered in a packiage of 10 a week.

Another show, Your Money and
You, formerly a five-minute only, has
been converted into a one-mimute
show. It features Don Rogers, finan-
cial editor of the New York Herald-
Tribune. There is Cal Tinney Time,
a series of 20 slrows a week, present-
ing the humorist and commentator,
and Sports Shorts, with Russ Hodges,
offered in a package of 15 a week.

Capitalizing on the intevest in
water activities, the Goodman firm
is olfering Boating Tips, a 10-a-week
series featuring Bill McKeown, edi-
tor of Pupular Boating magazine.

There is also How Come? with
Milion Cross, a 20-a-week package;
each 40 seconds long, in which Mr.
Cross will rexiew such things as the
origination ol such terms as “ok”
and “nick of time,” among others.
The Woman's Touch is in the one-
minute concept, woo. It features Pa-
tricia Kurland on fashion, food arid
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hobbies in a 10-a-week series. Guide
to Good Health will present Dr.
Lester Coleman, M.D., author of
“Freedom from Fear.” The one-min-
ute series consists of 10-a-week. Final-
ly, there is Your Child and You, a
]0-a-week package on child psychol-
ogy, and Young Hollywood, featur-
ing celebrity interviews i one-min-
ute capsules, at the rate of 25 cap-
sules a week.

The trend towiards more progrant-
ming aids is reflected in the “Radio
Hucksters and Airlifts” puackage of

ang-Worth Feaware Programs Inc,
New York.

Each mouith new unrerial is stip-
plied. (n 1959, for example, a total
of 391 new units were added. Last
March, Lang-\Worth introduced a
new comic persotiality character {or
stition use.  lle is “Reggie Fro-
bisher,” an over-enelnisiastic English-
man, who recled oll it the Narch
package 12 comic one-liners. They
can be used as lead-ins or to add
spice to a dise jockey show or he ¢y
be assodiated with o product or sta-
uon prontotion.

The “\Airliles” portion of the
Lang-\Worth package contains “many
hundreds ol program aids of all
kinds for today's wmodern radio.”
There are 1,500 units in the basic
installation, of which about 40 per-
cent are “Airlifts.” There are intro-
ductions for news, sports, disc
jockeys, women's shows, wp uunes,
hit of the week, kibitzers, comedy
blackouts in various voices {Toni
Taylor, Sandy the Scotsman) and
sound eflects. There are safe driving
campaigns, weather and time series,
major holiday promotions and sta-
tion ID aids.

Commercial Recording Corp., Dal-
las, has made availuble to stations
its “Series 12" package ol radio pro-
motion jingles. It includes spots for
every holiday ingd season of the year,
as well as a back-to-school campaign.

In addition, the company has a
new package, the “Musical Thme-
caster.” [t offers stations 720 costom-
ised jingles for every minute of the
day, plus mechunical equipinent that
at any time ol the day can he
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punched 1o produce the correct
musical jingle on ape synchronized
with the correci lime.

Commerciaxl Recording also s
stated 1 introduce a new package of
radio promotion spots at the Na-
tional Association of Broadecasters'
convention in Chicago.

Public service scripts of viarious
kinds are being supplied by Broad-
cast Music Inc., New York. There s
The Admerican Story, a collecuon of
¢pisodes on history written by more
than 200 authorities and historias.
The series deals with faumous men in
Americin listory as. well as great
issues,

There ts also The Book Parade, a
series ol Ib-minute reviews in scripts
by prominent literary figures. A more
1ccently inwroduced series is The
World of the Mind, in which 52
scholars and scientists appraise vari-
ouy dssues in man’s scarch lor knowl.
edge and truth,

Finally, there is The Abrahain
Lincoln Story. A wial of 70 Lincolia
histotians and scholins review and
comment on various aspects of his
life.

This montli,, SESAC lic, New
Yoik, is kickiug olf a new series
labeled “Big 6 tor '60,” a series of
LLP music service plans. Ilighlight
ol this campaign is “The Drum-
wmers,” @ new line ol promotiun spe-
cialues and sales aids,

{Tnder the new drive, there are six
dillerennt purchase plans that offer a
viariety selection ot hi-h recordings,
new releases and “The Drummers”
on the basis ol outright ownership.

1n the area ol radio qui/. programs,
Riudio Features luc., Chicago, headed
by Walter Schwinmuer, syndicates
Tello-Test . Tune-Test.

In Tello-Test, the local enicee con-
ducts a phone-out guiz, whereby
listeners are asked a thoroughly re-
scarched question until a listener
gets the right answer, It can be pro-
grammed {n five-minute segments,
wo or three times a day, Monday
through Friday, or in I5-minute seg-
iments, A jackpot of awards pyramids
until the correct answer is given. All
the merchandise that is awarded on
the show is handled on a certificate
basis. T'here is no physical shipment
of the merchandise to the station ofr
by the station.

The Tune-Test quiz uses the sta-
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tion’s own music library as a basis
for qualilying questions, plus jack-
pot questions based on music sup-
plied by the Schwimmer organiza-
tion.

In the area of news, the Richard
H. Ullman Co., Buffalo, N.Y., and
New York City, is now the sales rep-
resentative for “Deadline \Washing-
ton,” a voiced news service for sta-
tions. This news service will offer
the following:

T'en stories per day covering ma-
jor news events in Washington, 30
to 50 seconds long., delivered air
mail-special delivery on tape. Stories
feature the actual voices of the news-
makers, There is also continuous
tape updating of late developments
on running Washington news stories,
available to clients through long-
distance dialing.

“Deadline Washington,” headed
by Joe Phipps, former news director
for WWDC Washington, D.C,, also
offers a 30-minute weckly tape of top
newsmakers in Washington. It is
called Speaking of the Sixties. The
service includes direct coverage of
the presidential nominating conven-
tions as well as special coverage of
Washington stories with a local
angle for station clients.

A lew stations have also jumped
into the syndication Dbusiness. .\c-
cording to a report from WICH
Norwich, Conn., last fall it syndi-
cated the Ofte Graham Show on
more than 70 stations. It was a 15-
minute show on college and profes-
sional football predictions by the
star of the Cleveland Browns profes-
sional team. It was taped on a Mon-
day morning and these were air
mailed to clients.

A brand new series is Janice Hall’s
Food Features. It is a year-round
"question and anwwer series dealing
with household hints, recipes and
economics inforniation.

National Time Sales, New York, a
representative firm, and Eric Blau
Productions, have teamed up to dis-
tribute a new five-minute Mantle at
the Mike show. Starring Mickey
Mantle. the show will feature inter-
- views with sports and entertainment
figures. The show is packaged in
five-a-week segments.

The cost of the series varies by
market. For five shows a week, the
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The following is a brief review
of the material covered in the
first part of What's New in Pro-
gram Services?, which appeared
in the February 1960 issue. For
details and explanations, refer
to that story.

A monthly script service called
the “Informacast” is being made
available to stations by Program
Development & Research Corp.,
a division of Photography Pub-
lishing Corp., and Zang Golobe,
vice president, Select Station
Representatives Inc., New York,
The basic library of 250 scripts,
augmented by about 50 new ones
each month, can be turned into
one-minute programs on such
varied subjects as auto care,
cooking, gardening, among
others.

Nemrac Recordings, West
Islip, N.Y., is packaging a taped
comedy routine called AleNaugh-
ton & McGonagle. The series is
in 30-second and one-minute seg-
ments. The company also is pro-
ducing a 30-minute children's
show, Flight Into Fantasy.

Public Affairs Radio Inc., New
York, is offering a 15-minute sur-
vey of business and finance de-
signed for weekend airing. Oth-
er “report” and “talk” shows are
in the planning stage.

Trand Associates, New York. is
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rates vary as follows: $15 a program
in markets ranked between 85 and
100, up to $85 a program in major
markets like Chicago. In New York,
the cost is 8100 a program. There
is a 10 percent increase in rates if a
station buys three programs a week.

Heritage Productions Tnc,, New
York, is distributing the Roy Campa-
nella Show. A five-minute program,
heard five times a week, the show is
now in about 90 markets.

The company reports that the pro-
gram is sold on a 52-week basis and
that there are now two Years of pro-
grams available, about 520 hours of
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‘What’s New?'—Part|

packaging a scries of {ive-ininute
comment shows featuring such
diverse talents as Maggi McNcl-
lis, Virginia Graham, Anita Col-
by, Ilka Chase, Westbrook Vau
Voorhis and John Cameron
Swayze. -

Richard H. Ulhnan Inc., Bul-
falo, N.Y., and New York Citv,
distributing “The Big Sound”
library, which is now in its sec-
ond year. The highlight of the
package is that all material—in-
troductions for news, sports,
weather and time, one-liners and
jockey shorts—are in the voices
of Hollywood and show business
stars.

Lang-Worth Feature Programs
Inc., New York, has packaged a
new series of “Special Selling
Season Shorties” composed of 397
selections for year-round use. The
package offers a showcase for a
commercial by providing short
but complete arrangements of
standard and popular tunes to
go along with the commercial.

RCA Recorded Program Serv-
ices, New York, is distributing
the five-minute sports show
called Jackie Robinson’s Sports
Shots, a five-a-week series. The
company also is talking about
distributing a new five-minute

mee
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series on medical advice and
news.

1k | t " ® M
programming,

The cost of the show varies by mar-
ket, from $20 a week minimum to
$500 a week.

Futursonic Productions Inc., Dal-
las, is offering stations various new
services. These are the musical pro-
motion jingles as well as product
jingles for local and regional use
outside of New York and Los
Angeles.

The company is also producing
145 time jingles in a package called
“Time Chex,” which gives time every
fiveminutes of the day plus noon
and midnight. The price varies by
market size from $250 to $600. ¢ ¢
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question
and answers

THE QUESTION:

What Determines Proper Frequency?

LES TOWNE ANSWERS:

]
Too few radio spots: Too
many? “Too close together?
Top much separation? Or
shoukt we buy programs?

These are the questions a radio
buyer must wrestle with every time
he makes a buy.

What are the correct answers to
these questions? Enough frequency
to sell that particular progluct! IHow-
ever, there is no one set rule. I
there were, a time buver merely
would be a file drawer, chock full of
station call letters, rate structures
and antenna heights.

To attack the prablem of fre-
(uency, a mechia man must first an-
alyze the problems of the campaign
—"“What is the client uying to o
with this campaign?” Then he must
ask himsell [wo basic guestions:

1. Who is our market?

2. How strong and lasting an im-
pression must the commercial make
to move the market 1o acuion?

When these two questions have
been answered, then he can judge
what the correct I'requcncy is for his
product.

Define the Market

Let’s discuss question number one,
“Who is your marke? Rich? Poor?
Youug? Old? Farmers? Certain ethnic
groups? Autamobile owners? The mu-
swers to these questions will pinpoint
who is the wheat, who is the chaff,
whom we wang to rveach most eflec-
tively—and most often.

When we have the answer o this
question ahbout our best potential
customers, we are able to apply it
to virtually any medium. An excel-
lent example of the answer and
media application is Smith/Green-
land’s treatment of one of their

36
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Towne,
Snnth/Greenland Co., New York
explains that “to attack the problem.
of [requency, a media man mnust
first analyze the problems of the
camnpaign.” Hpe feels that “frequen-
cy 1s very closely related to how ac-
curately you can pinpoint yonrmar-
ket with media selection.”

media director of

B
clients: Drand “X" is i product
widely accepted by a particular

ethuic market. Therefore, in buying
media for qur client, wmedia selec-
tion iv directed at programming
which is also designed for this spe-
cific group. To rclaje this to the
problem: “How much is good Ire-
quency?” . ., if the campaign were
run on a mass audience station, we
would need many more comnercials
to reach our prime audience (in the
stated case, people of this ethnic
aroup) . Thus, it is evident tlrag Tre-
quency is very closely velated to how
accurately you can piupoint your
market with niedia selection,

Question  number  two, “"How
strong and lasting an impression
must the commercial make to move
the market to action?”

This is a problem that can be an-
swered only when you know:

I. What is the length and creative
content af the commercials?

2. How really unique are your
copy points?

3. How strongly is your competi-
tion entrenched?

4. How great is the buying deci-
sion that must be made by your mar-

WWW.americanradiohistorv.com

ket ($5000 for a Cadillac or 5 cemms
lor a package ol chewing gum)?

Now let us examiite how these
points aflect frequency.

Il your formai 15 dynamic and
your product benefits are obviously
unique, your conmnercial will be re-
membered for a long time, and your
frequency can he cut dowar. If your
commercial is a reminder, or is not
very likely to senct people racing to
their nearest store, then you obvious-
ly must reach the samme audience
many 1imes to miake the desired im-
pression. If you are selling a brand
“¥" soup, and your competition is
Campbell's Soup, you certainly must
use more [requency than if you were
selling in a field where there is no
brand preference.

In summing up the entire prob-
lem, certiin things must he re-em-
phasized:

1. No two products offer the same
opportunities. No greater disservice
can be given to a client than (o ap-
ply someone else’s solutiorr 1o his
problem.

2. More than media is involved
in this decision. It is not merely a
slide rule exercise.

U. S. RADIO « April 1960

——



www.americanradiohistory.com

ROGER BUMSTEAD ANSWERS:

Frequency defined by one dic-
tionary is . the rate ol recur-
rence.” One explanation ol reenr-
rence is “. .. the act or [act ol return-
ing 1o the mind.” And recur . . . or
recurrence . . . also means “. . . to
come up again for consideration.”

Simply stated, advertising “Ive-
quency” is really the “recurrence”
ol the commercial message oir the
consumer’s mind . . . lor considera-
tion, and hopefully, tor buying
action!

There seems to be very little agree-
ment among the experts as to just
what the right “rate ol recurrence”
for a sales producing radio campaign
is. One sound answer was attributed
to The Katz Agency’s Dan Denen-
holz. He mentioned “. .. a minimum
of 24 spots per week per station, or
120 announcements every week . . .”
total in a market where five major
stations divide the audience. Actual
tumebuying experience, however,
would usually dictate a somewhat
stronger buy impact-wise for a aidely
distributed mass consumer product.

At M.J.A,, in order to determine
“frequency,” we would weigh many
factors aside from executive judge-
ment or the radio audience rescarch
presently available.

Detailed Specifics

We look forward to the day when
radio stations will supply (letailed
specifics on their overall audience
characteristics—in order that these
facts may be weighed in making a
radio spot buy just as they are care-
fully considered in detennining over-
all creative and inedia strategy.

In other words, as more and more
qualitative  information becomes

U; §. RADIO 4 April 1960

available on eacli individual radio
station’s audience, the media strat-
egist may well conclude that it
would be more eflicient lor an adver-
tiser to spend more heavily on one
ar two stations rather than buy 30
spots a week across the board bhased
on the lowest cost per thousand gross
homes reached.

Marketing Strategy

Marketing strategy, as well as
avalable ad dollars, dictate a clilter-
ent nredia or “frequency” approacly
in any medinm for a selective o
“quality” product than for a prod-

for Good Humor's weekly specials,
In this case, overall trequenay s
somcetines sacrificed in terms al Brons
audicnce-—and concentrated in those
hours when Good Humor's trucks
arc on the streets and the “new prod
uct” i readily available to the con-
sumer.

Basiv  advertising  stiategy mid
the media nnix determined by that
strategy—is alvo a key lactor i de-
termining radio lrequency. For ex-
anple, a4 v program buv's hupact
can be “extenrded” by a strong vadio
buv swressing the right “recurrence
factor.”

My,

=i A

eastern
John & Adams Inc., New York. He
feels that frequency must he consid
erved as au integral part of the over-
all marketing strategy. Frequency,
e states, “will always be determined
only by specific [acts available when
the media plan is blie-printed.”

Bumstead is media director.

diviston, ol MNacManus,

uct broadly distributed and accepted
by the American public. Even if
Heineken's could spend as much on
radio in New York as Rheingold
does—the radio buving approach
would very likely be different fron
Rheingold’s.

Likewise, the “reciirrence factor”
of a radio buv must be closely related
1o every objective of an overall ad-
vertising campaign. Good Humor,
widely known and accepied as a
quality ice cteam manufacturer, de-
sires a verv specific result from its
radio buy—a concentrated demand

www americanradiohistorv com

My expertence it media planning
has ronfirmed a Dbeliet that  “tre
quency” or the “recurrence lactor”
will always be determined only by
specific lacts available when the
media plan is blue-prineed: a pat
[ormula for determiniig “frequency”
is still a thing of the future.

And mow that I've given mv
opinion on “frequency,” I'd like to
see U.s. Ramo challenge some of my
contemporaries o define the word
IMPACT—so that we'd all have a
better idea of what that oft maligned
term means to media mefn. o« » o
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focus on radio

A Quick Glance At People, Places

And Events Around Radio-Land
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GOOD MUSIC SOCIETY is formed by the meeting of |l-year-ofld Jo Anne
Burton and Alan W. Doerr, music director of WGMS Washington, D.C, When
Jo Anne wrote that "l only want to hear concertos and operas,” Doerr showed
his appreciation by taking his young listener on a private tour of the studio. Here
Jo Anne exhibits gifts of record and program guide presented her by the station.

HONORARY NEWS EDITOR at opening of new newsroom at WW.J
Detroit is city's mayor Louis C. Miriani. Honorary copy girl Ardis
Kenealy and gen. mgr, Edwin K. Wheeler (r.) look on as the sta-
tion's news editor James F. Clark {c.) receives his first assignment.
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CROWNING DELIGHT of Kaiser Aluminum helmef
brings smiles to WISN Milwaukee trio Carl Vogt
(L}, Marilyn Fagan [c.) and Art Bares. Helmets
were sent to dealers who don't stock Kaiser to
“protect’ them from aggressive company salesmen.
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BEVY OF BEAUTIES captivates Don Sorkin, WCFL Chicago disk
jockey on his Saturday night music and interview show that originates
from Chicage's famous Gaslight Club. Girls are waitresses. Sorkin

also hosts daily 6:15 a.m. show that originates from station's studio.

#=
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THEY LOVE the parade to celebrate 38th an-

niversary of WIL 5t Louis. These are but six N rule 77?(//2 e
of the marchers who took part in the 100-mile B
trip through the city and 25 suburbs. Parade l 5
began a month-long series of charity and pro-

motional events centering around anniversary.

SEARCH FOR TALENT in Pet Milk's Third
Annual "Grand Ole Opry" Talent Contest is
planned by (I te r.} Robert Cooper, gen.
mgr., WSM Nashville; Edwin Peterson, senior
v.p.. Keystone Broadcasting System; Robert
Piggott, adv. dir,, Pet Milk Co.; Ray Morris,
product adv. mgr., Pet Milk Co.; Wells
Hobler, account supr., Gardner Advertising;
Roy Porter, a.e., Gardner; Ralph E. Hartnagel,
Gardner; Earl Hotze, a.e., Gardner, and Ralph
Zipfel, of the Pet Milk advertising department,

MUSIC MAKER Arnold E. Johnson, v.p., Needham Louis & Brorby, CREATIVE ADVERTISING wins recognition for Eisaman, Johns &

Chicage (l.), acknowledges authorship of humorous three-song Laws from the Southern California Broadcasters Association. Agency

medley which won KBIG Hollywood contest. Neal Weed (c.} and principals (l. to r.) Joe Eisaman, Jess Johns and Robert Laws

Frank Weed of Weed Radio Corp., station's representatives, bring receive award from Robert Light, SCBA pres., for Chevy dealers

good news. Johnson won trip for two to Miami, Lisbon, Madrid. campaign tying in commercials with news flashes from Olympics.
rangn

BONUS ATTACHED to each of the 10,000 balloons
that fell from the sky over Garden Grove, Calif.,
was list of merchants tying in with KWIZ Santa
Ana's 'Balloon Bustin' Dollar Days.” Two dozen
merchants featured sales during the three-day event.

U. S. RADIO o April 1960
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LONG A DREAM
Now A Reality

Radio’s Newspaper of the Air

40-second and one-minute features
that your listeners want.

HOW COME? ~0.K.”. “Nick of
time.” L. 3.7 Grant, and hundreds
more. VMilton Cross  explains  the
origination of expressions ye lake
for granted. 20 weekly.

SPORT SHORTS Russ Hodges ve-
calls  unusual happenings in the
sports world, 15 weekly.

YOUNG HOLLYWOOD Interviews
with movie stars and news. Diek
Strowt emeees, 25 weekh.

DEAR SHHRLEY Shirles Eder gives
advice tor the lovelorn. 20 weekly.
YOUR CHILD & YOU Psyeholog-
ical and emotional approach to ravs.
ing children from infanev thirough

10 vears. 10 weekly.

BOATING TIPS Bill MleKeown, i
tor Popular Boating Waegazine gives
advice on pleasure boating, For nov.
ices and ol salts alike. 10 weekls.

GUIDE TO GOOD HEALTH Dr.
Lester Coleman. M.D.. author of
“Freedom from Fear™ emeees. e
formation on keeping well and what
to do if vou arer’t, 10 weekls.

YOUR MONEY & YOU Don Rog-
ers. Financial Fditor. New York
Herald Tribane with how o make
more  mones antl ku"(-p w it vou
have, 10 weekly,

CAL TINNEY TIME I funoy. Tine
nev's comments on people and events
will have vour andience laughhig Tor
more, 20 weekly.

PARDON MY BLOOPER Hilarions
honers pulled on radio and TV, 10
weekly.

TIHE WOMAN'S TOUCH atricia
Kurland comments on foods. fash-
ions, and all things of interest to
wonien. 10 weekly.

Take one or take them all. Exclusive

TR

PRODUCTIONS
19 East 53rd Street, New York City

CONVENTION HDQRS:

Conrad Rilton, Suite 1105-A

LOOKING GLASS (Cont'd frem p. 21)

strong leatures nuet obtainable at
local level.”

¢ “Stavions should have less call
letter promotion so commercials
are yot coupled with selt-promo-
{ion. Commercials should be
“showciased” to be maore ellective.
Newvorks should do something
for educated, cultured audience
bored with tv. For example: A
series on possible occupations lor
U.S. college students to help de-
teimine what they warit w be;
perhaps a comparison of simi-
larities and ditlerences ol various
religions; discussion programs on
local and national issues—botl
sides presented lairly; a series of
veadings Irom curvent bestseliers
or new and old plays; perhaps
short reviews of art exhibits.”

o “Better spacing of commercials,
dropping ol station  ‘promos.’
I'his would decrense weight of
advertising.  Iuncrcase music of
cdtorial coutent and thus height-
cui impact of all commnrercials.”

e “No harm can come i providing
adult  listeners news aiud
nrusic; however, why not more iy
the way ol usable, thought-pro-
voking mlornation  (between ve-
cordings) concarning the honre,
the ar, the comunmity, et
Radio was once o predominantly
‘entertainment” medinm; today it
is looked w Tor service by much
ol the nation.”

with

o “Find out what laning people
winit aid give it to them. No, it's
uot being done now.”

s “Develop a distinet Iivor for
cach station locally.”

What do you consider to be
radio's attributes?

e “Listeners can be reached while
busy with their hands at otlier
tasks or wlile moving around.
Car radio is a big plus during
summers  and weckends or in
warm clintates.”

¢ “Flexibile; personal endorseineits
by popular local personalities.™

o “Low cost; ability to reach market
scgments elhciently, selectively.”

e “Economy — permitting greater
frequency.”

e “ltrequires ears only. Car radios;
radio delivers loads ol women
9 a.m. 10 3:30 p.m. incxpensively;

WwWWW . americanradiohistorv.com

great vemmnder medium; local
personalities.”

s “Low cost, llexibility.”
“Coverage, price.”

s “Portability; oportunity for fre-
quent supplemental support; con-
vinnuity; occasionally, the vajue of
a personality.”

« “Itis more persoual than, say, tv.
Can sclect audience quite neutly
(particularly housewives) .”

& “The ability to produce amd sus-
tain impact, through repetition,
upon its audience.”

What do you consider to be
radio's limitations?

¢ “Station nmages are blurred amd
non-existent in general.”

e “Lvening listening still second to
tv. AN day and all weckend and
summer radio is outstanding.”™

® "Big one-time audience is not
available. Lack of visual imjmes-
ston.”

e “Except Tor specialized products
that make seuse on evening sched.
nles on ‘good wmusic’” stations,
nighttime radio offers too smail
a segment of andience.”

¢ “Lack ol audience reach ind im-
Pact.”

o “Casual lisiehig to large Tt un-
known degree.”

e “Lack of visual guality; premivin
fates for desirable local periods;
and sonl('\\'h:,lt.sl)()lly clearance on
networks.”

Any other thoughts on areas
of radio not covered above?

e “Let's educate more of the junioy
buyers into the benefits of radio.
Let's stop talking percentage
points in ratings and look morc
carefully at ownership, manage-
mient, programiming, local corpo-
rale image, coverage factors, mer-
chandising assistance offered and
aunosphere of station in which
client's commercials will be
aired”,

¢ “Stations should regulate them-
sclves on co-op—letiing one ma-
jor chain dominate station hurts
it in revenue and prestige, and
lorces buyers 1o more and more
co-op at less than national rates.
Also, one rate would help.”
“\Vhat is saturation coverage?™

e« "I think some counstructive re-
scarch could be done 1o establish
a pauern of reach and [re-
quency.” « o o
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for buyers and sellers of radio advertising

us

_ NATIONAL
ASSOCIATION
. OF

S R “Who'd think you could
sl o it 720 different ways
in 720 minutes !!!"”

I

| APRIL 3-6
CHICAGO
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This 1s
the spot for a commercial

DRESSER BY
BAXER FURNITUKRE CO.

Decisfons can wait till 9 A.M. Right now his mind is on your
message! Multiply this receptivity by millions of commuters ani
you'll see why Spot Radio pays off big for national advertisers.

KOB . ... ... Albuquerque WINZ oy ecrsbsd. MiBmi KCRA .. ... Satramento
WEBBI s saasimse. . Atlanta WIEN | sdaipes Milwaukee WOAI ..., .. San Antonio
WGR . . ...... Buffalo KSTP . Minneapolis-St. Paul 712 S San Diego
WGN . . . ... Chicago WITTEIR® . ot daws tmid Norfolk K@BY . ... San francisco
WFAA ... Dallas-Ft. Worth KFAB . .. .ovijpms Omabha [y . - T S Shenandoah
WIME . L 0o g pad Detroit WIP .. ... ... Pbiladelphia KREM ....5:hs Spokane
KPRC ... ...... Houston KPOJ . ....... Portland WGTO . . . . Tampa-Orlando
KARK ...... Little Rock 1 - S — Providence KNOO ;¢ eyansun » NUISA
WRNL ... ..... Richmond:

Radio Division

Edward Petry & Co., Inc.

The Original Station
Representative

NEW YORK - CHICAGO * ATLANTA < BQSTON « DALLAS * DETROIT « LOS ANGELES - SAN FRANCISCO - ST. LOUIS

www.americanradiohistorv.com
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OR HEARD?

