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“It takes hands. It takes feet.

o But most of all it’s men, ideas

WNLECW

e Yk .. and lots of hard work.”
WHK

Clevelond, Ohio

wiL
St Louis, Mo.

WRIT

Hilwaukee, Viis.

KBOX
Dallos, Texos 2 ] .y INC:
i ROBERT E. EASTMAN & CO

Savonnoh, Go. nationol representatives of rodio stotions

WKLO

Lovisville, Ky,

WEEP NEW YORK: CHICAGO: SAN FRANCISCO:
Pittsburgh, Po. 527 Madison Avenue 333 N, Michigan Ave., Russ Bldg — Room 1043 ‘
WAAB New York 22, N. Y. Chicago, lllinois San Francisco, Cal. |

Worcester, Mass. Plaza 9-7760 Flnancial 6-7640 YUkon 2-9760 |
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\ j The top-rated radlo station

in Indianapolisi

Indiona's FINEST approach
to HIGH FIDELITY sound!
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" HARRISON

‘ v
b WXLW influences buying habits!

WXLW'S UNIQUE PROGRAMMING CONSISTENTLY DELIVERS THE {

MAJORITY OF THE ADULT AUDIENCE . . . more of the people who actuolly SHARE OF AUDIENCE [
I INDIANAPOLIS

do the buying! An exclusive music-ond-news format that cambines pleasant METROPOLITAN AREA
‘music, popular air personalities, ond live, on-the-spot news broadcosts APRIL, 1958
captures ond sells the odult oge graup. Sa if you're looking for the best proven 50;;:""" 66#- 6”";" . g:‘r--
' buy in Indianopalis radio, specify WXLW . . . and buy results! wxiw 23 21 22
. Sta. B 19 ba) 20
Sta. C 18 17 18
f RADIO INDIANAPOLIS Sta. D 15 16 15
- Sta. E 12 10 1
5000 WATTS DAYTIME Sta. F 10 12 1 '
H.U.R.* 20.8 23.6 222

Contact your nearest JOHN E. PEARSON representative hﬁ"g":;:::.:";:: ;:f":' Inc. ]




the

WN EW
of
Cleveland

WHK

Division, Metropolitan Broadcasting Corporation

NEW YORK:

527 Madison Avenue
New York 22, N.Y,
PLaza 9.7760
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CHICAGO:

333 N. Michigan Ave
Chicago. Illinois
Financial 6-7640

@.probert e. eastman « co., e

national representatives of radio stations

SAN FRANCISCO:
Russ Bldg—Room 1043
8an Francisco. Cal.
YUkan 2-9760



AFTERNOON!

DES MOINES’ NO. 1 STATION

AL L
KIOA 15 MONTHS SOLID!
Balanced programming plus timely news

and publi¢ service features
station in Des Moines.

— that's the number one

For over 15 months, the New KIOA has been over-

whelmingly the first choice of Des Moines radio
listeners;

The New KIOA has more listeners than four other
Des Moines stations combined — listeners that are
your buyers!

Buy the station that rcaches all of lowa with blanket’
coverage.

MORNING!

DAY

EVENING!

LONG!

TULSA'S NO. 1 STATION
21 MONTHS SOLip!

From last place to the top in a Yew short

weeks — and then holding top position for over 21
months straight.

That's the New KAKC story. A story of loyal listeners
who depend on KAKC for music and up to the second

NEWsS,

Buy the station that delivers the most — KAKC in
Tulsa — recepient of the coveted Associated Press
Award for best coverage of all AP, radio and T.V.
stations in the United States!

TULSA

DES MOINES
HOOPER RADIO AUDIENCE INDEX — M.-F.
MAY-JUNE, 1958
700 AM, = 1200 NOON
11:00 NOON — 4:00 P.M.
The New KIOA .. ... L 41.5 489
Station A . i L Y0 ol 4 0 346 24.2
Station B ..., ......... - — 14.5 104
PULSE RADIO AUDIENCE INDEX — MxF.
MAY, 1953
The New KIOA. ..... saed 34 33
Station A .. R 3 26
Statien B ,.... ........ &b ¢ 13 4
Pulse feports the New KIOA leads with 58 quarter-hour *"tirits™
out of a possible 721

HOOPER RADIO AUDIENCE INDEX — M..F.
MAY-JUNE, 1950

7:00 AM., — 12:06 NOON

12:00 NOON — 5:00 P
The New KAKC . 413 44.1
Station A ... .. ... = 19.3 18.2
Station B . ........ PR 15.4 17,4

PULSE RADIO AUDIENCE INDEX M.-F.
FEERVARY, 1450

The New KAKC ........cccv0n 28 28
Stetion A .........oiiie o 20 10
Station B ... 20 18

Pulse reports the NEW KAKC Is ilrﬂ in evécy 30 min. segment
24 hours o dayl

THE NEW TH w
... PUBLIC RADIO CORPORATION £ 4t
KIOA P B The New KIOA — First in Des Moines KAKC
940 KC ] The New KAKC — First in Tulsa 970 KC
10,000 WATTS A LESTER KAMIN, President 1,000 WATTS
DES MOINES, IOWA é’;_,’«@";;‘] L. GET THE LOW, LOW COST PER THOUSAND FACTS TULSA, OKLAHOMA
Mg e ez i EIL Y WEED RADID CORP. " Tt ki
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airwaves

Radio's Barometer

(1998 Est.)
$95,000.880 Network
(19%8 Est.)

Car Radios.
[ 5
140,000 ' Sets in Use

3,801 Stidibns on Air
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L

Spot: “Early and lute fall buying will be a few percentage points higher
than the 1957 tall volume,” states Paul \Weeks, vice president in charge of
raclio lor H-R Representatives Inc., New Yok, Iadications Tronr agencies,
he declares, arc that fall activity will more than make up for a “slow
summer.”

Network: New business and renewals have been reported by ABC, CBS
and NBC for varying periods, respectively (see Report from Networks,
p. 66). More than $2.3 million in billings was accounted for by ABC
in May and June. CBS says it has conturacted, for more than 51,230,000
in two weeks in new antd renewed business, NBC reports i two-week
period in which long-term ¢ontracts highlighted business totalling about
$500,000),

MBS figures show an increase of 38 perceit in the number ol clients oya
the same period lust yeur—oG63 to 87. Previous high, states Armand Ham-
mer, Muwtual president and chairman, was 71 in 1951

Local: Increased billing of more than 100 percent since May is reported
by Roman W. Wassenberg, general manager ol KSAY San Francisco.
And in May, KUDL Kansas City, Mo, experienced its biggest month
since the station went on the air in 19533, according to General Manager
Irv Scliwariz, KUDL billings showed a 43 perceut increase over .\pril,
he reports.

Also in May, KXOA Sacramento, Calil,, “‘set a new alltinte high in gros
billings for the station.” KXOA President Riley Gibson said that the
total was seven pevcent higher than the previous record month which
occurved several years ugo.

Stations: Total stitions on the air, both am and fni. increased again in

July—1to 3,801, up 12 over June:
Commercial AM Commercial FAY

Stations on the air 3,953 348
Applications pending 412 39
Under consuruction 100 86

Sets: Total radio set production lor May 1938, excluding car radios, wis
654,803, according to Electronics Industries Association. Total for the
first five months was 4,186,869. Awo radio production for Mav was
185,616, while the five-month total was 1,229,086. Transistor production
for May was 2.99%198, witl a five-month total of I1,194,234.




HOURS
A DAY

The only radio station
between Detroit and
Chicago to offer rhis

around-the-clock service

Westou Michigan s
Most Pousoreful
Inclepondest

MUSIC and NEWS

tor buyers and sellers of radio advertising

HADI0
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TWIN ITMPACT

Chobse the

DENVER ... KMYR dominates the 15 station
Denver market, serving over 1,300,000 people
with coverage where it counts. Proof—Hooper
(May-June, 38) number 1 morning aund after-
noon: Pulse (May, '38) munber 2 morning and
numher 1 afternoon. A vital force in selling
today s Denver with 2000 Watts at 710 Kes.
See Adam Yonng or chat with General Manager
Cliie C'rabtree.

IF RESULTS ARE A MUST, SO ARE

the Star stations

DON W.BURDEN — President

August 1958

L

for Your Mafket!

OMAHA . . . KOIL is undisputed No. 1 in the
Omaha area—Proof-—Hooper (Mayv-June, ’38)
41.8 share morning and 42.8 share atternoon:
latest Trendex 42.2 share morning and 39.3
share afternoon: Pulse {May. '58) dominant
first morning and afternoon. Your Star Sta-
tion, serving over 875,000 people, is a mnst buy
station, See Avery-Knodel or Station Manager
James H. Schoonover.

KOiIL — Omaha

NATIONAL REPRESENTATIVE
AVIRY-KNODEL

KMYR — Denver
REPRESENTED NATIOMACLY BY
ADAM YOUNG, INC.

KWIK —Pocatello
NATIONAL REPRESENT . ros
AVERYKNGDEL

&t



“She make you
carry that
everywhere?”

People go to extremes to be
within earshot of their favorite Storz Station

] MINNEAPOLIS-ST. PAUL . .. WDGY i first wwonning , . . first after-
noon . . . first all<ay with a 2829, average Hooper. First on Palse, too.
50,000 watts plus 50,000 waur persounalities. Tulk 10 Blair, or General
Mamager Juck Thayer.

—So in each of these

4 jo
Y R KANSAS CITY ... WHE is first allday. Froof: Metro Pulse, Niclsen,

Trendex, Hooper; \rea Nielsen, Pulse. All-day averages as high as 48.5%
more peOpie (Niclwen). Remember—you get coverage awd awdicuce on WHDB. See
Blair or General Manager George W, Arnntropg.

- N

listen to the { MNEW ORLEANS ... WTIX is 20 chmes nrore IY()\\'Cl'rlll .. . wiih 5,000
witts on 690 ke, and first . . . all-day. Prool: Post-chauge-over Hooper
(32.87,)—Pulse, too. In fact, WTIX is first in 462 of 504 Pulse quarter-
STORZ STATION hours, and first in every single daytiine 1/74. See Adqun, Younpg or General

Manager Fred Berthelsor.

than to any MIAMI . .. WQAM is first . . . all-day. Proof: Hooper (39.2%, .. . and
first in 261 of 26¢ quarter-hours) . . . Pulse (132 of 432 quarter-hours)
other . . . by far. =5 Somihctn.l' F‘l_nri(l:l_;\rcn, Pubse . .. Trendex. See Blair . . . or General
- Manager Jack Sandler.

WDGY Minneapolis St Paul

REPRESENTED BY JOHN BLAIR & CO.

WHB Kansas City

REPRESENTED BY JOHN BLAIR & CO:

WTIX New Orleans

T0D AY'S REPRESENTED BY ADAM YOUNG INC,

WQAM Miami

REPRESENTED BY JOHN BLAIR & €O

D STORZ, PRE
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RAB Study Shows Power
Of Farm Listenership

Sarnoff Fills Post
Vacant for Two Years

Pulse Fm Listenership Survey
Backed by 11 Los Angeles Outlets

Selling Power of Weekend Radio
To Be Explored by Research Firm

Blair Radio Study
Analyzes Programming

Research Into Product Use Planned
By Community Club Services

Hooper Research Revenue Surpasses.
Ratings Intake for First Time

U.S. RADIO e August 1938
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Farimers depend on radio more than do city conssuners, according to a
survey by the Radio Advertising Bureau. More than 80 percent of farm
families surveyed listen to the radio during the average weckdiy and they
listen for more than one full day per week (26 hours, 10 minutes). In an
average weck the study reports, more than 95 percent ol lurm Luhilies
spend time listening.

The promotiownr of Robert . Sarnofl to chairman ot the board and chief
executive officer irom president and chief executive officer fills a post that
has been vacant lor nearly two years. Robert E. Kintner, executive vice
president, becomes president. At press time, the administsation of the
radio network seemed o be left relatively untouched by ihe move, al-
though some quarters belicve that Matthew |. Culligan, vice president in
charge of NBC Radio, is slated for promotion.

Augmenting interest in the measurement ol I listenership has prompted
11 stations in the Los Angeles area to back a study by The Pulse Inc.
Results of the audience measurement survey are scheduled for release in
August (see Faluable Plus or Basic Medium? p. 34).

The increasing recognition heing given o weekend radio as g selling
vehicle has motivated one major research frm to plan a study pointing
up commercial value during these days. The company will undertike to
show that more unduplicated homes can be reached fronr a Monday,
Wednesday and Saturday spot tampaign than from a Monday, Wednes-
day and Friday purchase (sce Radio Listening Remains at Work an the
IWeekend, p. 27).

In its latest radio study, John Blair and Co. emphasizes the local nature
ol programmming. The study, lor example, shows the disparity in top 10
song listings in four major cities, especially when compared with a
national top 10 ranking. At the time of the survey, only two of the
national 10 {avorites were among the local 10 in St. Louis, the sturly shows.

Community Club Services Inc. is adding a research deparument o its
operation. Under present plans, women participating iir the Club Awards
activities will be asked to answer questions relating to product usage.
Sponsors can contract witli the organization for this service at a separate
tee. (See Hometown US.A, p. 53)

Total revenue from research activities by C. E. Hooper [nc. has for the
first time surpassed total income from rating services. The great majority
of this research activity is for advertising agencies.



more people

IFFERENT

M
\
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Successfully reaching more people has met only holf of Bortell
Fomily Rodio objectives. Attrocting ond holding mare different people
young ond old, all over town, in every wolk of life — hos been o
continuing occomplishment. A progroming of broad oppeol, locolly
accented, is in the Bartell pattern ot oudience composition. Here is
professionalism bosed upon more thon a decode of scholarship,

solesmonship, showmanship. This is barie,ll fam“g radio

BARTELL
FAMILY
RADIO

COAST TO COAST

"L.o,

Kcba
—\fh.

AMERICA'S FIRST RADIO FAMILY SERVING 15 MILLION BUYERS
Sold Nationally by Adam Young, Ine. for WOKY The KATZ Agency
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washington

NAB-RAB Coordinate
Radio Promotion Efforts

WL
s gt :

P

NAB Approves Editorial Study
Aiong With Other Actions

Senate Ponders Bill
Limiting Sports Brpadcasts

... and House Rules Sports-
casts Not Subject to Antitrust

Sen. Bricker Proposes }
South American Broadcast Link

New Radio Group Formed
To Oppose Power Hike Plan

U.S. RADIO e August 1938

A joint conmmittee of the National Association of Broadcasters and Radio
Advertising Bureau—designed 1o coordinate radio prouiotionat efforts of
hoth organizations—has heen inaugurated by the board of directors of
the NAB in Washington. Although the specific objectives of the new and
closer working agreement are still in the planning stages, theve is a
possibility of the re-inclusion of RAB's sales climics at the NADB fall
regional meetings. The clinics, dropped [rom the NADB regional agenda
some years ago, have iii recent years been conducted independently b
RAL, :

The NAB board also approved an editorializing study—the results of
which will serve as a guidepost for broadcasters in aiving views on con-
troversial issues. The method ol the study and the members of an ad hoc
committee which will direct the project are now under cousideration.
Other actions include: (1) approval of a three-day convention {ormat,
thus cutting the annual conclave short by one day, (2) limiting tran-
scription and program service firms to “hospitality suite” status without
exhibition privileges as has been the case in the past, (3) endorsenrent
of National Radio Month in May 1959 along lines similar to the first
National Radio Month held this year and {4) adoption of a resolution
to explore ways of increasing the number of hotel and motel radios.

A bill which awould give commercial sports interests the power to silence
radio coverage of a major sports event within a 75-mile radius of the city
where the game is being played is being considered by the Senate Anti-
trust Subcommtttee. The plan has already been seriously questioned by
Victor Hanson of the Justice Department’s Antitrust Division. NAB
and the Federal Trade Commission have also gone on record in opposi-
tion to the measure charging that it is tantamount to denving the public
its right to hear a large mumber ol sports contests.

Meanwhile. the House has voted to exempt broadcast sports coverage from
antitrust laws. In so doing, congressmen killed an amendment offered by
Representative Sidney Yates (D-I11.) to make sportscasts sulxject to anti-
trust rules “to protect the interests of haseball lans.”

A resolution reconmending $50,000 for a study of the possibilities of
launching a communications network which would join the U. 8. with it
neighbors south ol the border has been introduced bv Scnator John
Bricker (R-0.). The purpose of the proposed electronic link would be
an exchange of programs with Mexico and South .Americair courrtries.
A government agency would supervise the exchange, Senator Bricker said.
He was supported by six other senators in introducing the resolution.

The Radio Allocations Study Orgaitization—a group of Class B stations
and regional outlets—has been formed to oppose the FCC's clear-channel
proposal of last April whic¢h could result in the grant of power in excess
of 50 Kkw, the present maximum. At an organizational meeting in Wash-
ington in mid-June, representatives of 25 stations stated that “the concept
of super power will have a serious adverse effect upon thie radio broad-
casting industry as it now exists. . . . Temporary chairman ol RASO is
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BEST IN THE FIELD

The outstonding showmonship of KONO’'s d.j.s
hove clinched the South Texos listenership pennont
for the home-town boys—the independent stotion
thot gives odvertisers the No. 1 oudience morning,
nocn and night on San Antonio’s

ONMLY 24-hour rodio stotion.

KONO tops oll others by o big morgin . . .
occording ta Hooper, Pulse ond
SALES RESULTS! Wont proof . . . proot
of KONO's potential for YOUR odvertising?

AR

See your H'R REPRESENTATIVE

or Clarke Brown mon

A E | m i
5000 WATTS \
_|

SAN ANTONIO RADIO

10

WASHINGTON {Coni d)

F, € Sowell. gencral hanager ol
WLAC Nashyille, Teun.

Rep. Roosevelt Questions
FCC Program Standards
Radio statioms that “just pliy vee-
ords [ o Zlhour period” were
sharply vriticized by Representative
Jinges Romsevelt (D-Calill). In a ve-
cent letter 1o the FCC, be inquired
into the wethads wsed by the com-
nission o assure that stations are
operating in the public interest (see
FCC Walks Programming Tiglitrape,
p-12) . He advised the FCC that “al}
vacio stations should be mude to ful
Gl complerely the obligations as.
simmed when they olwain their i
censes and they should be informed

that lip service will not sulhee.”

