for buyers and sellers of radio advertising
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it t(LlﬂéS (lll /Zi?ZdS and NBC RADIO reaches all kina

Some folks like music; others like drama. People have posted with NBC Radio’s NEWS O.N TIE HOUR .
different tastes in clothing, in food, w1 lislening, too. To sell and the more thoughtful listen to LIFE AND TF
them all, you must reach them through the programs they WORLD and olher analytical programs.

respond to. * Weekenders, rvelaxing al home and at the whe.

ABC Radio’s varied programming offers you every kind of enjoy variely on MONITOR.

Uistener. NBC Radio’s varied programming rakes sure your cor
* The lady of the house who enjoys soap operas can  mercials are heard more times by more different people. F
find them on NBC Radio dramas like MY TRUE  a saturation buy that covers every segment of your marke
STORY and ONE MAN'S FAMILY. nothing matches the effectiveness and economy of NBC Radi
x The housewife who eases her daily chares with live  where more people hear your sales messages more times.
pop music tnunes in XBC Radio’s BANDSTAND. People are difierent. But with all their differences they ca
* The men and women who follow world cvents keep  still have one thing in common—your product...when you ug

NBC RADI(
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Augusta, Maine
Bangor, Maine
Biddeford, Maine

Boston, Mass.

Bridgeport, Conn.
Concord, N. H.
Fall River, Mass.
Fitchburg, Mass.
Greenfield, Mass.
Hartford, Conn.

Houlton, Maine
Hyannis, Mass.
Keene, N. H,
Lewiston, Maine

Lowell, Mass.

- e

Manchester, N, H. WGIR
New Bedford, Mass. . WNBH
New London, Conn.  WNLC
Pittsfield, Mass. WBRK
Portland, Maine WPOR
Presque Isle, Maine WAGM
Providence, R. I. WEAN
Rutland, Vermont WSYB
St. Albans, Vermont  WWSR
Springfield, Mass. . WMAS
Torrington, Conn. WTOR
Ware, Mass. WARE
Waterbury, Conn.  WWCO
Waterbury, Yermont  WDEV
Westerly, R. L WERI
Worcester, Mass. WAAB

Call H-R Representatives

Operated by Yankee Network Division, RKO Teleradio Pictures, Inc.




SP D FIRST!

Thirty -six years ago, WSPD, the Storer Broadcasting Company’s first radio station,
went on the air in Toledo, and it’s been first in Toledo in every respect ever since.

It’s first in service in the public interest as proved by its first in ratings of locally
produced programming devoted to community problems and objectives.

And WSPD is first in over-all ratings—morning, afternoon, and evening—Hooper,
Pulse, and a few others to which WSPD doesn’t even subscribe. It's firstin ‘““cash register”
rating, too, with the result that WSPD is first in retail advertising revenue volume.

Igs first in toverage whick, with its first in listeners, has made it first in the con-
sciousness of time buyers. Result: WSPD is first in Toledo in national sales.
So, if you're thinking of sales promotion in the Toledo area. .. think first of

WSPD ...

N.B.C. in Toledo

WSPD T WWIW wJoaK WAGA
Toledo, Chic Cleveland, Ohic  Defrail, Michigan Atlonto, Georgio

wiaG WWVA wGas,
Philodelphio, Po. Wheeling, W. Virginio Miami, Flerida

NEW YORK—625 Modison Avenue, New York 22, Ploza 1-3940
SALES OFFICES CHICAGO—230 N, Michigon Avenue, Chicago 1, Franklin 2-6498
SAN FRANCISCO—111 Sutter Streel, Son Froncisca, Sutter 1-8689

...or any Katz office

U.S. RADIO e Qciober 1957
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MeNlely,

/] TUAL BROADCASTING SYSTEM, INC.
TO: Advertisers and their Agencies

...we’'ve got news for you

In fact, we've got it every half hour on 400 MUTUAL  than 400 markets from New York to Los Angeles—
stations that blanket the nation, bringing the up-to-  firom Detroit to New Orleans. This nationwide net-
the-minute news, sports and music to millions of  work audience is now yours—at home and on the
Americans everywhere. road—at the lowest cost ever.

This "news” pattern for action at MUTUAL—the  This is the “news’ look at. MUTUAL—giving Amer-
greatest advertising buy in the history of yadio— ica more news and giving you a bigger market for
is available to you. your products.

Yes, for as little as $500 per news program, your

Some of the nation's top newscasters are ready to
sales message reaches millions of listeners in more

help you reach this audience and sell your goods.

e rE— e e S ey

HERE ARE SOME OF THE TOP NEWSCASTERS READY 1O “SELL"
FOR YOU: Join these advertisers
Fulion Lewis Jr. Gabriel Heatter now on | MUTUAL:
Robert F, Hurleigh Jahn B, Kennedy GENERAL MOTORS + R. J. REYNOLDS
Westbrook Yan Voothis Cedric Foster TOBACCO CO, + KRAFT « CHRYSLER
Bill Cunningham John Wirgato LIGGETT & MEYERS+ EX-LAX - READERS
SPORTSCASTERS DIGEST * QUAKER STATE MOTOR OIL
Bill Siern Harry Wismer PONTIAC-EQUITABLELIFE ASSURANCE
Frankie Frisch Art Gleeson SOCIETY + HMUDSON VITAMIN CORP.
10 THE THREE— MUSIC~add Rexibilit SLEEP-EZE CO. - RHODES PHARMACAL
o?odveral:ﬁng. lirur:iE::si;nitgn:’nsduu’lfnuuhefl-aw cc'sl!.x i COMEECIONE HEARING AIBEUE GIetTY
. MACRAFT « CONSUMER DRUG CORP.

TRY US—YOU'LL SAY THE PLEASURE IS MUTUAL! J

mu tua/ l SYSNER, INE.
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00 Local

B0 Network

October 1957

Local: $372,000,000 will be figure for 1957 in local gross billings accord-
ing to RAB—a $20,000,000 gain over last yemr which would represent a
percentage increase ol 6%.

Network: More than $89,000,000 gross network billings is what RAB
predicts for 1957. That's $1,000,000 above last year and approximately
6% increase expected. Indications it could go higher with new business
coming in.

Spot: $95,401,000 is total gross dollar volume spot radio sales estimated
lor first six months of 1957, according to Station Representatives Associa-
tion, Inc,, which predicts 20% increase for year.

Here's how first 10 in gross dollar volume rank:

Category Dollars “s of Total
1=Food and grocery products $17,461,000 18.3
2—Tobacco products and supplies 14,271,000 14.9
3—Drug products 8,888,000 9.3
4—Automotive 7,641,000 8.0
5—Ale, beer and wine 6,516,000 6.8
6—Gasoline and lubricants 5,252,000 5.5
7—Cosmetics and toiletries 4,566,000 4.8
8—Consumer services 3,736,000 3.9
9—=Tooth paste, demal products 3,641,000 3.8
10—Religion 2,598,000 2.7
TOTAL $71.565,000 78.0%,

Stations: $,645 stations on the air and another 178 under construction,
according to FCC, with 3113 AM and 532 FAM. There are 340 AM appli-
cations pending and 148 under construction. .\ctivity on the FM front
reflected in fact that there are 30 stations under construction and 37
applications pending. -

Sets: With 140,000,000 sets in use, radio sales totalled 4,937,126 and set
production figures totalled 8,765.669 [or the first eight months of the
year. Set sales do not include 3.392.926 car radios produced which are
sold directly to automobile indusiry for car installation, according to
Electronic Industries Association. Month-by-month tally is:

Auto Radios Total Radios

Radio Sales Produced Produced

January 563,363 521,624 1,085,592
February 525,029 522,859 1,264,765
March 730,584 597.432 1,609,073
April 543,092 $80,152 1,115,813
May 547,480 396, 151 1,023,771
June 729,541 416,058 1,088,343
July 587,484 256,279 612,588
August 710,553 301,971 965,724
TOTAL 4,937,126 3,392,936 8,765,669
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Just 7%
-of all
statlons

Only 7% of all U.S. radio stations ar{ affiliated with the CBS-Radio Network. Yet thls small ‘percentage
of stations accounts for almost one-fifth of” all U.S. radio Ilstenmg (30%: more Ilstenmg than to the
next network’s stations)xThe reason: facnlltles,of course. ...and, most certamly, programs The network’s
outstanding news, world famous personahtles the most popular daytlme dramas.. . matched" with
local programs that dIStInCtlve_ly S eath community. The listeners go where the prdgrams are.

get 18.5%
‘ofall
Ilstenmg !

“All U. 5. Nielsen-measured stations, 6:00 AM-12:00 Midnignt, March 1957.
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DOLLARS

SPENT

IN STORER MARKETS
IN RETAIL SALES

IN 1956*

Retail sales of 29 billion .
and so easy to influence on
radio and television stations
owned and operated by the

Storer Broadcasting Company.

WSPD WJIW wJBK WAGA
Toledo, Chig, Clevelond, Ohio  Detroit, Michigan  Atlanta, Geargia

wisG WWVA wGBSs

5 . §- COMPANY Philadelphio, Pa.  Wheeling, W, Virginio Miami, Florida
MPK .

NEW YORK-— 625 Madison Avenue, New York 22, Plaza 1-3940
SALES OFFICES CHICAGO —230 N. Michigan Avenue, Chicage 1, Fronklin 2-6498
SAN FRANCISCO — 111 Sutter Street, Son Froncisco, Sutier 1.8689

*1957 Sales Management “Survey of Buying Power”



*l have it
much
easier . , .

. « « when
| buy

Storz Station
cities ¥’

In each of these major markets, it isn‘t even close;

More radios are tuned to the Storz Station than to any other.

MINNEAPOLIS-ST. PAUL . . WDGY =1
Hooper, Trendex, Pulse—all day

See Blair or GM Jack Thayer.

KANSAS CITY . . . WHB 21

Metro PPulse, Niclsen. Tremdex, Hooper:
Area Njelsen, Polse. S¢p Blair or

GM George W. Armstrong.

NEW ORLEANS . . . WTIX =1
Hooper, Pulce. See Adam Yonng or GM
Fred Berthelzon.

MIAMI .. WQAM #1

Hoopers Pulse, Sonthern Floruda Area
Punlxe. Trondex, See Blair

or GM Jack Sandier

N .
wDGY W'}fneapolfs St. Pa@ N

REPRESEN P W OHN BLAIR ;}c{
1)

WHB Kansaé Gy , 'f

.
- ' REPRESENTED BY BLAIR “
S T1TATI WTIX New Orféans - g
by TODAY'S RADIO FOR lTOD REPRESENTED BY ADAM YOUNG INC,
ODD STORZ, PRESIDENT « HOME OFF) ‘

WQAM Miams

RKREPRESENTED 8Y JQHN BLAIR & COy

LS RADIET e Oaober 1937
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Network Upswing Credited To
New Sales and Programming
Methods

Male Buying Patterns
Influence Nighttime Trend

Magazine Concepts

Wooing Teen-Agers?

Saturation Spots
Spilling Over

Department Stores
Eye Hard-Hitting
Sell Copy On Air

Keystone’s 1,000

U.3. RADIO e October 1957

General upswing in network radio is due to ncw sales methods and
new programming methods. Few half-hours or hours are being bought
in toto by one advertiser. Exceptions: Home Lite Insurance buy ot Jack
Benny and Phillip Morris® expansion ol regional country-style show on
CBS: Dow Chemical sponsors country style show on NBC Daytime
Saturdays and renewal of Telephone Hour. Rest of network picture
consists of segments (See Report from Networks, p. 54.) MBS new
management is publicizing fact that in less than two months the tide has
been turned putting the network on a profitable—"small but significant”
—basis.

More leisure listening during evening hours by the man of the house
is attracting certain sponsors to nighttime radio. Froducts concerned are
those which male customers actually go out and buy themselves or those
which they specify by brand when the wife does the weekly shopping.
Among these are gas and oil, tires, batteries, insurance. Cigarettes
and beer, moreover, are finding it hard to get good time that competition
doesn’t have, so they're helping to spark nighttime trend.

Joe Culligan’s “lmagery Transter” at NBC is auwracting magazine-
bound advertisers such as American Institute of Men's and Boy's Wear,
Waverly Fabrics, Ruberoid Company, Equitable Life. Magazine concept
is factor in that buys are flexible and can be made on such short term
bases as three weeks, four weeks, or every other week.

CI3S is re-working its block programming idea for nighttime which will
concentrate on the teen-age audience. Plan is to try to sell it to two or
three major advertisers in a combination that might shape up into a
soft drink, cosmetic and cigarette.

More saturation is being bought, such as Pepsodent’s more than 300
per in some markets. Spots are spilling over to other than prime traffic
times such as between 9 am. and 4:30 p.m. to accominodate the heavy
saturation campaigns, This hits howsewife audience of steady, [aithful
adult listeners. (See Report from Representatives, p. 52.)

Department stores are watching competitors’ use of radio closely to
see il new trend to hard-hitting, merchandise-selling copy will warrant
re-evaluation of their media budgets. Stores using institutional sell have
not been fully convinced of value of radio. In Birmingham, Pizitz,
Alabama’s largest store is sponsoring newscasts practically around the
clock on Bartell Group station WYDE. Saturation calls for newscast
practically every half hour with commercials doing hard-sell job for
store, Extensive merchandising promotion also being carried on.

Strong factor, according to Keystone Broadcasting System, on its much
publicized success in rounding out affiliate number to even 1,000, is its
accent on flexibility to give advertisers wide coverage selection.



three success stories which keep
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The BARTELL GROUP
FIRST A&-me

(and always)

FIRST

in ratings everywhere

FIRST
with the whole family

delivering a richer audience composition
WOKY )Milwaukee FIRST

4 WAKE Atlanta FIRST

KRUX Phoenix FIRST

KCBQ San Diego FIRST

+ and going up, up, up. newest Bartell Stations

WILD Boston and WYDE Birmingham

{Ratcholder avails will triple their value in 60 days.)

Bartell It.. amd.f’e({/f

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

AMERICA'S FIRST RADIO FAMILY
SERVING 10 MILLION AMERICANS

U5 B o Odolser 1957




washington

FCC Report Points to
Possible Radio Study

Radio Could Be Affected By
Pay-Tv Controversy

Drawbacks to be Overcome
In Remote Control Ruling

Daytimers Look to Jan. 7 When
FCC Reports to Senate
Subcommittee

Clear Channel
Issue Involved

U.S. RADIO & October 1957

The stir created in the v industry by FCC's Network Study Group report, which
frowned on aspects of network option time, must-buy. activities of station rep-
resentatives and station ownership, is only a part of the story. Radio network
officials, who remember with horror the Chain Broadcasting report of 194}, have
taken carcful notice of this sentence buried in the body of this new report:

“It would be appropriate and profitable to make another exhaustive study to
ascertain the character and effects in radio broadcasting since 1941, Such a de-
tailed stiely must wait until adequate personnel and funds are available.”

Industry spokesmen seem in agreement that. although pay-tv is technically a v
problem, it should not be treated with detachment by radio broadcasters. Who
knows what the future would hold for radio, they ask, under pay-tv philosophy
which they maintain tanpers with basic concepts of American system of free
broadcasting? Opponents of pay-tv hold that system coukd ultimately desuny
concept of free broadcasting—in radio as well as television.

Chief drawbacks to FCC’s amended rules on remote control operation, effective
October 23, are (1) rigid proof of performaice data which many stations are
ill-equipped to handle during a remote control operation, and (2) & requirement
for dtaily DA readings at the transmitter point when the directional arrays change.
Untit close scrutiny was made of these provisions, it had looked at first that
ruling gave complete green light for remote control to all AM and FM stations
with directional antennas and power in excess of 10 kw. (Nondirectional
antennas and outlets with power less than 10 kw have been operating by remote
control since March, 1958.)