The message is clear. People—adult people, partic-
ularly listén to the CBR Owned Radio Statioms,
gersuasive voices of seven of America's top ten
ets. Active, alive listeners choose the C-0’s
because their programs are directed to listeners—
not to the fringe consciousness of people with their
minds on other matters. Locally-produced progr ams
include live music, comedy, opinion forums, special -
events, educa.tlon regional news, documentaries \d"
1nterv19Ws Sports farm shows, business repqri
—everythmg that interests people And addedA0 ¥
all this is the unique strength of the CBS Radio
Network, with its schedule of star personalitjes
drama, comedy, complete news coverage and anal
ysis, public affairs and great live music. This
responsible broadcasting. It gets a responsive aud_x-
ence. And generates response to your advertisingt

THE CBS OWNED C' ' Y
RADIO STATIONS
REPRESENTED BY CBS RADIO SPOT SALES

'WCAU, Philadelphia; ECBS, S8an Francisco; ENYX, Los Angeles;
WEE], Boston; WCBS, New York; WBBM, Chicago, KMOX, 8. Louls
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ANOTHER FIRST

WFIL's "Studio Schoolhouse,”
winner of the 1954 and 1959
Freedoms Foundation Awards,
is the ONLY program in Amer-
ica to receive the Award twice

STUDIO S CHGOLHOUSE

-1959~

ANOTHER FIRST
Phifadelphia’'s Home and School osis THE PHILADELPHIA
Council has just cited the WFIL : 00 HOME 8 SCHOOL COUNCIL
Stations for “. . . valuable and ¥
continuous contributions to edu- ' CERTIFICATE OF APPRECIATION
cation of children and adults.. . . V For voluoble, effeciivé ang continudus cantributions 10 the egucd-

., - r i y " [ nouly eou
This is the ONLY Award ever 1on of children and 0duli$ n 1he Delowore Volley orea, through
made by the Council to a broad- "Withit Studio Schoothouse” on WFIL-r0dio since 1943,

ond on WFIL-TV since 1948,
caster. produt ed cooperalively with e Philodeiphio Public, Dioceson and indepen-
dent Schools, ond through
University of the Awe”
presented in caoperalion with 35 cofleges and universities sintz 1950,
the Philodeiomo Home and Schaol Council
Owords this speciol Citatan to
With those who know local public service pro- : Stotions WFIL WFIL-TV
gram ming cht iI'S WF]L again and again and 0 recagelion of 1S uniqué and dishinguished service
! [

again. Here are just a few of the WFIL Stations’ e H Sl

many public service firsts:

o First broadcaster in America to win two
duPont Awards

o First and only broadcaster to win the
Marshall Field Award L. 30 R R N

¢ First and only broadcaster to win two

Sloan Awards in one year w F I l- — A M . F M - '

PHILADELPHIA, PENNSYLVAN

4 ABCe BLAIR
Leaders in serviée to the community since 1922

Operated by: Radlo and Televislion Div. / Trlangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa:
WFIL-AM ¢ FM ¢ TV, Philodelphia, Pa. / WNBF-AM ¢ FM ¢ TV, Binghamton, N.Y. Yy WLYHM-TV, Lebgnon-loncaster, Pa,
WFBG-AM * TV, Altoona-Johnstown, Pa. / WNHEC-AM * FM ¢ TV, Hartford:New Haven, Conn. / KFRE-AM & TV ¢ KRFM, Fresno, Cal.

Triangle National Sales Offlce, 485 Lexilng$fon Avenue; New Yark 17; New York
www.americanradiohistorv.com
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NAEB 38th Annual

Convention

An atmosphere of unprecedented sedateness

greets delegates to the 1960 meeting

The 38th annual convention

of the National Association

of Broadcasters takes place
in an atmosphere of unprecedented
seddateness.

There is the memory ol the asso-
ctation’s—and the industry’s—recent-
ly deceased leader, Harold E. Fel-
lows, NAB president and chairman
of the board, who died last March 8
(see Editorial, p. 100).

There is concern over the outcome
of Capitol Hill investigations. And
there is extreme interest in the
change in leadership at the Federal
Communications Commission, with
Frederick \V. Ford succeeding John
C. Doerler as chairman due to the
latter’s resignation.

In the area ol business, there is a
desire to keep the radio sales ma-
chine running in high gear so that
further progress can be recorded on
the sales speedometer.

For the second year in a row, the
convention is being held at the Con-
rad Hilton Hotel in Chicago, from
April 3 through April 6.

In  honoring My, Fellows. Dr.
Frank Stanton, president of CBS
Inc., will deliver a tribute 1o NAB's
former head at the opening session
Alonday morning. Also at this ses-
sion the 1960 Distinguished Service
Award will be presented to Clair R.
McCollough, president and general
manager of the Steinman Stations.
Lancaster, Pa. (see Silver Mike, p.

U.S. RADIO o April 1960

15) . Mr. McCollough will also make
the keynote address.

The luncheon speakers include:
Secretary of State Christian Herter,
Monday; Chairman Ford of the FCC,
Tuesday. and Whitney North Sey-
mour, president-elect of the Ameri-
can Bar Association, Wednesday.

At the Wednesdav luncheon, FCC
Commissioner T.A.NM., Craven will
receive the second annual Engineer-
ing Achievement Award.

The radio agenda of the conven-
ton gets off to a fast start on Sunday,
April 3, with a special “Fm Duy.”
From 10 a.m. to 12 noon, the Na-
tional Association ol Fm Broadcast-
ers will hold a special sales and pro-
gramming seminar. The alternoon
portion of “Fm Dav” will be con-
ducted by NAB. Presided over by
Ben Strouse, WWDC Washington,
D.C., and chairman of the NAB Fm
Radio Committee, the first presenta-
tion will be “Fm: Population Ex-
plosion,” by John F. Meagher, NAB
vice president [or radio, and Everett
L. Dillard, WASH Washington, D.C.

Other [m subjects for the after-
noon are “Fm: The Count Up.”
“The Fm Receiver MNamfacturer
Speaks,” “Fwm: An Official Evalua-
tion” and “H I Owned an Fm Sta-
tton. . .”

On Monday afternoon, f(ollowing
the morning official ceremonies. the
radio agenda will feature a report

www americanradiohistorv com

by Robert T. Masour. WMRN
Marion, O., chairman ol the All-lo-
dustry Radio Music License Com-
mittee.

Lawrence Webb, managing direc-
tor, Station Representatives .\ssocii-
tion, will deliver SR.\'s spot radio
presentation, “Prospects on a Silver
Platter.” Then there will be a ses-
sion on the “Standards of Good
Practice,” presided over by Clift Gill,
KEZY Anahetm. Calil., chairman ol
the NAB Standards ol Good Prac-
tices Committee,

On Tuesday moring, from 10 to
£1:30 a.m., the Radio Advertising
Bureau will hold lorth with “The
Nature of the Enemy,” a slide and
sound presentation outlining the
strengths and weaknesses of radio’s
major competitors. Kevin B. Sweeney,
president. will lead the RAB presen-
tation.

Tuesday alternoon is open to al-
tow those attending the convention
ample time to see all the exhibits.

On Wednesday morning there is
a special labor clinic. presided over
by Ward Quaal, WGN Chicago.

On  Wednesday alternoon, the
yroadcasters Promotion Association
will deliver a presentation on station
promotion.

The convention formally closes
with the annual bangunet at 7:30
p-m., Wednesday. o o o

(Supplement p.8) 15
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Radio Convention Agenda____.____ __

{All management meetings are at the Contad Hilton)

Special Features
FRIDAY, APRIL 1

9 a.m. to \ssociation for Professional Broadeasiing
5:30 p.m. Fducation—Roard of Divectors Meeting.
Room 18 Lunecheon

SATURDAY, APRIL 2

9 am to \ssaciation for P’rofessional Broadcasiing
5:30 p.m. Education—lembership Meeting
Room 18

10 o.m. to National Association of Fm Broadeasters

5 p.m,
Waldorf Room

SUNDAY, APRIL 3

American Broadeasting Co.—AfMiliates
Meeting

9 a.m, to
5:30 p.m.

GCrand Ballroom

9 om Buses leave south entrance of Conrad
1Lilton Hotel for Broadecasting golf tour-
nament al Midwest Country Club. Hins-
dale, 11l

10 o.m. to National Association of Fm Brogdeasters

12 Noon

Vembership Meeting

Waldorf Room

11 a.m. teo
1 p.m.

Williford—C

Regional Broadeasters—Membership
Veeting

11 a.m. to \em-

1 p.m.
Room 14

Daytime Broadeasters Association
bership Meeling

3:30 to 5:30 p.m. Clear Channel Broadeasting Service—
Room 13 Membership Meeting

5:30 to 7:30 p.m. American Broadeasting Co.—Affiljmes
Reception

Williford—A & B

MONDAY, APRIL 4

8 to 10 a.m.
Room 9

Quality Radio Group Ine.  Breakfasi

TUESDAY, APRIL 5

7:30 p.m.
Grand Ballroom

Broadeast Pioneers Banquel,

Official Agenda
SATURDAY, APRIL 2

% a.m .te 5 p.m. Registration

Lower Lobby
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SUNDAY, APRIL 3

7 o.m. 1o 7 p.m. Registration
Lower Lobby

12 Neon to
7 p.m.

Exhibition Ha]l

Taxhihits

2:30 to0 5:30 p.m. NAR Fm Sessioir
Waldorf Room
Presidivg: Ben Strouse, WWDC Washing-
ton, 1. C., Chairman, NAB Fm Radio
Commitllee
“Fm: Population Explosion™
John F. Meagher. NAI} Vice President
for Radio
Fverett L. Dillard, WASH Washingion
“Fm: The Count U~
Dr. Sydney Roslow, The Pulse Ine.
Frank Stisser. C. E. Hooper Ine,
Richard M. Allerton, Manager; NAB
Research Dept.
“The Fin Receiver Manufacturer Speaks”
Henry Fogel, President
Granco Products ne.
C. J. iRed) Gentry. National Sales May-

ager, Automobile Fm Radio. Molorola
Ted Leitzell. Zenith Radio Corp.

“Frmv: An Oflicial Evaluation™

Robert D. Linx. FCC Field Superyisor.
Western Region, CONELRAD

“If T Owned an Fin Station .

Fdward L. Barry. Colunmist

Chicago Tribuue

Bernie tlarrison, Colummist,

The 1 Washington, 1). C.) Evening Star

MONDAY, APRIL 4

10:30 to
11:45 o.m.

Grand Ballroom

— Presiding: Thomas C. Bostic. Cascade
Broadeasting Co., Yakima. Wash.: 1960
Convention Co-Chairman

Tribute to llarold E. Fellows: Dr. I'rank
Stanton. President, CBS Ine.

Keynote Address: Clair R. McCollough,
Steinman Stattons, Lancaster. Pa.: Chair-
man. NAB Policy Commitiee

Presentation of NAB Distinguished Serv-
ice Award: Rv C. Richard Shafio. W{S-
TV Columbia, S. C., Chairman, NAB Tv
Board of Directors amd Mewber. VAR
Policy Committee. to Mr. McCollough

12:30 to
2:15 p.m.

Grand Ballroom
Presiling> Payson-Hall, Radie-Tv Div.

Luncheon and General Assembly

. S. RANIO o <\1il'1'[ 1960
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2:30 to 5 p.m.

Meredith Publishing Co., Des Maines,
1960 Convention Co-Chairman
“l Speak for Democracy™

Richard J. Sinith. National Winuer,
Voice of Democracy Competition

Introduction of the Speaker: Merrill Lind-
say, WSOY Decatur, Ill., Memher, NAB
Board of Directors and NAB P’olicy Com-
mittee

Address: The Honorable Christian A.
Herter, The Secretary of State

Radio Assembly

Wiilliford Room

Presiding: Mr. Meagher

Opening Remarks: F. C. Sowell, WLAC
Nashville, Tenn.. Chairman. NAB Radio
Board of Directors

Report to the Industry: Robert T. Mason,
WMRN Marion O., Chairman, All-Indus-

try Radio Music License Committee

Emanuel Dannett. McGoldrick. Dannett.
Horowitz & Golubh. Counsel to the Com-
nittee

“Prospects on a Silver Platter”
Lawrence Webb, Managing Director.
Station Representatives Association

“Standards of Good Practice”

ChfI Gill, KEZY Anaheim, Calif..
Chairman, NAB Standards of Good I'rac-
tices Committee

Frank U. Fletcher. Spearman & Roberson,

Washington. D. C.

Warren E. Baker, Chadbourne, Parke,
Whiteside & Wolff. Washington. D. C.

. TUESDAY, APRIL 5

10 to 11:30 a.m. Radio Advertising Bureau Presentation
Grand Ballroom

12:30 to 2 p.m.

“The Nature of the Enenn”

A slide and sound presentation outlining
the strengths and weaknesses of radio’s
major competitors for the advertising
dolar of retailers and national adver-
tisers. The presentation suggests a simple
series of steps for radio to take in its
efforts to seize more of the advertising

dollar in the 1960%s.

Luncheon and General Assembly

Grand Ballroom

2:00 to 5 p.m.

Presiding: Mr. Bostic.

Address: The Honorable Frederick W.
Ford, Chairman, FCC

Spectal Presentation:
Inc.

Broadcast Music

No Scheduled Sessions—This period is
not programmed so as to permit delegates
to visit exhibits and hospitality suites.

i U.S. RADIO o April 1960

WEDNESDAY, APRIL 6

9to 10:15 a.m.

Lahor Clinic (Clozed Session)

Wi illiford Room

10:30 a.m. to
12:00 Noon

Presiding: Ward L. Quaal, WGN lne.,
Chicago, Chairman, NAB Labor Advis
ory Commnittee

Participarts:  Hulbert  Taft  Jr., Taft
Broadcasting Co.. Cincinnati; B. Lowell
Jacobsen, National Broadcasting Co.;
Cecil Woodland, WEJI. Scranton, Pa.;
Chartes H. Tower. NAB: James H, Hul-
bert, NAB.

General Assembly ( Managewent and Fagi.
neering Conference

Grand Ballroom

12:45 to
2:15 p.m.

Presiding: Mr. Hall
Panel Discussion: Federal Communica-

tions Commission

Hon. Frederick W. Ford. Chairman
Hon. Rosel H. Hyde

Hon. Robert T. Bartley

Hon. Robert E. Lee

Hon. T. A. M. Craven

Hon. John S. Cross

Moderator: Mr. McCollough

Luncheon and General Assembly

Grand Ballroom

2:30 to 5 p.m.

Presiding: Warren L. Braun. WSVA
Harrisonburg, Va.. Chairman. Broadcast
Engmeering Conference Committee

Presentation of NAB Engineering Award:
To Commissioner Craven, FCC

Introduction of the Speaker: Mr. Hall

Address: Whitney North Seymour, Pres.
ident-elect. the American Bar Association

The Annual NAB Business Session—
Presiding: Mr. McCollough

Radio Assembly

Williford Room

7:30 p.m.

“Radio’s Public Relations—Your Job”
Robert L. Pratt. KGGF Cofleyville, Kau.,
Chairmian. NABR Public Relations Com-
mittee.

Broadeasters’ Promotion Association
Presentation

“Prometion as a Radio

Funetion™

Charles A. Wilson. WGN Chicago

Janet Bvers, KYW Cleveland

James Bowermaster, WMT Cedar Rapids
John J. (Chick) Kelly, Storer Broadcast-
ing Co.

Management

“H 1 Were Your Program Director . . .”

Miteh Miller. Columbia Records

Annual Convention Banquet

Grand Ballroom

www.americanradiohistorv.com

(Supplement p. 3y 47


www.americanradiohistory.com

YR

The vacio industry has always been concerned

with what the American public thinks of it—

individually as stations and wholly as @ fed-
cruailv-licensed business.

At present, the core ol the concern lies in the nnxic[y
over Wishington examinafion and accusation, as well
as the desire 10 see radio continue gathering strength
in the local conmmunite,

T an enterprise whose very nilture is to commuui-
tate to the public—quickly, informatively and enter-
tininglyv—ius strucware is completely dependent upon
the image i audience conjures in relation to it

Durittg a peviod when the rvadio indusuy—loiig
plagnued by government inguiry becanse of the sensi-
tive position it holds with the American andience—is
again lacing legislative serutiny, the ellorty ol many
hroadeasters are heing turned oward using their owi
natnral resoaree o convey an accurate sell-portrait.

Spearheading these efforts is the “Build Radio Wids
Radio™ campaign lormally Linnched by the National
\ssociation ol Broadceasters lor iis members List summer.

The objectives of the campaign are many:  Under-
.~.l.'1m|fng. goodwill, public relations, plain good busi-
ness. But undonbiedly dhe one goal wo which all these
. cantribnite is the desive to insure that vadie vemains
5 a primarily sell-regulited business.

» The radia position on this malter was cloquently
— stited by the Iate Harokl E. Fellows, president and
chairnrnr of the hoard of NAB. The following is an

(AL AN JU BUILDS
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excerpt from his remarks last Jinuary before the Fed-
eral Communications Commission:

“In effect, what we have said here is that we helieve
the Government should stay out of programming per
se—{hat self-regulation by the broadcasting industry,
even with its limited sanctions, is more in keeping
with our democracy than government control, whether
Iy lifted eyebrow or by lifted mace.

“Self-regulation is not an easy process, nor is it swift.
In the purest sense, il 1s motivated by an instinct for
decency, not by fear of punishment. . . .

“One can’t escape the fact that . . ., in talking about
freedom, we arc not talking about the broadcaster’s
freedont, but the people’s freedom. The people are
more tmportant than a few thousand broadcasters.
The people arve more important than a few thousand
critics of broadcasting. . . . ‘The people’s choice’ is
not an empty phrase. It is as full of meaning as the
political activities that ave taking place this year.

“What we have built in broadcasting . . . is reflec-
tive of that mood and that precious concept—that the
people chioose. Anything that is done, however inno-
cent ils origin, to limit the natural flouvishing of that
choice on the part of the people, is contrary to the
public interest.”

NADB’s “Baild Radio With Radio” drive is centered
around station communication with its audience and

public. Under the supervision of John F. Meagher,
vice president lor radio. stations have been receiving
inonthly promotion kits for on-air announcements.
Each month has a different theme and the seripts range
in length from 10 seconds to 60 seconds. For example,
last September the theme was radio’s service to vouth
and to schools.

Here is an example of a 60second spot for that
month:

“If you’re @ young man or woman i schoul, you
krnow that school days are busy days. There’s so much
to learn . . . so much to accomplish . . . so much to
enjoy. That's why vadio means so much lo young
Americans on the go . .. and parents, too. Radio goes
anywhere . . . and keeps you in tune with what's hap-
pening cverywhere. Radio shares your every intevest.
Radio covers the activities, achievements and problems
of your own school. Radio sevves as a forum in which
students, parents and leachers alike can exchange
ideas. Radio public affaivs programs help you under-
stand what you study in school. Radio brings you
music and entertainment for vour leisure hours. Ra-
dio makes it more fun to be young. Station
is pledged to serve you, your schools and your com-
maunity. This station ts « member of the National Asso-
ciation of Broadcasters. Broadcasting serves Amevica.”

Other manthly themes have included radio’s public
service activities, its service in disasters. music for lis-

RADIO WITH RADIO

U. S. RADIO o April 1960
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One of NAB's
station tools is

this ""Speaker's Guide.

‘“Heartbeat of Mainstreet”

‘The month of May has onte more been designated
as the anpual period Ter broadaasters 1o promote in-
temsively radio’s plice in the commmmmity, This year's
NAB theme is “Raglio, the Heartbeat ol Mainsireet.”

For the second straight vear. Faillace Productions
Inc.. New Yoik, will produce a variety ol jingles tor
member use. The theme of these spots will proniote
the prestige of the mediunt as well as its fistener
values. A kit containing promotiont and program
ideas will be mailed out by NAD 1o its membership.

The NAB public relations committee thau i help-
ing in the formulation ol ideas and, materials are:
Robert Prat, KGGF Coifeyville, Kans., {chairnum) ;
Frank Gaither, WSH Adinta: Simon Goldman, W[TN
Jamestown, N. Y.; .\. Bovd Kelley, KTRN Wichita
Falls. Tex.: Robert J. McAndrews. KB1G Hollywood.
Calil.

30 (Supplemeny p.8)

teners, radio listening during Chuistunas aind New
Year's, among others,

As part of its overall radio pablic relations cam-
paign, NAB also has a special film valled “Hear imd
Now.,” a 16mm. reel that drinnatizes how radio stations
Keep their communities well-informed around the
ok, NADB also makes available to 1ts members o
“Speaker’s Guide for Radio Broadeasters” that olfers
help in speechwriting in nine diflerent sulsjett cate-
a0TIes,

In line with this, the campiripn also oflers ta meny
bers seven different (ully-prepared specches on various
sibjects for local broadeaster use in the connnuniry.,

Is there an interest for this type of material by sta-
tons? Just sk the NAB. A\ woal ol 505 tape record-
ings of the alorenenvoned stund on sell-regulation
by Mr. Fellows his been requested by menthers mid
non-members. The "Hear and Now™ film has been
purchased by 230 savons and rented by another 80—
a totaf of 31 N\ for the “Speaker’s Guide,” radio
members received one guide cach and then 306 mem-
bers requested 317 addivional guides.  About 4,165
luillength speech texts have already heen mailed out
to members, afl on request. (There was no blunket
mailing ol speech texes w the membership.)

While the NADB believes the interest by stations is
encouraging, it also is firm in its stand that a greater
number of stations should he devoting more time o
this campaign. NADB veasons that at this particular
moment i its histoy theve is little that conld be wore
important to a station than local image-building,

Many station execntives, the association believes,
Lo one reason or another find themselves so busy with
thé normal business leatl that they overlook the op-
portunity to plan an bnage-building campaign with
the help ol NADB muterials.

In addition o the industry signihcance, the NAB
alsq appeals to the broadeaster's sense of business on
the sound premise that good public relatians s good
business.  John M. Comrvie, manager of puahlic rela.
tions, explainsg

“Public acceptance of youy station is a [itg faclor in
deteymining the number of its hsteners .. and their
response to what they .. hear. This, in turn, affects
your sales to advertisers .« . ot Lo mention your own
puckethook.

Yoo Public velutions is just one of many manage-
Mment toals. But [t s pavticularly impaortant io you
becavse you ave in a gouvernment-licensed nalustry
whicl iakes iis daily bread by communicating with
the public. And public velations caw  determine
whether your daily hread dough rises or falls flat.

“Because you ave in the business of communi
cating with the public, just about euvecything you do
makes an impressian on the public. Everyihing you
do can help to build—or tear down—the public stal-
wie of you and yaur station. . .

“You can find many good definitions of whay public

i 8. RADIO o Apri] 1960
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velations is. But 1 have one which I think fits the
broadcaster. It involves three basic elements.

“First, pnblic relations means [iding what yonr
public—yonr audience—wishes . . . whal it needs .
what it expects from you. Second, public relations
means guiding yonr policies to fulfill these needs and
desives. . .. The third point—this is the point that too
often Is ignored and this is the capstone of pnblic
relations:

“Public relations means communicating and inter-
preting your policies aud your actions so yonr public
will knewe that yon are acting in theiv interests. In
other words, public velations is a [ree flow of commu-
nications hetween you and your conmunnity. . . .

“IVhencver you build a favorable public impression
of yowrsel[ and your station, you also arve huilding
good public yelations for the whole broadcasting in
dustry.”

The “Bnild Radio With Radio™ campaign leaves
no question as to which medium the NAD believes
should be used as the primary source of communica-
tion. The association feels strongly that favorable
newspaper stories are welcomed, but should be regard-
ed as a bonus. “Radio can do the job all by itself if
all broadcasters pitch n.”

Many broadcasters feel that the time is vight for a
re-dedication to the basic reasons that have made ra-
dio a major medium of mass communications and the
prime conveyor ol instant information—a re-dedica-
tion of the programming and economic base ol the
medium and the need for self-watchfulness.

The seven complete speech texts that NAB has pre-
pared so far for its members reflect some of these
views. Although the speeches themselves contain a
goodly share of the statistics and factual material to
illustrate the growth and dimensions of radio, they
also contain many views representative of what radio
stands for today. The seven speeches are: “What Ra-
dio Means o America,” “Radio Is Close to You,”
“Radio . . . Ahwvays in Tune With You.” “Born to
Blush Unseen,” “Listen to the Latest.” ““The People’s
Right to Know"” and “To Thine Own Sel.” The
following are excerpts from “\What Radio Means to
America™:

“Except [or the himited govermment regulation that
is necessary to keep order in the [requencies, Amer-
ican radio is [ree under our system, . . .

“Through competition hetween stations, each one
competes for the listener’s favor and if it does not
please, it loses listeners. If it loses listeners, it loses
the economic support necessary to operate. As a re-
sult, Americans ave getting the finest radio program
service, unmatched anywhere in the world . . . with-
out cost . .. without tax . . . without censorship. . . .

“Sa it is advertising revenne which enables radio to
pay its way and develop new and better program serv-

U. S. RADIO o April 1960

\

T0 INFORM
AND
ENTERTAIN

ﬁ".—

wes. It also enables radio (o Iive the competent and
telented people to write and produce programs and
staff stations. According to the U. S, Department of
Commerce, the average income of hroadcasting em-
plovees is the second highest of all industries in the
country. . ..

“President Dwight D. Eiseuhower, in a message sa-
Inting broadcasters, summed up the mission of radio
this way: ‘To inform the people fully, [airly and [ree-
Iy, to hearten their spivit with heaithy entertainment,
to encourage in every possible way aspiration toward
a beller state for all mankind. .. These are the high
purposes to which radio is dedicated!” o o o
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Gold Plaque Winners
Northwest Ocient Airlines

Schlifz Beer

Budweiser Beer

Winston Cigarettes

Nescafe Instant Coffee

Ford Cars

Coca-Cola

Pepsi-Cola

BUILDS

usual share of prophesies that 1960 will be one

ot well-betng for radio. Frony many quarters
the conviction is that when the final tallies are in, this
year will see a substantial gain in billings and jn toral
number ol clients.

Contributing o this Ieeling is evidence that many
agencies and advertisers are using radio fy tmaginative
wavs, In d growing number ol cases—by no means a
trend as yet—agencies are once again aflording radio
the creative treauent. Fresh ideas as 1o copy and
media strategy are appearing in greater numbers,

At the source of this fountainhead of ideas is Radio
\dvertising Bureau Jac. Whether it be stimulating
new uses of radio, or conmissioning rescarch projects
to. justify radio expenditures, or giving recognition to
advertisers and their agencies that are using radio suc-
cessfully, RAB continues to earn its stripes as the in-
dustry’s sales promotion organisation.

At its fifth annual National Radio Advertising

|
% This vear bas brought with it more than the

52 (Supplement p, 10)

Clini¢, which was held March 31 and April 1 in
New Yuik and Chicago, respectively, the hureau once
again created a workshop environment for the ex-
change and exposnre of ideas on how to use radio. In
presenting awards for the cight most cffective com-
mercials ol 1959, the association also gave recognition
to successful applications of the sound medium.

Gold record plaques [or the winning commercials
went to (there are no rankings) : Northwest Orient
Airlines (Campbell-Mithun Inc.); Schliiz Beer (]. Wal-
ter Thompson Co); Budweiser Beer (1)'Arey Advertis-
ing Inc); Winston Cigarettes (William Esty Co.)
Nescale Instant Coffee (William Esty Co.); Ford Cars
(J. Walter Thompson Co.); Coca-Cola (McCann-Erick-
son Ince.), and Pepsi-Cola (Kenvon & Eckhardt Inc.).

Thiese national awards are chosen on the basis of 2
questionnaire survey sent to leading agency, adver-
tiser und broadcast executives. Periodically through-
out the year, RAB also makes similar presentations 10
regional adverltisers.

