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A recently completed survey designed to
measure the impact and impression which
each radio station and its persanalities
makes on the Twin Cities population has now
been compiled for use by advertisers and
advertising agencies.

Under the direction of Dr. Roy Francis, Pro-
fessor of Sociology, University of Minnesota,
this survey meets the highest possible stand-
ards of design, procedure, sampling and
evaluation that modern research can pravide.

Among the results which we (far obvious
reasons) find particularly interesting are
the following:

Favorite disc-jockey among 15 listed—
Don Doty

Favorite radio sports announcer—
Dick Nesbitt

Favorite radio newscaster—Bob Ryan

NOW AVAILABLE...

Radio Impact
in the Twin
City Market

A sociological study approved

by the University of Minnesota

Impact is also measured by age, income and
educational levels.

Your nearest Edward Petry office or a
KSTP representative will be happy to give
you further details on obtaining a copy of
the survey. Or, you may write Byron E. An-
derson, Sales Manager, KSTP Radio, 3415
University Avenue, Minneapolis, Minnesota.

(Vs UIP,

RADIO
1500 ON YOUR DIAL
MINNEAPOLIS - ST. PAUL

e ——————————— . wWWW americanradiohistorv.com
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The Station
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* WGAR is warming up for another great matches plus the play-by-play action of the
season of sports coverage. To kick off this Cleveland Pipers, Cleveland’s entry in the
program, WGAR is broadcasting the thrills pro basketball circuit. Add to this WGAR’s
and color of every Cleveland Browns gameand programming of good music, drama, comedy,
each Ohio State gridiron battle to listeners news and local events featuring top local and
throughout the Northeastern Ohio area. Sports CBS personalities and you have a complete
fans will also be treated to the on-the-spot entertainment package that is truly.., Radio
coverage of the Cleveland Barons hockey for Grown-Ups. ..of All Ages.

CLEVELAND-50,000 WATTS

PEOPLES BROADCASTING CORPORATION
WGAR. ............. Cleveland, Ohio | i
WRFD. .Columbus-Worthington, Ohio
WMMN ..Fairmont, West Virginia -
RVATY & bttt . ki Sioux City, lowa
WTTM _...... Trenton, New Jersey :
WNAX ... ..Yankton, South Dakota Represepted by HENRY |. CHRISTAL COMPANY

U. 5, RADIO « Quober 1960
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R EL
valuable
new minutes

In radio

Now, these and all other KBIG minutes are

netw ...and more valuable. The big reason?
Southern California’s positive reaction to 3 talented
personalities: Joe Niagara (6-10 a.m.), Jim
O’Leary (10 a.m.-2 p.m.), and Bob Gage (2-6 p.m.)
This dynamic threesome adds new freshness

new vitality to radio selling.

Result: Better sound for listeners... more
profitable climate for advertisers.

Get the facts! New file-folder now available

from your KBIG or Weed rep.

Ra2010

‘:,_’ B o AYALINA
WBIG < :
N SOUTMERY
NN

Radio Caraling 740 kc/10.000 watts . M
JOHN POOLE BROADCASTING CO., INC. \g /
6540 Sunset Blvd., Los Angeles 28, Calif. _/ /

. HOllywood 3-3205 /

/o

National Representative - Weed Brown Radio Corp,

WWW.americal
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airwaves

Radio’'s Barometer

e

L2028

U. S8 RADIO

156,394,000 Sets in Use

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

40,387,000 Car Radios

890,359 Sets Made

(RAB est.)

(July—EIA)

i 3,502 AM Stations

752 Fm Stations

Oclober 1960

Spot: Estimated national spot radio time sales [or the first six months of
this year, according to the Station Representatives .\ssociation, were
$85.909 million. This compares with an estimate of $85.923 million in
national spot sales for the same pariod in 1950, The SR\ points out that
these estinmited figures do not reflect the adjustments which avill be made
when the Federal Communications Conmnnission releases tlie official sales
ftigures for last year.

Network: NBC Radio is in a proht-making position for the first quarter
of 1961 as a result of net sales of over $1.25 million during a three-week
period last month, according 1o William K. McDaniel, vice president in
charge ol the network, “Ar the three-quarter mark of 1960,” Mr. Mec-
Daniel satd, “we are already in the black for the first full vear since the
early fifttes.” The Pepsi-Cola Co. continued to hold its number one posi-
tion among network advertisers in terms of total home broadcasts de-
livered, according to the A. C. Nielsen Co.’s monthly index for the period
ending August 7. Second and third places went to Chevrolet-General
Motors and Liggett & Myers Tobacco. The network leader 1n total com-
mercial minutes «elivered, the Nielsen report indicates, was Chevrolet
with 103,615,000. In second place was Pepsi-Cola with 101,929,000, fol-
lowed by Westinghouse Electric with 101,836,000 commercial minutes
delivered.

Local: A new KNX Hollywood sales record was recently established by
the siation, according to Gordon Mason, sales manager. He reports sales
totaling $108.000 for one day. The previous single day record, Mr. Mason
points out, was $100,000, set last April. Sales made to General Motors,
R. J. Reynolds, Umversal-International and General Foods helped estab-
lish the new sales peak.

Stations: The number o! am and fm stations on the air at the end of
August totaled 4,254, an increase of 17 (11 am and 6 [in) over the pre-
yvious month.

Contmercial AM Commercial FAI
Stations on air 3.502 752
Under constritction 611 85
Applications pending 102 190

Sets: Showing the effects of the traditional vacation period, total radio
production in July was 890,359, including 328,000 auto receivers, accord-
ing to the Eleciromic Industries Association. Total radio production for
the first seven months of the year came to 8,414,879, including 3,631,101
auto sets. Production figures for the same period last year were 7,936,621,
Total radio sales, excluding car radios, was 665.298; seven monih total
was 5,038,899. Sales total for the same period in 1959 wirs 4.583.240. Num-
ber of hin sets produced in July was 49,707. The sevenn month cuntulative
total was 192,242,

www.americanradiohistorv.com
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VHCTUALS
&
VIANDS

Here's food for thought: in
three short years food and gro-
cery advertising has increased
331¢; on WPAT! There's no
doubt about it. we're the very
broth of a radio station . . . the
favorite of butchers, bakers,
greengrocers and gourmets in 31
counties throughout New York.
New Jerscy. Pennsylvania and
Connecticut . . . an area wherc
more than 17,000,000 people
live. work and buy in more than
5,000,000 radio homes. The
proof is im the pudding, but
WPAT's power to move products
oft counters and into cupboards
is best illustruted by this list of
the people who make and market
Amcrica’s leading victuals and
viands: A& P, Arnold Bakers,
The Borden Company, Breyer's
Ice Cream, California Asparagiis
Growers Association, Campbell
Soup Company, Chock Full O
Nuts, Continental Baking Com-
pany, Country Club Ice Cream,
Dannon Yogurt, Dorann Foods,
Inc., Eskimo Pie Corporation,
Foremost Dairies, Good Humor
Corporation, A. Goodman &
Sons, Gordon Baking Company,
Grand Union, Gravymaster Com-
pany, Louis Sherry Company,

B. C. Bread Company, Nestle
Company, River Brand Rice
Mi:lls, Romanoff Caviar Com-
pany, Safeway Stores, Sara Lee
Products, Schrafft's (Frank G.
Shatteck  Company,) Standard
Brands, Inc., Tea Council of the
U. S. A., Tetley Tea Company,
Wheatena Company, White Rose
Tea. During the first six months
of 1960, all of them advertised on
WPAT, the station where radio
gourmets gather . . . the station
with the taste of success,

WPAT
&
WPAT-FM

I

for buyers and sellers of radio advertising

RADIO

OCTOBER 1960

VOL. 4 - NO. ]

- .« JN THIS ISSUE , . .

Radio Measures Up

25

Thiree-Part Store Detailing Néw' Studics,
And Techniques Used in Boosting Natignal Spoe

Publisher 'Discovers’ Radio 28
Growet & Dunlap Uses Network and Loadal
Radio {or First Time with Strapg Results
Radio Thaws Anti-Freeze Sales 32
Du Pont Doubles Radio Budget in Majak
Eftort to Establish New Anti-Freere
{t’s Local Service That Counts 37
NAR Survey hidicates Stations I'romoting
News, Editoriadiznig and Sports Prograns
Question and Answer 41
\geney Exccutive Desaribes How Radio
Ik Used ta Introduce New Auto Models
. DEPARTMENTS
Airwaves 3 Report [rom Ageitics 56
BP\ \lemo 52 Report Irom Canada 62
Comnerdial Clinic 48 Report on I‘”" 58
Wilimriii 68 Report from Networks 60
g b Report from RAB 54
Focus on Radmo 42 i
) w US.A 5 Report from Representatites 55
FHometown US.A 4 Silver APtk 98
Letters o Editon 271 Sou mities 7
Names and Faces 66 Station Log 50
Radjo Registers 53 Tiie Buys ]
Ridio Rescarch 64 Washington 13
Arnold Alperf Publisher
Jonah Gitlitz Editor Meniber of Business Publications
Arnd|d Bilses Maraging Beer Audit of Circulations Inc,
Rollie Devendorf Art Editor

Mary Lou Ponsell
Blanche Stein

Assistant Editor

Administration-Production

Seymour Weber

Office Manager

Jo Ganci Secretary o Publisher
Adeertising:
Shell Alpert V.P.-Adv. Dir.
Fest Const

Whaley-Simpson Co.
700 Montgomery Building
San Francisco |1, SUtter 1.4583

S Edith K. Wha|ey
216 S. Yermont
Los Angeles 4, DUnkirk 7.616% & 4140

unny americanradiohistory com

BPA

U. S. RADIO is published monthly by
Arnold Alpert Publications, lnc. Editeria|
and Business Office 50 West 57th Street,
New York 19, N, Y, Clrcle 5-2170. Chi-
cago, HIL—161 E. Grand Ave. WHitehal|
3-3686, Printing Office—3110 Elm Ave-
nue, Baltimore 11, Md. Price 35¢ a
copy; subscription, for US.A, $5 a
year which includes U.S. FM, monthly
publication alse published by Arnoid
Alpert Publications, Inc. U.S. Possessions

-and Canada $6 a year for both magazines.

Please advise if you move and give cld
and new address. Copyright 1960 by
Arnold Alpert Publications, Inc. Accepted
as controlled circulation publication at
Baltimore, Maryland.

U. S. RADIO « Ociober 1960 |
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HOUSE OF SOUNDS =i |

ﬂSZ Solid a< thie renowned rock . . . Streamlined as the

fabulous jets . . . Dependable as the morning light

in the East! . . . For thirty KTRH years the intangible
thing called radio has been moulded into a Jiving, virile
tangible . . . an habitual tangible of radio service for
iy given listener.

The farmer, the rancher, the home gardener . . . the
music, lover . . . the news enthusiast , . ., the fishierman,
hunter and sportsman . . . the homemaker . . . the
MONEY maker ... all ... each one. .. receive§ KTRH
radio service individually, as is to be expetted from a real
radio station’s schedule,

50 it has been for the past 30 years now . .. and it's good
to have such a record . . . dand to know you use our radio
aroduct so habitually.

Now comes a new decade of service . . . and there will
he more . . . but any day of any year of any decade you
#ill have full radio service on 740 . . . so begins another
30 with the “Golden 60's.”

KTRH s Houston’s powerful radio voice for 60,000
iquare miles . . . blanketing over 80 counties . . . serving
1,087,100 radio households including more than 4,000,000
deaple as

The news and information station
The variety station

The network station

The family station

50,000 WATTS

HOUSTON, TEXAS
REPRESENTED BY PETERS, GRIFFIN AND WOODWARD, INC,

www americanradiohistorv com
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In the Public Interest...
Another citation for WSB-Radio, The Voice of the South

g
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Congressman John J. Flynt {seated left) congratulates Frank Gaither, general manager of WSB-Radio, upon i
WSB's winning the special “Safetython” award given by the GAB. Looking on are Paul Reid, GAB award
chairman, and Elmo Ellis, \WSB-Radio program director.

Following a tradition of 38 years of broadcasting in the public
interest, WSB-Radio joined other broadcasters during the July 4

holidays to wage an unprecedented safety campaign to save lives ws B
on the highways.

The station utilized a three-pronged approach, featuring 1100 -
announcements, during a three-day period, with reports from the Rad I o
station helicopter, the mobile news units, and prominent state
and city officials. The Voice of the South [ Atlanta

This promotion was judged best by the Georgia Association Hepresmtidty
of Broadcasters among stations serving a market of more than
75,000 population. 1t is this type of programming in the public @@@

interest that has served to make WSB-Radio synonymous with
public service in the minds of listeners, and has wan for the
station a tremendous audience loyalty.

Affiliated with The Atlanta Journa] and Constitution. NBC affiliate. Represented by Petry. Associated with WSOG/WSOC-TV, Charlotte; WHIO/WHIO-TV, Dayton. L

6 U. § RADIO o Oclober 1960

Mddddsadaaakicaltadiohistan. com. _“
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Heavy Radio Load Prompts Pulse
To Postpone Orders for ““Specials”’

Adam Young Appraises Market
Data in Top 100 Areas

Do Stations See Need
To Simplify Rate Cards?

Radio Offers Book Publisher
New Promotion Opportunities

Another New York Station
Denies It's Up for Sale

U. S. RADID o Oclober 1960

Faced with onc of its busiest fall seacons in racio, The Pulse Inc. is not
accepting new orders for special studies until November 15. The cur-
rent workload in radio has been running at the rate ol 40 or 50 studies
a month, including both special and regular reports, according o George
Sternberg. Pulse service director. The major reason for this action is to
allow adequate time for the studies currenily being produced.

“Spot Markets 1960—100-Market Appratsal” is being released this month
by Adam Young hiic. The 32-page booklet is intended to serve as a mai-
keting guide to the use of radio in the top 100 markets. It will define
the areas of maximum advertiser interest for each market, providing
population, effective buying income and households hoth for the metro
area and the advertiser area. Frank Boehm, vice prcsident, research-
promotion, states the advertiser areas for this study have been arrived
ai by using the Rand-McNally trading area maps and drawing a 50-mile
radius from the center of each city. Exceptions to these are advertiser
areas that have been determined by an agency panel in previous listen-
ing studies. Source of the marketing data is Sales Management’s Survey
of Buying Power.

The “most constructive” step a station can take is to make its national
rate card easier to interpret, Radio Advertising Bureau finds in a survey
of its 1,200 member stations. The study shows that nearly half—48.7
percent—of the stations consider simplification of rate cards the impor-
tant need today. Many statious, especially those in Iarge markets, have
made changes in this direction over the past year. The survey finds that
58 percent of large-market stations have made attempts to streamline
their cards in the last 12 months. On the other hand, RAB states, in
small markets where rate structures frequently are less complex, 16 per-
cent report efforts towavds simplification.

A reminder that there are always important new fields to conquer is the
fact that Grosset & Dunlap Inc. is reportedly the only representative of
the $600-million-a-year book publishing industry making use of local and
national radio to generate sales on the retail book level. G&D had its
first exposure to the sound medium last year, and is coming back with
a bigger “edition” for the 1960 pre-holiday selling season. (See G&D
Discovers Radio, p. 28.)

Amid all the intevest surrounding the sale of \WWINS New York for the
all-time price high of 310 million, some New York properties have been
put in a position of denying they are up for sale. One such station is
WNMGMNI. Laurence Tisch, chairman of the board and chief executive
officer of Loew's Theatres Inc., states, “WMGMI is an extremely important
asset to our company. Lvery year, for a number of vears, the station’s in-
come and profit have substantially exceeded the previous year. . .. We
have no intention of disposing of WMGM at any price. As a mauter of
fact Loew’s Theatres Inc., will make every cffort to enlarge its activities
in the field of vadio and tv station ownership.”

=1

www americanradiohistorv com
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: KYWisway up
in Gleveland?

ce.With the most extensive interna-.
tional, national and local news cov-
erage in town. More people dial KYW
for News than anyother radio station
inCleveland.* KYW is your No. 1 radio
buy in Ohio’s No. 1 market.

.SP(CIAL PULSE STUDY MARCH 1960
Represented by AM Radio Sales Co.
Westinghouse Broadcasting Co., Inc.

S0

time buys

American Motors Co.

Agency: Geyer, Morvey, Madden &
Ballard Inc.. New York

Product: 1961 RANMBLER

Announcing a recond campaign to
introdduce the new Rambler, Anievi-
can Motors js buyving an extra 15

spots per weekend for a three-week |
period on NBC stations carvying its Ly

Monitor spots. The Mouitor sched-
nle will continue for 52 weeks, total-
ing 22 inuouncements cacl week.

Beech-Nut Life Savers inc.
Ageney: Charles 1V, Hoyt Ine.,
Praduct: BEECHENUT COFFEE

With an allradio budget, Bezech-
Nutstured a H-week spot canpaign
in mid-Septewher. Markets number
between 30 aml 1, fucluding Detroit,
uorthern Virginia and cities in the
Northeast. Total spots per week will
reach 200 in some nuwkets. Tiose-
Duyer is Doug Humn,

Bulova Watch Co

Agenay: MeCann-Erickson {U.S.A.)
Inc., New York

Prodw . WATCIHES

Bulova's fall schedute begins Oc-
taber 31 with 10-setond tiwe signals

slated 1o ring in 25 amrkes. The |

schedule culls for frequencies of 25
per week for each stadon. Phil Stum-
bo s the thumebuyer.

Cerebelli & Co.
\gency: Ellgion & Co., New Vork
Produce: BRIOSCHI TARLETS

The second flight of spors foi this
anti-acid ablet will begin mid-No-
vember i 16 markets, ineluding the
Northeast and Chicago, This flight
will run five weeks, using 30-second
ET's. Dan Kane, media director, is
handling the buying.

i itk
ATATATATATER G R EEIed B ISTeIRINSINIIDIBINIIG AT O100]

South Bend’s
Your

Best Bet

Put the odds in your favot — pick
the South Bend market. With a
Mectro Area houschold income of
$7553 South Bend whips the state
average of $6127 by many, many
lengehs. And this is only one part
of the South Bend market. Project
this basic area to the 36 Indiana and
Michigan counties covered by
WSBT, and it parlays 1nto an arca
with over $3.5 billion buying power!

WSBT is the area’s favorite . . , domi-
inates every 15 minute segment of
every broadcast day from South
Bend. The leading station in one of
the midwest’s richest markeces. So
put your products in the winner's
circle; pick the South Bend marker
and its dominate station ., ~ WSBT.
Call your Raymer man for complete
details. He'll rrot right over.

Ask Poul B, Raymer, Notianal Ripreseritotive

5000 WATTS
960 KC

SOUTH BEND, INDIANA
FIRST IN SOUND ADVERTISING

U. S RADIO o Qctober 1960
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WCOL.

SOUND
INFLUENCE

n

Columbus,

Ohio
Advertising is a true invest-
ment. It must be based on
sound judgment. In Colum-
bus, you get maximum re-
turns on your investment
when you advertise on the
New WCOL?
The New WCOL offers the
largest listening audience
at lowest cost*, Don’t spec-
ulate with your dollars. In-
vest in New WCOL Blue
Chip advertising for great-
est returns,
*(You invest in the largest
share of audience for less
than half the cost per
thousand listeners of other
media. Ratings and CPM
figures on request.)

24 hours a day broadcasting
1230 AM 923 FM

The New

O The Capital
Station

Columbus 15,
Ohio ‘Represented by:!

(UI" Jrobert o. eastman » ¢O., u.

_— .

NOW we can offer you

PROVEN
RESULTS"

with these

TELE-BROADCASTER STATIONS

IN Los Angeles-

(SPANISH LANGUAGE
MARKET)

IN San Francisco m |
(SAN MATEC)

% TOP RATINGS IN
AUDIENCE

“ MORE LISTENERS
PER DOLLAR

% SPONSOR PREF-
ERENCE AFTER
TRYING “BOTH”
STATIONS "

For facts & figures CALL
A TELE-BROADCASTER ST_ATION

BECAUSE WE
PROGRAM TO
PLEASE LISTEN-
ERS AND TO
PROMOTE SALES

U.S. RADIO & Ociober 1960

time buys

Cities Service Co.

\getrey: Ellington & Co.

Product: GASOLINE

A llight of minutes and HD's just
started i1 60 markets. Schedule s
runping for four weeks in eastern
markets, five in  the mid-west,
Wednesday, Thursday and Friday
are the f(avored days lor minutes,
weekends are reseived lor  1I)s.
Media director Dan Kane bhandies
the buys.

d-Con Co,

Agency: The Thompson-Koch Co.,
New York
Product: MOUSE PRUFE

~ Going into 30 markets, this prod-
uct will be advertised through the
end of the year on stations with
“area coverage.” ldea is to reach
suburban house-holders bathered
with wmice. The schedule will run
through December, using an aver-
age of three spots per week. Bob
Hall is the timebuyer.

d-Con Co.

Agency: The Thompson-Koch Co.,
New York

RODENTICIDE

Back on farm radio after a sum-
mer break, the vat-killer spots are
ruiming in 125 markets. Frequencies
vary from three to 12 spots per week,
depending on the market. On some
stations, five and 15-minute f{farm
programs carry the message. Time-
buyer is Bob Hall.

Product:

E. I. duPont de Nemours & Co.
Agency: BBDO Inc. New York

[ Product: (FABRILITE)

Spots for this product, a plastic-
ike fabric used in upholstery cover-
ing, started this month iir 25 markets.
| Fabrilite, sold in venetian blind
stores and similar outlets, is being

advertised in this campaign to ap- |

peal to the “do it vourselt” home-
maker. The station list was the re-
(Cont'd on p. 10}

KYWisway up
in Cleveland?

KYW reaches more gduitsin more
homes throuvghout the day than any
other radio station in Cleveland.* It’s
your No.1 radio buy in Ohio's No. 1
market. *uou..FRI., PULSE, HOOPER & NIELSEN

Represented by AM Radio Sales Ce.
Westinghouse Broadcasting Co., Inc.
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LOWELL
THOMAS

For the sixth successive year Lowell
Thomas is on CBS Radio for General
Motors, World traveler, explorer, lec-
turer, author, his first-hand krowl-
edge of people and places gives his
newscasts special colorand authority.
And his long-term association with a
single company poirits up the cumu-
lative advantage of sponsoring an out-
standing personality year after year.
{r all radio Lowell Thomas—and his
colleagues—are the kind of company
you keep

ONLY
ON CBS
RADIO

10

f time buys [Cont'd from p. 9}

| sult ol chent recommmendation, and
halds to the wp-rated station i cack
market, Macon, Ga., and Jacksou,
Miss,, are typical of the market
size. W\ scattering of 10 extra min-
kets includes Chicago as the largest
one. Running for four weeks, fre-
guencies in the campaign are six
spots a wecek during driving time.
Bob Svers is the timebuyer.