Under new ruling. an operator holding “a valid radio telephone first-class
operator license”™ must be on duty at remote control for transmiter location.
Applications for remote controt operations will be veceived and acted upon on a
case by case basis.

New wave ol criticism broke at FCC's door when Senate Small Business Conm-
mittee report took Commission to task for stalling tor 3 years on taking action on
Davtime Broadcasters Association petition for longer broadcast day. Report was
based on hearings held 6 months ago by Subcommittee on Daytime Broadcasting
chairmanned by Sen. Wayne Morse (D-Orel). DBA secks permission for well
over 1,000 daytime-only stations to go on air from 5 \.M. (or sunrise if it is
earlier) until 7 .M. (or local sunset if that be luter). Janmary 7 was set as date
for FCC to report back to Committee on its proposed action on petition. Con-
mittee report turned deaf ear to pleas of insufficient funds and staff which FCC
used to explain, in part, the standstill.

Committee wants some other answers, too. on January 7 from FCC. Sen.
Morse seeks concrete data on long dragged-out daytime skywave proceedings
and about clear channel station listenership. He asks whether listening habits
of nation have changed since establishment of clear channel service. Conunittee
suggested FCC take new look at its allocations policy to find answers.

Report recommencled several possible solutions to DBA's woes:
e number of frequencies in broadcast band might be increased.
o more space might be given AM by narrowing other frequency bands.

o power of clear channel stations might be relocated, broken down or veduced.
From FCC: No comment. From DBA: Complete agreement with report.

From Clear Channel: The stand that present FCC allocation rules on Day-
time Broadcasting are consistent with the findings of FCC and indusury engi-
neers. A change, CCBS savs, would be detriment to service radio performs.

11



860 kc 5000 watts

SAN ANTONIO

RATINGS
GROW TALL
IN

'SAN ANTONIO

...on KONO,
that is!

Yep. . .the latest put KONO
Radie head and shoulders above ‘em
all in San Antonio in listenership as well
as listeners-per-dollar.

ratings

But our head’s not up in the clouds. . .
we're plugging away to build our
audience bigger and bigger—with
the music and news that active, buy-
ing South Texans wani.

If you buy by ratings. . .buy
KONO. If you buy by results of
salesmanship ... buy KONO . ..
the South Texas station with
audience and selling power.
Get factg—see your

H-R Representative
or Clarke Brown man

washington  conid;

FCC Gets Close Scrufiny

Vccording to Last year's aunual 1eport,
FCC devoted 900 man days preparing
lov, attending ancd following up commir.
tee hearings in Howse and Sene. Qut
look for futmre—more of same,

fmmediate proof of this is 1House
Legislative Oy ersight Subcommittee
which will investigate whether or not
VGG o 535 other regulbatory agencies
lave been properly carrving out baws
cacted by Congress concerning them.
Subcommittee, operating on special ap-
propviation ol 3250,000 whicls runs ont
i Jawuary. is beaded by Rep, Morgan
Moutder (D-Mao). Stadl of 13 has em-
harked on Ushow-us” ingquiny. There is
fite cabinet at FCC oo whidh
probers cmn be denied access. Hearings
Danes have ot been set
But will be afver Congress gets back to
Capitol.

uot a

will be open.

NARTEB On Regional Road
Witke 4 down  (Schetectady. Cleveland,
\shevitle, N Cloand Ransas Ciev) aned
I 1o go (Portland. Ore; Deosaer, Dallas
and Meoiphis), this s fiest year NARTR
Regional Conferences are opes 1o idm
membens,

Significant informatim 1o tome out
ol ratlio side of Regionals o date:

o announcement of NARTER support
for allandustiy wove to negotiate
on equol basis next year when
ASCUHR radio conitract expires,

o cducated  predication thai. come
1905 expenditiaes in 1adha adyer
tising should climb ta §79¢ million
—av against $120 mdlion in 1995
und $3539 yillion in 1955,

o Lonni of station greneth i/ past
vear—104 new AM and FM  <a-
tions have gane on the air.

o Sei eount culimate of 165 million
racha scts in use — 35 million of
them m atomobiles,

Status Qf Radia Symbol

A svmbol—aural and yviual—intead
cd T wse by vadio broadoasteis av a
distinguished rademark s stk in works
e NAR R
when broadeasters might espeet o e
work completed. NARTH somce stared
that amal ssmbol (ene of about a dos
cu submitted oy consickeration) was ac
cepted by NAR B Board at fune meer
ing. Ssmbol which got nod was frons
GBS, At work for vt saimbol may
be approved in tne 10 be sl with
aural identihication shordy altey first of
Al

I response @ gquely as 1o

s, RUJHOG o Oowber 1937
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WRC IS THE

SPEAKER OF

Late afternoon radio in Washington, D.C,, is WRC’s cup of tea.
During the 3 to 6 pm time period, weekdays, WRC averages a
28% share of audience—a 29% advantage over the second station.

And within thistime period, WRC’s local programming sets the
mood for an even greater number of listeners. From 4 to 6 pm,
“Twilight Tunes” with Ed Walker averages a whopping 45%
advantage over the second station! The intimate, local appeal

T—.|I.\ -“\-

T _\

L’.‘S; tx urﬁe J%’ g

of “T'wilight Tunes” not only holds the audience for these two
hours, but sells it with conviction for such sponsors as American
Tobacco Company, Ben-Gay, Cities Service, Northeast Airlines,
Prestone Antifreeze, RCA Victor and Valley Forge Beer.

In Washington’s 17-radio-station market, the large and loyal
following *Twilight Tunes” enjoys on WRC is a natural for you.
Let WRC Radio speak for your product in the nation's Capital!

NSI Report —Washington, U, C., Area— July 1957 WR‘ ® 980 WASHINGTON, D. €. SOLD BY ‘\’M' SPOT SALES

October 1957
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stations in

all surveys

KOBY .. ...y

tion across the board in both
Pulse and Hooper! July-Aug.
Pulse: weekdays 15.3, Sat.
16.7 Sun. [7.3—averages &
s.m.-midnight. June-July
Hooper, weekdays, 7 a.m. to
noon 22.0, noon-6 p.m. 24.0,
all day average. Nielsen
agrees with a 22,520 rating &
a.m. to 9 p.m. KOBY operates
full time . . . 10,000 watts
blanket the entire bay area.
Definitely the No. | buy be-
cause it’s San Francisco's most
listened-to station. See your
Petry man, today!

KOSI ......

top-rated station all day—all
weekend! Aug.-Sept. Hooper:
28.0 am, 29.2 p.m. share.
June Pulse shows KOSI No. |
independent, 6 a.m. to & p.m,
with a 16.3 average share, All
surveys prove KOSI's demi.

nance . , . 5000 watts——sells
full time. Represented by
Forjoe.

G Niclsen

Inc.

[
ot

g.

WGVM

in Greenville, Miss.

Ne. | in both Hooper

Sec: Devney & Co..

MID-AMERICA
BROADCASTING
COMPANY

Raudkio Frank Sitlvernml,

pioneer
wanager ol station relations for Bat.

ten, Barton, Durstine and QOsborn,
has been chosen by the editorial
bourd of v. s, kamo as the first re-
cipient ol its monthly “Silver Mike”
award,  The award, a desk-size
vophy-replica ol an actual broadeust
nicrophone, will be presented cach
month to honor an industry  per-
sonage who has made outstanding
contributions to the field of vadio.

It is fiing thau Frank Silvernail
should be the firse person so hon-
ored, i 32-vear career in radio,
encompassing not only the adver-
tising but the hroadeasting end of
the imdustry as well, has made him
1 man ol stature on. both sides ol the
wicrophone,  As a timebuyer for
leading agencies Tor newly two dec-
ades, as an NBC exeqntive belore
that, and through the vears as an
encrgetic oflicer of varions industry
mganizations, Frank Silvernail per-
sonifies radio ieell to nmany persomny
i the rade.

"Radio i very ntuch a live ine
dinm,” he said in aceepting  the
award, It has gone throngh a chal-
lenge and has rebounded in a big

witv, e has never lost its vitality—
angd 1t nerer will!™”

THIS MONTH:

FRANK SILVERNAIL

Manager, Station Relations;
BBDO

U. S. RADIO’S First
“Silver Mike’ Goes
To Frank Silvernail

Frank silvernail hepan his career
in radio in 1925 widdv station WEAF,
New York, then an experimental
station owned by the Ainerican Tele-
plione and Telegraph Company,
The future network and agency ex-
coutive entertainer then,
playing guitar with a group called
the South Sea Islanders, which he
vo-founded,

In 1929, he joined the new NBC
network as erchandising counsel
lu sales promotion, Berween [938
and 194k, e was an agency time-
buyer, first for Pedlar-Ryan and
later for Young & Rubicam. In 1913,
he joined BBDO as head timebuyer
and has {functioned in his present
capacity as manager of statian pela-
tions since 1935,

Cutrently vice president of Ra-
dio Pioneers of America and a past
president of its New York chapeer,
Frank Silyeinail also seives on jn-
portant  connnittees ol both  the
Vinerican  Awodiation of Advertis
mg Agencies and the Radio ansl
Felevision Executives Sodiety.,

Wiy an

1 80 RADIO s proud o present
Frank Silvernail. whom afl rvadic
holds in deep esteem and affection,
ithe first “Silver Mike.”

LS. RADIG ¢ Qclolrer 1957




“YOUNG MAN,

WHAT HAVE
YOU DONE
WITH MY

SOAP OPERAS?”

We're sorry, ma'am. You've been a faithful listener for years. But there just wasn't any
room for them in our plans for the future. At American Radio we're programing for
today's new audience—the on-the-go housewife who's busier than ever, and who has
formed new listening habits. So out go soap operas.

““What's taking their place?'’ you ask. Live music, that's what—and here's why:

1. Soap operas have dropped 37% in share of radio audience.”
2. 60% of today's housewives listen to music, while only 34.8% [isten to soap operas.”*
3. Night TV satisfies the demand for drama.***

That's why at American Radio we're programing live radio exclusively. That's why we're
sold on the new live Herb Oscar Anderson Show, 10-11 every weekday. It’s live, top tune
music . . . live singers live orchestra. It's fun radio, and it's what today's young
housewife wants.

*A. C: Nielson
**RAB Survey of Radio and Housewives, March 1957
*%2Pyre logic

the [IVE one is 4 akeroan

BROADCASTING
NETWORK
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in metropolitan Fort Wayne!
Latest Pulse shows that the average week-day cost per
1,000 homes in Metropolitan Fort Wayne is 35% lower
than the next best station! This makes WANE Jirst
choice in cost! In Allen County alone, WANE showed a
lower cost per 1,000 homes for 345 of the 360 quarter
hours surveyed. And Fort Wayne is 27th in the nation’s

C.S.I. per household. Represented by Petry

Sources: Pulse 4/5~, SRDS 5/57

WANE

FORT WAYNE

““The Pledsant Sound In Fort Wayne"

A CORINTHIAN STATION Respansibiliry 11 Broadsiiring

KOTV Tulta « KGUL TV Galvctcon, acening Houston 5 WANE & WANT TV Fort Wayae « WISH & WISIH TV Indunapals

16

LETTERS TO

(Editor's Note: The iritial au-
nouncement about the publication
plans for U. 8. Radio had hardly
beouw directed to the industry wchen
the deluge hegan. A flood of mail
was directed to uz. Practically all
expressed  feelings on just what
showdd wnd should not be covered
on the editorial pages of L. S.
Rudio.  Some were  very hot-

" wunder-the-collar letters with u par-

tivnlar gripe. Others offered en-
courggement aid wlrice. All icere
read with gruteful care. Com-
ments were nuwmerous and varied.
A few of the more interesting ap-
pear below, whicl we print—ini
this issue unl_\'—mmu:.mmlsl;\'.)

“Lets hear fromr the program di-
rectors—the program brains—talk-
ing about planning of musical shows,
music sequencing, program balance,
disc jockey controls and techniques,
ways of using special effects. Let's
get some stimmlatior in program
wing.’

“You can’t sell in volume special-
izing on the vociferous phone-ring-
ing teen-agers alone. Sometimes the
listeners who make the most noise do
the least buying. We have learned to
have programs for evervhody; and
the older folks don't all like rock 'n
voll so we have programs for thent:
100.”

“Talk  about the strength  of
NIGHTTIME radio!”

“Pronrotions are very wood — b
ewplrasice the consistency ol adver-
tising which will prove to be more
heneficial to the advertiser.’

"t would be good 1o ke a look
see into the varions rating concerns
to hind omt how elficient their veports
are . .. oalse to adape them somchow
lor the smaltler markets, thus making

L himanaially feasible for smaller sta-

tions o make 1me of them.’

“Mauy of the National Advertisers
—in @ out of 10 cases—will buy the
local newspaper. Winey 1 wish |
knew. hi every single ofie of (hese

.8, RADK o Unugher 1957




THE EDITOR

cases, the radioftation undoubtedly |
has two or three times the coverage.
Surely there must be a way to correct
this.”

“u. s. raplo should editorialize
the fact that the growing trend of
agencies and national advertisers to
request national advertising at local
rates is detrimental for all parties
concerned.”

“Let’s hear about results.””

“In addition to you devoting at-
tention to the successes as well as the
problems of radio today, we in par-
ticular are interested in FM listen-
ing . . . what FM listeners are like.
In the field of FM listening as well
as in others, we think radio’s success
is not being measured adequately.
We have not as yet found a practical
method of examining our own FM
audience.”

“It's a fact that radio is here to
stay!”

“Radio is still the best mass me-
dium. Saturation on local radio hits
all types of audiences regardless of
when they work. When you hear it
on radio it’s NEWS. When you read
it in the paper, it’s history!”

“We would like v. s. rADIO (O
talk more about station program-
ming and the segment of a market it
reaches, and less about surveys and
cost per thousand.”

“RAB has made a wonderful start
in the need for greater awareness of
national advertisers to the value of
spot radio on a local basis. This
will give the advertiser the greatest
value per dollar invested."”

“Some agencies flood small opera-
tions with ‘so-called’ news stories.
Strange how often they include the
sponsor’s product in the story. If the
real grass roots radio system of the
land is important enough for the
free ride, it follows that radio is the
best buy in the land to reach the
good people.”

U.S. RADIO ¢ October 1957

looking

for
a

wife?

A housewife, that is. In Indianapolis, you'll find her
listening to WISH Radio! WISH knows that the house-
wife is the one who does the buying for the family.
That's why WISH directs its programming to her —
gives her the things she wants to hear. Lively musical
shows...fine CBS daytime dramas... presentations keyed
to an adult buying audience. And that's why advertisers
find WISH their best buy in the rich Indianapolis market!
Represented by Bolling.

WISH
INDIANAPOLIS

n e
e =

A CORINTHIAN STATI1ON Responsibility in Broadcasting

KOTV Tulss « XGUL-TV Galveston. serving Houston * WANE & WANE.TV Fort Wayne » WISH & WISH.TV Indunapolis
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LETTERS

“The world valls along on the . '
basis of ‘the vadia said ... "7 nnw mgrlca

‘Keep pounding on suceess stories, RAD I
station  personatity, promotional

alertuess . . . all the indices of radio
cllectiveness which are apart from
mere ratings.”

