CURVE STARTS UP

After a Slump: Signs of Recovery

THE experience of radio since the advent of television
is the experience of a well-conditioned but cocky boxer
who takes an unexpected belt in the jaw: First the stunned
surprise, second the instinctive retreat into self-defense to
give the mind a chance to clear, third the recovery.

A fighter lives the experience in seconds. Radio has
been going through it nearly seven vears. There is evi-
dence that at last radio has reached the third stage, with
its wits restored and with muscles in its legs instead of
rubber.

As a group, the four national networks, the several
score regional networks, the 2,748 am and 538 fm sta-
tions™ will proebably show an upturn in total revenue this
ear. Ewven if 1955 turns out to be no more than even
with 1954, the momentum to carrv a hetter 1956 appears
to be building. Tr the promise of present projections is
fulfilled, the historic upward inching of the radio volume
curve will be resumed—Ieaving a dip in the graph at 1954,

4 Tatal stations on the air last July 1. according to FCC records.
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the hrst year since 1937 that total radio time sales failed
to show an annual gain,

The fact that radio, in total, is recovering from the
slump of 1954 does not mean that all the elements of radio
are recovering equally.

All have survived the first stage of stunned surprise.
Some are still ducking punches and hoping for their second
wind. Some have got their wind back and are fighting
skillfully (but with a change in style). Still cthers are
ring-fresh and frisky because they have yet to take the
first blow. These are the independents. They have gained
with the growth ot tv because they had nothing to losc.

Among the clements of radio, the first to feel the im-
puact of tv were the networks and their athliated stations,
for national network advertisers began demanding reduc-
tions in rates to accompany reductions in audience. Net
time sales of the national networks in 1949, the peak vear,
were $133.7 million. Last vear, according to BeT esti-
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who brought 171 USicC

back to Flint morning radio

He’s Alan Norman, and his “new sound in the morning” is an
easy kind of music . . . standards, show tunes, the rich arrangements
that put melody back in music. Flint listeners {and advertisers)
have found it a sensible way to start the day. You will, too,
if you pick-up a few of the remaining spots through
the Katz Agency.

Flint, Michigan | ZUFdf | NBC affiliate

Associated with: WFBM AM & TV Indianapol's—WQOOD AM & TV Grand Rapids—
WTCN AM & TV Minneapolis-St. Paul
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mates, they werc $76.2 million, a 43%
decrease from the peak. Although there is
optimism that they will begin climbing in
1956, network sales in 1955 will probably
be beslow the 1954 level.

With the decrease in network revenue has
come a qualitative and quantitative decrease
in network programming. What has hap-
pened to network radio and network radio
affiliates is dramatically shown in a com-
parison of the Sunday evening schedule—
now and then—of one of the most respected
clear channel stations in the country.

In October, 1948, the station carried the
following shows (sponsors in parentheses)
trom 7 to 11 p.m.: Jack Beany (American
Tobacco), Sunmmer Theatre  (Rexall),
Charlie McCarthy (Standard Brands),
Fred Allen (Ford Dealers), Manhatian
Merry-Go-Round (Dr. Lyons tooth paste),
Album of Familiar Music (Bayer Aspirin),
Take It or Leave It (Eversharp) and Horacz
Heidt (Philip Morris)—all network com-
mercials.

According to present planning, the sta-
tion will broadcast in the sams periods on
Sunday evening in October, 1955: The
Catholic Hour (network sustaining), Mon-
itor (network commercial), a |5-minute
Hour of Decision with Evangelist Billy
Graham (spot commercial), another 15-
minute religious talk by a local clergyman
(local commercial) and On Guard (sus-
tainer for civil defense).

In an October. 1948, week this station
broadcast a total of 134 hours. of which
53.6% were network and 46.4% local. In
an October, 1955, week the station will
broadcast 162 hours and 45 minutes (having
gone to 24-hour per day schedules six days
a week), of which 24.6% will be network
and 75.4% local.

In an October, 1948, week the station
derived 20.6% of its total revenue from
network sales, 62.9% from national spot
and 16.5% from local business. In a cur-
rent week. its revenue runs 5.6% from net-
work, 59.7% from national spot and 34.7%
from local sources.

The transition at this station is fairly
typical of what has taken place at many
network affiliates which huve had to revise
radically their programming and selling to
fill the void left by diminished network pro-
grams and revenue.

The independents, however, have been do-
ing their own programming and selling—
with a major assist from national sales rep-
resentatives—all along. The smartly man-
aged independents have been booming.

Both independents and network affiliates
have beefed up their local selling. The con-
sequence is that local time sales are at an
all-time high and climbing higher.

In the many pages that follow, BeT pre-
sents a series of definitive articles which, in
sum, describe radio as it is today, as de-
scribed in the cold facts of economics, the
actual success stories of advertisers, the opin-
ion of radio leaders and radio customers.

The facts and opinion add up to this:
The nature of radio programming and ra-
dio’s function has changed. [t is a different
medium from the one that existed before
television, but it has recovered its stability
and is settling down into an established place
in the advertising community.

BROADCASTING ® TELECASTING



THE NEW SOUND

WE DID IT AND WE'RE PROUD!

YES, WSAI-Radio, under the
Gordon Broadcasting Co. man-
agement, has not only moved
into top position in local spot
billing, in alert and aggressive
programming, but has, for the
past two years, set the pace for
all Cincinnati radio.

WHEN CINCINNATI RED-
LEGS baseball broadcasts came
to 'SAI, one paper said,
“(The switch) . .. went to WSAI
as a logical step in the thorough
revitalization of the station under
the leadership of (Sherwocd R.)
Gordon. Regardless of the form
it has taken, that revitalization
has been based on a firm confi-
dence in the present and future
of radio.”
—Magee Adams in
The Cincinnati Enquirer
September 17, 1954

National Representatives

for the new sound in Cincinnati

Weed & Company

IN CINCINNATI

AND JUST LAST MONTH,
another columnist quoted a Cin-
cinnati housewife as saying:
“I turn on WSAI in the morning
and leave it on all day. {I) never
watch television. I don’t have
time for it. WSAI gives me every-
thing I want in musie, news and
sports.”
—38. Donald Urban in
The Cincinnati Enquirer
August 15, 1955

FIGURES? At WSAI when we
talk about figures we mean re-
sults! Sure, we can tell a good
story about power, coverage, mer-
chandising plans, ratings. But we
think it’s the end product that
counts most . . . the results our
top-notich talent staff obtains for
our advertisers. PROOF? . . .
More local spot business than any
other Cincinnati station.

wsal

SHERWOOD R. GORDON, PRESIDENT AND GENERAL MANAGER

HAS A CASH REGISTER RING!

If you want the station

with the confidence of

more local merchants,

w.th spectacular rat- -
ing increases from sign-

on to sign-off, with the
town’s most popular
personalities, and with

an unbeatable com- ]

bination of music, news
and sports, you must
buy WSAI-Radio in

Cincinnati.

CINCINNATI...

RADIO’S RESURGENCE MEANS

WwWsSall

BROADCASTING ®
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WHEN YOU BUY THE ‘..
STATION THAT OFFERS
RADIO’S BIG LITTLE MAN...

y00 gef...lhe aggressive

station that gets

y0[l gef ... the alert station

that gives advertisers ACTION FOR
You get... e ALL-OUT ITS ADVERTISERS!

MERCHANDISING
OUTSTANDING SUPPORT!

STATION
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andising that navs off for you'

RADIO’S BIG
LITTLE MAN
CONTEST...

gives your advertising
the added audience

lure of “DREAM
VABATlUN"prizes.

Cook’s Tour Vacation Trip to

1 PARIS

for two by air
all expenses paid for 10 days

Cook’s Tour Vacation Trip to

ZVIRGIN ISLANDS

for two by air
all expenses paid for 7 days

y
lts Cook’s Tour Vacation Trip to

the spet <3 - 3 BERMUDA

- 7 , for two by air
radlﬂ mer- v ! ' all expenses paid for 7 days

chandising PO - | PLUSA BIG LOCAL PRIZE PLAN
opportunity : '

of the

year!

PROGRAM smlcs

WORLD BROADCASTING SYSTEM iNC.
488 Madison Avenuve, New York 22, New York

FACILITIES LIMITED, VICTORY BUILDING, TORONTO CINCINNATI = . B YW oh
- W -

CANADIAN REPRESENTATIVES . . . ALL-CANADA RADIO,




| dot 1t stralght from a
timebuyer..

“Sure.

.you know who! Old Ivoryvtewer from

Mumblethrush, Supersell & Erudite—the big
ageney that’s got all the radio-TV bitling. He was
and he

”

sitting right there . . where the lady is . .

says to this young fellow with him . .

(Knotw who's talking? That’s Samn, master barman
at Racdio City’s English Grill — precise as a
Heidelberg chemist in the art of blending. What's
more, he probably knows maore top timebuyers
than you do. So listen . )

“This fellow — he’s watching the skaters in the
short skirts, sec? But he sure jumps when Ivory-
tower ashs: ‘How’d you like to find anether jobh for

yourself?> *Huh?’saysthe guy, sort of strangling-like.

wabi

AM
TV

“Well, sir,
deeimal-point look and then says:

old lvorviower gives him a three-

‘I cheeked that
new schedule you made up vesterday. So when
did Maine seeede from the Union? Hall a billion
annual retail sales in seven counties . . a eouple of
powerhouses like W ABI and WABL-TV 1o cover
it .. audience lovalty like a Dodger lan’s — and
you ignore all this? 1 should give you hack to

the matlroom!”

“That fellow didn’t even wait for his London
broil. Hightailed it right eut of bere to get latest
availabilities on WABT and WABI-TV. Even /
could’ve told lim he pulled a ehubarh. You folks got
anything to sell up Maine-way , . .?7

George P. Hollingbery — Nationally
Kettell-Carter — New England

BANGOR, MAINE

General manager: Leon P. Gorman, Jjr.

Represented by:



TIME SALES IN 1955:
RECORD & OUTLOOK

THERE'S GOOD CHANCE THEY'LL EXCEED 1954 VOLUME

RADIO STATION revenues from the sale
of time to local, regional and national (spot
and network) advertisers for the year 1955
can be expected to at least equal the industry
income from 1954, with a good chance of
surpassing that total and an outside chance
of equaling the all-time high sales of 1953.

That prediction is based on reports of 462
radio stations, of all powers from 250 w to
50 kw, located in communities of all sizes
from hamlets to metropolitan centers in all
parts of the country. Responding to a BeT
questionnaire sent to all U. S. radio stations,
these 462 stations itemized their net revenue
from time sales during the first six months
of 1954, the last six months of 1954 and
the first six months of 1955 to four types of
advertisers: local, national non-network or
spot, national network and regional network.
Replies were sent to Sinrod & Tash, certified
public accountant firm, for tabulation, the
identities of the individual respondent sta-
tions not being divulged, even to BeT.

As a group, these 462 radio stations re-
ported total net time sales for the first half
of 1955 that failed to equal those for the
same period of last year by only 0.18%.
Local time sales for the six-month span of
1955 were 9,1% ahead of those for the first
half of last year. National spot was 6.5%
behind the last year figure for the half-year
and regional network billings 1.8% down
for this year against last. The real drop was
in the network column, the stations reporting
receipts from network time sales for the first
six months of this year 32.8% below their
network revenue for the like period of 1954.

These figures, however, cover only the in-
come of a representative sample of radio
stations that have been on the air since the
beginning of 1954, as the only replies tabu-
lated were those which reported income for
the full January-to-June periods of both
1954 and 1955. Meanwhile, the number of
radio stations on the air has risen from 3,-
081 to 3,293, an increase of 212 or 6.9% in
the number of stations on the air. The total
number of am stations has gone up 234 since
Jan. 1, 1954; the number of fm stations has
decreased by 22 in the same period.

It would be unrealistic to assume that
these newcomers to the broadcasting field
‘have reached the point where their time sales,
on the average, are anywhere near as high as
those of the old established radio stations.
But it would be equally unrealistic to ignore
them altogether. It is a certainty that these
212 new stations had some income during
the first six months of this year and that
they will have at least as large an income
during the last six months, when station
revenues are traditionally higher.

It seems reasonably certain that the com-
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bined incomes of these new stations for the
year will push the industry total at least to
last year’'s level. If fall business is as good
as anticipated, the overall 1955 radio net
time sales could show an advance over last
year's total of $453,385,000 (as estimated
by BeT; the FCC’s official report of 1954
radio revenue has not yet been issued). And
if radio’s salesmen really go after business
during the remainder of the year, the total
might just possibly surpass the all-time rec-
ord 1953 net time sales total $477,206,000.

When the station income reports are
grouped by power of the responding sta-
tions, one finds that the 250 w stations, the
500 watters, the 1 kw and the 10 kw sta-
tions had, on the average, larger net income
from all types of time sales during the first

half of this year than of last. The 5 kw and
50 kw stations, collectively, showed a de-
crease in total net time sales for January-
June 1955 as compared with that period of
1954,

All categories of stations, by groups, re-
ported local time sales up this year over last.
All showed national network down this year
against last (except the nineteen 500 w sta-
tions which reported no national network
revenue). National spot time sales also were
reported down by all groups except the
500 watters, who showed it well up over
last year. Regional network revenues were
reported up by the 500 w, 10 kw and 50 kw
station groups, down by the 250 w, 1 kw
and 5 kw station classes.

Local business accounts for the major
portion of revenue of every station category
except the 50 kw group. It comprises 86.7%
of the 250 w station total; 91.7% of the
total revenue of 500 w stations; 81.6% of
the revenue of the 1 kw group; 57.0% of the
5 kw group; 73.4% of the 10 kw group, and
33.9% of the 50 kw group. National spot

PERCENTAGE CHANGE IN TIME SALES
FROM JAN.-JUNE 1954 TO JAN.-JUNE 1955

report power.

BY POWER
No. of

Stations Local Naticnal Natienal Regional Total
Reporting* (%) Spot (%)  Network (%) Network (%) (%)

250 w 159 + 3.2 — 25 —33.0 — 23.6 + 1.0
500 w 19 +12.7 +238.8 0.0 + 169 +14.3
1 kw 139 + 7.0 0.0 —29.6 — 37 + 4.8
5 kw 92 + 6.7 — 47 —33.6 — 53 — 19
10 kw 8 —+12.3 — 8.2 —18.6 -+ 441.0 + 67
50 kw 25 +11.1 —10.7 —323 + 15.2 — 8.1
Total 462 + 2.1 — 6.5 —32.8 — 1.8 — 0.2

* Group totals add up to 442, as 20 stations provided financial data but failed to

BY CITY SIZE

Local Naticnal Naticnal Regicnal Total

(%) Spot (%) Network (%) Network (%) (%)
Up te 25,000 + 20 — 0.6 —43.5 — 1.6 +0.6
25,000-50,000 + 2.2 — 28 —35.9 — 38 —0.7
£0,000-100,000 + 4.5 — 9.1 —42.5 —10.2 —4.3
100,000-250,000 + 3.0 —10.0 —34.9 +10.6 —7.6
250,000-500,000 +16.8 — 1.0 —31.7 + 4.5 +53
500,000-1,000,000 + 9.0 — 8.0 —31.1 —13.4 —4.2
Over 1,000,000 ~+17.4 + 09 —28.2 + 1.8 +6.7

BY GEOGRAPHICAL AREA

Local National National Regional Total

(%) Spot (%)  Network (%) Network (%) (%)
New England + 6.8 + 93 —30.9 + 15 +59
Mid-Atlantic +109 —13.9 —26.5 +65.8 +0.3
South Atlantic + 5.2 — 2.5 —36.3 + 2.2 +0.4
East North Central 4+ 7.3 —13.0 —31.8 — 4.9 —8.1
East South Central - 7.5 —17.9 —38.6 + 2.4 —1.4
West North Central +17.1 — 1.2 —32.1 + 8.4 +5.1
West South Central +17.1 — 1.2 —32.1 + 84 +5.1
Mountain +16.5 —23.3 —22.4 +29.7 +9.8
Pacific + 144 — 0.4 —23.9 —15.7 —+9.1
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WITH A

NEW KIND

OF

RATE CARD
...FOR A

NEW KIND OF
RADIO

Today there's a bigger difference than ever on Mutual —

both in how much you get and how little you pay.

Nowhere else will you get such powerful local impact—
through a network fabric with all the strength of

"hometown' radio . . . or such coverage-from-within

of markets both with and without television ... or

such a big-audience “extra” in out-of-home listening.

And nowhere will you find more for your money than
in Mutual’s new rate card. You can now (for example) buy
15 minutes on 557 stations for $2,970. Or a quarter-hour

air-time cost for each station of only | $5.34 | Or only

$/.78 per commercial minute. Day or night. It's good value
for Watertown or Waterbury. .. a bargain for Memphis or

St Jo...almost unbelievable for New York or Los Angeles.

And it doesn’t take a slide-rule to see how little 20 or 30

seconds would cost!

These low, low rates make Mutual the network of best buys
in all radio foday— for a sectional or national program,

for maximum Saturation, for large and small advertisers.

And for you, too. Ask for a "reading” on Mutual's new rate

card. See how it gives your budget far more Jocal sell—

on the "plus’ network . ..

MUTUAL Broadcasting System



business was the major source of revenue
reported by the 50 kw stations, accounting
for 53.5% of this group’s revenue.

When the Qquestionnaire replies are
grouped by city-size, total time sales are
seen to be up for the first half of 1955 in
comparison with the like period of last
year for stations located in communities
with populations of 250,000-500,000 and
over 1,000,000; down for stations in com-
munities of 50,000-100,000 and 500,000-
1,000,000 population, and just about the
same for communities with fewer than
25,000 people (up 0.6%) and 25,000-50,000
population (down 0.7%).

Local business is up for all city-size
groups; national non-network business is
down for all of these groups except the over
1,000,000 population group, where this type
of business produced 1.0% more revenue

the first six months of this year than the
same part of last year; national network
revenue is down for all groups; regional
network business is down for all of these
groups except the 100,000-250,000, the
250,000-500,000 and the over 1,000,000
community stations.

A geographical analysis also was run on
a representative sample of station reports.
This showed, for the nine areas of the
United States used by the U. S. Census
Bureau, that total station revenue from all
sources in the first half of this year com-
pared to that part of last was up in New
England, about the same in the Mid-Atlantic
regions, down in the East North Central
and East South Central areas, and up for the
West North Central, West South Central,
Mountain and Pacific regions.

Local business for the 1955 six-month

period versus that part of 1954 was up for
stations in all areas. National spot business
was up in New England and the West South
Central region, down in the other parts of
the country. National network revenue was
off in all areas. Regional network revenue
was up in the three regions bordering on the
Atlantic Ocean, in the East South Central,
West North Central and Mountain regions,
down in the East North Central, West South
Central and Pacific area.

From a fast glance at the three tables
accompanying this article, it would appear
that the stations which have shown the larg-
est increase in billings for the first six months
of 1955 over the same period of 1954 are
500 w operations, located in cities of more
than 1,000,000 population in the Mountain
or Pacific states.

THE GOING PRICE IS GOING UP

IT TAKES DOUGH TO BUY A RADIO STATION TODAY

NOT long ago a station owner was walking
down the street in . . . when he met a
friend. The friend is a station broker. Just
for conversation, the station owner asked
his friend how much he thought his station
was worth on the open market.

The broker asked a few questions about
gross and earnings—mentally reviewed the
market (growing), the network affiliation
(good), the management (excellent), the tech-
nical facilities (good) and mentioned a figure.

The station owner almost swooned. The
figure was five times what he had paid when
he bought the station a few years ago.

This story—slightly apocryphal—points
up a trend that has been going on for the past
five years. Radio stations, which reached
a nadir in price in 1950, have been coming
back strong. So strong, in fact that, some
station brokers will tell you that there are
no good station buys at present.

The worth of radio stations today—that
is their value as property—can be measured
by two recent sales. WHIM Providence, 1
kw daytime on 1110 kc, brought $460,000
and WTRY Troy, 5 kw on 980 ke, brought
$500,000. Both are independents (WTRY
loses its CBS affiliation Nov. 15).

Five years ago, according to one broker,
you couldn’t have sold either one for a frac-
tion of these prices. First, because all buy-
ers insisted that a network affiliation was
essential. And second, many were ready to
write off radio with tv closing fast.

There are many elements that go into mak-
ing up the market value of a radio station
property. Gross income is one. Net income
is another. The market potential is a third.
Management is a fourth. Technical facilities
are a fifth. The presence or absence of tv
signals is a sixth.

These are what one broker called the con-
stant variables in estimating the proper price
for a radio station. There are other variables,
not so constant. Does a buyer want to ac-
quire a station in a particular city because
it is where he was born and grew up?
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There are instances where this nostalgia di-
rectly influenced the price of a property.
Has a station owner tired of the constant
fight to sell new business and retain old ac-
counts? Then he will be willing to take a
small profit—or maybe none at all—and
that, too, affects the price of the station.

Generally, radio stations throughout the
country are doing well. Radio has “firmed”
up and the prices paid for stations five years
ago bear little resemblance to what those
same stations will bring today. There is a
bull market in radio station sales today; for
the first time more are buying than selling.

Even the brokers have become choosy.
One well known firm will not handle a client
unless the prospective seller signs an exclu-
sive contract and accepts the appraised price
as determined by the broker. Brokers get
5% of the selling price and are instrumental
in bringing buyers and sellers together. There
are more than a dozen in the field—includ-
ing Blackburn-Hamilton Co., Howard E.
Stark, Allen Kander, Kidder-Peabody & Co.,
Paul H. Chapman, R. C. Crisler & Co., Philip
L. Kelser & Assoc., May Bros. and Ralph J.
Erwin.

There is one other factor which has had
an impact on station sales. Many purchasers
of radio stations are actually investors, seek-
ing a place for their capital. Five years ago,
three years ago, a radio station was not an
exciting investment. The return on invested
capital was low in comparison to other in-
vestments, like the stock market. And there
was the risk and the bearish attitude almost
everyone had on the future of radio. Today
that situation is reversed. The return on a
radio station in most cases is excellent, much
better than many common stocks in fact.

From a ratio point of view—and that is
only one way of figuring out the selling price
of a station—the worth of a radio outlet is
still five to seven times its earnings before
taxes (or 75% to 80% of its gross earnings).
What has boosted the price of stations is
that earnings (and grosses) have gone up.

Consequently the selling price is up too, al-
though the ratio is still the same.

It is true, however, that in many cases
where a station price might have been five
times its earning a few years ago, it is now
figured on seven times. Here, betterment of
radio has caused a rise in selling price.

All brokers agree that there are fewer
stations available for purchase today. One
broker candidly admits that where he had a
dozen stations on his list last year, he now
has only six.

Perhaps one of the best ways of inter-
preting the value of radio stations over the
past five years is to list representative sales
during that period. These follow:

January 1950: WBEX Chillicothe, Ohio,
$68,000, 250 w on 1490 ke, ABC; WGAD
Gadsden, Ala., $40,000, 5 kw day, 1 kw
night on 1350 kc, MBS; WKLA Ludington,
Mich., $50,000, 250 w on 1450 kc, ABC.

January 1954: KSIL Silver City, N. M.,
$110,000, 250 w on 1340 kc, CBS: WINS
New York, N. Y., $450,000, 50 kw on 1010
ke, independent; KRMG Tulsa, Okla.,
$305,000, 50 kw day, 25 kw night on 740
ke, ABC.

September 1954: WGAA Cedartown, Ga.,
$39,000, 250 w on 1340 kc, independent;
WINI Murphyshoro, I, $22,000, 500 w
day on 1420 kc, independent; WHOT South
Bend, Ind., $140,000, 250 w on 1490 ke,
ABC; KGEZ Kalispell, Mont., $100,000,
1 kw on 600 ke, MBS; WPLH Huntington,
W. Va., $50,000, 250 w on 1450 kc (with
cp for 5 kw day on 1470 kc), MBS; KOWB
Laramie, Wyo., $60,000, 250 w on 1340
ke, ABC.

Janvary 1955: KOAT Albuquerque,
N. M., and KRSN Los Alamos, N. M., sold
jointly for $160,000, 1 kw day, 500 w night
on 860 ke (KOAT) and 250 w on 1490 kc
(KRSN), both ABC; WPAT Paterson, N. T.,
$300,000, 5 kw on 930 ke, independent;
WOOW New Bern, N. C., $25,000, 250 w
on 1490 kc, independent; WKGN Knox-
ville, Tenn., $75,000, 250 w on 1340 kc,
MBS.

September 1955: KBAK Bakersfield,
Calif., $85,000, 1 kw on 550 kc, MBS;
WALT Tampa, Fla., $150,000, 1 kw on
1110 kc, independent; KTSW Emporia,
Kans., $55,000, 250 w on 1400 kc, MBS;
WINN Louisville, Ky., $74,550, 250 w on
1240 kc, independent.
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P.A.

picks & winner
and
packs them in!
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| TONIGHT

"
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b

Here's proof that Prince Albert’s
Grand Ole Opry network show is
bigger, better, more popular than
ever!

Al Last July 2 the Opry plaved to the
_— ’ { " .' biggest live audience of all time —
—z 8,500 persons. And more than

P. I N E[ AI.B EFRI 12,000 additional applicants for

|

|

tickets had to be turned away.

For the first time in the Opry’s 29-
year history, the entire house was
emptied in mid-show in order to
admit the thousands who were
standing in line outside hoping for
just a glimpse of the program.

10 OPEN~PUSH UP ——,
TO OPFN-PUBH U0 —

e

The Opry has been a mainstay of
w Prince Albert’s advertising pro-
! gram for the past 17 years, and the
CRIMP CUT 3 record-breaking July 2 show is
LONG BURNING PIPE AND i further proof that P. A. picked a
CIGARETTE TOBACCO !

winner !

WSM

CLEAR CHANNEL-50,000 WATTS
650KC — NASHVILLE, TENNESSEE

- 2 =
SV ST -_ - reepe o ot
TRA T ]

. e %
IR PRARNMAA TN M

Bob Cooper,

Sales Manager

g1 L W e

John Blair Co.,

National Sales Representatives
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BT INTERVIEW

AS vice president and director of media relations at Young & Rubi-
cam, which bills $15 million annually in radio, Peter G. Levathes is
well qualified to analyze radio’s selling needs. In an exclusive BeT
interview, he suggesis radio revise some of its selling concepts.
He also provides an insight on how 32-year-old Y&R most cffec-
tively uses the aural medium. Mr. Levathes has been with the
agency since December 1952, Before that he served with 20th
Century-Fox and its subsidiary, Movietone News.

Q: Let’s start out biuntly. What should radio do to get more

advertisers?

A: The first thing radio should do to get new advertisers is
sharpen up its research. Radio no longer is a glamor buy; it
must now sell from facts, not fancy. It must present new data in
a better fashion.

Q: What do you mean by *“new” data?

A: I mean, for example, circulation. Radio should have more
figures at hand about circulation in cars, circulation in rooms other
than the living room, and—insofar as it is possible—parallel the
kind of information that is now made available by other media.

Q: Can you be more specific?

A: Radio should guarantee its circulation. I believe that if radio
would guarantee its circulation, it would excite great interest in
the trade. Perhaps the time has come when radio must be bought
and sold along technical media lines—the way other media are
bought and sold.

Q: How would “guaranteed circulation” work?

A; Well, a network, for example, would sell a sponsor a show
and guarantee the rating at, say, x number of listeners. If the show
doesn’t hit that rating, a sliding scale of rates would be developed so
that the purchaser would pay in accordance with the audience
reached.

Q: Isn't this like requiring a newspaper or magazine to deliver

a certain Starch rating for each ad or else make rebates?

A: No. This would be more similar to Audit Bureau of Cir-

culation figures rather than Starch.

Q: Would the network have to prove the circulation of each
program it sells?
A: It could do so by some acceptable research method.

Q: Do you have any general rules as to when to and when not

to use radio?

A: We have no general rules. Each product has its own specific
problems. Radio is utilized, or considered, only in the light of the
individual product problem. Radio, naturally, has some general
advantages and disadvantages.

Q: Al right, let’s take the advantages first.

A: The one big advantage—and it’s a significant one—is that
radio can supply great frequency of message to a mass audience at
low cost and low cost per thousand. This is true whether it be na-
tional or local. You asked me a moment ago if I had any general
rules as to when to recommend radio. Well, let me just generalize
that this way: Those products whose story can be adequately told
by voice-only become automaticaily a prospect for radio. But now
radio also has several disadvantages.

Q: Name one.
A: Well—not to stop any presses—but the audiences are not

I B R B T T L e R T PO el O g e 0 B et TR U T O P
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REQUEST FROM Y&R.
GUARANTEED AUDIENCE

as great in number as in years gone by. Another problem in radio
is that listening during the past several years has tended to be
much higher in the C & D counties than in the A & B counties.

Q: Well, in brief, then, the rule-of-thumb would be that you

use radio for those products with a story that can be handled
orally and requiring the frequency and coverage of radio.
Is that it?

A: Yes, that’s almost exactly the way I'd put it.

Q: Have these rules changed since the advent of tv as an adver-

tising medium?

A: A general answer is yes, things have changed since the advent
of tv. With a much lower circulation, radio cannot be used alone
as it formerly was. Secondly, the influx of tv has changed the
listening patterns of people. Heavy television viewing in the evening
has automatically reduced the radio listening. Since television has
had its greatest concentration in the metropolitan areas, this reduced
radio listening to a great degree in the larger cities. Even though
radio is almost universal, the actual listening patterns are far from
it. Therefore, from both circulation and coverage points of view,
television has definitely affected radio usage.

Q: But you don't have any doubt, do you, that radio can be an

excellent supporting buy for—not only tv—but all media?

A: Yes, I have no doubt.

Q: Among Young & Rubicam accounts, has money spent for tv
been taken primarily from the radio budget?
A: The answer is no—it has come from all media as well as
new money. Actually there are many clients who were not in radio
prior to television.

Q: In using radio, when do you recommend network, when spot?

A: Again, the answer must come from a consideration of a
specific problem. It is fairly obvious that when you have a small
area to cover you could not use network. Conversely, to cover the
U. S. completely it becomes much more difficult with spot. It is the
gray areas in between that require the decision of network vs. spot.
A great deal will depend on availabilities and size of budget.

Q: We have noticed that only one Young & Rubicam client,
Lipton Tea, is using Monitor. Does this mean Y & R does
not like the idea?

A: Not at all. We are on record with NBC as saying we think
that Monitor is a highly promising development. As I pointed out
earlier, the individual problems are all-important. We will evaluate
Monitor periodically as we see the rating results.

Q: What are some Y & R accounts which have had notable

success through the use of radio?

A: It is almost impossible to pick out specific Y & R accounts
which have had notable success through radio during the past
several years. In the old days, of course, the success of Jell-O
with Jack Benny was fairly well known. In recent history, radio
has been used in combination with other media and under such
circumstances it is almost impossible to segregate reasons for such
success or failure.

Q. But you have no doubt, have you, that radio, used properly,
can still result in important returns to a client?
A: Yes. When properly used it can still be very effective.

Q: How many radio clients do you now Have?
A: About 20.
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when
Mlchlgan gets

football
fever

the BIG GAMES
are on the
KNORR “BIG 4”

m DEARBORN—DETROIT

carries all games played by
UNIVERSITY OF MICHIGAN ..« NOTRE DAME

save ' o 70 m JACKSON, MICHIGAN
carries all games played by

Buy any 2 or more of these powerful

B0 Sivondis Y B Lol cdmiar UNIVERSITY OF MICHIGAN ..« NOTRE DAME

WKMH—Dearborn—Detroit
WKMF—Flint, Michigan

WKHM— Jackson, Michigan
WSAM-—-Saginaw, Michigan m FL'NT, MICHIGAN
represented by HEADLEY-REED :

carries all games played by
UNIVERSITY OF MICHIGAN ..« NOTRE DAME
] J-{ S’ SAGINAW, MICHIGAN
%'d m carries all games played by
A

oot ol b ol UNIVERSITY OF MICHIGAN
KNORR Bnoadcamq CORP.
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FALL NETWORK SALES
SHOW GAIN OVER '54

THE RADIO networks, for the first time in
recent years, report sales for the fall to be
ahead of the previous year.

This unusual and heartening sign comes
from BeT's seventh annual preview of net-
work radio fall business. Aggressiveness in
both selling and programming is indicated
in the table on this page, which shows the
networks up a percentage point from last
September. . .

Sales in various participation programs by
all four networks, highlighted by NBC Ra-
dio’s Monitor and CBS Radio’s new “seg-
mented” plan, are included in both tables.

NBC Radio’s advance sales for Monitor
total 11 hours and 37 minutes. (In the ab-
sence of any advanced method of breaking
Monitor's time up into day and night—
since scheduling of advertisers is not on a
fixed pattern, BeT arbitrarily divided the
time equally.) Thus, Monitor alone added
5 hours and 48 minutes to both the day
and night ’55 columns for NBC Radio.

In the table beginning on page 67, CBS
Radio’s “segmented” sales fall mainly within
these shows: Edgar Bergen, Tennessee Ernie,
Bing Crosby Show, and Amos 'n’ Andy
Music Hall. The other networks also have
participation programs, for example, MBS’
“multi-message” plan (nighttime mysteries).

(For consistency, in the case of all partici-
pations programs the amount of time desig-
nated as commercial was determined by
dividing the length of the program by the
number of participations which are avail-
able for sale within it. Thus, for example,
in a 60-minute program offering a total of
12 participations, each sponsored partici-
pation would be represented in the table as
five minutes of commercial time.)

Optimism over the upcoming season in
network radio, however, should be tempered
according to the records of the individual
networks, which are somewhat spotty. Only
MBS was able to show its selling pace this
September to be uniformly higher in both
daytime and nighttime hours than the same
month of last year.

The strongest gains were recorded by CBS
Radio in its daytime selling—some 6%
ahead of last September—and NBC Radio
in its nighttime total, some 19% ahead of
last September. There was no outstanding
trend in the network totals for both day and
night periods, with the increase in hours
sold apparently stimulated by the networks
as a group, rather than by one or two.

While B®T's breakdown of time sales at-
tempts to be inclusive in its listings and
totals, certain sponsorship items which
would alter an “average” October week’s
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activity are omitted. Among these are one-
time shots—for example, the World Series—
as well as political broadcasts. Also elimi-
nated are network purchases by sponsors
wherein the total stations are less than 20.
Where more than one advertiser participates
in a show, time is divided equally except in
some instances where one of the participants
sponsors more time per week than another.

Although BeT’s preview conservatively
estimates radio network time sales (per aver-
age commercial hours, not necessarily reve-
nue) will be about equal to, or perhaps
slightly above, last season, network sales
heads are very optimistic, detecting a re-
newed or unusual interest in network radio
among advertisers and their agencies.

Charles T. Ayres, vice president of the
ABC Radio Network, promised a “new look”
in ABC Radio’s evening schedule. At the
time this went to press, Mr. Ayres was un-
willing to reveal details (see box page 90).
Mr. Ayres also said:

“A great many things have changed in the
world in the more than 25 years that net-
work radio has been an information and en-
tertainment medium.

“The fact is that radio listening habits
have undergone a dramatic change. So has

MONEY IN THE BANK
Rodic Network Time Soles far Foll
Average Hours of Network
Netwark Commercials Per Week
On Air Sold os of  Sold as of
in Oct., Sept. 15, Sept. 12,
1954 1954 1955
DAYTIME
ABC 23:51% 25:00 19:57%%
CcBS 38:33 31:50 33:4B%
MBS 12:55 12:25* 15:39%
NBC 25:17%  22:45 20:53
Totals 100:37 92:.00 90:18%
EVENING
ABC 7:15% 2:00 10:50
CcBS 15:03 12:40 10:30
MBS 5:25 6:00 6:40
NBC 13:11% 12:15 14:53%
Totals 40:55 39:55 42:53%
TOTALS
ABC 31:07 34:00 30:47%
CBS 53:36 44:30 44:18%
MBS 18:20 18:25 22:19%
NBC 38:29 35:00 35:46%
Totals 141:32 131:55 133:12%
* Adjusted figure. MBS hod reported the sale
in Sept. 1954 of the full time of “Gome of
the Day” {22 hours per broadcast). Actuol
sale was for one-half that time, according to
MBS, or 1% hours per broadcast.

media buying. Today's ‘personalized listen-
ing’ pattern of radio is the key to the con-
tinued success of the medium—with listeners
and with advertisers.

“With this new listening pattern in mind
we have developed certain elements in the
present ABC Radio schedule that are strictly
up-to-date with 1955 needs. Qur Weekend
News is the highest-rated radio program on
the air today. Proof: It has been continual-
ly sponsored for more than two years. It's
Time, the new weekend series of 18 five-
minute feature news broadcasts, was speci-
fically designed for modern individual tuning
habits. I think advertisers will find that this
package, too, makes good media sense.

“Our morning line-up of dramatic serials,
each complete within a week, shows au-
dience strength that is the direct result of
this known listening habit.”

John Karol, vice president in charge of
network sales, CBS Radio, said:

“The solid strength of our weekday sched-
ule, our evening schedule, our concentration
on star programming, and our new segment-
ed buying plan combine to create the greatest
values in audience and economy in the his-
tory of network radio.

“Not only do our Monday-Friday daytime
programs reach the largest audiences, they
are the favorite by far in television homes.
They are, therefore, not only the best buys
now but they are the best investments for
the future.

“Our evening schedule is the home of the
famous names in news—TJackson, Thomas,
Murrow, Collingwood, Trout, Sevareid. On
weekends and evenings the great names of
show business—Edgar Bergen, Arthur God-
frey, Mitch Miller, Tack Carson, Tennessee
Ernie, Amos 'n’ Andy, Bing Crosby, Robert
Q. Lewis—bring entertainment and audience
to our network.

“Many of these stars, and other top-grade
programs, are available in 5-minute seg-
ments. With this type of sponsorship, an
advertiser can amass audiences of tremen-
dous size, day or night or in combination,
for costs that are the lowest in network his-
tory and which seem fractional compared
to those of many other media.”

According to Harry Trenner, MBS vice
president in charge of sales:

“Here, at Mutual, the sales picture for the
season is bright.

“Advertisers and their agencies are real-
izing now, more than ever. before, the tre-
mendous pulling power of radio.

“We, in fact, have observed more genuine
interest in radio by advertising agencies to-

(Continued on page 193)
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Averagse
Gross Time Stations Hours Per Gross Time Statlons

Advertiser Charges Net- Oct.  Oct. Week* Advertiser Cherges Net. Qct.  Oct.

Program Oct. ‘54 work 1954 1955 1954 1955 Program Oct. '54 work 1954 1955 19354 1933

Admiral Corp. Second Chance 7,106 NBC 184 dp0:05
Life is Worth Living ABC 347 0:30 chhy HCOII.:?GIA 3 gg,?;g CBg §34 d8:30

Adolph’s Food Products eot Corliss Archer g cB 5 2135

v . Amos ‘n’ Andy [4.1] 23 0:10
Arthur Godfrey Time $12,528 8§ 206 d0:15 Monitorl NBC 197 0:05
Aesro Mayflower Transit Co. Monitor NBC 197 d0:05
:ews ABE 3‘7 d0:25 Chemicals Ine.
ews AB 47 ©:50 Frank Goss, News 6924 CBS 2 d0:45
All-State Insvrance Co.
Bill Stern, Sports ABC 334 0:37Va Ch;\ub'roulgh Mfg. Co. .

Allis-Chalmars Mfg. Co. el Rt 87 e

The National Farm & Home Hour 43,029 NBC 192 196 d0:30 d030 Ly rormed LLS 197 d0:30
R . hristian Reformed Church

A Bak .

?;:“I?:na Ra':g.:r Co. NBC a 42:05 Bock to Geod Hour 290,801 MBS 268 241  d0:30  d0:30

American Dairy Assn. Chrysler Corp. .
8ob Hope Rodio Show 14,485 NBC 163 0:30 et ::'::ughlo-fa 63.2;2 Nag 206 198 0:30  0:30

American Federation of Labor . v g_’ v 83 NB — 0:30
Frank Edwards, News 107,403  ma$ 154 1:15 Cities Service Co.

Edward P. Morgan ABC 175 1:15 Band of America 48.824 NBC 135 N8 0:30 0:30

American Home Products Corp. Coco-Cola Co.

Our Gal Sunday 77,328 CBS 183 d0:5212 Coke Time 29,472 MBS 201 209 0:30 0:30
Qur Miss Brooks 33,603 CBS 205 115 Col Palmoli

Romance of Helen Trent 102,456 CBS 189 d0:52V2 olgote-Palmolive Co.

Gabriel Heatter 448 MBS 510 130 The Phrase Thot Poys 75650 NBC 198 di:15

Galen Drake CB$ 45 d0:25 Lorenzo Jones 75041  NBC 194 di:15

Arthur Godfrey Time CBS 204 d0:1834 Strike 1t Rich 151,299 NBC 197 d2:30

Americen Molasses Co. Columbia Broadcasting System Inc.

Mary Margaret McBride NBC 197 d0:05 Amos ‘n’ Andy 31,392 CBS 204 204  0:072 0:05

American Safety Razor g’i?‘df'c'yo;rgl‘"' Scouts csg 203 Q:15
Walter Winchell 35791 ABC 339 0:07V2 Ton?\essrn Ernie E:S gg: ggg

Americon Soul Clinic . Noer

L i Congress of Industrial Orgonizations
Church in the Home ABC 191 d0:30 John W. Vondercook, News 08,448  ABC 60 119 115 148
American Telephone & Telegroph {o. . .
The Telephone Hour 42,741 NBC 200 198 0:30  0:30 Confinentol Buking Co.
. Make Up Your Mind 67,389 CBS 56 59 d1:15 dI:18
American Tobocco Co.
Jack Benny 87,540 CBS 214 0:30 Cook Chemical Co.
Douglas Edwards, News 70,204 CBS 189 0:15 Cecil Brown, News MBS N2 d0:25
The Big Stery .660  NBC 205 0:30 Corn Products Soles Co.

Anheuser-Busch Inc. Arthur Godfrey Time CBS 204 d0:18%4
Sports Today, Bill Stern 148,313 ABC 305 333 0:15 0:372 Wendy Watren, News CBS 75 d0:25

Animol Foundation Inc. Cowles Mogazi Ca.

Golen Droke 12,291 CBs 75 d0:15 “Monitort - O NBC 197 40:05

Churles Antell Inc. LI NBC 197 0:05
Charles Antell Progrom S LS L) dg}):ﬁ Crawell-Collier Publishing Co.

Monitor Nac 197 00 o Noc 197 00014
Monitor NBC 197 d0:2 Fibber McGee & Mollie NBC 195 p0:05

Armaur & Co. A 193 1415 Second Chance NBC 180 p0:05
Second Mrs. Burton E B i Helene Curtis Industries Ine.

Wendy Warren, News 64,159 CBS 194 d0:50 Robert Q. Lewis 28,360 CBS 205 40:15

A oote Gome of the Week 120,470 NBC 149 d2:00 Curtis Publishing Co.

S pewa ’ ‘l;i,bb:r }chn & Molly Jg,?gg NBC 194 p0:15

a . 5 eeken 7 NBC 159 dp0:02
Breakfast Club Review ABC 338 d0:25 It Pays Te Be Morried 1,516 N8C 167 d%;ol

The Beacon Co. Second Chonce 1,635 NBC 175 dp0:01
Friday with Garroway 1,882 NBC 1ns p0:01 Curtiss Candy Co.

Bekins Van ond Storuge Co. True Detective Mysteries MBS 498 p0:0772
Heollywood Music Hall 46,195 CBS 22 25 0:30 0:30 Dawn Bible Students Assn.

Beltone Hearing Aid Co. Frank & Ernest 17,697 MBS 378 233 dO:15 d0:15
Paul Horvey Comments 24,531 ABC 113 0:15 Frank & Ernest ABC 215 d0:15
Gabriel Heatter 22,712 r:‘s: 519 14 0:07V2 d0:15 Doeskin Products Inc

H Brel‘,:_‘::;pc:u:’ s : Dr. Nerman Vincent Peale NBC 197 d0:15
arel Bi ne.

Second Mrs. Burton CBS V44 d0:22V2  Dow Chemical Co.
Brighter Day CBS 144 d0:22V2 Arthur Godfrey Time CBS 204 d0:18%
Wendy Warren, News CBS 204 d0:25 Dromedary Co.

Block Drug Co. Ames ‘n' Andy CBS 204 0:05
It Happens Every Day 18,477 MBS 278 d0:25 When A Girl Marries ABC 347 d0:10

Bristol-Myers Co. Exquisite Form Brossiere Inc. *

Arthur Gadfrey Time 14,198 gng ggg 2234 dg:?;llz dg:%llz Stop The Music 22,442 CBS 201 0:0712
Godfrey Digest 35,154 B. 4 E B Fi 0

a7l ‘a7 irestone Tire & Rubber Co.
Nl o - 57.535 CBS 202 204 BN INE Tgice of Firestane 65654 ABC 302 311 030  0:30
Frank Goss, News CBS 23 Q:05 The First Church of Christ Scientist
Tom German CBS 23 0:05 Monitor Views the News 16,355 ABC 59 0:15
Monitorl N&C 197 0:05 How Christian Science Heals MBS 287 d0:15
Monitor NBC 197 d0:05 How Christian Science Heals MBS 287 0:15

Brown and Williamsen Tobocco Co. Florda Citrus Commission
Amos ‘n’ Andy Music Holl 26,999 C8S 205 204 pO:12  0:15 Florida Calling with 'Tom Moore 158,758  m8$ 545 d2:05
Fibber McGee & Molly 13,038 NBC 188 195 p0:05  0:05 Story Time MBS 500 dp0:071
Cherles Collingwood, News CBS 204 0:15 Top Secret Files MBS 500 pO:
News NBC 197 0:25 Treasury Agent MBS 500 p0:071/2

Burton-Dixie Corp M SO A Mos 1 Rk

N 5 3 ective =07
Poul Harvey, News ABC 8l 0:15 Cocmlreupy MBS 500 ﬁ: 2

Campana Seles Corp. Flotill Producis Ine.

Arthur Godfrey Time 68,409 CBS 203 202 d0:37V2 d0:3712 Galen Drake 14270 CBS 208 d0:05

Camation Co. Ford Motor Co
When A Girl Marries 130,983 ABC 340 dl:1s I - .

CBS Newsroom-Sunday Desk 500  CBS 23 23 d0:15  dO:1s Edward R. Murrow 76,362 CBS 123 35 0:45 dIas
Whispering Streets ABC 330 1 Free Methodist Church of N. America

Carter Products Inc Light and Life Hour 11,004 ABC 47 76 d0:30 d0:30
Fibber McGee & Molly 13,605 NBC 197 10:05 General Conference of Seventh Day
ItI Poyrs to be Morried 6,514 NBC 176 dp0:05 Adventists

Voice of Prophecy 24,682 ABC 156 d0:30

Source of October 1954 dollar figures: Publishers Infarmation Bureau . Yoice of Prophecy 33,661 MBS 300 d0:30

d—Daytime, before & p.m.; n—number of stations unknown; p—participation; *—Totol

time costs for full program pockage; ' "Monitor” advertisers connot be broken dawn General Foods Corp.

inte day or night clossifications, thus arbitrarily total time is halved with one figure Mary Margaret McBride 17,081 NBC 194 197  d0:10  dO:05

Breakfast Club 6,064 ABC 315 d0:30

credited for daytime, the other nightime.
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“we're 1009, sold

out on local availabilities,
and we’re getting

money from advertisers
who were pallbearers

at our funeral”

WD SU, New Orleans, La.
Louis Read, Commercial Mgr.

“one of our finest assels
Lhoth audience-wise and
revenue-wise

WOOD, Grand Rapids, Mich.
Willard Schrocder, Gen'l Mgr.

“one of the greatest
shows that ever hit
radio . . . good emough
to schedule it on
weekdays, too”
WIRD, Tuscaloosa, Ala.
Genc Tibbett, Gen'l Mgr.

“the freshest, most
progressive innovation
to hit radio in many a
¥year . . . we're selling
out approximatcly 909,
of all adjacencies”

WTTM, Teenton, N. T.
Fred L. Bemnstein, Gen'l Mgr.

“we have succeeded

in getting Dayton’s,
our largest department
store, to buy 15 spots
weekly on MONITOR

« « « they have never
used a great deal

of radio®™

KROC, Rochester, Minn.

G. David Gentling,
¥P and Gen'l Mgr.

“we've heen 1009, sold
out Suturdays and
Sundays since June , . .
answers our needs both
from a program stand-
point and a

commercial one”

WBRE, Wilkes-Barre, Pa.
David M. Baltimore, Gen'l Mgr,

*a big thing for us and
even a turning point in
the network radio
problem™

WSYR, Syracuse, N. Y,
E. R. Vadeboncocur, Pres.

it has breathed new life
and interest into radio’

WKY, Oklahoia City, Okla,
P, A, Sugg, Mgr.

“there’s standing room
only for local sales , . .
we are very enthusiastie
« « « it has bheen well
reecived by both
advertisers and listencrs”
KSD, St. Louis, Mo.

Hareld Grams, Program Dircctor

“the best thing that
has happened to radio
since the erystal set”

WIBO-WBRL, Baton Rouge, La.
Kclly Maddox, Gen'l Mgt.

“wc have been successful
in selling them (the
S5-minute local cut-ins)
to dealers™

WWI, Dctroit, Mich.
Edwin K. Wheeter, Gea'l Mgr.

T

P
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“MONITOR has had the
instant effect of
stimulating our local
business™

KSTP, Minnecapolis, Minn.
Stanley Hubbard,

Pres. and Gen'] Mgr.

*Jocal availabilities pre
85% soldout...a
solution for radio
programming that the
industry has long

been secking™

WROL, Knoxville, Tenn.

W. H. Lincbaugh,
VP and Gen’l Mgr.

“its unique quality has
scrved to distinguish one
station from another
and bring the industry
out of the rccorded
music rut”

WAVE, Louisville, Ky.

G. W, Norton, Pres,

“Saturday and Sunday
billing is up as much as
3009% ...MONITOR will
undoubtedly blaze the
irail for radio in the
future”

WLW, Cincinnati, Ohio

Robert E. Dunville, Pres.

“led all other radio
stations®?

WBAP, Fort Werth, Tex.
Harold Hough, Director

MONITOR's booming coast-to-coast impact

is making broadcast history.

Both national and local advertisers are respond-
ing to the new vitality MONITOR has brought to
Radio. It's reflected in network billings and in
station billing reports from nnc affiliates through-

out the country.

NBC stations also report exciting audience re-
surgence. Only 7 weeks after MONITORs incep-
tion, a special Pulse survey in major markets
showed ~NBC stations enjoying significant in-
creases in unduplicated weekend audiences . . .
for example, in Washington 21%, in Chicago
27%. Over a 4-week period in July, during net-
work option time alone, MONITOR reached into
nearly 8,000,000 radio-TV homes, and into more
than 5,000,000 radio-only homes.

With only 15 participations spaced over each
week-end, a national advertiser can build a
4-week cumulative audience for his dollar that
cannot be matched anywhere else in radio. Add
MONITOR’s great out-of-home bonus audience,
and you've got the most powerful coverage at

lowest cost in all network radio.
MONITOR delivers audience . . . and makes sales.

Call your NBC RADIOQ representative today.

exciting things are happening on the

RADIO NETWORK
a service of @



Advertiser
Program

Galen Droke
Renfro Valley
Wendy Warren, News
Bing Crosby
Bockstage Wife
Helen Trent
Qur Gal Sunday
Dr. Malone
Second Mrs. Burton
Parry Mason
Brighter Day
Sunshine Boys
General Mills
Lone Ranger
Silver Eagle
Sam Hoyes
Betty Crocker
Whispering Streets
Lone Ranger
Ganeral Motors Corp.
Alan Jackson, News
Alan Jackson, News
Robert Trout, News
Robert Trout, News
Dinah Shore
Your Land and Mine
Arthur Godfrey Time
Lowell Thomas
Moniror!
Moniror
Your Land and Mine
General Paint Co.
Amos 'n’ Andy Music Hall
General Tire & Rubber Co.
Sports Time, Harry Wismer

Gillette Co.
Bexing
Frank Sinatra
Romance of Helen Trent
People Are Funny
Young Widder Brown
Meet Corliss Archer
Arthur Godfrey Time
Nora Drake
Cur Miss Brocks
Cne Man’s Family
Stella Dallas
Gome of The Day
Young Dr. Malone
Talant Scouts
Cavolcade of Sports
Goodyear Tire & Rubber Co.
Greatest Story
Gospel Broodcoasting Assn.
Old Fashioned Revival Hour
Billy Graham Evangalistic Assn.
Hour of Dacision
Hour of Decision
Grave Labs Inc.
Story Time
Tap Secret Files
Treasury Agent
True Detective Mysteries
Cfficial Detective
Caunterspy
Gruen Watch Ca.
Walter Winchell
Hogan Corp.
Galen Drake
Mary Margaret McBride
Hallmark Cards Inc.
Hall of Fame
Bing Crosby
Homm Brewing Co.
Scoreboard
Honsen's Chr. Labs
Modern Romances
Harrison Products
Nick Carter
Hawaiian Pinsapple Co.
Hauseparty
Hartzx Mountain Products Corp.
Arthur Godfrey Time
Healing Waters Inc.
Orel Rabert's Broadcasts

Hexol Inc.
Dr. Paul
Highfand Church of Christ
Herald of Truth
Hills Bros, Coffee Inc.
Women's News Desk
Jackson Brewing Co.
Game of The Day
Jerclaydon Inc.
Arthur Godfrey Time

Johns-Meanvills Corp.
Bill Henry, News

§. C. Johnson & Son Inc.
News

Source of October 1954 dollar figures: Publishers Infarmation Bureau
d—Daytime, before & p.m.; n—num
time costs for full program packa
inte day or night classifications, |

Grass Tirme
Churqas
54

Oct.

