Lr buyers and sellers of radio advertising VOL. 2—NO.

JULY

1958

35 CENTS

35
YEARS OF
PROGRESS... y
AND A NEW
BEGINNING

i

The official dedication of WRC’s new studios took K"‘\i

place on May 22nd. With its new facilities, A% WRC - 980 Represented by NBC Spot Sales
Washington’s first radio station will continue to be .2 NBC Leadership Station in Washington, D. C.

Washington’s favorite radio station.
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WCCO RADIO DELIVERS... More Adult Listeners than all other Minneapolis-St. Paul stations combined !t More Market:
1,008,000 radio families in 114 basic area counties of Minnesota, Wisconsin, Iowa and South Dakota. More Acceptance
through vitality of modern programing for the audience you want to reach. Call or write for full facts.

*Nothing sells like acceptance . . wc - O R a d iO

Minneapolis-St. Paul. The 50,000 -Watt Giarnt
In tune with the great Northwest
Represented by CBS Radio Spot Sales

1 Rielsen Station Index, Mar.- Apr. 1958 / Station Tolal, 5.00 AM - Midnight, Mon. - Fri,




Summer, this 1958 finds the big
Radio WQOQW area a luxuriant Qasis on
the economic maps* of the U.S.A.

Cash from farm marketings hit over
$700 million with Nebraska up 359¢ and
Towa up 149%. Cattle’s about $25. The
ponds and creeks are loaded, too.

SAC (which annually pumps $30 mil-
lion into Omaha area payrolls and pur-
chases) will spend an extra $25 million
for missile bases.

This'll make 1958 construction total
up to a quarter of a billion.

Sow your ad dollars in the WQW
Radio Omaha Qasis.

Call John Blair now.

. - New WOW-Land “boom' news is the Strategic Air
*See FORTUNE — April 1958, FORBES — May 15, 1958 and Command’s $25 million world missile bases project.

RAND McNALLY'S Map of Business Trends for May 1958 This'll bring 1958 construection (private and state) to
the quarter-biltion mark. All this and good farm, too!.

Omatia

CBS
AFFILIATE

FRANK P, FOGARTY, Vice President oand Generol Monoger
BILL WiSEMAN, Sales Monager
JOHN BLAIR & COMPANY, Representatives

WOW and WOW-TV, OMAHA ¢ KPHO and KPHO-TV, PHOENIX
WHEN and WHEN-TV, SYRACUSE ¢ KCMO and KCMO-TV, KANSAS CITY
KRMG; TULSA, OKLAHOMA

Meredith Stations — affiliated with Better Homes and Gardens and Successful Farming Magazines

U, 3. RANFO o ]ulp 1058
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Radio's Barometer
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$385,000000 Local
1198 Est.)

$220,000900 Spot
Est.)

#0 Sets in Use

ons on Air
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Spot: National spat radie advertising revenue for the first quarter of
1958, according 1o Station Representatives .Association, was at a record
high—$16,171,000.  The new estimated total 15 a gain of four percent
over the SHATLO00 for the same periad lust year. Lawrence \Webb.
SRA managing director, predicts that if this trennd coutinues, 1958 will
be the best spoi radio year on vecord.

Figures released by Radio T.V. Representatives show a first-quarter
gain of 33.3 percent over the same period in 1957. “The firm handles
radio stations only.

Network: Current new business and renewals reported by networks have
come lrom NBC and CBS for varying periods, respectively. NBC veports
S$ million in net revenue in new business angl renewals. CBS anhouhcey
wore than S1.4 million in new husiness (sce Report from Netwoiks.

p. 60).

First-quarter revenue for the Keystone Broadeasting System is 30 percent
higher than 1957 Arst quarter and, according o KBS President Sidney
Woll, if the trend continues 1958 will be the best year in the rural net-
work's history. With the recent addition of six stations, KI3S now services
a high of 1,011 outlets.

Local: A Nauonal Association of Broadcasters’ survey ot 800 radia sta
tions reveals the expectation of a two percent rise in average revenues
(see Washington, p. 9). A simifar NAB survey au the end ol the first
quarter of 1957 showed a concensus prediction of a thuee percent iir-
crease.

Stations: Total stations oit the aif, botht am amd iny, mreased again
in June—to 3.789, up 10 over May.

Conmercial AM Commercial FM
Stations on tlie air 3,248 541
Applications pending 4106 10
Under construction 92 85

Sets: Total radio set production for April 1938, excluding car radios,
was 697,307, according 1o Electronics Industries Assaciation. Total for
the first quarter was 3,532,066. Radio set sales in April came o 102,283,
with a first-quarter o1l ol 1.895951. Auto racdio sales came to 190,485,
with a 1,043,470 ﬁrsl-q_unrler total.  April transistor sales reached 2,856,-
234, with a voul for the first quarter of 11,895,032 conrpared with
6,899,000 for the same period it 1957

- e R R R ———————————SSSSS
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Check the Rating of Your Choice —

e Pulse

* Hooper

You Too Will Choose...
the

* Trendex

Star stations g agilkninsatet

serving over 3 Million People

!,

3
E-

* FIRST

and Getting

[3@  °FRSTER

all the
o 1

time
A Vital Force
in Selling Today’s
OMAHA

May-June 1958 Hooper
8 AM-Noon 41.8
Noon-6 PM 42.8 \

No.

A Vital Force
in Selling Today's
DENVER

April-May 1958 Hooper
8 AM-Noon 18.1
Noon-6 PM 17.2

. e}

&
p

'

Undisputed No. 1
in all '
3

Markets ™~

KOIL — Omaha

NATIONAL REPRESENTATIVE

the Star stations [EPRRREEES

REPRESENTED NATIONALLY 8Y

IF RESULTS ARE A MUST SO ARE THE STAR STATIONS. ADAM YOUNG, INC.
DON W. BURDEN — President i Fowdicli

NATIONAL REPRESENTATIVE
AVERY-KNODEL

U. 5. RADIO o July 1938

B




Where there's

a S_lo::z Station ...
...there's

LOYALTY

A

MINNEAPOLIS-ST. PAUL . . . WDGY is now first morning
. . first all-day Hooper average (28.2% ). First

Folks in the Twin Cities

3 . . first afternoon .
... New Orleans . .

