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Where there's a Storz Station .. there's RESPONSE 
generated by the kind of radio which - 
in each of these major markets - 
has more listeners than any other station 

MINNEAPOLIS -ST. PAUL WDGY is first . All -day average. 
Proof: Hooper (31.3;'c ... Trendex ... Pulse. Sec Blair or 
General Manager Jack Thayer. 

KANSAS CITY WHB is first ... All -day. Proof: Metro Pulse, 
Nielsen, Trendex, Hooper, Area Nielsen, Pulse. All -day averages 
as high as 48.5% (Nielsen). See Blair or General Manager 
George V. Armstrong. 

NEW ORLEANS WTIX is first ... All -day. Proof: Hooper 
(25.9 %) . .. Pulse. Sec Adam Young or General Manager 
Fred Berthelson. 

MIAMI WQAM is first ... All -day. Proof: Hooper (38.1 %) .. . 

Pulse . SJuthcrn Florida Area Pulse ... Trendex. See Blair .. 
or General Manager Jack Sandler. 

TODAY'S RADIO FJR 
NT 1MF 

TOO AY' 
Hulce 

WDGY Minneapolis St. Paul 
REPRESENTED BY JOHN BLAIR A CO. 
WHB Kansas City 
REPRESENTED BY JOHN BLAIR CO. 
WTIX New Orleans 
REPRESENTED BY ADAM YOUNG INC. 
WQAM Miami 
REPRESENTED BY JOHN BLAIR CO. 
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7 OF THE 

TOP 10 RADIO 

ADVERTISING 

CAMPAIGNS 

ARE ON 

...WHERE MORE PEOPLE 
The latest Nielsen Radio Index again shows NBC 
Radio the #1 network medium for circulation:* 

Seven of the top ten, including the first four, radio 
advertising campaigns- ranked in terms of undupli- 
cated homes covered weekly -are on NBC Radio. 

The number one campaign, in fact, delivers over a 
million more different homes in a single week than 
are reached by the average EVENING TV program. 

Audiences accumulate faster on NBC Radio because 
NBC Radio provides: programs that appeal to a wide 

ACCUMULATE! 
variety of tastes ... the greatest 
commercial flexibility ... unique 
dispersion patterns. 

Which helps explain why NBC Radio 
has been selected by more advertisers 
and more different kinds of advertis- 
ers than any other network. 

NBC RADIO 
'October II, 1957 
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ADAM YOUNG INC. 
cAlIALtu4-, 

W I L and WRIT programmed 
to the excitement and interests 
of today's intensive life. The 
mature concept of radio listen- 
ing, that insures a buying audi- 
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THE BALABAN RADIO STATIONS 

ADAM YOUNG INC. 
New York Chicago St. Louis Los Angeles San Francisco Atlanta Boston 
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., : %Alt OP 

.1 nd smart timebuyers are changing their spots to Ny l'A `: This accounts for the rather 
significant increase in national spot business on "the gaslight station.' in 
1957; a figure which, happily, points to another record-breaking year of 

national advertising and just goes to prove what better broadcasting can do. 

"The Gaslight Station" 

New York 

Néw Jersey 

O U. S. /LIMO December 1957 
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airwaves 

Radio's Barometer 
Spot: Prediction by Lawrence 11'ebb, managing director of Station Rep- 
resentatives Association, that spot radio will reach the $200,000,000 mat k 
this year is near achievement. Total sales for the third quarter of 1957 
were $49,067,000, a .l3 per cent increase over the S31,267,00(1 for that 
period in 1956. 

At the nine -month point spot business totalled $1.1.1,962,000, which is 
just slightly less than the $150 million -plus that was chalked up for all 
of 1956. No mauer what the final tally reads, spot radio is having its 
biggest year in radio history. 

Network: NBC Radio expects a gain of 40 per cent in its billings for 
the next year, according to Matthew j. Culligan, vice president. (.See 

Report from Networks, p. 47.) 

By next April, Radio Advertising Bureau expects to list the top 25 net- 
work advertisers according to the largest expenditures. It is hoped that 
the list will include the company name as well as the 'tone) outlay. If 
this list proves workable, the bureau will expand the number of firms 
covered. 

In another move relating to the measurement of radio, Kevin Sweeney, 
president of RAB, told u. s. RADIO that an overall 7 per cent increase in 

billings is expected for the coming year. (See Hometown, U.S.A.. p. 37.) 

/i 
Stations: Total stations on the air, both am and fm have jumped to 3,690, 
up 25 over a month ago. The complete station activity looks like this: 

Commercial Atli 

Stations on the air 3,157 

Applications pending 368 

Under construction 122 

Comtnerrinl F.Ii 

533 
2J 

-17 

Pointing up the great revenue gains many broadcasters have experienced 
this past year is a statement from Gerald A. Bartell. president of the 
Bartell Group of six stations. Mr. Bartell said that gross revenues are 
up for his outlets 225 per cent over a year ago. These figures do not 
include the last two stations \Ir. Bartell took over after Sept. 1. Mr. 

Bartell adds that "this will be the greatest radio year of all time." 

Sets: Sales of radio sets for the first 10 months of 1957 totaled 6,764,221, 

according to a compilation by the Electronic 'Industries Association. For 
October alone, 923,849 radios were sold. As for car radios, a total of 
4,362.091 were produced in the first 10 months. In October 522.746 were 

turned out. Total radio production in the 111 months carte to 11. -15.534. 

Production in October amounted to 1,569,180. 

3 U.S. R. IMO December 1957 
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STORER 
RADIO 

STATIONS 

WsPD 
Toledo, Ohio 

WJW 
Cleveland, Ohio 

WJBK 
Detroit, Michigan 

WAGA 
Atlanta, Georgia 

WIBG 
Philadelphia, Pa. 

WWVA 
Wheeling, W. Virginia 

WOGS 
Miami, Florida 

U.S. RADIO December 1957 

GOING STEADY... 
AROUND THE CLOCK! 
For 14 consecutive years, Edward C. Kutz has delivered 

the news on WSPD -Radio at 6:00 PM. His "And a 

Good Evening to YOU" salutation is heard by 

41% of the total radio audience.* 

EDWARD C. KUTZ 

Mr. Kutz is also heard at 5:00 PM 
and 5:25 PM, and during the 

14 years three advertisers 

have sponsored his newscasts 

without interruption. 

News is presented on WSPD -Radio 30 times a day, 
and top news ratings contribute to over -all audience 

supremacy. As in all other program categories - 
at all times -WSPD -Radio news ranks first! 

C. E. Hooper, Inc., July thru September, 1957 

WS RADIO 

Toledo 

NEW YORK- 625 Madison Avenue, New York 22, Plosa 1.3940 

SALES OFFICES CHICAGO -230 N. Michigan Avenue, Chicago 1, Franklin 2 -6498 

SAN FRANCISCO -111 Sutter Street, Son Francisco, Sutter 1 -8689 
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how to turn 

I 
Cart deSute Bill Marlowe John Bassett Ni Pallan Darrell Edwards Wes Hopkins Specs Howard Joe Tina 

WBZ-WBZA WBZ-WBZA WBZ-WBZA KDKA KDKA KYW KYW KYW 

Na., Dary 

WBZ-WBZA 

4 

Norm Prescott Rege Cordic Bob Tracey Sterling Yates Big Wilson Johnny Bell Dick Drury 

WBVNBIA KDKA KOKA KDKA KIN KYW KYW 

www.americanradiohistory.com

www.americanradiohistory.com


WBC Radio's dee jays know how to program the kind of music that 
puts cold cash in advertisers' pockets... fast! They are 29 reasons 

why no selling campaign is complete without the WBC stations. 

music into dollars... 
They are the top showmen and salesmen in their respective markets. 

There's a sound difference on WBC Radio ... and these popular 
personalities can prove it! For quick results, call A. W. `Rink" Dannenbaum, 

WBC VP- Sales, at MUrray Hill 7 -0808 in New York. 

WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 

BOSTON, wfi,w,t 
PITTSBURGH. .c. 

TATT 

FORT WAYNE. WOWO 
CHICAGO WAD 
PORTLAND. Ws 

BOSTON wei TV 

BALTIMORE. wC Tv 

PITTSBURGH.. 
CLEVELAND . 
SAN FRANCISCO. .n. 

w s+.. 

Jack Underwood 

WOWD 

lodhe 
Howard Miller 

WIND 

Bernie Allen Milo Hamilton Barney Keeo 

WIND WIND 

111 I 

I 

I Mary Hunter Bob Chase Dom Quinn 
WDWD WOWO WIND 

Bob Blackburn 
KEY 

Support 

the 

Ad Council 

Campaigns 

lack Quinlan 
WIND 
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COVERAGE ? 
Yes ... but who's listening ? r i 
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WHB is first in 432 of 432 quarter -hours 

6 a.m. to midnight (Pals, Kansas City 96.tounty area ... 6 a.m. to midnight, Monday through Saturday, Sept., 1957) 

Whether it be Metro Pulse, Nielsen, Trendex or Hooper . . . whether it be 

Area Nielsen or Pulse ... WIIB is the dominant first throughout .. . 

with audience consistently in the 40% bracket. And, WHB is 

the dominant first atnon_ every important audience -type! 
For \WHB's unique combination of coverage and audience ... talk to a 

Blair man ... or \WHB General \tanager George TT'. Armstrong. 
.situated in .Missouri, Kansas and town 

OW, 

-11-ACT i C) 
TODAY'S RADIO FOR TODAY'S SELLING 

TODD STORZ, PRESIDENT HOME OFFICE: OMAHA, NEBRASKA 

WHB 
/,muait City 

10,000 watts 

710 kr. 

WDGY Minneapolis St. Paul 
REPRESENTED BY JOHN BLAIR & CO. 

WHB Kansas City 
REPRESENTED BY JOHN BLAIR & CO. 
WTIX New Orleans 
REPRESENTED BY ADAM YOUNG INC. 

WQAM Miami 
REPRESENTED BY JOHN BLAIR & CO. i 
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soundings 

Mutual Affiliates 
To Boost Each Other 
In Reaching Motorist 

MBS Sounds Out 
Turnpike Traffic, Too 

Gauging Car Tune -in 
At the Local Level 

Radio Exclusive: 
'Listeners on Wheels' 

RAB Studies 
Agency Thinking 

Fm Campaign 
For Car Radios 

MUM 
AMID 
IrUYN 

r . 

Mutual Broadcasting System will experiment at-the-end óf this month 
with a unique on -the -air affiliate promotion aimed at reaching the 
motorist. Initially, affiliates from Maine to Florida, cast of the Appa- 
lachians, will boost neighboring affiliates at station break or road- trallic 
broadcasts on a voluntary basis. Here's how it will wink: a station will 
advise motorists driving either north or south that if their signal is fad- 
ing, to tune to the stated frequency of the nearest Mutual station. 

Mutual's pre- occupation with the motorist is evidencing itself /in still 
another way. The network has asked 30 turnpike authorities across the 
country for a percentage breakdown of traffic by hours. When completed 
the survey will show heavy hours major arteries are traveled. 

Hugh Riker Associates, Phoenix, has taken on the task of measuring 
auto radio tune -in. The firm uses the personal coincidental method at 
certain checking points like parking areas. In business less than a year, 
Riker already has taken such ratings in several southwestern markets. 
Montgomery, Ala., is one of the cities slated for a Riker auto tune -in 
study. The rating firm will not take a measure unless it gets the support 
of more than one station. The chief reason for this -in addition to 
sharing the costs -is that it gives the final measurement greater recogni- 
tion. 

A special report on car radios has been released by station representa- 
tive Adam Young, Inc., New York. The study actually combines sonne 
of the Young first's findings, along with data from Radio Advertising 
Bureau. It states that 72 percent of all U.S. households own radio - 
equipped cars and that there are a total of more than 35 million U.S. 
autos with radios. Peak tune -in hours, based on Nielsen data, are from 
12 noon to 6 p.m., followed closely by the 6 a.m. to 12 noon period. 

At recent RAB Regional Management Conferences, the bureau has 
been gathering views and data from agency executives- including time - 
buyers -on their thinking about radio. Most important, of course, is 
RAB's concern on how radio is bought. RAB has not made up its mind 
how or when it will release the material. 

A push has been started by 17 fut stations across the country to have car 
manufacturers install fm radios as standard equipment. The stations 
have been scheduling five to 12 announcements daily encouraging listen- 
ers to write to automotive firsts demanding fm inclusion. Naines and ad- 
dresses of individual manufacturers have been featured in the spots. 
\VRFM New York claims to be the originator of the plan. Other sta- 
tions are WKJF Pittsburgh; KTRH Houston; KONO San Antonio: 
%'GAU Athens. Ga.; \\'JTN Jamestown, N. Y.; WEBQ Harrisburg, 
Ill.: WS\'S Crewe, Va.; \\'DON M'heaton, Md.; WITH Baltimore: 
KRHM Los Angeles; \VSNJ Bridgeton, N. J.: KLAC Los Angeles: 
\VKHR Cambridge; WCOU Lewiston, Me.; WFNL Philadelphia, and 
United Fm Inc., Hollywood. 
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Milwaukee 
WOKY 

THE BARTELL GROUP 

2Pte 

Boston 
WILD 

th r¢ eaacy 
DOMINATING SIX MAJOR MARKETS 

At a single stroke, radio in these 

must -buys is competently accomplished. 
An exciting union of integrity, 
talent, imagination has created 

a superior radio service for the whole family. 
The fabulous Bartell success in rating 

dominance in each market is therefore, 
only part of the story. 

Unreserved family acceptance 
has produced best buyership. 

San Diego 
KCBQ 

Phoenix 
KRUX 

$tzzte& /t... aad S'eee/t / 

Atlanta 
WAKE 

Birmingham 
WYDE 

AMERICA'S FIRST RADIO FAMILY SERVING 10 MILLION BUYERS 

Sold Nationally by ADAM YOUNG, Inc. for WOKY The KATZ Agency 

IO U. S. RAD/0 De( umber 1957 
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washington 

Multiplexing . . . Still 

A Thorn in Many Fm Sides 

Spectrum Study 

Underway at FCC 

. . . the Cry 

For More Space 

. . . and at Electronic 

Industries Association 

Something New in Am . . . 

Compatible Single Side -band 

There are still dissenters in Int ranks on the FCC multiplexing rule. 
It is destined to go into effect March I, unless this (late is moved back as 

it has a number of times since it was authorized ill July 1955. The rule 
requires that fm stations which engage in a functional music set vice con- 
vert to a multiplex operation and thereby oiler a regular broadcast 
service as well. Multiplexing is a system whereby more than one signal 
can operate on the same carrier. The percentage of fin broadcasters 
opposing the switch is substantial. according to the FCC. Proponents of 
the rule favor the change on grounds that multiplexing will spell a true 
public broadcast service rather than the present "specialized" service to 
a limited audience. OPposition is predicated chiefly on (I) conversion 
costs (2) engineering difficulties with multiplex equipment and (3) 
alleged (overage loss in a multiplex operation. (See F,11, "Frustrated 
,llediunt." page 22.) 

The radio spectrum has moved to the lorefront of current C scion 
business. For the first tinte in IS years, the use of broadcast frequencies 
between 25 -890 me is under scrutiny. The ultimate goal: to help the 
FCC with allocation assignments and to start the spade work on infor- 
mation the Commission must have for the International Telecommuni- 
cations Conference, width will be held in Geneva, Switzerland, in 1959. 

One fact the broadcasting industry Hunt face in the spectrum studs is 

the cry for more space by non- broadcasters whose needs are mainly indus- 
trial, business or civic. In comments filed by the NARTB (which will 
revert Jan. 1 to its former name. National Association of Broadcastes), 
the association was thorough in its defense of presently assigned frequen- 
cies to commercial broadcasting. NARTB reminded the FCC that new 
developments indicate that non -broadcasters may obtain greater channel 
use within the present allocations framework by putting technological 
improvements to work for them. 

At the private industry as well as the governmental level, the radio 
spectrum is under study. The motivation differs but the subject matter 
is the saute. Prompting the plea by Electronic Industries Association 
(formerly RET \1A) for a close analysis of spectrum utilization h the 
threat of military encroachment on additional space. El.\, assured of 
broadcaster cooperation through the NARTB, is promoting an extensive 
spectrum study in which government and industry leaders in the field 
will participate. 

There's a new twist in ant broadcasting which has such great potential 
that NARTB has asked stations experimenting with the system to furnish 
any (data available on their findings. The system has been termed com- 
patible single side -band broadcasting and is being studied by the associ- 

ation's Engineering Advisory Committee. Among hopes for the system: 

I I (. s it. IMO December 19:7 
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Out -of -this world selling 
with down -to -earth rates! 

More and more national and 

local advertisers are taking to 

the air in San Antonio ... 
getting satellitic results via 

KONO. Sales are zooming 

to new heights for these fast- 

thinking merchandisers who 

KNOW that people on the go 

listen to the station that's 

on the go ... the station 

that sets the trend for fast 

thinking - for better ratings - for 

better salesmanship. Get 

TODAY'S facts-... get audience AND 

salesmanship ... check with your 

H -R Representative 

or Clarke Brown man 

860 kc .5000 watts I. N 
SAN ANTONIO Radio 

12 

washington ont d) 

the chance of doubling the ant 
broadcast band; higher fidelity in 
am broadcasts, and a reduction of 
broadcast interference. 

In New York. WARC is one of the 
,tuatut-tadxa paper; sell Unir suo!rtns- 
tng with CSSR. During the first week 
of tests which started Ike. 8, W.thC 
und the new transmission system 
from ti pant. to 8 a.m. The second 
creek, beginning Dec. 15, the hours 
were slated to be 8 a.ut. to fi p.m. 