{/. S. RADIO « April 1960
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At the NRAC, the burcau provided a springboard
by which five major advertisers could explain how
each used radio and why. The advertisers were: The
Mennen Co., Northwest Orient Airlines. .American
Bakeries Co., Cities Service Co. and John Morrell & Co.

Below is a two-part review of the major elements of
the NRAC—the award-winning commercials and a
capsule analysis of how the five advertisers use radio.

Here are the eight gold plique winners:

NORTHWEST ORIENT AIRLINES:

(Jingle) Give wings to your heart. Your
spirits soar. The Orient is calling you
to Tokyo and Hong Kong, too. To the
Orient by Northwest.

(Copy) To Japan and all the Orient, North-
west Orient Airlines cuts travel time by
eight full hours. Flies the straight-
line, short cut. Up to 2,000 miles short-
er across the Pacific. And Northwest has
now made more than 10,000 trans-Pacific
flights. Fly with the airline that leads
in Orient travel service. Call your
travel agent or . . .

(Jingle) Northwest Orient Airlines.

SCHLITZ:

(Jingle) Know the real joy of good living.
Move up to quality. Move up to Schlitz.
Know the real joy of good living. Move
up to quality. Move up to Schlitz. Re-
freshing Schlitz. The world's best sell-

ADIO SALES

ing beer at any price you pay. One of the
finer things in life everyone can enjoy
all day. Know the real joy of good living.
Move up to quality. Move up to Schlitz.
(Copy) The joy of good living by Vic

Damone. Treat yourself to one of the
finer things of life. Move up and enjoy
Schlitz quality today. Schlitz . . .
the beer that made Milwaukeee famous.

BUDWEISER:

iJingle) The story behind the label reads

like an open book. The story of Bud.

{Copy) Have you read the label?

{Jingle) Sure.

i Copy) Have you read the label?

(Jingle) Sure. The story behind the label
reads like an open book.

(Copy) It's right there on every Budweiser
label. Seven proud words. Choicest hops,

U. S, RADIO o April 1960

rice and best barley malts. The key vro
that remarkably satisfying Budweiser
taste. The secret behind the wonderful
refreshment of the king of beers.

(Jingle) Where there's life . . . there's
Bud. Where there's life . . . there's
Bud. Just read the label. That's all you
do. The reasons will be plain to you.
Budweiser beer is for folks who know.

(Copy) Read the label. Seems to me you
have excellent reading taste. Read the
label?

(Jingle) Sure.

NESCAFE INSTANT COFFEE:

(JINGLE)

Man: Two beans times two beans is four
beans.

Gal: Nescafe uses lots more beans.

Man: 10 beans times four beans
And add three more beans

Duet: Make 43 rich coffee beans.

(Jingle) Yes, you get 43 beans in every cup
of Nescafe
Real coffee beans—that's all there is
in Nescafe.
43 beans in every cup make Nescafe
The all-coffee instant coffee
With the "let's have another cup” taste.

(Anncr.) Extra beans mean extra flavor.
Today's Nescafe goes all the way for
flavor with 43 choice beans in every cup.
Tastes fresh, friendly, completely
satisfying.
In today's Nescafe—the accent is on
coffee.

(Tag) 43 beans in every cup make Nescafe
The all=-coffee instant coffee
With the "let's have another cup" taste.

WINSTON:

(Jingle) Winston tastes good like a
cigarette should. Because there's
filter blend up front, up front ahead
of the filter. And the flavor you get in
a Winston cigarette comes from filter
blend. Filter blend means fine tobacco.
Filter blend up front. And the flavor
you get in a Winston cigarette comes
from filter blend.

(Copy) Filter blend is a mighty good
reason for you to smoke Winston because
it means tobaccos specially processed
for filter smoking. A Winston secret.
You get Winston's own pure white modern
filter . « . plus the rich, delightful
flavor of fine tobacco.

(Jingle) There's filter blend up front, up
front ahead of the filter. And the fun
you get in a Winston cigarette comes
fromfilter blend and makes Winston taste
good like a cigarette should. Winston
tastes good like a cigarette should.

(Supplement pr. 11y 53
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FORD r

(Anncr. ) Frank Sinatra and Rosemary
Clooney for three new lines of Ford.

(Jingle) Sinatra: There's a big, wide
wonderful world of new Fords

Clooney: Newly-proportioned for you Fords

Clooney & Sinatra: A beautiful, wonderful
new world of Fords.

Clooney: First the new Ford lihe

Sinatra: Live a wondrous life in the Fords
of a lifetime, the finest new Fords of a
lifetime, the beautiful, wonderful new
60 Fords.

The new size Ford, the Falcon

Clooney: Falcon, the new size Ford Falcon-
You'll find that the new size Ford
Falcon's the easiest car in the wide
world to owt.

Sinatra; And the Thunderbird.

Clooney & Sinatra: Thunderbird, finest of
fine cars, the last word, "Wish it were
my car, the dream car of the wonderful
new world of Ford."

(Amncr.) See them at your Ford dealer now.

COCA-COLA

(Jingle) Be really refreshed. Work and
play at your best. Enjoy the refresh-
ingest pause for a Coke. Ice cold Coca-
Cola. Pause for aCoke. You'll love
cold crisp taste when you're on the go.

You get a lively 1ift with Coca-Cola so 1
be really refreshed. Work and play at

your best. Enjoy the refreshingest pause
for a Coke. Ice cold Coca-Cola.

Pause for a Coke.

PEPSI-COLA

(Anncr.) Pepsi-Cola presents—The Soci-
ables at the Country Club.

(Jingle) (Be sociable)

She: Wonderful dance
(Look smart)

He: ...for the belle of the ball.
(Keep up to date with Pepsi)

She: Are you referring to me?

(Drink light refreshing Pepsi)

He: You've had six different partners.
(Stay young and fair and debonair)

She: But not one glass of Pepsi
(Be sociable)

He: Light, refreshing PepSi..:.

(Have a Pepsi)

She: The sociable refreshment.
(Be sociable)

He: Let's dance our way to the Pepsi-
(Look smart)

She: And join the other Sociables.
(Keep up to date with Pepsi)

He: Mind if I sing?

{Drink light refreshing Pepsi)

She: Mind if I do?

{Stay young and fair and debonair)

He: Go ahead...it is our song.

Chorus: Be sociable—1look smart. Keep
up to date with Pepsi. Drink light
refreshing Pepsi. Stay young and fair
and debonair. Be sociable—have a
Pepsi.

100 Leading Spot Radio Clients—1959- i

RAB-ESTIMATED s1POT
RADIO NET EXPENDITU RES—

RANK  COMPANY JANUARY.DECEMBER 1959

I *Ford Motor Co, aeeeeereoeneceeneemerenens $7,280,000
2. K. J. Reynolds Tobacea Ca, ....... oo 1,800,000
3. Chirysler Corph venne coinreencieninineenes o 4129000
Ao Geweral Motors Corp, oo, .. 1,115,000
3. Aunheuvuxer-Buseh Ine. remeeeeeeeeeeeee 3,083,000
6. Liggeuwt & Myers Tobaceo ('u .......... veee 3.600.000
9. PP Lorillavd Co. coneninieiniegeninn . ... 3,100,000
8. The American Tobaceco Lo ........ ... 3,090,000
9, Jos. Sehlitz Brewing Co. covevveeennieneninn. . 2,710,000
10. Sinclair Refining Co. vevvivcivneecviniveneiinn 2,500,000
11. Carling Brewing Co. wvvvvevvvevereneenens veeeee 2,000,000
12. Thomas Leeming & Coo veeveeveennnnennnneee. 2.000.000
13. Bristol-Myers Co. reressesenianegiseneannniees 1,900,000
14. Texaeo lue. ... civerrnrenemrensessenaes 1,840,000
153. Chesebrough. l’mul s lnc veraesenreremaaa 1,070,000
16. B. C. Remedy Co. covvvnvnincviiiniencnveninnen, 1,600,000
17, Fels & Coo cvvnvciviicieianennen reneina e 1,000,000
18. Beneficial Finance Co. .o.cvvneivniviiinnesrmress 1,578,000
19. Eastern Air Lines Inc. coivvviiivieiiiiiinnes 1,500,000
20. Northwest Orient Airlines copvicivinnnes 1,500,000
21, Shell Oil Cos oovnvenvvinviinnnriairiierans 500 oo 1,500,000
22. PRlonglh, INC, reecemcmeicinmesisesvosssmsmmmnbunsies - 1,420,000
23. Campbell Soup Co. covverrveneneveeeeveee e 1,400,000
24. Ralsion Purina Co. .ccoserveinneennnceeeioe 1,352,000
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25, American Airlines Ine ccnniee.
26. Continental Baking Co.
27, Esso Standard Oil Co.

1,311,000
v 1,215.000
. 1,200,000

28. The Firestone Tire & Knl-lur Co vereeeer 1,100,000
29. Miles Laboratories 1ne. coveoniniieennenins 1,100,000
30. Metropolitan Life Inruranee Co. weuevereeee 1,070,000
31 The Gillette Coo rveeeevenierenienecemnninine. 1,059,500
32. Sterling Drug Ine.  vgvesinenna.. 1,023,000
33, Cities Service Coo venieveveeieicecmeeeeeiiieiennns 1,000,000
314 Sundard Brands lae. coovvvecevciieveecneeene. 1,000,000
35, Telley Tea Coo vneecvereeenenniecaniennnensennee 975,000
36, Tie ¥, & M. Schaefer Brewing Co, ........ 910,000
37, Trans World Airlines Ine. oovvneevnenrene. + 925,000
38. Pharvmaco lne. ........ S S—————— e 910,000 r
39. **The Borden Co. woverveeeenccreeenennnnee e 900,000
40. Theo, Hamm Brewing Co. cvevevennenienen. 900,000
41. The Cream of Wheat Cou vovvvvvveceninrenns 850,000
42, Clark Oil & Refining Corp. coovvvinniecennnes 820,000
43. Corn Products Refining Co. .oovvininiinne. 800,000
44. Liebmann Breweries lne. coveevnvineeennn.on.. 800,000
5. The Qualur s Ca.. . et s po 800,000
46. Union Carbide Consumer PProdnets Cu 800,000
47. Studebaker-I"ackard Corp. ..ccccivvieernnnenee 750,000
48. J. A. Folger & Co. .coceeeetes oo 139,000
49. Falstaff Brewing Co. .rvvvieiiciciiccrnnnen . 730,000
30. Shulton Ine. .oooien oo, . 720,000
31. Time Ineg -ccveeemmccecnsonannnn Faperemgatageniniaanas 120,000
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Moving the National Radio
Advertising Clinic from New
York to Chicago on succeeding
days was no mean task for {I
to r): Robert Alter, manager,
sales administration; Kevin
Sweeney, president; Miles
David, vice president & director
of promotion, and Warren
Boorom. vice president & the
director of the member service.

e lollowing is a capsule description ol the way
each ol the five national advertisers, who expounded
on their radio use at the NRAC, employ the medium:

Northwest Orient Airlines (Gordon M. Bain. vice
president in charge of sialesy —Uses heavy radio sched-
ules covering about 40 US, cities. "The company spends
about $1.5 million in radio, wing multiple stations
o promote intensively llights that are “light.”

Mennen Co. (Willimn G. Mennen Jr., vice presi-
dent and director of domestic sales and advertising)—
This giant toiletries manufacturer has long been :m
advocate of radio advertising. Of particular interest
at this time of the year, which My, Mennen dewiled.
was how the company’s summer radio campaign of
last year reportedly helped produce up to a 75 percent
increase in sales for the products advertised. The
summer campaign ran for 20 weeks in 73 key markets.
Mennen spends about $590,000 a vear in radio.

American Bakeries Co. (Robert Llewellyn, adver-
tising manager)—The company recently invested in
a special three-month radio campaign costing $500.000,

I e [T TTT] t [T o !

32, Staunback Co. covevvvernrnnnnnnnns reereenreeennsnsannens 715.000
33, P. Ballantine & Sons coeveeeeceeeneeveennennienes 5 710,000
34. Philip Morris lue, .iiiniiririeniinnennnn, 710.000
53. General Foads Corp. .ceeveereenienninnnnnnen. . 905.000
A, Grevhound Corp. coovvnnviiciiciinniinciinieninnnnns 700.000
37. Pabst Brewing Co. ..oovvevvniiiiiceecninnnnnns 673.000
58. The Florists® Telegraph Delivers Asan.  665.000
39, Geueral Cigar Co. ..covrrirrrricnciiniinniinin 660.000
0. Interstate Bakeries Corpe vovvvenns reeeeeeees 660.000
61. The Chatitanooga Medieine Co. ............ 650.000
2, Laugendorf United Bakeries Ine. wovenines 650.000
63, W, F. McLaughlin & Co. 630.000
64. Sun Oil Co. ..ccoevveveennninnnnee ceeennneee 623,000
65. Amcrican llome I'roduets Corp. .......... 616.000
66. Standard Qil Co. (Indiana) .................. 610.000
67. Phillips Petroleum Co. ......... AOCOREOIIE00000G 605.000
68. Household Finance Corp. ....coveveevevrunnnns 600.000
69. General Mills Ine. oo, 394.000
70. The Mennen Co. cveeveenireeenieeeieeneeneneenns 390.000
Tl. Nestle Co. cvvververrrrrieinnsinssenisisr s riesssns e 390.000
T2, Intermational Harvester Co. wccvecvvveeenennne 583.000
TE. Foster-Milburm Co. ..cvvvvivirivincininennannenen 580.000
74, Skelly Oil Co. ..uueeeennveveccrrerneennenene veeee 364,000
75, John Morrell & Co. ............. 000=CE0000000000 360.000
Th. Mational Airlines Inc. ... veeens 330,000
T7. Piel Bros. ....oovvvvvenne teteneeeaneriene CO0C0000000 330.000
TH. Seaboard Finance Co. ...... £0EATOCONOO0CO0MO0] 330.000
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Lt used a minimum of 80 spots a week in 31 key mun-
kets. Instead ol the customary 30- and 60-second spots.
Americam Bakeries” commerdials induded @ nmumber
ol full-length popular song adaptations, under the
heacling “Music to Sell Bread By.” Because of Lavor-
able results and comments [rom grocers and consmn-
ers, the company is reportedly mapping plans lor an-
other, more extensive drive later this year. The firm
spends about $515,000 a year in radio.

Cities Service Co, (Ravmond C. Kedk, advertising
managery—Spending more than S1 million in radio.
the company mey the medium extensively in ity 38
state marketing arex. le employs the medium in peri-
adic flights. usually of six weeks' duration. and often
average 3,300 announcements a week over approxi-
mately 125 stations (rom the Atlantic to the Rockies.

John Morrell & Co. (F. ]J. Torrance, advertising di-
rector) —For its Red Heart dog food, Morrell piits
the largest share of the product’s ad budget in sound.
RAR estimates that the radio expenditure is runmning
at the rate of 5560.000 a veiar. e o o

9. Massey-Ferguson Ine. . 333.000
80. Ameriean Bakeries Co, covivvvniininnninennna, 215,000
81. Hills Bro~. Coffee Ine. aeveieenieeeeannnene. 210.000
82. Wm. Wrigley Jr. Co. -200.000
83. Burgermcister Brewing Corp. ... 495.000
84. Uuited Bisenit Co. of Amertea .............. 493.000
85. Tea Conneil of the U.S.A. Ine. ...... R 184,000
86. Lucky Lager Brewing Co. oviniviiininns 475.000
87. Dugucsne Brewing Co. of Pittsburgh ....  433.000
88. Canada Dry Corp. .ovvveviecvniiniiiienn reerenes 450,353
89. General Baking Coo eeveeeeeeenevceeeennnn e 150.000
90. The Bon Ami Co. coivvvrvenvninieriinirensenee. e 430,000
91. Awecriean Motors Co. veveninvvenneceeccnieeenens 1435.000
92, l'a\lnn & Gallagher Co. ...vvvrvvvivvvevinnnnins 420.000
93, S.S.8. €l crvcveniieniiiiarireasraessnseensensesesennes 415.988
91, Dllﬂ'_\-)lull (1 ceneooeoonooccoeoncecoeonamooscooocoea 115.000
9353, Gulf Oil Cou cevenriiricii e e $£15.000
96. The Pharma-Craft Corp. ceeueevvvnevennnenennns . 415,000
97. United Air Lines .ooieieieiveceiinicieiecnncnnnnn, 415.000
98. K.L.M. Royal Duteh Airlines viveennenn.e. 410.000
99, ‘The National Brewing Co. ..ccvveveenrevnnnnns 110,000
100. Associated Sepian Products ... 407,500

* Ford Motor Co, expenditure includes spot radio money
spent by Ford’s dealer organizations. Figures shown for
other auto manufacturers refleet only *“*factory” outlays.

** Borden expenditure represents spot radio money for
food products only,
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E:‘J\lruinpi . . the tape transport and playback unit of an
entircly new system, designed to give the advanced broad-
caster the uldmate benefit from magnetic tape caruridges.

@m\lmla.p.n_ .. with reproduction quality equal to first
rate professional tape equipment. While @mﬂnﬂnps_ will
perform essentially all programming duties, it is especially
suited for superb reproduction of announcements, production
aids, themes, and the top tunes of the week.

@mwi.lnp;; .. . offering split-second operation. Several
@cml-lﬂ;m units may be cross connected to give com-
pletely automatic programiming segments. This is the answer
for those who desire interspersed automatic and live or man-
ual programming from the same cquipment. One switch
converts a L_anbulape. system from manual to automatic

(and vice versa) operacion 1n a split second. The precision
operation of {Eanlnlape. allows the unit to be scopped and
started berween syllables without noticeable wow. It also
permits consistently tighter cueing on the start of any pro-
gramming scgment than can be obtained with other similar
cquipment.

The system includes, in addition to Cﬂf‘lf”lﬂ-P-Q- the Record«
ing Amplifier, 4-channel Switcher, Remote Panel and other
accessory items.

Developed and manufactured exclusively by Gafes, the
Eﬂnl'ulﬂpl is an excellent partner for the famous Gates
Spot Tape Recorder, where even greater versatility is desired.
For complete information, write today for Bulletin CT-603
-~ . yours for the asking.

GATES RADIO COMPANY

Subsidiary of Harria-Intertype Corporation
QUINCY, ILLINOIS

Offices in:

HOUSTON, WASHINGTON, D.C.

In Canodo:

International division: X
13 EAST 40th STREET, NEW YORK CITY’

CORPFDRATION

CANADIAN MARCONI COMPANY
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Radio Equipment

On Display

Smoother and more economical station

operations for today and tomorrow are

reflected in new equipment developments

Smooth and economical operation, new broad-

casting techniques, development of a growing

medium. Ways and means of achieving these
three aims will be rellected in the equipment displays.
Since the last Chicago meecting, manufacturers have
made considerable strides in developing and improv-
ing equipment for more eflicient automatic program
ming devices ancl systems, multiplexing equipment for
stereophonic broadcasting and products for the ex-
panding fm market. In addition to these areas, broad-
casters visiting the displays of equipment will be able
to find items developed to improve every phase of sta-
tion operation.

U.S. RADIO o April 1960

The following is a report on equipment of interest
to raclio executives, as reported by these companies:

Gates Radio Co. is offering a full line of broadcasting
equipment. One of the items being shown for the first
time is the FM-10.A 10,000 watt fm transmitter. The
unit features a new development called “varia-line
tuning,” which is a method of tuning a single ended
VHF amplifier. “A portion of a parallel plate trans-
mission line,” the company says, “is made variable to
capacity tune the line to operating frequency. As a
1esult, neither mica nor vacuum capacitors are needed
in the tank circuit,”

(Supplement p. 15y 57
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Equipment On Display

Aunother new item found in the Gates display is the
CB-77 12-inch wrmable. .\ third product being shown
for the firse time iv the M=3693 modulation monitor.
Also vn display will be the BCHP-2 5000 waue am
transmitter witlt silicon rectifiers, aifed the BC-ET 1,000
watt i ansniuer.

Having auracted considerable interest Iast vear when
it was introduced, Gates is again showing its ST-10L
spot tape recorder. Accommodating 101 spot anfounce-
ments onf separate traeks, the device nses an indexing
h}\lcll] to ])Cl'lllil the \(‘lf."('liun ol lll(_‘ l)l'Ol)cl' amiounliee-
ment by the munber listed in the progrinn fog ar script.

One ol the leaders in the tape hield, the Ampex Coyps.,
is exhibiting its Model 351 prolessional recorder in port
able, rack and console monntings, ad the Model 300
mister recorder. The firm has devised a “tortare test
which will iflustrate the ruggediiess of the equipment.”
Also on display iy i set ol vecorder heads which have
been wsed 40,000 hours 1o demonstrate the long life of
these precision parts.

Backing up its opinion that “. . . the most significant
development it radio cquipmcnl this year will he
product support of the national trend w stereo broad-
casting,” Ampex is showing its new Model 352-2 1, «
stereo reproducer which plays two-track and fourarack
tapes.

Collins Radie Co. believes that the industry's grow-
ing acceptance ol automation will again be demon-
stratec at the convention. Therelore, the manulacturer
has made “marked advances” i the development ol
completely automated program equipment. In addi-
tion to the automatic devices, Collins is also displaying
a complete line of broatlcast equipment. This includes
a 1,000 and 5,000 watt am transmitter, a dual chammel
studio console, a variety of unicrophones, custom pluis-
ing equipment, turntables, among others.

58 (Supplement p. 16)
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A vatiety of new pieces ol broadeasting equipmentt
B to be found in the exhibit of the Radio Corporation
ol Amervica. One ol the new items is a 1,000 watt T
wansnritter. Unit incdudes i standard I exciter antl
a single tube power amplifier. It can be expunded
higher power and adapted to be wsed for o muliplex
operation. Ao oo display is a new 5 kw am rans
mitter type BWEAST. Acconding 10 the company, this
“high elliviency transmitter inchides a power amplifier
that operates at % percent of efliciency as conrpared
to the usual 76-75 percent efficiency vating.”

Other products being shown include o new velocity
microphone, a new all-transistor monitor amplifier and
an hm antenna. A new wodel professional tape record-
et iy scheduled 16 be exhibited for the first ime. Part
ol the display shaws an opeiting radio station, featur-
g a3 automatic wrntahle and magnetic dise recorder,

General Elecironic Laboratories Inc. is focnsing dts
attention on the growing needs of the m market. The
rm’s display has been built around 5,000 and 1,000
watt b transmitters with fmoanultiplex exciters. Pack-
aged ina cabinet, the sysiem includes the main channel
exaiter, a subchanncel generator and the power supply,
thus making a completely integrated unil.

Tower obstruction lighting equipment is lowrd i
the display of Hughey & Phillips Inc. According to the
finm, the exhibit is featuring new tower lighting isola-
tion transformers. Also to he seen are tower light cou-
trol and alarm units for unattended microwave relay
stations, combination photoelectric contvol and beacon
fiasher units, beacons, obstruction lights and varioys
control units.

An actual omni-directional, horizontally polarized
antenna for [m stations will be shown by the Jampro
Antenna Co. According to the manufacturer, the radp

(Cont'd on p. 60}
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Take

) OLU
from

RCA

Program

_Nervices

The Automotive
Sales Library

New and unigue: a powerful
radio commercial campaiga
designed to tap the largest
source of local radio revenue
—new and used car dealers
—plus every other Lusiness
associated with automo-
hiles. In the package: over
700 lead-ins, spols, and
“featurettes,”’ including
hints for car-owners, and
informative sell-spots on
every make of used car from
1954 through 1959.

Thesaurus
Mugical Library

Now in preparation: a series
of 2L, P."s containing 2000
selections—all specially
programmed for 13-minute
broadvasts. These selections
are the cream of the
Thesaurus music library

and new releases added
monthly keep you right
up-to-date.

The Juckie
Robinson Show

An exciting new fis c-minute
radio series slarring

one of the nation’s most
dynamice sports personalities,
and his big-name guest
stars (such as Ed Sullivan.
Don Drysdale. and Johnny
Mathis) with anecdotes of
great sports events. Audition
**Jackie Robinson’s Sports
Shots.”” It’s available for
sponsor presentation now.

Thesanrus
Commercial Library

A low-cost, high-potential
conmiercial radio service
that gives local stations the
hig-time sound. The Library
consists of comnercial
vitmpaigns, station promotion
1Ds, singing jingles, etc.,
and each month new
additions are made to keep
you on top in the solid-
selling Sixlies.

At the NAB Convention: Get the full details on these and other
Thesaurus features in Suite 600 of the Conrad Hilton.

RCA RECORDED PROGRAM SERVICES@®

New York, Chicago, Atlanta, Dallas, Nashville. Hollywood

U.S. RADIO o April 1960
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Equipment On
Display
{Cont'd from p. 58}

ator ntay beé stacked info bavs tor provide exuremely
high radiated power, T'he antenna is sind 1o be ninched
out to 50 ohms. and is non-reactive at the operating
Irequency. Since more than dreequarters »l an inch
ol ice van create a detvimental VSWR change, auto-
matic de-icers are available for installation inside the
radiating clements where more icing is encountered,
The mamulactiner states that the tempaeature plase is
uniform. “T'his, combinegd with the lower VSWR of
the elements, makes the antenna idea! lor multiplesed
[ stations.”

Programatic Broaduasting Service is showing its com-
plete package ol equipment designed {fo autonunic ra-
Representatives will be ollering
demonstrations ol how the sywstem operates mreder a
variety of circnuntances.

dio  programming.

Latest models in the Spotmaster line ol tape careridge
recording and playback units are on tisplay at the
Broadcast Elecironics exhibit. Tlie egnipment makes
use of continuous loop ape cartridges and electronic
pube cucing “to Al (he need for tight progrinnming
of spot annotincementis.”

Automation devices are the feature atiraction at the
Schafer Custom Enginering display.  Inchuded are var-
ious picces of remote control equipment, and a tape
cartridge vecorder auid plivback unit

Standird Electronicy is displaving a wide variely ol
broadcasting equipment, witly the emphasis on fm sta-
tion requirements. Among the items being shown arc
a new 250 watt ln wansmitter for sterco or multiplex

60 (Supplement p. 18)

broadeisting, o replavement modulitor  designed  to
modernize older [m transmitters so that they ¢ be
used for stereo and multiplex, an audio console, a IO ks
fm amplifier and vansmitter, among athers.

The Biauer Electronies Corp. display will consist of
a new LO0O 250 winie am broadeast transmiter, and a
pictorial displny ol the fi’s new 5 kw am broadeast
transmitter., The 1000 watt ovansmitter, madel 707, is
designed as a ki, making it possible Lo the broud-
caster to assemble the univ humsell.

Frin hroadeasy transmitters, multiplex equipment, ve-

mote control units and §'TL receivers make ip the dis-
- . ) 3 L)

play at the bidustrial Tronsmitters & Antennas exhibir,
The firm reports that it has redesigied i1s complete
linc ol tm transmitwers nd . . o leaunes self-neutral-
ication and standard s e expects to develop high
power [ transimitters, up 1o 50 kw, in the near (uuire.

Visui) Electronics Corp. will have o latge display
fcaturing the Latest broadeasting equipment ol the va-
1ious manulacturers who sell their products through
the fima's sitles orgamization. The am equipment shown
indudes tansmitters and remoie control systems, an
audio canmole, |1|i(‘l’()|)ll(n|es, monitors and tape record-
ers. I equipment is represented by transmitters and
multiplex vxeiters, hackground wusic tape players angd
multiplex veceiver equipment.