Does Outdoor Advertising fit into your media strategy? Then
“Ruclio most surely deserves some budget.aAmpIe funds for Spot Radio, America’s No. 1 Qutdoor
specialized attemion. b s not a step- Advertising medium today.
child today.” As an agency executive recently put it: “Radio today is not
only the biggest outdoor medium, but the new outdoor poster.’”
Coppertone, Good Humor, General Motors Acceptance Cor-
“I'he national advertiser ind his poration and major 0il companies are among scores of advertisers
ageney should ake a beiter look at setting new sales records by reaching outdoor America through
the results being achicved by local spot-saturation in the new leading outdoor medium —RADIO.
advertisers and agencies who place
their advertising in other than the
‘riving umes” of 6:9 ann and 37
pr Local advertisers evervwhere,
knowing their own local warket het-
ter and knowing the histening habits
ol people in their own community,
achieve good results at other times.”

“I he wend is obvious, we believe,
that the rgional and national adver
tisers are getung better resnlts from
buving a handful of small stations
for spot campaigns than when they
buy the newtworks. The reasen for
this 1s that although netwarks caiy
provide better programs, the massed
of people will ching o their local
stations,  with  lacal  news,  local
names,  and  local  special  events.
Thus, to reach more people per dal-
lar spent, the regional and national
advertisers me moving i the diree
ton of the smaller stations with
theiv duster ol Joval Distener<”

(ming caLigwar FuaIOY

)l lll('lll :||m||l l.l(}lﬂ N g(‘ll('l':ll 37'000’000 CAR RADIOS k(‘(‘]? motorists
local thavii ahat cotoor be cquilled in touch with local news and local weather
by i medimn, Radio’s low cost.” —and with the sales messages of adver-

tisers using local radio. another name for
Spot Radie, top outdoor selling force.

fust tetl them 1o forger  the OVER 20 MILLION PORTABLES purchased
ratings and sell the sponsor o 1¢- . since 1945 enable outdoor America to make
Radio part of any outing on beach. at park or in

sules” e
today's millions of pleasure-craft on the water,

oS R NGO e Oauber 1957
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Diat {LS(_) ON YOUR Car rapy [
S Ty i Ry

>

EWING GALLOWAY

3Y SPECIAL ATTENTION to tastes and needs of outdoor America, alert Spot Radio programming
{ominates out-of-home listening. As illustrated above left, many stations send mobile request wagons to
dick up listener-requests at beaches and parks. Above, typical beach-scene at Atlantic City where—~as
it most beaches — portable radios keep advertisers in contact with outdoor crowds.

SIX MILLION PLEASURE CRAFT make boating America’s top family-participation sport, and
provide advertisers with an outdoor audience of millions reached only by Radio. For a day on the water,
the portable radio is essential as lunch-basket or fishing gear. To and from the water, much travel is on
highways where no poster can be seen. But the car radio enables driver and passengers to read the Spot
Radio message “loud and clear” night or day. In-home or out-of-home, America has Radio always at band.

U.§S. RADIO e October 1957

No: Qutdoor Adverticing Madium

These major-market
stations have standout
records for sales to

the gigantic audience,
both in and out of home,
that listens to America’s
142,000,000 radio sets.

New York ....ccccoocoovvee ... WABC
Chicago .. WLS
Philadelphia ......... ... ... WFIL
Detroit ... e WXY2
Boston ... . WHDH
San Francisco .................... KGO
Pittsburgh .. ... e WWSW
StLouis. e e KXOK
Washington. oo WWDC
Baltimore .. .. oo WEBR
Dallas-Ft. Worth . KLIF-KF)Z
Minneapolis-St. Paul ... WDGY
Providence ...... . WPRO
Seattle ... KING
Houston ........ ... KILT
Cincinnati .. ... . ... WCPO
Kansas City ... ... WHB
Miami WQAM
New Orleans .. wDSU
Portland, Ore. ............ . KGW
Louisville ......... .. WKLO
Indianapolis ... WIBC
Columbus ... .. WBNS
San Antonio KTSA
Tampa ..o WFLA
Albany-Schenectady-Troy ... WTRY
Memphis ... _WMC
Phoenix .. .. KOY
Omaha ... wow
Jacksonville WIAX
Knoxville....... ... WNOX
Wheeling .. WWVA
Nashville....... L
Binghamton................coooue... WNBF
Fresno...... .. KFRE
Wichita . ... KFH4
Tulsa ... KRMG
Orlando .........oooovvvrricirraenee. wDBO
Savannah ..... ———— WSAY
Wichita Falls-Amarillo... KWFT-KLYN
BISMarck ..., KFYR

Represented by

€ COMPANY
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WESTINGHOUSE
BROADCASTING
COMPANY, INC.

Sal

So, nighttime radio’s dead, is it?

Just take a look at the 94 national, regional and local advertisers

who say ‘it ain’t so!”’

They’re convinced that WBC’s “Program PM” can, and does,

sell like crazy!

We'll admit that lots of people watch TV, but so do lots of
people listen to nighttime radio . . . especially when it’s

“Program PM”.

To get their ear, to prove that No Selling Campaign is Complete
Without the WBC Stations. put “Program PM” to work for

your product. Call A. W. “Bink™ Dannenbaum, Jr., WBC VP-Sales,
at M Urray Hill 7-0808 in New York, or your PGW Colonel.

BOSTON, WBZ-TV

BALTIMORE. WIZ-TV

PITTSBURGH, KDKA-TV

CLEVELAND, KYW-TV

SAN FRANCISCO, KPIX

WIND represented by AM Radio Sates
WIZ-TV represented by Blair-TV
KPIX represented by The Katz Agency, Inc.
All other WBC slalions represented by
Peters, Grithin, Woodward, Inc.
MURRAY HILL 7-0808, NEW YORK
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ESPECIALLY (N PHILADELPHIA ON WIP

Where National sales are up 94% and

Local sales are 43% ahead of five years ago!

10

Yy OUR O1rAL

YW I

PHILADELPHIA

6

Nationally represented by EDWARD PETRY & CO,, INC.




Radio-Active

The Upshot of

The Upsurge

a
Any mediumn important to
the people is corresponding-

ly indispensable to the ad-
vertiser. That's radio’s axiom. That
simple corollary is what is turning
radio into a billion dollar business.
A positive re-evaluation of radio’s
service to the public has given even
more vitality to the medium. New
concepts of listener patterns have
proved that radio is the inseparable
companion of the American people.

U.S. RADIO e Ociober 1957
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The muliiple auention factor has
been a key. The fact that radio sets
are everywhere and that no longer
does the entire family huddle around
one set in the living reom as in the
days of “The Fireside Chat” has
proved of prime importance to the
advertiser. Listening is in the living
room, kitchen, bedroom, den, gar-
age. Listening is also in the auto-
mobile, at beaches, ball games, in
stores and restaurants, in the den-

tist’s office and at work.

Just how much does the public
like radio? Radio sets are outselling
tv sets 2145 to 1. Radio set sales in
1957 are already 10.2°7, ahead of
1956. \What beuer proof that radio
is filling a public need and want
than the 140,000,000 sets in use.
(See David Leads Goliath, p. 25.)

More than 3,100 .AM stations are
now on the air. More than 500 FM
stations are now on the air. To help
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® Radio sets are outselling TV sets 22 to 1 . ..

® Radio set sales in 1957 are already
10.29% dahead of 1956 sales . . .

satisly the public’s need and want
for radio, there are 148 AM and 30
FAI stations under construction and
applications arc pending for 340
more AM and 37 FM stations.
Adverusers are being re-oriented
and re-educated to the new paterns
of radio. The advertising agencies
are reschooling their executives lo
radio’s power as a sales medium,

Separate and Distinet Medium

Radio stands as o separate and dis-
tinct medium in the budget plans of
sich big sponsors as Pepsodent, Tet-
ley Tea, Sleep-Lre, Ex-Lax, Beech-
Nut, North American Fhiilips and
TWA, among many others

The word “upsurge” refers 10 ras

GROSS LOCAL BILLINGS

1957 Est, $372,000,000

§956 $352,000,000

dio as constantly these days as “stu-
pendous” served ghe movies and
“spectacdir”  served v program-
ming.

More than halfl of the nacon’s top
acdvertisers are now radio sponsors
asHajor industries put in more il

[{Cont'd on p. 38)
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The biggest thing in the
electronics industry today

. about the

N is an object
size of a kernel of corn” or
smaller than a pea.”

This mighty smidgeon, which has
exploded in the midst of the elec-
tronics field like a miniature H-
bomb, is of course the much-talked-
about transistor. Its fmpact on
the radio set manufacturing indus-
try, and by extension on the entire
field of radio broadcasting, has been
truly phenomenal.

Transistor radios are being snap-
ped up by a clamorous public faster
than production lines can turn them
out. One manufacturer, Zenith, has
hundreds of back orders stacked up,
sales manager John Andrus says.

Other manufacturers report a
similarly pleasant state of affairs.
In 1956 a total of 702,000 transistor
sets were sold, according to the
authoritative Flectronics Industries
Association. In the first seven
months of 1957, 1,289,400 transistor
radios were sold—and the biggest
selling months, preceding the gift
season, are yet to come.

The tiny, powerful, attractively
styled radios have caught the pub-
lic fancy like no comparable prod-
uct in a long time. In 1956, accord-
ing to ElA, 18% of all radios
bought were transistors. Thus far
in 1957 the figure has shot up to
37%.

U.S, RADIO e October 1957

The gold-rush aspect of the tran-
sistor story is only part of the whole
radio set sales picture. The set
manufacturers never had it so good.
The story, in fact, is making na-
tional headlines even in the daily
papers. The Associated Press re-
ported recently:

“Nearly 30,000,000 radio receivers
have been sold in the past two years,
twice the number of television sets
sold.”

The inferences are obvious. More
sets being sold—more sets in use—
more listeners—more sales opportu-
nities for radio advertisers.

Design Engineers Set Pace

In their valiant effort to keep up
with the demand for sets, the radio
manufacturers are tooling produc-
tion lines for maximum output, and
design engineers are working at full
throttle on new models and new
styling. Virtually every day one
manufacturer or another hits the
market with a new radio set.

The design engineers, their imag-
ination given [ree rein, are meeting
the challenge with stunningly hand-
some cabinets and with radios in
every conceivable form and comnbi-
nation.

The transistor radio, however, is
the glamor boy of the industry and
appears likely to remain so. To say
that it's the cat’s whiskers would be

David Leads
Goliath

-
-

The tiny transistor has surged to the forefront

of the giant radio manufactu‘r;ng industry.

With transistors topping shopgﬁrg--lbts, ne&ﬁf ’
30 million radios have been.sold in the last~

two years—an all-time record.

accurate in more ways than one,

Readers past 30 will recall the
crystalset radio of the Twenties,
with its “cat’s whisker” crystal de-
tector and earphones. The cat’s
whisker of that era was a simple
device for converting an alternating
current into a direct current. (The
crystal detector was a mechanism
used as early as the 1900's for detect-
ing radio signals.)

The first transistor, announced by
Bell Laboratories in 1948, went it
one better: it had two "cat’s whisk.
ers,” or wire contacts to the crystal,
instead of one., The transistor it-
self, as used in today’s pocket size
radio sets, consists simply of a small
crystal of germanium metal im-
bedded in a plastic shell. This shell
—the size of a pea or a kernel of
corn—and what it contains is an
effective substitute for an eight-inch
vacuum tube.

Fortunately only the tiniest bit of
germanium is needed to 1ake a
transistor. The cost of pure ger-
manium is roughly that of an equal
amount of raw gold. This is due to
the complexity of the refining proc-
ess — germanium, a basic element
once considered worthless, is puri-
fied for transistor production until
there is no more than one foreign
atom to eaclr 100 million german-
ium atoms. This is crystalized and
sliced into small pellets or wafers.



TRANSISTOR SET SALES

1956

1957

1

702,000

18%, of total set sales

1,289,300

37°%, of total set sales

Ticklish Assembling Job

Finalty, the tiny Iransislor parts
mist be asseimbled—an arduous proc-
ese in which many of the operations
are done by hand. Fhis part of the
job ts so delicate that in some plangs
the givls who assemmble transistors
take a break every 20 ininutes.

For this reaon labor costs are
high. One firnr making wansistors
budgets labor at about $57% of (otal
costs. Labor is one of the factors that
has kept the retail cost of wransistor
sets  fromt sinking anore  rapidly.
When the furst wtransistors were in-
toduced most prices ranged in the
$44.859 area. Normal competition,
however, has already pushed prices
down to abour $25 for the simplest
meglels, with [lancier sets contain-
N up to seven transistors retail-
ing for up 0 $90.

I's & reasonable assumption that
the retail price of wansistor radios
will be dipping steadily as electronic
cugineers focus their encrgies on
new  processes and new  materials.
General Electric, for exiample; is ex-
perimenting with silicon carbide as
o potential substitute for gevmaninm
e trsistor crystals.  Engineers at
RCA, which has been in the foie-
front of mansistor  research,  have
built and demonstrated more than
30 types of experimental transistor-
ized devices sigee 1952,

N
2.

No one can say with any cerminty
what transistor sets are likely to cost
in the Tutnre, because material and
labor costs preswmably will remain
fairly high. But some industry ob-
servers believe that a simple wan-
sistor set without any fancy styling
may eventually retail for as little as
$12 or $15.

At the other end of the scale are
the special-purpose sets, Magnavox,
for example, yecently anounced a
pocketsize transistor with a short-

wave band capable of picking up

transatlantic  brouadcasts.  lv  will
probably rewil for about $60. Zenith
plans to market in early December,
ir time for the Chrisimas trade, an
cight-band transistor with short-
wave. This set will sell for about
$250 but it won't fit ino your
pocket, wuiiless you have awfully big
pockets—it weighs about 10 pounds.

Outmodes Plug-Ins

Oune ransistor manufacturer fore-
sees the day, not oo far off, when the
plug-in home radio will be a mu-
sewm piece, supplanted entirvely by
small, compact  pocket (L ansistors.
There's sound reasoning behingd this
crystal balling:

“First,” he says, “look it the cost
factor. .\ wansistor radio with 1
cadininrurmtkel  plated  bauery s
gond [ sonte 10,000 hennrs—that

figures out 1o more thatt 416 days of
constaut use, or vears and years of
ordinary use. And then it's re-
chargeable.

“A long:life dry cell, of a common
tpe that costs §1.50, will power a
transistor radio for 400 or 500 hours
of constam use.”

Moye significang, in the view of
this manufacturer, is the [act that
the wransistor has enabled the radio
set ., . to break out of jail. The
big, bulky cabinet of yesterday was
a prison, and the electric cord tying
the set down to an outleg wis a ball
amiid dhain”

“A howsewife cant put a (rmisistor
set on the end of the ironing board
while she does the shirts. She can
take it into the kitchen with her,
or down into the laundry room.”

He delicately omitted to mention
that, in a wide-awake household sup-
plied with several handy, tow-priced
wansistors, the folks would be
spared everr the minimal effort of
carrying a1 oue-pound radio from
one room to another. ‘Yhey'd be all
over the place, like ash trays.

“Dick Tracy’” Type Coming

The wrunsistor  radio’s  possibili-
ties seem endless. Stand cleir of the
stampede toward store counters
when the “Dick Tracy™type wrist-
witch radio hits the market. It's
now pre-empted by the Army Signal
Corps, hut eventually will be re-
leased for the consumer market.
Then there me automobile transis-
turs—enjoy them while you're driv-
ing, tuke them out of the car and
along with you vwhen you get there.
One enterprising manufactorver of
ladies” handbags has built a wansis-
tor right into his preduct.