Eastern Air Lines Inc.

\geney: Fleteher, Richards, Calkins
» Holdew Iie,, New York

Product: AR TRAVEL

Another 13 week (light Kicks off in
25 major markers next month. Mini-
mum number of five spots a week
will run in sowe markets, with
Lirger schednles in others. Package
plans are being hought on seme sta-
tions.  Jun Kelly is timchaver.

Ford Motor Ca.
Mercury and Linzoln Div.

Ageucys Kenvon & Eckhardt Inc.,
New York

IProduct 1901 MERCURY

A heavy aunouncenment Gnnpsign
started October 3, will 1un six weeks
on 210 saations i 71 markets. Fre-
quency Tor the minute spots 1anges
from 20 w 70 per week, Scheduled
i wrathe times, the messages e i
the 6 aane 1o 10 an, and 1 to 6 pan,
slots,  Mercury deisler associations
(there are 23) ave ruuning regional
cunpaigas to supplement national
spot. Tiimebuyer is Ed Kobzi.

Gasoline Tax Education Commission

Ageneyi Sullivan, Stauffer, Colwell
and Bayles Inc., New York

A H7-State spot vadin  campaigit
started October 11, in an effort w
nutke the public aware of the amount
ol tax (hie consumer pays per gatlon
of gaseline. The campaign using
30s, 20s ad 10s iy on the aiv in 4
total of 150 markets. Frequencies
vary [rom light to heaxvy with an axv-
erage of 20 spots per week. Copy
varies i each state to accommmodate

the tax varlance across state borders.
Timehnyer 4s Boh Ridge.

Ceneral Motors Corp.
Buick Division

Ageuey: McCann-Eyickson Tue.,
Detroit

Product: AUTOMOBILES

Introducing the new Buicks with
spot radio in 90 o 100 markets,
M-E'S hrst flight began September
26 for three weeks. After a two-week
intering, spats will be on for another
three weeks. Fregueneies run as high
as 25 spats per day in somearkets,
with a low of 10 or 12 in others.
Minutes and 20 canry the inessage,
and e wotal campaign  involves
some 275 statious, On  network,
Jwick iy sponsoring 12 fiveaninuge
Bob 1lope shows per weckend on
NBC's Monitor. "T'he network sched-
nle is 10 weeks long, heard in 195
markets. “Timebuyer is Judy An-
gerson,

Knomark Inc.

Agency: Mogal, Williams and
Saylor Inc., New Yark

Praducy; ESQUIRT. BOOT
POLISH

A subsumtial  budget  ingrease
shines Lrigin for radio in a fall push
inothe top 15 markets, Announcing
that the “odor is out,” the connner-
cials featare o new Hsecond radio
jingle. The six-week campaign be
gan the list week of Septeniber, with
schedales of 80 antounceiments per
week,

V. La Rosa & Sons Inc.

Agemy: Hicks & Greist Ine.,
New York

Modurts MACARONI
PRODUCTS

An carly fall drive for this account
will start about October 18 and run
a total of 13 weeks. Complete line
ol LaRosa products will bhe adver-
tised in 30 markets, mostly in the
cast ud mid-west.  Schedule calls
for U¥ spots per weck, Monday

U. S. RADE) »  Octobes 1960
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time buys

through Friday. Some spots are live,
others ET. Len Soglio is timebuyer.

Nestle Co.
IWm. Esly Co., New York
INSTANT NESCAFFE

Agency:
Product:

Stations are still being added to
the 12-week Nescale huy that started
in September. Between 80 and 90
markets are included in the cam-
paign to date. Announcements are
minutes and 20's, all ET's.  Jack
Nugent is timebuvyer.

Parker Bros. Inc.

Agency: Badger, Browning &
Parcher Inc., Boston

Product: GAMES

Seeking out the housewile who is
buying for Christmas, "arker Broth-
ers will start a campaign in early
November in 40 o 50 markets. A
fiveweek campaign begins Novem-
ber 4 in some markets, a six-week
drive on November 7 in others.
Spots will fall mostly between 9 a.n.
and 4 p.m., although some will run
during morning driving hours. At
least 25 percent ol the bulget is go-
ing into spot radio.

Pierce’s Proprietaries Inc.

Kastor, Hilton, Chesley,
Clifford & Atherton Inc.,
New York

DR. PIERCE'S GOLDEN
MEDICAL DISCOVERY

Agency:

Product:

The first of two 16-week flights
starts October [7 in 30 narkets.
Minutes will yun in the morning
times. After a Christmas hiatus, the
second flight will begin about Jan-
uary, [961. Dorothy Glasser is the
timebuyer.

Remington Arms Co.
Agency: BBDO Iuc, New York

REMINGTON CHAIN
SAWS

Product:

“no-acver-
policy for this product, the

After several years of a
tising”

U. 8. RADIO o Oclober 1960

..\gency:

company expects to  highlight it

chain siws in g spot radio ciimpaign
tentatively plmmed to kick-oft some
time in November, 1 advertising
plans  progress along the current
route, radio will get die bulk of the
budget.

Standard Brands Inc.
Ted Bates & Co., New York

BLUE BONNET
MARGARINE

Product:

About 10 markets will be added
this month to the current schedule.
Flights run from lour to eight weeks.
The total campaign involves some
50 warkets, and 50 to 100 spots per-
week. Timebuyer is Bob Decker.

Universal-International Pictures Corp.

Product: MIDNIGHT LACE

Promoting this ilnt’s introduction,
Universal is using radio heavily, pin-
ticularly in light of the radio popu-
larity of its singing star, Doris Day.
The film opens October I3 in New
York, and will be introduced in
about 40 major markets through No-
vember 30. Radio budgets for each
city may run from $750 to $1,500.
Once AMiduight Lace is unveiled in
the top markets, it will move to
smaller ones with proportionate
radio budgets.

Warner Bros. Co.
Agency: Blatue-Thowpson Co., New
York

"SUNRISE AT CAMPO-
BELLO"

Product:

A heavy saturation campaign on
fm stations is the prospect for this
film as it opens next month in a
number of cities. Agency feels it can
best reach a discriminating audience
with fm ntilizing a modificd hard-
sell. The commercials will outline
the reserved seat plan which gives
people a chance to buy tickets in ad-
vance. Some am stations may be
used, but fm will be the number one
air medium. Timebuyer Lee Fran-
kel.

www americanradiohistorvy com
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ARTADR
SODEREY

A legend in his own time. A per-
sonality without peer. Philosopher,

story teller, news maker, eataIJst

he brings to each hstener an imme-
diate sense of personal participa-
tion. As if that weren’t enough, he
Just happens to be the greatest
salesman in brondeastmg history.

In all radio, Godfrey is the kind of
company you keep .

KRk ]
a] u_u
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ATCH
HOUSTOY!

now {he

e Rl O et
EEPY ) S s L T

th largest

in e
nation

1960 CENSUS

and here are Houston’s leading advertisine media:

THE HOUSTON POST

Moloney, Regan and Schmitt, Inc.

KHOU-TV

Representatives
H-R Representatives, Inc,

KCOH

Representatives
John E. Pearson Company.

KPRC
Representatives
Edward Petry & Company;Ine.

- Houston s

KTHT

Representatives
Avery-Knodel, Inc.

|

Detro

b

HOUSTON IS
A MUST BUY IF YOU

WANT THE TOP SIX'!

Representatives

KTRK-TV

Representatives
George P. Hollingbery Company.

KPRC-TV

Representatives
Edward Petry & Co., Inc.

KILT KNUZ
Representatives Representatives
John Blair & Company. The Katz Agency, Inc.

KTRH
Representatives
Peters, Griffin, Woodward, Ine,

Representatives
H-R Representatives,

U. S$. RADIO o October 1960
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washington

NAB Action Seen Improving
Radio Code’s Efficiency

Four Projects Designed to Boost
And Bolster Station Editorials

NAB Implements New Format
Far Series of Fall Conferences

McCollough Offers Views on
| Amended Communications Act

U. S. RADIO o October 1960

Veteran broadcaster Charles M. Stone, hias been named to newly-created
post of {ull-time director of the Radio Code of the National .\ssocia-
tion ol Broadcasters. The code administrator will report to john F.
Meagher, NAB vice president for radio. The duties of the code director
include assisting in the preparation of a monitoring program to insure
code compliance by subscribers, Mr. Meagher said. At the same time,
the Radio Code Board, which is headed by Clifl Gill, president and gen-
eral manager of KEZY Anaheim, Calif., also mapped out a campaign
to step up subscription to the code. Attempts will be made to explain
the benefits of the code through State Broadcasters Association meetings,
through sales efforts of the NAB station relations staff and through a
complete presentation at the eight NADB fall conferences. According to
Mr. Meagher, subscription to the code is now “well past the 600 mark.”

Broadcasters will soon be seeing the results of a recent meeting of the
Editorializing Committee of the NADB. The group approved four proj-
ects to assist and encourage broadcasters to editorialize. Included among
these projects are: (1) Compilation of a file of specific instances show-
ing what individual stations accomplish when they editorialize. (2) Up-
dating and revision of the NAB publication, Editorializing on the Air,
to reflect latest developments, and to contain examples of techniques
as well as a check list for stations planning to editorialize. (3) Frequent
mailing of selected case histories on editorializing to member stations
of NAB. (4) Compilation and dissemination of a list of problems which

may have been encountered since radio station editorializing became
more prevalent.

NAD will put the new format it has developed for its annual series of
fall conferences for broadcasters into practice at the first session being
held in Atlanta, Ga.. this month. The new approach, it was explained,
calls for a “study in depth of people and politics, problems and profits.”
Everett R, Revercomb, NAB acting administrator and secretary-treas-
urer, said the Atlanta conference, and those to follow, would explore
“the many pressing problems confronting broadcasters in a time of crisis
and decision. Chiel among these is politics—the science of government,
the mechanics of government and their relationship to the broadcast
industry. This is the most important problem [acing broadcasters to-
day,” Mr. Revercomb says, “and will be the subject of a study in depth
in all its phases.”

Clair R. McCollough, chairman of the Policy Committee of the NAB,
and president and general manager of the Steinman Stations, Lancaster,
Pa., recently issued a statement dealing with new amendments to the
Communications Act signed into law last month. Mr. McCollough said,
“The broadcasting industry has no patience with pavola and the rig
ging of quiz shows and, as industry spokesmen testified before Congress,
is satisfied to have such practices spelled out as criminal offenses. NAB
is happy that Congress removed from the legislation a proposal to per-
mit the Federal Communications Commission to suspend station licenses.
This would have placed an intolerable burden on individual broad-

(Cont'd on p. 14)
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Here's

the prescription for
sales  success:  advertise  on
WPAT. A buim to Greater New
York, we're a positive tonic to
the men who make and market
America’s lcading drug products,
cosmetics and toilctries. Listened
to throughout 31 countics in New
York, New Jersey. Pennsylvania
and Connecticut where more than
17,000.000 people live, work and
buy in more than 5,000.000 radio
homes. WPAT is heard and pre-
ferred, among other places, in
more ol the Metropolitan area’s
6,000 independent retail pharma-
cies than any other station. That's
what we call point-of-purchase
penctration in depth. And therc’s
no doubt that it moves merchan-
dise, Which probably cxplains
why our drug product, cosmetic
and toiletry advertising has in-
creased 327% in the past three
ycars, thanks to advertisers like
these: Bell Mack Laboratories, A.
Brioscli, Bristol-Myers, Colgafe-
Palinolive Contpany, Coty, Lever
Brothers, Miles Laborataries,
Pomatex, Prince Matchubelli,
Schick, Shampion, Shulton,
Squibb Pharmaceutical, Sterling
Drug, Warner-Lambert Pharma-
ceutical. All of them have adver-
tised on WPAT . the station
with the look of success.

WPAT
&
WPAT-FM

14

WASHINGTON (Cent'd from p. )3}

casters. While NAL believes
fines are nunecessary, it is pleased
that the legislation enacted contiains
provisions for appeual to the courts
and other safeguards.”

Guidance Furnished on Sponsor
Identification Requirements

Member radio stations of NAB have
received a guide for nse in comply-
ing with sponsor identification ve-
quirements of  the  newly-enacted
amendments to the Comniunications
Act. T'he lour-page sheet mailed by
Nouglas AL Anello, NAB cliiel coun-
sel, comains 27 examples which
were outlined in the Congressional
report adopting the legistation. One
exantple  pointy out  thar ne an
nountement ol apomsorship is re-
quired where rvecords are supplied
10 dise jockeys or stations unless the
record distributor “furnished more
copies ol a particular record than are
needed lor broadeast purposes.” :An-
other example shows thit spronsor
idemification would De required il
an announcer should recgive air iu-
tomobile lor his own mse in return
lor an on-the-r menuton of the
auto manulacuirer’s products.

Aviation Agency’s Views on
Radio Towers Opposed by NAB

I'he NAD is taking the position that

“thie final authority in determining
whether construction of a radio o
ty tower would constitute a hazard
to air navigation rests with the Fed-
eral Communications Commission.
I'his position was taken in cont-
ments filed with the FCC in answet
to a statement by the Federal Avi-
ation Agency secking final approval
by the aviation agency before such
a tower could be built.

The NAB answer said the intein
of Congress to place hnal jurisdic-
ton in the FCC was “clearly mani-
fested” in the Communications Act
of 1934, and has been “sustained in
clear and unequivocal terms by the
courts.” Furthermore, it said, an
examination of the Federal Aviation
Act setting up the aviation agency
discloses “no authority, expressed or
implied, to exercise final jurisdic-
tion over broadcast transmission

towers is vested in the FAA.” o o o

that |
)

Important new
development for

ALL NETWORK
TV USERS

» Total U.S. Sample

¢ Multiple Audience
characterijstics

¢ “Customer Count’*
x *x %

Fagy detuils wrile or phowe
your unearest Pulse office

LOS ANGELES
6399 Wilshire Blvd.
Olive 3-7733

CHICAGO
Tribune Jower
Superior 7-7140

NEW YORK

730 Fifth Avenne
Judson 6-3316

SAN JUAN, Puerto Rico
1>.0. Box 3442
Telephone 63164

LONDON, England

11-42 Dover Streot
Hyde Park 0-294

730 Fifth Ave. |
New York 19

UL SE, Ineo.
o

INTERVIEWS
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IN
BALTIMORE
DO

As

THE
NATIVES
DO!

MORE "NATIVE" MERCHANTS BEAT THE DRM ON
W-1-T-H THAN ANY OTHER BALTIMORE RADIO $TATION!

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? Foliow the iead of the local advertisers...men
who reaily know the market: buy WI'FH and Baltimore buys you!

RADIO

/
PERSONALITY Bailtimore

Tom- Tinsley, President; R. C. Embry, Vice President; NATIONAL REPRESENTATIVES : SELECT STATION REPRESENTATIVES in New York,
I::altxm_ore. Washington and Philadelphia; apaam vouxa in Boston, Detroit, Chicago, St. Louis, San Francisco, Los Angeles, Min
nepolis, Milwaukee, Cincinnati, Cleveland, Pittsburgh and Seattle; jaMEs s, AvERS in the South and Southwest.

U. S RADIO o Oglober 1960 15
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WLW RADIO TOTAL AUDIENCE

Number of Radio Homes Reached Per Broadcast. Average V4 Hour Per 3-Hour Day Pari—6 AM 10 6 PM

10,000 20,000 30,000 40,000

Station B -
Station C

Station D

Station E

WLW radio again lengthen:

WLW RADIO METROPOLITAN CINCINNATI AUDIENCE

Number of Radio Homes Reached Per Broadcast. Average ¥4 Hour Per 3-Hour Day Part—6 AM 10 6 PM

2,000 4,000 6,000 8,000

Station B . ! —_—
Station C.
Station D

Station E

U. S RADIO « October 1960
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’, b
m QM
50,000 \ * 60,000 70,000 O\ 80,000 Y){, 90,000

20,000

with audience among
top 10 in America

1 and first in Cincinnati
B World's Highest Fidelity
B 3 Radio Station 38th year on the air

Crosley Broadcasting Corporation, a division of Avco
B }as s 0 ¥ e e

U. S. RADIO o October 1960 17
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LONG ISLAND IS A MAJOR MARKET!

THE VOICE OF LONGISLAND

THE GREATER

LONG ISLAND MARKET
(Nassau-Suffolk)

SPHOGTIOE_ OGP OTHOTT

MORE AUTO

STORE SALES
ARE MADE ON

LONG ISLAND
- THAN IN

WASHINGTON, D.C,,
WORCESTER AND
WACO...

PUT TOGETHER!
*409,707,000

{Sales Mgt )

SO OT OSTHOGOGT

WHLI

Dominates the Major Long Island Market (Nassau)
... Delivers MORE Daytime Audience than any

other Network or Independent Station!
{Pulse),

-=--=-010,000 warrs

“WHLI

HMEMPSTEAD WW

LONG ISLAND, N Y, M "M

Represented by Gil)-Perna

AM 1100
FMm 9823

ates.

Under the leadership of Arihur Hull
Haves, president of CBS Radio, ane
ol the most significant CBS affiliate
cpnventions was held late last monih
o provide final approval to modifi-
cations in tlie Program Consolida-
tion Plin.

Fhe original PCP, whidi was n-
stituted i January 1959, has been
responsible tor CBS Radio’s return
to the positive side of the ledger for
the tinal quarter of 1939 and the first
six montlis of this vear. And M,
Hayves is confident this happy experi-
ence will continne.

Tlie new madifications place great-
¢1 empliasis on news and public al-
{airs—"“the one kind of program-
ming hat a natienial network has al-
ways Dbeen able to do best,” Mr.
Flayes siates.

“PCP has proved a great success
botl. for the network and its aflili-
Fromr our standpoiiit, costs
were reduceil and station clearance
problems were eliminated. The sta-
tions, on their part, welcomed the
freeing of program time while the
all-important ‘network sound’ is re-
tained. That ‘sound’ awill remain, of
course, by the idemifiable quality
of the news, Arthur Godfrey, Garry

THIS MONTH:

ARTHUR HULL HAYES

Président, CBS Radio

Leads Way in New Changes
For CBS Network Programming

Moore, Art Linkleuer, Bing Crashy
and Rosemary Clooney.”

My, Hayes, who became president
of CBS Radio in April 1955, has
spent his entire business caveer on
hoth sides of the advertising fence—
agency and media. He was gradu-
atedd from tie Unjversity of Detroit
in 1926,

After two years in the vational
advertising department of the De-
troit News, he joined the media de-
partment of Campbell-Ewald Inc.
He became assistant 1o the vice presi-
dent in charge of media and in the
carly 1930's, with the onrush of
broadcasting, Mr. Hayes organized a
radio department for the agency.

He started his CBS career in Jan-
uary 1931 as an account executive
for CBS Radio Spot Sales and was
appointed eastern sales manager a
year later.

In 1938, Mr. Hayes was named
sales manager of WCBS New York
and became general manager of the
station in 1940. In February 1949,
he headed west to become vice presi-
dent in charge of the network’s San
Francisco office, following the .'lcqui-
sition of KCBS (then under the call
KQW). He remained there unul
assuming the post of president. o » ¢

Octiiber 1960
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New 93-county Pulse
confirms historic fact

of WHO'’s impact
in farm homes!

WHO Radio coverage area
is America’s 14th largest radio market!

ACH year since 1938 the “lowa Radio Audience

Survey"” has proved 50,000-Watt WHO Radio

to be the great favorite of Iowa farm radio families.

Listenership of our Farm News programs has always

topped those of the next swo, three or four stations
combined!

1960 is no exception! Proof is in the new 93-
County Area* Pulse Survey which covered an area
served by more than 85 radio stations.

WHO Radio farm ratings are phenomenal during
the periods when farm families listen mo0st to radio
(6 a.m.-8:30 a.m., Noon-1:30 p.m., 5:30 p.m.-7:00
p.m.— Monday through Saturday). For example,
WHO Radio’s share of farm homes using radio

exceeds that of the next zhree stations combined in
70% of all quarter hours surveyed. It exceeds that
of the next rwo stations combined in a// quarter hours.

But the farm radio audience accounts for only
284% of all homes reached by 50.000-Watt WHO
Radio in this tremendous 93-county area. WHO
Radio's showing among urban radio families is
equally spectacular.

Ask your PGW Colonel about all the up-to-date
facts on WHO Radio — serving America’s 14th
largest radio market! ’

*This area includes 68% (93 of 137) of the counties in which
WHO Radio has 10% or more NCS Ne. 2 penetration.

WHO

for lowa PLUS!

Des Moines ., . . 50,000 Watts
NBC Affiliate

which also owns and operates
WHO-TV, Des Moines; WOC-TV, Davenport

| WHC Radio is part of Central Broadcasting Company, l

Col. B. ). Palmer, President
P. A. Loyet, Resident Manager
Robert 11, Harter, Sales Manager

“;—:F Peters, Griffin, Woodward, Inc., Representatives

U. S. RADIO o October 1960
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In the world of Arnold Stang spot is a very big deal. His spot campaign for Chunk;
Chocolate Corporation is a tremendous sucecess in a powerful and versatile medium. If
made famous the comedy buy-line —“Chunky! Whatta chunka chawklit!” The Chunky
Chocolate people — and Arnold — know the value of spots well placed. Nothing is more
flexible. You sell your prdducts where they are, with maximum exposure, high return
and no waste, and when it comes to smart placement call your HR man. He’s an expert

Television, Inc.
Representatives
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LETTERS TO
THE EDITOR

Reaction

I must say that the article on Mary
Ellen’s was absolutely terrific and
compliment vou on it. (Regional
Saturation Jells Sales for Aary El-
len’s, Septemiber, 1960) .

Please accept my sincere thanks
for a wondecriul story on Mary El-
len’s,

Robert L. Whitehead

Account Executive
Guild, Bascom & Bonfigli, Inc.
San Francisco

Requests

It is my understanding that you
have recently published an article
entitled Radio: d-Con’s Pied Piper
(February 1960)

Since we have a client who also
sells rodenticides, a reprint or copy
of this article would be helpful to us
in evaluating how d-Con uses radio.