An dll-am stereo system is the highlight of the Kahgy
Rescarch Laboratories display. Called the STR-59-1A
sterco excitevdriver system, it is said 1o “. . . permit
compatible stereo broadcasts pver a single am tansmit-
ter and true stereo reception on two standard am re-
ceivers. Ilsing any stndard am transmitier, the Kahn
exciter-driver develops a full varvier and two independ-
ent sidebands, each modulated Ly the two stereo chan-
nels" Abo on display will be thie compatible single-
sideband model C8S-55-1.\, whiclt is said to double
cliective transmitter power, improve audio fideliny and
reduce adjecent mid co-chammel iierierence,

Utility Tower Co. is showing a complete line of radio
towers and aceessories, The newest produoct on display
is the 170 knock-down 1ype tower of bolied angle-iron
construction. 1t comes in 10-loot sections, making it
simple and econonrical a s,

Electronics Applications Inc. has an exhibit ol a va-
riety ol broadaasting aids. Some ol the products being
shown inchude a trmtable, a wircless microphone sys-
tem, a portable tape recovder, studio and field micro-
phone stands, fm operations relay receivers and i1 peiak
volume indicior systen,

A line of am and Im equipment is on display at 1he
Continental Manufacturing Inc. exhibit. Included are
[m anuttiplex rveceivers, fixed frequency reccivers, cus
tom designed receivers and monitors. There are also
a line of audio amplifiers, am and fn wners; siereo
amplifiers and radio intercom systems, s o o

U.S. RADIO o April 1960

wWwWW . americanradiohistorv.com



www.americanradiohistory.com

BIG

FOR

’60

modern approaches to one old broadcasting problem:
finding the right music at the right price.

| SESAC RECORD'NGS announces the new all-LP music

Program Service, brilliantly produced on hi-fi recordings and featuring the great
names of the industry. Six different purchase plans to choose from. Outright
ownership. Your choice of albums. New releases.

Popular, jazz, classical, country and western, religious, band music, and the
“DRUMMERS’'* — SESAC’s all-new recorded sales starters, station promos and
production spots,

To see and hear and learn about the Big Six purchase plans, visit the SESAC
Hospitality Suite 1206A at the Conrad Hilton Hotel during the 1960 NAB

Convention.
* Trodemark
SESAC IN THE COLISEUM TOWER
e 10 COLUMBUS CIRCLE - NEW YORK 19, N.Y.
U. §. RADIO o April 1960 (Supplement p, 19) 61
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...your copy
waiting
for you

at our
suite
Conrad Hilton

Impressive documentation of newest
qualitative research « « « for Television and |
Radio Stations, Advertisers and Agencies

G2 (Supplement p. 20) U. S. RADIO o April 1960
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rud io Corrected up to press time

EXHIBITOR | HOTEL | SUITE COMPANY REPRESENTATIVES
Equipment .
Ampex Corporation Conrad Hilton Exhibition Hall{Neal K. MeNaughten, Tow Davis, C. B. Paul~on, Warren
Space 32 \nderson. Jack Hauser
Bauer Electronics Conrad Hilton |[North Hall Fritz Bauer, P’aul Gregzg, Duncan Peckliam
Space 38N
Caterpillar Tractor Conrad Hilton |Lower Level IC- U. Stone, R. V. Bradley, D, E. Shoupp, B. . Be-<ert
Lobby Sp. 36
Collins Radio Conrad Hilton |Exhibition Hall|E. S. Cagnoen, H. (). Olson. B. V., Hite, E. G. Randolph, ).
Space 34 M. Haerle, J. H. Speck, C. I'. Glade, T. W. Sharpe, J. F.
Stanbery. F. P, Wallace, G. M. Bergmann, L. H. Leggett, K.
N. Edwards
Continental Electronics |Conrad Hilton 'Exhibition HallJames O. Weldon, W. M. Witty, Thomas B. Mo-sley, Mark W.
Space 33 Bullock, Vernon Collins, Richard I’. Buckner, Ray Tucker
Electronic Applications [Conrad Hilton |Exhibition HalljJohn Costello, Truus M. Skee, Vincent J. Skee
Space 6
Gates Radio Conrad Hilton Exhibition HalljP. S. Gates, L. J. Cervone, Ed Wilder, N. L. Jochen, J. R.
Space 2 Price. Gene Edwards, Tom Humphrey, Franz Chierny, Frank
Grasett. lobert Hallenbeck. Wallace Warren, Abe Jacobo-
witz. Stanley Whitman, Joe Engle, Reck Morgan, Richard
Spruill, W. Moaits, Londen England, Urlin Whitman
|
General Electric Conrad Hilt Exhibition Hall[R. L. Casselberry. Harold B. Towlson. 1. Wall, C. J. Simon,
ent rren Space 31 C. H. Jensen. A. F. Carl, M. I.. Duncan. C. H. Lake
[
GCeneral Electronic Conrad Hilton Exhibition Halll\'icwr W. Storey, B. T. Newman, Sal Fulchino, I*aul Day
Laboratories Space 35 i
[}
Hughey & Phillips Conrad Hilton Exhibition HaIIIH. V. Claeson. J. H. Ganzenhuber, H. J. Geist, 3. L. Lang,
Space 30 'F. J. Little, Jr.
Industrial Transmitters [Conrad Hilton \Exhibition Hall Bernard Wise. Eliot Baker, Clyde Heck, Sr.. Stanley Fried-
& Antennas Space 11 'man, Robert Jordan
Kahn Research Conrad Hilton Exhibition HaIIILeonard R. Kahn, Kenneth B. Boothe
Laboratories Space 5
Minneapolis Honeywell |Conrad Hilton LExhibition Ha|||Ceorge W. McKnight, Gustave Ehrenberg
Space 10 .
Minnesota Mining Conrad Hilton North Hall D. E. Denham, W. H. Madden. D. T. Windall, C: L.. \lden,
& Mfg. Space 40N B. . Holmberg
i i C d Hilt Exhibition HalliT. A. Smith, C. H. Colledge, A. F. Inglis. M. A. Trainer, E.
Ra:;oAcn:;':?;:hon onra rhen Spa::el i] N, 4Luddy, E. C. Tracy, V. E. Trouant. D. Pratt, P. Bergquist,
(Industrial Electroni (P. A. Greenmeyer. E. T. Griffith, J. E. LIl \W. B. Varnum,
pu = SIS R. B. Houston
roducts) :
Radio Corporation ‘Conrad Hilton iExhibition |-|a||‘I{. C. Vance, J. E. Kelly, R. E, Johnson, R, E. Lawrence, G.
of America Space 21 Dymacek
(Tube Division)
Sarkes Tarzian Conrad Hilton [Exhibition Hall Biagio I'resti. Dan Meadows., Neff Cox. Jl:.. Wendell Full.er,
Space 18 (Gene Keith, Nubar Donoyan. Henry Cronin, Sarkes Tarzian
Schafer Custom Conrad Hilton Exhibition HaIItPaul C. Schafer. R. Paul Comstack, Jr., Tom VMagowan,
Engineering Space 14 James Brown, Jave Smith
|
Standard Electronics Conrad Hilton |[Exhibition Hall;W. H. Zillger. J. T. Campbell, Reed Haythorne, Jimmy
Space 28 Evans. A. R. Taylor, Joe Ewansky
Tower Construction Hilton [Exhibition Hall |M. M. Lasenky, C. A. Wright. G. 8. Chesen. A. C. Tilton

U. S. RADIO o

flConrad

April 1960
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THANKS...FOR HELPING US

Yes...thanks fo you...
our advertisers ... for the
tremendous progress

of U.S. RADIO.

Today, U. 8. RADIO earricg morr ra-
dio advertising in an average issue
than that of any other similar maga-
zine in the field, seith figures omum-
ing all the time.

This has a two-fold significance. One,
it goes without sayving that revenne is
a nundatery factor in the growth of
any enterprise. We're no e¢xeeption.
Fwo, and just as important. is the to-
tal bmpaet this radio advertising has
enabled us to create for the whaole field
of radio. When a man picks np a
magazine, he looks at two things, edi-
torial coment and advertising. Both
together ercate the jmpaet for the
field; in onr case, for radio.

We pegged our future oo the basie
coneept that radio is separate. distinet
and eompetitive. One ad sloHar ean.
not go 10 radio and TV or any other
medinm. Radio must stand alone and
fight for its share. And U. S. RADIO
now penctrales into every nook and
cranny of the industry,

Predictions for radio in the nionths
ahead are most optimistic. The fuinre
of radio lnoks mighty bright; and you
caiLrest assured U. §. RADIO will con-
tinue 10 give radio unprecedented
iratle magazine suppark.

64  (Supplement p. 22)

@ neTworks & crours

ABC

Balaban Stations
Bartell Stations

CBC

CBS

Colorade Net
Concert Net
Corinthian Stations
Crosley Broadcasting
Crowell-Collier

Farm & Home Radio
Georgia Negro Group
Good Music Broadcasters
Intermountain
Keystone Broadcasting
MclLendon Ebony

McLendon Stations
Meredith Group
MBS

NBC

OK Group

Plough

QXR Network

Star Stations
Storer Broadcasting
Storz Stations
Telebroadcasters
Transcontinent
Triangle Stations
Westinghouse Broadeasting
Yankee Network

. STATION REPRESENTATIVES

All Canada
Avery-Knodel
ChBS. Bern‘fd
John Blair

CBS Spot

Robert E. Eastman
H-R

Katz Agency

Daren McGavren

NBC Spot

Edward Petry

Peters, Griffin, Woodward
Radie-TV Reps

Weed & Co.

Adam Young

EQUIPMENT & SERVICES

Ampex

BMmI

Collins

Commercial Recording Corp.
Community Club

Futursonic Prod.

Gates Radio

Harry Goodman

Robert Hall

Housewives Protective League
Hughey & Phillips
Lang-Worth

WWW. americanradiohistorv.com

U. 8 RADIO o

Pulse

Programatic

Radio Press

Radio Recorders

RCA Equipment

RCA Thesaurus

SESAC

Standard Electronics
SRDS

Standard Radioc Transcription
Richard H. Ullman Inc.

April 1960

!
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MEASURE UP

. RADIO STATIONS

CKLwW KOBY
KAKC KOCY
KANB KOKE
KBHS KONO
KBIG KOSI
KCBS KPOA
KCMO KPRC
KDKA KPRS
KDWB KQVY
KDUO KRMG
KEWB KSAN
KEX KSD
KFAC KSDO
KFAL KSO
KFMB KSON
KFWB KTOK
KGB KTRE
KGFJ KTRH
KGNC KWBB
KHFI KWFT
KHOwW KWK
KIMN KXOK
KIOA KXOL
KISN KYW
KITT WAAB
KIXZ WALT
KJOE WAMO
KLIF WANN
KLZ WBAL
KMA WBAP
KMBC WEBML
KMMJ WBNS
KMOX WBNY
KMPC WBT
KNOK WBZ
KNUZ WCAR
KOA wCAU

B
i
i

Bl

wCCo
WCFL
WCHB
WCLS
wCoL
wCUE
WDAK
WDAS
WDAY
WDBJ
wDIA
wDSU
WEBB
WEBC
WEEI
WEEP
WEJL
WERE
WFAA
WFBM
WFHR
WEFIL
WEFMF
WGAR
WGBF
WGBS
WGH
WGN
WGR
WGY
WHAT
WHBF
WHBQ
WHDH
WHIO
WHK
WHLI

WHO
WIBB
WIBG
wiBw
wiccC
WICE
WIL
WIND
WING
WINN
WINS
wIP
wiIs
WISN
wIST
WITH
WIAG
WIJBK
wJDX
WKIJF
WKLO
WKMI
WKNX
WKY
wLiB
WwLS
wiLw
WMAQ
WMAY
WMAZ
WMBD
WMBR
WMIL
WMOZ
WMPS
WNAX
WNEW

www americanradiohistorv. com

WOKJ
WOR
wow
wWOowo
WPAT
WPBC
WPDQ
WPTF
WPTR
WRBL
WRC
WRCY
WREN
WRFD
WRFM
WRIT
WRYA
WSAI
WSB
WSBT
WSGN
WSM
WSPD
WSUN
WTAC
WTIC
WTOP
WTXL
WVET
WYOK
wWWwDC
ww)
WWRL
WXLW
WXYZ
WZOK

§ the monthly magazine devoted 100% to radio advertising

50 West 57th Street ® New York 19, New York

10
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radio

EXHIBITOR

| HOTEL | SUITE

COMPANY REPRESENTATIVES

Utility Tower
Visual Electronics

Networks
ABC Radio

CBS Radio

Keystone

Mutual

NBC Radio

Representatives

Avery-Knodel Inc.

Charles Bernard Co.

Blair & Co.
Bolling Co.

The Branham Co.

Henry 1. Christal

Robert E. Eastman

66 [(Supplement p.24)

iConrad Hilton Exhibition Ha"'lC. E. Nelson. Jerry Nelsan, Y. C. Divall. Nathan Sholar

ISpace 4

!Conrad Hilton |[Exhibition Ha"l.lilmes Tharpe, Pat Gallagher. Bert Kijpperman, Ceeil Grace,

Space 27

Conrad Hilton 2320-25

Conrad Hilton 1806

Conrad Hiltorn '804-6

Conrad Hilton 2306

(Sheraton- !508
Blackstone

ISheraton-
Blackstone

'Ambassador
‘East

'Drake
Conrad Hilton I]lOO

Conrad Hilten |~

Conrad Hilton 1306

Executive ’2704
House

1108-09

[Felix Bonvonloir, Wayne Marey

Leonard 11, Goldenson. president of AB-IT

\lfred Schneider. vice president in charge of allministration
Edward J. DeGray. president of ABC Radio

Thomas Maore, vice president in charge of prograniming
Juliuz Barnathan. viee president for affilimed staiions
|Siephen Riddleberger, vice president for owned and dperated
|~tations

Earl Mullin. nattonal director of radio relations

James Riddell. viee pyesidept in charge uf Western divisiim

Arthyr Hull Hayes, president

Jame- Seward, exceutive vice president

Howard Bares. viee presidem in charge of network programs
W. Thomas Dawson. viee president in charge of advertising
and promaetion i
Jules Dundes. vice president in chajge of stafiorr admiy
istration

William H, Brennay, Jr., Western division smanager of afif-
late relations

Sid Carfield. direetor of press information
[Edward K. Hall, administrative manager of affiliate relations
"Eric 11. Salline, national manager of affiliate relations
Nhon F. “Chick™ Allison, vice prresident and general man-
ager CBS Spot Sales

Sidney J. Woll, president

Edwin R. Peterson. 2enior viee president

LETH - ¥ = » . .
Richard 1. Petersan, Ir.. general manager, Detroil office
Jolin Nartigaiwr, account exccutive

Atbert G. MeCarthy, Jr.. chairman, exeetitise comniitiee
Robert 1. Narteigh. president

Albert G. MeCarthy. 111 seeretary-treasuter

Charles Codwin, vice president, station relations

Frank Erwin. assistant to the president

Charles King. station relations director

!l(’n\' Diaz, direcior, sales developent

Peter Brandon. station relations execulive
Hal Gold. dircctor of publie relations

William K. MeDaniel, executive viee presidenf
George A, Graham, jr., vice president
Albert Capstafl, vice presidert

Philip Schloeder. Iohn J. Tormey. Thomas J. White. J. W,
Knodel. Roger O'Sullivan. Hub Jackson. Albert W. Ober-
hofer. Ravmond Neiliengen. Stuart Mackie. Bill Harms, Bob
Kalthoff, Charles C. Coleman

Charle< Bernard

[Jahn Blair. Arthar MeCoy, Edward Shurick, Richard Foote

G. W. Bolling. G. William Bolling. Dick Swift, \lort Barrett.
Bolr Alexander

Joseph Timlin. Fred Weler, George Harding, Jack Hender-
son. Thomas Camphell. Eugene I'. Corcoran. Lewis Green-
berg. John Murphy. Dudley Brewer. 1Robert Mason, Thomas
Whitsen. Ted Giovan

Henry Chrjsial, Yrvin Gross. Philhin Flanagan, Neil Clihe

Roberr E. Fastman. Joseph Cuff, James Fuller. Richard
Arhuckle. George Duhinetz. Dale Stevens

{Cont'd on p. 48}

U. S. BADIO o April 1960
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APPAREL AND ACCESSORIES
Clothing
Furs
Hats
Shoes

ATTENTION GETTERS — TAGS
Attention Getters
Kibitzers
Narmes and Words
Pre-Commercial Announcements
Tags

AUTOMOTIVE
Automobile
Garages
Gasoline
Service Station
Tires
Trailers

CALENDAR EVENTS
Anniversaries
Back to Schoofl

Birthdays
Brides
Christmas
Elections
Father's Day
Graduation
Mother's Day
New Year
Vacation
Valentine

DINING AND LODGING
Motels, Hotels
Restaurants

DRUGS AND SERVICES
DRUG STORES
Brand Names

Cosmetics
Guaranteed
Medicine
Prescriptions
‘Quality

Vitamins

Here’s black and white proof of
the full coverage you get with

RADIO HUGKSTERS
and AIRLIFTS from
LANG-WORTH

FAMILY FINANCIAL SERVICES

Banks
Credit

Credit Union

Insurance

Investments
Loans

Real Estate

Savings & Loan

FARM EQUIPMENT/SERVICE
Equipment
Supplies

FOOD AND BEVERAGE
Bakeries
Beer
Dairies
Fruit Vegetable
Grocery
Poultry
Soft Drink
Super Markets

FURNISHINGS AND APPLIANCES
Appliances
Drapes & Curtains
Floor Covering
Furniture

GIFTS AND GLAMOUR
Beauty Salon
Florists
Gifts
Jewelry
Slenderizing
Toys

HOME IMPROVEMENT
Builder's Supplies
Do-It-Yourself
Garden
Hardware
Paint & Wallpaper
Screens & Storm Windows

PERSONAL SERVICES
Car Rental
Cleaners

Employmient
Laundries
Moving & Storage
Photographer
Radio-TV Repairs

PLUMBING AND HEATING

Air Conditioning
Heating

SPECIAL SALES
Dollar Day
Sale

SPORTS AND ENTERTAINMENT
Baseball
Fairs
Football
Goli Course
Hobbies
Music,Records
Nite Life
Sporting Goods
Swimming
Theaters

STATION AIDS

Fanfares
Instrumentals
Public Service

Reggie Frobisher
Safety
Sandy The Scotsman
Sound Effects
Station Breaks

Themes

Time Signals
Toni Taylor
Weather

STORE/PRODUCT PROMOTIONS
Any Product
Any Store
Business Names
Department Stores
Group Sales Promotion #1
Shopping Centers

Call for RADIO HUGKSTERS and AIRLIFTS from LANG—WORTH FEATURE PROGRAMS, INC.
1755 Broadway, New York 19, New York, JU 6-5700

U. S. RALIO o f\pri] 1960

www.americanradiohistorv.com
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radio

EXHIBITOR HOTEL SUITE [ COMPANY REPRESENTATIVES
Forjoe & Co. In¢ Conrad Hilton |Mort Bassent
Gill-Perna Ine. Conrad Hilton 1300 'Helen Gill, John J. Perna. Jr., Walter Beadell, John K. Shel-
ten, Don Dalton. Dan Bowen, Allan S. Young
H-R Representatives Executive ‘Frank M. Headley, Frank E. Pellegrin, Jauies M. Alspaugly,
House Avery Gibzon, Dwight S, Reed. French L. Eason
Headley-Reed Co. Conrad Hilton 700 Bol Schmidr. John Wratls Jack Hardingham
Ceo, P. Hollingbery Conrad Hilton 1600 George I'. Hollingbery. F. Edward Spencer, Jr.. Fred Hagué,
Harry Wise
Hal Holman Co. Conrad Hilton 1023 Hal Holman
Jack Masla & Co. Conrad Hilton Jack Maxla, Atlan 8. Klanter. Geite Gray
The Katz Agency Executive 3803 Eugene Katz. Edward Codel. Daniel Denenholz. Morris
House Kellner. Scott Donahue. Walter Nilson, H. J. Grenthot,
Hal-ey V. Barrett
Darren F. McGavren Co. Executive Darren F. McGavren. Ralph Guild
House
The Meeker Co. Conrad Hilton 1700 Robert D. C. Meeker. Edear Filion. Charles E. Standard,
Robert Dudley. Carl Jewety, Martin Mills, Charles Comp-
ton. Robert Manning
John E. Pearson Co. Executive John Pear<on, Boly Flanigan. Jon Farmer
House
Peters, Griffin, Sheraton- [Lloyd Griffin, Russell Woodward, Robert ¥, Teter; John A.
Woodward Inc. Blackstone { Thompson. Lona King., William J. Stulsles
Edw. Petry & Co. Inc. Conrad Hilton 1400 Edward Petry. Martin Nierman, Ben Holmes, Bob Flytton,
Bill Steexe. Fd Voynow, Lou Smith, fue Sierer, llugh Ker-
win, William Cartwright, George l.edell
Radio-TV Representatives Conrad Hilton [1105-A Pegzry Stane. Ed Nickey. Sy Thomas
1106-A {
Paul H. Raymer Co., Inc. Executive 3611 Paul Raymer. Fred Brokaw, Stuart Kelly, Juhn W. Mulhal:
House | land: James C. Rogers.. I'red C. Norman
Venard, Rintoul & Conrad Hilton 2100 l.loyd George Vernard. Jumes V. McConnell; Howdee Mey-
McConnell Inc. ‘ers. Steve Rintoul. Al Tarhet
Adam Young Ing. Conrad Hilton 2200 {Adam Young. Steven A. Macheinski, Jr.. James F. ('Grady,
Jr.. Robert 1, Lobdell. Edward A, W. Smith
Services |
Associated Press Oliver Granding. Tow Stuetzer. Al Stine, Frauk Stearns, Jim
Smitli. Tom Pendegast: Lewis ). Kramp
Balaban Stations Conrad Hijlton John F. Box Jr.. Bill McKibhen. Stanley Kaplan, I’arker
Dageett, Bernie Strachota, Joseph Wolfman. Lloyd George.
Earl Bnrnam. Michael Ruppe. Vietor Williams, Peter Far:
relly, Ralph Ingraham
Community Club Conrad Hilton 2106 John Gilmore, Bill Carpenter, Len Hornshy. Phil eterson.

Services Inc.

Harry S. Goodman Conrad Hilton

Productions

Lang-Worth
Feature Programs Inc.

A. C. Nielsen Co.

Conrad Hilton

Conrad Hilton

Programatic Broadcasting 'Conrad Hilton
Service

68 (Supplement p. 26)

1105A-1106A

2506

1000

605

Rusx Thadson. Marty White

Harry S. Goondman. Fverett Goodwnan. Syd Robbins, Peggy
Stone. Ed Nickey, Si Thomas

John D. Langlois. C. O. Langlois. Jr.. Hugh S. Allen, Jr.,
E. K. Gardiner, R. O. Boehimeyr, John F. Tallcoty,

John Churchill. Bill Wyatt., Ben Wilson, Jim Shoemaker,
Carroll Carter. Bill Ahrheck, Henry Rhamel. George Baillie,
Wynn Bussmann, Ed Evans. Dave Taylor. George Blechta
Bill Ryan. Erwin Ephron, Bill Weseloh, Gearge Ralph

J. W, Roberts, Davin Bain. John Esau. Leonard Scholl, Rob-
ert Prater. Robert Fender, Gus Weber

[Conf'd on p. 70]

U.S. RADIO o .kpril 1960
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The Big

Radio World !

..-with audience among top 10 in
America!...and first in Cincinnati!

For 38 years now, WLW has been

one of the Radio leaders of the Country.
WLW consistently rates among

the top 10 largest audiences of fhe
more than 3500 Radio Stations

in America. And WLW also has

the largest audience of any
Cincinnati Radio Station.

These WLW spectaculor audience rotings ore due to twg
important factors:

1. The WIW World's Highest Fidelity AM transmission—
developed exclusively by Crosley Broadcosting engineers.

2. The Wiw progromming—o concept of programming
with broad audience oppeal, especially in music, informotion
ond news.

So when buying Radio time, call your W LW representative.
You'll be glad you did!

WLW AUDIENCE SUMMARY DATA

MARKET COVERAGE

Monthly coverage area 334

Homes reached Total
Monthly 1,221,160
Weekly 1,067,110

NCS DAY-PART CIRCULATION.............

Once
Daytime Listener Homes 961,000
Nighttime Listener Homes 624,360

No. of Counties Total Homes in Area Radio Homes in Area

3,116,800 2,987,910
% of Total Homes % of Radio Homes
39 4]

34 36
........................... Per Week.....ccouemreeerreennnnee.
3 or more 6 or 7 Daily Avg.
692,400 402,380 593,640
378,050 204,180 338,020

[Source: 1956 Nielson Coverage Service]

In addition, WLW delivers more than 174,000 homes outside of these areas

on a daily basis.

WLW Radio —one of the dynamic WLW Stations!

U.S. RADIO o April 1960

Crosley Broadcasting Corporation, a division of Aveco

(Supplement p. 27) 69
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U. §. RADIO

EXHIBITOR HOTEL SUITE COMPANY REPRESENTATIVES
Pulse Inc. IConrad Hilton '2106A |Allen Kleiny George Sternlerg; Richard Roslow, Phyllis
Roslos
Radio Advertising Conrad Hilton 1524 Kevin Sweeney, Miles David, Warren Boorom. Robert Alter,
Bureau PPat Rheaume, Maurice “Doc™ Fidler
RCA Recorded Conrad Hilton 600 Irwin Tarr, Emmett B, Dunn, Edward H. Kelly, Ben Selvin
Program Services
SESAC Inc. Conrad Hilton 1206-A Alice Heineche, E. S. Prager, W. I". Myers, Sidney Guber,
Harold Fitzgerald, Fdward Cooney, Glenn Ramsey, Frank
Watkins, Keith Miller
United Press Conrad Hilton 500 W. C. Fayette. W. K. lligginhotham, 5. W. Beuton, H. C.
Thorntot, Gene Gillettee, Don Brydon, Dean Miller, R. M.
MceFarland. C. E. Allex
World Conrad Hiltonr 19200 Jim Weathers, Bobert Munroe, Julin Musplyy, Dick Crnm
Broadcasting Inc.
Trade Publications
& Assoc.
Advertising Age Conrad Hilton 1306A
Broadcasting ;Contad Hilton 706A
Printers Ink Conrad Hilton 706
Radio Television Conrad Hilton 906
Daily
Sponsor ‘Conrad Hilton 1106
SRDS Conrad Hilton 1705A
Television Age Conrad Hilton 1606
Television Bureau Conrad Hilton 819
of Advertising v
Television Magazine Conrad Hilton 2506A
U.S. Radio Conrad Hilton '923
Variety Conrad Hilton B806A |
J v
HISTORY OF NAB
MON.—IR, (o} 3 MON—YH, Ty AN, ary
Oct. 1923 New York July 1936 Chicago Sept. 1917 Atlantic City
Sept. 1924 New York  June 1937 Chicago ~ May 1943 Los Angeles
Sept. 1923 New York  Felr. 1938 Washington  April 1949 Chioal
Sept. 1926 New York  July 1939 Atlantic City ~ April 1950 O leagd
S o5 Vew York Aug. 1940 San Francisco April 1951 Chicago
Sept. 1927 New York Alg. = Ch
I May 1941 St. Louis March 1952 icago
Oct. 1928 Washington 18y : él o April 1953 Los Angeles
Nov. 1929 West Bend, Ind.  May 1942 g;}e it May 1954 Chicago
Nov. 1930 Cleveland April 1943 . o . o May 1955 Washington
Oct. 1931 Detroit Aug. 1944, NAB Executive “ar_ April 1956 Chicago
Nov. 1932 St. Louis Conference Chicago  Apri] 1957 Chicago
Oct. 1933 White Sulphur Springs Jan. 1945. NAB War Conference April 1958 . Los Angeles
Sept. 1934 Cincinnati Los Angeles March 1959 Chicago
July 1935 Colorado Springs Oct. 1946 Chicago April 1960 Chicago

o April 1960
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We of BMI are proud to recerve this honor...