The ransistor radio, (o put it
briefly, is a chikl of fts time. Amer-
ica is on the move and so is radio.
The wansistor makes “inseparable
companion™ more than jusl a glib
phrase.

Radio today js (with a boy to
Nucoa) truly nhiquitous, and
thanks o the wansistor set it's get-
ting more so every minute. 1Cs
cuough to make a radio manufac-
rer—or a radio advertiser—a liule
giddy. o o o
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Beech-Nul Talking
More Radio

“, .. While the Flavor Lasis’’

Jeech-Nut Life Savers, Inc.,,

for its chewing gum brands,

decided in November, 1956,
to pour $1,100,000 into 10 second
dramatized comedy spots. The ra-
dio allocation was out of a total
advertising budget of $1,500,000 for
the year.

As a tribute from the radio indus-
try, Beech-Nut garnered a coveted
Gold Record “Award for Effective
Radio Commercials” from Radio
Advertising Bureau this month.

U.5. RADIO e Ocwober 1957

Just how effective are these com-
mercials in sales results? Both the
advertiser and its agency, Young &
Rubicam, Inc., where Vice President
Alexander Kroll supervises the ac-
coun, says it is too early to be spe-
cific. “But,” says William F. Geeslin,
agency account executive, “what
greater testimony can you have to
our confidence in the campaign than
to say we are accelerating our ex-
penditures. Radio’s working for us,
so were going to ride it harder.”

Although always associated in the
minds of consumers as a quality
product, Beech-Nut Gum was losing
out. The product had suftered from
a previous lack of consistency in ad-
vertising. It was on the down-grade
sales-wise.

Competitors had bigger budgets
and had curried considerable con-
sumer favor. The problem was to
get the wend reversed as quickly
as possible within relative budget
limitations.
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While the Flavor Lasts

Beech-Nut Gum

£+ presents

Great Moments

in History

Colombis 4 & .0 . e ~tdy great

Beech-Nut Gum

presents

(rople 1y cane ha i 1 bokd Touw fl hear
from:wv | Othr 4wy . ufollow ar current
=i Campailgn.

Great Moments

in History

For instance, this original. uncut, uncen.
sored balcony scene from Romec and Juliet.
Lisien and learn a8 more of Boech-Nut's
current radio campsign comes your way

Janar LF- v ek i

g b valvir e rrriz ol o

COLumaus | et " Do

flaver © ¢

SAUOR: VWhat n- oy g ?

COLUMBLS: It b Nty . |
| SATOR We ool s+ 1 alomyg 0y ape’ |
i

{
B

JULIET. Romeo! Homeo! Wherelore art
thou. Homeo?

T T T | . I S - Bl W TS R R S —
ROMED: I'm not taiking while the fa-
~or lasta,

JULIET- What are you chewing?

ROMEDQ . Bewch-Nut Gum.
JULIET: fiut love can’t wail that long!

Tuned to commercials, these
special gift packages of gum are
sent by Beech-Nut to stations.

You want to sStop, Custer?
We're two days to Indian
country !

I'm not talking while the
flavor lasts.

What are you chewing?
Beech-Nut Gum.

Somebody might get hurt by
then!

Brech-Nut and Yonng & Rubicam
decidled 1o look for an opportunity

N

to get domiance in o medinm wheve
the competition was not alveady all
powerful. The avswer was radio,

Among questions that arose was
frequency. Should they uv for hroad-
er frequenay with 10 second spots or
get acvass a harder sell tn 20 seconds
o one minnte with less saturation?
They decided on 10 seconds,

“let's face G Dlunthy asks My,
Ceeeslin,, “where ebse conld we i
such frequendy and dominance with

a 10 second message with what we
had 1o spend?”

Now in the top 60 markets with
veal requencv—hetter than 100 spots
a week o some marketn—Recch-Nut
iy heeping the sane theme, They ave
e 20 second and oue minate
spots in New Yook, Chicago, Los An-
peles, Detroit awd Philadelphia.
1 hese aze over aml abose the vegn:
Lulv schednlegd 10 second spots i
those i kets.
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“There are absolutely no visual
* [impressions for the radio conmier-
cial,” emphasizes James D. Parker,
advertising manage; for Beech-Nut
Life Savers, Inc. “The entire cam-
paign theme is radio’s exclusively.
All discussion about the spots, let-
ters, and even imitators can only be
traced back to radio.”

Give the order to fire,
General, they're starting
up Bunker Hill!

I'm not talking while the
flavor lasts.

What are you chewing?
Beech-Nut Gum.

We'll be seeing the whites
of their eyes by then.

It all started last year when Bill
Backer of Young & Rubicam’s Radio
Department, working in Barbara
Demaray’s group, came up with the
initial version of “I'm Not Talking
While the Flavor Lasts.” At his
first presentation, the agency and cli-
ent went overboard. They had a
few qualms as to whether the subtle
ribbing in the copy would get across
and whether spoofing of historical
heroes and heroines would rub the
public the wrong way:.

Any misgivings were assuaged on
their very first radio buy of the new
campaign, Don McNeill's “Break-
fast Club” on ABC. To the tune of
three weekly segments of five minutes
each, the 10 second spots began to
roll on 220 stations. McNeill and his
crew liked the spots so much that
they build comedy lines around them
—a pattern that has been followed by
air personalities ail over the counuy.

Top comedians and situation com-
edies have been using the tag-line
with no objection whatsoever from
Beech-Nut. Stations report that lis-
teners actually sit down and write
in for copies of the commercials.

In Worcester, Mass., according to
WAARB, there have been several in-
stances of youngsters being kept after
school because they repeated the
Beech-Nut Gum spots in class. As
an example of a good public rela-
tions follow-up, the company ad-
dressed letters to the classes asking
them to confine the Beech-Nut dis-
cussions to outside the schoolroom.
The reward for better school deport-
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ment was a supply ol gum to be en-
joyed by all.

WIRE, Indianapolis, wrote its own
conmmercial on a jumbo mailer built
around the premise that Cecil B.
DeMille's next picture will take
longer than “The Ten Command-
ments, if he's not talking while the
flavor lasts.”

Advertisers of non-competitive
products have used the theme in
newspaper ads. A paint store ran
the headline: “We're not talking
while the paint job lasts.”

&

Mrs. Washington...ya better
tell George to Stop that
chopping !

I'm not talking while the
flavor lasts.

What are you chewing?
Beech-Nut Gum.

George could cut a whole
tree down by then.

Heartwarming to Beech-Nut Life
Savers” executives are the write-ins
the company has received directly
from the public. Completely un-
solicited, there has been a f{lood of
scribbled postal cards, neatly typed
letters, and even tclegrams saying
how much the commercials are ap-
preciated.

Gordon C. Young. company vice
president, and James D. Parker, ad-
vertising manager, agree that the
proof ol purchase is in the letters
themselves which are addressed to
Canajoharie, New York, headquar-
ters of the firm which appears in rela-
tively small print on the gum wrap-
pers and packages.

These letters suggest other char-
acters for skits, ranging from Adam
and Eve to John Dillinger. One
correspondent even thouglht a good
commercial could be built around
Hitler.

From a housewife in Compton,
California: (with two gum wrappers
attachel)

“We're a family of five radio-con-
scious individuals who appreciate
good, clever, entertaining, truthful
commercials. We've taken such a
fancy to your little ‘spots’ we've
switched to Beech-Nut.”

From the secretary of a bank ad-
vertising manager:

“May I say thau | have heard your
gum  mentioned constantly since
these ads started. 1 have overheard
many people asking their friends
whether they have heard the ads. If
they have, there is much comment
between them. I one person has
not heard them, they are explained.”

Ad Manager Parker says that some
of the letters have asked in what
vear Beech-Nut began manufactur-
ing gum if Custer, Washington and
Columbus chewed it.

A listener wrote to Station WSMI,
Nashville:

“I have just found out the real
reason Dave Beck would not talk
before the Senate Investigating Coin-
mittee. He said, ‘T'm not talking
while the flavor lasts’.”

Priscilla, Miles Standish
says will you marry him?
I'm not talking while the
flavor lasts.

What are you chewing?
Beech-Nut Gum.

I might speak for myself by
then.

With new customers being added
daily, Beech-Nut is taking the wraps
off some snappy, new streamlined
wrappers and packages for all of its
gum products. Each flavor has its
own color and the Beech-Nut brand
oval logo precedes the brand and
flavor description. The new pack-
ages are pictured at the beginning
ol this article,

Some thought is being given to
the possibility of playing up indi-
vidual flavors in the radio commer-
cials. To date, they've been selling
Beech-Nut Gum in general, and
letting the customers decide on favor-
ite flavors, in particular.

Whatever the future of Beech-Nut
in radio . . . it would be a good bet
that this year’s $1,100,000 budget is
just a start, ® e o

Mrs. James, when you gonna
give young Jesse
an allowance?
I'm not talking while
flavor lasts.
What are you chewing?
Beech~Nut Gum.
Young Jesse might go to a
bank by then.

L]

the

29



The bren ol Wedgwomd 15 a
simall advervser whitlt can-
N oonot allard the luxury of
wedia  expertmentanon. It has
£75,000 allociued lor s canire indver-
tising budger. O this, 520,000 has
heen put o racho, which ke
Wedgwood the first in the fine ching
held o use the medinn. Al pro:
gromning s beamed av high-brow
lovers of ¢lassical nrusic. Wedgwouod
behieves hne music and fe china go
hand in hand.

Hemleigh Wealgwood, jaesident,
Josiah Wedgwood & Sons, Ine., be
camie a sponsor on WOXR in 1955,
Coupletely satished  with the pin
poimted esnlts vadio Inought in
New Yark, ML Wedgwood now uses
tadio in six other najor cities 1o de-
tenmine il ic will become o ngon
medinm in Wedgwood's Tutie ad

vertsing phans,
L ]

the shoestring sell:

Wedgwood

New Morning Schedules

I'o find oo, he has spent $20,000
on the fallowing [3-week across-the-
board " morning  schedule on good
nusic stations which began Seprem-
ber 16:

WOXR,

New York  Bteakfast Symphony  8:00-8:30
WCRS, )

Boston Commuters' Concert 8:15-8:30
WASH.FM,

Washington Mornidg Concerf 7:15-8:00
WGKA,

Atlants Coffee Concert 7:45.8:00
WEAW.EM,

Chicago Cofiee Concert 8:00-8:15
KIXL,

Doallas KIXL Musje 9:00.9:15
KDFC-FM,

S. Francisco. Morning Concert 8:00-8:15

At proesent, 19 stores Ue i with
the broadoasts and more retdilers are
expected 1o participate as the e

JuUgn gains momentun,

The closing commeraial «¢ites the
store ov stores which caury the firm's
china line in each station’s pavticn-
[ar niuketing area:

Partigipaiing  department  stores
ave taking a close look at this ise of
radio. They sinv: “IE it works for
Wedgwouod, it could wotk 1oy us™

The stoves gurently imalved ae:

New York, N. ¥
Boston, Mass.

B. Aliman & Compeny
R. H, Stearn’y
Shreve, Crump & Low

Cooley's

Julius Garfinckel

and Company Washingion, D, C.

Rich's Atlanta, Georgia
Davison Pavon “ "
Maier & Berkel &

Clsude S. Benneft * -

Charles Willis Associates
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Airs Its Wares

Seven City Spread in Test Buy of Highbrow Music

With Heavy Department Store Participation

Marshall Field Chicageo, lllinois

Neiman Marcus Dallas, Texas

Gump's San Francisco, Cal.
The White House " " "
Brown's " " "
Rorke’s " " "

John Breuner Company

W. R, Burke Company " " ”

In Washington, D. C,, the store is
Julius Garfinckel and Company, a
high fashion operation with accent
on quality. Garfinckel, a long-time
newspaper advertiser — and a heavy
one — has never used radio before.
Luli Eastment of the store's adver-
tising department notes, however,
that the progress of Wedgwood’s
radio campaign will be watched
with great interest. She adds that
the classical music format is an ideal
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advertising vehicle for a product of
Wedgwood's reputation.

Roy H. Holmes, national sales
manager, Good Music Broadcasters,
Inc., has the uumost confidence in
the successful outcome of the Wedg-
wood buy.

“This is what the Good Music sta-
tions have been doing best right
along,” he says. "We focus the sales
pitch o the real buying audience —
the people who have the money to
go out and buy.”

First Venture Cautious

Wedgwood's first venture into ra-
dio was a cautious one. In Septem-
ber, 1955, Wedgwood began its
“Breakfast Symphony” on WQXR,
for a year,

Mr. Wedgwood delivers an infor-
mal, topical talk each morning
which established him as an air per-
sonality. He gives his personal at-
tention to his own commercials
which he writes and tapes himself.

Annie Reese (Mrs. Hensleigh
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Wedgwood

Wedgwand) , advertising and promo-
tion divector for the company, told
1. 8 ramo: “For veirs we Thave
taken lowr-color magazine spreads,
Dut no one ever walked about then.
They were just taken for grinted.
When Mr. Wedgwood went onradio,
quick recognition followed and upon
meeving huu: ‘Oh, you've the Mr.
Wedgwood who 1s on ridio every
morning.’

“Once when we were in Furope
someone mentioned it and the sine
thing happened in Californaa, And
at the time, he was just heard in New
York. Our stock even went up with
the neighborhood grocer.”

Showroom Traffic Results

At the clase of the progrni, is
wuers are gi}'cn a solt sell inviw-
ton to visit the \\’cdi;wmnl show-
roomn, there ta view patens and re-

ceive sales information.

T'he showroom invitation 5 whit
pinpointed results. The only adver-
tsng of it to the public was on
radio. The showroom is an the sec-
od ooy of an Last 5ith Street
building which i no indication on
ehe ountside that it Ivbors a shows

1041,

“\When tlie radio ammmouncenmients
began,” says Miss Reese, “prople
didn'timsh over immediately. Te wok
hold alter aboiit duee wecks tmie
when we started having about 30 w
A0 people o day visit the showroom
and mention the radia lyoaduasis,

s

Move than that, they trned vut w0
be active custpmers who hought.”
After Wedgwood temporarily dis-

continued its 52-week ciupaign o
WOQXR w0 evaluate the results, there
wis a lingering influence Tor a few
monthg With people still turning up
at the showroom. "T'hen there was a
sharp drop in showroom trafhe.

T'his convinced Wedgwood ihat
radio has air enormouns potential as
a sales medium for i product. The
fimm’s advertising agency, St. Georges
& Keves, luc., agreed. Marvshall Mur-
plit, account executive, is very en-
thusiastic about the new radio sched-
wmle. He says: “If it goes the way it
glid in New York, it can’t iniss, We
are also getting a lot of merchaulis-
mg cooperation from the dations iv
the way of conmiter cards miel mafl-
s

Wedgwood Style

tn his second, vastly expanded
venture into riidio, Mr. Wedgwood
still opens the program with his own
informal, topical talk.

This 1 a typical opening cammer-
cial which he delivers with a «hglitly
English flavor:

“The hrm of Wedgwoud has had
close tics with Awmeriea for a very
long tme.  Josiall Wedgwood, de-
saribed as Bhe world's greatest potter,
owed his suceess 1o his unremitting
wid painstaking reséarclt i (he
realing ol new tedimiques, new raw
materials and by ascnting new gl
betier staghavls ol industriid lesign

“In [768, Wedgwood sent a Mr.
Johi Gritlihs 1o America to fetclr
hack samples ol a kind of clay called
avorce earth, which the Cherokee
Indians were veputed to have used
Grilfiths left a
diavy of his journey, whigh is fas-

lor making pipes.

cinating veading indeed, since it de-
wribed in detail the wmanners anl
customs ol the Indians i the far

interior of this country

Enthusiastic Support

The Wedgwoad executives have
just made a cross-counury (yip (o see
if line music and fine china go o
gether in their new vadio outlets. “Tt
is tho soan to measure results: we do
not have the showroom pinpoint we
had m New York,™ sttes Miss Reese.
“All of the stations were most én-
thusiastic and ave giving us all pos-
sible support and the participating
stores e equally enthusiastic.”