Kansas City
and Nliami know there’s never

a let-down on a Storz Station |

that's why . .. in each of these

on Pulse. wo. 350,000 watts plus 50,000 ware personalities. Talk 10

Blair, or General Manager Jack Thayer,

KANSAS CITY . . . WHB is first all-day. Proof: Metro Pulse,
Niclsen, T'rendex, Hooper; Area Nielsen, Pulse. All-day averages as

high 1 48.5¢7 (Niclsen). Remember—vou get coverage and audi-
| 4 3 8 B

ence on WHNB. See Blair or General Manager George W, Armstrong.

NEW ORLEANS . .. WTIX is 20 times more powerful ., . with
5,000 watts on 690 ke, First . . . all-day. Proof: Hooper (32.2% }—
Pulse, too. In fact, WTIX is first in 462 of 304 Pulse quarter-hours,

four major markets . . . more

people listen to the Storz Sta-

tion than to any other,

! and first in cvery single davtime 4. Sce Adam Ygung or Genera
Manager Fred Berthelson,

MIAMI , WQAM is first

. and first m 264 of 264 quarter-hours)

. all-day, Proof: Hooper (40.1%
Pulse (432 of 432
T'rendex. See

quarter-hours) . . . Southern Florida Area Pulse

Blair . . . or General Manager Jack Sandler.

WDGY Minneapolis St Paul

REPRESENTED BY JOHN BLAIR & GO,

WHB HAansas City

REPRESENTED 8Y JOHN @LAIR & CO.

WTIX New Orleans

REPRESENTED B8Y ADAM YOUNG INC.

WQAM Miami

REPRESENTED 8Y JOHN BLAIR & 0.

6 U. S. RADIO & July 1958



soundings AN

Nescafe Buys New Campaign
Featuring "Mr. Nes'' by Bob & Ray

Radio Set Sales Climb
In Strong Tv Areas: RAB

Spot Radio Buoosts Sales
For Pharmaco Drugs

Trend Towards 52-week Buys
Revealed by Agency Survey

Westinghouse to Handle
National Sales for Own Stations

Program Concepts and Practices
Studied at CBS Conference

High-Power Portable Transistor Set
Developed by Zenith Radio Carp.

U.S. RADIO o July 1938
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The popularity ol Bob and Ray asvave salesmen—atrgl saleswomen—nhas
led to the creation of another animated character. This one, for Nestle
Co. and its agency, Bryan & Houston Inc, New York, is lor Nescate
coitee. The commercials, created by Goulding, Elliow & Graham, New
York, will feature a personality called “Mr. Nes,” a weulthy cccentric.
(See Commercial Clinic p. 52.)

More than B8 percent inore radios are bought iu Levittown and Wantagh,
Long tslamd, N. Y, areas 90 percent saturated by tv, than in the country
as a whole, according 1o a survey released by the Radio Advertising Bu-
rean, Inan eftort o find out how well radio does against the heaviest tv
competition, RAB discovered more than hall ol the [amilies in “Telur-
bia” acquired new radios last vear as opposed to one third lor the nation
at large. Ninety-nine percent of these families already had at least ene
radio.

Doherty, Cliftord, Steers & Shenfield Inc, New York. reports tlat spot
radio has boosted siles [or its client, Pharmaco Inc,, drug concern. With
a major portion ol the firm’s budget in spot radio, the agency reveals
that sales volume has risen dramatically in (he face ol verv slight
industry increases and an actual decline in per capita consumption of
a major product, faxatives.

According to a survey ol agency, representative and network executives
(see Outlook for Fall Radio Buying p. 13). theve is a wend towards
increased 52-week Duying among sponsors. Many season:l sponsors, (oo,
are taking longer schedules than before in order to insure choice time
lranchises and to take advantage ol favorable discount structuves.

The move by the Westinghouse Broadcasting Co. to represent its own
stations (seven am and five tv) for national spot sales will be in effect
by July 1, 1959, Ivis known that the comjzuny hay been considering this
action {ov many years. eters, Griffin, Woodward Inc,, which represents
five vadio and three tv stations of WBC, expressed gratification that apot
billings {or the stations are now at an all-time high.

When the program directors of all CBS-owned radio stations met recently
in New York, program concepts and practices were reviewed. The meeting
was under the supervision of Carroll V. Hamsen, progrant coordinator.
Among the top executives who addressed the five-day gathering werve
Arthur Hull Hayes, president of CBS Radio, and Jules Dundes, vice
president of station administration.

Rapid developments in the high-power tramsistor portable field are
pointed up by a new product of the Zenith Radie Corp. The company
is manulacturing a sensitive two-band all-transistor portable that is also
a sell-powered emergency navigation instrument. Called “The Naviga-
tor,” the radio is capable of supplying a lost airplane pilot, mariner or
woodsman with the directional guidance to lead him home. Significant-
ly, the radio also provides long-distance reception ol standard broadeast
stations.




part:cxpatlon

“sharing
in commo
with others’

Webster's New Collegiate Dictionary

Bartell Family Radio keeps audiences alert for constant
participation by copyright Games for Family Fun,

thought-provoking editorials, gay reminiscences . . . all in
a never ending siream of titillating intercourse of audience
and

BARTELL FAMILY RADIO

participation creafes a favorable conditioned re-
sponse fo an advertising message.

Result: Advertisers always reach buyers

Add rating dominance and you have the reasons why FOR-
TUNE selects Bartell Family Radio as America‘s most success-
ful in the use of scientific methods formaximum audience..

BARTELL
FAMILY

COAST 10 COAST

AMERICA'S FIRST RADIO FAMILY SERVING 10 MILLION BUYERS

Sold Nationally by ADAM YOUNG, Ine. for AWOKY The KATZ Agency
4 Panding FCC Appioval

U. 8. RADIO o July 1958



washingion

Radio Reinstated in 1960 Rudio is back in the 1960 [ederal censns. Broadcasters. insistenice coupled

Census Bureau Count with a nudge from Capitol Hill were responsible for the reversal ol a
Census Bureau decision to ehminate a vadio set count iir the 1960 study
on grounds that information would be meaningless since racio has very
nearly reached the 100 percent saturation point. Senator Spessard Hol-
land (D-Fla)), who was instrumental in having the count re-instated,
argued that between 1930 avhen the last census wias taken ancd 1960,
racio has passed through a slump-resurgence era and the great demancd
lor radio statistics has nade its mclusion a “must” in 1960, Census
Boreau will provide up-to-date informmation on the number and location
ol vadio households. At this point, atthough NAL has not given up hope,
it is doubtful that Census can be further persuaded to include data on
fm and bauery radios.