9

W APPRECIATION

FOR TWENTY. YEARS: BROADCAST. MUSIC/INC-HAS. HELD WIE
OFEN THE DODR OF OPPORTUNITY FOR AUTHORY, TOMPOSERS
ANKO. PUBLISHERS. OF ALL.TYPES .0F MUSIE. *

[EHAS: SOUGHT THEM OUT-IN_EVERY. CORNER OF THE COUNTRY.
JTHAS RURTURED THEM,AND ENCOURAGED,THEM,AND ABETTED: ﬁ

PHEIR DEVELOPMENT N EVERY HONGRABLE:MEARINGFUL MATERIAL

AND SPIRITUAL MANNER.
~ AND 1N SO DOING, BROADCAST MUSIC, INC. HAS AMMEASURABLY i
ENRICHED. ALL OF AMERICAN. MUSIC:

AS MUSIC PUBLISHERS.AUTHORS. AND COMPOSERS WHO WERE
THUS: ENABLED -TO MAKE OUR OWN INDIVIDUAL CONTRIBUTIONS T0 ol
THE MUSICAL WEALTH OF OUR' NATION AND. THE WORLY., WE. ONTHE
OCCASION OF BROADCAST MUSIC. INCS. 20T ANNIVEASARY,
HEREBY. EXPRESS OUR OEEPEST APPRECIRYON YO BMI AND-ALL IS
OFFICERS, DIRECTORS AND_EMPLOYEES. T,

-
.

AN

[
b
-
-
-
-
-
5

EROM ‘m—mj LY OF
BMI

MUSIC PUBLISHERS, AUTHORS AND COMPOSERS

-

NS

N

'\\‘.

FEBRUARY: 1, 1960

= 1k 0

BROADCAST MUSIC, INC.

589 Fifth Avenue . New York 17. N. Y.
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2.9 to

4.1 to

2.9 to 6.8 in the morning...the September-October
Hooper, first report following KDWB's debut

on September 19, 1959, showed a 2.9 average

share from 8 AM. to 12 Noon.

FEBRUARY-MARCH SHOWS A 6.8!

4.1 t0 12.0in the afternoon ... the September-October
Hooper, first report following KDWB's debut

on September 19, 1959, showed a 4.1 average
share from Noon to 6 P.M.

FEBRUARY-MARCH SHOWS A 120!

Get aboard now. .. while there's still room on
the launching pad. Call KDWB Sales in the Twin Cities,
or your local Avery-Knodel office for avails TODAY!

it's always 630 in the Twin Cities

ve . TS Minneapolis/St. Paul
first in contemporary communications Foshay Tower, Minneapolis 2, FEderal 5-6003

CROWELL-COLLIER BROADCAST DIVISION P.0. Box 530, St. Paul 2, PRospect 6-1501
John M. McRae, General Manager

Ropest M Parasll, Direcior National Sales Reps: Avery-Knodel, Inc.

72 (Supplement p. 30) U. 8. RADIO & April 1960
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CHICAGO CONVENTION CITY
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Among six leading Chicago stations, WCFL showed by far

the biggest corresponding month yearly gain in listener
impressions (3,338,150) In 7 AM to 8 PM prime time, based on
Jan. '59-Jan. '60 Pulse, Monday thru Friday,

(WCFL is 95% sold out on weekends—plus being
sponsored solidly on its all night lineup).

WCFL; already with the lowest cost pet thousand
impressions, is certain to do even better when the spring
training and regular season games of the pennant winning
Chicago White Sox are again broadcast

exclusively over WCFL.

voice of labor

—_— T

W C F L

- EE————

“Chicago’s good music station”

Call, write or wire:
STATION WCFL

Marty Hogan, General Manager
Tom Haviland, Sales Manager

666 LAKE SHORE DRIVE » CHICAGO 11, ILLINOIS » MOhawk 4-2400

NATIONAL REPRESENTATIVE

Daren F. McGavren » 60 E, 56th St. »+ New York 22, N.Y. « PLaza 1-4,650
Chicago » Delroit » Los Angeles «+ San Francisco - Sl. Louis « Sealtle

LOWEST COST PER 1000 «~ 1000 ON THE RADIO DIAL

Tt (Sapplement p. 32) U. S. RADIO & April 1960
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CONVENTION CITY

HOTELS

See map, p. 73

Map Map
Key # Key #
Allerton 701 No. Michigan SU 7-4200 14 Polmer House State & Monroe RA 4-7500 45
Atlontic 316 §. Clark WA 22846 52 St. Clair 182 E. Ohio SU 7.4460 18
Bismarck 171 W. Randolph CE 6-0123 32 Seneco 200 E. Chestnut SU 7-2380 9
Congress 520 5. Michigan HA 7-3800 58 Sheraton 505 N. Michigan WH 44100 19
Conrad Hilton 720 S. Michigan WA 2.4400 62 Sheraton-Blackstone S. Mich. & E. Balbo HA 7-4300 61
Drake E. Lake Shore Dr. Sherman Clark & Randolph FR 22100 26
& Michigan SU 7-2200 4
fastgate 162 E. Ontario SU 7-3580 16
Executive House 71 E. Wacker Fl &-7100 25 North Side Hotels
Fort Dearborn 401 S. LaSalle WA 2.5700 55
Hamilton 20 S. Dearborn RA &-6100 42 Ambassador Hotels 1300 N. State Pky. SU 7.7200 7
Harrison &5 E. Harrison HA 7-8000 60 Belmont 3172 N. Sheridan Bl 8.2100 7
Knickerbocker 163 E. Walton WH 3.2000 é Edgewater Beach 5300 N. Sheridan LO 1-6000 7
LaSalle LaSalle & W. Madison FR 2.0700 37 Plaxa 59 W, North SU 7-2680 7
Morrison 79 W. Madison FR 2900 41 Sheridan Plaxa 4607 Sheridan LO 1-1900 7
X N
POINTS OF INTEREST
Map Key # Map Key #
Adler Planetarium 70 Monroe Street Parking Lot 40
Americon Furniture Mart 15 Novy Pier . 20
Art Institute 50 Newberry Library 3
Band Shell 65 Northwestern University—Chicago Campus____ 13
Board of Trade (Observation Tower) .. 51 Oak Street Beach ... 1
Buckingham Fountain ... e 57 Opero House 36
Chicago Coliseum ... ... .. 72 Orchestra Hall 49
Chicago Natural History Museum ... _._.___ .. 69 Prudential Bldg. (Observation Tower) ________ n
Chicage Public Library 34 Roosevelt Road Beach 7
Chicago River 23 Shedd Aquarium 68
City Hall and County BMdg, . . 33 Site of Original Fort Dearborn ______ 24
John Crerar Library 29 Soldier Field . . . ___ 73
Grant Park Garage (Underground) .. ____ 39 Soldier Field Parking Lot __ 74
Medinah Temple 17 U. 8. Courthouse ... ... ... = 47
Merchandise Mart 21 U. S. Post Office 53
Metrill C. Meigs Airport 75 Yisitors Bureau—Chicago Association of
Michigan Ave. Bridge— Commerce and Industey . ... . . ... 43
Waterfront Boat Cruises 22 Waoater Tower 12
Midwest Stock Exchange .. 44 * Municipal Parking Garages
RAILROADS AND BUS STATIONS
Mop Key #
Chicago & North Western 500 W. Madison Fl 67979 35
Chicago North Shore & Milwaukee 223 S. Wabash HA 7.8471 48
Chicogo South Shore & South Bend—Central Station 151 E. Randelph WA 2-0480 (1]
Chicago South Shore & South Bend—Van Buren Station 56
Chicago South Shore & South Bend—Randolph Station 30
Dearborn Station 63
Grand Central Station 59
Greyhound Bus Terminal Clark & Randolph Fl 6-5000 27
Illinois Central Central Station WA 24811 67
LaSalle Street Station 54
National Trailways Bus Depot 20 E. Randolph RA 6-9510 28
Union Station Fl &-5200 46
3
THEATRES
Shubert, 22 W. Monroe CE 4.8240 Cinestage, 180 No. Dearborn CE 60290
“The Redhead,” March 23-April 19, “Scent of Mystery” [Smell-o-vision)
Michael Todd, 170 W. Dearborn CE 4-0290 Blackstone, 60 East Balbo CE $-0240
"Ben Hur" [movie). “The World of Surie Wong™
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i Indicates Diner Club membershijr
B |ndicates Carte Blanche membership
* Indicates American Express membership

restauranits

The following restaurants are listed in the Great Lakes
Tour Book of the Automohile .Assoeiation of Ameriea.

M*AGOSTINO'S—7 E. Delaware St. Dinners about §3 to $5.
Open 5 p.m. to 4 am.; Sunday 1 p.m. to 4 a.n. Cocktail bar.
Phone MI 2-8340. ** A rery inrviting, air-conditionced restau-
rant offering a wide selection of cxeclient Italian dishes.®’

fM*ALLGAVUER'S HEIDELBERG—I14 W. Randolph &t. Open
11 a.m. to 2 a.m. Dinners about §3 to ¥3. ("ocktail lounge.
Entertainment and daneing nightly in Rathskeller. Phoue
FI G-%050. ¢ charming, air-conditioned restaurant, nicely
decorated in continental style. Trry good food and service.”’

*ALLGAUER'S ON RIDGE —6666 N, Ridge. \ir Conditionesl.
Dinners about #3 to £3. Open 11 a.nu to 1 a.m.; Sunday to
midiight; Saturday to 2 a.m. Coektail lounge. Phone BR
4-6666. ““.1 rery popular, attractive restaurant in a suburban
residential district, Fine German and Ameriéan food. Excclicnt
serviee.”’

*ANDY SCHURER'S BALLANTINE RESTAURANT 1207
North Dearborn &t. \ir conditioned. Dinners about #3 to $4.
Open 11:30 a.n. to 2 a.n. Closed Sunday. Cocktail lounge.
Piano bar. Phone SU 7-053%7s, ““Fine dining in the quiet,
inviting atmosphcre of a distinguished dining place.’’

BARNEY'S MARKET CLUB—741 W. Randeiph St. Dinners
about $£2.75 to %£4.75. Open 7 am, to midnight: Snnday
from 3:30. Cocktail bar. IPhone AN 3.9800. ‘:Gewerons
portions of excellient food served in a tvery popular, air.
conditioned dining room.’’

THE BERGHOFF RESTAURANT - 17 W, Adams 8&t. Dinners
about £L.72 to .50, Open 11 am. to 9:30 pam.; elosed
Sunday and holidays. Men’s bar. Phone IIA 7.3170. ““ A
well-known, air-condifioned restaurant uader same fanmily
management sinee 1848 Extonsive mienw of fine German,
continental and American dishes,”’

BOSTON OYSTER HOUSE -21 &, Clark &t. Ajr conditioned.
Open 11 am, to 10 pun,; Sunday from noon, Cocktail
lounge. Phone FR 2.0600. ‘- 4 very good scafood restaurant ;
a0 a variety of other dishes.”’

#'CAFE BOHEMIA -138 X, Clinton & Adams. Air eon-
ditioned. Dinners about £3.50 to $£5.50. Open 7 a.m. to mid-
night; closed Sunday. Cocktail har. Phoune AN 3-8310. ‘‘ Ex-
tensive menw of well-prepared food in a pleasant restaurant,
U nusual cuisine featuring wild game and fowl '’

CLOUD ROOM-—Midway .Nirport, at 3700 % Uicero Ave.
Dinners ahout ¥2 to $3. Open 8 to 10 am, and 11 a.n. to
10 p.m.; Sunday 9 to 11 a.m. and noon to 10 p.m. Cocktails
served, Plhone 1°O 7-0600, ¢ fir-canditioned «(lining room with
panarantic view of airpart. Good raricd menu.’”’

ECLUB EL BIANCO —2747 WV, 63 St. Dinners about $4.75 to
$6. Open noon to midnight. Cocktail lounge. Phone RFE
T-2662. *‘.Atlractive, colorful dining rooms are air-condi-
tioned. 'ery fine Italian food featured.””

‘B'COUNTRY STORE RESTAURANT 17 & \Wahash, Din-
ners ahout #2535 to $£4.35. Open 11 2. to 1 am.; closed
Sunday. Very attractive cocktail lounge. I’hone DE 2.682%.
U rery attractive restawrant serving a wide varicly of
well prepared food.””

#DON THE BEACHCOMBER-—IN1 E. Walton Pl Air
canditioned. A In carte dinner entrees about £4.30. Open
4 p to 1 am. Cocktail lounge. Reservations suggested,
’hone SU7T.8R12, ¢4 | famous restanrant with rery attractirve
tropicad decor. Very good Cantonese dinners cooked to order.”’

‘DON ROTH'S NEW BLACKHAWK RESTAURANT
Randolph & Wahash Sts. Air-conditioned. A la carte dinner
entrees about #3.25 to $5. Open 11 am. to 10:30 p.m.;
Saturday te 1 am.: Sunday 3:30 to 10 p.m. C'ocktail lounge.
I’hone RA 6-2522. ““Tery fine food served in the wltramodern
main. dining room and in downstairs Indian Room. I'ariced
menu featuring steak from open breiler.””’

FRED HARVEY’S CROSSROADS ROOM—in Dearborn Sta:
tion, at Dearborn & Polk Sts. A la carte dinner entrees
ahout $2 to $3. Open 7 am. to 8 p.m. Cocktaill lounge.
Phone WE 9-2887. ‘“Fine food served in a nice air-condi-
tioned dining room. Taried menu.’’

FRED HARVEY'S GOLD LION DINING ROOM-—in Union
Statiorn at Adams, Canal & Jackson €ts, Dinners about $3
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to #4. Opien 11:30 a.n. to 10 p.m.: Sunday from noon. Cock-
tail lounge. Phone ST 2.6722. *“ An atlractive, air-conditioned
dining room scrving a vericty of good food.'’

FRED HARVEY'S HARLEQUIN ROOM & GRILL—919 N,
Michigan Ave., in Falmolive Bldg. Dinners abont #§3.50
to 4,50, Open 11:30 aau. to 10:30 pan.; Sunday from noon,
Cocktail lounge. Phone DE 7-0606. “Two altractive, air-
condilioned restanrgnts offer a varied menw of well-prepared
food."’

{M‘FRITZEL'S RESTAURANT—20l1 N. State St. at Luake
St. Dinners about &3 to &4. Open 11 aa. to 1 a.m, Saturday
to 2 a.n. Cocktail lounge. Dinner reservation suggested.
PPhone AN 3.7100. ““.1 fine air-coneditioned restaurant offer:
ing an extensive varicty of very good Anierican and econtinen.
tal food. Delicious pastries featured.”’

GEORGE HESSBERGER RESTAURANT-—4300 N. Lincoli
Ave. Air eonditioned. Dinners about %2 to $3.50. Open 11
. te 1 aau,; Sunda) from noon; elosed Tuesday. Cocktail
har. PPhone TR S.0499, ‘4 charming, old-world restauran!
offcring a wide varicty of rery good foed; German foods
alvo Jdmerican dishes.’’

GOLDEN O0X—157% (Iyhourn Ave. Air conditioned. Dinners
ahout #3 to £4, Open 11:45 a.au. to 1 am,; Sunday from 1
pan, Coektails served. Phone WII 4.9740. “* 'ery good Ger-
man and Ameriean food served in a congenial almosphere.”’

{B*'GUS STEAK HOUSE—i20 XN, Dcuarborn St. Dinners
ahout $3 to $4.50. Open 11:30 a.m. to midnmight: Saturday
to 1 a.m.; Sunday 1 p.m. to midnight. Coektail bar. DE
T-1788, ¢“ An attractive, air-conditioned restaurant cstablished
in 1906, serving a wide selection of Italian fonds and good
steaks.’’

*HARDING'S COLONIAL ROOM—21 S. Wabash Ave. Air
conditioned. Dinners 82 to &4. Open 11 a.n, to 2:30 and 5 to
7:43 p.m.; eclosed Sunday. Cocktails served. Phone ST 2:
1133,

tHENRICI'S 67 W. Randelph St. Air condifioned. Dinners
ahbout £2.65 to $4. Open 8 aan. to 1 am. Cocktail lounge.
Phone DE 21800, ‘A Chicago landmark, cstablished in
1868, Very well prepared German and .Imerican food : gian{
German panecakes featwred. Speecial Sunday bruneh.’’

fHENRICI'S RESTAURANT IN THE MART-—main floor.
in Merehandise Mart, A li carte dinuer entrees in dining
room alout £1.35 to £3. Open 7 a.u, to 8 pun.; Saturday to
2 p.m.; closed Sunday and helidays. Cocktail lonnge. Phone
SU 7-1710. ““Tery fine food scrved in dining reom, coffre
shop and cafeteria, all tastefully decorated and wir comdi
tioned.’’

HOE KOW —73 E. Lake St. Air conditioned. Dipners about
£2 to £3, Open 11 am. to midnight; Suniday from noon.
I'hone DE 2-1223. ‘A poepular Chinesc restaurant offcring
an extensive selection of well-preparcd Cantonese dishes.”’

HOLLOWAY HOUSE CAFETERIA — 27 W. Randolph St.
Open 6 a.m. to 10 p.m. Phone SUT 7:1475. “* Nicely presented,
weil-prepared food, Attractive, eir-conditioned dining area.’”

{MIMPERIAL HOUSE—350 . Walton St. Dinners about $4
to $6; also n la carte. Open noon to midnight; Saturday to
1 a.m.: elosed Sunday. Cocktail lounge. Phone WH 4.5300.
¢ charming, air-conditioned restaurant in the old world
style, Varied menu of fine food; IFrenel cuisine and game
in season."’

+H*IRELAND’S OYSTER HOUSE—G32 N, Clark St. Air con-
ditioned. Dinners about £2.50 to $4.30. QOpen 11:30 am. to
midnight; Friday and Saturday te 1 aam. Cocktail lounge.
Phone DE 7-2020. ‘A Chicago institulion. Extensive va-
ricty of well-prepared seafood served in, a pleasant al.
mospliere.

tM+ISBELL’S RESTAURANT — 940 N. Rush St. Dinners
about §2.50 to £3.50. Open 11 a.m. to 2 am. Cocktail lounge,
Phone 7-3500. ‘‘Fine food served in very altractive, air-
conditioned dining rooms. 1 aried mean features wild game
in scason. Jery good servie:''

{E+*JACQUES FRENCH RESTAURANT—900 N. Michigan.
Diuners about 450, Oven 11:30 am. to midnight. Cocktail
bar. 'hone DE 7-9040. ‘.t fine. air-conditioned Freanch res-
taurant. Exccllent food in an atlractive dining room; large
patio for summer dining.’’
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WWJ miakes it easy for Bengal fans to enjoy every daytime game

during the 1960 season. Located near the middle of the dial
at ©-5-0, and with power that blankets Detroit and southeastern
Michigan, WWJ garners a tremendous audience for the baseball

games and adjacent programming.

Another facet of WWJ’s Total Radio concept—another
reason to call your PGW Colonel today.

TOTAL RADIO FOR THE TOTAL MAN

W W AM and FM
RADIO
Detroit’'s Basic Radio Station

NBC Attiliate

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

1 Indicates Diner Club inembership
® Indicates Carte Blauche nembership
* Indicates Amevican Express membership

JIM SAINE'S RESTAURANT—S871 XN. Rush St. Dinners
about $3 to $4, Open 11 a.m. to 1 aan.; Saturday to 2 a.m.
Cocktail lounge. Phone W1l 3-3271, ‘¢ 4 selective menu of
very good food served in attractive, air-conditioned dining
rooms. Prime ribs of beef a specialty.’’

KUNGSHOLM—100 E, Ontario St. Dinners about $3.75 to
2#4.75. Open 11:30 aan. to 10 p.m.; Sunday 1:30 to 8 p.n.
Cocktall Jounge. Charnming puppet grand opera theater for
guests, nightly at 8, Sunday at 4 p.m. Reservations advised,
Phone WH 4 2700. **An outstunding, air-conditioned Fred
Ifarvey restaurant with tasteful, continental decor. Very fine
Swedish and dmerican food served; smogasbord featured.*:

+L'AIGLON RESTAURANT—22 E, Ontario St. Dinners about
¥4 to $6. Open noon to midnight; closed Sunday. Cocktail
har. PPhone DE 7-6070. ‘‘dn ~xcelicnl, air-conditioned res-
taurant cith charming decor. Unusually wide selection of
fine French cuisine.’’

LONDON HOUSE—360 N. Michigan Ave. at Waeker Dr. Din-
ners about §4 to 6. Open 7:30 a.m, to 4 a.m.; Sunday from
4 p.m. Jazz combo music featured at 4 am  Plone AN 3.
6920, *‘d4 popular, air-conditioned restanrant with a sophisti-
cated atmosphere,’’

1*MATH IGLER'S CASINO-- 1627 W. Melrose St., just off
Lincoln Ave. Dinners about $3 to $4. Open 11 am. to 1 a.m.;
Sunday from novon. Cocktail bar. 1’hone WE 5-2000. ‘‘Good
food serred in a very pleasant aimosphere. Costumed singing
German waiters.”’

1*MICKELBERRY'S LOG CABIN RESTAURANT—2300 W,
95th St. Air-conditioned. Dinners about $1.50 to 3. Open
1L a.m. to midnight; Friday and Saturday to 1 3.m.; Sunday
from 10 a.m.; ¢losed Monday. Phone BE 8.6400. ‘“Iery
good southern-style food served in a picturesque, rustic log
cabin. Good service. Npecialties include smoked neats, chick-
en and buckwheat cakes.'’

NANKIN—230 N. Dearborn. Open 11 am. to 10 p.m.; Satur-
day noon to 1 a.m.; elosed Sunday. Cocktail lounge featurex
tropical drinks. Phone ST 2:1900. *‘.Adn attractive air-condi-
tioned restaurant offering a wide variety of Chinese foods.
Beef rice a speeialty,; also American dinners.’’

THE NANTUCKET RESTAURANT- 10437 S. Western Ave.
Air conditioned, Dinners about £1.65 to $2.50. Open 11:30
u.m. to 8 p.m.; closed Monday. Plone BE 8.6100. ‘4 very
pleasant, colonial-style restaurant serving good food. Varied
menu.’’

{NIELSEN’S RESTAURANT & SMORGASBORD-—7330 W,
North Ave. Smorgasbord luncheons £2, dinners $3. Open
11;30 a.m. to midnight. Cocktail lounge. Phone ME 7.4221.
“Fuariety of very good Scandinavian food served in an at-
tractive, air-conditioned dining room."’

RED STAR INN—1528 N. Clark St,, at Germania. A la earte
dinner entrecs about $2.50 to £3.50. Upen 4 p.m. to mpd-
night. Cocktail bar. Phone WH 4-9637. “‘Operated by the
same family since 1899. Wide selection of very good German
dishes served in a charming atmosphere.’’

{RICCARDO’S STUDIO RESTAURANT & GALLERY—437
N. Rush St. Air-conditioned. Open 11 samn. to 2 p.m. Cock
tail lounge. Phone SU 7-2874. ‘“dA cosmopolitan menu with
the emphasis on Italian food. Modern paintings by local ar-
tists displayed and sold.”’

tRICKETT'S RESTAURANT 2727 N, Clurk. Open 11 a.m.
to 2 a.m. Cocktail bar. Phone DE 8-2323. ¢* 4 very nice, air-
conditioned restavrant offering fine, complete luncheons and
dinners; also a la carte and late-night zpecials.”’

RUPCICH'S RESTAURANT—on U. 8. 12, 20 & 4], at Ludiana
Toll Rd.,, 4040 E. 106th & Indianapolis Blvd. Open 11:30
a.m. to 1 a.m.; coffee shop open 24 lours. Cocktail lounge,
Phone ES 3-7575. “‘4 populer, air-conditioned dining spot
offering a varied menu of tasty, well-prepared food.’'’

1*SHANGRI-LA—222 N, State St. Air-conditioued. A Ja earte
dinner entrees about $2 to $4. Open 5 pun. to 1 a.m.; Sun-
day from 4 p.m.; Saturday to 2 a.m. Cocktail lounge. Phone
CE 6-100). *‘Fine Cantonese dishes served in the sophisti-
cated atmosphere of a nicely decorated supper club.’’

+*8TOCKYARD INN DINING ROOMS—W, 421d & Halsted
Sts. A la carte dinner entrees about £5 to £7. Sirloin Room
open 5 p.m. to 10:30 p.m.; Matador Room 6 p.m. to 11 p.m.
Cocktail bar and lounge. Reservations advised. Phone YA
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7.53580. '* Two very good, vir-ropdifioncd dining rooms, Dis.
tinetive Sirloin Room features creellent steaks; culs seleeted
by guests. Attractive Matador Koom scrrves delicious steaks
and Spanish dinners.’’

*STOUTFER'S RESTAURANTS —24 W, Madison; 32 E, Rau-
dolph at Wabash; 111 8. Wabash; Gibraltar, Plaza and
l3eaubien Rooms in Prudential Bldg., 5. Randolplk St. Open
7:30 aau. to Y pun.; dining rooms in Prudeantial Bldg. oper
11:30 a.m. to midnight; all are ¢losed Sunday. Cocktail
lounge. ** Popular, air-conditioned restawranis offering a va-
ried menu of well-prepured, quality food. Nice almosphere;
efficient service,”’

SWEDEN HOUSE-—157 E. Ohio. Open 11:30 a.m. to 2:30 and
5 to 9 pm.; closed Saturday. Cocktail bar. Phone SU 7-
3350. ‘A pleasant, wir-conditioned restaurant serving tasty
Sutedish and American food. Smorgasbord dinners,”’

TOPPER'S- -333 N. Austia Blvd. Open 11 a.un. to 2 a.m. Coek-
tail bar. Phoue AU 7-1600, “‘. first-class, air-conditioned
restaurant. Specialties are Black Angus steaks and Maine
lobsters. Lunchcon and dinner reservations suggested.

HE*TOWN HOUSE —6935 N. Sheridan Rd. Dinuer entrees
about $2.50 to $4.50. Open 11 wan. to 2 aun. Cocktail lounge,
Phone HQ 35-6%00. **Ni'ell-prepared dishes, some charcoal-
broiled at open hearth, in a very inviting and rather sophisti-
cated dining place.”’

HR*TOWN PUMP—6345 N. Western Ave. Dinners about §2
to 3. Open 11 aan. to 2 am. Cocktail bar. Phone AM
4700, ““An allractive, air-conditioned restaurant in modern-
istic dreor serreing a good menw of well-prepared dishes.”?

WRIGLEY BLDG. RESTAURANT —410 N. Michigan Ave.
Open 10 a.iu. to @ pan.; Saturday from 5 p.m.; ¢losed Sunday
and holidays. Cocktail bar. PPhone Wb 4-7600, ‘A first-
rluss restanrant off rring delicious food and cxecllent service.
Corunish game hen, white fish and special salads are fratured.”’