4,342
21,712

115,198
74,352
11,258

40,580
70,310
65,772
17,303

47,830
65,054
46,836

80

23,650
12,206

66,665

54,092
28,495

13,547
8,319
31,089
9,072

18,507
98,447
133,586

credited for daytime, the other nightime.
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Stations
Net- Oct.  Oct.
work 1954 1955

cas 110 118
CBS 1o

C8s 118
c8s 18
C8s 48
cas 48
CBS 48
CBS 48
CBS 48
CBsS 48
CBS 48
ABC 79
ABC 178

ABC 185

ABC 42 45
ABC 298

ABC 332

NBC 195
CBS N7 204
CBS 196 204
CBS 175 204
CBS 199 204
NBC 202

ABC 334

CBS 206 204
CBS 204
NBC 197
NBC 197
NBC 198
CBS 48
MBS 439 435
NBC 193

NBC 2

CBS 185 182
NBC 199

NBC 174

cas 207

CBS 207

CBS 201 204
CBS 206 204
NBC 196

NBC 175

MBS 325
CBS 183
CBS 204
NBC 194
ABC k) I x
ABC 265 290
ABC 301 314
MBS 330 309
MBS 500
MBS 500
MBS 500
MBS 500
MBS 500
MBS 500
ABC 337

CBS ]

NBC 198
CBS 205

CBS 204
CBS 36
ABC 194

MBS 5
CBs 174 172
CBS 204
ABC B9 236
NBC 34

ABC 171 ¢
Ces 45

MBS 85
CBS 196

MBS 443

MBS 553

Average
Hours Per
Week*
1954 1955
d0:05 d0:15
d0:25
d0:20
:15
d0:22V2
d0:15
do:15
d0:22V2
d0:224
d0:2214
d0:22Y2
d0:25
1:15
0:25
dl:15  d0:30
d0:45
d1:00
d2:05
0:1 0:10
d0:10  d0:25
d0:15  d0:30
0:25 0:25
0:30
0:15
d0:37V2 d0:37V2
1:15
0:25
d0:25
0:15
0:10
0:15  d0:25
0:30
0:30
d0:22V2 d0:15
0:15
d0:30
0:15
d0:37V2
d0:37V2 d0:37V2
0:15 0:15
0:30
d0:30
d2:30
d0:15
0:15
0:45
d0:30  d0:30
d1:00 d1:00
d0:30  d0:30
0:30 0:30
dp0:07V2
00:07V/2
p0:071/
p0:07‘/§
p0:07V/2
p:0712
0:071/2
de:10
d0:05
0:30
0:10
0:25
d0:30
d0:30
d0:15  d0:15
do:15
d0:30  d0:30
d0:371/2
d0:30  d0:30
d0:25
d1:15
d0:15
0:25
d2:05

ber of sia_ﬁons vnknown; p—participation; *-—Total
e; 1 "Monitor' advertisers cannot be broken down
us arbitrarily total time is holved with ane figure

Advertiser

Program

Kellogg Co,
Wild 8ill Hickok
Arthur Godfrey Time
Houseparty

Kevo Co.
Phil Norman

Llemon Products Advisery Board
Top Secret Files
Mickey Spillane
Squad Room
Officiol Detective
Counterspy

Lever Bros.
Aunt Jenny
Talent Scouts
Lux Radie Theatrs
Houseparty
Arthur Godfrey Time
Lewis Food Co.
Shirley Thomas
Lewit-Howe Co.
Fibber McGee & Molly
It Pays To Be married
Second Chance
Arthur Godfrey Time
Liggett & Myers Tobacco Co.
Perry Como
Dragnet
Gunsmoke
Gunsmoke
Harry Babbitt
Longines-Wittnouer Watch Co.
Larry Lesueur, News
Longines Symphonette
Choraliers
News
P, Lorrilard Co.
Monday Morning Headlines
Tayler Grant, News
Two For The Money
Queen For A Day
Los Angeles Soap Co.
Harry Bobbitt Show
Lutheran Church-Missouri Synod
Lutheron Hour
M. J. B, Co.
Chet Huntley, News
Manion Forum of Opinion
Dean Clarence Manion
Mars Inc.
People Are Funny

Mary Ellen Joms & lellies
Harry Bobbitt

Mennen Co.
Frank Goss, News

Metropolitan Life Insuronce Co,
Dove Vaile, News
Allan Jackson, News

Miles Labs Inc.
News of The Warld
Just Plain 8ill
Break The Bonk
Break The Bank
Fibber McGee & Molly
Wamon In My Hause

Milner Products Co.
Robert Q. Lewis

Miller Brewing Co.
Meonitor!
Manitar

Minnesota Mining & Mfg. Co.
Arthur Godfrey Time

Philip Morris & Co.
My Little Margie
Tennessie Ernie
Bing Crosby
Edgar Bergan
Monitar!

Monitor

Mortan Packing Co.
Monitar!
Monitor

Murine Co.
Amas ‘n’ Andy Music Hall
Queen For A Day
Fibher McGees & Molly
Arthur Godfrey Time

Gross Time
Charges

Oct. 'S4

85,420

6,083
39,000

9117

31,370

6,968

37,961

139,867

48,904

84,220

16,874
12,127
17,246

Mutual Benefit Haalth & Accident Assn.

Bob Considine

Mutual of Omaha
Monitarl
Monitor
Mytinger & Cassslberry Inc.
The Nutrilite Shaw
National Biscuit Co.
Arthur Godfrey Time
Adventures of Rin-Tin.Tin

Natienal Dairy Praducts

Edgar Bergen & Charlie McCarthy

News

Nehi Corp.
Rebert Q. Lewis

41,750

39,758

24,936

140,615

22,590

Net-

work

MBS
ABC
MBS
NBC
CBS
CBS

CBS
CBS

NBC
NBC
MBS
NBC

NBC
CBS

NBC
NBC

CBS
MBS
NBC
CBS

MBS

NBC
NBC

NBC

CBS
MBS

CBS
MBS

cBs

Stations

Oet.

Oct.

1954 1955

467
201
198

ril

188

459
148

206

204

205
198

534

155

203

204

167

200
199

23

170

185
197

il

209
22

126
126

126

204

26
449

28

2

N
184
161
187
204

197
197

204

204
538

197
197

197

547

Average
Hours Per

1954

d1:.15
d0:37V2 d0:37V2
d0:30  d0:30

d0:15

p0:0712
p0:071/2
p0:071/2
p0:07V2
p0:07V2

d1:15
0:30
1:00

d0:45  d0:45
d0:37V2 d0:37V2

0:15

d0:30  d0:30
10:01
dp0:01
dp0:01
d0:1834
0:45
0:30
0:30 0:25
d0:30  d0:25
d0:2212
d0:40 0:35
d0:30  d0:30
1:15
d0:15
0:15
0:15
0:30 0:30
d1:15  d1:15

d0:37V2 d0:37V2

d0:30 d0:30
d1:15

d0:15
0:15

d0:371/2

d0:45
1:15

1:15

1:15 1:15
di:15
di:15
di:15

1:15

di:15

d0:05

0:15

d0:15

d0:37V2 <0:18%

0:30
0:10
0:10
0:05
0:40
do:
0:0712
d0:07V2
p0:0712
d0:07V/2
0:06
d0:15
0:15 0:15
0:18V2
do:181/2
d0:30  do:58
d0:37V2
d0:30
d2:05
d0:15
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- First nationwide football colorcast
originates from Atlanta

A new peak in television service was reached
September 17, when Georgia Tech and the University of
Miami met at Grant Field in Atlanta. The grid
spectacle was telecast in color over the NBC network
to the entire country, the first football game

to be so presented. WSB-TV, the first television station
in the South, is proud of its long-time association

with the National Broadeasting Company, and

is particularly pleased with having had a part in

the origination of this first nationwide

Jfootball color telecast.

The great Area station of the Southeast tv

\TA

NBC Afilllate. Represented by Petry.
AHillated with The Atlanta Journal and Constitution.
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Gross Time
Advertiser Charges
Program Oct. ‘54
]
Nastle Co.
CBS Newsrcom-Sunday Desk 2,500
Space Patrol 29,164
Pabst Brewing Co.
Boxing
Norwich Pharmacal Co.
Story Time
TJop Secret Files
Treasury Agent
True Detective Mysteries
Official Detective
Counterspy
Pacific Western Oil Corp.
Alex Drier-Farming 16,084
Football 13,607
Park & Tilford Co.
When A Girl Marries
Pearson Pharmacal Co.
Top Secret Files
Treasury Agent
True Detective Mysteries
Offical Detective
Counterspy
Pet Milk Co.
Arthur Godfrey Time 61,850
Mary Lee Taylor 16,209
Pharmaco Inc.
Hilltop House 41,568
Companion
Philco Corp.
Breakfast Club 82,261
Panarama Time
Pillsbury Mills
Arthur Gadfrey Time 76,024
Houseparty 72,432
Procter & Gemble Co.
Guiding Light 73,300
Ma Perkins 78,576
Cur Gal Sunday 17,149
Parry Mason 71,480
Rosemary 56,670
Young Dr. Malone 69,409
Woman In My House 80,348
Pepper Young's Family 82,428
Backstage Wife 73,315
Brighter Day 73,035
Road af Life 71,287
Right to Happiness 82,628
Wendy Warren 26,841
Prudential Insurance Co. of America
Fibber McGee & Molly 72,737
Q-Tips Inc.
Mary Margaret MeBride
Quaker Oats Co.
Breakfast Club 51,776
Sgt. Prestan of Yukon 58,476
Hotel for Pets 21,800
TJop Secret Files
True Detective Mysteries
Counterspy
Here's Hollywood
Quality Goods Mfrs. Tnc.
Stop The Music 22,442
Radio Bible Class
Radio Bible Class 32,302
Radio Bible Class
Radio Church of God
The World Tomorrow 21,308
Radio Corp. of America
Fibber McGee & Molly 2217
Weekend 11,376
Monitor!
Monitor
Realemon-Purina
Breakfast Club 48,194
Revion Products Corp.
§64,000 Question
Rexall Drug Inc.
Silver Engie 12,7219
Queen For A Doy 12,127
It Pays To Be Married 3,254
The Great Gilderslesve 9,600
Rybutol Weekend News 134,422
Rybutol Weekend News -
R. 1. Reynolds Tobaeco Co.
Treasury Agent 31,500
Squad Reom i
Official Detective -
Counterspy L
Wwalk A Mile 63,237

Line-up-Scoreboard

Grand Cle Opry

Scoreboard

Jop Secret Files

True Detective Mysteries
Rhoem Mfa. Co.

Meet the Missus
Rhodes Pharmacel Co.
Kenneth Bankhart
Richfield Oil Corp.

Richfield Reporter

Source of October 1954 dollar figures: Publishers Infarmation Bureau

not available

G

1,351
26,034
26,858

NBC

NBC

Stations

Oct.

Oct.

1950 1958

]
krTY

28
47

198
169

41

335

47
3

201
283

98

202
163

25
198
21

336

345
496
497
498

497
497

204

345

mn

202
204

143

179
151

163

133
188

197
197

344

204

497
497
497

?5

494
498

n

Average
Hours Per

do:15
d0:15

d1:30
d2:00

d0:37V2 d0:37V2
d0:30

d0:30
d0:45
d0:45
d0:25
d1:00 d1:00
d1:00 d1:00
dl:15 d}:1S
d1:15  d1:15
d0:22V2 d0:183)
di:15  d0:45
d1:15
di:15
d2:3
d1:15 dU:15
d1:15
d1:15
d1:15  d1:15
d1:15  d1:15
d0:25
p0:26
d0:10
:30
d1:00 d2:30
d0:45 gg(‘);'l/z
s
8 2
dp0:02
0:07Y2

d0:30  d0:30
d0:30

d0:30

0:10
d0:10
d0:37V/2
0:37'2

d0:30 dO:15

0:30

d0:03
d0:07V2

dp0:04
0:02V2

0:55
d0:55
p0:07%2 p0:07V2
3072

pQ:071/2 p0:07V2
p0:07V2 p0:07V2

0:30
d0:10
0:30  0:30
oo
p0:07V2
d0:25
d0:15
1:30 1:30

d—Daytime, before & p.m.; n—number of stations unknown; p—participotion; *—Totol
time costs for full program package; 1 “Monitor” advertisers cannot be broken down
into day or night classifications, thus arbitrarily total time is halved with ane figure
credited for daytime, the other nightims.

Page 72 e September 19, 1955

Advertiser

Program

Rotkwood & Co.
Brookfast Club
Roman Meal Co.
Bob Garred, News
§.0.5. Co.
Tep Secret Files
Mickey Spillane
Nightmare
Official Detective
San Francisco Brewing Corp.
Burgie Music Box
Safeway Stores Inc.
No School Today
Schwayder Bros. Inc.
Samsonite Travel Bureau
Seripte In<.
Monitor!
Monitor!
Seeman Bros.
Sheliah Graham Show
Whispering Streets
News
Sleep-Exs Co.
Young Dr. Malone
Socony-Vocuum Oil Co.
Monitor!
Monitort
A, E. Stoley Mfg. Ce.
Arthur Godfrey Time
Stendard Brands Inc.
Kenneth Bankhart, News
Standard Qil Co. of Calif.
The Whistler
The Standard Hour
Standard Oil Co. of Indiana
Edward R. Murrow

Standard Oil Co. of New lersey

Esso Reporter
Star-Kist Foods Inc.
Arthur Godfrey Time
State Farm Insurance Co.
Jack Brickhouse
Sterling Drug Inc.
Young Widder Brown
My True Story
Stella Dallas
Eugens Stevens Co.
How to Save Money on Car
Stokely-Van Comp Inc.
When a Girl Marries
Sun Oil Co.
Three Star Extra
Swift & Co.
Breakfast Club
The Texas Co.
Sports Final
Weekend News
Metropalitan Opera
Weekend News
Trans-World Airdines
Walfer Winchell
The Assemblies of God
Revival Time
Union Oil Co. of Calif.
Frank Goss, News
Van Camp Sea Food Co.
Robert Q. Lewis
Vick Chemical Co.
Modern Romances

Voice of Prophecy Inc.
Voice of Prophecy
Voite of Prophecy
Westermn Unon Telegraph Co,
Monitort
Monitor
Wheatena Corp.
Harry Bobbitt Show
Willord Storage Battery Co.
Treasury Agent
Official Detective
Counterspy

J. B. Williams Co.
Moniter!
Monitor

Wings of Healing
Global Frontiers

F. W. Woolweorth Co.
Woolworth Hour

World Church
O. L. Jaggers

William Wrigley Jr. Co.
Gene Autry
FBl in Peote & War
Amos ‘n' Andy Music Holl
Howard Miller

Dr. Thomos Wyatt
Wings of Healing
Wings of Healing

Tide Woter Associated Ol Co.
Football

Gross Time
Charges
Oct. '54

49170

800

-
PR

13,90

62,290

3146
15,140

100,556

41,640
15,203

54,509
92,440
54,509

15,632

78,473
220,986
$0,000

35,304

28,270
30,723

2,625

13,813

13.428

Net-

work

ABC

NBC
NBC

ABC
MBS

CcBs

NBC
NBC

ces
NBC

CBS
NBC

CBS
MBS
CBS

MBS

NBC
NBC

ABC
ABC

CBS
CBS
ABC

MBS
ABC

NBC
NBC

CBS

MBS
MBS
MBS

NBC
NBC

MBS

(o1

Stations

Oct,

Oct,

1954 1535

38

80

a3
336

208

28
25

90

196
492

176
176

197
347
]
335
30

202

192

22

290

147

192

147
372

54

78
198

197
197

522
204

197
197

204

197

83
162

174
174

34

48
347

347
500
339

27

288
185

197
197

497
497

197
197

249

204

194

156

256
234

44

Average
Hours Per
Week*

1934 1935

d0:15
d0:22V2

2:30
d0:30  d0:30
0:05

0:121/2
d0:1212

d0:10
d0:40
0:15
¢0:18%4
0:27V2
d0:27Va
d0:37Va d0:a7Va

d0:10
0:30
1:00
[RE] 0:45
0:25
d0:371/2
d0:10
d0:45  d0:45
di:15 d1:15
d0:45  d0:
0:0712
d0:25
1:15 1:15
d2:30
d1:30  di:15
1:15
d3:00
di:1s
0:15
0:30 0:30
d1:1§
d0:15
d0:22V2
d0:30
d0:30
0:321/2
d0:322
d0:19
p0:07V2
p0:07V2
p0:07V2
1:15
di:15
d0:15 0:15
d1:00
0:30
0:30 0:30
0:25
p0:06
di:15
d0:30  d0:30
d0:30  d0:30
d3:00
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"FORWARD SCATTER" ¢

LONG-RANGE o‘t'

COMMUNICATION SYSTEMS

PAGE Q&"’\COMMUNICATIONS
& ENGINEERS, INC.-

Oé
\
&
WASHINGTON, D. C. ® SEATTLE e JUNEAU e OXFORD, ENGLAND
Q;ﬁc? * an affiliate of PAGE, CREUTZ, GARRISON & WALDSCHMITT
N and RIXON ELECTRONICS INC,
O
Q\ openings fer Qualified Engineers
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BT INTERVIEW

HAVE NETWORK BILLINGS HIT BOTTOM?

YES, and they are now on the way up, Arthur Hull Hayes, presi-
dent, CBS Radio, told BeT editors in the recorded interview tran-
scribed below. Network radio’s comeback, Mr. Hayes believes,
stems chiefly from the revival of two programming principles basic
to radio’s original success: that people want to hear what they want
to hear when they want to hear it (“tune in tomorrow, same time,
same station™) and that they want to hear news while it happens
(“we interrupt our program to bring you . ..”).

Q: Mr. Hayes, how’s business?

A: 1 assume you're speaking of network radio now, and network
business is very good. We’ve had a number of excellent renewals
recently and quite a few new accounts.

Q: If things are so good, how do you justify the 20% reduction
in payment to your affiliates?

A: 1 don't think that’s too difficult. When we met with the affil-
iates in April and May and again in June, they recognized as well
as we that we were not doing the volume of network business that
we had been doing a few years ago.
However, we did feel that while we
have had some rather rough days,
radio had hit the bottom, the nadir,
so to speak, and was already on the
way up. If radio is on the way up,
it would be folly on our part not to
maintain the finest program schedule
we can, and to do this calls for a
tightening of belts all around so that
both the stations and we could make
a contribution to continue the finest
network service possible.

T

Q: When you say radio is on the
way up, do you mean network
radio specifically, or all radio?

A: Both. I think that all radio,
which did take a bump when televi-
sion came in, is on the way up.
Lately it’s been gratifying from the
network standpoint, also.

Q: Do you think that this upturn
in business is because you're MR. HAYES
selling harder or because network radio is getting easier to sell?

A: Well, now, that depends on who you’re talking to. If I were
talking to a trade journal, I would say it’s because everyone wants
to buy radio. If I were talking to my boss, 1'd say it’s becaus= we
are selling so much harder.

Q: Regarding this increase in network business, is there a dif-
ferent type of advertiser coming in, or is the same advertiser
returning to radio?

A: That’s kind of a hard one to answer. We've asked the same
question ourselves and have been doing some analysis. There have
been some new advertisers and new types of advertiser. Take
Woolworth, for instance. 1t’s the first time, to my knowledge, that
a large nationwide retailer has gone into network radio, and gone
into it on such a big scale. On the other hand, a great many of
our old advertisers have renewed and some have even increased
their schedules. I think it’s a combination of both.
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Q: Do you think that going to one rate had anything to do with
this business increase in the last month or so?

A: I don’t know. It’s hard to say. I think it made it a little
easier for the advertiser, although all networks and most stations
have been at one rate for quite some time, as far as advertiser
dollars are concerned. The nighttime rates had much heavier dis-
counting than daytime, with the net result that the advertiser was
paying practically the same price for time either day or night.

What we’ve done is just take the confusion out of it. Instead of
putting a false set of discounts on at night, we have made the night
and daytime rate the same and discounts the same and published
them as they truly are. I think it’s 100 scon to tell whether the
publishing of one rate has had any effect or not.

Q: What about billings? If this isn't unfair to ask, what do you
predict wifl happen this September, compared to last Sep-
tember?

A: None of the networks will be as high this September as they
were last year, because this year has not been as good as last year.
I think, as I said a few moments ago that we have turned up,
but I don’t think the upturn will be completely reflected as soon as
September. You'll see some increase over earlier this vear, but
whether it’ll pass last year, I think is very doubtful.

Q: Last September you had almost 432 hours a week sold. (I
looked it up.) Do you think it’'ll get pretty close to that now?

A: I can’t tell you in terms of hours. This new way of selling is
hard to measure. But I'm sure that no network will have as much
billing in September of *55 as it did in '54. 1 think if you'll say in
three months from now, four months from now. ...

Q: All right, I'm willing. . . .

A: Four months from now, I feel billings for CBS Radio will
be better than last year, better than the year before.

Q: Can you predict percentagewise? Would you say 10% over
last year?

A: No. Radio went down; it’s started up, and when you’re going
through a transition, how steep that upward curve will be, how fast
that acceleration, I couldn’t tell you.

Q: What is the big stimulus to this upward curve?

A: Oh, I think it could be due to a great many things. I think
many people who left radio with the first glamor of tv realized as
they got working with their pencils and pads that radio was deliver-
ing a tremendous number of people per dollar. Emotionally, they
may have gotten away from it, but then they look at the figures and
they think, “Well, we’d better go back to our old friend radio, be-
cause it really delivered.”

Q: Do you have some f’r-instance on that?

A: One that I think of is Campana Sales Co., which is using
Arthur Godfrey Time for Ayds and Italian Balm now.

Q: Will this be true, t00, do you think, of national spot?

A: Well, national spot is up according to my casual conversations
with people, although the only place I can really discuss spot broad-
casting is on six stations that we own. On these six company-owned
stations the national spot business for the third quarter is running
20% ahead of what we had in the same quarter a year ago. I think
this is a national pattern, although 1 can’t speak authoritatively.

Q: Speaking of just those six stations, how are they doing in-
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PULSE did...

and found it TERRIFIC!

In March, 1955 . . . THE PULSE, INC. completed a comprehensive Monday thru
Friday survex of 28,000 quarter hour reports in 7 out of the 28 counties domin-
ated byWSPA _  and proved WSPA's pylse terrific!

6 AM.-12 Noon 12 Noon-6 P.M, 6 P.M.-8 P.M,
Man. thry Fri. Mon, thru Fri, Mon. thru Fri,

WSPA 37 % 32% 41%
Station A 10 g X
“ B 7 8 12
“” c 7 8
= D 7 5

Yes, PULSE shows that WSPA g still COCK O* THE WALK
in the prosperous, populous Carolina-Piedmont
(Spartanburg-Greenville) Area! HIGH RATINGS PLUS LOW
COST PER THOUSAND RADIO HOMES (54c) MAKE W5SFPA

RADIO YOUR BEST BUY! 5000 WATTS = 950 KC

South Carolina’s Oldest Station

SPARTAN RADIOCASTING CO.

SPARTANBURG, S. C.
First CBS Station for the

Spartanburg-Greenvi“e Market Walter J. Brown . ......... President
Roger A. Shaffer , , , , Managing Director

Represented by George P. Hollingbery Company Ross Holmes . ... ..... Sales Manager
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dividually? Are they doing well?
A: Yes.

Q: Is this on all fronts, local as well as national spot?

A: Oh, the local business on our company-owned stations for
the third quarter is already 6% ahead of the same quarter for '54.

Q: Are they following the music-news-sports policy that most
stations seem to be adopting today?

A: No. They're not trying to copy the independent stations. I
think they’re selling adjacencies to network shows and they’re doing
a certain amount of local programming with music and news, to
be sure. Any local station must do a great deal of local news.
Good news coverage, from a station manager’s standpoint, is a
combination of network news and local news, because the network
can't give you what the local news can. The network can’t cover
the dead horse on Main Street, nor the fire at the corner grocery
store. On the other hand, the local newscaster—with the limited
amount of territory he can cover, and being dependent on news
services—cannot do what a network can do. A local station can’t
duplicate an Ed Murrow or a Lowell Thomas or a Bob Trout. It’s
the combination of those two news factors that makes for good
local programming, and all our stations are very news-conscious,
because, as I said before, people want to know what’s going on.

Q: What do the stations find most profitable in their individual
operations?

A: I think that, at least with our stations, the thing that has given
them the revenue is the fact that they are all first in their markets.
So you ask, “Well, why are they all first in their markets?” And 1
answer, “Because of local personalities.” This coupled with the
programming of CBS Radio, which is first in the nation.

Q: Do you think that among affiliates generally, the increase in
local business and any increase or non-slackening of spot
business pretty well offsets the lower income that stations
have been getting from the network in the last two or three
years?

A: When you say stations in general I just can't speak authorita-
tively. If you speak of the C-O's, I think the local and national
spot business has offset, in general, the decrease in the network
billing.

NETWORK SALES ACTIVITY

Q: Getting back to the network, you've been pretty active in the
last few weeks saleswise. Let’s see, hasn’t General Foods been
one of the bigger ones?

A: Yes, General Foods bought a saturation campaign, a big
campaign, and they're an old radio advertiser.

Q: How about some of the others that you've sold most recently?

A: Well, you know that we recently signed The $64,000 Ques-
tion, the Revlon show which is one of the top tv shows. Effective
Oct. 4 they’re going on our full network with a simulcast of this,
so that people can hear it on radio as well as see it on tv. I've
mentioned the General Foods Swansdown campaign, which is 18
broadcasts per week. Wrigley just a few weeks ago signed a new
contract with us for a daily strip. American Tobacco Co. has come
back with us. Some of the others that have signed recently are
Sleepeze, Hazel Bishop, Dow Chemical, Murine, Gulf Oil Corp.,
and just yesterday we signed a contract with CBS Columbia.

Q: Of the new business that you've signed recently, is that new
business to radie, is it returnees, advertisers who've been
away from radio a year or $0, or is it some of each?

A: There are some of each. In the list that [ gave you a while
ago, you note that some of them are new. Woolworth, for instance,
is a brand new advertiser to radio, which has never used radio in all
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its history. Wrigley has been a regular user, as far back as I can
remember. And one other that I mentioned, General Foods, had
been off for a time and now is back with us. It's a combination
of all three. If you ask me the exact proportions, I don't know
offhand.

Q: You mention Woolworth. Have you had any squawks from
stations about Woolworth letting some of its suppliers take
over some of the spots and pay Woolworth?

A: No, because Woolworth is only advertising the things sold
in its stores and a retailer can only do one thing . . . that’s advertise
the things sold in its stores. They can't come on the air and say:
“We're fine fellows.” They want to say: “We have soap, or goggles,
or bathing suits or something for sale,” and this is true of a depart-
ment store or a variety store, or whatever it happens to be. A
retailer can’t advertise unless he talks about the merchandise in
his store.

However, in the case of Woolworth, I think the reason the
stations are happy is that the products advertised are brand names
that are usually exclusively Woolworth’s. They’re not the brand
names that are sold in other stores. No competition with spot busi-
ness is involved.

Q: This is not, then, taking money out of spot radio?

A: No. The Woolworth show in no sense took business from
the stations. I have heard most of the Woolworth shows, and I
don't remember hearing anything advertised that you would have
heard advertised otherwise. They’re names that might be known
to the Woolworth customer, but 1 don’t think they are names that
are known to the general public, except as something they see in
Woolworth's.

Q: If they buy at Woolworth’s, wouldn’t that help your salesmen
sell some of the department stores, the national department
stores, I mean? They’re few, I know. But they’ve never been
in radio, have they?

A: No, they never have, I think Woolworth’s successful entry
into radio will attract other similar advertisers.

Q: Do you think that the television advertisers are putting money
into radio because they are having difficulty in getting tv
clearance?

A: I'm not aware that people have been spending money in radio
because they could not get television clearance. 1 think television
advertisers are spending money on radio because they want the
coverage of radio and they feel that the combination reaches more
people than they would reach otherwise.

Q: Mr. Hayes, what is your network doing to attract more tv
advertisers to radio?

A: We have been doing a great deal of research to show adver-
tisers what unduplicated circulation they will get when they add
the coverage of radio to the coverage of tv, what additional circula-
tion they will get, circulation not available to the tv-only advertiser.
It’s largely a research and promotion job to be able to convey to
the advertiser what the combination of radio and tv would be if
compared to just tv alone.

Q: That brings up the question we were talking about before:
Do you sell radio with television, a 1a Monitor at NBC, where
they're selling it with Tonight, Home and Today?

A: Normally, no. As you know, the CBS policy is a complete
split. We have two separate divisions, one for radio and one for
television, so the selling is done independently, except where there
are existing simulcasts that must be sold together. For example,
if you want to buy the Godfrey simulcast, the only way you could
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MONITE@&R

has enabled KSD to establish an
all-time record for local billings on
Saturdays and Sundays.

MONIT@&R

has enabled KSD's local and na-
tional advertisers to enjoy high
ratings during the day, and the
top rating of all St. Louis radio
stations on Saturday and Sunday
evenings.

In view of these facts, KSD is heartily in favor
of NBC’'s proposal to program WIONIT@&R
during daytime hours, Mondays through Fridays,
and is looking forward to an early start for

this new NBC service.

THE ST. LOUIS POST-DISPATCH RADIO STATION

5000 WATTS ON 550 KC, DAY AND NIGHT
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buy it would be on both radio and television, because they are
broadcast that way. Godfrey is both a radio and a tv property
and therefore it has to be a joint effort. But when we go to sell a
simulcast of an existing tv show, this is something that’s the re-
sponsibility of the radio division.

Q: Speaking of Monitor, is CBS Radio planning anything like it?

A: No, our thinking is quite contrary from Monitor. Qur whole
concept of good network programming is quite opposed to it.

Q: Are you planning any new sort of radical departure from the
traditional “same time, same station” pattern, in addition to
those you’ve already made?

A: No. 1 think there are two things that are important in win-
ning listeners, and 1 think they are what built radio in its very
earliest days and held the radio audience. 1 think we have in some
measure gotten away from those two things and that a return to
them will be to the good of all of us.

First of all, 1 think that people want to hear the things they like
when they want them. They want to know they're there. In the
early days this helped to build up evening listening. They knew
Amos 'n’ Andy was always on at seven o’clock. They knew that at
a certain time Kate Smith was on every night. They knew that at

MR. HAYES answers the questions of BT editors at this recorded
interview in New York. The interrogators on the near side of the

a certain time Myrt & Marge was on every night. They became ac-
customed to knowing, so that they could plan their evening. If
they were Amos 'n’ Andy fans, they’d want dinner over by seven
o’clock, or not to start before 7:15. They planned their schedules
around the particular programs they wanted to hear.

We sort of got away from that with our half-hour shows staggered
through the schedule, but now 1 think we are back to it and I think
it is a trend for the better. So we are going to be, at least Monday
through Friday, very strongly committed to strip programming;
that is, every night at a certain hour you’ll get Amos 'n’ Andy
Music Hall, at a certain hour you'll get Tennessee Ernie, at a cer-
tain hour you’ll get various programs that you have been ac-
customed to listening to. By that same token, I think people want
to know what’s going on, they want the news, and they want to
know that it will be on at regular intervals, so that you will know
that at 6:45 every night you can get Lowell Thomas, or if your are
an Ed Murrow fan, you'll know you get Ed Murrow every night
at 7:45, 1 think people want news and good news and they want to
know when they can get it.

Q: So you're making sure that people will know just when and
where to find their favorite CBS Radio programs?

A: Yes. I think that is the first thing that will make people listen
to radio. It made them do it before and I think it fits in with

P Wl e B

September 19, 1955

3 g

Page 80 o

smrmmreE=RTT INTERVIEW fercs e e s s s s it S S s S S S N L

people’s way of life. That's why I believe that Monitor is contrary
to our thinking, because you have to listen to eight hours of it to
get the particular thing you want. We say you should get it at
the moment when you want it and you can plan accordingly.

The second thing is not a departure, it's a reversion to, if I may
say, something that radio lost—and that's “immediacy.” I think
when we put immediacy back into radio, we will go back to the
things that sold the first sets, that made people want a radio set and
made them keep it turned on. I think if we can bring immediacy
back, we will have done more for radio than anything else we can
do.

Q: How do you translate this immediacy into programming

different from what you have now?

A: Well, I mean this. We've become accustomed to taking things
and playing them later, to putting a great many events together
into one documentary, whereas 1 think people want to know things
when they happen. It used to be when something exciting happened,
you broke into a program and told people right now. You kept them
informed of what’s going on—for example, hurricane threats. We
have been on the air consistently telling people the progress of
Connie and Diane, Flora and Gladys so that a person feels, “I don’t
want to turn off my set because if I do, I will miss what’s going on.”

If you go back to the early days of radio, it used to be that if a
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desk (Il to r): senior editor Rufus Crater, assistant New York editor
David W, Berlyn, agency editor Florence Small.

ship sunk in New York Harbor, people knew if they turned on
their radio sets the minute those survivors were fished out somebody
would be down at the dock with a microphone and talk to them.
If there was a fire you knew that the radio would be there,

Remember the old saying, “it’ll be on the radio.” When some-
thing happened or was going to happen, that used to be the common
saying “It'll be on radio.” Now I think we've gotten away from
that. We haven’t put it on the radio. But now at CBS, we're re-
verting to that on a large scale. When President Eisenhower re-
turned from Geneva, it seemed like old times for us to be down
with the microphone at the Washington airport and when the plane
came down, we had a man right there, and the President was pleased
to report to the people, to say something to them and to say he was
back.

Now, I think that the people don’t want to hear news tomorrow
or the day after tomorrow. They want to hear it right now. They
turn on their set. Eisenhower is coming down in the plane. You
say the plane is landing . . . he’s getting out . . . “Mr. Eisenhower,
here’s the microphone.” They want it right now. That’s immediacy.
And I think that is one of the great things of radio. 1 say it's great
because no other medium can give the same degree of immediacy.
Magazines, newspapers, television . . . none of them can move in
as fast as we can with the microphone.

Q: I take it, then, that you already are taking definite steps to
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1 Yes, radio reaches more people than ever
in the great $2 Billion Memphis and Mid-
South Market. And it's WREC's continuing
audience preference, programming, and
engineering excellence that always delivers
more sales per radio dollar. Ask your Katz
man!
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see that more of this type of event is covered,

A: We have been doing this for 10 to 12 weeks now. We started
about 12 weeks ago and in the last 12 weeks we have broken
in on more programs, we have been on the scene more times, we
have tried to give our listeners news as it's breaking. It's only a
beginning—you don’t do everything in 10 or 12 weeks—and I
don’t mean that we didn't do it at all before that, but we have
accelerated in the last 10 or 12 weeks and we'll accelerate it still
more.

Q: Was this atom programming that you've been doing in satura-
tion part of the same concept?

A: Yes, to let people know what's going on. Radio can let
people hear the foremost authorities talk on the atom, which was
of course on the top of everyone's consciousness because of the
Geneva meetings. This doesn’t require sight to be effective. We felt
that we ought to run a whole seri¢s right at the same time, getting
the most authoritative voices to come before the mike and give
their viewpoints on this subject. We think this is the kind of thing
people want to know while it's going on. This again is immediacy.

Q: Do you have any other subjects in mind that may be de-
veloped the same way?

A: No. 1 don’t think you can have. 1 think that immediacy
takes away the very concept of having things in mind, If you're
going to be immediate, you don’t have it in mind until it happens.
You can’t make the news. But when something happens, such as
the atomic conference, you can step right in and say, “We should
cover it.” 1 think the very idea of immediacy destroys having things
in mind, You have an open mind and pick up whatever happens as
it comes along.

WHAT ABOUT DAYTIME?

Q: What about daytime programming, with the decline of soap
operas? Are you going to put more giant contests, a la The
$64,000 Question type thing, or do you have a new program-
ming plan?

A: Well, you know, when we were in school, when somebody
made a statement like that, we’'d always say we denied the inference
in the major, I deny the inference in the major. This is just like
saying “When are you going to stop beating your wife? Who said
I was beating my wife? Who said the soap operas were declining?
We were looking at some ratings the other day and many of the
soap operas have a higher rating today than they had a year ago.

Q: Aren’t they declining as far as advertisers are concerned?

A: Well, all radio has declined, There has not been as much
dollar volume in network radio. There is not the dollar volume in
network radio that there was in 1950, say, although I think it’s
going to come back. And so the soap opera, or the daytime serial,
as we like to call them, have naturally lost certain advertisers. How-
ever, we find new people buying back into them. We have some
new advertisers who bought into daytime serials within the last
month who hadn’t been with us before. There’s no question about
our line-up of daytime serials. As you know, we are the one network
that has kept the lineup intact, and if you look at the last Nielsen,
you'll see it must work. We have 10 out of the top 10, and that’s
about as many as you can get.

Q: Daytime radio, then, is maintaining its own, would you say?
A: Oh, yes, definitely.

Q: Getting back to your strip programming a moment, do you
plan to extend it to seven nights a week?

A: No. We feel that people’s listening habits on Saturday and
Sunday are different than they are during the week. I think all of
us find that our scheduled routine of weekday life is disrupted on
Saturday and Sunday. We eat our meals at a different time. We
don't get up early in the morning to go to work. It's a completely
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different routine. So we are trying to schedule Saturday and Sunday
to fit into peoples’ habits on the weekend just as our strip program-
ming ties into peoples’ habits Monday through Friday.

Q: Actually with your strip plan, you're accenting frequency in
radio?

A: Yes. Definitely.

Q: How can an advertiser get radio frequency without buying
something like Monitor?

A: Well, we have something that gives you frequency and it's
not Monitor. It's a completely different concept. In our evening
programs, such as Amos 'n’ Andy and Tennessee Ernie and Bing
Crosby. We sell segments, so an advertiser can come in and buy a
five-minute segment and share the cost . . .

Q: For close to a quarter of a million dollars. Is that correct?

A: Let me see, now. A five-minute segment costs about $2,000
on a full network so it’d be 2,000 times 50 . . . that’s $100,000.
That’s for a single segment. Now the odds are that an advertiser
wouldn’t buy a single segment. But, rather than buying the whole
half hour—buying Amos ’n' Andy one night as he did in the past,
he can say, “I will buy one segment in Amos 'n’ Andy,” sharing
with other advertisers.

What you're doing is having advertisers get together and share,
so the advertiser can say, “I will buy one segment of the Amos 'n’
Andy Music Hall every night of the week,” which is a total of five
five-minute shares, which is 25 minutes, which gives him more
coverage and more audience than buying the half-hour once a week.

Or, he may say he wants different times of the evening, or maybe
certain days of the week are better for him than others. He wants
different times of the evening for audience turnover. So he may
say, “I will buy one segment later in Bing Crosby, and I'll buy one
segment later in Amos 'n’ Andy.”

Q: And this way he would still get frequency?
A: He would get a great deal of frequency.

Q: On that same idea, what about the old “power plan,” I be-
lieve you called it?

A: I think this plan came out of the original power plan con-
cept, where we put three shows in a row and advertisers shared
them. Three advertisers bought the shows, but all of them were in
all three. The trouble there was that you had to pair up advertisers,
to find three companies that were willing to go together all week.
Now, this way, by saying, “We will sell you a segment of it and
you don’t need to wait for somebody else to come along,” we've
put more flexibility into the medium.

Q: If you buy a segment of, say, Amos ’n’ Andy and a segment
of Crosby, do you get it a little cheaper?

A: The segments in our night segmented programs all have the
same rate. The time and talent prices are just for the convenience
of advertisers. We average the cost of the shows, rather than have
a difference which takes away the flexibility. We just take the
average cost for five minutes for your evening schedule and that
is fitted into the rate, so that there is a discount.

However, to answer your question directly, we have a dual dis-
count plan. We have a discount plan for the conventional type
advertiser who goes so many days a week or so many weeks a year.
He gets discounts to encourage him to use more days of the week
and discounts to encourage him to use more weeks of the year.

And we have a second application of this for the advertiser who
buys a great deal at one time . . . he's announcing a new car and
he wants a tremendous number of segments every night for two
weeks, Well, we could say to him, “You only get two weeks’ dis-
counts.” This would be no discount. “But,” he'd say, “I'm buying
a great deal of time. I ought to get something.” So we have a
second discount plan—and this is a new concept, 1 think, in net-
work radio—which depends on the number of segments the adver-
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Once upon a time there was a preacher = \ ' &
who got up early. This was four years ’

ago. The preacher was a Rev. Jones, who

lives near Clarence, Iowa. When he got up

early, he turned on the radio and there was

Chuck Worcester telling about Myzon, which is

an additive that you feed to poultry, hogs or cows

if you have poultry, hogs, or cows, which this
preacher had because he was also a farmer on the

side, which isn’t tco unusual in Iowa, but he hadn't
heard of Myzon before, which is. The way Chuck
carried on about Myzon made it sound pretty good,

50 the preacher tried it. Today the Rev. Jones swears
by ... well, let’s just say he thinks Myzon is great.
He says his flock (of hens—140 at last count) sometimes
gives him 100 eggs a day and seldom less than 72, He

says he can get his hogs ready for market now in 5% months,
which is like writing an advertisement in 5% minutes. This speaks
well for Myzon, of course, and it alsc proves that preachers
beiieve what they hear on WMT.

Items like the paragraph above convey the impression that Iowa
is full of farmers. It is, of course, but it would be nice to
find a preacher who is a part-time manufacturer so we
could make another point. Our home county ranks among
the hundred leading U.S. counties in the manufacture

of food and kindred products as well as in the
manufacture of machinery. The industrial payroll is 2%
times the agricultural income for the country. The
state’s industrial income is greater than its farm income.

Go ahead and think of Jowa as great farm country.
But don’t overlook industry. Four of the five top
industrial counties of Iowa are located within our
2% mv contour. All of the counties within the

2% mv contour add up to two-thirds of the state total.
Yet, there is no big eoncentration of consumer buying
power, industrial payrolls or farm income in Iowa.
You've got to have coverage in Iowa. Our 600 ke
5,000 watt signal gives it to you. Plus
listeners—more, in fact, in our 33-county primary
ares than all other radio stations in the

area combined. For details, see the

man from Katz.

WMT ® Mail address: Cedar Rapids ¢ CBS







.30,428 pieces of mail from only five broadcasts!
That’s conclusive proof of the impact and popularity
of a radio program. For nothing beats listener re-
sponse. WCCO Radio is now counting the greatest
audience reaction in its 31-year history —reaction to
its new As You Like If series. One feature alone—
the Unscramble-the-Town contest conducted by
Cedric Adams on Tuesday nights—has pulled this
astonishing mass of mail. And it’s come from every
one of WCCO Radio’s 109 primary counties in four
Northwest states!

e in, Cedric!

This tremendous response is not only testimony of
the ever-growing vitality of WCCQ Radio but also
of the wide appeal of the As You Like It series itself.
It’s a Monday-thru-Friday strip of full-hour (7-8
p-m.) variety shows with the Northwest’s five out-
standing radio personalities—Cedric Adams, Bob
DeHaven, Clellan Card, Ed Viehman and Gorden
Eaton—taking nightly turns as emcee. It’s loaded
with ingredients to help your sales curve rise As You
Like It. And at an amazingly low cost!

Count yourself in by checking with us or CBS
Radio Spot Sales.

[/

Bob DeHuaven
Clellan Card
Gordon Eaton
Ed Viehman

WCCO RADIO

Minneapolis-St. Paul
The Northwest’s 50,000-Watt Giant
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tiser uses in a year. He can take either one, but not both.

If he’s the spasmodic kind of advertiser, who saturates for a few
weeks, drops out, saturates agzin, he can buy on the rate card, and
he will get a discount by the amount of time he uses in a year.
If he’s the regular advertiser—the soap or the suitmaker—he’s
advertising all year around, and he can get his discounts on the
basis of times per week and weeks per year.

Q: I noticed you said something about getting additional simul-
cast business. Is radio as a whole profiting by simulcasts?

A: Well, there haven't been very many simulcasts. We have
carried for quite some time the Arthur Godfrey Talent Scouts,
Arthur Godfrey Time Monday through Thursday; Two for the
Money on Saturday night . . . and now The $64,000 Question. 1 think
you may see more of simulcasts because I think advertisers who are
using television are anxious to get as much coverage as possible.
They are big spenders, big advertisers with national distribution,
and if they want total distribution, radio will reach a lot of homes
that television either can’t or doesn’t reach. The investment is
already made in the program and if they put it on radio, too, they
will reach people who are not available to television sets.

Q: Do you have any sort of new sales devices that you plan to
go out with anytime shortly?

A: We think our new rate card with this segmented selling and
different ways of discounting it, the flexible geographical and com-
bination buys, the spread through the evening, the spread through
the week—I think that’s our story.

Q: Have you had any agency or advertiser reaction to this plan?

A: Well, I can say that on three presentations last week—one was
with an agency and two were with large national advertisers—I
thought the reaction was terrific. I think that they hadn’t realized
how flexible the network selling had become, how easy it was for an
advertiser to fit his particular needs, but nevertheless they did show
some surprise, and certainly a great deal of interest, a very gratifying
interest, I'd say.

Q: Do you find a more friendly attitude toward radio among
advertisers and agencies?

A: Oh, yes. Definitely. I'm very conscious, in agencies especially,
how much more interested they are in radio. They’re doing more re-
search on it themselves. They're talking more about it. They're
more receptive to ideas. The door isn’t closed. For a while there,
many agencies were so busy with this new thing called tv that they
weren’t paying so much attention to us. We found that if the door
wasn't entirely closed, it almost was. And now I find just the
opposite. Our salesmen report the same thing, that the door is very
definitely open. The buyers are anxious to hear about anything we
have to sell,

Q: Why are some advertisers turning away from tv and going
into radio? Is it the cost factor?

A: I imagine that has something to do with it. I think there are
people who went into tv who certainly couldn’t afford to be in it.
And I don’t mean this to discredit tv. I think tv's a terrific medium.
But 1 think people went in who had a radio pocketbook. They
leaped into a medium that they couldn’t afford and the day was to
come when they got the bill. Then they went back where they
belonged. 1 think also many people just as they get over the emo-
tional impact begin to do some figuring, and they realize the low
cost-per-listener that radio can deliver and they say, “Maybe we
walked away from an awful good thing.” I think they’re walking
back again.

Q: How is CBS Radio’s Spot Sales department finding spot busi-
ness as a whole?

A: Oh, they're finding it very good. Most stations, I believe, re-
port excellent spot business right now.

BTN R e O R T R N
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Q: How’s your mail order sales department?

A: Our spot sales division established a mail order department
some time back and put a man in charge who understood the busi-
ness. Mail order, as you know, is a highly specialized business.
There are agencies who specialize just in that. because of the
different type of copy and different type of advertising, different
type of client. So we felt if we were going to go into it, we ought
to have somebody who really knew the business.

Before doing this, we became convinced that mail order, which
stations used to avoid, had become a very highly respectable busi-
ness. We used to think of mail order as the itinerant peddler—you
know, one call and you can’t come back. But now you find your
finest magazines, your best newspapers, have for some time been
carrying a great deal of mail order and the type of mail order
accounts they carry are reputable and legitimate business, people
who give value for value received. Some felt if they could do a
good job in the printed media (and we reach more people in radio
than certainly any combination of printed media}, we ought to be
working with those same people. And we put in this department,
and it has worked out very well.

Q: Have you had any kickbacks . . . non-delivery, late delivery?

A: A few, yes. The mail order business, no matter how fine a
company it is-—and some of our oldest mail order companies in
the country that have been serving the rural areas for years still
get complaints—no matter how careful you are in representing
something, there are going to be some people who are not going
to receive what they expected. Then, when you get into volume
sales where you have stations getting thousands of orders, there
are going to be some letters lost in the mail, and there’ll be some
kickbacks on that. We have a pretty careful check-up to see that
if people do not get what they ordered, their letters are answered
promptly and the items delivered to them. -We have a definite
system of follow-up on that. Of course, you usually find, when
there are complaints of this kind that the Ietter was addressed to
Chicago, N. Y., or New York, Ill., or that type of thing. So it’s
not surprising that you get kickbacks because the letters weren’t
delivered.

Q: You pretty well guarantee delivery on those orders, don’t you?

A: Yes.

Q: And despite your kickbacks you still feel this was a good
move to make?

A: We feel it was a very good move. We've attracted some very
high class mail order advertisers and we've had a minimum of
problems. There are a few things lost in the mail and so forth.
You're bound to, in that volume. But, in general, we've been very
happy with it.

Q: Mr. Hayes, you know there’s been some talk about survival
of the fittest among the four major national radio networks.
What do you think the future will bring? Do you think that
the economy will permit all of the radio networks as we know
them today to continue?

A: I'm almost afraid to express myself on this thing. I’ve been
hearing for about four years now there wasn’t room for four net-
works. I've heard some people say there's room for three, and some
that there’s room for two, and some that only one can survive. I
don’t know. This has been bandied about and bruited about for a
long time, and still there are four of them going. All I'd like to
say is that if it does get down to one network, I certainly will bend
every effort to see to it that I know which one it is.

Q: That just about does it . . . unless you'd like to say something
nice about radio.

A: I could go on indefinitely saying nice things about radio . . .
not the least of which is that it pays off for the advertiser. And it
pays my salary.

3 NN AR S R T T T A T I e TR T T T R S R TLAGMR

BROADCASTING ® TELECASTING



RADIO’S RESURGENCE

has been sparked by the
Independent Stations

'. Qi—~any Independent Station in the
Nation.




merchandising

it Miduot

(and still growing!)

363,000" Family, Big-Income Market!

* within 0.5.MV contour, U. S.-& Canada

Wherever you roam in the BIG 95.000 square mile* KFYR
MARKET, the result’s the same. KFYR is heard over a larger
area than any other station in the nation! In the 50 county
sample area surveyed by Pulse teams in April. 1955. KFYR —
competing with seven other stations in the area — captured
a whopping 36% of the daytime radio audience . . . increased
the figure to 45% of the evening listeners! More than TWICE
the daytime audience and THREE times the evening audience
of the area’s second-rated station.

* 50% audience or better, BMB

Send a "“Giant” out to do a "Giant’s” Job!

KFYR-land is BIG in mileage — BIG in sales potential! Locat-
ed in an area DOUBLY rich in oil and agriculture. KFYR-
listeners rank 10th nationally in retail sales per household . ..
with KFYR's home county of Burleigh 26th in the nation, with
retail sales per household of $5,748 in 1954!

Any John Blair representative will gladly fill in more KFYR
i facts and figures on this booming Midwest Market!

[ ]
k'yr I’(ldlo 5000 WATTS -- 550 KC -- BISMARCK, N. DAK.
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Your view of Monitor depends on where you're standing.  work radio. Some agree with them. Others don’t. Sta-

Sylvester L. Weaver Jr., NBC president, and Robert
Sarncft, executive vice president, (both standing left
above) see Monitor as the real hope of revitalizing net-

OF ALL the experiments designed to revive
the ebbing strength of network radio, none
has attracted more attention than NBC’s
Monitor.

The 40-hour weekend “service” which
NBC inaugurated last June 18-19 and is now
getting ready to expand, in concept, to Mon-
day-Friday daytime hours [BeT, Sept. 12]
has been a sore point of controversy.

NBC regards it as a departure from the
network norm which has brought “startling
revitalization” to network radio and can do
as much for affiliated stations. President Syl-
vester L. (Pat) Weaver Jr. calls it a move
to “contribute something affirmative to radio
networking, instcad of progressive retreat,”
and says “it could be the basis for bringing
the medium to a stabilized position at its
ultimate level.”

Many stations look at it in a similar, if
sometimes more subdued, light (NBC
sources claim a private poll conducted fol-
lowing the gencral meeting of affiliates to
hear the network’s Monjror-type plans 10
days ago showed 7-to-1 approval.

On the other hand, many other stations,
and most station representation firms, regard
it as the doom and damnation of radio—not
just network radio alone, but ultimately
local and spot radio too. A rival network
official has described it as a “seemingly end-
less succession of unfinished bits and pieces,
interspersed by beeps and boops and the
pleading admonition to ‘take one.””

This latter description, voiced by CBS Ra-
dio Sales Vice President John Karol (sce
story page 44), refers to the program format
of Monitor. NBC describes the same sub-
ject in somewhat different terms as “a con-
tinuous flow of entertainment and informa-
tion” which “makes maximum use of radio’s
foremost advantages—mobility and immedi-
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acy”—to bring listeners into “instantaneous
touch with everything important, interesting
or entertaining, anywhere in the world.”
Whatever their language, all sides probab-
ly will agree that it is the biggest single
change yet made in network radio program-
ming concepts. Therc agreement ends.
The heat in the controversy is generated
largely by the sales concept and pricing.
Monitor is sold in “participations”—a min-
ute commercial for $1.000 gross, 30-second
announcements in packages of four, at $3,-
000 gross for four per weekend, and six-
second billboards at $3,000 gross for 10, the
minimum for a weekend. The expanded
Monitor, due to start about Nov. 7 and be
built around current commercial shows in
the 10 am. to 6 p.m. Monday-Friday pe-

L] s
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riods—but angled more toward housewives
and using a new name not yet selected—
will be sold on a similar basis, though the
prices will be a little different. For instance,
it’'s expected the gross price for a minute
commercial will be $1,500 plus $100 for
talent.

The sale of “participations” by networks
is not particularly new in this post-television
era. In one form or another it has been
done for years, in “tandem plans” and sim-
ilar sales techniques used by NBC and other
networks. From the start it has brought sta-
tion representation firms, and many stations,
to arms with cries that the nctworks are thus
invading the spot field.

This cry is still raised. But it would ap-
pear that some opponents, at least, are be-

tion representatives in particular oppose the new show's
concept. Here's a complete report on the most talked-
about and controversial radio network innovation.

ginning to get used to the idea, whether
they like it or not. One representation firm,
in a memo seeking to rally its stations to a
last-ditch fight against the expansion of
Monitor, acknowledged that “we no longer
quarre! with the network’s right to sell any
time segment they have available from 10
seconds up.”

Apart from the principle of networks sell-
ing participations, and apart from the dif-
ference in what the station gets from a spot
sale as compared with his take from a net-
work sale, most opponents see the pricing
structure of Monitor as its greatest weak-
ness and most serious threat to radio.

Monitor’s prices are so low, these op-
ponents claim, that they weaken the value
of radio time generally, local and national
spot as well as network.

Nor do these critics soften their charge
in applying it to CBS Radio’s new ‘‘seg-
mented” sales plan, which they hold guilty
of cheapening the value of radio time in
just about the same proportion as Monitor.
(CBS Radio offers ‘“segments” in certain
evening programs at $2,100 apiece, with a
sliding scale of discounts which brings them
down to $1,740 apiece if five or more are
used per week over a 52-week period.}

Station Representatives Assn. maintained,
in an cspecially blunt blast at AMonitor, that
“the national advertiser is buying radio, via
the Monitor concept, at between one-quarter
and one-third of what he would have to pay
on the [individual] station’s rate card. If this
practice continues and expands, not only
NBC affiliates but every other radio station
will sufter immeasurably from this depre-
ciation of radio.”

An individual rep put it this way: “When
a store cuts the price of a piece of merchan-
dise, that piece of merchandise becomes less
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NEW LOOK FOR ABC

ABC let it be known last week that it
plans innovations in evening program-
ming.