Court Rules on Priesident’'s Power

To Remove Regulatory Officials
I'he issue ol whetlrer ar nat the
President is empowered 10 fire a
member ol 0 Federal  regulatory
ageney has been decided by the Su.
preme Court. Unless Congress spe-
aifically grants the President such au-
thaity, he may not do so, the Coirrt
held. .\ majority opinion written by
Justice Felix Frankfumter b a cne
involving the remoyal from office ol
a War Claims Connmission official by
President  Eisenhower  stated: “We
are compelled to conclude that no
such power is given to the President
directly by the constitution and none
is indivectly conferved upon him ])y
statute simply because Congress said
nothing about ic.” '

FCC to Study New Uses
Of Fm Multiplexing

A study of the conmuercial uses of D
multiplexing has been approved by
the FCC. The study was promptc.d
by applications made to the FCC for
new services such as stock markee
reports and control ol wafhe lights.
The deadline for hling gonnments is
sct for September 2.

FCC Hangs Qut Shingle:
‘Goin Fishin’
The FCC will ofhcially be ot vaca-
tion tlrroughout August. One com-
mnissioner, however, will be on hand
for such routine business as mav
arise. The FCC is scheduled to go
into (all session Scplgml:cr 3.

U S, RAINQ e  \ugust 3058




The Fox and the Grapes

(Aesop updated)

A hungry fox stole one day into a vineyard where many
bunches of grapes hung ripe and ready for eating. But as luck
/ .‘ .7 would have it, they were fastened upon a tall trellis, just

m“,]mmﬂmmmﬁ' § \\ too high for the fox to reach. He jumped, and paused,

f i\
! "i!.tm“’qm\|“""' \Q i and jumped again; but it was all in vain. At last he was

&) /

R

/./4,”/”.%“"}! % il fairly tired out and cried, *Take them who will—

the grapes are sour!”

-~

LirE '“‘ ’
'/W!aél-’ﬂ ! Now 1tsn’t that just like some radio stations? They jump and
jump, and wkhen they can't reach the pinnacle of popularity,

they declare, “The grapes are sour!”

Moral: pick a W Station

Radio Baltimore Radio Boston

WECAQ WCOP

Radio Chicago Radio Memphis

WJJD WMPS

SN
2

RN |
p . —m— / Z 2 REPRESENTED NATIONALLY BY RADIO-TY REPRESENTATIVES, INC.
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BILL
JACKSON

“The BJ
Show"

WPTF

510 9:30 AM Mon thru Fri
5 to 8:00 AM Sat

Start the day right in the
nation's 28th radio market

Highest PULSE rotings ... His
naturol style makes listeners be-
lieve and buy .. Recagnized by
dealers and distributars os o big
persanality ., . . Pragram smortly
slotted into segments for chang-
ing morning audiences

c = P,
/ NATION'S VY,
' 28th RADIO 3
MARKET ﬁé 7
. P

L7
WPT

50,000 WATTS 680 KC
NBC Athliate for Palergh-Durhom
and Eostern North Carofine
R. H. Mason, Generol Monoger
Gus Youngsteadt, Sales Monager

PETERS, GRIFFIN, WOODWARD, INC.

Norionol Representonves

—

the

Riulio i tuken Jor gramett walin—
and this, 1 think, is the greatest wib-
ute the medinm can be paid,” de
chones Willtmn L. Wernicke, vice
president in charge of vadio and ele-
vision, Morey, Humm & Warwick
\dvertising, New Yok,

"Radio is as much a part vl ooy
daily lile as eating or tining nn a
hght swiwch.”

A Wernicke aud vadio have been
companions  foxm the days  when
“ervstal sets were coiled on oatneal
boxes™ right up ro the present wheis
through his agency, he has been
strinendal i plicing “one of the
fargest continning canipaigns in the
history ol spot radio for the Sinclair
Reflining Co.’

The agency executite, who wi
horn October -, 1908, rentembers be-
ing "fascinated by the miracle ol
that magic hox™ back in the days ol
his 1daho bovhood aid conlesses that
“Lstill am.” Belore embatking on a
carcer in broadcasting, however, he
detouredt by way of 4 science and
physies major at Cohumbia, class of
1931, and the Mewopolitan Life In-
surance Co. where he worked in field!
education ane sales promotion.

This experience in handhing people
stoacl him in good stead a few vears
Liter when he entered the broadcast-
ing arena in earnest.

Mr. Wernicke’s first vadio job was

e |

THIS MONTH!
WILLIAM L. WERNICKE

Vice President, Radio & Television
Morey, Humm & Warwick Inc.

Pays Tribute to Radio:
‘People Take It for Granted’

with WOR New York where lie 1e-
mained from 1910 to 1445, He then
moved into the client facet of the
buosiness prochucing commercials for
the Bulova Wateh Co,

In 1950, alier a briel stint op e
West Coast producing films for v,
Mi. Wernicke joined Morey, Flumm
& Warwick where he has been prin-
cipally fuvolved with the Sincluir
account sl its radio cmmpaigns.

An advocate ol short, five- 1o 10-
secod commercials, NMr, Wernicke
siys that “radio has great tmipaci
when it is used to linnmer home the
brancd manie of a well-knowst prodiet.

“Sinclair is snceesslully wsing this
format now 1n 500 cities vver 1,200
stations, Droadeasting 10,000 spots
per week all year long.”

In spite of his nuxlern approach
fo commercials, Mr, Wernicke longs
to “tnrn the c¢lock hack 20 years in
pmgl;mnning. i long lor the tays,”
he says, "when there was a liule bit
lor everyone . . . the food fellows,
poetry readings, women’s chitchat,
the fat soprano, the pompons tenor,
hair-raising mysteries tike Areh Ob-
ler's Lights Out.”

This nostalgia docs not prevent
Mr. Wernicke, however, [rom enjoy-
ing the pleasures of foday’s radio in
lis Huntington, Long Istand, home
with his British-born wife and their
I6-vear-old daughter. o o o

U. 5. RADIO e August 1958



St. Louis, Missouri

The Balaban Statlens. ..
,in tempo with the limes

@._probert e. eastman & co., i

national representatives of radio stations
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NEW YORK:

527 Madison Avenue
New York 22, N.Y.
PlLaza 9-7760

CHICAGO:

333 N. Michigan Ave,
Chicago, Illinois
Flnancial 6-7640

SAN FRANCISCO:
Russ Bldg—Room 1043
San Francisco, Cal.
YUkon 2-9760
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“service

is our middle name’

“Tim EHIOY, Pres. % Jean Elllot, Vice-Pres..

GREAT INDEPENDENTS «

14

Scrviee to advertisers?
Naturally. Publie
Service? Most
enthusiastically!

Our people in Akron
and Providence are
active—as eitizens ael
as broadcasters—in
comnuunity movements.

b

When we support a
charity drive, we pull
out all the stops to
nsure suceess—whethgi
it's for a children’s
hospital. the Cancer
Fund or United Fund.

We're repakl avery day
by the fact that the
people we serve regard
us as good friends.
They listen to us.

A ncw color film tells
all about the Elliot
stations. We'll be happy
1o arrange a showing at
your convenienee,

National representative
Avery-Knodel

WCUE

AKAON, OMHIO

10T STATIONS

GOOD NEIGHBORS

PROVIDENCE, A, 1

“WICE

LETTERS TO
THE EDITOR

‘Top Spot’

For overall excellence i bringing the
monthly radio story to the ageucy, your
publication takes top spot in this sl
Jt is a rare issue that does not contain
at least one veally compelling article.
I Fact, the book is so readable generally
that it's continually on loan to these un-
lortunate enough not 1o be subscribers.

Agam, congratulations on telling the
radio story with such cansistency and in
auth a forthright mamier,

Williom Nictfeld

William D. Nietfeld & Associotes Adv,.
San Diego, Colif,

Transistors

Thought vour wuawsistor story (Tiny
Key to Tomorrows Radio, Jwne 1958)
was excellent. I astonrished you <oulg
assemble and alporly so much informa-
1on so fast.

Jim Tirone
Informotion Assistont

Bell Loborotories
New York

Please send complete detrils on order-
ing reprints of articles and features. We
are espedially interested in Tiny Key to
Fomorrouw’s Radro.

Jane E. Trimmer
President

Town & Country Network
Arh'ngfon( Vo.

Colodial Stores

Ir v. s, ranig (May 1958) there ap-
pears an article titled Colonial Stores
Sells 10ith Regional Radio. | mbst defi-
nitely wane at least 10 copies.

The arucle is terrific, potent, succinet!
I intend batting a few of our clients over
the bead with it More like it pleasel

Ted H. Fredericks
Director, Rodio & Tv

Bernard M. Brooks. Advertising
Son Antonio, Tex.

Spat Radio Volume

I was intcrested in (he estimates of
spot ridio volume for 1956 and 1957
prepared sy Adam Young Inc, and pub-
lished in your stimulating wagazine
(Junc 1938).

For several years the Evansville radio
stations have been Nirnishing highlights
of their annual FCC financial reports to
a local certified public accountant, who
adds them together and releases the to-
tals to each station. Tn this way the sta-

| tions have the advamage of the overall

{Cont'd on p. 18]
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PITTSBURGH, PENNSYLVANIA

@_probert e. eastman & co.,

| national representatives of radio stations
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U.S. BADIO . ..

the monthly maqgazine for buyers

and sellers of radia advertising

the current figure.”

whole of America.

U. S. RADIO stands ready to fill the needs of advertisers in their ase
of radio. An analytical and idea magazine for buyers and sellers of
radio advertising, U. S. RADIO devotes its entire energies to this vast
field of radio. Articles and features on the planning and buying of
radio advertising, delving into the whys and hows in the successful use
of all radio, are supplemented by regular departments presenting in
concise form the news and trends of the radio industry.

To Receive U.S. BRADIO Regularly
Each Month, Mail In This Form, NOW!

U.S. BRADIO SUBSCRIPTION

50 West 57th Street
New York 19, N, Y,

Please see that | receive U.S. "A’)Io

1 YEAR $3 [J 2 YEARS $5 [

Name Title
Company

Type of Business
] Company or

] Home Address_
City Zone State

PLEASE BILL O PAYMENT ENCLOSED [

It has been predicted that “In 1962 radio
alone will be doing $1.4 billion , . . double

Radio is the mass medium to reach the

e e Lo L TL ¥ Sy,

LETTERS TO
THE EDITOR

(Cont'd from p. 14}

inlorngition  for their ‘market  mans
months before g is published by the
PG

Aegording 10 the figures obuxined in
Uiy way, 1937 national spot sules Tor
Fyanwille were $186.391 instead of the
SE78,000 estimated by Adam Yaoung.
Fhis was an inerease ol 13 pereent over
1956 rather than the estimated nine per-
cent. WGBEFS ingrease iir national spot
sitles was 32 percent, bringing the share
ol the natimal spot business placed in
Exansille up from 58.1 pereent 1o 67.5
PLT(('IH.

Martin L. Leich

General Maonoger
WGBF Evansville, Ind.

Competitive Information

Flis ugeniy ds in the process ol or
ganizing it own library tor the purpose
ol checking competitive advertisers and
alo to keep informed as 1o what wype
ol ads other clieot ave using.

I wish o yequest a copy ol each ixsue
ol U s, RAMO 48 it iy a “mus” 1o have
this publicatiox on om library: shelves.

B. Robert Jolly
Rodia Timebuyer

Geaffrey Wade Adrwertising
Chicoga

Stirs Interest

Your July isadie fias one artide AL
utular which s sure (o apen up man
cves oy to who listens o vadio the most,
the teenager or aduly, amd ar what dime
this Jistening is done. (Teenagers dre
Radiv's Svaall Fry.)

Ray Brock

Pragrom Directar
WHBY Appletas, Wisc.

\s a station owuer I want ™ con-
gratulate vou on your magaszine. 1t iy
very gratilving 1o know thiat such a fine
ook iy devoted exclusively o the radio
industry. I look forwanl 1o receiving it
cvery month.

Dexter Haymond
General Manager

KGEE Bokersfield, Calif
Banking

h will be apprediated if we mav have
several copies of the artidle Banking on
Radia (Febroary 1958). This was a fine
arucie, indeed. We feel that with this
m our “pocket” we may be able 1o

swing a lew more banks our way.

Also, we would like to have copies of
the article Car Radio (Felwuary 1958)
for our files.

Lonnie J. Preston
KWOE Clintan, Okla.

UsS. RADIO « Augusi 1958




1958/1958

Each year for the past six years an area survey of the WHDH audience has been
made and it has been the practice of WHDH management to publish the findings
of this survey in leading trade publications as an aid to anyone buying radio time.

This year, convinced that the past five years have been radio’s greatest years of
change, WHDH has completed, in addition to its regular survey, a Qualitative
Survey in Depth to determine the answers to some of radio’s most searching
questions. To conduct this survey the management of WHDH selected the re-
search organization most widely used and accepted by radio management—

Pulse, Inc. The results of this survey are shown on the following pages and are
published as a gervice to the industry by WHDH.

A Qudiitative Survey b}

WHDH

Radio - BOSTON




R'aﬁdia‘.s/ F se “ears of Great Change

1075, - il

E FACTS

of the past five years:

Since 1958 the number of radio sta 953 the
tions in the United States has in- has grown e
creased 249—to a total of 3,317. ‘adios alone up 289,
Since 1958 the number of radios in | igh of 36,500,000 rtable ra
working order has increased 22% have also reached a mne: "’"-"f'lrﬁ
to 139,500,000. 11,000,000.

Because of this ltﬂ“ﬂ!ﬁrm

Today there are more stations reach- the listeners 'w'~}f1_b can wfﬁ' Vhat
ing more peoplemeﬂectively more has been the effect of rock and
times than ever before in history.  top 40s, frantic newscasts, and other
The audience has never before been programming changes of recent years'
as selective as it is today! WHDH, convinced that a LR "L kg
tion’s future dep@% on the answ
This five year period of tremendous to these questions, and convince
growth and change has been a time that any station not alert tc
of great challenge to radio station changes will cease to t
management everywhere. What does its market, undertook t
the listener really want from radi SU in dept:
What type of programming attracts

of this WHDH qualitative st

1 the INEW

What are the reasons causin :

to turn on radio?

Program mrefe
Auaaems f net

Fvcten_t of out-o
Station “,.,L,,, )
The re; s ay
no tables. In t
et nreferences are

nd Aomen anc for the I

[ A\
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.
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Radio’s Five Years of Great Change

Factors 1953158
determining
initial use = me— 2

] - A —p
- : { F RSTﬁ ON THE RADIO?
el e P -
o_f ra dlo B0STON METRO AREA OUTER AREA TOTAL AREA
M F

= F Total * M F Total . M Tatal
—and stations tuned News 139 107 246 40.3 148 109 257 65.8 287 216 503 50
Music 102 130 232 380 61 87 148 37.9 163 217 380 38
Weather 81 82 163 267 57 52 109 280 138 134 272 27.2
3 1 Time Chetk 47 25 72 11.8 26 12 36 92 71 37 108 108
Th]S was a key queStlon In our Relaxation and Entertainment 9 12 21 3.4 5 9 14 36 14 21 5 35
Cryect For Company 3 17 20 33 1 6 7 18 4 23 27 27
qualitative survey and bears out Religious Programs 8 12 20 33 - 2 2 5 8 18 2 22
a s : Records & Pop Music 7 11 18 30 1 1 3 7 1 19 19
the fact that radio is a dynamic Sports & Sport Results 10 & 16 26 2 - 2 &5 12 s 1? 1.8
Habit = 2 4 6 1.0 2 3 5 1.3 4 7 1 118l
force and that people look to No School Reports - & & W ) 2.lm @ T 8 "8
. - 7 et To Hear a Particular
radio for a service. Radio is not Radio Personality 1 4 s 8 2 2 a4 10 3 & 9 9
- W Foreign Language Programs 5 5 10 16 - 1 1 .3 5 [ 1 1.1
the supplier of “background To Hear Stories 1 9 10 16 - 1 1 3 1 10 11 11
" but th £1 To Wake Up . ... 12 7 19 31 703 10 2.; 12 12 f: z;.z
= Misc. F 7 4 11 1.8 2 3 5 1. .
?nLISlC u € means 0 .earn No Particular Reason 5 4 9 15 1 5 6 15 (-] 9 15 1.5
ing the latest news, enjoying Total Responses .. 439 445 gga 313 298 bl 752 743 1495
q : Total Respondents 305 305 610 100 195 195 390 100 500 500 1000 100
music, and hearing the current
weather bulletins. These three — - : R
2 . WHEN YOU FIRST TURN ON THE RADIO, IS THERE ANY
categorle:s lead a“ others bya 3 PARTICULAR STATION YOU TRY FIRST? WHICH ONE?
substantial margin. There is - e i A
. . . BOSTON METRO AREA OUTER AREA TOTAL AREA
reasot for turning on radio in WoOF Tew % M F Tewl s M P Tot
. Yes 257 270 527 86.4 162 171 333 854 419 44l 860 86.0
98.5% of the replies. No a8 35 83 136 33 24 57 la6 Bl 59 140 140
Total Respondents 105 305 510 100 195 195 390 100 500 500 1000 100
WHDH 75 49 124 236 28 23 6L 183 113 72 185 215
w8z 42 64 106 201 25 26 51 153 67 90 157 182
wWCOoP . 52 44 96 18.2 3 4 7 21 55 48 103 120
WEET 21 21 42 80 & 4 10 30 27 25 52 6l
WNAC 11 23 34 65 5 6 11 3.3 l6 29 45 52
WORL 5 26 31 59 - : 5 26 131 318
WJDA 12 19 31 59 . o 12 19 31 3%
'WPRO . 14 13 27 81 | 14 13 27 3.1
WWON = 16 8 24 72 16 8 24 28
WEAN - . 15 9 24 7.2 15 9 24 2.8
WMEX 13 10 23 a4 X 0 . 13 10 23 2.7
WHIM 5 s . 12 10 22 6.6 12 10 22 26
WLLH 13 3 s e 13 7 20 23
WICE . DR R Foadem v @ m M
WS3AR . - - - = 14 3 17 5] 14 3 17 2.0
\x:ﬁ 10 S 15 28 . N 10 5 15 17
- oA : 11 .2 13 15
WGAN - - D s % 18 {i" %:2 ¢ 10 12 1.4
ro WTAO 3 8 11 21 - - . 3] 8 11 1.3
: gx aIxn oL - - 1 ¢ 10 30 1 9 10 12
] WLYN 5 5 10 19 4 B =S 5 5 10 12
WCSH I R 2 s 7 21 2 5 1 8
preference - 3% iy % s siae & 9l s
Total Responses 291 317 608 215 19Q 405 506 507 1013
Total Respondents 257 270 527 100 162 171 333 100 419 441 860 100

Program preferences bear out
the basic reasons which move

people to first turn on radio. 5 g POV - e gy

Musie dominates the first choice, ! WHAT KINDS OF PROGRAMS DO YOU LIKE MOST? I

| e

with news and weather follow- BOSTON METRO AREA TOUTER AREA TOTAL AREA

3 M F Total °5 " F Total 25 L] F Tatal ¢,

ing. The male preference. for Music 186 229 415 68.1 126 135 261 67.0 312 364 676 67.6

t p h :op:l;r RM““C Records 1 3 4 B 9 v 16 4.1 10 10 20 2.0

ac o 3 4 7 1L 10 2 12 31 13 & 19 19

S{)OI‘ S Rrogrammmg Shows gu.lwsl e 76 63 139 228 76 78 154 395 152 141 293 293

: : ¥ ports & Sport Results 60 12 72 118 46 8 54 138 106 20 126 126

c ear]y in this report and it be: \éVeathers Y 26 21 47 77 11 10 21 54 37 31 68 68

e = tories, Soap Operas 29 49 78 128 10 31 41 105 39 80 119 11.9

comes obvious the TV trend for Drams: , N ST e 2 o e d S e

i 7] . oreign Language 3 16 10 26 4.3 8 6 14 36 24 16 40 4.0

Westerns” has not carried Mysteries . le 2 18 30 4 2 6 15 20 4 24 24

g " rthur Godfre 1 1 2 13 6 19 49 13 7 20 20

into radio. The tremendous Rligiate. gye 3 9 12 20 1 6 718 a4 15 19 19

| Classical Opera 2 1 3 5 6 5 11 28 8 6 14 1.4

preference for music by women  vesterns y - 3 5 8 1 9 23 1 1 12 12

_ Variety 3 4 7 1a 2 1 3 8 5 5 10 1.0

makes all important the day- Misc. 15 13 28 46 20 16 36 92 35 29 64 b4

1 = 3 No Preference 11 20 31 531 2 15 17 4.4 13 35 48 48
time programming of music Total Responses 451 445 896 357 331 688 808 776 1584

Total Respondents 305 305 610 100 195 195 390 100 500 500 1000 100

women find appealing.