HOTEL DINING

*AMBASSADOR HOTELS 1300 N. State larkway. SU 7-
7200. ‘‘IPump Room uat Ambassudor East and Ruttery of
Ambasador West are famous for cxcellent food; dancing.’’

*BISMARCK HOTEL—!71 W. Randolph & La Salle Sts. CE 6.
0123. ‘‘Good food in Walnut room; conccrt orchestra night-
ly in famous (halet; coffee shop, Old Ticanu; popular Bis-
marek Inn and cocktail lonnge.”’

WCONRAD HILTON HOTEL 720 S. Michigan Ave. WA 2
4400, ‘' Excellent food in Park Row Hestaurant and Steak
House; Coffec House; dining, duncing and ice show in popu-
{ar Boulcvard Koom. Lakeside Green and O South cocktail
lounges.”’

*DRAKE HOTEL—Lake Shore Dr. & Upper AMichigun Ave.
SU 7-2200. ““Camellia House with dinner music from 7 p.n.;
dancing and entertaiament 9 pom. to 1 a.m.; Cape Cod Room
noted for fine seafood. Oak FRoom and Coy d'Or cocktail
lounge.’’

*EGDEWATER BEACH HOTEL- -3300 N. Sherilan Ed. LO
1-6000. ‘‘Dining facilitics include Polynesian Villuge with
dancing and entertainment; Yacht Club cockteil and scafood
bar; Rib Room featuring roast becf ; Chartcrhouse and Cinna-
bar open-hearth restaurant and cocktail lounge."’

*LA SALLE HOTEL—1l.a Sualle & Madison Sts. FR 2-0700.
Air-conditioned dining rooms. ‘¢Lofux Room, Men’s Grill
and Coffee Room provide a wide selection of well-prepared
food. While Chapel Cocktail Lounge. FEntertainment in Nine-
ties Room.”’

WPALMER HOUSE—Mouroe St., hetween State & \Wabash,
RA 6-7500. ‘‘Fine air-conditioncd dining facilitics: The
Traders, Vielorian Room, coffec shop, Pabmer louse Grili,
Empire Room with entertaingnent and dancing. Le Petii Cafe
and Town & Country cocktail lounge.”’

+SHERATON-BLACKSTONE HOTEL—636 S. Michigan Ave,
HA 7-4300. *‘Taviting Grill Roow; dancing niyhtly in Cafe
Bonaparte; Bivouac cocktail lounge.”’

+{SHERATON HOTEL—505 N. Michigan Ave. WH 4-4100.
““Dining in Camelot Room; cocktails in India REoom; enteér-
tainment in Brass Bull during dinner and supper.’’

*SHERMAN HOTEL—Clark & Randolph Sts, FR 2-2100.
““Dining facilities include College Inn Porterhouse; Well-of-
the-Sea, Celtic Cafe; cocktail lounge.”’
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wWwWWwW. americanradiohistorv.com



www.americanradiohistory.com

Herb Selby, Vice President
in Charge of Media,
Meldrum & Fewsmith, Inc.,
Ohio's largest advertising.
agency; at home in his

den — alone with his media
decisions, and SRDS.

U, S RADIO o April 1960

NIGHT COURT

... where competent evidence of media values

wins your case

Handing down media decisions is an arduous, financially-answerable
task that olten calls for at-home, after-hours concentration. Just nsk
Herb Selby, or the thousands of media executives like him,

At times like this, incompetent, irrelevant and immaterial media
evidence is indefensible.

Keep 1n mind that the media “judge’, directly or through his media-
buying team, has seen the briefs and exhibits, has heard the testimony
of the media representatives. Now he wants a summation of your
medium’s basic values, immediately preceding his decision—a compe-
len! Service-Ad in SRDS that properly presents «ff tlre important
arguments for your case.

One man, alone with his notes and SRDS—
how can you plead your case now?
With a competent Service-Ad in SRDS

YOU ARE THE RE sciling by helping people buy

ERDS standard Rate & Data Service, Inc.

the national aulhorily serving the media-buying function
C. Laury Botthof, President and Publisher

5201 OLD ORCHARD RD,, SKOKIE, ILL., ORCHARD 5-8500
SALES OFFICES—SKOKIE, NEW YORK, ATLANTA, LOS ANGELES O @ W oogg
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ADVERTISERS

Admital Corp., 3800 W. Cortland SP 20100 Libby, McNeill & Libby, W. Exch. & S. Packers YA 7.0240
American Dairy Assoc., 20 N. Wacker ST 2.4916 Mears Candy, 2019 N. Oak Park PPR— . ME 7.3000
American Hair & Felt, Merchandise Mars. SU 7-7252 Maybelline, 5900 N. Ridge ...... - » LO 1-1645
Armour, Union Stock Yards - YA 7-4100 Oscar Mayer Co., 1241 N. Sedqwucl: . MI 2.1200
Bauer & Black 309 W. Jackson WE 9-7100 Monarch Finer Foods. 2199 W. River Grove [ TU 9.5000
Beatrice Foods, 120 S. LaSaile . vl 2-2700 Motorola, 4545 W. Auqusta .. ; SP 2.6500
Bell & Howell, 7100 McCormick Rd. AM 2-1600 Mystik Adhesive Products, 2635 N. Kuldore - SP 2.1600
Borg-Warner, 310 S. M'chigan WA 2-7700 O'Cedar, 2246 W. 49th . . _ . LA 3-4700
Bowman Dairy, 140 W. Onterio SU 7.6800 Orange Crush 220! Main, Evansfcn DA 8-8850
Bresler lIce Cream Co., 4010 W, Belden CA 7-6700 Pabst, 221 N. LeSalle . .. . - ST 2-7600
Helene Curtis Industries, 4401 W, North CA 7-6600 Peter Hand Brewery, 1000 W. North = MO 4-6300
Curtiss Candy, 3638 N, Broadway Bi 8-6300 Pure Qil, 35 E. Wacker ... . ST 2-2100
Dad’s Root Beer, 2800 N. Talman IN 3-4600 Purity Bakeries, 4504 §. Secromento . YA 7-8556
Derby Foods, 3327 W. 47th Pl V| 7-4400 Quaker Oats, 345 Merchandise Mart WH 4.0600
Ekco, 1949 N. Cicero BE 7-6000 Simoniz Co., 2100 S. Indiana DA 6-6700
Florsheim Shoes, 130 S. Cons! . FR 28666 5.0.5. 7123 W. 65th - PO 7-7800
Greyhound Corp., 5600 W. Jarvis {N'les) NI 7-6400 Standerd Oil of Ind., 910 §. Michigan HA 7.9200
Hoover Co., Merchandise Mart Plaza WH 3-1162 Stewart-Warner Corp., 1826 Diversey Plwy. LA 5-6000
3 Sunbeam, 5600 W. Roosevelt Rd. .. ES 8-8000
Hotpoint, 5600 W. Taylor MA 6-2000 Buitit- Unten SHch Yard Y
Household Finance Corp., Prudentia! Plaza WH 4.7174 Tw'.' nfon Stoe. Yaos & & A 7-4200
R . oni, Merchandise Mart WH 4.1800
lilinois Bell Tel, 212 W, Washington OF 3.9300 United Airdi 5959 S. Ci PO 7-3300
Intl, Harvester, 180 N. M'chigan AN 3.4200 - irlines, 3. Cicero .
. g3 Wilson & Co., Prudential Plazs WH 4.4600
Jays Foods, 825 E. 99th ] IN 8-8400 Wine Corp. of Amer., 3737 S. Sacramento CL 4-6300
Kraft Foods, 500 N. Peshtigo Ct. WH 4.7300 Wm. Wrigley, 410 N. Michigan . . SU 7-2121
Lanolin Plus, 30 W. Hubbard DE 7.7000 Zenith, 6001 W. Dickens BE. 7-7500
\GENCIES
AL (4 L W] o
John A. Add'son Inc., 140 N. State FR 2-b6446 H. W, Kastor & Sons, 75 E. Wacker CE 6-533
William Hart Adler Inc., 919 N. Michigan WH 4-5210 Kennedy & Co., 100 E. Ohio - SU 7.5840
Aubrey, Finlay, Marley & Hodgson, 230 N. Michigan FI 6.1600 Kenyon & Echhardi 221 N. LaSalle Fi 6-4020
N. W, Ayer & Son, 135 S. LaSo e AN 3.7111 Keyes, Madden & Jones, 919 N. Michigan. WH 3-2133
A. N. Baker Advertising, 189 W. Madison FR 2.8895 Klau-Van Pietersom-Dunlap, 520 N, Michigan SU 7-3061
Baker, Tilden, Bolgard & Barger, 919 N. Michigan DE 7-8000 Kuttner & Kuttner, 646 N Michigan SU 7.7940
BBDO, 919 N. Michigan SU 7.9200 Lilienfeld & Co., 121 W. Wacker AN 3-7487
B8eaumont & Hohman, 6 N. Michigan RA 6-6181 Eatle Ludgin, 121 W, Wacker ... - ~..AN 3.|888
Walter F. Bennett & Co., 20 N. Wacker Dr FR 2-1431 MacDonald-Cook, 360 N. Michigan = AN 3-1224
Gordon Best Co., 228 N. LaSalls ST 2-5060 MacFarland, Aveyard & Co., 333 N, Michigan RA 6.9360
Bozell & Jacobs, 205 N. LaSa ¢ CE 6-0870 Malcolm-Howard Adv., 203 N. Wabash...... . AN 3.0022 il
Buchen Co., 400 W. Madison RA 6-9305 Marstellar, Rickard, Gebhardt & Reed, 185 N. Wabash FR 2.5212 |
Burlingame-Grossman, 207 5. Wabssh WA 2-3383 Maxon lnc., 919 N. Michigan ) . WH 4.1878
Leo Burnett, Prudential Plaze CE 6-5959 McCann-Erickson, 318 S, Michigan . WE 9.3700
Burton Browne, 619 N. Michigan SU 7-7700 McCarty Co., 520 N. Michigan . Ml 2-0300
Campbell-Ewald, 230 N, Michigan CE 6-1946 Arthur Meyerhoff & Assoc., 410 N. Michigan ....DE 7-7860
Campbell-Mithun Inc., 910 Palmolive Bldg. DE 7-7553 Mohr & Eicoff Inc., 112 E. Walton... SU 7-9700
Caples Co., 216 E. Ontario SU .7-6016 Needham, Louis & Brorby, Prudential Bldg WH 4-3400
Christiansen Advertising, 135 S. LaSale CE 6-2484 North Advertising, Merchandise Mart. . WH 4-5030
Compton Advertising, 200 S. Michigan HA 7-9822 Olian & Bronner, 35 E. Wacker.. ST 2-3381
Allan Copeland & Garnitr, 75 E. Wacker. CE 6-8586 Perrin-Paus Co., 8 S. Michigan.. RA 6.7923
Cunninghm & Walsh, & N, Michigen . AN 3-3138 Powell, Schoenbrod & Hall, 230 N. Michigan Fl 6-7890
Dancer-Fitzgerald-Sample, 221 N. LaSalle. FI 6-4700 Presba. Fellers & Presba, 360 N. Michigan. CE 67683
D'Arcy Advertising, Prudential Plaze . M| 2-5332 L. W. Ramsey Co., 230 N. Michigan - -FR 2-8155
W, B, Doner & Co., 35 E. Wacker AN 3.7800 Reach, McClinton & Pershall, Prudential Plazo sSU 7.972
Doremus & Co., 208 S. LaSalle. CE 69132 Reincke, Meyer & Finn, 520 N. Michigan... WH 4-7440
Erwin Wasey, Ruthrauff & Ryan, 360 N. Michigan Fl &.1833 Fletcher Richards, Calkins & Holden, Prudenf-oL Plaza RA 6.3830 |
Fensholt Advertising, 360 N. Michigan RA 6-1670 Robertson, Buckley & Gotsch, 108 N. State . ST 2.533%
M. M, Fisher Assoc., 79 W. Monroe b CE 6-6226 Robertson Potter Ine., 360 N. Michigan __ . AN 3.169%
Foote, Cone & Belding, 155 E. Superior. SU.7.4800 Roche, Rickerd & Cleary Inc., 135 S. LaSalle — RA 69760
Albert Frank-Guenther Law, | LaSalle.. DE 2.4424 Sherwin Robert Rodgers & Assoc., 46 E. Chlcaqo _ SU 7.5706
Clinton E. Frank, Merchandise Mart.. WH 4.5900 Harry Schneiderman, 141 W. Jaclson Blvd.. - WE 9-3924
Julian Frank & Assoc.,, 22 E. Elm SU 79117 R. Jack Scott, Inc,, 814 N. Michigsan... WH 4-6886
Jones Frankel Co., 180 N. Wabash DE 2.5745 Henry Senne, 75 E. Wacker ... RA 6-6932
Fuller & Smith & Ross, 105 W. Adams AN 3.5039 Jack W, Shaw, 51 E. Superior—...._ MO 426323
Phil Gordon Agency, 23 E. Jackson HA 7-2103 Tatham-Laird, 64 E, Jackson... . HA 7-3700
Gotham-Yladimar Advertising, | N. LaSalle AN 3-2890 Jack W, Shaw 51 E. Superior - MO 4.6323
Gourfain-Loeff lnc., 205 W. Wacker Dr. AN 3.0889 Tobias, O'Neil & Gallay, 520 N. Mlchngan MI 2-3360 |/
Grant Advertising, 919 N, Michigon. ... ... SU 7-6500 Turner Adv., 216 E. Superior. . M) 2-6426
Grant, Schwenck & Baker, 520 N. Michigen .. WH 3.1033 United Advertising Compames. 427 W Randolph AN 3.4470 |
Grossfeld & Staff, 22 W. Monroe.. - AN 3.6904 Wade Advertising, 20 N. Wacker._.. ... . Fl 6-2100
Guenther-Bradford & Co., 230 N. Mmh.qon AN 3.6651 Waldie & Briggs, 221 N, LeSalle..... : _FR 2-8422
George H. Hartman Co. 307 N. Michigen. AN 3-0130 Edw. H. Weiss Co., 360 N. Michigan....... _.CE &-7252 |
Headen, Horrell & Wentsel Inc., 2209 Prudential Plaza . DE 2.0020 Wentzel & Fluge, Inc., 251 E. Grand Ave._ . DE 7-3934 |
Henri, Hurst & McDonald, 121 W, Wacker.. FR 2-9180 Western Advertising, 35 E. Wacker ... .AN 3.2545
Kapps Co., 64 E. Lake. ... ST 2-0460 Young & Rubicam, 333 N. Michigan.......... .Fl 6.0750
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RADIO SERVICES

Agency Recording Studios, 20 N. Wacker CE 6-3632 Jewell Radio & Television Productions, 612 N, Michigan.. MO 4.5757
BMI, 360 N. Michigan. - AN 3.5394 Herbert S. Laufman & Co., 221 N, LaSalle.. .. ... .. RA 64086
Columbia Transcriptions, 410 Mnchngan Ave._ WH 4.6000 Frank McNaughton & Assec., 14 E, Jackson Blvd. HA 7.4072
Contemporary Prods., 2313 Sheridon Rd.. Evons*on GR 5.3606 Morton Productions, 64 E. Lake Sf.. .. oo . _CE &.4144
Crosley Broadcasﬁng Corp., 360 N, Michigan Ave. ... ST 2-6693 RCA Recording Studios, 445 N. Lake Shore Dr........WH 4-32i5
Feature Productions, 1440 N. Stote Pky... o M1 2-6051 gepubllc Radio & Television Features, 44 E. Lel(e e ST 2.0460
GAC-Tv Inc. 8 S. Michi 1 tandard Radio, 360 N. Michigan._. SE——— v
. Michigan_.. e . ST 2-6288 Hal Tate Produchens 192 N. Clark.__ AN 3.55
; 3 S -6520
Howard Radio-Ty Productions. 123 W. Chestnut M| 2-5877 United Film & Recerding, 301 E. Erie St e SU 79114
Frederick Jacky Productions, 230 N. Michigan DE 2-3230 Universal Recording, 46 E. Walton..— M 2-8485
i
NETWORKS
American Broadcasting Co., 190 N. State St. AN 3-0800 Mutual Broadcasting System, 4 « Michigan... ‘ .
Columbia Broadcasting System, 630 N. McClurg Ct, WH 4.6000 National Broadcasﬁgng vCo., M:‘rjcliingi';:hl??d‘:f Plaza V\;ll-} ;:ggg
Keystone Broadcasting System, (11 W. Washington ST 2-8900
4 & ~
REPRESENTATIVES
AM Radio Sales, 400 N. Michigan MO 4.6555 Hal Holman Co., 44 E. Lake . .. . __FR 2-0016
Avery-Knodel, Prudertial Plaza WH 4.6867 Indie Sales, 205 W. Wacker = .. ST 2-5096
Hil F. Best, 205 W. Wacker ST 2.5096 Katz Agency, Prudential Plaza — e MO 4-7150
John Blair & Co., 520 N. Michigan SU 7-2300 Robert S. Keller, 205 W, Wacker . . ST 2.5096
Bolling Co., 435 N. Michigen WH 3.2040 Jack Masla & Co., 435 N, Michigan ... ... SU 7-6048
Branham Co., 360 N. Michigan CE &-5726 Daren F. McGavren Co., 35 E. Wacker _ .. .. ... _.FR 2-1370
Broadcast Time Sales, 333 N. Michigan ST 2-1405 The Meeker Co. Inc., 333 N. Michigan ... CE 61742
Burn-Smith, 307 N. Michigan CE 6-4437 Joseph Hershey McGillvra, 185 N. Wabash . ... ST 25282
CBS Radio Spot Sales, 630 N. McClurg Ct. WH 4.4000 NBC Spot Sales, Merchandise Mart . et e SU 7-8300
Henry 1. Christal, 333 N. Michigan . CE 6.6357 John E. Pearson, 333 N. Michigan .. .. ... ST 2.7494
Thomas F, Clark Co., 35 E. Wacker ST 2-1683 Peters, Griffin, Woodward Inc., Prudential Plaw FR 2-86373
Continental Radio Sales. 228 N, LaSalle ... FR 2.2095 Edward Petry, 400 N. M|chlqan - WH 4.0011
Donald Cooke, 205 W. Wacker.. ST 2.5096 Radio-TV Reps., 75 E. Wacker .. ——. et Fl 6-0982
Crosley, 360 N. Michigan - ST 2.6693 Rambeau, Yance, Hopple Inc., 185 N, Wabash AN 3.5584
Devney Inc., 185 N, Wabash Ave. ST 2-5282 Paul H éa el 'Co 435 N Mlchu - SU 7.4473
Bob Dore Assoc., 360 N. Michigan _Fl 6-6828 Won J. R ':I # E..W N. BT it o .
Robert E. Eastman & Co. Inc., 333 N. Michigs Fl 6-7640 . J. Reilly, 55 E. ashington . AN 3.6137
gan

E Roltins Broadcasting Inc., 75 E. Wacker = Fl 6-8611
verett-McKinney, 410 N. Mdnqan SU 7-9052 S =

. o A ears & Ayer, 612 N, Michigan ’ S SU 7-8177
FM Unlimited Inc., 161 E. Erie Street SU 7.5262 3 %
Forjoe & Co., 435 N. Michigan i DE 7.3504 Simmons Assoc., 333 N. Michigan DE 2-2375
Gill-Perna, 75 E. Wacker i Fl 6.9393 Stars National, 35 E. Wacker CE 4-2135
W. S. Grant Co. Inc., 75 E. Wacker Fl 6.9529 Venard, Rintoul & McConnell, 35 E. Wacker - ST 2.5260
H-R Representatives, 35 E. Wacker Fl 6.6440 Walker-Rawalt Co, 360 N. Michigan AN 3.5771
Acthur H. Hagg & Assoc., 75 E. Wacker CE 67553 Grant Webb & Co., 25 E. Washington ST 2.3155
Headley-Reed Co., 230 N. Michigan _ FR 2-4485 Weed Radio Co, Prudentia! Plaza WH 4.3434
George P. Hollingbery, 307 N. Michigan.. DE 2.60460 Adam Young, Prudential Plaza Mt 2.56190

) al
RESEARCH ¢ SURVEYS
Advertising Chécking Bureau, 18 S. Michigan ST 2.7874 A. C. Nielsen Co., 2101 W Howard HO 5-4400
American Research Bureau Inc., 435 N. Michigan . SU 73388 The Pulse Inc, 435 N, Michigan . SV 7.7140
Gould, Gleiss & Benn Inc., 664 N. Rush____ - .. SU 79168 Radio Reports, 1550 E. S3rd e HY 323215
Market Research Corp. of America, 425 N. M-c‘mqon MO 4-4600 Social Research, {45 E. Ohio . _MI 2-26b64
B VLR |'[|T|||[|||||[||||m||"]|]|Tm||l“lll||||[=_l'=f
U.S. RADIO . . .
- u
see you in SUITE 922-2}
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FUTURSONIC PRODUCTIONS. INC. PRESENTS

TAKE TIME TO MAKE MONEY... WITH TIME CHEX, ANOTHER FiRST FROM FUTURSONIC! FUTURSONIC PRODUCTIONS HAS CREATED WHAT
REPRESENTS A FIRST IN MEDIA PRODUCTION. THE. FABULOUS E —145 TIME BREAKS (N MUSICAL JINGLE FORM. THESE ARE NOT
MERELY “STOCK™ TUNES OR TIME SIGNALS, BUT MUSICAL JINGLES GIVING THE SPECIFIC TIME EYERY

THE FIVE MINUTE MARK —1:05, 1:10, 1:15, ETC.—24 HOURS AROUND THE CLOCK. B NOW, HERE'S HOW THE CAN MAKE

FOR YOU: OFFER THEM AS CAMEO PROGRAMS TO YOUR LOCAL ACCOUNTS . ..PARTICULARLY, PRESTIGE ACCOUNTS SUCH AS BANKS,
SAVINGS AND LOAN ASSOCIATIONS, AND THE LIKE. THE LONGEST JINGLE IS ONLY 8 SECONDS IN LENGTH, SO THERE'S PLENTY OF TIME
FOR COMMERCIAL COPY. THE LOCAL ADVERTISER GETS TOP NOTCH PRODUCTION AND YOUR STATION GETS A NEW EXCLUSIVE PROMOTION
AND INCREASED BILLING! B BUT, WHETHER YOU USE THE TIME CHEX AS A DIRECT REVENUE BUILDER OR AS A STATION PROMOTIONAL
|DEA, f 'TLY! THIS MATERIAL IS SOLD ON AN EXCLUSIVE BASIS TO ONLY ONE STATION IN EACH MARKET! WHILE AT
THE N. VISIT THE FUTURSONIC HOSPITALITY SUITE AND AUDITION THIS AND OTHER OUTSTANDING STATION PROMOTIONAL

MATERIAL. B NEWEST TIME CHEX USERS! : "
MONTREAL, CANADA-CKGM. THE souuus OF TOMORROW ... TODAY. FJJTUPSONIC Pnnuucnous INC. RI 84525 + 3131 ROUTH - DALLAS, TEXS.

ll!llil :|1{11
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THE NEW

In any one town, only one station can be
the leader . . . only one station outrates all
the rest! In Columbus, Ohio, that one
station is the New WCOL. WCOL is dif-
ferent. WCOL has the new sound of the
’60's, combined with sound programming
— choice, flawless broadcasting specially
selected and specially produced for sound
listening. Single spotting “showcases” your

IT'S WHO'S UP FRONT THAT COUNTS

commercials. These are a few of the rea-
sons why more folks find it fun to listen
to the New WCOL than any other radio
station. (Nielsen, Pulse, Hooper.)

How about you? Next time you buy
Columbus radio, ask for the new WCOL.
To paraphrase a popular quotation . . .
WCOL SOUNDS GOOD like radio should

iy 24-hours-a-day broadcasting 1230 AM  92.3 FM
. _ represented nationally by: robert e. eastman « CO., i @)

Station WING, Dayton; WEZE, Boston; WKLO, Louisville, and
WIZE, Springfield, 0., are other AIR TRAILS stations.

THE CAPITAL STATION
| COLUMBUS 15, OHIO

www.americanradiohistorv.com


www.americanradiohistory.com

|

‘ hometown USA

® Commercial Clinic
® Station Log

® BPA Memo
(Local Promotion)

® Radio Registers
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Radio Goes To
College In Big Way

BBDO Survey Examines College
Students As A Separate Market.

Radio Seen As Effective Means

Of Reaching These “Style-Setters”

In addition to going away

to college to get a lot of

knowledge, the average stu-
dent in the nation’s institutions of
higher learning gets a lot of prod-
ucts as well. As a result, the ahmost
four million college students repre-
sent a specific and interesting market
—and one that can be very eftective-
ly reached by radio.

According to a BBDO Inc. study
of The College Aarket, “radio offers
an excellent opportunity to reach the
student.” That radio is able to get to
the student is evidenced by the fact

U.S. RADIO o April 1960

that 87 percent have a set in their
room.

College students, the study indi-
cates, spend a good deal of time hs-
tening to local stations and other
non-campus radio outlets. This rep-
rents a splendid opportunity for a
wide variety ol advertisers. The
agency’s report shows that the col-
lege student is a consumer of many
products. And since better than 50
percent ol the students arve living
away from home in college dormi-
tories, they are buying many prod-
ucts themselves for the first time.

www americanradiohistorv com

This would appear to imake thenr ex-
cellent prospects for specially tai-
lored radio advertising and market-
ing campaigns, since strong brand
loyalties have not vet been lormed
in many cases.

Buying for First Time

When questioned on products
which they recall buying for the first
time, the BBDO report found that
42.2 percent of the students men-
tionect furnishings. 345 percent
named drugs and cosmetics. 32.3 per-
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p HOMETOWN U.S.A.

College Market Offers Interesting Prospects™

87 % of college students have radio sets in room
Collegians have 37% more monéy to spend than average

Students represent excellent market to test products

e © o6 ¢

439% of nopulation in 18-21 age bracket in college by 1965

*Meterial taken from BBDO study of "The College Market.”
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{ thing new.

cent sitid food, grooming accessories
were next with 30.6 pércent, and 26.9
percent said gasoline and oil. Other
mierchandlise purchased by students
for the first time included radios,

jewelry, pencils, pens, silverware,
l)‘pe\\'ri(crs,. l)llOllOg]'.’ll)hS ﬂl]lOl!g
others.

In addition to buying merchan.
lise, college students also receive a
mimber of gilts from parents and
relatives. When asked what items
they encouraged others to give them
as a gilt, 85.5 percent listed clothing,
IL3 percent said records, 43.6 per-
cent mentioned jewelry, 2:.1.5 petcent
antos and L8 percent requested
radios.

Test New Products

A significant fact brought out in
the study is the opportunity the col-
lege markel presents to test a news
produc. “The college student is
unique.” the report says, “m that for
thie most part he has not formed any
brand or type preferences. He is,
therefore, always witling to ury some.
He also has 37 percermt
more money to spend than the av-
erage consumer.”

Two examples, filier cigarettes and
electric razors, ave given of products
which became popular i colleges
“long before the national patiern
became clear. ustrative of how the
college market absorbs high price
merchantlise, 63 percent of college
stidents own electric razors, {ar more
than the mnational share of Lhe
market’.