Senate Committee Advocates 
Broadcast License Fee 

Congress is being urged by the Sen- 
ate Committee on Government Op- 
elation, to consider the possibility 
of setting up a lee Ior broadcast li- 
censes. 'I'11 Ice idea can be traced 
back two seas when the Bureau of 
the Budget recommended thai the 
FCC and other regulatory' agencies 
look into the possibility of a fee 

++stem. The Commission complied 
but trx,k the position that no lee 
should he charged since the law re- 
quires that a prospective broadcaster 
obtain his license Ice from the Com- 
mission. The question became latent 
tchen the Senate Interstate and For- 
eign Commerce Committee directed 
the FCC to shelve the plan until it 
totdd he considered further. hi res- 
urrecting the lee proposal, the Gov- 
ernment Operations Committee ad- 
vances the opinion that "private in- 
terest," are lair- haired applicants at 
the FCC and that the favors extend- 
ed them cost nothing. The cost falls 
to the taxpayer, the Committee 
insists. 

NARTB's Freedom Information 
Role Is Stepped Up 

The most critical job of NARTB's 
Freedom of Information Committee 
is to deal ts-ith the report of the 
American Bar Foundation that 
him ks any change in Canon 35. This 
measure opposes radio -tv coverage 
of court trials-the opposition to 
television is much greater than it is 

to radio. The Association's conunit- 
tee is headed by Robert I). Swezey, 

executive vice president and general 
manager of WUSU -AM -TV New Or- 
leans. It recently held its meeting in 
New York. 
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the g " 
THIS MONTH: 

DON McNEILL 

Founder and Star of 
The Breakfast Club 

Still A Front 

This month's "Silver Mike" is pre- 
sented to a man who in 1930 lost a 

job because his station manager felt 
he had "no future in radio." 

For a man with "no future," Don 
McNeill has distinguished himself 
as the innovator and personality be- 

hind one of radio's oldest and most 
successful daytime variety program 
-on the air almost 25 years. 

The Breakfast Club began hum- 
bly one early morning in June, 1933, 

when \1r. McNeill took over an 
"anemic network fill -in program," 
The Pepper Pot, for a Chicago sta- 
tion. Within a few weeks he had 
changed the name and the format - 
and The Breakfast Club was born. 

Who was Don McNeill in 1933? 

He was a 25 year-old journalism 
graduate from Marquette Univer- 
sity, class of '29, who had aspired to 
become an editorial cartoonist. To 
finance his education, he had gone to 
work at a Milwaukee station at 
$3.50 a week- announcing, writing 
a radio column, doing an engineer- 
ing stint on the side, and sweeping 
out two studios. 

\ \rithin two years he had worked 
himself up to $15.00 a week and 
was handling his own radio show. It 
was then, in 1930, that he lost his 
job for lack of a future in radio. 

Leaving Milwaukee, he became 

U. S. RADIO December 1957 

Runner 
After Twenty -Five Years 

radio editor and announcer at a 

Louisville, Ky., station. There he 
stet Van Fleming, with whom he 
originated a comedy act that stayed 
together for a year in Louisville and 
for 18 months over a \Vest Coast net- 
work out of San Francisco. When 
the act broke up in 1934, he returned 
to Milwaukee and then got his break 
on the Chicago Pepper l'ut show. 

The Breakfast Club, which has 
entertained so many people and sold 
so many products, is a reflection of 
I)on \IcNeill's philosophy of broad- 
casting. He has many times said that 
"each program for me is a premiere, 
including tomorrow's broadcast. It 
sure is better than working." 

This attitude has made his show a 

family get -together for a quarter of 
a century. His listeners, who write 
almost 10,000 letters a week, and who 
buy the products he sells, are among 
the most loyal in radio. 

"We're mighty proud." he says, 
"of the constant flow of fine letters 
from our Breakfast Clobbers- letters 
like you'd write to your family." 

In his years on radio, I)on Mc- 
Neill has received almost every radio 
award and accolade, and also cita- 
tions from many religious and com- 
munity organizations. He is one of 
radio's leading citizens, and a symbol 
of radio's growth and potential. 

RANKS 
11th 

IN THE NATION 

in per family income 
($7,339.00) 

Source: 1957 Survey 

of Buying Power 

COLUMBUS 
GEORGIA 

3 county metropolitan area 

USES THE LOCAL 
8, NATIONAL FAVORITE 

WRBL 

TELEVISION: 

COMPLETE DOMINANCE 
MORNING AFTERNOON NIGHT 

FIRST IN 

RADIO: 

97.3% 
Area Pulse -May. 1957 

OF ALL 
QUARTER 

HOURS 

LEADS IN HOMES 

DELIVERED BY 55 0 
Day or night monthly Best buy 

day or night. weekly or daily, is 

WRBL -NCS No. 2. 

WRBL 
AM - FM - TV 

COLUMBUS, GEORGIA 

CALL HOLLINGBERY CO. 
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1r 

DRUG STORE 
ONE BILLION DOLLARS 

IN DRUG SALES 

IN STORER MARKETS 

IN 1956* 

... with a significant share 

enjoyed by drug advertisers on 

radio and television stations 

owned and operated by the 

Storer Broadcasting Company 

STORER BROADCASTING COMPANY 
WSPD -TV WJW -TV WJBK -TV WAGA -TV WVUE -TV 
Toledo, Ohio Clevelond, Ohio Detroit, Mich. Atlonto, Go. Wilmington, Del. 

WSPD WJW WJBK WAGA WIBG WWVA WGBS 
Toledo, Ohio Cleveland, Ohio Detroit, Mich. Allonto, Go. Philadelphia, Pa. Wheeling, W. Vo. Miami, Fia. 

NEW YORK -625 Madison Avenue, New York 22, Plata 1 -3900 

SALES OFFICES CHICAGO -230 N. Michigan Avenue, Chicago 1, Franklin 2 -6098 

SAN FRANCISCO -111 Setter Street, San Froncisco, Sutter 1 -8689 

1957 Sales Management "Survey of Buying Power" 
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U.S. RADIO 
, . . the monthly magazine for buyers 
and sellers of radio advertising. 

It has been predicted that "In 1962 radio alone will 

be doing $1.4 billion . , . double the current figure." 

Radio is the mass medium to reach the whole of America. 

U. S. RADIO stands ready to fill the needs of advertisers in their 
use of radio. An analytical and idea magazine for buyers and 
sellers of radio advertising, U. S. RADIO devotes its entire ener- 

gies to this vast field of radio. Articles and features on the plan- 
ning and buying of radio advertising. delving into the whys and 
hows in the successful use of all radio, are supplemented by 
regular departments presenting in concise form the news and 
trends of the radio industry. 

U. S. RADIO . . . the monthly magazine devoted 100% to rodio 
advertising. 

10,000 circulation . . . 6,000 copies each month to advertisers 
and their agencies. 

ART ROBERTS - noon to 6 

Double whammy! 
New, stronger programming, personalities 
always the best buy in this market! 

A 

The ELLIOT STATIONS 
great independents good neighbors TIM ELLIOT, President 

- WCUE WICE - Pro.Once, R. I. 

National Rep resentatl.ss The John E. Pearson Co. 

LETTERS TO 
Editorializing 

Like your magazine. Article. "Taking 
Sides," in November issue fine. Recent- 
ly started our own editorial policy here. 
Appointed editorial board of forty in 
county, and thirty -two accepted and an- 
swered first questionnaire. Subject: 
United Fund. 

We feel that an editorial policy un- 
less influenced by cross-set lion of opin- 
ion could be dangerous. Spoken word 
with emphasis and inflection can be 
" blasting." Newspaper editorials sel- 
dom read. Radio editorials reach masses. 
Great power. Where did Hitler do his 
cditurialiring? 

W. J. Page 
Genera/ Manager 
WABZ, Albemarle, N. C. 

Hard Sell versus Soft Sell 

I wanted to compliment you on the 
article "Hard Sell versus Soft Sell" in 
the November issue. You handled the 
subject very well. Good luck to your 
new utagarine. 

Edward H. Mahoney 
V.P. and Vice Chairman 
o/ the Creative Board 
Cunningham and Wahh 

... Looks wonderful! 
Arthur Bellaire 
V.P. in Charge of Radio -TY 
BBDO 

RAB's "Pocket Salesman" 
\Ve applaud the efforts of tIte Radio 

Advertising Bureau, as reported in your 
last issue, in using talk recorders to sell 
radio to advertisers. You mentioned 
that RAB has been doing this for six 
months. % %'c'd applaud even harder- 
and be most appreciative -if you'd men- 
tioned that Broadcast Time Sales haul 
been taking its stations "in person" to 
advertisers and agencies for almost five 
years. 

Our own experience in using the 
sound of radio to sell radio has con- 
vinced us that it is the best way to sell 
the medium. IL is usually a little hard 
to pin down exactly why a sale was 

made, but all of our salesmen can name 
any number of instances when, after 
hearing a tape recording of one of our 
stations, an advertiser bought because 
Ile felt this was the station drat could 
do the kind of job he wanted clone. 

Sam Brownstein 
Promotion Manager 
Broadcast Time Sales 

Pioneer Advertiser 
Thank you very much for awarding 

me the "Silver Mike." 1 was very much 
pleased with the article hailing me as 

a pioneer advertiser. 
These things happen and are thrust 

1 
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THE EDITOR 
upon a person and if they are success- 

ful they receive an award and if they 
are not successful they lose their jobs! 
It so happened we had a wonderful 
product which once introduced stayed 

sold for a long time. 
Thank you again very much for this 

valued recognition. 
Charles S. Beardsley 
Chairman of the Board 
Miles Laboratories 

Kudos 
This letter ought to have been written 

a month ago when your initial issue of 
u.s. RADIO cane in. I most assuredly 
wanted to be among the first to offer 
congratulations and to wish you success, 

especially since 1 have been so vocal at 
times about the playing down of radio 
in the trade press. 

Now that your venture is "off the 
ground" 1 hope its career is as spectacu- 
lar as the October launching. 

Lawrence A. Reilly 
President, WTXL 
West Springfield, Mass. 

May 1 be among the many who must 
be sending you best wishes for every 
success. 

Seymour N. Siegel 
Director, WNYC 
New York 

Congratulations on a great new maga- 
zine. We here at WCEN think that it 
does a lot for the outlying radio stations 
in keeping up on the phases of radio 
work. 

The Staff 
WCEN 
Mount Pleasant, Mich. 

Your magazine has been received here 
very well. \\'e need those success stories 
from advertisers. 

George Mastrian 
Program Director, WCPA 
Clearfield, Pa. 

. . . Wish you all the success in the 
world in your new enterprise. 

Noel Rhys 
Executive Vice President 
Keystone Broadcasting System 

... Sincere best wishes for success. 
Lee Bartell 
Managing Director, KCBQ 
San Diego 

May we congratulate you on a terrific 
first issue! 

Holt Gewinner, Jr. 
National Sales Promotion, WSB 
Atlanta 

I want to congratulate you on an ex- 
cellent magazine. It certainly does an 
excellent job of coverage of that most 
important medium, radio. 

Albert T. Fisher, Jr. 
President, WPAL 
Charleston, S. C. 

U. S. RADIO December 1957 

WKLO 
LOUISVILLE iVr 

With these WKLO Air Salesmen 

you reach the heart -strings 
that control the purse- strings 
of Rich Kentuckiana. 
May we tell you more about 
their Proof Positive 
(PROFITABLE) Performance? 

Ask Bill Spencer, Manager, or Your JOHN BLAIR MAN 

l- 
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T 
'DETROIT 

Here are the people and 
promotions that make it so! 

"r h.! 

. . ' 

WOLF! What Detroiter hasn't seen Fred Wolf broadcasting 
from his famous Wigloo? Few we'd venture ... because Fred is the 

man that moves from busy intersection to busy intersection seeing 
and being seen while giving out with his own kind of patter 

WINTER! Wherever Detroiters are together in large num 
bers, there you'll find Paul Winter's famous broadcasting booth! 
Paul gets around . . broadcasting only the finest popular and musical 

comedy music from a different area each day! 

18 

MCKENZIE! Few Deejays in the country have achieved 

the stature of Ed McKenzie. He's looked up to by teen-ager and 

adult alike ... so much so he's been named Detroit's "Man of the 

Year!" Community awards? Ed's got a hatful ... because like all 

WXYZ talent -he gets around' 

SHORR! It's Standing Room Only when Mickey Shore's 

the emcee! He's just as much at home at a theatre stage show as 

he is behind his mike at WXYZ Radio... and always delighting his 

audiences with his special kind of jargon that has worked its way 

into the language of Detroiters! 

Yes, LIVELY ... that's WXYZ Radio . . the station that gets around! And along with its famous 
local talent it integrates The American Broadcasting Networks new LIVE shows from New York, 
from Chicago, from Nashville. It all adds up to LIVE, FUN RADIO for all ages and groups of 
Detroiters. The kind of radio that's proving itself the most effective selling 
tool in Detroit -costwise and volumewise. John Blair & Co. has the facts. I I V 1; 11' Call them. What they have to say will be music to your ears! 

WXYZRADIO, DETROIT 
"The Station that makes all Detroit its Studio!" 

U.S. RADIO December 1957 
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U. S. RADIO DECEMBER 

1957 

The 
Representative: 

His Business 
Branches Out 
This expanding segment of the industry, setting 

an all -time high in 1957, is selling 

spot radio with new research and promotion. 

The role of the representa- 
tive, once simply a matter 
of submitting availabilities, 

an engineering coverage map and 
the lowest cost -per -thousand, has ex- 
panded until representative firms 
have become complex sales and serv- 
ice organizations -whose total 1957 
sales will reach an estimated $200,- 
000,000. 

The various services to stations. 
agencies and advertisers performed 
in addition to his primary func- 

tion -the sale of spot radio -have 
caused the representative to estab- 
lish within his own organization 
large research and promotional de- 
partments. 

"Twenty -five years ago, according 
to Lewis H. Avery, president of 
Avery- Knodel, "sales executives of 
stations had to canvass the prospects 
in a remote city without knowing 
in advance who were prospects and 
who were not. 

"Also," he continues. "advertising 

agencies or an advertiser interested 
in using spot in a distant city had 
to board a train for that market, in- 
terview the station execs individual - 
!). and place his advertising on an 
individual basis." 

Today. how things have changed! 
More than 1,600 persons are em- 
ployed b) the 53 national represen- 
tatives, not including the network 
spot sales departments or the 55 re- 
gional firms. lint only about 620 of 
these employees are salesmen. The 
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THE REPRESENTATIVE 

others, more than 60"c are engaged 
in corollary functions- usually pro- 
motion and research. 

Better Perspective 

.\ national representative fre- 
quently has a better perspective than 
a local station. He has concrete evi- 
dence of the pros and cons of various 
operational Iornuhe. In particular-, 
a representative can influence a sta- 

tion's programming so drastically as 

to turn a third -rate operation into 
one of the best in its market. 

In September, 195.1, for example. 
when The Rolling Ccompany began 
to represent WCB. I, Baltimore, the 
station's programming was "non-de- 
script, featuring slightly long hair 
records." 

"We reviewed the station's &Torts 
and agreed to represent it only it 
the programming were violently- 
( hanged." reveals George W. Roll- 

°U 

ing, president of the firms. "Current- 
ly, the station carries controlled 
popular music and baseball, which 
was exactly what the doctor ordered 
for this particular market. 

"In a three -year period," \1r. Roll- 
ing daies, "the station's billing 
icxnned from about $100 national 
billing to approximately $30,0011 

monthly national billing. This is a 

phenomenal success story.. (tolling, 
in addition to its advisory work, was 
also doing a sales job in getting the 
inhumation to the buyer of the new 
look o1 1t'CR\l." 

Need For Research 

The obvious need Inc research 
stems Fr the truly complicated 
nature of the representative busi- 
ness- "Probably no form of media 
selling. or in Tact any selling. re- 
quires so much detailed and np -to- 
da to information as spot representa- 

tion." says Frank M. Headley, presi- 
dent of SRA and of Hit Represen- 
tatives. 

Multi -Sell 

He points to the lint that with the 
representative selling announce- 
ments, participations, locally pro - 
duced service and entertainment pro- 
grams, and syndicated shows-and 
with the status of each of these 
changing from clay to day -"to ne- 
gotiate the sale of even one spot an- 
nouncememl, and to keep it sold, 
practically a file folder of sales pro- 
motion material is needed and used." 

The research and promotion de- 
!Emitents supply in workable form 
For each sale: information on price, 
comparative statium coverage, cur - 
tent audience rating, previous sales 
record, program content and prox- 
imity to advertising by competitive 
products. 

And to its own stations, the rep- 

Peters, Griffin, Woodward Inc. began operation of an automation system this fall, designed by the Univae 

Division of Remington Rand. Here in Data Processing Department, PGW employees classify voluminous in- 
formation that will speed service to agency clients and stations. Employees were schooled in automation. 
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The research material 

being turned out is now 

a major part of the 

representation business 

iesentative supplies voluminous in- 
formation and counsel in these 
areas: general station information 
and background data, program and 
talent availabilities, reports of sales 

successes, descriptions of merchan- 
dising services, compilations of farm 
data, specialized maps and charts, 
advertising campaigns, press and 
public relations, and many more. 

Typical Expansion 

Typical of the expanded role of 
the representative is this description 
of the New York office of Edward 
l'etry fl Co., by William B. Maille- 
fert, vice president in charge of 
radio: 

"Indeed the representative busi- 
ness today is going through a period 
of constant expansion, and as a re- 
sult, we are perhaps the most impor- 
tant middle man in American busi- 
ness. 

"To provide advertisers and their 
agencies with really effective and effi- 
cient marketing, we have expanded 
the Petry Company considerable 
over the past year or so," he con- 
tinues. "We have new departments 
such as our Sales-Service-Traffic De- 
partment which processes a moun- 
tain of information every day. We 
have a new Contract -Estimating De- 
partment. 