Richard T. Kass

Research Depariment
Kiou, Yan Pietersomm, Dunlap, Inc.
Milwaukee

I read your Comnercial Clinic
(August 1960) with great interest.
I would like to write to the Jingle
Mill for additional information.
Would you please send the address?

Donald Stoli

Advertising Department

Ex-Cell-O Corp.
Detroit

Would you please send any infor-

any source of information that I
may be able to research mysell. I
am looking primarily for statistics.

R. K. Sagness
Librarian

All-Canada Radio and
Television, Lid.
Toronfo

I would appreciate receiving a
copy of the May, 1960 issue of u. s.
RaDIO. I am especially interested in
the public service articles in this
issue.

Calvin C. Asnold

Accounf Executive
The Jay H. Maish Co.
Marion, O,

{Cont'd on p. 23}
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NOW on the AR!

Houston's most-powerful

F M ranio station

Operating from
544 Ft. Tower

595 feet above
mean Sea Level

64,240 Watts ERP

102.9 me

M...
HOUSTON'S
"SECOND
BEST

AIR MEDIA
BUY

, P
w

Y

| 3

matton you have regarding fm in |
Canada and the United States, or |

3
=y
¥
3

DELIVERING ALMOST TWICE AS MANY HIG INCOME
FAMILIES PER DOLLAR INVESTED AS MASS MEDIA

(1960 Alfred Politz Major Market FM Study—July, 1960 Issue U.S. RADIO)

National Reps.:
e New York e Chicago o Detroit e Atlanta e St. .Louis
e San Francisco - ¢ Los Angeles ¢ Dallas

IN HOUSTON, CALL DAVE MORRIS, JAckson 3-2581

I<ecQu1E&5

“AFFILIATED WITH K-NUZ AM
HOUSTON'S NO. 1 BUY AT THE LOWEST COST PER THOUSAND

21
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Jetteison Standard Broadcasting Company

WBT

CHARLOTTE, NORTH CAROLINA

o T A R A o

REPRESENTED NATIONALLY BY
CBS RADIO SPOT SALES

the p ,uS‘ of tacilities

Varied. creative programming demands
(ull. flexible facilities. The mfluence

of WBT's superior [actlities in producing
a plus of audicence 1s wmdirect but
indispensable to advertisers.

WRBT adds up!

POWER -+ PERSONALITIES + PUBLIC SERVICE 4+ CREATIVITY 4 ADULT ACCEPTANCE

22
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NEGRO
Community Programming

SPANISH/PUERTO RICAN

Programming

HOURS DAILY

of Whirl-Wind sales action

WWRL

NEW YORK DE 5-1600
*10:00AM.-5:30PM
**5:30PM-10:00AM

U. §. RADIO o October 1960

LETTERS {Cant'd from p. 2I)

I would appreciate it if you would
send me your inlormation on radio
advertising, us mentioned in  the
February 25, 1960 issue of Real Es-
tate Opportunities.

Mary E. Smith
Marvin L. Smith, Realtar
Eureko, Calif.

An article in your Septembcer issue
is of considerable interest to one of
our salesmen. [t's the article on page
39, Do You Believe That All Night
Radio Can Be Used Effectively by
an Advertises? Could you supply us
with copies or reprints of this article?

Dan Burnes
KSD
$t. Louis

Silver Mike

Thank you for sending me the
very handsome “Silver Mike." This
is, tndeed, a very happy presentation.
Frankly, I did not expect anything
as nice as this,

I thank you very, very much.

Fred Rabell
Managing Directar
KITT(FM)

San Diego. Cualif.

Us. FM

The announcement in vour Au-
gust issue that you have started the
publication of t. s. Fx is the great-
ets news to come out of a really fine
publication.

I wish to enter my subscription to
U. s. rap1o and . s, ¥y for our sta-
tion.

Best wishes {or continned success.

E. F. Jones, Jr.
General Manager
WFMG

Gallafin, Tenn.

I have enjoyed your first issue of
u. s. FM and was pleasantly surprised

at the wideness and scope of the cov-

erage of our medium,

Enclosed find our order for a
year’s subscription to your excellent
magazine.

M. C. Patterson, Jr.
Station Monager

WYCA(FM)
Hammond, Ind.

Please put me on the subscription
rolls for u. s. RADIO and U. s. Fa.

Congratulations on your great
step forward,

Thomas J. Daugherty
Meanager

WKJF(FM)
Pitisburgh, Pa.

www americanradiohictorv com

We've got the moxic, make no

mistake! And that’s why soft
drink advertising has increased a
smashing 121% in three short
years on WPAT. There’s nothing
like the sparkling effervescence of
our programming for refreshing
soft drink sales throughout 31
countics in New York, New Jer-
sey, Pennsylvania and Connecti-
cut . . . an area where more than
17.000,000 pecople live, work
and get thirsty in more than
5.000,000 radio homes. Ask the
purveyors of America's leading
potables. Ask Canada Dry, Coca-
Cola, Hoffinan, Nehi, Pepsi-Cola,
Seven-Up, White Rock or any-
body else who, in the last three
vears. has advertised on WPAT,
Popularity moves products and
you get popularity in the big. big
bottle on WPAT ... the station
with the sound of success.

WPAT
&
WPAT-FM
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QUALITY BROADCASTING i
SELLS

RICH, RICH
SOUTHERN
NEW ENGLAND

QUALITY IN AIRCRAFT ENGINE DESIGN IS REPRESENTED BY PRATT AND WHITNEY AIRCRAFT OF

EAST HARTFORD, CONNECTICUT, WORLD'S LEADING PRODUCER OF JET ENGINES.
. & \
PRATT AND WHITNEY ENGINES POWER NINE OF EVERY TEN DOUGLAS DC-8 AND BOEING 707
JET AIRLINERS IN SERVICE THROUGHQUT THE WORLD,
IN RICH, RICH SOUTHERN NEW ENGLAND, QUALITY IN BROADCASTING HAS BEEN THE

HALLMARK OF WTIC RADIO FOR THREE AND ONE-HALF DECADES.

WTIC 50,000 WAattS hHartForp, conn.

REPRESENTED BY THE HENRY |I. CHRISTAL COMPANY

— —_ . amaricantadiohistorv.com
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Radio Measures Up

A three-part story detailing moves afoot

to increase measurably radio’s national volume

FAST START

From a radio point of rview. the start of the new adrertising
season 1s off to a [ast start. The adjacent lead story explains
somne of the important things that are happening as radio appears
to be gearing for one of the most forceful selling vears in recent
memory.

Coincident with the start of the new ndrvertising year is the fact
that U. s. RaAD10 begins its fourth year of publishing with this issue.

Looking back for a moment. it is easy to observe the growth of
ithe radjo industry during these few vears.

The nuumber of stations on the air has grown from 3.113 amn
and 332 fm recorded in the October 1957 issue of U. . RADIO (0
3.502 am and 752 {m stations currently operating.

Radio’s great out-of-home storv was just getting started that
vear. Sales of portable sets in 1957 came to 3.846,000 compared
with the most recent sales figures for 1959 of 7.687.000.

Total radio set sales in 1957 came to 11.777.000 compared
with 18.167.000 in 1939.

Those who have been following the developments in radio know
that the real growth years are ahead. v. s. RaDIO is proul to be
a part of this story.

U.S. RADIO & October 1960
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One of the most aggressive
selling seasons in the history
of radio is in the making.

Nationally and locally, concerted
efforts are being made to enlarge the
national sales horizon of radio.

Leading the wayv are new research
studies confirming the efficiency of
1achio buving. In addition, represen-
tatives are urging stations to get be-
hind the bandwagon and push if
thev want to see a measurable in-
crease in national volume.

As for research, Radio Advertising
Bureau has published a new study
that confirms radio’s adult dominance
during the daytime hours.

William C. Dekker, vice president,
media director, McCann-Erickson
Inc,, New York, says ol the RAB
study: "The comparison of radio’s
adult audience reach during day-
time in 1960 versus 1938 contained
in this 2¥-market RAB study docu-
ments once again the growth of day-
time radio during the past two
vears.”

In another research study, Peters,
Griffin, Woodward Inc. and A. C.
Nielsen have teamed up to show the
veach and efficiencv of spot radio,
There's a special spotlight cast on
the power of weekend radio.

In addition. many representatives
are pressing their stations to cooper-
ate locallv in creaung a national
demand for radio use. An example
of what can be done i> explained by
Morris §. Kellner, vice president-
raclio, The Katz Agenev Inc, in a
point-bv-point analvsis of how sta-
tions can “cultivate” the local broker
or distributor o increase the use of
radio nationally.
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EFFICIENCY

The couciseuess of radio's sales
story angl veasons for its advertising
cilectiveness arc cxploved i new
RAB rescarch.

The project provides the same an-
sWer Lo Lwo (uestions.

The questions:

(1) What segment of the Lunily
does the buying?

(2) What segment of the Lamily
listens to radio more than v during
the entire daytime hours?

Amswer for both: Adulis (18 years
ol age angd older).

Taking the second question first,
RAB finds that in every hour trom,
6 a.r s b pan,, radio’s penewration
ol the adult consnmer audience is
greater than w's. These are the

One ol the nrost important blasts
at the "walhe times” craze in radio
has resulfed irom the study on ra-
dio’s  pencuration  co-developed by
Peters, Grilhin, Woodward Inc. and
the .\, C. Nielsen Co.

I'lre purpose of 1he overall study
was to provide a media planning
guide to the penctration and cost
cthciency of national spot radio in
the top 100 markets. The study ac-
complishes this and more,

A major facet of the project shows
that in reach and frequency as well
s innudience composition, weekend
radio compares very favorably with
the crowded weekday driving times.
Here are conrparisons of two sched-

What car stations do to help rhem-
sclves andd their representatives in-
crease the flow of nadonal woitey
o radio? Plenty, judging by a list
ol specific recommendations pre-
parcd by the Katz Agency Inc.

Particularly, Morris §. Kellner,
vice president in charge of radio,
urges stations to “cultivine” the lo-
cal contact ol the national client.

The following evaluation of what
can be done is presented by Mr,
Kellner in vesponse to a plea for such
advice from Kenneth Church, vice
president, Taft Broadcasting Co.

“Frankly, 100 many of us in radio
have been tco casual in our efforts
to culivaie lacal contacts of national
advertisers. Newspapers, for instance,
have long recognized that ‘all na-

MasaAasericanradiohistorv.com

hours when most buying takes place.

Pulse condugted the study in 27
markets tast winter, comparing the
number of adulis reached by radio
and v during these hoars. The re-
sults of the study are ot projectible
bevond the markets included. “I'he
markets studied, however, are 1lie
enes in which radio-ty competition
is keenest and at o thne when view-
ing is highest.

During the howrs of 8 10 9 aan,
RAB states, the number of adults
reached by radio is 8,811,330 com-
pared with 917,000 for v lron 4 10
5 pan., the study finds that radio
reaches 7,691,100 adults, while 1v
penetrates 4,575,180 adults.

During the noon hours, {ioin 12

y TR (T
ules in the top five nrarkets ‘in the
PGW-Nielsen study.

The Monday-through-Friday sched-
ule (6 o 9 am. and 3 o 6 p.a.)
utilizes 37 spots at a weekly cose of
SE3.900 (minutes at [3-week raice).

The weekead schedule gonsists of
15 spots at a weekly cost of $10,300
(minutes it §3-week rate).

Here are tlie resules:

Driving times has an unduplicaled
reach of 28.9 peveent ol the homes
compared with 28.3 percent tor (he
weekend; [requency is 2.5 for week-
day and 3.0 lor weekend. In audi-
ence  composition, the weekend
sthedule shows an edge in males of
33 percent compared with 26 parcent

a4 L e T T 1T AL

tional a(f\'crlising is local™ and have
worked hard and consistently o cul-
tivate the local district manager,
broker or wholesiler. Radio stanions
must realize that such cnliivation
requires a purposeful program, car-
ried out ditigently month in and
month out. 1t canot be simply a
spur-of-the-mament  call when the
news breaks about an upcoming cam-
paigi.

“Nor is it efough for just iny
available man 10 attend the Chamber
¢l Commerce Tuncheon or the local
food manufacturers representatives’
association wieeting. Cultivating the
individuals who can influence the ex-
penditure of uational appropri-
ations, the key man in the field who
can stimulate mational spot radio

U. S. RADIO w» October 1960
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NUMBER OF ADULTS REACHED BY . . .

8- 9 am.
9-10 a.m.
12- 1 p.m.
2- 3 p.m.
4- 5 p.m,

Radio Television
8,811,330 31%
7,170,590 2,829,270
6,129,800 4,538,210
5843710 4,210,360
7,691,100 4,575,180

Source: RAB-Pulse study in 27 markets in Winter 1940.

to 1 p.r.. RAB declares that radio is
talking to 6,129,800 adults and v
is video-transmitting to 4,538,210
adulrs.

R [ SR Ty R ] ]|

for the weekday. It should be ob-
served here that one ol the big rea-
sons for driving times popularity is
the male audience. In female com-
position, the weekday schedule
reaches 52 percent compared with
44 percent [or the weekend.

The PGW-Nielsen project is meet-
ing with positive agency reaction on
high levels. Seymour Banks, vice
president and manager of media,
Leo Burnctt Co., analyzed the study
for his agency and signed off with
this comment:

“Let 1ne conclude by pointing out
that these studies make significant
contributions to our knowledge of
spot radio’s capabilities.”

LTS A T T 1

moncey in specific markets, is an im-
portant task that should require per-
sonal attention of an assigned execu-
tive—perhaps the commercial man-
ager—and it should be one of his
most impottant basic activities.

“, .. Many of us in radio need to
get this whole area ol local contacts
into better perspective. Too often
we go with hat in hand, asking for
something. It can be the other way
around! If we believe our medium
can do the selling job we claim for
it, then we should not be approach-
ing local business men to help us,
but to point out how we can be of
lelp to them.

“When we call on a district sales
manager to ask for a recommenda-
tion, for a local station, we're asking

U. §. RADIO e October 1960
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A similar study was conducted in
the same markets two years belore in
winter 1958. While that study, RAB

(Cont'd on p. 49)
T, o CLm 0 0L

The object of the study, as ex-
plained by Jack Thompson, vice
president.radio sales, and Lud Rich-
ards, director of sales development,
is to cormrect what PGW calls a
“false image” of radio held by “non-
radio advertisers.” The false image,
states PGW, is that radio is a “low
reach medinm™ and that it is “too
cxpensive,”

Robert Teter, vice president in
charge ol PGW'’s radio division, be-
lieves the study is important because
“media can now estimate both cost
and penetration ol a spot radio
campaign in much the same manner
that it has been able to do for tv
and print.”

I Y (T e
for something and not giving any-
thing. And when we do it several
times, we wear ot our welcome. So
let’s give something. Let the radio
man get together material which
will show what his station has done
to help the local man. Prove to him
how radio personalities are recog-
nized local celebrities with loyal fol-
lowings; that these celebrities have
become effective personal salesmen
on the air for the products they talk
about.

“In short, to cultivate effectively
local contacts, stations should have
a well-thought-out strategy, worked
by the same individual on a week-
alter-week, month-after-month, vear-
alter-year basis. The station should:

o “Impress local business people

www americanradiohistorv com
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NEW RAB-PULSE research data on the power
of radic's adult daytime penetration is ex-
plained on slides to William Dekker (seated]),
vice president-media director, McCann-Erick-
son Inc., by Robert Alter {l.}, RAB manager
of sales administration, and Irving Trachten-
berg, group sales manager of the association.

A (W

N WG .o B

The study shows, f[or example,
that in the top five markets an ad-
vertiser in one week can build the
unduplicated reach ol a schedule
[rom 21.4 percent to 56.6 percent,
depending on the number of sta-
tions (one to four) and the number
of spots (34 to 303).

On a four-week basis, this sched-
ule will jump in unduplicated reach
from 34-38 percent [or the smaller
~«chedule to 73-79 percent for the
larger campaign.

The PGW-Nielsen study was con-
ducted in markets where Nielsen
Station Index reports are available.
It is felt that since the results apply

(Cont'd on p. 49)
TN T

— distributors. brokers — with
the swrength and influence of
the station and demonstrate just
how it will work with a manu-
facturer and the distributing
organization to make an adver-
tising campaign successful, to
make it move merchandise.

e “Aggressively sell the idea that
radio is a forcelul, effective ad-
vertising medium. .

e “Develop local coutacts so well
in advance that when it be-
comes necessary to ask for
recommendations, the contact
will be pre-soldd, convinced that
the request for a reconmmneixla-
tation—or a switch—is in his
interest and is important to

{Cont'd on p. 59)
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GROSSET & DUNLAP
COLLEGE
SCHOLARSHIP
CONTEST

Grosset & Duniap

Book publisher’s initial use of
network and local radio provides

convincing evidence that sound

medium brings patrons into stores

|
Ndvertising aud wmedia
% people  who enjoy doing
mental push-ups might find
dhe following an interesting warm-
ing-up exercise: Name an established
S600aniHion-u-year industry, produc
g a product sold i thonsands of
ontlets throughont the country, and
whicli, unul one year ago, had never
made use vl radio o a naivonal
basis?

The answer to this pnssler is book
publishing., \nd the flir credited
with making the hreak wilh tradition
and pniting radio Yo use to sell its
line of juvenile publications in
stores, is Grosset & Dunlap, Inc. Last
vear, the firm bought an eight-week
schednle on Don MoNeill's Break-
fasi Club on the ABC network. In
addition,  hook dealers  purchased
local spot anouncements to tie m
with tlie radio canpaign.

Increased Air Time
“As a result ol our Tirst experiei¢e
with radio.” says Nils /A, Shapiro, ad-
vertising direcor of Grosset & Dun-
lap, “we are starting a new schedule
this month, and have increased our

U. S RADIO e Oclober 1960
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Manuel Siwek (r.). executive vice president of Grosset & Dunlap, discusses
a point to be highlighted on radio with Don McNeill, star of Breakfast Club.

‘Discovers’ Radio

network air time by 23 percent. Also,
last year dealers in 160 markets par-
ticipated on the local level. We have
every yeason to expect that this local
participation will be even greater
this year.”

New Promotion Appeal

The recommmendation to use radio
came from Lee Friend, president of
Friend-Reiss Advertising Inc., agency
for the publishers. “\We were pre-
sented by the client with the problem
of finding a sales-impelling replace-
ment for the customary promotion
efforts used in the book field,” M.
Friend explains. Traditionally, pub-
lishers supplied retailers with im-
printed mailers to be distributed to
the public. In return, the dealers
were expected to place orders and
provide display space for in-store ma-
teriats.

“In finding the solution to this
problem,” he continues, “the Gros-
set & Dunlap management gave us
a set of ground rules which we had
to follow. There could be no give-
aways; no cut prices; there had to be

U. S. RADIO o October 1960

full childven’s and juvenile line pro-
motion: continuity: originality; re-
tail intervest and participation, and,
ol course, sales.”

The primary target of the mail
brochures and other promotional el-
forts by the firm, according to Mr.
Friend. was the mother, with the
[ather as a secondary nbjective. Since
it is generally agreed in the children’s
book field that women constitute the
backbone of the market, any new
campaign had to [ocus on this group.
“The problem, then, was to deter-
mine how to reach most eflectively
this group, and stiil remain within
the confines of the ground rules set
down by the client,” Mr. Friend
points out.

Media Analysis

“Mail was ruled out since this was
whitt was already being used. News-
papers were found to he pretty hack-
neved, and followed the usual pat-
tern. Television was discardad,” Mr.
Friend says, “because it is very costly
if purchased at the times when vou
can most effectively reach mother.

www americanradiohictorv com

The one medium which stood up
against all the requirements on our
check list, including the hnportant
one ol cost, was radio.”

Reach New Audience

Working closely with the client,
the decision was made to develop a
major ad campaign built around par-
ticipation on the Don - McNeill
Ireakfast Club. Nanuel Siwek, ex-
ecutive vice president of Grosset &
Dunlap, savs “We made the commit-
ment knowing that to sell more
books we must reach far beyond the
area customarity serviced by the con-
ventional book advertising media.
Also, we have long felt that small
town as weltl as big city booksellers
need more promotional support from
the book publisher.”

Channeling the bulk of its promo-
tion budget into network and co-
operative local radio participations,
Grosset & Dunlap developed a com-
plete program bwlt around the
sound mediuvm. Window material,
counter material and newspaper ads
were all geared to localize the nation-
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grosset & duniap

al mmpact ol the network show, and
to take aduantage of the strong audi-
cnce appeal of Don McNeill. Mr.
Shapiro states.

“Alter the campaign was set,” Mz,
Shapivo continues, “it becawme the
task of owr 40-man sales torce to sell
the 10,000 wr 15,000 retajl acconnts
handling the Grosset & Dunlap line
ol the merits of this brand new ap-
proiach to hook pmnmﬁnn. In addi-
tion, our salesmen had (o convince
and educaje these retiilers on the
use of local radio cfforts so thiat they
could get the greatest henchit from
the nevwork participaion.”

In order 1o acliieve this aim, ciach
salesnran was [urnished with a port-
able record player on which he
plaved a spectal recording by Don
McXNeill explaining the various as-
pects of the prograni. Special fors
were prepared by Grosset & Dunlays,
My, Shapiro says, which mide it a
simple mateer Tor a bhook dealer, with
ne previous expeience in buyiog
local vadio, o contract for a4 local
schedule,

Local Tie-lIns

Included in the material supplied
to the book dealer were open-end
transcriptions of u sales message de-
livered by Don McXNeill. Mr. Shapiro
says that as a result ot this campaign,
hundreds of booksellers had their
first contact with radio advertsing.
An indication of the cflectiveness of

Ask un 10 show you et

the new radip-oriented approach is
sceit i a fefter which a station owner
in upstate New York wrote. He said,
“I have yet 1o see a hetter, more ef-
fective follow-through than that
done by G. & . Grosser & Dunlap’s
tic-in was a pre-sold job, and in our
cise, the book deparument of our
Liggest departiment store contacled
us hecause 1l|ey wanted the complete
package. The same was true of other
G & D dealers in our area.”