The nature of the innovations could
not be learned at the time this went
to press. They were mentioned only
to this extent in a statement for BeT
by Charles T. Ayres, vice president
of the ABC radio network:

“Now in the works, after long re-
search and creative planning, is a ‘new
look’ to ABC Radio’s evening schedule.
We will shortly announce a program-
ming concept and sales plan that will,
in my opinion, find a ready accept-
ance among listeners and advertisers.

“Our programming is based on one
fact—1955 radio is not 1925 radio or
even 1950 radio. Result: Qur new
programming is keyed to the listeners’
needs and the sponsors’ media require-
ments—circulation with frequency,
with efficiency.”

valuable—whether it is sold or not. With
their Monitors and their ‘segmented’ sales,
NBC and CBS Radio are cutting the value
of all radio time.”

NBC’s President Weaver, on the other
hand, has maintained that Monitor does not
undercut existing network prices or the
prices of major spot campaigns. Executive
Vice President Robert W. Sarnoff, who is-
sued a formal statement answering the SRA
blast, accused SRA of conducting an “emo-
tional campaign” employing “distorted and
misleading information,” and said “the phe-
nomenal success of many NBC affiliates in
selling out the local availabilities in Monitor
—in weekend time formerly considered
marginal—is the best factual answer” to the
argument “that Monitor endangers either
station revenue in general or national spot
business in particular.”

Mr. Sarnoff, incidentally, is considering
the advisability of holding a seminar, or at
least a meeting with representatives in-
dividually, in an effort to clear up what NBC
considers misunderstanding and confusion
on their part.

Opponents contend that, among NBC af-
filiates, the division may be described in gen-
eral terms as being between small stations
which do not have a great deal of national
spot business anyway, and larger stations
in major markets which do.

NBC, however, has a file of approving
quotes from officials of many affiliates, large
and small, the list including WLW Cincin-
nati, WDSU New Orleans, WHAM Roches-
ter, WBAP Fort Worth, KSD St. Louis,
WGR Buffalo, KSTP St. Paul-Minneapolis,
KOMO Seattle, KOB Albuquerque, WKY
Oklahoma City, WWIJ Detroit, among others.

Opponents’ answer to this is that NBC
nevertheless is “missing” a number of major
markets which advertisers would almost
necessarily have to have for effective cover-
age; that the opposition is substantial and
that it will become evident at the ‘“veto
booth”—meaning that, in these sources’
opinion, a sizeable number of important-
market affiliates will not accept the expanded
Monitor (in which case NBC’s alternative
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would be to offer it to another station in
each of such markets or, of course, should
affiliate opposition be great enough, recon-
sider the plan).

These opponents also venture that the 12
noon-to-3 p.m. portion of the expanded
Moritor will not be cleared even by many
affiliates which otherwise endorse the plan,
these hours being station time and, as a
whole, profitable ones in local sales.

Among affiliates already on record with
NBC as favoring the Monitor idea, the net-
work cites the following as being some of
the sample comments:

WLW Cincinnati—“Saturday and Sunday
billing is up as much as 300%. Monitor will
undoubtedly blaze the trail for radio in the
future.”

WBRE Wilkes-Barre-—~*“We’ve been 100%
sold out Saturdays and Sundays since June.
It answers our needs both from a program
standpoint and a commercial one.”

WDSU New Orleans—“We’re 100% sold
out on local availabilities, and we're getting
money from advertisers who were pall-
bearers at our funeral.”

WKY Oklahoma City—"It has breathed
new life and interest into radio.”

What do advertisers and agencies think
of Monitor?

The best place to look for an answer
would seem to be the books.

There is no question that Monitor sales
have exceeded NBC’s original expectations.
Network officials reported last week that in
the three months the “service” has been on
the air its gross billings have passed the $2
million mark; that during the current quarter
about 80% of Monitor’s network positions
have been sold out, creating more advertising
dollar volume than the weekend business of
all other radio networks combined. “This
is new business,” Pat Weaver told the affili-
ates, “not otherwise available to radio if we
didn’t have an effective form to bring it in.”

Advertisers Who Bought

The Monitor lineup includes such adver-
tisers as Gruen, Chevrolet, RCA, Philip
Morris, Goodrich, Reader’s Digest, Crowell-
Collier, Mutual of Omaha, Bristol-Myers,
and Look magazine.

For whatever it's worth, at least one of
these advertisers, Philip Morris, is cutting
down and—again for whatever signifi-
cance, if any, it has in relation to Monitor—
is buying into CBS Radio’s segmentized-sell-
ing programs. Chevrolet also has been re-
ported as dropping out.

(Philip Morris, first reported as dropping
out of Monitor altogether, last week ordered
10 30-second announcements for the week-
end of Oct. [, an order whose gross value
was estimated by NBC at $10,000; and an-
other Monitor regular, NBC's parent RCA,
put in a new order said to represent $120,-
000 gross.)

As with just about everything else where
Monitor is concerned, there is no agreement
between friend and foe as to just how well
the program rates with the public.

The format is diversity. Described by Pat
Weaver as designed to adapt to radio’s new
importance as *a supplier of service rather
than a supplier of specific programs,” Moni-
tor operates from 8 a.m. Saturday to mid-
night Sunday, providing basic services (such
as weather, news and sports) and a broad

range of features which are presented in
whatever amount of time NBC deems best
suited to the material itself, not made to fit
arbitrary time limits.

This round-the-clock succession of mate-
rial—which may range from a Paris night-
club bit to a horse race to an Air Force
exercise—is funnelled through “radio cen-
tral,” a $150,000 assemblage of gadgetry in
New York’s RCA Bldg., which Pat Weaver
likes to call a push-button “listening-post on
the world.” Over it presides a series of per-
sonalities, called communicators, who in-
clude Dave Garroway, Morgan Beatty, Wal-
ter Kiernan, Henry Morgan, Bob. and Ray,
Frank Blair, Frank Gallop, Roger Price,
Al Collins, Leon Pearson, and a sultry-voiced
miss named Tedi Thurman, who is known
as “Miss Monitor.”

The new, weekday Monitor, whatever
name it goes by, will be cut basically to the
same pattern, adapted for daytime audiences
and built around current commercial shows,
including the soaps.

Entertainment elements, officials say, will
include dramas, serialized novels, short
stories, “relaxed and easy” music, and vig-
nettes of comedy, drama, and general human
interest. The “service” elements will be
angled more toward the housewife, with au-
thorities in their various fields to back them
up. Principal elements will be longer and
scheduled at more regular times than in
Monitor, according to President Weaver,
who sees the programming as “a personal
companion service geared particularly for
the housewife audience.”

As an example of audience reaction to this
type of programming, NBC reports that only
seven weeks after the start of Moniror a spe-
cial Pulse survey in major markets showed
NBC stations “enjoying significant increases
in unduplicated weekend audiences. For
example, in Washington 21%, in Chicago
27%. Over a four-week period in July, dur-
ing network option time alone, Monitor
reached into 8 million radio-tv homes, and
into more than 5 million radio-only homes.”
CBS Radio’s John Karol, on the other hand,
says, “neither Nielsen nor Pulse indicate any
significant amount of sustained listener in-
terest in Monitor despite all-out promotion
efforts in its behalf.”

So the Monitor concept is still a contro-
versial one. To the extent that there are
people who consider themselves impartial
by-standers, innocent and uninvolved, they
seem to feel it is apt to remain so until the
stations, listeners, and advertisers finally
show which was right,

WHAT RADIO COSTS

Where does network radio stand on
a cost basis?

On the basis of cost-per-thousand-
commercial minutes, radio and tv com-
pare as follows:

Cost/M Commercial Minutes:*

Radio Tv
Daytime (M-F) $1.24 $2.02
Nighttime 3.00 3.69

AvE. Netwk, Prog. March-April, 1955
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People —to whom all sales are

made—are aware of the differ-

ences between RADIO stations
and

People in WGYland prefer WGY

3 to 1 over all other Radio sta-
tions in the area™

- M‘_ﬁ-‘-'ﬂ"-_‘

A ™

a General Electric Station . . . Schenectady, N. Y.

Represented Nationally by Henry I|. Christal Co.
New York, Boston, Chicago, Detroit, San Francisco

*For complete information on the Politx Survey in WGYland write WGY Sales Dept. or any Henry . Christal office.
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...with
world’s tallest

man-made

structure

1572 feet high-more than

a million viewers wide

Edgar T. Bell, Executive Vice President

Fred L. Vance, Sales Manager
Represented by Avery-Knodel, Inc.



BT INTERVIEW

WHY ESSO IS PUTTING
MORE MONEY IN RADIO

ESSO Standard Oil Co, is one of America's big businesses ($1.6
billion sales in 1954) and one of radic’s big and steadiest customers.
Here, in an exclusive BeT interview, J. A. (Jack) Miller, general
manager of marketing for Esso, tells why the company is spending
more money in radio now than ever before. Mr. Miller has been
in Esso advertising, sales and marketing since 1934.

Q: You have an anniversary this year, don't you? For Your
Esso Reporter, I mean.

A: Your Esso Reporter celebrates its 20th anniversary in radio
in October of this year.

Q: Twenty years on the air. . . . I'd judge, then, that radio has
been of some service to Esso. I wonder if you'd tell us briefly
-—or, better yet, not too briefly—what radio has meant to your
company.

A: Your Esso Reporter on radio has enabled Esso Standard Qil
Co. to provide an important public service—at the local level—and,
at the same time, give hard-hitting selling support to our 25,000
dealers from Maine to Louisiana.

Q: I believe that you, Mr. Miller, are the father of Your Esso
Reporter. Would you be good enough to indulge in a little
history and tell us how it started, what you hoped to accom-
plish, how you went about setting it up, etc.?

A: Your Esso Reporter established the five-minute news format
on radio. In 1935, the United Press Assn. decided to change its
“newspaper only” policy and offered its news service to NBC.
NBC, in turn, offered Esso Standard an opportunity to buy this
news in 15-minute segments. QOur agency suggested that it would
be more advantageous to sponsor four five-minute news programs
daily, six days a week, for effective frequency. NBC agreed to do
this and had to create a five-minute rate.

For 20 years Esso Standard has had this one regular radio format
—news—Your Esso Reporter. All the programs are produced
locally. Stations are responsible for the selecting of news services
and news content of the program. Esso Standard supplies its
stations with standard openings and closings and commercials.

Q: What was the date of the first program? How many stations?

A: Your Esso Reporter was first aired Oct. 7, 1935. The program
started on 14 radio stations in 13 markets (two stations in New
York).

Q: How does this number compare with the number now—the
number now carrying the radio Reporter?

A: Since 1935 we have added stations year by year. The number
has steadily grown to 52 radio stations currently carrying Your
Esso Reporter on a local basis.

Q: I assume you have coverage throughout the Esso distribution
area. Jut how much territory does that take in?

A: The Esso marketing territory includes 18 states and the
District of Columbia—from Maine to Louisiana. There are 18
million radic homes in the Esso territory, of which we reach
6,860,000 during a full week’s period (A. C. Nielsen).

Q: In addition to radio, the Reporter went on television a
couple of years ago. How does that stand now?

A: In 1940, Esso Standard started experimenting with the
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medium of television. A 15-minute program of news featuring
Alan Kent on station W2XBS (NBC) for a schedule of 10 broad-
casts (March through May, 1950) was used. In 1945, what was
originally the experimentai NBC station had the call letters of
WNBT (TV) and carried two special events telecasts for Esso
Standard. One, the reception of French Gen. De Gaulle in New
York, and the second, a telecast of the return of General Wainwright.

In January, February, June and July of 1946, Esso Standard
sponsored several special events, and on June 5, the first regularly
scheduled Esso Reporter tv news program, from 7:50 to 8:00 p.m.,
Monday and Thursdays, started on WNBT for 26 weeks.

At the end of 1946, Esso sponsored a three-station network,
WNBT New York, WPTZ (TV) Philadelphia, and WRGB (TV)
Schenectady, with a Review of the News of 1946.

From Jan. 6 to Dec. 1, 1947, the same three-station hook-up
was used to deliver Your Esso Reporter on Mondays from 9:00
to 9:10 p.m.

In 1948 and 1949, tv spot campaigns were run, in some cases
on as many as 18 stations in 16 markets.

On Oct. 2, 1949, Tonight on Broadway, a 30-minute program,
carried by WCBS-TV and eight other stations, from 7 to 7:30 p.m.,
cn Sundays, was sponsored by Esso for a 13-week period.

In 1950, the Alan Young Show, 9 to 9:30 p.m., Thursdays,
started on the CBS-TV network, April 6 through July 13, and after
a summer hiatus, from Sept. 14 through Dec. 28.

In 1951, the Alan Young Show was continued, with a summer
replacement of Your Esso Reporter (V2 hour) for a 10-week period.

In 1952, the Alan Young Show was continued again through
March 27. That same year, on March 3, five locally-placed Your
Esso Reporter (tv news) programs started. These were 15-minute
programs five days a week. This schedule has since been expanded
to include 24 markets, 20 of which carry 10- or 15-minute news-
casts, and four of which carry five-minute weather programs.

Q

You do, of course, use other media. I think it would be help-
ful to know not only what they are, but also what sort of
job you expect each medium to do for Esso. Aside from
just selling more Esso products, of course. Who do you try
to reach with each medium, for example?

A: Our business is a mass business and our primary media are
mass media. We use them all. Our research shows that we use
them effectively.

Q:

In radio, you're on day in and day out. Does your adver-
tising in other media have the same type of frequency?

A: Television, like radio, is generally used five days a week,
52 weeks a year. Radio and television, together with outdoor, are
Esso Standard’s day-in and day-out year-round media. We have
used newspapers heavily, although with less frequency.

Q: In this same regard, could you elaborate a little on what you
try to accomplish through radio specifically? Do you give
radio any assignment, for example, that you don’t give other
media?

A: We use radio to get the broadest possible coverage with the
greatest possible frequency and flexibility. This flexibility makes
it possible to approach each market on a local basis as marketing
conditions demand—for example, we can feature anti-freeze in
New England at the same time we feature fall-change in Louisiana.
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Q: How is your budget divided up among media—in dollars,
or by percentages?

A: In 1955, approximate distribution of the Esso Standard ad-
vertising budget is: newspapers, 22.1%; television, 16.9%; radio,
13.3%; outdoor, 9.9%; magazines, 2.6%; other, 35.2%.

Q: Has this division changed over the past 20 years? Past 10?
Past five?

A: Our advertising budget is set up yearly to meet our anticipated
marketing needs. There is no fixed allocation of funds by media.
We have consistently maintained a strong radio schedule. Of course,
the advertising dollars allocated for television have increased rapidly
during the recent past.

Q: On the same line—a couple of years ago you were reportéd
to be spending a million and a quarter dollars in radio each
year. How does this stand now?

A: In 1955 we are spending more money than ever before for
radio support.

Q: Your Esso Reporter is on radio how many times a day, on
the average?

A: On 52 stations an average of three times a day.

Q: Do you usuaily try to schedule it at the same times of day in
all markets? I hear it at 7 in the mornings. Is this a pretty
standard time of day for all markets? How about the other
hours at which it’s heard?

A: Each market is individually evaluated for the best time periods
at a given portion of the day. Basically, Your Esso Reporter is
heard around breakfast, luncheon, dinner and bedtime.

Q: Was Your Esso Reporter your first use of radio?

A: No, prior to Your Esso Reporter going on the air in 1935,
Esso Standard Oil Co. sponsored a half-hour network program

featuring Guy Lombardo and his orchestra called Lombardo Road.
This was from 1935 to 1936 over 38 CBS stations. Prior to this, the
company had used on radio a series of five programs per week
called The Five Star Final.

Q: Have you tried radio in other forms—network or spot? For
specific promotions or to launch a new product, for example.
If so, what have been the results?

A: In December 1954 a special Your Esso Reporter network
program over Mutual was started incorporating 176 stations to
carry a five-minute news program at 9-9:05 p.m. (New York time)
Monday thru Friday. This network program is still lending valuable
support to the 52 stations carrying Your Esso Reporter on a spot
basis.

For specific promotions and special product campaigns, we use
saturation spot announcements frequently, using every available
station in a market.

Q: Just to make sure we haven't overlooked a key point, would
you describe briefly how Your Esso Reporter works?

A: Almost 1,000 times a week Your Esso Reporter on radio
delivers factual, unbiased international, national, regional and local
news. The radio Reporter enables the company to schedule dif-
ferent commercials throughout the territory on each of these 1,000
programs.

Q: Summing up: What do you think radio as a medium has
done for Esso?

A: The fact that Esso Standard Qil Co. has used radio for more
than 20 years and is now spending more money than ever before
in this medium speaks for itself.

Q: What do you think of its prospect as an advertising medium
generally and as a medium for Esso specifically?

A: Could it be the first 20 years are the hardest?

Radio On The March

With more income—retail trade

$64,416,721
$12,834,000 in 1939* (1)

WMRN SALUTES 15 YEARS OF GROWTH

Serving More People—178,000 retail, 500,000 wholesale trade
area, in 1955—138,014 retail and 305,000 wholesale in 1940*
in 1954—

From industrial employment-—12,742 in June 1955—3,914 in
January 1940* (1) ’

Having total payroll—$61,500,000 in 1954—$13,765,712 in
1940* (1)

With bank clearings—$61,399,145 in June 1955—$%$1,195,-
783.87 in January 1940* (1)

And farm income—$96,803,500 in 1953—$29,721,230 in 1940*

From farms having total value of lands and buildings of
$252,540,000 in 1952.*%**

Served by 22 staff specialists of WMRN and WMRN-FM in
1955—13 by WMRN in 1940. (With 25,000 watts ERP
WMRN-FM serving 34.3% of homes in 1955.**)

Proved by total broadcast sales in 1955 approximating 460%
increase over 1941-national spot sales in 1955 totaling
380% over 1944 (the first year there was enough to make a
comparison mean anything. In fact, 19556 national spot
exceeds total revenues of 1941 by one third).

Souree—* Marion Chamber of Commerce.
*(1) Marion City Only.

** Audience Analysts Inc. March 1955 Survey.
*** Country Gentleman 1953 Farm Production Market Book

AM—W'MRBN—M

Marion, Ohio

A “local” station doing a “regional”’ job

Our WMRN Farms Corner

Charley Might, farm editor, also is director of the
WMRN Farms-—a 425 acre llvestock-graln producer.
Charley, Ag college graduate of Ohio State Unlver-
sity, former top Vo-Ag teacher, and farm ralsed,
brought "know-how'" to WMRN. He gets market
premium on hia swine and cattle—his high grain
vields are laboratory testing grounds.

More and more advertisers are buylng Charley's
prestige and reputation carefully developed among
the 13,981 *#* farms In WMRN seven county service
area.

In the illustration, Charley is congratulating Jo
Earl, summer time ataff member, on her awards at
1956 Marion County Fair. Jo was recent *Cover-
Girl" on Ohio Farmer magazlne, for her Ohio State
Fair awards.

No matter what is sold—wealthy WMRN farm
listeners are above average buyers—in intelligence
as well as income.

Still a llttle open time on *Farm Hour” and
**Chore Time", Charley's two—slx-a-week Programs.
A test campaign might surPrise you with its results.
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NEW PROOF...

one radio station dominates

the Great Lakes area

You’ll start to find out about WJR’s amazing
sales power the minute you put your nose in the
revolutionary new report on radio listenership
made by Alfred Politz Research, Inc.

Here’s a really new method of audience study
—qualitative as well as quantitative. It proves
that radio stations, like printed media, have cir-
culations—regular, faithful listeners.

Based on an extremely large sample (1,873
interviews) checked around the clock, Politz
found that in the Great Lakes market WJR is the
constant companion of more people than any
other radio station.

In fact, in an average day, 41.4%, of all aduits
specify that WJR is their radio station.

That’s even more meaningful when you realize
that in the parts of four states surveyed by
Politz there are 196 other radio stations fighting
for listeners.

Politz asked what kind of programs listeners
preferred, and what station they chose for their
favorite program.

Read this: for comedy, 52% prefer WJR; 479,

prefer WJR for drama; for the news, 429, choose
WJR; for music (and some other stations are
nothing but) 24 %, choose WJR; 389, prefer the
sports news via WJR; and 379, of farm listeners
prefer WJR market reports.

Politz didn’t stop there. His researchers found
that people regard one station as best for ‘“‘reli-
ability and completeness,” for “handling of ad-
vertising,” “types of programs,” for ‘helpful-
ness,” and in “public spirit.” Again, WJR.

That isn’t all. The real payoff in station pref-
erence and trust came in answer to a question
asking what people would do in case of a war
rumor. More than 509, said they’d turn on the
radio. And 259, of the total said they’d turn on
WdJR.

Even that isn’t all. The whole report is must
reading for anyone concerned with advertising
and selling.

For your free copy either write directly to
WJIR, Detroit 2, Michigan, or your local Henry I.
Christal man.

The Great Voice of the Great Lakes

WJ R ...

60,000 Watts CBS Radio Network

BROADCASTING ¢ TELECASTING

This offer is limited—to those
who have something to zell in Detroit
and the Great Lakes area.
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THE TIDY MILLIONS
IN TIDY HOUSE RADIO

FROM Denver and the Rocky Mountains on
the west to Philadelphia and the Alleghenies
on the east, and from Canada downward
into parts of the Great Southwest, a goodly
number of U. 8. housewives daily contrive
to concentrate as much on their household
radios as on their household chores.

One attraction is apt to be a decidedly
phenomenal show called Kirchen Club.

Housewives have been tuning in the 15-
minute homemakers’ program for years, and
receiving messages from the house—Tidy
House Products Co.—built painstakingly by
two erstwhile broadcasters.

For 15 years, since they left KMA Shen-
andoah, Jowa, and nuriured a soapless soap
business to life, J. C. (Cy) Rapp and A. W.
(Al) Ramsey have retained an absolutely
untarnished faith in “the power of radio
advertising.” To the extent—and probably
beyond it—that any one medium can be said
to have contributed most to the growth of a
single company, radio is recognized as “the
motivating force” behind the legendary suc-
cess of Tidy House—and, of course, a source
of enviable gratification to President Rapp
and Vice President Ramsey. It is the kind
of All-American success sought by many
entrepreneurs but realized only by a few—
particularly in the bubbling soap-and-deter-
gent industry with its corporate giants.

Since the formation of the Perfex Co. in
1940 (reorganized into Tidy House a decade
later), the U. S. homemaker seems to have
proved that radio—Tidy House radio, in its
various forms—is woman's home companion
when it comes to helpful hints from home-
makers Edith Hansen and Martha Bohlsen,
and other personalities.

In that span housewives have purchased
over $55 million worth of Perfex detergent
cleaner, GlossTex plastic starch, Tyro dairy
cleaner, Shina Dish dishwashing detergent
and Dexol powder bleach. (Tidy House
maintains distribution in nearly half of the
U. S. and claims it reaches 427 of the coun-
try’s population with its broadcasting mes-
sages.)

To achieve a going rate of $7 million in
sales this year, Tidy House will spznd a tidy
$1.3 million for all advertising, with 70%
of that siphoned off to radio, 10% to tele-
vision and the remaining 20% in black-and-
white media, according to Barney Corson,
head of advertising, promotion, marketing
and merchandising. Of the $900,000-plus
allocated for the aural medium, 60% goes
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into Tidy House’s now well-
established recorded Kitchen
Club homemakers’ program,
now heard on 73 stations.
The other breakdown: 11 sta-
tions carry newscasts, six par-
ticipations and 16 spot an-
nouncements.

But far and away the back-
stopper radio-wise is Tidy’s
Kitchen Club, with heavy
merchandising activity by
participating stations and pre-
mium campaigns galore (it mails out over
a million each year, ranging from 25 cents
to §1).

It is quite probable that continued expan-
sion will justify an ad outlay of $1.5 million,
though Tidy moves cautiously into new mar-
kets and reckons its ad dollar coolly.

Messrs. Rapp and Ramsey have come a
long way in 15 years—from two employes,
one station and $21,200 in sales in 1940 to
over 200 personnel, 60 stations and $5.9
million in sales last year. Employes and sales
have doubled since 1950 alone and Tidy
House showed a tidy sales boost of 20%
the first five months of 1955 against a simi-
lar period last year.

Tangible evidence of expansion lies in the
completion of a new executive office in
Shenandoah. The company opened a new
plant in Omaha in 1951 after the demolition
of the old plant that produced a conflagra-
tion of suds. The following year production
was launched in Malta, Ohio.

All this, quite naturally, suggests that
things are quite different today than they
were in 1940 when Cy and Mabel Rapp and
Al and Janet Ramsey toiled diligently in a
basement, packaging and mailing out Per-
fex and calling on grocery-store distribu-
tors. But it should not suggest for an in-
stant there has been any appreciable change
in the philosophy of radio advertising as
learned and practiced by Messrs. Rapp and
Ramsey at KMA and, earlier, at other sta-
tions.

Cy Rapp was already a veteran in broad-
casting before he went into the soap busi-
ness with Al Ramsey. He was the original
licensee of KSOQ Sioux Falls, §. D., and
helped set up stations in Atlantic and Shen-
andoah, Iowa. Al Ramsey was general
manager of WMMN Fairmont, W, Va,, after

THE MASTERS of Tidy House and the products they
parlayed from a basement sideline into $7 million a year
business. L %o r: J. C. Rapp and A. W. Ramsey.

handling sales chores for many years pre-
viously.

And so it happened in 1939 that Cy Rapp,
who stepped up the ladder of station opera-
tion over 19 years, was managing KMA
Shenandoah and Al Ramsey served as com-
mercial manager. It also happened, the
story goes, that one F. H. Voight and his
wife were dabbling in their basement at
Ottumwa, Jowa, with a soapless soap called
Perfex.

The Voights dabbled with radio, too, using
that medium as the market place for getting
attention but actually selling it by mail. They
used KMA, a 5 kw outlet, with coverage
then in perhaps 100 counties of Jowa, Kan-
sas, Missouri and Nebraska and headquar-
ters in a town of 7,000.

Cy Rapp and Al Ramsey, who originally
persuaded the Voights to use radio, wanted
very badly, of course, to sell more time. At
the same time they also felt that Perfex had
possibilities, but began to question whether
mail order was the proper approach. A
decidedly more profitable approach (for
KMA and Mr. Voight) they concluded,
would be for Mr. Voight to move the prod-
uct to distributors and, thus, to dealers’
shelves—and then advertise it on KMA.

The rest is history. When Mr. Voight re-
fused and later, in 1940, became ill and
thought it best to sell the business, he re-
membered Messrs. Rapp and Ramsey. Mr.
Voight rejected the first offer, which fell
short of the $20,000 asking price, but finally
agreed to a $1,000 sale, plus monthly roy-
alties of $150 for 10 years. The two broad-
casters borrowed on their insurance for the
initial capital—and that was the groundwork
for Tidy House.

What they got were the manufacturing
and selling rights to the detergent, one which
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FOLLOW THE

LEADERS!
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FOODS

Birdseye

Hond Bread

Certo and Sure-lJell
Chase & Sanborn Coffee
Citrus Fruit Juices
Dunkin Donuts
Edacator Crax

First National Stores
Genoa Meat Products
Golden Gift Orange Juice
H. I". Hood & Sons
Hollywood Bread
Instant Sanka

Jack and Jill Cat Food
Kennedy Butter & Eggs
Lipton Frostee

Lipton Iced Tea

Log Cabhin Syrup

Lord Jeff Meat I'roducts

Mass. Dept. of
Agriculture

Mrs. Filbert’s Margarine
Nestles Instant Coffee
Stop & Shop

Victor Coffee

DRUGS
Aqux Velva

Bayer Aspirin
Bromo Quinine
Doan's Pills
Dolcin

Ex Lax
Liggett Rexall
Pertussin

Rem

Ryhutol

BEVERAGES

Clicquot Club Beverages
Dawson Beer & Ale
Haffenrcffer Brew
Manischewitz Wine
Moxie

Narragansett Beer & Ale
P’. Ballantine & Sons
P’iels Beer

TRANSPORTATION
Ford Motor Company

Lincoln Mercury
Northeast Airlines
I'ly mouth

GENERAL

Blue Crogs & Blue Shield
Breck’s Seeds

Bri Mar Paints

Camels

Chesterfield

Cristy Dry Gas

Dainty Dot Hosiery
Lastern States Exposition
Foxboro Race Track
Halo

Ladies Home Journal
Life Magazine

M. G. M.

New England Coke

You're in good
company on

WNEB

Consistently One of

America’s Top Independents

This vear, last year, every year since open-
ing in 1946, WNEB has shown a steady
increage in velume of lusiness.

Each vear, more and more of the nation’s
top advertisers use WNEB.

Here is a list of the manv national and
regional accounts who have contracted
with WNEB during 1955.

New England Tel. &

Tel. Co.
0'Cedar
Old Gold
Q Tips
Reader's Digest
Revlon Silicare
Shell Oil

Silverdust Blue
Statler Tissues
Suffolk Downs
Sun Oil

Tintex

Top Value Stamps
Touraine Paints
Turtle Wax

To Buy a Buying Audience—Follow The Leaders Who Know Where to Go—

TELECASTING

WORCESTER
MASSACHUSETTS

Represented by
THE BOLLING COMPANY
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grossed $10,000 and netted about $2,500
annually for the Voights. And so, as Mr.
Corson once described the chain of events,
“their going into business at all was more
or less a fluke.”

Cy Rapp and Al Ramsey have summed it
up in these words:

“Frankly, we planned to keep right on be-
ing radio men, but we did hope that Perfex
would prove a profitable sideline for us. . ..
Thus it was that we found ourselves run-
ning a radio station full time and making
and selling Perfex the rest of the time.” Of
course, something had to give—eventually.

Mrs. Rapp and Mrs. Ramsey (now treas-
urer and secretary, respectively, of Tidy
House) are credited with doing most of the
detail work in the first days of Perfex: they
mixed and packaged the product in the Rapp
basement (at one time an Omaha firm mixed
the ingredients); they went to the post office
for mail orders; they typed the labels.
Messrs. Rapp and Ramsey helped in their
“spare time” away from the station—before

and after station working hours. And, as

would befit any American success story, it

would not be presumptuous to believe they
played hookey from KMA to pursue their
“sideline.” They called on grocery store
distributors and got the product on the
shelves,

consistently

first Ch°|ce Out of the Basement

From the Rapp bascment the foursome
in the moved their operation to rented quarters in
Council Bluffs and finally, in 1943, to
Omaha, where Tidy House products are
Columbus Market manufactured today (as well as in Malta,
Ohio). The first year, on the shoestring
capital of $1,000 and after royalties, the
Perfex Co., all four of them, realized sales
of $23,500 and netted $1,100.

In Omaha the Rapps and Ramseys re-
placed an old soup can used for filling small
Perfex packages with a semi-automatic pack-
aging machine. Even then, the tasks were
time-consuming, what with forming the
packages and running flaps over glue rollers.

By 1943-44, it became obvious to the
entrepreneurs their business was growing
and “some pretty dangerous gambles” were

necessary: expansion of markets, more sales-

p u I se men and some dollars for advertising.*
Within three years, Perfex had six em-
ployes, five radio stations carrying its mes-

rated sages and had jumped sales from the initial
21,000-plus to 591,024, In 1944 it added

six more employes, one more station and
programs

20 top

grossed $211,360.

Aside from the calculated risk of physical
expansion, there were some personal gam-
bles involved too. Al Ramsey left KMA
to work fulltime for the growing business in
1944 and Cy Rapp inevitably followed in

ASK the Perfex path.
JOHN BLAIR The Rapp-Ramsey enterprise, surviving
the pratfalls of the detergent market during

' o

radlo *Looking back, Messrs. Rapp and Ramsey
claim: “We are almost amused at the
COLUMBUS, OHIO money involved in those decisions . . . only
about as much as we spend on advertising
every three days now. But those decisions

then were harder to make than is the de-
cision to spend a million dollars today.”

CBS for CENTRAL OHIO
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the war years and making a small profit
with the help of a priority system, was ready
to make its move in 1945. By the end of
World War II it numbered 49 employes,
utilized 15 radio stations and grossed a tidy
$740,320.  Brokerage distribution was
abandoned by Perfex Co. in favor of its
own sales force.

Radio was the primemover behind most of
the advertising expansion. Tidy House’s
major “advertising vehicle” from its incep-
tion has been the Kitchen Club, a recorded
15-minute homemakers’ show beamed at
the metropolitan or non-metropolitan house-
wife and featuring Edith Hansen or Martha
Bohlsen. As the profits from Perfex multi-
plied, more stations were added, mostly in
the wide coverage category.

Says Advertising Manager Corson almost
too simply:

“It is natural that we should favor radio
over other media since the two founders
. . . are ex-radio people and my background
in advertising has been in radio primarily.”
But there is more to it,

Mr. Corson thinks perhaps “the point of
greatest strength” for Tidy House—‘‘our
intimate knowledge of the way radio works”
—gives it a decided advantage over com-
petitors. He has said:

“We do not expect miracles nor do we
expect phenomenal results in a short period
of time. . . . If there is a secret (formula
for radio advertising), it probably is that
we fundamentally believe radio to be the
most economic medium we have for reach-
ing large groups of people.”

Claiming a policy of selecting stations on
the basis of sound management as well as
coverage claims and market position, Tidy
House places more emphasis on “person-
ality selling,” and listener loyalty than on
ratings, according to Mr. Corson. (“Ratingg
are just fine and dandy as a standard to
judge an audience or to resolve your expend-
itures in terms of cost-per-thousand listeners,
but we have found that we can do an excel-
lent job with a 3 rating against 2 competing
station’s 8,” he says.)

With this yardstick for station usage, Tidy
House parlays its “personalities” concept
with a continuous premium promotion and
merchandising activities, with enthusiastic
support from participating stations.

The personalities concept gained momen-
tum in January 1944 when Edith Hansen
launched her series of Kitchen Club shows
on KMA. Tidy House had used local per-
sonalities before. Mrs. Hansen started as a
homemaker with WJAG Norfolk with pro-
nounced success. She was doing a similar
type program at KM A when Tidy House ob-
tained her services. Martha Bohlsen had her
own homemakers’ show on WOW Omaha
while with Nebraska Power Co. in 1938.
Like that of Mrs. Hansen, her popularity
grew in the area of her programs. She
joined WOW in 1949 and Tidy House in
June 1953. Today both she and Mrs. Han-
sen are full-time homemakers with the
company. (Mrs. Bohlsen has served as
president of the Heart of America Chapter
of American Women in Radio & Television.)

Tidy House claims a “very high degree of

BROADCASTING ® TELECASTING

And WGR Radio In Buffalo is better than ever. These

top sales personalities of WGR are getting top sales
results for sponsors. If you want sales ... buy WGR!

MUSICAL CLOCK

JOHN s 6:30 - 9:15 A.M. Monday thru Saturday
CLe oS BuRfalo’s oldest service-typs wake-up program. Music, time, weather.
BOB GLACY SHOW
BOB 2:00 - 6:00 P.M. Monday thru Friday
GLACY Music, humer, interviews. |deal show to sell Buffola.
News every hoilf-hour.
HELEN NEVILLE SHOW
HELEN 1:45 - 2:00 P.M. Monday thru Friday
NEVILLE Hints and news for women from Buffalo’s outstonding h ker's
lar. Live audience
BILL SPORTS AND “HEARTBEATS IN SPORTS”
MAZER 6:15 - 6:30 Monday thru Saturday

Qutstonding coverage of local and national sport scene.

ALL ON BUFF

PLUS
Outstanding
5 and 10 Minute
NEWS and
WEATHER SPOTS

Ask for Availabilities

DIO STATION

Representatives:
FREE and
PETERS

NBC BASIC AFFILIATE
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loyalty” to Mrs. Hansen and Mrs. Bohlsen.
A study in 1954 in two midwestern states
indicated about 50% listenership among
housewives at least once a week. The shows
differ in flavor (and personality) depending
on Tidy House’s advertising needs in spe-
cific areas. But the methods of promotion
and merchandising remain identical.

One promotion is held in each quarter on
each of the products in distribution, utilizing
self-liquidating premiums.” The company
feels it can attract new customers and retain
the confidence of satisfied ones by giving
premiums in effect as bonuses. Tidy’s sales
department keeps about 70 men on the road,
merchandising each premium with special
displays, tie-in ads and point-of-purchase
data. Stations which carry its programs log
premium response results, breaking them
down into a cost-per-response based on sta-
tion cost itself.

It is noteworthy that with the avid faith
in radio shared by Messrs. Rapp and Ram-
sey, Tidy House never uses the medium on
a short-term basis—but rather for the long
pull, with 52-week contracts. It demands
strong station support—and invariably ob-
tains it.

With the expansion of facilities and air
time came, inevitably, the appointment of
an  advertising agency, Buchanan-Thomas
Adv. Co. in Omaha. Agency executives
familiar with the account are strong in their

“Sewing shears, gladiolus bulbs, meat forks,
sponges, etc.

praise of broadcasters for their support.
Their philosophy is this:

“The radio stations that have helped build
the Tidy House Products Co. have done
much more than just serve as a channel for
our advertising messages. They have come
up with many excellent merchandising ideas
for promotion of our products. Not only
have these ideas promoted Perfex, GlossTex,
Shina Dish and Dexol for Tidy House but
they have proven valuable to the stations in

MAPPING a Tidy House radio campaign
(I to r): Edwin T. Gaither, sales director;
Barney Corson, advertising chief, and
Donald F. Lincoln, comptroller.

boosting their listenership ratings as well.

“These stations will verify that the Kirch-
en Club radio show is one of their most
valuable programs. They know it will de-
velop exceptionally high ratings in the face
of the strongest network competition. The
station managers know that if they promote
the show with their audience and merchan-

dise its selling value to the retailers they will
secure results not only for Tidy House Prod-
ucts Co. but for themselves as well.”

Tidy House and its agency fondly describe
these broadcasters as *“our station merchan-
dising managers.” Buchanan-Thomas pro-
vides copy and/or announcement platters
for stations desiring to promote the Kirchen
Club. The company and its agency have
been known 10 look askance at a “‘few radio
stations that always revert to other media”
when promoting the program.

Tongue in cheek, Tidy House executives
merely observe that while “the use of other
media is worlhwhile for both the station
and ourselves . . . we also know that if radio
will work for us in selling our products it
will work for you in promoting our pro-
gram.”

Among stations in the U. 8. which have
promoted the Kitchen Club in one form or
another are WTAD Quincy, 1ll.; WXYZ De-
troit; KCMO Kansas City; WLW Cincin-
nati, WBAL Bualtimore; KYW Philadelphia;
WWDC Washington, D. C.; WFBR Balti-
more: WISN Milwaukee; KDKA Pittsburgh;
WDZ Decatur, Ill.; WKZO Kalamazoo;
WGBS Miami; WRC Washington, D. C,;
KFAB Omaha; KRMG Tulsa, and others.

Typical of the Tidy House premium ac-
tivities is that involving the Baltimore market
(WFBR and WBAL) a couple of years ago.
It arranged for Reuben H. Donnelly Co,,
Chicago, to mail out two million of them to
500,000 homes in Baltimore—or four per
family. Each coupon carried a value of 10c

W
O
H
O

Courlesy
Cappers Farmer

News of a good thing really gets around

Ask a John Pearson man about WOHO
and the latest Pulse survey

TOLEDO, OHIO

1000 WATTS
1470 KC

Page 102 e

September 19, 1955

BROADCASTING ® TELECASTING



13 reasons why
Indiana loves its radio LIVE
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Mect 13 of WFBM’'s live talents. Their
musical variety hour-a-day, S-day-a-week
“Hoosier House Party” originates at
WFBM, hut they're not “local” talent.
Thev are experienced pros. Ten own
solid network experience.

Theirs is the kind of live talent we're
talking about when we say WFBM has
brought live, lively, local radio Lack to
Indiana. And Indiana loves it, hecause
it is top-drawer, not hottom-harrel.

6 more reasons: Ken Linn, “Hoosier

Charlie Gore

House Party” MC, Gilbert Forbes, live
news editor. Tom Carnegie, live sports

director. Irenc Lindgren, live kitchen
artist. Ann Wagner, live platterspinner,
and Harry Martin, live farm editor.

WFBM-radio

Indianapolis

Represented Nationally by the Kaiz Agency
Affiliated with WFBM-TV: wOOD-AM & TV, Grand

Rapids; WFDF, Flint;
apols-St, Paul,

WTCN, WTCN-TV, Minne-
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Of all TV statians
tn the fabulous
Puget Sound area,
only KTNT-TV
covers all 5° cities
in its “A" contour.

*Seottle, Tacoma,
Everett, Bremer.
tan, Olympia

First oft, we want to assure Minnesota and Connecticut that we are not trying
to displace their fine cities! What we are saying is this: the combined popula-
tion of these four cities is less than the number of people living within the “A”
contour boundaries of KTNT-TV, CBS television for Puget Sound.

The greatest concentration of Washington State’s population...over half
the people in the state ... is centered in the Puget Sound region. And KTNT-TV’s
“A” contour encompasses most of them'! There are more than 1,200,000 people
within the “A” contour, and 800,000 more in the INFLUENCE AREA which extends
into Oregon to the south and into Canada on the north.

To reach more than half the pecple of prosperous Washington State, Buy KTNT-TV.

(TN

CHANNEL ELEVEN

316,000 WATTS

Antenna Height
1000 FT. ABOVE SEA LEVEL

CBS Television for Puget Sound

Represented Naticnally by Weed Television
KTNT-TV, TACOMA 5, WASHINGTON

“The Word Gelts Around... Buy Puget Sound"
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and was redeemable at all grocery stores
and super markets with purchases of Dexol
powder bleach, GlossTex plastic starch,
Perfex cleaner and Shina Dish for dish-
washing.

GlossTex was introduced on the market
in 1947 as a liquid starch with a plastic base,
the result of intensive research and initiative
by the Rapp-Ramsey combine. Tyro, a
dairy cleanser (not one of Tidy’s Big Four),
which came out the same year, was devel-
oped with the help of Iowa State College.
In 1949 Tidy House brought out its Dexol
bleach after the successful debut of Shina
Dish (a detergent with a hand-lotion ingre-
dient primarily for washing dishes and not
for laundering) a year earlier. (The Perfex
Co. became Tidy House Product Co. in
1950.)

Other products are now in the develop-
ment stage: liquid Shina Dish, a non-caloric
sweetener called Sweet 10 (a glass polisher-
cleanser, Shine, already is out). Tidy
House maintains its own laboratory and has
its own chemists, always striving to improve
its established products and develop new
ones. It also has conducted housewives
panels to test products and hear suggestions.
It also maintains personnel and market re-
search departments in its brand new office
building at Shenandoah.

With continued expansion will come more
advertising dollars. Tidy House has in-
creased its printed media allocations and
has been on as many as 12 television stations
with personality programs (the budget for
next October calls for eight). In 1952* it
carried as many as 80 radio stations.

It is reasonable to assume that most of any
fresh advertising dollars will go into the
medium that built Tidy House.

Sometimes their executives feel they have
considerably more confidence in radic than
broadcasters themselves; and their Mr. Cor-
son, a former producer-writer-announcer in
the Midwest, has been moved to deliver pep
talks to station managers. At the 1954
NARTB Chicago convention, he told them
bluntly:

“Radio is less effective now than it was in
the old (preceding World War II) days . . .
But, gentlemen, you still have the greatest
mass medium of them all and it is up to
you to work all of the angles to increase its
effectiveness . . . Mr. Corson complains
that, in his many contacts with merchan-
disers and buyers, few seem predisposed to
recommend a radio station—thus, radio as
an advertising medium. This is not so much
a matter of its effectiveness, he believes, as
it is one of public relations. Even when tv
came on the horizon, Mr. Corson pointed
out, Tidy House was expanding its market-
ing operation with more radio stations *“be-
cause we believed in the medium and we
believe in it today.”

If Mr. Corson had his way, there could
well be a “revival meeting” for radio. Cy
Rapp and Al Ramsey should qualify as lead-
ing evangelists.

*A year before, Messrs. Rapp and Ramsey
beamed their messages on some 55 stations,
spending $790,000 on all advertising, gross-
ing $4,226,741 and netting $262,000 be-
fore taxes.
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Measure of
Success

In every field there are recognized measurements of

success. Some true; some false.

In broadcasting the true measure of success is this:
Listener preference.

In the great Tulsa market area most of the listeners
prefer KVOO most of the time.

This sure and unchanged preference for Oklahoma's
Greatest Station has remained constant for more than
30 years.

During all of this time most advertisers have also made
KVOOQO first choice.

When you have advertising dollars delegated to do an
impertant job for you in Oklahoma's No. 1 Market Areq,
assign them to KVOO where more people will hear your
message more of the time and at lowest per listener cost.

Advertising dollars have more value when placed on
KVOO, the station listeners believe inl!

RADIO STATION KVOO

MEC AFH'J.I'.-!.TI {
478 . EDWARD FE'[D.'I!' AHD €Q., INC, HA.TIH'HJ,!I. HE'PREEINT#‘_!W?

OHLAHQMA 5 STATIOHN

TULSA GKLA-

SO 000 WATH
50,00 GREATEST
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LETTER WRITERS AND RADIC

FOR AS LONG as there have been radio
broadcasters and radio listeners, the radio
listeners have been writing to the radio
broadcasters to praise or blame or to ask for
a recipe they’d heard on the air or for a
picture of a favorite radio performer, or
maybe they wrote because they wanted to
enter a contest.

When people began to buy tv sets and
to divide their receiving time between view-
ing and listening, there were those that
thought that this new medium which added
sight to sound might cut down the flow of
radio mail. This might have seemed a
logical conclusion in the early days of tv,
when many American families seemed to be
spending most of their waking non-working
hours in front of those new picture boxes
in their living rooms,

But the smart conclusion jumpers neg-
lected to tell this to the public which, while
watching tv several hours a day, still finds
time to listen to radio and to write letters
about what they hear.

Last month Cedric Adams, conductor of
the Tuesday edition of As You Like It on
WCCO Minneapolis, started a new contest
by asking his listeners to identify his home-
town, Magnolia, Minn., which he spelled in
a scrambled order. Listeners were asked to
unscramble the name and send their answers

by postcard to Mr. Adams,
who aiso told them that
this was only the begin-
ning.

The “Unscramble-the-
Town" contest will run for
26 weeks overall. Each week Mr. Adams
picks at random two cards from all correct
answers received in answer to the previous
week’s clue, with valuable merchandise prizes
for the lucky card writers. At the cnd of 26
weeks, one listener-writer, chosen by lot
from those who have unscrambled all the
towns successfully, will receive an all-ex-
pense two-week vacation for two in Hawaii.

The first scrambled town was unscrambled
by 4,911 listeners. There were probably
more than that, but that’s the number of
pieces of mail received by WCCO in re-
sponse to the single broadcast, an achieve-
ment hailed by Larry Haeg, general man-
ager of WCCO Radio, as “one of the great-
est successes in the station’s history.”

With that response for the initial contest
broadcast, WCCO personnel hung anxiously
over the mail bags coming in during the next
week. Would the count build with the prog-
ress of the contest, as the optimists pre-
dicted, or decline now that the first flush of
novelty had disappeared, as the others
gloomily feared?

The optimists were right. The second

KTUL

TULBA, OKLANOMA

week’s mail fotaled 6,255 pieces; the third
week’s 6,806, and by the sixth week had
climbed to 8.601.

The As You Like It series is broadcast on
WCCO at 7-7:55 p.m.,, Monday through
Friday, with a different m.c. each evening:
Bob DeHaven on Mondays; Mr. Adams,
Tuesdays; Clellan Card, Wednesdays; Ed
Viehman, Thursdays, and Gordon Eaton,
Fridays. Each m.c. is given a frze hand to
use his own talents and imagination to pro-
vide something new, exciting and different
in the way of radio entertainment. The
“Unscramble-the-Town” contest is one of
Mr. Adams’ novelties,

The program made its debut on WCCO
May 23 as a cooperatively sponsored series.
Advertisers who have been on the show
since its inception include: North American
Life & Casualty Co., Northern Pacific Rail-
way, Lincoln-Mercury Div. of Ford Motor
Co., Kelvinator Distributors, P. Lorillard
Co. (for Muriel cigars), General Beverages
of Minnesota (for Donald Duck soft drinks),
and Star Import Co.

BUY BOTH STATIONS
TO EARN GREATER DISCOUNTS

% A Radio Team You Just Can’t Beat!

PLAYING TO “CAPACITY’" AUDIENCES IN THE BILLION-DOLLAR TULSA TRADE AREA
I OF EASTERN OKLAHOMA . | . and the RICH FORT SMITH MARKET OF WESTERN ARKANSAS

e TOP SHOWS

TULSA BROADCASTING CO.
BOX 9697; Tulss, Okla.
Jameés P. Walker - Dir. of Radio Operations

AYERY KNODEL, Inc., National Representative

¢ TOP PROMOTION

KFPW

FT SMITH. ARKANSAS
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New York’s most respected station. ...
with a distinctive program format . . ..

carefully highlighting your sales message.

WPAT

930 KILOCYCLES 5000 WATTS

For details, call: PEnnsylvania 6-2945



PANTS, PEACHES, PONTIACS = 510"

YOU NAME IT, RADIO CAN SELL IT.

RADIO’s ability to do a job for the local
advertiser—the retgil merchant who has
no money to spend in popularizing a brand
name or building goodwill or other institu-
tional advertising, the dealer whose adver-
tising, to pay off, has to move goods out
of his store or showroom—-is as great today
as it ever was.

That conclusion is inescapably drawn
from the paragraphs that follow, presenting
81 brief recapitulations of successful local
radio campaigns sponsored by retail con-
cerns on radio stations in their communities.
The more than 20 varieties of sponsoring
retailers range from auto dealers—the most
numerous group, accounting for more than
20% of the total—to a fruit grower who
used radio to enlist pickers of his crop.

APPLIANCES

MORE SALES per dollar of advertising from
radio than from any other medium is the
reason why J. Burnham Inc., Buffalo appli-
ance store and largest Frigidaire dealer in
western New York, is a year-round adver-
tiser on WGR Buffalo. Currently, Burnham’s
is in its third year of sponsoring the station’s
early morning Musical Clock program,
using 10-minute units, Monday through
Friday. Burnbham’s started on WGR—and
on the Musical Clock—Aug. 10, 1953,
largely because of the personality of John
Lascelles, the program’s m.c., and his un-
usual delivery of commercials, which Burn-
ham’s felt might help it compete with other
appliance stores. The original 13-week test
is now on a 52-week contract basis, with the
program originated three days in each 13
weeks from Burnham’s window, strengthen-
ing the tie-up between Burnham’s, John
Lascelles and the public. Renewals, says
WGR, are due to just one fact: Burnham’s
gets more sales per dollar spent in radio
than in any other medium, including news-
paper. Cost: $175 a week.

A SIX-WEEK saturation announcement cam-
paign on WCNU Crestview, Fla.,, sold
$76,000 worth of appliances for the Vet-
erans Gas & Appliance Co. at a cost of
$47S, for 475 spots at $1 each. The man-
ager of the client company said he had tried
all media and that WCNU did six times
better than any previous campaign. The
company, which formerly used WCNU only
sporadically, is now spending $265 a month.

WHEN A LOCAL advertiser stays with a
single medium for four years, spending from
$1,500 to $7,000 a week, there must be a
reason. When the advertiser is a chain of
retail appliance stores that reason is almost
certain to be sales. So it is with Sunset
Appliance Stores, 16-store chain in the
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greater New York area, whose president,
Joseph Rudnick, last month wrote WMGM
New York, “. . . We are not in the busi-
ness of selling intangibles. The nature of
our business is such that each week as it
goes by gives us a concrete check on sales
derived from our radio advertising. . . .
Four years of continuous experience on your
remarkable station has proved to us at
Sunset that WMGM constantly brings us
more actual delivered sales per advertising
dollar spent. . . .” Sunset’s WMGM sched-
ule includes 10-minute, 15-minute and half-
hour programs as well as one-minute an-
nouncements, spread through the schedule to
give the stores a cross-section of both day
and evening audiences.

WITH A LARGE stock of washing machines

MILADY WAS LISTENING

WHEN the J. J. Newberry Co. decid-
ed to hold an advance fall fashion
show at Worcester’s Bancroft Hotel,
the company concentrated publicity
for the event into a single medium,
WORC Worcester. For two weeks the
station told its listeners that tickets
for the event could be picked up at the
Newberry store or obtained through
the mail by writing WORC. Result:
more than 24,000 tickets were issued:
the ballroom and lobby of the hotel
were jampacked and some 10,000 peo-
ple did not get in at all. The sponsor
took one look and repeated the show
the following night, again to an SRO
audience.

HERE ARE 81 EXAMPLES

on hand that weren’t moving as rapidly as
desired, non-radio user Hayes Sammons
Hardware Co., Mission, Tex., bought the
idea of a 72-hour continuous sale with a
three-day spot saturation campaign from
sign-on to sign-off on neighboring KRIO
McAllen. The spot campaign cost $225. It
resulted in the sale of 96 units, with 70% of
the buyers paying cash. The cash register
rang up a total of $23,000. Pleased with the
result obtained, Tom Sammons Jr. increased
his firm’s August budget on KRIO to $1,150.

LOCATED beyond a railroad underpass in a
suburban area with no other retail estab-
lishment within several blocks, Consumers
Mart of Lincoln, Neb., gets no off-the-street
business. People have to seek it out and ad-
vertising has to tell them to do so. “We were
diehard newspaper advertisers . , . but it
just wasn’t good enough,” the owner, Har-
land J. Weist, wrote. “The direct sell cost
on advertised items was so high that we
simply had to find a better answer.” That
better answer was a saturation spot cam-
paign on KLMS Lincoln, ranging from 25
to 175 spots a week. Sales volume rose im«
mediately, and stayed up, with June volume
more than four times that of June 1954,
before radio was used. “It is ironic,” Mr.
Weist wrote, “that while traffic, sales and
profits have gone up, overall advertising
costs have gone down. We have reduced
our newspaper budget substantially and the
savings more than cover our radio cost.”

WITH no other advertising utilized and a
total budget of $72 to cover costs, the Inde-
pendent Liquidation Co., Cedar Rapids,
Towa, sold $3,000 worth of small and large
appliances during the second day of its two-
day test on KPIG Cedar Rapids, Used were
18 sixty-word announcements per day at
$2 each. The announcements were run-
of-schedule, both day and night.

KBOL BOULDER, Colo., helped a local ap-
pliance dealer, Harris & Smith, which was
nearly bankrupt at the beginning of 1958,
rebuild to the point that volume for the first
nine months of the year was $20,000. Harris
& Smith used only three spots weekly, at
noon, for the first six months and then upped
the number of spots to five per week to
achieve this sales increase.