"We have new forms," Mr. Maille- 
fert adds, "new and very active com- 
mittees, and an expanded promotion 
and research staff. We are prepared 
to do research jobs of almost any 
size and scope. We are daily in- 
volved in sales development: we arc 
very actively involved in station 
programming. 

"Petry has new printing equip- 
ment to put out multi- colored pres- 
entations like our recent five -color 
presentation on nighttime radio; we 

(Cont'd on page SOI 
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Nothing succeeds 
like success. 
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With '57 Strides Behind Them 

FM'ers Look to Brighter '58 

Despite Past Misfortunes 

And Attempts to Alter Band 

"the 

The bast year has been one 
of the most. enthusiastic in 
the recent history of fm. l'et, 

at the same time, outside demands 
for fin's air space have never been 
louder. With 533 stations on die air 
and another 17 under construction, 
fm stations face a de( isive -and many 
people feel bright -year. 

-1'o get the fin story, U.S. RADII) 

talked with the author of the "Ray 
Stone Report," officials of an FM 
group, an independent FM broad- 
caster and an "FM only" representa. 
tive-to discover what's ahead for 
"the frustrated medium." 

"lt would be unfortunate if FM 
did not become successful just for 
the absence of coordination, research 
and organization," says Ray Stone, 
author of the March, 1956, report 
that stirred the industry. "But this 
is a possibility. 

"In the original report," continues 
tlrc Maxon, Inc., timebuycr, "we 
said: 'The extreme lack of informa- 
tion seems to be the fault of everyone 
concerned. It is doubtful that there 
is any other business in the U. S. of 

U. S. K.í1110 Dctembcr 1957 
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RAY STONE comments on his widely -read 
FM report and speculates on the future. 

DONALD H. McGANNON expresses the faith 
of Westinghouse Broadcasting Co. in FM. 

frustrated medium" 
the magnitude of FM about which so 
little is known.' 

"A new report would come out in 
March or April -il one conies out at 
all. There doesn't seen[ to be much 
of a need for it. \\re would just 
being it up to date and organize a lot 
of material. 

"Since the report," Mr. Stone 
notes, "there has not been much 
change generally. Specifically, there 
has been some. Los Angeles, for in- 
stance, is having what you could call 
a 'boom,' New York is better. But," 
he warns, "FM must achieve some 
organization in the next year or so- 
because of the study the FCC's mak- 
ing. Fortunately, FM Iras made some 
good impressions in the past year or 
so. but it must get stronger." 

Mr. Stone adds that "il the FCC 
changes it along the lines of some 
talk l've heard -if it changes techni- 
cal requirements -that could obso- 
lete sets. FM would then not be 'un- 
desirable'-it would be 'non-existent.' 

".\\f radio," Mr. Stone points out, 
"was organized by, regardless of what 
you call it, the networks. And the 

networks got it off the ground. What 
does FM need to sell it? The saute 
kind of coordination. A coordinated 
group of stations. 

"Give nie I(I top markets." he theo- 
rizes, "with good stations featuring 
consistently good programing from 
7 a.m. to l p.m. To get national 
advertisers. this is the obvious place 
to start in an air medium. 

"Time schedules won't be needed 
like ordinary networks. You'd eli- 
minate the drawbacks of ordinary 
networks with 'clock hours' and local 
news. Formats would be similar in 
major cities. although coordinated 
programming could be altered for 
smaller markets. The 'network' could 
provide at very little cost practically 
half the programming. That would 
solve for the stations the problems 
of what and how to program and 
which selections to play. 

"There are good and excellent sta- 
tions from both a personnel and pro- 
gramming standpoint today." com- 
ments Mr, Stone, "but they lose sight 
of the fact that they have to make 
some money. 

"Many FM broadcasters seem to 
overlook the essential requirements 
of what we in the United States call 
successful broadcasting: A profitable 
station income. It doesn't have to he 
a large one," he notes, "but there has 
to be some profit. And practically 
the only way to secure a profit is 
through the sale of commercials. 

"National clients have been Most 
responsible for the success of .\M 
radio and tv," continues Mr. Stone, 
"but they have not been interested 
in FM because of the lack of basic 
promotion anti research. They must 
be factually shown that FM is not in 
competition with AM or TV. It is a 
specialized medium. The others are 
mass inedia. 

"Simultaneous operations basically 
are not providing anything. FM 
should go after an entirely different 
audience. In England its bigger than 
ever," he points out. "in Europe 
there are as many FM as AM sta- 
tions. But in the United States, 
where it has so many advantages tech- 
nically and for advertisers, FM has 
not grown as it should." 

U.S. RADIO llcccmbcr 1957 23 

www.americanradiohistory.com

www.americanradiohistory.com


There are encouraging signs that 
the Stone Report has done some 
good. There are many groups today 
fighting to put FM on a par seith 
the other media. 

Westinghouse Broadcasting Com- 
pany's FM outlets, for instance, are 
offering advertisers "a rifle shot rath- 
er than a shotgun." According to 
J. B. "Steve" Conley, special assist- 
ant to the president of \\'BC, "\'e 
are enjoying pronounced success with 
KDKA -FM, Pittsburgh, and KEN- 
FM, Portland, Ore., both of which 
began operations August I. WIfL- 
FM, Boston, and KV'W -FM, Cleve- 
land, are scheduled to begin opera- 
tions by the first of the year. They 
were delayed for technical reasons. 

"We are especially gratified," says 
Mr. Conley, "that sonic national ad- 
vertisers have been attracted. Both 
Gulf Oil and Westinghouse sponsor 
one -hour shows daily." 

Faith in FM 

Willis faith in the future of FM 
was expressed recently by its presi. 
dent, Donald H. McGannon, who 
stated that "FM is at last on the 
march, and that day may not be too 
far distant when our country will 
have three separate major media for 
broadcast entertainment and adver- 
tising: television, AM radio and FM 
radio. 

"Each would serve its own audi- 
ence and advertisers," he continued. 
"with its own kind of programming. 

We have enough confidence in this 
thesis . . . to make a considerable 
investment of e, effort and money 
in it." 

\\'BC agrees with Ray Stone that 
each medium should provide sepa- 
rate services to separate audiences. 
"Our television stations," \ir. \1c- 
Cannon said, "provide a blend of 
highly produced, star -cast entertain- 
ment in the form of network and 
filet programming: with local inter- 
est productions, calculated as high 
quality, mass- appeal viewing. Our 
A \I stations combine music, news 
and service with particular attention 
to the tastes and needs of each local 
station .urea. And here again. the 
goal is ... mass- appeal listening. 

"in our FM programming," he 
said. "we will aim to serve a more 
specialized audience, the ever -grow- 
ing number of fine music, high fidel- 
ity fans whose particular listening 
preferences are not specifically served 
by the general run of our A I and 
television programming." 

Westinghouse expects to attract 
"large and influential audiences" 
through FM. They believe that there 
will be a new emphasis on education 
in America which, added to a con- 
stant cultural growth they feel has 
occurred during the last quarter -cen- 
tury. will create the demand for 
better FM -type programming. - 

if the Los Angeles FM boom is any 
indication, Westinghouse may indeed 
get those "large and influential audi- 
ences." 

why buy FM? 

There will be 20 FM stations in 
the Los Angeles area by Jan. I, 1958. 
Of these, 19 are full -time commercial 
"F\1 only" outlets, five are simul- 
taneous operations with AM outlets, 
one is an educational station. 

National Advertisers 

The most encouraging news about 
the boons is the fact that it has at- 
tracted important national advertis- 
ers. Some who used F\i in the past 
year are: Admiral Corp., Breast -O'- 
Chicken. Capitol Records, Cintano 
Vermouth, KL\i Royal Dutch Air- 
lines, Mercury Records, Nestle's In- 
stant Coffee, RCA Victor, Seven -Up 
and 'Piste, Iuc. 

In the Los Angeles area, FM sta- 
tions are cooperating on several proj- 
ects. Last month, at a luncheon 
given by Flarry \laizfish, owner of 
KRHM -F \i, the broadcasters ap- 
pointed a committee to investigate 
the possibility of promoting sales of 
the Regency F sI TeleVet ter. 'l'he 
device converts any tv set to an F\i 
receiver with the flip of a switch. 

"We are hoping that a majority of 
the F \I stations will get behind it to 
increase listening," \ir. \Iaizlish tells 
Lr S. RAmo. "Tice converter costs 
only 519.95." 

The Los Angeles operators are also 
looking into the formation of a per- 
manent organization of FM broad- 
casters similar to the AM Southern 
California Broadcasters Association, 

Fm reaches exclusive audience. 
These fine music and high fidelity 
fans are served very little by other 
air media. An FM Unlimited 
study shows that from 50 -75 per 
cent of listeners watch no tv. 

24 

Listeners who tune to fm are gen- 
erally well educated. From 50-60 
per cent are college graduates. 

Average income of fm tuners is 

higher than norm. About 94 per 

cent of the fm audience is made 
up of business executives, pro- 
fessional and technical men, edu- 
cators and skilled people. 

Among fm listeners, there seems 
to be more money to spend. 
About 70 per cent earn more than 

$5,000 a year and the remaining 
30 per cent earn more than 
$ 10.000. 
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and extensive surveying of the local 
FM market. 

"1 am currently engaged in selling 
our Milton Cross Show to stations 
around the country," Mr. \laiiiish 
reveals. "Front what other medium," 
he asks, "can you get 18 hours of the 
wor'ld's greatest music a week with 
the nation's number one music com- 
mentator? 

""l'ltis is the type of programming 
which makes FM a separate medium 
lot a separate audience," he points 
out emphatically. "Only on FM 
could you hear it." 

An FM Representative 

F sI Unlimited, another organiza- 
tion attempting to sell the medi- 
um, represents more than 30 "F \I 
only" stations. Ed Merritt, vice presi- 
dent of the firm, admits that "basic 
commercial support is still local. 
National advertisers," he states, "are 
moving in only on a selective basis 
because there is so little available re- 
search on F sI advertising results. 

"Generally," says \Ir. Merritt, "ad- 
vertisers have misconceptions about 
I'M. The industry as a whole has 
come to be known as a 'good music' 
or 'concert music' type of operation. 
'Flic use of these phrases has become 
badly distorted. There are stations 
that exist for 'background music' 
and call themselves 'good music' sta- 
tions. But their music is certainly 
not concert music. That's why there 
is such need for research." 

Mat of the future of F \I? The 
figures, which don't lie, are almost 
phenomenal. They indicate a de- 
cided renewal of interest in F \I in 
the past year, and more particularly 
in the past two months. 

Demand for Channels 

In that two -mouth period, 22 
grants for new FM stations have 
been trade by the FCC. People in 
close touch with the medium's prog- 
ress can remember years in the past 
when 22 grants were not made. Two 
specific reasons for the sudden de- 
mand for F \I channels are (I) the 
public's continued interest in hi -fi 
and (2) the success of background 
services. 

According to the FCC, as of Nov. 
I. 1957, total authorization for FM 
outlets stands at 580. Of that n unr 
ber, 533 are on the air and 17 hold 
construction permits. Other figures. 
like the estimated 12,800,000 sets in 
use as of last month, point to a grow- 
ing industry. And the Electronics 
Industries Association looks at FM 
as "a healthy youngster on the brink 
of outgrowing the romper stage." 

It may be well that the "romper 
stage" is over, but adolescence may 
be even harder unless the child is 

properly guided. \\'ith the "coordi- 
nation, research and organization" 
that Ray Stone talked about. FM 
could soon become a healthy young 
adult. 

In addition to having more money to spend 
and a better than average income, FM Un- 
limited reports that listeners of this medium 
have great buying power. About 80 per cent 
are between the ages of 21 and 50. 

The fm audience is loyal and appreciates the 
station that provides the type of programming 
it wants. At the same time, fm listeners re- 
spond to intelligent and soft -sell advertising, 
FM Unlimited states. 

PROFILE 
OF FM 

In 1923, Major Edwin H. Armstrong 
hit upon the idea of a transmission 
technique which worked on opposite 
principles from am. 

Throughout the 20's and 30's, Major 
Armstrong refined fm until by the late 

30's several experimental stations were 
on the air. 

WSM -FM, Nashville, received the 

first commercial fm license on May 

29, 1941. 

Events which interfered with fm 

development (according to the Ray 

Stone Report) were: 

(1) World War II. 

(2) FCC change of frequency band. 

(3) The growth of tv. 

Actions which retarded fm's growth 
were: 

(1) Questionable set or circuit de- 

sign by many of the larger elec- 
tronic manufacturers. 

(2) Irregular fm set manufacture 
and sales campaigns. 

(3) Unsatisfactory promotion of fm 
among manufacturers, distribu- 
tors, retailers and servicemen. 

(4) The combination of am -fm -tv 
licenses under common owner- 
ship, especially where other 
mass communication facilities 
are also commonly owned. 

(5) Stations giving fm as a bonus 

to am. 

(6) The radio networks, service or- 
ganizations, station representa- 
tives, agencies and clients' sub- 
sequent acceptance of free fm. 

In spite of these limitations, fm has 

been able to survive. Most of the 

credit for this belongs to a hard core 

of broadcasters who persevered the 

"dog days." Their faith has been re- 

warded, especially in 1957, with the 

steadily growing number of fm oper- 

ators who are making their outlets 
paying propositions. 
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kcts depending on the needs in each 

area. We can also quickly increase 
our advertising pressure at peak 
selling seasons like Christmas, which 
is coining up now." 

Canada I)ry, which will celebrate 
its 50th anniversary next year, started 
out marketing just one product, its 
"pale dry ginger ale." Over the 
years the company has added soda, 

quinine water, coffins mixer, root 
beer, Spur cola and a full line of 
fruit flavors. 

The parent company itself owns 
and operates 19 bottling plants, and 
has granted franchises to I0-1 inde- 
pendent bottlers across the nation. 
Most advertising except for national 
magazines is now clone on a local 
level with the parent company and 
the bottlers contributing equally to 
the budget. 

Bottlers Buy Time 

The bottler in each area buys his 
own radio and tv time, and his own 
local newspaper space. He is ad- 
vised and assisted wherever neces- 
sary by Canada Dry in New fork, 
and by its agency, J M \Fiches, 
Inc. 

According to E. %Yilliant Dey, Jr., 
Mathes account executive, "About 
Go% of the soft drink market goes 

to colas, so in the overall picture, 
Canada Dry is competing for the 
other 10 ó of the market. We have 
a special advertising problem be- 
cause of the variety of our products 
and because of varying tastes for 
these products in different sections 
ol the country." 

\L. Dey explains that in some sec- 

tions of the country the Canada Dr) 
fruit flavors are the big sellers, while 
in other areas the mixers or the gin- 
ger ale hit the sales peaks. 

"Radio," Mr. Dey points out, "is 
both local and flexible. An individ- 
ual bottler knowing his own area 
can buy time on spot radio for the 
Canada Dry products which should 
be hit hard in that locale. We then 
supply proper commercial copy. 

" \1'e did have a network televi- 
sion show a lew years back. but have 
dropped it. We found the cost pro- 
hibitive, and also we did not have 
the versatility we needed. On net- 
work tv we couldn't push our Hi- 
Spot Lemon Soda in one area and 
our ginger ale in another." 

17.S. RAg1O December 1057 

Mi. Bensen finds that radio poi 
sesses another important advertising 
advantage. "During peak seasons we 
can get the kind of spots we need. 
For example, at Christman time we 
emphasise our mixers, often with 
saturation of 50 to 150 spots a week 
on the saute saturation." 

Here's one of Canada Dry's mixer 
commercials which makes the rounds 
at this season of the year: 

Here's another character from the 
Canada Dry Rogues Gallery: It's 
"On- the -Rocks Rudy" . . 

On the Rocks Rudy and his wife 
Judy 

Quaffed strong drinks in their own 
"solitude -y" 

Not one friend thought these things 
savory, 

To take even a sip took considerable 
bravery. 

All agree: a mixed drink is a better 
libation 

When it carries the flavor of 

Canada Dry Carbonation. 

What's really better about Canada 
Dry? That exclusive Canada Dry 
Pin -Point Carbonation, for one thing. 

F. E. Bensen, Jr., Canada Dry ad manager 

W. E. Brayton, Mathes vice president 

It helps you feel good the next 
morning by speeding the liquids 
through your system 80% faster. It 
helps aid your digestion. And Can- 
ada Dry mixers -Club Soda, Ginger 
Ale, Quinine Water, Collins Mix and 
Hi -Spot Lemon -have a dry taste 
that brings out the "true" flavor of 
the spirits. And Canada Dry's exclu- 
sive Pin -Point Carbonation makes 
drinks sparkle longer, brighter. Don't 
be an On the Rocks Rudy -enjoy 
that next mixed drink -and make it 
with a Canada Dry mixer. Remem- 
ber: with Canada Dry, you taste the 
difference in the drink, feel the 
difference in the morning. 

Canada Dry buys daytime spot ra- 
dio heavily, which averages about 
G2 "¡, ol the total radio budget. \1r. 
Bensen says, "Radio record shows 
are highly popular- with teen alters 
who drink acore soft drinks than 
any other age group. Housewives 
who do the fancily buying listen to 
daytime radio. They can't do house- 
work uvhile watching tv or reading 
the newspaper, but they can keep 
the radio on." 

Canada I)ry and \lathes point to 
considerable sales increases in areas 
using spot radio heavily. William 
E. Brayton, Mathes vice president 
in charge of the Canada 1)1)' account. 
mentions a recent 20% sales jump in 
Cleveland, Boston and Los Angeles 
after heavy radio spots were bought. 
Mr. Brayton attributes the upswing 
in Canada I)ry sales directly. to ra- 
dio, as the schedules for other media 
ientained the saine. 

Mr. Brayton says that three years 
ago Canada l)ry was buying 75 radin 
stations regularly. Today the com- 
pany advertises over 105 stat' On 

a consistent schedule. with excellent 
sales results. 