The 1960 network and local radia
clfort Tor Grosset & Dunlap will be
launched Ocrober 20, My, Friend says.
In addition to the increase in the
amount of air time purchased, a
few ather changes have been planned.
One pf the highlighis of the cam-
patgn will be a college scholarship
contest.  Mr. Friend stetes that the
sound medinm  will be given the
niajay jobs of promoting the contest,
‘I his emphasis on radio can be seen
in a mailing piece sent o Grosset &
Dunlap dealers explaining the aims
aud mechanics of the contest. Pary
of the copy reads: "Grosset & Dunlap
will make no natonal consumer
mailing of entry blanks. In order to
enter the contest, parents must pick
up the entry blanks at your store.
Don MeNeill's network radio show
Lrings the costoniers into your store,
Your own local spot announcements
brings them into your stove, . . \"

“Each salesinan,” Mr. Friend ex-
lains, “has heen supplied with the
necessary material to condudt special

DON McNEIILL
of Rodias Fomous
“Breokfost Ciub’ sapm

fin bocks e 4 4 7
A Fully PaidUUp e

m~ COLLEGE h onsPrizes

¢ SCHOLARSHIP -

% FOR YOUR CHILD LI Tl voon

ey

A yors harew to do 0 wrtn.on T ot o e wriy
5 Tou ould hhe s chuld tu o ot of Seme .
e @t CROSEY £ DUNLAP BOOKS for bov sad ¥l E o-—

ENTER ogp
CONTEST wow ) l, [
L |
[}

|
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G & D book dealers will receive this table-top display giving the details of the
1960 college scholarship contest which is being promoted on radio. The network
campaign will be supported by local dealer radic efforts throughout the country.
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siles breaklasts for dealers outlining
the contest. Included in this mate-
rial are recordings by Don McNeill;
Tom Maler, sales manager of Gros-
set & Dunlap; Mr. Siwek and wmyself.
Each retailer participatng in the
promotion will get a large table-top
display which tells about the contest
and holds a pad of entry blanks. A
large picture of Don NcNeilt is the
dominant illustration on the dise
jay.”

Avother hasic change i the pub-
hislter’s radio plans for this year is
the method in which the commer.
cials will be delivered. Last year, all
the sales messages were given hy Don
McNeill, both on the nciwork and
the local spots with open-end ETs,
For this pre-holiday sales cffort, the
announcements will have lead-ins by
Mr. McNeill, but the actual selling
message will be delivered by a Gros-
set & Danlap salesman, Mr. Frieag
pomts out.

Copy Approach

Here is how a typical network an:
nouncenent will he handled:

McNEILL: Say, Mom, do you
know that your child can win
a college education abso-
lutely free? That's right,
Our friends at Grosset &
Dunlap, who publish those
wonderful books for boys
and girls, are offering
scholarships to college as
prizes in an exciting con-
test. And the 50 runners
up will receive 30-volume
libraries of Grosset & Dun-
lap books. Here's Mr.

from Grosset & Dunldp to
tell you more about it.
SALESMAN; Thanks, Don. My
name is and I repre-
sent Grosset & Dunlap, pub-
lishers of fine books for
children for half a cen-
tury. Because an educated
America 1s a strong Amer-
ica, we are giving fully
paid-up scholarship poli-
cies to insure the college
education of the boy and the
girl who win our contest.
It's easy to enter, and you
don't have to buy anything.
Just see your Tavorite
bookseller for a contest
entry blank. And while
you're there, be sure to se€
the display of brand new

U. S. RADIO « October 1960
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Grosset & Dunlap books for
children of all ages- espe-
cially the one called-(book
title inserted here with
price)

The pnblisher will be featuring
nine different book titles during this
year's promotion, and the messages
will be rotated vegularly. Book deal-
ers will be furnished with scripts lor
one-minute spot anouncements. Here
again, Mr. Friend says, the copy em-
phasis will be on the scholaryship con-
test. “Both the client and the agency
are convinced that radio will be the
most effective medium 1o put this
promotion across.”

An informal approach is used in
the local scripis, as can be obserxed
in the following excerpt:

ANNCR. : Say, mothers, have
you entered your children
in the college scholarship
contest at (store name)?
There's nothing to buy and
entry blanks are free. The
lucky boy and girl who win
this contest will have
their college education
paid for by Grosset & Dun-

lap, the famous publishers
of children's books.

We don't have to tell you
moethers that a college edu-
cation is more important
than ever today. That's
why (store name) is proud
to give the boys and girls
of (town) a chance to win
the fully paid-up college
education policies that
Grosset & Dunlap is offer=-
ing as prizes.

Be sure to pick up a free
entry blank at (store name)
today. And while vyou're
there, look over (store
name's) exciting Grosset &
Dunlap Christmas books for
children. For instance,
{book title inserted here
with prices).

Reasons for Optimism

On the eve of its second campaign
on rvadio, Mr. Shapiro expresses con-
fidence that the medium will surpass
the job that it did last year. “One of
the reasons for this optimisin,” the
G & D advertisirg director says, “is

the Jact that we expect to have less
dealer vesistance both 1o the idea ol
neework radio and 1o theiv own local
spot efforts. You must remember, as
far as we can determine we were the
first publishing honse to use radio
ot a national basis to sell books in
hook stores. Although wmost ol the
dealers were aware that radio was
helping other retailers down the
street sell bread, toasters, cars, among
others, they had to adjust their 1lrink-
ing to making use of radio o bring
custoimers into their stores.

“The best way to convince any
businessman ol (he value ol a new
approach 1o promolion," Mr. Sha-
piro continues, “is to show him that
it brings in added business. Book
dealers all over the country know
that the Grosset & Dunlap line of
juvenile and children’s books sold
betier than ever during and alier Jast
year’s initial radio promotion. From
the number of dealers who have al-
reacly contacted us in order to par-
ticipate in this year's radio project,
we believe thiat they agree with Gros-
set & Dunlap that the mediim can
and does do a very effective job of

selling.” o o o
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avound the ears ol car-owa.
ers this fall, more than 500
stations in 150 markets are bemmning
a new avord in the anti-lreese vocabu-
fary to listeners.
The new word is “Telar,” the
wune of a new “all-purpose, perna-
nent” anti-freesze develpped by E. 1

w
% As cold weather snaps down
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‘haws Anti-Freeze Sales

Du Pont doubles radio budget to find

‘“‘people wherever they are” in major

effort to establish new anti-freeze

i A WA !

du Pont de Nemours & Co. And du
Pont is engaged in one of its most
extensive campaigns in years to make
the introduction of Telar a success.

With its entry into the anti-freeze
market, du Pont’s Telar is bringing
over §400,000 in business to spot

!

spot radio in 1959, when du Pont
allocated spot money to Telar's sister
products, Zerone and Zerex.

To put new Telar in the running
with competitive anti-freeze prod-
ucts, du Pont’s advertising manager
for anti-freeze, William W. Carty,

1) T

areas where it is distributed.”

With the $400,000 radio budget
set up exclusively for Telar, du Pont
is reaching into 150 radio markets.
In each market, the company is buy-
ing the maximunr number of sta-
tions. The range 1s from three to

radio. This figure is just about reports, “Our advertising for Telar six stations per market, sometimes
double the amount du Pont spent in  is running ‘across the board’ in all more. Mr. Carty considers an esti-
T A, BTN T T L T e . e v P el B RS i arrms o g T o TP T g e
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" Jonatngn WinTers
witl mow el abovl
avTometion in
the home."
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du pont

mate of 500 stations in the total cam-
paign a bit “‘conservative.”

In scheduling the campaign, he
explains that du Pont found radio’s
flexibility an extra “plus” for Telar.
Depending on the whims of freezing
weather's enury in various markets,
the Telar schedule had to have stag-
gered starting dates.

Spots, which are all minute ET's,
broke as early as September 15 on
northern stations.  On the other end
of the weather vane are stations in
the south. Some will start the Velar
campaign as late as next momth,
others will wait until early Decem-
ber, Mr. Carty explains

Use Weather Experts

“In arder 1o break the campaign
in a market at the right time, we
need 10 know when the area will get
1ts finst freeze. Calculations are made
in advance by a teamn of researchers,
working witlt weather service firms,”

he says.
“We know, for instance, that in
Wilmington, Delaware, the first

freezc is likely to be around Novem-
ber 11. Accordingly, our radio cam-
paign there is scheduled to begin
around that date.”

Whether a campaign starts early
or late 11 the fall, he says, it is
scheduled to run through December.
Fhus, the peak of the Telar push on
radio wilf be reached in afl the 150
markets by the middle of November.

Heavy Frequency

“Du Pont avill ke 30 spotsa week
per station,” veports Bob Syers, du
Pont timebuyer at BBNO Inc, New
York, the company’s agency. With
all the 500 or more stations carrying
the spots during November and De-
cember, the total coverage per week
runs to 15,000 spots.

“The availability specified early
morning, lnie afternoon and traffic

times,” Mr. Sycrs adds. Some sta-
tions report that Telar spots are
preceded by a brief temperatire fore-
cast.

Reach the People

“We want to reach pcople when
they wake up, while they drive 10
work, while they drive home. With
radio we can be close to people
wherever they may be,” says Mr.
Carty.

And whew they reach these people,
licie are some points that du Pont is
making clear about Telar:

Telar is a new anti-freeze that you
never have to drain . . . the furst anti-
frecze to have such a property.

It prevents [recze-up in winter . - .
aud is a summer coolant. It also
prevents rust-clogging.

If wouble develops in a car's cool-
ing system, Tclar may have to come
out. [n any case, the car-owner cap
tell il there is trouble by checking

Gvssie Thoran
will Talk

abovl
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® $400,000 FOR SPOT RADIO

the color-—Telar changes from red
to yellow if it has 1o be drained.
Following is one of the radio com- L] 15,000 SPOTS PER WEEK
mercials prepared for Telar by
BBDO.

® 500 STATIONS

(LEAD IN MUSIC TO JINGLE)
HAROLD: Sylvia, here comes
that commercial you always

forget. . IN 150 MARKETS
SYLVIA: Oh turn it up,

Harold.

JINGLE (FROM RADIOQ):

You'll never, never, never, . 30 SPOTS PER WEEK
never, never again PER STATION

Drain anti-freeze from your
car again,

Never, never, never, never,
never again,

With DuPont "Telar" in your ever happened to anti=- coolant, too . . . prevents

car. freeze. rust-clogging. Youmay add

(MUSIC UNDER FOR HAROLD] SYLVIA: Yeah? to it, but as long as vour

HAROLD : Now how can you for- HAROLD: "Telar" is the cooling system's OK-=you

get that, Sylvia? It's the first never-drain anti- never drain it. If trouble

most important thing that freeze. It's a summer develops Color Check warns
—_— e Koo

{i FLAIR: RADIO WITH A DIFFERENCE—FROM ABC

Bright people and bright talk make a show with a bright future. It's ABC's FLAIR,
a new kind of radio variety and home service program. FLAIR'S daily 55 minutes
is under the egregious aegis of Dick Van Dyke, our choice as Young Adult Of The
Year. Dick’s regulars are (despite appearances) all experts in their fields. They
make up a long list* of famous types: up-beat, off-beat, down-beat, on-beat. (And
all definitely un-beat.) FLAIR is strictly for the Supermarket Set . . . the millions
of young adult women with large families . . . the gals with the packaged goods
habit. FLAIR takes to the air on October 3. Get with it. FLAIR s even fun to buy.
Let your ABC Radio Salesman tell you all about it.

FLAIR ON THE ABC RADIO NETWORK

#LONG LIST; Boris Kartoli - Toots Shor + Audrey Meadows - Jean Carroll + Toni Gilbert «+ David Wade - Eileen Ford - Bonmie Prudden
Gussie Moran - Theodore Bikel - Hans Canned « Irene Hayes « Johnny Desmond « Martha Rountree - Vance Packard - Lawrence Galton
Peggy Cass « Wayne and Shuster « Jean Shepherd « Natalhe Brooks « Joe Leitin « Orson Bean « Belly Walker . Connie Banmister
Jonathan Winters - Arlene Francis - Hermione Gingold - Phyllis Kirk « Arthur Treacher « Fernando Lamas - M. Allen Smith

U. S. RADIO + October 1960
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you—changes "Telar” from
red to yellow.

SYLVIA: It is important...
HAROLD: I just can't see how
you can forget it.

SYLVIA: Oh, sing the tune
for me, Harold.

HAROLD: OK.

HAROLD (SINGING): You'll
Never, Never, never, never
again,

Drainanti=freeze from your
car again,

Never, never, never, never,
never again,

With Du Pont something in
your car . . .

SYLVIA: Du Poént “Telar.™
Harold. That's important!

ANNCR: Only $5.00 a gallon
at servicing dealers.
"Telar'' goes in for keeps.
The jingle is written to the tune
an old popular favorite, “I'll

Du Pont Thoroughly Tests ‘Telar’ Before Marketing

Never Say Never, Again, Again.”
The same jingle is used in the Telar
tv commercials.

Although Telar is sold in service
stations and auto supply stores, du
Pont does not attempt dealer tie-in
promotion for Telar, Mr. Carty
jpoimts out.

Offer Transcriptions

“However,” says f{he Telar ad
manager. “transcriptions of our ra-
dio commercials are made available
to our anti-frecze distribiitors at no
cost to themn. Many of our distribu-
tors sponsor local radio shows, and
are able to use our commercials dut-
ing their regular broadcasts. The
distributor pays [or the time. Du
I'ont does not have a cooperative ad-
vertising program for any of is
products.”

“But,” he adds, “we offer tie-in
material o radio stattons  which

Before going on the market.

Telar was given road tests in

over 300 cars.

make periodic checks of test-
car cooling systems. So far,
only one needed draining—
because of bad head gasket.

Warning comes when solution

turns from red to yellow.

Radio commercials empha-

size Telar’s longevity, call it

the “first

freeze” Commercials also call

“Color Check.*

altention o
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Technicians

never-drain anti-
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oftenn adds ettectiveness ta the spots
themselves. Stations are infonned
that the services of our anti-freeze
ficld representatives are always avail-
able to them. Their contributions
may be helplu], lor instance, in ar-
ranging programs on fhe proper
care ol a car.”

Campaign Target

With iis Inudget enlarged over last
year's [or the annual anti-freeze cam-
paign, du Pont is aiming to make a
high brand impression on the con-
simier,  In light of the lieavy line-up
ol advertising [or competitive brands,
the bid for hrand impression is 2
strong one.

Du Pont’s tadio campuiign, with
higlt wraffic tinte [requencies, is aimed
where it will liit the target closest to
home—when the consumer is driving
his car. ¢ o @ |

w3
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survey by National

are placing on news,

and proves...

. Very often the sun shines
brightest following a storm.
The reporting and up-to-the-
~inute information supplied by ra-
> as Hurricane Donna lashed the
sast Coast last month focused na-
tional attention on the kind of job
radio performs day in and day out.
but often it takes an event of dis-
aster proportions to recognize some-
thing that is raken for granted.

Under the heading, “Radio Proves
Its Worth,” Jack Gould of the New

1 York Times wrote:

“Radio . . . demonstrated its sus-

1 tained usefulness during the anxious

hours attendant to Hurricane Don-
na

“In particular, manv local stations
catering to their own immediate
areas did a superlative job of keep-
ing listeners informed of the storm’s

|
| U. S. RADIO e October 1960
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Programming promotion

Association of Broadcasters

shows emphasis stations

editorializing and sports

SUBSCRIBER

NAB

W&%ﬂé 7

C%ﬂa/ S actiies

The accent is on local service for stations displaying new shield.

course and reporting on conditions
in the set-owner's home area; local
radio is a national boon i an emer-
gency.”

Serving the community’s needs is
radio’s bread and butter in fair or
stormy weather,

Questionnaire Survey

Indications of this and othe
trends in radio programming can be
found in replies to a questionnaire
survey of member stations by the
National Association of Broadcast-
ers.

The survey, conducted by NAR’s
Public Relations Service, was de-
signed to learn what sp>cific (vpes
of programming stations wut pro-
moted in special NAB annouuce-
ment kits. Replies to the question-

www americanradiohistorv com

It's Local Service
That Countis

naire will be used to guide NAB in
its “Build Radio With Radio” cam-
paign, an effort 1o help member sta-
tions promote through on-the-air
announcemsznts the many and va-
ried services they ofter to the listen-
ing audience.

According to NAB, popular
choices for subjects for the new spot
announcements indicate the com-
munity service nature of radio to-
day. Among the main selections
were these:

» Broadcast editorialy on a wide
range of matters of prime im-
portance to local conununities.

e Special broadcasts tailored for
suburbanites and commuters.

e Davtime variety programs de-
siened specifically for the hiouse-
wife.

e On-thesspot news broadcasts by

37
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NAB

mobile units and iiews reports
divect from area, capital and
wotld correspondents.

e Sports results and hive pick-ups

of sports contests.

e Popular music.

As for length, the replies show
that spot announcements of 10, 20
and 30 seconds duriation are most
popular. But many stations also ex-
press a preference lor 13-second spots
aridd announcenrents ranging from 30
seconds to one minuwte in length.

38 Percent Reply

Questionnaires were sent to 1,713
NAB member stations. Replies were
teceived fronr 665 stations, o1 a litlke
over 38 percent of those surveyed.

John F. Mecagher. NAB vice presi-
dent lor radio, savs 1esults of the
survey will be invaluable in pre-
panring and packaging luture on-the-
air spots in the continuing “Build
Racdio With Rudio™ cinmpaign.

“Because such o wide vaviewy of
Tadio programuing is represented
within the NAB membership.” staes
Mr. Meagher, “no single package of
spots in the new series will be useful
ta all stations. For this reasen, we
plant to send cach piackage only 1o
those stations vequesting it.”

ALl radio members, e declares,
will be sent it memao cach month on
new spats available, along with an
order form to oliain copies [vee.

John M. Couric, NABS nuINAgel
of public relations, says the associa-
tion’s Public Relations Service will
provide the packages of spots in or-
der of interest reflected in the replies.

Since the  on-the-air  promotion
campaign was undertaken in August
1959, the NAB public relations staff
Las prepared and distributed among
radio members scparate spots of yary-
ing length—covering gencral aveas,
including  radio  advertising as a
service. weather and news reports,
summer listening and radio’s role in
tornadocs, hurricanes  and
disasters.

The promos were dispatched o
NAB's radio members in 13 separate

similar

38

mailings through last August. .t
thiat tme, the series halted
temporarily and radio members were
given an opportunity o order lree
reprints ol any or all of the kits, A
total of 106 stations ordercd 2,732
additional sets o 1he individual
packages.

Because of ther
prc\'iom kits were mailed without
specific request by NAB members.
The more specialized spots to be pre-
paved on the basis of the NAB sup-
vey will be furnished only to those
menmhers who request them. (Al
“Build Radio With Radie™ nuiterixl
iv lurnished o NAB members with-
out charge))

Wis

general nature,

Answers  to  the
studv rellect the grester  empliasis
radio  broadeasters are placing on
local and national news ity many
[orms.

Ou-the-air  editorials tfhe
thoice of 31.3 percent ol the statipns
as the subject for a new promotion
package. Spots on news mtlysis and
connnentaries, a <losely related sub-
jeet, we favoregd in 30,3 pereeng ol
the replies.

questionnatie

dare

Special announcanents air neaws
broadcasts by maobile units on the
seene are requested by 6000 percein
of 1lie participating stations.  An-
other 205 percent vote for spot an-
rouncements featuring direct news
teparts from airea correspondents: 20
percent [avor spots an news [rom na-
tional and foreign correspondents,
wngd 195 percent want spots  for
broadcusts by capital carrespondents
amd Washington burcaus.,

Still another 26.6 percent  cast
thewr votes for pramotion ol news in-
terview inud panel programs.

Sports Rate High

Sports, naturally, is high on the
priority list. Special spots on sporis
results get the votes of 68.5 percent
ol the replies to rank behind pop-
ular music as the second most pop-
ular choice in the survey. Another
A1 percent bid for spot announce-

55— et a o histons com

ments on bive pick-ups of football
and haseball games and other sports
CONLCsts.

In sheer ninnhers, popular auusic
i the overwhehuning chojce [or on-
the-ar  promaotions, drawing 909
percemmt support.

Classical music gets the nod for
promos [ram 324 percent of the
radio stations participating, while
country musie spots axe Lvored by
26.2 pereenl.

Home Service

I'he rightaround-liome 3 pproach
i broadeasting shows up in nrany
priority selections. Spots promoting
daytime variety programs for house:
wives are requested by 53.4 pereent
ol the replies. Spots featuring pro-
gramn tailored for suburbanites and
commutery are favored by 21.8 per-
ent.

Munoimiceinents o yégional pro-
eramming would be uselul o 26.8
percent ol the responding stations,
Spots on network progrannning are
requested by 277 percent.

Other types of programming men-
tioned, some with high votes, are:
Farm, 50.7 percent: variety entertain-
ment, 26.2 percent, and “through.
themight”  programming, 13.2 per-
cent.

Spots ol 30 scconds iare preferred
by 7L7 percent; 20 secomnds by 62.6
percent, and 10 seconds by 60.5 per-
cent.

Spats of 15 scconds are mentioned
Isv 33.7 pereent of the replying sta-
tons: spots of 10 seconds by 12.7
percent; 15 seconds by 115 percent;
50 seconils by 15 percent, and 55
seconds by 12.9 pereemt.

One-minute spots are being ived
by A7 percent of the rilio stations,

Of the 13 spot patkages already
distributed, 12 went 1o all radio
members of the NAHB., The other,
promoting the “fime listening” of [m
radio, was sent to iy members only.

The 12, euch patterned to a par-
ticular phase ol broadeasting and
distributed initially during the most
appropriate season, were:

U.S. RADIO & Ociober 1960
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Radio’s service it urne ol dis-
aster.

Radio’s service to youth amrd
schools.

Radio’s support of philanthro-
pic  causes and commumity
service.

The wonderlul variety of music
on radio.

The splendid holiday programs
available on vadio (and “why
not give a radio 10 someone for
Christmas?")

» [How radio advertising helps
keep America prosperous.
¢ Radio news and public affairs.
e Radio provides fast, reliable
weather information.
e The American system ol broad-
casting.
e “Radio . the Heart Beat ol
Main Street.”
e Portable radio listening during
the summer months.
o Radio’s coverage of major sports,
In a related move by NAB to serv-
ice member stations, the association

reports that 1,333 tapes of President
Eisenhower's Continental Broadcast-
ing Day message had been requested
by stations for their use.