Radio’s Five Years of Great Change

1953/58 Q

BOSTON METRO AREA OUTER AREA ‘TOTAL AREA

) F Total 2. » F Total  “a ] F Total @,
WHDH 99 55 154 253 43 38 81 208 142 93 235 235
WwBZ2 62 74 136 223 29 27 56 144 91 101 192 192
\WNAC 45 35 g0 131 21 21 42 108 66 S6 122 122
WEEI 43 40 83 136 9 4 13 33 52 41 9% 9
wCorp 29 39 68 111 1 1 2 B 30 40 70 7.0
WORL 314 17 28 s - - - 3 “1a M@ e
None 9 13 22 38 17 15 32 82 26 28 54 54
Dont Know 15 35 50 82 75 89 164 420 90 124 214 214

Tota! Respoadents 305 305 610 100 195 195 390 100 500 500 1000 100

Q

BOSTON METRO AREA OUTER AREA TOTAL AREA

L] F Total °s 29 F Total B, L] 4 Total %
WHOH 74 56 130 213 47 30 77 197 121 86 207 20.7
wsZ 55 63 118 194 34 26 6D 154 89 89 178 118
wCoP 50 62 112 184 1 5 6 15 51 67 18 118
WEEI 39 36 75 123 6 3 9 23 45 39 84 B4
wNaC 29 29 58 95 6 11 17 44 35 40 75 315
WORL l6 25 41 67 1 2 3 8 17 27 44 aa
Others 32 20 52 85 86 101 187 47.9 118 121 239 239
None 3 2 5 8 9 14 23 59 12 T 28 2.8
Don t Know 7 12 19 31 5 3 8 20 12 15 27 B3
Total Respondents 205 305 610 100 195 195 390 100 500 500 1000 100

Q

BOSTON METRO AREA OUTER AREA TOTAL AREA

M F Tota) o M F Total °s M F Total %

WHDH 93 34 127 208 39 2 65 167 132 60 192 19.2
WBZ 66 48 114 187 22 30 52 133 88 78 166 16.6
WNAC 36 28 64 105 13 21 34 87 49 49 98 98
wcorp 22 44 66 108 5 [ 11 28 20 50 77 7
WEEI 24 30 54 89 2 10 12 31 26 40 66 6.6
WORL 8 19 27 44 ) 3 .8 8 22 30 A4
Norne & Don't Know 56 102 158 259 114 99 213 546 170 201 371 371
Total Respendents 305 305 610 100 195 195 390 100 500 500 1000 100

™,

Q

HOSTON METRO AREA OUTER AREA TGTAL AREA
. L] F Total Cy M F Total %a L] a Telal %
WHDH 82 56 138 226 54 38 92 236 136 94 230 230
w82 52 79 131 21.5 20 42 62 159 72 121 193 19.3
WEEI 48 51 99 16.2 12 15 27 69 6D 66 126 12.6
weop 5 59 109 17.9 4 5 9 23 54 64 118 118
WNAC 26 20 4 7.5 10 10 20 51 36 30 66 66
WORL 11 29 40 66 I 3 4 10 12 32 44 4aa
None & Dont Know 3 11 47 1.7 94 82 176 451 130 93 223 223
Total Respondents 305 305 610 100 195 195 390 100 500 500 1000 100

BOSTON METRO AREA OUTER AREA

MALE WHOH WwB2 WEEI WNAC WCOP wORL WHOH wBZ WEEI WNAC wCOP WORL

Like the Music 334 19 7 7 34 10 22 7 1 4 1
Good, Frequent News 31 14 15 14 6 24 6 3 3 =
Latest Popular

Records E 1 9 & q -
More Music On

Station - -
Weather, Complete

Weather Reports 2 5 3 - = 2 3 Z
Variety .. .. - 172 ? 4 1 1
Better Programs . . g 3 4 5 1 1 2
Fewer Commerciats - L 1 I =
Like Announcer - 2 1 2 2
Sports . 61 5) 5 7 1 3 1
Clearer Reception 3 6 8 7 4 2
Habit - 3 4
Like A Particular Pro-

gram, Personality - 3 - - 1 3
Misc. . ’ Bt 7 4 10 9 5 L 4 2 2
No Particular Reason 2 3 - 2 2 2 -
Total Responses . ... 144 71 59 a5 53 16 80 31 20 12 4
Total Respondents 82 52 48 26 50 11 54 20 12 10 4



Radio's Five Years of Great Change

GOSTON METRO AREA

193.3/58

OUTER AREaA

FEMALE WHDH WBI WEEI wNAC WCOF WORL WHDH WBZ WEEI WNAC WCOP WORL

Like the Music 31 35 15 6 1
Good, Frequent News 14 21 13 11 33 1? g 2; 21 i 123 '
Latest Popular

Records . . 7 7 1 9 - 1
More Music On

Station . 3 8 - 1 -
Weather, Complete

Weather Reports 5 5 & 2 2 - 1 1
Variety 1 4 8 2 2 2 5 2 3 1
Better Programs 3 3 & 1 =) i 2
Fewer Commercials - 1 1 7 1 =
Like Announcer 2 9 6 1 3 =
Sports 8 2 3
Clearer Reception 3 3 1 - 1
Habit 2 - 1 4 & s
Like A Particular Pro-
Mgram Personality 1 1 3 1 3 1 1 1

isC
No Particular Reason ? ;; 1? -3, ; g g -Lz, ; 3 ;
Total Responses 86 108 72 31 74

36 43 49 17 1 3

Total Respondents 5% 79 51 20 59 29 g 42 15 13 g 3

TOTAL AREA
MALE WHOH wBZ WEES WNAC wCOP WORL
Like The Music 56 26 8 7 38 11
Latest Popular Records 1 9 = 03 4
More Music On Station - -
Seorts . 68 6 8 1 - -
Good, Frequent News 55 20 21 17 6 -
Weather' Complete Weather Reports 2 7 6 2 - g
Variety ‘ 4 1 13 7
Getter Programs T 8 4 5 2
Like A Particular Program, A
Personality - 1 6
Like Announcer 2 4 1
Fewer Commercialy . = 1 1 1
Clearer Reception ... .. - 10 10 10 =
Habit ad' 3 2 -
Misc. 3 e - 11 6 12 9 5 1
No Pafticular Reason 4 5 2
Total Responses . 224 102 7% 57 57 1Y
Total Respondents 136 72 50 36 54 12
FEMALE
Like The Music 49 62 17 9 35 17
Latest Popular Records 7 3 1 = 9 4
More Music On Station 4 ) - 8 2
Sports " ; 11 2 -
Good, Frequent News 22 28 15 12 8 2
Weather, Complete Weather Reports 5 5 1 7 2 2
Variety 6 5 11 5} 2 2
Better Proqrams . 3 L 8 - 1
Like A Particular Program A
Personality 4 2 4 1
Like Announce? 2 9 [ 1 3
Fewer Commercials - % 1 7 1
Clearer Reception 2 7 1 1
Habit 9 1 4 1
Statio : 1 o4& b
a n No Particular Reason 3 9 3 4 2 2
Total Responses 129 157 89 39
Total Respondents 94 121 66 32

image

The stature a station oceupies

ih its community is built by its
people, its programming and its
alertness to the desires and needs
of its listeners. A station’s image

TOTAL AREA

BOSTON METRO AREA | QUTER AREA

i - i 1 s 5 M F Totai *o | M F  Totm . M F  Total
Is at best an intangible thing, WHOH 74 80 154 253 49 58 107 274 123 138 261 261
s WBZ . 51 g9 140 229| 38 41 79 202 89 130 219 219
but its importance cannot be WNAC 42 59 101 166 16 27 43 110 58 8 144 144
A p . WEEI S8 31 89 146 12 16 28 72 710 47 11T 17
mninimized. The WHDH image is  weor 23 40 63 103 2 4 6 15 25 44 69 69
. o None 12 18 30 49 18 112 30 77 30 0 60 60

of believability and reflects WORL 3 21 24 39 1 13 22 25 25
Don t Know 64 37 101 166 67 75 142 367 131 112 243 243

e result of more than a decade
responsible management,

327 3715 702 202 234 436 529 ©09 1138
. 305 305 610 100 195 195 390 100 500 500 1000 100

Total Responses
Total Respondents
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Radio’s Fi'e ¥ears of Great Change

1953/58

We have stated our premise
that the 1953-1958 era has seen
radio’s five years of greatest
change. It has also been WHDH’s
five years of greatest growth.
By responsible programming
and by alertness to what builds
and holds a radio audience,
WHDH Boston has maintained
its position as the undisputed
leader in New England radio.

The results of the Pulse, Inc.
survey on the foregoing pages
provide the means of showing
the reasons behind this leader-
ship—the reasons why WHDH
Boston 1s first in 489 out of 500
radio quarter hour periods and
first or second in 497 out of
500 rated quarter hours.

Times change—audiences
change—but WHDH’s only
change is the further strengthen-
ing of its leadership in New

Here is the composition of respond-
ents in the WHDH qualitative survey:

- S ~

Boston Met. Area ...
Outside Area P

Total Respondents

DICE) (- N -t
20-24

25-34

35-49

50 and over

Total Respondents . .

Have Car
No Car

Total Respondents

Home Qwnér
Renter

Total Respondents

Less than 52000
$2000 2999
$3000-3999
$4000-4999
$5000-6999
$7000-9999
$10000 and over
Total Respondents

ATO KD, BeMDeW BESTH

Represented Nationally by John Blaift and Company

305
195

500

724
276

1000

83 8.3
98 9.8
189 189
256 25.6
242 242
82 8.2
50 5.0
000 100
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This microphone is a unifying force

for 312,830 Carolina families who
listen weekly during daytime to one

of America’s all-time great stotions.
WBT fomilies constitute the notion’s
24th largest radio market — make o
WBT buy your.24th step to national
radio coverage.

Jefferson Standord Broadcesting Compony « Chorlotte, N. C. « “Colossus of the Corolinas” « Represented by CBS Redio Spot Soles
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Radio Listening
Remains af Work
On the Weekend

Audience maintains high level
on Saturday and Sunday. Weekend
peaks often compare favorably

with Monduay-through-Friday peaks

August 1958

|

Radio listening fakes no va-

cation on weekends.

And although the Saturday
and Sunday audience is greater dur-
ing hot weather than during the
cooler months, the total number of
radios turned on as well as the people
listening indicates a high level of
radio attentiveness on these days
throughout the year.

In fact, it may come as somewhat
of a surprise that peak listening in
certain markets on the aeekends is

(5]
-3



higher than peak listening during
the coveted “wtrathc” hours Monday
through  Fridav.  Tir Washington,
D. C., lor example, the nunther ol
homes vsing vadio on Saturday from
U:30 o 10 am. i 22 percent com-
paved with about 21 percent Irom
8 10 8:30 wr, Monday through Fri-
iy, These are Nielsen estimates for
May 1958, AW lisening, including
car radio, is measured in terms of
ltomes.

Lack of Attention

Although the weekend audience
1s substantial and at times compares
favorably with weekday listening, it
has received step-child treatment, for
the 1mose part, front 1he national ad-
vertisers, Pare ol the remon is a lack
of intensified selling effart by radio;
another is the obstacle ol breaking
down prejudices concerning ceftain
time periods of the week.

The weckend audience has been
a growing lactor for several vears,
receiving its greatest bapst from the
expansion of out-of-home listening
Some of its present-day dimensions
are:

e \ conipaiatively lrigly level of
listening with Sawrday greater
than Sunday.

o Higher number of persons per
home are tuned in than during
the week.

e Listening on o Saturday morn-
ing reaches 44 percent of radio
homes compared with 69.5 per-
cent for the fve-day, Monday-
through-Friday moming listen-
ing, according to Nielsen.

s New forins of progriamming that
stress service themes.

o Pulse analyses show that news
and sports features get the great-
¢st audience ou any station.

Although the pattern of listening

atnies lromn ket o market, numy
metropolitan areis shoa the strength
ol weekensl radio when compared
with weekdiny hstening.  Aceording
to Hooper, the highest listening in
the week in Atlanta is Sawvday frony
M a.m. 1o 6 pan, with 17 percent of
the radio sets in use. This compirres
with 137 percent  lor  Monday
throngh Fridav trom 7 aan, to 12
p-t. Uhis was the Januaary o Febiu-
ary 958 report,

In Boston, the Hooper report {or
Jamuny through Marcly 1958 shows
that 17,1 percent of the tadio sets are
in e Satmnday daytime cotmpared
with 17.5 percent for the Monday-
through-Friday morning hours.

My national advertisers liave
shown sonie reluctance to buy week-
end radio. “U'he exceptions o this are
spot and network news shows,

It is generally believed that the
weekend andience i ideal Tor prod-
ucts witle a wide appeal to the man
of the hoimse. Such things as autos
and auto products, gas and oil and
other items. Morcover, it is estimated
that more listeners per home are
tuned in on weckends (1.6 persons
during the moining weekday hours
compared with 2.3 on Sunday morn-
ings, according o RABY, This point
up the tace that while the male can
be casily reached on the weekends,
the other members of the [amily are
histening ar the snne inne.

Uses Made

Among the advertisers who have
made considerable use ot weekend
radio is General Motors Acceptance
Corp., New York. Since 1956, the
company has devoted its entire ridio
budget to Satmday and  Sundav
times. The firm, through its agency.
Campheli-Ewald Inc., New York, has
heen buying spot announcements in
180 inarkets and stations. Thesc spots
are generally tied ta some type of

trathe assistance or satety  infornta.
tion broadeast, Actually, GMAC ex-
perimented with this fornit abowe
live years ago in one or (wo castern
nurkets. The current cimpaign runs
fronr the weekentl before Memorial
Dy 1o the second week ol September

A newconer to the weekend advei-
tser roster—hut an old radio custo-
mer—is Esso Stmdard Qi) CGo., New
York. “The company used announce-
ments in 35 puirkets i 18 states,
chiefly middle Atlantic states and,
stretching to Tennessee and Arkansas.
Thyongh its agency, MceCann-Erick-
son hic, New York, Lssa bonght pri-
marily news adjacencies bnt itho ro-
tited o music and other programs
in order to reach as numy different
prospects as possible,

Initially Successful

The campaigie i fromn May 15
o July 4. Although the complete
tesults are not yet tashulated, the
agency rveports that the drive ywas
initially snceessful with the  possi-
bility chat a sindlir one way be con-
videred this year ar next.

Probably the chrel reason Loy the
vemendous growth of the Saturday
and Sunday andience has been out.
dl-honie listening, notably car listen-
g, A Pulse estinite shows that out
of-hame listening can account lor as
much as 60 to 63 pevcent of the week-
e andience. And an analysis by
H-R Representatives Ince. states that
auto listening adds as much as 10 to
50 percent 1o the in-home audience
compared to 30 1o 40 percent during
peik weekday driving times.

In San Dicgo, for example, f(he
aunto radio audience, according to
Nielsen, reached a high of 62 per-
cent of the total homes using radio
on a Sunday last April. This com-
pares with a high of 47 percent of
the audience [or Monday through
Friday.
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Weekly In-Home Audience

(Excluding Weekend Out-of-Home Bonus)

AVERAGE MINUTE WEEKLY CUMULATIVE TOTAL
%5 Radio No. % Radio No.
By Dayparts  Homes (000) Homes (000)

Saturday Morn. 10.8 5.260 440 21,428
Saturday Aft. 11.5 5,601 39.4 19,188 One Day’s
Sunday Morn. 9.5 4,627 37.5 18,263 Reach
Sunday Aft. 1.1 5,406 34.5 16,802 Compared With
Mon.-Fri. Morn. 14.2 6.915 69.3 33,749 Five-Day
Mon.-Fri. Aft. 10.6 5.162 61.8 30,097 Build-up

Source: A. C. Nielsen, March 2 o 8, 1958

But a surprising counter develop-
ment also is noted in examining
audience research figures. During
certain times ol the day when the
otal radio audience is cxuremely
high, the car radio factor is minimal.
In Los Angeles on a Saturday last
March, radio listening reached a high
of more than 26 percent of homes
with radio. Yet, the auto radio factor
accounted [or only 13 percent of the
total audience at that time. [ noth-
ing else, this fact shows that prob-
ably more than 80 percent of the

L) T 1) A1) 1 R R

Washington, D, C.

Peak Weekday Tune-in

219% (Monday through
Friday, 8 to 8:30 a.m.)

Peak Weekend Tune-in

229% (Saturday, 9:30 to
10 a.m.)

Nielsen. May 1958

Atlanta

Peak Weekend Tune-in
17% (Saturday, 10 a.m.