1T this 13week schecule passes the
test, Wedgwood foresees a rotating
plan among nwjor cities. \tinta,
fov instance, wanld yun 13 weeks and
then the next 13 weeks would be in
New Orleans, perhaps, and  down
the line in that airea winding up
withya retunir to Adanta. This meth:
ol might be applied 1o all sectibns
of tlic countiy, In ':m)' event, it looks
preay certim thirt. more ard more
ol Wedgwanl's ad dollars awill be
going into their specialized use of

radio. o o @
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Our Sincere Appreciation
For the Hundreds of Expressions

Of Interest and Encouragement . .

Happy to heay that you aré to lamch v s rini.
Will be looking forward 1 seeing the first isné. Best of
luck.

Bill Wiseman
WOW, Omoha, Nebr,

My sincere congratuldtions and best wishes

Our organization is tvemendously interested in the succéss
of your publication. You imay enter subseriptions 10 our
four statdony for the firu issye.

Ceorge Cory
The Coforade Network

Congranilitions on v, « ravio!

I wish you all the greatest of suecess wiili yvour fiew maea.
7ine

I'm looking forward 1o seeing it,

Gordon McLendon
KLIF, Dallas, Tex.

I was delighted to receive the yotive that voun; fivst o
of v. s« wamo will appear in October.  Congrambations,
I think that it s high time that we have a publication
devoted exdusively o radio. 1 will certainly look forward
to the October wue, and expect great things rom yon.

Lot of goo) Tnck!

Bill Martin
KMMJ, Grand lslond, Nebs.

AWe have ific andouncement of vYour néw publication.

We hope v will keep s fnlly abrease of developinerits
and plans for v.os gymao,

Ralph E. Hartman, Jr,
N. W, Ayer & Son

Congratulitions an vour vennare

I'here’s undonbtedly a need for an Afkiadioe bodk.

Tim Elliott
WCUE, Akron, Ohio




Congratulations on the birth ol v. s. Rapiw. My sincerest
wishes for its resounding suceess! Let’s hope that its growth
will parallel the resurgent growth of radio iself!

Walter Henry Nelson
Reach, McClinton & Co.

I've just heard of your plans to begin publication of u. s.
ranio in Octaber.

Pleasc aceept my congratulations and best wishes in this
venture. A magazine devoted exclusively to radio should
meet with remendous acceptance all over the nation, We're
looking forward 10 seeing the first issue

Ned Burgess
WRBT, Charlotte, N. C,

Was delighted 10 see the release concerning your new maga-
zing. U. 5. RADIQ.

Neediess ter say, 1 agree with your sentiments on radio
10097, Best wishes on your undertaking.

Janet Byers
KYW, Cleveland, Qhic

“Congratulations upon your cow-
age in launching of v. s. RAMO.

“In concentrating on the story of
Radio today, vou have selecied a
vital medium which lhas served
America for nearlv three decades.”

John C. Doerfer
Chairman
Federal Communications Commission

Congratulations on €. s. RADIO.
We are looking lorwird witl enthusiasma o the fint isue.

Edwin K. Wheeler
WWJ, Detroit, Mich.

['his letter is written (o vou, s publisher of the new t. s.
RADIO magazme, to express the good wishes of all of us
at Grey to you on this new venture.

Certainly, the vitality that the radio industiy has showii,
despite predictions from all quarters to the convrary {and
tn spite of rather dificult environment), deserves the recog-
nition you are giving it with this new publication.

E. L. Dackinger.
Geey Advertising Agency

With the wonderful resurgence of radio wday. [ am sure
that your new publication will be most timely, and Rl a
very important niche in the promotion of radie as an
advertising medium.

My bese wishes for the fullest measure of success.

Walter J. Rothschild
Lee Broadcasting, Inc.

"My Dbest wishes and those of
NARTHE 10 v. s. RADI0. Out industry
v a dyuamic and growing one, as
is the press which chironicles our
achieverments. I wish all good luck
1o U. s. RADIO in 1ts job ol reporting
the exciting story of 1his wonderful
medim.”

Horold E. Fellows

President

National Association of Radio and
Television Broadcasters




“It s full recognition, indeed, of net.
work radio’s comeback darving the pasi
year thar a new publication, devoted
exduively 1o te pioneering broudcast-
mg medinm, will soon be with us. We
at NBC look expectantly @s the ‘first
inmue of ts. Ranto and wish you many
successlul auniversaries o come in vonr
new wenture.”

Robert W. Sarnoff

President
National Broadcast'ng Company

“As you probably know, the activities
of John Blair & Conipany are devoted
exchisively to Spot Raclio. So uaturally
we approve the annonnced objective of
devoting your new magazine exclusively
to the radia ficld. lTo v, 8. Ramo, our
sincere wishes Tor o full meastue of suc

.
CUNS,

John Blpir
President
John Bla'r & Co

I

“Radho is a wedou with many values
which can be emploved 10 advantage
1 advertising strategies.  However, the
opportunities available e be nnissed
nulesy radio s used with gren ane, be
e it diflerent han the surncnine
i the pretelevivion cra”

Arthur 5. Poardoll
Mod a Gr up D're t ¢
Cna & Badng

“The lawiching of L. 5. ramo is a
most significant event, 1t comes at a
time when the prospect for the future
of the mdustry was never brigheer.
ABN, which is alse launching a project
— imany aew ‘live’ musital programs —
extends o 1L s RADIO ity Dest wishes
for a successful Tutnre in its excusive
toverage of the radio medinm.”

Robert E. Eostmon

President
Americon Broadcasting Network

“I'he launching ol v. s. kamo should
be welcomed as o solid tribute to our
amavsing radio broaddast industry. Muy
vou realize fully the tremendous oppor-
tunity that is yours to chronide the
telentless advancement ol sur dymamic
wmedium.™

John F, Meagher
Vice President For Radio

National Association of Rad o end
Television Broadcasters

“I s a pleaswrd o adid our vincere
wishes {or success to you in your new
venue. M the stawed purpose and scope
of v, 5. ramto e realized, we are won-
fideat a real service to the radio iu-
dusiry will have been tendercd. Please
accept our heartiest enconragemeny.”

“Radin or "Wircless' i o Lnzinagng
bhuisiness

John J, Tormey
Director of Radic Sa'es
Avery Knodel, lac.

“Publishing & magazine devoted ex
dhisively 0 1adio cannot {ail w e
Livonating,

“Itis high time someone saw the ligin
and is doing something for tais indpstry,

“Congratulations and  laads of hik
with 1, s ramo”

Robert H. Bolling
The 8 ling Compary In

“1 am happy to join in welcomming a
new publication dedicated solely to the
fickd of radio breadeasting. Radio has
pro\'cd it occupies a xenl niche i the
American way ol life. v. s. Rapio we
know will provide what we it radio are
always needing — a publication devoted
to reporting, in full detail, the ipacy
of radio on American life”

Poul Roberts

President
Mutusl Broadcesting System

“The ¢ourage shown by vou in pub-
lishing o magazine devoted exclusively
1o Radio, one of the greatest mediums
ol comnumications we haye ever known,
is highly commencdable.

“Please aceept an beéhall of mysell
andd every member firm of SR\ sincere
best wishes for owtstanding suceess.™

Lorry Webb
Managing Director

Station Representat ves
Association, fnc,

"I gives it grdat pleasare o con-
gratobite you on the birth of us
wamo.  the radio industry has long
uccded o publication  devoted to i
tuterests amd  championing it causes.
\id vour tming couldd not be more
auspicions, coinading as it dees with
radio’s great resurgence. | predict a great
future for hath!”

Fronk M. Hecadley

Prasident
H R Representatives inc

“Regamrding v Rama, T know that
it will be a great suceess and | wish for
vou all of the best. et mie congratulae

o oun a fime new idea”

R. W, Rounsagville
Rounsavi'o Raed o Stafons
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maore ol their money where Aneri-
Gty kol e s,

Networh  ollials now  say thi
carlict estinates ol o expeced 6V
inorcase over last vear were under
stated. Projection ol listquarter
totals ol annowed uctwork bill-
tngs indicate i greatén inaease,

1t is asstred thn there will he ot
least a 159, inaease in spot radio
sitles.  Larrv Webh, Station Repre
sentrives Assoeiation managing di-

™)

rector, siyvs: CWithour any question,
national spot radio is running far
ahead of wn other median in i per-
centage ol increase  over  previons
periods. Alvertisers and their agen-
cies, s well as station matnigement
and their representive firms, are

due a wremendous amount ol credh

lor huving lound new wavs 1o use
one ol e most versatile amd power
Tul sales weapowts ol all adverusing
medi.”

Riulio .\(I\'t‘rli\ini; Bureau, mean

FAA-820*
DALLAS IS THE “MOST
LISTENED-TO”
IN THE ENTIRE
STATE OF TEXAS!

STATION

. And with some 217 radio stations in Texas;

that #1 ranking takes on an even greater

importance lo adyertisers,

Adjacent Dallas and

Tarrint counties comprise the nation's

12th ranking metvopolitan market (in terms

of retail sales). Add to this WFAA's popularity

thsughout all North Texaz and broad areas

of Louisiana. Arkansas, Oklahoina, and you've gol

the BIGGEST single buy to ever come along

Why not get the complete Nielsen story

fas well as market faets anid figuresy from

vour PETRYMAN right away?

¥ shares lime with WBAP.

A tiear channel service of
the Dallas Mornlag News,
fdward Petry & (e,
Notiena! Represaatalives

whtle, estimates @ 69, Bain in gross
local billings lor 1937 with 5372,
000,000 estimated against the 1956
figure of $352,000,000.

The gains in network, spot and
locil busiess assure radio of its big-
SOl VCIr ever,

Nighttime Radio

A Dig factor in radio’s hnmediate
Tuwre hangs on a growing awareness
by advertisers of mighaime radio.
s bininess overllows the “walhe”
haurs, more and  more  potental
sponsars anyestigate  the nighttime
audience.  Industry statisues revea!
an average nighuime audience that
cquabs the circulation ol Life Maga:
sine. Advertisers aie finding ont thar
they can reach abmost as big an au-
dience as daytime at lower rates.
I'here v more Tmily listening and
more mien in the audieme with lei-
sure listening thne.

Advertisers are alse reidiscoveriig
the 9 aan-1:30 pane audience which
ollers o steady, laithlul adult histen-
ership consisting amosthy ol hawse-
WINCY.

With the vive in agency and adver
tiser interest, major advertisers con-
tinue to gravitte wwiard radio spon-
sorship. Many of the bhig-money -
vertisers have rejoined the medium
this vear on all lrons,

Newworks are boasting ol big sales
stich as CBS's “"Ford Road Show”
aud Mrocrer & Ganibile's retuny w i
dio via NBC alter a two-vear hiatus
Tront major baving in the medium.
Mutzd has General Foods™ JetkO
and Kralt Foods in on news exwen-
sivelv.  ABN hiy added new adver-
vsers sagh as Doar's pitls, Charles
Plser, and the Sundhwra Compann,
New sales methods ang aiew pro-
granuning methods are credited with
these results. (See Reports from Net-
waork, p.as)

A Public Trust

I lisleniug publig. however.
docs not know or cire much about
whether the commiercial thar brings
the progrannnn g they engor s local
spot or newwork.  Lhe public does
min Gue tunn radio y Biecoming 3
hillin dollar business.  1he public
v onthy imterested that a ek ol the
il will provide the kind ol e
Larmnent e watids.

Nittond survess gontnually G-
Conata np 40
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It s a Matter of RecuchfE

,when you want
KMOX Radiggh

LA

3 ,»«, oice. of St. Louis" huilds its massive ‘ﬁ

= . fec res ‘never relegated to the role of

&
L
e

cofe in ‘the Sf Louus market. ‘t
~ c es fcrther, penetrctes deeper
other s'rohon in the Mid-Mississipp? 5‘..

ive cudlence with strong diversified

ackground occomponlment Cardinal baseball,

-

ge, foo bcll,_c0|lege and professional basketball,
L& occl perionalit9 features, comprehensive news
B2 covercge, and award-wimming puhlic service
5. atures PLUS the CBS Network fine- up command
_ ' oﬂenhve ||sten|ng for both program content
l1 '; and commercncl messages. Through diversified
(¢ programming, KMOX reaches more homes daily

"twe St. Louis stations cambined

s | than any othe
SN 84.4% of 4
. 1‘_.‘.\' 1 ?“t‘ .o . o O
g y:’i g« one week.* en you're looking for scoring power
'_ ‘ y in .,:' , send in the first team ., , KMOX.

e radio homes in the area in just

*pulse Cumulative Unduplicgted Audience Stody, November, 1956

"Represenfed by CBS Radia Spof Sales .

THE VOICE OF ST.LOUIS



Radig-Active 1957 cont'd.}
deiline the public's wremendous con-
fidewce 1 vadio. When asked where
they would turn to learn fnunediately
the true [acts  case ol an impend-
g encmy attack, the answer is al-
ways overwhelmingly o vadio.”
Radio have spent
comntless sumy ol their own moncey
o safeguard this public trust through
the implementation ot CONELRAD.
Should a divect national war emer-

Ivoadcasters

genty avise, radio, amd only radio
will be the only functioning medium
to disscminate ollicial governmental
slispatches o the people.

For both the public and the -
dustry which serves it, the veal hey
Jav ol vadio is only beginning.

Braudeasters  thennelves Le
the most, amazed when the {ull re
sults are tallied for this yegr. “The
upshot ol vhe upstrge bs it s <
Reaho-Active 1957) o o @

may
:

 WDIA UP 18.7%
OVER LAST JULY!

A Message From John Peppér and Bert Ferguson,

Owners of Radio Station WDIA, Memphis

Me. Pepper: Yes, businese continues to
get better at WDIA. only 50.000 watt
stativn in the Mlemphis area! Just listen
to thi=

."g_..
‘ Mr, Ferguson: We've
! had an 8% increae
- in business in the last
EEs e <ix months. over the

saine period last vear, A growing 11.1¢7
in the lust three month<. A big, fat 18.77¢
increase this July over July, ’56! And-

26 wua~ the hest year in WDIA listory.

Me. Pepper: li's a fab-
ubuns suceess story. and <
it all adds up to 1his:
Programming exclusive-
ly to the Negro. WDIA
combines power. coverage and loyaliy as
no other wedium can
eommereial

am

1o daminate
1the 1.237.686

conlact with
Negioes within it radius.

Me. Fergosime: ‘That’s aver 1077 of the
Aemplii~ market nearly une-tenth of
the vountry™s total Negro population’
Aned i’ a loval, <ale-

amdience
. that first lisicns

to WD, then buvs!

And when it bavs, 1t

4 Fesponsive

Y (2

spends an overwhelnis
ing 80, of its anniial
616 milljon dollar
carnings on, consumer
goods!

Mr. Pepper; Take §1 from scores of
local and national advertisers . . . WDIA
—and WDIA only—sells the Memphis
Negro market. WDIA creates high vol-
ume sales and profits
for over 127 adver-
tisers, more than any
other radio =tation in
Memphis.

Mr. Fergusort: The facts and fizures
speak for themselves. WDIA sells the
Memphis Negro as no other medinym
can. Let us prove WDIA can act a~ a
high-powered sales [orce for yon!