The President’s message lor this
special event, which took place early
this month (October 1), saTuted
broadcasters of North and South
America with a special tribute to
their defense of ltuman rights and
liberties throughout the hemisphere.
The Inter-American Association of
Broadcasters distributed the tapes
throughout Latin Amcerica. o o e
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The Ruadio Code Board of NAB on Nouveimnber
I will have a fulltime director, Charles M.
Stone, who will administer the code under the
supervision of John F, Meagher, vice president
{for radio.

In authorizing the employment ol i ftull-
time cirvector, the code board made known
that wmong the director’s duties will be to
assist in preparing a monitoring program ta
insure code compliance among mewmbers.

Subscription 1o the code, which 1s open
to non-member stations, (0o, is now well past
the 600 mark. The new Racdio Code has been
open to the entive industry since plans were
begun to enforce provisions of the document

i X I

Ocidher 1960
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which had been under the honor system.
Annual subscription fee for the code is 10
timmes a station’s highest one-minute rate with
1 ceiling ol $360 a yeir. Active members ol
NAB receive a 40 percent discount.
Shown above are members of the Radio

Code Board. L to 1: Elmo Ellis, WSB At-
lanta; Herbert Krueger, \WTAG Worcester,
Mass.; Robert Jones Jr., WFBR Baltimore;
Robert Pratt, KGGF Cofleyville, Kun.; Clift
Gill, KEZY Anaheim, Calil., and chairman of
the code board: Cecil Woodland, WEJL
Scranton; Janies Howe, WIRA Fort Pierce,
Fla.; George Volger, KWPC Muscatine, la.
and Richard Dunning, KHQ Spokane, Wash.

11
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New portable audio amplifier—only 19% Ihs!

Completely fransistorized — nof o fube 'in the tircuif,

The first time you lift it you'll be thankful for transistors —
beeause it is 100% transistorization. that makes this light-
weight reliable desizn possible.

General Electrie’s new Type BA-26-A has built-in studio
quality. Designed for AM-FM.TV and recording use. this
portable amplifier provides consale quality for remote broad-
casl= suehl as sports events. coneerts anil ~pot news. Besides
the customary microphane inputs. this pertable amplifier
features a high-level input for tape or transeription.

llere i~ the first portable audio amplifier eontaining its
own regulated self-contained power <upply with a range of
95 10 135 voli~ a-e. Provision for battery operation is also
included. A laminated plastie front panel preserves perma.
nent markings and allows =pace for other information to be

Carrying handle functions as base 1o posi- added and era-ed without damaging the surfaee.
tion unit for most convenient operafing angle.

For complete specifications on the latest in General Electric's new line of Tranmsisforizted Audio
equipment, write Technical Products Operation, Communication Products Department, Section 58100,
General Electric Company, Lynchburg, Yirginia.

GENERAL @3 ELECTRIC

10 U. S RADID « Ogtober 1960
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question
and answer

THE QUESTION;

How Does art Agenty Buy for an Antomobile

Acconnt During the New Madel Introduction?

O 00

e

T 5 N o

Ty

M. Walsh is chiet tiiuebuyer at D. PP. Brother
& Co., Detroit, agency for Oldsmobile, He
feels that the constant changes in broadcasting
makes it necessary for “Buyers of radio time to
streamline their operational techniques and
stexround themselves with ample tools to do

the jobh creditably.”

R e e R A e R O AT

JACK WALSH ANSWERS:
1

We are using radio in a
threefold manuer for the in-
troduction of the 1961 Olds-
mobiles.

(1) The “Lowell Thomas and the
News” program, in its second year
of Oldsmobile sponsorship on the
CBS Radio Network, will provide
coverage for most of Oldsimobile’s
3,800 dealers. This program is car-
ried by 195 CBS affiliates, Monday
through Friday.

(2) In small markets, where dealer
performance is good, radio schedules
are maintained on a long term basis.
These schedules run in 200 to 300
markets throughout the year, and are
usually augmented by the dealers at
their expense. The schedules are allo-
cated entirely on the basis of periodi-
cal analysis of dealer performance.

(3) A flexible medium such as spot
radio is purchased in major markets
at strategic times of the year, in addi-
tion to the regular media mix of
magazine, newspaper and network
television. The most important buys

U.S. RADIO s Ociober 1960

are the pre-announcement and an-
nouncement campaigns in late Sep-
tember and the month of October.
1n purchasing radio spots for the
1961 Oldsmobile campaign, we an-
ticipated the following problems:

Problem One—Getting suitable
time periods when all of the competi-
tors would be seeking time for their
regular models and compacts, plus
the expected influx of political ad-
vertising and the usual volume of
food, medical and cigarette advertis-
lllg.

Solution—The presentation svas
made to the client and approval was
secured at an early date. With this
early approval, representatives were
able to give us good availabilities.
We were able 10 put together an ex-
cellent am schedule as well as an fm
schedule in top muarkets.

Problem Two-—What type of sta-
tions should we seleci for copy which
alternately feagures the new economy
Oldsmobile “F-85," the wmedium-
priced Oldsmobile “88," and the
high-priced Oldsmobile “987?

Solution—We seclected a combina-

www americanradiohicetorv com

tion, in each market, of well-estab-
lished “network-type” stations and
properlyv-programmed “‘independ-
ents.” We felt we could rely upon
this combination to capture and hold
the attention of adult audiences for
Oldsmobile’s message.

In setting up our schedules for
Oldsmobile, we employed various
techniques. Some arve standard;
others were pioneered by D. P.
Brother’s media department

The vating services were consulted
to make sure the stations considered
delivered a respectablesized audi-
ence. Mass audience stations were
not jecessarily selected. In many
cases the stations witlr the largest
area coverage were selected in order
to give small-town dealers in outly-
ing aveas some additional coverage.

Audience composition reports,
whenever available, were studied
carelully to further assurc adult audi-
ences and eliminate the feenagers’
favorites.

In order to concentrate on markets
individually, we askect all stations for
tapes of their own programining and
that ol competitive stations over
which they claimed superiority. In
this way we were able to go beyond
the ratings and select stations with a
“sound™ compatible to quality com-
mercials.

With new stations coming on the
air, fi1 coming into its own, old sta
tions applying for better facilities,
ownerships changing hands and all
stiations varying their programming
in the quest for a rating niche in
their respective markets, it behooves
the buvers of radio time to stream-
line their operational techniques and
surround themselves with ample
tools to do the job creditably. o o o
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focus on radio

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

% =k ¢ el

.

e o e

W W 2 C B VOICE OF S, v
T e EVITTOWN AMERICAN.Z s

a C.‘L
A~ ' WNORLD CHAMFIONS iS -

LITTLE LEAGUERS from Levittown, Pa., on their way to meef Gov. David Lawrence
after winning world championship. Chaperones are (1.} William F. Waterbury,
general manager, and Stan Martyn, WBCB Levittown. WBCB brodcast play-off games
which batted in victory, ended in governor's request to meet international champions

L §

HARD, COLD CASH totaling $1 million brings together three WXY Oklahoma City
announcers, (). to r.) Danny Williams, Chuck Dunaway and Howard Clark. Winning
fistener got the cash—deposited in bank for one day—and collected six percent
interest—$166.66 and title 'Millionaire for a Day." Also in the bargain for 24
hours—a baby-sitter, 1960 Cadillac and luxury hotel suite, courtesy of the station.

o 5,
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LITTLE LEAGUE ,_:I;

rr

BOYSVILLE citizens of San Anfonio, Tex., erjoy
hot dogs and miniature Yrain rides at party given
by KAPE San Antonio. Charles D. Luh, stafion
manager, starts, the boyy off on the first train

U. S, RADIO « Oclober 1960
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[ CHILDREN AND nurse at Sumair Home and Hospital for Asthmatic MOBILE GOLF cart from KLIF Dallas was brainchild of pro golfer
| Children, Tujunga, Calif, talk with Maurice Hart during interview Don Januaty (c.). Telephone patched through station's mobile news
for KABC Los Angeles. Hospital §s KABC special project of month. unit gave on-the-ball coverage of $25,000 Pro Open last month.

I!'  TEEN.AGE GIRLS swarm Kaufman's of Kentucky, Louisville department store TALLEST FISH STORY nets William Rothenberg
| that chose WINN Louisville to help in prometion. WINN pregrams “good tackle box, rod and reel from model Lee Wicker
music.”" thinks turnout of teenagers helps prove they like it, teo. Girls went [r.). Sandy Wicker (l.) checks his entry in WRVA
to store to audition for “Big K D 1" title, win prizes for talent by reading spots. Richmond contest, making sure he followed rules.

SILVER DOLLARS #ill 3,000 pound bottle of sculp- WHO GOES FIRST? Congressman John Foley's [Dem.-Md.) opponent

tured ice in KNBC Chicago contest for Mint Calso Charles Mathis won the toss, appeared first on WWDC Washington pro-
promotien. Over 4,000 people sampled Mint Calso. gram of free time to candidates. Ben Strouse (c.}, WWDC pres., tossed coin.
|| UL RADIO « October 1960 o
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Mutual gives you

the advantage of network
facilities and still

lets you do your own
local programmingl

That’s the successful
secret of a Mutual
affiliation. You gel
nehwork: facitilies—
on-the-spot news reported

by anthoritative

M ut u a I newscasters, plus n wide
range of music, sports and
special ecenls. Al lhe same

|
st at IONS v v v
your own local programnning

—local personalities,

g o locut fealures and
vmediale area coverage.

t k With « combination

n e w o r like this, simall wonder

that so many stations are

a n d happy with the
% Mutual Radio Network.

Mulual Stations arve
making money—can
you think of a better
reason for considering
a Mutual Radio
Network affitiation?

MUTUAL
RADIO
NETWORK

A Service to
Independent Stations

U. §. RADIO w» October 1960
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hometown USA
@ Commercial Clinic
® Station Log

® BPA Memo
(Local Promotion)

® Radio Registers
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The Westinghouse
Approach To Radio

An examination of one group’s

views on how to fulfill radio’s

role as a multi-purpose medium

NEWS AND PUBLIC affairs is one of WBC's most vigorous programming efforts.
Strong source of international news is WBC's own European news bureau. lts chief,
Rod Macleish [r.}, supervises staff of 26 newsmen who are located in 18 countries in

Europe. Here he discusses plans with staff members Ben Park [1), and Rene Morrett.

U. 8. RADIO 4« October 1960
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One of radio’s strongest as-

sets as an advertising medi-

um is the literally countless
ways in which it can be used. Al
most every advertiser is able 1o “hand
tailor” a radio combination to fit
his special marketing requirements.
A major conuributing factor behind
the flexibility of the medium is the
wide variety of basic approaches (o
radio taken by the individuals and
groups operating racio stations. The
radio operations of the Westinghouse
Broudcasting Co., lor exantple, illus-
1rate how one group of independent
stations is going about discharging
its duties as a medium of advertising,
eritertainment and service.

“All of our thinking and plin-
ning,” Donald H. McGannon, presi-
dent of Westinghouse explains, “is
influenced and modified by what I
describe as radio's face. And this
consists of five major points. (1)
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Pervonal. Radio is a l)t‘]'h(![llli medi-
wn, and the average listener today
tunes in (o a particutar station rather
than to a pardculur program. (2)
Companion. Radio is a compunion
medium that the listener hears the
monient he awakens, has with his
morning coffee, wavels with him 10
and from work and helps put him w
bed at night.  (3) Portable. Radio
atcompanies the listener everywlicre

lie goes. in a car, baint, oii o piciic
or the back porch. (1) Multipte
Attention.  People listen 0 radio
while thev are washing the dishes,
shaving or painting the garage. Ra-
dio is wot as demanding on the
listener’s attention as television, but
it is not as submissive as background
music.  (3) Service Medium. Radio
today has ity greatest opporwnity
and respomsibility (o serve ity comur-

WE]L.-Radio .

It's Great to be Single!

Yes, we think it's great to be a single-rate radio
station, with one rate for all, and no “special”
deals. And, remember, please, when vou buy

® You buy from un accurate cov-
erage map.

Your live copy will be sold”’ by
air salesmen. We have no pear-
toned deejays to unhappily
mouth your sales messages.

You’'ll be in mighty good com-

basis.

muniy, Qur leeting is that @ station
must fidd out what the community
wants, and den meet those wants.™

These five elements, Mr, McGani-
ion says, act as guideposts when the
general policies thart identify a West-
inghouse tadio operation are heing
forinutated. “For example,' he states,
“our approach o the music pliyed
on our stations, and the deejays who
preside over these shiows has been
shaped by our basic attitude as 1a
radia’s function. The recards are
selected to appeal to a mass audi-
ence, bul not on a rigid foriula
We prefer the personality
type of deejay who can develop und
hold a loyal audience, and we insist
that these personalities identify widr
the conumunity, both pn and off the
air.

Editorializing

A subject which appears to be very
(lose to Mr. McGannon is editorial-
izing by radio stations. IHe feels thaf
radio is the ideal medium to bring
an editorial viewpoint to millions ol
people who ravely, if ever, see the
editorials i (heiv newspapers.  In
order to produce editorials thut are
meaningful 10 the community, each
Westinghouse station has on its staff
a rescarch-writer with the responsi

" bility of developing angl preparing

the station’s editorials. Mr. McGon
nou abyo says that these editorials ure

delivered by the general manager ol
the station 1o leave no doubt that
the opitions expressed are those of
the management,

pany on WEJL-Radio because
no per inquiry nor maiu order
business is accepted.

Although cach swation  operates
autonomously, it is alse serviced by
the \WRBC Washington news bureau,
under James Snyder, wlrich custom,
tatfors news in a way designed to
atouse maximmum interest in  the
community being served. In addi-
tion, the station gets veports from
the Westinghouse Luropean news
bureau, headed by Rod MacLeish,
and roeving correspondents.

® You’'ll get a mighty low cost per
thousand and you’ll reach the
adult, “buying-decision’ audi-
ence.

Serving Eight Pennsylvania Counties

Aund WEJL-Radio sub-
scribes and adheres Lo
the NAB Radio Code
of Good Practices.

*“The public’s interest in rews and
public affairs at the presen® time,”
Mr. McGamnon, says, “is unprece-
dented. And we are convinced that
racdiio can best sausfy this interest.”

wEJE
[Tt Srrantan Jimen |
500 WATTS.. 630 KC..

Scranton, Pennsylvania

represeied vy THE MEEKER COMPANY -
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An examination of the European
fiews operation throws gonie light on
how the Westinghouse organization
operates. \WBGC luunched its Euro-
pean news huvean & moiths ago.
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CAMPAIGN SONGS {from American history are heard on WBC

".. \

public service

programs, available to other stations. At Sagamore Hill party, judges of great-
est campaign song {l. to r.}), candidate for Congress John Harold of New York,
Met singer Robert Merrill, Congressman Alfred Santangelo, N. Y., musicologist
Sigmund Spaeth, with Edith {Lynn Charnay) and Teddy {Joe Fitter] Rooseveli.

As bureau chiel, Mr. MacLeish cor-
relates inforniation, turns it into
news analysis and leature material,
which he usually voices personally on
the broadcasts. Coverage is supplied
by a staff ol 26 commentators in 18
countries.

A recent \WBC development, verti-
cal news, the concept ol treating a
complex major story in depth, is also
pursued i Mr. MacLeish's radio
styling. Reports are seut either by
direct line or wire in [rom five to
eight installments throughout a
given day. Each about two minutes
long, the reports are generally aired
by the stations once an hour, during
musical programs rather than news
periods

The particular overseas siory 1s
tolt! from various standpoints, with
additional [acts incorporated as they
are uncovered. The whole subject
is tied together in a wrap-up phone
call, tape or wire, which is then used
o “Program PM,” the magazine
format scheduled nightly on all
\WBC stations. There is no commit-
ment to a specific number of “verti-
cal news” projects per week, it is
explained; Mr. MacLish is guided,
as are the stations, by the news itself.

Direct Line Feeds

Whenever possible, \WWBC attempts
to provide its stations with direct
line feeds of major eveuts. During
1960, Westinghouse provided direct
coverage of such events as the two
political conventions. the Summit
Meeting press conlerences [rom
Paris and the Otympic Games.

One very important measure of

how any connmercial enterprise is
reaching its gaals is its sales story.

(. S. RADIO s Ociober 1960

Part of this story can be told in
terms of the firm’s general attitude
towards radio and advertising as ex-
pressed by A. \V. (Bink) Dannen-
baum Jr., WEC's sales vice presicdent.
“We believe in our standard of liv-
ing and the vital part good acdver-
tsing plays in it. \We believe that
elecuonic media is the most useful
and most effective form ol adver-
using, and that radio advertising is
the most economical way to reach
the most people most often with a
sales message. And, we have great

pride in being in owm industry and
bur company.”

Mr. Dannenbaum provides soinc
fignres to support his enthusiasin
and optimism about radio advertis-
ing in general, and WBC's sales
story in particalar.  “\r no year
save one, 1934, and then only 5.t
percent,” he savs. “didk pur industry
lose ground since 1938. Certainly
individual stations, iucluding ours,
reeled under blows, mt the fact re-
mains that more dollars were spent
i radio every vear save oue since
1938, .

“Amd  what did  Westinghouse
Broadcasting do in the period 1955
ihrough 1959:  \We increased oun
radio billings by 76.6 percent. And
today our sales are at an all-time
high, surpassing any perioil i the
history of our radio siations.”

“We had definite goals in mind
when we started out in 1956, M.
McGannon states. “And we [eel
that we have proved that we have
developed an accepted product. Of
course, we are always in the process
of refining this product, but we feel
confident that WBC is a guing con-

€111, & o o

Listeners who BUY tune to WGY

WGY ‘’Personality Programming’’ Matches Message
To Audience Resulting In Greater Sales For You

cialists 1n news,
sports, weather,
home and farmn
fare make vour
message known
and acted upon
by mass or spe-
etal audiences in
this area. Con-
tact Henry I.
Christal Co. or
WGY, Schenec-
tady,N. Y, 982164

Joe Roulier
“Joe's Show"

Class or mass—your nessage gets
to the audience you want because of
WGY’s personality programming.
Joe Roulier, for instance, with his
blend of show tunes. standards, in-
formnal patter and news briefs, serves
a most listenable inenu to his day-
time audiences. Then with Leon
Kelly, you have the dinner-tine
companion. to thousands. llis tightly
woven web of semi-classical and
standard tunes, off-beat stories and
poems has captured aud keeps the
inature, able-to-buy listener tuned

to WGY.In between, WGY staff spe-

Leon Kelly
“Kelly's Korner”

Serving Northeastern
New York and
Waestern New England

50,000 Watts ¢ NBC Affiliate o 810 Kilocycles
A GENERAL ELECTRIC STATION

www americanradiohistorv com
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commercial
clinic

Djvided Opinion on Relationship

Of Jingle Producer and Agency

What is the proper relationship that
should exist between the advertising
agency id the outside ovganization
providing the music for vadio cow-
mercials? There appears to be some
divided opinion ammong jingle pro-
thucers as to the answer to this ¢ues-
tion. Some producers leel that in
order to function most efficiently,
they must be brought in at the emnr-
liest possible stage ol planning a
campaign and play a major role in
the creation of the original idea
There are others who believe that
it is their function o support and
maie fully develop with music the
Idea which is presented o them by
the agency. .\ firm which has suc-
cesstully subscribed to the secondt ap-
proach is Music Makers, Inc.

“In the creation ol any successlul
announcement using music, two ele-
ments must always be present,” savs
Herman Edel, executive vice presi-
deut of the hirm. “The idea is the
first element. And it is our feeling
that this must come from the agency.
We base this on the siinple fact that
the agency knows the product in-
volved and the objectives of the ad-
vertiser to an extent which would be
impossible for us to Dbe able to
match. As a matter of fact,” Mr.
Edel continues, “although we can
and do prepare lvrics as well as the
music, we will often encourage the
agency copy people to prepare the
lyrics. Here again, our reasoning is
that the agency is in by far the best
position to deliver the advertising
message.

“The second element, of course,
is the music. If properly used, music
will enhance a good idea. Tt can
never, however, repair or substitute
for any basic faults or flaws in that
idea.™

48

Miwh Leigh, the young president
of Music Makers, and the man (h-
rectly involved in creating the mu-
sic, points out that the musical
idiom used in a commercial must be
honest and accurate. “Today, you
can’t get by with music thac either
looks up to or down on the listener,
For example, if the jingle is being
directed o youngsters and rock and
roll is being employed, it must be
gennine and np-to-date. The vock
and roll being heard now is different
than it was two or three years ugo.
And il your jingle doesn’t veflect the
change, the youngsters spot it imme-
diately. When this happens not on-
lv does the music do nothing to help
sell the prodact, it might even cre-
ate a negative effect that could be
tletrimental,’”™ Mr. Leigh says.

An Emotional Image

“In the 20 to 60 seconds i 4vhich
a spot announcement has to get
across its message,” Mr. Leigh ex-
plains, “there is usually only enough
tme to create an emotional image
of the product. If the music is per-
forming its proper function, it will
he alide to help produce a favorable
climate of emotional involvement
with the listener.”

The musical jingle. througl the
efforts of organizations like Music
Makers, has developed from its early
form of a combination of simple and
easy to remember music and lyries
to efforts that require the use of 33-
piece orchestras. The musical forms
used today, Mr. Leigh points out,
vary from advanced progressive jazz
to country and western rhythms to
lush mood music to symphonic. “Be-
cause a tune is simple and easv to
remember,” he sas, “it does not
guarantee thag it will help create a

response tint will arid it ¢loing the
one thing which a jingle is supposed
fo do—help sell the product.™

New Department

In addition 1o the growing num-
ber ol advertisers whe are using mu-
sic in their campaigns, many radio
stations ave also turning lo this lve-
ly art to assist in creating and main-
taining their individual images. As
a result of this increasing activily,
Mr. Edel states, his firm has just es-
tablished a special division to work
with radio stations. “Each caimpaigo
will be customanade for the station,”
he says, “and we will apply the same
principle of creating a distinctive
sound lor each individual product,
in this case @ radio stalion.”