NAB Survey Predicts A survey conducted by the emplover-employee relations staft of NAB

Radio Gains for 1958 reveals that the average radio broadcaster looks to 1958 as a vear when
his station’s totat revenne will be up approximately two percent. Other
significant points to come out of the study: 54.6 percent of the radio
outlets suryeyed anticipate a revenue increase during this vear; 23.2
percent declared revenues would be on a pap with 1937; 222 percent
look for a lall off in revenue.

FCC and FTC Budgets During fiscal 1939, the FCC will operate with a bucget of 8.9 million;

Recommended by Senate Unit the FTC with $6 million. These are the amounts decided upon by the
Senate Appropriations Committee for the two independent agencies most
intimately involved in broadcasting. In the case of the FCC, President
Eisenhower had asked for $8,930,000. The FTC appropriation was
down $23,000 from the amount requested by the Prevident. During
fiscal 1938, the FCC appropriation was $8.363.000. The committce re-
port noted that the increase was intended to give the commission more
personnel flexibility with an eye towartls eliminating backlog cases.

EIA to Furnish A monthly tabulation ot fm tactory production is in the works at Elec-

Set Count Data tronics Industries Association and is slated for yelease tor the first tme
i August. It will show July tactory output figures. ELA’N [m count
was abailoned some years ago on grounds that interest in fm was at
such a low ebb the service was unnecessary. The large upswing in Im
station. construction during the past vear as avell as the construction
permits outstanding (87 now compared 1o 23 a vear ago) pronipted LIA
1o take a second look at {m. (See Editorial, p- 61.)

DBA Petition Provokes [t's all over now but the waiting for davtime broadcasters who would
Comment; Pio and Con like the FCC to rule that their broadcast day should be extended. The
deadline for filing opinions on the FCC proposal for suclt an extension
brought a flood of comments from broadcasters favoring the proposal
as well as endorsement {rom more than a dosen members of Congress.
But opposing interests—clear-channe! outlets. networks and regional
hook-ups—ere numerous in their objections. Those favoring the plan
siressed the "localness” of radio and the need for the medium to retain
and strengthen this local service. But, countered the opposition, the
proposal can’t work technically without tampering with the euntire allo-

U. S RADIO o July 1938 J
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RSB

THE
FIGURES
ARE
STARTLING
IN
SAN ANTON|

860 KC,
5000 WATTS,

10

o

One of the
the mavon is YOURS in San Antoijie
. cand you ger a whopping lHon's share
ol that audience when put
dmlgh on KONO. It's the best bay lor
your clienty” money . .. proved by figures
aid proved by actual sales Tor Ameri-
ci's Jeading radio advertisers.

lavgest sets-in-use higures. o

you )'lr)l_ll

I YOU ave intevested in geuting i sales
job done in San Antonio—

& &

See your H'R REPRESENTATIVE
or Clarke: Brown man

KON O

SAN ANTONIO RADIO

r WASHINGTON (Cont'd)

CGItlons systemy through whigh sa-
tions now o elfectively seive 1he
greatest. number of peaple.

FTC Rules Out
Chain Store Merchandising

Some ol Iwoadeasting’s good ctistoni-
ers aned g lese of Us hesi—General
Foods, Hudson Pulp & I’;l_pcr, P
Lovillard, Piel Bros., Sunkist CGrow:
<rs and Sumshine Biscuit—have heerr
wld o stop giving Livored customers
pramotional allowinces through the
wap broudeast networks, The priic-
tice, sawd the FTC, diserimimmies
agaimst the independent grocer il
v a violationr of the Federal Trade
Aot Lo wnumount o an antitrust
violation, T'wo courses ol action are
open 1o the hrms involved: Comply
with the FI'C vuling and abandon
thain siare mevclindising or appeal
the ruling, the lauer being e more
probable deeisionr

Bricker States [ntentions
Jn Regulating Networks . .

Assuwranee vame from Seinuar John
Bricker  (R-Obio) during  recent
hearings on his bill e regulate net-

works that e had no "plterior
motive”™ in authoring the proposed
legiskation. Mis imentions, he said,

wert simples To give the FCC power
to do direaly what it can now do in-
direcdy through is regulatory power
over station  liceisees. Network
spokesmen argued that il tis is the
only purpose ol the legislation it is

meaningless. They agreed with Sen-
ator Bricker that the tenmns ol the

bill seemed simple enough but -
sisted a doser look reveals its ellects
wonld be radical and sweeping. FCC
Chairman John Duoerler called Len
a mpre <onerete plan Inr vegulavon.

. .. and Celler May Take
New Look at Networking

Just as the Bricker heavings were
gettiug unilerway, Rep. Emmmanuel
Celler (D-N.Y.) taok the FCC 10
task for “what appears to he u delib-
erate elfort to refrain lrom wking
action to ban varions restrictive and

| anti-competitive  practices”—aoption
tme, must buys and program tie-ins.
In the Senate hearing and in the
Celler statement, considerable em-
phasis was placed on the Justice De-
p:‘n'lmcnl's decision it these prag
tices violate the anti-trost laws.

U.S. RADIO o July 1958




v Chotnor M

The new execuiive vice president of
the American Broadcasung Co. has
been in broadcasting since 1931
when WXYZ Dewroit brought in
Jantes G. Riddell as an office boy.

What WXYZ didnt know at the
time was that it had also brought in
its future president and general
manager. And as he takes up hiy
network duties in New York this
ntondh, the native ol Glasgow, Scot-
Lmil, wha arrived in Detroit at the
age of nine, leaves behind a record
of distinguished citizenship in the
Motor City and in broadcasting,

To his new post with ABG, Mr,
Riddell will bring a string of suc-
cesses in varied phases ol station
operation: Trafhc clerk to trafhic
manager to assistant sales manager 1o
sales manager—and on up to gencral
manager of WXYZ in 1946 and io
president of WXYZ-AM-FAM-TV 1n
1950,

Mr, Ridklell’s theory ol running a
station combines good organization
with programming that stresses com-
minnity service, with a heavy accent
on local personalities and newscasts.
He is expected to make the Detroit
operation a model for the other
owned and operated statiom.

In announcing Mr. Riddell’s new
position at ABC and also his elec-
tioil o the board of directors of the

U. S. RADIO o Jily 1938

THIS MONTH:
JAMES G. RIDDELL

Executive Yice President
of American Broadcasting Co.