Change Brands Frequently

Further documentiaiion of the col-
lege student’s willingness lo try new
products and new brands is seen in
a report on the number of collegians
who changed bLrands since entering
college. The most frequently changed
product was cigarettes, with 48 per-
cent noting a switch in brands, 30.1
percent changed their brand of shirt,
21.1 percent shifted o other soft
drinks, oilet soap brands were
changed by 17.5 percent and over 17
percent switched hair fonics. Other
products that were changed included
sports equipment, drugs and cos-
metics, pens, shaving lotions and
underwear.

Although the college student does

| purchase a wide variety of merchan-

U. S. RADIO e April 1960
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dise, the BBDO study points out the
five general product groups which
get the largest share of the student
market. This could provide a guide
for advertisers trying to reach the
almost nine out of 10 students who
have radios in their rooms. Accord-
ing to a survey taken at a large Waest-
ern university, students spend 26 per-
cent of their funds for food, 22 per-
cent [or amusements, 21 percent on
clothing, 19 percent on autoniobiles
and 12 percent for drug products.

Size of Market

An indication of the size of the
college market can he seen in the fact
that the total amount spent by col-
lege students on merchandise was
$653 million in 1956, according to
a survey taken by the United States
Deparunent of Higher Education.
Since the rate of growth of the gen-
eral economy and the number of stu-
dents attending colleges has been in-
creasing steaclily, it may be assumed
that this figure has climbed steadily
and substantially.

Popular Media

Probing the most popular media,
in terms of reaching the college mar-
ket, college publications, radio and
certain consumer publications were
found to be strong. Although, as
mentioned previously, radios are al-
most standard equipment in a stu-
dent’s room, the study shows that
“Television has a relatively small
viewing percentage among students.
The facts are that only one out of
every 10 owns a television set, and
74 percent of the college students
don’t watch any program regularly.”

Offering an example of successful
use of a college advertising campaign,
the BBDO report points to Lucky
Strike Cigarettes. “Through radio
advertising, newspaper ads and on-
campus promotion, Lucky Strike is
still one of the top selling cigarettes
in the college market, despite the
sudden rise in filter popularity.”

In summarizing coliege the mar-
ket report states:

“By 1970, the total college enroll-
ment will be double what it is to-
day. . . By 1965, 43 percent of the
United States population between
the ages of 18 to 21 will be enrolled
in college.

Important Consumer
“The college student is an impor-
tant consumer. The preferences he

U.S. RADIO o April 1960

College Market Characteristics™

Student population made up of 66% males, 34% females
409% of college student population in the labor force
Married students make up 24.4% of college population
61% of college population is over 20 years old

Average of income of students families is $9,947

*Material taken from BBDO study of "The College Macket."

had before college miust change, he
hay a new way of life and his needs
and tastes will be different. Often
the tastes and preferences formed in
college will continue long after col-
lege when the student will form a

family unit.

“These are some of the reasons
that the college market is important,
and will continue to increase in im-
portance as part of the total .\meri-

can consumer market,”” o o o

— PR,

Sales "Multiply”
with

NEW YORK

BOSTON CHICAGO LOS ANGELES

SAN FRANCISCO

Visit us during the

NAB CONVENTION

APRIL 3-6

We'll be in Suite 1105A & 1106A
CONRAD HILTON HOTEL

www americanradiohistorv com
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commercial
clinic

Sande & Greene Find That Jingles
Can Serve As “Full-Time" Salesmen

“Sav ju with mwsic,” has  been
swiftly changing trom a semewhat
“pat” expression o a literal fact in
the area of radio commercials. A
growifg list ol “success™ stories at-
test to 1usic’s ability to become so
closely awociated with a  specific
product that a meve [ragient ol the
theme, heurd anywhere and anytime,
is vsually enough ol a stimulus for
the average person 1o imake a defi-
nite identification,

As more and more advertisers arnid
agencies have come 1w realize the
value ol using music as a “tull-time”
salesman, the importinee of wilizing
the scrvices of specialists in prepar-
ing this tvpe of material has in
creased steadily. One of the veteran
organizations in this held is Sande
& Greene, with offices in Hollvwood
and New York. Bub Sande and Larry
Greene have been creating musival
copmeercials for 10 vears.

Same Objectives

“Whether the music is as simple
as a children’s nursery jingle, or as
complex as modern, progressive j;u/."
Larry Greene says, “the objectives
ave always the saime. These are to en-
hance and heighten the effect of the
actual message: to act as onc of the
dominant thiemes of the radio eam-
paign, or possibly the over-al mar-
keting approach, and te actually do
sommething of a subliminal job of
establishing brand identity through
a combination of words and music,
or just the music itself.”

The importance of the repetition
of a musical conmmercial scries in
helping to establish hrand identity,
My, Greene peints out, sliould not
be underestimated. “We have olten
found that when a sponsor gets tired
of thie campaign it is just starting to
do the most effective job. This, how-
ever, does not mean that the com-
mercials must he static. Many of the

88

most suctesstul jingle canpaigns to-
day usc orie hasic theme, with a num-
ber ol variations that help provide
changes in mood and emphasis.”

Although each product presents
individual problems, the Sunde &
Greene organizationt his alevelopetd
certain basic approaches to the prep-
aration of musical jingles. “Natural-
v, Mr. Greene savs, “the sound is
cxfrcmcly imporeant, wnl i should
be in keeping with the character ol
the product. For example, a bank
or coametic firnr would not want w
use rock and roll to help project i
public image.

“We alsvo helieve that i is much
better to use original music and pro-
duction techniques than music in
the public domain, or adaptations of
populay hit songs. Since many peo-
ple listenn 10 radio while they are
driving. doing household chores and
other activities,” Mr. Greene con-
tinues, “their atention is often di-
vided. I the commercial sounds 1oo
much like @ piece of entertainment,
it is possible that the impact of the
niessage nright be seriously diluted.
This also. can apply 1o using a popu-
lar aveist. A completely original ap-
proach can vsually do a mare effec-
tive job of establishing product
identification.”

Deliver One Sales Point

Turuing to what should be ex-
pected of a musical jingle, Mr.
Greene states that any one jingle
should be limited o delivering only
one sales point. He feels that since
these spots are usually limited to a
imaximum of 60-seconds, it is unwise
to try to cvam too much imo them.

As an example of a well integrated
musical jingle campaign, Mr. Greenc
points to the efforts of the southeast-
ern division of Sealtest Ice Cream.
Working closely with the agency,
Tucker, Wayne Inc., Adanta. Sande

wWWW . americanradiohistorv.com

& Greene luve beerr ereating it varied
series of jingles for Scaltest for pyer
three yeurs.

“The companty uscs the stogan S\
Fresh New Flavor With The Fun
Spun In—Ger The Best—Get Seal
test.” We ook this and created a
itusical Togo that is used as a tag on
every single musical jingle. “Uhis
provides  continmity  and - puoduct
tdentitication even dmugh each in-
dividual = jingle varies 1 mood,
tempo and style.

“A new ice credm Havor & onrar
keted aboud six times o year,” Nr
Greene continues, “und we prepiire
completely different musie 1 uatth
the thavor, For example, we msed i
soflt-shoe treatment lor the spot an-
nanneing  old-fashioned  peach  ice-
vream.  Black-raspherry was given a
lively Latin \merican touch. In all,
we have prepared completely sepa-
rate jingles tor 18 llavors.  Bug,
whether the music is a walts, cha cha
¢ha ar Swiss yodels, cach announge
wend carries the mnsical logo.”

Today's integrated musical jingles
wan be used by the advertiser both
on and oll the air. Mr. Gircene states
that a number of advertisers have
used the jingles af sales conventions
and other gatherings to help set tlie
mood. He also mentions that one
auto . manufacturer  has  supplied
copies of some of the nmusical spots
to dealers who play them over rthe
p.a. systems in the showrooms.

In addiden o i growing nuinber
of advertisers, Mr. Greene siys rliat
many radio stations are using com-
pletely integrated jingle cunpaigns
to help create and sustain the public
image of the swation,

“We have lound it interesting that
a1 number of the stations spend as
much money lor these campaigns as
any of the major udvertisers who
might be buying time on the out

let.” o o w
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> News:

Banding together lor better conven-
tion coverage are six regional sta-
tions from widely scattered areas of
the country. Exchisive radio cover-
age direct [rom both the Democratic
and Republican national conven-
tions will be broadcast for KOL
Seattle, WPTR Albany, New York,
WITH Balumore, KWKY Des
Moines, KNUZ Housten and WINN
Louisville,

All are regional independent sta-
tions. Each of the six outlets will
furnish a newsman, and the news
gathered at the conventions will be
pooled. The stations will share costs
in setting up a special news room at
each convention.

The Democratic gathering begins
July 11 at Los Angeles, while the
Republicans will hold their nomi-
nating convention starting July 25
at Chicago.

P Public Service:

Promoting traffic satety by radio is
but another way stations are serving
their communities.

WJTN Jamestown, N.Y,, has dis-
tributed over 500 safety posters re-
minding its citizens of their respon-

luncheon honoring Hamady Bros.

SALUTE TO 25 years of consecufive advertising is given by WFDF Flint at
The food chain began their uninterrupted

HONORS ARE accepted from Der. Kenneth
Wells, president of Freedoms Foundation, by
T. E. Paisley, (1.} manager of WRCY Philadel-
phia. George Washington Honor Medal was
bestowed as Annual Freedoms Foundation
Award. Station was cited for a “Freedom
Flight" promotion which encouraged visitors
to come to Independence Hall during July,
1959. Listeners responded to the campaign.

sibility [or sale driving. Theme ol
its campaign is You Adre Responsible.
The station broadcasts a tag every
day on its midday newscast saying,
“You are responsible for X number
ol days without a traffic [atality in
Jamestown.” The city ot 45,000 has
not had a trafiic death in more than
a year.

advertising on the station February, 1935. (l. to r.)] Jack Hamady, senior v.p.;
Marvin Levey, commercial manager, WFDF; Robert M. Hamady, president; Elmer A.
Knopf, general manager for the station and Francis Beilil, v.p., Hamady Bros.
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Approaching the problem from an-
other point of view is KONO San
Antonio. The station, to remind its
listeners that "it could happen to
you,” is flying a black flag from its
four mobile tews units for 24 hours
alter a waflic fatality in San Antonio
or Bexar County. In addition, an-
nouncements are broadcast hourly
over the station that the black flag
is flying and someone has died. Says
the station. *If its meaning is shock-
ing, 1hen the black flag has accom-
plished its purpose.”

In another community project,
WKCB Berlin, N.H., reached its
goal of providing the Berlin ana-
teur hockey teain with funds to play
for the season. In a five-hour radio
campaign, the station sold stock in
the hockey tean at a dollar a share.
The station says that more than
5,000 shares of stock were sold. Also,
the hockey team was not only finan-
cially solvent for the first time in its
history, but there was enough money
in the treasury to finance the New
England Awnateur Hockey Tourna-
ment held in Berkin.

> Programming:

KHIQ Sacramento outlined its [or-
mat to its listeners in a special pro-
gram broadcast four times during its
first day on the air. Primarily, the
station says, programs will consist of
melodic music, [featuring famous
string orchestras. In addition, it will
present a two-hour classical music
segment every evening, followed by
a two-hour program of high fidelity
recordings and locally produced tape
and live music events.

Old favorites and popular music
apparently benefit just as much from
stereophonic broadcasting as classical
music. Acting on this belief, KFAB-
AM-FM Omaha, has begun to broad-
cast in stereo [or one hour once a
week. Every type of music will be
featured, says the station, with a
minimum of talk and a maximum of
mMmusic. o o o
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BPA memo

Gospel Singers’ Talent Search
Draws Crowds and Votes

When the Pet Milk Company spon-
sored a national talent search contest
for gospel singers, KCOH Houston
conducted auditions. For live con-
secutive Sundays, the station broad-
cast one-hour programs to audition
coutestants.  First prize was an all-
expense paid trip to Chicagu, limited
10 six people in a group, 1o appear
on the Pet Milk national program.
Winners were chosen by listener
votes,

The response, savs the station, was
most satisfactory. Iv asserts that over
15.000 votes were weitten in anid over
4,000 people attended the finals for
which the station leased the City
Auditorium.

Station Promotes Radios,
Retailers Sell Them

Promoting radio through it comn-
munity's  retailers, WICE Irovi-
dence, R.1., begius i seven-week cam-
paign this month that represciits
lour months ol coordinated p]nnning
amdl preparation.

Early in January, the station sur-
veyed the loczrl merchants (o find out
when would be the best time to run
the promotion, They asked if the ve-
tailers were planning or comsidering
a portable radio promotion, and

what the approximate cates of the
promotion woull be.

The then announced
schedule of its on-the-air spots, which
urge listeners to buy their radios
ap stores leawuring special radio dis-
plays. The first part of the came-
paign, from April 1 10 Aprit 16, lea-
wures an Easter giit theme with “Give
a radio lor Easter.” The second parT
will emphasize “Wherever yvou go
there’s a radio.”

In the third siep of the effory o
ue i1 its promotion with local mer-
chanu sales, the station sent a cover-
ing letter 10 cooperating merchants
informing them of its schedule and
advising that their promotions tie in
with the radio campaign. The cam-
paign will last until May 2], which
should cover most of the retail pro-
niotions.

station

Honorary Memberships Say
‘Thank You’ for News Leads

To thank its listeners for reporting
newsworthy items, CJMS Montreal
has formed an associate membership
in i1 news departient.

Each week the station decites on
the most newsworthy item conirib-
uted by a listener. To the conurib-
utor is presentecdd a “Certificate of
Appreciation™ advising all who read
it that the recipient is an associate
member of ihe station's news de-

partment.

The first certificate bears a red
seal. Should the same person submit
another winning news item, he wit]
receive a certificate with a silver
seal. If, within a 12-month period lie
prm'idcs a third wimting item, the
seal becomes gold.

The station reporis that its news
deparunent plans a l‘uceplion for all
winners at the end of the year. Fur-
ther prizes will then be awarded.

Listeners Turn Salesmen,
Deejay Buys Old Cocoa

When Art Ford offered his listeners
of \WRCA* New York the chance o
sell itm something for a change, he
reccived sales pitches from over 1,000
people.

Among the listener items for sale,
reports the station, were @ circus of
fleas dressed in Mexican costumes, a
slightly used trolley car, a two-man
submarine at $100,000 and a masto-
don’s tooth for lour cets.

The item that sold Ford, however,
wis offered by a Navy Lieutenant
(jg). 1t was a S0-year old cup of
cocou, salvaged from food supplies
cachied near the South Pole by Capf.
Robert F. Scott, famous Britsh ex-
plorer of Anturcticia. o o o

*Denctes stations whe are members of
BPA [Broadcasters® Promotion Association]

BUYING NEW YORK? .. BUY WIJCC FIRST TO SELL THE 2,000,000 RICHEST BUYERS!

SHARE.OF.RADIOD-AUDIENLE
MONQRY = FRIDAY

$tations BAM 12Nn  |2Nn GPM 6P 8PM
wiCC S 12 12
wCBS 9 9 10
WiNS 1 [] Y
wavl 6 6 %
WNEW H g 1
wWOR 5 S ]
wEL1 S 5 5
WNHC 4 5 ]
WMGM 3 4 &
WMCA 3 I L
WRCA [ > é
wNaB 3 4 3
WTIC ? 3 3
WABC H 3 ?
Misc 29 3 4
Tolaf Percent 100 100 100
HUR 249 3.0 230

Since 1926 -
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WICC is the Dominant

PP . % ewmuminta , ¥ 5 }
(e
W v D S
l \ .““}/\J .
L ‘\ Voimibir @

Sales Medium in the Four

Countjes in Connecticut
i and Long Island where

456,000 families have
over $10,000 per year!

PULSE proves it ...

| Dozens of Blue Ribbon
Advertisers know this
Secret of Sales, too, ., ..,
In New York Call

ONE OF THE NATION'S GREAT NEWS STATIONS -

wWWW . americanradiohistorv.com

WI1CC - Circle 5-0668.
Since 1926
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radio
registers

State Pontiac staged an all-night sales marathon
directly from its showroom on WCOJ West Chester, Pa.
Using a station personality, the dealer broadcast
from 9 p.m. Friday to 6 a.m., Saturday. This was
followed with a one-hour program from 11l a.m. to
noon, and another segment from 9 p.m. to midnight.
According to the station, the radio campaign pro-
duced 23 automobile sales that weekend.

MFA Exchange, a large shopping center, sponsored a
recent Radio Appreciation Day promotion by increas-
ing its schedule over KMMO Marshall, Mo., from a
daily 15-minute program to 30 one-minute spots and
three five-minute shows. Object of the promotion
was to have MFA patrons meet the station's person-
alities. Despite icy road conditions, the station
reports, over 750 people responded to the campaign.

In an effort to move out of its next to last posi-
tion in the Negro market, Pfeiffer Beer placed an
eight-week campaign on WCHB Detroit. Using 360
seven-second spots a week, the cost of the campaign
was $800 a week. At the end of the two-month
effort, the station reports that Pfeiffer Beer had
moved from next to last to first place in sales.

| USED CAR DEALER |

East End Sales & Service, a regular newspaper user,
decided to spend its entire monthly ad budget on
spots over CHLO St. Thomas, Canada, as a test of
radio's effectiveness. According to the station,
despite the worst winter weather in years, the
dealer sold 19 more cars than during the same period
the year before. As a result of the campaign, the
dealer has decided to spend $700 a month on radio
for the rest of the year.

-—eamr wr amm e e am e e e enm W S A e W WS e
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HUEEN

Whether she's —wife —mother — or daughtar
= pyery hiomie has at keast ame and not since
good Gueen Bess has she wielded such power,
The household—her kingdom, her scepter,
your checkbook. These Queens have become
the courtry’s main purchasing agents, spend-
ing or infiuencing the spending of B4% of the
country’s retall spendable income. She can-
trols well aver 60% of the nation's wealth
... and over 35 milion belong to a chib—
inchuding school and church organizations.
This club activity it their window on the
world in general and their own community
in particular. Aggressive—determined and
loyal, they're waiting right now to be top
salesmen and merchandisers far you and for
your Station's clients — through CCA.

Three ladies is 2 good hand. Multiply by sev-
eral thousand and you"l win every deal, if you
put your money on clubs! Community Club
Awards, 20 East 46th Street, NewYark 17, N.Y.

There are four ofler cards iR this hand ..
giving your station an unbeatable cembi
nation of public service and promaotien:.

See Uy at the convention for tRe Tull siory.

SUITE2106  Conrad Hilton Hotel
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HOURS DALY

NEGRO
Community Pragramming

16;

HOURS DAILY

SPANISH/PUERTO RICAN

Programming '

24

HOURS DAILY

of Whirl-Wind sales action

WWRL

NEW YORK DE 5-1600
*10:00AM-5:30PM
- 5:30PM-10:00AM
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report from RAB

RAB Takes to fthe Road to
Stimulate Radio Activity

Lite in May, one of the nation's
largest o1l companies will break in
at least 100 markets with an ambi-
tious S$500,000 sunnuer radio can-
paign. .

A wop Ul S marketer of woinen’s
foundations recently ran a test vadio
caumpirign bt some 20 markers. A
compumy spokesmarn called the wrixl
run “eminently successinl,” and indi-
cated the firm would be in radio onr
2 wide, heavy basis in uime for the
sunmner listening boom.

A single-city radio campaign Dy
ote ol the nmst respected names in
men’s and loys' clothing—a  field
olten cool woward radio—played an
“tmportant role in ., . . one of the
most successtul promotion ventures

. the company has undertaken.”
This report came from i wp-level
compairy oficial who indicated the
conmpany would “most definitely use
more of the same technigne” in
1960. . . .

Radio Advertising Burcau reports
that in all three cases the inital ra-
elip buy was influenced by once of the
members of its wational sales de-
prarunent.

The RAB sales lorce hardly lim-
its ity “specilic sell”™ ealls 10 New
York advertisers and agencies. In the
course ol a year, says RAB, its mem-
bers together with other RAB execu-
tives, amass more than one million
miles of airline wravel. In 1959, ior
example, RAIE states its exectuives
tovered more than 100 cities v the
U, §. andd Canada, pitching the pow-
¢t of radio to more than 2500 adver-
tisers and agencies.

Recently, the burecau ook stock
il counted executive woses during
an average week, in this case the sev-
en days commencing November 16,
1959. During that autumn  week,
RAB key men werc covering the
map, dealing with radio in Il sepa-
rate states and the District of Co-
lumbia.

Kevin B. Sweeney, RAR's presi-
dem, in San Francisco that week,
made 12 calls on national and re-
gional advertisers. At least two of

wWwWWwW . americanradiohistorv.com

these catls, the bureau states, have
since vesulted in positive ratlio aes
{ion.

In Dewoit, o few jet howrs away,
Robert V. Coppinger, head of RARs
national autowmotive group, called
an 11 Motor City alyertisers. .\mong
the presentations, Coppinger includ-
el a I5-market “specific sell” pro-
posal for one of America’s biggest
buyers of advertising.

Robert H. Alter, manager of sales
atlministration, was in New Orleans
telling the National Association of
Travel Organizations — representa-
tives of an industry that annually
vpends more than $90 million for
advertising — that “With your lin-
ited campatgn of travel Tolders and
Sunday classified advertising you are
failing 1o wp the remendous foun-
trin ol impulse customiers availalile
to radio advertisers.”

RAB executives it week were
also atiending 10 another bureau
lunction—the service it extends to
member radio stations, Warren J.
Booront, vice president and director
ol member service, avas  assisting
siallmarket stations in npstate New
York in solving individual sales
problems.

At e same time, covering the
other end of the continent, were two
of RABs member service division
managers, Patrick E. Rheaume was
in Nevada, Arizona and California
assisting RAB member stations there
in the development of new sales tech-
niques, while Maurice “Doc” Fidler
toured Orvegon and Wishington and
et with execylives
there.

Also on (lie road, Miles David, 1he
bureau’s vice president and director
of promotion, was in Washington,
D. C., discussing with top officials of
the Burean ol the Census the radio
set study which will be a part of the
1960 census. Harold S, Meden, pro-
motion manager, was in Cleveland
that  November week supervising
radio advertising plans for the Hig-
hee Co., RAR’s “$64,000 Challenge”
department store. o » o

ridio station
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report from

representiatives

Negro Stations Seen As Good

Examples of Specialized Radio

Two developments ol the last 10
years appear to have reached a con-
verging point that the alert radio
advertiser has not overlooked.

“These events.” says Don WWater-
man, sales manager ol Boh Dore As-
sociates, “are the specialization of
radio and the maturation of the Ne-
gro market. As a result of the growth
in these areas, the Negro market has
developed into an important one [or
a continually widening group of ad-
vertisers. And more and more of
these advertisers are discovering that
radio is probably the most effective
way o reach the Negro,”

“Psychologically, the Negro mar-
ket is a separate and individual en-
tity,” Mr. Waterman points out. “In
the past decade, it has emerged from
its previous status of a marginal and
somewhat of a novelty outlet, into a
lucrative and well-established selling
area. (See Negro Radio, December,
1959.) In terms of its importance
and sales impact, Negro radio today
is enjoying the status of radio in the
pre-television period. By this wc
mean that it is almost impossible for
any advertiser to ignore the sound
medium if he waats to sell his mer-
chandise successfully in the Negro
market.”

A presentation the representative
firm has drawn up pinpoints many
of the reasons why radio is effective
in reaching the Negro market. The
presentation states that *“Whether
tailored to a geographical locality or
to a particular group, specialized ra-
dio appeals personally to the mem-
bers who comprise its audience. Ra-
dio reaches the individual. It serves
as a leader in the community. As an
advertising medium this personal
rapport between the broadcaster and
the listener makes radio all the more
effective.”

“A good example of the effective-
ness of radio as a medium for reach-
ing the Negro,” Mr. Waterman
states, "“is the recent experience of

U.S. RADIO o April 1960

Pleiller beer. The advertiser used a
concentrated campaign on a Negio
outlet in Detroit. As a result ol the
radio effort, Pleifter moved [rom
next to last to first place in the sale
ol beer in the area’s Negro market.

“Beer,” he continues, “is typical
of the type of consunmer product that
can benefit greatly from the use of
Negro radio. Foods, drugs and home
remedies, cigarettes and automotive
products are also high on the list ol
merchandise that can be effectively
sold by advertising on the Negro ra-
dio station.”

Community Leaders

It is pointed out that one of the
strengths of specialized radio is its
ability to become the focal point of
community activities both on and off
the air. “This factor appears to be
particularly strong in the Negro mar-
ket. The stations very often assume
the position of community leaders

and spokesmen. As a result of this, :

H

the merchandising techniques devel-
oped and used by Negro outlets are
usually quite effective both for the
station and its advertisers.”

As an example ol the type of mer-
chandising activity being generated
by Negro stations, Mr. Waterman
mentions a station in San Francisco
that has scheduled a Food and Hotne
Show for the middle of next month.
“The show, which will be held in a
large auditorium. is designed to give
advertisers the opportunity to dis-
play their merchandise, give demon-
strations and personally come into
contact with thouwsands of Negro
families in the area.

“The role of the on-the-air person-
ality is another important [actor in
the effectiveness of the Negro sta-
tion. We have found that the popu-
lar deejay can be a very effective link
between the advertiser and the con-
sumer in the Negro markets,” Mr.
Waterman concludes. o o o
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WBAP 570

Fort Worth - Dallas
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related fields
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654 Madison Ave., New York 21
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WJAG-KCSR

Covering Nebraska's
Rich Beef Empire

Where Agri-Business
is Big Business

KCSR
Chadron

WIAG
Notfolk
Nebraska

WJIAG—Independent Tarm voice - NE Ne.
braska since 1922, 29.county [NCS} market—
1000 w.-780 K.C.— $498,675,000 Consumer
Spendable Income—Retail Sales $424,447,000
—124,740 radio homes—42%, more listeners.

KCSR—Chadron, Nebraska, “"Beet Empire”
market—$411,870,000 Consumer Spendable In-
come—%$297,120,000 Retail Sales—70,540 radio
homes. Commands 22%, to 54% more
duplicated homes.”

Represented Nationally By
WALKER-RAWALT CO.

New York — Chicago — Boston
Kansas City — Los Angeles

in Hartford - 0

{CONNECTICUT)

Kansas City-m

Los Angeles -

(SPANISH tANGUAGE
MARKET)

San Francisco -

[SAN MATEQ)

Y TOP RATINGS IN
AUDIENCE

Y MORE LISTENERS
PER DOLLAR o

N
* SPONSOR PREF . Y T¢
ERENCE AFTER [
TRYING “BOTH" DM(
STATIONS
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report from
agencies

When the Ad Council Asks,
Radio Answers the Call

“Tlrere lias ot been one single day
for the past 18 years when broad-
casting has failed to deliver a viul
messiage in the public service,” said
Theodore S. Repplier, president of
The Advertsing Council, to the Ad-
vertising Federation of America at
its  recent  annual  conference  in
Washington, D.C.

The Advertising Council, agent of
the advertising industry for public
service advertising, savs that over
5180 million was contributed in time
amdd space to public service cam-
paigns last vear. “There is wothing
in any other country in the world
that can match i1 as & voluntary ef-
lort of private enterprise,” says Mr.
Repplier.

“Supporting  the enterprises ol
the conucil in such causes as the Cru-
sade far Frecdom and the Red Cross
Fund Drive are organizations that
represent all branches of the adver-
tsing indwstry, including advertisers,
agencies and media. They contribute
their time, talent and money (o
about 15 major national camnpaigns
a vear,” a council spokesman states.