Radio, reports Canada Dry's Fred 
Bensen, also serves the company 
well on special Irromotions, which it 
may wish to run in a particular sec- 

tion of the country at a particular 
tinte. 

In 195-1 Canada Dry sales were 
approximately $67.000,000. \\'hen 
the annual report contes out this 
sear, they will have climbed to over 
S8(,000,000, according to Mr. Ben- 
sen. "\\'e feel that there is a direct 
correlation between our increased 
sales and our expanded use of radio 
during the sanie period." he con- 
cludes. 
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Paul Roberts, 

president of MBS. 

One of a series in an analysis 

Of network programming aire) sales 

Mutual Rebuilds 
An extensive format restyling featuring 

news, music and sports is starting 

to pay off for MBS and its affiliates. 

The Washington office is Mutual's chief news bureau, presided over by Robert F. Hurleigh, 
vice president in charge of operations in the Nation's Capital. The clay's news budget 
is threshed out in Mutual newsroom by Mr. Hurleigh (left) and veterans Cedric Foster 
and Jaff Ford (right). Mutual uses all major wire services in New York and Washington. 
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Mutual Broadcasting System 
is edging its way into the 
black through news. Its en- 

tire progr :uuntiug structure is being 
built around a hand -core news oper- 
ation that is comparable to any big 
city paper. 

The immediate wisdom of this 
action is relic( ted in sales data which 
show that all newscasts are sold out 
through Dec. SI, with every reason 
to believe that this healthy picture 
will be seen throughout the year. 
Paul Roberts, president of MRS, is 

shooting for projected billings of 
il.1 million for 1958. In 1957, gross 
revenue will probably come to about 
S8 million. 

Among \futual's most saleable 
commodities will be news and spe- 
cial events. New York now serves 
as national and international news 
headquarters for the network. Wash- 
ington, the network's chief bureau, 
illustrates how this hard -core opera 
lion has taken shape. 

In the "city- room" atmosphere of 
a busy office in the Nation's Capitol, 
14 specialists are engaged in the 
manufacture of one of the most in- 
demand products in modern radio. 
The place is the Washington heae- 
quarters of Mutual; the people are 
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Network With News Sales 

radio journalists; their tool is a 

microphone, and their product is 
news. 

\IRS's extensive news service 
broadcasts every half -hour, 34 tunes 
a day, with nearly a score of these 
broadcasts originating in Washing- 
ton. It constitutes one phase of the 
network's new look, now in its sixth 
month of operation. After a long 
analysis of the patterns of radio pro- 
gramming and the many changes 
that have dotted radio's history, the 
decision was made that if Mutual, a 

radio -only network, was to keep pace 
and supply advertisers and affiliates 
with what they wanted, it was time 
for some extensive revision. 

Last June 2, NIBS launched its 
new programming concept- up -to- 
the- minute news, music and sports. 
The main spring of the concept is 
news, with NIBS news and special 
events director Norman Baer super- 
vising the overseas and news head- 
quarters operations in New York and 
Washington operations vice presi- 
dent Robert F. Hurleigh directly su- 
pervising the myriad news chores 
in the Washington bureau. 

The entire plan was unique in 
terms of a network undertaking, Mr. 
Hurleigh pointed out in an inter- 
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view H'ith us. RAUUu. -There was 
really no waiting period -no mark- 
ing time -to see whether or not this 
thing would take hold. Network 
revenue is up, sales are up-in fact 
our news is sold out. And the idea 
was extremely well received by the 
stations," he said. 

Emphasizing Nfr. Hurleigh's sword 
was the report from news chief Baer 
that one firm alone, Lever Bros., had 
tacked the S.R.O. sign on Mutual's 
news schedules through the end of 
the year. In November, Lever pur- 
chased all available five- minute news 
periods for I'epsodent toothpaste 
and Dove hand snap. This year, 
therefore, will close with a definite 
commercial plus. 

Station reaction to the MBS re- 
vamp is reflected in the network's 
alhliate statistics. An alarming num- 
ber of radio outlets were straying 
from the Mutual line -up before the 
old gave way to the new. In 1956, 
MI-. Hurleigh noted that network 
affiliations dropped between 10 and 
15 per cent, loon a 499- station line- 
up. But the trend began to reverse 
itself six months ago when the new 
program format was inaugurated. 
Affiliation agreements are presently 
up an estimated 20 per cent. total- 

ing about 450 alter having dropped 
to a low of -120. 

It was obviously this down curve 
that put emphasis on the immediate 
need Inr a change. A growing num- 
ber of stations were determining to 
go it alone as independents. When 
they terminated their affiliation with 
the network, a majority of the sta- 

tions turned to the music -news for- 
mula. ft proved successful. In a 

sense, both Messrs. Hurleigh and 
Baer explained, NiBS simply fol- 
lowed suit -but on a broader foun- 
dation. 

The network advantage was one 
of access. On a national level, it had 
commentators available with tested 
reportorial skill, training and solid 
news backgrounds to supply stations 
with a news service so professional 
and comprehensive that it would be 
almost impossible to duplicate on a 

local basis. As a group, network - 
calibre newscasters are simply out of 
reach of the average station, geo- 
graphically and economically. "News. 
That was the only essential thing 
we could offer an affiliate that could 
make us valuable and attractive to 
him," Mr. Hurleigh said. And he 
stressed that the news had to be top 
notch, original in presentation and 
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Mutual's crack Washington news bureau on the job 

interviewing top political and governmental leaders. 

Norman Baer directs MBS' news cover- 
age from the New York headquarters. 

Ken French goes after the Adlai Stevenson story at the latter's tern - 

porary State Dept. desk shortly after his advisory appointment. 

Charles Warren asks Sen. John McClel- 
lan of the day's happenings on the Hill. 

Steve McCormick holds stand -up chat with Max- 
well Rabb, Secretary to the Presidents' Cabinet. 

Floyd Mack gets the State Department view from Lincoln White (r). 

thorough in content to retain its at- 
tractiveness to advertisers, to stations 
and to listeners rvho depend on the 
accuracy they get on radio. 

Today, Mutual news is an indi- 
vidual and self -reliant operation. 
First step in creating added dimen- 
sion to its new prr>l;ramnting was 

cmuunct- signing with four ntajot 
nuts set vices, . \soc iated Press, Inter- 
national News Service, United Press 
and Reuters, for duplicate service in 
\ \'ashiugunt and New York. The ra- 
dio wire service contracts for \Vash- 
ington were transferred to the New 
York headquarters. Correspondents 
were added in key plates- particu- 
larly in Pan America and South 
America - with additional facilities 
set up in London, Paris, Bonn, Ber- 
lin. Ankara, Cairo, Jerusalem :utd 

f oscow. 
Senior and junior writers-actual- 

ly help -mates in production of each 

news show -were added to the MBS 

employment roster. Most of \Iutu- 
al's on- the -air news voices are vet- 
eran newsmen who like to write 
their own copy. Gabriel Heatter, 
who broadcasts Irons the Miami bu- 

reau, is now in his 5 -Ith year as a 

reporter. Frank Singiser has 28 years' 

experience in news. He airs from 
New Yolk. Fulton Lewis jr., who 
celebrates his 20th anniversary on 
MBS Dec. 27, is a King Features 
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CASE STUDY: NEW FORMAT LEADS TO EXPANSION 

As Mutual Bt o.ulcasting System re- 

builds its operation based on the 
news- music- sports lormat, two very 
significant things have happened. In 
the first place, it is expanding its 
network clay to 19 hours beginning 
January 1. It has been on a I7 -hour 
day since June 2. Moreover, u.s. 

roam, has learned that MBS is for - 
mulating plans to go to a 24-hour 
broacIcast day by mid- \larch. 

The second notable development 
has been the return to Mutual -and 
network radio -ol advertisers who 
haven't used this vehicle for many 
years, some as lar back as 19 -19. 

Paul Roberts. president of MRS, 
said the reasons for lengthening the 

Syndicate by -liner and a former 
Washington city editor. in addition 
to utilising \lutual's own facilities, 
lie has a staff of his own in Wash- 
ington. Mr. Lewis sets some kind 
ol'record in that during his 20 years 
he has always been heard at 7 p.m. 
Head ratan for Mutual in Washing- 
ton, Mr. Hurleigh has been with 
NIBS for I S years and has been a 
newsman for a quarter century. 

In New York, such veterans as Les 
Smith, Lyle Wan, John \Wingate as 
well as \1r. Singiser write their own 
material. 

The news writers, as such. oversee 
the "Operation Newsbeat" service 
from the network's stringers, special- 
ly assigned newsmen in the offices of 
NIBS' 450 affiliates. These stringers 
are the men and women who call in 
their "air copy" from all over the 
nation -with actual reports in the 
"where- it- happens - you - hear -it -hap - 
pen" theme. 

The number of NIBS reporters as- 
signed to \Washington is in itself un- 
usual. Generally speaking, small 
starts are maintained in capital news 
bureaus. Mutual, however, main- 
tains as large, if not a larger, staff in 
Washington than any of its other 
bureaus-or even in its New York 
headquarters. The reason is simple. 
\lure and more headlines are ema- 
nating from the capital, particularly 
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network's broadcast hunts are two- 
fold. Stations, particularly those in 
the pacific and Rocky \routtain 
time zones, have requested addition- 
al network news programs. In addi- 
tion, Mutual senses a tendency 
among national advertisers to once 
again use late -evening programming 
tintes for commercial messages. 

Among the advertisers who are 
now back at Mutual alter having 
departed in 1919 are General Foods 
for Jell -O, and Kreml. Colgate - 
Palmolive Co. is another recent pur- 
chaser of Mutual time, having 
bought Bill Stern's morning sports- 
casts for its Colgate instant shave 
cream and men's line. Pharmaceuti- 
cals Inc. has bought Gabriel Heatter 

the Congressional hearings. 'It's one 
Washington dateline after the oth- 
er," Mr. Hurleigh noted. 

The idea of stringers t%ho are fur- 
nished Mutual correspondent's cards 
suggested itself because of the blan- 
ket coverage that MES enjoys across 
the country. This phut extends the 
reach of the Mutual reporun-ial staff 
and at the saute time strengthens 
network- affiliate relations. 

Relying on the judgment of a sta- 
tion's general manager. NIBS asked 
that he select a newsman front his 
own staff to represent the network 
locally. Cooperation was immediate, 
\h'. Hutleigh stated. At present. 
stringers are on the job for MBS at 
about 911 per cent of the affiliate sta- 
tions giving the network coverage 
assurance-much ol it exclusive -in 
hundreds of towns and cities in the 
Ii. S. 

The project has been tagged 
"NIBS Operation Newsbeat." In late 
September when the Little Rock in- 
tegration crisis was mounting, imme- 
diate details were available through 
KGHI Little Rock. \ \'hen the Thor 
missile was sent aloft by the Air 
Force, NIBS listeners got an on -the- 
air report from \W\1\IB Melbourne. 
Fla. Early in October when one of 
the most meaningful stories of the 
century broke with the announce- 
ment that Russia had successfully 

un 7.ucsclay and \\'ednesday for 
Serut:t and Kreml. 

Other new clients ol which Mu- 
tual boasts are Sterling Drug inc., 
P. Lorillard Inc., Chrysler Corp., H. 
I. Heinz Co.. Equitable Life Assur- 
ance Society, Liggett & Myers, Quak- 
er State Oil Refining Corp., Readers 
Digest and the Florists Telegraphic 
Delivery Association. 

Another programming innovation 
that \lutu:tl is trying is its first kid- 
die show since the Mark Trail pro- 
gras went oil the air in early 1953. 
The new show is called Story Prin- 
cess and premiered Dec. 2. It is 

heard from (:35 to 7 pall. and will 
be ollered by MBS as a station serv- 
ice. 

launched the fast earth satellite, the 
Sputnik I "beep- beep -beep" was 
heard in millions of American hontes 
over M P.S. This network story was 
supplemented by affiliates passing on 
impressions and opinions of knowl- 
edgeable people ill their own areas. 
A train wreck in Kansas, an explo- 
sion in Pennsylvania, a storm off the 
Carolinas, Hoods in Texas -the \Iu- 
tual network is virtually Within min- 
utes of them all through Operation 
Newsbeat. 

As a by- product of its stinger as- 

signments and to complement its 
Newsbeat pattern,: Messis. Hurleigh 
and Baer are now working ont the 
formulae for the establishment of 
the Mutual Network News Corre- 
spondents Association. Membership 
will comprise all assigned string-ers 
and their own local nest's directors 
-if they so desire -as well as MRS 
correspondents all over the world 
plus staff members in New Work 
headquarters and bureaus in \Wash- 

ington, Philadelphia. Boston. \li- 
anti, Denver. Salt Lake City, Los 
Angeles and Detroit. 

Anticipating such a widespread 
organisation, \fr. Baer has already 
sent questionnaires to each stringer 
:nul newsman in the NIES organiza- 
tion asking for his or her choice of 
the top 15 stories of 1957. From 

(Cont'd on p. 52) 
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s 
HENRY G. RIEGNER, assist- 
ant general advertising man- 
ager, Trans World Airlines. 

DICK ROMANELLI, account 
executive, Foote, Cole & Beld- 
ing Inc.'s New York office. 

Frans \\'orld . "silIinei radin 
acherlising Izas sourd Irotn 
SS7I.0(10 in 11155 to A700,001) 

this }ear - an increase of pearl) 
100v;,. 

"12adio is far ahead ol odic' media 
in rate ul expansion," says Dick Ro- 
manelli, TWA account executive at 
Foote, Cone & Belding. "Whereas 
our use of radio has doubled in two 
years, the overall advertising budget 
has jumped only 20°x,. Radio is com- 
manding a larger share of our bud- 
get each year." 

T\\'.\, according to Mr. Roman- 
elli, is allocating 54,200,000 for cotn- 
missionable advertising this year. 

"TWA has led the way for airlines 
in the use of daytime radio," \Ir. 
Romanelli reports. "Approximately 
70 °' ol our spots are aired during 
peak times, early morning and late 
afternoon, when we hope to catch 
both the husband and the wife. The 
other S0° goes principally into eve- 
ning and weekend time slots." 

The airline came into radio about 
five years ago, using the medium to 
boost sales on slow- booking flights. 
Results were so good that TWA 
started to buy time in major mar- 
kets on a 52 -week basis. Los Angeles, 

TWA Boosts 
Traffic on 
Airwaves 
Carrier pours $700,000 into radio 

In 1957 - leads airlines in use 

Of daytime programming 

Chicago. Xce- York and San Fr:nt- 
cis(o loaned the nucleus oI 'F1 's'A's 
permanent radio sc hedule until this 
)car. 

In 1937, 'I' \\'.\ expanded its year- 
mind radio advertising to include 

St. Louis, Boston, Washington, Phila- 
delphia. Pittsburgh, in addition to 
the fout cities mentioned above. 

Periodic Markets 
:Markets in which TWA uses radio 

on a periodic basis include: Las \'e- 
gas, Hartford, Springfield, Mass., 
Bridgeport. New Haven, I)etroit, 
Cleveland, Phoenix, Tucson, and 
Denver. The airline uses WO to lour 
stations in most cities on its radio 
schedule. 

Henry Riegner, assistant general 
advertising manager for -l'\\'A, at- 
tributes the carrier's spectacular 
plunge into radio "to the increase 
in volume of low fare coach service. 
We find that the coach market is 

more quickly responsive to spot ra- 
dio. In spot radio we get a more 
widely selected audience. Listeners 
respond by calling the airline for 
information, and we find that sales 
occur in direct proportion to the 
number of phone calls elicited by 
commercials." 

St. Louis, in which TWA had not 
used radio tortil this year, provides 
an especially g(xxl example of the 
Inediuln's sales ellectiveness, accord- 
ing to F(: &If tintebuver, Paul (:lark. 

Stating in April FC &B bought 
saturation spots in St. Louis, run- 
ning -I0 a week on station K\IOX. 
I' igluecn of these air in the morning 
and 22 run on the Harry Fender 
record and interview show From 
10:15 p.m. to midnight. 

FC &B's Dick Romanelli reports 
"This is the best year in St. Louis 
for -1-\1'A. And this, despite in- 
creased competition stemming from 
Iranchises just granted to two com- 
peting airlines." 

.anes Paisley, senior sales repre- 
sentative in St. Louis, says, "in the 
very first month of the radio cam- 
paign T \VA set a record in St. Louis 
sales, and we're still going strong." 

Radio Sells Specific Flights 

Radio's first function for TWA 
has been to sell specific flights, as in 
the St. Louis area. Mr. Riegner 
points out, "Radio is quick and it 
is flexible. If a flight is lagging in 
a particular city, you can in the 
space of 24 hours -or less -get a 
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TWA FUNDS SPENT ON RADIO IN LAST FOUR YEARS: 

1954 

1955 

1956 

1957 

$277,000 

$371,000 

$649,000 

$700,000 

commercial to a station boosting 
your flight. In tv it takes weeks to 
get a film strip into production and 
even daily newspapers do not now- 
adays equal radio's immediacy." 

Here is an example of a TWA 
commercial plugging a particular 
flight from Los Angeles to Wash- 
ington, D. C.: 

(Jingle) Travel with tomorrow today 
Fly the smoothest way -T W A 
You can fly 
In quiet luxury. 
High above the weather 
You'll be floatin' like a feather 
Travel with tomorrow today 
The quality way -T W A. 

IAnncr.) Going to Washington, 
D. C.? Fly non -stop aboard the 
great, new TWA Jetstream . . . 

largest, most luxurious airliner in 
the skies. Starting soon, you'll 
enjoy the quietest, smoothest trip 
ever! Fly the TWA Jetstream 
... non -stop to Washington, D.C.! 

(Jingle) Travel with tomorrow .. . 

today 
The quality way -T W A. 