AS AN APPROPRIATE means of advertis-
ing, The Trading Post, appliance dealer of
Lakewood, N. Y., suburb of Jamestown,
sponsors Trading Post Roundup, 45-minute
program of western, hillbilly and country
music each afternoon on WITN Jamestown.
Jack Dunigan, station personality, spins the
records and presents the copy in informal
ad lib style. The program started July 11
and drew an immediate response. Item:
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a carload of Hotpoint refrigerators sold in
first three weeks with no other advertising
used. Item: a mystery melody feature had

to be dropped because it brought so many |

people into the store that the sales staff
could not handle them.

USING 50 SPOTS in two days, KXRO Aber- |

deen, Wash., helped the local B. F. Goodrich
Co. store sell $3,000 in Kelvinator ap-
pliances at a cost of $112.50 to the store.
KXRO was the only medium used.

SPENDING $25 per day twice weekly for a
total of 12 quarter hour programs each week
on KPIG Cedar Rapids, Iowa, to sell air
conditioners, the C. F. Puth Co., same city,
sold enough units the first day of its effort
to pay for practically a whole year’s adver-
tising campaign on that weekly budget. The
quarter-hours were run-of-schedule, both
day and night, with the sponsor receiving
an opening and three 100-word commercials.

DODD’S home furnishings, Manhattan,
Kan,, sold 21 air conditioners from Satur-
day afternoon of one weekend in July
through the Monday evening immediately
following by using 35 spot announcements
on KMAN there. The air conditioners were
selling for $299.95; for an investment of
$43.75 Dodd's sold $6,298.95 in merchan-
dise.

POUR-DAY saturation campaign over KBKI
Alice, Tex., resulted in the sale of 39 May-
tag automatic washers in three days for the
Alice Hardware Co. Total advertising cost
was approximately $2.50 per washer.

SPECIAL BUYS in electric fans, garden hoses

and ice cream freezers, advertised with 12 |

announcements on WAMI Opp, Ala., which
also invited the public to register for an
electric fan to be given away, produced good
sales of the advertised items for Opp Hard-
ware Co. and so much traffic that the store
manager declared: “I've never had as many
folks in my store in any one day.” This is
one of the reasons why he uses radio almost
exclusively for his advertising.

EVERYBODY KNOWS radio is dead, particu-
larly during the evening hours; everybody,
that is, except the advertisers whose use
of evening radio has paid generous divi-
dends. For example: the Scott-Mitchell
House Drill Co., which offered its drills for
$2 a set in one-minute participation com-
mercials broadcast three times a week for
four weeks on the Bohemian Band program
on WNAX Yankton, S. D. One of the
station’s most popular features, the Bole-
mian Band plays request numbers each eve-
ning, Monday through Friday, 6:15-6:30
p-m. During its four-week campaign, Scott-
Mitchell received 1,977 orders, totalling
$3,954, for which it paid WNAX $360, or
18.2 cents per order.

ASSOCIATION

THE NEWLY-CHARTERED Truck Drivers
Assn. of America, which established head-
quarters in Charlotte, N, C., a few months
ago, needed two things—to build member-
ship and to create public recognition of
TDAA and its purposes of promoting high
safety standards on the highways and better
understanding between members of the

BROADCASTING ® TELECASTING

NEW
NIGHTTIME
RADIO
that SELLS

A ' SEVEN
5 pm to midnight HOURS
of the
Mmost
exciting
listening
ever to hjt
nighttime
A living chronicle of Denver after dark. rndio s
Charlie Roberts, Warren Chandler, OI'IVWI'Iere!

Starr Yelland, Tom Carlisle with 3% hours
of direct contact with all thaf goes on

in'Denver—by remote broadcast . . . by telephone. And ... 3% hours

of kindred programming: NEWS . . . local, regional, national,
international, business . . . with Ed Murrow, Lowell Thomas,
Carl Akers, Warren Chandler, Sheldon Peterson. SPORTS ... with
Starr Yelland, Tom Harmon. MUSIC . . . top tunes, old tunes.
“'Denver at Night” is hard-selling, result-getting.
Sell your product on *‘Denver at Night”

CES FOR THE ROCKY MOUNTAIN AREA

DENVER

WIPRESENYED BY THE KATZ AGENLY

September 19, 1955 o Page 109



"HORSE AND RUGGY
METHODS WONT DO

BURKE-STUART COMPANY, Ju.
&d%amd‘kkw&ngbﬁWz&pﬁﬁwﬁﬁmﬂ

MEW YORK - CHICAGQ - DETROIT - LOS ANGELESY - SAN FRAMCISCO

3 out of 4 listen 1o WCFL

WICFL se1 an all-time Chicogo listening oudience recard, with
of setsin-use uned 1o White Sox -Yankees broodess, accoeding 1o an

importial July 1% Pulse surveyl

ICFL i {

CHICAGO'S FASTEST GROWING STATIOM
50,000 WATTS . 1000 ON THE RADIO DlAL

Burke-Stuart Co,, Ing., National Representfatives

4 LY | i £
EATE Adpidds X i
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trucking industry and the general public.
As its only medium of accomplishing these
purposes, TDAA became host to The High-
way Traveler Show, weekly quarter-hour
on WBT Charlotte. After eight weeks,
TDAA reported: membership up and still
climbing, applications for honorary member-
ships from companies in allied industries,
an impressive number of calls from repre-
sentatives of the trucking industry and ap-
preciation for an outstanding job in estab-
lishing the new organization in the public
consciousness.

AUTO DEALERS

ONE THING leads to another, particularly
when the first is a successful radio cam-
paign. Take Dana Hudelson Inc., Cham-
paign, Ill., Ford dealer, as Example A. With
a large stock of new Fords on hand, the
dealer decided to try to dispose of them over
a weekend and purchased $450 worth of
chain break announcements on WDWS
Champaign for a two-day saturation cam-
paign. The two-day sale, also promoted
with newspaper space, sold 78 new cars.
This was fine, but it posed a new problem:
what to do with the used cars accepted as
trade-ins. This was easy to answer: use of
another saturation chain break announce-
ment campaign on WDWS, which disposed
of 38 used cars over a single weekend.

TO CELEBRATE its third anniversary as a
Chattanooga, Tenn., Ford agency, Bert
Brown Motors used a three-day saturation
campaign, Aug. 28-30, with 35 spots per
day, run of schedule, on WDOD in that city.
The spots, with copy written by the WDOD
continuity department, all used two voices;
some opened with “Happy Birthday”; others
had fanfare. In addition, the auto firm also
sponsored a remote disc jockey show from
its showroom. Total time costs: $530.
Results: sale of 34 1955-model Fords total-
ing approximately $88,400.

A YEAR AGO the Coen Pontiac Co. of
Owosso, Mich., was not using any radio.
Then, WOAP Owosso persuaded the firm to
begin a campaign of five announcements a
day, seven days a week. The taped spots,
which use music, sound effects and gimmicks
in addition to prices, terms and deals, are
spread throughout the day, from early
morning to late afternoon and cost the
sponsor $320 a month. Since starting the
use of radio, Coen has jumped to second
place in new car sales in a five-state area,
figured on a per capita basis. The present
campaign, which runs for a year, will be
doubled when the new Pontiacs are intro-
duced, according to company plans.

SATURATION radio campaign of jingles and
reverse-action gimmicks, supplemented with
monthly five-hour on-the-spot broadcasts,
sponsored by Westlake Chevrolet Co. of
Seattle on KOL in that city has achieved
quick popularity with the public and set
new sales records for the advertiser. When
other auto dealers saturated Seattle radio
with such gimmicky slogans as “Cross over
the bridge,” “Drive through the tunnel,”
“Automobile department store,” “Jesse
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A

and not maype!

In Out-of-Home Audience

Station "B" 12.0%,

This is a survey—not just an opinion.
PULSE made it— this summer—of the huge
out-of-home radio audience in Washington, D. C.

WWDC has this big extra bonus audience locked up tight.
b . About one-quarter of this entire listening audience sets
its dial to WWDC—and stays there, day and night,

WWDC is dominant 83.5% of the time.
" What are your plans for selling the

, R 3.5% always-rich Washington market? You can hardly
: do without WWDC. Get the whole story about this sales-producing
ﬂ 3.0% station from your John Blair man.

N 207 In Washington, D.C. it’s
[
1.8%  Represented Nationally

by John Blair & Company
e

MISC. 14.2%,

The Pulse, [nc, Repors: Summer, 1955
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MOST FOR MONEY

What is radio’s potential fo adver-
tisers?
Answer:

112,400,000 home-hours of listening
per day. (Total radio homes times
hours of listening per home per day.)

Nielsen Radlo Index, March-April, 1955

James rides again” and the like, Westlake
countered with “We dont rob banks or
defenseless old women,” “You don’t have to
go delirious in a department store,” “You
don’t have to cross any bridges or crawl
through any tunnels” and added such affirm-
ative slogans of its own as “The dealingest
dealer in the Pacific Northwest.” The spe-
cial showroom broadcasts, on Saturdays

from 10:30 a.m. to 3:30 p.m., with KOL
disc jockeys, dancing girls, free balloons,
etc., and a production man on hand to
translate new ideas into sales copy, pro-
duced average sales of 40 cars per broad-
cast. For the six-month period, March
through August, Westlake Chevrolet sales
have increased 41.3% over the same period
of 1954, Expenditures on KOL have aver-
aged $1,000 a month.

TO MEET the “announcement day” of a ri-
val auto dealer, Cherry Motor Co, Rock
Island, Il., Pontiac and Cadillac dealer, last
November bought a saturation spot cam-
paign of 27 announcements, all that were
available that day, on WHBF Rock Island.
The success of this one-day radio venture
was such as to encourage the advertiser to
continue with a lighter daily schedule on the
station. Then, in February, the advent of

SUNDAYS—MONDAYS and ALL DAYS

WOLF

has a lion’s share of audience

Sundays (daytime)

Monday
thru Saturday

Mornings 8 A.M.-12 noon

32.6% Ist Place

WOLF

share of audience

16.9% 2nd Place

Afternoons 12 noon-6 P.M.

33.3% 1st Place

Evenings 6 P.M.-10:30 P.M.

29.7% 1st Place

RATING for RATING - RATE for RATE
in CENTRAL NEW YORK it's

FREE . . . Get the whole
story (Spring 1955) covering
home-auto-store listening, 4 and
8 year trends, TV operating

hours. Included are the basic
market facts on population,
lahor force, industrial work

hours, automobiles, telephones,
and monthly sales comparisons.
Ask for your copy of The Syra-
cuse Inside Story.

WOLF

Yan Rensselaer and Kirkpatrick Streets
Svracuse, N.Y. Phone 2-7211
1490 K. C. 250 Watts
ON THE AIR—6:00 A.M. to 2:00 A.M.

NATIONAL SALES REPRESENTATIVES—THE WALKER COMPANY
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his 20th anniversary sale enabled WHBF
to sell Cherry Motor Co. a sustained satura-
tion campaign, lasting from February 27
through June 7, with 23 spots a day, Sunday
through Saturday. Since then the auto
dealer has continued with a light schedule,
planning to resume the saturation spots in
November. In a letter to the station, L. E.
Rizor, general manager of Cherry Motor
Co., reports: “We estimate an increase in
sales of about 10% over the previous year
when we were not employing such a cam-
paign, and at the same time we have effected
an increase in our advertising expenditures
of only about 314%.”

A FIVE-MINUTE program, Spotlite on an
Auto, taped on the used car lot of Way-
Dencoyer Chevrolet and broadcast four
times a day on WTVB Coldwater, Mich.,
at a monthly cost of about $500, has
doubled the used car retail volume of the
company, which now wholesales nothing in
the used car line except the “iron” left over
at the end of the last trade, turning the used
car business into a profit instead of a loss
for this dealer.

PERSONALIZED announcements, incorporat-
ing the taped voices of its salesmen, placed
on a schedule of 10 spots a day, seven days
a week, on WHMP Northampton, Mass.,
increased business over six months for Blyda
Ford Sales to the point where it kept 10
salesmen busy almost around the clock, pro-
ducing 395 new car sales for a total radio
expenditure of $4,520.

SALE OF 145 new Pontiacs in a single
week as the result of a saturation cam-
paign of spots and programs on WFBM
Indianapolis was achieved in mid-July by
Hedges Pontiac Co. in Indianapolis. The
radio schedule included 50 one-minute an-
nouncements, broadcast throughout the day
and evening; remote originations of the sta-
tion's three-hour afternoon disc jockey show
(2-5 p.m.) from the dealer’s showroom on
Thursday and Friday and a special remote
on Saturday morning; a one-hour live-talent
show, which originated from the showroom
Thursday, Friday, Saturday at 7-8 p.m.
Total cost to the advertiser was $2,691. As
a result of this one-week campaign, the
Hedges organization has signed a 52-week
contract for 1,000 announcements with
WFBM, plus three additional remotes and
13 five-minute programs.

USING one announcement a day on KFRO
Longview, Tex., the W, C. Barrow Used Car
Lot in one month’s time sold $4,000 worth
of used cars.

LATE LAST FALL Bob Arnold Motors, Bir-
mingham Ford dealer, concentrated his new
car advertising on WVOK Birmingham, buy-
ing two 15-minute segments of a personality
show per day, mid-morning and mid-after-
noon, Monday through Saturday, plus four
quarter-hour segments, approximately an
hour apart on the station’s all-Sunday-after-
noon personality program. Arnold’s imme-
diate spurt in sales inspired another Ford
dealer, O. Z. Hall in North Birmingham, to
emulate his competitor and buy another
WVOK personality show for two 15-minute
segments a day, Monday through Friday,
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plus the station’s hour-long weekly live
talent Dixie Jamboree, which he moved to
his showroom. Rivalry between the dealers
was taken up by the personalities who
fanned listener interest with an on-the-air
“feud,” Ford Motor Co. records in Atlanta
now show these two dealers leading in sales
for the entire district. Success of the two
Ford dealers has brought Kirksey Motors
(DeSoto-Plymouth) to WVOK with a daily
15-minute strip at 12:45-1 p.m., Monday-
Friday, and 7:30-7:45 a.m. Saturday, and
Al Dement Chevrolet Co., using week-end
saturations of 10 one-minute announce-
ments on Thursday and Friday and five on
Saturday, bringing WVOK's total local auto
time sales to over $6,000 a month, exclusive
of talent.

FOMERLY a non-believer in radio advertis-
ing, the Sam Fleming Buick Co., Fort
Worth, Tex., six months ago bought a 70
spot saturation plan on KFJZ there. Results
were so astounding, according to the firm,
that ‘“there have been but few days since
the beginning" that it hasn’t utilized the
station for promotion and car sales. The firm
claims to have done more than $2.5 millicn
business and delivered 1,100 cars during
that time. In a recent two week period
utilizing only KFJZ to advertise, the firm
sold more than 75 cars in one week-end.

WHEN the Eager Beaver used car lot in
Beaumont, Tex., went into business it
bought 12 announcements on KJET there.
During the first week the lot sold all 12 cars
that it had at an average price of $225.
Every week KJET has been credited with
selling at least three or four automobiles off
this lot.

TO GET RID of an overstock of used cars,
Pinney & Toplift, Dodge-Plymouth dealer of
El Centro, Calif., bought a three-day pack-
age on KXO EI Centro, including an hour
and a quarter on Thursday and Friday,
broken up into five different programs, and
all available time (about five hours}) on
Saturday, at a total cost of $210. “We put
the dealer himself on the microphone, along
with his sales manager and staff of sales-
men,” KXO reports. “There was some patter
between our announcer at the station and
the salesmen, broadcast directly from the
used car lot. The result was the sale of 14
used cars, whereas the average is three to
four over the three-day period. The value of
the 14 cars sold was approximately $12,300.
He stayed open all day Sunday and, in addi-
tion, sold seven cars, valued at $6,300, more
than three times the Sunday average.”

TWENTY-ONE automobiles sold by 20 one-
minute announcements. Thats the story of
Sagner Motors, Nash dealer, and KPOJ
Portland, Ore. Live announcements were
used, four a day over a five-day period, pre-
dominantly between 7 and 8 a.m. and 4 and
6 p.m. The campaign cost $160. It resulted
in the sale of 13 new cars and eight used
cars, counting only those sales which were
attributed directly to radio.

ANOTHER automobile success story is re-
ported by another Portland station, KXIL.
This is not a one-day or one-week campaign.
but one that has continued for a full year,
since last September. The advertiser, Corder
Motors, is the Oldsmobile dealer in Van-
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couver, Wash., directly across the Columbia
River from Portland. His campaign consists
of announcements on all KXL disc jockey
shows, always accompanied by the strains
of “Cross Over the Bridge,” costing Corder
overall about $450 a month. These an-
nouncements have persuaded so many people
to cross over the bridge that Corder’s sales
are greater than the two Oldsmobile dealers
in Portland, whose 375,000 population is
five times that of Vancouver.

PORTER PONTIAC CO., Fort Worth distrib-
utor, was finding business slow following an
influx of volume auto sales outlets in the city
in the spring. So Porter bought a one-week,
40-spot saturation package from KNOK
Fort Worth, using straight commercials
which told the public that this was an old

NETWORK BARGAIN

What about the new patterns in net-
work timebuying?

Example: 5-minute news show, 3
times nightly, 4 nights o week (one ad-
vertiser).

Homes Reached: 8,484,000 in 4
weeks, or 18.5% of all U. S. radio
homes. 3,926,000 of these are tv
homes; 4,558,000 are non-tv homes.

Total Monthly Cost: About $45,000—
less than the cost of a single nighttime

tv broadcast,
Nielsen Radio Index

5000
WATTS

V/ STILL YOURBEST BET

KENTUCKY’S OLDEST AND
MOST POWERFUL REGIONAL

WLAP =

(Licensed Sept. 15,

RADIO BUILDING
LEXINGTON, KENTUCKY

in the
BLUEGRASS
COUNTRY

AFTER MORE THAN
THREE DECADES
OF BLUE RIBBON
BROADCASTING

1922)
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There's :

Here's a rave television buy. A big,
booming market completely isolated
by mighty mountains, separated by
miles from the state’s two other pop-
ulation centers and served only by
KIMA-TV with its satellite KEPR-TYV.
For the fabulous facts and figures on
this important segment of the Pacific
Northwest contact our representa-
tive—he’s gol "em . . . you need "em.

KIMA-TV

YAKIMA withy ity Aokl

KEPR-TV=<

NHATIONAL REPRISENTATIVIS: WEID TILE ¥VISJON

PACIPIC MORTHWEST: MOOAL ANS LUNS
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established firm which had autos for sale
at a fair price but with no gimmicks such as
free elephant rides. That was the best week
Porter had had in months, with 22 Star
Chief Pontiacs sold before it ended.

A THREE-DAY saturation campaign on
KWTO Springfield, Mo., using $278 worth
of announcements broadcast betweea 8 a.m.
and 8 p.m. on June 29, 30 and July 1 this
year, resulted in the sale of more than 50
new Ford cars over the Fourth of July week-
end for Fellini-Dukewits Inc., Springfield
Ford dealer. Announcements were written
in ballyhoo style by KWTO’s continuity
editor.

ANOTHER radio saturation success story in
the automotive category comes from Beck-
ley, W. Va. Duncan Catron Motor Co.,
Dodge-Plymouth dealer, purchased a day-
and-a-half saturation campaign (60 spots)
on WILS Beckley for $130 and sold 17 used
cars of which seven were specifically re-
quested through the name of WJILS. One
car, a 1950 Chrysler, was sold in three
minutes by Joe Gries, former owner and an-
nouncer for WILS.

TO ADVERTISE a one-day sale last spring,
Koerner Motors, largest Mercury-Lincoln
dealer in Rochester, N. Y., began its radio
schedule two days before its newspaper ads,
airing thirty-five 20-second run-of-schedule
spots on WVET Rochester and selling eight
new Mercuries before any other advertising
broke, all directly traceable to the radic an-
nouncements, a volume of $24,000 for an
expenditure of $105. The next two days,
when WVET spots continued in conjunction
with the newspaper space, were the biggest
in the company’s history.

HOW DOES radio work? Sometimes like
this, from a letter written to WKBS Mineola,
N. Y, by the used car manager of Bay Pon-
tiac Inc., Manhassett, N. Y. “After just two
spots we had an immediate response when a
customer from Syosset, which is normally
way beyond our scope of operation, came in
to the showroom and asked to see the car
which we advertised over WKBS at 7:40 that
morning. Suffice it to say, he bought the car
and a profitable deal only because we
reached him through your medium . .. I
might also add that the costs are negligible
for the results accomplished.”

A REGULAR SCHEDULE of the morning
newscast, 7:45-8 a.m., plus two announce-
ments a day on KLWN Lawrence, Kan,, is
used by Morgan Mack Motor Co. of that
city, which also, about once a month, tells
KLWN to “schedule an announcement
wherever it can be used to good advantage.”
Last such promotion of 10 newscasts and 80
announcements (at a total cost of $203) pro-
duced the biggest 10-day period in the firm's
11 years, with new car sales 250% of quota,
new truck sales 175% of quota and used
units 177% of quota. The station quotes
the motor company’s president, L. E. Mor-
gan, as follows: “My sales staff makes two-
thirds of our sales. KLWN makes the other
third."”

COUGH REMEDY

A COUGH REMEDY was advertised for three
months, December 1954 through February
1955, with five spots a day, Monday through
Saturday, on WHKY Hickory, N. C., by
a local wholesale house. Total sales of
25,000 bottles at $0.75 each, or $18,750,
were reported by the advertiser who spent
$850 for the announcements on WHKY,
the primary medium used.

DAIRY

JUVENILE AUCTIONS, with paper carton
point tabs torn off the top of milk cartons
used as currency, has built in-store sales to
the saturation point and has increased home
deliveries for a local dairy of Clinton, Iowa,
which for 14 months has sponsored the
auctions, broadcast Saturday mornings,
10:30-11, on KROS Clinton. At the last pro-

COMPLETE COVERAGE

How daes radio compare wit tv in
its obility to cover the U. S.?
The ownership-coverage story os of
July, '55:
Per cent of ofl homes which
could be reached by:
Television Radio

In the Northeost 0% 97%
In the Eost Central 78 96
In the West Central 67 97
In the South 52 ?5
In the Pacific 70 96

Significance: In the Northeast, you
can reach almost as many homes with
a tv show as with a radio show, assum.-
ing you can buy moximum focilities.
But in the South, almost half of all
homes con’t be reached by tv; o rodio
show, however, can theoretically get

into all but 5% of southern homes.
Xfelsen Radio Index

gram, when a boy’s bicycle was auctioned
off, more than 1,000 children filled the thea-
tre to capacity and more than two million
points (at one point for each quart of miltk)
were taken in on that single auction. Overall
sales have risen over one third in total
volume.

DEPARTMENT STORES

THE GREATEST SALE the town has ever
known. That's the description of the July
Clearance Sale of Leggett’s Department
Store of Wytheville, Va., advertised with a
saturation Spot campaign broadcast the week
preceding the sale on WYVE Wytheville.
“The first day of the sale, the streets were
congested with people,” the station reports.
“The sidewalk traffic was so great that it
was almost impossible to walk up the street.”
The store’s income was “increased greatly
at a small cost of $300 for radio advertising.”

HALE-DAYS are apt to be bad business days
for department stores. That's as true in
Toccoa, Ga., where the stores close Wednes-
day afternoons, as anywhere else. But Belk-
Gallant Co., the city’s largest department
store, has found a way to pack customers
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in on Wednesday morning through its
“Wednesday Morning Radio Specials,” ad-
vertised only on WLET Toccoa. Punchy,
hard-selling announcements—three on the
store’s Parade of Stars program on Tuesday,
an additional spot on Tuesday evening and
two early morning spots on Wednesday,
about $10 worth of time in all—giving de-
scriptions and prices of the radio specials,
keep the store filled that half-day week after
week, sometimes to the extent that the store
managers had to wait on customers them-
selves, WLET reports.

LOVEMAN'S INC., large Chattanooga de-
partment store, took a single morning an-
nouncement on WDEF of that city to adver-
tise men’s slacks, with no other advertising
used. Results: sale of 53 pairs, $477 worth.,
Cost of the announcement: $7.

CELEBRATING its eighth birthday with an
anniversary sale this August, People’s De-
partment Store of Port Angeles, Wash.,
bought 24 five-minute store-originated pro-
grams daily for four days, plus 35 to 50 an-
nouncements a day for 10 days on KONP
Port Angeles. The programs were broad-
cast every half-hour, 9 am. to 9 p.m.; the
announcements ran from 6:45 a.m. to 10:30
p.m. Announcement copv opened with an
identifying jingle and lead-in produced and
transcribed by the station. Programs, featur-
ing a continuing “mystery sound” contest,
advertised a line of major appliances. In
four days, the firm sold 55 refrigerators,
ranges, freezers, dryers and washers, which,
says KONP, “may well be a record in a
town of 12,000 population.” First-day sales
totaled $25,000. Overall volume was the
greatest for any 10-day period in the store’s
eight-year history, including pre-Christmas
seasons. The KONP saturation schedule cost
$1,866 for the full 10 days.

FEED STORE

STUART FEED STORE used a package of
eight announcements in one week over
WSTU Stuart. Fla. (cost, $11.50), inviting
listeners to bring in a sample of their well
water for analysis. With a home market of
only 3,000 in the station’s area, 45 persons
responded, 42 of whom said that radio had
brought them in.

FRUIT PICKERS

TWO ANNOUNCEMENTS, broadcast at
6:55 a.m. on Wednesday and Thursday, on
WHYL Carlisle, Pa., asking for fruit pickers
at the C. A. Lehr Orchards of Linglestown,
Pa., brought so many pickers that some had
to be turned away. So impressed was Mr.
Lehr with the power of radio—and WHYL
—that when he wanted to advertise a cattle
sale, he cannily confined his advertising
expenditure to a single announcement.

FURNITURE STORES

THE PROBLEM: To convert Shepard Furni-
ture Co. of Austin and Corpus Christi, Tex.,
from a user of full-page color ads in news-
papers to a radio advertiser. The solution,
as devised by KTXN Austin: a “full page”
of radio, i.e., sponsorship of all time avail-

BROADCASTING ® TELECASTING

s0 you’'re interested in

~.
STATION

PROMOTION!

Being the dominant station in the Wheeling-Steubenville Market by every accepted
method of audience measurement, we could sit back on our laurels, but, because
we believe a good TV program will do a better job for the advertiser if properly promoted, wé
give our advertisers every possible assistance,

resulting in this remarkable record:

2. MARCH, 1954
Runner-Up premotion prize “The
Bob Hope Show": Young & Rubicam
for General Foods.

3. APRIL, 1954

WTRF=TV came on the air.

First Prize in Nation for promotion
of “The Big Story": Sullivan,
Stauffer, Colwell & Bayles for Pall
Mall Cigarettes.

|
1. OCTOBER, 1953

4. OCTOBER, 1954

Second Prize in Nation for pro-
motion of “Lux Video Theatre™:
Lever Brothers for their products.

5. NOVEMBER, 1954
Runner-Up merchandise prize for
Bulova spot campaign: Biow.
Strictly a merchandising award.

6. DECEMBER, 1954
First Prize in Nation for “Football
Forecasts”: B.B.D.0. for DuPont
Zerone and Zerex. Promotion and
Merchandising award.

7. MAY, 1955

First Prize in Natlon for "Lux
Video Theatre'': Lever Brothers for
their products. Premotion and
merchandising award.

nel
W, 8. JuLY, 1955
R First Prize in Nation for “The Bob
. Hope Most Beautiful Bride Promo-
H“-&'_L_.—__—___.--dﬁ tion"': Bureau of Industrial Service
= for General Foods.

In every case there were mere than 75 stotions compeling for these awards.

And WTRF.TV has conducted some other outstanding local
projects: "Annie Dakley Shooting Match,” “Clarabell the
Clown Promation,” *Spring Fashion Parade,” "'The
Fairmont Story,” “Wheeling Old-Fashioned Bargain Days
Event,’ “Better Homes Shows,” “Wild Bill Hickok

Shooting Match,” etc.

When panning any TV program, consider WTRF.TV's
dominance; its aggressive promotion and merchandising
know-how; its 316,000 watts—truly the BIG station in a
rapidly growing Billion Dollar Market. For availabilities,

call Hellingbery or Bob Ferguson, VP and ]

General Manager, Wheeling 1177. B F

WHEELING, W. VA. .55

. Equipped for network color
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SHARE OF Mon. thru Fri. Mon. thru Fri.
RADIOQO AUDIENCE | 8:00 A.M.-12 Noon 12 Noon-6:00 P.M.
latest —ycuE 32.2 32.7
Hooper [ Siation B 29.5 28.3
ratings | Station C 27.0 21.6
MarskAvril [ Syovion D 4.2 9.3

proof positive

WCUE
.o FIRST
~AKRON

AUDIENCE ON WHEELS

What's the Auto-Plus—the ratio of
auvtomobile radio listening to in-home
listening?

Answer:

As high as 64% nationally. During
June at 8:30-8:45 p.m. (NYT) Satur-
days, 64% as many families used car
radios as used home radios. This meant
a total of 1,743,000 families using car
radios.

A, €. Nielsen Co.

wcue <+ » Akron’s only Independent—we're home folks.
TIM ELLIOT, President

John E. Pearson Co., National Representatives

AT THe CENTER I OF GONVENIENGE

-
4

il : H ..
JHOTEL |
LEXINGTON| .
Lexington Avenue
at 48th Street

\
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able on the station for a weekend. The prep-
aration: as thorough as if the job had been
artwork and layout instead of programs and
announcements. The cost: $500, including
20 teaser announcements used the day prior
to the sale. The results: By 10:30 the next
morning encugh merchandise had been sold
to cover the entire cost of the promotion;
in all, $10,000 worth of goods were sold
during the weekend. The sponsor was so
pleased he duplicated his initial radio buy
to continue the sale an additional week,
achieving the same result. He has since re-
peated the promotion on KTXN and is now
a firm believer in radio.

FOR A TOTAL investment of $3,884 in one
minute spot announcements on daytime
KANYV Shreveport, La., an unidentified local
furniture and appliance dealer, during a
three-month campaign, received direct re-
sponse of $46,000 in new business. Spots
were scattered throughout the day’s schedule.

AFTER its initial venture on radio and KLIF
Dallas on a continuous basis, Smith Furni-
ture Co. found the results “very gratifying.”
Sales for the first quarter of 1955 were up
62% over the same 1954 period.

RADIO and WFIW Fairfield, Ill., were found
by the Howrey Furniture Co. to be very
successful vehicles for pushing merchandise,
particularly bedroom suites. Howrey spent
$270 on WFIW in 30 days, running 90 one-
minute spots and 150 ten-second spots offer-
ing bedroom suites at an exclusive sale price.
A total of 56 suites at $170 each was sold
during the campaign (a dollar volume of
$9,520). Spots were run from 6 a.m. to 6
p-m., Monday through Saturday.

DAY IN, day out, seven days a week, 365
days a year, Woods Fumiture Stores of
Stephenville, Tex., sponsors a quarter-hour
noontime show on KSTV in that city at a
cost of $2,160 for the year. There are three
commercials on each broadcast, partially
ad libbed. Results: sales up 31% and still
climbing; the original store enlarged and a
second store opened in the suburbs, with a
top week of $12,200 in sales for the sponsor.

GROCERY

RADIO COMES in all sizes, for the smallest
local advertiser as well as the largest na-
tional account. WJER Dover, Ohio, sends
the following report on how radio can help
a small business build. “Collin’s Market is
a small—was a small fruit stand, three miles
from the center of New Philadelphia, our
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STANDARD _

SHORTY-TUNES

;illrltilr releases B
of 20 current and 1
standard pop tunes— 4

pcach averaging only .. pyipypes

One year ago SHORTY-TUNES introduced a much needed new service
to radio stations. Response was immediate and enthusiastic. Volume
has reached the point where substantial savings can be passed on to
our customers.

The new reduced monthly price for the entire release of 20 SHORTY-
TunNEs will be only $8.50, effective immediately.

Shorty-Tunes Present Outstanding Instrumental Talent — During the
coming months, Shorty-Tune recordings will be made by some of the
greatest names in the popular music world. Such as Billy Mills, Bar-
bara Caroll, and Johnny “Scat” Davis, in addition to the impressive
list which already includes Lawrence Welk, Russ Carlyle, Buddy
Cole, Ray Pearl, David Le Winter and many others.

A Service Tailored to Fit into Tight Program Schedules — Every month
SHORTY-TUNES releases ten top pop tunes and ten outstanding stand-
ard hits—twenty selections in all—recorded by top recording bands
and combos. Tunes average only 114 minutes in length. Allows you
to squeeze in that precious extra minute you need for an extra com-
mercial and better programming.

NO CONTRACT REQUIRED—BUY OUTRIGHT—FOR ONLY ‘85 A MONTH

BROADCASTING ® TELECASTING

A Post Card Order Today Will Start You Off—Find out how Shorty-
Tunes can save money and make money for your station. Simply

drop us a card telling us to send you the current release as a trial
for only $8.50.

STANDARD

RADIO TRANSCRIPTION SERVICES, INC.
340 N. Michigan Ave., Chicago 1, Il
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STATIONS

are powerful enough
and popular enough
to register audiences
in radio survey ratings
of both Los Angeles
and San Diego.

Of these top four,
KBIG is

® #1 In San Diego

® #3 In Los Angeles
® the only independent
® the least expensive

® the lowest cost per
thousand listeners

Any KBIG or Robert
Meeker Account Exec-
utive will show you

the documents.

The Catolina Station
10,000 Watts

Jac

JOHN POOLE BROADCASTING CO.

6540 Sunset Blvd., Hoflywood 28, California
Telephone: HOllywood 3-3205

Nat. Rep. Robert Meeker & Assoc. Inc.

TRAFFIC JAM

When is the peak period for national
auto radio usage?

Answer:

In June, it was Sundays at 5:00-5:15
p-m. (NYT) with 2,590,000 families
using car radios. This represents @
bonus of 51% to the in-home listening

level at the time.
A. C. XNielsen Co.

neighboring town. Two years ago Christ-
mas he advertised Christmas trees—sold out.
Started a schedule of three spots a week.
For a year he has been on a consistent sched-
ule of 20 spots a week, earning our end
rate of $1.87, and has consistently paid us
$40 per week on a cash weekly basis, or
$2,080 for the year. His store is now a small
supermarket and still growing, all through
WIER. Uses saturation spots, five on Mon-
day, five Thursday, 10 Friday. Runs same
early morning to late afternoon.”

BEFORE BEGINNING its sponsorship of
three five-minute news programs six days a
week on KDEF Albuquerque, Mike’s Super
Market was advertising via newspapers and
handbills and grossing about $7,000 a week,
an average for 16 weeks following the open-
ing of a big new store. After 26 weeks of
newscast sponsorship and without use of
handbills, newspapers or other advertising,
Mike’s gross had increased to $11,000 a
week. Cost of the KDEF campaign: about
$500 per month.

CANNED PEACHES were advertised by H.
Traub’s Sons, Savannah wholesale grocer,
on its participations on the WSAV Party
Line morning program on WSAYV Savannah.
Broadcast Monday-Friday, 9:30-9:55 a.m.,
the Party Line features music, a daily quiz
question and telephone calls to listeners.
Traub's five participations during the first
week it used the program advertised canned
peaches and pointed up one test score. The
only other advertising was a point-of-sale
display. Up to the use of radio, this test
store had sold two cases of canned peaches
a week on the average. During the radio test
week, the store sold 18 cases of the same
brand of peaches.

PLANNING a close-out sale for July 14, 15
and 16, Nossetts Friendly Grocery of Prince-
ton, Ind., contracted for 10 spots a day on
WRAY Princeton, starting around noon on
July 13. By midafternoon the store was sold
out of many items. (The sale was not sched-
uled to begin until the next morning.) By
the end of the 14th, first actual day of the

PASSENGER LIST

How many listeners per car radio in
use?
Answer:

As high as 3.4 listeners per set, Sun-
days at 6-9 p.m.

As low as 1.4 per set, weekdays at
3-6 a.m.

A. C. XNielsen Co.
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KBIF

NOW FRESNO'S #1
RADIO STATION

One year ago, Conlan’s
annual Fresno survey showed
KBIF the #6 station. Summer
1955 ...

KBIF...most popular of
all seven stations. Today
KBIF holds one-fourth of the
morning audience...one-fifth
of the afternoon and evening
tune-in...22.1% average
sunrise-to-sunset. The next
three stations cluster at 16%;
the other three, lower.

Fresno Radio reveals a NEW
LOOK with NEW KBIF:

PROGRAMMING centered
on The Big Four Disc
Jockeys — Dave Maxwell, Bill
Barnard, Bob Ulrich, Jim
Bailey—with “Music You Like,
and Just Enough News,

All Day Long”

STUDIOS moved to lobby
fioor of Hotel Californian,
center of Fresno business
and social life.

TOWER .. .400-foot
center-loaded, output upped
20%, with transmitter
moved to Fresno site of top
conductivity.

COVERAGE of over a

million people in eight rich
San Joaquin Valley Counties.

PROMOTION in outdoor

spectaculars, newspapers,
theatres, on-the-air.

Check your KBIF or Robert
Meeker contact for the full
story on the NEW KBIF.

FRESHO'S GREATEST INDEPENDENT

KBIF

JOHN PODLE BROADCASTIHG COMPANY
General Offices Calfornian Hotel
Fresna, Calif. « el

900 kilacycles
1000 watts

Praee: Frésno 6-07%]
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You need BIG coveroge for BIG South Texos. Thot's why you need BIG WOAI clear
channel radio. With this single advertising ''buy", you get effective metropolitan
coverage PLUS your shore of South Texos' millions in retail sales.

Put thot fall schedule on WOAI '‘Radio South Texas”, the only fuli time 50,000 watt
station in San Antonio. For 32 years,*'clear channel 1200" has been the voice of

great South Texos.

DAYTIME NIGHTTIME

Texas Percent Retail Texas Percent
Counties | Coverage Papulation Families Sales Counties| Coverage

Population

Families

Retail
Sales

61 150-100% (1,580,700 416,100|$1,471,447,000 72 [50-100%

1,636,400

434,700

$1,549,036,000

125 |10-100% |2,872,000|766,000|$2,862,834,000 171 [10-100% 3,117,700

1,007,700

$3,530,586,000

In the daytime, WOAIl also covers 14 counties in New Mexico,
3 in Celorade, & in Arkansas, 5 in Lovisiona, ond 4 in

At nighl WOAL alsa covers 30 caunties in New Mexico, 13 in
Arizona, 21 in Colorode, 37 in Kansas, 42 in Arkansas, 21 in
Mississippi, 2 in Alabome, 5 in Illinois, 35 in Lovisiana, 15

Oklahome, in Missouri, 11 in Nebraska, 27 in Oklahoma, 3 in Utah, and

4 in Wyoming.

No other single South Texas medium can reach so many people, so many times, for so little

money. For BIG South Texas—it takes BIG WOALI!

Ail market and coveroge statistics are from Sales Manage-
ment's Survey of Buying Power, 1955, and SAMS, 1952. For
complete coverage and morket dota, write WOAI or ask any
Petry man for your copy of the '1955 Coverage and Market
Story" of WCAI ""Rodio South Texas”, NBC in Son Antonio.

Represented nationally by

EDWARD PETRY & COMPANY, INC, SAN f I.“.O" |0
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WOC-TV Sells . . . because it offers the advertiser:

39 Towa-Tllinois counties with a population of 1,558,000.*

39 Iowa-Illinois counties with 481,700* families, 62% of which
have TV sets {as of January 1, 1955).

39 Iowa-Illinois counties with an annual Effective Buying Income
of $2,455,303,000.*

39 TIowa-Illinois counties that spend $1,800,717,000* a year in
retail outlets.

WOC-TV Sells . . . because it offers the advertiser:
Maximum power—100,000 watts video—transmitted over a 602-
foot-high antenna system on Channel 6.
Basic NBC programming plus market-WISE local programming.
A responsive audience that sent this station 157,422 pieces of
program mail in 1954—82 per cent of which was in response
to local, studio-produced programs.

WOC-TVY Sells . . .
because its 6 years of telecasting experience make it the channel

that is watched throughout the Quint-Cities area. To find out

more about what WOC-TV offers the advertiser, write us direct

or contact your nearest ¥ & P office.

* 1955 Sales Management “Survey of Buying Power”
Col. B. J. Paimer, president « Ernest C. Sanders, resident manager

BETTENDORF AND DAVYENPORT
IN [OWA
ROCK 1SLAND, MOLINE
AND EAST MOLINE
IN ILLINOiS

The

QUINT CITIES

HOME AUDIENCE

How much radio listening is done
per home?
Answer:

2 hours, 27 minutes per day.

In radio-only homes the total is 3
hours, 43 minutes per day.

In tv homes, the total is 1 hour, 55
minutes per day {in addition to 5 hours,

5 minutes per day of tv viewing).
Niclsen Radio Index, March-April. 1055

¥

...ONe equals two on WL

... a distinguished member of the Crosley Group

Exclusive s$ales offices: New York, Cincinnati, Dayton, Columbus, Chicago, Atlanta, Miami
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advertised three-day sale, it had to be con-
cluded because the entire stock of groceries
was gone and there was nothing more to
sell. “The store owners were too busy wait-
ing on customers to talk to the newspaper
ad man and we lost 30 spots that were
scheduled to run on July 15 and 16,” WRAY
reports, commenting, “Somctimes, maybe,
you can be too effective.”

USING ONLY WLPO La Salle, Ill., the Wal-
nut Cheese Co. jumped its sale in four
months from 9235 pounds to 2,400 pounds
of cheese weekly. Walnut sponsors Recipe
Rourdup, a 15-minute, 3 times weekly pro-
gram, on which stress is placed on the uses
of various cheeses, how to keep cheese fresh
and background material about various types
of cheeses. Ad lib copy is used, recorded
by the firm’s two cheesemakers, Swiss accent
and all. Total cost: $32.75 weckly.

“MOST OUTSTANDING" is the designation
given by Ralph Peters, supermarket owner,
to his advertising on WBOW Terre Haute,
Ind. He has used a 15-minute portion of
Breakfast With Bill for two vears, appearing
on the program himself, telling the prices of
good buys for the coming weekend. “My
business has increased weekly since I started
the program,” stated Mr. Peters. “Recently,
using WBOW as the only advertising me-
dium, I broadcast a low price on chuck
roast. The day it was on the air, volume in
the meat department increased by 25%.”
Cost of the program is $18 per week.

WITH a large stock of peaches on hand
which earlier advertising had failed to move
and which was perishable merchandise that
had to be moved fast or else, Harry Collins,
proprietor of an open air market at Danville,
Va., called Homer Thomasson, farm direc-
tor of WDVA Danville. The time was 7:15
a.m., Saturday, Aug. 20. Mr. Collins asked
for a one-minute spot to be included in the
program then on the air, the Virginia-Caro-
lina Farm Hour, which Mr. Thomasson con-
ducts Monday through Saturday. By 8 a.m.,
100 bushels of peaches had been sold, at
$2.50 each, a return of $250 for one $3.50
announcement.

RADIO, backed up with point-of-sale dis-
piays, is the basis of the “to market, to mar-
ket” plan originated last April by KTUC
Tucson. The station buys display space in the
city’s supermarkets and wraps up a specific
advertising-merchandising promotion in a
package of saturation spots and displays for
$110 a week. KTUC cites this example of
the plan’s success: “Crispy Potato Chips
report 549% increase in business resulting
from the supermarket displays and the
KTUC saturation. Crispy signed a new con-
tract calling for an even larger expenditure.”
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LAUNDRY

THE UNEQUAL distribution of work
throughout the week posed a problem for the
Home Laundry & Dry Cleaning Co. of Rich-
mond, Ind. All employes were kept busy dur-
ing the peak periods, but had little to do on
the first two days of the week. Turning to ra-
dio, Home began running spots on WKBV
Richmond each Sunday, Monday and Tues-
day, advertising special first-of-the-week
service. A year’s broadcasting, at 3§60 a
week, has built up the firm'’s business on the
slow days until now the work load is evenly
distributed through the week.

LUMBER YARDS

LUMBER YARDS aren’t generally thought of
as prime prospects for radio time and that
was certainly true of the Independent Lum-
ber Co. yards in Montrose, Colo. Then
KUBC Montrose went to the managers of
the five yards and persuaded them to com-
bine their meager individual budgets and co-
operatively to sponsor United Press news
bulletins seven times a day, seven days a
week. The contract specified no particular
time, but spots were used whenever a bul-
letin or important news flash came over the
U.P. wire. One coopcrating company, Diop-
tron, Milwaukee, maker of Big Stinky fly
traps, which the stores had stocked with no
sales, sold nearly 300 traps through these
outlets in 1954, with the Denver dealer run-
ning out of stock at least three times during
the season (and likely to beat that record this
year). The yards also report 20 to 25% in-
crease in sales of Pabco and Luminall paints
as a direct result of the bulletin-style ads on
KUBC. And, the station notes, the Inde-
pendent Lumber yards, which formerly
averaged less than $60 a month for time, are
now spending upward of $250 a month.

MAIL ORDER

INVESTMENT of $3,875 in spot advertising
on WGY Schenectady, N. Y., has returned
more than $22,000 gross in sales for Stern’s
Nursery through radio mail selling in 22
weeks. Stern's first purchased five one-
minute spots each week at a cost of $125
per week. Since Stern’s has no distributors
in the WGY area all sales were conducted
by mail. The first five spots brought the
nursery 118 sales. At the end of 13 weeks
there had been 4,478 sales. Sales were so
good Stern’s doubled its advertising sched-
ule, and at the end of 22 weeks 10,063 sales
bad been made as a result of the radio
advertising.

LOCAL IMPACT

What can a local radio show do for
an advertiser?

Nielsen Station Index New York re-
port for March: 6:45-7 p.m., Mon.-Fri.:
WNEW’s Make Believe Ballroom—187,-
100 homes per broadeast, 1,012,200
homes per month, 2,226,800 listeners
per month times listening frequency
of 3.7 times each, or 8,239,200 com-
mercial impressions per month.
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from
SUPERIOR DESIGN
stems

GREATER STRENGTH

Emsco TV “Towers of Strength”
have the advanced design and
superior structural features that
provide greater strength . .. greater
value. Each Earsco tower is engi-
necered to meet specific require-
ments of height, weight loads,
and weather conditions.

Emsco towers incorporate a
unique beam leg section* This
inherent gcometric pattern affords
a substantial saving in weight ... a
relative increase in strength...a
reduction in foundation costs.

Rigid RETMA or AISC stand-
ards are met. Bolted construction
permits quick, sure visual inspec-
tion. Hot dip galvanizing reduces
maintenance costs . .. insures long
structural life.

For guyed or self-supporting
towers unequalled for safety . ..
structural rigidity . . . and econ-
omy, specify Emsco. Prompt deliv-

ery assured.
*patent Pending

TOWERS OF X STRENGTH

£MSCO MANUFACTURING COMPANY
Gorlond, Tes.  LOS ANGELES, CALIF.  Housren, Tea.
Gensral Saler Officor: Dellas, Toxas

Emsco guyed TV Tower
over 1000 ft. in height,
Great Bend, Kansas

E.216.55
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The Heartland of Lovisiana has
$899,481,000.00 Purchasing Power!

w B ’ Channel z

—
BATON ROUGE, LOUISIANA
/

is the only TV station completely covering an area rich in spendable
income from OIlL, GAS, SULPHUR, INDUSTRY, AGRICULTURE

OPELOUSAS

PLAQUEMINE @f==

LAFAYETTE

DONALDSONVILLE

NEW [BERIA

MORGAN CITY

MARKET DATA PREDICTED SERVICE
AREA* WBRZ, Channel 2

NBC-ABC
Population . = 860,000
1TV sets in area 164,650 POWE R:
Effective Buying Power $899,481,000 'oo,ooo walts

Retail Sales $5B0,237,000

M w -
Food Sales —ooooooeeoeooee $129,460,000 ORE TO ER:

-
Adlosmative B4ie o $122,571,000 1001 ft. 6 inches

Drug Sales $ 16,371,000 l-CII'QES'l' TV Anfenna
SOURCE: Sales Management’s Survey of Buying Power, in 'he uni'ed S'-'es
1954
*Class "B +Television Magazine Iz Bays — Ch-nnel 2

Represenfed by Hollingbery

RETAIL SALES: $580,937,000.00
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MERCHANTS CO-OP

RADIO GETS AROUND. It also gets results.
Witness the special campaign for “Dixie
Bargain Days” sold by KSUB Cedar City,
Utah, to the merchants of St. George, Utah,
55 miles south of Cedar City, for the week
before Easter. Programs using two one-hour
periods per day for seven consecutive days
included one-minute announcements for
each participating store plus many promo-
tional spots for the sale and the programs.
Cost: $684. Results: sales increases ranging
from 30% to 78% over the same week of
1954,

A MAIL-PULL of 82,000 pieces was achieved
by KXOEL OQelwein, Iowa, which calls itself
“a small station in a small town,” in a 13-
week January-to-April Birthday Party pro-
motion participated in by 50 northeast Iowa
merchants, This was “the maximum number
we could take in the allotted time,” KOEL
reports, noting that the mail response of
what was “strictly a mail pull show” was
“hailed by all merchants, not only those
participating but those who did not partici-
pate, as being one of the greatest single pro-
motions in northeast Iowa. . . . The increased
volume in business for the merchants who
participated was more than satisfactory and
all 50 plan to be with us at our next Birth-
day Party next January.”

OIL PRODUCT

A FLOOD of 1,958 cards and letters deluged
WKY Oklahoma City after Kato Oil &
Grease Co. offered a can of Wanda House-
hold Qil to each listener sending in his name.
Kato's brief campaign consisted of a one-
minute announcement each day for nine
days on WKY’s First Call program (5-6
a.m.). The responses came from 50 coun-
ties and averaged more than 217 responses
per one-minute announcement.

RACES

WHEN three days in advance, it was decided
to schedule a Jalopy Race for William Grove
Park & Speedway on Labor Day, WHYL
Carlisle, Pa., was selected as the only adver-
tising medium for the event. The 30 an-
nouncements produced a crowd of 12,000
people for the event.

REAL ESTATE

THROUGH THE USE of 80 twenty-second
spots on WAIP Prichard, Ala.,, Town &
Country Real Estate there sold 16 three-bed-
room homes for a total sale price of $176,-
000, Other media were used in conjunction
with WAIP, bus the real estate firm said that
the 16 home-buyers had heard about the
sale over the radio outlet.

WHEN Wiles-Morrison Realty Co. opened a
new subdivision outside Huntington, W. Va.,
with three “sample” houses open for inspec-
tion on a Sunday afternoon, WSAZ Hunt-
ington sold Wiles-Morrison 10 announce-
ments and a 15-minute taped program, a
radio tour of the houses. Six suppliers of
building materials or furnishings for the
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houses also were sold 10 spots each to pro-
mote the subdivision and the open house.
The day of the open house, all three houses
were sold for a total of approximately $45,-
000. Total advertising cxpenditure of real
estate company and suppliers, $375.

SUNDAY DRIVERS will stop to look at a new
house they’ve heard about on their car
radios. More than that, they’ll buy the house
if it suits their fancy. That was the theory
that prompted Jack Brightwell, president of
the Brightwell Construction Co. of Danville,
Va., last February to sponsor a Sunday after-
noon campaign of three transcribed tours of
a model home plus nine spot announce-
ments. Cost: $92.72. Results: sale of 24
houses, $328,000 worth of new homes.
Further result: the company now sponsors
a weekly program, Music for Easy Listen-
ing, broadcast each Sunday afternoon on
WDVA.

A SCHEDULE of 19 spots per day on KLIF
Dallas by the Centex Construction Co.
rented 109 apartments after only one week.
Centex found the KLIF campaign outpulled
newspaper ads better than two-to-one. One
day 23 apartments were rented, all coming
from KLIF.

AFTER HAVING been advertised in the local
newspapers for four months, a $10,000
house was sold in two days with the use of
12 announcements on KXGI Ft. Madison,
Towa.

RETAIL STORES

TO ADVERTISE a one-day sale of 600 pairs
of slightly irregular men's pants at $1 per
pair, the Pants Store of Sylacusa, Ala,, took
a one-day saturation of 20 spots on WFEB
Sylacusa, the day before the sale, Friday,
March 18, plus five additional spots run
Saturday morning, day of the sale. Within
two hours after the store’s opening on Sat-
urday, 595 pairs had been sold; the remain-
ing five had serious defects. Except for a one-
column weekly newspaper ad on Thursday,
the WFEB spots were the only advertising
used, costing $25 and “the advertiser gave
WFEB almost all the credit for his success,”
the station reports, adding that similar sales
have been held subsequently and successfully
without any printed advertising.

A YEAR AGO Comal Cottons Retail Mill
Store was opened at the Portairs Shopping
Center, Corpus Christi, Tex, Concurrently,
the store launched a daily quarter-hour
record show on KANN Sinton, Tex. At the
opening of each broadcast the names of
three ladies, picked at random, are read on
the air with an invitation to call back dur-
ing the broadcast. Those who do are put
on the air through a beeper set-up and are
awarded dress material of Mission Valley
Fabrics. Most women do call back, with a
better than 80% record for the year. More
important, the Comal Cottons store’s busi-
ness for its first year ran over 40% ahead
of expectations. The program has just been
renewed.

'h

The Station of the Stars
great

station

serving

great markets

NORFOLK
PORTSMOUTH

NEWPORT NEWS

IMCLUDING HAMPTON AND WARWICK
the three markets

making up the greater

Norfolk metropolitan

area, 25th in the
United States . . .
714,800

l'"'||||lll"i"' "u"I|||| s

{ i
\
‘

1310 on your dial
5000 watts

i t':‘-l'lﬂl.lgh power o cover
entire market, and mora!
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SPORTS SCORES, radio and seat covers are
an unbeatable trio, according to Kay Seat
Covers of San Jose, Calif., whose modest ad-
vertising budget of $1,500 a year is spent
entirely with KSJO San Francisco. During
the baseball season the firm sponsors Kay's
Scoreboard aired right after the end of
the broadcast of the San Jose Red Sox
game, usually between 10 and 11 p.m., de-
pending on when the play-by-play ends.
Proof that even with six tv stations available
people still listen to sports scores on radio
came last summer when Knothole Night at

the ballpark was promoted exclusively on
Kay's Scoreboard and 2,000 tickets for the
event, when boys and girls were admitted
free, were picked up at Kay’s. In non-base-
ball months, Kay’s uses spots on KSJO.