Peak Weekday Tune-in
15.7% (Monday through

audience was li\lening at home, dem-
onstrating that the weekend radio
audience is not always a car aucdience.

The strength ol the out-of-home
audience, however, is that radio is the
onty medium that can reach people
away from home with any consist-
ency. A Pulse representative declares
that even when the in-home audience
might be pared because ol some-
thing like a televised baseball game.
the level ol out-ol-home listening
remains constant (rom week to weck.

Probably the greatest influence the

LTI (I

Constant Listening

12:30 p. m.}

to 6 p.m.) Friday, 7 a.m. to to 6 p.m.)
12 p.m.)
Hooper, January to February 1958
I 41 150" - m " IS T o
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Peak Weekend Tune-in
26.5% (Saturday, 12 to

Nielsen, March 1958

Peak Weekend Tune-in
17.4% (Saturday, 10 a.m.

away-lrom-home audience has hael on
rudio has been in progrannning.
With people on the move or plan-
ning trip», ractio has taken the lead
in service leawres. Such things as
wraffic inforination, weather, appcals
{or highway safety and local, national
and international news all play a key
part in most radio stations’ weekend
bill of fare. Sponsors have shown
increased willingness to back these
progrims across the country. In addi-
tion, other programming snch as

(Cont'd cn p. 70)

Los Angeles

Peak Weekday Tune-in

28.7% {Monday through
Friday, 7:30 to 8 a.m.)

Boston

Peak Weekday Tune-in

17.5% (Monday through
Friday, 7 a.m. to
12 p.m.)

Hooper, January through March 1958

L] m
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Bottlers Increase Radia Use

$3,000,000
ESTIMATED

$574,000

Pepsi and Botllers
‘Keep Up 1o Date’

With Radio

The independent bottler turns up
as the voice behind the scenes

in the company’s ad strategy

30

In the Jast eight years the
Pepsi-Cola Co. has under.
\  goue a scries of major opera-
Hons on its management, its product,
its package and its advertising strate-
gv. The patient—whose progress on
all fronts has been widely reported—
is now lully recovered and claims ro
be the fastest growing cola company
in the country.

According to ]J. Charles Derrick,
vice president and advertising man-
ager, Pepsi’s health has improved by
148 percent, the figure by which sales
have climbed since 1950, its low year.
The firm’s cuirent assets have in-
creased from $17.5 million in 1950 to
$33.7 million last year.

The cola company has not, how-
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Total Pepsi Radio Spending
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ever, had to wavel the sometimes
rocky road 1o cconomic recovery
alone. Although olten remaining in
the shadows, leaving the spotlight to
the parent irm, many helping hands
hiave veached out i Pepsi's direc
tion. .\ majority of thein come from
Pepsi’s 550 bottlers throughout the
country and the nearly 1,000 radio
stations on which these independens
businessmen are spending alinost $3

J. Charles Derrick (left), Pepsi vice president and adver-
tising manager, discusses 1958 ad strategy with Joseph C.
Lieb, vice president and accouit supervisor for Keayon &
hostess"

Eckhardt. Mr. Derrick holds "
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million this year, according to Rich.
ard Burgess, vice president in charge
of domestic sales.

Much of this monev is over and
above the bottlers’ share of the co-op
[unds allotted o advertising and
most of it is spent tor local spot dur-
ing daytme hours to reach the
housewife. The bottler, Xr. Derrick
explains, buys his own radio time
awl has discretion in all media over

occurred in

both hiv own funds and the parent
company’s co-op outlay.

The parent company is carmark
ing nearly 51.2 million this year for
radio co-op and, ior the second con-
secutive vear, is buving 20 spots per
sweekend for 13 summer weeks on the
Bob & Rav and Fibber McGee &
Motly segments ol Monitor, Mr, Der
rick reports.

From the depression days when

The start of a profitable relationship between radio and a bottler
1954 when one of the largest local contracts was
awarded to WDSU New Orleans.

Left to right: Louis Read, WDSU

size bottle of Pepsi. v. p.; Harry England, pres, Gulf Bottlers; Hal Matthews, then
WDSU comm. mgr., and James Aldige Jr.. Gulf's adv. agent.
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Pepsi was snubbed as a dhicap hinita-
tion ol ity chicl competitor, right
down to the palmy present, the par-
ent compay, its bottlers and radip
have enjoyed a long history ol mu-
mal benefit.

Prior to, during and alter World
War 11, Pepsi-Cola made advertising
and radio headbines as one ol the
fl'l'hl l)l'()dll(lh L0 1IN h:lllll'nli()ll \‘l)()[\.
So successiunl wis this vearin-vear-out
radio campaign that many adolts to-
day still know the Pepsi “twice as
much for a nickel. oo™ jingle i~ well
as they do their own names. This
situation has proved somewhat ene
batrawsing w the present nunage-
ment and ity =geucy, Kenyon & Fck
hardt Inc., New York, which iy still
trving to kill ofl the old jingle and
the old product image in laver ol the
new “Be sociable, look smart” con-
weplt.

hy view ol radio’s ahul Pepsi's long
marriage, it wias perhaps only nat-
ural that in at least one instance a
Pepsi bottler, whose biggest competi-
tor was outselling him 20 0 one,
should have wirned five vears ago to
sanmation ridio to lift him out of
the doldrums.  Foday, the odds are
down to three to one and thiy
spite ol the fact that the major com-
petitor in that market has not had
any drastic sales decreases.

Closing the Gap

According o Hawry  Fngland,
president, Gulf Boutlers Inc., New
Orleans, radio has been instrumen-
tal in closing the gap. “When we
first started 1w 1933 (shortly after
My England w0k over the Pepsi
franchise in the arca), we ran nearly
300 spots per week during the peak
soft drink months of Jwie, July and
Angust.

“Sales went up char year and in
successive years sales have conrinued
to rise as we pourcd the major share
of our advertising budget into radio,
sometimes using as many as Il sta-

tions or s Tew as lour,” Mi, Englaind
stes, -

For Pepsi-Cola on i national basis,
radio has been one [actor, mmong
others, that has helped since 1950 1o
reduce Coca-Cola's lead from five
and-a-hall cases ol Coke sold 1o Pep-
si's one — o the company’s present
claim of a two-ic-one conpetitive
l)(l\iliOll, according 1o My, Dervick,

“There is one national medium
shat lends itsell w dhe development
ol the cold hottle marked.” Mr. Der-
rick savs. “Radio. There are mme
and more portable radios and car
radios being sold in this nation to-
day than ever belore. There is more
leisure time . . . prople are moving
out ol doors ... they are going away
from their Liomes. One thing they
take with them is the radio,”

Radio’s Portability

This desiie to take advantlage of
radio’™s portability dming the sum-
mer months and to provide a na-
tional advertising “umbrella™ tor its
bottlers prompued the parent finn's
Maonitor buy, according to Mr., Der-
vick. Flris, in spite of the tact that
Pejssi sales, unlike most cola drinks’,
rawnain fairly  consistent all year
around, he NIy, aed were up l)y only
[0 percent in the her  weuther
wonths last year.,

In this connection, (e parent
company advises ity bottlers 1o buy
morning  radio  heavily all  year
around to reach women prior to
shopping, but recommends an in-
crease in coverage throughout the
day in the summer.

According o Jineph C. Lieb, vice
president  and account supervisor,
Kenyon & Eckharde, radio is most
widely used by Pepsi bottlers in the
South Atantic siates, traditionally
the highest per capita cola consum-
ers in the country.  “Pepsi-Cola’s
sales growth there,” he states, “is
still ahead of the rest of the conn-
[ g s

Mr. Lieb also iigtes a recent irend
taavards a regional pooling by two or
more bottlers ot wdvertising resources
it radio as well as in other media 1o
get wider and imore even coverage.
“We should like 10 see more ol diis
because we believe it is not only a
wore cfficient method ot buying time
and integrating all media, but also
hecanse e reduces cost per thoysand.

Higher Rates

"When local bouders build a warll
around  their own territory,” M.
L.ieb explsins, “they pay higher
rates™ and, in addition, a botler wil)
sometimes wy down @ buy on the
best station aromil because its cov.
erage overlaps beyond his own ter
ritory, he points out.

O the other lund, A Lieb CHIS
impediments o regional pools crop
up in the torm of price dilterentials.
(There are 18 dilferent prices fa
Pepni-Cola in the U, S)  “If mie
hatler isselling Pepsi at $1.35 a case
and his neighbor is selling ac $1.20,
ity not fair 10 ask the lowerpriced
man to support advevtising for e
51.35 Loutler.”

Problems like this e the kim!t the
Pepsi-Cola Co. prides itself on trying
10 work out with the bottler throuygh
it eighe regional and four district
olhces.

Pepai’s regional men help train
the bottler and his salesinen in is-
tribution techniques (most of the
bottlers are also their own distribu-
tors) ; they assist in setting up books
and iastitning new  product con-
uofs; they provide point-of-sale ma-
terial, truck bauners and interior
store displays. In addition, the re-
eional offices circulate annually an
advertising catalog prepared by the
parent company and its agency. This
outlines the campaign for the year in
all medha, lists the ads and spots
available and serves as a gencral
guide to the bottler in his planning.

Al this aid is given, according to
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Mr. Lieh, "because the local bottler
wust be successful belore the parent
company can be successful.” Alfred
N. Steele, board chairman for Pepsi-
Cola, describes it this way in his
“bottlers’ creed”: “Our bottler is our
customer and our {riend. He likes us
and we like him. He owns his own
business (the parent company sim-
ply sells him a franchise and supplies
him with concentrate).. .. \WWhen we
call on our bottler we are guests in
his house, , . . This is a two-way
street. He cannot exist without us.
We do not exist without him.”

This highly developed and deli-
cately balanced relationship between
the parent company and the botder
is one of the refinements engendered
by the new management under Mr.
Steele, which came into power in
1950. It is one of the factors that
has aided the company in its upward
swing.

An even more basic consideration,
perhaps, is the formula change insti-
tuted by the new management sev-
cral years ago.

“Pepsi had been made for chil-
dren, heavy and sticky,” Mr. Lieb
explains. “Now it is manufactured
for adults and is lighter and less
sweet.” In view of the fact that, ac.
cording to Mr. Derrick, 64 percent of
the cola narket consists of persons
over 19 years of age, this about-face
is another factor accounting for a
substantial proportion of the com-
pany’s sales increases since the turn
of the decade.

Shortly after the formula switch.
Pepsi redesigned its bottle —in a
“swirl” pattern with new baked-in
labels—and has gradually been dis-
tributing it across the country as the
old bottles require replacement.

At about the same time the new
bottles were introduced, the com-
pany began drastically to revamp its
advertising. “We wanted to take
Pepsi out of the kitchen and into the
living room,” Mr. Derrick explains,
“and we also wanted to appeal to
the modern trend towards lightness
slimness and leisure. [Instead of ap-

U.S8. RADIO & August 1958

Alfred N. Steele, Pepsi-Cola board chairman.

pealing to children with quantity—
which worked all right during the
depression—we wanted to sell Pepsi
as an amenity, & ‘moment ol pleas-
ure.” "

In keeping with this approach, the
old “more bhounce to the ounce”
words, which had succeeded the
“twice as much lor a nickel, too”
lyrics, were dropped in 1952, but the
music was retained. The new lyries
pointed out that Pepsi was “up to
date with modern folks who watch
their weight.”

Old Image Retained

Unfortunately, according to M.
Lieb, the only thing accomplished by
this change was a continuation of
the old product image I’epsi was try-
ing to destroy because people asso-
ciated the familiar music with the
familiar image.

In May of this year, the firm intro-
duced spritely. new music to go with
the altered copy theme-—which also
added the ingredient of sociability to
that of light refreshment. In addi-
tion, instead of hitting hard at guilt-
ridden dieters, K & E presented the
same idea with considerably more
finesse by urging Pepsi drinkers to
“stay young and fair and debonair.”

The new musical commercials are
available in 10%s, 20’5, 30’s and min-
utes. And there is also a series of live
announcements emploving the same

Richard Burgess, Pepsi v. p., domestic sales.

copy ideas—these are without music.

Mr. Derrick has noted in the rela-
tively short time since they were re-
leased that there are more requests
for the longer time lengths (rom bot-
tlers than before the commercial
switch, This he interprets as not
only a compliment for the new
words and music, but also as a pos-
sible indication of heavier radio
buying.

“Radio certainly has changed
since our first theme was intro-
duced,” Mr. Derrick remarks, “and
the new theme and commercials
take cognizance of the changes that
have come about in the medium.

“Radio tadday is local. not only in
scope but in feeling. The new
Pepsi-Cola  refreshiment song  takey
advimtage of the intimacy and gay
mood of today’s local radio program-
ming.”

Pepsi’s emphasis on local radio
must come naturally to a company
that despite its swelling national
proportions is essentially local in
character because of ity dependence
on independent bottlers.

“The secret,” Mr. Lieb says, “lies
in the fact that Pepsi’s bottlers and
the parent company are pulling to-
gether as never before as a result of
the new integration—which carries
straight through the operation, from
formula to package to advertising.

“As Mr. Steele states, ‘Anyone can
make a cola, but very few can sell
it ” " e e @
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THE FM ENIGMA:

34

Valuable Plus
Or Basic Medium?™>

While continuing to grow, fm searches
for a way to stimulate the interest
of national advertisers. Appeal tq

broader base of prospects is being made
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How do you evelve [rom

a “valuable plus” into 2

basic advertising medium?
This is the enignia facing a particu=
larly dedicated group of individuals
—the fin broadcasters.

The fin'ers liken themselves to the
pioneers of the early am days. And
while virtually all agree with Ben
Strouse, president and general man-
ager ol WAWDC-AM-FM Washington,
D. C, that *“we could do more busi:
ness if we put more sales effort be-
hind 1, they don’t necessarily con-
cur on how to go ahout it.

Of the two main badies of opinion,
one agrees with Edith Dick, station
manager of WWRL and WRFM
New York, that 'if fm is to go ahead
on its own 1t must have separate
progranuning.”

Just as outspoken are those who.
with Theodore Jones, president of
WCRB-AM-FM Waltham, Mass., be-
lieve that “fm’s future lies with the
am-frm siereo operator.” But both
camps agree on the fundamental
principle of getting awav from the
usual am programming.

And both feel that the future of
the medium lies in broadening the
base of advertising prospects. “It is
vue that ‘serious music’ program-
ming has strong appeal to an edu-
cated, discriminating audience,” says
A. W, Dannenbaum Jr., vice presi-
dent for sales of the Westinghouse
broadcasting Co.

“However,” he points out, “it is
equally true that this type of audi-
ence not only buys the product witl
limited or specialized appeal but also
buys the mass product as well.”

Charles W. Kline. president of
FM Unlimited Inc. Chicago, ex-

j.)lnin\: “What many mung-conscioge
agency men fai] to realize is that hin
listeners are people. '1'hey eat, sleep,
live in homes or apartments, buy
lond, clothing, appliaices and auto-
mobiles just like the mass am andi-
ince.

“The only difference,” the fim sta-
tion representative continues, “is
thar their circumstances such s bet-
ter income, more education, belter
housing and more buving puwer
enable them to do all these things a
little more selectively.”

Current Advertisers

Current lists of fnr advertisers
contain mostly local clients— “qual-
ity” products and services such i
travel agencies, book und vecord
clubs, banks and investment firms,
more expensive cosmetics, food.
wine, clothing and hi-fi outlets, art
theaters and automobile dealers.

“The specialized advertiser has
been the first to take to fm,” Ed
Merritt, president of FM Unliniited
of New York Inc., points out. “On
a city-tocity basis the variety ol
these accounts is very broad. How-
ever, the large advertiser is still gen-
erally among the missing.”

Fm broadcasters concede that mest
national advertisers are not yet at-
aacted o the medium in any great
number because of the lack of sev-
eral important requisites:

e Promotion by set manufactur-

ers.

e Audience measurement research.

e A concentrated selling effort on

the part of the medium.

A big boost for the medium came
recently wlen the Electronies Indus-

iries Association agreed Lo release a
wonthly whnlation ot hin factory
production, the first ol which will
appear this month.

ElA's Lin count abandoned
soue vears ago on grouids that in-
terest in Ine wis at such a low ebb
the service wis unnecessary. The
lavrge upswing in fiu station coustrue-
tion during the past year as well as
the comtiucton permits outstatiding
prompted EIA w take a second look
at hn,

Getting the nauvonal advertiser to
take another look is a more difficult
problem. His fack of auention to fm
is “a repetition ol the carly days of
am radio when this same situation
prevailed.” Benson Curtis of KRHM
Lo~ Angeles states.

"The agencies have hesitated 1o
press the sale of fin to their clients,”
he says, “largely because of the in-
sufficient fm survey material avail-
able in most markets.”

Mr. Curtis declares that stations
that sinlcast have heen too busy
witht their am operations 1o devote
time, effort angd money to the de-
velopment of 4 medium “which did
not offer a compuarable iinmediate
earning potential.”

He also observes that stations ex-
clusively engaged in fin all wo often
did not have the noney to exploit
fully the mediuin and in most cases
went into the functional nrusic serv-
ices as a means of surviving.

“The result,” says Mr. Curtis. “was
a vather limited approach two the
commercial sale of fm to the adver-
tising agencies. Some of the stations
had ligtle or no sales staff and were
making calls on the agencies onlv
rarelv or once a vear.”

Wds

e il e et R

Station Grants Rise Two-Year Record
Years i Dhilaiine April 1,1957 April 1,1958
Total commercial fm
April 1, 1957 to Aprit 1, 1958 84 23 stations authorized 549 612
April 1, 1956 to April 1, 1957 32 30 Total on the air 526 540
: Li 512 520
April 1, 1955 to April 1, 1956 35 35 icensed
) Construction permits
April 1, 1954 to April 1, 1955 23 45 ' on the air 14 20

Source: National Asssciation »f Broadcaster?.

e e e e e e
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This pictne has changed  nfate-
rially in the past 18 months inmajo:
netropolitan eenters where fm has
gnined a foothold. In the yvear end-
ing April 1. 1958, NABS  John
Meagher, vice president for radio,
reports, “There wis more I station
activity . . . than durving any ol the
preceding three years. And happily.”
he adds, “it was positive activity—
with the industry logging a healthy
growtlr record.”

Along with iucreasetl station ac-
tivity his come increascd progrinn
ming for home listeners and gieater
emphasis on promotion of the me-
divm to the agendies and potential
SPHONSONS,

“The major selling eflort has been
an the local level.” savs WEC's M,
Danaenbarum. But he predicts that
with an increase in the national sell-
ing cllore ™he natonal advertiser
will respond, for the mass product
advertiser needs this audicuce for his
product just as he needs the am and
w audieuce,

“I'he advertising base in the next
few years will broaden,” he prediciy,
“rather than continue in the spe-
cialiced field beciuse e ‘serions’
msic audience is valuable for early
every advertiser.”