Brings Successful Station
Background to Challenge
Of Network Broadcasting

parent American Broadeasting-Para-
mount Theaters, Leonard Golden-
son, president of AB-IT, called Mr,
Riddell's experience “invaluable o
us in our continuing expansion,”

One of Mr, Riddell’'s main tasks
will be placing the radio network in
that “expansion”™ category alongside
the other AB-PT divisions. He will
report directly to Mr. Goldenson in
these eftorts, with the heads of the
radio and v networks mul other de-
partments reporting to Mr. Riddefl.

First eftorts are being direcied at
improving ABC's owned and oper-
ated stations.  Many of them have
newly-appointed general managers
and M. Rideell is optimistic about
their prospects, '

While in Dewroit, Mr. Riddell's
broadcasting activities included the
chairmanship of the radiotv com-
suittee  of Crusade lor Freedom,
which supports Radio Free Europe.
He was also a member of the Radio
& Television Executives Society and
the Radio Pjoneers Club.

A sports entlusiast, he was a gov-
ernor of the Detroit District Golf
\ssociation and president of the Red
Run Goll Clul. Other interests
were the Detroit Athleuc Club and

the Juuior .\chievement Advisory |

Bowd, ¢ o e

Q-

A
WPTF

Raleigh-Durham
the Nation’'s

28

Radio Market
... Nielsen #2

and

in 1958 PULSE
32-County Survey Again

FIRST

in every quarter hour avith an aver-
age of 35% of the listening audience
from sign-on to sign-off. Reaches as
high as 56% and never less than 31%.

WPTF Reaches:

* 176% MORE listeners than a local
network of eleven stations.

* 424% MORE than Station B.

* 517% MORE than Station C,

i P

NATION'S ~ ’if

28th RADIO '
© MARKET LT

S~ NG

kﬁ"‘h NIELSEN n] ™

Ay

ac

WPTF

50,000 WATTS 680 KC
NBC aftiliote for Roleigh-Durhom
ond Fastern Narth Carcling
R. H. Masan, General Manager
Gus Youngsteadt, Sales Manager

PETERS, GRIFFIN, WOODWARD, INC. &

Nationol RepresentOtives
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You get a lot of action on Elliot stations. For eaample:

A new advertiser. irymg to break into the Akron markel, ran a
one-day “free-gift” offer exclusively on wcue. Resuli: 2,300
cards and letters . . . sales “beyond expectations™ . .. complete
distribution in the Akron arca.

Pcople are very responsive to what they hear on Elliot stations,
because we give them more music, more ncws, more often. We¢
give advertisers more, too. More listeners per dollar than any
other station in either market’s Greater Metropolitan Area.

Giant Free Offer: New market data books on WCUE and wiCE.
Also, a free showing of the ncw color film on the Elliot stations.
Just tell us what you want, and we’ll shoot it 10 you fast.

WCUE

*Tim Ellot, Pres, “*Jean Elliot, Vice-Pres. AKRON, OMIO

THE ELLIOT STATIONS

GREAT INDEPENDENTS +: GOOD NEIGHBORS\ PROVIDENCE, R. L

-~ WICE

LETTERS TO

Mistaken ldentity

Thank yvou for incdluding an interesi-
tug collection of photos and  colorful
weotlection of aivwavey golden davs in
vour Ny 1938 fearure, Radio’s First 38
Yeans, Hlowever, T must take issne with
tour reporter on the ecaption that ac
companies the photo of an carly Bing
Crosby show {n KH] FLos \ugeles.

He identifics the three young ladies
as “Bing Crosby's [requent gucsid, the
Andrews Sisters.”

Lake o closer look. It the lmed
Boswell Sisters act ~amiling ot ol thie
past. These were the gals that gave
Patti. Maxime and FaVerne and other
subseqquent acts the sister wio Tdea!

Flhat's wonderful Connée at center—
she's sull going sirong i tlubs and an
records.

Gregg Hunter

Stiller, Rouse & Hunt Adveitising
Beverly Hills, Coli¥.

Ly avery interesting article and
burings to mind & nuwmber of events that
many of us have forgotten,

1 think perhaps vour prool veader
alvo forgot to yead the page which shows
a praragraph about 1933, 1t 5 a picuue
ol Bing Croshy and the article says with
the Andicws Sisters. T think vou wil|
frud these are the Boswell Sisters. H ]
i rot mistaken, that is Conuet i the
middle.

Regardless, it is o nice picce of wark
and gou are to be congratulated.

John H. Wrath
Executive Vice PreZident

Heodley-Reed Co.
Chicogo

Gracious Lady

. Yotr apology % accepted bue cer-
Grinly not necessary on acconnta’ crasers
were not imvenwed strictly lor v s, Ra-
pio's use. W'd all bener keep some
within reach.

May this Jeter find you aml yours
enjoying the besg of health and happi:
Ness.

Connce Boswcll
New York

From Across the Bordet

In Radio's First 38 Years there ap-
peared a pictore which has grean signifi-
cance for me. Iushows an early mike ol
a statton to which 1 have listened over
the years and it desls with a scene |
have become very interested . (WGN
Chicago <overing the Scopes trial)

I would like very much 1o have a copy

U. S RADIO  ]July 1958
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of that shot. Would it he possble to
give me informatian on how this might
be acquired:

P. J. Hunter I

McCannell, Eastman & Ca. Advertising I
Calgary, Alberta, Canada

£d. Note: Reprine of the artice ave
available.

the monthly magazine for buyers

and sellers of radio advertising

"Must Read’

You're doiug a fine job in covering
the significant néws in U, ». RADIO.

Because jhe major advertising effort
of our client, Sinclaty Rehning. is iu
spot radio. vour excellent niagazine is
tops on my “must read” list.

Keep up the good work!

it has been predicted that “In 1962 radio
alone will be deing $1.4 billion . . . double
the current figure.”