THE LARGE national advertiser with the
multi-million-dollar budget almost of neces-
sity uses all advertising media to deliver his
message to the buying public. The small
local retailer, with no such leeway, has to
buy shrewdly to make sure each dollar
spent for advertising brings back more than
that sum at the counter. That’s why Wilbur’s
Shoe Store in New Haven, Conn., cautious-
ly picked a saturation schedule of 18 spots
on WAVZ there at a cost of $117 a week, to
be broadcast Wednesday, Thursday, Friday
and Saturday mornings—peak shopping days

years . . .

. . will be CBS.

years .

WDB

J N z N
— N N\F—“SE Sobs
(‘ _)k PULSE
' Bmp &
_ M
AR
/ vy =  ETC.

YOU CHOOSE!

Use the measurement YOU like .
in ROANOKE and Western Virginia the

RADIO answer always comes out the same:

WDBJ

Established 1924 . . . CBS since 1929 AM 960 KC 5
KW ...FM 94.9 MC 41 KW.

AND

Beginning October 2, 1955 WDBJ turns its years of
experience in Western Virginia to WDBJ.TV . . .
Channel 7. Our network . .

And our representation nationally, as it has been for
18 years, is Free & Peters, Inc.

Western Virginia's Pioneer Broadcast Service

. . because for 31

. as it has been for 26

ROANOKE
VIRGINIA
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for women’s shoes, handbags and acces-
sories. Each week a special item is pro-
moted. Now, after a year, 90% of the
store’s advertising budget is going into radio.

SHOE DEALER

“RADIO helps me reach more people at
lower cost than any other medium I've
tried.” That is the statement of Sam Weiss,
“Shoe King Sam,” operator of two drive-in
factory shoe outlets on Long Island, whose
low prices are attributed to his low rent,
large turnover and self-service, in his com-
mericals on WHLI Hempstead, L. I, Sam’s
schedule on the station includes a five-min-
ute early morning newscast six days a week
and another newscast of the same length
on Sunday afternoon, plus extended spot
campaigns for special items. With 75% of
his $17,000 annual advertising budget now
going into radio, Shoe King Sam has boosted
his gross sales up 103%, amply justifying his
belief in this medium.

TRAVEL SERVICE

RADIO, a mass medium, might not seem
the ideal way to sell such a luxury item as
foreign travel. But Four Seasons Travel
Service of Worcester, Mass., using partici-
pations in Julie 'n’ Johnny, chatter-over-
coffee type program on WTAG Worcester,
at $13.95 per participation, secured five
bookings totaling over $6,000 for a “Paris
in the Spring” tour after only six participa-
tions. The advertiser wrote the station: “We
are continually amazed at the immediate
response from the weekly broadcast on the
Julie 'n’ Johnny show. Frequently we have
had customers at the desk within half-hour
of the broadcast. There are always numerous
telephone calls during the same day and
then we average six letters of inquiry on
one broadcast.” Four Seasons augments the
regular morning announcements with other
participations such as use of WTAG's late
evening Raymond Morin Classical Music
program to spur the sale of trips to the great
music festivals of Europe.

TV DEALERS

A TV SET DEALER in Lancaster, Ohio, has
been averaging $58 in sales for every dollar
he has invested in advertising over WHOK
there. His volume for July was $8,200 and in
mid-August he had estimated his August
volume would be about $13,000. Before the
present campaign the same advertiser had
live originations over WHOK from his place
of business and attracted over 350 people
there during the time of the shows.

A TEST CAMPAIGN on WELO Tupelo,
Miss., by Chisholm Electric Co. resulted in
the firm becoming a regular sponsor of a
seven-day-a-week program across the board.
Chisholm was out to sell Philco tv sets and
decided to use only radio in a test of the
aural medium. The store offered ladies nylon
hose (125 pairs) in exchange for a 1945
quarter. The schedule originally called for
21 one-minute spot announcements, but
after five spots the balance of the campaign
was cancelled because the store only had 23
pair of hose after the first day of the pro-
motion.
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MISCELLANEOUS

CLEVER COPY that “personalized” the
proprietor of The Beauty Garden and her
operators, used consistently on WTAO Bos-
ton and increased as her business grew is
the story of a small Boston beauty parlor
which today spends close to $8,000 a year
for time, using four spots a day, five days
a week, on this station. With no other ad-
vertising medium, this client has opened her
second store, and a third one will be inaugu-
rated before December. “It’s not hard to
imagine,” the station writes, “why WTAO
can turn to the enterprising mistress of The
Beauty Gardens for a reference on radio
any time at all.”

“PHENOMENAL sales story” reported by
KFOR Lincoln is that of The Camera Shop,
which from using no radio at all up to about
eight months ago, now has announcements
in KFOR’s 10 p.m. newcasts nightly, three
announcements in the station’s early morn-
ing Musical Clock and 40 time signal identi-
fications each week. Straight selling com-
mercials are used morning and evening;
institutional copy accompanies the time
signals. Today, using radio almost exclu-
sively, The Camera Shop “attributes most of
its sales success to the radio campaign as
it is the only different thing they have done
in the past year.” The cost: about $100 a
week.

COMPETING against eight existing plans,
the Ace-Hi Gift Stamp Co. started a four-
month saturation campaign over WILS Lans-
ing, Mich. The 20 daily one-minute spots
used an attention-getting sound effect. Hav-
ing only seven subscribers originally, the
plan now claims 130 merchants, alt of whom
say that radio advertising of the plan incited
a noticeable increase in sales. “I can see no
reason why we should ever use any other
medium but radio to further our success,”
stated Ed White, manager of the stamp plan.
Since the original four-month campaign, 10
spots a day have been used.

AFTER A YEAR of sponsoring the Alan Lis-
ser Morning News on KBIG Hollywood,
Monday-Friday, 9:25-9:30 a.m., Sturdy Dog
Foods, Burbank, Calif., in March wrote the
station: “We showed a 1714 % gain for the
year. The last six months and the first two
months of this year showed a 224%
increase in sales. Our newscast on KBIG,
with Alan Lisser, was the only advertising
we ran consistently throughout the entire
year. Not only that, we liked the way it was
handled by Lisser so much that we renewed
it for 1955.”

THIRTY SPOTS, run at random times during
the schedule of WMAX Grand Rapids the
first week of August, advertised Back-Builder
Mattresses, then on special sale at $38.88 at
the Vandenberg Furniture Co., which used
no other advertising for them. Cost of the
WMAX announcements was $90. The
week’s sale of mattresses was $3,188.16,
with most sales completed over the phone
from calls following the WMAX spots. What
puzzles the station is that this occurred when
it was just seven months old and, according
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to a national audience-measuring service,
had no listeners at all. How many mattresses
would have been sold, one wonders, if some-
one had listened to WMAX.

USE GOOD MUSIC to sell good music is a
formula that has worked out all right for
San Francisco’s California Music House.
Six months of regular advertising on KEAR,
good music station of the San Francisco Bay
area; six months of advertising phonograph
records. needles and service, and California
Music House did twice the dollar volume in
the first half of 1955 that it did in the same
period of 1954. In fact, the dollar gross for
the first six months of this year equals the
entire 1954 gross. The theory that people
who like to listen to good music on the radio
are the best prospects for the same good

music on records has been proved again
for CMH and KEAR.

A TV CAMPAIGN was dropped in favor
of radio by Marvin A. Smith Industries
(home insulation) after a July campaign
on KL1F Dallas outpulled a video ad sched-
ule. Smith Industries invested in 200 one-
minute spots on KLIF which pulled 162
leads. Of these 24 jobs were sold. During
the first three weeks in July, Smith Industries
also sponsored a half-hour weekly tv show
that pulled only 21 leads, of which two jobs
were sold.

HARD TO BEAT, even among radio success
stories, is the experience of Winn’s Trailer
Courts of Laredo, Tex. This company spent
$10 for some Sunday morning spots on
KVOZ Laredo and sold a $3,400 trailer.

=

They BEGGED for MORE MEATH,

..50 Now He'’s Heard AFTERNOONS and Mornings!

Ed Meath’s popularity among Ilisteners is exceeded only by his popularity among
sponsors—so much so, in fact, that there just wasn't enough of Eddie to go
around on his early morning "Musical Clock™ *program! So now we’ve spread
Ed Meath right into the afternoon, and there's every indication there still may
not be enough Ed Meath! He's Rochester’s foremost radio personality!

'""]MUSICAL CLOCK” g

6:00 to 9:30 A. M.

Ed Meath's long-established “"Musi-
cal Clock” show delivers to him
(and you!) a 53.6 share of audi-
ence, according to the latest Hooper!
What a guy!

““OPEN HOUSE"
4:40 to 6:00 P. M.

Now Ed is out to grab off new
rating records on the already top-
rated “Open House” with his
sprightly chatter, top recordings
and useful information!

Yes, Ed Meath is a great guy and a great buy. Con-
tact us for details as to rates and availabilities!

BUY WHERE THEY’RE LISTENING ... ROCHESTER’S TOP-RATED STATION

I.--‘_.

Reprewsnictions: EVERETT: McKINMEY, |ne. Mew Fovk, Cheago, LEE FOOCCOMNELL €0 log Asgeles

JWHEC:

Saa Froanara
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it’s a
cold fact

IS THE HOTTEST
STATION IN
THE NORTHWEST!

No matter how you figure it—

it's a cold fact WLOL always
gives you more listeners for
WLOL is
the top-rated independent

your ad dollar.

station—Ileading all other
independents and three of the
four networks in the Twin
Cities—according to PULSE.
Out-of-home WLOL leads every
station ® It's MUSIC, NEWS
and SPORTS that make
WLOL your best buy!

THE TOPPER IN
INDEPENDENT RADIO

LO

MINNEAPOLIS - ST. PAUL
5000 watts—1330 on your diol

LARRY BENTSON, Pres.
Wayne “Red” Williams, Mgr.
Joe Floyd, Vice-Pres.
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MERCHANDISING
MULTIPLIES
BREAD SALES

WHAT would you do if you saw a loaf
of bread prominently displayed in the
window of a jewelry store? Or a hardware
store? Stop and gape, probably, and ask
yourself what goes on here?

That’s exactly what the people of Spring-
field, Mass., did when loaves of bread began
appearing in widows of all sorts of stores
except the one place that bread might be
expected, food stores. The bread was
Hathaway’s new Life bread; the displays
were placed by the merchandising staff of
WTXL Springfield, which, in cooperation
with the Hathaway agency, The Bresnick
Co. of Boston, worked out the unusual
window displays as an adjunct of the an-
nouncement campaign for Hathaway
Bakeries on WTXL.

One hundred display pieces announcing
“the new LIFE BREAD as advertised on
WTXL” and 100 display loaves of the bread
were given the station’s merchandising
group. The initial agreement with the non-
bread selling retailers was difficult to obtain,
H. D. Cameron, commercial manager of
WTXL, reports, but the stores came around
when the station promised to give them a
free air mention each week as one of the
stores cooperating in the novel display plan.
The displays were all placed in less than
a week’s time,

The combination of the radio spots—
36 a week on WTXL plus a schedule on
WHYN Springfield—and the non-point-of-
sale displays produced the following re-
sults, according to W. H. Roberts Jr. of The
Bresnick Co.

“After the first week the total unit sales
were increased over the preceding week’s
sales by 1215 % at the end of the second
week the sales were increased by a factor
of 14% %; at the end of the third week
the sales showed an increase of 9%2 % over
the last week previous to the display appear-
ance. The encouraging point is that this
increase was realized during the slowest
bread period in terms of overall sales.”

There is a dual connection between the
displays and the actual radio campaign, Mr.
Roberts told B®*T. “First,” he said, “there
were the tie-in announcements of the dis-
plays given as a part of the merchandising
service of the station which called attention
to the fact that these displays were in the
various merchants’ windows. The second,
of course, was the fact that the station
actually placed these displays in the mer-
chants’ windows, concentrating not only
upon their present clients but also upon
new or potential clients, this plus the fact

that the radio station was also indicated on
the face of the display itself.

“It may be of interest to you at this
juncture to know these continuing develop-
ments of the program. The program is still
being maintained by the station. It has en-
abled me, as the account man in the agency
dealing with stations in other markets, to
interest the account executives of other sta-
tions in these other markets in exploring
additional or off-beat promotions. As an
agency, of course, in buying radio media—
beside assessing the value of a given station
in a given market by standard media
formulas—we are naturally most concerned
with what merchandising assistance can be
obtained. This is no new development, but
especially in consideration of a product in
a highly competitive field like bread, it
becomes admittedly the major considera-
tion in overall media purchased.

“From our point of view, we feel that
this promotion in cooperation with WTXL
has not only provided all conccrned with a
plus value in terms of actual tangible results
but also has opened up for us an entirely
new approach to this conventional merchan-
dising problem. We have already developed
two additional merchandising promotions
with other radio stations in the New England
area that are just as revolutionary as this
one and promise to be equally as effective.

“I should like to stress again how im-
portant to the success of this entire opera-
tion was the attitude of the personnel in-
volved from the radio station. Obviously,
if they had not approached this problem
with the right cooperative spirit and had
not been sincere in their desire to provide
us with worth-while cooperation in the
merchandising aspects of the program, the
entire promotion would not have come off.
It is also a tribute to the effectiveness of the
medium in the Springfield market inasmuch
as the advertising value of the station would
not have appealed to the cooperating mer-
chants if it was not recognized as being
worth the effort and the space involved on
their part.

“Removing all considerations of this co-
operative promotion, we have had a tre-
mendous number of comments on the
commercials themselves from our salesmen
in the market and from the management
personnel of the Springfield bakery. These
have been a direct result of consumer and
retail store comment. This is a further
endorsement of the value of the radio format
in this particular market, which has all of
the competitive media as well as several
other competing radio stations.”

BROADCASTING ® TELECASTING
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Again this year, just as they have for the past 16 years, a
record crowd of 10,706 enthusiastic WLS listeners puaid up
to $1.50 each to see and hear the WLS National Barn Dance
broadcast at the Illinois State Fair.

This paid attendance was 1,482 more than in 1954 — and
was one of the top 16 year attendance records. And all this,
notwithstanding the fact that 54,546 people have paid up o
$1.00 each to see this same show broadcast from the Eighth
Street Theatre during the first eight months of 1955—and
1,725,650 more have attended the 409 personal appearances
made by WLS entertainers during the same eight months.

Does this indicate that radio — and particularly WLS, has
lost any listener interest or pulling power? It doesn’t to us—
nor to the large list of prominent companies who use WLS
consistently and resultfully year after year. If you're interested
in the programs and personalities that produce sales resuldts
in the great WLS Midwest America Area — use WLS — the
station that has always been FIRST with the 2,500,000
listeners in the farm homes of that area.

Part of the 10,706 crowd that paid

to see and hear the WLS National

Barn Dance Broadcast at The llinois o
State Fair, August 13, 1955, ities—and for proof of sales

results, call WLS or consult
your John Blair man. The

PRAIRIE
FARMER
STATION

For programs and availabil-

CHICAGO 7

LA, 890 KILOCYCLES—50,000 WATTS—ABC AFFILIATE—REPRESENTED BY BLAIR & COMPANY.
L *_h“ﬁ‘.‘]n.
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VANILLA EXTRACT TO VAUGHN MONROE

THE TWO men in the picture above were
caught in an unnatural moment of repose.
A more characteristic study would show up
as a blur on any still film.

Minutes after the picture was made the
fabulous Felds were up and running to the
wildly disparate corners of their empire—
which this year will gross $2.5 million,
thanks to radio.

Part of the empire is the Carter Barron
Ampbhitheatre in Washington, D. C,, a few
of the 4,000 seats of which are shown above.
It is clear evidence of the Felds' talent for
promotion that in the summer of 1955 the
amphitheatre has been morc often filled than
empty.

These brothers—Israel, 39, and Irvin, 36
(right and left, respectively, in picture)—
have parlayed two suitcases of vanilla ex-
tract into a hole-in-the-wall drug store and
then into a four-store chain that has become
one of the largest U. S. outlets for phono-
graph records. On top of that they have
developed one of the nation’s most success-
ful entertainment enterprises.

Their merchandising miracles have been
achieved by the use of an unbeatable for-
mula—energetic promotion, mostly radio,
and careful planning.

At the moment they are closing books on
a second summer promotion series which
despite August rains may surpass the half-
million gross achieved a year ago in Wash-
ington’s Carter Barron Amphitheatre.

As theatrical operators servieg an area
from Scranton on the north to Pittsburgh
on the west and southward to Charleston,
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S. C., mid-September finds the Felds extend-
ing their promotional energy into a new
city, Winston-Salem, N. C., and a new line,
boxing and wrestling.

The Winston-Salem debut brings the city
of Camel cigarettes a proven major at-
traction, Ice Capades, which recently fol-
lowed San Carlos opera performances into
the Washington amphitheatre. Standing
room was hard 1o get, incidentally, for either
the opera or ice show. W-S has a huge new
10,000-scat municipal auditorium and the
Feids have the entertainment contract for
this project.

A big jump from a door-to-door business
conducted out of two beut-up old suitcases
but easy to understand after a close look
at the way those brothers operate. They
are the only major theatrical promoters who
handle every major type of entertainment,
from concerts to pop bands and from
spiritual singing to rasslin’.

“Radio is tremendous,” Irv told BeT.
“I’d hate to be in business without it.”

“And,” Brother Jzzie added, “We staried

R i o . b
AENEREEEENEN :
out with a small radio budget but now we're
one of Washington’s largest sponsors be-
cause. . . .”

“Because we found we could get immedi-
ate sales results,” Irv interpolated. “Often
when we play a record during a disc jockey

program, it’'s a two-way ‘sustaining com-
mercial.” You see, we sell this record at
our Super Music City stores and the artist
is a current attraction at onec of our enter-
tainments. So we get the public coming and
going—coming into our stores to buy rec-
ords and going to our shows.”

After the usual run of post-high school
enterprises, including a little wholesale drug
sundries business in a shoddy Seventh St.
Washington nook, Izzie and Irv Feld got a
retail shot-in-the-arm in 1940 from the Na-
tional Assn. for the Advancement of Col-
ored People. ‘

NAACP figured Washington needed a
drug store for Negroes and approached these
white boys because their Seventh St. store-
room was in the center of a Negro shopping
area. If they would open a retail drug store,
NAACP offered to see that customers came
around. A tenant next door went bankrupt
so the brothers made a 30 x 90-ft. drug store
out of the combined premises.

Lacking capital, they got the Meadowyold
ice cream folks to put in a 25-foot fountain
(it’s still there), to be paid for out of quantity
rebates. Two Negro pharmacists were hired
and kindly wholesalers stocked the shelves.

Figuring the fountain trade might enjoy
some spiritual, pop and race records, the
Felds bought $35 worth of Decca platters.
Decca, a new label, was happy to sell but the
old-line phonograph companies said they'd
have to be dead before their discs would be
peddled out of a drug store.

Aided by an advertisement in the Afro
American and Negro pickets who patrolled

BROADCASTING ® TELECASTING
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QUARTER-HOUR OPEN-
END TRANSCRIBED
PROGRAMS

The best of the “Fabulous
Foley” . . . the best songs,
music, guest stars, skillfully
mixed together with smooth
production, to create a
surprisingly low cost radio
show suitable for any
product, any market.

@ On television, Red Foley’s Ozark Jubilee with 3.40 Viewers
Per Set. highest in the nation. rates high in both urban and rural
areas (Tulsa. 26.0: Fresno. 22.3: Denver, 222). Radio ratings
reflect the same universal appeal that has kept Red Foley at the
top in Country Music for over 14 years.

TENNESSEE

260

QUARTER-HOUR OPEN-
END TRANSCRIBED
PROGRAMS
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M[ c pp : All of Tennessee Ernie
, Ford’s audience-pleasing
é? ! personality . . . the songs and
I the “Ernieisms” that have
| made him one of America’s
@ From WPAQ, Mount Airy, N. C.} “Tennessee Ernie” is selling a |
lot of the clients products to a lot of “Pea Pickers,” so the agency |
has again renewed the contract on the Ernie Show, effect?ve I
August 1, 1955.” You don’t get renewals unless a show is doing
the job. And that's what Tennessee Ernie does best. I
]
|
|
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|
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1

most popular stars . . . plus
good music, top guests and
fine production . . . priced
for budget-minded buyers.

292

QUARTER-HOUR OPEN
END TRANSCRIBED
PROGRAMS

What makes the Smiley
Burnette Show so popular
in so many markets? It's
because it has a fast-paced
formula of humor, pickin’
and singin’ and variety
entertainment that folks like
. .. a sure cure for lost
listeners and sponsor
indifference.

® KGNO, Dodge City, Kan,, started Smiley Burnette series, 260
episodes, January, 1951. Renewed March 3, 1953 and ran 312
episodes. Renewed March 2, 1954, ran 312 episodes. Renewed
for the fourth time August 15, 1955. And that's just one of many
instances. In dozens of other markets, Smiley sells and keeps
on selling.

TRANSCRIBED RADIO PROGRAMS
FOR ANY PRODUCT ... ANY MARKET. .. ANY BUDGET!
For Complete Information on Any or All of These Shows,

And Free Special Audition . . . Contact ~==-- Tt > R A D I Z A R K

REPRESENTATIVES:

NEW YORK LOS ANGELES DALLAS ENTERPRISES, INC.

PLAZA 1.3366 DuNKIRK 7-4388 PROSPECT 3723 . .
America’s Fastest Growing Producer of Country

MINNEAPOLIS CHICAGO SAN FRANCISCO N ,
LINCOLN 5689 STATE 2-7494 SUTTER 5568 Music Shows _
ATLANTA PHONE 2-4422 - - SPRINGFIELD, MISSOURI

Aleine 2012 “CROSSROADS OF COUNTRY MUSIC”



THE ONLY
3-SPEED, 14-INCH
TRANSCRIPTION
TURNTABLE
WITH HYSTERESIS
SYNCHRONOUS MOTOR
PRICED AT $250.00

The B-16H offers you the fAnest pro-
fessional performance at the lowest
cost. Functionally and economically it
is the outstanding investment in the
turntable field.

Mechanical simplification is the en-
gineering secret of the B-16H. No
more parts have been used than are
absolutely essential for efficient opera-
tion. Because of this, the B-16H has
proven itself to be consistently relizble
in performance. And it requires no
more than routine maintenance.

Here are some of the feature advan-
tages:

¢ Hysteresis synchronous constant-
speed motor e Cast aluminum turn-
table — lathe-turned with extra-heavy
rim — dynamically balanced e Single-
ball pivot bearing suspension e In-
stantaneous selection of record speeds:
3314, 45 and 78 tpm e Built-in, re-
tractable 45 rpm record hub e Attains

Write for complete specifications to Dept, AE-3

REK-O-KUT COMPANY

Makers of Fine Recording and Playback Equipment
38-01 Queens Boulevard, Long Island City I, N. Y.

HEr

THE
rek-o-kut B=IGH

FOR BROADCASTERS AND RECORDING $TUDIOS

operating speed within % revolution
e Speed regulation well within
NARTDB standards e 15%;-inch turn-
table diameter allows 14 inch over-
hang for cueing e Fits most existing
consoles,

Extremely low distortion—rumble,
wow and flutter —has been achieved
through effective acoustical damping~
in idler design and motor suspension—
careful attention to motor bearings—
concentricity of parts—proper harden-
ing of surfaces—and the many tech.
niques which make up the years of
specialized experience acquired in the

evelopment of high quality record-
ing and playback

equipment. - m -

CONSOLE CABINET [ —
Model C-7B for | - 2 |
- e $109,935 !
BI6H n$ [Lh__ o

H
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the N St. Peoples Drug Store nearby with
appropriate signs, the drug store did a good
business that opening day—in phonograph
records.

“There’s our money-making line,” said
Irv to Izzie. “What do you figure?”

“Of course,” said Izzie to Irv. “We ought
to have all the labels.”

Since they continued to get the ice-water
treatment from the other labels, the brothers
bought ample stocks of Deccas and finally
found a friendly juke box record seller,
Northern Virginia Music Co., whose pro-
prietor resented such treatment and readily
agreed to sell them all the records he could
get. The Virginia firm asked only for a
spot in Super Drugs for a penny weighing
scale.

Record buying became a major time-
eating function for the Felds. They started
a sacred tradition that still governs all their
major decisions—unless both agree on a
project or itern, they don’t bother with it.

“After all, the world’s full of business op-
portunities,” said Izzie.

“And we click a heavy percentage of the
time,” said Irv.

‘When they had been getting ready for the
store’s May 1 opening, Irv said to Izzie,
“What'll we call it?”

“It’s got to be super,” Irv insisted.

“That’s it—Super Cut-Rate Drugs,” said
Tzzie, and most every enterprise they oper-
ate is called Super in some form—Super
Drug, Super Disks, Super Attractions, Super
One-Stop Service (juke-box record service),
Super Music City.

By Christmas the record business at Super
Drug was super. Seasonal items such as sun
glasses in summer, holiday items and re-
lated stuff helped build the business.

When WWDC Washington went on the
air in 1942 with local programming, the
Brothers Feld had a hunch. “We ought to
try that disc jockey fellow some evening
with our records,” said Irv. “What do you
think?"”

“Sounds good to me,” Izzie agreed, and
Super Drug became a $35-a-week customer
of WWDC, later increasing to $50 and on up
to possibly $35,000 a year on the station
($65,000 estimated radio total out of $100,-
000 all-media budget in 1955).

Soon they observed the public crowding
into Super Drugs to buy radio-plugged and
radio - performed records, especially on
weekends when the trade was about half
white-half Negro.

Record sales were profitable so they de-
cided to open a record specialty store at
1327 H St. in Northeast Washington, about
a mile or so east of Union Station in a
shopping area. The store was next to the
Atlas Theatre, and stayed open until the last
show was over. Watching the weekend stage
show one night, Irv and Tzzie had a hunch—
a million-dollar hunch. They had been
plagued by a wartime shellac shortage that
kept them on record rations despite the suc-
cumbing of major labels who now were lov-
ing them very much.

“Let’s take that guitar player and make
our own records,” said Irv.

“Well, it might solve the problem,” said
Izzie.

A few days later young Arthur Smith,

BROADCASTING ® TELECASTING



ASCAP MUSIC
WINS APPLAUSE!

The ASCAP membership is constantly creating and adding new musical works
to the Society’s repertory which covers every field of our nation’s musical literature.
This ASCAP music helps build your audience. It provides the nostalgic
music of yesterday, as well as the currently popular songs
of today and tomorrow.

The American Society of Composers, Authors and Publishers is proud
to provide the vast radio and television industry with its basic
program material — MUSIC.

ATTENTION: Program Directors

Be sure you are receiving your
copy of ASCAP Music on Records
(Your Program Guide).

THE AMERICAN SOCIETY OF COMPOSERS, AUTHORS AND PUBLISHERS
576 MADISON AVENUE, NEW YORK 22, N. Y.
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Negro sailor stationed nearby, recorded two
numbers at NBC Washington studios. The
Felds high-tailed it to New York with the
master disc and found a presser who would
make them 2,000 records a week at 20 cents
each.

“What'll we call the one without a name?”
Izzie asked.

“I dunno.
Irv suggested.

“Suits me,” said Izzie. “Can’t think of a
better one.”

Of the first 2,000 pressings, 1,950 went to
the shelves and 50 to a disc jockey on
WTOP Washington, name of Arthur God-
frey, and 49 of his confreres around the
nation.

The numbers were plugged on WWDC,
and sold rapidly. Genial Arthur tried out
Guitar Boogie, was entranced, and played it
six times in a row on WTOQP the next morn-
ing. Stores all over the country soon were
clamoring for the number as d.j.’s liked the
piece. Another New York supplier agreed
to supply 50,000 a week but asked 30 cents
apiece, a sharp cut in the profits. Trade
journals began listing Guitar Boogie in their
hit lists. Super Disk became an important
unit in the recording industry, finally dis-
tributing through M-G-M and eventually
selling out to this major label.

The record business was so sensational
that the Feld Brothers decided after the war
they ought to open something super in the
way of record stores in Washington’s famous
F St. section. The telephone company was
giving up a little room in the National Press
Bldg. at 14th and F, the city’s busiest corner.
Building management wasn’t interested, since
there was a waiting list of 200 prospective
tenants. The Felds didn’t discourage easily,
and finally landed the room, close to the
Capitol Theatre and in a heavy center of
sidewalk traffic.

Super Music City opened its doors July 1,
1946. The store-window level was rooted
out and a table of stand-up earphone turn-
tables installed in its place (for the public’s
benefit) and on around the room. No
booths? That’s right, and the buyers loved
it. “In six months the store was doing more
business per square inch than the Press Bldg.
ever saw, and they had a percentage interest
in the place,” Irv recalled. “We were using
WARL, WOOK and other stations by that
time because radio was our best business
getter.” Radios, record players and other
small appliances were being sold in all three
stores.

A couple of years later the recording in-
dustry was involved in a battle royal—the
33 vs. the 45. As biggest record outlet in
Washington, the Felds enjoyed the battle
hugely, especially after succumbing to RCA
Victor’s promise to underwrite losses if they
would promote a Vaughan Monroe 45-rpm
promotional concert in plush Constitutional
Hall.

“We did very, very well,” Izzie recalled
as he told about the crowd that attended this
Dec. 15, 1948, event.

“That’s what put us in the booking busi-
ness,” Irv reminded.

After exploring the entertainment field six
months, the Felds came up with successful
spiritual concerts at Turners Arena and
Griffith Stadium, bringing in all-star casts
that included Sister Rosetta Tharpe. The

How about Guitar Boogie,”

starting show grossed $40,000. It included
fireworks, plus a $2,300 fireworks portrait of
Sister Rosetta with Decca paying half for a
“Decca presents . . .” introduction. The
Felds had become thoroughly acquainted
with advertiser co-op budgets by this time.

The brothers have four stores now, having
added a Silver Spring music center. Their
entertainment promotions are done in a big
way. If an egg is laid, the Felds never try
to chisel on the performers. They take the
loss and charge it up to a bad guess—or
sometimes bad weather though they are
good patrons of the rain-insurance under-
writers.

They operate in Philadelphia, Scranton,
Harrisburg, Reading, Pittsburgh, Richmond,
Norfolk, Charleston and now Winston-
Salem.

As school kids in Hagerstown, the two
brothers lived in very modest circumstances.
After their first business venture—the two
suitcases of vanilla extract—they started
figuring their profits and reached an impor-
tant juvenile decision. They pledged each
other to become businessmen and stick to-
gether.

The vanilla extract cost $7 a gross, or
about a nickel a bottle. leaving 95 cents
profit. Deciding to offer an added induce-
ment, they gave a nickel bottle of lemon
extract to each buyer. This brought the
profit down to 90 cents but was a good busi-
ness booster.

One summer Izzie was working over the
Maryland line in a Pennsylvania village,
Shade Gap. The extract sales were pretty
good and he fancied himself quite a sales-
man—that is, until he went to a Saturday
afternoon carnival and watched a profes-
sional pitchman at work.

“He gave me some good tips,” Izzie re-
calls. “Buy a six-foot joint,” the professional
advised the eager lad, referring to the port-
able counter and kit familiar to the trade.

They invested in a six-foot joint and
started working picnics. Novelties and such
drug sundries as aspirin were added to their
line, plus a second-hand car of doubtful
vintage and temperamental behavior.

When Izzie finished high school he went
to QOakland, Md., to work in his uncle’s
clothing store while waiting for Irv to com-
plete his studies. The QOakland store did
well, Uncle opened some more stores and
Izzie managed one of them.

When Irv finished high school, they headed
for Baltimore and became outside salesmen
for a drug sundries firm. This was just so-so.
Next stop—Washington. In the capital city
they set up their drug sundries and notions
business which graduated that 1940 May
Day into Super Cut-Rate Drugs.

Do they intend to stick to radio?

“We get immediate sales results with a
small budget,” said Irv. “We get flexibility
and since records, promotions and ticket
sales are unpredictable, we make copy
changes on a moment’s notice.”

“We maneuver the radio commercials on
an hour-by-hour basis sometimes,” Izzie
continued. “Radio gives excitement and
sales appeal.”

“We wondered for a while what televi-
sion would do to radio,” Irv said. “Now we
know. Radio is as good as ever today, if not
a better medium than before television.”

BROADCASTING ® TELECASTING



Resurgence?

Whadda Ya

Mean,

WWVA

Sol?

Has Never Been Away!

YOU talk as though Radio was a time-wearied ex-champion who didn’t
know when to quit, when you talk about the “resurgence of Radio.”

Resurgence, indeed!

Out here in the Heart of Industrial America, Radio has never been
away. Out here where the smokestacks are tall and many, and are belch-
ing forth payroll gold in the form of spiraling columns of smoke 24
hours a day seven days a week, Radio is, has been, and will always be a
dominant influence on the lives of five million down-to-earth folks.

At least, WWVA Radio is, Sol!

Long, long ago, friend, we at WWVA learned the hard way that
people are earthy: that the voices they most enjoyed hearing through
their radio speakers were sincere, unaffected ones belonging to common
people like themselves.

In short, they wanted their entertainment ‘“country style’’—and,
Sol, we gave it to them. We made friends this way—thousands upon
thousands of them: friends for Radio, and friends (selfishly, of course)
for WWVA.

We called it “Personality Programming,” and it is still paying off.
Example: Artists from the world’s original WWVA Jamboree played to
nearly 600,000 persons in personal appearances in 401 cities and towns
throughout the East in 1954!

No, sir, Sol—there’s no reason for a Radio come-back out here. As
far as the Heart of Industrial America is concerned, Radio is still the
Champ!

CBS RADIO * 50,000 WATTS ® WHEELING, WEST VIRGINIA

National Sales Offices:

NEW YORK ® CHICAGO ® SAN FRANCISCO
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drop in radio revenue wos the harbinger of the moture medium’s
new place in the economic picture, alongside chemicol, outomative,
steel, and other growth industries. In 1955, with the business swing
up oggain, the rodio future is mare optimistic.

RADIO JOINS THE BUSINESS CYCLE

THOSE who fully understand radio are
bullish on its future but they are not bullish
on all types of stations.

Despite the Cassandras who have prophe-
sied the decline of radio, the industry still
has a positive upward prevailing trend. De-
clines will come—as in 1954—but they will
be followed by upswings. Radio is now a
cyclical business with a built-in trend growth
geared to the total trend of advertising ex-
penditures and general business.

Radio is a mature growth industry like
the chemical, automobile, steel and similar
industries. It is no longer “depression proof”;
it will expand and contract with the total
national economy. Over the next five years,
radio revenues should grow at an average
annual trend rate of approximately 3.5%.
Whether given stations do better or poorer
than the overall industry average is a mat-
ter of individual management and compe-
tition. Nevertheless, every investor and oper-
ator should be cognizant of the industry’s
basic trend and cyclical characteristics.

The challenge to radio station manage-
ment is to show sponsors that the medium
has not been supplanted by television, that
radio still retains a substantial audience and
attention by the American public. Radio
can—and must—be sold as the nation’s low
cost mass medium of advertising.

When one paddles his canoe with a strong
current he has very little difficulty making
considerable progress. Up to 1949-50, the
radio current was extremely strong and in-
dividual station progress was comparatively
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By Richard P. Doherty

President, Richard P. Doherty
Tv-Radio Monogement Corp.

easy because of the underlying industry
growth.

Today, the industry upward trend is not
so strong and the cross currents of compe-
tition—both within radio and between radio
and tv—are stronger. It is much more dif-
ficult for individual stations to make progress
and improve profit margins.

The success of individual radio station
operations depends inherently on the su-
perior know how and skill of management.
Old line “industry growth profits™ don’t
exist in radio any more. Success comes only
to those stations which possess alert, cre-
ative and aggressive management. Unfor-
tunately, there are still many station owners
who have not awakened to the new type
of radio,

Last year (1954) was a milestone year
in the history of the radio industry because
it was the first time that the industry’s reve-
nue failed to advance over the previous
year. After a long history of constant, un-
broken annual expansion the radio industry
suffered a revenue setback. What most
broadcasters failed to appreciate was that
this 1954 decline was a cyclical downswing,
due to the general American business re-
cession, and not an indication of radio’s
future.

Throughout the past 25 years, the radio
industry evolved from a commercial infant
to a mature and strong industry. However,
the 1930’s, by and large, were not riotously
profitable. In fact, in 1938 approximately
36% of the then existing 660 stations oper-
ated at a loss, It was the broad tidal wave
of expansion, during the 1940 decade, which
brought substantial profits to most license
holders. By 1945 there were 891 stations

and 94% of these operated in the profit
bracket. So deep and positive was the growth
and profit trend of the 1940’s that many
operators confused industry expansion with
managerial skill.

When the bloom of vigorous youth began
to change into the foliage of maturity, start-
ing about 1950, easy profit picking gave
way to hard won profits through capable
management. Many a broadcaster found it
increasingly difficult to prosper when his
success depended primarily on his ability
and less upon industry growth.

In this 1948-50 period, hard pressed op-
erators began to scream for total industry
promotion as a means of restoring the sharp
upward growth trend of radio’s earlier era.
The misguided assumption of many station
operators was that industry promotion, per
se, would bring windfalls to everyone.

In order that we may look ahead to radio’s
future, we might do well to examine the
forces which affected radio’s past develop-
ment. Part of radio’s growth derived from
the cumulative vitality possessed by this new
industry. Increasingly, radio sets became
standard household equipment; set circula-
tion grew constantly and the widespread
American public adopted radio as an in-
tegral part of its normal way of life.

However, the economic background
against which radic broadcasting grew up
also contributed strongly to radio’s growth
trend. The past 20 years have witnessed a
great and broad expansion in total industry,
and in all major areas of industry. No single
generation has witnessed such a broad and
substantial economic advancement as we
have since the mid-1930’s. Moreover, this
era of economic growth has been relatively
freer from cyclical downswings than any
comparable period in our history. Since
1937-38, there have only been two yeats
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GO WCBM RATINGS

PULSE UP...
and plenty!

chM is your best low-cost-per-thousand buy in the
big, booming Bnliirﬁn_rre market ... when you base your
"buy” on TODAY'S ratings—not ‘52, '53 or '54 figures!
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(1949 and 1954) where general business
failed to move upward.

Population growth has had a pronounced
effect upon the increased size of the con-
sumer market and has enhanced the effec~
tiveness of advertising in creating markets
for an ever larger volume and variety of
goods and services.

Inflation from 1937 to 1953 acted as
adrenalin within the economic system; na-
tional income rose as the supply of money
and credit rose to ever higher levels. More
dollars in circulation meant more dollars
available for all lines of business serving the
public, including broadcasting. The fact that
the dollar grew less valuable distorted the
revenue picture of all industries but the
process played a significant role in explain-
ing a part of the rise in total revenue dollars
coming into the cash registers of American
business, including radio _stations.

Advertising expenditures rose broadly and
steadily, with economic expansion of the
nation and with inflation. In reality, total
advertising expenditures tend to parallel the
trend of business and national income. In
1929, advertising expenditures equalled
some 3.9% of national income and at the
bottom of the 1933
depression equalled
approximately
3.3% of national
income. During the
1920’s and most of
the 1930’s this gen-
eral 3% to 3.5%
ratio tended to pre-
vail.

However, with
the advent of infla-
tion—first pump
primed and then
World War II
primed—national income raced ahead of
advertising outlays. Wartime and postwar
shortages of goods also curtailed somewhat
the upward expansion of advertising. The
net result has been that, in more recent years,
advertising expenditures have been in the
area of 2.5% of total national income.
Nevertheless, as national income has risen,
more and more dollars have been expended
in total advertising.

So long as national income continues to
rise, advertising expenditures will maintain
a parallel rise. However, because advertis-
ing dollars are below the traditional level
of 3% to 3.5%, we should experience a
relatively faster rise in advertising than in
national income during the next few years.

With the growth in the total size of the
advertising pie, radio continued to get larger
shares up to and until 1947. In this year
(1947) advertisers put 13% of their ex-
penditures into radio. Since that date, radio
became the recipient of a declining share
of total national advertising expenditures
and, by 1954, received 7% of all media
receipts. The obvious conclusion is that
radio’s future growth depends primarily on
the continued expansion in total advertising.
So long as radio was increasing its percent-
age share of the advertising pie, the indus-
try’s revenue could expand even in years
when advertising outlays slipped off slightly.
The fact is no longer true unless radio finds
the means of raising its relative position and

MR. DOHERTY

status among the advertising media of the
nation.

Barring a war or serious political blunders,
America’s tremendous population growth
will cause our national economy to go on
expanding. Normal levels of production for
clothes, food, housing, household appliances,
autos, etc., will step to higher and higher
levels, year after year, even though there
may be periods of cyclical downswing. In
an expanding competitive economy, adver-
tising, and the tools of advertising, will rise
with the level of business.

It is highly significant to the broadcast
industry that advertising, per se, is one of
America’s strong growth industries. From
1940 to 1954, total advertising (all media)
expenditures rose by nearly 300%.

Radio’s Share of Advertising

In 1947 radio’s share of all advertising
was 13%; this was radio’s all time high.
In 1948, the radio industry received 12.7%
of all advertising expenditures and in 1949,
this percentage fell to 12.1%. During the
following years, radio continued to obtain
larger and larger total dollar revenues but
the nation’s total advertising dollars rose
even faster. The net result was a continued
decline in radio’s share of the total advertis-
ing pie. In 1954, the nation’s advertisers
gave 7% of their budgets to the radio indus-
try. During the same year the newspapers
absorbed approximately 33% of all adver-
tising expenditures while some 9.8% went
to television.

It is significant and interesting to observe
the trend in total broadcast revenues, ie.,
radio and television combined. In 1949, ra-
dio and television together received 13.4%
of all advertising dollars; in 1950, this
figure was 15.2%; in 1951, it was 16.2%:
in 1953 combined radio and tv expenditures
equalled 16.1% of the nation’s advertising
and in 1954 they received 16.8% of all
advertising.

However, during this period television's
share of the total advertising dollar has in-
creased relatively faster than the combined
(radio and tv) broadcast portion of these
same advertising dollars.

In order that we may interpret this picture
properly, we should realize that the amount
of radio advertising dollars coming to a com-
munity, or area, includes local and regional
business, national spot and network income
of the stations. When network radio adver-
tisers cancel network programs, there are
less national advertising dollars flowing into
the community or area.

It is strictly a case of the “ostrich sticking
his head into the sand” if one refuses to
recognize that the advent of tv, in a com-
munity, has some adverse effect upon total
(local, regional, network and national) radio
revenues, regardless of how individual sta-
tions are affected,

Television’s growth has unquestionably
had an effect upon radio’s total income as
it has also affected the distribution of adver-
tising dollars to newspapers, magazines, and
other media.

It is commonplace, today, to say that “ra-
dio is essentially local.” Obviously this was
not always true. In 1940, 70% of the radio
industry’s revenue (networks and stations
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During 1954, more than 609, of
all WHIO-TV mail came from
outside the Metropolitan Dayton
area . . . 139, from outside the
secondary viewing area. During
the first 6 months of 1955 the
story was virtually the same,with \
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coverage for this AREA station,
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see our blanket-waver-in-chief,
Paleface George P. Hollingbery, 4
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combined) came from national sponsors.
In this period, and earlier, local radio adver-
tisers contributed a minor percentage of
the industry’s revenue,

In 1948, network revenues reached their
peak of $133,738,098 and equalled 32%
of the total income of the radio industry
(networks and stations combined). In this
year, local revenue amounted to $170,908,-
165 or 41% of the aggregate, radio business
income while spot business accounted for
the remainder, i.e., approximately $111 mil-
lion.

During the intervening years, until 1953,
network revenues declined while local and
spot business rose with the result that, in
1953:

a. Network revenues amounted to
$89,528,000 or 18% of the total broad-

cast revenue of the radio industry,

b. Local sales accounted for $257,-
254,000 or 52% of the total broadcast
income.

c. Spot reached approximately $151
million or 30% of the aggregate broad-
cast income of the radio medium.

The most significant portion of radio’s
future income unquestionably will come
from local time and program sales. Na-
tional spot will continue as the second most
important total industry source of revenue.

Network revenues will, contrary to the
thinking of some, show a turnabout trend
by 1955-56. It is absurd to conclude that
networks do not serve a definite purpose in
the scheme of American radio broadcasting.
Having suffered severely from tv since 1948,
network radio is undergoing program format

market.*

i
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“The Carolinas”, “Georgia”, and “Mid Gulf States”, which
showed the growth and potential of the Southern radio

To toke odvontage af the progress of the Southern radic industry,

Recently, this publication featured a series of articles: I
plon naw to purchase a station in the South,

CONTACT

PAUL H. CHAPMAN

84 PEACHTREE STREET
ATLANTA, GEORGIA

* For an insight into the prosperous New South . . .
for our free reprints of this series.

Radio Grows in the South

This week’s Broadcasting * Telecasting is devoted to the
progress of the radio industry. -

send

changes and will improve its attractiveness
as a medium for national advertisers.

Radio has changed in more ways than
“source of revenue.” A few of the significant
changes may be summarized as follows:

1. Listener habits have changed, including
the pattern of “sets tuned in” during the
operating day.

2. Prime time—call it Class A, premium
time or anything else—is early morning and
not after 6 p.m. or 7 p.m., despite the fact
that some radio stations’ rate cards still cling
to the nighttime Class A concept.

3. Strong local personalities have acquired
top audience preference throughout most
radio markets.

4. Radio has largely become a companion
which shares listener attention with other
activities, e.g., eating meals, getting dresscd,
doing housework, driving the car, relaxing
on the beach, cooking meals, studying (teen-
agers) etc.

5. Small, well integrated station staffs have
become the way of life for successful sta-
tions; combination operations and job inte-
gration (long preached by the author) have
become increasingly common.

6. Older rate card structures have gradu-
ally given way to “rate cards that sell.”

7. Long time (26 weeks, 52 weeks) spon-
sors have become a rarity and in their place
have come the short term buyers of satura-
tion packages, run-of-schedule packages and
other forms of “in-and-out” advertising.

8. Radiated power and “big tent” cover-
age have become less significant to station
success (and profits) than program struc-
ture, audience preference, selling techniques,
and overall management flexibility and alert-
ness.

9. More and more “Mom and Pop” radio
stations have come into being. These are the
small stations which can thrive only under
a family type of ownership and management.

10. Profit margins, by and large, have
been’ narrowed for the majority of stations.

Broadcasters must, from now on, watch
carefully the cyclical ups and downs of gen-
eral business. The nation’s cyclical pattern
will largely determine the course of radic
Tevenues.

Economic growth is a persistent and un-
derlying upward force. When an industry
is young, its growth force is so pronounced
that it is relatively unaffected by the ups
and downs which take place in general busi-
ness.

These young and vigorous growth indus-
tries are regarded as depression-proof, as
was radio during the 1930's and 1940'.
However, growth may be a pattern of mod-
erate expansion which contains cycles of
rises and declines in revenues and volume
of output. Such growth patterns are com-
monly characteristic of so called mature
industries.

Radio has reached this stage today. From
here on, radio will rise and fall with the
general cycle of business even though it will
still possess a long range upward (underly-
ing) trend so long as the total economy ex-
pands.

We believe that it is realistic to assume
that the radio industry’s normal level of
revenue, five years hence, will be in the
vicinity of $530,000,000-$550,000,000 as
compared with $477,000,000 in 1953 and
approximately $454,000,000 in 1954,
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Philadelphia and WCAU Radio:

Progress, People., Prosperity

The industrial growth of the Greater Philadelphia Area is un-
equaled anywhere else in the nation! Spearheaded by U. S. Steel’s $400
million Fairless Works, it is estimated that a total of $25 billion will be
spent on improvement and expansion within the next 10 years.

1]
i 11

It will bring with it a rise in population and a boom in buying
power. In fact, estimates show that by 1960 we can expect a population
increase of more than 900,000 . . . the equivalent of the addition of a city
the size of St. Louis. In terms of buying power, it means that a new income
factor of $1 billion 640 million will be added to the area’s already husky
$8 billion 101 million yearly net buying income.

i

BURLINGTON

WCAU, as Philadelphia’s leading radio station, plays a prominent
role in this expansion—informing, stimulating, entertaining the millions
in the area. In fact, WCAU is so much a part of the Greater Philadelphia
Market that the latest Pulse indicates WCAU’s audience share is 38%
greater than the next highest station. Meanwhile, sales records for the
first 8 periods of 1955 are far ahead of the same period last year — and

1954 was an all-time high in WCAU’s 32-year history.
. CAMDEN

It means just this: the Philadelphia tradition of listening to WCAU
has taken its place in the way of life of the newcomers to this great and
growing market. WCAU’s popularity and leadership are growing right
along with the fabulous area which it serves.

_un—llmr _

Here are just a few of the giant indusiries in the

WCAU Greater Philadelphia Market:
U. S. Steel Corp. Hercules Powder Coa.
The Atlantic Refining Company Lee Tire & Rubber Co.
Delaware Power & Light Co. Wyeth Laboratories
Gult Oil Corp. Container Corp. of America
National Tube Co. Firestone Tire & Rubber Co.
Tide Water Assoc, Qil Co. Sun Shipbuilding & Drydock Co.
Sun Oil Co. General Motors Corp.
The Budd Co. Kaiser Metal Products Co.
E. I. du Pont de Nemours & Co., Inc. Bethlehem Stee! Corp.
The Texas Company Western Electric Corp.
Chrysler Corp. Mack Trucks, Inc.
Radio Corp. of America American Chain & Cable Co.
Socony-Yacuum Qil Co. Ford Motor Co.
John A. Roebling’s Sons Cerp. Campbell Soup Co.
Westinghouse Electric Co. American Tobacco Co.
Philco Corp. Minneapolis-Honeywell Co.
General Electric Co. Cities Service Corp,
Sinclair Refining Co. General Baking Co.
Scott Paper Co. Keebler Biscuit Co.
National Biscuit Co. American Viscose Corp.
B, F. Goodrich Co. Congoleum-Nairn, Inc.
Atlas Powder Co. Anchor Hocking Glass Corp.
The Yale & Towne Mfg. Co. Baldwin Locomotive Works Heart of WCAU Radio’s 5-state coverage areq, this

Trenton-to-Wilmington sector is scene of Greater
Philadelphia Area’s amazing industrial growth.

WCAU Radio .

THE PHILADELPHIA BULLETIN STATION =+ CBS AFFILIATE + REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES
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BT INTERVIEW

MR. KOPS

EVERY radio station that editorializes will gain by it, according
to Daniel W. Kops, vice president, general manager and editorial
voice of WAVZ New Haven. How WAV Z handles editorializing
on the air and the results of this activity for the station are described
by Mr. Kops in the following interview with BeT editors, transcribed
from a tape recording.

Q: Very few stations editorialize. Why is that?

A: One reason is inertia, remembering that broadcasting is still
one of the youngest of the communications media, and the right
to editorialize has only been recognized a short time, and broad-
casters have a feeling of lack of
know-how about it. I think that once

RADIO NEEDS
TO EDITORIALIZE

Q: You say you started editorializing as soon as your station
went into business?

A: Soon after we took over the station. WAVZ had been on
the air about two years. We started editorializing within a few
months. We came to New Haven with the view that it was a little
presumptuous to appear on the scene suddenly in a community
and begin editorializing the first few days, so we waited a few
months.

Q: Did you deal with purely local and state issues, or did you
go into national and international . . .

A: We've almost always dealt with local issues. We've run a
few on national issues, but we have felt that for our type of station
the role we could fill most effectively
was on state and local issues, as in

they do have a realization of what
editorializing can do for their sta-
tions there will be more and more
doing it. I know if you go around
to different broadcasting meetings
and someone says, “How many sta-
tions here editorialize? you’ll see
just two or three out of a group of
fifty or a hundred raising their hands.

Q: With those conditions, then,
why did vou decide to take the
opposite tack?

WAVZ EDITOR!ALS

Got out a record between-elections vote
Established o station-urged parking authority {
Turned a pig farm into public housing
Elected a newspaper-opposed mayor

And increased billings at the same time

many instances we are the only ones
expressing particular points of view
on those fields, whereas when Yyou
get into national issues, a complete
range of opinion is available.

Q: I think at this point it would
be desirable to get an under-
standing of the competition in
your area. That is, what other
media are there from which
people can get news and/or
opinion?

A: We decided to editorialize at
the same time we decided to go
into broadcasting, which was in [949. Fortunately that coin-
cided with the revocation of the Mayflower Case, and our back-
ground was one of coming into radic from the older medium of
newspapers. If you have newspapering in your blood, 1 think you
naturally think of editorializing, and we saw it as just as vital to
radio.

Q: Just to tie in the background here a little more clearly,
Dan, will you tell us briefiy what your newspaper experience
had been before you went into radio.

A: Well, it had been a little of everything concerned with news-
papering. I had been deliberately covering the range to get different
types of backgrounds. 1 had newspapered in Houston for the
Scripps-Howard paper doing all types of reporting. That followed
editing a daily paper at Cornell in the class of 1939. We were a
regular member of the Associated Press and felt we were putting
out the morning paper for the city of Ithaca, too. I came to
Washington just at the start of the war, just around Pearl Harbor,
to get Washington background. I was with Kiplinger here. Then
after four years in service I was in Harrisburg for two years, alter-
nately doing both business work on the paper there and writing
editorials. I'd covered the gamut.
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A: In our area, as is true of a

good many cities today, there are

two newspapers, both of which are published by the same inter-
ests. That is, the companies have different names, but owner-
ship is virtually identical. A morning and an evening newspaper.
The history of editorializing really has been an integral part of
the history of the newspaper publishing field for hundreds of years.
It is a pretty exciting part of the history of this country, because
[ think much of the progress in different cities and of the country
as a whole came about through the lively editorializing and cru-
sading that came out of newspapers in the late 1800's, for example.

But in the last 20 years a significant change has come about in
newspaper publishing. The number of daily newspapers since the
war has been reduced from around 2,000 to around 1,700. And
that isn’t even a true picture of the change, because within that
number there are many combinations of two papers published by
the same publisher. 1t’s not a trend which I'm speaking of critically,
because I think it's an inevitable economic trend. But the result
has been that in
many cities today
there no longer is
competition. The
people in these lo-
calities accordingly
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SPONSORSWARMTO AP

Because , .. it’s better
and it’s better known.

"Don’t know it

anyone's been killed...
I'll stay with it and call you back”

Case History No. 12

A lazy vacation . . . that’s what
News Editor Neil Gilligan, Jr., of
KVOZ, Laredo, Texas, and his wife
planned. A cabin on the Frio River,
roughing it.