FA Unlimiteds Mr., Kline agrees.
adeling that whether an adverdiser is
lacal, regional or national is not ol
prime importance on ha, Whar i
important, he contends, is that the
products or services advertised be of
good quality and presenied in a yway
that is appealing o the presumied
“better educated” fin audience.

“What sense does it make,” he
asks, “for competing advertisers,
large or small, oy continually o
outscrteam  ciach  other or other
broadcast media? Now is the tme
for agencies and advertisers to ger
into fm while rates are compara-
tively low ang listencer lovally is
high.”

Maost fm operators, he «leclares,
allow a maximum of six connmercial
minutes per hour, and less in «lassi-
cal programs. An advertiser can, by
buying a substantial block of [
time, assure himmsell of easy access (o

36

the living roonr withoul funding his
competitors nearby, he poin(s out.

M, Jones of WCRB-FAM Waltham
admits that as of  now “national ad-
vertisers still seein o preler am cov.
crage, although many are becoming
more awave of the Im audience and
are beginning ta insist on hn dupli-
cation,”

On this count. Miss  Dick  of
WREFM New York goes along with
Mr. Jones. “Fme very dehnitely hay
aational as well ws locil appeal,” she
states. “Now that we are pitching to
nattonal accounts, we are having
marked success —such 4y a recent
Lirge purchase by Sindlair,

"\ lot more promotion and a wre-
urendous amount of research is need-
d.” she suyvs. “belore national adver-
tisers will go juto the medium in
ereiter nunrhers.”

Research Starting

Some  research is being  done.
KRN Los Angeles has veleased the
firsa repoit ina continuing study ol
its nuirket by Facs Cousolidated,
which leads o the conclusion that
the fon audience “warrants impor-
tant cpusiderationn and mdicates a
broader base lor udvertising  pros-
pects than is generally  realized.”
And The Pulbse Ine. has beerr cuin-
missioned by 11 Los Aageles fim stre-
tions to do extensive audience re-
search in that area,

Other audience studies have becn
vonducted  vecently, including 2
WX HR-FM Cambridge, Mass., str-
vey of Boston area concert music
fans: a KEAR-FM San Francisco ve-
port on the “striking bdividuality”
ol its audience, and a WITH-FM
Baltimore rundown of the back-
growunds, preferences and  buying
power of its “regular” listeners.

WOCRB -FN Waltham, WRFM
New York and KTRH-FM Houston,
Tex., have done similar studies ol
their “regulin™ listeners. These sur-
veys e mude possible by the sta-
tiony' program guides which sell for
from S1 to $3 per vear. Response to
questionnaives is usualty extremely

high the subscribers, wha
oftenn write thit they will cooperate
i any survey that lielps keep “good
music” on the air.

Whether fm will ever be o “miss
medium”™ & a matter of definitiont
among the {m operators these days,
Where Mr, Strouse of WAVDC-AM.
FM Wishington thinks that fm “is
wore of a class medinm than a mass
medinng” WBC's My, Danncubaum
galls ha's “discerning and diserimi
mating™ listenership a mass andience
“wy b mvolves persons lrom ony
walks ol lile.”

Although  thae audience, he ex:
plains, 15 not as great in number as
that which listens 1o am religiously.
it s composed of “individuals” who
hive insatiable appetites for the king
of music that luy makes available,

Fm programming, fm’ers contend,
has the ellect of increasing the base
ol broadeast listening by attracting
thase who want o hear “fine music”
reproduced  with the high  fidelity
that ¥s characteristic of [m reception.

“Fine music” wsel has as many
definitions  mmong I people s
“mass medinm'™ — including coneert
music, background orchestral music
and juzz. Those fin'ers opposed o
confining the medium to background
music leel that specialized program-
ming will srrace pardenlar audi-
ences with commmon  interests and
consequently will atract advertisers
uying to reach them.

Ao example s KNORK long
Beach, Calif., which progranis only
jazz. “To our listeners,” says Gen-
eral Manager Al Stein, “this is ‘ine
nsic,” We leature progressive jazz,
big bimds, dixieland and Frank and
Ela type vocalists.”

KNOB hopes eventnally to own o
athliate with jazz-fm operations i)
six major markets.

Some fm operators feel that their
medium may be the place for am [are
that has been dropped for lack of
appeil o a wide-enough audience.
Features like [Information Please,
Ted Malone, Mary Margaret Mec
Bride, Veekday and others, Mr.
Klein says, “would have a more re-
sponsive iwnl broader appeal on fm."”

among
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Other examples are such pro-
grams as Henry Morgan, John Hen.
1y Faulk, Theodore Bikel, lectures
on English drama, United Nations
Radio and on-thescene  Broadway
play revues presented by WEBALFM
New York.

“The greatest appeal in fm to-
day,” says Mr. Merritt of FM Un-
limited of New York, “is for any ad-
vertiser who wants to get straight
through, at the most reasonable
costs, to an important adult audience
with money to spend. This audience
now exists almost tailor-made for
any advertiser willing 1o look a little
beyond the patterns of yesterday.

“The cost of reaching this group
in, say, the dozen most important
cities of the country,” he adds, “may
well be less than a potential adver-
tiser would spend to saturrte one
market with am, and be paying for
the least productive parts of the au-
dience while so buying.”

Mr. Curtis of KRHM Los Angeles
also feels that specialized program-
ming will help to broaden the ad-
vertising base. Each 1ype of pro.
gram, he states, should be given suf.
ficiently large segiments to attract its
own audience and should be con-
ducted by a personality who has had
background and reputation in each
field.

“When Milton Cross conducts his
three-hour show of classical music
six nights a week,” he explains, “we
realize that we are not programming
for the masses in the usual concept.
But we believe that all of our pro-
grams cover a wide scope of inter-
ests and tastes."

The energetic f’ers are making
headway. The number of fm sta-
tions and sponsor lists are growing,
A portion of the public is taking a
fancy to specialized programming
and the special services of fin. But a
hard fight is still ahead.

The biggest job, of course, is in
sales where a wider group of adver-
tisers must be convinced of the sig-
nificance of the fm audience.

"With its wide program variety
and the experimental bent seen on
the part of many operators, fm to-
day is a most exciting proposition,”
declares Mr. Merritt, “particularly
since the peaple directly reached are
those most valuable to the potential
advertiser — the people with money
to spend.” o o o
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City-by-City Growth

BOSTON
April 1957
Channels allocated 10
Commercial stations .. 6
Vacancies .. .. — 4

WASHINGTON, D. C.
April 1957

Channels allocated — 12
Commercial stations 10
Vacancies R
CHICAGO

April 1957
Channels allocated _. . 18
Commercial stations . 13
Vacancies . Lo S

PHILADELPHIA

April 1957
Channels allocated . 1
Commercial stations o 7
Vacancies ... . .. 4=
-]

No applications.
** Two applications for one, one for the other.

NEW YORK
April 1957
Channels allocated __. e 18
Commercial stations ......... e 15
Vacancies ... e, 2*
L 3

One application for each.
** Two applications for one, three for the other.
LOS ANGELES

April 1957

Channels allocated e 20
Commercial stations .. ... 17
Vacancies .........._... e e 3*

*  Two applications for each.

** Two applications for one, one for the other.

DETROIT
April 1957
Channels allocated . . e 14
Commercial stations e 9
Vacancies . ... 4
HOUSTON
April 1957
Channels allocated .. R -
Commercial stations .. .. 2
Vacancies ..occce. + . e 6
Source: NAB.

April 1958
9
9
0

April 1958
12
n
1

April 1958
18
17
1

April 1958
12
10
23#

April 1958
18
15
2‘#

April 1958
20
18
2¢*

April 1958
14

10
3

April 1958
8
3
5
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Fresh Label and Fresh

Approach for Regional

Radio User

“Withouit radio, we would

find 1t almost impossible o

do a macketing job in the
Northwest,” C. James Kramer, ad-
verdsing manager ol the Heidelberg
Brewing Co. ol Taconm, Wash,, de.
claves.

Mue Kvamer cites the lact that ya-
dto reaches all consumer groups and
reaches them with the greatest pos
sible speed.  Also, he states, the
geography of the Noprthwest makes
radio the only broadeast medium jo
reach into every area.

“The largest concentrated all-
media acdvertising effort in the his-
tory ol the Heidelberg hrewery” be-
gan in early June. Saturation sched-
nles are running on 40 radio stations
in 32 cities of Heidelberg's primary
marketing area of Washingion, Ore-
gon and Idahw. The beer is also dis-
tributed in Alaska, northern Califor-
niz and the Hawaiian Istands.

More than 90 percent of the sta-
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tisns empPlyed iTe Tunnfiing spot -
nouncements, while the remaining
outlets cuploy weather, news and
sparts progrinns. “The allauwedia cam-
paign was oviginally shited to run
through Labor Day, but “should the
inlpculs be greatenough,” Mr. Kram-
er says, it is possible that we might
cairy on the radio satration in sev-
eral selected markets,”

A major chunk ol Heidelberg's
nearly $150,0000 outlay tor radio in
1938—one of the higlest radio budg-
cts of any brewer in the Northwest,
according to Mr. Kramer—went into
the summer blitz campaign. The
saturation had three original -
poses:

¢ To veach the “occasional suin.

mertime beer dvinker.”

¢ To “remind™ the loyal custoner,

s To setl Heidelberg's new label.

The “occasional drinker,” explains
Thomas F. Killilea, account execu-
tive for Heidelberg in Llie Seatle

tihce of Goikl, Bascomn & Bonfigh
Inc,, is a consumer who “comes out,
of his cave, like the hibemating bear,
when the s is shining. This con-
sumer innuediajely starts drinking
fatrsized gquantives ol heer that lie
never touches in the winter.

“1{ i the winning ol this occasion-
al drinker,” Mi. Killilea motes, “tlrat
can make or bveak the sales pro-
pram for the year. We firmly be-
lieve,” he adds, “that ilwough spot
radio, used ou a heavy and con-
sisteirt basis, we can veach this oc-

U, 8. RADIO e August 1958

-




el

T

Northwest brewer uses spot
to reach ‘everyone.” Firm in t
midst of the biggest advertising

campaign in its 58-year history
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Distribution Areas:
Washington

Oregon

Idaho

Northern California

Alaska

Hawatian Islands
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C. James Kramer, Heidelberg adv, mqr.

Thomas F. Killilea, GB&B accounf exec.

tasional drinker at a time when he
is thinking about having a beer of
schen he iy setting out to hov it

“Thisy can be done at an ecowom-
feal cost and naturally has the added
awlvintage of rewminding our loyal
customers ol Heidelberg.”

Mr. Kifhlea savs that Hedelberg
gocs alter the beer drinker via radio
because the medinm “has become an
integral  part of o daily  life,
Though admiftedly v can ckirim ini-
inense listening audiences, radio s
still an even greater lorce in our
daily Tiving,

Primary Source

“foversvne uses tatlio s a primary
source ol daily intormation and re-
laxation.” he stames. ““T'his is proved
In the fact that taday more radio sets
are sold than at any ather thine
history in che U7, 8."

Heidelberg's Mr. Kraner agrees
with the ageney's views on the souned
medium, saving that “radio is one
medivm of advertising that reaches
all classes of consumers in all eco-
nomic brackets and all age brackets.”

Facing the problem of getung the
message of Heidelberg's new label wo
tlie public in o hurry, the client and
GUB&DB evolved an asllmedia cain-
paign around i “slow brewed” theme
that had becomne familiar w0 the
public,

The new lubel, surguested by Hei-
delberg President Normirn Davis, has
the distinction ol an  identifving
shape which le called “the round
wriangle.”  This makes it possible.
says Mv, Kramer, “to tie in our themy
and our new label in one package.

“Radio’s part of tie campaigit is
to tell customers to look for the
round triangle that makes the out-
side of Heidelberg's botiles and cans
as bright and fresh as the beer inside.

“To get this message across in g
hurry,” Mr. Kramer reports, “we
bought saturation spot schedules in
all of our major markets and within

1wo  weeks' rune we found  the
comsumers were already aware antl
attrncted o our new label.”

The Heidelberg commercials sieex
clear of “the area ol wild claims,”
according to My, Kramer. Instead.
they aye “entertaining, lricudly and
capable of reminding customers o
buy the product.

“On radio,” he explaing, “we ohivi-
ously cannot display the product and
it is dilheult to describe beer and do
it justice.  For these reasons, we ury
for copy that will make friends amd
leave people with a good feeling
wward Heidelbeig.™

As part ol its new fabel campaign,
GB&DB has come up with straight
wie-ninute announcements stressing
“a bright modern face, with the same
good taste” and “look ler the round
iriangle.”

But by far the imost Ipupul:lr com-
mercials are the one-minute comeds
“sitnation™ spots in winch an an-
nouncer might niterview a Swiss
“birdman™ about to nake a para-
chute jumip, a French missile-man
about to be luunched into space or
a “human torch” about to be shot
from a cannon,

Each situation wakes place at a
site familiar o residenys of the
Northwest, cach features a comical
accident resuliing in a crash from
great heights and iu each case the
heva is drinking his Heidelberg on
the way down—proving that Heidel-
berg “tastes good going down any
e, any plagce.”

Feel the Impact

We hive been on 1hieair with our
new  saturation spots and a new
jingle since June 2, says Mr. Killi-
fea, “and we are starting o feel the
inmipict ol the campaign now. People
are talking about our spots, asking
questions about theyy angd quoting
the punch lines.”

The commercialy are one-nemute
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in length, says Richard Tyler, ad-
ministrative head of GB&B’s media
department in San Francisco, “be-
cause we feel we need that much
time to get our selling story across.

“GB&B’s method of selecting sta-
ons and setting up schedules varies
10 a great extent on the product and
sales objective desired,” says Mr.
Tyler.

“For exaniple, we would have dif-
ferent conclusions for launching a
new product tharr we had in setting
up Heidelberg's schedules to intro-
duce the new label, push for sum-
mertinte business and complement
other meclia.

“We know that if radio is used
properly. the results will be extremely
productive with a high degree of im-
pact and saturation obtained at low-
er cost.”

Campaign Reviewed

In reviewing the campaign, GB&R's
Mr. Killilea points to the line, *“look
for the round triangle,” as the phrase
that “rounded out a well-constructed
rampaign and allowed racdio to give
us a visual description of the design.

“It tied our radio along with our
visual media—outdoor, tv and news.
paper. And it has reached the stage
that here in the Nortnwest if anyone
happens to mention the round tri-
angle, people associate it invariably
with Heidelberg heer.”

Heidelberg ard its agency are no
newcomers o radio. Radio billings
of GBXB increased approximately
100 percent in 1937 over 1955 and
another increase is expected when
all the figures are in for 1958, accord-
ing to Rod MacDonald, vice presi-
dent and director of the media de-
partment at the agency's Sait Fran-
cisco headquarters.

“In general, we have used a con-
siderable amount of radio for al-
most every accaunt in the shop. We
have used network programs in the
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past,” Mr. MacDonuld says, “tor two
of our large national accounts and
we have used spot racdio for both
national and regionai accounts.

“We have had measurable success
with radio, as we have used only this
medium in certain markets and have
been able to observe a definite sales
response.”

The Tacoma brewery, which
opened its doors in 1900 and now
wirns out 20,000 cases or a hall-mil-
lion hottles a day, is also a long-time
user of the sound mediumn.

Today’s plant has all of the mod-
ern conveuiences, a radical change
from the original brewery. The Co-
lumbia Brewing Co., as it was then
called, began operations with a
seven-man staff. The first building
was a small frame affair on the site
of the preserit brewery. At that time,
the brewery was big enough for a
few wooden bins, tubs, kettles and
tanks,

“Over a long period ot veurs we
have heen a constant radio user.” Mr.
Kramer states. “For many years, we
had a singing duet called the ‘Hei-
delberg Harmonaires’ whose pro-
grams were broadcast in practically

Red MacDonald, GB&B vice pres.

cvery radio market in the states of
Washington, Orcgon and Idaho.”

As for the present cmpaign, he
says, ‘‘we have successlully adopted a
policy of pyramiding our spots on
Wednesday, Thursday and Friday in
order to catch the weekend trade.
We fleel, however, that the most ef-
fective thing we have done is to use
the bulk of our radio on a continu-
ous basis.”

Mr. Kramer reveals that radio ad-
vertising contributes a valuable and
unexpected plus to Heidelberg's sales
effoits. He reports that radio in the
firm’s advertising format "is a great
psychological factor on our sales
force and distributing organization.
They feel that the broadcast medium
1s very important aud they laok upan
people who work in radia as being
responsible for much of their suc-
cess.”

“In the future plins of Heidel-
berg,” Mr. Killilea declares, “one
thing will be certain—that radio
will always be a major phase of any
Heidelberg advertising campaign.
Heidelherg will continue to use ra-
dio on a sawration basis in every
major market powsible.”” o o @

~

Richard Tyler, media admin, head.
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Robett T. Battley

I am not interesied so much in percentages or
precise classifications as | am in whether a
licensee has rendered a “service” to his com-
manity during his “stewardship” of the past
license term. By this | mean has he antempted
reasonably to meet the needs of his audience in
terms of his role as a leader in the community
in entertaimment, information. educationr and
commerce.

W AP

T. A. M. Craven

The coinmission has no bysiness in program-

: \ - : -
ming. It’s censorship. Complaints of bad busi-
ness practices will prompt my interest but I can’t
conceire how the FCC can determine progran
badance for a community it’s never seen.

(T

John S. Cross

We must coustder all applications on an imdi-
ridual basis. | look particnlarly at proposals vs.
performance, What is “*paramonnt” is, of coarse,
the public interest.

g T

FCC Walks Programming

John C. Doerfer, chairman

All renewal applications are different so they
must be considered on that basis. There is no
one section of the application that outweighs the
other in importance. It's the overall perform-
ance picture that influevces my decision.

LR TN QTR TR
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Frederick Ford

My decisions are based on the “public interest,
convenience and necessity.” In making a deter-
mination on a renewal, any one of numerous
factors may be predominant in a given cuse.

Wk =g O RGN Y 1o b o .

Rosel H. Hyde

I am interested in whether an applicant’s record
shows a conscientious effort to be fair and rea-
sonable. | am also interested in activities indi-
cating the application of imagination and study.

