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look is good -but the specific one 
for individual retailers is depend- 
ent upon a number of factors. Im- 
portant among these are his own 
advertising plans. And understand- 
ing of how he arrives at those 
plans should be a basic part of a 
radio salesman's education ... but 
only after our salesmen have a 
thorough conception of just what 
type of medium it is they're selling. 

They should never forget for a 
single minute that they're selling 
the largest, most universal, enor- 
mous, widespread advertising me- 
dium that ever came down the 
pike -a fact borne out by the rev- 
elation that 98.1% of all U. S. 
homes are radio homes. That means 
there are more homes with radio 
sets than there are homes that use 
white bread or packaged coffee - 
or have beds, electricity or indoor 
plumbing. 

Multi -Radio Homes 

Surveys, financed by BAB and 
conducted by leading research 
firms, now reveal that 66.1% of 
metropolitan homes have more than 
one radio -and it is interesting to 
note that radio -TV homes have 
more radios than homes without 
TV. 

A new pattern has emerged for 
radio in the American home -with 
the radio set no longer exclusively 
found in the living room. Half of 
all kitchens in the U.S. now have 
a special radio; half the homes have 
a bedroom radio -radio has moved 
all over the house. 

Already more than 10% of all 
American homes have four or more 
radios. Right now, about one -third 
of all homes have two radios, an- 
other third have three or more 
wor ing radios, and an under - 
pri ileged third have only a single 
set. Yet only six years ago the 
ho e with more than one radio was 
qui a novelty., 

is not overlook our "Listen- 
ers on Wheels " -because at least 
70. o of all U. S. automobiles are 
radio equipped. 92.4% of all post- 
war automobiles have radios. Ra- 
dio's automobile circulation alone 
is 27,424,500. 

Local application of these facts 

should be the basis upon which our 
presentations are built. 

Absorbing and using these facts 
are but step number one ... be- 
cause they're not worth a plugged 
nickel if they're presented at the 
wrong time. And therein lies the 
key to the retailer's thinking be- 
cause he lives (or dies) by the 
clock. The success of his business 
is predicated on good timing. He 
has to know what the consumer 
wants, when he wants it, in what 
amounts, and at what price. 

When a media salesman is 
aware of these factors, he's then 
in a position to hake a "realistic" 
presentation at a time when the 
advertiser is more inclined to be 
in a receptive mood. Your key to 
his timing, then, is consumer de- 
mand ... and that's not too diffi- 
cult to ascertain because, with few 
variations, it remains the same 
year after year. The retailer's 
sales figures from the previous 
year -item by item ... department 
by department . month by month 
-are the mirror that reflects the 
basis on which the bulk of his ad- 
vertising for the coming 12 months 
will be planned. 

Variables to Watch 
This yardstick of past experi- 

ence is subject to change, though, 
when other factors vary such as 
general business conditions, com- 
petition, store policies and location 

. plus media rates and circula- 
tion. When any of these material- 
ly change -retailer's advertising 
percentage is likely to change. 

There are far too many other 
ramifications to the media sales- 
man's understanding of the retailer 
than we can deal with here -but 
the awareness of the importance 
of timing alone can mean many ex- 
tra advertising dollars. 

As for improving the retailer's 
understanding of the use of our 
medium -that's a task we can, and 
should, embark on immediately. 

Here we have to practically 
start from scratch- because there 
are few local advertisers in this 
country that even know the basic 
components of a radio station - 
much less have knowledge of such 
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finer points as the elements of ra- 
dio commercials. 

Relatively speaking, radio is the 
easiest medium an advertiser can 
use. No headaches with art work, 
engravings, type selection and the 
thousand and one other time -con- 
suming features of black and white 
advertising. 

Each local advertiser represents 
an educational job that has to be 
accomplished by our medium re- 
gardless of whether it's done by an 
individual station or a city -wide 
organization representing all the 
broadcasters. 

It's time we drained some of the 
ink out of the veins of many re- 
tailers and replaced it with a little 
high potency radio fluid. I'd be 
derelict in my duty if I failed to 
point out to you that the Broad- 
cast Advertising Bureau is the in- 
dustry blood bank that can help 
you with those transfusions. 