They spent their first weekend,
however, in nearby Uvalde. Sunday
afternoon Neil dropped by to see an
old friend, Manager Bob Hicks of the
Uvalde station, and they drove aim-
lessly around the town, only half
aware of a dark storm cloud moving
overhead.

Suddenly it struck . . . a downpour
of rain and hail, lashed by a vicious
wind. As the storm let up, they heard
that a circus tent had blown over.

Hicks’ two daughters, and about
400 other people, had been in that
tent!

Gilligan made a quick, careful
check and telephoned the AP bureau
in Dallas with first details.

“Don’t know if anyone’s been killed,
baut I'll stay with it and call you back.”

He sped to the circus grounds.
Highway patrolmen told him no one
had been fatally hurt in the mass of
tangled ropes, poles and canvas.
Again he called the AP bureau. Then
back once more, sloshing through
ankle-deep mud.

Gilligan ' interviewed performers,
parents, children, the circus manager.
Rumors of casualties persisted, and
he checked the Uvalde hospital. The
final word: not one person hurt badly
enough for hospital treatment.
Another call to AP in Dallas.

There were bigger stories on the

Those who know famous brands...know the most famous name in news is Q‘ﬁ
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wire that day, but not one more
thoroiighly covered. Associated Press
members throughout the nation had
the full story hours before any other
source transmitted.a word.

“Y was on vacation,” said Gilligan,
“but I knew I had a ‘hot one.’ I

If your station is not yet using
Associated Press service, your AP
Field Representative can give you
complete jnformation. Or write—

wanted to make sure the AP got it
fast!”

Neil Gilligan, Jr., is one
of the many thousands of
active newsmen who
make the AP better...
and better known.

September 19, 1955 o Page 141



mmmssenmsmm BT INTERVIEW

cannot read two or more views to form their own decisions.

Q: Was there any particular event or trend that swung your
decision to editorialize? Was there some local issue and
you said, “We have to get behind this. We have to do some-
thing about it”? What started the first editorial that you
carried?

A: Well, we intended to editorialize before we took over the
station. We have been motivated in particular editorial cam-
paigns by the fact that the newspaper had taken a stand with
which we disagreed rather sharply. It worried us that the com-
munity had no way of hearing or reading conflicting views.

Q: On what in particular?

A: T'll give you a couple of examples. One of the most inter-
esting is the question of parking. The city of New Haven, like
most cities in the country, has had a problem of insufficient off-
street parking facilities in the downtown area. Since 1949 when we
took over the station, we've been concerned with that problem,
as we have with other local civic problems, because it goes to the
heart of the civic industrial life of the area. If you don’t have enough
parking space, you don’t bring business into the area, and if you
don’t do that, everything else suffers, including in the final analysis
the health of our radio station.

THE STATION PROFITS, TOO

And that's an interesting point, too, to digress for a moment,
that it’s in the self-interest of a radio station to editorialize for a
better community, because if it helps build a more prosperous
community, it’s going to make more money in the community.

Getting back to your question, the newspaper has been opposed
over this extended period of time to the various things that were
proposed to correct the parking shortage.

Q: Why?

A: Editorially, the New Haven Register said action on parking
was wanted only by a handful of downtown merchants. Tradition-
ally, the newspapers in New Haven are opposed to proposals which
might add to municipal spending, whether parking lots or new
schools. The most oft-voiced fear is that some proposed improve-
ment might raise the city tax rate.

Q

So editorially the two newspapers have opposed in general
the creation of off-street downtown parking and the attendant
condemnation of buildings for the creation of parking lots
and so on. Have any other media, which of course would
probably mean only another radio station, taken a position on
this subject?

A: No, they have not.

Q: You mean—to get back to the original question—that there
really are only three sources of local editorial opinion avail-
able to the people of the New Haven area, your station and
the two newspapers?

A: That’s right.
Q: Are the two newspapers under common ownership?

A: They're under common ownership, although the companies
have different names. They're both published by the John Day
Jackson family.

Q: Well, then, Dan, as [ understand your reasoning here, you
feel that the trend toward newspaper monopolies, which is
dictated largely by economic factors, gives radio stations a
golden opportunity to provide editorial competition to news-
papers in many markets.

A: That's an excellent way to put it, as “an opportunity,” be-
cause it certainly is that. It gives radio stations an opportunity to
become a very influential part of their communities, because in
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doing so they are apt to fill the gaps left bare in newspaper editorial-
izing. As they do that, and do it properly, they get things done
in the community. And when they do, they become more respected,
they have more prestige, and they enjoy all the fruits that go with
that.

We are asked how to do editorializing by other broadcasters. I
always say a station can become a great radio station if it will
crusade, as newspapers used to do, and have forgotten how to do,
today.

Q: So we have a situation in New Haven, where the two news-
papers have been opposing the expansion of off-street parking,
and you have been advocating it. What has happened to
off-street parking in those four or five years? :

A: In these four or five years, the various things which we have
recommended and supported editorially have come about. We
campaigned for specific things which would make more parking
facilities available. This included creation of a parking authority
which had to be authorized by the state legislature and was the
subject of a local referendum.

Q: Did the newspapers oppose the referendum?

A: They opposed the act authorizing a referendum brought up
in the state legislature and other steps along the way. When we
say the newspapers—to be literal for a moment, one newspaper,
the larger circulation’s afternoon paper, took the strong stand on
these issues and the other newspaper may not have always followed
suit, but it didn’t disagree with it. So I think we're safe in putting
it that way.

Q: Despite their opposition, did the bill go through?

A: It went through. Incidentally, this was not only an off-year
vote, but a between-elections referendum. The public, nevertheless,
came out in sufficient numbers to authorize the bill.

Q: Do you recall the vote, roughly?

A: The people voted about four to one in favor of establishing
a parking authority. The total vote, which I think was somewhere
around 15,000, may not sound impressive, but it was, in terms of
the size of the community and for an election that was held in late
summer or early fall—a special election. I think it illustrated that
the station gave leadership and also that it was fighting for what
the people really wanted.

Q: Has there been any public reaction to your editorializing?
Have you ever had any check on it in any way?

A: We've never checked it. I think it's like so many things con-
cerned with broadcasting. That is, your acceptance and your
audience reaction is the result of the cumulative effect of all the
things that you do. We get a great amount of mail in which
people thank us for the stands we take, and sometimes they thank
us just for editorializing and for having the courage to editori-
alize . . .

Q: Well, do your advertisers react in any way? Do your adver-
tisers object to editorializing? Do they approve of it?

A: You might ask two questions at once, because I think the
answer would be the same, and I think you'll ask the other question
sooner or later, and that is, does editorializing make enemies?
Because I do get asked this at times by broadcasters. I think the
answer to these two questions are one and the same. The practice
of editorializing and of bringing about results builds the respect
that you have in the community. The more respect accorded for
your effectiveness in getting things done, for being an institution
of stature in the community, the more advertising you get. I've
never known of an advertiser in New Haven who has objected to
our practice of editorializing.

Q: Have any of them ever sponsored any of your editorializing
programs? Are they sustaining or sponsored?
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A: They're sustaining. That's the only way we would put them
on.

Q: I think we ought to get down to your specific form of
editorializing. Do you have a period once a day, once a
week, once a month? Do you have what would amount to
the other fellow’s viewpoint? A letters-to-the-editor period,
where the public could comment? Just how is this done?

A: We editorialize an average of twice a week. When we do,
we do it at the same time on each day that we editorialize.

Q: It’s an immovable schedule? In other words, you don’t permit
a commercial to pre-empt time that you've set aside for
editorializing?

A: It's not an immovable schedule in that we don’t always have
it on the same day. We do it when we feel we have something to
editorialize about. We may editorialize on Tuesday of this week

twice every hour. To clarify that, we have five minutes of news
just before the hour. We have a minute of headlines on the half
hour. It is after those headlines are over that we come in with the
editorializing, rather than considering it a part of the newscast.

You said 7:30 and 8:30. The mornings you have an editorial,
do you repeat it both times?

A: Yes.

Q: Now, the second part of the question was, what about the
other fellow’s viewpoint? You will recall that in the revoca-
tion of the Mayflower decision the yardstick used was fair-
ness and in amplifying that the Commission said there must
be provision for the expression of opposite views at approxi-
mately the same time, that is, equivalent facilities. How do
you take care of that?

Q

A: We take care of it in quite a few different ways. It is our

TANGIBLE EVIDENCE of radia’s editarial power. When

the city was slaw ta release a tract af land (used far a pig
farm) needed far a public housing praject, the statian en-

THE PIGS MOVE OUT, THE PEOPLE MOVE IN

listed public suppart by braadcasting the pigs’ grunts and
the voices of people who needed the housing. The housing
need wos finally recognized.

and also on Friday, and we may editorialize on Monday and Satur-
day of next week, depending on when we get . . .

Q: But it’s always at the same time?
A: We always have it at the same time.
Q: What time is that?

A: We have the editorials at 7:30 and 8:30 in the morning.
They're short. They're recorded in advance. I do them. I write
them and record them the afternoon before. We have a standard
introduction to them. Usually they follow a newscast. We have
news headlines on the half hour. Then we have a distinct break to
separate it from the news, and the introduction goes like this,
“We take you now to the editorial room of WAVZ, your newspaper
of the air, for a statement of editorial opinion by this station.”
Then I'm introduced as vice president and general manager of the
station and I deliver the editorial for about two minutes, usually
not longer than that, which fits with our type of format. There are
stations that have longer talk programs on other things and might
have longer editorializing if they do.

Q: How iong is your overall period? A 15-minute news period,
or five-minute news period?

A: This is not a part of a news period as such. We have news
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interpretation that the Commission was not requiring that a station
which editorializes must set up an exactly identical slot at exactly the
same time the next day to give the very same treatment of ane or
more conflicting points of view. The FCC in effect said the respon-
sibility of the licensee is to use fairness and to take positive steps to
attempt to bring all other points of view before his microphone.

In many cases in which we editorialize the other points of view
have already been brought before our microphones. For one thing
we take out our portable tape recorders a fair bit and we have on the
air the voices of people who are doing things in the community,
public officials and representatives of different organized groups
who are taking positions on matters of public interest. Most often
their points of view are expressed before our own is, as a matter of
course, and it isn’t necessary in many instances for us to ask for a
specific attempt to answer the editorial.

However, it’s our responsibility to see that the other point of view
is brought out, and if we don’t find it has been, we go to the most
articulate proponents that we know of and ask them for a statement,
a recording, or whatever is appropriate in the instance. We'll usually
put it in newscasts that come on around that time and we would
probably identify it with the editorial position that was taken.

Q: What sort of ratings have you been getting, as against your
competition and as against other programming on the station?

A: I can’t answer what sort of ratings editorials as a unit have

BROADCASTING ® TELECASTING



WORKING
PARTNERS

il

b
)
3
Wi
u‘i“ 7
INY- A/
K?‘\
BY

i
i

\
>

FRANKZMEADLEY, President ' E 22
DWIGHT REED, Vice President z =
FRANK PELLEGRIN, Vice President ‘5"""’!
CARLIN FRENCH,  Vice President . p _
AU weEre V'ice prasident L— We have a creed! It is also a promise. A promise
1 mutuolly ogreed upon by the originol working portners

34 ; who founded this firm, and by all those who have
' - joined with us over the years os we have grown.
. _ We believed then, we believe now, that ony station
= . : owner and ony buyer of time, is entitled to the services
m TELEVISION of o representotive who can, ond will, **Alwoys Send
‘ ¢ Mon to do a Mon’s Job.”” That's our creed!

: I Thot's our promise!

380 Madison Ave. 35 E. Watket Drive 6253 Hollywood Beulevard 155 Monlgamery Street
New York 17, N. Y. Chicogo |, lllinots Hollywood 28, Calif. San Francisco, Colif.
OXford 7-3120 RAndolph 6-6431 Hellywood 2-6453 YUkon 2-5701
416 Rio Grande National Bldg. "101 Marieita Strect Building 520 Loveit Bovlevard
Dollos, Texas Atlanta, Georgia Room No, 1D
Randolph 5147 Cypress 7797 Houston, Texar
Justin 1601

BROADCASTING ® TELECASTING Septemiber 19, 1955 e Page 145



STATIONS TELECASTING
U.P. MOVIETONE NEWS

KOB-TV
CKVR-TV
WAFB-TV
WBZ-TV
WNAC-TY
CKX-TV
INR-NIR

LR3.TV
CHCT.TV
CMILTV
YYLY-TY
WCSC.TY
WCHS-TV
WBTY
WGN-TV
WKRC.TV
WXEL
WFAA-TY
WHIO-TY
WTVYP
KBTY
KLZ-TV
CFRN-TY
CBHT
CHCH-TY
WHP.TV
WGTH-TY
CMQ-TV
WISH.TV
WIAC-TY
CKRS.TV
CKWS.TV
CKCO.TY
88C

CFPLTY
KTLA
WMTY
cMGQ.TY
WMCT
WHBEQ-TY
XEW.TV
XHTVY
CKCW.TY
T™C
CBFT
CBMT
JOCK-TY
WEM.TY
wDSsU-TY
WABD
WPIX
JOBK.TV
CBOFT
CcBOT
RDF

WEEK-TY
CHEX.TV
KDKA-TY
CFPA-TY
KLOR
WPRO-TY
CFCM.TV
CKEK-TY
WTVR
CJBR-TY
PRG3-TVY
RAI

TELESAAR
CHSJ.TV
CJON-TY
KWK-TY
KTYT
KENS-TY
KFMB-TY
CMHQ-TY
CMKU-TY
PRF3.TY
CFQCTY
CHCTY
WRGE
KOMO.-TY
KT8S-TY
KELO-TV
CKSO.TV
CICE-TY
KTNT-TY
JOAK-TV
WSPD-TY
CBLT
xotv
cBUT
WITTG
WIRF-TY
CKLw-TV
CKNX-TY
CBWT
WSIS.TY
5.G:P.O.

Albugquerque, N. M.
Barrie, Ont.

Baton Reuge, La.
Beston, Mass.
Bosterm, Maoss,
Brandon, Man.
Brussels, Belgivm
Stations also at:
Antwerp, Liege
Buenos Aires, Argenting
Calgary, Alta.
Camaguey, Cubo
Carocas, Venezuela
Charleston, 5. C.
Charlestor, W. Yd.
Chaorlotte, N. C.
Chicago, Il
Cincinnati, O.
Clevelond, O.
Daollas, Tex,
Dayton, O.
Decotur, lil.
Denver, Colo,
Denver, Colo,
Edmonten, Alta.
Haolifox, N, §.
Hamilten, Ont.
Harrisburg, Pa,
Hartford, Conn.
Haveng, Cuba
Indianapolis, Ind,
Johnstown, Pa.
Jonquiere, Que.
Kingston, Ont,
Kitchener, Ont.
London, England
Stations also at:
Aberdeen, Belfast,
Birmingham, Brighton,
Cardiff, Edinburgh,
Isle of Man, Isle of Wight,
Manchester, Neweastle,
Nerwich, Plymouth
London, Ont.

Les Angeles, Calif.
Madison, Wis.
Matanzas, Cuba
Memphis, Tenn,
Memphis, Tenn.
Mexico City, Mexico
Mexice City, Mexico
Moncton, N, B.
Mente Carlo, Manaco
Montreal, Que.
Montreal, Que.
Nagaya, Jopan
Nashville, Tean.
New Orleans, La.
Naw York, N. Y.
New Yerk, N. Y,
QCsaka, Jopan
Ottawa, Ont.
Ottawa, Ont,

Peris, France
Stations also ot
Lille, Lyon-ville,

Morseilles, Metz, Strashourg

Peoria, IIL
Peterbarough, Ont.
Pittshurgh, Pa.

Port Arthyr, Ont,
Perfland, Ore.
Providence, R. |,
Quebec City, Que.
Regina, Sask.
Richmond, Va.
Rimouski, Gue.

Rio de Janeire, Brazil
Rome, Italy

Stations also at;
Flarence, Genoa, Milan,
Turin.Ereme, Venice
Saarbrucken, Saar
St. Jahn, N. B.

51. John's, Newf.

5t. Louis, Mo.

Salt Lake City, Utah
San Antanio, Tex.
San Diego, Calif.
Santa Clare, Cuba
Santiage, Cuba

Sao Poulo, Brazil
Saskotoon, Sask.
Soult Ste. Marie, Ont.
Schenectady, N. Y.
Seattle, Wash.
Shreveport, La.
Siayx Falls, $. D.
Sudbury, Ont.
Sydney, N. S,
Tacomo, Wash,
Tokyo, Japan
Toleds, O.

Taranto, Ont.

Tulsa, Okla.
Yancouver, B. C,
Woeshington, D. €.
Wheeling, W, Va.
Windsor, Ont.
Wingham, Ont.
Winnipeg, Man.
Winston-Salem, N. C.
Zyrich, Switzerland

the

whole
globe
watches...
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IOVIETONE NEW

The British Broadcasting Corporation has
contracted for United Press Movietone News.

The agreement calls for newsfilm coverage in
every part of the world. It is the most com-
prehensive news-pact in television history.

The exacting BBC’s choice enlarges the pat-
tern of preference for U. P. Movietone.

The CBC carries U. P. Movietone to every
station in Canada. Such other national net-
works abroad as RDF, INR and RAI tele-
cast UPMT to the whole of France, Belgium
and Italy. Still other chains and stations show
it to the bulk of viewers in Mexico, Cuba,
Brazil, the Argentine, Venezuela, Japan,
Monaco, the Saar, Switzerland. In the United
States, of course, it has from the start been a

runaway favorite. The whole globe watches
United Press Movietone News. It's the one
world-wide service.

Inevitably so, as a glance at UPMT’s methods
and means makes clear. UPMT rushes out
its film story by story, with teletyped scripts
that keep every clip up to the minute, plus a
24-hour newswire constantly in support. It
has more newsmen, more cameramen, more
facilities — processing plants in New York,
Washington, Los Angeles, London, Paris,
Sydney—and in reserve the largest library of
newsfilm in the world. It delivers more stories
—including more sports—and more footage—
and faster. It does a better job and a bigger job.

And stands ready to do that job for your
station.



been recciving, just because theyre such a short space time that no
rating service answers that. Our station ratings for the morning
period in which they’re on and for the all-day period have climbed
into domination of our market and 1 would attribute part of the
credit for this to editorializing. 1 would add this, that like everything
else in broadcasting, editorializing helps, but it isn’t effective unless
all the other elements of good broadcasting are there, too.

Q: You mentioned your all-day-long operation. 1 understood
you earlier to say that you put on these editorials, when you
use them, at 7:30 and 8:30. Do you run the same editorial
all through the day?

A: We only run them at 7:30 and 8:;30. What 1 said, I think,
was that our ratings indicate domination of our area, not only in the
morning period in which they’re on, but all through the day. I'm
trying to show that this is just part of a cumulative picture and 1
can’t quite come out and say that because we editorialize we've got
the top Hooper and the top Pulse.

Q: You describe WAVZ as the newspaper of the air, a very
good slogan. But you say that your editorializing is confined
to fairly local issues. Now, you're not horizontally competitive
with the newspapers, which editorialize on everything under
the sun. So you'’re a local newspaper of the air. But you're
not strictly competing editorially with the local newspapers.
Is that right?

A: That’s pretty much right. I said our editorializing was almost
exclusively on local issues. We've had some on national issues. I
should make this clear. We are not editorializing for the sake of
competing with the newspaper in our editorializing. We are editor-
ializing because we believe it's one of the things that makes a radio
station a keystone of its community. We believe that the points of
view that we espouse help to make a better community. It happens
that these views are quite often different from those of the newspaper
and that makes the service that we perform that much more valuable.
I think that this could be true in many other cities, and be equally
valuable there. But we never take a point of view just because that
view would be in conflict with the paper. In fact, there have been
rare occasions when we have agreed with editorials in the paper
and said so. A further point is that our interest as a thousand-watt
station is in expressing views for that area. If ours were a 50,000-
watt station, covering many states, I think that we might express
views on much broader situations. However, I think the greatest
editorial contribution is on local topics. Often it takes courage to
bring about action or change locally, as opposed to comment on
far-off parts of the world.

Q: Are there any subjects you are afraid to touch in an editorial?

A: There are no subjects that I would be afraid to touch by
radio which would be acceptable and considered in good taste in
any medium.

Q: When you take a position during a local election on the
mayoralty, would you advocate the election of a candidate
because you feel that his platform is better suited to the needs
of the community as against those of his opponents?

A: We have taken a position in three local mayoralty elections,
that being the number of elections that have been held in New
Haven since we have been there. The position we took was not one
reflecting an interest in a particular political party, but it was one
endorsing a particular candidate for mayor. In each instance, when
we were editorializing for him, we mentioned that one of the reasons
why we felt it particularly important for us to editorialize was that
the newspapers were not giving full and fair treatment to the state-
ments that this candidate was making in running for mayor.

Q: In each of the three elections, were the newspapers opposed
to your candidate? Did they support the rival candidate, and
who won?
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A: They supported the rival candidate. There’'ve been three elec-
tions. In the first of these elections the incumbent, who was sup-
ported by the newspaper, won.

Q: You supported his opponent.

A: We supported his opponent. In the second election, the in-
cumbent won again by two votes out of about 68,000. In the third
election, the man whom we supported was elected with a margin of
several thousand.

Q: Against the man who was supported by the newspapers?

A: That’s right.

Q: Now, as a tangible evidence of how public service pays off,
can you cite us some recent specific example, an experience
that you've had?

A: We've just completed a week of the highest local billings in
our history during what should be one of the slowest months of the
year. We attribute this to the public reaction to intensive broad-
casting of the flood disaster that struck the area around New Haven.
We had reporters in Waterbury, Ansonia and other towns in which
the flood wreaked havoc; we kept in communication with more
remote areas, and roused the public to what was happening and
helped to coordinate rescue activities. The result has been that we’ve
had to have an additicnal switchboard operator the last week to
handle all the calls that have come in because the public has in effect
considered us as an agency administering emergency service,

Q: Following your broadcasts in connection with the disaster,
did you receive anything in the way of tangible evidence of
public appreciation?

A: Well, it’s still so early that people are digging out more than
anything else. But this last week the Rotary Club, at its meeting,
expressed commendation to our news editor who coordinated the
reporting of that day.

COMMENDATION AND DOLLARS

Q: So, your disaster coverage brought you commendation as well
as dollars?

A: Yes, we've learned on a number of occasions that the two
can go hand in hand. We had record high billings partly because
we had so much new over-the-transom business that came in un-
solicited and reflected the further enthusiasm and interest of local
advertisers in the station. It’s too early to have any indication of
audience ratings as a result of that. But the fact that our telephone
has been ringing so continuously indicates that the public has identi-
fied us with public service in time of disaster.

Q: About these telephone calls, can you estimate how many of
them were calls asking for information and how many were
calls just to say you're doing a swell job, and how many
would be calls . . . ?

A: I would say that about 70% of the calls were persons either
asking for information about the flood or volunteering their services
for some specific emergency relief,

Q: Getting back to the editorializing vis-g-vis the newspaper
situation, do the newspapers carry your program logs?

A: They do not.
Q: Do they carry the logs of any other stations?

A: They carry the logs of the New York City stations—70 miles
away-—and traditionally, going back prior to our ownership of
WAVZ, the local newspapers have not recognized the existence of
New Haven radio stations. It’s only been in the last year that they
have been willing 1o accept advertising from us, or advertising from
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The British Broadcasting Corporation has
contracted for United Press Movietone News.

The agreement calls for newsfilm coverage in
every part of the world. It is the most com-
prehensive news-pact in television history.

The exacting BBC’s choice enlarges the pat-
tern of preference for U. P. Movietone.

The CBC carries U. P. Movietone to every
station in Canada. Such other national net-
works abroad as RDF, INR and RAI tele-
cast UPMT to the whole of France, Belgium
and Italy. Still other chains and stations show
it to the bulk of viewers in Mexico, Cuba,
Brazil, the Argentine, Venezuela, Japan,
Monaco, the Saar, Switzerland. In the United
States, of course, it has from the start been a
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runaway favorite. The whole globe watches
United Press Movietone News. It’s the one
world-wide service.

Inevitably so, as a glance at UPMT’s methods
and means makes clear. UPMT rushes out
its film story by story, with teletyped scripts
that keep every clip up to the minute, plus a
24-hour newswire constantly in support. It
has more newsmen, more cameramen, more
facilities — processing plants in New York,
Washington, Los Angeles, London, Paris,
Sydney—and in reserve the largest library of
newsfilm in the world. It delivers. more stories
—including more sports--and more footage—
and faster. It doesa better joband a bigger job.

And stands ready to do that job for your
station.
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been receiving, just because they’re such a short space time that no
rating service answers that. Our station ratings for the morning
period in which they’re on and for the all-day period have climbed
into domination of our market and 1 would attribute part of the
credit for this to editorializing. I would add this, that like everything
else in broadcasting, editorializing helps, but it isn’t effective unless
all the other elements of good broadcasting are there, too.

Q: You mentioned your all-day-long operation. 1 understood
you earlier to say that you put on these editorials, when you
use them, at 7:30 and 8:30. Do you run the same editorial
all through the day?

A: We only run them at 7:30 and 8:30, What 1 said, 1 think,
was that our ratings indicate domination of our area, not only in the
morning period in which they're on, but all through the day. I'm
trying to show that this is just part of a cumulative picture and I
can’t quite come out and say that because we editorialize we’ve got
the top Hooper and the top Pulse.

Q: You describe WAVZ as the newspaper of the air, a very
good slogan. But you say that your editorializing is confined
to fairly local issues. Now, you’re not horizontally competitive
with the newspapers, which editorialize on everything under
the sun. So you’re a local newspaper of the air. But you're
not strictly competing editorially with the local newspapers.
Is that right?

A: That’s pretty much right. I said our editorializing was almost
exclusively on local issues. We've had some on national issues. I
should make this clear. We are not editorializing for the sake of
competing with the newspaper in our editorializing. We are editor-
ializing because we believe it’s one of the things that makes a radio
station a keystone of its community. We believe that the points of
view that we espouse help to make a better community. It happens
that these views are quite often different from those of the newspaper
and that makes the service that we perform that much more valuable.
I think that this could be true in many other cities, and be equally
valuable there. But we never take a point of view just because that
view would be in conflict with the paper, In fact, there have been
rare occasions when we have agreed with editorials in the paper
and said so. A further point is that our interest as a thousand-watt
station is in expressing views for that area. If ours were a 50,000-
watt station, covering many states, I think that we might express
views on much broader situations, However, I think the greatest
editorial contribution is on local topics. Often it takes courage to
bring about action or change locally, as opposed to comment on
far-off parts of the world.

Q: Are there any subjects you are afraid to touch in an editorial?

A: There are no subjects that I would be afraid to touch by
radio which would be acceptable and considered in good taste in
any medium.

Q: When you take a position during a local election on the
mayoralty, would you advocate the election of a candidate
because you feel that his platform is better suited to the needs
of the community as against those of his opponents?

A: We have taken a position in three local mayoralty elections,
that being the number of elections that have been held in New
Haven since we have been there. The position we took was not one
reflecting an interest in a particular political party, but it was one
endorsing a particular candidate for mayor. In each instance, when
we were editorializing for him, we mentioned that one of the reasons
why we felt it particularly important for us to editorialize was that
the newspapers were not giving full and fair treatment to the state-
ments that this candidate was making in running for mayor.

Q: In each of the three elections, were the newspapers opposed
to your candidate? Did they support the rival candidate, and
who won?
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A: They supported the rival candidate. There’ve been three elec-
tions. In the first of these elections the incumbent, who was sup-
ported by the newspaper, won.

Q: You supported his opponent.

A: We supported his opponent. In the second election, the in-
cumbent won again by two votes out of about 68,000. In the third
election, the man whom we supported was elected with a margin of
several thousand.

Q: Against the man who was supported by the newspapers?
A: That’s right.

Q: Now, as a tangible evidence of how public service pays off,
can you cite us some recent specific example, an experience
that you’ve had?

A: We've just completed a week of the highest local billings in
our history during what should be one of the slowest months of the
year. We attribute this to the public reaction to intensive broad-
casting of the flood disaster that struck the area around New Haven.
We had reporters in Waterbury, Ansonia and other towns in which
the flood wreaked havoc; we kept in communication with more
remote areas, and roused the public to what was happening and
helped to coordinate rescue activities. The result has been that we’ve
had to have an additional switchboard operator the last week to
handle all the calls that have come in because the public has in effect
considered us as an agency administering emergency service.

Q: Following your broadcasts in connection with the disaster,
did you receive anything in the way of tangible evidence of
public appreciation?

A: Well, it’s still so early that people are digging out more than
anything else. But this last week the Rotary Club, at its meeting,
expressed commendation to our news editor who coordinated the
reporting of that day.

COMMENDATION AND DOLLARS

Q: So, your disaster coverage brought you commendation as well
as dollars?

A: Yes, we've learned on a number of occasions that the two
can go hand in hand, We had record high billings partly because
we had so much new over-the-transom business that came in un-
solicited and reflected the further enthusiasm and interest of local
advertisers in the station. It's too early to have any indication of
audience ratings as a result of that. But the fact that our telephone
has been ringing so continuously indjcates that the public has identi-
fied us with public service in time of disaster.

Q: About these telephone calls, can you estimate how many of
them were calls asking for information and how many were
calls just to say youre doing a swell job, and how many
would be calls . .. ?

A: I would say that about 70% of the calls were persons either
asking for information about the flood or volunteering their services
for some specific emergency relief.

Q: Getting back to the editorializing vis-g-vis the newspaper
situation, do the newspapers carry your program logs?

A: They do not.
Q: Do they carry the logs of any other stations?

A: They carry the logs of the New York City stations—70 miles
away——and traditionally, going back prior to our ownership of
WAVZ, the local newspapers have not recognized the existence of
New Haven radio stations. It’s only been in the last year that they
have been willing to accept advertising from us, or advertising from
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THE GREAT SMOKIES... where trees and men grow tall

In Great Smoky Mountains National Park, high on the
North Carolina-Tennessee border, you'll see the loftiest
peaks in the East, majestic reminders of an America that
used to be.

Known for its superb scenery and magnificent flowering,
it is the culminating point of the Appalachian Mountain
system and our most visited national park. Its 700 square
miles boast almost as many species of trees as are found
in all of Europe. Ideal climate and soil have produced
giant plant specimens — rhododendrons over thirty feet high
and grape vine stems five feet in circumference.

The land has spaswned giants among men as well. Here
you'll find the ancient dwellings of the mountain people —

SINCLAIR Salutes the Garden Club of America...

for 42 years of successful accomplishment in stimulating the knowledge and
love of gardening among amateurs, in aiding in the protection of native plants
and birds, and in encouraging civie planting; and especially for their educational

program in conservation and horticulture,
and for promoting a.full appreciation of

the independent, self-reliant breed that left the Old World
seeking freedom and found it in the Appalachians. From
this pioneer stock descended great figures in America’s his-
tory — Davy Crockett and Daniel Boone, John Calhoun and
Andy Jackson, Sam Houston and Abe Lincoln.

Other mountains may provide greater peaks. . . but none
has supplied greater men.

ﬁeg TOUR INFORMATION — Ask for our United
States Map featuring the National Parks and Monuments. If you
would like to drive to anv of the National Parks, let us help you
plan vour trip. Write: Tour Bureau, Sinclair Oil Corporation,
600 Fifth Ave., New York 20, N. Y.

SINCLAIR
A Great Name tn Ol

our National Parks and
Natural Resources.
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any client mentioning the station call letters.
They will not print our logs, but they print
those of New York stations.

Q: Have you ever felt any pressures be-
cause of your editorializing?

A: What sort of pressures?

Q: Has anyone ever tried to keep you
from editorializing? Have there been
any indirect effects? Has any adver-
tiser ever said anything to you? Or,
has any advertiser ever been con-
fronted by the newspapers?

A: We have never, to my knowledge, lost
any advertising as a result of editorializing.
I think that we have gained in advertising
because we do editorialize and because we
are recognized as a station of stature in the
community. We have received pressures
against editorializing. The most dramatic
one was the day of the first editorial on the
first mayoralty campaign in which we took
a stand. On that day a politician—not one
of the top leaders in his party, but still one
of the active politicians in the campaign for
the opposing candidate—came in accom-
panied by several of his assistants and put
on an intimidation scene. He had one man
go to a telephone and say, “Call our office.
Tell them to monitor this station. We’ll get
to all their advertisers.” He expressed him-
self very forcefully as demanding that our
editorializing better stop.

Q: Did that affect you or influence your
policy?

A: We ran an editorial the next day, as
had been our intention, and that brings up
the point that if you ever back down when
you take a stand that you know is right,
you're licked. But when you know you're
right, and you're questioned on it, the best
thing you can do is to keep on fighting be-
cause that’s the only way you win. If you
ever back down, you're considered a weak-
ling in your community and everybody will
try to push you around.

This was a demonstrative act by one of
the politicians down on the lower rungs of
the ladder, but the next day, or within a few
days, we received a request from the Cor-
poration Counsel of the city, who was an
adviser to the incumbent mayor who was
running against the candidate we advocated.
He stated' that he had no quarrel with our
editorializing but he asked for equal time
to answer all the editorials which we had
had on the air.

Q: Did he get it?

A: We sent him a letter to make our posi-
tion of record, in which we said that we
recognized no inherent obligation to give
him equal time, because they had had access
to our microphones in forums which they
had been on, in newscasts in which the
recorded voice of the candidate had been
on the air, in the news releases that they
had given us, and also in the paid broadcasts
which they had sponsored. We said we
recognized no obligation, but in order to
lean over backwards in the interest of fair-
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ness, we would be prepared to give them
time for specific answers.

We also pointed out that we had the fur-
ther right to answer anything which they
would say in these broadcasts. We said that
their use of that time would be restricted to
the three top officials of their party, because
we didn’t want the station belittled by their
sending anyone of lesser rank. They didn’t
take up our offer. I think they decided in
review that they did have all the access to
the microphones that they wanted.

Q: Then your news policy is completely
impartial, but you take a stand on
anything that strikes your fancy in
editorializing.

A: That’s right. That's the only way
that you can operate any news department.
Your news must be free of bias and must
bring out all points of view.

Q: Have any of your editorials aroused
the public or gotten the reaction that
you were after?

A: Several of them have. One of our
most dramatic campaigns, which was known
as “Pigs or People,” dates back a few years.
This was our series in favor of a new mod-
erate rental housing project in New Haven.
The background on this is that the New
Haven Housing Authority had been working
for about a year trying to establish a new
moderate rental housing project. The need
for it was evidenced by the fact that they
had more applications on record than this
new project would provide housing for. It
hadn’t been built because they didn’t have
available land, and the question was being
bucked back and forth from one city agency
to another without providing them with the
land. After a year of pigeonholing we came
out with this series.

Q: Why was it called “Pigs or People?”

A: The reason it was called that was that
we found that one tract of land, which the
housing authority had its eyes on, but which
the city had not acted on, was used as a
city pig farm and the garbage collections
were brought out there. You can do things
with radio editorializing that you can’t do
with any other medium, and we recorded
right into the text of the editorials the voices
of some of the people who were hoping for
housing there, and also the grunts and groans
of the pigs on the farm.

Q: Did the newspapers take a stand?

A: Well, the newspapers have had a tra-
ditional stand against any extension of public
housing. I don’t recall whether they specif-
ically opposed this project but they have
opposed a number of public housing activi-
ties and this would have been the type of
thing that was counter to their policy. We
ran variations on this theme for four days.
On the fourth day the mayor announced
he was agreeing to friendly condemnation
proceedings on this tract of land and the
question which had been up in the air for
nine months was resolved. There is now
public housing there. The project is filled.
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Q: Accommodating how many people?
A: Over 300 families?

Q: No pigs?

A: No pigs. The pigs have been re-
moved. We've had other dramatic results
tco. In some we were the instigators; in
others we played an important part. Our
voice was loud and successful in bringing
about reconstruction of a 75-year-old school
in an underprivileged neighborhood where
the cost to the city in delinquency and other
ills was high. We were the first editorial
voice to urge a change in New Haven's
welfare after the Community Chest had
failed for years. We called for a federation
of all drives. Greater New Haven has a
a United Fund, which is just that,

Q: What would you recommend to the
broadcasters of the country in the
way of editorializing? Do you suggest
that they would find it advisable to
go into a regular format of editorial-
izing?

A: I think that every station that editori-
alizes will gain by it. I would suggest a
number of things. First of all, that there
should be at least one person on the staff of
that radio station who is competent to do at
least the research for the editorializing.
Quite often the news director on a station
has the background and all the information
that is needed. Whether he writes the edi-
torials, or whether the general manager does,
you need someone who is competent to dig
out the information. Then, you must enter
editorializing with the spirit of fairness and
you must put it on in a way that fits in
with the particular program format of the
station that does it. A station that has 15-
minute newscasts might have lengthy edi-
torials. A station that has short news pe-
riods would probably have short editorials
as well.

Q: Would you keep the editorial portion
of the program un-sponsored as a
statement of station policy? Or do
you think it’s perfectly all right to
incorporate the editorial in a spon-
sored newscast? .

A: I think it is preferable to keep it sus-
taining. But if a station wanted to incorpo-
rate it in a I15-minute newscast, I would
think it feasible as long as it is made quite
clear to any sponsor and to the public—
because the public is concerned with these
things—that this represents the viewpoint of
the station ownership and not of anyone
else.

There's one other thing that is good for
stations to keep in mind. That is in con-
nection with picking topics. It is wisest to
pick topics in which the possibilities of
bringing about corrective or constructive
action are good. It is helpful in doing that
also to find topics in which there is some
group—whether it's a governmental agency
or whether it’s a group of interested citizens
—that is favorably disposed and interested in
carrying the ball on it. A radio station gives
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leadership but it doesn’t carry out a pro-
gram, and if there is an interested group to
show what the citizen interest is in what
you're talking about, the chances of action
are that much the better.

1 think a station should avoid editorials
against sin, meaning editorials which just
talk in terms of generalities rather than get-
ting close to important, controversial mat-
ters.

Q: In other words you don’t just edi-
torialize for the sake of editorializing.
You really have a mission. You've
got something to talk about.

1

That’s right. Now, there’s one other

point that we haven’t touched on, which is
that the right to editorialize isn’t an inherent
right of radio stations, It’s a right of the
public to hear all points of view on any
given topic.

Q: But you still apply the First Amend-
ment dealing with freedom of speech
and freedom of the press as giving
the basis to do that which youre
doing, don’t you?

A: Yes, that’s right, but the basis for
that and really for everything in the Bill of
Rights is the right of the public to have
those things, rather than just of the medium
which is the vehicle,

Obviously
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IN THE SHADOW OF SEVEN TVS

RADIO'S BOOMING ...
IN LOS ANGELES

THE LATE SUMMER heat which sct records in the Los Angeles
metropolitan area has been no hotter than the summer-long rush
of business which has been experienced by the 24 am radio stations
in that market, judging from the jubilant reports of broadcasters,
agencies and advertisers there.

And although the sunburst of summer selling has caused onc
radio executive to remark that “June is like November,” the statistics
being issued by stations indicate that the resurgence of radio in
this huge metropolitan area is no summertime phenomenon. In-
dividual stations say their 1955 business will run 10% to 25%
above that of 1954. Several stations arc kicking up their rate cards
and advertisers have been jumping at available time like hungry
trout.

These broadcasters are not all agreed on the factors that have
loaded their schedules in this sprawling industrial (and agricul-
tural) market of seven television stations right through the so-called
summer “slump” period. Right now, they are too busy raking in
the chips to look at the hole card. Radio executives estimate these
two dozen stations will gross somewhere between $10 and $15
million this year-—the variation depending on the enthusiasm of the
station man doing the estimating.

There are some who will tell you that radio is being swept
along by the sheer
growth of the area
itself, and they are
bound to be partly
right. The Los An-
geles metropolitan
area (Los Angeles
and Orange Counties) has grown nearly five times over since 1940.
It is the nation’s third largest market, topped only by New York
(five counties) and Chicago (Cook County), with a population of
more than 5.1 million and retail sales of $6.6 billion last year. The
average factory worker makes $85 a week and civilian employment
has increased from 1.7 million in 1950 to 2,284,700 in July, accord-
ing to the Security-First National Bank there, a gain of 30.5%
during the five years compared with a 26.7% growth in population
in that time.

The Los Angeles metropolitan area cnjoyed around $10.1 billion
civilian income in 1952, about 45% of the state total. Unemploy-
ment is at the lowest level since World War II, a total of only
70,400, or 2.99% of the total civilian labor force. Employment
in manufacturing has gone up 68.8% in five years, but Los Angeles
County still ranks first nationally in cash farm income. Home-
building is up 10% over last year and home projects are good radio
advertisers. Total building permits are up higher still.

Los Angeles’ 24 stations are scattered among the city of Los
Angeles (including Hollywood) and the immediately adjacent large
population communities of Avalon (Catalina Island), Burbank,
Glendale, Long Beach, Pasadena and Santa Monica. From here
on it’s hard to tefl where the Los Angeles market ends and where it
blends into such other Southern California markets as Lancaster,
Oxnard, Ventura and Santa Barbara to the north; Pomona, River-
side and San Bernardino to the east. and Santa Ana and San Diego
to the south. Each is a strong radio community in its own right.

And here is the second factor quoted by Los Angeles area sta-
tions as favoring radio. Los Angeles is a great cluster of distinct,

Fih o0

dispersed and prosperous markets that only radio can reach cheaply THE freeway complex in downtown Los Angeles is essential
for most advertisers, they say. In 4,084-sq.-mi. Los Angeles County, to the transportation system of the city, for transportation
nucleus of the area, there are 100 unincorporated and 46 incor- is primarily by automobile. Angelenos spend much of their
porated cities, each a market in itself and all so spread out that time in their cars, hence constitute one of America’s biggest
they immediately give away the secret to radio’s strength in this automobile radio audiences.
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locality. Television may deliver impact,
these people say, but only radio can deliver
mass circulation at the lowest cost per thou-
sand of any advertising medium in the area.
Thus it is evident that the Los Angeles
radio market does not stop at political
boundaries. That market, for many of the
24 stations, actually is the Southern Cali-
fornia market. From Santa Barbara north
to San Diego and the Mexican border south,
radio stations claim coverage of the vast area
and overlap into each other’s markets. But
the Los Angeles outlets have the strategic
advantage. They are in the middle.

One major Los Angeles independent, for
example, shows prospective advertisers that
in an eight-county area its daytime broad-
casts reach almost 6.5 million people with
buying incomes of more than $12 billion—
a market of more than 2.2 million families,
some 2 million-plus with radios. These 2.2
million families have 2.6 million cars and
have an income of $5,451 per family, $1,866
per capita.

Total retail sales for the 14 Southern
California counties in 1954 amounted to $9.5
billion (including $6.65 billion for the L. A.
metropolitan area), compared to $15.4 mil-
lion for the whole state.

Radio competition in the bigger Southern
California area is friendly and the medium
is promoted by a highly-active trade organi-
zation, the Southern California Broadcasters
Assn. Under Frank W. Crane, SCBA is sell-
ing radio to prospective advertisers through-
out the area where its 70 member stations
serve 7.35 million people comprising 2.5 mil-
lion families—a market growing by 300,000
persons each year and one larger in popula-
tion than each of 42 of the 48 states. Mr.
Crane feels that “this is a huge market only
radio can cover effectively: . . . An adver-
tiser would have to buy 380 newspapers to
achieve the same coverage.”

The third reason cited by Los Angeles
people for radio’s big bounce on the West
Coast is the return of the “prodigal—the
advertiser who lusted after the television
light-o’-love, plied her with money to ever-
growing demands, and finally found he was
better off with his first love, the tried and
true radio station next door.

This situation, of course, is not necessarily
peculiar to the Los Angeles market and re-
quires little treatment here. However, what
one West Coast station representative had to
say is worth hearing. Tracy Moore, head
of his own representative firm, said he felt
“radio is coming to life again™ and believes
the Los Angeles market is strong.

“I think television’s honeymoon is over,”
he said, adding, “The bride has to go out
now and cook.” As for the number of major
advertisers who a few years ago took all their
money out of radio and put it in television,
he said, “They're finding out now they can’t
do without radio and are going back.”

The fourth major factor in the mounting
strength of radio in the Los Angeles area,
and one which by no means can be over-
looked, is the emergence of the automobile
as a predominant force in Southern Cali-
fornia culture, a situation which logically
stems from the dispersal of these high-in-
come families in dozens of cities and towns
throughout the big market area.

Not only do Angelenos and others in the
metropolitan area listen to their radios at
home and at work, but they also tune in the
sets in three-fourths of the 2.1 million cars
which they drive daily, often for long dis-
tances, to work and to shop. Los Angeles
has been called a market that lives on wheels.
Of the 30,000 new cars delivered to dealers
in the area each month, 58% now are radio-
equipped. A used-car dealers’ joke about
prospective buyers is that they first check
the auto’s radio, not the engine.

West Coast radio executives add a plus of
up to a fourth of the at-home radio audience
because of the extensive use of the radio-
equipped automobile for driving to work
and shopping, and for visits to the beach
and the mountains. All this outdoor living
also means more portables are in use, they
say. Normal auto rush hours (7-9 a.m.,
4-6 p.m.) do not tell the whole story about
the extent to which cars are used in this
area of factory shifts and of women driving
to shop all through the day, they say.

Several station operators cited the active
automobile advertising as accounting for a
big share of radio’s prosperity there today.
Others didn't feel it was a significant share
of their sponsor rosters.

But for a market that moves on wheels,
auto advertising must be significant and it
is important to note that some major auto
dealers put the biggest share of their budget
into radio.

Howard L. Tullis, owner of his own
agency which is a leader in placing local
auto advertising, said his billings in this cate-
gory run about $100,000 a month, of which
55% goes to radio, 35% to television and
10% to newspaper display.

“Television has priced itself out of the
market and the only reason we use news-
papers is becauss we can’t buy enough good
radio availabilities,” he said.

Mr. Tullis spends 90% of his clients’
radio money between 5 p.m. Friday and
midnight Sunday since 80% of the auto
sales are a family weekend purchase.

Hermina LuKacsy, timebuver for M. B.
Scott Inc., another agency whose local auto
billings exceed $1 million yearly, said she
has “very excellent results” in radio and
spends 60-70% of her auto budgets in radio
for various dealers handling Ford, Chevrolet,
Pontiac, Buick and Lincoln-Mercury.

Miss LuKacsy uses spot radio on a satu-
ration basis, “‘but definitely.” She explained
that “occasional spot is a waste of money.”
Her campaigns run throughout the week with
heaviest use toward the weekend. Because
of the keen competition in the auto sales
picture at the present, she expects even
better radio advertising months during this
month and October.

Another agency, strong in Buick dealer
accounts and placing about $100,000 an-
nually, is that owned by James C. Killings-
worth, He said he spent 70% of his auto
money on radio in June, using about 10
Los Angeles area Stations on a saturation
spot and strip program (usually news)
basis.

He described Los Angeles radio as “strict-
ly a sellers market. 1 have a tough time
getting good auto availabilities today and
some of the stations are giving auto accounts
only five or ten minutes protection from
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ONESHOT versus BUCKSHOT.

Recently an ad-manager whose agency was
presenting him the glories of a one-shot
TV extravaganza asked, “Don’t you still be-
lieve in frequency in advertising?” A good
question!

Frankly, with today’s competitive markets,
advertisers have to believe more than ever in
frequency of impression. Today people have
their minds on more things than ever before
for the simple reason their minds have access
to more things.

For example, it takes only seconds to travel
from Peiping to 10 Downing Street. At the
same time hundreds of new products and
advertisers are trying to crowd their way into
these minds and leave an impression . . . and
hitting these people once a week (much less
on alternate weeks) with a message sand-
wiched in between no matter how many
dancing girls is hardly sound advertising.

Consistent advertisers are the only adver-
tisers who can survive in this day of short-
lived product loyalties, a situation that’s dou-
bled in spades by the fact that so much is
being sold without benefit of “live” sales help;
i.e., self-service.

Advertising, therefore, has shouldered not
only its biggest burden but also its biggest

TELECASTING

opportunity. But it requires bed rock con-
cepts and that means insistent as well as con-
sistent advertising—repetitive as well as com-
petitive advertising.

All of which is causing many an advertiser to
reawaken to the vitality of localized radio.

Now, with greater potential than ever, this
kind of radio is providing the frequency
needed—at reasonable prices and with a flexi-
bility that fits like a gauntlet {meaning snugly
and with a wallop).

Localized radio —announcements, programs
and participations — can be bought when,
where and how you want, You can segment
the day or night, the season or the days of the
week. You can buy flights or fancies (i.e.,
52 weeks!). Live or recorded. With integrated
or dis-integrated announcements. You can
change your message overnight.

Localized radio—spot radio—is all yours to
adapt and adopt and make work for you at
the lowest price of any mass medium in his-
tory while it’s at its circulation peak and its
saturation zenith.

Radio Division Of
THE KATZ AGENCY, Inc

NATIONAL ADVERTISING REPRESENTATIVES
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Publicity ... Direct Mail...P. O. P.
Displays... Window Displays...
Dealer Meetings...and Client-
Agency Reports.

o

WG | krOD-T

KROD'TY
CHANNTELAEH
CBS, ABC, DUMONT

EL PASO, TEXAS

National Representatives: THE BRANHAM COMPANY

PROMOTION DEPT,
P. O, BOX 1799
EL PASO, TEXAS
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i Please send me a free copy of “Effective
i Promotion in El Paso.”
|

i

i

|

|

Name.

Company.
Address

CB-210 Transcription Turntable
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A complete turntable ready to
mount in cabinet or desk. Includes
pickup arm, dual cartridge, dual
sapphire styli, preamplifier with
power supply, variable equalizer
and the new popular CB-100 Gates
3-speed direct shift mechanism.

*Diamond stylus available
at modest extra cost.
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spots of other auto dealers. We used to get
30-minute protection,

“I buy $1,500 a month on KMPC Los
Angeles alone but it’s hard to get prime
periods. Dan B. Miner Co. here, which also
handles Buick, I understand by the grape-
vine has an open order with the station for
any good auto spot that’s available. KHJ
Los Angeles the other day offered me the
5:30-5:45 p.m. news. It was the first good
auto time open this year on that station.”

Mr. Killingsworth has found the creative
approach pays off in auto advertising. The
one-minute spots placed by his agency are
complete “dramas” such as a soap opera,
Kentucky Derby or ball game in which the
climax breaks into an unexpected off-beat
promotion for a particular dealer.

Ed Lytle, vice president in charge of ra-
dio-tv for Western Adv. Agency, Los An-
geles, sounded a note of caution to local
radio stations not to go overboard on the
commercial bonanza.

Commenting on the sizeable “lump of
automobile listening” and citing an apparent
trend that out-of-home listening ‘“‘is fast over-
taking the in-home variety as a prime factor
in the almost phenomenal success of Los
Angeles radio,” the agency executive sug-
gested that “there is a point of commercial
saturation beyond which some stations
should muster up enough courage to tack
up the ‘sold out’ sign.”

He said, “It behooves us as broadcasters
and agencies to recognize the fact that once
you break the listener’s back with the al-
most unbroken chain of pitches you hear on
the innumerable disc jockey shows around
the town, you may never win him back.
Idealistic? Maybe. But the truism is still
true that if you lose listeniers, you lose re-
sults and ultimately advertisers. Right now
Los Angeles radio is riding the crest. Com-
mon sense will guarantee a long, healthy
life.”

George Anthony, media director of
Stromberger, LaVene, McKenzie, com-
mented on the personality of today’s radio
salesman. “The fellow has more confidence
today. He seems to believe in what he is
selling you. Gosh, a year or so ago they
were a pretty sad looking bunch.”

Recently he has used radio in identifica-
tion campaigns for Mobiloil {General Pe-
troleum Co.) employing taped interviews
from the Indianapolis auto races and fre-
quently buys time for Mobiloil and Mobil-
gas sponsorship of unusual auto or marine
race events. He said he soon will be using
radio plus newspapers in a new promotion
for Monarch Foods, an old line which has
limited distribution in the areca. “We
wouldn’t plan to use radio if it wasa’t good,”
he said, mentioning particularly the 20-25%
plus which the out-of-home audience con-
stitutes in local radio.

Benton Paschall, who also has his own
Los Angeles representative firm, told BeT:
“Here the temperature is 108° over the week-
end and I think Los Angeles radio is hotter
than the weather. Since 1952 the tempo of
the Los Angeles and entire Southern Cali-
fornia picture has increased most noticeably
to a faster rhythm.

“National spot business has been slower
in radio outside of Los Angeles on some sta-
tions. Those stations, and not necessarily
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WGN

A Clear Channel Station . . .
Serving the Middlewest

This is a phrase which has appeared in WGN’s logo for many, many years . . . so many

years that we want to re-emphuasize its full meaning and importance.

WGN redaches more homes than any other Chicago advertising medium. WGN serves not
only the city, but the small towns and farms throughout the middlewest.

No other station shares the 720 spot on your radio with WGN . . . and through the years of
service, middlewesterners have come to expect the best in information and entertainment
at 720 on their radios.

When you place your advertising on WGN, you’re not only using the station which reaches

more homes—but a station which people depend upon and believe in. You buy quality

of listening which is so important to the success of your advertising.

Chicago 11

: Illinoi

A Clear Channel Station tno1S
Serving the Middle West : 5°'°‘;’2‘:3m

MBS On Your Dial

Chieago (ffice: 441 N, Michigan Awve., Chicafo (¢
Eastern Advertising Solicitation Office: 220 E. 42nd Strest, New York 17, N. Y., for New York City, Philadelphia and Boston
Representative: Geo, P. Hollingbery Co.

Loas Angeles—411 W. &th Street ¢ New TYork—300 Sth Avenué = Atlanta—223 Peachtree Street
Chicago—307 N. Mlchigan Avenue + San Francisco—625 Market Street
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How Service-Ads help agencies
select TV markets and stations
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WISN-TV
purposely positions
its Service-Ad
next to its
listing for your
convenience
when using
SRDS.

The Service-Ads that hundreds of stations place in
Standard Rate help advertisers and their agencies
by giving them more of the kind of information
they are looking for ... when they want it. They are
called Service-Ads because they offer service
information in a service position.

an agency man says

“We are continually adding new TV markets. .. what we
keep watching for is favorable TV situations for a client
in markets we think he might be interested in; improved set
saturation ; suitable, well-rated programs on stations
with good coverage, etc,...”

SRDS / Standard Rate & Data Service, Inec.

The National Authority Serving the Media-Buying Function

O 18N s Pl / Walter E. Botthof, Publisher, 1740 Ridge Ave., Evanston, IIl.