It is vevy possible for a musical
commercial o contain all the proper
ingredients, in the proper anounts,
aind still not produce as it should,
Mr. Leigh says, if the final transcrip-
tion does not have the quality 10
bring out everything which was
played at ihe recording session. ile
mentions that commercials are ofien
played between commercial records
of the highest quality. If the music
on the spot announcemeént is not on
a par with the rest of the music
heard on the program, the entire
message is in danger of being diluted
in its effectiveness.

Indications of how far jingle pro.
ducers have progressed in recent
vears are (he expanding physical fa-
cilities of Music Makers, and the
steadily ¢limbing revenue. Tn 1957,
My Edel says, the firm grossed $100,-
000. Last year, the firm grossed
S600,000, with every expectation that
this vear’s figures will continue tlie
upward trend. ¢ ¢ o

U. S. RADIO » Oclober 1960
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RADIO MEASURES UP

1. Daytime Power {Cont'd from p. 27)

says, confirmed the adult edge radio
has over tv during the daytime, the
latest research shows the difference
has widened.

According to the RAB-Pulse re-
search, “radio has further increased
its substantial edge over tv by an
additional 6.5 percent in the average
hour between 6 a.m. and 6 p.m.”

And the proportion of adults i
radio’s audience in 1960 has held
steady or gained since 1958, while in
tv it has decreased, RAB states.

A weighted average [or the 27 mar-
kets shows that 87 percent of the
radio audience was adult nr 1958
compared with 88 percent in 1960;
in tv, the study says, adults in 1958
represented 60 percent of the audi-
ence, compared witlt 56 percent in
1960.

What do agencies think of the lat-
est RAB analysis?

William C. Dekker, vice president,
media direcior, McCann-Erickson
Inc,, New York, tells u.s. RaDIO:

“Our media planning process will
make much use ol these data. RAD,
in the updating of its 1958 adult day-
time radio audience researclr, has
made an important contribution to
the media-marketing aspects of radio.

“It is always important to us in the
developing of media strategies to
keep abreast of trends in media cir-
culation, shifts in listening, viewing
or readership patterns. The compari-
son of radio’s adult audience reach
during daytime hr 1960 versus 1958
contained in this 27-market RAB
study documents once again the
growth of daytime radio during the
past two years.”

As part of the RAB project, the
bureau draws from published mar-
ket research studies to demonstrate
that adults are the purchasing agents
of any family.

The marketing facts cited are
these:

» 98.2 percent of food and grocery
buyers are adults.

e 85 percent of all department
store traffic is adule

o 95 percent of all drug and
tioletry purchases are made by
adults.

The importance of daytime as

“buy-time” is borne out by these

racts:

e 76.1 percent of supermarket
customers buy before 6 p.m.

¢ 65.8 percent of all drug store

2. Reach and Frequency (Cont'd from p. 27)

to the top 100 markets, the same
yardsticks can be utilized for the en-
tire nation.

For the purposes: of the study, sta-
tions with the highest average rat-
ings were selected in each market,
both for the weekday and weekend
schedules.

A variety of spot campaigns were
hypothetically placed on a pre-deter-
mined basis to utilize all day parts,
Sunday through Saturday. These
schedules were then tabulated in or-
der to determine net unduplicated
homes reached and the average num-
ber of times heard. Costs were based
on published minute rates, less ap-
plicable discounts for fixed posi-
tions.

PG feels that the tesults of tlris
study, as significant as they are, are
“minimal expectations” of what spot
radio can.tlo. The reasons: There is

U. 5. RADIO « October 1960

no out-of-home hstening included;
there is no rotation of spots, ad
only average ratings were utilized.

The first vound of agency calls on
the research stucy are being made
at the media director or media re-
search director levels. The second
time around PGW will show the
presentation to the account level at
the agency and executives on tlic
client side.

In New York, the ugencies timat
have either seenr it or will see it
shortly are ]. Walter Thompson;
McCann-Erickson; BBDO; Ogilvy.
Jenson & Mather; Foote, Cone &
Belding; Benton & Bowles; Comp-
ton; Dancer, Fitzgerald & Sample;
William  Esty;  Sullivan, Suwauffer,
Colwell & Bayles; Kenyon & Eck-
hardi, and Gumbinner.

The calls being made on the me-
dia director or media research direc-

www americanradiohietorv com

ADULT PENETRATION

Radio Television
1959 1960 1958 1960
7 a.m.
to noon 0% 90% 62% 61%
Noon to
6 p.m. 85% 88% 59% 53%
Weighted
average 87% 88% 60% 56%

Source: RAB-Pulse studies in 27 markets.

purchases are made before 6
p-m.

e Most department stores are open

only one night weekly

The RAB-Pulse audience compari-
sons are based on average quarter-
hour, Monday through Friday, sets
in use, including both in-and-out-
of-home listening.

The markets are: Boston, Buffalo.
New York, Philadelphia, Pittsburgh,
Adanta, Baltimore, Birmingham,
Houston, Memphis, New Orleans,
Richmond, Washington (D.C.), Chi-
cago. Cincinnati, Cleveland, Colum-
bus (O.), Detroit, Kansas City, Mil-
waukee, Minneapolis-St. Paul, St
Louis, Los Angeles, Portland (Ore.),
San Diego, San Francisco and Seattle.

tor include the research study only.
However, when PGW shows it to the
client, i1 will be considerably em-
bellished. The represenjative firm
intends to bring the research to the
atention of major non-radio na-
tional advertisers and at the same
time, offer them a sl)eciﬁc- proposal
for radio use.

That proposal will include a sug-
gested rudio budget for the year and
will specify time periods, frequency
and expected reach.

PGW expects to have the entire
data [or this study completed by
next month. At that time, the firm
intends to make tlie findings avail-
able w0 all other representatives,
agencies and advertisers interested
in spot radio.

For charts on efficiency of
weekend radio, see 1» 59.
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station log

> News:
Stations everywhere appeur to be
giving increased attention to cover-
age ol local clections this vear.
Following the move by the net-
works to broadcast face-to-fuce po-
titical cebates between the prosiden-
tial candidates. WWDC Washing-
1o, . C., offered [ree time to con-
gressional candidates in neighboring
Marvland :ind Virginia election dis
tricts. Each cangdidate was invited to
participate in two  30-minute de

I d ANNIVERSARY celebration of WWVA Wheeling, W. Va. includes awards to

mies withont charge. farm suthorities for 25 years service. Left to right are Paul Myers, WWVA;

- . : S I Art Smith, Ohio State University; J. O. Knapp, West Virginia University; Paul

W '\I'\Q Chicago i b,”)".d‘ EINUIITE] Miller, WWVA: Robert Lang, Belmont County, agent, O.; John Corrigan,, WWVA,
wetrkh' a onc-hour pre-election pro-

grant called “Ballot Box 60" A dates in Hlinois” guberniatorial. sen-  the final progriun in tlre series,
pancel of political writers Irour Cli- ate and stne’s attorney rices. \n A scries of editorials on station

P

cago  mewspapers interview  candi- - elecon eve ganndup will dominate KVE Seaule has resulted i eflorts

TOLEDO

1. 1,228,800 customers for your products.
h - - 2. Total consumer effective buying income of
AaS... Vi . $2,465,996,000. (Figures from Sales Man-

AN

agement’'s 1960 Survey of Buying Power
@/)@ for WSPD's circulation area)
3

< . Industrial employment of more than 100,-
the U A 000 at Champion Spark Plugs, Libby-
‘ - - " Owens-Ford, Toledo Scale and more than
PEOPLE OB o AT e
— 11 other plants.
i b 4. With 4 stations in town, 5 of every 10

radios are tuned to WSPD — audience
**1 domination that opens the pocketbooks
of this rich market.

\g’D 1
e L‘ | The righf combination of circulation
% /V plus persuasion — Let Kotz help you
4

the
MONEY

and THE
RADIO
STATION

|
=

select the mosf persuasive times.

WSPD —Radio, Toledo
a STORER station

Natlonal Sales Offices:

625 Madison Ave,, N. Y. 22
230 N. Michigan Ave., Chicago 1

wsd =
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by othcials 1o crack down on the unls-
use of drugs. The station preparcd
the editorials  after learning  that
amphetamines and  cough  syrups
contaiting codeine were sold indis-
criminately. In a letter 1o the sta
tion, Seattle’s chiel of police stated
that “cough syrups coutaining co-
deine must 1ow require a prescrip-
tion. and legislation is being pre-
pared to regulate the use of am-
phetamines.”

A monthly subscription  service
tor radio station promotions ts now
available from  Broadcast Promeo-
tions, New York. T'en different pro-
motional ideas, with details of their
execution, are distributed each
month, exclusive 1o one station in
each markei. The fivm also offers
special consultants to stattons for
developmewt of promotion

paigns.

> Programming:

A concept known as “integrated ele-
ment progranuning” began last
month on WERE Cleveland. Rich-
ard M. Klaus, general manager, ex-
pains that the new format will re-
quire air personalities to work from
“idea scripts” preparved by a staffl ol
writers. Writers meet in daily con-
ference with each personality and
members of the production depart-
pient to work on scripts.

“The new format will resemble
WERE's personality-block-progrant-
ming in that individual personali-
ties will still be accented. However,
the complete pre-planning aird
theme will carry over from program
to program, and will result in a new
kind of conunuity,” according to Ed
Stevens, vice president for program-
ming and promotion.

One-minute lessons i charm,
beauty and femininity are the basis
for a new feawure, Peaking Through
Nie Looking Glass, on WGLI Baby-
lon, N. Y. Scheduled in high home-
maker listening periods, the pro.
sranmt will be written and broadcast
hy Miss Helen Peikin, director of
Slendercenter Inc, in Valley Stream,
N.Y. Listeners are eucouraged to

write to the program on any prob- |

lems they wany discussed.

> Public Service:

KABC Los Angeles has launched a
series of niajor public service proj-

U. §S. RADIO o October 1960

cam- |

 before you buy
i the rich Syracuse

ects that will each veceive a month's
attention from the station.

Kuown as “public service project
ol the wonth,” the series began last
wonth with  programs acquainting
the public with the Sunair Home for
Astlimatic Childrven.  The station
broadcast interviews with doctors,
social workers and patients who ex-
plained the work of the hospital and
the nature ot the discase.

Special classes in practical poli-
tics were presented by WRCV Plnl-
mlclphia recently in an ellort 1o en-

|

I

courage public participalion i po-
litical affairs.

The course covered vartous polits
cal topics, including “Why Get Tnto
Palitics,” ““The Political Party Sys-
tem from Division Connnlttecm:in
1o the National Committee,” “low
Party. Workers Can Be  Effective”
and “"I'he Importance of Being Well
Informect ou Political Issues.”

Extensive oi-air promogion nrge
citizens 1o attendd the classes and
participate in politics with the par-
1y of their ¢hoice. o o o

 Now you can listen

 and compare

 N. Y. market

at our
expense

tune in by
telephone

... Get the proof of WFBL leadership! Make a personal survey of
station programming in Syracuse—by telephone. Call WFBL col-

WEFB

FIRST IN

www americanradiohistorv com

CENTRAL
REPRESENTED NATIONALLY BY GEORGE P. HOLLINGBERY CO.

lect at any time ol day or night to bear the live broadcast of the
moment by any or all stations. We think you'll agree with local
listeners and advertisers; the most enjoyable good music, the best
news reporting in Central New York is heard on WFBL. H delivers
the audience you want to sell. Listen, compare. Prove it to yoursell.
Phone HOward 3-8631 collect. Ask lor Sponsor Listening Service.

radio

5000 WATTS DAY AND NIGHT

NEW YORK
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BPA memo

Miami Stations Help
Downtown Business Boom

Four Miami radio stations recently
came 10 the aid ol the ciy’s Down-
town Business Council, cooperating
in a 12-hour Sale-a-Thon that lea-
tured a shopping mall experiment,
opening the streets o pedestrians
only,

Management men from WAME,
WOADM, and WGRS* formed a com-
mittee to work out details lor the
promotion, headed by Muny Wor
oner, station manager of WAME,

The adverusing budget lor the
one-day Sale-a-Thon was allocated
100 percent 1a radio. All three sta-
tions carried heavy spot schednles,
with a fourth, the Spanish laniguage
station WMIE, airing a lighter
schedule. The spots started six davs
before the Sale-a-Thon, reaching a
saturation peak the day belore amd
exteidling through 6 p.am. the day
of the sale.

The cily agreed 1o convert four
blocks of Miami's main street into
a pedestrian mall from 9 a.n to 9
p-m. Ofhcials closely watched reac-
tion to the malt plur considering it
a test for a permanent mall.

Over 200,000 people jawnned the
downtown area for the sale, savs Mr,
Woroner, who was later awarded a

= LY

citation by the council lor Irs serv-
ices.

Sidewalk auction sales were Tuit
Ly top disc jockeys, teaturing mer-
chandise on sale inside the stores.
Relreshment stands were set up, sell-
ing drinks at hall price. One booth

reported that it sold 4,900 solt
drinks.
Two orcheswras filled the wmain

thoroughfare with music in the eve-
ning, followed by shoppers' partici
pation in four dances run simul-
tancowsly in cach block. The dimces
[extured four kinds of mustc—rock
'n’ roll, popular, Latin and square
dance.

Eacht of the 54 merchants partici-
pating was enthusiastic about re-
sults, it was reported. Sales increases
ranging from 20 1o 50 percent were
nated.  One husinessman went so
far as 1o compare the day’s business
witlr sates of the Christmas season,

Ihe council, moved to action be-
cause of a two pereent drop in de-
partment store sales for the year,
said that “the Sale-a-Thon far ex-
ceeded all previous promotions,”

BPA Named Consultant
For Junior Achievement

Junior  Athievement, natioml
vorth organiw:ninn, has .'t]1|mimcd

¥ 4

DEPARTMENT STORE jam resulted from Miami "Sale-a-Thon." For 12 hours

thousands of people crowded stores and blocked-off streets to shop downtown.
WAME, WQAM, WGBS and WMIE Miami contributed time, talent and top-
flight promotion to the event. Retailers reported sales up as high as 50 percent.
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the Broadcasters' I'romotion Associ-
atton its official consultant on. radio
jnd television promotion.

Public service announcements for
JA have been circulated by the BPA
education and professional stand-
ards commitiee w all local Junior
Achievement [ranchises. The spots
svere  prepared by commiticemen
James Mullen of \WCRBS* New York
and Ray Johnson of NBC.

Deejay Broadcasts Afop
Flagpole to Raise Funds

Ronnie Cash, WJET Erie, Pa,
thidn't feel a bit isolated during his
recem stint atop a 50-foot flagpole
i1t the West Erie Plaza parking lot

Many listeners to his record show
tirned ot to watch the spectacle of
the one-man campaign to raise funds
{for comstruction of a swimming pool
for Camjx Lend-a-Haml, where dis-
abled youngsters get special ther-
apy.

The disc jockey stayed up in the
air with his wirnuble until listeners
sent in enough contributions for the
pool.

River-Barge Concerts Draw
Crowds for Fourth Year

The barge-tour of the 57-member
American Wind Symphony, co-spon-
sored by KDKA* Piusburgh, ook
music to 16 river communities this
year and played o about 170,000
People.

Along with the musicians went
KDKA personalities including Rege
Cordic, who narrated, and Josie
Carey, who preserited a special mu-
sical puppet show at one of the con-
certs.

KDKA has cosponsored the con-
certs since the American Wind Sym-
phony was [ounded in 1957. In ad-
dition to on-the-air promotion, the
station handles all. publjcity and
promotion for the orchestra’s tour,
according to Les Rawlins, general
manager. ¢ o o

*Denotey 3tations who are members of
BPA (Broadcasters' Promotion Association)
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{‘ HOMETOWN, U. S. A.

radio
registers

1 GENERAL SUPPLY

Sales jumped 100 percent for Hastings Co-op Supply,
Hastings, Nebraska, reports sStore manager Charles
Buss, after starting a spot schedule on KMMJ Grand
Island. Using KMMJ almost exclusively, he says,
the store sold 27 major appliances in 60 days.
During same period last year, he reports the sale
of only one major appliance. Advertising placed on
KMMJ by the company for a one-day paint sale re-
sulted in $500 in paint sold, as well as six major
appliances, according to Mr. Buss.

| SAVINGS & LOAN |

—

Officials of First Federal Savings and Loan ASSo-
ciation, Denver, recently signed a contract with
KOA Denver renewing its sponsorship of 22 news
broadcasts per week. After seven years and 7,176
news programs sponsored by First Federal on KXOA,
Malcolm Collier, company president, reports assets
have grown from $9 million to $33 million. First
Federal spends the majority of its advertising
budget on KOA, he says.

- ——
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HOME SERVICE

The Home Service Club of Dallas, which provides
home building, repair and maintenance services, ran
a campaign to solicit inquiries on the HSC opera-
tion. Radio and other media were used, with 10
spots a week on KIXL Dallas. Responses from KIXL
spots ran 11 to one over other forms of advertis-
ing, according to James L. Townsend, HSC president.
He says the KIXL now gets the majority of the HSC
advertising budget.

FOOD BROKER [

Kretchmer Wheat Germ, advertised for several years
on WOR New York through B. Meir & Son, New York
food broker, has increased its sales 90 percent.
Fred Barnet, sales manager ¢f B. Meir, says the
company has advertised the product on the Carlton
Fredericks Show for several years, and radio has
been the prime medium. Now buying three spots per
week, Mr.Barnet says the radio advrtising has aided
materially both in chain store and independent
grocer distribution,

o i et e e, e W T - R A BN S - = e e,
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Don’t be detoured. If you
want to move in Metropolitan
New York, youneed WPAT . . .
the station that moves millions
throughout 31 counties in New
York, New Jersey, Pennsylvania
and Connecticut. Follow the lead
of the world’s leading lines.
They're in transports over the
effectiveness of WPAT . . . where
transportation and travel adver-
tising has climbed to a strato-
spheric 2090% increase in three
short years. There’s no doubt
about it, commercials get there
faster on WPAT. And for adver-
tisers, getting there is all the fun.
Here are only a few of the world
travelers who've found out how
much faster and how much more
fun it can be to get there on
WPAT: Arosa Steamship Lines,

LR

| Braniff, BOAC, Capital, The
French Line, Irish Airlines,
K L M, National, Northeast,

Northwest, Sabena, SAS, TWA
and United. In the past three
years, all of them have advertised
on WPAT . the station with
the air of success.

WPAT
&
WPRPAT-FM
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The
New York
Philharmonic

Possibly there is no program anywhere on the
air about which the audience feels more deeply
than this one. The Philharmenic, under Leonard
Bernstein, is in its 31st consecutive year on
CBS Radio. The 31st year in which listeners
hear what many believe to be the world’s great-
est orchestra. In all radio the New York Phil-
harmonic is the kind of company you keep ,

only

oN CBS
Radio

report from RAB

Department Store Campuign
Serves a Two-Fold Purpose

\amgjor campaign (]c\jgne(l to 7ero
in en the $100 million-plus the na-
tion’s tlepartment stores spengl an-
nnally onadvertising  is being
launghed this mondh by Radio -
vertising  Bureau member stations
across the nation,

Fhe campaign, according to RAB,
actually has g two-lold purpose:

(I) To help convince  depart-

ment stores—whicdi still in-
vest the bulk ol their budgets
it newspapers — that - radio
«un do an ellective selting job
lor them.
Vo act as a “bnildup™ ta the
livst aelease of vesults [ron:
RARS 564,000 Challenge™—
the yeardong study ol radio
wlvertising g deparmieny
stoves heing canducted by the
burcan in coopevation with
I'e llighee Co. in Cleve-
L. (Blighee’s is part of the
natiomvide chain ol Associi-
e Merchandising  Corp.
stores angl grosses more than
530 uillion annually.)

(2)

Lhis big “buwildnp” campaign has
alieady started inoanany markets—
and currently is based on an eight-
pavt direct mail copgiga designed
to put the case for vadio in the hands
of leading department store execu-
tives. Utilizing RAB presentations,
research and case histories, the cam-
paign docmmengs dramatically show
st how radio can work both to in-
creine sales and ataact more
tomers for depiroment stores,

Clis-

Among the data will be compari-
tive 10sults of radio vs. newspaper
advertising on literally hundreds of
diffcrent depariment store iteins—

interest in this appreach.

NATIONAL SALES TREND OF THE MONTH——

Over the past nine months, major auto nukers have been tar-
geted m a special series of presentations from RAB tailored to
the individual maketing and advertising problems each faces.
The basic thinking behind each presentation: Radio should be
used consistently—52 weeks a year—rather than on a flight basis.
Now, one of the major makers appears as the first breaktlnouglr,
will buy radio in its most important markets for 52 consecutive
weeks starting with the introduction of the '61 line. A number
of other auto manufacturers have also cxpresscd considerable

rangimg from icady-to-wedr o toy
and appliances.

(Ihe dewiled stady is e cul-
mimation of a challenge Mr, Sweeney
made to the department store indus-
try in 1958, He offered partial finan-
cial backing from RAB o tonduct,
in cooperation with a major depart.
ment store, @ comprehensive, 12-
month stiidy ol radio’s elfectiveness
for tentselling. .\ proviso of the
ulfer was that RAB would play a
wajor role in the campaign in such
avens as selecton of the itens 1o be
advertised, the copy approaches to
he used and the selection of stations
and broadeast times.)

Among the annnuniton included
in. the direct mail “buildup” cam.
Jrign s a 24-page prescutation titled
“Which Wav Will Your Siore Rule
the Retail  Revohttion —Up or
Down?” The presentation outlines
cight nuajor reasons why departnient
stores shonld dhversify their adver-
tising inedia approach, & o

Ao included:  Case Tristdries ol
outstanding radio results for sone
M department stores  thronghont
the nation.  Among theni:  Cain-
Sloane, Allied Stores outlet in Nash-
ville, Tenn,, grossing some $30 mil-
lon annually.

Another brochwe in the cight-
part campaign is titded “They Al
TListen to Radio.” It outlines lop
store executives the radio lstening
pitterns of eight important  con-
snner grmrps—suc']l as houscwives,
middlc-iincome  men,  angd  single
working women, All of the groups
suglicd are of vital importance to
departinent  stores and the RADB
brochore ,pinpoinlh the exien) of
their radio listening. o o @
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report from

representatlives

Station Questionaire Gets
Results in Gathering Data

With every medium exerting a max-
imum eflort to get its maximum
share of the adverusing dollur, the
need {or greater and more dewailed
dawr about media has increased.
This is certainly true of radio sta-
tions, In order to fulfill this need,
many representative organizations
have been acting as central clearing
houses for information about the
stations they represent. An example
of this activity 1s the detailed ques.
tonnatre which Radio TV Repre-
sentatives, Inc.,, New Yok, has re-
quested its stations to fill out.