Radio is not only being used to 
sell specific flights, however, but is 
also employed more and more fre- 

quentll to sell special TWA lea - 
tures, such as the new Jetstream air- 
liner, meals, comfort. etc. 

\h-. Romanelli believes in radio 
as an important medium to sell the 
airline as well as the airliner. "In 
fact." he says, "if we had the money 
we would maintain a constant, heavy 

radio schedule in all our major 
cities." 

Whether TW. %'s sales point is a 

flight or a feature, radio which start- 
ed out just five sears ago as a sup- 
plemental selling vehicle, has already 
taken its place as a major advertis- 
ing medium for TWA. 

KMOX, ST. LOUIS disc jockey, Harry Fender, and TWA's senior sales representa- 

tive, James Paisley, compare notes on the airline's record- breaking sales in St. 

Louis this year. TWA has been sponsoring Fender's nighttime show since April, 
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focus on radio 

PERFORMERS AND PRODUCTS they sell over ABN surround network's president Robert 
E. Eastman at rehearsal for ABN's "live and lively" radio presentation at the Hotel Plaza 
in New York. Personalities are (left to right) Johnny Pearson, Don McNeill, Jim Backus, Bill 
Kemp, Herb Oscar Anderson, Jim Reeves and Mery Griffin. All were at the presentation. 

A Quick Glance At 

People, Places And Events 

Around Radio -Land 

SANTA JOINS WEBC Duluth in biggest pro- 
motion stunt in station's history. To stimulate 
early Christmas shopping, station manager Bob 
Rich masterminded a Premier Christmas Re- 
view featuring displays by 60 local merchants. 
One third of Duluth's population, 34,000, 
showed up at the main auditorium on a single 
day after ten days of on- the -air announce- 
ments. Merchants were so pleased with sales 
that 50 have already signed up for some 
more of the same at the fair next year. 

NEWS X 12 YEARS = 100,000 broadcasts 
over WIND Chicago sponsored by the Chi- 
cago Daily News every hour on the hour. 
Arthur Hall (left), publisher, and Ralph At- 
lass, WIND general manager, are shown go- 
ing over the script just before the anniversary 
show at B a.m., November 14th, at the studio. 
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WLW CINCINNATI WINS top awards for trade paper advertising at 
the Chicago Exhibition of Advertising and Television Art. Proudly 
viewing the blue- ribbon ads are Robert E. Dunville (center), president 
of the Crosley Broadcasting Co.; Jack Frazier (right), director of Cros- 
ley client service department, and Lcwrence Zink, artist for Ralph H. 
Jones Co., who prepared the winners, shown at the Chicago exhibit. 

TV TOPS RADIO as Lye!I Bremser, general manager of radio station 
KFAB Omaha, christens youlg Miss Thadden "Miss 11:10" and presents 
her with a check for a full year's college scholarship. Born on 11. "10 

at 11:10, she was supposed to promote KFAB's frequency on the dial. 
Unfortunately for radio, her father is an engineer for WOW -TV, Omaha. 
Mr. and Mrs. Valere Thadden enjoy their youngster's first broadcast. 

STATION HELPS DEFEND Philadelphia, as WCAU's new short wave 
relay car is inducted at City Hall into the city's civil defense system. 
The car, completely equipped and manned on a 24 -hr. basis, is ad- 
mired by Phillip Klein (with telephone), civil defense director; Joseph 
Tinney, and Joseph Connolly (right), vice presidents of the station. 

CAKES, CAKES, CAKES! surround disc jockey 
Larry Johnson of WRFC Athens, Ga. Lucky 
Larry has 97 to taste -test before he can choose 
the winner of WRFC's Bake -A -Cake Contest. 
Did he bite off more than he can chew/ 

RUSSIAN SPUTNIK SELLS U. S. cars in Indianapolis with the help of 
WFBM reporter, Jim Bechtel (right), who is about to take off with 
the four man crew of an Allison Engineering plane to do a remote 
broadcast on Sputnik II as it flies over the city. The sponsor, appro- 
priately enough, was the 1958 Oldsmobile with its Rocket engine. 
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Atomic power in Caesar's day? 

Certainly! 
It was there, in the ground. in the air and water. It 

always had been. There are no more "raw materials" 
today than there were when Rome ruled the world. 

The only thing new is knowledge ... knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was "available" to Rameses, Caesar. 
Charlemagne. 

In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge -our colleges 
and universities? Can we possibly deny that the welfare, 
progress - indeed the very fate of our nation depends 
on the quality of knowledge generated and transmitted 
by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 

Yet this is the case 
The crisis that confronts our colleges today threatens 

to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 
rich heritage of learning. 

The crisis is composed of several elements: a salary 
scale that is driving away from teaching the kind of 
mind most qualified to teach ; overcrowded classrooms; 
and a mounting pressure for enrollment that will double 
by 1967. 

In a very real sense our personal and national progress 
depends on our colleges. They must have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 

If you wont ta know what the college 
crisis means ta you, write for a free baak- 
let ta: HIGHER EDUCATION, Box 36, 
Times Square Station, New York 36, 
New York. 

NIGHER EDUCATION 

KEEV IT ERiGRT 

Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 
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hometown USA 
Local Promotion 

Commercial Clinic 

Station Log 

Radio Registers 

Promotion in 158: 

New Techniques; 
New Growth 

Need developing for specialized campaigns 

As stations across the country sense 

The value of local and national promotion 

"Better promotion and more 
of it has been almost as im- 
portant a factor as better 

programming in radio's increased 
sales volume for 1957," according to 
Kevin Sweeney, president of Radio 
Advertising Bureau. 

In 1958 \Ir. Sweeney expects that 
station advertising and promotion 
will continue to play a large role in 
radio's upswing. "Radio's sales vol- 
ume will of course depend, as all 
advertising media's volume depends. 
on the state of the national econo- 
my," says Mr. Sweeney. "Unless re- 

tail business is off sharply, however, 
tatlio's total volume for 1958 ought 
to be at least 7°, higher than in 
1957." 

Industry leaders everywhere are 
studying the role of station promo- 
tion and advertising in radio expan- 
sion. One spokesman summed up 
the general feeling this way: "Radio 
stations sell time to advertisers to 
stimulate the sale of products or serv- 
ices ... that such advertising works 
is obvious to everyone. Therefore if 
selling advertising is radio's business 
and if it works for others, now is the 

time for stations to use advertising as 
a tool to sell themselves." 

Marketing Associates, Inc. of New 
York, conducted a survey last month 
to determine what effect, if any, ad- 
vertising and promotion had on the 
growth trend in the radio industry. 
.\ questionnaire was sent to 300 rep- 
resentative radio stations throughout 
the country; answers were received 
from 127 stations within three weeks. 
The findings. according to Market- 
ing Associates. indicate that station 
advertising and promotion are in- 
deed basic to the growth of radio, 
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HOMETOWN U.S.A. 

and that the station, respomling 
accogni /e this relationship. 

Specifically. stations conclude that 
their present advertising and prusno- 
don programs have resulted in high- 
er audience rating,. plus increased 
numbers of both local sponsor, and 
national accounts. 

41.8% Up Ad Budgets 

The survey further reveals: 
11.8% of ,tatioti, replying plan 

to increase their advertising !midgets 
in 1958. 

51.6 ó will maintain their pres- 
ent budget. 

(i2.3 °o state that their present 
advertising and promotion could be 
more effective. 

I'hc Marketing Associates study 
lends support tar the prevailing view 
that radio on the whole is only be- 
ginning to scratch the surface in 
utilising station advertising and pro- 
motion as aids to industry cxpa nsiou. 

Sharing this conviction several 
agencies throughout the country are 
handling multiple station accounts. 
Among these aie: Doe- .\nderatn. 
Louisville: HenryJ. Kaufmann. Wash- 
ington; Joseph Katz, Baltimore; 
Grey Advertising, \Veston and Bat- 
ten, Barton, I)urst¡ne C Osborn. New 
York. 

In contrast both to the national 
promotion generally executed by 

agencies representing multiple sta- 
tions, and the local pronunion usual- 
ly generated by one- station agencies, 
an experiment in station advertising 
is being initiated. 

Originated by Jack M. Kayne. of 
New York, this approach to station 
promotion and advertising would 
combine mass production techniques 
with an individual touch. 

Intending to service one indepen- 
dent station in each market, Mr. 
Kayne has formed a new firm, Eye 
and Ear, Inc., which, he explains, "is 
designed to help build more sponsors 
and audience through a standard 
monthly promotion and advertising 
kit, which would go to all our 
clients." 

For a fee based on each station's 

national how l ratc. \Ir. Kayne auul 
his organi /ation 11.0111(1 procicic the 
billowing sci' ices: 

Mat Service 

.\ newspaper mat service-Mi. 
Kaynes stall would assemble a varie- 
ty of ad format. with the individual 
station t luxtsing those it liked best. 
\\'bile the ads would be basic all% the 
same for all clients, time would be 
room in most cases for the station to 
drop in picture, of its own announ- 
cers and talent, thus personalising 
the ad. 

Dire( t mail teasers - 'I wo of 
these would be provided each month, 
written to provoke sales to new spon- 
sors and to resell old ones. Art would 
also be provided. 

"Hits of the \\'cck" Formats. 
Ee and Ear Inc. would provide its 
clients with frameworks in which the 
station's painter would insert the top 
lo tunes in its own market. -These 
would he used in local stores, super - 
markets etc. as station promotion. 

Point -nl -,ale immaterial - These 
would lu ciinle streamers already im- 
printed ttith the station call letters 
to be displayed locally, in addition 
to "as advertised on" display cards. 
1:a( h month clients would receive 
100 pieces of point -ol -sale material. 

"Log" Formats - At selected 
times during the course of the year 
Eye and Ear, Inc. would design for- 
mats to be filled in with the station's 
individual schedule. These would 
he used to set up the station for more 
sponsors, both local and national. 

Promotions P r o g r a m Ideas- 
From time to time during the course 
of the year, Eye and Ear's staff would 
develop special on -the -sir promo- 
tions, and new programming ideas 
with local sponsor tie -ins. These 
ideas, Mr. Kayne says, "would be pre- 
tested to insure maximum ellectiye- 
ness." 

Newsletter -Eye and Ear, Im. 
would write for its clients a monthly 
roundup of industry -wide informa- 
tion, including the most recent news 
affecting radio on the governmental, 

prograìuiug and proumtioual levcls. 
The above services represent the 

use Eve and Ear. Inc. feels can be 
triade of mass production techniques 
for radio promotion and advertising. 

The company. plans to provide the 
individual touch through the follow- 
ing inedia: 

Publicity- The station would 
provide laye :nid Eau-, Inc. with the 
pertinent information, from which 
the stall would write releases, place 
them. and send ( lips to the station. 

Consultation - \Ir. Kayac and 
his associates would be available at 
all times for discussion and recom- 
mendations on specific promotional 
and advertising problems confront- 
ing the individual client. 

Contact-The staff of Eye and 
Ear, lus. would plan to visit each 
client periodically to review plans 
and problems in person. 

Creative Talent 

\ir. Kayne explains that in his 
i iew there is room for this type of 
service to radio stations because "We 
rain assemble in oie place the calibre 
of creative talent that most local sta- 
tions could not :Ilford to buy sepa- 
rately. There is no firm to our 
knowledge that provides all these 
services for a single fee. \Ve expect 
tct make our profit through volumnie. 

ice have no direct compe- 
tition yet as far as we know," \h. 
Kayne reports, "We expect to have 
plenty belorc long. 

"Nevertheless we feel that no one 
will be able to duplicate our service 
for the fee we will charge. I estimate 
that the cost of preparing our month- 
ly' kit, íf donc through several fires, 
would be an out -of -reach $15,000." 

\Whether the technique is tailor- 
made, mass- produced or a combina- 
tion of both, the trend is toward 
more and more station promotion 
Ixith from the local and the national 
point of view. 

Along with this trend contes more 
complete recognition of the need l'or 
separate and specialized services in 
station promotion, which will pro- 
vide the liaison between promotion 
manager and agency. 
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commercial 
clinic 
Per Inquiry and Bait -Switch 

Head Station Lists 

Of Commercial Taboos 

A large majority of stations respond- 
ing to U. S. RADIO'S survey on un- 
acceptable commercial copy indict 
per inquiry and bait -switch. In ad- 
dition, a wide variety of commercial 
areas fall into the unacceptable cate- 
gory depending upon the station's 
individual policy. Some stations do 
not cite any commercial types as un- 
fit for airing. 

P. I. and bait- switch copy comprise 
about one third of the deceptive 
practice complaints received by the 
Federal Trade Commission last year, 
according to T. Harold Scott, radio - 
tv monitoring director. Both types 
of advertising violate FTC regu- 
lations. 

FTC Cites P. I. 

"The foundation of P. I. adver- 
tising is much broader than that of 
bait-switch," Mr. Scott says. "P. I. 
is a tern used to describe a broad- 
cast operation in which a station 
permits the use of telephone facili- 
ties for inquiries in response to an 
announcement that a station has 
broadcast. Full information about 
the product is not given in the com- 
mercial. 

"Bait- switch is another matter. 
The 'bait portion often is the ad it- 
self, the thing which brings persons 
into the store to inquire about 
alleged bargains. The switch comes 
when the consumer- gets there. The 
advertised product is often either 
'sold out' or 'not really what the cus- 
tomer should have.' Then follows 
the sales talk to interest the customer 
in higher- priced merchandise." Mr. 
Scott explains. 

Sam Stowe, FTC information di- 
rector, refuses to single out one 
medium as a more frequent carrier 
of deceptive advertising. "It is the 
ad the commission eyes closely," Mr. 

Stowe points out, "It is our business 
to eliminate deceptive advertising 
wherever we find it, in print or on 
the air." 

Another government official points 
, however, that radio is ver) 

susceptible to P. I. and bait- switch 
because of its local nature, and its 
relatively low cost. National adver- 
tisers do not resort to these tactics 
as a rule, and the local advertisers 
who do use them tend to find radio 
fits in with their budget require- 
ments, he explains. 

Of the stations eliminating P. 1. 

commercials, most find that the sta- 
tion gets the blame for products that 
do not live up to claims. Art Layne, 
station manager, WPKO, Waverly. 
Ohio, states it this way: "Very few 
P. I. advertisers present a product 
that will measure up to claims. We. 
as a result, get the back -lash from the 
customer who got 'hooked.' " 
-Many stations refuse P. I. copy not 

only because the station bears the 
brunt of customer complaints, but 
also because stations Teel P. I. hurts 
local competitors. the station's best 
Clients. 

Refuse Bait- Switch 

.\ majority of stations who cite 
P. I. as unacceptable also turn 
thumbs down on bait -switch. Sev- 
eral go as far as Bob Thomas, man- 
ager, WJAG, Norfolk. s'a.. who says: 
"We are careful to check on bait - 
switch type advertising. Several times 
in recent years we have refused busi- 
ness from appliance firms, tempo- 
rary used car marts. or transient sew- 
ing machine sales crews who have 
been engaged in bait -switch tactics 
in other communities. We frequent- 
ly phone long distance to chambers 
of commerce or better business bu- 

leans in other cities to check on the 
reputations of advertisers suspected 
of such techniques." 

Other Taboos 

Ill addition to bait- switch and 
P. I., many other types of c 

vials are refused air time. Among 
the most frequently mentioned: 
liquor (sometimes including twine 
and leer, sometimes not) ; ladies' 
lingerie: patent medicines; lengthy 
commercials (acceptable time limits 
ranging from 50 to 90 seconds de- 
pending on the station). 

A few stations refuse tobacco ad- 
vertising "because of heavy religious 
programming." A number will not 
air advertisements for "question- 
able" motion pictures. "Baby Doll" 
and "Love in the Afternoon" were 
cited as examples of "over -emphasis 
on sex." 

Many stations. while not blanket - 
ly refusing specific products, or prod- 
uct types, make decisions in each 
( ase on the basis of whether the copy 
is in "good or poor taste." 

Commercials from pressure groups. 
and commercials involving national 
c haracteritations are barred by sev- 
eral stations. 

Sumte stations, l uwever, will not 
tefuse commercials that they them - 
selves consider to be in bad taste. 
"as long as they are within the law." 
Al one general manager remarks, 
"We often have program copy that 
is objectionable to use personally, 
but which is well received by our 
listeners and sponsors." 

One station executive points out, 
"'!'here are some radio stations that 
are as baci as the clients who prac- 
tice deceptive advertising. General- 
ly, stations do have their guard up 
and try to protect their listeners, 
their sponsors and themselves." 
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station log 

News From Around the Nation 

Reflects Hometown Radio's Vitality 

On the news (tons. (till Chu k. 

AVER'. \\'esterh, R. I.. reporter, 
got through to \Irncow for a post - 
"mutt nit k" interview. \Ir. (dank in- 
terviewed the director of \lo,tow 
Radio and taped his ientarks on 
Russia's scientific plans for its II)th 
anniversary celebration. The \\'ERI 
interview later went out to the \fu- 
tnal network. 

\\'KOX, Framingham. Mass.. 
heat the national wire servi( es by 
live minutes on the announcement 
and story of the American "meteor- 
ite launching." The station. which 
had received the story by phone from 
Hanscom Field in Redford. \lass.. 
followed with an exclusive interview 
with scientist \fatn-ice Dubin. who 
headed up the project. 

\11)GY. \liuncapolis - St. Paul. 
is working with the Better Business 
Bureau to relay reports to listeners. 
yearning them against fraudulent 
business practices. 

K LT1. Longview. Tex.. through 
it manager, Bob Geerdes, has inaug- 
urated a community move to set tip 
a permanent tornado warning ,y s- 

t ern. 

KBI(:, Catalina bland, has de- 
voted all public sel vice efforts lot a 

month to a giant " Radiothun" to 
raise a portion of the N150,0Ú11 

needed for a new community hos- 
pital in Avalon. 