William L. Wernicke

Vice President, Rodic-Tv
Marey, Humm & Warwick Inc.
New York

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

Bache—Rebuttal

1 feel it necesary to reply to the core
fespondent from WKRZ Oil Ciwy, Pa.

see leflers to the Editor, June 1958). . z :
(\e "a vewult of vour story (]Ba(he pn)-. U. S. RADIO stands ready to fill the needs of advertisers in their use

selects Audience, March 1938) we did buy | of radio. An analytical and idea magazine for buyers and sellers of
in several additional markets where such | radio advertising, U. S. RADIO devotes its entire energies to this vast
a program fits the overall sales promo- | fie]ld of radio. Articles and features on the planning and buying of
tion program of our irm. Lo mention | .44, advertising, delving into the whys and hows in the successful use

just one we are beginning a daily oper- ) ! .
;'l'im:";" ‘%‘ul\lm th . i of all radio, are supplemented by regular departments presenting in

To et the record staight Bache & Co. | concise form the news and trends of the radio industry.
has never and will never look for any
services or goods “free of charge.” What
we. however, do when a legitimate news T R - R l I
niedium approaches us for financia! in- 0 ecelve U.s- I‘AI)IO egll al‘ y
formation to render to readers or listen-

- . . e n ]
ers s a public service, is 1o willingly Each Month Mall In Thls Form NOW!
comply and never request and certainly ! ¥ e

never insist that such credit be given to
us. \We have found that over the VEArS | === === eeececccccc s s e s s e e s s et et s s oo ss s 1

almost all news media av a mauer of U.S. RAI)I(’ iUBSCRlPTK)N ]

sound journalistic practice identify the | 1 /e e HNGAXFECTY = DSUBLARIFIIUN
squices of information as a matter of 50 West 57th Street
New York 19, N. Y.

authentication.
Please see that | receive U.S. RA"I‘)

This firm has maintained a vear-
] YEAR 83 [0 2 YEARS §5 O

round. 24-hour news operation serving
all media and ane standard principle of
ouis has been iever to request or expect
credit for it but when we veceive it
Mo are certainly deeply grateful.

Name Title
Henry Gellerman
Dir. of Adv. & Public Relatians Company
Bache & Ca.
New Yark Type of Business

g P e g = —

Report From Agencies ] Company or

Could vou send us several copies of

i ] [] Home Address
the June issue ol v. s. RamO? ‘: P 5
i n tate
Lawrence Butner : ley one 2
Timebuyer ]
Albert Frank-Guenther Law ! PLEASE BILL [ PAYMENT ENCLOSED (O
U, S. RADIO o July 1938 13
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as basic as the alphabet

ESBEnllal tfor Michigan

sales and profits

Seventy per cent of Michigon’s
populotion commanding 75
per cent of the state’s buying
power lives within WWJ's
daytime primory coverage
area.

EGYPTIAN

Several thousond years be-
‘fore Christ, the Egyptians
vsed a rough sketch of a
mon with uproised orms o$
1he symbol for high.

PHOENICIAN

From 1500 to 1000 B.C,, the
citizens of ancient Tyre em-
ployed a variant of the
Egyptian form to signify the
first sound of its name, he.

GREEK

As early as 800 B.C., the
same letler had been turned
around and agppeared on
Greek inscriptions. Its new
name was epsjlon.

ROMAN

By 700 B.C., the Etruscons
had borrowed the letter ond
possed it olong tothe Romons
who shaped it in the form
we use todoy.

T3 M1 W >4

Historical data by
Dr. Donald J. Llayd, Wayne State University

Elementary, Mr. AdvertiseriToday, as it has been
since the birth of commercial broadcasting, WWJ is your
basic buy for successful radio advertising in the great
Defroit Southeastern Michigan market.

Start your fall radio campaign here—with the
WWJ Melody Parade, the WWJ features originating at
Northland and Eastiand Shopping Centers—with sales-
minded personalties like Hugh Roberts, Faye Elizabeth,
Dick French, Bob Maxwell, and Jim Deland. It's the
basic thing to dol

WW J raDIO

WORLD'S FIRST RADIO STATION
Owned and operated by The Detroj¢ News

NBC ASfiliote

National Representalivest Peters, Griffin, Woadward; Inc:

U.S. RADIO o July 1958
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Outiook for Faill Radio Buying:

Will 11 Be Betler
Than 195772

For most Americans, sumn-
mertime s playtine and fall
is only a pale specter on the
horizon, at least several sunburns
away, For the radio industry, how-
ever, the hot weather months ave
hard working wonths when plans
ave laid and schedules made for the
critical fourth quarvter.
With the experts predicting that
1958 would be the best year in radio

U. S, RADIO « July 1938

SURVEY OPINION:

As stroug as last year’s fourth

quarter, probabiy stronger.

FACTORS: Spot should hold big, network expected to

move up. Rates are rising (five to I percent) and

agencies are concerned abont crowding during driving

times.

history, the fall quarter—whicl tva-
ditionally kicks off the new season—
asstunes added importance as radio
nten get readv for an all-out drive to
make these rosy expectations a
reality.

t. 5. RADIO has just completed a
stirvey ol agency, neiwork und vep
resentitive executives o gdetermine
the outlook for aunynn. \While
most campaigns are still in the plan-

ning stages, the consensus in all
these fields is that radio billings will
be at least as high as they were last
fatl and probably higher,  Estimates
range from “radio will be a little
oft” to “hillings should be up 13 per
cent.”
Specifically,
stand ou:
» Spot radio will hold strong ard
in all probability will be up

these conclusions

3
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Tom Viscardi, medie buyer, Y & R.

“Budget is hegoming more of g comsig-
eration.”

Ed Fleri, spot best. supvsr., BBDO.

“Uore advertisers want wmore radio
time.”

b

over the vime period lost vear.
Network radio will be in no-
ticeably better shape than Jast
all, which is particularly sig-
nificant m view ol the lact that
the List quarter ol 1957 was nne
o the most successlul in reeent
netwprk history  (siuce the agl-
vent ol television) .

Econonue talk s alfected il
planting in that dlients me more
cautious in approving  budget
allocations. While most agency
men do not expect this o aflect
rathio  spending  materially; i
does postpone actual buying.

Radio rates are rising, estimites
sarving hetween live and 10 per-
vent

There is inaeasing anxiety in
agenay dinddes over the problem
ol pver-commnercialization by
stations, especiolly during the
popular driving tunes,

Old and New Advertisers

Amatig agenoy excentives who pre-
dict that spot hillings will nin-
tain the status gpup ar intrease slight-
I oover a year ago. most cmphisize
the recession as a lactor working lor
vadio, According to Tom Viscardi,
inedia buver, Young & Rubicanm Inc.,
New Yok, hoth old and new radia
adrvertisers me wining 1o the sawngl
medinm because ol its wide coverage
i low cont at o time when bhudget
iy hecaming nmore and more of a con-
sideration, The high cost mud tiglit
availabilivies ol ©voare also a lagtor
in chients” planing  this Lall, he
stites, ane as aaesult radio s being
comidered by adverusers wha might
nornally go into spot v,

Another interesting trend ponrted
up in the survey is the ingcreasing
munber of adyertisers signing lor 52-
week spot sehedules. They are tak-
ing advantage of racho’s Levorable
disconnt stracture and the chance 10
get their spots 3 the prime time
periods.