Sales Offices: New York, N. Y. » Evanston, Ill. » Los Angeles, Cal.
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8 exclusive
ways
Service-Ads
in SRDS
can ¢
help you /

1. They provide useful infor-
mation that expands the listed
data; make it quickly avail-
able to you in client meetings,
or when you’re working late
at the office or at home week-
ends.

2, They give you the gistof a
market or medium story, help-
ing you recall all the informa-
tion you have absorbed from
literature and from represen-
tatives.

8. They boil down facts to
simple terms that you can ex-
tract and include in your
media proposals.

L. They give you the story
fast when you are entering a
new market, or preparing a
schedule for a new account.

5. They give you a handy
“file” of media information
and protect you against the
inadequacies of central filing
systems that may be unable to
supply what you want when
you want it; or worse, may
contain only out-of-date mate-
rial.

6. They give you information
at the very time you seek it,
and do not intrude or ask for
attention at any other time.

7. They give you quick accesg
to additional information when
a medium’s general promotion
arouses your interest.

8. They give you a “last
chance” source from which
you can get a final briefing on
a medium’s story before you
make your final decision.

BROADCASTING ® TELECASTING

price cutters, have increased national spot
business by more merchandising, closer su-
pervision by alert management and by fol-
low-up on new orders which assured re-
newals in most cases.

“lI find advertising agencies in the past
voar are once more listening eagerly to rep-
resentatives and their station success stories.
Radio is so good a buy that if the salesmen
keep interested and study their own station
they will have little trouble in the Southern
California market.”

He cited three important s’s in radio suc-

cess: Shoe leather, showmanship and service.

William Jaynes, formerly head of his own
agency and newly chosen to manage Em-
pire Adv.’s all-Negro department, said ad-
vertisers and stations have been overlooking
“lots of bucks” in the skyrocketing Negro
udvertising market. He said he presently is
getting “very excellent results” for a list of
national and regional advertisers on KOWL
Santa Monica, KPOP and KGFJ Los An-
geles and KALI Pasadena.

He deplored the “minstrel” approach of
some disc jockeys who claim the colored

RADIO has played a major role in the
success of Republic Van & Storage Co.
since its founding in 1946. Executives
credit the medium with being instru-
mental in building the Los Angeles com-
pany into one of the top 10 independent-
ly owned nationwide moving concerns.

Long recognizing the impact of radio
advertising, Paul Smith, president, first
tested its use in a modest way through
spot announcement schedules on Los An-
geles stations.

A total of $5,200 was spent on the
medium during the firm’s first year of
operation. Gross income that year was
more than $250,000, better than had been
anticipated. Company executives in-
creased its radio appropriation the fol-
lowing year to around $10,000. Again the
gross rose accordingly,

By 1950 the company had grown sur-
prisingly fast. Branch offices were estab-
lished in key cities across the country.
The yearly income had risen to well over
a million dollars too. The radio advertis-
ing budget was now more than $17,000.

An organized advertising department,
headed by an experienced man with radio
know-how, was now needed. Advertising
up 1o this time was handled by Mr. Smith
and other company executives.

Jerry Lawrence, Los Angeles an-
nouncer, won the new assignment. In
the four years since he took over adver-
tising reins, yearly radio appropriations
and gross incomes have tripled. Company
executives approve his policy of concen-
trating on radio. That appropriation is
in the neighborhood of $70,000 for 1955,

Besides creating new slogans to catch
listener’s attention, Mr. Lawrence intro-
duced jingles in place of straight commer-
cials. He set up a schedule of twice-daily
newscasts on classical music station

GROSS INCOME

A MOVER'S RIGHT MOVE: INTO RADIO

KFAC Los Angeles to reach a special
segment of population. For an entirely
different group Republic took over spon-
sorship of a Western variely program on
KXLA Pasadena. Expanding coverage to
reach an entirely different class of listener,
the Santa Anita races were sponsored on
CBS Pacific Radio Network stations.
And to “hypo” the lax winter moving
months, this varied schedule was aug-
mented with a spot campaign on local disc
jockey programs.

Success of the Los Angeles operation
made it obvious that similar programming
should be used in other markets. Hence
Republic bought time on KGO and KJBS
San Francisco, KROW Oakland, KRAM
and KROK Las Vegas, sponsoring varied
programs and amplifying them with spot
announcement packages.

Republic used its first radio to adver-
tise the firm’s eastern operation in 1954,
concentrating in the Portsmouth, Va.,
area where it has large offices and ware-
houses. Following its successful west
coast policy, Republic sponsors programs
on WAVY and WLOW Norfolk, Va.,
supplementing them with spot campaigns.
However, during the summer months, the
firm was forced to temporarily suspend
this latter campaign because it brought
more business than could be handled at
the time.

Besides Los Angeles headquarters, Re-
public maintains full offices in such Cali-
fornia communities as San Diego, Ava-
lon, Santa Ana, San Bernardino and Qak-
land. Cross-country, they are located
strategically in New York, Chicago, Day-
ton, Salt Lake City, Las Vegas. Others
are in Arlington. Norfolk and Ports-
mouth, Va.; Chester, Pa., and Hillside,
1. Republic, in addition, has agents in
all other principal cities.

RADIO BUDGET
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andience, commenting they only are an-
tagonizing their market. “Radio’s biggest
and most common mistake,” he said “is to as-
sume Negro programming should be one of
two extremes—religious or hilarious as hell,
with no middle ground. Too many stations
around the country have very poor standards
for Negro disc jockeys.”

Of the quarter-million Negroes in Los An-
geles, 60% of the adults are employed, Mr.
Jaynes said, emphasizing a high per-family
income and spending.

The Los Angeles outlets represent a
variety of program formats and commercial
policies. There is a strong trend to spot on
the part of both local and national accounts,
with emphasis on the saturation technique.
Some of the stations are specializing in

music-news-sports, others middle ground
popular music or classical, some Spanish-
language and Negro.

Without exception, all 24 am stations re-
ported business good this year and better
than last. Fm, however, is another story.
There are about a dozen additional fm out-
lets in the area, most duplicating their parent
am outlets. The handful of fm independents
are struggling, a couple making ends meet
via storecasting or background music type
operation, the others subsidized by outside
business sources.

William Baxley, commercial manager of
ABC’s own Los Angeles outlet, KABC (5 kw
on 790 ke, directional night), said that bill-
ings now are 50% more than pre-television
days. *“Radio and television can grow to-

MORNING .. . NOON ... AND ... NIGHT ...

WBEN RADIO

provides the high-powered shows to
put your sales message On Target !

9:'5 a.m. to '0 a.m.
MONDAY thru FRIDAY

BREAKFAST at
the SHERATON

WBEN's long-lived audience par-
tucipation show. For seven years
the top rated show in. its time slot.
Quizzes, prizes, songs, music and
personalities.

12:15 p.m. 10 1:00 p.m.
MONDAY thru FRIDAY
HOTEL STATLER
LUNCHEON CLUB

WBEN plays host in the sky-high
Luncheon Lounge in the Hotel
Statler. Guests participate in
games and gags with musical
background. Highest-rated show
in’ this.time period.

5:00 p.m. to 6:00 p.m.

MONDAY thru FRIDAY

CAR and
g KITCHEN

A new program with unique for-
mat to please those driving home
from work and the lady in the
kitchen. News, weather, music, and
sports pleasantly presented in a
fast-paced show.

Io p-m. to “ p.m.
MONDAY thru FRIDAY

DATELINE

Late news and sports, detailed
weather information presented
with a tuneful mixture of popular
music. Four top WBEN radio
personalities preside in their
specialties.

100-word commercials, 10-minute segments, min-
ute spots and 10-second ET or 20-word announce-
ments ore available in this line-up of made-for-the-
market shows. For rates and availabilities contact
- HENRY 1. CHRISTAL CO., INC.

New York, Chicago, Boston, Detroit, San Francisco

WBEN

930 KC.

5000 WATTS

« BUFFALO
CBS BASIC

| THE BUFFALO EVENING NEWS STATION

b
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gether, there’s no doubt about it,” he said.

He recalled radio had rough going about
1950 when the glamor of tv hit, but adver-
tisers who went all-tv are now coming back
to radio. He observed that today’s average
radio audience equals or is higher than that
of the old top network attractions.

Locally he cited industry’s rapid growth
as a plus for radio. “There isn’t enough
prime television time available because of
network accounts,” he said, and *local tele-
vision costs are too high for many even if
time were to be had.” Mr. Baxley said on
a cost-per-thousand basis, radio remains the
best buy. KABC, he said, tells prospective
advertisers the average cost per thousand
should run about 50 cents, depending on
time and program, with some buys running
as low as 13 cents.

William D. Shaw, general manager of
CBS’ owned-outlet there, KNX (50 kw full-
time on 1070 kc), estimated the top eight or
nine stations in the market “will do the
cream” of the total gross this year, but felt
there is lots of business for all. He said
the $15 million estimate is “too optimistic”
for the overall take.

Mr. Shaw estimated KNX would lead in
gross this year although it would rank only
sixth in spot sales. He felt KFI (NBC)
probably would run second on gross with
KLAC the top independent in gross sales
and KMPC the leading independent in net
revenue. He said a station should never be
sold out. “If it is, its rates are too low,”
he said, indicating *“the SRQO sign scares
business away. You may need it tomor-
row.”

The CBS executive said KNX will in-
crease its rates soon and the Columbia
Pacific Radio Network is planning slight
increases in the nature of adjustment and
simplification.

KNX's Jocal business this year is up about
30% over last, Mr. Shaw noted, with
regional network up 7% and national spot
up about 3%. He noted national spot has
come back strong after a weak first quarter.
His failure to mention network figures
brought speculation it is off slightly over
last year.

“1953 was the biggest year in the his-
tory of the company, except for network,”
Mr. Shaw recalled, with last year missing
that by only 1%. He thought radio’s tele-
vision crisis year there was about 1951 with
“steady growth ever since.”

Mr. Shaw observed that “radio doesn’t
have to be glamorous and exciting 24 hours
a day to be good. People like to tune in
old friends day after day, to enjoy their
companionship in everything they do. That’s
the secret of radio’s success. People live
with radio and take it for granted.”

Mr. Shaw said radio has learned to be
more flexible and to fit itself to the adver-
tiser’'s need. Radio is easier to buy, he ex-
plained, because the old restrictions on days
and times have been junked. *We deal
purely in terms of frequency,” he said.

The KNX manager pointed out the big
out-of-home audience in Southern Califor-
nia, especially the auto radio audience, but
cautioned that the 7-9 a.m. and 4-6 p.m.
peak auto hours have been over-stressed.
“People are driving to shop all day long in
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Sylvan Geismar, Executive Vice-President of the Manbattan Shirt Company, tells you

‘““How to lose your shirt on the road!”’

“On October 4th, our salesmen take to the road in the annual
race for Spring orders. And it's a tough race. If every
sample isn't up-to-the-minute in style, we can lose our shirt!

"But we keep our Manhattan and Lady Manhattan sales-
men out in front — with Air Express!

“As trends unfold, we deliver the newest shirt-styles to

HirExpress

our men in a few hours. When hot items sell out, we fill
buyers’ re-orders just as fast! Air Express is indispensable in
maintaining our leadership with our retail accounts.

"Yet we save money on most of our Air Express ship-
ments! A 15-1b. shipment from New York to Milwaukee,
Wisc., for instance, costs $5.15. That's the lowest-priced
complere scrvice by $1,85!"

P AN, S

GETS THERE FIRST via US. Scheduled Airlines

CALL AIR EXPRESS ... division of RAILWAY EXPRESS AGENCY
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this area,” the station manager explained.

Charles Hamilton, assistant to the presi-
dent and manager of NBC-affiliated KFI
(50 kw fulltime on 640 kc), said 61 Cali-
fornia newspapers give evidence of KFI's
listenership by carrying the station’s daily
logs. He said an A. C. Nielsen survey in-
dicates more than 4.3 million home quarter-
hours are spent daily tuned to KFI.

Mr. Hamilton said in July, “traditionally
a ‘dog’ month, business was 39% better than
in July 1954.” This summer, he said, KFI
had no slack season: “June was like No-
vember used to be; August loomed up like a
former February.” He added that there is
“confident optimism™ for the 1955-56 sea-
son and no financial worries at KFI—"ex-
cept where we can find availabilities for 15
more spots a week for X company!”

The folks at KXFI, he said, “look at the
billboards and smile; watch tv with no jit-
ters; and read the ad-crowded daily papers
with interest. They listen to the other radio
stations, too. . . . So business appears to be
good for KFI's competition, in all media.
KFI likes to see other folks prosper, too.”

He said business has been getting better
steadily at KFI for the past three years and
there ‘“no longer are any furrowed brows
about what television may be doing, or be-
cause network radio continues to deterio-
rate.” He said KFI “is not frantically trying
to recapture the spirit or pattern of radio
as it was in the pre-tv era,” but is providing
entertainment and information shows built
around long-established personalities.

Mr. Hamilton said KFI “has not deviated

in its standards regarding the acceptance of
copy and products nor has it allowed the
crowding of commercials.” He added that
“our advertisers are assured that they can
always be proud of the ‘company they keep’
when scheduled over KFL”

Willet H. Brown, president of General
Teleradio’s KHI Los Angeles (5 kw on 930
ke, directional night), Don Lee-Mutual west
coast key, observed that “radio has staged a
remarkable comeback.”

Pegging radio’s television crisis a little
more recently, in 1953, he described KHIJ
business as experiencing “a very marked
improvement over last year.” KHIJ has a
wide roster of advertisers in all categories,
Mr. Brown said, explaining program format
has continued on “about the same basis as
all along with news shows and dramatic
shows.” Unlike some others in the market,
KHI hasn'’t specialized, he indicated.

KBIG Avalon (10 kw daytime, 740 kc
directional), a John H. Poole interest, broke
all station sales records in the consecutive
months of May, June and July, according
to Robert J. McAndrews, vice president and
manager. August was down only because of
shorter operating hours, he said, pointing
out business for the first seven months of
this year was 24% ahead of last year. July,
he revealed, was 32% over the same month
in 1954, which had been 18% over the pre-
vious year.

Citing that KBIG had a rate increase ear-
lier this year, Mr. McAndrews noted a half
dozen other stations in the market boosted
rates this summer and two more are expected

to increase soon. “It looks like the radio
business is good,” he said.

With its transmitter on Catalina just off
the Southern California coast, KBIG main-
tains duplicate studios in downtown Holly-
wood and aggressively uses remote units to
take radio to the people, he explained.
Four station salesmen range various coun-
ties adjacent to Los Angeles in mobile-radio
cars to find new accounts never before con-
tacted by radio, he said, explaining “there
are sO many new advertisers to call on there
is no need for stations in this market to pot
shot each other’s accounts.”

Mr. McAndrews noted “Southern Cali-
fornia is growing like a weed. The radio
audience is mushrooming. In three years
our audience has grown from 5 million to
64 million. Why, in other markets, you
count population growth in the hundreds or
a few thousands.”

The KBIG executive believes the home
audience is still the bulk audience for radio,
although auto listening in Southern Cali-
fornia is a plus of one-fourth to one-sixth
because of the high auto use. Qut-of-doors
living means lots of portables are in use, too,
he indicated.

KBIG advertisers mostly are regional ac-
counts or national, Mr. McAndrews ob-
served. Advertisers are either brand products
or chain stores. ‘“We don’t have a store on
a main street that uses radio,” he explained,
“because main street is scattered everywhere
here.”

National accounts are giving more au-
thority to Los Angeles agencies to place local

CBS « ABC

ROCKFORD,

WREX-TV chonner 13

ILLIMOIS

J. M. Baisch, General Mgr.
represented by
H-R TELEVISION,; INC.

# AND BUY...

WREX-TV

A Billion Dollar Market

... and in return you'll have VHF “exclusivity’” in a market
untouched by Mitwaukee or Chicago TV (90 air miles
away) . Top CBS and ABC network shows are watched by
over a million pairs of eyes (256,600 TV sets) in all or part
of 12 rich counties. They watch closely, too . .
their attention and create desire with your sales messages.
H.R. men have complete details and availabilities.

supreme in rich industrial and agricultural area.

. catch
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accounts, the KBIG manager observed.
“New York and Chicago agencies are be-
ginning to realize local buying is more ef-
fective,” he said.

The bulk of KBIG’s business is in spot
packages, with programs limited to five
minutes and heavy on news and news fea-
tures. Sustaining public service shows are
longer, though. KBIG functions with a staff
of only 30 despite its double location. “We
have eight on the island and the rest in
Hollywood,” he explained. KBIG started
with 201in 1953.

Los Angeles’ all-classical music station is
KFAC (5 kw on 1330 kc, directional night),
and according to President-Manager Calvin
J. Smith “this is the biggest year we've had
by quite a bit. August is running 15-20%
over last year.”

He was not happy about the present trend
toward spots and away from programs, al-
though his station still is strong on long-
time program accounts, most with the sta-
tion five or more years. “Spot contracts
can be cancelled overnight,” he said, “and
this makes today’s average station much
more vulnerable. When a sponsor signs a
program he is building a property with you
and he is not going to let it go the first
moment things get a little rough.”

Mr. Smith said KFAC hasn’t had any
trouble keeping its night audience and night
sponsors despite television. The Southern
California Gas Co. and Southern Counties
Gas Co., which jointly sponsor Evening
Concert every night except Sunday in the
8-10 p.m. period, have been on KFAC for
15 years. “The gas companies give away
50,000 program booklets every month and
could go to 100,000 immediately if they
wished,” he said.

Morton Sidley, manager of KFWB Los
Angeles (5 kw on 980 kc), reported radio
is having its biggest year with no seasonal
drop this summer. He said that July was
the biggest month in the station’s history.
“I sincerely believe Southern California is
an outstanding radioc market, including a
large percentage of auto and portable radios.
Radio set sales are really up and people
don’t buy them for furniture,” he said.

“Television has taken over the entertain-
ment end in the home while radio is becom-
ing more of the Muzak type of operation;
folks keep it on all day long.” he said.

Mr. Sidley expects KFWB business to be
33% above last year. He noted 1954
was up 15% over the previous year. “Busi-
ness is so good our competitors are doing
well,” he said. “There are no phone deals,
no per inquiries and no pitches on radio in
Los Angeles today to my knowledge.”

Like others, Mr. Sidley noticed that a
number of television accounts which for
a while were 100% in television are now
back in radio. “Radio still gives the best
and Jowest cost in circulation,” he said,
pointing out that retail use of radio by drug
chains and supermarkets is very high.

Automotive buying of radio time is a good
criteria of the business climate for stations
here, he pointed out, “because they double
check their use of a medium and know
whether or not they are getting results.”

KFWB employs the disc jockey format,
“using outstanding personalities, because
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anyone can play records,” Mr. Sidley said.
He has found that the teenager in the home
controls radio, “so we program for the
teenager in the early morning and hope the
set will stay tuned all day long, although
we emphasize the housewife appeal between
9 am. and 4 p.m. KFWB personalities are
Zig Manners, Al Jarvis, Bob McLaughlin,
Larry Finley and Frank Bull.

“There is a tremendous around-the-clock,
all night audience here,” Mr. Sidley said.
He recalled that Mr. Finley at 5 minutes of
3 a.m. one morning offered a health book-
let to anyone who mailed in a dime. He
said the first mail the next morning con-
tained 838 orders.

“You hear a lot about peak auto hours in
this market,” he said. “There isn’t any such
thing. Cars are running bumper to bumper

at 2 p.m. and the May Co. triple-deck-park-
ing lot is loaded from noon to 3 p.m. with
shoppers who are spending their money.”

Clinton H. Foller, general manager of
John Brown Schools’ outlet, KGER Long
Beach (5 kw on 1390, directional night),
said that his station is finding a *“highly
successful operation” in specializing in re-
ligious programing. ‘“Charging for the re-
ligious program time is the only way to
operate without discriminating.” He said
that “specializing has been the savior of
radio. It’s been the means of survival and
it has worked.”

KGER had one rate increase in 1951 and
has a study under way now looking toward
another increase.

Thelma Kirchner, manager of KGFJ
Los Angeles (250 w on 1230 kc), said,
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Ned H. Dearborn

President, National Safety Council:

200,000 GUARDIANS
OF YOUR SAFETY

WITH 9 cars for every 8 American families,
we are now truly a nation on wheels. But
we have had to pay a price for this national
mobility of ours. It has created a gigantic
safety problem.

Here at the Safety Council we feel that
thousands upon thousands of service stations
throughout the country are performing a very

Ned H. Dearborn, President of the National Safety Coun-
cil since 1944 and a former Dean of New York University,
comments on a vital aspect of the U. 8. oil industry—its con-
tributions to highway and industrial safety.

important service for greater nationwide
highway safety.

It is an unsung service, too. When a service
station attendant—in any of America’s 200,000
service stations—cleans our windshield, checks
the oil, tires, water and lights, or reminds us
that it’s time to lubricate for safety, most of
us take it for granted — never thinking that
this service may well be protecting us from a
serious accident.

Furthermore, scientists, working in the lab-
oratories of dozens of competing oil com-
panies, are constantly introducing new safety
factors into oil products.

But safety does not stop with customers and
products. America’s oil companies are always
thinking of improving safety conditions for
more than a million-and-a-half employees. As
a result, 1953 figures show that the industry’s
accident frequency rate fell 35 to 40 percent
below the 1946 level. This is one of the most
remarkable industry improvement records
ever encountered by the Safety Council.

The oil industry’s fine safety record — for
customer, employee and in product develop-
ment — is a typical result of our competitive
business system. Unlike state-controlled in-
dustry, in America each company depends on
public good will — good will it must earn by
providing good products, good service, good
value and, above all, by being a good citizen.

At the National Safety Council we feel that
the oil industry’s efforts on behalf of public
safety are citizenship of a high order.

This is one of a series of reports by outstanding Americans who were invited to examine the job being done by the U, §, oil industry.

' This page is presented for your information by The American Petreleum Institute, 50 West 50th Street, New York 20, N. Y.
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gro and Mexican). The Notre Dame foot-
ball games are carried live by KGFI ex-
clusively in the Los Angeles area, she said,
this fourth year being sponsored by Deko
Battery Div. of General Motors Corp.

M. W. Hall, president and manager of
KLAC Los Angeles (5 kw, 1 kw night on
570 kc), stressed that “habit is very im-
portant in radio. That is the basic reason for
our swinging to the music, news and sports
format years ago and sticking to it.”

KLAC today emphasizes its “Big Five”
disc jockeys broadcasting 24 hours a day and
sold as a whole package, he said. KLAC’s
“big five” are Peter Potter, Dick Haynes,
Jim Ameche, Alex Cooper and Gene Nor-
man.

Mr. Hall believes that the radio crisis
year was around 1949 “when everybody was
going to bury it.” Since then KLAC’s net
profit has increased 400%, he said, and the
station’s net before taxes this year will be
in excess of a half million. KLAC sells
mostly spots and the longest program it will
sell is a 5-minute show which is usually
news, Mr. Hall said.

Like other Los Angeles stations, KLAC
experienced no summer slump. ‘“Business
has gone on at the spring and fall pace,”
he said.

“It’s a rare thing in this market today
when an advertiser does not ask for satura-
tion coverage. The advertiser here knows
how to use radio,” Mr. Hall said. He
finds the automobile audience is a big plus.
“In this town the percentage of newspaper
readers is small. The reader doesn’t ride
to his job on a subway where he can read
a paper. He drives there and listens to his
radio,” Mr. Hall said.

KLAC, which is strong on promoting it-
self, also is heavy on merchandising its
advertisers. “We spend about $75,000 a
year on promotion of KLAC to the trade
and public,” Mr. Hall estimated. “In addi-
tion we devote about $34,000 a month in
station time for public service announce-
ments.”

Robert O. Reynolds, vice president-gen-
eral manager of KMPC Los Angeles (50 kw
day, 10 kw night-directional, 710 kc), said
that his station is running 10% ahead of
last year which in turn was 10% over 1953.
“The increases are coming from substantial
accounts, oil, food, department stores. It
indicates a healthy type of relationship,” he
said.

KMPC boeosted its rates about 10-12%
the first of September, the station’s first in-
crease in about three years. Mr. Reynolds
said the growth of the market, specific audi-
ence increases and extra merchandising
values to advertisers justified the increase.

The KMPC executive also noted the big
auto listening market and the great influx of
new families in the area annually.

KMPC’s format employs three themes:
Disc jockeys and music, with middle ground
popular tunes; frequent news programs,
mostly 5 minutes, and sports coverage of
various kinds, baseball, football and golf.

Stanley Spero, general sales manager of
KMPC and chairman of the SCBA Sales
Committee, believes stations are overlook-
ing the most significant factor in their busi-
ness boom today—sponsors new to radio.

BROADCASTING ® TELECASTING

“It isn't so important from the longtime
viewpoint that radio is getting more busi-
ness than at any other time in its history,
but rather that it is getting new business,”
Mr. Spero said. *“Advertisers who until a
short while ago had never used radio are
now listed among its most enthusiastic spon-
SOTS.

“Take the wine industry, for instance.
Two years ago wine advertising was limited
primarily to the printed media and tele-
vision. Now KMPC has several wine ac-
counts. Guild Wine, through Dancer-Fitz-
gerald-Sample in San Francisco, bought a
schedule on KMPC last spring and produced
such results that they have expanded their
schedule to a saturation campaign using
all KMPC personalities and the Chef Milani
Merchandising Plan.

“QOther newcomers to KMPC who either
had not used independent radio previously
or had used it irregularly include Wilson
Packing Co., Bond’s Clothes, Wynn's Fric-
tion Proofing, Luer Packing Co., Household
Finance Corp. (previously limited to net-
work radio), Shell Qil Co., Morris Plan
Bank, Calso, Canada Dry, Eclipse Mattress,
Washington Carpet Co., Morse Signal De-
vices, Lady Esther Cosmetics and others.

“Radio is growing not only in ‘depth,’ i.e.,
receiving bigger appropriations in the form
of saturation campaigns from long-time
radio advertisers, but it also is growing in
‘breadth,” i.e., attracting new advertisers
who, previously, had not tested its impact.
That’s the significant feature today,” he said.

KWKW Pasadena, on the air for 13 years,
aims the major portion of its programming
to the large Spanish-American segment in
the Los Angeles area. This year the sta-
tion has increased its Spanish-language pro-
gramming 55% over last to a total of 15
hours of daily block programming. Coin-
cident with this, KWKW shows an increase
in billings of 30% over last year, William
Beaton, general manager, reports. Indica-
tions are for larger increases with August
showing a 39% boost over the same month
of ’54.

Most accounts that have tested the sta-
tion’s Spanish-language programs have be-
come permanent advertisers, according to
Mr. Beaton. KWKW is the Los Angeles
outlet for the Sombrero and Spanish Lan-
guage networks.

George Barron, manager of KOWL Santa
Monica (10 kw daytime on 1580 kc), re-
vealed that August this year was 30% over
last year and that 1955 so far is running
20% over 1954. National business since
1953 has increased five times on KOWL,
Mr. Barron said. He estimated that na-
tional and regional accounts are placing
heavy business on his station because of the
Negro and Spanish-language format. KOWL
now broadcasts about 8 hours of Spanish
and 51 hours of Negro programs each day.
He said a total of 67 national and regional
accounts are using these programs.

Mr. Barron said the Spanish audience in
greater Los Angeles now totals about a half
million persons, while the Negro audience
totals about 350,000. He said the Negro
market alone represents about $100 million
in annual purchasing power.

KOWL personalities programming for the

SOON
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Negro audience are Joe Adams, Lillian Ran-
dolph and Chester Washington, while those
beaming to the Mexican-American market
are Lionel Sesma, Elena Salinas, William
Orozco and Mario Rey, the latter just
transferred from disc jockey assignments in
Mexico City, Mr. Barron said.

Mr. Barron pointed out that during the
last 10 to 15 years there have been big
changes in the Negro and Mexican-Ameri-
can markets in Los Angeles in line with eco-
nomic and cultural progress. The Negro is
spreading out from the Central Avenue belt
throughout the city, while the Mexican-
American is doing the same from former
concentration in the Boyle Heights area,
he said.

Frederick Custer, manager of KPOL Los
Angeles (10 kw day, 1540 kc), said that
for a new station on the air less than three
years “we have no complaints.,” KPOL
specializes in show tunes, musical comedies
and light classical music, he said, and in
the early morning the station carries a one-
hour Negro show.

KPOL has enjoyed “substantial growth”
in the last two years, he remarked, with the
bulk of its business in spots. He said a great
deal of the business placed on KPOL is di-
rect rather than through agencies.

Frank Burke Jr., manager of KPOP Los
Angeles (5 kw on 1020 kc), which a month
ago changed its call from KFVD, related
that business has “increased amazingly in the
past two years and has been very steady dur-
ing the past five years.” Mr. Burke was
sure that business this year should be at
least 25% ahead of 1954. “I don't know
why, but apparently a lot of it is due to gen-
eral good times like everything else. It
seems like as car buying goes here, so goes
radio,” he said. Mr. Burke thought that
the market previously wasn't big enough for
two dozen stations, but with the great pop-
ulation growth “we are catching up with our-
selves.”

KPOP uses variety in its programming
with a small Spanish segment early in the
morning, popular disc jockeys to about 10:30
a.m., followed by some religious shows.
In the early afternoon KPOP features Hun-
ter Hancock’s Harlem Matinee, a rhythm
and blues show for the Negro audience.

Mr. Burke said he is able to experiment
a great deal with programming because he
has a center-of-the-dial position and cap-
tures a lot of new tune-in traffic from dial
twisters during station breaks.

Charles Clifton, program director of
KRKD Los Angeles (5 kw day, 1 kw night,
1150 kc), also reported August was the best
August in his station’s history. He pointed
out the absence of the summer business
slump in Los Angeles radio this year. KRKD
is selling very few spots since it is concen-
trating on program sponsorship in 5, 10 and
15 minute segments. He said the station has
package rates on programs like others do on
spots, stating that an advertiser can buy
a half-hour on the station and split it into
three 10-minute shows throughout the day.

Mr. Clifton noted the strength of after-
midnight radio, pointing out that the John
Dolphin Record Shop for four years has
been sponsoring the late night period on
KRKD to air rhythm and blues releases.
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After the “Summer Scramble”
of programs, the combined
Fort Worth — Dallas audience
chose WBAP-TV...

* Every night, between 6:00 and 10:30
P.M., 35 of the 62 top-rated summer shows are
on WBAP-TV as against 17 on the second station
and 10 on the third, as shown by the July 1955
*ARB Hooperating, the only combined com-
posite survey of BOTH cities! New shows, old
shows, re-runs; quarter hour, half hour, full hour
~ OVER HALF of the top-rated shows are on
WBAP-TV, Channel 5. Yes, after the summer
scramble, when everything changed but the
viewing habit, WBAP-TV remains FIRST!

/«a}:‘ Audr(?oeo’t-'
N )

/ . y
A e WBAP-TV — FIRST with color in the Southwest, now in their second year of

colorcasting. Two hour-long shows daily: “Texas Living” from11:00 A.M.to

12:00 noon, and “The Jones Place”, from nocon to 1:00 P.M., afford the

‘
B ' 7 advertiser the opportunity to color-test his product. Finest studio facilities
\Eﬁ' ‘\" { - and technical equipment. See your Free & Peters man for details.
\ 1 o
>

WEBAP-TW -«

THE STAR-TELEGRAM STATION « asc-nsc« FORT WORTH, TEXAS
AMON CARTER AMON CARTER, JR. I HAROLD HOUGH | GEORGE CRANSTON ROY BACUS

Founder President Director Manager Commerciol Monager

FREE & PETERS, Inc. - National Representatives
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THE STYLISH STYLU

Hundreds of stations have turned to the formula of music and news
but it’s been used at WNEW for 20 years—with a payoff in millions

RECENTLY, a national magazine article
was routed to the staff of New York inde-
pendent WNEW. The theme of the article
was the now very popular one that radio
is not dead and that successful music and
news stations are doing better than ever,
with higher billing, more listening, etc. The
only comment on the inter-office routing slip
which accompanied the clipping was a
query: “So what else is new?”.

WNEW has been broadcasting music and
news—with a special WNEW flair—for
nearly 20 years. If it can be said that any
one radio station started the trend, WNEW
is the station.

Has the formula paid off? In 1952, the
latest year for which figures are available,
the station was grossing more than $3 mil-
lion a year and netting nearly a million be-
fore taxes.

Though no dollar figures for the period
since then are obtainable, Richard D.
Buckley, president and general manager, said
last week that 1954 was “the biggest year in
billings and profits in our history. Sales ran
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42.7% ahead of 1948—the last pre-tele-
vision year.”

The question of WNEW'’s success formu-
la becomes intriguing when considered in
the light of general trends. The WNEW-
picneered format of music and news has
become practically synonymous with radio.
A twist of the dial provides the information
that almost every broadcaster has bet his
future on the fact that recorded music hath
charms. What then is the difference?

Bluntly put, there are a lot of things
WNEW does that many broadcasters don't.
There’s also a lot that the station refuses to
do that some others do readily. The big clue
is that in each case the independent’s ap-
proach to a problem and the action it takes
reflect the aforementioned faith that radio
can entertain, and while entertaining, sell.

The essentials of WNEW’s programming
haven’t been changed in 20 years. However,
as Program Manager John M. Grogan puts
it, *it may be the same menu all the time but
we keep trying new seasoning.” The sea-
soning that Mr. Grogan refers to is the

constant freshening up process to which
WNEW programming is subjected. For a
new sponsor there is not simply a re-write
of an old jingle. Instead WNEW’s program
department comes up with a new service
series like a jingle providing etiquette tips,
up-to-the-minute baseball scores, or house-
hold hints.

Take the weather: The listener to any
station has no problem finding out whether
or not the sun’s going to shine tomorrow,
but if he tunes to WNEW, he will get the
information in ballad form with a full or-
chestration. Just at the point that he knows
the tune too well and his attention might
waver, Mr. Grogan’s department provides
him with a half dozen new weather jingles,
as in the last month at WNEW.

Mixed in with the solid commercial pro-
gramming with which the station keeps lis-
tener and sponsor happy, goes a little but
a significant amount of traditional WNEW
razzle-dazzle, “Just enough to let ’em know
the difference,” according to Mr. Grogan.
Take next week for example: WNEW will
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IN MULTIPLEX IT'S QUALITY THAT COUNTS

Importance of Quality of
Equipment.

As in public broadcasting, superior equip-
ment is necessary to assure optimum,
trouble-free performance. Equipment of
Multiplex Services Corporation, distin-
guished by the trade-name MULTICAST,
is designed to give the high-quality serv-
ice that is essential for reliable, sustaired
18-hour or 24-hour per day operation re-
quired by background music and other
subscriber or point-to-point services
presently authorized by the FCC.

Low-cost vs. High Quality.

Experienced companies in the subscrip-
tion music field emphasize the importance
of high quality and reliability of equip-
ment. These firms recognize that a few
extra service calls can easily wipe out the
difference between low-cost, low-quality
equipment and quality units.

Transmitting Units by Gates.

Multicast transmitting units are manu-
factured to stringent specifications of
Multiplex Services Corporation by Gates
Radio Company—one of the oldest and
best-known eguipment producers in the
industry.

Receiving Equipment by
Browning.

Multicast receivers are quality-built at
moderate price by Browning Labora-
tories, Inc., nationally-recognized as
makers of fine FM tuners.

Specifications Based on Long
Experience.

Multicast eguipment specifications are
based on more than seven years of
pioneering development work in the FM
multiplex field; more than 8 months of
test operation at WGHF, leading back-
ground-music station serving the Metro-
politan New York area; in continuous
18 hour per day test service at WGMS-
FM, Washington, D. C. since May 18th
without & single moment of equipment
failure during this period. No other or-
ganization in the United States has this
background of practical experience in
FM broadcast multiplex development and
operation.

For FM Station Engineers:

Features of Multicast equipment are:

1. High - quality precision crystal-
controlled Serrasoid* replacement
main-channel modulator and maulti-
plier-amplifier chain eliminates basic
difficulties in adapting present FM
transmitter to multiplexing; upgrades
main-channel performance, giving sig-
nal-to-noise ratio better than 70db;
distortion less than 0.3% at 100%
modulation at all frequencies, 50-15000
cps.

2. High-quality Serrasoid modula-
tor, crystal control, for multiplex
channel or channels. Approximates
performance of main channel modula-
tor; filter provides audio cut-off be-
tween 8000-10000 cps.

3. Individual power supplies for re-
placement main-channel modulator-
multiplier section and multiplex sub-
channel section or sections. Minimizes
interaction between sections, improves
S/N performance.

4. Al multiplex transmitting equip-
ment in single steel rack cabinet as
complete integrated unit; permits full
pre-testing at factory; minimizes in-
stallation and maintenance procedures
and cost. Provides maximum shielding
when used with high-power FM trans-
mitters to minimize main-channel
“break-through” into subchannel.

5. Receivers provide better than 50
db 8/N performance at full limiting of
FM receiver and 1009 modulation of
subcarrier. Basic FM receiver pro-
vides high sensitivity, 5-10 microvolts
for 40 db guieting. Crystal control;
push-pull 8 watt audio output; in-
dividual bass-treble controls; auto-
matic muting between program trans-
missions completely silences speaker
circuit.

* Serrasoid modulator and basic FM
multiplex circuits under Armetrong U-
cenge. Other features under Halstead Sys-
tem license of Multiplex Development
Corporation.

Model MBC-20 Multicast Transmit-

ting Equipment.

Top: Multiplex section; accommo-
dates two subchannel units.

Center: Main-Channel replacement
modulator, multiplier - amplifier
chain.

Bottom: Individual power supplies

for replacement and subchannel
modulator-amplifiers

If you have any questions concerning FM multiplexing, write or call ORegon 9-0254.

For information on any aspect of multiplexing, contact:

MULTIPLEX SERVICES COR PORATION

25 Vanderbilt Avenus @ New York 17. N. Y.
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have a new service on rainy days. It will
provide New Yorkers with information on
where they can get around underground e.g.,
“you can beat the rain for six blocks by cut-
ting from 42nd St. and Lexington Ave. to
46th St. and Madison Ave. through Grand
Central Terminal and the Hotel Roosevelt.”
The station does not expect a Pulitzer prize
for it, but figures on a smile or two and the
kind of talk that makes for listeners.

As for the all important disc-jockey sales-
man, the word that sums it up is vigilance.
The fact that a program like Jerry Marshall’s
Make Believe Ballroom has garnered top
ratings for months, doesn’t exempt it from
constant daily scrutiny. Were the records
right? Was there too much talk? Was the
commercial smooth? These are questions
answered daily concerning every WNEW
broadcast.

Perpetually holding hands with WNEW’s
program department is the station’s research
department under Mrs. Mary McKenna.
In research WNEW does everything every-
body else does but a little more and a little
different. Mrs. McKenna is equipped at the
drop of a figure to advise the program de-
partment that the out-of-home listener wants
more traffic reports, that a guicker tempo in
music garners more listeners of a Saturday
morning, or that a new D.J. is paying off
wih the teen-ages. As far as tv is concerned,
WNEW research has done an industry-wide
job in pioneering the investigation of radio
listening in tv homes (oops'—according to
WNEW there is no such thing as a tv home,
only a radio home with a tv set in it). This
year Mrs. McKenna gave WNEW'’s advertis-
ing chief, Ken Klein, material for an aggres-
sive ad campalgn through the station’s par-
ticipation in an Advertest survey which
showed that WNEW in particular, and radio
in general, was not only surviving in tele-
vision equipped homes but thriving and
growing.

Policy Is Source

All these differences stem from the major
one of policy as laid down by President and
General Manager Buckley, who with a group
including Harry R. Playford, Florida banker,
and the late Horace Lohnes, Washington at-
torney, bought the station in March, 1954,
for $1.7 million. (Bernice Judis Herbert,
who was largely responsible for creating the
character of the station, and her husband,
Ira M. Herbert, then sales vice president,
sold their interests and retired from radio.)

Mr. Buckley, who came to WNEW from
the presidency of the John Blair & Co., sales
representative organization, took over the
independent, while many were still sounding
the death knell for radio. Queried by a
New York Tines reporter as to the future
of radio in light of growing tv competition,
Mr. Buckley reminded the reporter that

“there are a lot of places where a man can
invest his money.” Mr. Buckley noted that
the competitive approach of many inde-
pendents was, as he put it, “give away the
station.” His approach was simply that get-
ting sponsors by delivering an audience was
a much more profitable arrangement than
reducing rates and standards.

WNEW salesmen were advised of a policy
that still holds: that there would be no com-
promise in the rate card or in the stringent

standards laid down for length and copy
content of commercials. In some cases, like
the top rated morning team of Klavan and
Finch, Mr. Buckley even went further by
inaugurating a rotation policy which avoided
a piling up of spot announcements in cer-
tain periods. The reasoning was basic. He
felt that the sponsor has as much to lose by
listener-chasing commercials as the broad-
caster, and that by delivering ratings and
sales results, WNEW will continue to get
willing buyers at established rates. One in-
dication of the success of this policy is the
fact that over 90% of the WNEW client
list consists of the blue chip national ac-
counts.

Frank commercialism at WNEW has
never, and, according to its manager, will
never obscure the independent’s public serv-
ice function. Executive Vice President John
Jaeger sums up the station’s public service
approach by pointing out that “social altru-
ism and government requirements are only
part of the story. We work on the basis that
the listener demands that his favorite station
not only entertain him but maintain an active
interest in his community and welfare.”
Rather than a perfunctory, dull program-
ming nod in the public service direction,
WNEW prefers to apply the same imagina-
tion that it does to a commercial account.
When WNEW gets behind a campaign, it is
traditional that the standard E.T.’s and copy
are shelved in favor of a WNEW-produced
tdea. Whether a heart fund or a museum,
representatives have most often listened to
what WNEW has planned, packed up their
transcriptions and scripts and left saying—
“do it your way.” In knowing its audiences
and what they like, WNEW believes that by
this method, it does the best possible job
for the purpose and at the same time being
sure that it will not losz a carefully nurtured
listener by an under-par presentation. An
indication of how successfully this has
worked is a station file consisting exclusively
of requests from organizations and other
stations for the use of WNEW public service
presentations.

Perhaps the nearest thing to an overall for-
mula for WNEW is contained in a recent
letter, in which Vice President Jaeger an-
swered a broadcaster who claimed that most
independents would rather have 5 kw trans-
mitters because of “changing radio condi-
tions.” Mr., Jaeger wrote: “Top manage-
ment and top programming make top radio

. whether your signal is 50 kw or 1 kw.
Our type radio is going greater than ever . . .
despite all the copying of formulas and ideas,
tv competition, shameful rate cutting and
outright giving away of time. Here, we
never have been and never will be com-
placent, but I must say there is still great
value in well-placed confidence, reality and
knowing the quality of your product. Noth-
ing will be detrimental to good radic as long
as good radio isn’t detrimental to itself. The
bad stuff we can’t discuss., ‘Music-and-news’
programming is not economical . . . nor
lethargic program-wise. We are content
with this format . . . but only it is unchal-
lengable as to quality in the whole United
States.”

The point is,
lieves it.

everyone over there be-
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T| ME ORLANDO’S

ONLY
N S_—_— FULL-TIME
INDEPENDENT
T RADIO STATION
EMPERATURE 5,000 WATTS
Every Holf Hour 950 K C

and Pop Music f

throughout the Day and Night &
&

-

Here's one of the South’s really live-wire stations, with strong, hard-selling local personalities, doing an
outstanding local public service job, and serving Florida’s FOURTH LARGEST MARKET with alert, intelligent

programming. Start your sales campaign on WLOF, Orlando, in one of Florida’s major distributions centers.

e WILOF wone

National Representative: GILL-PZRNA

BROADCASTING ® TELECASTING September 19, 1955 o Page 171



MORE than 20 years ago—in February
1934—M. S. Novik produced labors first
network radio program. His interest and
close contact with the labor movement con-
tinued through the following decade when
he was head of WNYC, New York’s munici-
pal station, during the LaGuardia regime.
Since leaving that post he has been active as
a radio-tv consultant to various organiza-
tions, including many unions.

LEST ANYONE THINK, from the title of
MR. NOVIK this piece, that Labor is a newcomer to radio

HERE'S A MARKET

ABOVE U.S. AVERAGE!

$8,830. . . after taxes! . . . 52% above the national
averagel—that's the yearly income of the average
Kansas farm family!*

Kansas is booming! Kansas farm families are buying
as they have never bought before! And they listen
to WIBW more than any other radio station.f

Give us the word and we’ll sell ‘em your product in
volumes you never thought possible. We've done it
before . . . and we've got a stack of success stories
to prove it

* Consumer Markets, 1955.
t Kansas Radio Audience, 1954.

TOPEKA,
KANSAS

Ben Ludy, Gen. Magr.
WIBW & WIBW-TY
in Topeka
KCKN in Kansas City

Rep: Capper Publications, Inc.
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LABOR: OLD HAND AT RADIO

By M. S. Novik

let the record show that Labor started using
commercial radio more than five years ago;
and has been using the medium consistently
on a year-round basis since then; and that
Labor uses radio on a Monday through Fri-
day schedule. More than that, Labor plans
to continue using radio.

From the commercial aspect, Labor in
radio is a good success story for the indus-
try. For not only has it been a consistent
user but it has also increased its use of
commercial time and can point to a number
of specific instances where broadcasting
really delivered the goods.

And this despite the interesting point that
what Labor has to sell is a way of life and
not a piece of merchandise from a shelf.

The background on how and why Labor
turned to radio goes back to the days of
the NRA and the Wagner Act during the
depression. As a result of that legislation
the labor movement grew by leaps and
bounds. This growth was so tremendous
and there were so many new members want-
ing to learn about trade unions that no union
hall, not even Madison Square Garden, was
large enough to hold the audience.

For example, one union, the International
Ladies Garment Workers Union, had over
150,000 new members. So in February of
1934 1 produced, for the ILGWU, the first
network labor program. It was a weekly
series titled The Union Assembly and its pri-
mary function was educational.

To provide the sparkle that would carry
the educational portions we used good
music—actually, it was the first time cham-
ber music groups like the Gordon String
Quartet, the Compinsky Trio and the Cool-
idge Quartet had been on radio—and show-
business names like Eddie Cantor, George
Jessel, Morton Downey and Molly Picon.
All this plus talks by newsworthy person-
alities like Mrs. Franklin D. Roosevelt, the
then Secretary of Labor Frances Perkins,
U. S. Senators Wagner and LaFollette, the
then governors Lehman of New York and
Pinchot of Pennsylvania, and New York
City's Mayor Fiorello LaGuardia.

This was so effective, on the network level,
that in May of 1934 when Local 89, the
Italian Dressmakers Union of the ILGWU,
found itself with 40,000 new members in
the Metropolitan New York area, this local
union developed a similar program.

The IDU started with a weekly hour on
WEVD New York in the Italian language,
using operatic concerts for entertainment
and top names for the talks. That Local 89
program which started over 20 years ago is
still on the air, using the same format, and
now has a regional hookup of stations along
the East Coast.

So, when in 1949 the American Federa-
tion of Labor considered the use of radio,
the labor movement had a precedent.

The reasons for the AFL’s move to radio
were no secret. As the executive council of
the AFL stated in its 1950 report to the
Convention, “With the vast majority of the
press, radio and magazines still bitterly op-
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posed to Labor’s objectives and still conduct-
ing what amounts to a deliberate campaign
of propaganda against labor’s policies and
activities, it becomes increasingly important
that Labor present its own side of the story
to the public by whatever means possible.”

Around the country, at that time, there
were eight million AFL members in 30,000
locals. (Now there are 10 million.) A good
newscast, on a national network. could
reach our members and the general public
too. OQOur problem was to find a network,
an experienced and qualified newsman who
could build an audience, and to do it all on
a limited budget.

On Jan. 1, 1950, the AFL started a Mon-
day-through-Friday quarter-hour newscast
over 150 stations of the Mutual Broadcast-
ing System. To stay within the $750,000
budget we broadcast five times a week in
the 25 major markets, only thrice weekly in
the other 125.

In most areas we were no different than
any other national sponsor starting a big
network program. We worried about the
possible competition of the then new
medium of television; we fussed about our
spotlight ad schedule, and we fretted about
notifying our 30,000 locals around the
country about the correct time and day
and station in their area.

There was one area where we differed
and that difference was mighty big: it was
in the program content and the commercial
treatment. From the very beginning the
AFL realized it had to be even more cir-
cumspect than Caesar’s wife; the news on
this program had to be factual, impartial

e —

7MY

CKLW.TY penetrates a popu-
lotion grand total areo of
5,295,700 in which 85% of all
families own TV sets.

Channel 9
325,000 Watts

Mational Rep,
fdom J. Towng, Jr., Inc,

and comprehensive. The commercials had
to be educational, effective and logical
There could be no vitriolic blasts, no belli~
cose hard sell, and the name of the sponsor
must never be camouflaged.

It was quite an ice jam we had to break
in those days back in 1950, but the AFL
succeeded. Not only have we stayed with
radio, but evidence of our effectiveness and
vindication of our approach came a year
later, when in 1951, the CIO started its own
daily newscast on another network.

Today, as most everyone knows, the AFL
presents Edward P. Morgan, veteran news-
paperman and newscaster who headed the
CBS news desk for radio and tv before tak-
ing the AFL program, while the CIO offers
John W. Vandercook, another veteran editor
and newscaster and ex-NBC commentator.
Both programs are Monday-through-Friday
network features and both newscasters have
complete editorial freedom.

Another interesting note, and one unusual
facet of the commercial treatment, is that
the plug does not break into the middle of
the program. Theres a brief opening and
less than a minute of commercial at the
very close of the newscast.

One direct result of the success of these
network programs by the AFL and the CIO
is the use of radio by local labor groups
on local stations in their own communities.

Some of these unions sponsor football
games, others baseball, still others offer

musical shows, and some participate as co-op
sponsors, in their hometowns, of Drew Pear-
son, Martin Agronsky, Quincy Howe, etc.,
while others underwrite local newscasts.

- the two "BIGGEST ATTRACTIONS" in the Detroit fﬁe_a‘!_.

o

CKLW radio covers a 15,000,000
population area in 5 important
states. The lowest cost mojor
station buy in the Detroit area.

BOOD kc. Radio
50,000 Watis

1. E. Campaau, Prai.
Geardian Bldg., Déiraal
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All of them do this consistently as a method
of developing their identity in and with
their communities.

In almost every instance, the commercials
on these local programs are devoted to the
needs of the community. Thus one com-
mercial may call for blood donors for the
blood bank and another may stress the union
participation in the community chest drive.

As an example of the commercial treat-
ment used by Labor, here is what the AFL
did on the Edward P. Morgan program dur-
ing the week of September 5 through 9.

“The upcoming merger of the
AFL and CIQ will strengthen the cam-
paign for better schools, decent hous-
ing, good roads, etc.”

“Despite the conference at the sum-
mit there is no assurance that Soviet
Russia sincerely desires to cooperate
for peace. The free world must con-
tinue to maintain the strongest possible
defense program, etc.”

“The merger of the AFL and CIO
will result in a united American labor
movement with 15 million members
standing solidly together for freedom,
democracy and human progress, and
resisting with all its power any form of
dictatorship, including Communism.”

“The AFL has succeeded over the
years in winning substantial advances
in the American standard of living. If
you work for a living the AFL is work-
ing for you.”

And here is the complete commercial
for Tuesday, Sept. 6, 1955:

“Opening of the new school year
underlines the fact that our country
has failed to come to grips with its edu-
cational problems. The school short-
age is more acute than ever. The lack
of qualified teachers persists because
standards have not been raised to a
point high enough to attract young
people to this noble profession. The
AFL is convinced that this is one prob-
lem that time alone will not solve. A
coordinated program of action is re-
quired—at the Federal level along with
community and State cooperation. We
have long advocated an effective pro-
gram of Federal aid to education and
we believe Congress should make this
its first order of business when it re-
convenes in Januvary. The children of
our country are its greatest asset and
we cannot ignore their acute educa-
tional needs without imperiling our
free way of life.”

These programs have been most effective.
This we know just as the national brand
advertiser knows if his program is clicking.
For the AFL’s equivalent of the retailer is
the 30,000 union meetings that occur each
week all over the country. This considerable
grass roots sample soon lets ‘“the home
office” know if it's not pleased. And the
rank and file like what we do and so do
their neighbors and friends.

In the more than five and one-half years
since the AFL started its network news
program, labor has learned a lot about the
use of radio. In recent years it has been
using the broadcast medium to meet specific
local and regional problems.

The United Auto Workers {(UAW) cre-
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ated a regional network to air daily reports
on the status of contract negotiations for
the benefit of its members and their com-
munities.

The Hatmakers Union used radio last
year to get its side of a strike story across
to its members and their neighbors.

In Miami, where a Hotel Workers Union
struck for a new contract, they turned to
radio to get their story across.

In New York City last vear. the AFL
used local radio in its drive to reorganize
the waterfront.

Perhaps the best success story of all,
about labor’s use of radio, is the one that
happened earlier this vear. After more
than a year of negotiation every railroad
but one signed new contracts with the Rail-
way Unions. That one exception was the
Louisville & Nashville, a railroad serving 16
southern states. The lack of a contract
resulted in a strike that involved 25,000
workers in some 40 communities throughout
the 16 states. Since it was a railroad, the
mediation of the strike was under Federal
jurisdiction and took place in Washington,
D. C.

Labor Tells Its Side

As often happens in situations like this,
the newspapers, with few exceptions, told
one side of the story. Even the statements
of union officials were not being used. And
since the mediation negotiations were go-
ing on in Washington the union had no fast
line of communication to its members and
to their communities.

All sorts of rumors spread like wildfire.
The union members found themselves ac-
cused of sabotage, shootings, rioting and
wrecking; the familiar reports of back-to-
work and break-the-strike started to crop up.
The railroad got its story across, the scare
rumors cropped up anew each day and,
because it had no fast line of communica-
tion, the union members were often con-
fused and the townspeople more so. The
situation was fluid and, since the economics
of the communities were affected by the
strike, there were potential areas of violence
all over the region.

The answer was a hookup of 89 stations
all through the 16 southeastern states in-
volved. Twice daily, at 12:05 p.m. and
8:25 p.m., six days each week, direct from
Washington where the negotiations were in
progress, President G. E. Leighty of the
Railroad Telegraphers and chairman of the
joint negotiating committee, reported to the
workers and the communities (When
Leighty was in negotiations President T. C.
Carroll of the Maintenance of Way Em-
ployes pinch-hit; the important thing being
that again it was a union executive that the
members knew and an executive that was
participating in the negotiations.) He ex-
plained and interpreted what was happening
around the bargaining table and covered
the reasons leading up to the strike.