KSVI). Wichita Falls, l'ex., has 
taken the lead in organising a sixty 
station, two state "Southwestern 
News Exchange." The exchange 
members have been provided with 
a dire(tory listing the stations. phone 
numbers, cross- reference listings o1 

1(1) -Texas - Oklahoma newsmen ac- 
cording to cities and honte phone 
numbers, and other information. 

\1'PE\, Philadelphia. recently 
became one of the first stations in 
the country to tarry its weekly per- 

40 

sonality plogt:uuuling on a seven -day 
basis. lack O'Reilley. the station's 
early mottling Iran. and Red Benson, 
late morning and earl) afternoon Per - 
sonalit, began broadcasting seven 
day, a week in November. Only two 
ul \\'l'EN's first line shows are or six 
tlays a week. 

WWI made news with its iu- 
ioicluction to Detroit listeners of the 
"Melody Panule." designed to aug- 
ment the siatinu's " \lore enjoyable 
music" format. The new concept fea. 
titres "music swish a useful," and 
tarries to the \\'\\'1 audicn(e the 
daily standings 01 I)etroit's current 
"hit list," which emphasises the posi- 
tion of melodic tunes with a general 
appeal to all age groups. 

In less than two mouths. KCMJ, 
Paint Springs. (:al. has sold 5(1 "Op. 
t ation hnpact " pat kages. The. pack- 
age deals are a tic -its with the sea- 
sonal "openings" and "grand open- 
ings" of the result (mmmntnity- 
bac ked by the hoe use of a giant 
,cart blight. Each u,nnucrcial mes- 

sage broadcast carries the tag line: 
"Follow the semi blight to the grand 
opening." The night of the opening, 
KC\11 engineers nlau the light for 
three how, outside the t lient's busi- 
ness. 

Testas Triangle luncheon host Gordon McLen- 
don (left) listens while H. B. "Bud' Neu- 
wirth (right) of John Blair á Co. gets to- 
gether with Bob Kelly of Lennon & Newell 
to talk about Texas Triangle radio market. 

RADIO ACTIVITY 
NBC's newly acquired stations 

\ \'J. \S and \\'J, \S -F\1, Pittsburgh, 
t hanged their call letters to W.\ NIP 
and \\'F \IP. The new letters add a 

"p" for Pittsburgh to the .\ \f and 
F \I designations. The . \nteric :ut 
President Lines, which Iiad used 
W.\ NIP as call letters for its 39 
ships, relinquished them to the new 
outlets. 

\ \'PA\\', I'tos ideto e- Pawtucket, 
ILA., became an affiliate of . \IS\ 
earls this month. \ \'l'. \ \\' is nw'ned 
and operated by Roger Williams 
Broadcasting Co., and broadcasts 
with I,00(1 watts on 55(1 kilocycles. 

\\'\IRB, Greenville, S.C., has 
joined the (.BS radio network, re- 
placing \\'QOK as the network's 
alhliate in that city. \ \' \1R11 operates 
on a frequency of 1190 kilocycles 
with a power of 25(1 watts. 

\ \%OK, Jacksonville, Fla., has 
become an affiliate of the . \ISX. The 
station, w-hah operates with 5,001) 
wait on 134( kilocycles. was recent- 
ly sold to Radio Jax. Inc., and was 
formerly known as WITH'. 

An international radio merger 
between XFG \I of Tijuana, \Fex., 
and KALI, Pasadena, Cal., was ef- 
fected last month to increase Span 
ish radio coverage throughout 
Southern California. 

. \B\ has acquired the . \Ilegheny 
Broadcasting Corp., Inc-., licensee o1 

KQV, Pittsburgh, as a wholly -owned 
subsidiary. KQV operates with 5,000 
waits on 1110 kilocycles. 

Meredith Publishing Co. has 

pun based its fifth radio station, 
KR \IG, Tulsa, formerly owned by 
\\'cstcrn Broad ca sting Co. The 
"Meredith Group" includes :WHEN, 
S iac-use: WOW, Omaha; KC \IO- 
. \\I -FM, Kansas City, \lo., and 
1\1'11O, Phoenix. 

('. .1. R.ID /i) December 1957 

www.americanradiohistory.com

www.americanradiohistory.com


U.S. RADIO December 1957 

WEBC PULLS 
in DULUTH AND SUPERIOR 

One Day Event brings over 
33,000 shoppers. 

Conclusive proof of WEBC pulling power is shown in 
their one day PREMIER CHRISTMAS PREVIEW which 
was promoted only on WEBC. More than 1/3 the popu- 
lation of Duluth came ... by the largest response in 
Duluth's history from any media promotion! 

REACH DULUTH and SUPERIOR with . . . 

560 kc 5000 watts 
DULUTH -SUPERIOR 

See your HOLLINGBERY MAN 
in Minneapolis, see Bill Hurley 

41 
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Coca Cola 
is 

buying 

the 
sound 
difference 

in 
nighttime 

radio 
Let Program PM make a sound 
difference in your soles. Call 
A.W. Dannenbaum Jr.,WBC-VP 
for Soles of MU 7.0808. 

WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 

maimmoommar 

HOMETOWN, U. S. A. 

radio 
registers 

Í 
1 

Variety Store 

W. T. Grant Company tested WMOH, Hamilton, Ohio 
against local newspaper. Grant, with two stores in 
town, used newspaper for special sale at one and 
WMOH for similar sale at other. Customer had to 
mention at radio -promoted sale that he or she had 
heard it on radio. Result: first store sold $78 
worth of goods -not enough to pay for newspaper ad. 
Second store, advertised over radio, sold more 
than $2,000 worth of goods. 

Clothing Store 

MacDougall's clothing store purchased $100 worth 
of spots during a two -day period over KPQ, 
Wenatchee, Wash. Campaign was yearly promotion for 
men's suits selling at $49.50. Final results showed 
that for $100 outlay, MacDougall's sold $6,000 
worth of suits. Campaign will continue on regular 
basis over KPQ. 

Paint Company 

Reardon Paint Company of St. Louis chose KTLN, 
Denver, for an eight -week campaign to hike sales of 
Bondex. At a cost of $2,854, 65 sixty- second spots 
per week were purchased. Percentage of sales in- 
crease for Bondex over similar six months the year 
before was 620, highest among all districts of the 
United States. No other advertising medium was 
utilized -only one radio station. 

1 

Appliance Store 

Kirklen's, a furniture and appliance store, in one 
month gained 300% in over -all volume with 1,000 
spots and participation in nine football broadcasts 
over KCSB, San Bernardino- Riverside, Cal. Offering 
nylon hosiery as "leader" item for 6 cents to cus- 
tomers who "heard it on KCSB," store sold 100 pair 
in first hour. Switched to stuffed monkey -dolls at 
same price and sold 200 in 30 minutes -all one -to- 
a- customer. Quick re- orders made it possible for 
store to sell more than 2,000 items in less than a 
week, all advertised on radio. 
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ANNOUNCING 
THE FORMATION OF 

.. 
(SOCIETY TO PRESERVE AND ENCOURAGE RADIO ENTERTAINMENT FOR EVERYONE) 

We FEEL 11 'E AT WGAR are fulfilling 
our obligation to you as as advertiser by 

providing radio entertainment for everyone. 

That's why we take real pleasure 
in announcing our current series 
of Cleveland originated weekly 
concerts by the world- famous 
Cleveland Orchestra on Saturday 
evenings at 7:05 o'clock E.S.T. 

These broadcasts are also available 
to more than 200 other CBS radio 
stations across the nation. Adult 
interest? Last year more Americans 
bought tickets to symphony concerts 

than baseball games! 

Regular WGAR listeners have learned 
to expect fine radio entertainment on 

1220 kc.... the best in popular music 
and jazz, interesting news programs, 
penetrating news analyses, variety shows, 

outstanding drama, and, 'of course, the top 

performers from among the many CBS stars. 

This policy has been paying off for our customers. 

st 

WGAR 
AM -FM 

CLEVELAND, OHIO 
REPRESENTED BY 

HENRY I. CHRISTAL CO., INC. 
NEW YORK CHICAGO 

SAN FRANCISCO DETROIT 
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OPPORTUNITY 
FOR A 
SALES 
1(11' It [S [ìTAT I 

. S. RADIO nov has need for at 

national sale. representative. If 
this man has a proven sales record, 
lives or could live in New York, 
is willing to travel, and welcomes 
the challenge of building a sales 
organization, he should write U. S. 
RADIO with full information 
about himself and his expricnce. 

WRITE: 

Business Manager 
U. S. RADIO 
50 West 57th St. 
New York 19, N. Y. 

report from RAB 

Tailor -Made Pitches 

For Regional Advertisers 

Radio Advertising Bureau can book 

balk over its shoulder at 1957 as its 
most successful year. ill carrviug the 
star) of radio no regional advertisers. 

Since last Januar. R \B's 11-man 
forte of account (Net Ill iccs has traycled 
hundreds of thousands of miles through- 
out the country selling the concept of 
radio to the highly important regional 
businessman. The bureau has made 
specialised presentations to nearly 900 
influential area advertisers in -1.1 cities. 
Thee demonstrations on the power of 
the rated' have been witnessed by ap- 
proximately 3.511110 people. 

7'he success of these (Monts has 
prompted RAR to plan lur an even 
n1(ore ambitious prognau of regional in- 
dottrination for 195. The stall of ac- 
count executives will be expanded to 
11 mid current plans call for presenta- 
tions to be Seen by nearly 1.200 iegion- 
aI advertiser, in 60 cities during the year 
ahead. 

l'he variety of area businesses that 
have been covered by RAB presenta- 
tions is quite impressive. Tbev include: 
advertising agencies. appliances. auto - 
nithe accessory chains. amusements, 
auunnobilts, banks, bakeries. breweries, 
brushes. hit confectionery. chain 
retailing. to- operative organisations, 
dairies, drugs. department stores, food 
and grotcr). furniture. fuels. lertili,er, 
gasoline :111(1 motor lubricants. hard- 
ware, insurance. jewelry. ',wilier sup- 
plies. paints. prefabricated housing. pen. 
cils, proprietaries. public utilities. say- 

ings and loam associations, steel, tele- 
phone and transportation. 

The 'Barrage' 

In utaking presenter 0115 of this t'pe, 
RAB has developed a ucw sales tech- 
nique termed the "barrage.'' It con- 
sists of two- and four -ratan teams spend- 
ing from two to five days i1( a market 
keeping pre -arranged appointments with 
advertisers to sl bent radio presenta- 
tions. 

1k- cause a "barrage" presentation in- 
volves considerable espeme to RAB, it 
is made only o1( : ante that a form's 
racking executives-the decision- makers 
-will be in the audience. There is no 
limitation on the number of people 
who can sit in. bu1 those with the au- 
thority to sign an circler must be pres- 
ent. 

R. %B spends considerable time. eliutt 
and money in putting together it, pres- 

cntations. In the past seven years, 39 

research-dm untclued vehicles have been 
prepared. Each is applied to a specific 
business. The only characteristic that is 

common to all. of course, is that they 
point out the dimensions 1(I radio. 

According to RAB. the average time 
it takes to deliver (ue ccnuplete radio 
stud) is 15 minutes. Each is a combina- 
tion of sight and s( /1111d based on a va- 

riety of research material- research into 
the characteristics of radio and of all 
c pct itivt media: habits and loibles of 
consumers: prixluu and marketing stud- 
ies, and investigation of the qualities of 
the partictdai field of business lot which 
the presentation is developed. 

.\ g the aids used in each presen- 
tation are color slides and magnetic 
tapes of current tuumtettials enabling 
the advertiser to hear how radio is be- 

ing used by competitors. 

Presentation Points 

.\n example of the points covered in 
a typical RAB presentation to super - 
uuukct operators includes about eight 
lea tone,. 

I. Outlining the fermi laIile competi- 
tion that supermarkets lace. 

2. I> iiuting up how radio (or any mi- 
ser ' ' g) can help. 

3. Outlining the type of advertising 
supermarkets should h:u-e. Aemrng 
the statistics used on behalf of radio 
is that it covets the entire trading 
area and that in the top 50 markets, 
96.3 per cent of all families owe at 
least one radio, while only 67 per 
cent of these f: 'lies receive a met- 
ropolitan newspaper. 

.1. Supermarkets tact advertising that 
builds huge circulation. 

5. Supermarkets need advertising that 
reaches every woman shopper. 

6. Supermarkets need advertising that 
will react asst rs at the strategic 
Inontent. 

7. Supermarkets need advertising that 
gives the vital "last word" before 
women go out to shop. 

S. Supermarkets need advertising that 
reduces drastically the cost of reach- 
ing people. 
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report from 
representatives 

Larry Webb Comments 

On Simplified Form 

For Selling Spot 

December may be the month of decision 
for the Station Representatives Associ. 
mimes new Confirmation of Broadcast 
Order forms. The simplified radio and 
tv forms, according to Larry %'ebb, 
SR.\'s managing director, "swill elimi- 
nate paper work among representatives, 
agencies and stations. 

It will make it easier and more sim- 
ple for representative salesmen and 
timebuyers to do business," he points 
out. "lt will make spot buying easier." 

The form was put together and ap- 
proved by a special committee appointed 
by the board of directors of the SRA. It 
was presented for approval to the 17. 
member Broadcast Media Committee of 
.\.\AA, which was to meet December 
11.12 under the chairmanship of 
BBDO's Frank Siivernail. 

On December 1G, the full board of 
directors of SR \ planned to consider 
adoption of the form. 

Hopes For Approval 
"\\'e have been working on it for 

more than a year." reveals Mr. %\'ebb, 
"and we are hoping that all members 
of the SRA will use it. And if the 
AA.\.% committee approves it, there's 
no reason why all representatives 
shouldn't use it. 

"With the old form," Mr. \ %'ebb 
notes, "so many copies change hands 
that it is, to say the least, confusing. 
\ \'hen the agency receives confirmation, 

Lawrence Webb 

copies go to the station and the agency. 
But the agency might not get around 
to sending a .\.'tA.\ contract form for 
two or three months after the spot has 
been on the air. 

"The business may be over and a bill 
sent from the station before the agency 
has sent a contract. It then becomes a 

mere formality. 

Necessary Information 
"Our new form," Mr. %\'ebb says, 

"originates at the representative's office. 
He submits availabilities on a standard 
forni. When the agency timebuyer 
agrees to a sale, the representative con- 
firms the order on the new fore- which 
snakes provision for all necessary infor- 
mation. 

"On the back of the Confirmation 
Broadcast Order form are all provisions 
of the .\.\.\.\ contract. The copies are 
signed and returned by the agency to 
the station and vice- versa -saving man- 
power, money and paper. 

"The new forni fits machines such as 

Peters, Griffin, Wood ward's Univac. 
This one piece of paper can do the 
work of all the present forms." 

STAISON 

RADIO 

CONFIRMATION BROADCAST ORDER 

NM. ARCO 

NO DAV VA NO. DAV 

TNALI 

' I I 1 I 

TVA Or OSOCA C0 

LLLLL 10. CONTRACT 'VASA 00. 4No. SASS CODS NO. 

H' VOWS 1 MO 0 
VOWS 
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; 
Oasis 
Cigarettes 

are 
buying 

the 
sound 
difference 

in 
nighttime 

radio 
tel Program PM make a sound 
difference in your sales. Call 
A.W. Dannenboum Jr.,WBC -VP 
lar Sales al MU 7 -0808. 

WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 
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UJRER'S oorirqP/emes:/ 
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. 
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oalitt of r.lirrre. r ,,f 
nn 

//unlit* 
diracr, nod co., of :indict., 

t.4 
O 

5000 WATTS 

TOPEKA, KANSAS 

V 
TUNES 

P 
NEWS TIME 

says 

I SELL MORE 
because my 

PULSE is ALWAYS 

s.o.o.o HIGH!! 

SAN DIEGO, CALIF. 
SEE ... FORJOE & CO., Inc. 
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report from 
agencies 

Agency Takes 

To Farm Radio 

One of the backbones of radio through- 
out the utdiuui s history has been farm 

preselects usage. Advertising agencies 
representing sut h clients have found 
farm ladin an economical and efficient 
buy. 

Oser the last several years, agricul- 
tural agencies and advertisers have used 
this med. with increasing frequency 
to sell the farmer. 

.\ detade ago farm journals Iormulai. 
c d the meat and potatoes of agricultural 
Advertising. l'oday, while the farm trade 
Magazines manage to skim the cream off 
the top, radio is in second place and 
coming up fast as the farm product 
manufacturer's major advertising me- 
dium. 

Farm Agency 

One such agency specializing in faun 
products is Albert Sidney Noble Adver- 
tising, New York. It handles such prod- 
ucts as Arcadian Fertilizer, Virginia- 
Carolina Chemical Corp. (\'.0 Fertiliz- 
er) and t'niou Carbide's Crag products 
(Glyodin, for one). In the is year, 
this agency has used between 80 and 90 
farm stations. In the next year, it is 
extra led that the agency's use will be 
at least maintained, and probably in- 
creased. 

According to media dire( tor, Troy 
Ferguson, Jr., "We anticipate that farm 
radio in 1958 will continue to expand 
just as it slid in 1957. Over the last 
several years there has been a steady 
rise in both the number of radio sta- 
tions used by agricultural advertisers. 
and in the total billings." 

The Noble agency prefers to buy time 
between fí:30 and 7:30 a.m., and noon to 
one p.m. By 6:30 the farmers arc avail- 
able after the crack- of-dawn chores, and 
are again in the house for lunch by 
noon. 

Mr. Ferguson states that farm advertis- 
ers like radio because of the low cost, 
which fits the pocketbook of most agri- 
cultural manufacturers who tend to be 
regional, not national, firms. 

Che Noble agency started using ra- 
dio about seven years ago. Up to that 
tinte it was practically all farm publi- 
cations. One of the things that brought 
about die Change, according to Mr. Fer- 
guson, was that the stations themselves 
did an outstanding job of catering to 
faim prudutt business. Another factor 
was that radio was inexpensive. 