Oid  radio  advertisers, another
media man says, will tend 1o con-
tinue in the meditin this fall bhoth
because they have heen satished on
the whole with their past campaigns
and also fov economic consideritions.

On the networ k side with mily onle
exception all the agency respoidentts
predict billings witl be up over List
Lall. They atwibute this 1o the in-
creasing lexibility ol network oper-
ations with particular emphasis on
1the availabilities of Ove- gnd 1min-
ute participations and shorter spots.

“For the national advertiser,” sivs
one mecha divector, “netwmk radio
provides tremendons narkets, great
lrequeney at o very reasonable ot
per thousand.™

Another media biver points ot
that petworks are cleating more innd
more statio)s. which s encouraging
advertisers  who  lormerly  decided
against network buys Tecanse they
conldn’t ger all the sttions they
svanted at the tmes they wanted.

Network radio s sutacting new
advertisers in inereasing  numbers,
according 1o several agency men, who
are not et ready o announce spe-
dihe plans of diens,

I Hollhan, divecior ol nerwark
wadio, BBDO, savs that “network
padio will be up considerably this
fall because it has proved isell w
many advertisers in the lase year, 1
kinow ol one sponsor whose sales
went upr 22 percent in the lase year,
smuch ol which iy areributable fo
their network advertising.”

It 3s also reported tan this agency
is working oh network plins ol con
siderable  magnimde  for  several
chients.

Clients Arc Cautious

In apite ol the fact that agency
gpindon puts network and spot radio
out it front ol last Tall, nearly every
respondent observes that clienis are
much more deliberate in approving
adverusing  budgets lor all media,
radio included. “Advertisers ave re-
luctant to part with their dollars this
year,” one media buyer ohserves.
“They wilt probably end ujp spend-
ing what they have hudgeted, hut
they are much more hesitant in put
ting their name on the dotted line
for specific campaigns.” As a vesult,
it is prabable that the llow ol {all
business will be somewhat delayed.

Another trend for the autumn
thiat was coinmented on by nearly
every mediz man surveyed is the

U. S BADIO o July 1958




Fall Radio Campaigns in the Works

BRAND AGENCY TIMEBUYER
Coldene . Welter Thompson, Chicago Ellen Carlson
Feen-a-mint Doherty, Clifford, Steers & Shenticld Charles Willard
Chooz Doherty, Clitford, Steers & Shenfield R Charles Willard
4-Way Cohen & Aleshire Beth Black

666 CharTes W. Hoyt Douglas Humm
Blackdraught o Cohen & AEshirq Be_th Black
Bromo-Quininc Benton & Bowles Jack 7Criebel
Nc;-Doz = Sidn;)7 Garfield &_Zssoc., San Francisco Thurston McGuffick
Plough Inc. Lake-Spiro-Shurman, Memphis J. Martin Hollinger

Vick Chemical Co.
Bristol-Myers Co.

Carters Little Liver Pills
Chevrolet
Ford

Lincoln-Mercury

Hertz System

Pontiac

Texaco
Sinclair

Conoco

Esso

Cities Service

Frigidaire

Wrigley

Fitch
Thos. Leeming Co.

Mueller

Eskime Pie

Morse International

Loherty, VCIifford, Steers & Shenfield
Young-g Rubicam o
Ted Bates -

Campbell-Ewald

J. Walter Thompson

Kenyon & Eckhardt

Campbell-Ewald, Chicago
MacManus, Jchn & Adams
Cunningha; & Walsh
Morey, Humm E Warwick
Benton & Bowles
McCann-Erickson
Ellington & Co.
Dancer, Fitzgerald & Sample

Erwin, Wasey, Ruthrautt & Ryan, Chicago

Arthur Mcymﬂ, Chicago

Cokien & Aleshire

William Esty

Doherty, Clitford, Steers & Shentield
Cunningham & Walsh

Crrin Christy
Charles Willard
Sy- Drantzch _
Greg Sullivan
Rena Maye-r
Jim Luce

Louis Kennedy
aorgc Simco
Jack Varnier

Sy Czuy

lack Bray

Kay Shanahan
John Nuccio
Seymour .Géldis
Gcor;ge Wallace
Glenn Wilmoth
Holly Shively
Joan Rl-lssell
Beth Black
Richard Driscoll
Jett Fine
Clitford Greenspan

tendency

towayd rate increases by
wany stations. Most estimated the

this year than last, During a typical
week, sampled last winter, the rat-

increases between five and 10 per-
ceut, with six percent the most lre-
quently mentioned figure. 1id Fleri,
spot  hroadeast supervisor, BBDO,
says, “It's largely a question ol sup-
ply angl demand. Move advertisers
want more radio time so stations age
ncreasing their rates.”

According to A. C. Nielsen figures,
more racio households are tuned in

U.S. KADIO o July 1838

ings firin says 89.9 percent of al] U.S
radio homes use their scty—an in-
crease of eight percent over the
previous year.

Only one respomlent feels that
radio may lose smme business due to
tate hikes. The prevailing opinion
is that the increases are not large
enough to decrease the medium's
attractiveness o advertisers.

Several agency nten report a
nrked wend in the direction of
maore package deals. These serve the
dual purpase of obtiining high [re-
quency at discount rates and break-
ing the logjam of advertising duving
peak Tionrs,

Agencies  are  increasingly  con-
cerned over this problem of over-
commercialization  during  driving
times, atthough the use of other

[Cont'd on p. 58]



Tom Harmon, Texaco sportscaster, teams . “‘ b
up to broadeast Cotton Bowl with 785 5%
Fred Gehrke {center] and Forest 'il‘---b'
Evashevski ([right), an old teammate. -

-
‘l

I’i}i}_ﬁ?fﬁii’ﬂ o
i+ h 1

Texaco dealer ‘tapes commercial for = -
later broadcast. Firm likes to empha- 1

site friendliness and service of dealer. ’ﬁ‘.