“The questions we included were
those that are most frequently asked
of our salesmen by time buyers and
other agency people,” expliins
Peggy Stone, president of the firm.
“We have found that in addition to
market research and surveys, time
buyers are also looking for such
basic information as the exact sign-
on and sign-off times ol various sta-
tions.

*The information gathered from
the questionnaire serves a «ual pur-
pose,” she explains. “In addition to
making readily available to agencies
the information they need for sched-
uling campaigns, we are also able to
inform the stations ol new ideas
used by broadcasters i other mar-
kets.”

Questionnaires are sent to the sta-
tions at frequent intervals to keep
the data as fresh and up-to-date as
possible. Questions cover program-
ming, station operation and market
statistics.

‘Shift Time' Radio

With station schedules already
loaded down with sponsors during
“driving” times, and more adver-
tisers clamoring for announcements
m the same periods, Edward C.
Petry & Co. has come up with a pres-
entation that asks—and answers—
“What about the other 18 howrs of
the day?”

While not disclaiming the impor-
tapce of “drive” time higher sets in

" 8. RADIO » October 1960

use, Petrys “Shift Time Radio”
stucly points out that millions of
Aniericans, notably blue-collar men.
are going to and from work during
all hours of the day.

The company made a study of the
working shifts in 21 cities. The
presentation cites Nielsen figures
that show automobile listening rep-
resents a higher share of the total
audience at night and in some mid-
day periods than during the so-called
“drive” times.

The company macde i study of the
various work-day shifts in 24 cities.
Following are some results of the re-
search.

“Dewroit—World leader in the
manufacture of utomobiles and
parts. Dewoit also holds leadership
in the making of scores of other
products. Well over one million per-
sons are engaged in non-agriculture
employment.

“Actually, less than two-thirds ol
the industrial workers travel to or
from work during the traditional
‘drive’ hours. Some 27.7 percem be-
gin work from 3-3:30 p.m., another
10.8 percent start from 11 puan. to
midnight. At the same time, the 27.7
percent are coming off the job.

“Houston—The biggest 'shift’ of
the day among industrial workers
occurs between the single hour from
2:30 to 3:30 p.m. At this time, 30
percent are coming on the job, 60
percent are going off. Another big
‘shift’ takes place from 10:30 p.n. to
11:30 p.am., when 10 percent start
work and 30 percent end.

“Little Rock—Some 25 percent of
all industrial workers are ‘shifting’
at midnight, 15 percent coming oft
the job, while 70 percent are going
on. The remaiming 75 percent of
workers on the daytime ‘shift’ start
leaving for home at 3:30 p.m.”

Figures were compited by Petry’s
marketing department from infor-
mation supplied by radio stations.
In most cases, the local chamber of

commerce is original source. o o o |
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Garry
Moore

Moore fun.That's just what happens every
Monday-through-Friday whea Garry and
Durward Kirby blend their special brand
of informality and wit. Millions of listeners
find Garry Moore immediately and im-
mensely likable. No wonder sponsors find
any friend of Garry's is a friend of theirsl
In_all radio Garry Moore is the kind of
company you keep

Only
onCBS
Radio


www.americanradiohistory.com

WITHIN A STONE'S THROW
OF COMMUNICATIONS ROW!

One of New York's
wost desirable locations

MADISON AVENUE
AT 52nd STREET

A Bigger and Better

g .
HOTEL

Just steps from anywhere. ..
now with 500 individually deco-

rated rooms and suites — and
completely -air conditioned.

The magnificent new

BARBERRY

7 E. 52 §¢t.

Your rendezvous for dining
deliberately and well...
open every day of the week
for luncheon, cocktails,
dinner, supper.

PLAZA 3-5800 ¢« TwX: NY 1.133

=
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report from
agencies

New AAAA Report on Spot Radio
Outlines Path tq Growth, Harmony

Taking a long look at the relations
between radio stations and adver-
tising agencies, the American Asso-
ciation of Advertising Agencies has
come up with some suggestions it
thinks may improve nalional spot
buying procedures.

Radio, sometimes criticized by
agencies for its lack of standardiza-
tion with respect 1o media buying,
fs given some peinters  in the
AAAA's new booklei, “Suggestions
for the Advancement of National
Spot Radio.” The booklet states its
objective o “increase the volume of
radio advertising by making it more
productive and easier to handle.”

“Advertising agencies work in op-
erating patterns partly crexted by
agencics, partly by media,” the hook-
let savs. “Any gain in operating
cfhciency helps to foster the condi-
tions nnder which national adver-
using grows. The better broadcast-
ers and agencies can understand
each other’s operating ieeds, the
more smoothly and efficiently they
ca work together.”

Covering such arecas of station-to-
agency information as market data,
coverage, audience data, research
and rate cards, the hooklet suggests
improvements stations can make in-
dividually and collectively.

The AAAA urges that:

e The industry develop standard-
ized coverage measurements needed
for the most effective station selec
tion under today’s marketing con-
ditions.

e Market information on the sta-
tion's service area should be nade
available in standardized format.
The data should be supplied to any

{ reputable enterprise that compiles
market data for the guidance of
agencies and advertisers.

o The industry should work to-
ward and adopt industry-approved
audience reporting services covering
all stations in the market on a com-
parable basis.

waany amaoricanradinohistory com

¢ Any coverage or audience re-
search should rely on impartial, oh-
jective methods. Results should be
accredited in a way that makes them
acceptabte ta agencies and adver-
tisers,

Referring to the standard form of
rate card issued by the AAAA in
May, the booklet asks radio stations
to adopt the form, citing these rea-
sons: 1} similar standard forms are
usedd by other media, and agencies
are familiar with the arrangement
scheme: 2) standard size cards are
easily handled and filed; 3) use of
the standard form assures that all
information needed by a timebuyer
will be provided; 4) the rate card is
the buyer’s authoritative source for
rate and other information.

Calling for a central reporting
sevvice for station commercial sched-
ules, the AAAA explains that it
could be developed as either a pri-
vate enterprise or an industry-wide
project.

A service of this kind would, 1t is
pointed out, facilitate requests of
individual agencies of each station
for a record of commercial sched-
ules. The schedules report product
classification and advertiser, and
serve as guides 1o the degree com-
petitive products are promoted.

Because agencies feel that the el-
fectiveness of commercials is lim-
ited by wmultiple spotting, the
AAAA booklet urges stations to lim-
it announcements, regardless of
length, to o certain nuinber within
each program. It further asks that
stations state their policy on multi-
ple spotting in rate cards and listings.

The booklet also explores im-
provement of station and agency
billing procedures, and explains in
detail the value of offering a cash
discount to advertisers.

The hooklet was prepared hy the
committee on broadcast media, and
is being distributed to broadcasters
and station representatives. o o o
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FEATURES

Exclusive YU METER for distortion control
TAPE SPEED: 3%' per second

WOW & FLUTTER: 0.3%

FREQUENCY RESPONSE: 50.10,000; *= 3 db
range 100-8000

OUTPUTS: 2-One TOmw at 2,000 ohms; Two
Zero YU at 400 ohms

Requires NO ELECTRICITY

Operates on a SINGLE battery

Completely TRANSISTORIZED

Weighs ONLY 3 |bs,

All recordings can be MONITORED

Optional accessories for every conceivable
use

MOHAWK midgetape PROFESSIONAL 500

World's First Broadcast Quality
Pocket Tape Recorder

A Palm-size Engineering Masterpiece that instantly captures
and records any conversation, music or other sound and
plays it right back in rich, professional Hi-Fidelity quality
for radio broadcasting — TV — and many other business and
personal uses.

HEARING IS BELIEVING

For literature and a Free Demonstration in your office, write Dept. USR

= or—br—k

business machines corporation

944 halsey st., brooklyn 33, new york telephone glenmore 5-9570
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Businesses that want sar bill-
ing in Metropolitan New York
advertisc on WPAT . . . Metro-
politan New York's leading good
musie station. We cun't quite
promise that all the world will
bc your stage. but 31 counties
throughout New York, New Jer-
sey, Pennsylvania and Conneeti-
cut will be and that’s a potential
audicnee of morc than 17,000.-
000 people in more than 5.000.-
000 radio homes. Two-a-day or
cight-a-day. commercials get re-
sults on WPAT. That's why
amuscment and entertainment ad-
vertising  alone has  increascd
191¢% in three short ycars on our
station and that’s only one, count
it, one, of many advertising cate-
gorics that has shown rceord
breaking gams. We say rthai’s
show busmess! Advertisers like
these scem to agree: Allied Ar-
tists, Bueuna Vista, Columbia
Piciures, David Merrick Produc-
tions, Freedowland, Loew’s The-
atres, MGM, The Muscum of
Madern Art, The New York City
Ballei, Parantointt Pictures, Radio
City Music Hall, Tweutieth Ceu-
tury Fox aud Uunited Artists. They
arc only a few of the many who,
in the past threc vears, have ad-
vertised on WPAT . . . the station
with the drama of sueccess.

WPAT
&
WPAT-FM

[+
74

report on

Fm Appeals to Switzerland Cheese
Association to Build Image, Sales

For complete detaids yea (e
Octobery issue of v, s 1\

As national advertisers 1ake a long-
er and more serious look at Lim, many
are funding the medivnm just the ve-
hicle they have been seeking for thein
products,

One such advertiser is the Switzer:
langl Cheese Assoctation, which has
been using fun since lase April. A\
ithac time, the assodiation bought a
wial run on one station for fom
wecky, The schedule later expmrded
1 13 weeks. At present, the am-
tract calls Tor a year's spoisorship of
two shows, And the association’s ad-
vertising agency, Willimns & Lon-
don, Newark, N. |, is comemplating
rontracts lor I thne in Ove addi-
tounal niarkets sonie tiwe in January,

How did the asodation happen
to choose Iz It all started when
John  Keeshing a0 salesman for
WRFM New York, talked on the
idea of using the mediam to Heins
Holer, manager of (he Switzerlund
Clicese \ssociation in New York.

“We weren't really interested in
[rn,” My, Hofer frankly vecalls, “but
we were interested inoarcaching peo-
ple whom we felt had an appreci-
ation for the kind of story we witt
e to tell. We don’t like hard sell.
We want to talk to people about
Swirzerland, its history und geogra-
phy and its many fine industries,
especially the cheese business,

“Following the initial trixl, we
considered the prograin to be suc-
cesslul, Peaple were interested by
whiat we had to say; they liked it
and were tatking about i..”

An hour-loang program called the
Hi-Fi Showcasc was the fust pro-
gram by the Swiss group. Heard ot
Sundays from | to  p.n, it featured
semi-classical nunsic, ilm seores und
show tunes.

Four one-mpiute commercials andl
two 30-second messages were broud-
cast during the program.

After considering the initial Te-

yapana oo oricanradinhictaryy cam

saley, 3 dnempt was unude to incor-
porate Swiss flavor in the content of
the program. This was done to asso-
ciate the content more directly with
the conmunercials, which dealt with
many aspects of Switzerland,

It was decided ta use Swiss classi-
val music as well as other classical
msic  performed by Swiss  artists.
The association  tlien decided o
sponsor two progrinns, mul contraet-
ed lor them To qun o year, begin-
ning in August. “Phe Sunday pro-
gran remains the same, with the ex-
ception that it plays Swiss classical
amsic exclusively. But the second
program is o Monday-through-Fri-
day show thut runs 15 minutes.
Light music is played, using Swiss
and other classical uusic pes lorined
by Swiss orchestras.

The association’s plans for ex-
pauuding  their fin advertising calls
for taping these two programs and
airing them on fin stations in Wash-
ington, Baltimore, Philadelphia, San
Franeisco and Los Angeles.

Mr. llofer estiniates that abouf
N25,000 will be budgeted for fmn
t¢ cover this initial trial,

The fm commercials are designed
as basically institutional messages.
The association brought in Robert
Allen ol Allen Associates, Inc., New
York, public relations and advertis-
ing, to de the conunercials.

“The association was looking for
a soft sell approach, one that would
avoid repetition,”  Mr. Allen cx-
plains. Although the main thought
ol cach commercial is tied 1a the
quality ol Swiss cheese, other ua-
tional products such as watches or
Swissair service are sometimes nen-
tened briefly.

“For a product of this type, which
retaily for wwice the price of domes:
tic cheese, (i is ideal,” Mr. Allen be
lieves. “We are sure fm will become
a regular part of the Switzerland
Cheese Association’s advertising pvo-
gram.” ¢ e o
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2. Reach and Frequency (Cont‘d from p. 49)

WEEKEND VERSUS DRIVING TIMES

The lollowing resitlts are exiracted from the PGW-Nielsen study. The weekly cost in all cases is based on the 13-
week rate for minutes. The numbers in parenthesis are the reach and frequency for lour weeks. Driving times are
G o 9am. and 3 0 6 pny.. Mon.-Fri. Weekend is defined as 9 aam. to 6 pan, Sat. and Sun.

5 Markets—1 through 5§

Driving Tinfes

37 Spots 78.9% 2.5
Weekly Cost $13,900 (52-55%) (5.5)
Weekend

45 Spofs 28.3% 30
Weekly Cost $10,300 (51-54%,) (6.8)

‘Wkiy. Reach & Frequency M%

Audience Comp.

F% Driving Times
26 52 19 Spots
Weekly Cost $5,980
Weekend
13 4 21 Spots

Weekly Cost $4,630

8 Markets—I13 ‘through 20

Audience Comp.

Wkly. Reach & Frequency MY, F%

27.3%, %1 26 55
(49-52%,) (4.6)

244, 2.4 26 43
(43-46%) 15.4)

7 Mackets—é through 12

Deiving Times

Wkiy. Reach & Frequency MY, F%

Audience Comp.

Deiving Times

29 Spots
Weekly Cost $6,400

Weekend
346 Spots 30.1% 2.8
Weekly Cost $4,750  [54-57%) {6.2)

—

keep the sales of the product
in which he is interested mov-
ing off the shelves.

“Here are some ol the tactics
which I think some stations’ com-
mercial managers should pursue:

1. “Prepare a complete list ol na-
tional advertisers with prod-
ucts distributed in the market.

2. "List the names of the nearest
local contact. It might be a
broker, district sales manager,
manager of a branch plant,
manufacturer’s salestnan who
travels the area. 1 not located
in the home city, he may be
located mearby. Lisi his ad-
chess. I there 1s no one in the
above categories available, List
the wholesaler.

3. "“Each individual on the list
should be seen, prelerably in
his office, at feast four tumes a
year—soine niore [requently.
Naturally, you will see niany ol
these individuals at social ancd
business gatlierings, but to call

U. §. RADIO » Octaber 1960

28.5%, 2.2
[51-54%,) (5)

24 57 21 Spots

Weekend

32 35 19 Spots

H 3. Local Broker (Cont'd from p. 27)

on them in their offices in addi-
tion indicates that you are
there oir business and that type
of contact is a great deal more
important.

1. "Each month everyone on the
tist shiould receive something
from your station. The ma-
terial will actempt (o impress
the man with the power and
the influence of the station and
its ability to get action. .\ wide
range of items can be usecd.
Local sales stories, details of
news scoops, devotion of the
station working in a public
cimergency, on-air contributions
1o the success of the Red Fea-
ther Drive, etc.

“Personal calls avill often be
more or less neighborly and
casual. but the discussion
should center around radio in
general and your station in par-
ticular. Onh most calls, there
should be no direct effort to
ask for recommendations; yon

o
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Weekly Cost $24,000

Weekly Cost $18,000

80 Markets—21 through 100

Audience Comp.

Wkly. Reach & Frequency M%, F%

25.3% 1.7 2 48
(45.48%,) {6.8)

24.6%, 2.1 25 46
(44-47%,) (4.7)

will be telling hiin what the
station has done—for him and
lor others. But on each call,
you'll have something cefinite
to say and preferably material
to leave. The material lelt
might be a repurt. on merchan-
dising or of something that has
been done for the man you're
visiting. On other calls, you
wmight talk about something
the station has done for com-
petitive products or totally nn-
related products. But you'll he
talking radio—your radio sta-
tion, about the station’s interest
in selling goods and all the
effort expended in making
radio campaigns really success-
ful.

“Now it i» 1y contention that
with this type of planned and con-
tinuous effort a radio station will (1)
develop more national radio busi-
ness for its market and (Z) be able
to acquire a larger piece of the na-
tional spot radio budget coming into

11s market.” e e @
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LOCAL RADIO
STATIONS IN

'report from
‘ networks

That’s what you get
when you buy time on

BIG 5,000-WATT

WFHR

WISCONSIN RAPiDS

with full time studios in

MARSHFIELD AND
STEVENS POINT

BIG Coverage at Lowest Cost-
Per-Thousand . . . 20 Years of
Local Radio Service

WFHR

WISCONSIN RAPIDS, WISC.

Phone HA-3-7200
Represented by Devney, Inc

Cuisine Exquise . .

Une Atmosphere Elegante

» ABC:

QOver 80 percent clearance by ABC
alfiliates was reported by the net-
work for its new segmented-feature
program Flarr, which went on the air
Ociober 3. Among some of the per-
sonalities  for the prograr, an-
nounced when the show went on,
are: Jonathan Winters, Orson Bean,
Johnny Desmond, Theodore Bikel
Martha Rountree, Peggy Cass, Phyl-
lis Kirk, Audrey Meadows, Arthur
Treacher, Arlene Francis and Her-
mione Gingold. Oliver |. Dragomn
(ot Kukla, Fran & Ollie fame) was
signed 1o give houschold hints jo
listeners.

Some alfiliaes, says ABC, are pro-
' ducing their own local Flair to com-
plement the network feature.

New business at ABC lisis: The
Mennen  Co. sponsoring Howard
Cosell's Speaking of Sports, for 63
weeks; Curtis Cirenlation Co., Vita-
min Corporation of America and
Lyon Van and Storage buying news;
General Foods Coryp, signing for Don
MceNeill's Breakfast Clhib.

New ABC affiliates are: KRAM
Las Vegas, KIFM]J Tulsa; KWBA
Hauswm, \WV\WHG Hornell.,

» CBS:

lowing the discussion period. Fol-
lowing Dr. Stanton’s talk, Gold Mike
Awards were presented to afliliates
who have completed 30 years of con-
tinuous association with the net-
awvork.

Church of the AT, CBS teligioys
tadio program, this f{all marks its
ahh vear of continuous broadcasts
on the network.

» NBC:

Alfliates of NBC recently reafhirmed
their enthusiasm for the network’s
|)rcscnl [program concc])l, on the air
since last January,

Meeting in New York, the NRBC
Radio Affiliates Executive Commit-
wee issued a statement endorsing the
prograni format as a “workable {or-
mula for the stations, the network
and the adverusers.”

On the news front, NBC is cover-
ing the presidential campaigns with
Election Countdown, weekly news
feature giving in-depth coverage in
five geographical areas. NBC news-
men  estimate  public reaction o
campaign moves, indicating prob-
able shifts in the relative strength of
the candidates. Programs conting up
will examine the campaign progress
in the Southwest and Pacific Coast
regions. Already heard from: the

Northeast, South and Midwest.
Station management representatives
approved the network's proposals
lor modifying Program Consolida-

> MBS:

[vOirin:

535 Park Avenue at 63rd St.
NEW YORK

Lunch and Dinner Reservations

Michel; TEmpletor 8-6490

tion Plan at the annual affiliates’
meeting late last month,

Arthur Hull Hayes, president of
CBS Radio, outlined the changes in
PCP belore the Seventh Annual
Couvention of the CBS Radio Affili-
ates Association.

A question and answer session be-
tween station representatives and
network officials marked the second
day of the two-day affair. Dr. Frank
Stanton, CBS president, addressed
the group during the luncheon fol-

Mutual has eliminated fis last re-
maining option time clause in its
contracts with affiliated stations,
MBS President Robert F, Hurleigh
announced recently.

The clause called [or six-and-one-
half hours of option time on Sun-
days, which, Mr, Hurleigh pointed
out, simplified the scheduling of na-
tional religious programs. It was lhe
last remaining vestige of option time
on Mutual since the network con-
verted to a time-for-tiie-for-services
basis of opcrations in 1957. ¢ ¢ e
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JUSTICE
SHINEN

BY HER OWN LIGHT"”--Cicero.

' But amplification of her aims
helps, too. That's why Phila-
delphia’s WRCV presented the
series, ““Law in Action." "For
contributing to the public
understanding of justice..."
WRCYV received the American
Bar Association’s 1960 Gavel
Award, thus becoming one
of two radio stations in the
United States ever to have
N been so honored. “Law:in
Action” i1s only one of WRCV's
distinguished community
affairs programs. It is repre-
sentative of the quality pro-
gramming for adult audiences
which continues to be the
prime objective of this station.

WR(Y

NBC Owned - 1060 in Philadelphia

www.americanradiohistorv.com
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ONE FREE
> BEER

. « . When you find you
can’'t get a better buy
than WISN in Milwaukee.
This offer expires Febru-
ary 30, 1970 — so hurry!
Note: it is not necessary
to pick up your beer in

Milwavkee; your Petry

man will gladly oblige,
DO,
MILWAUKEE

5,000 BIG WATTS
NONE BIGGER!

WISN

Jomes T. Butler, Station Manager

KFAL RADIO

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

e COLUMBIA

® JEFFERSON CITY
® MEXICO

® FULTON

Today’s News Right Now! . . .
Direct .line to Washington,

New York, and Foreign Capitals

six times daily. Rapid Reporting

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

Sponsorship and limited adjacencies.

Represented by John E. Pearson Co.

KFAL RADIO MIDWAY 2-3342
Fulton, Missouri
900 Kilocycles 1000 Watts

report from
Canada

CBC Moves North with Radio;
May Soon Reach All jn Canada

T'wo recent woves by the Canacian
Broadeasting Corporation have ex-
panded vadio service in the Cinir-
dian North. The actions bring closer
to Tulfiliment the eflorts of broud-
casters (o reach all of Canada’s 37
millum people.