EDUCATORS' TV 
Wash. Group Meets Jan. 9 

A STATEWIDE meeting of the re- 
cently formed Washington Citizens' 
Committee for Educational Televi- 
sion [BT, Dec. 8] will be held in 
Seattle Jan. 9, BROADCASTING 
TELECASTING Was informed last 
week by Ed C. Whiting, chairman. 

In addition to officers already 
named, chairmen will be announced 
at the January meeting for the 
following standing committees: 
Programming, technical, financial 
and planning, legislative, legal, 
commercial and educational coop- 
eration, local organization, public 
information. 

The citizens committee, Mr. 
Whiting reported, represents state 
leaders in labor, industry, finance, 
the professions, agriculture and ed- 
ucation. 
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Supreme Court in his conspiracy suit 
against nine former employes. 
Oct. 28-FCC eases rebroadcast rule 
dropping clause requiring licensees to 
file reports within 10 days if they refuse 
to give consent for program rebroad- 
casts. 

Nov. 8 -Radio and TV credited with 
swelling national vote by millions. 
Nov. 14-FCC Examiner Leo Resnick 
recommends that FCC approve long 
pending ABC -United Paramount mer- 
ger. 

Nov. 20- Exclusion of radio and tele- 
vision newsmen from group asked to 
accompany President -elect Eisenhower 
to Korea brings protests from many, 
resulting in change of plans to provide 
for media. 

Dec. 4- Foote. Cone & Belding resigns 
the $5.5 million Toni Co. account. Over 
$3.5 million of company's advertising 
was in radio and television. 
Dec. 10 -NARTB TV board meets at 
Cat Cay, Florida coastal island. to dis- 
cuss TV code, subscription TV and 
other current problems. 

NELSON CASE, TV announcer -m.c., 
is author of article in forthcoming 
issue of Academy Magazine. Article is 
entitled "Can TV Commercials Be 
Improved ?" 
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ever programmed. Not that they 
are against hillbilly music but 
rather, they feel that programming 
serious or popular music gives 
KCOH the opportunity to offer 
sponsors and advertisers a seg- 
ment of the audience unreached by 
competition. 

In what has been described as a 
"hillbilly town," the going was 
rough at first. But Messrs. Smith 
and Meeker and KCOH listeners 
feel that the results have been 
worth all the headaches. 

At first, classical music was usffd 
to program the entire broadcast 
day. As the pattern formed, KCOH 
expanded programming to include 
other audience segments. "Pop 
shows" were added to morning and 
afternoon schedules. 

High school disc jockeys were 
used as a popular Saturday after- 
noon stint. To reach Houston's - 

large Negro population, colored 
disc jockeys were employed. 

The end result is a Meeker form 
of block programming that condi- 
tions listeners to expect their 
favorite programs at fixed times 
daily. F 

Mr. Meeker asserts "KCOH bows 
to no other Houston station in the 
size of its daytime listening au- 
dience on many of its program 
blocks." 

Late in 1949, the reward for 
KCOH's success came to Mr. 
Meeker. ' In a conversation, Mr. 
Smith said, "Bobby, there are lots 
of vice presidents doing nothing 
in every firm. You can't be vice 
president because you work, so 
from now on you are president and 
general manager of KCOH. That's 
your Christmas present.... Presi- 
dent." 

KCOH goes to bed at sunset. 
With television having its biggest 
impact at night, Mr. Meeker is 
happy the station signs off at night- 
fall. 

Mr. Meeker believes that radio 
is here to stay regardless of the 
first fright of TV. He points to the 
tremendous automobile audience. 
The housewife, he says, cannot 
watch television and also do her 
work. 

His hobbies - following football, 
baseball and other sports such as 
wrestling ( "which has developed 
into a terrific dramatic production 
these days ") -indicate Mr. Meeker 
enjoys an occasional break from his 
daily duties. For "the most enter- 
taining escape," he admits "it's the 
movies for Meeker." 

As a native of Chicago where 
he was born Jan. 10, 1902, Mr. 
Meeker has been a long time shak- 
ing off the appellation, "dam - 
yankee." But like most everyone 
else who has lived in the Lone Star 
State, the infectious Texas spirit 
has corralled him. Though his 
speech may have a trace of northern 
accent, he is apt to greet you with, 
"Howdy, podnah." 
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