But the important factor, Mr. Fer- 
guson stresses, is that the quality of pro- 
gramming offetc l by farm stations in- 
terested advertisers and agencies. The 
dealers like it, too. 

Wherever they are, farmers spend 
more time listening tu the radio. ac- 
cording to the new study comparing 
radio and print macle by the National 
Association of Television and Radio 
Faret Directors. Farmers living in vil- 
lages spend 191 minutes daily listening 
to the radio, as contrasted with 31 read- 
ing newspapers, and 28 with magazines. 

Farmers living on farms listen 189 

minutes a day, and spend only 31 on 
papers and 26 on magazines. Farmers 
living in metropolitan areas tune their 
sets in for 139 minutes a day, read pa- 
pers for 36 minutes and spend 21 min- 
utes with magazines. 

Family Listening 

The listening average for farmers is 

three horns per day. 
'l'hat the advertiser succeeds in reach- 

ing his market is evidenced by the fact 
that the average farm family listens to 
the radio 17 hours and five minutes 
weekly. as opposed to the national aver- 
age of 16 hours and 41 minutes (accord- 
ing to NATRFD). 

Agricultural advertisers and agencies 
buy news, weather, and radio farm di- 
rector shows, which have high listener- 
ship in rural areas. Farm director pro- 
grams attract particular interest because 
the director is considered an authority 
on agriculture in each area of the coun- 
try. Farmers consider it part of their 
job to keep informed on the develop- 
ments he reports. 
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report from 
networks 
0=h 

Comment On Billings 

Attentive Audience Survey 

Significant Farm Data 

NBC has as much fine business on hand 
for 1958 as it liad last March for the 
'57 year. 

"We are four months ahead of last 
year's schedule on the amount of firm 
business committed," Matthew J. Culli- 
gan, vice president in charge of NBC 
Radio, told u.s. RADIO. "In addition to 
the top 15 big network advertisers who 
have returned. scores of new clients are 
on hand -as never before. 

"NBC expects in 1958 a 40-50% in- 
crease in billings over 1957." 

Last month in Pittsburgh, at a lunch- 
eon celebrating NBC's return to that 
city via WAMP and WFMP, Mr. Culli- 
gan hailed the event as "symbolic of 
the renaissance of network radio in the 
rest of America." 

He said that during the years of tv s 

growth "network radio didn't really 
know what it was ... or where it was 
going. It developed a terrible inferi- 
ority complex and chronic extreme nerv- 
ousness. 

"At the peak of its troubles, it went 
on the psychiatrist's couch for treat- 
ment. Bit by bit, network radio learned 
that even though it had lost the battle 
of the living room ... it liad during 
the same time won the battle of the 
kitchen, den, study, bedroom, playroom, 
sunporch, terrace, garden, automobile, 
beach and park." 

CBS Motivational Research 

Jules Dundes, vice president in charge 
of station administration for CBS Radio, 
claims that a qualitative study, under- 
taken for the six CBS -owned radio sta- 
tions by Motivation Analysis, Inc., has 
revealed that these stations have a high- 
er degree of "believability" and invite 
"more attentive listening than the lead- 
ing independent stations in their cities." 

'I he motivational research was based 
on discovered attitudes of 1,202 radio 

listeners polled last spring in six cities. 
CBS said, where CBS- owned outlets had 
the leading independent stations as 

their chief competitors. 
The analysis sought to answer the fol- 

lowing questions: 
(1) Do listeners pay closer attention to 

some stations than to others? 
(2) Do they distinguish among sta- 

tions regarding some more favor- 
ably than others? 
Are listeners more likely to believe 
some stations than others? 

(3) 

ABN Renewals 

Four new sponsors and four renewals, 
with billings in excess of $500,000. have 
been signed by ABN. announces Thom- 
as C. Harrison, vice president in charge 
of sales. 

Newly signed sponsors include Bui- 
toni Foods Corp., Kitchen Art Foods. 
Inc., Magia Products and Sterling Drug. 
Inc. Renewals were signed by Bristol - 
Myers Co., Campana Sales Co., Food 
Specialties, Inc., R. J. Reynolds Tobac- 
co Co., and Sleep -E2e Co., Inc. 

Keystone Farm Figures 

I958's NAR -1 -B "Farm Broadcasting 
Day," to take place Feb. 1, has special 
significance for the Keystone Broadcast- 
ing System. According to Keystone, of 
1,018 affiliates, 749 stations broadcast one 
or more farm programs daily and serve 
within their respective Nielsen coverage 
areas 4,303,804 farms -or 90% of the 
nation's total of 4,782,004 farms. 

"This predominance of farm coverage 
on the local level," a Keystone official 
claims, "places Keystone in the fore- 
front in serving the country farm mar- 
kets, which rely on special farm pro- 
gramming to furnish daily information, 
applicable to local conditions. The most 
recent study shows 39% of Keystone 
stations are in the top third." 

KFAL RADIO 
Fulton, Missouri 

Folks who know- 
TEX ROPER 

TINY LUTZ 

BOB HAMILTON 

ART HOGAN 

JERRY LAWRENCE 

Listen daily and I after 1 

throng.' t central .3lissouri to 

these KFAL folks who know 

Miss 'ians hest. 

Your accesa to nutre sales call 

Indie Sales. Inc. or direct - 
KFAL Fulton. Missouri. 

Tel: 14C0 

KFAL RADIO 900 kc 1000 watts 

The BEST Coverage 

of the Colorado Market' 
. at the lowest cost 

NOW, with one order, advertisers may 

use strong, primary- service signals on 

BOTH sides of the Rockies to cover 

Colorado. 

COLORADO NETWORK 

KVOD, Denver, 5000 waits, 630 k.c. ABN 

KUBC, Montrose Delta, 5000 wafts, 580 k.c. 

KSLV, Monte Vista, 250 watts. 1240 Lc. 

KRAI, Craig, 1000 watts. 550 k.c. - Notional Rep. Rolling Co., Inc. - 
NATIONAL SALES OFFICE 

MIDLAND SAVINGS BLDG , DENVER 2, COLORADO 

Phone: TAbor 5 -2291 TWX: DN 483 

'Before you buy from any organization claiming 

to corer all of Colorado, be sure to request e 

Certified Field Strength Mop. 
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a giant's voice 
Heard throughout the Roily Moun. 
lain West... is the welcome voice of 
KOA- RADIO! It s the giont 50,000 
won voice that hos dominoted the 

rich Western Market for over 32 

yeors! 

GIGANTIC RESULTS - 
KOA -RADIO is the giont selling 
force in the West...the 
only voice you need to reach - 
and sell - - she entire 
Western morket! 

Represented 
, by 

Henry I. 
Christa) 
Company. 
Inc. 

KO 
DENVER 
One of Amerko's great rodio stations 

850 KT 50,000 WATTS 

TO MEET HEAD ON 

A NEED THAT EXISTS 

IN THE RADIO FIELD 

TODAY ... IPP' 
* U.S. RADIO 

for the buyers and sellers of 
radio advertising 

An indispensable tool for sharpen. 
ing the advertiser's agency's and 
broadcaster's approach to the 
buying and selling of RADIO AD- 
VERTISING. 

ISSUED MONTHLY 

ONE YEAR $3.00 
TWO YEARS $5.00 

WRITE CIRCIJtATION DEPARTMENT 

U.S. RADIO 
50 WEST 57th STREET 

NEW YORK 19, NEW YORK 
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report from 
Canada 

Canadian Rating Systems: 
Bureau of Broadcast Measurement 

First of m serirs on major 
Canadian rating systems. 

The Bureau of liroa(c ist plc :nurcutcmt, 
fmundr( I I years ago. is a non -profit 
uriauis:tion unlike its ntajul competi- 
tor,. according to Chants C. Holtman. 
cxecstise site president. Ile sari BH \I 
(fillers from its rivals in that its directors 
.are drawn Enna all areas of the broad- 
casting industry. 'Hie (sheen board 
members are equally divided among ad- 
%ernsers. agencies and stations. 

"I his enables tic to operate n-itl 
bias. ill a completely objective manner, 
to serse all facets of the industry." says 
.Ir. I lollm:ut. 

"Iit addition, being a non-profit or- 
gilnisatiott, evcrythng we do is open to 
public inspec tion by any one of our sub- 
tat ibcrs. This includes our brtmkkecp- 
ing. our statistical methods. our indi- 
sidual ballots. 

B11X1's Canadian membership in- 
cludes at the present time 116 ratio sta- 
tions, 25 tv stations. 61 advertiser, and 
f; agencies. In the t'. S., subscriptions 
come bunt 10 agencies, 3 advertisers, ft 
tepresentatises. and 5 tv stations. 

sIr. Hoffman justifies HMI's use of 
the questionnaire system this way: "We 
feel that we are giving the industry 
what it wants. The advertisers, agency 
men, and station executives on our 
°mari base agreed that the system we 
use is most at curate and most detailed. 

"We select random samples of about 
120.000 persons Iron] telephone and post 
allies directories," Mr. Roffman ex- 
plain +. "BB tI's questionnaires are 
unique íit Canadian ratings. 'tVe divide 
the day into 36 half -hour pt-6)(1s, solicit- 
ing replies on station listening habits 
in each half hour segment, thus pin- 
pointing exactly who listens to what 
station when. 'Ellis k of iuunense 
value to the agency and his client when 
they start to buy time. 

"We ballot twice a year in 30 metro- 
politan areas and 131 rural areas across 

Canada. We survey in the cities on a 

seven -day basis; in the rural areas, on a 

four -day basis because we have received 
better response by asking for only four - 
day logs in these sections. The logs ap- 

CHARLES C. HOFFMAN, ex- 
ecutive vice president, BBM. 

ply everywhere to the same week of 
the sear." 

: ir. Hoilunait says RB \I will use a 

'even -day lug eserywhere starting with 
its repart to be issued Jan. 3, 1958. 

"This means we shall have to send out 
a larger nailing in the rural areas than 
in the c ity areas to get the saute per 
tentage of responses " 

The sers ice n: a 20^x, return on 
trailing+. 

)fill \I says that the nun -respondents 
generally ((Aline the same listening pat- 
terns as the respondents. The org:ti/a- 
t;on stances that it has determined this 
through more than 15(1 side research 
proiet t+ ;m sshitlt non -respondents were 
tnutacted after a survey. 

'Ir. Hoffman concedes that twice -a- 

ycar reports are not ideal. "However," 
he paints nut. "BBtI's rating system is 
the costliest im the world, bar none. We 
spend $200,000 a year. As soon as we 
aril, we will increase the frequency of 
our reports without greatly increasing 
the very low rate we now charge our 
subscribers. 

"We feel that our sy-stein makes up in 
quality what we lack in quantity of re- 
ports. For example," nfr. Holtman 
points out, "when you multiply our 36 
half hour segments by 7 days of the 
week, you get 252 units. This is the same 
as making 252 telephone calls. If you 
multiply 252 by 120,000 (our sample), 
you Mile up with 30,2.10,000 .. , , this 
would be a lot of phone calls, and no 
rating system we know begins to ap- 
proach that number." 
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Where Do 
Great Ideas Come From? 

From its beginnings this nation has been 
guided by great ideas. 

The men who hammered out the Constitution 
and the Bill of Rights were thinkers -men of 
vision -the best educated men of their day. 
And every major advance in our civilization 
since that time has come from minds equipped 
by education to create great ideas and put 
them into action. 

So, at the very core of our progress is the 
college classroom. It is there that the imagina- 
tion of young men and women gains the in- 
tellectual discipline that turns it to useful 
thinking. It is there that the great ideas of 
the future will be born. 
That is why the present tasks of our colleges 
and universities are of vital concern to every 

American. These institutions are doing their 
utmost to raise their teaching standards, to 
meet the steadily rising pressure for enroll- 
ment, and provide the healthy educational 
climate in which great ideas may flourish. 

They need the help of all who love freedom, all 
who hope for continued progress in science, 
in statesmanship, in the better things of life. 
And they need it now! 

If you want to know what the college crisis 
means to you, write for a free 
booklet to: HIGHER EDUCA- 

TION, Box 36, Times Square 
Station, New York 36, N.Y. 

NICHE EDUCATION 

Sponsored as a public service, in cooperation with. the Council for Financial Aid to Education 
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REPRESENTATIVE (Cara d. from page 21) 

have new tape recorders and a port- 
able disc phonograph. 

"I have only been talking about 
the New York office. Our other of- 

fices are similarly equipped. We 
shall continue to add whatever is 

needed," he concludes, "to fully 
serve our stations and our advertis- 

ing clients." 

Help Salesman Sell 

"Our department would be a 

waste of money if it didn't stake it 
possible for the salesman to spend 

more tinte on the street- servicing 
agencies and stat' s" says Dan 

Denenholz, s ice president in (barge 
of research and promotion at The 
Katz Agency "We try to anticipate 
his quest' we try to help him 
individually. Of the 15 people in 
our department, all but three are 

available for radio." 
According to Ken Mills. \It. Den - 

enholz's assistant at Kaz, "Our first 
job is to tell the bask %tots of eat h 

station. 
"We put out 'Ready Relerence' 

sheets to tell the basic story of each 
station, information sheets for ex- 
tensive mailing. and color pronto. 
tion pieces lot stations on special 
occasions. And of special impor- 
tance is the consultative ,cork with 
our stations on an infinite s'at'iety 
of problems." 

The Meeker Company prepares 
five categories of promotion- research 
material for its represented radio 
stations, along the lines of the Katz 
presentations. 

"We have found," \leeker re- 
search director Mirai von Zelowitz 

oe 

See KoS\ 
toe 

GIVE IT SELL! 
KOSI and KOBY 

turnover products 
-not audience! 

BOTH RADIO 
STATIONS NO. 1 in 
HOOPER and PULSE 
6 a.m. -6 p.m. average share 

KOSI KOBY 
Denver San Francisco 

Mid- America Broadcasting Company 
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continents, "that the organization of 
this material and the updating of 
all statistics are invaluable to the 
harried tiuebuver who has a dead- 
line to meet, and would otherwise 
gather the saine material -on each 
station in every market in which he 
is interested." 

l'he John E. Pearson Co. has been 
publishing a confidential weekly 
newsletter for its station clients for 
almost ten years. . "The function of 
the newsletter," says Mr. Pearson, "is 
to keep stations informed on upcom- 
ing campaigns. accotant changes at 
agencies, and personnel realign- 
ment.,' 

\ primary motive of the letter is 

to give the Pearson stations a c Nance 
to get suppxttt front local dealers and 
distributors if a national campaign 
is headed for their city. 

Selling Spot Itself 
But the reseal( h -p routotion de- 

partments go Wroth further than just 
aiding their osen client stations. 
'l'hcy supply the presentations with 
which representatives arc selling spot 
radio itself as a medium. 

" \\'c have well over 500 presenta- 
tions in constant use," reveals Arthur 
11. McCoy, vice president of John 
Blair R Co. "Our presentation ac- 

tisits is going on all over the coun- 
try. We feel that the series of talks 
we have delivered in the past year 
and one -hall have paid oll in making 
people aware of the value of spot 
radio." 

In the past year, Adana young, 
Inc. has prepared many inclusity pre- 
sentations, inducting "Data- Service" 
research reports on "'The Audience 
Only Radio Reaches" (listeners on 

wheels), "A Closer Look at the SR.\ 
Formula," and Nielsen's National 
Coverage Study - "Its Uses and 
Abuses." Special detailed and illus- 
trated reports were also prepared on 
""The Dynamic Change in Radio" 
and "Hose Important is Coverage 

"\\'e currently have in the works," 
comments Frank G. Boehm. vice 
president of Adam young. Inc., 
"another special report ,which we 

feel will clarify the audience com- 
position of music and news stations 
once and for all. 

"As you know," be continues, "this 
type of operation has been tagged 
'juke box' or 'teen -age,' and we feel 

the special surveys we are having 
clone will disprove these charges." 

Industry Presentations 

\lost national representatives feel 
that %s-hat's good for radio will in the 
long run be good for them. Their 
industry presentations boost the me- 
dium as a whole, not only their par- 
ticular services. 

".\s radio specialists it is part of 
our job to awaken advertisers to the 
advantages of radio," states Carl L. 
Schtiele, general manager of Broad- 
cast l'inte Sales. "All our salesmen 
are required to stake live calls each 
week on advertisers we feel do not 
realize the full potential of radio. 

"l;y using tape recorders, we take 
the stations we represent 'in person' 
to the advertisers. They are usually 
surprised at the quality of the sales - 
manship of :announcers all over the 
country. We try to show them that 
radio can do the most effective job 
for almost all products and services 
at the lowest possible c ost." 

Selling Medium 
"-The Katz Agency does a good 

deal of selling spot as a medium," 
reveals Ken \l ills. "It lias to be clone, 
alter all, before you taut offer an in- 
dividual station. 

"Our current effoa t, called 'Radio 
Spotlight,' is a little different from 
most present ones. It's not very 
fancy; we didn't have that in mind. 
\ \'e have attempted to allow a sales- 
man to (mild up ¡I file on spot radio. 
The individual items incl tic le the 
basic story of spot radio and a series 
of specific illustratiors of (I) suc- 
cess stories, (2) facts and figures on 
spot volume, (3) facts and figures on 
quotes -and many store. 

"By issuing new sheets periodical- 
ly," TIr. \l ills explains, "a constant 
floss of iaterial goes to the salesman. 
\\'e are trying to build this up into a 

flexible presentation that can be 
used in specific cases." 

Stresses Research 

"Our position in research," says 

Lloyd George Venard, president of 
Venard, Rintoul R \1cConnell, "is 
that the analysis of research is more 
important than mere ratings. The 
four executives of this company at 
one time or another have been sales 

managers in charge of research work. 
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" \We therefore know," he con- 
tinues, "the type of research we want 
clone; the analyze the facts given to 
us by our research people and from 
this we develop the sales story. 