T DA ONTTRRT M e W [T [l [ . P T T

Robert E. Lee

Quer-commercialization concerns me. [ have no
objection to commercial programs but I do object
to excessive amounts of commercial continuity in
an hour. I've clocked as much as 33 minutes of
commercial time in 60 minuntes.

" R R N T T

JTERANN TR ORI 1 [ TR

Program matters are at best difficult

to rule upon.

Tightrope

Court rulings, official

decisions and legislation are guides

“It is clear from history and

the interpretation of the

Federal Communiciations
Act that the choice of programs rests
with the broadcasting stations li-
censed by the FCC. , , . A radio
broadcasting station is not a public
utility in the sense that it must per-
mit broadcasting by whoever comes
to its microphones.”

That was the ruling of the U. S.
Circuit Court of Appeals in the case
of Mcintire vs. William Penn Broad-
casting Co. (1945). The decision—
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and dozens like it—stand today as
guideposts for the FCC in their pro-
gramming determinations — perhaps
the most vexing problems the com-
mission faces.

Programming is the life blood of
broadcasting. It can also be aptly
described as the commission’s peren-
nial tightrope. To walk the rope
invites an attentive—but divided—
audience. There are those who main-
tain that programmming is none of
govermment’s business and that cen-
sorship will be the ultimate conse-

quence if the FCC gets too interested
in these matters. There is, on the
other hand, a prevalent theory—re-
iterated just recently in Senate Com-
merce Committee hearings on the
desirability of placing networks un-
der the direct jurisdiction of the
FCC—that the public interest would
be better served if broadcasting were
subject to further regulation.

In short. the industry’s most dedi-
cited critics are forever insisting that
the FCC do something about pro.
gramming. When the FCC does do
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FCC

something, the wail ol protest gen-
crally doex not subside until it echoes
through the courts.

Just how far van the FCC ga in
its programming appraisals? The an-
swer lies in the Communications Act
of 1934, But laws are flexible things.
They can be amended. They can be
discarded. They can be interpreted
by seven different FCC commission-
ers in seven different wavs.

Morve often than not, the License
of a station under question is re-
newed with a dissenting opinion by
one or more commissioners, instead,
of being revoked.

Ahlthough conmmissioners mav dis-
agree on specific cases, they are gen.
crally in agreement that the FCC is
obligated to  comsider a  station’s
overall progrant structure. The FCC
can make program recommendations
but it cannot dictate program policy.

The commiswion can, for example,
advise that a certain percentage of
air time a week be devoted o public
service programming but it cannot
direct that the local hospital be given
the time for its fund raising cam-
paign.

Fuuctioning as it must winler the
Conmumnications Aet, the FCC i
charged with the respomibility of
safcguarding the public interest with-
out censoring the media which it
regulates, a two-pronged assignient
which even the experts, at times, find
hard to reconcile,

When an applicant files far 2
broadcast license hic becomes the siih-
ject of a thorough and cautious
investigation. The FCC under law
may only grant a broadcast license
on the basis of service to the public.
To assure that a licensee continues
to operate according 1o the law, his
license must he renewed hv the FCC
every ihree years.

Paramount in the FCC approval
of his renewal application is the li-
censee’s account of his past program.
ming and his fuwe programming
plans. He must furnish the commis-
sion with detailed information—past
and proposed—on the percentage of
time his station devotes (o entertain-
ment, rcligious broadcasts, agricub
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oural, educational, news and discus-
sion progranw. There is a lengihy
section in the renewal application on
the station’s commercial practices.
Fully half of the questions asked ol
the licensee in the eight-page rencwil
application  concern  programming
with the halance divided between
enginecring data and genceral infor-
mation.

Basis for Decision

A study ot the licensee's renewal
application is the basis upon which
the FCC says it relies in deciding
whether or not the broadcaster is op-
ciating in the public interest. In the
final analysis, it is program balince
that counts, the FCC stites. .\ broad-
caster who completely omits any one
Kind of public service programming
fromn his schedule stands on shaky
ground at license renewal thme, av
cording o the FCC.

There are no figures available at
the FCC on the precise nmber ol
licenses swhich have been revoked in
the past, Because of the procedure
followed by the commission when a
sCTIOUN uestion avises as to the de
sirdbility ol renewing a liceuse, o
revocation is extremely rave.

The Communications et gives the
crrimt broadcaster aniple opportu-
ity 1o urend his wavys,

A unique instance of the renewal
procedure at the FCC occurred last
March when nine of the I operat-
ing radio stations in Atana, Ga.,
were called on the carpet for what
the FCC termed imbalance in theiv
programming schedules. When the
offending stations filed their renewal
applications, logs indiciwed an al-
wost exchusive music-news format il
oll nine cases with pracucally no
broadcasts ol any other type, accord-
g to the commission.

Letters questioning their opery-
tion were sent by the FCC advising
that additional information was
necessary before their licenses could
be renewed. The majority have coms
plied with the FCC’s request and at
this writing all answers may he in.
But until such tme as the FCC de-

cides whether or not their answers
constitute a sure cure for their pro-
gram ills, the stations are operating
on a “deferred license” basis, the
FCC states.

The commission feels that from a
standpoint of economics, quite aside
from: public service, it makes sense
for a broadcaster to adhere to the
broad program recommendations of
the FCC. And he usually does. With-
out a license, he is out of business.
The commiission is only too happy to
leave the headaches of programming
specifics to the broadcaster’s good
judgment.

Because of the generality ol its
programming standards, the FCC's
role in this area is liniited at best.
On the whole, the present commig
sion favors keeping it that way. Re-
{lecting the FCC's sentiment on an
extension ol its authority, Chairnian
John Doerfer only recently wld the
Senate Commerce Committee that in
his view the Bricker bill, which
would bring networks under FCC
regulation, tailed to spell out “spe-
cific evils” it was mtended to correct
or *“the stdlards 1o be used in mak-
ing reguladons.”  He  questioned
whether additional vules were ¢ither
necessary or desirable.

A totally candid observiation on
the question of execessive govern:
mental authority — again reflecting
the disposition of the FOC-— was
made some time ago by the FCC
chief counsel, Warren E. Baker, in a
speech belore the National Religioas
Broadeasters Inc.

“1 hope the day will never come
when the conmuission . . . 1s given a
supply of blue pencils and turned
loose on the broadcasting industry.
I"his is the road to a police state. . . .
I am firmly convinced that the way
1o get good byoadeast programming
... is not by having sevenwr connmuis-
sioners issue  pronouncements and
orders from Washington. The best
way is the way we have now: Thou-
sands of stations with a multitude of
individual licensecs making the pro-
gramming decisions. In this way the
broadcaster is much more likely to
respond to local needs and local
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civic groups. And in this way the
diverse programming ideas of these
many different owners can be wied
out,” My, Baker said,

Besides the commission and the
licensed broadcaster, there is a third
{actor at work to further complicate
the already complicated question of
how far the FCC can go in setting
program standards. The third party
might be a spokesman for a civic or-
ganization who complains to the
FCC that the local station is 1ot as
generous with time as he feels it
should be. Then there is the man
who says he wants 0 buy air time
and can’t seem to get it. There is also
the sponsor whose contract isn't re-
newed by the siation becxuse, in the
judgment of the station manager, the
time can be put Lo other use,

‘Whatever the complaints from the
public, they have a common destina-
tion: the Federal Communications
Commission, And unless the com-
plaint proves to have a distinct and
substantiated relationship o the
public interest, the answer is con-
sistently the same: Petition denied

Again the FCC suesses that it is
up to the station to decide what con-
stitutes good programming—and that
1t 1y the commission’s job to review
ilrat decision hut not to exercise any
censorship over a station's program
content.

The FCC operates on the practi-
cal assumption that there are not
enough hours in the broadeast day
o keep everybody happy.

To those on the other side of the
microphone, Mr. Baker advises, "Re-
member the licensee cannot grant
your every request. He has problems
and responsibilities of his own: The
responsibility of providing his listen.
ers wilth a balanced program service
—mneyws, discussion of public issues
music and other lorms of entertain-
ment, certain market reports and
other useful agricultural information
to the farmers of his community, and
programs of an educational nature
as well as religious programs. . . .
The broadcaster must try to be [air
10 all of them.” o »
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FCC Guideposis

“If, upon exwmiuation of any application . . . the Conmis-
sion shall find that public interest, convenience and necessity
would he served by the granting thereof. it shall grant such

application. Section 309, Communications Aet of 1934,

“Nothing in this Act shall be understood or construed to gire
the Commission the power of censorship over the radio com-
mitnications or signals transmitted by any radio station, and
no regulation or condition shall be promulgated or fixed hy

the Commission which shall interfere with the right of freg

speech by means of radio conmmunication.”” Section 3206,

Communications Aet of 1934,

“The (Communications) Aet does not essay to regulaie the
business of the licensee. The Comumission is given no super-
visory coulrol of programs, of business managemeunt or of

policv.” FCC vs, Sanders, 1940.

“For a radio station to refuse to sell time in which an jn-
dividual max broadeast his rviews may be censorship, buil yee
know of no hae wchich prohibits such a eourse.”” Melntire vs.

William Pennr Broadeasting Co.. 1945,

“The Commission helieres that under the American systein
of broadeasting the individual Heensees of radio stations have
the respansihility for determining the specific program ma-
teriul to he broadcast over their stafions. This choice. houe-
ever. must he exercised in « manner consistent with the hasic
policy of the Congress, that radio be maintained us a medivm
of free speech for the public us a ichole, rather than as an
outlet for the purely- personnd or private jnterests of the

L

licensee.”” Report of the Commission on Editorializing by

Broauecast Licensees, adoptesd June 1. 1949,



PROS AND CONS:
NBC Spot Sales Surve

When Selling Adults
% Timebuyers Choosing

“Top 40 Tunes’’ stations

“Standard Music & News"
stations

“Varied Programming”
stations

Source: NBC Spot Sales survey.

A crowection of timebuyers
have tndicatal in an NBC

\ Spot Sules survey that they
expect vanieed prugulumling NI
1o do the best job in selling prod-
ucts to adule.

In 2 study of 258 timebuvers in 203
dilferent agendies and bvanches, NBC
reports that almost hal the respond-
ents vated this type of station num-
ber one in commercial eflectiveness
for adutis, 1t savs an overwhelming
wajority of the timebuvers empha-
sized local programming in general
as a determining factor in station
selection.

In its second gpuestionuiire mailed
o membeys of its Timebuyer Opin-
ioni Panel, NBC Spot Siles states that
91 percent of the panelists believe
“the type of programming surrount.
ing a riclio commercial has a definite
bearing on that commercial’s sales
effectiveness.” Almost mine out of 19
(86 percent) saicl that even when pur-
chasing saturation schedules they
consider progrinn formats as well as
ratings, the study shows.

Tn attempting (o determine the
relationship between program type
and the sales cffectiveness of radio
cominercials, NBC divided radio sta-
tions into three categories: Top 40
tune stations—which specialize in
plaving only the most popular hits

46

AGENTIES ‘WITH
BROADCAST BILLINGS

Under

Over
Total $5 Mill. $5 Mill.
T a% 5%
40 42 39
49 42 53

ol the dav: standavd music and news
stations—which feature standanel s
well as current pop sotigs; varied pro-
aramming stations—which hroadcast
dramatic sentals. interviews and com-
edy shows in addition o nunic, pub-
lie service et news shaows,

"While it was recognized that there
are many diflerent wypes ol radio sta-
tinns in operation today,” the sirvey
states, it was fele dhae the great ma.
jerity of stations bought by national
advertisers letl into one of the nther
ol these three categories.”

The panelists were then asked o
asstune that they were buving these
station types lor products purchised
Ly adults and to choose the type best
suited to sell their product. NBC
Spot says nearly hall the respiondents
(19 percent) replied in [avor ol the
varied programming stations, while
10 percen voted for standard musje
and news. The top 10 stations, ac-
cording to NBC Spot Sales, received
only five percent ol the mentions.

The company declares that of the
panclists  wheo returned ¢uestion-
naires, 37 percent are cmployed Iy
agencics whase radio-tv billings are
in excess of S5 mitlion, and that the
remaining 63 percent work lor agen-
cies with broadcast billings of less
than that amount. In this connec-
tion, NI3C reports that amang the

Jarger agencies varied Tnogi':lnmlhlg
and stundard music and news sta-
tions ran a tie, while iu the smaller
shops varvied progranmming stations
received 53 percent of the votes to
stindlaid music and news’ 39 perceat.

AMany of the panclists, NBC says,
chose the varied programming for-
ats because they dele that listener
sttentiveness was higher than with
other types. Sixty-nine percent ot
the respondents voted this way, while
29 percentast their baltots lor stand-
ard music and news stations,  Four
percent felt that attentiveness was
higher for top 40 lormats, NBC says.

freaking down programmuing types
st furcher, NBC asked the panelists
what kind ol show would sell an
actult prodoct with maximum cilec-
tiveness. Neavly two thirds (65 per-
cent) picked the category ol news,
weather  and  walhe  inlormation.
Standind  popuolar WSl was men-
tioned by 41 percent and spores pra-
grans by 26 pereent. “Raock "n roll
v top 10 programming” drew [our
percent of the timebuyers angl were
mentioned hy the nnder-$5 urilhion
agencies exclusively, the study states.

NBC Spot Sales comnients that
“the forcgoing discussion  really
brings to focus the dilenima facing
today's buyer of radio time. On one
hand, he is exposed 1o the impressive
vatings garnered by certain highly
successflul stations,  On the other
hand, he has to consider the ap-
parently greater sales effectiveness ol
certain other stations which, how-
ever, are unable to compete on &
purely numerical basis.”

On mother tack, NBC Spot Sales
asked panelists how indicative of the
acceptance of a station’s program-
ming ina given market is the volume
ol local advertising on a stition.
Forty-two percent of the timebuyers
replied that local adverusing voluine
is indeed indicative ol acceptance
and 41 percent said it is not peces-
sarily indicative. o o a
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Rebert E. Eastman.

The NBC Spot Sales Time-

buyer survey (sce opposite

V' page) has produced much

comment and, in some quarters, has

provoked a hail of criticisnu At press

time, the diatribes boiled down 1o
this:

Many stations assert tliat although
thriey are independent, their formats
can also be described as “varied.”
In addivon, they claim, many of
those who play top 10 tunes also
lrave other progranuming mainstays.

Among the more outspoken critics
of the NBC study are Robert E. East-
man and Adam Young, who head up
their own representative firms.

They claim that the questions were
weighted by NBC Spot Sales (o clicit
a “sclfserving and biased conclu-
ston,” favorable to the neuwork's
own programming concept — the
“varied programining” format named
number one by the survey in sales
effectiveness [or adults,

The swnvey, they say, virtually ig-
nored the fact that stations leaturing
popular music are among the most
successful on the air today.

Both gentlemen protest the “over
simplification” involved in dividing
radio stauons arbitrarily into three
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Adam Young.

categories, holding that this tended
to force the respondents mno false
choices.

“Tlhis seems the most obvious bias
and lallacy ol the entire study,” ac-
cording 1o My, Young. “Modern ra-
dio as we champion and sell it can-
not be characterized by a one-word
or ane-phrase description. Modern
radio is a combination ol many dif-
ferent c¢lements . . . and is based on
the concept of programnving under
the absolute control of astute man-
agement. This means that the pub-
lic is not allowed to dominate the
station’s programuming through top
40 lists, nor are air personalities per-
mitted to Unpose their taste on the
public.”

Mr. Eastman comments that the
“surrounding programming to a com-
mercial has a bearing only in rela-
tion to how that commercial sold
goods.  The iuranecine warfare
stirrecd up through bacl research and
well-stated, but unfounded, opinions
is cdletrimental to the industry. If I
were a newspaper representative, 1
would be chortling and rubbing my
hands together over the recent NBC
utterance . ., an ill-acdvised and nega-
tive offensive.”

Continues fo StirCommentis

Mr. Lasunan refers to s own “ex-
tensive survey of sules eflectiveness in
radio which was a documented col
lection of proof-ol-sales effectiveness
on various products.

“In xlealing with all wypes of sta-
tions and markets, the evidence was
plain that good local programming
with consistency and imagination
produced sales. . . . Sales is the issue
—let's nat becloud it with slanted
sUIveys Or vacuous semantics.”

A sin ol omission in connection
with NBC Spot Sales’ emphasis on
the relationship between commercial
effectiveness and program coiftent
was noteck by My, Young: “Thev
omitted one very important consid-
cration .. . production. This is prob-
ably because production is generalty
misunderstood by many broadeasters
and advertising people alike. The
modern operators were the first ones
to make a careful study of the need
Tor giving special emphasis to com-
mercial content. Tt is perfectly clear

. . that the method used for high-
hghting commercials by modern sta-
tions gives them by [ar the greatest
attention.”

Above-Average Taste

Even ignoring this omission, how-
ever, Mr. Young states that, in his
opinion, the survey was biased bhe-
cause it tacitly appealed to the
above-average taste of adverusing
agency persoimel,

“We are. after all, supposedly the
ultra-sophisticates in the business of
persnading others; we compliment
ourselves on oui perceptive and
acute sensibilities. It is the responsi-
bility, however, ol the timebuyer to
make the best buy for the advertiser
on known facts about the audience
reached. When a buver permits his
own personal preferencesin program-
ming o0 interfere, he is doing his
client a great cisservice and all con-

scientious buyers realize this”" e o
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A greac deal of space has been
devoted in recent years o the
dynamic  and  cenual role
played by the national station rep-
resentative i the econonnic resui-
genee of radio. Less space and less
attention has been given to an equal-
ly vital lactor in this resurgeiice—tlie
expanding activities and services on
behall of botlr the station and tlre
advertiser rendered by the represent-
atives.  The resnlt is they have be-
come a vital and indispemsable laree
in the broadcasting business.
Behind the salesman walking into
the timebuyer's olhce today is an
array of services and functions per-
fornied by the representative which
were undreamed of 20 or even 10
years ago. To agency buvers und
their chients this has meant expan-
sion in the lacts available on which
to base a buying decision and greater
elh('fenry in the mechanies ol buying.
To the station 1t has meant en-
larged bilting vistas and a steadjh
expanding flow of counsel [rom rep-
resentatives on  subjects ranging
rom programming to pricing.
Since campaigns break fast in the
ad world, a critical function ol the
preseit-day representative is  pro-
viding agencies with current up-to-
the-minute availabilities. There are
sudden saturation bursts, switches in
copy, secret market tests and swile

Mr. Webb has been managing director of
SRA since April 1955. Prior to that, he was
vice president and national sales manager for
WLOK-AM.TV (now WIMA-AM.TV] Lima, O.