Me. PPepper: Get your
<hare of this high vol.
ume market. Write us
today . . . We'll show
vou how WDI\ can deliver the Memphis
Negro market to voo . . . as a anit!

WDIA is represented
nalianglly by

Joha E. Peorson Compony
Commerciol Monoger, Horold F. Walker

* UU.S. RADIO

for the buyers and sellers of
radio advertising

An indispensable teol 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
® TWQ YEARS $5.00

WRITE 'CIRCULATION DEPARTMENT

U.S. RADIO
50 WEST 57th STREET
NEW YORK 22, NEW YORK

t.5A RNt e« Daob
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“Our greatest challenge . ..
the development of men’

Ralph Cordiner, President, General Electric Company

“Few expenditures we can make are more
important than those for education. A well-
educated person produces more and consumes
more, makes wiser decisions at the polls,
mounts a stronger defense against aggression,
and is better able to perform the grave re-
sponsibilities of American citizenship.

If you want more information on the problems faced by i

e
~( \Z HicHER EDUCATION

=
MEEP IT BRIGHT

higher education, write to: Council For Financial Aid To =
Education, Inc., 6 E. 45th Street, New York 17, New York

“Freedom needs educated people. So do busi-
ness and industry. I earnestly ask you to
support the college or university of your
choice in its planning for expansion and a
stronger faculty. The returns will be greater
than you think.”

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

U.S. RADIO

October 1957

41
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Enter Chicago’s charmed circle
for sales...WGN-radio

You're in good company when you join the nation’s smartest
time-buyers who confidently select WGN to sell millions of
dollars worth of goods for top-drawer clients.

Consistent high program quality, at the lowest cost, makes
WGN a good buy—your smartest buy today in Chicagoland!

49 U.S. ~ADIO & Qcsber 1957




hometown USA

®7 Local Promotion

® Radio Registers

....................'....O..............................C.......O...........

Local

Promotion:

LOS ANGELES City Council-
woman Rosalind Wyman presenis
commendation 1o KLAC president
M. W. HRall, whose station has
reised more than $250.000 for
charity during the past six years.

LA A L L2 A XL J

Civics or Gimmicks™?

Plenty of Ingznuity, ldeas

And Follow-through,

U.S. RADIO Survey Shows

Station promotion managers

— whether they preler civics

or gimmicks — are mirroring

the viwality and ingenuity of local

radio’today. And in local radio today,
both methods are getting results.

Radio stations, which have long

enjoyed a prime position in commu-

nity affairs, are combining their pro-

motions more and more with civic

U.S. RADIO e October 1957

KXOK's MONKEY and organ
grinder pass out souvenir records
to passer-by on St. Louis street.

projects and community relations
progranis, according to it U, s, RADIO
survey. A large staft and a king-
sized  budget are not necessarily
required o launch and maintain a
year-around station promotion cam-
paign,” Dave Partridge, Broadcast-
ers’ Promotion Association president
and Westinghouse Broadcasting Co.
sales promotion manager points out.

“Ingenuity, ideas and follow-through
are more important.”

Special broadcasts of home-town
events, regularly scheduled civic
forums, and major public service
campatigns - arve  typical  promotion
methods. WJR spoke out recently
in [ull-page Detroit newspaper ads:
“lt is annoying 0 many talented
and conscientious people in radios

13



Local Promotion

bioadacastng o read these diays that
dise jockevs and aueation-getting
gimmicks have wken over radio.”
Many swations agree.  Among  the
wends revealed by UL sl RADIO'S coune
ry-wiele cheek wins a pattern ol local
promotion tied i with cvie beuer
nent,
Accert on Youth

I'here is an accent on youth in
small as well as big wowns, lor the
voungster of today who buys the rec-

O
rany talented and ¢

days i

3
&) maganne
et 3 cenainty ot radio

programmng 1 3 g

orged Paeal PTORTITE

WIRY 1 c gy vl

une and band MU ( aaninng
re pout W s in Ahe busnet 4
o ormanion bust
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ge and educatons €
nonomK 8

| that mote peopie

o ot ol

The Greot Voice of the
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" st 10CKEYS HAVE KO

enentious people
camng gk 1

porters 1o #8d (3 i

1 consistd of careful

ons,
1 with 3 Ay St
Good o W)R backs that vehef qation 1n the country
and publt st cam hudger of any 1400
1 pro#!
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 ongs. ok favoniey, ™

s e ol Ho»
e inerung P

has been ouf sot¢ sm for 3
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orth is also the adult of tomorrow
who clects the legislators. KGHF,
I'ueblo, Colo., turns over the enure
station to students on “lligh School
Radio Day.” The boys awd gitls sell,
write, angounce, engineer, and man-
age the station. The RCKN, Kansas
City, Kan,, “Youth Speaks™ program
is one of wmany forums around the
counuy where high school students
discuss teen-age problems. KILEN,
Henryvewa, Okla,, brings local young.

ragio WS

en onef
- o This atude may, b2

of alt tady

cab
L ;
neral detonuely not WIR.

n gt
wnment

i terta
plending of \aformaticft. en .
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Great Lakes

MANY STATIONS sgree with
WJR Detrott newspasper ad

'EDWARD R. BURRO" carries listening hints on

his back for WEKZ, Monroe, Wisc., publicity,

HEAT WAVE contest winner, Mrs. Hubert Croy,
receives check for $102 from John Trotter of
KAKC, Tulsa, She outguessed 5000 others on
time and date mercury would reach 102 degrees,

sters into the act as dise jockeys and
is> one of countless stations that spon-
sor booster cluls supporting high
~«chool athletics. WOIC, Columbia,
S. C., sponsors a high school choir
contest; KMNS in Sioux City, lowa,
lends announcers to the grade school
PTA o help promate contests;
KGFW, Kearney, Neb,, is pushing
it school-rone safety campaign and a
bowd issue for a new high school:
KYW, Cleveland, recently raised
$3.000 for a station wagon for the
Clevelynd, Society oy Crippled Chils
dren.

Men oir the Sureee

When the local citizen can get his
opinions aived, that's gool promaotiont
as well as goad civies. New York's
WRCA has reporters voving through-
out the city gathering news amd
views on tape for its Pulse shows.
Paragould, Ark., citizens wlk about
pet peeves and  projects over the
KORS “Back Fence” every weekday
morning.  From  Kingnun,  \ris.
(KAAN) w Liberry, NoY. (WVOS),
the “man on the swreet”
ment on local issues,

«an conl-

Philanthropy 15 & duty ol a conr-
munity leader, mznl here local radio
has done a big job. raising money for
specific emtergencies (like the $7,300
collected by WPCT, Potnam, Conn..
for Hood reliefy and general chariwy
diives (Jike the 325000 raised Iy

.y, R4ADIO  »
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KLAC, Los Angeles, with six annual
Hollywood Boswl Charity Shows).

Everyone Benefits

Prontoting the local area as a mar-
ket is another civic service that sta-
tions perform. For example, WESOQ,
Webster-Southbridge, Mass., cele-
brated its second anniversary by
renting all parking ineters in both
towns and inviting listeners to come
downtown and park free. In one ol
the biggest shopping nights in local
history, everyone — merchants, shop-
pers, and radio — benefited.

And listeners from coast-to-coast
have learned to depend on radio for
public service features such as traf-
fic news. WNEW has supplied New
Yorkers for years with information
about conditions on all highways
leading to and from the city in reg-
ularly scheduled broadcasts. And
KFWB will shortly have 135 mobile
“Freeway Trafhic Reporters” operat-
ing in the Los Angeles area. As Cecil
F. Clifton, general manager of
WAVL, Apollo, Pa, states it: “We
major in public service.”

Gimmicks and Stunts

Gimmicks and stunts are a staple
of the promotion diet among many
stations. Quizzes, contests, beauty
pageants, free offers and various
species of animals are currently used
by local radio throughout the coun-
Lry.

Stations select “Miss Bronze Beau-
ty” (WOIC, Columbia, S. C.) and
“Miss Colorado” (KGHF, Pueblo.
She became “Miss America 19577).
“Easter Egg Hunts” are annual
cvents from Maine (WFAU, Augus-
ta) to Oregon (KORE, Eugene).
Young women dressed only in their
messages say “All 1 have onis KBHS”
in Hot Springs, Ark., and “All 1
have on is WNOE” in New Orleans,
La. In Metropolis, I, they hunt
for the WMOK $200 Mystery Tune:
in New York for the WRCA *“find-
ers-keepers” $1,000 bill; in Woon-
socket, R. 1, for the WNRI Thanks-
giving turkey.

WBKH, Hattiesburg, Miss., broad-
vasts Lucky House Numbers 10 times
a day with a jackpot up to $1,000.

Local promotion—uwhether in the
interest of general welfare or just
general fun —has caught the eye,
and subsequently the ear, of the gen-
eral public. The basic ingredients
are “ingenuity, ideas and follow
through.” o ¢ o

U.S. RADIO e October 1957

Ot course. Radio has grown.”’

for every budget. ..

ne No.1 BUY
g W

The ELLIOT STATIONS

greal ndependedls - good negADors F T ELLIOT, Presidest
o

Akron, Ohlo - WCUE /WICE - Providence, R. |

Natianal Representatives The John E. Pearson Co.
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radio
registers

Lucky |
Strike
is

] "
' Appliance Store 1

i o Y <~ = (i geup en ey e e o SN
Manly's, local B, F. Goodrich store; used R.0.S,
schedule of 25 announcements per day for nine days
over KMHT, Marshall, Texas. Purpose Lo overcome
general tv sales slump. Copy all ad 1lib with ex-
ception of taped jingle intros. Total campaign
cost 3375 — half the cost of previous newsSpaper
campaigns. Result: Radio moved 38,600 worth of tv
sets. Manly's immediately contracted for another
similar campaign on KMHT built around New Year's
party theme.

e i S Py

I Drive-In Theater i
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Boulevard Drive-In Theater decided on three-day
campaign over KCKN, Kansas Tity, Kansas. Tag line
one night to regular spot announcing names of
current movies was that any driver would beé ad-
mitted free that night who said he "heard it on
KCKN." Result: 233 automobiles responded to the
commercials. Boulevard Drive-In now regular
advertiser on KCKN.

the

1
soun d - _-| Drive-In Rextaurant B e e | SRS

. Wil-Mar Drive-In Barbecue ran package of 45 spots
dlfferenc_e in one week offering special on sandwiches over
. WEGO, Concord, N. C. Although theught teo be
n equipped to handle large volume, Wil-Mar reported
» [ ]
nighttime
radio

L E Y L LYY Ty T

"completely and hopelessly swamped” with customers.
Final result: Business up 200% during week. Same
package ran following week over WEGO. Tremendous
success repeated. Wil-Mar now regular advertiser

on weekly basis.
Let Program PM make 0 sound

—— o - - — e e - -

r'd

I Crocery Store 1

difference in your sales. Call
A.W.Dannenbaum Jr., WBC-VP
for Sales ot MU 7-0808..

WESTINGHOUSE
BROADCASTING
COMPANY, INC.

o

il I L T e

Stroud's Grocery bought three spois cn afterncon
Robins Nest show over KGOS, Torrington, Wyoming.
Had 480 bushels of peaches to sell, Stroud's is
off main highway with very little walk-in trade.
KGOS ran only two spots before Stroud's called to
ask that last announcement be cancelled. Entire
stock had been sold in 2 hours and 15 minutes.
Stroud's had been using newspaper advertising
with little success. Now is regular advertiser om
KGOS, and business is on increase.

LET TR LT RN PRy FW N EY Y IR N TrsemessereesrssrTrrrsdeoas s e

LR AL LI N I I R N I e e o e P S S S jp g p—

BESESRSLE RS WS m e e S
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Omaha’s Number 1
Fulltime Independent
Station

ST My Mommie

Listens to

~ KOIL”

‘_: e
“‘: — _: -
S A—————

W _ ya

Ou M KOIL

The Station Most Omaha-Counci/ Bluffs Mommies Listen To!
Avery-Knodel Rep.

U.S. RADIO s October 1957 &



TO MEET HEAD ON
A NEED THAT EXISTS
IN THE RADIO FIELD

TODAY ...
v
T -

* 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 CIRCULATION DEPARTMENT
U.S. RADIO
50 WEST 57th STREET
NEW YORK 22, NEW YORK

You're headed in
the right direction with

Plough, Inc., Stations!
T
Radio Baltimore

WCAOD

Radic Boston

WCOP

Radio Chicago

WJJD

Radio Memphis

Repcerentad nationally by

RADIO-TV REPAESENTATIVES, INC.
¢ RiW TOUM o CHICASO + ®OWTOM « SUATTLE

ATLANTA o LOR ANORIES o BAN PRANCISCO +

' report from RAB

National Advertisers

Speak up at NRAC

Radio success stories were one of the
features of the third annual National
Radio Advertising Chunic of the RAB
hekl in New York, October 89. Repre-
sentatives of navonal advertisers told
the Clinic why they had chosen radio
and why they were sticking with it,

“With almost 100 willion radio sets
in homes and ahnost 40 million radios
in automobiles, we certainly have the
opportunity of reaching practically
every potential customer in the United
States with our advertising messages,”
said R. WV, Testement, advernsing man-
ager of Grove Laboratories. “This year
our campaign on Bromo-Quinine is
1009, radio.

“We can't lose sight of the fact,” Mr.
Testement continued, “that we have an
opportunity to reach 929, of all US.
rickio homes every week. In that average
home the radio is tuned in 2 hours ancl
14 ninutes per average day, and much
of the listening occurs just before the
custonier goes into a store to shop.”

"The real reason we (advertisers)
switch our affections,” revealed Albert
Browir of Best Fools. “is that from
time to time one medium or another
does an outstanding job of overhauling
itsclf, of atljusting iwsell to the chang-
ing thmes and offering the advertiser
ucw and better values” He went on to

| way that the size of radio’s audience “is

greatly uwidder-rated™ by the rating serv-
ices. “To be sure, the slide rule boys
are making an effort 1o measure out-of-
home listening, but in my oPiuion. nany
milhions are heing mised.”

Milton Wolfl, advertising manager of
the No-Cal Corp.. disclosed that “radio
s the spearhcad and backbone of al]
tampaigns for No-Cal” Since 1952,
when No-Cal decided that “women
were our targets and that they used ra-
tio extensively in their c¢hores around
the house” and that “a new product
had an educational job wa do.” No-Cal
has “wrned 0 the airwaves.”

\nhewser-Busel's director of adver-
tising declaredd that “the public’s re-
action—atd enthusiasm—TIor these non-
irritation commercials has been wmost
gratifying. But cqually important to
us,” R. E. Krings went on to sav. “js
the [act that Budweiser has proved that
radio commercials can be pleasant listert-
mg and hard-sclling at the same time.”

“Spot radio,” said Llenn G. Riegner,
TWA's  assistant  general  advertiving
ananager, “is the most personal. the mosy
direct. the most intinate way of asking
the customer [or the business.” \When
TWA  first experimented  with  spot
radio. accordiug to Riegner. it decided
that “if radio could cure a critical prob-
leni in wo weeks it seemed logical

[{Cont'd on p. S50}

Commercial

Beech-Nut Gum
Dodge Automobile
Marlboro Cigarcttes
Budweiser Beer

Ford Automobile
Texaco Gasoline
{Pepsodent Toothpaste
lenSlon Cigarettes

RAB Awards for Eight Most Effective

Radic Commercials

Natioural judging pancT stlected eight radio commeraa® as mast ellective
of vear. Sponsors and their advertising agendies received gold-plawed tran
scription on mahogany bhase. The winners and their agengies weie:

Agency

Young & Rubicam, Inc.