- =,

[ ! o \
F 4 o1l
-# gt '

Second largest oil company in country '
spends estimated $3.5 million a year

spotlighting news and sports
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The decline ol the American

male has long been a mauer

ol concern to sociologists,

loreign critics and the embautled
men themselves. American women,
observers have complained, are win-
ning the battle of the sexes on all
tronts Tncluding the economic. It
is estimated that women influence 85
percent ol consumer purchases i
this country, and acvertisers and
their agencies have made no secret
abont their courtship ol the lair sex.
One ol the exceptions to the rule

is The Texas Co.. second largest
manulacturer of gasoline (Texaco)
and related products in the country.
and its agency, Cunningham & Walsh
Inc., New York. Men, declares John
Childs, vice president and senior ac-
count executive for C&\V, still rule

U, S0 RADIO o July 1958

the roost when it comes to the pur-
chase ol gasoline and the selection
of a service station for the famih
car. The problem is to reacli them.

“Men determine more than 80 per-
cenit of gas purchases, Even though
women may actually have the car
serviced and buy the gasoline, our re-
search shows that the wmajority ol
wives follow their husbands “orders”
and suggestions in the selection of
the brand or station aod in the or-
dering of minor repairs and other
services. As a result, onr advertising
in all media, in vo far as possible, is
aimed principally at men.”

Mr. Childs states tliat “the special-
ized use of radio is one of the best
ways to insure a predominantly mile
audience.” In its use of the air medi-
um—uwhich accounts for 28.8 per

B

TEXACO

A -

Rasiang iann
) S >
-3

cent ol the fium’s total advertising
budget—Texaco has developed
special twist on its media strategy
which involves rotating purchases.

Texuaca places emphasis in in
radio buys on driving times, seven
s nine a.m. and four to six p.m.. and
also tries tr capture the male audi-
ence with some nighttime and con-
siderable weekend radio on a na-
tional spot, network and regional
program  sponsorship  basis, ..
RADIO estimates that last year
Texaco spent approximately 535
million in radio. The radio budger
for 1958, while flexible, iv lollowing
the same general pattern as in 1937,
according to D. W. Stewart, Texaco
advertising manager.

Radio spending for The Texas Cer.
bas increased markedly in the pist
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severad vears, he sats, chielly hecause
the advertising  budger s mudch
greater

“We are intevested iir driving
vimes on radio not only because we
contact men on their wav o work,”
Mo Stewart explann, “but alvo be-
cuse we feel we are reaching them
in the best place - .- in the car oy
which they i buy owr products.
We like weekends lor two reasons:
I'heve are lots ol wmen on the road
(or at home) and statistics show
that more gas and oil s hought
on the wecekends thaw ar any other
time,”

My, Childs points omt that in the
peak summer months, Texaco dropn
its v schedhnle and uses radie onh
moconjuncuon with print and out-
door media, “We do this because
toviewing is knawn 1o lall away in
the hot weathey months aud also
becine of the inaeasing povtability
ol vadio. Radios are not oenly being
turned on i cars during dhe sunune
when theve s increased driving, bui
thea ave alvo hicard on the beadhes,
at picnics and o other outvl-door
places.”

"Radio,”  Mr. Stewart savy  “is
ideal Tor our pavticalay pyrpose—
sports, news ang music, aad 1 alse

Luther Smith is one of many Texaco
dealers who deliver commercials in their
own words over local radio stations.

20

provides the vast voverage we need
it an economical cont,”

Texaco's spot radio — which gets
the lion's shave of the vadio budget—
cmbraces 325 stations in neinly HIO
markets in almost every state in the
attion siuce the company is the omly
gas ikl oil rm thae distributes w-
tionally. \eeording to Jervy Sprague,
vhiet timebuyer on Texaco, minotes
ave the most ohicnased conmmereial
length: uwext in use are 20-econd
\l)l)l\'.

The ‘Flight’ System

Lo ke advantage ol vadin's llexi-
bility aml 10 gain year-avound bin-
pact without 52-week buving, 1'exaco
and  Gumminghnn & Walsh  have
developed what they call the “llight”
svstent, The company goes intp all
ntarkets Tor a month or live weeks it
a time and then stvs out for the
sanie length ob time o a littde longer.
There are about five of these [lights
asear, T system, used in all media,
Tias been worked out patly for vea-
sons of cconomy, “We can’t allovd to
buy in all nunkets 32 weeks a vear,”
My, Childs savse *Uhis svstem s
especially etlective lor “T'exaco, how.
ever, in view ol the fact that we have
ouly three miajor selling cangpaigns
ayear—spring checkup, kall checkup,
sumuer driving.”’

lu beuween these big pushes, the
company does straight gasoline and
oil selling primarily. Maost copy goes
(0 Sky Chiel Supreme gasoline, the
o’ preminm line. P T antitreese
comes in lov a large shave ol time in
the tall compaign, while other prod-
ucts pushed lrom time to time are
Fire Chicl regular gasoline, Havoline
oil in ity various weights, Texaco
Motor Oil and Muwrfak grease lubri-
cation and also Texacn Service.

In addition to its spot buys, the
fium has spomsored for 18 years the
Mewropolitun Opeva broadeasts as
an nvestment iy imstitutional adver-
tising. The opera, hewd each Satunr-
day alternoon  [rom  November
thvough  Aprily wil]l be broadeast

over the CRS newwark whis lall. ',
more than tour hours of radio time
per week, the company has less thaw
two minutes ol commercial time, the
agency reports, und that iy gdeyoted
to sponsor identification.

The company has no other rvadio
vetwark commitments at the moment,
but, iaccording 1o CXW's My, Childs,
is “alwavs considering netwark possi-
bilities.”

The thudl dacer ol the gasoline
compaimy's radio cawmpaign revolves
around  hve-aminuwie amd  1Baninute
tegional news and sporiscasts in the
carly evening aimed, like the spot
campaigns, at nren,  tn Moniana,
hyve-minute newseasts are hroadenst
six davs a week over the “ZV-Bar
inctwork:  in Flovida,  live-minute
newscints are heard six days a week
in 'I';nu]);l, Mianin and Jacksomvillg,
in Chicago. John Carmichael de-
livers a I3-minute sportscast six days
a week over WHBBM, T'aom Muanning,
RYW  Clevelind, O, and Tom
Kelly, WMBD Peoria, 111, also do
quarter-howr sportscasts every day
except Sunday. v St Lows, Mo,
Bob Buuw’ sportseast s hend six
days w1 week vver KMOX, and o
the West Coast, sporiscaster Tour
Havwon broadeasts six days a week
over the Calumhbip Pacific Radio
Network,

During the toothall season, T'exaco
sponsors a total ol nine college gomes
in the southern states covering at
one time or another during the [all
Alabamia, Geovgia, Georgin Tech,
Mississippi, Oklahoma, South Cavo-
lina, Tennessee, Miami and Tulane.