For five weeks the unions used this re-
gional hookup of stations. After the first
week the terrors and tensions disappeared.
The union members and the townspeople
knew what was happening; some of the
newspapers found they had to cover both
sides of the story. And, believe it or not,
the railroad found it had to buy radio time
to justify itself to the people in some of
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the areas affected by the strike.

This L. & N. strike story is a perfect
example of how the speed and coverage of
radio quickly and effectively stabilized a
potential trouble area that would adversely
affect both the unions and the communities.
So far as labor is concerned, this series of
radio programs opened contact with the
general public, as well as the union members,
and benefited both.

This successful use of radio by labor
didn’t come easy; it required a lot of work
and doing. When labor first wanted to buy
network time, two of the four national chains
would not accept its business and many of
the local stations were suspicious of labor
and its objectives. Even now, after five years,
some are still suspicious. Permit me to use
some of Ed Morgan’s words, from his July
4 program, to cover this:

“Traveling back and forth across the
country, as I have just done, people ask you
such questions as these: How much control
does the sponsor exercise over your broad-
casts? How much editing and censoring of
news and comment does the sponsor do?
What ‘line’ does the sponsor dictate that
you follow? The answer is, to their sur-
prise, none, on all counts.

“I raise this point for two reasons: first,
a reporter likes to try to build up a reputa-
tion of what might be called Tesponsible
independence. If he takes pride in his
work, he wants to avoid becoming, or even
seeming to become, a ‘mouthpiece,” which
means he wants to preserve the right to
make his own mistakes. That is why, as 1
mentioned on Jan. 3, there is nothing

in the agreements with the network and/or
the sponsor, in fine print or otherwise, in-
hibiting this correspondent’s editorial free-
dom.

“The second point is more interesting and,
1 think, generally more important. It stems
from this question: why do people assume,
almost automatically, that if a labor union,
or a labor federation, sponsors something,
it has an ulterior motive, whereas if a busi-
ness does, it is merely interested in selling
a product or a service? The answer to this
is not a simple one but I think a large part
of it lies in the fact that the public in the
past has regarded organized labor in a
combative sense, as possibly a necessary but
belligerent evil. Only recently has it dawned
on the ordinary citizen, including this one,
how heavy a stake unions have in, and how
positive an influence they have on social
progress. If this is a plug for my sponsor,
let the most be made of it. It is made as a
sincere observation on the basis of experi-
ence.”

Now, one final word, as to the effective-
ness of the AFL’s newscasts. In January of
1955 we started on a new network, ABC,
with a new commentator, Ed Morgan, at a
new time. After six months, the ratings
show that the program delivers homes at a
cost per thousand of $2.36 and delivers
listeners at a cost per thousand of only
$1.52.

This, we feel, is one of the best, if not
the best, buys of network newscasts across
the board that any sponsor can make. We're
satisfied and so are our members and our
listeners.

AFFILIATE = BHTH“ nnuGE |L“.
5000 WATTS §ISD H.C.
NOW IN OUR 21sT

NATIONAL REPRESENTATIVE:
GEORGE P. HOLLINGBERY CO.

YEAR OF SERVICE

We've Got the Facilities . . . We've Got the Talent . . . WE GET THE AWARDS

The 1955 Baton Rouge Advertising Club Awards have been announced

WIBO LEADS AGATN

1. BEST LOCALLY PRODUCED PROGRAM

First Prize—Dalton’s “The Christmas Hour" produced in the W]JBC
studios in cooperation with three other Baton Rouge stations

Second Prize—Kleinpeter Farms Dairy's “Uncle Remus™ program

2. BEST LOCALLY PRODUCED ONE MINUTE SPOT
Honorable Mention—Capital City Ford's “Fiesta” spot

3, BEST LOCALLY PRODUCED HALF MINUTE OR LESS SPOT

o

First Prize—~Dalton's

Mr. Worthington™ spot

Honorable Mention—Louisiana Creamery’s “Drink Milk" spot

WJBO sponsors got five.
More than any other Baton Rouge station,

We've Got the Listeners—We've Got the Power—We Get the Results
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RADIO UNDER GLASS

DRIVE-IN STUDIOS LET THE AUDIENCE LOOK, LISTEN AND BUY

EVENING radio has faced new problems
since the advent of television, and stations
are finding new ways of solving them.

One of the ingenious devices that is hold-
ing nighttime radio audiences and bringing
in new listeners is the drive-in restaurant
disc-jockey studio.

The idea has a special inducement—it’s
proving so popular in some cities that spon-
sors find it is a powerful sales weapon.

The drive-ins, too, are discovering that
disc-jockey studios that play request num-
bers are bringing customers to their parking
spaces.

This three-way blessing has taken up good
portions of the financial slack that has come
with declining network revenues during the
after-dinner hours.

Various names are given to this type of
radio venture. WBIG Greensboro, N. C,,
calls its elevated glass studio at McClure’s
drive-in restaurant by the name of Sky
Castle. Another popular term is Star Castle.

Roughly, the venture works this way. An
elevated studio is built at a better-class
drive-in restaurant. Car-hops get record re-
quest numbers from parked autos. The disc
jockey makes some such announcement as
“And here’s ‘Sweet Sue’ for Betty and Bill,
the couple down there in the green Chrysler
convertible.”

Betty and Bill tell their friends, and the
amount of local talk about the restaurant
and the station is usually terrific. The audi-
ence builds up fast; groups drive to the
restaurant to have requests played and to
eat or drink; home audiences are large;
auto radios show a high tune-in for the
broadcasts. Cars driving up to restaurant
parking lots get request forms. When re-
quests are played at WBIG, for example, the
forms are dropped in a barrel and prizes
are awarded from time to time.

Allen Wannamaker, vice president-gen-
eral manager of WBIG, told BeT:

“Our Sky Castle has started people in
Greensboro talking about our station and we
know it’s going to be a good money-maker
for us, though we just got the project under

e
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ANOTHER drive-in success is being scored by WGAC Avgusta, Ga., with this broadcast

WBIG’s Sky Castle atop McClure’s drive-in restaurant in Greensboro. The attraction of
the elevated, glass-enclosed studio has brought increases both in traffic and sales.

way in mid-summer. We believe this is the
type of programming that will pay off
against strong television competition dur-
ing the peak evening hours. It's a sure
money-maker for the station and involves
practically no additional expense.”

WBIG's sales department hasn’t made any
“real effort to sell participations because of
the uncertainty of broadcast hours,” Mr.
Wannamaker said, explaining that the eve-
ning schedule has been filled by baseball
and network features. He said clients are
requesting time on Sky Castle and several
regular advertisers have added Sky Castle
spots to their regular schedules.

William J. McClure, proprietor of the din-
ing room and drive-in restaurant in Greens-
boro, N. C,, said, “Business has more than
doubled since WBIG started the Sky Castle,
and I expect it to keep going up.”

About 12 hours a week were allotted Sky
Castle originations by WBIG during the
baseball season. Now WBIG is finding more
and more time on its schedule as sponsors
are asking for more and more Sky Castle
spots.

“This is the finest medium I've been able
to use since going into business here a year
ago,” Mr. McClure said. “I tried everything
including newspapers, school papers and
local magazines. Radio is the only medium

studio at the suburban Yellow Jacket Drive-in. The restaurant’s business is up 80%.
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I've ever seen that shows concrete results
I can put my finger on.”

What about the customers?

“We really have big crowds and they are
especially large during the three weekend
evenings,” Mr. McClure said. “The cus-
tomers think it’s a wonderful idea. I believe
most of the people who drive up to ask
for a request number or just to watch for
a while actually buy something. Once in a
while a teenage couple or group will drive
up just to look on, but that’s a small per-
centage, maybe half of 1%.

“After all, they get their requests played
and their name mentioned. The average
drive-in check is naturally lower than in
our dining room. Since Sky Castle started
we have raised the price on some items,
such as beer. This has attracted a better
trade and keeps away undesirables.”

Asked if Sky Castle brought in any side
benefits, Mr. McClure said, “I've noticed a
nice increase in the dining room, where we
have a good class of trade.”

Having watched his business go up, Mr.
McClure is a radio booster. “I think Sky
Castle is a constructive step in the expan-
sion of radio,” he said “The cooperation
wilh WBIG has helped me, and the station
has an atiractive program.”

Mr. McClure operates city-school food
concessions at nearby High Point, N. C,,
and has a name transfer business in that
city, The way his 100-plus parking spaces
are filled, it’s very possible he will want
to increase the size of his lot one of these
days.

The Sky Castle cost him $6,000. He pays
for the phone lines into the station. WBIG
uses this announcement on its Sky Castle
pickups, “We are at McClure’s drive-in res-
taurant.” The disc jockey adds, “This is
Al Troxler, Keeper of the Castle.”

Car-hops take the requests for numbers
from parked cars to the disc jockey on duty.
Request cards are supplied by WBIG, with
Bordens and other sponsors paying for the
privilege of having their name on the cards.
Income from this source is used for pre-
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miums that range all the way from auto-
mobiles to ranges, seat covers and small
appliances. As many as a dozen or more
prizes are offered in a night.

Ward Baking Co., a regular WBIG ad-
vertiser, is one of the sponsors that has
added Sky Castle. Ward supplies all bak-
ery products to the McClure Greensboro
and High Point operations. Borden's has
followed the same pattern. A drive-in
theatre finds a natural tie-in with Sky
Castle.

WBIG keeps about 500 current tunes and
750 standards at Sky Castle. Any request
not stocked in the castle can be played from
the station’s studios.

Here's what’s happened since Sky Castle
opened last July 4.

T. E. Atkinson, general manager of
Rucker Wholesale Co. reports Schlitz beer
sales increased five times, while P. H. Bar-
ringe Distributing Co. says demand for Bud-
weiser beer shows a four times gain over
previous figures. Sales of Ballantine beer
and ale increased 200%, according to Carey
Sloan, local distributor, A 3% times in-
crease in Pabst beer sales was noted by the
Fred Hitchcock Distributing Co.

E. L. Kivett Southern Dairies Inc. was
quoted as having a 40% increase in use of
Sealtest products while A. M. Stuart of The
Borden Co. said ice cream and other dairy
products of his concern had jumped to 75%.
Bread and other products of Ward Baking
Co. sold since the Sky Castle started operat-
ing have increased 300%, according to man-
ager James Hightower.

Soft drinks, coffee, tea, paper and other
wholesalers and distributors volunteered that
their sales to McClure’s have increased from
40 to 200% since opening of the drive-in.

Another station has notched a success
with a studio-at-a-drive-in. WGAC Augusta,
Ga., since last April, has been broadcasting
nightly from the suburban Yellow Jacket
Drive-In. With “Spinner Ben” Mayo at the
turntable, nightly programs begin at 8
oclock and continue until midnight. On
certain nights, when such network programs
as the Pabst Fights and Firestone Theatre
are on, Spinner Ben continues on the p. a.
system at the Yellow Jacket,

The nightly programs feature popular and
rhythm and blues music, with Spinner Ben
catering particularly to requests from people
in their cars.

Some idea of the interest involved may
be adduced from the fact that more than
25,000 request forms have been filled out
and handed to the car hops by the Yellow
Jacket's patrons, reports station President
and General Manager A. D. Willard Ir.

Understandably “gratified by the results”
are owners Maurice Sturgis and Ed Dudley,
who report that “dollar volume at the Yellow
Jacket is up 80% " and that “a better class of
clientele, particularly noticeable in family
groups, has resulted from the broadcasts.”

Mr. Willard makes no mystery as to why
WGAC undertook this type of broadcast
business. It was to replace nighttime in-
come lost by the reduction in network busi-
ness since the advent of tv, he said. He
notes that payments from the drive-in, plus
income from spot announcements, now equal
the nighttime income from network in its
hey-day.
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THEY'LL PAY TO HEAR

THIS RADIO

AN ACADEMIC question raised in radio
circles for years concerns the degree to
which airing a recreational activity affects
the box office in the area where the event
takes place. The controversy has centered
mostly on sporting events—baseball games,
football contests and the like. People seldom
think of symphony when battles begin to
rage on this particular point.

To those who assert that radio can and
does strengthen the popular appeal of almost
any given sport or cultural event, the un-
precedented success of concert tours of the
Longines Symphonette, a group of about 30
musicians who have played in some 600
towns, cities, and upon occasion, hamlets,
throughout the country under the baton of
Mishel Piastro, should prove a strong talk-
ing point. For the past five years, Mr.
Piastro and his group have delighted audi-
ences all over the U. S.—paid audiences,
that is.

Since the annual tours got underway, it is
estimated that millions of music lovers have
purchased tickets to hear the Longines Sym-
phonette. The only medium promoting this
widespread public acceptance—not auto-

ORCHESTRA

matically the good fortune of a touring
musical group as many a harassed tour
manager will testify—was and is radio.

The Symphonette can lay a just claim to
being an orchestra that radio built. The
tours were literally developed from interest
generated by the power of the audio medium.

The promotion campaign for the Sym-
phonette tours began quite inadvertently 16
years ago when the Longines-Wittnauer
Watch Co. bought a 15-minute muscial show
on radio as part of its advertising campaign.
The broadcast, christened The Longines
Symphonette, bordered on institutional ad-
vertising, Longines’ product is an expensive
one. Watches are priced from $70 up. The
company did not intend to sell its time-
pieces by the gross. Longines was more con-
cerned with attracting the potential custom-
er’s interest with good programming so that
when he was in the watch market he would
be well acquainted with the quality of the
Longines product.

The point on which Mishel Piastro and
the Longines people agreed was that the
average citizen likes good music, or can be
conditioned to like it, if exposed to it at the
beginning in small easy-to-take doses. A

a
great
medium. .
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CONDUCTOR Mishel Piastro (standing) goes over a program script with Harrison
Cowan () of Longines-Wittnauer and Frank Knight, announcer of the show since 1936.

musical taste develops automatically in chil-
dren. They literally must be taught to dis-
like “long hair” compositions. The Sym-
phonette is out to counteract such “in-
struction.”

As conductor of the capsule-size sym-
phony, Mr. Piastro was in a position to help
listeners develop a taste for fine music. He
tackled the problem in a basic way—choos-
ing the most melodic movement of a sym-
phony with a fragment of a tune that a
listener could whistle, and on any one broad-
cast he never played more than one move-
ment of a symphony. The program, which
returns to CBS Radio for its sixth season
on that network in October, Sunday after-
noons, 2-2:30 p.m., has become a permanent
part of the listening habits of America.
Ratings, small and unimpressive at first,
grew gradually but steadily, showing that
people were listening to symphony and liking
it.

After 11 years on the air, Mr. Piastro de-
cided to take to the road, meet the people
for whom he played and catch first hand
their reactions to the idea behind the Lon-
gines broadcasts.

The fact that since the tours began, the
Symphonette on the road has operated in
the black—without subsidy, a well-heeled
patron or sponsors other than the audiences
who have come to know the group through
radio and who are willing to pay to hear
them even though their broadcasts are still
being aired—indicates that the idea is work-
ing out just fine. It further indicates that the
medium selected to spread the word has the
power to reach a more diversified group of
people and impress them than perhaps any
other communications tool.

The reception which the tour has enjoyed
is as gratifying to Longines as it is to the
musicians and Mr. Piastro. Tours are so
arranged that there is never an interruption
in broadcasts. The Symphonette records its

radio programs in advance of each tour.
And the Longines company, as a result of
its musical radio venture, has received an
amount of publicity for which it never bar-
gained.

A typical week’s schedule of one-night
stands might transport the orchestra down
the West Coast from Canada to Mexico.
Along the way it plays in some towns
which aren’t even on the map. On one trip
the tour got lost in search of China Lake,
Calif., where a concert was scheduled. None
of the musicians could find it. Mr. Piastro
had a vague recollection of passing through
the town on a previous tour, when it had
consisted almost entirely of a filling station
and a general store. But things had changed
at China Lake. When the orchestra finally
found the town it had expanded to a 9,000-
population city as the result of an Army
research project. The Army had also
thoughtfully supplied an auditorium almost
the size of Carnegie Hall, complete with ex-
cellent acoustics.

Again this fall with broadcasts recorded
for the CBS series, Mr. Piastro and his
group will go back on the road. Again they
will play before audiences who have come
to know them through radio—many of
whom have never seen a live symphony
before. Radio, which turned casual listeners
into Longines Symphonette fans, again will
prompt these fans to have a look at the
orchestra they listen to on CBS.

Radio’s knack of implanting a thought
in the minds of its listeners has worked to
the Symphonette’s advantage on the road,
Mr. Piastro says. On a stop at Globe, Ariz.,
Mr. Piastro wished to cash a traveler’s check
at a filling station. The attendant, to whom
he gave his name, was delighted to accept
his autograph—>but not his check. He said
he wouldn’t miss a Symphonette broadcast
for the world and generously announced
that the gas was on the house.
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BMI
rogram
linics —1956

We are happy to announce, at this
early date, the complete schedule
of 42 BMI Program Clinies for 1956:

States Cities Dates States Cities Dates
ALABAMA ......... Birmingham ......... March 5 OHIO .............. to be anounced........ May 21
ARKANSAS ........ Little Rock ........... Feb. 26 OKLAHOMA ....... Oklahoma City ...... March 16
ARIZONA .......... Phoenix ............. March 7 OREGON ........... Portland ............. Feb. 29
CALIFORNIA ...... San Franciseo ....... March 2 PENNSYLVANIA ...Harrisburg ......... March 21
CALIFORNIA ...... Los Angeles .,....... March 5 SOUTH CAROLINA. .Columbia ............ March 9
COLORADO ........ Estes Park .......... June 15 SOUTH DAKOTA®*,. .. Detroit Lakes, Minn. ...June8
FLORIDA .......... Orlando ............. May 11 TENNESSEE ....... Nashville ............. May 9
GEORGIA .......... Atlanta ............. March 7 TEXAS ............. Fort Worth ........ March 12
IDAHO ............. to be announced. .. ..... June 4 TEXAS ............. Houston ............ March 14
ILLINOIS .......... Springfield ............ May 9 - UTAH .............. Salt Lake City ........ June 11
INDIANA .......... Indianapolis .......... May 11 VIRGINIA .......... Roanoke ........... - March 14
IOWA .............. to be announced........ May 7 WASHINGTON ..... Seattle ........c0vuvnn Feb. 27
KANSAS ........... to be announced....... May 13 WEST VIRGINIA ...Wheeling ,.......... March 16
KENTUCKY ........ Louisville .......... March 23 WISCONSIN ....... Milwaukee ........... May 25
LOUISIANA ........ New Orleans ......... March 2 WYOMING ......... Sheridan ............ June 13
MAINE ............ to be announced....... May 18 °Tri-State Clinic

MARYLAND —-D.C, -. . Washington, D. C.. ... March 19

MASSACHUSETTS ..Boston .. ....evvvuuen. May 16

MICHIGAN ......... to be announced....... May 23 BMI is delighted that FCC Chairman George
MINNESOTA* ...... Detroit Lakes ......... June 8 C. McConnaughey and the other distinguished
MISSISSIPPI ....... Jackson .............. Feb. 29 members of the Commission have accepted
MISSOURI.......... to be announced....... May 16 invitations to speak at as many of the clinics
MONTANA ......... to be announced........ June 6 as their busy schedule allows.

NEBRASKA ........ YOork ..ovveennnnannn May 18

NEW JERSEY ...... Trenton .............. May 7

NEW MEXICO ...... Albuquerque ......... March ¢

NEW YORK ........ to be announced....... May 14 BROADCAST MUSIC; INCo
NORTH CAROLINA. .to be announced. . .... March 12 589 Fifth Avenue * New York 17, N. Y.
NORTH DAKOTA* .. Detroit Lakes, Minn. .. .June8 New York ¢ Chicago + Hollywood ¢ Toronto + Montreal
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NEGRO MARKETS:
A RADIO JACKPOT

TWO SPECIALIZED STATIONS, WDIA DOWN SOUTH

AND WLIB UP NORTH,

OF THE two major differences between
U. S. broadcasting before World War II
and that which exists today, the coming of
television and its competition for the time
of the public and the dollars of the adver-
tisers has been amply, perhaps over-empha-
sized. The other great change, the more
than doubling in the number of radio broad-
casting stations, was less dramatic and so
has been widely commented upon, but its
effects have been just as significant,

Before the war, all but a very few radio
stations were programmed for the so-called
general public. The goal was to put on the
kind of programs that everybody enjoyed:
news, popular music, popular comedy. The
programming level of the radio networks was
comparable to that of the editorial contents
of the popular national magazines; programs
originated by individual stations were, with
very few exceptions, not much different, ex-
cept that it was phrased in the accent of
the majority of people in each station’s serv-
ice area. The few exceptions were largely
good music or foreign language stations and
were virtually all located in major metropoli-
tan centers, where even in the 1930’s the
interstation competion was strong.

With the multiplication of stations after
the war, the pattern changed. Not that the
new broadcasters deliberately changed it, but
it soon became evident that markets with
two or three or four radio stations already
in operation had no need for more of the
same kind of radio service. Listeners and
advertisers alike were satisfied with things as
they were; they had formed strong listening
and advertising habits which could be
changed only by offering them a better brand
of general programming~—extremely difficult
for a new station to achieve, especially in
markets where network affiliations were al-
ready allotted—or by offering them some-
thing different. More good music stations,
more foreign language stations, more sta-
tions attempting to establish themselves by
avoiding the common touch to focus their
programs on a special group, a minority to
be sure, but, if the station operator were a
wise picker, a minority sizable enough to
constitute a market that could be served
with satisfaction and profit. One such group
is the Negro population, pretty much neg-
lected by prewar broadcasters, today served
successfully by a score or more of stations.

A pioneer station in Negro programming
—probably the first and certainly one of the
first to devote its full program schedule to
this audience—is WDIA Memphis. Since

SHOW HOW IT CAN BE HIT

November 1948 this station has broadcast
exclusively to the Negro audience in the
Mempbhis area, featuring Negro entertainers
as well as announcers and disc jockeys. As
a 250 w daytimer, WDIA soon won a pre-~
dominant place in the listening habits of the
area’s Negroes during the morning and after-
noon hours; since June 19, 1954, when
WDIA became a fulltime station, 50 kw day,
5 kw night, on the air from 4 a.m. until mid-
night, it has them tuned in the evenings as
well. And, since Negroes comprise about
40% of the total population of the Memphis
area, WDIA can count on a consistently
large audience.

Market statistics show these listeners are
important purchasers of foods, drugs and
all other kinds of products, but this fact has
not always been easy for WDIA to impress
on advertising prospects. Take the Memphis
automobile dealers, an example cited by Don
Kern, WDIA promotion manager, who
wrote BeT:

“Many of these dealers, before the advent
of the WDIA Negro market, still pictured
the Negro with patched pants and out-
stretched hand for coin of the realm. For
three years, from 1948 to 1951 we presented
our story but nothing could be accomplished.
We did convince a few to try us for short
lived schedules. Not much in results could
they attribute to us. Two more years passed
and then one dealer came across a successful
formula.

“Douthit Sanchez, Pontiac dealer of
Memphis, ran 10 one minute adjancies over
a Thursday, Friday and Saturday period pro-
moting new Pontiacs. He used straight sell-
ing copy with no gimmicks but plenty of
facts concerning low prices, easy terms and
high trades. Saturday afternoon his sales-
men sold seven new Pontiacs to Negroes
who said they heard the announcement over
WDIA. Three of those cars were sold to
professors at a Negro college in Holly
Springs, Miss., just an hour’s drive south
of Memphis. The other four cars were
also sold to Negroes living at various points
throughout that state.

“Needless to say, the news of this dealer’s
success spread as fast as WDIA salesmen
hit the streets and, as a result, today we are
doing business with 13 different dealers, con-
suming an average of nearly five spots per
dealer per week.”

Mr. Kern also told the story of John
Wellford Co., Dodge-Plymouth dealer, a
tough sale as the WDIA salesman was a close
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relative to Mr. Wellford and hesitated to
press him as hard as he might some other
prospect. He finally asked that the adver-
tising be turned over to the general manager,
whom the salesman approached with the idea
that most of the used cars the firm took in
in trade were being wholesaled, whereas with
advertising on WDIA they could be retailed.
In November 1954, Wellford started a
schedule of 20 announcements a week on
WDIA, increased its used car retail sales
from an average of 40 a month to 80 in the
first month and held that new level without
changing its classified newspaper advertising,
giving WDIA credit for the increase. In
February, Wellford dropped its WDIA
schedule for a flyer in television, but after
three weeks, when new car business did not
increase and used car sales dropped to their
former average, the company returned to
radio—and WDIA— on a t.f. (till forbid)
basis.

WDIA’s 1948 discovery of the Negro
population of Memphis as an audience
worth serving and a market worth cultivating
was duplicated, a couple of years later, in
New York by Harry and Morris Novik, who
in 1950 purchased WLIB in that city. Sur-
veying the New York scene, which they
thought they knew fairly well, they were
amazed to find that outside of the veteran
Harlem Amateur Hour broadcast each week
from the Apollo Theatre and an occasional
Negro disc jockey show there was practically
no broadcasting directed at the more than
a million New York Negroes.

This looked like a golden opportunity to
the new owners of WLIB, an unparalleled
chance to make a place for the station in a
highly competitive field, occupied by 24 am,
nine fm and seven tv stations (not counting
the non-commercial municipally operated
WNYC formerly managed by Morris
Novik). So they headed WLIB in that di-
rection, beginning with a survey of the city’s
Negro market.

“We had to look pretty hard and long be-
fore we found the kind of talent we wanted,”
says Harry Novik, WLIB general manager,
“and then we had to train our people in the
use and facilities of broadcasting so that our
programs could realize their fullest potential.
The next task was to sell the advertising
agencies, media directors, time buyers and
ad managers for many local, regional and
national concerns that Negro radio provided
an unduplicated original source of sales
revenue.”

An outstanding success story in WLIB's
record book is that of Starlite Television
Stores. This campaign was particularly dis-
tinguished by the fact that it undertook to
insure the success of a new appliance dealer
in an already overcrowded field in competi-
tion with many long established, heavily ad-
vertised firms. Robert Crespi, president of
Starlite, says, “We started our campaign in
Negro radio on WLIB in a very modest way
with two five-minute segments across the
board or a total of 50 minutes per week.
Our first location was a small street floor
store on the fringe of a busy commercial sec-
tion of the East Bronx. All told, we oc-
cupied about 600 square feet.”

From this humble beginning, Starlite Tv

?tores gradually increased their WLIB bili-
ings to a point where today, in 19535, three
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years after they started on WLIB, they now
sponsor 112 hours per week of WLIB pro-
grams and have grown into a three-story
mammoth appliance outlet on Melrose Ave.
and 152nd St. in one of the busiest shopping
areas of New York City. While Starlite sells
all kinds of appliances, they still specialize
in television sets and time payment pur-
chases.

“We attribute our growth almost entirely
to our advertising campaign on WLIB,
geared and directed toward the Metropolitan
New York Negro market,” Mr. Crespi de-
clares. “During the course of our three-
year association with WLIB 1 tried radio
campaigns on other New York stations
claiming to specialize in the Negro field, but
the returns never justified the expenditure,”
Mr. Crespi added. “I must admit that WLIB
has fulfilled every pledge and forecast that

they have made for us with regard to the
types of programs they present and the sales
appeal of these broadcasts in the market they
serve,” said Mr. Crespi. From a first year
gross volume of $250,000, Starlite Tv Stores
expects to top $1,100,000 in gross sales for
1955.

The experiences of these two stations pro-
grammed for Negroes, WDIA in the South,
WLIB in the North, can be matched by a
sizable group of other stations in other cities
throughout the land who have found com-
parable success from serving a hitherto
neglected segment of their communities’
citizens. Still other broadcasters, who have
focused their programming at other minority
groups, have both served and profited. As
in many other professions and businesses,
specialization has come to radio broadcast-
ing and success has come to the specialist.

Latest Pulse says

WMRY leads all stations in Negro homes forty-three quarter

hours out of forty-eight.

We definitely say

that WMRY is first in the hearts and first in listening in Negro

homes in New Orleans.

We might say, as others have,

that we are first in national, regional and local business. Frankly,

we think we are, but we're too doggone busy building better

programs to sell more merchandise, and servicing our many

valued advertisers, to monitor other stations making these claims.

Represented Nationally by
GILL-PERNA, INC.

Mort Silverman, Generol Manager

Mew Orleans
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SPOT RADIO PROMISES
TO MAKE GAINS IN '55

SPOT WAS SPOTTY EARLY IN YEAR BUT NOW IS FIRMING UP

NATIONAL spot business on radio will be
good this fall, station representatives in New
York and Chicago tell BeT. Some found
the early months of 1955 slow going, but
most agree that the way things look now
this year's spot business will bring stations
somewhat more revenue overall than they
derived from spot in 1954.

NEW YORK

SPOT radio business is perking up and get-
ting better as the year rolls along.

This theme, generally optimistic without
showing any indication of enthusiasm get-
ling out of hand, marked a majority of the
appraisals gathered by BeT in a special, in-
formal roundup of representation firm opin-
ion of the immediate past, the present and
the immediate future of spot radio.

To the extent that percentage comparisons
could bz ascertained, cither for quotation or
not, it appeared to be the consensus that spot
radio volume for this year would run from
approximately even with, to around 10%
better than last year, despite a slow-down
in general activity earlier in 1953.

One tempering factor cited by many repre-
sentatives, both on the record and off, was
the outcome of NBC’s Monitor plans and
CBS Radio’s segmented sales techniques,
both of which have drawn the fire of most
representation firms (sec story page 89).
One representative, who asked that his name
be withheld, declared: “Spot radio business
now is good, but these things will hurt—
nobody knows how much—if they are al-
lowed to go on.” Another representative,
while opposed to Monitor-type sales plans,
thought they would afflict radio “more like a
carbuncle than a cancer” and that despite
them radio’s future is “sound and bright.”
At the other extreme NBC Spot Sales cited
Monitor as a primary factor in increased
advertiser demands for weekend time.

For reasons of company policy a number
of representation firms queried by BeT de-
clined to present their views for quotation.

The statements:

Station Representative Assn. (Source:
Lawrence Webb, managing director)—Re-
ported that a spot check of SRA members re-
vealed that most stations look forward to at
least a slight increase in national spot radio
for 1955 over 1954. Mr. Webb cited the
comments of several representative firms as
indicating an increase in spot budgets by
“old timers” in radio and a return to radio
by advertisers who currently have been
spending their advertising dollars in tv.

John Blair & Co. (Source: Robert E.
Eastman, executive vice president)—Urged

a long. clear appraisal of spot radio’s prob-
lems, and characterized the spot radio cli-
mate at the present time as “rather cloudy.”

Pointing out that an appraisal of the out-
look of spot radio calls for the tempering of
the normal inchination to optimism with a
search into the “truz facts,” Mr. Eastman
declared that the spot medium faces four
major problems. He said the “proper solu-
tion” of thesz problems will largely deter-
mine the outlook for national spot radio in
1956.

He listed the four problems in this way:
the network spot carrier or “segmentation,”
offering the station’s facilities at a rate far be-
low that being charged the national spot ad-
vertiser; the competition of television, with
many former spot radio advertisers concen-
trating on tv; widespread rate-cutting at all
levels of the industry, including spot radio,
and the mis-application of local rates where
they exist, with national spot dollars “si-
phoned off by advertisers using the bait ot
attractive dollars to get stations to quote
loca! rates.”

Mr. Eastman advanced various approaches
to be used as a solution to these problems.
He urged that the combined strength of the
stations be used to insist that the networks
sell at the same prices as shown on the sta-
tion’s individual national spot rate card, ap-
plicable for any units of five minutes or less
in duration. Television competition, he said,
can be met by improved local station pro-
gramming and by vigorous selling.

He recommended that the rate-cutting dif-
ficulty be met by the discontinuance of all
“under-the-table” transactions and the pub-
lication of all rates by networks and stations
alike. He said the only solution to the prob-
lem of local rates is for all stations to police
carefully the manner in which the rates are
quoted and to work toward the establish-
ment of a single rate system.

CBS Radio Spot Sales. (Source: Henry R.
Flynn, general sales manager)—Stressed
that one of the “most overlooked advantages
in radio today, particularly in spot radio, is
the opportunity for an advertiser to gain a
maximum number of consumer impressions
at a price that has remained stable while
other media costs have risen.”

This priced-right radio policy, according
to Mr. Flynn, has untied the strings of many
advertising purses. He said that the rise in
CBS Radio Spot Sales billings and the out-
look for future business can be credited to
“special plans that offer the client local per-
sonalities, capable of any regional assign-
ment in our 14 major markets; merchandis-
ing and promotional drives that are city-
wide; supermarketing plans to raise the level
of product purchases; maximum flexibility
of seasonal sales drives—plus the sales and
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Coverage Where It Counts...
in Every Western N. Y. T
City, Village and Town E‘i‘,

Thousands of letters and cards pour in to WHAM every
week. The mail count by itself is tangible evidence of cover-
age. People think enough to take the trouble to write.
People are what we deliver, not just coverage.

The finest NBC and local programs attract a top-quality
audience. The prime market, people with money to spend.
The area average spendable income is greater than the
state and national averages.

Rochester, WHAM’s home city, is the heart of a half-mil-
lion-person market, renowned as a test-city, but WHAM-
Radio covers a bonus area where more than 2,500,000 peo-
ple live, work and buy.

There are 19 radio stations to choose from in this area, but
Pulse shows listeners prefer WHAM-Radio.

SN,
"4’4 ej’m T'o make sales in every Western N. Y. village and farm, con-
0, tact WHAM or your nearest Hollingbery representative.

The STROMBERG-CARLSON Station, Rochester, N.Y. Baosic NBC * 50,000 watts * dear channel » 1180 ke
GEORGE P. HOLLINGBERY COMPANY, Malional Represenfative
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marketing guidance of one hundred researck,
sales research, sales promotion, publicity,
sales development and sales specialists, who
make up this CBS Radio organization.” Mr.
Flynn added:

“Throughout the years, a healthy percent-
age of advertising dollars has moved in the
direction of spot. And the current factor
governing present and future spot business
rests on the size and scope of a campaign
under which the advertiser can plan fre-
quency-saturation schedules at unbelievably
low cost to cope with short term and long
range ad problems—and still reach the great-
est number of consumers at a lower cost per
thousand.”

George P, Hollingbery Co. (Source: Fred
Hague, vice president in charge of radio)—
Asserted that the national spot picture is
“brighter now than it has been for 18
months, but said this should not be con-
strued as a return of spot to its old function.

“In the so called halcyon days, many
advertisers used national spot as a back-drop
medium and usually selected their markets
on a basis of market sizes,” Mr. Hague ex-
plained. “Today, spot is being used to solve
an advertiser’s problem—either to effectively
cure, in the fastest possible time, a sick mar-
ket, or to reward a healthy market. This, of
course, accounts for the tremendous variety
of market sizes included in any pgiven
schedule.”

National spot, Mr. Hague continued,
would be “an exceedingly more lush source
of revenue to radio stations if it weren’t for
constant in-roads made by the networks.”

Effective September 28, 1955, KMBC.TV
joins the nation’s most dynamic and fastest.
growing television network, the American
Broadcasting Company. For programming de-
tails, consult your Free & Perers Colonel or:

Don Davis, First Vice President

John Schilling, Vice Pres. & Gen. Mgr.
George Higalns, Vice Pres. & Sales Mgr.
Mori Greiner, Direcior of Television
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E-R Representatives Inc. (Source: Paul
R. Weeks, vice president)—*The low point
in spot radio has been reached and the come-
back we are now seeing is but the beginning
of the greatest period of growth and pros-
perity in radio’s history.”

Mr. Weeks reported that the advertising
agencies are thinking “more and more” in
terms of radio advertising as “the broadest
and most economical medium available.” He
said there has been “an unmistakable” swing
to radio, with concentration on the larger
markets.

The future of radio, according to Mr.
Weeks, is “sound and bright,” despite certain
recent developments. In this connection, he
observed that network programming, such
as Monitor, constitutes “a threat to national
spot business, which stations have relied on
for a large share of their income.” He
warned that such income will be “drastically
cut through the depressed network rates if
Monitor-type programming is permitted by
stations to spread.” Mr. Weeks added:

“But even this development, in our opin-
ion, cannot destroy radio, but can only in-
jure it, acting more like a carbuncle than a
cancer. We also think the advertiser will
turn away from it as he learns that it reduces
the flexibility that has been one of the great
advantages of ‘spot’ and may, therefore, re-
duce the impact that proper buying afforded
on a spot basis. In other words, we trust
to the good sense and experience of both
stations and advertisers to overcome prob-
lems like these.”

Katz Agency. (Source: M. S. Kellner, ra-
dio sales manager)—Felt that spot radio
business as a whole was “down considerably”
during the first quarter of 1955 but that the
last half of this year should “come up to ap-
proximately the same level” as the last half
of 1954.

He emphasized, however, that spot busi-
ness varies greatly from market to market.
“There are not patterns,” he asserted.

One change to which he called attention
was advertisers’ more frequent use of “short,
heavy campaigns” rather than steady day-in-
day-out sponsorships that formerly pre-
vailed. This makes it difficult to compare
short-term periods “because an advertiser
may go heavy for a few weeks and then ease
up or drop out altogether for a while,” he
asserted.

Mr. Kellner said any slack-off in spot ra-
dio usage “doesn’t mean that radio doesn’t
reach a lot of people,” but, rather, that per-
haps some agency people are reluctant to
recommend it to their clients for fear of be-
ing called “old-fashioned.” He noted that
newspapets “once went through a bad pe-
riod and came back, and radio will ¢come
back too because it is necessary and vital
and indestructible.”

“Repetition is an essential in advertising,
and radio, which delivers more people per
dollar than any other medium, is the only
medium that will provide the frequency that
is needed,” Mr. Kellner asserted.

NBC Spot Sales. (Source: Thomas B. Mc-
Fadden, vice president)—Terms 1955 as
the year in which spot radio well may be
“rediscovered by large and small advertisers
as a necessary ingredient of every major na-
tional and local campaign.” He noted that
billings for the stations represented by NBC

Spot Sales are, in most instances, “well ahead
of last year.”

“While early morning availabilities con-
tinue to be much sought after by adver-
tisers,” Mr. McFadden said, “there has been
an unmistakable increase in advertiser in-
terest in the choice early evening openings.
The weekends, primarily as a result of the
tremendous accomplishments of WNBC's
Monitor in giving radio listeners a vital and
interesting reason to listen, have become a
much sought-after commodity by advertisers,
to the extent that in a number of markets
weekend availabilities are virtually sold out.”

Mr. McFadden said there has been a
marked trend during the year in the purchase
of saturation campaigns, Many more adver-
tisers, he added, are availing themselves of
“the huge cumulative audiences which a con-
centrated saturation campaign can deliver
during a relatively short period of time at a
highly economical cost.”

The Petry Co. (Source: William Maille-
fert, radio eastern sales manager)—That
1955’ total dollar volume for spot radio
may well exceed that of 1954, He pointed
out that the fall of this year brought in-
creased activity over the past two years, with
availability requests starting in mid-summer
and starting dates averaging about two weeks
earlier than 1954.

Mr. Maillefert explained some characteris-
tics of spot purchases this season by noting
that station lists are smaller and more selec-
tive and proposed schedules are heavier but
of shorter duration. With the present pace
of buying as a criterion, Mr. Maillefert said,
this year “will probably see more total adver-
tisers using national spot than ever before.”

“Business is excellent with stations that
have anticipated and kept pace wtih the
changing times,” Mr. Maillefert declared.
“Their added sales appeal results from not
trying to be all things to all people all the
time; but rather being THE station in their
market, of a definite character, and com-
munity or area appeal along definite lines.
Those stations who have maintained or im-
proved their competitive position and their
audience share are not complaining.”

Mr. Maillefert painted this optimistic pic-
ture, despite the existence of these factors,
which he cited: continued strong competi-
tion from other media; rising tv costs for

[US.MINT |

&

“1 sure can thank those Super-
six KRIZ Phoenix personalities
for teaching me how to make
money.”
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HOTTEST SUMMER
IN KRNT RADIO
SALES HISTORY!

New High In Local Business
For A Solid 3 Months!

® It's a fact . . . for three
straight months this year, local
business broke all records in dol-
lar volume and in number of
accounts on 20-year-old KRNT,
Des Moines.

HOW? ... With Results!

Sizzling SELLebrities like Don
Bell, Bill Riley, Smokey Smith,
Russ Van Dyke, Ralph Powers, THE

Mary Jane Chinn, Al Couppee, REGISTER
and others attract and sell the AND
B1G audience in Central lowa. g':#g:
Thus—successful radio sponsors,

satisfied customers.

® What's more, much of this
gain was made in nighttime
sales..

CAN GET THE “LOCAL SELL”! ... WITH
KRNT, THE HOOPER AND PULSE LEADER IN

’ KATZ HAS THE FACTS ON HOW YOU, TOO,
DES MOINES . .. DAYTIME & NIGHTTIME
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the same constant schedule; “a siphoning
threat” from networks with announcement
packages at cut rates, and attempts by na-
tional-type advertisers to negotiate local
rates with co-op allowances or contracts
through branch offices and distributors.

Venard, Rintoul & McConnell. (Source:
Lloyd George Venard, president)—Painted
a bright picture for stations on that com-
pany’s client list, reporting that this year the
radio outlets are doing greater volume than
last year, With the upsurge of business this
fall, he added, many of the stations will set
national spot records for themselves.

The effectiveness of national spot radio,
according to Mr. Venard, can be supported
by its history of continuous growth through
the years. He continued:

“National spot radio grew because it af-
forded mass coverage with fiexibility, mul-
tiple messages, emotional appeal, dramatic
presentation and front page position for the
advertiser’s sales story. These characteristics
of national spot radio are as unchanging as
the boy-meets-girl theme from the Greek
theatre to today’s Broadway show.

“National spot radio will grow and sta-
tions operating to meet the stricter require-
ments of national spot will increase national
spot volume.”

Weed & Co. (Source: Joseph J. Weed,
founder)—Noted that while ‘there were
areas in the spring and summer when spot
radio experienced some reduction in busi-
ness, these instances do not imply pessimism
for the fall-winter season ahead.

“Jt is important to note that spot radio

The Bolex Titler gives you speed, ease,
and astonishing fexibility at low cost.
You can make titles involving multiple
planes. The unit is self-lighting; motion
is provided with drum or roller action.

The basic unit is an accurate horizontal
or vertical optical bench, seating most
16 mm cameras including the Bolex
(shown), Bell and Howell, or Kodak
Cine Special. For others, inquire. Special
effects kit includes turntable, drum,

]
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PAILLARD PRODUCTS, INC.,100 SIXTH AVE., NEW YORK 13, N.Y.

has resisted such marked downward trends
as experienced by network radio,” he said.

“I anticipate more activity in spot business
for the fall-winter season. Many of the
availabilities that exist can still be sold in en-
tirety or split up to fill the bill for special
campaigns for one-shot and short-term ad-
vertisers. There are plenty of reasons for
an upward curve in spot radio sales. There
are still tremendous audiences eager to
listen—and buy.”

Adam J. Young Jr. Inc. (Source: Steve
Macheinski, vice president in charge of radio
and tv sales)—Cited current activity and re-
newed interest in radio as an advertising
medium as criteria, and expressed the opin-
ion that “the remainder of 1955 and the
early part of 1956 will show continued
gains” in national spot business for Young-
represented outlets.

Mr. Machcinski pointed to figures of re-
ceiving set sales to indicate the importance
of radio in the lives of the average U. S.
citizen. He observed that advertisers have
become more and more aware of the true
extent of radio listening, which often is not
indicated by surveys.

CHICAGO

IN CHICAGO station representative execu-
tives speak in glowing terms of business
placed out of their offices the first six or
eight months this year. Their predictions
for fall—and overall 1955—are optimistic.

There were exceptions, of course, and the
usual reluctance of some representatives to

positioning sheets for animation, and ma-
terial allowing for hundreds of variations.

Contact your Bolex dealer, or for fur-
ther information, write the address below, f
Department BT-9. Bolex Titler is $299... i
complete with special effects kit.

EDI_E)(

Fine Swiss mechanisms since 1314

B.136

disclose percentage increase and/or de-
creases from 1954 because of client rela-
tionships. Some declined any comment.

But, for the most part, they agree that
spot radio has generally held its own for
them, or mounted perceptibly over last year.

Trend toward greater use of saturation,
and long-term advertisers is evident in the
reports of many representatives, as is the
reawakened interest of some national adver-
tisers who originally swore by radio and then
turned to tv, only to find it too rich for their
blood.

On the basis of comments by Chicago-
based station representatives, there has been
considerable activity by farm advertisers,
and of course by automobile manufacturers,
some of whom are gearing up during Sep-
tember for the best spot radio availabilities
they can obtain to introduce their 1956
models. Others interested reported for
food, drug, tobacco, cold remedy and other
product categories. (Those representatives
reported directly on automotive where they
do not maintain Detroit branches. )

Following is a capsuled alphabetical ac-
count of what representative executives re-
ported to BeT in Chicago on the status of
spot radio business placed from their offices:

Airspot Sales (source: Joseph Kapps, man-
ager)}—Business has increased 25-30% over
last year at this time . . . a “conservative”
estimate . . . and will double 1954’s by year’s
end. Cites problem of “getting availabili-
ties.” Increased business in hard goods field
(appliances, automotive accessories).

AM Radio Sales (source: Jerry Glynn)—
“The first six months of this year were ahead
of a comparable period in 1954) and if the
trend continues, the entire year will be a
better one than 1954.” Prospects for fall:
“equally good” as for first six months. Cites
more saturation spot campaigns, reawaken-
ing of interest in radio.

Avery-Knodel Inc. (source: J, W, (Bill)
Knodel, manager)—Reports that starting with
May—and through June, July, August and
part of September—there have been “some
increases” in spot radio out of Chicago of-
fice and thinks fali will prove out “substan-
tially better” than last year. Some of boost is
reflected in automotive business. The star-
tling thing about spot radio, he says, is “the
impact of saturation announcement cam-
paigns—the method by which quite a num-
ber of accounts have returnd to radio. Satu-
ration package plans [short term] are produc-
ing results for advertisers.” Cites spot radio’s
“versatility and flexibility.”

Hil F. Best Co. (source: Phil Duncan,
salesman)—Claims a 14% increase in dollars
first six months of 1955 over same period
last year (though below last half of 1954).
Third quarter of 1955 down from same
period last year bui fourth quarter orders
“will even it up.” A ‘“‘great factor” has been
increase in DeKalb Agricultural Assn. and
other farm business.

John Blair & Ce. (source: Paul Ray, man-
ager)}—Cites greater activity and looks for-
ward “to better fall than last year.” States
it is encouraging that “larger advertisers and
agencies are re-exploring spot radio, particu-
larly the personality-program type of sell-
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ing.” Holding its own compared to last
year’s billings,

The Branham Co. (source: Dudley Brew-
er)—*It looks favorable for fall.”

Burn-Smith Co. (source: John A. Toothill,
manager)—“Our radio billing for the first
six months was about 20% ahead of 1954.
This s for the Chicago office territory which
includes Minneapolis, Detroit, Cleveland,
Cincinnati, St. Louis, Kansas City, Atlanta
and Memphis.

“With general business activity the way it
is, the forecast for radio spot business for the
next six months is encouraging.

“Our increased sales this year is princi-
pally in grocery store products, farm ac-
counts and some cigar and cosmetic business.

“But we attribute some of the increase
to certain effective in-store merchandising
plans that we are offering in conjunction
with spot radio in certain markets, and to
some good breaks in selling some baseball
business.

“Selling radio is not what you would call
easy pickin’s these days, but we are making
more calls and also telling the basic facts
about radio besides selling the particular
stations that we represent.”

Capper Publications (source: Terry
Hughes, account executive)}—Describes cur-
rent spot radio business as a “love feast,”
“tremendous,” with billings equal to or better
than last year in most product classifications.
Business as reflected in sales curve of last
week and on basis of orders on books is
“quite a bit better” than for 1954 at this
time. Cites “big shot in arm” from automo-
tive (Ford, Dodge) and “fantastic amount of
business” from Procter & Gamble.

CBS Radio Spot Sales (source: Gordon F.
Hayes, western sales manager)—Reports
midwest office 10% ahead for the first eight
months of 1955 over same period last year
after “‘poor start” this year; gains up to 41%
last few weeks. “Business is excellent. It
could be the second biggest year and con-
ceivably the biggest in our history.” His
findings: advertisers are signing more long-
term (52-week) pacts; many tv advertisers
now are buying radio; a trend toward “satu-
ration advertising.”

Thomas F. Clark Inc. (source: Paul Elks-
berry, manager)—Reports that spot radio
picture looks a “little better” than last year
but felt it was “hard to say” whether this
should be attributed to increased orders or
the addition of new stations. Reported “extra
business” for Clark’s Detroit office in auto-
mobile field. Also “sectional” business for
new Milwaukee office, Also a newspaper
reresentative.

Continental Radio Sales (source: MTrs.
Ruth Olsen, manager)—Reports that busi-
ness is “quite good,” ahead of last year. Rep-
resents many stations in Alabama, Cali-
fornia and many other southern states. Cites
a pood deal of “extra activity” early this
month (since Labor Day), especially among
farm advertisers (specifically, DeKalb Agri-
cultural Assn.). “There has been an in-
crease in interest in spot radio.” Billings are
handled out of east (New York, Philadel-
phia), however, Some of increase is in
automotive. ]

Everett-McKinney (source: Robert Mesk-
ill)—Reports that overall business the first
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RADIOS, AND MORE RADIOS

By Jumes D. Secrest
Exec. V. P., Radio-Electronics-Tv Mfrs. Assn.

FROM 1950, when manufacturing ac-
tivity was artificially stimulated by the
fear of Korean War shortages, through
1954, the trend of radio set sales had been
down. But this year, economic prosperity,
the innovations in radio design and mer-
chandising, and unprecedented values are
combining to reverse the trend sharply,

According to preliminary estimates by
the RETMA Statistical Department, fac-
tory production of radios through Aug-
ust this year was 8.7 million sets. When
compared to the 6.1 million produced
during the same period last year, this
represents a healthy increase of 43%.
While all types of radics show an upward
production trend, auto radios show the
most marked trend. Last year, through
August, factories produced 2.5 million
auto radios. This year, the total is almost
double—4.5 million.

Production of home radios for the first
eight months of 1955 as compared to
the first eight months of 1954 is 1.8 mil-
lion vs. 1.7 million, clock is 1.1 million
vs. 0.9 million, and portable battery 1.3
million vs. slightly less than ! million.
This same trend is also reflected at the
retail sales level.

This means that 12,3 million new radio

SET PRODUCTION—1947 TO 1954

Millions
of Units

sets may reach the public this year
through direct purchases from dealers and
through the purchase of new automobiles
equipped with radios. Sales to the public
already have risen to 7.8 million through
August of this year compared to 5.8 mil-
lion for the comparable 1954 period.
Moreover, the five biggest months—
which usually account for nearly half of
dealers’ annual total set sales—are  still
ahead,

If 12.3 million radios are purchased
this year, then 135 million will have been
sold to consumers during the 10 years
since the end of World War 11. This ex-
ceeds by 31 million the entire number
that were sold during the 21 years prior
to World War II.

Total pipeline inventcries of radio sets
are about normal. The stock turn ratio
for the month of August was 1 to 12.
Last year during the same month, this
ratio was only 1 to 14. This factor, when
viewed with the already excellent radio
picture and the general climb of eco-
nomic prosperity, indicates that 1955 will
be a banner year for manufacturers, dis-
tributors, dealers, and most impottantly
the public.
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WCAU RADIO

50,600 watts, Philadelphia

Please send me more infermation about
the WCAU saturation plan that delivers
1,128,960 aduit listener impressions for
less than a dollar per thousand.

NAME.
ADDRESS.

WCBS RADIO

50,000 watts, New York

Please send me more Information about
the WCBS saturatlon plan that delivers
4,611,180 adult listener impressions for
less than a dollar per thousand.

NAME
ADDRESS
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WBBM RADIO

50,000 watts, Chicago

Please send me more information about
the WBBM saturation plan that delivers
3,994,990 adult listener impressions for
Iess than a dollar per thousand.

NAME.
ADDRESS
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KOIN RADIO

5,000 watts, Portland

Please send me more infermation about
the KOIN saturation plan that delivers
644,700 adult listener impressions for
less than a doltar per thousand.

NAME

ADDRESS
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WRVA RADIO
50,000 watts, Richmond

Please send me more information about
the WRVA saturation plan that delivers
904,500 adult listener impressions for
less than 3 doiiar per thousand

NaME ‘

ADDRESS
—_—
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KMOX RADIO

50,000 watts, St. Louis

Please send me more Infermation about
the KMOX saturation plan that delivers
1,743,800 adult listener impressions for
less than a dotlar per thousand.

NAME
ADDRESS.

KCBS RADIO

50,000 watts, San Francisco
Please send me more information about
the KCBS saturation plan that delivers
1,248,500 adult listener impressiens for
less than a dollar per thousand.

NAME
ADDRESS
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WBT RADIO

50,000 watts, Charlotte

Please send me mere information about
the WBT saturation plan that delivers
2,959,740 aduit listener impressions for
less than a dollar per thousand.

NAME

ADDRESS

KSL RADIO

50,000 watts, Salt Lake City
Please send me more Information about
the KSL saturation plan that dellvers
397,320 adu!t listener impressions for
less than a dotlar per thousand.

NAME.
ADDRESS—

WTOP RADIO

50,000 watts, Washington

Please send me more information about
the WTOP saturation plan that delivers
550,280 adult listener impressions for
less than a dollar per thousand.

NAME

ADDRESS.
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WCCO RADIO
50,000 watts, Minneapolis-St. Paul

Please send me more information about
the WCCO saturation plan that delivers
1,668,030 adult listener impressions for
less than a deflar per thousand.

NAME.
ADDRESS.
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KNX RADIO

50,000 watts, Los Angeles

Piease send me more information about
the KNX saturation plan that delivers
2,379,510 adult listener impressions for
less than a dollar per thousand,

NAME

ADDRESS
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WMER RADIo
5,000 watts, Jacksonville

Please send me more information about
the WMBR saturation plan that delivers
116,550 adult listener impressions for
less than a goar per thousand,

NAME

ADDRESS
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WEEI RADIO
5,000 watts, Boston

Piease send me more informatlon about
the WEE! saturation plan that delivers
1,102,500 adutlt |istener Impressions for
less than a doliar per thousand,

NAME
ADDRESS
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