Grant Advertising, Inc.

Leo Burnett Co., Inc. w
D'Arcy Advertising Co.

J. Walter Thompson Co.

Cunningham & Walsh, [nc.

Foote, Cone & Belding

Wilham Esty Co., Inc.

U.$ RADIO o fistober (957
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WXYZ Radio IS Detroit

AND DETROIT IS WXYZ! What makes it so? Simply this:
WXYZ personalities are out with the people of Detroit—

in mobile studios at busy intersections, at permanent booths in
shopping centers and all kinds of special-event remotes.

During the years Detroit and WXYZ grow even closer, reflecting
each other’s tastes and preferences. Combine famous WXY7Z
local personalities with the American Broadcasting Network’s
new LIVE-FUN broadcasting and you have more reason
than ever for WXYZ’s solid leadership in the Detroit market!

1] A LIVELY WXYZ Radio 1270

Detroit’s Personality Station

)
*

IRt

L % *d
i,
':llltlll ‘ v

American Broadcasting Network

Represented Natignally by
John Blair & Co.
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If you're scrious about selling your prod-
uct (if you're not, send your name io
Ripley) you don't just say it's home-
coming and see who shows up. You send
your clarion call where it'll be heard. In
Central Ohio that's WBNS Radio, rated
first by Pulse 315 out of 360 quarter hours,
6 am. to midnight. Monday through
Friday. Ask John Blair.

WBNS RADIO

COLUMBUS, CHIO

O

L THE ORIGINAL “MY TROMMIET GIRL SKYS:
AU ALl o~

“MY MOMMIE
LISTENS TO

AND, NO WONDER,
with
PERSONALITIES
LIKE THESE

BOB BRUTON BILL ENIS 7
Midnite-6:00 AM 3:00 PM-6:00 PM
JIM TUCKER )
6:00 AM-9:00 AM and BILL 6"‘(')005:\‘_59_ — Q\:
12 Noon-3:00 PM : : ; ‘...‘
BOB MITCHELL JOHNNY LAN A

9:00 AM-12 Noon 9:00 PM-12 Midnite
News Editor, BILL HIGHTOWER

Newimen
BRUCE NEAL ROY EATON BOB SHAEFER
CONGRATULATIONS TO ‘U, S, RADI1O"
FORT WORTH, TEXAS

1360 ke — 5,000 wetts day, 1,000 watts night
SOLD IN COMBINATION WITH WRR, DALLAS

- KXOL

x ASK YOUR AVERY-KNODEL MAN iy
P 24 HWOURS A DAY 7 DAYS A WEBK Mo
W AL N

WL HOME OF THE ‘*BIG TEN'/

RAB [Contd)

that it conld do us sone good 12 months
around the dalendar.  Pwrtcubioly g
our uajor competitive areas where we
go i all directions . . . around the sca-
sons.”

‘The ability of radio persoialities 0
sell praducts was also discussed at the
RAB Clinic. "We hoswe radio, too,”
Nao-Cal's Wolll pointed put, “because of
it low cost per thousand and the be-
lief thae participation in radio fersou-
ality shows could give it (No-Cal) the
greatest ininal impact w help move it
oll the dealers” shelves. Phe idea of us
ing the tadio biggies” he added, “was
an dnnnediate success. “The audiences
of these radio personalities were casily
convinced by their idols and wok their
suggestions abowt trying No-Cal. With
the Tollowers of radio personalities as 4
conster nugleus, sales soared.”

RAB launthes new projects

the Radio \dvertisitg Bureau will
launch several projects in the nest six
nionths in the realms of market intor-
mation,  yiles and autlicnce research
and sales promotion.

Fhe market information stadies will
eorircern the Negro market, the fanp
inarket, the gasoline and honsehold ap-
pliance markets. and the grocery and
drug markets. They are designed 0
cover all currently available  statistics
on the sire and importance of (hese
aveas, and will give potential advertisers
4 clearer pictiee of the immediacy of
radio—and ol it ability to deliver the
“hast word” o prospecudve antamers be-
fore a shopping trip.

Complete backgiound iuformation on
90 ditlerent national produces is being
cathered into a booklet for the use
of tue stlesmen, and RAB will include
as a companion piece a study ol “Fight
Points Why Your Should e Radio,”
The booklets will be of salue in pre
paring for sales calls to manulacturers
of merdmnudise ranging from autome-
bile nnuwrance o phonograph vecords.

Four package npilings will ~oon go
out o the RAB wembership o assist
i selling ridio w0 deparament and
wen's  stores,  appliage  dealers, angl
binks. ‘they will tontain pamphles
listing promotion ideas, co-ap data, e
views of merchandising problens, mal
success storics, Ao, RAD s revising its
Co-op Booklet, which will indlude man.
ulactnrery’ palicies toward co-operative
advertising in vittuallh every significiant
Duniness in the uation,

RAB his added four sccount ésven-
tives o i Uhales Rarrage™ swll waking
4 total of 10 who call on advertisers (1
major wathets throughout the cownny
to ~ell raglio as e eflectise advertising
neditin,. o o @
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BUYS

ATN BUYS WVDA

BOSTON, Sept. 24—Radio Station WVDA, Bos-
ton, Massachusetts, was bought this week by Air
Trails Network, subject to approval by the Federal
Communications Commission.

WVDA is a 5000 waw regional affiliace of the
American Broadcasting Network, serving the New
England area 24 hours a day.

Air Trails Network operates four radio stations,
{ WKLO Louisville, Kentucky; WING Dayton, Ohio;
WCOL Columbus, Ohio, and WIZE Springfield,
Ohio,

BECAUSE

ADIO SELLS

ATN CURRENTLY SERVING AND SELLING

_ ‘"ﬁi’r
WING Twcm.[ WIZE

WELO

I.OUISVII.I.E%‘V DAYTON COLUMBUS SPRINGFIELD
[ OHIO OHIO OHIO
t NEXT WVDA Boston, Mass., With FCC Approval
H-R REPRESENTATIVES JOHN BLARR & CO.
for WING » WCOL « WIZE for WKLO
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THE MOST
LISTENED TO
STATION IN
EAST TEXAS

KTRE :adio

1420 k¢
1000 watgs fulltime

Richman Lewin

VP & General Manager

National Rep:
Vernard, Rintoul & McConnell

Regional Rep:
Clyde Melville, Dallas

You're headed in
the right direction with

Plough, Inc., Stations!
i

Radio Baltimore

WCAQ

Radio Boston

WCOP

Radio Chicago

WJJD

Radio Memphis

Reg vy by
RADIO-TY REPRESENTATIVES. tNC.
i 4 Miw TOWN ¢ tHICAQGO , MOSTON » STAFTAS
¢ ATLANTA . LOW AMOELES o SAN ERAMCIICO

report from

represeniatives

Adam Young Examines

Traffic Time Bias

Tendency of Spot Advertisers

The adio advertiser who banks oh a
“sure thing”—saturation buying of pre-
mium grathe times—isn’t doing himself
the lavor he imagines, in the opinion
of Adam J. Young, Jr. Mr. Youug, sta-
tion representative, is concerned with
the tendency of spot advertisers 1o scurry
around for premium-rated traffic timnes
as the best means of hammering theiv
message lhome.  lle believes they should
take a long, sccond look at their traflic-
time bias and see if it sn’t sometimes
their own worst enemy.

Mr. Young is busy right now trving to
reeducate sutration advertisers to the
advantages  of  spacing  their  spots
throughout the  day's  programming.
“Radio,” he says, “is a good buy no mat.
ter what way vou look at it, but in or-
der to inake the medivm most productive
you must know nore about the listen:
or's habit.”

Using a vecenmt Niclsen survey niade
for RAB, Young points out that the
cllectiveness of a spot campaign on one
radio station will dedine after 36 spors
arc aired. "FPhe Niclsen survey showed a
steady, steep npwiard curve 1o the point
where 36 anonncements were given n
a4 week on a given station.  Aftee that
point, the rise continued but at a con-
sicderably slewer rate indiceting a leve
clling-oll.  Actually, Young thinks 20
spots on one station is the salest bet to
insure nasimum emembrance. Aler 20
or 21 spots 5o new people are reached

-the ~samie people ae simply reached
more oltei.

More for Ad Dollar

By buying cvery shation in the 71
8 AL period, he says, sonmie advertisers
get the results they are after, partian
larlv if the product is new or highly
competitine. It is Young's contention,
however, that the average advertiser with
ou appeal o make o the over all audi-
tnee can get more foe his doblar by dis
tnbutg his spots threughout the dan.

He points 1o the fact that the adver
aser prefercmce for 700 ML and

- 2=
.,

410-6 PN has Toreed rates upward in
these time periods. It i therelore wise
for the advertiser to ask himself again
whether the added costs justify this kind
of ume slotting or whether he touldn't
get results at least asv good at other
tinies of the day.

*There are three wass to saturate,”
Young says, “You can saturate smatl
numbers of people with gieat Irequency,
or reach the greatest muuber of people
with a small number ol [requences, or.
il you have the budget, the greatest
number of people with the greatest
amount of frequencies.”

Placing the Spots

Suppose you wiant to place about 100
spots. Do vou place them on one, two,
or three stations? Do you plice them
sluring certain hours only, or throughout
the dav: ™1 think,” states Young, “it
nmahes sense to buy 108 announcements
dividad evenly among three stations and
spreadd the 36 weekly spots on each sta-
tion over a 12-hour period. sav, between
¥ AN and 7P Ideally, vour mes-
saige would be pliced between 7 awd 8
VAL on Monday, Wednesday and Fri-
dav: berween 8 and 9 AL on Poesdin,
Phursday and Satuvday; bhetween 9 nd
10 AL on Monday, Wednesday and
Fricdlav, and so on through the 'week.”

Young is convineed of the good resulis
that can be obtained with this svstem.
Vo get advertisers o revamp their sat
uration bining concepts, he ollers o
guananter to purchasers of Jispot
package that eveny tffore will be made
to get traflic unie availabilities for 12
bl the 36 spots.

Iy onlv common sense,”
“to think (wite about trallic time bin
ing. P here are onlv between T and 514
hours of it (depending on the marker)
available inoa broadaasting dav. Fhe
vares are higher because of the gieater
demand.  Buving  seveeal stations  at
prime pates, in the same time period,
means sharving the same pie. Sometimes
Sometimes not,”

saes Y oung,

it nakes sense. L
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Here's the Most Effective Way to Sell This

$2 Billion WSMpire!

Within the 81 County $2 billion WSMpire, 50% of the one-half million homes
are tuned to WSM on an average day.

In order to partially approximate this daily unduplicated WSM audience, you must
buy at least 38 leading, local Tennessee, Kentucky and Alabama stations. How
about cost? Here are the facts:

UNIT OPEN RATE 312 RATE
38 Stations 1 Min. $164.00 $122.00
WSM 1 Min. $ 50.00 $ 38.00

In short, WSM can deliver more audience, at less than one third the cost, in one of
America’s most significant markets. And — WSM also delivers a bonus day-time
audience outside the WSMpire which is even larger than the audience for which
you pay.

-
There is a difference...it’s WSM radio
50,000 WATTS, CLEAR CHANNEL. NASHVILLE - BLAIR REPRESENTED . BOB COOPER, GENERAL MANAGER
R = -
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RANKS
1th

IN THE NATION

in per family incame

($7,339.00)

Source: 1957 Survey
of Buying Power

COLUMBUS
GEORGIA

3 county metropolitan area

USES THE LOCAL
& NATIONAL FAVOQRITE

WRB

TELEVISION:
COMPLETE DOMINANCE

¢ MORNING o AFTERNOON e NIGHT

o 9739 &

QUARTER
HOURS
1957

Atea Pulse—May,

RADI0O:
LEADS IN HOMES

DELIVERED BY 55%

Day or night monthly. Best buy
day or might, weckly or daily, is
WRBL--NCS No 2.

WRBL

AM — FM — TV
COLUMBUS, CEORCIA

CALL HOLLINGBERY CO.

report from
agencies

A good Sscconud radio spot conld veny
well be the happy answer ta soe of the
problems conlyonting advertisers with a
widecoverage probiem—is what William
L. Werniche, vice president and radio-ty
divector lor Moves, TTannn amd  War-
wich, thinks and lie's @it a good position
io know.

Werniche s one of the pesterniinds
beliind  the Sinckair Salety Spor Came
paign. heftiest sameation boy in radio
history, estimated at between SL3 and
2 million. "The experience of his siafl
in wying ta dine up some 10,000 5.second
availabilities each week, o the aud of
1957, lelt him wianting to give honguoets
lor the fine cooperation tendered by
most stations aml their representatives.
As might be expected, there were thom,
among the roses.

Occasionally Thwarted

The Sindait caompingn utilizes ~some
W00 rachio stations i 130 dies across the
LCONNWY o Dir Qs SPoL SNnouncements,
none of which is longer than 15 words
(most are only 12 words)—an ideal 5
seeond length, Despite this fac, the
ageney domid s cllorts o by time
occsionally thwarted by a longstoxling
condition:  radio’s somewhat serimmbled
rate stractire, onoone hang, and in
stances of broadaister resistance on the
other,

I he lack ol uniformity in rne cards
is, 0 Woermmckhe's mind, a burdle that the
imdustiy should  overcome,  Primavily,
becawse it would allow the ageney o
PIOseni i more sonmte estimate to the
advertiser.  1n the hooming cconomy of
today’s spot ridio, spivailing or even
mcletermnite s <an terminine  a
cunpaigh long belove iis normal ex
peLtabey.

Apart Irom the wany stations which
don’t even publish vates for the Saecond
spot. o crnal glance at e vate-book
poiuts np the confusion ol dasibcations
among the stations chag do. Sy vy
itig designations as Ttime signals” tpube
lic sevice anponocements,” Cweatle
checks” "headlines” “shoris” “quickices™
“lashes” “hriels” e, leave the adyver
tiset e knowing  whoe he 0"
Wernicke ugnes. Where the neakdawar
i comboed o length, some stations lise
B oseconts, somne 8, sone 1 others come
prte conts by sverbiage, with chassibia:
ticans lor 10 words, 12 words, 1D wonds,
ol

L vy mankers there appean abviols
incquities in station tates lor the sane
shove segment. Althongh the campaign

islea Wiy 1o Uy 1o sinurate evers stiation
in town” the ageney exceutive repionts
imtnces where, with mweh relnctance,
d station was hy-passed. even dMugh it
pPublished o “quickie” rate, hecause it
was vo obviously out of line with the
others in the same area””  1n this con-
necdon, he points ont that he “jgnores
ratings entively.” basing his coneept of
a fair price on snch lacwors as the num-
her of vears a station has heen in busie
Dess 0o market, dts wattage. general
Prugraniming strvctme, s local repua-
tion, “u cerwin Jovpln tactor” and
“other invisibles.™

The agency wasn't e onls one being
selective, however. The wrndowns re-
ceived from broadaasters make iuterest
ing reading. Although he makes it clear
that hie has no guarrel with am station's
light to maintiin policv. he does gnes
tion the thinking bLehind some of the
rejections. “To he absolntely fair” savs
Wernicke, “there were  comparatively
few of these—mudh to our relief, since
these chaps really chewed up our time
when every minute connted towmd onr
target date time-table.”