In the fust ol these moves, the
CBC anmnounced an expansion of its
shortwave ridio serviee 1o residents
ot the Nonthern Leniilories.

hie secomdd development s that
CIIAKR Inuvik, whose studios were
recenthy complewed and whose rans-
mitter is now being instilled by the
CBC. is expected 1o be on the air by
next month, The 1,000 watt stition,
located at the mouth of the Mac
KRensie River, is the first 1o be oper-
ated Dy the CBC ioside the Arctic
Circle,

Roughly 35.000 people live i the
areas served Dby the corporation”
northern stations, according to CBC
President  Alphomse  Oumiet. An-
other 35,000 live in scattered setile-
mients throughont the north, aid are
still bevond the vange of Canadian
radio. Shortwave is the mdy meirns
by which the CBC can reach these
Istencrs,

Through expansion of the short-
wave service, residents of northern
Canada can now receive seven houns
of hroadcasts daily. The broadcasts
arc  heamed northward through
CICs international service ;i Sack-
ville, N. B

Although much of the program-
ming relayed is 1aped from CBC
shows, daily sports, news and weath-
er reports are specially prepared for
the shortwave broadcasts.

The programs originate from
CBC’s trans-Canada Newwork, and

tapes aye played at staggered nter-
vals 1@ accommacale Canada’s six
time zomes. In this way, radio pro-
grams reach listeners across the en-
tire north foir njost of the evening
hemrs.,

A sccond new shortwave service
reaches listeners i siorthern Que-
hee, Labrvader and Baffin  Island.
The broadeast is a 45-minute
lingual wransmtission of news, cont-
mentary and sports. These listeners
can also receive the other six hours
of broadcasts.

I-

Arctic ‘Station

The CBC's northern service wis
ostablished in 1958 0 provide cover-
age for the last major regiou of
Ganada without radio service.

CILAK will be the cighth stand-
ard bandd radio station in this serv-
ice when it goes o the air next
month,

Agcording 1o the CBC, CHAK sets
# munber of “firsts” in Canadian
Troadcasting. .\mong them:

1t is the northernmost broadcast-
ing station i North America.

1t marks the first thme that the
CRBC lias operated inside the Arctic
Circle.

It is tlte first Canadian radio swa-
tion to broadcast regularly in die
Eskima hinguage,

The new station will have a siaft
comsisting o manager, iechnician,
secretary and four announcers. Al
though the manager und technictan
will be veterarr einployees of CLC,
the remaining stall will be recruited
locally. At least one announcer will
e an Eskimo.

CHAK will be vn
Fours o week, o o o

ihe air 170
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The top market-media men of MacManus, John & Adams, Michigan agency. winnowing out the best
redia to support their market coverage plan in an account solicitation. John B. Caldwell, Director
of Marketing: Charles N. Campbell, Media Directar (Consumer Products). Robert L. Garrison, Vice
President and Account Supervisor (Cansumer Products), David Raymond, Director of Merchandising;
Vincent C. Skeltan, Director of Research;, Robert E. Britton, Vice President and Executive Director
of Marketing. Media. Research, Merchandising.

the best kept media secret

—the media plan in an agency’s account solicitation!

“AMum®’s the word in new account media planning.
No word leaks out.
No selling leaks in.

As vou might suspect. SRDS comes into play every inch of the way as
the varied opinions and impressions of the agency’s decision makers
are resolved.

Grateful is the word for agency people’s reactions when they find good.
complete reviews of a medium’s values in Service-Ads that supplement
bhasic information in Standard Rate listing and market data sections.
Your representatives. your gencral promotion. all yvour selling actions
(and your competitors’) have implanted a varietv of concepts in the
minds of the agency men.

But that's all in the past. The time is now. Time for buving actions,

Withr competent, strategically positioned
Service-Ads in SRDS

you a/re there selling by helping people buy

SZDS Standard Rate & Data Service, Inec.
the national authority serving the media-buying function

C. Laury Botthof, President and Publisher

5201 OLD ORCHARD ROAD. SKOKIE, tLL., YORKTOWN 6-8500 Fiag E¥=
SALES OFFICES — SKOKIE. NEW YORK, LOS ANGELES, ATLANTA @ mﬂ
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SILVER
SPOON
IS

NOT
ENOUGH

She may be born with "advantages™” and
raised with love —but there still can be
plenty tacking. That is. if the school she
goes to isn’t good enough. Crowded class.
rooms, unqualified teachers, outdated
equipment. inadequate curriculum —any
one of these can shorichange vour child's
education and her future. Look into the
quality of the schools she'll attend = work
through vour lpenl committees or vour
School Board for their improvement.
Doesn’t she deserve the best?

FREE BOOKLET! Measure the
qualitv of education of-
fered in your child's
school. Find out how il
compares with the best in
the country. ..how you can
make it better. For your
copv—and free guidance on
many schoo! problems—
wrile: Better Schools, 9 East
40th Street, New Yark 16,
New York.

Yardsticks

for -
Puhlic
Schools

Pty £y
‘e |

64

g radio
| reseqrch

Pulse Survey Studies Country-
Western Music Families

Fans ol countryv-western nnmsic, in
relation to their histening and buy-
ing habits as a part of the raelio au-
dience, are the subjects of a recent
survev by “The Pulse Ing, for the
Charles Bernard Co., radio-ty rvepre-
sentatives,

The report shows thae 18.2 perceng
ot the Families interviewed listened
I country-western anusic in prefer-
cnce to other music.

In an cllort ta sturly these tistens
crs, Pulse interviewed 11,000 famities
in the tollowing nurkews:  Atlanta,
\ugista (Gal). Baltimore, Charlotte
(N. C), Denver, Daflas-Fort Warth,
Honston, Kinsas City (Mo)), Los An-
geles, Memphis, Mimn, Nashville,
Orlando (Fla), Phoenix, San Ber-
wardino (Calill), Sale Lake City, Tue-
son and Utica-Rome-Rensen, N, Y.

Front the total homes interviewed,
the Pulse rveport rellecrs the tastes
aud prelerences of 2,000 families
lhat qualilied as  counuy-western
music hames,

l'o determine a conntry-western
mausic listening home, the interview-
or used o questionmaire listing 12
tpes ol musie—{rom show tunes
hymns, The histener was asked 10
select the tpes he histened 160 most.

The same technigque was Jollowed
in asking the listeuer his prelevence
ol smgers, showing a hst of TL

In the list of music programs, the
reprrt indicates that five were sig-
nificant in delining o country-west-
ern household, They are counuy
music, gospel minic, western music,
lotk music and hymns,

In the list ol singers, seven were
comsidered signilicant:  [im Reeves,
Red Foley, Eddie Amold, Tennessee
Evnie Vord, Gene Autry, Jinunie
Rodgers and Roy Rogers.

The report shows that 2,000, or
8.2 percent ol families interviewed,
mdicated a prelerence for at least
three of the above program types
and three of the singers. Of this
group, only 33.8 percent indicated a
prelerence for three eachi of the non-
country-western programs wand sing-

ers. “The report tlvaws the concly-
sion that the country-westernr home
possesses a uniqueness in this respect
and does not listen readily and [re-
quently to other types ol mnic.

The report shows a number of
markets wheve the penetration ﬁg-
nures I()T (nlmll'y-'\‘\'cs[crn lmme,\ e
rather high. \mong them: \ugusta
(Ga). 307 percent;  Charlotte
(N. C). 21.3 percent; Denver (Colol),
22 percent: Memphis, 20 percent,
and Nashville. 55.3 pereent,

When uasked their total fmnily in-

come per year, 512 perceny of e

fimnilies reported fignves  begween
$5,000 and $7,499,

Favored Brands

In a brands preference  study,
Pulse discovered that 65.1 percent of
the [amijlies reported that members
ol their families smoked tobacco.
“T'he number smoking non-filier cig-
arettes is tabubited at 932—Alers,
LO15.  Among  non-filter  smokers,
23.3 percem reported a preference
for Pall Mall, followed by Cawmel,
22.6 percent, Lucky Sirike, 12.3 per-
cent, and Chesterficld, 9.1 percen.
Most popular ol the tilter cigaretes,
the report says, is Winston with a
A1 percent lead. The second lpand
is Salem, chosen by 13.6 percent, and
third is L&M, 8,8 percent.

\lithough the veport gives a figine
afl 27 pereent for Lnmilies that serve
beer or ale in their homes;, it is
pointed ont that a large proportion
of the group drank these beverages
outside the home.

When asked what brand of Heer
or ale was served last, 154 percent
replied  Schhiv, 9.6 percent Bugl-
wenver and 9.3 percent Coors.

lomes serving regutar coffee num-
ber 71 percent, with the brand lead-
er Maxwell House, 30.2 percent, fol-
lowed by Folger's, 16.0 percent,

Maxwell House is first choice far
instant coffee drinkers, also. Of the
55 percent reporting use of instant,
15.5 percent preferred Maxwell
House, 9.9 picked Folger's and 87
percent used Instant Sanka. o e »
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eekly WHDH Penetration of 25-County New England Area™

When you buy 50,000 Watt WHDH, you get
BOSTON plus 25 Key New England Counties!

MASS BOSTON |
STATION MAINE N.H R1. 5 OTHER 5 BOSTON ) TOTAL
PENETRATION 5 MAINE COUNTIES 5 N.H. COUNTIES 5 r1. COUNTIES MASS. COUNTIES METRO COUNTIES 25 COUNTIES
PERCENT WHDH 63.3% 67.2% 49.6%, 70.2% 76.4% 70.3%
FAMILIES 55,500 68,600 114,300 120,100 709,800 | 1,068,300

Rhode Island!

j 73
r{m.ua.-uomom' & LAWRENC vy

LOWELL o

BOSTON o}
o WORCESTER o

]
b BROCKTON o

1

R & SO O VOm ‘“‘“'B%
TAUNTON @
"\" -«

" ]
4 & PROVIDENCE

) Y 5"}
L o, ® FALL RIVER
ooy, ‘”Bo.“k

%,
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PORTLAND §_

*Latest area Pulse

WHDH reaches 80% of the population that accounts for 819 of
ALL RETAIL SALES in Maine, New Hampshire, Massachusetts and

Serving

1,520,300
Radio Homes

On WHDH, your $70.00 spot buys all 25 key
New England counties, at these pro rated costs:

F 23.
coum; ‘%o%mv PRO RATED COUNTY %EOOJN?S' PRO RATED
& CITIE POPULATION COST & CITIES POPULATION COST
MAINE MASSACHUSETTS {Cont.)
Cumberland 3% o
ednd $ 210 M.ddll:s::" 21% $14.70
Knox 0.5% 35 Newlon
. 0.5 Everett
Lincoln £ 5% 35 Toldos
S°°°Bd°°':“°c .5% 35 Waltham
Montucket 0.5% 35
York 1.5 n
O % 1.05 Norfolk 9% 6.30
Biddeford Brookline
Dedham
Quincy
MASSACHUSETTS Plymouth i 280
Bornstoble 1% $ 70 Brockton
Hyonnis Suffolk 15.5% 10.85
8ornstoble Boston
Bristol k54 5.40 Chelseo
Tounton Revere
Foll River Worcester 2% 140
MNew Bedford. Worcester
Altleboro
Dukes 0.5% 35 NEW HAMPSHIRE
E MN%B 770
”ell_qm““ Belknop 0.5%, I $ .35
Solem Hillsbaro I% 2.10
Lynn 3 Noshuo
Newburyport Mitford
Manchester
,,,,,, Merrimock 1% 70
Concord
Rockingham 15% 1.05
Exeler
Stroford 1% 70
Daver
Portsmouth
RHODE ISLAND
Bristol 0.5%, $ .S
Kent 1.5%, 1.05
Warwick
Newport 1% J0
Newport
Providence N% 770
Providence
Woonsocket
Powlucket
W othington 0.5% .5
Totol 100%, $70.00

By W HDH

Represented Nationally by John Blair & Company

www.a

50,000 watts
850 on the dial

mericanradiohistorv.com
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names and faces

Noting the Changes Among

The People of the Industry

AGENCIES

Howard Kramer, Richard H. Hurley, Harold V. Rover,
formerly accommte supervisors, and Bertram F. Mulligan,
asst. div,, vudio and tv program departinent, appointed
vice presidents at Compton Advertising Inc., New York;
Graham lav promoted to head timebuyer.

Mys, Elizabeth Harris, former supewvisor in NBC audi-

ence measurement dept, 1o Kenyornr & Eckharde Ine,
New York, as senior analyst, medra department.
Robert G. Stakes moves 1o McCutcheon and Patton,
Phoenix, \riz.,, as account exec., [rom radio-tv cdepare
ment at H. E, Westimoreland Co., Duluth, Minn.

Beryl Scidenberg, <hief timebuyer at Kastor, Hiltow,
Chesley, Clillord & Atherton, Ing.. New York, clected
yvice presicdend.

STATIONS

Anton J. Moe, lormer vop. and gen. mgr, KSO Des
Moines, named exec. v.p.. WKOW Madison, Wisc.
Frank MGivern, account executive at WLOL Minne-
apolis, becomes gen. mgr.. KSO Des Moines.

Adam Warah, tormerly with WITI Milwaukee, becomes
sales manager, KDES Palin Springs, Calil.

Dick Morrison appainted gen. mgr. of KICN Denver,
alter serving s sales mgi.. Commercial Recording Corp.
Dallas.

Robert H. Poller, lormerly sitles minl station promoter,
WROV Romoke. appainted 1o sales saall, WALT
l‘:lmp:l, Ila

Edward Smith, previonly manager of Adam Young Inc.,
Devroit. appointed gen. sales mgr., KQV Pittshurgh.
Edwin Moss Willimmns, formeily v.p. ol United Press who
recently established the first Freedom of Information
Center at the University of Missouri, Columbus, Ma,
appointed v.p. in charge of station operations, Centary
Broadeasting Co,, Johnstown, PPa,

Tom Gonterman, account exec. with Batz-Hodgson-Neu-
woehner Ine, Kamsas City, Moo named gen. mgr., KBRKC
Kansas City.

Bob Kivelson moves to WCBS sales promotion staff from
Ehrlich. Neuwirth & Sobo Ine.,, New Yok,

Williani E. Nichols, formerly gen. mgr, KFRC Suiy
Friancisco, appounted gen. mgr., KY.\ San Francisco.
John Heetland, sales nanager, KFD A \marillo, Tex.,
becomes gen. myg1., KINZ Amarillo.

Bill Allred, sales mgr.. KAKC Tulsy, promoted to sta-
tion manager.

John Wernsdorfer, Jr., tormerly manager ol Yomkshire
Carpet House, Baltimore, named head of new merdum-
dising dept. at WEBB Baltimore.

David L. Lambert moves from the sales staff ol Kats
Agency Ine., New York. 10 KVOR Colorado Springs,
Colo., as gen. mgr.

James G. Wells joins Lelund Bisbee Broadcasting Co.,
Phocenix, Ariz, as national advertising sales divector. He
was with The Rumrill Co, Rochester, N. Y., as v.p.
and dir.

Donald M. Hine appointed divector of programming

<

Gonterman

Wernsdorfer Biernacki

66

and public atlatrs {ov Transcontinental "Television Corp.,
New York, alter serving as glirector of special ln'n_]crig,,
World Tennis, Inc.

Irving Steinbock, accow® exee. at KEX Portlamd, (Jre,
named asst. sales mgr.

Carlos Frango, lormerlv general sales aanager. Crosley
Broadeasting Co., named directon of natjonal sales, Cow-
nraity Club Nwinels lite, |
Joseph AL Reid, accouit exceutive, GBS Radio, appoint:
cd merchandising divector, WCBS New York., Alsp at
WCBS. Tour men join sales stafl: Robert W. Allen rom
WELI Boston, Jack E. Baker friom CGrant Webb & Co,
Richivd L. Branigan hom WMGM New Yok, and
Jerome K. McCanley ront WABC New York.

Robert M, Pureell, president and general manager aof
KFWEB Los Angeles, and director of the broadeast divi-

sion, Crowell-Collier  Pablishiiy Ca, eleded a vice
president.

REPRESENTATIVES

Bob Biernacki, formeily with Radio- 'V Representa-

tives lue., New York, joins AM Radio Sjiles Co.. New
York, as account exeocutive.

Arthur J. Miller, Jr., promoted to sales manager of the
radio division, The Bolling Co., New York. Nornmi
Waldli promoted to manager of the contpany’s Boston,
oflice.

Johm A. Hicks, previously with the Clarke Brown Co
Alanta, nmanted account executive at FH-R Representa-
fives, S\thmnta.

NETWORKS

Gerald A. Vernon joins the sales stafl of CBS Radio Net-
work, leaving post as salesman for NBC Television
Network,

INDUSTRY-WIDE

Fred Shine appoiited assistant divector of the radio and
v sales department, “1'rand Associates Inc, New York.
Joseph Novik, fonnerly with RCA, appointed manager
of broadcasting depaitment, Industrial Transmitters &
Antennas Inc,, Lansdowne, Pa,

LA

Allred Wells

Nichols.

U.S. RADIO s Ocigber 1960
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7:05-8:00

WEEK NIGHTS /-

Detroit is speaking its piece—and loving the opportunity—on WWJ's
exciting radio public forum. A torrent of phone calls rushes to the
studio every evening. Citizens from far and near air their views on
myriad timely subjects as the whole town listens. And popular Bob

Maxwell handles every one with consummate skill.

Human interest, community service, a salesmaker! That’s “Phone-

Opinion'’, another example of Total Radio for the Total Man on WWJ.

W WJ rRADIO

Better place your call today— Detroit’'s Basic Radio Station
to your nearest PG office. NBC Affitiate

NATIONAL REPESENTATIVES . PETERS, GRIFFIN, WOODWARD, INC.
OWNED AND OPERATED BY THE DFTROIT NEWS

.8 RADIO o Oclober 1960 67
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EDITORIAL

. « « radio measures up

68

AGCRESSIVE SALESMANSHIP

From all indications at this time, the start of
the new advertising scason is shaping up as one
of the mosu aggressive selling periods in maiiy
years. (See Radio Measures Up, p. 25.)

Sparkplugging these efforts are new rtesearch
stwdies and concentrated selling drives.

There dare at least two recent researchi studies
on radio that deserve special comment.

The first is the comparison of the adulr day-
tume augdience of radio and v conducted for
Radio Advertising Burcau by The Pulse Inc. Tt
confirms a wrend that was evident in winter
1938, the last time Mulse condocted a similar
study,

ADULT CONCLUSION

Tlic 27-market study shows, accordiug 1o
RAB, that radio has {urther increased its sub-
stantial edge over tv in adults rcached by an
additional 6.5 pevcent in the average hour be-
tween 6 a.m. anct 6 p.n.

The RAB-Pubce study asserts that in such

hours as 4 10 5 p.m,, radio has wt adult domi-

- -

nance of 7,691,100 10 4,575,180 for 1v in those
major national markets where tv competition is
keenest.

A second study released last month is one con-
ducted by A. C. Nielsen Co. for Peters, Griffin,
Woodward Inc. 11 shows in unmistakable nu-
merical language the reacli and efficiency ol na-
tional spot radio.

The study covered the top 100 markets with
sample schedules to determine unduplicated
reach. Conservative ground rules were estab-

lished o reveal the minimal expectations of a
radio schedule. The vast out-of-home radio audi-
cnce was not counied, there was no rotation of
spots and only average ratings were used:

According to the PGW-Niclsen project, aw ex-
penditure of $15,350 weekly in five markels, Tor
example, will reach 33.4 percent of the homes in
onc week, with nessages heard 2.1 times in each
home. II this schedule were run for four weeks,
it would reach 50 to 57 percent of unduplicated
hames, with the messages heard 6.4 times cach
home.

Agencies have asked radio for research to help
than in their plinning and buying decisions.
Radio is rvesponding with important, necesasry
and costly research studies. What Pulse and
Nielsen have demonstrated above is the penetra-
tion, efficiency und, in some cases, the superiority
of radio. We cxpect that agencies will not take
these sunlies lightly, but will use them to com-
pare the cffectiveness of radio with that of other
media for upcoming campaigns,

START QF THE FOURTH YEAR

Wiih this issue, U. s. ravio begins its fourth
year of publishing. The past three years have
been filled with growth (or the radio industry
as well as for the magazine. \When u. s. RADIO
started in October 1957, there were 3,113 am
and 532 Im stations on the air. Today, there are
3,502 am and 752 [in stations operating. And
most of these are doing well financially, accord-
ing to official figures.

As 11. s. RapIO celebrates ts third anniversary.
it looks ahead confidently to even greater growih
and influence for the radio broadcast indusfry.

U. §. RADIO « October 1960
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election tip!
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With the farm issue up for grabs in the

Keystone advertisers . . . and never be-
coming election, and with both the

fore has this audience had such a pow-

Democrats and the Republicans going
all out for the all-important farm vote,
millions of listeners all over Hometown
and Rural America will be tuned in
with new intensity to Keystone sta-
tions.

Never before has this vast radio au-
dience been such a prime market for

CHICAGO
111 W. washington St.
STate 2-8900

erful purchasing potential.

And here's your tip: No matter who
wins the election—you can win in
Keystone markets. Call Keystone right
now and jump on the band-wagon!
This is THE TIME to sell YOUR cam-
paign to all or part of Hometown and
Rural America. They’ll be listening!

NEW Y¥ORK
527 Madison Ave.
Eldorado 5-372Q

LOS ANGELES
3142 Wilshire Blv
DUnkirk 3-2910

DETROIT SANFRANCISCO
612 Penobscot Building 57 Post St.
WO 2-4595 SUtter 1-7440

Tk vor1Ct LoF womiTown &N0 RUEBAs AmMLAIEA

\
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WEKLO
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l'Obert e. eastman & CO., e @ national representdtive

_AIR TRAILS stations are WEZE, Bosfon; WKLO, Louisville WING, Dayton: WCOL, Columbus; and WIZE, Springfield, Ohfb.

=

| LOUISVILLE ‘¥

In LOUISVILLE the Big Change
was - and still is - to

WAL sanity i

check and double check your July - August
Nielsen — Monday - Friday per
broadcast quarter-hours reveal

6to 9 am. WKLQ First

9 to 12 noon WKLO First

12 to 3 p.m. WKLO First

3 to 6 pm. WKLO First

6 to 9 p.m. WKLO First
9 to 12 midnight WKLO First

plus wonderful weekends

WKLO offers a perfect audience composition
seven days a week for consumer spendable
income.
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