18

Representatives:

Mentors to Station

And Advertiser

Lawrence Webb, managing director,
Station Representatives Association

imwoductions  of  new  products.

Limigations ol space permijt tie
listing of only some ol the basic
things representatives  do Tor  ad
ALENCICS:

I. They Turnish coniplete nrrket
mlormation and inalyses on @
station, mclading highly spe-
cialized dirta as, tor example,
trathc counts on certain yopr-
uers within cevtain hours, the
percentage  of  women  who
work within the given market.

2. They suggest station line-ups
for products.

3. They advise on strong poiiis
ol a product lor emphasis in
comnlercials.

4. They supply a«ata such  as

coverage figures lor timebuvers.
5. They do duphication studies

between specific buys,

G. As part of their service, they
olten assist agencies in making
decisions in regiard o markets
where they themselves are not
invohved.

OUn behall of their stations, there
ate many types ob promotional ma-
terinl prepared by representatives.
One group might be called general
station inlormation, providing such
material ay background dita about
the markets served and indices of
stations’ share of audience. Since iu-
formation about programs and
talent is of such paramount impor-
tance io advertisers, a great cleal of
the mnaterial prepared by representu-
tives is concerned with progranis

available for sponsaorship. Other pro-
niotion pieces concern reports ol
sales success by programs or persan-
alities, descriptions of special mer-
chandising services available, conr
pilations of farm data, specialize(l
maps to show mail response and
newspaper log coverage.

I'he “extra-curricular” activities
which have become a regular part of
the service representntives provide
include:

Programming advice—Representa-
tives are regularly consulted by their
statioirs in the matter of types ol
programs or tatent that might be
popubir and saleable.

Reate  consultation—>Nlare olten
ithan not stations consule their rep-
resentatives ms to the advisability ol
sate changes.

z\lt'srclhmeaus—lnlcrvicwmg pro-
spective employees, providing guid-
ance and advice in preparing lor the
airdate ol a new station.

One highly successful statioit vejr
resentative put the present-day phﬁ
losophy that guides his personnel this
way= “Spot advertising is not a (om-
modity that is turned out on an as
sembly line. It's a highly specialized
service. Each acdveruser musf have
an individual treanent 1o meet his
market, his budget and his merchan-
dising objective.”

The vigor of the medium xo-
day is such that the represema-
tive has not yet reached his full po-
rential, but is, along with radio, a dy-
namic, stilkgrowing lorce. o o o
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& orobert e. eastman &« CoO., inc.

national representatives of radio stations

NEW YORK:

527 Madison Avenue
New York 22, N.Y.
PlLaza 9-7760

CHICAGO:

333 N. Michigan Ave.
Chicago, lllinois
Flnancial 6-7640

SAN FRANCISCO:
Russ Bldg—Room 1043
San Francisco, Cal.
YUkon 2-9760
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focus on radio

A Quick Glance At People, Places

And Events Around Radio-Land

GRAND 'OLE OPRY talent contest winner,
Margie Bowes of WDVA Danville, Va., teams
up with country music star, Ernest Tubb, Miss
Bowes won the annual competition, sponsored
by the Pet Milk Co., over performers frem five
other Keystone Broadcasting effiliates. Ameong
her prizes were a contract with Hickory records
and a six-week engagement on WSM Nashville,

_ & -

TWICE AS GOOD," WCUE Akron O., takes on alamor
from two University of Akron co-eds, who are pictured here
with ‘N.CUE’ !’aull Howard. Girls gore chemise blouses WCKY KICKS OFF new programminy concept and decorates Cincinnati in the
promoting station's frequency on their tour of downtown el e d ¢ te station's ol -
s 1snd e benpliomming s et~ aes process as lovely "legmen™ cover downtown area to promote station's “pleasure

d programming.” Girls delivered coupons, worth 85 each, in the formi of daisies.
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GUIDED TOUR CEMENTS station and sponsor relations among WTTM Trenton,
N, J., WBCB Lower Bucks County, Pa., and Kerns beverages. Bill Pearson, v. p. &
adv. mgr. for Kerns, explains bottling process to Jack Gartland, WTTM news dir.,
and Jane Sarin of Eldridge Inc., Kerns' agency, who is busy taking notes.

YOUNG VOCALIST DEBUTS on Father's local news and weather show
gver KMA Shenandoah, la. Edward May Jr. regularly intenes “happy
birthday™ to listeners following in his father's performing footsteps. Dad
doubles as president of the May Broadcasting Co. which also operates
two stations in neighboring Nebraska — KFAB and KMTVY Omabha.

WISCONSIN TORNADO VICTIMS benefit by
WCCO’s plea to listeners for food and ¢lothing.
Minneapolis station had collected 50 tons of relief
supplies six hours after first announcement. Allen
Gray, of WCCOQ's Starlite Salute, interviews Civil
Defense workers who assisted in the operation.

DOUBLE CELEBRATION MARKS 23rd anniversary of
station representative firm and birthday of its founder.
The George P. Hollingbery Co. started out with 17
radio stations and now serves 48 through offices in
seven cities. The executives are [left to right): Harry
Wise Jr., tv pres.: F. Edward Spencer, bd. vice chmn.;
George P, Hollingbery, bd. chmn.; Fred Hague, radio
pres., and John Peterson, tv v. p. Festivities were in N. Y.

WCOV MONTGOMERY, ALA., joins in "Easy Living™ promotion
staged by the Normandale shopping city, described as one of the
largest centers in the South. Station broadcast remotes from the
center daily, selling time exclusively to Normandale merchants.
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Milwaukee, Wisconsin

The Balaban Stations ...
in tempo with the times

3

@ probert e. eastman & co., i

national representatives of radio stations

NEW YORK: CHICAGO:

527 Madison Avenue 333 N. Michigan Ave
New York 22, N.Y. Chicago, lllinois
PLaza 9-7760 Flnancial 6-7640

SAN FRANCISCO:
Russ Bldg—Room 1043
San Francisco, Cal.
¥Ukon 2-9760
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hometown USA

Local Promotion

™
® Commercial Clinic
™

Station Log
® Radio Registers
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Four-Year Growith:

Plan Links
Sponsor To
Club Women

Community Club Awards’ promotion

compensutes the family shopper

for buying promoted brands

promotions and merchandis-

ing campaigns staged by ra-
dio stations will range all the way
from letter writing to skywriting. Al-
though the sky may be the only limit
to the teans devised for these pro-
motions, the twin goals at which they
all aim are strictly earthbound: To
increase sponsor advertising and to
enlarge and hold the listening audi-
ence.

After four years, there is one pro-
motion that claims it consistently ac-
complishes both these ends. Started
locally in Virginia, it is now copy-
righted under the name of Com-
munity Club Awards and is current-
ly being used by more than 135 sta-

8
% This year the thousands of
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rules and

tons in 13 states, according to the
organization.

CCA, a property of Comwmunity
Club Services Inc.. New York. sets
out o caprure the buying power ol
millions of club women throughout
the country by appealing to their de-
sire to raise funds for these clubs.
The proniotion consists ot contesty
amoug the clubs in a given area to
see which group of women can pur-
chase the most merchandise adver-
tisect by the sponsors participating it
the plan over the local radio station.
At the end of specified time periods,
cash awards are wade 10 the win-
ning clubs.

“As a promotion, it ofters guaran-
teed sales to the sponsors who buv it

280090000

NOBLE GRANDS Ctyp

This scene may look like & political convention, but
it is really the kick-off meeting of @ CCA plan in
Sait Lake City, U. Ladies are being initiated into.

requlations governing the promotion.

and a guaranteed listening audience
to the statiorr that uses 1t,” CCA\
states. Since stations usually go after
new advertisers when planning a
CCA campaign, thev generallv are
able o atract considerable addition-
al business at premiunr rates, CCA
1'ep0rls.

The mechanics of tle operation
work like dris: A\ Conmunity Club
salesiman signs up a station (only one
per market) to a. franchise for one
vear. The station must use CC.\ for
at least one 13-week cycle during that
time. CCA's fee is based on a per-
centage of the station’s net income
trom the participating spousors.

Once signed, the station then goes
out and sells advertisers on a CCA



{q HOMETOWN U.S.A.

participationr at between 20 and 30
percent more than the usual one-
spot premium rate. Stations deter-
mine the minimum buv for an ad-
vertiser for the 13-week cycle and al-
so decide how many spousors they
want for the promotion. TCA re-
ports that 20 is the average number
sought in most areas.

Club Director

After the sponsors are signed, the
station appoints (at a salary) a Conr-
murnity Club director to act as haison
between the station and the club
women, She is usually a leading club
member in the community. Meet-
ings are arranged to acquaint the
various clubs with the CCA plan.

CCA then supplies to tlie ladies a
buyers’ guide which lists the prod-
ucts of the advertisers and the rules
of the contest. The station pays for
these booklets and also purchases
from CCA posters, window cards and
other promotional material. Because
of the volume printed, CCA states it
is able to supply these aids more
cheaply than a local printer.

When buying sponsor brands, the
women must obtainr proois of pur-
chase in the form of cash register re-
ceipts, bottle caps or box tops. Each
proof of purchase is assigned a dol-
lar value by the sponsor and these
are tallied up for each club every
week. Alternate weekly cash awards
are given the cluly with the greatest

dollar volume per capita and the
club with the greatest dollar volume,
so that large and small organizati"ons
have an equal opportunity to win.

At the end of the 13-week cycle,
banquet is held and the club that
hias wurned in the largest dollar vol-
ume of prools of purchase for the en-
tire period wins the grand award.
Depending on the market size, the
total amounts given during the cycle
range from $1,500 to $10,000. The
sums are decided upon by the sta-
tion which finances the awards out
of the fces charged the sponsors.

No Club Loses

None of the cluls actually loses in
the promotion, however, becausc the
station buys back the proofs of pur-
chase from all non-winning clubs at
the end of the cycle for $1 per $1,000.
The clubs, according to CCA, are
satisfied because they raise money in
proportion to their efforts.

CCA states the sponsors are
Pleased because they are able to ob-
tain an accurate picture of how their
products have been selling for that
13-week period. In addition, they
are able to move products off their
shelves and get them inio homes that
ordinarily might not use them.

The radio station, CCA declares,
is able to increase advertising spon-
sorship and revenue not only for the
CCA cycle, but zlso in many cases
permanently because advertisers may

Waving checks, top four Community Club winners surround R, C. Em-
bry, vice president of the Maryland Broadcasting Co. Campaign was
carried by WITH Baltimore, one of CCA's most frequent participants,

e e e ——————— e ———

continue 10 buy time, The stition
also attracts listeners by spot an-
nouncing CCA news and awarding
bonus credits to clubs whose mem-
bers hear their names annowneed
over the air.

CCA, while not contracted to do
s0, tries to help swations sign mna.
tional advertisers for the project. Al-
though the firm claims to have been
imstrumential along these lines in
mmany cases, it does so only iir coop-
eration with the station’s represen-
tative, who always receives the usual
commission, CCA declares.

A corollary advantage sometimes
accruing 1o sponsors who buy CCA
time involves the awarding of bonus
credits to club members who supply
uscful information, such as lists of
expectant mothers for diaper serv-
ices, names ol families about to move
for transfer finms and lists of prov
pects for insurance agents.

In many communities tliere have
been several consecutive CCA cycles.
tn Baluimore, Md, for exanple,
30,000 club women have supported
10 cycles in a row and are now in
the eleventh cycle, according to CCA.
WITH is the participating statipn
there.

National Sponsors

Among the national sponsors back-
ing CCA in several markets are: Hit
Parade cigareutes; Coca-Cola and
Pepsi-Cola; RCA Whirlpool, West-
inghouse and General Electric; A%D,
Acme and Safeway supernarkets;
Gulf, Cities Service and Esso gaso-
lines, and Libby food products.

The Community Club Awards pro-
motion aas developed by Joe Mat-
thews, president and genera! mai-
ager, who was formerly general man-
ager of WLOW Norlolk, Va. Vice
presidents John Gilmore and Wil
liam Carpenter have also been instru-
mental in CCA’s growth, Start-
ing as a radio promotion—whiclr re-
Mmains its major activity—the firm
has branched out into other media
and now has offices in six cities. In
addition to New York, they are lo-
cated in Chicago; Norfolk; Denver,
Colo.; Houston, Tex., and San Fran-
CisCO, o & »
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LETTERS TO THE EDITOR

Mistaken ldentity

Thank you for including an interest-
ing collection of phator ad coloriul
1ecallection of airwaves' golden days in
vour May 1058 feature, Radio's First 35
Vears. 1lowever. T must take issue widh
sour Feportes on the caption that ac
companies the phota ol an early Bing
Crosby show in KH] Los Angeles.

He identifies the three voung ladics
as “Hing Croshy's lrequent guests, the
Andrews Sisters.”

Take a dloser lank. 1t's the famed
Bawell ers act wniling out of the
past. These were the gals thm gase
PPani. Maxine and LaVerne and other
subsequent acis the sister trio ideal

Grege Hunter
Stiller, Rovie & Hunt Advertiting
Bevarly Hith. Colit.

1t s 2 vens interesting artisle and
britigs to mind a number of events that
many of wm have forgotten.

I think perhaps your proaf readet
alve forgon to read the page which shows
A paragraph about 1933, [t is a picture
of Bing Croaby aud the article says witly
the Andrews Sisters. 1 think voo will
find 1heve are the Boswel) Sisters. 1 1
ant not mistaken. thac is Connee in the
mickdle.

Regardles. it is a nite picce of work
aml vou are to be congratulated,

Weath
Vice Pretident

Jahn H
£

Gracious Lady

Your apology is accepted hut cer-
tainly nac necessary on Acaunls” eraers
wrre nut imented strietdy for v, S ka
pio's we. Wed all betier keep ome
within reach.

Connee Boswetd
New Tord

From Across the Border

In Radio's First 38 Years there ap-
peared a pivtnire which has great signifi-
cance for me. 1t shows an carly mike of
4 station 1o which T hasve listened over
the years amd it deais. with a scene |
have become very interesced in. (WGN
Chicago covering the Scopes trial)

. J. Hunter
McConnell, Eostmon & Co. Adeertising
Cbligary, Alberto. Conads
Fd. Note: Reprints of the anticke are
avaitable,

"Must Read’

You're doing a finc job in covering
the significant news &t U. 5. RADIO.
Becawse the major adserining etlore

ol our dicn. Sinclaic Rebuing. i in
spot radio, your excellent magasine iy
tops on My “must reael” Hist.

Keep up the good work!

3 v
Marey, Humm & Worwick Inc.
New Fork

Kudos,

T have been delighted with the edi-
torial centent. We are all interested
what people are daing and especiall
success stories. 1, for one, would like o
see more of individual cases in point.

Beuce Barrington
Generol Monoger
WEW St. Lovir, Mo.

Banking

| have just finished reading a most
interesting and informative article,
Banking on Rarlio. We have quite a few
local banking accounts oni our station,
and 1 would like chem to huve a copy of
this aruicle.

Lee Moreis
Commerciol Monager
WS8 Atlgnto, Go.

Bache—Rebuttal

f feel it necewary to reply to the tor
1espondent froni WARZ Oif City. ta
{sce Letters to the Eduor, June 1958).
As 2 result of your story (BRache Pre-
selects [dudience, March 1958) we did huy
in several additionat markets where such
4 program fits the overall sales promo.
tion progeam of our firm. To mention
jint one we are beginning a duily oper-
ation in Tulsa, Okla.

Yo set the record straight Bache & Co.-
has never and will never look lor any
services or gonds “free of charge.” What
we. however, do when a legitimate news
v appraaches us for finanand i
formation 1o render to readers o tisien-
s ay A public service, is to
comply and neser request and certainty
never insist hat sach ¢redit be given 1o
us. We have found that over the years
almost all news media as 2 r ol
sound journalistic practice ideutily the
wiurees of information as @ watter of
antheaticacion.

This frm has maimained a4 year
round. 24-hour news operation wrving
sd) medis and o standand priiple ol
ours has heen nevee to request oF expeed
credit for it but when we seecive it
we are terainly deeply grateful.

Heary Gellermon

Die. of Adv. & Public Relatians
Boche & Co.

New York

U. S. RADIO

® Everyone’s talking
about U. §. RADIO—
the only magazine
devoted 100% to
buyers and sellers of
radio adVerﬁsing,
Only U. S. RADIO

uts io fi
puts radio first

*U. S RADIO s
exciting in this
age of the New
sound medium .

®*U. S RADIO

-reaches over 10,000
Important decjsion-
makers each month

the monthly Magazine devoted 1007

U.s. n ADI() 70 to radio advertising,

50 West 57th Street, New York 19, N Y
U.s. RADIO |
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‘Lightness’ of Astaire
Inspires Pepsi Commercial

Created by Henry Sylvern

“When T wiote the new Pepsi-Cola
vefreshment song, | was thinking
about Fred Astaire,” says Henry Sel-
vern, musical  director,  Signaune
Musiv hie,, New Yok production
firm.

Mr. Sylvern, associated o nearhy
three vears with Kenyon & Ecklund
Inc, New York, on the cola account,
subntitted the winning enury in the
heverage finm's seareh lor o musieal
commercial to iHustrate Pepsi’s new
product image (see Pepsu and Bot-
tlers “Keep Up to Date” With Ra-
dio, p. 3. The song, released in
May, iy curvently being aired in manr-
kets throughout the country.

The vefreshment song, inspived in
part by My, Astaive, veads as loHows:
Be sociable, look smart

Keep up to date with

Pepsi
Drink light, refreshing
Pepsi

Stay young and fair and

debonair

Be sociable, have a

Pepsi.

“Having worked vn the account
before, T knew the elemeits that the
song should contain,” Mr. Sylvein
explains, “the two main themes be-
ing sociability and Pepsi’s compati-
bility with slim, smart, modern peo-
ple. As I was working on the hyrics
I kept thinking ol Fred Astaive, the
personification  of lightness and
grace. He gave me the word debo-
nair.”

Mr. Sylvern, in  describing the
birth of the Pepsi sang, remarks that
he nearly always writes the lyrics be-
fore the music because “the sales
nessage should be of paramount im-
portance. The music should illustrate
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and highhght the hyries, never over-
whehn them.  Music should be o
quotation ivound the sales message.”

In wiiting the Pepst music, Mr
Sylvern wried 1o maimtnn the same
airy quality captured in the vics.
“I wanted the music ta sound hub-
bly and at the sime time elegany,”
he savs, “and in working for this
effect I tried a Kid of experiment in
racho sound.”

The composer recorded the conr-
merctal lor radio with a new vocal
group handpicked tor this song. Fe
auditoned singers antil he found
siX, [aur men and two women, who
could give a vocal impression bl a
solt shoe  dance—another contribn-
tisy, perhaps, from Mr. Astaire.