"This policy developed because 
agencies rely more and more on the 
representative. We arc paying more 
attention than ever to gathering 
facts, analyzing, and then applying 
them affirmatively." 

Special Stations 
An example of a representative, 

whose stations have specialized pro- 
gramming, is Chuck Bernard, of 
Charles Bernard & Co., who found- 
ed the Country and Western Music 
Broadcasters Assn. He believes that 
a group like his, "cooperating on 
national projects, such as research, 
promotion, and trade advertising 
can realize tremendous savings that 
can be passed along to the national 
advertiser." 

It would be difficult to deny that 
the stability and upward growth of 
slot has been attributable to three 
chief reasons: aggressive selling, posi- 
tive and original research on the 
vitals of today's radio and vigorous 
promotion. 

But the representative has done 
more for radio than boost spot sales. 
Through concentrated selling, he 
has focused the eves of the advertis- 
ing world on all radio. When the 
time came for a change in the pat- 
tern of selling radio, the represen- 
tative was the first to recognize the 
need for an alteration in program- 
ming and rate cards. 

In the words of Larry Webb, man- 
aging director of SRS\, "You only 
have to look at the tremendous in- 
crease in national spot radio billings 
to realize the importance of the sta- 
tion representatives to the industry. 

Without any question, were it not 
for the long -range thinking and 
planning of these firms, spot radio 
advertising would never have reached 
the degree of importance accorded 
it today." 

Proof of the expanded role the 
representative firm has assumed can 
be found in the new functions now 
placed upon his business. Today's 
representative is in reality a part of 
the station management team. He is 
consulted on local as well as national 
rate structures; he advises on pro- 
gramming and personnel policies. In 
short the representative plays a direct 

part in shaping a station operation. 
I lc is even called in to pass on the 
advisability of acquiring additional 
broadcast properties. 

As noted earlier, the volume ol 
spot radio business in 1957 will 
reach an estimated $200 million. 
This will be an all -time high. For 
the third quarter ol 1957. total sales 
amounted to S- 19,067,900, a 43 per- 
cent increase over the $34,267,000 
for the similar period in 1956. Sig- 
nificantly enough. the nine -month 
spot revenue totals amounted to 

144,462,000, which is just slightly 
less than the 51:10 million -plus .hat 
was chalked up for all of 1956. 

The outlook for 1958 appears even 
brighter. In addition to increased 
volume, the operating profit should 
be larger as a result nl new consid- 
eration being given the problems of 
handling the tremendous traffic bur- 
den. lit line with this, many repre- 
sentatives are taking positive steps 
to increase spot business by helping 
agencies ease processing involved in 
a spot campaign. 

2,000,000+ 

OO Pulse rings doorbells, 
interviews families 

right in their hontes. The 
one -and -only method used 
by Pulse since 1911. 

all different families 
. . . different each surrey. 

different all year 
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radio 
ratings 

New Nielsen Report 
Stresses Buying 
For Modern Radio 

1 he nca reporting techniques that A. 
C. Nielsen Co. has adopted are bated 
on the need to measure nunlcrn radio 
in a re:distit manner. Iiiev are designed 
to keep audience calculation keyed to 
current buying :und sell lug trends. 

In addition to measuring I5- minute 
segments and on a per program basic. 
Nielsen now calculates strips of tinte 
at rocs the week and blot ks of time. 

As Nielsen is aware. radio today is 

not sold by individual spots. The adver- 
tiser buys packages and saturation. 
Measurement interest. therefore. centers 
tau the total number of different homes 
reached by the spot package over a 

period al time and how nitro the mes- 
sage is heard be the average listener. 

1 he total nuulrct o1 dilleteut bumf's 
reached by a three -bout block is gen. 
crally three times as large as the andi- 
cnte to any lit -minute segment, accord- 
ing to Nielsen. In four weeks. this audi- 
t-me turnover can increase the number 
of different homes reached to a total of 
10 times greater than the per -broadcast 
figure. 

Nielsen says that what this means in 
ternis of audience is that station . with 
a tatting of 3.0 for the average quarter- 

Comparing Gross Rating Points 

SCHEDULE I 

SCHEDULE II 

SCHEDULE III 

SCHEDULE IV 

'No. of spots heard. 

52 

24.7% 

24.4% 

24.8% 

24.2% 

hour between fi and 9 p.m., \londay 
through Friday. has 30.1)0(1 homes listen- 
ing per quarter hour. The three -hour 
cumulative audience of this time block 
is 9.11 or 90.1100 different homes tu niug 
to this station during this period. In a 

mouth, this station leached 21.0 per 
tent of all taunt) homes in its market 
during this duce -hour period. with the 
average honte hearing 31.3 (palter 
hours. 

Seen in terms of media strategy, un- 
duplicated audience data shows a quali- 
tatise dillettute in spot schedules with 
the same gross lacing. Four spot sched- 
ules (see gross ratings below) hase a 

gross rating point total of between 21.0 
and 25.11. But although total impressions 
may be the sanie, their distribution va- 

ries greatly. OM) schedule 1 will reach 
oser 20 per tent of the market. Sched- 
ule IV reaches only IO,I per tent of the 
radio audience, but it will deliver more 
than double the nuutber of impressions 
per listener. If a product requires a 

large but infrequent audience (perhaps 
a "reminder" spot) schedule 1 is the 
natural choice. If impact frequency and 
not audience si /e is important then 
schedule IV is the bette! choice. 

Comparing Unduplicated Cumula- 
tive Audience- Percent of Differ- 
ent Homes Reached Per Week 

SCHEDULE I 

SCHEDULE II 

SCHEDULE III 

SCHEDULE IV 

18.8% 
°1.3 

14.6% 
*1.7 

10.1% 
*2.4 

22.5% 

MUTUAL (Cont'd horn p. 31) 

these hill be tabulated \lutuai's con - 
sensus of the toll 10-with lull 
analyses of area thinking on major 
news events of this ye :t. 

The strength of Alumni's news 
programming was graphically por- 
trayed in mid-November. Fulton 
Lewis jr. delivered a "commercial 
ou commercials" that had a telling 
impact. His program is heard on 
350 stations and top to the moment 
of his "couunercial" it was sponsored 
only on 75 outlets. At the time. his 
contract guaranteeing him $100,1100 
:t year was conning up lot. renewal. 
\fr. Lewis in a surprise aunouuce- 
utent explained the importance of 
supporting sponsors' procluc-ts and at 
the s;ute time mentioned the need 
for greater sponsorship of his show. 
The results were imutediaie. NIBS 
was flooded with listener and adver- 
tiser response. As a consequence, 
\Ir. Lewis' show is now sponsored 
on 126 stations. 

Listener Support 
An example of listener support 

was the rent tion of the owner of I)r. 
Ross' Dog Focol. As an avid follower 
of \fr. Lewis, the canine faced com- 
pany sent a telegram to Yashington 
and ortleted the news show for 38 
West Coast markets Ironn San Diego 
to Seattle. 

News can sell. News must inform. 
That's the Mutual tack. Btu what 
are the specific qualities a newscas- 
ter must have, tr. s. KAUU) asked 
\Ir. finrleiglt. "lit radio," \h-. Hur- 
lcigh commented, "a newsman must 
have a sense of the dramatic and the 
ability of an editor to choose the 
substance of a story as well as deter- 
mine the importance of it. He need 
not be the great writer that ncws- 
papers need but he must be lucid. 
He must be able to make his point 
immediately. A man can re -read a 

newspaper. He cannot re-hear a 

broadcaster's lead sentence." Actual- 
ly, Mr. Hurleigh mused, there was 
another way of sating it. He said 
he used to tell journalism students 
there was only one way to write for 
radio: "Tell them you're going to 
tell them. Tell them. Tell them 
you told them." That's the way 
you'll get the news on MM. 
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U.S. RADIO... 
the monthly magazine for buyers 
and sellers of radio advertising 

Radio is separate, distinct, and competitive . . . 

and it is really bustin' loose! 

Nearly one -half billion advertising dollars (net) 
to radio time alone last year. 

Almost complete radio set saturation in the 
homes of our country, two or three sets in each 
home more often than not. 

More than 80% of all automobiles equipped 
with radio. 

1,000 new stations since 1950: now more than 
3,500 (AM and FM). 

Radio is the mass medium to reach the whole of America 

U.S. RADIO . 

U. S. RADIO stands ready to fill the needs of adver- 
tisers in their use of radio. An analytical and idea 
magazine for buyers and sellers of radio advertising. 
U. S. RADIO devotes its entire energies to this vast field 
of radio. Articles and features on the planning and buy- 
ing of radio advertising. delving into the whys and bows 
in the successful use of all radio. are supplemented by 
regular departments presenting in concise forai the news 
and trends of the radio industry. 

the monthly magazine devoted 100% 
to radio advertising. 
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names and faces 

STATIONS 

Noting the Changes Among 

The People of the Industry 

NETWORKS 
%LL.\N BENGSTON. formerly with NBC station relations 
department, appointed general manager of 1'FR\, Albany- 
Troy-Schenectady, N. Y. 

R.\Ll'll BE.\VDIN named general manager of KQV, l'itts- 
burgh. and cite president of Allegheny Broadcasting Corp. 
by .\BN. 
CHARLES GODIVIN, former director of station relations 
for Mutual and ABC, joined 'Sir Trails Network as director 
of development. 
ANNE IIETFIE.LD has lclt The Branham Co. to become 
sales development director for the Crosley Broadcasting Corp. 
SI LEWIS, formerly with WINS, New York, named national 
silts manager of 'Ede-Broadcasters' Stations and general ratan 
ager of 11'PO11', New York. 
ROBF.RT N. BURNS appointed station manager of WFI R, 
Dundee. N. Y. 
JERRY (:.NINES appointed sales representative on staff of 
WHIG, Philadelphia, and CII.\RLF.S O'DONNF.LL named 
news director. Ilotlt had been with WHA I. Philadelphia. 
(:.\1l F I). SWOFFORD, previously with K.U.B..\lexandria, 
I.a., named manager of JXN. Jackson, Miss. 
BII.1. .\R NISI ROM:, with the Stone Stations a 1951. 

appointed program director at Il'DGV. \1' apolisSt. Paul. 
EUGENE I'. WEIL., new national sales manager of the OK 
Group, will continue to direct WI.0K, Memphis, Tenn. 
(:R \11.\ \IF RI(:II IRIIS appointe(1 regional (Thuum of pro 
gr: g by Intermountain Network. 
I1'ILLL\ \I I). .\LFORD resigned as asst. farm director of 
1\'1.11'. Cincinnati. to become farm director at 11'\1'1'. Cedar 
Rapids, Iowa. 
GARRY ROBERT QUINN. formerly. with \VI'GC. Morning - 
side. Md., has joined 111VDC, \Vashington. as fin account 
exec u ive. 

MICHAEL J. \11NAH:\N, with ABN since January, named 
business manager; SY COHEN appointed to new post of sta- 
tions exploitation executive, and CHARLES MANNO named 
asst. national program director by AllN. 
JOE RYAN, with NBC's press department since 1955, ap- 
pointed manager of business and trade publicity; and DAVID 
SCOTT named to new post of New England division manager 
of NBC Spot Sales. 

REPRESENTATIVES 

Sl)il'IILN ,.. \l CIICINSKI, JR., previously vice president 
and general sales manager, appointed executive vice president 
of Adam Young. Inc.; and 11AL PARKS, formerly account 
executive of WAC ;A, Atlanta, has joined Adam Young as man. 
agcy of new Atlanta office. 
'I0M \l('RI'11Y. former account executive at Grant Ad- 
vertising in Dallas, appointed sales manager of new Dallas 
office of The Bolling Co. 
FRANK FROST named to head up new Des Moines office of 
John E. Pearson Co. and DICK \IOR.1N added to Des 
Moines stall: also, RALPH WID \I. 'tN app ointctl manager of 
Dallas office. 
ALAN J. BELL, recently with Army Pictorial Service, joined 
Peters, Griffin, Woodward, Inc.. as asst. director of radio pro- 
motion and research. 
MARTIN I1. PERCIV.V., formerly with John E. Pearson Co., 
named eastern sales representative of \d(GavrcuQ Co. 

RAB 

LEN I IORNSRY, former general manager of I1'l'DA, Boston, 
appointed grocery products sales manager of RAB. 

AGENCIES 
ROBERT L. FOREMAN elected to executive committee of 
881)0. He is executive vite president, director, and chair- 
man of plans board. 
EDWARD CHASE promoted to vice president and asst. di- 
rector of public relations by Cunningham & \1'alsh. 
ELEANOR DEAN, former vice president of Ogilvy, Benson & 
Mather. has joined Warwick & I.egler as a vice president in 
a creative capacity, and W11.1.1.\M ZF :RWECK. former vice 
president of Norman, Craig & Kummel, named to executive 
staff of Warwick & Legler as a vice president. 

IRVING S. KOGAN, director of public relations, elected a 

vite president of Flicks C Greist: and ERNES'I \I. WALKER, 
formerly director of central disision of .\BN, named account 
supervisor of packaged goods. 
JOHN PEACE, a vice president and director of William Esty 
Co., appointed chairman of new operating (nnnnittee. 
DENISE JAMES, previously copywriter for Erwin. IVasey & 

Co. and Ted Bates R Co., appointed to copy staff of Emil 
Mogul Co. 

Clin cr Foreman 
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EDITORIAL 

. same house, separate medía 

NAB 

On January I. 1958. the National Association 
of Radio and Television Broadcasters revel is to 
its original naine, the National \ssociation of 
Broadcasters. N.\Ri R to N. \It. 

It is fitting that we sl Id hail the move. Not 
only are the three letters less clumsy to the 
tongue, but certainly in this change there is 

recognition of equal looting between radio and 
television. 'I here are those perhaps who view 
the name change as compromise in lieu of more 
drastic moves. Yet we feel it is significant that 
our national association organizationally has put 
the two media on the same level. 

1Ve won't disagree that there is kinship be- 

tween radio and tv in that they are Innh air 
media. Legislatively and from the point of view 
of govet nmeutal control. Lheu interests are simi- 
lar. In this area. generally what effects one will 
directly effect the other. It is in this area that 
NAB is well equipped and must operate in the 
interests of each equally. 

LINES ARE DRAWN 

However, although radio and tv live in the 
saine house, they are separate individuals with 
distinct purposes in life. On the business side, 
they are as different as newspapers are from 
magazines in the print held. 

Frankly, radio and tv are as competitive as 

any two media can be. Let's not confuse simi- 
larity on the one side with distinction on the 
other. From the point of view ol sales, each 
must fight for its business. Wherever the de- 
cision is finalized, it's certain that the ad dollar 
which goes to television cannot also go to radio; 
and the ad dollar that goes to radio cannot go 
to tr. 

Up and down the entire broadcasting industry 
this fact has been recognized for some time. Net- 
works, group ownerships and individual owner- 

rib 

ships oI radio and tv stations have almost wholly 
separated the two media. 

In answer to a need, the 'Television Bureau 
of Advertising was created; but long after the 
Radio Advertising Bureau had well documented 
the separateness of radio. -Fvl is television's 
association to sell television: R.\lt is radio's asso- 

ciation to sell radio. Thus, while NAB urty rep- 
resent the similarity betweeu radio and tv in 
that these arc both ait media. RAB and TvB 
represent the complete competitiveness between 
radio and tv. 

Radio is a separate, competitive and distinct 
advertising medium. As the mass medium few 

the whole ol the country, radio must make its 
own bid for the all dollar. 

THE TRUE MEASURE OF RADIO 

Radins real clie<Livcness. as an advertising me- 
dium lies far beyond the much-talked about 
in -home listening patterns. True, radio set own- 
ership practically saturates the homes of the 
country; but this is only pact of the immensity 
of the radio audience. 11'hat happent+ outside 
the honte? Until there is :ut adequate Measure 
of can listcnership, a big pant of radios story 
remains untold. 

We view with satisfaction latest trends toward 
looking inside the auto. (See .Soundings, p. 9.) 
The technique ol local on- the -shunt interviews at 
suc h plates as car parking areas is not ten-. Such 
methods, however, employed on a national scale, 

could go lar toward giving us facts. .\ network's 
new technique of holding can radios tuned to 
one after another of its stations during travel 
emphasize+ the treed for measurement. One re- 
cent report reveals that 72 percent of all U. S. 

households own radio -equipped cars . . . more 
than 35 million autos with radios. 

This is big radio. Let's go after all the facts 
and figures. 
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Now, with KRMG in Tulsa, 
Meredith offers you .. . 

as: 

KRMG, newest member of the 
Meredith family, serves the 315,000 
people of Tulsa and many thousands 
beyond from their choice 740 dial 
spot with 50,000 watts days . . . 

25,000 watts nights. Ask Manager 
Frank Lane or John Blair & Co. for 
details on KRMG, the basic radio 
buy in Oklahoma. 

in 5 
key 

markets 

., 

KANSAS CITY KCMO KCMO -TV The Katz Agency 

SYRACUSE WHEN WHEN -TV The Katz Agency 

PHOENIX KPHO KPHO -TV The Katz Agency 

OMAHA WOW WOW -TV John Blair & Co. aoa BlairTY 

TULSA KRMG John Blair 8 Co. 

Meredith Stations Are Affiliated With Better Homes and Gardens and Successful Farming Magazines 
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K011 s 

upset the 
applecart in 

Omaha 
-Iti73 ó ó U 

KOlL 
No. a, in Omaha 

KOIL 
Mornings- 36.9 
Afternoons- 40.8 
Evenings- r' 48.3 

HOOPER 
OCT.-NOV. 1957 

4\ 

2nd best 
station 

18.4 

15.5 

20.8 

A Vital Force in Selling Today's Omaha 
with more than twice as many listeners as any other station 
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