T'he commerdial wits short (12 wonds),
with fully half the spot gemned to a pub.
licservice  plea for  wreful  driving:
“Driving today?  Remember o diviee
with care—and buy Sinelair—Power- X
asoline.”  Despite the copy and (he
week-ing week-ont schedule, there were
such responses as “\We conldn’t do s
tive o any commercial in 3 osecomds,”
and “We can’t be botherad with such a
sinadl acconnt.”

n

Completely Sold on Radio

He's completely sokd on radio: *1 feel
that Sinclair's expression of conhdence
ne radho is acllecred in this nemendons
ribute—in 1937 e Logest single Nice
ol the Sindlair ad bhudget went g spot
rtadio A\ to the clleaiveness of the
compaign dnelf e indicates that there
1a every expectation it will be exeended
throughout 19387

On the subject of a scandardized rac
stimeture for the Pguickic™ amonnee
neent, lie ploads for the avceptance Iy
the indwstry of o simple. soaishe for
ward fornmmla. My sereening and
sgning some 900 cantadts. onr people
at Mores, Fhomn nnd Waiswack have o
Birdveve view of what seams aceeptabie
to most of the radio stations Gencradly
spraking, & Ssccond, o Cgnickic’ spm
hovers in the area of onetbud of the
cont ol the ganned e muomnie zate,” s o e
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YOU

, HIT A TENNIS BALL

THROUGH A BRICK WALL

AND THE ROCKY MOUNTAINS, sphitting Colorado
down the middle from North to South, are
a brick wall to radio signals, no matter how
powerful.

You can’t buy effectively in the Colorado

market with one station—for you only buy

fringe-area reception across the Rockies.

The POWER-HOUSE buy is the Colorado Network
with strong, PRIMARY-SERVICE signals on both
sides of the Rockies. Check the Colorado map
for location: KVOD on the Eastern Slope,
KUBC and KRAI on the Western Slope, and
KSLYV in the San Luis Valley, combine in the
Colorade Network to give

The Best Coverage at the LOWEST COST

Any Combination is Available on One Order to the

COLORADO NETWORK

KVOD, Denver, 5000 watts, 630 k.c.
KUBC, JMontrose-Delta, 3000 watts, 350 k.c.
KSLV, Monte Victa, 230 watts, 1240 ke,

KRAI, Crair. 1000 watts, 330 k.e.

National Rep. Bolling Co., Inec.

NATIONAL SALES OFFICE. MIDLAND SAVINGS BLDG., DENVER 2, COLORADO

Phone: TAbor 5-229)

TWX: DN 483
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LOOKED UP] |

—_—

SPECIALIZED NEGRO
PROGRAMMING

With 100% Negre pregromming per-
sannal,

KPRS is effectively directing
the buying hebits of itr vou, laithiul
oudiente. Yeur soles messtge wostes
neither time ner maney in reeching
the heert of its “pr

Buying time on KPRS i3

only rodie stotien in o cemmunity of
127,600 octive prespects.

1,000 W. 1590 KC,

KPRS

KANSAS CITY, MISSOURI
For availobilitiss coll Humbeldt 3.3100

Represented Natiomally by—
Jehn L. Pearson Company

You're headed in
the right direction with

Plough, Inc., Stations!
(L]

Radio Baltimore
WCAD

Radio Boston

WCOP

Radio Chicago

WJJD

Radio Memphis

Reprerentad nationally by

RADIO-TY REPRESENTATIVES, INC.
¢ Riw vomu . CMICACO . BORTEN . BEATTAR
ATLAMTA 4 LD AmGILES » Lam rEamiislo

My

report from
networks

Phere are ay many approaches @ net-
work radio this scason as there are net-
works, and, among network excoutives,
wore opiniois o the subjece than that

A Muooual, ics muosic-and-news, with
particularly eavy accent this year on
news, thanks (o an expanded broadeast
day, a new woast-to-coist live news  cov:
crage selup and :uqui\jliou, ol some new
commentators,

Av Americm Broadcasting  NeTwork,
tie ¢y is “down with music-and-news.”
It its place network brass are going all-
out for live musi¢ programming — some
32 hours of it weekly—along “Breaklast
Cluly” lines, and, to wiake way for that
mipressive load, they are “humping”
drmupatics, including some time-honored
and still-luerative soap opera billings,

At NBC, the key word is sill “Iartici-
pation.” Full network support continues
to go to "NMouitor,” "Nighdine,” “News
of the 1lour” and the entire service tea-
ture concept. Star names this year are
being sought more stringently, perhaps,
than in the past, for sprinkling through
the weekend programming. Qtherwise,
the thinking at NBC, as voiced by Viee
President Matthew ]. Culligan, is that
jtikebox programming is due 1o level oll.

GBS, which bas its own weekend serss
ice feature in “lmpac,” its own nerwork
stars of the Godlrev-Linkleuer variety
and an abiding faith in daytime sevials,
will have it noveliies (like the Stan
hchcng and “Sez Who?" shows), buw
there s nothing about them intended o
prove any revolutjonary programming

"mane”

thesis.

“Operation Newsbeat*

Ihe Muwal spot news setup, abled
‘Operation Newsheat,” puts on Gip to
allbiates throughout it 17-hour broad:
i day somne 186 newsmien, o kev re-
porter for each albdiate, o alieady has
scored some newshears thus far, The
setup will enable the neowork o keep
cose tabs on Queen Elizabeth during
her anerican visit, Mutual's presidean,
Taul Roberts, a former newspaperman,
compares the firnction of “Operation
Newsheat™ o the senvice performed for
newspapers by AP or Ur. He'll have a
chancee to prove this point when kev
uien in Oterwa, Detroit, \Washingron,
New Yok and ether cities on  the
Quecen's roure provide spot coserage of
her wravels, '

Further proof, as Mutual exccutives
see it of the wisdom of is "aclent on
news” policy is found in the fact that
‘Tint 'n Set, Inc, recemly diverted a
$1,000,000 spot budger from daytime v,
which the cosmetic firm characrerized as
“too static,” 10 a series of 21 five-minue
MBS network newscasts under way as of
Ocober 1. Anmong news conmnentators
lately snaked by the network are Henry
Mustin, Paul Sullivan, Charles Warren,
Steve McCommick, Walter Campton and
Waestbrookh Van Voorhis.

Live Musfc-Variety Shows

At American, Viee President for pro-
gramming Stephen Labuiski enunciaces
the new thinking in no uncertain terms:
“Frankly, we think there’s a real hasard
in the sameness that is growing up in
radio. Longrange. vou can’t survive
with music amnd news” The result of
thiv thinking, American’s high-buwdgeted
trend 1o live muosicand-variety shows,
maost of them [ull one-hour programs,
and six of them—or a total of 27 houts
weekly—brand new shows,

Apar [ram the high production costs,
the deparware isn’t o radical. Actually,
the stress is on covrently popular munic
and a strong personality o tie things
together—the staples of dise jockey pro-
gramming. The newwork is  frankly
hoping the stars of these new shows —
terh Oscar Anderon, Jim Recves, [on
Backus, Mery Griffim and John Pearson
— will project a newwork equivalent of
the dise jockey's local appeal. a mixture
of Tamiliarity, persuasiveness aul com-
pattionship whith the ABN brase call
“gazinkus.”

The way Labunski sees it as things
stind now, two local stitions with simu
lar annicand-news polidies are dividing
the same audicnce. “We're tning e fur.
nish our alhliates with a slight degree of
dilference. \We're competing on their
hehalf with their own lowl competitons,
not with NBCG or CBS.”

sy ABN Prosident Rabert B, Fast-
man: “We have @ commadity amd the
inmediate wargets to build the radio in-
dusiry into it hillion dollar industry. As
this develops, the station representatives
will ger their share and we will get oury

and the stations asocddated with cach

dgl iy will prosjpur.” o e e
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| AUDIENCES THAT MEAN
==<!  BUSINESS IN ST. LOUIS...

Russ David’s ‘‘Playhouse Party’’ last year
drew more than 23,000 women to its kitchen
studio. Figures for '57 indicate more than 25,000
will atfend.

Each organization attends for a reason . . . to have
fun. They leave with a purpose .. . determined to
return next year. In the meantime, they make up
the big daily air audiences. For five years that’s
been the pattern for *'Playhouse Party* . . . the
most merchandisable radio program in St. Louis.

Sponsors enjoy the audiences, tpo. One, a
packing company, wrote, ‘‘our ham sales have

doubled since joining this program,” Another
writes, ‘Thanks to the excellent job Russ did . . .

and the opportunity to sample his live audiences,
the job was accomplished.”'™

Check KSD or your nearest ‘NBC Spot Sales
office on Russ David’s ““marketing bonanza for
grocery product sales.”

* Sponiors nomes on request

THE ST. LOUIS POST-DISPATCH RADIO STATIDN KS ID

NBCY SpOoT SALES
: National Representaiive

U.S. RADIO- & October 1957
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a giant’s vaice

Heord throughout the Rocky Moun
toin West,. .15 the welcome voice of
KOA RADIOY Iy the giont 50,000
woll voice thot hos dominoted Ihe
fich Western Moarket for over 32
yeors!

GIGANTIC RESULTS—

KOA-RADIO is 1he giont selling
force in the West. . .the

only voice you need 1o reoch—
ond sell —the entire

Weslern morkel!

. 7
Represenied /
by
Henry f,
Christal
Company.

\
\
Ine .

One of America’s greol rodio stolions

B850 K¢ . 50,000 WATTS

You're headed i
the right direction with
Plough, Inc., Stations!
1

Radio Baltimore
WCAQ
[ ca_,‘\_ fh—

Radio Boston

WCOP

Radio Chicago

wJdJ

Y

Radio Memphis

Reprevented natignally by
RADIO.TY REPRESENTATIVES, INC.
s« MW VOmR ., CHICACD . BOSYOM , SEATVFLE
@ ATLANMTA » LOS ANOCLLES . SAN FRANMCISCO

-

report from
Canada

Recent Trends Expected
Ta Boost Expenditures

In Canadian Radio

Radio is unlimited in Canmlia” aceord-
ing o Donald Cooke, of Donald Cooke,
Inc, station representatives, who redits
much ol radio’s vitlinn 1o the Lict that
“Canadians are a home people and a
thrifey people. When they buy a radio
they stay home and Tisten 10 it 1 gets
cold up novth in the winter and radio
becomes a necessity, becanse it mcans
contact for people who can’t pet out.”
The Montreal-born Mr, Cooke points
out abwo that "Canada has o Sundiy edi-
tions ol newspapers it we know them in
the Suates. People have o rvely on radio
to provide them with weekend news,

‘Canadians are loval and steady lisgen-
ers,” snvs Mr. Cooke.  (Latest BAB re
pott on listenership bears him out)
“lhhey will usually stay with o product,
whereas Americans end 1o witch loval-
ties. Even on the Nmerican border they
stick to Canadian stations. NP recent
survevs show there & not more than a
3% overllow to American stations.”

Changes Due

Mr. Cooke repores that the nest few
vears may see revolutionany dienges in
Canadian broadeasting. “Now that the
Comservatives are in power, 1 think they
will be loath to have CBCG onitinne o
operate wt osuch o tremendaons deficit.
Mosg people i Conadian broadeoasting
Tl that thevil make CBC O paving op-
evation.  Lhis might ichude divoreing
CBC frony its regnlatory powers and st
ung up a sort ol FCC w govern both thy:
mdependents and GRE 1 his Sl ol
change wonld really keep things moyv g
in Canadian tadio,”

Broa:lcase vdvertiamg Binean
Division  reports

Radlio
Canadian  Disteneis
now seviced by 1B mdependent st
tions plus 22 operated by CBC Seven
new AM stations jotned the vadia Line
up thiv yem

St sales
nenly |

conme 1o cdunb —ap
over same period last ven
Moamfactnmens estmate vear end hgore
will he 150, bhigher than 196 lotal
timmber ol seis as oot G.S00000, g ing
radio meatest polential direnlinon of

any Conudian el — i
Tave at least one ridia.

Latest BAB snrvey,  dndeftaken (o
determine Jime Period Nudicnce, ollers
agendies and advertisers womplete break-
down of listening habits in mettopoli-
ot nonanewopolitan and 11 specially
selected  non-metropolitan areas. The
report anchcdes gruphs and figures on
listening wends, number ol listening
househalds and time spent listening 10
radio.

Listening Time Average

Awverage Distening time in vadio-only
howuscholds: 5 hours, 11 minutes; aver-
age time lor tadio and television homes.
3 bours, 7 uminutes: average lor all
homes. 3 hours, 36 nrimues.

BAB  condudes fram asailable
dence that advertisers minst spneid their
ammouncements throughout the v or
tunn sk of mising latge segments of
tolal aqudicnce: 10€7 are listening in the
morning hows, 365, in the alternoon
and 210 e the cvening. Significant
fact & that histening habits do not vary
sgnibicamly from day o das.

Radio vates moving up —dowl. In
ternisy of Class VY dime the b ovate
has anacased  3.29 0 oncminnie  ati
nomncements are up 230 and ihe one
honr rate has dimbed 768, ance ol
1 1956, Important o aow —1adio ong
1ate  inareae aepresents onh
of the 1otal increase tn the anmber

of hogmes

Cri-

nnuate
73
ol 1adio homes singe 1916,

Matetial contamed i the BAR eport
n the Hrst of this tpe o be made avail
b, Condueted  In the Ranecan of
Broadeast Measonement, it otlers vatal
informution on  the 1adio
broeadeastung in Canada todasy . Vaendies
and adverosess imd 1t a valnable tool in

swpe of

plaing bromdeast strategs

Ahthongh optinism pasists through:
out the Dominion, BABS hames esd
mating total tadio oxpondnores show
1956 yncome at SH32.000.000, down slight
v drom 199 and down sharply from
prak vear — 1951 Larest € BC waement

1 N twonk  1aghie [RITERI{i1Y s]t)\fll
9 flom last vear @ e @
U RINIO e (Gorolar 1957



Great 1deas 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 mstitutions 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- :\(YE HIGHER EDUCATION
TION, Box 36, Times Square

Station, New York 36, N. Y.

A

di—
KEEP it BRIOHT

Sponsorced as a public service, in cooperation with the Council for Financial Aid to Education
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radio
ratings

Pulse Approach to Gauging
‘Out-of-Home' Listening

No manter what the old aduge says,
along Radio Row “out-of-hame” s
where the heart s, Just as the auta
mobile radio has come to loom larger
andd farger in the AM picture during
the last few “resurgence” vears, thy na-
tion's cver-widening “out-of-home” lis-
tening habits have come to play a bigger
part in industry thinking awd l)lanning,

Over at The Pulse, for instance, 13
Sidney Roslow, the man who rings door-
belts to get his ratings, is coming up with
more discoveries about the out-ol-home
facton in radio. Pulse has reason to be
interested in the subject since it was
our ‘out-ol-home’ ratings that brouglit
us the new ABN radio contract.”

All interviewing is cdone at home on
the day after the day being measured.
The Pulse interviewer ostablishes what
the family normally does: Who is home

first gamie and berween 9.3 and 20.7 for
the scecond, which had o delayed stan
because of ram. Share of total sudience
never went below 6397, and moste often
wias around the 75 mark.

Floweser, for the third gamé, v got
the lion's shine ol over-all audience, al-
though WCEL still made a strong show-
ing in radio. with a share-of-audience
hovering consistently around the 209
miirk, which constituted dominance for
balf the game’s playing time.

I'he out-of-home figures, though, (et
a dhlferene story.  During the two night
games without local v coverage, out-ol-
home listening acconnted for between
10 and 15 of the total radio audicnee,
But during the single day game. when
WCFL, competing with tv for an iden-
tical audience, sulfered a rating drop of
more than voethird, v percentaue ol