“I used a light voice on top,” My,
Sylvern explains, “with the fest act
ing as shadows underneath.

“In radia, theve is more oval iden-
tification than in lelevision — your
Diust paint @ picture in sound —
which is why the Pepsi conpnercial
for xadio wiss recorded with o difley-

em vocal group lrony the oo filrms,
where you could see the damzers and
sound became less prominent.”

Mr, Svlvern does not believe i
the practice of nsing tv sonnduricks
for radio commercials makes ihe
most eflictent use ol the senior aw
mechhum,  “Ruadio is separate il
distinet and its commercials should
be custom-writterr for the medium,”
he says.

The major thing e remember
when writing i connnercial, in Mr,
Svivern'’s epinion, is to fllwgu:llc it
with the product inuge.

A master of most musical trades,
Mr. Sylvern plays “any instrument
that's loose” in addition 10 conduct-
g, arranging and composing.  Hig
list of commercial creelits, lor which
he has written bhoth words aned music,
inchudes the lollowing recent rvadio
campaigns: MGM pictures (“Gigi™);
Walt Disnev praductions; Lincoln.
Mereury;  Annazor Welch's  wine:
Krueger heer: RCA v tubes, :ind
Nabisco prochicts. o o o

Henry Sylvern (left) gives pointers to vocal
group recording the Pepsi-Cola refreshment song.
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Now there are TWO!

CENTER LINE /k
ROYAL OAK

BIRMINGHAM

*

BERKLEY

ST. CLAIR SHORES
OAK PARK X WARREN Gl nossv:us
\ VAN DYKE
e e W

e

\\\\z l"-‘

" m (

u: o

* DEARBORN

Mop morks some of the locations
of WXYZ's mobile studios during
the past three yeors. Double
coveroge means double the kind
of rodio Detroiters prefer!

wxyz-radio doubles its cover-
/7 age of detroit with the addition of
/ another mobile studio!
W ~ Aanothei

ALLEN PARK

W
/,

7
#" Three years ago WXYZ kicked off an entirely new concept of radio
broadecasting . . . a studio on wheels . . orlg'lnatmg regularly scheduled

programs from Detro:t s busiest mtersectxons

This dynamic broadcasting technique has become so much a part of the
“listening life” of Detroit that WXYZ has added another studio on
wheels . . . doubling its mobile coverage of the “City on Wheels.”

In addition to ils two mobile studios, WXYZ broadcasts regularly scheduled pro-
grams from 3 permanent booths localed al major suburban shopping centers. A
total of 9 hours of broadcasting per day originate from lthese remote studios.

wxyz-radio ,"'7270 Deftroit

‘DETROIT’'S MOST MOUBILE STATION"
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Radio News Makes News

News is making news in radio as the
sound medium pushes ahead to a
prime position among information
media.

With editorializing, disaster warn.
ing and aid, in-depth analysis, on-
the-scenc reporting aml muny other
bLroadcast innovations, stations
around the nation are demensurat
ing vadio’s ability to inform.

Onc of the most recent stations to
join the trend to cditorializing is
KMOX St. Louis, Mo.. which took a
stand in support of a local bill to
treat county water with fluoride. The
program will continue as a series.

MWH AV Haverhil], Mass,, no new-
comer 1o the practice, recentlv
marked its 1,000th consecutive edi-
torial. The programs are heard
Manday ihrough Friday for 10 min-
ntes at 6:30 p.n.

Equal Time

Alter offering equal time to all
candidates for major offices in the
California primaries, KNOA Sacra-
mento proposed its own set of candi-
dates in editorials. The station’s
editorial board, it states, spent four
months studying various issues il
candidates and came up with a slate
that crossed party lines, Response to
the equal-time offer, the station re-
ports, was “tremendous.”

Radio has also come into its own
as a primary news source, with re-
porters “on the strect” digging [or
facts. A WOOD Grand Rapids,
Mich., city hall newsman, for in.
stance, uncovered evidence recently
of incorrect filing of campaign con-
tributions by city officials. According
to the station, the disclosures set off
county and state investigations.

And news of the tragic crash of
an Air Force jet tanker that took the
lives of 15 persons at Westover Ficld,
Mass., was first broken by radio,
WOR New York claims. By coinci-
dence, WOR all-night broadcaster
“Long John” Nebel was in contact
with the base for an interview with
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Attending board of directors meeting of CBS Radio affiliates in

New York are [left to right) James Seward, exec. v. p., CBS
Radio; John S. Hayes, WTOP Washington, board vice chairman;
Frank Stanton, CBS Ine. president; Arthur HMull Mayes, president o&
CBS Radio, and Charles C. Caley, WMBD Peoria, board chairman.

the coumirnder of the (light. Unable
to reach him, M. Nebel Iearned that
the aircralt had crashed and was the
first 1o inform the other planes in
the flight.

During recent floods. radio again
proved it public service value. The
work of Indiana broadcasters in ar-
ranging to aid victims of the waters,
NAB  repoits.  bronglit  accolades
fromn Charles 12, Estill, the Red Cross
deputy director of disaster services
for the castern U. S.

Praising the ecfforts of WBAT
Marion. WFRBM Indianapolis and
WOWO Fort Wayne as “one of the
mest impressive examples of public
service 1 have ever seen,” the Red
Cross official said that it demon-
strates the power of broadcasting
“to rally people in time of trouble.”

When a “time of trouble” came to
the Monroe, La.. aica, KNOE re-
ports that radio became the primary
source ol information for almost a
month of devastating floods. Using

mobile  amits  (cars, boats  and
planesy, racdho supplied the peaple of
sonthern  Arkansas  and  northern
Louisiana with the latest informa-
tion and serviced the wire services
and the nenwarks.

An example of public service over
a longer periad of time is tlie Morris
Harvey College-WCHS Charleston,
W. Va,, college credit program. On
the theory that radio is a fine educa-
tional medium that s available to
many more colleges than is tv,
WCHS has Dbeen oflering courses
since 1950.

Radio Activity

o Several corporate changes have
been effected to bring all the Storz
stations (WDGY Minneapolis,
Minn; WHB Kansas City, Mo,
WTIX New Orleans. La, and
WQAM Miami, Fla.) into one com-
pany under the name of Storz Broad-
casting Co. No change in ownership
dhias been involved. o o o

Gathered at the Taft Group’s first annual promotion meeting in Cincinnati are
(left to right] Roy Miller, Katz Agency, Chicago; John HMart, WBIR-AM-FM
Knoxville; Hubbard Hood, WKRC Cincinnati; David G. Taft, exec. v. p. of Radio
Cincinnati, Inc.; Oliver Blackwell, Katz Agency, New York; Sam Johnston, WTYN
Columbus; Richard Bevington, WBRC Birmingham. and Leon Lowenthal, WKRC.FM.
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Gardner Ford Sales of Portland, Ore., conducted a
one-week campaign to announce its opening. Major
part of the promotion was carried by KGW, with
limited newspaper ads tied to the radio messages.
For a radioc cost of $1,000, four used cars and 14
new ones were Sold before the end of the week, KGW
states. The dealer reported "many other leads and
deals working." More than 3,000 persons visited the
showroom during the promotion.

Canada Dry Ginger Ale Inc. of Boston purchased 1§
spots per week for five weeks over WXHR-FM to test
fm's ability to sell a low cost, highly competitive
product. The client agreed to a full future cam-
paign if the station could produce evidence of
audience size and response. WXHR ran a contest
along with the spots consisting of one guestion per
week, broadcast 15 times, on classical music and
offering hi-fi sets, 1lp records and cases of Canada
Dry. WXHR received a total response of 6,276, an
average of 1,255 per week, and the client plans to
advertise steadily.

I
| CLOTHING STORE I

T - - — o S S o S o o= - -

Riseberg's lic., a ladies® clothing store in North
Adams, Mass., was faced with a loss because of an
overstock of spring suits and coats. Turning to
radic at the last minute, Riseberg's purchased
three announcements over WMNR each day for two days.
With the six announcements on WMNR, the store re-
ports it sold 12 spring coats and seven spring
suits—approximately $800 dollars in merchandise.

Thurmenne Sewing Center of Lewiston, Me., in an
effort to obtain sales leads for Adlermatic Sewing
Machines selling at more than $300 each, turned

to WRUM Rumford, Me. Thurmenne purchased a one-week
campaign over the station for $72 which WRUM ran in
the form of a contest. At the end of the week,
Thurmenne salesmen were following up 692 entries from
53 different communities in the station's primary
and secondary areas, WRUM states.

U.S. RADIO e August 1958

—:s-qi-d----.---q,,-_-.----..—q:---.—-—-.-ih-(-.-q-_-_-,-pp--pc—qg-q-.--

R T T R E T s )

% Ry vrooxe
r 4y

It's Simply
a Matter of
Measurement!

If you're measuring size of metropoli-
tan markets, Fort Wayne ranks 108th.
If you're measuring spot radio, WOWO,
located in Fort Wayne, covers the 37th
Radio Market . WOWO is the only
medium that covers the 2,285,720
people in this rich 56-county market.

If you're buying top radio markets, you
must include. ..

owo 50,000 WATTS
w 37th U.S. Radio Market®
FORT WAYNE, IND. Represented by PGW

@@ WESTINGHOUSE BROADCASYING COMPANY, INC.
*Broadcasting, December 16, 1957
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ONLY Station

THAT GIVES

STAMPS !

WVET

MODERN DYNAMIC
R ADI1O
ROCHESTER, N.Y.

Rapresented Nationally By
THE BOLLING COMPANY, INC,

P'“ The Nation
) TOP VALUE

WRFM

Listened To By

205,000

High Income Homes
in Metropolitan
NEW YORK,
New Jersey and
Connecticut

$4.50 per commercial
4 commercials per hour

Call or Write for Full
FM Data

WRFM

20,000 watts (ERP)
WOODSIDE 77,
'NEW YORK CITY
DEFENDER 5-1600
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reporf from RAB

Saturdays and Sundays
No Longer ‘'Off’ Days

For Radio Advertisers

For many vears the sale of weekend ra
dio had preseuted o problem. Al too
many advertisers had thought of Sunday
asoan ol dav for madio while they
pulled ont all the stops in tavor of other
fornn of advertising.

Ridio station inanagers across  the
country took action a few vears ago and
began o resswyle weekend racdio 1o serve
better both the histener and the adver-
tiser alike. (Sce Rudio Listening Re-
mains al Work on the Weekend, p. 27.)

From this relormation came new pro-
grunming techniques that provide the
Kind of entertainment and service thye
public wants today and can’t get from
any other souce, Weekend radhiar stra-
tegicatly delivers more numerous, (ou-
cise newscasts. ‘Fhere’s no waiting for
the presses to 1ofl with the newspapers’
Monday  editions.  himportaut  weather
and traffic information is spedially pre-
pured for the throngs of motovists listen-
g to their auto radios. All of this sery
ice is framed with a variety of music and
feanme  programming  reflecting  local
tastes and interests,

Men and Womer

With working men and women, off an
weckends, radio has become a constant
companion.  As a matter of fact, RAB
cites an \. C. Nielsen repart whiclr
shows there are more listeners per home
o weekends than Monday through Fri-
day.

Larly morning radio on the week-
end sulfers as workers catch an extra
406 winks. However, weekend radio
listeners actually outnumber the week-
day audience from 9:00 a.un. 1o 6:00
p.m. To all the in-home listening we
must add listening posts represented by:
11 million portahles, 36 million auto
radios and another 10 millioft radios N
public places.

fu some of our metropolitari areas,
the Sunday newspapers represent as high
ay one third of the total weekly retail
advertising carried by that paper. Radio,
on the other hand, for a long time went
begging.

The Radio Ndvertising Bureau re-
ports that studies reveal that there’s no
valid reason for this accent on Sunday
newspaper advertisiug. As a yater of
face, these studies show there are power-
ful arguments againsg it, RAR: states.

First Consideration

Tt claims one ol the first consiler-
tious a weekend adverdser must face is
the fact that most newspaper Suuday
rates are higher than weekday rates—
they have increased 10 percent since 1954
while circulation has increased  oulg
1.1 percent. Advertisers have more com-
petition in Sunday editions. But that's
not all, RAB says. In the face of these
ligher costs and greater competition for
position and readership, RARB calls at-
tention to the fact that a survey by The
Pulse Inc. actually reports fewer news-
paper readers on weekeds.

RAB declares that not much wmore
tinre js spent reading Sunday newspapers
than is represented in (he Monday-
through-Friday average.

Weekend radio offers many advan:
tages to advertisers who will benefit
from weekend advertising. Rates are
no higher than weekday rates; in fact,
most stations offer special “'packages”
which make their weekend rates lower.
There is no weekend drop-off in radio
listening, and for advertisers who want
to reach “the whole family” there are
more listencrs per home on weekends.

While the formula may differ, week-
end radio has made steady gainy in
attracting  listeners and  advertisers
alike. o # ¢
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Dallas, Texas

The Balaban Stations. ..
in fempo with the times

&probert e. eastman « co., i

national representatives of radio stations

NEW YORK: CHICAGO: SAN FRANCISCO:
527 Madison Avenue 333 N, Michigan Ave. Russ Bldg—Room 1043
New York 22, N.Y. Chicago, lllinois San Francisco, Cal.
PLaza 9-7760 Flnancial 6-7640 YUkon 2-9760
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you get
3-way
use-traffic

Every month, Standard
Rate's Spot Radio and
Spot TV books give you
3-way use-traffic for
your Service-Ads
because—(1) the map
of your market, and

(2) the statistics on your
market aré there, right
where they belong, with
(3) regular listings of
rates and data.

This gives you a great
opportunity to take
advantage of the tripled
use-traffic with your
Service-Ads in
appropriate positions
near your market data
and near your listing.

SRDS

Standard Rate &
Data Service, Inc.

e

report from

representatives

Etfort Should Be Increased

In Selling the Manufacturers,

Hollingbery’s Hague Urges

Safesmen of the Gearge 1. Tlollingbers
Co. spend about 20 10 25 percent of
their working hours at the manufacturer
level, according o Fred Hague, presi.
dent of Tlellingbery Radio. “In the
ast analyvis its the adiertiver's money
that’s being spent and he must deter-
mine how and where.

"Representatives resent the label of
‘order takers.”” says Mr. lHague. “Our
primary reason for being it as national
satesmen  for our stations, but the
emergence of spot as a primary medium
tas camsed us 1o expand our services in
many phases of the basiness.

"We find that our salesinen not onlt
ectucate distributors and district man-
agers in radio,” he declares, “but fre-
quently convert dollars from other me-

dia 1o spot radio through these calls.”

Mr. Hague points o Hollingbery's
new “Business Breaking Form” as a sin.
gular example of the extra service that a
national representative gives to its sta-
tions these days.

= —1
Ceorge 1" lellingdiwery Company

Daie ’

From Difier Sofenens s I

To Status l

The lolloing bucnru will hrvak 1n your sbcinity vers shortly Usrough
e

—e

| T - Prodwt__
Tipe of Srrbor_
Tentalive Startiag Date For erhe
Arcomal is plenniog Lo enter the loilloning markets io your airiais

Haa*
Your Market ** | Bora Chowrn

“Nobe: This dom oot mess ComywoAciwn
thai your efation des been o i

ebnsen. There is olull & [y

selling job te be duar. s

IMPORCFANT!!

Pluor rontact Account, Districd Office. Disiribulor. Jobber, Dealers or
amyonr riw who ras be of samistsnce. Your immediste action ran help
detremine the placrment of this business. A report of your progress will |

e helpful

N

Hollingbery ‘Business Bfeaking Form.

‘We have split our 48 stations ingo
geographical areas,” says Mr. Hague

“and the Budiffess Breaking Forms go
ot to Jl the swations in the geo-
graphical ayeas invelved. They also
go to the ucarest of our seven offices in
New York, Chicago, Atlanta, Deuwroit,
Loy Angeles, San Francisco and Seaule.”

The form ijodicates what specific
business witl break in the station's area,
the type of product or service, the ten-
tunive starting date and other data.

"We indicate,” Mr. Hague explains,
“whether the station’s market has been
chasen or not and urge them o contact
the account’s district office, distributor,
jobber, dealer or anyone ¢lse who can
be of assistance.

"When 1 was with our Atlanta office
I spent moare than lalf of my time mak-
ing friends out of distributors angl is-
trict._managers in an effort to educate
them in radio. You'd be amazed,” he
savs, “how delighteil all of them were
with information about the medium.”

Station Appointments

All of the Balabar radio stations are
now represented by Robert E. Eastman
inc, according ta an announcement
made by John F. Box Jr., executive vice
president and nunaging director of the
Balaban Stations. The stations are WIL
St. Louis, WRIT Milwaukee and KBOX
Dallas. The new Fastman firm will also
represent WKILO Louisville, according
to an announcement by John P. Wil-
liams. executive vice president of the
station and the Air Trails Network.

WIIBS IHunsyille, Ala., has appoint-
ed the Walker-Rewalt Co. as its sales
representative. And Simmons Associates
takes over as representafive for KBAB
San Diego. Calif.

KSO Des Moinecs, Ta, undef new
ownership and now associated in man-
agement with KELO Sioux Falls, S. D.
and WLOL Minneapolis-St. Paul, Minn,,
has named H-R Representatives Inc.

John Blair & Co. is handling national
sales for WABC New York in the New
York area. ¢ o o
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A. C. Nielsen Company reports

WLW radio audience
among TOP 10 in America
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The full scope of the WLW AUDIENCE

MARKET COVERAGE No. of Counties Total Homes in Area  Rodio Homes in Area
Monthly coverage area 334 3,116,800 2,987 910
Homes reached Total % of Total Homes %, of Radio Homes
Monthly 1,221,160 39 41
Weekly 1,067,110 M 36
NCS DAY-PART CIRCULATION. .. ......... PER WEEK e g -xe g nvsapmme s - )
| Once 3 or rhore 6or7 Daily Avg.
Daytime Listener Homes 961,000 692,400 402,380 593,640
Nighttime Listener Homes 624,360 378,050 204,180 338,020

{Source: 1956 Niefsen Coverage Service)

Network Affiliations: NBC; ABC; MBS + Sales Offices: New York, Cincinnati, Chicago, Cleveland + Sales Refiresentatlves: NBC Spot Sales:
Los Angeles, San Franciseo. Bomar Lowcance & Associafes, Inc., Atlanla, Dallas .. .. .. ... Crosley Broadcasting Corporation, a division of AVCO
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Media Buyers From Grey
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Of Published Rate Cards