The NABR is one of the six con-
stituent organizations of the council.
U'hrough the broadcasters’ group the
council can reach virtvally every sti-
tion throughout the comutry for co-
operation in its urives.

“Getting the message to the pub-
lic through radio depends complete-
Iy on the voluntary cooperation of
the stations and networks,” explains
Elenore Guinchi, radio and v serv-
ice manager for the council. “We
have mo precise check on how often
our stories are told, though we do
get some indication through a sample
postcard check, and {rom the Niel-
sen reports on impressions on net-
work shows. The Niclsen reports, in-
cidentally, are contributed, too.

“However, Ol imain concern is not
gathering statistical results, but dis-
tributing information. And we are
very much aware that broadcasters

www.americanradiohistorv.com
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have been wholehemtelly cooper
tve in (ransmitting our messages.”

AN major networks cooperate in
the Radio-Tv Allocation Plin by
carrying messages weekly on  their
sustaining programs. And each par-
ticipating advertiser who sponsors a
weekly show agrees to broadcast a
message for one conudil campaign
every five weeks, it is pointed out.

When the council accepts a cam-
paign  (shich must, first of all, be
non-comniercial, noon-partisan  and
non-political in its purpose), it turns
i‘ OVer o o volunteer Elgcll(s‘ to PI'O-
vile the ¢reative work.

“"All the creadve work thin goes
into our apnouncements is contrib-
nted on a vohimiary basis,” says
Maxwell Fox, public relations direc-
tor for the council. Much of the copy
is written during spare time and on,
weekends when it won't interfere
with conmunercial accounts. But we
never have any trouble jn finding a
suitable agency for the campaign.

“Once the material is ready it is
prepared in kit form, with copy, fact
sheets and background information.
This is sent out (o every station in
the country. From there it is up o
them 1o deliver the message, either
by selling it to an advertiser or by
contributing free time."”

Radio is contributing heavily to
the current drive to inform the pub-
lic of the tmportance of the census,
Especially this year, when an advance
questionnaire was sent by the Census
Bureau through the mails, educa-
tional advertising was important, 2
council spokesman stated.

Other campaigns to which radio
will contribute in 1960 will include
Books from America, an appeal [or
books for foreign readers abroad;
Help Launch Hope, a campaign o
raise funds for a fleating medical
ship to provide medical aid and in-
struction to people of Southeast
Asia; Aid to Higher Education, and
Religion in American Life. o o o
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reporton

Station Survey Profiles Fm
Situation in Florida Market

WFLM-FM Ft. Lauderdale, Fla., has
added to the steadily mounting sta-
tistical data on the fm market. The
station, which went on the air about
two months ago, conducted a survey
just before starting its operations.
Objective of the study was to deter-
mine fm radio ownership and listen-
ership in Broward County. Fla.

Fm radio ownership in the area,
the study shows, “is now about 33
percent of all wired homes. This rep-
resents a significant growth over an
ownership rate of about 20 percent
measured in a similar survey con-
ducted in 1958," Refining this fig-
ure, it was learned that 26 percent
of the households with fm receivers
actually listen to fm broadcasts (19
percent listen on a regular, daily
liasis.) Comparved with the 1958 re-
port, the survey shows that “Broward
County has had a 100 percent growth
in fm listenership in about 18
months,”

A "marked dispersion” of fm radio
listening is noted, with 10 percent of
the listening homes accounting for
Al percent of the fm radio listening.
“Conversely, 28 percent of the listen-
ing homes do only six percent of the
fm radio listening.”

Considerable attention was given
to the extent of fm radio ownership

among the various socio-economic:

classes. Included among the findings
of the survey was the fact that there
5 a higher incidence of fm radio
ownership among renters (38 per-
cent) than among home owners (32
percent) . According to the survey,
“this difference is statistically sig-
aificant. It suggests that fm radio has
wider appeal to the younger, mobile,
renter type of individual than it has
to the older, more static home owner,

“There is a significantly greater
rate of fm radio ownership among
homes having married couples in
residence (37 percent) than among
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their single person counterparts (22
percent) . The low rate among un-
married persons can be explained
perhaps by the fact that single-per-
son homes in Broward County are
largely composed of widows and
widowers. Perhaps, being older, they
have less interest in the hi-fi qualities
offered by fm reception.”

A definite relationship between
fm receiver ownership and occupa-
tion and income level was brought
out by the survey. It was found that
77 percent of the professionals owned
fm sets; proprietors accounted for
39 percent; supervisors and managers
were at the county average with 33
percent, and blue and white collar
workers accounted for 30 percent. It
is also pointed out that “almost hali
of all fm radio sets in the county are
located in homes where the bread-
winner is a professional, proprietor
or supervisor.”

Other facts brought out by the
study are that the homes with chil-
dren have a higher incidence of fin
radio ownership (35 percent) than
do childless homes, and that homes
which have one or more occupants
at work show a higher saturation of
fm ownership than do retirenment
homes (31 percent). Both of these
findings are seen as indications that
fm radio is more popular “among
the younger, more active. more pro-
ductive segments of the Droward
County economy.”

In summarizing the results of the
survey, it is stated that “There is
room for improvement in promoting
greater use of fm radio. Forty per-
cent of the present fm radio owners,
(in Broward County) listen to their
sets only occasionally. There has
been a big improvement in fin listen-
ership, however, and as more stations
come on the air and fm radio be-
comes even bctter known, listener-

ship will doubtless improve.” » o »

www americanradiohictorv com
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IN COLUMBUS

THE NEW

THE CAPITAL STATION
COLUMBUE 15, OHIO

In Columbus, most folks lis-
fer to WEOL In Columbus,
metl adveriisees well an
WEOL, Family programming
.« » migidly enfarced single
spofting  thot ““showrosn®
wour sales meiiage |, . all
pre-iaped produclion for
Mewleis delivery, These are
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HOLLINGBERY
can tell you how

WeeReBel Radio programs to
the adult audience with top
buying power in Georgia®s

second market.
COLUMBUS' CBS affiliate with
imaginative, quality programming —
high fidelity sound, Plus Stereo

5000 Watts - 1420 KC

AM
and
FM

COLUMBUS, GEORGIA
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our Best Ansiwer is
HU(;Hé‘; 8‘.’ PHILLIPS, INC.
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Medel LC 2076
For 4 towers with *A-2” or "A-3" light-
ing, FOUR CIRCUIT FLASHER, PHOTO
CONTROL with 20 tt. remote photo.tube
cabie. 1157230 V (indoor housing).
MANY OTHER MODELS AVAILABLE
Wrile for lilcralure on your xperific problehr
— HUGHEY & PHILLIPS, INC. —
Manulacturers of
]

I 300MM Beacons, Obstruclion Lights. Pholo-

l Eteciric Conlrols, Beacon Flashers. Speclal l
junction Boxes, Microwave Tower Lighi Con-

I Irol and alarm Systems. Tower Isolation Trans. |'
formers. and Complele Kiis for: Tower

l Lighting. Sleetmeller Power and Conlrol.

3200 N. San Fernando Blvd. Burbank, Calif.
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report from
networks

> NBC:

NBC rvadio his signed contracts totak
ing $6 million since the first of the
vear; reports George .\ Graham. vice
president iand  general manager of
the network, \moug the major agl-
vertisers signing contracts were ihe
Liggett & Mvers Tobacco Co. urtd
Geueral Mills, who both hought 52-
week participations i the Monitor
schedule.  Electrie Auto-lite  amd
Life Magaszine sigued lor six-week
campaigos and the Longines Waich
Co. bought a five-week schedule.

Ii another development a new
sevies called Image America is now
widerway. \ccording 1o Albert L.
Capstadf, vice president. NIIC radio
uctworh prograws, “Tu is the maost
ambitious project yet planietl in the
NBC lmage series.”

The progrin was planned in co-
pperation with the Fund for Adnle
Fducation, established by the Ford
Foundation. T'he Fund will also co-
operate i obwining the advisory
services of anthaorities in the various
ficlds of American life covered by the
series.

Accoreing 10 Mr. Capsiaff, at least
24 hours aad as much as 10 hours of
hroadeast titae will be utilized in the
series. \jnong the topics 10 be cov-
cred are the patterns, problems and
trends iif the political scene, lanily
life, urban living, labor unions and
big business in America.

CBS:

Throughout the year 1959, the C13S§
network Droadcast air average ol 18
ol the 23 most popular sponsored
programs of all networks, according
to .Arthur Hull Hayes, president of
the CBS radio division, in CBS Inc.’s
1939 annual veport,

Mr. Hayes also mentioned in ilie
veport that news and public affairs
hroadcasts averaged 120 a sveek [or
the year.

www.americanradiohistorv.com

ABC:

For the 1960 period ending February
15, ABC reported a total of $1.8 mil-
lion in hillings. President Edward
DeGray described this developainent
as “oue of the most active selling
periods in years.”

 The network Teports that 20 g
vertisers make up the list of sponsors.
Awong the new advertisers are Geu-
eral Mills, lor Cheerios; National
LP—Gas Council: Kiplinger Re-
ports and Vick Chemicil Co. Re-
newals came from General MNotors
Cudillac Divistorr; Hudson Vitamin
Products pid the Curtis Circulation
Co., among others.

> MBS:

To emphasize the imporanece of ra-
dio to clection year Awmerica, the
Mutual promotion department has
prepared u sevies of 20- 30- 60- and
'90-secondt spats naw being aired over
the Mintual network,  Additional
copy, pinpointiug primaries, the con.
vention and the election isell, will
he added io the r;unp;rigu through
clection eve, Nov. 7.

A saple of a 20-second spol 157
“Roosevelt. I'rumaa.  Eisenhower.
All great broadcasiing personalities.
Whay great broadcaster will be in the
White House next year? Ahead of
us is the presidential sweepstakes for
1960, Radio plays a vital role—Mu-
tual Network radio—Dbringing you
all the facts, as l_]l_(‘): are, when they
happen. .. ."

» KEYSTONE:

The Keystone Broadcasting System
has anmounced the addition of 12

new alfiliates. They are: KDXE
North Little Rock, Ark.: WGOR

Georgetown, Ky.: WPLD Greenville,
Mich.; KTTN Tvemon, Mo,
KNCY Nebraska City, Neb.; WCNL
Newport, N. H.; WMPAI Smithfield,
N. C.; WTOE Spruce Pine, N. C.;
WKSK West Jefferson, N. C.; KBUY
Amarillo, Tex.; KRIC Beaumobf,
Tex., \WWLES Lawrenceville, Va. o ¢ »
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report from
Canada

CBC Experiments with Stereo
And a Tri-City Fm Network

Two experiments are getting under
way in Canada under the auspices
of the Canadian Broadcasting Cor-
poration. One is a three-city fm net-
work that began operations during
the first week in April. The other
is a series of stereophonic broadcasts
on three Toronto stations.

Canada's first fm network links
CBM-FM  Montreal, CBC-FM To-
ronto and CBO-FM Otutawa. For

the first 18 months, according to Al-
phonse Ouimet, president of CBC,
the network will be on an experi-
mental basis. He asserts that the
commercial potential of fm will be
assessed before final policy with re-
gard to commercial messages is de-
cided.

“There will be no advertising at
first,” explains Jack Lusher, pub-
licity officer for the CBC, “until the
network has been operating for
a while. Then we will decide what
kind of sponsors we want and may
begin to accept sponsored programs
within the [8-month experimental
period. The kind of sponsor who
would be attracted to the network
would naturally be limited by the
programming format.”

The programming fare includes
good live music as well as recorded
music, Mr. Lusher points out. Re-
citals, picked up from Trans-Cana-
da, Dominion and French network
concerts, as well as from the British
Broadcasting Corporation and Ra-
diodiffusion-Télévision Francaise
will be broadcast from time to time.
It is also hoped that the programs
will be exchanged with fin stations
in the United States.

In addition to its musical sched-
ule, the network is broadcasting
news, discussions-in-depth, commen-
tary and *“as much live entertain-

U. S. RADIO o April 1960

ment as a necessarily limited cxperi-
mental budget can provide.”

The operation is bilingual. A de-
tailed program resume is broadcast
in French ind English at the begin-
ning of each day's schedule. Gen-
erally speaking, there are no inter-
ruptions for translation purposes,
according to the CBC.

Programming is on a daily basis.
Monday to Friday, the stations
broadcast as a network during the
evenings until midnight. An ex-
panded Saturday and Sunday sched-
ule begins at noon and continues to
midnight. Programs are not bound
to traditional half-hour and one-hour
lengths, a spokesman says, but may
be extended at times to two or three
hour periods, or scheduled to the
length demanded by the subject.

The experiment in stereo, says Mr.
Lusher, is actually a resumption of
a test undertaken last year. “It was
quite successful and popular. Two
of the stations are am and one is fm.
The program, called 90 in Stereo,
can be heard from 7 to 8:30 p.m.
cvery Saturday, over either CJBC
and CBC.FM, or over CJBC and
CBL.”

The first half-hour of the 90-
minute program is devoted to stereo-
phonic recordings. During the last
hour, the CBC Light Concert Orches-
tra performs live music, ranging from
popular to classic, with vocalists and
instrumentalists as guests.

“These experiments,” says Mr.
Lusher, “are part of CBC’s continu-
ing effort to provide better service in
sound for Canadian listeners. The
response to our first stereophonic
broadcasts has resulted in a new
series in stereo. What happens to the
fm network, too, will depend on the

results of the 18 month test.” o o o
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One of New York's
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MADISON AVENUE
AT 52nd STREET

Ly
z !"-;"
.-'-I "!“r
T i
1 Lo M e PRI 4
| b b T o
i b e et RN
L xS B R

gn REEM BB
X e aira RBEABIE

_ B REIE
| ik ﬁ'l"’,'li"‘ 8 AL LS
A Bigger and Better

o~
O% .
HOTEL

Just steps from anywhere...
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KMA-960

Covers 67 Counties*
In 4 Top Farm States

Radio KMA enjoys a 35.year history of serv-.
ice to agriculture in the nation’s prosperous
cornbelt. Listener loyslties developed over
the years by KMA personalities pay off in
sales for numerous top national advertisers.
You're in good client company when you sell
on KMA, the most trusted voice in midwest
radio.

A big 89%, of the people in these 67 coun-
ties live on high gross income farms or in
small towns of 2,500 or less. Let your Petry
man show you how to Rl the metropolitan
gap by using 960 in 1940,

*NCS #2
i A
(K "A'SHENANDOAH, IOWA

ol (S A DU asg A
| AMiiated with em THY) smanv
L 4 -

Meet
DAREN F. McGAVREN Co.
% re :%%ﬂ i?yoi(u(ﬂ//ﬁv.,

NEW YORK ¢ CHICAGO « DETROIT
SAN FRANCISCO + LOS ANGELES & SEATTLE

B o ls

FOR FACTS ABQUT NATIONAL SALES
... ask the man who knows!

at the

EXECUTIVE HOUSE

DAREN F. McGAVREN, President
i RALPH GUILD, Executive V.P,

N.A.B. CONVENTION
April 3rd thru 7th

radio
research

Pulse Stresses Qualitative
Research Needs for 1960

Il you check The Pulse Inc., you'll
find that the prospects for radio re-
search have wever been more ex-
citing.

“The ifipetus given qualitative
rescarch by stations,” states George
Sternberg. service director, “is en-
abling than to supplement the ctis-
omary “how many’ approach with
‘who are they” and ‘what do they
think and do."™

As a tesult, Pule for 1960 s
stressing the qualitative needs of ri-
ttio. .\t this yeur's National \ssoci-
ation of DBroadcasters convention,
the vesearch organization kicks off
this drive. 1t will have a four-man
team avaitable to diseuss with sta-
toms conhdentially the vavious ways
qualitative veseivch can help solve
a4 wmanagewent ar sales problent.

Recent Interest

Ahthouglr Pulse  traces s st
gqnalitative-type study ‘to seven or
inore years ago. My, Sternberg savs
the intevest and enthusiasm by sta-
tions have been manilesied to a
large degrec the last six months. The
compiany now lists about 100 clients
who have bought such studies.

My, Sternberg points out that the
tvpes of stations that are intevested
in qualitative studies defy categori-
sation. They are small stations and
large stations: stations thiat are in
the top ranking in their markets and
those that are not; independent op-
erations as well as network affiliates.

“The very naume ol qualitative
research,” savs M. Sternberg, “offers
countless avenues that stations can
pursue in attempting to define the
characteristics of the audience and
what their listeners think and do.”

Mr. Sternberg illustrates five aveas
ol quatitative vesearch that can aid
stations in solving their nanage-
ment and sales problems:

« Station iimage—\What comes in-

to people’s minds when thev
think ol a station? \Whar sta-

www americanradiohistorvy com

George Sternberg

tion do listeners turn on fivst
and why? What station (lo they
prefer tov mews?

» Audience image — 1o listens
to a particular station? Break-
downs ol andience by ages.
Analysis of weekly expenditure
for food @nd groceries by s
teners.

e Audience reaction — Whal im-
pact docs a station have on its

audience?  Audience  loyalty.
Awareness of conmmercial mes-
sage.

e Audience getermination—
Where is a station’s andience
—in the home, out of the
home? Who selects the siation
or program? Characteristics of
the persons selecting.

e Market data—What kind of a
market does a station serve?
What jebs do the people work
at?  DBeforc-and-alter effective-
ness tests. Brand penetration 1o
determine trends.

Pulse’s Mr. Sternberg teclares that

a station’s complete research needs
can only be satisfied when qualija-
tive and quantitative research are
usedd in combination. “They go
hand in hand,” he says. “Each is
most effective when cmn}zlcmenlcd
by the other.” o o o
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F names and faces

Noting the Changes Among

The People of the Industry

AGENCIES:

Claire Crawford, formerly with WORL Bostou, has
joined E. I'. Wheeler & Co., as v.p. in charge of the radio
dept.

Jan van Enmmerik rejoins Lennen & Newell luc, New
York, as associate media director. Frank Howlett, for-
merly media supervisor, named assistant mediza director
for broadcast buying. Anthony J. I’an, commercial pro-
duction director, appointed senior v.p.

James K. Graham, tv and radio producer, promoted to

associate director, tv/radio dept.,, Reach, McClinton &
Co., New York.

Dr. Wallace H. Wulfeck elected vice chairman of the
board, William Esty Co., New York.

Gerald D. Roscoe, formerly with the Bresnick agency,
Boston, has joined Donahue & Coe, New York, as v.p.
and account supervisor.

Ralph C. Robertson, lormerly advertising direcior of
B. T. Babbitt Inc, appointed senior v.p. and clected to
the board of directors of Geyer, Morey, Madden & Bal-
lard Inc.,, New York.

STATIONS:

Parker Daggett, local sales manager, promoted to gener:ﬂ
sales manager, WRIT Milwaukee.

Arthur L. Knott, formerly with the Denver Post, has
joined KFML Denver as general sales manager.
Wallace L. Hankin, formerly manager \WWAGE Lees-
burg, Va., named president and general manager,
WCUM-AM-FM Cumberland, Md.

Alan Lisser, program director ol KBIG Catalina, Calil,,
promoted to v.p. of the John Poole Broadcasting Co.
Wayne Muller named sales manager of the station.
David E. Lyman, formerly program director of WLEE
Richmond, Va,, named to same post at CKLG Vancou-
ver, B, C.

_‘]_im B_rown promoted to local sales manager, KSFO San
Francisco.

Mike Grant, newscaster and producer, appointed pro-
gram manager, WCAU Philadelphia.

Gerald Blum, [ormerly national sales representative of
Cominercial Recording Co., Dallas, appointed to newly
created post of regional sales manager [or \WLEE Rich-
mond, Va.

Ed McMullen, formerly on the sales staff, named eastern
regional sales coordinator, WINS New York. Gale
Blocki, of The Bolling Co., becomes midwestern region-
al sales coordinator. '
Walter Martell, formerly with KTOE Mankato, Minn,,
named account executive, WNAX Yankton-Sioux City.
Curt Whitee, previously program director, named general
manager, WDMV Pocomoke City, Md.

Robert McAuliffe promoted to sales manager, WMAQ
Chicago.

Joseph Wolfman, formerly general manager KSON San
Diego, appointed sales coordinator, KBOX Dallas.
Howard Williams, formerly administrative assistant, pro-
‘moted to programs operations manager, WAMAL Wash-
jington, D. C.

‘Andy Ockerhausen, formerly national sales representat-
tive for WMAL and WMAL-TV Washington, D. C.. ap-
pointed sales manager, WMAL.

tElmer A. Knopf appointed general sales nanager, WFDF

Robertson Case Daggett
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Flint, Mich. He was also elected to fill a vacancy on the
station’s board of directors.

Dwight Case, formerly local sales manager, named sales
manager, KRAK Stockton-Sacramento. Jay Hofler, for-
merly in charge of national advertising for ABC-TV
New York, appointed station manager.

REPRESENTATIVES:

Martin Mills, formerly director of research and sales
planning for the Keystone Broadcasting Co., has joined
the Meeker Co. as director of research.

Richard C. Phelan, previously salesman for the lllinois
Mid-Continent Life Insurance Co., appointed to sales
staff of Grant Webb & Co., Chicago.

Irwin W. Unger moves (o Headley-Reed Co., Chicago,
from Gill-Purna. Norman E. Roscher, from The Bol-
Iing Co., named to the sales staff of the same office.
Rollin P. Collins Jr., formerly account executive, \WEBBAJ
Chicago and WNDU South Bend. has joined the sales
stalf of Edward Petry Co., Chicago.

Jolhm Brennan named to sales staff of The Katz Agency
Inc., Minneapolis.

Paul O'Brien, formerly with N'TA Spot Sales, nained to
sales staff of Broadcast Time Sales. New York. Robert
F. Cronin named new business development manager,
midwest division.

NETWORKS:

Thomas A. Velotta nanted v.p. for special projects, news
and public affairs dept., ABC.

Loren R. Hollembaek, [ormerly sales promotion man-
ager, WBBM Chicago, named manager of sales presen-
tations, CBS Radio Network sales dept., Chicago.
Steven J. McCormjck, MBS news director, elected v.p.
in charge of news and Washington operations. Joseph
T. Keating, program dirvector, elected v.p. operations and
programs, Norman Baer, New York bureau chief, named
director of news and special events [or the network.
John K. Wese, formerly v.p. in charge of the Western
division, named v.p.. West Coast for NBC. Thomas W.
Sarnoff, v.p.-production and business affairs, appointed
v.p., administration, West Coast.

L]
-
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O'Brien

Wolfeck Pan
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EDITORIAL

100

THE PASSING OF HAROLD FELLOWS

Moactivity ar headquarters of the National
\ssaciation ol Broadcasters reached a fevered
pitch becanse ol convention planming and Wash-
mgton investigations. tadio lost & leader and a
friend.

The untimely passing March 8, 1960, of
Harold Everett Fellows, NAB  president and
thairman of the boaid, ook from the radio scene
one who advocated its causes and understood amnd
appreciated its aspirations.

Bart the significance ol his leadernship can only
be imeasured in terms of his accomplishments.

His industry-wide contributions edate back te
19105, when as an NAB commiuee meniber, he
assisted in the development of the Standards of
Good Pracuce {or Radio Broadcasters. T'his in-
stitementt has steadily gained in stature under his
acgis. And just list month the radio bourd
opened the standards 1o mon-member stations
and agreed to strengthen the enforeemmcitt pro-
VISIONS.

SELF-REGULATION

Mr. Fellows was at the forefront of the indus-
try’s fight 1o maintajn its cherished sell-regulatory
posiiion.

He told the Federal Communications Com-
mission last January: “In effect, what we have
satd here 1s that we believe the Goveniment
should stay oul of programming per se— that
sclf-regulation by the broadcasting industry, even
with its limited sanctions, is more in keeping
\\'il’l] our (I(‘[]H)(lil(y lhil”ll g()\'crmncn( C(!ll_[rll'],
whether by lifted evebrow or by lifted mace.

“Sell-regulation is not an easy [rrocess, nor

radio lost
a friend

is it swilt. In the purest sense, it is motivated
hy an instinat for decency, not by Tear of prmish-
ment ...

“What we have built it bromlcasting . . . is
reflective of that mood and that precious concept
—that the people choose. Anything that is done,
however innocent its origin, to Innit the natural
flourtshing of that choice on the part of the
people is contrary to the public imerest,”

RISE TO PROMINENCE

Alr, Fellows was born March 22, 1899, n
Amesbury, Mass. He was graduated lrom higlh
school in Haverhill, Mass,, and attended New
York University where he majored in business
administration and advertising. He later took
courses at Burdew College, a business manages
ment school in Boston.

Fis first contact with radio was as a singet
on his own radio show in 1929. Thuat year lie
was emploved by the Harry M. Frost Advertis-
ing Agency, DBoston, and became the first agency
radio director in that city. He entered the
industry in 1932 as assistant mimager and. cour
mercial manager of WEEI Baoston.

In 1936, he was made generul uranager, o
position he held unil becoming president of
NAB June <, 1951, From 1944 1o 1951, he also
held the position of manager ol operations of
CBS in New England.

He was a dedicated servant of tre industry as
well as a student of its problems. His devotion
aml conscientiousness will be mjssed

Hal Fellows, tn his service to the industry,
became a very tived man indeed--we wish for
Lim a most peaceful rest,

U.S. RADIO o
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PEOPLE
work—play—LIVE
by RADIO!

HO
RA

WHO Radio Holds a Big Lead in Total Radio Audience
in America’s 14th Largest Radio Market, Sign-On to Sign-Off!

ADIO'S a family affair in the vast 93-
county area called “"lowa PLUS!” Yes
Sir, here in “'lowa PLUS"—as in few other mar-

kets in the country—thousands of high-income
families W””ORK, PLAY. LIVE by RADIO!

These families recognize and demand mature
radio. They know WHO Radio fills the bill.
WHO Radio is, and has been for 36 years,
aggressive, alert. alive! WHO is radio at its
sparkling best; offering the finest in enter-

tainment, news, sports, and special features.

The 93-county area Pulse Report (Feb.-
March, 1959) gives WHO Radio from 18%
to 35% of the total radio listening audience
—first place in every quarter hour surveyed

—the balance being divided among 88 other
stations!

See that your announcements reach “lowa
PLUS"—the “cream” of lowa's tremendous
radio audience! Your PGW Colonel has the
details on lowa's on/y big-audience station!

WHO

for lowa PLUS!

Des Moines . . . 50,000 Watts
NBC Affiliate

WHO Radio is part of Central Broadcasting Company,
which aiso owns and operates
WHO-TV, Des Moines; WOC-TV, Davenport

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

-
=

&;‘PP&:I‘S. Griffin, Woodward, Inc., Representatives
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FOR PROFIT
Nothing beats it ... the feeling you have when the pot's loaded and you know right down fo your
socks that you hold the winning hand! In St. Lauis, you can always count on the WIL hand to roke in

the chips. When they're '*called’’, the cards WIL shows are original pragramming, magnetic personal-

ities and bulls-eye salesmanship . .. cards you'll always find in the Balabar deck, Sq, deal yourself in

to WIL selling power and put it to work selling your products and your services,

e

THE BALABAN STATIONS

in tempo with the imes WIL ST.LOUIS

John F Box, Managing Director U .
SOLD NATIONALLY BY ) WRIT MILWAUKEE stin Markel
KBOX DALLAS 2ndin Market

ROBERT E. EASTMAN

o
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