Extept lov the foothall games, 1he
news mud spord shows rim 52 weeks
a year,

Since Cumminghiam & Walsh en
teved the “I'exacs broadcasting pic-
ture 18 months agn, the two most
ontstanding  vadio  compaigns (0
conjunction with other media) have
heen “The Tower of IPower™ and
“Swing into Spring With a Safety
Checkup” featnring benny Goodl-
man and his orchestra.
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The “Tower of Power” campaign
an throughout 1937 and received
the Radio Advertising DBureau’s
award for that year as one ol the
eight best radio conmercials. Em-
phasizing service and spotlighting
Sky Chiel Supree, the campaign
made wide use ol music, as shid
“Swing into Spring” in April ol this
vear. Copy leatured the offer ol the
Benny Goodman atbum of the same
name for 50 cents and a Texacd
caupon available at the dealer,

This summer there is a cam-
paign featuring a tourist hooklet
given {ree at Texaco service stations
which is a guide to better summer
touring in the U'.S. This will be
advertised, according o present
plans, in the company’s copy tduring
its summer flight in July and August.

The Texas Co., according to M.
Childs, is always on the lookout for
merchandising tie-ins with its sta-
tions, ind the agency credits its four
feld men in New York. Chicago.
Houston ! Los .Angeles with doing
an outstanding merchandising job
in Liaison work between suitions and
dealers. During the “Swing into
Spring” campaign more than 5300
radio stations were contacted [for
merchandising tie-ins with the four-
week spot schedule. Many  disc
jockeys all over the country played
selections from the Goodman album
on their programs.

Compdny Image

Lt all us merchandising efforts
and copy creation, Texaco attempts
to creite a company image of warmth
and friendliness. \ccording 1o Joe
McDonouglh, vice president and cre-
ative supervisor, Texaco is not only
selling the quality of its products,
but 1t 1s also selling its dealers and
service, particularly in the fall and
spring check-up campaigns.  “Alter
all,” he says, “'you don’t see, taste or
directly handle gas. What is really
tangible to the customer as long as
lie is satsfied with the product’s
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quality is the service he gets il the
personality ol his dealer.”

Mr. McDonough emphasizes the
inportance of having a goad, hasic
selling ideu., "1 believe there is today
a tendency o overproduction with
giimmicks and sound effects as a sub-
stitute for a selling idea. 'd rather
see i@ sound selling idea hudly exe-
cuted than a bad idea well executetl.
Ol course, we always strive to coit-
bine both the good idea with excel-
lent production.”  He auributed the
success of the “Tower ol Power™ and
the “Swing into Spring” campaigns
to these qualities “phus the fact that
both ideas were adaptable to all
media.”

Mailed to Stations

Texaco commercials, once ready.
are mailed out to the stations eveiy
three or four meonths with a schedhile
for airing. Jack Bray, media buver,
selects stations ae the beginning of
cach year amd reviews his choices
from time to ume. He does not ask
for availabilities, but simply places
his order for the time periods he
wants and lets “the representative
work it out with the statiou.

“This saves e tne and trouble
amd 1 usually get what 1 want he-
catise when 1 call, the representative
knows its a fum order.” Although
Mr. Bray buys popular time periods,
he is not usually required to buy i
package including other times of the
day because Texaco is only in the
market lor a month at a ume, he
says, “and the stations can make up
the other business for those time
periods when we are out.”

Radio has been getting business
from the Texas Co. since 1932, Mr.
Stewurt veports that the firin was in
network radio heavilv until 1948
acl the roster of stars it sponsoretl
during that period include Ed
Wiynn, Eddie Cantor, Jimmy D
ante, Ken Murray, [ames Melton,
Evelyn Knight, Tony Martin, Gor-
don MacRae, Milton Berle and Fred
Allen.

Y

D. W. Stewart, Texaco ad mgr.

John Childs, C & W vice pres.

Jack Brdy, media buyer of C, & W,

After 1948, the company began o
funnel most of its radio fundy into
spot and regional radio.

The Texas Co. was founded in
1902 by Joseph Cullinan and Armold
Schlaet operating in Louisiana and
Texas. Todav the firm, its subsidi-

aries and athliates girdle the globe

with the parent company's assets
totaling more thait 2.7 hillion, e « e
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News: Don Gardiner broadcasts over ABC,

Variety: Robert Q. lewis Show on CBS:

Drama: Ed Herlihy on NBC's My True !

Sor Cgéz Prescription

3

Abe Plough, president, Plough Inc,

Thomag L. Greer, advertising dir.

drng field, Plough Inc. has

this prescriptiop lor radio
m 1958: A\dd 32 mnlthon to cayelal
advertising research aod the prols-
leni of mult-brand product charac.
teristics and blend with 25 years'
experience with the medinm. Apply
in heavy doses e 900 stations in 350
aties.

The Memphis,, Temn., phabn.
ceutical firm, which this yé:lr cele-
brates 1ts 50th :mni\'crs;uy, employs
radio as a basic wedivwn, “a day-in
and day-out voice to sell St Joseph
\spiriv, St. Joseph  Aspirin Fo
CGhildren, Mexsana Medicated Pow
der, Musterole, Coppertone  aud
other products.” It is spending 10
percent more jn radio this year than
in 1957,

(]
% ln the keenly competitive

“The Tact dut ple wifl spend ove
S? million in radio during 1458,
says Abe  Plongh, presudent and
tounder ol the coppany, “is the best
evidence we can give ol the resnlts
we [eel we me obtainimg from radio
ddvertising.” Mr. Plouglh’s firm ran
up record sales in 1957 ol §29.473,
214, up mare than 85 million over
1956. Net ciunings were up alnos
S1 million, and Plough stack is being
more actvely wraded than at any
time since 1t went on the New York
Stock Exchange in 1916, the firm
reports.

The competiviveness of the drug
mdustry plus the need for “good
taste” in copy saud the watehlul cye
of the Federal Trade Commission
all temper amd shape Plough acdver-
tising.
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Spot in Over

100 Markets

for Radio

Careful research and suudy go
into every campaign for a Plough
product, according to Avron Spiro,
president of Plough’s advertising
agency, LakeSpiro-Shurman Inc. ol
Memphis. The elewent of timeliness,
attuned to the seasons and the
weather, is an important factor.

“There aye any number of basic
principles 1o be weighed and ana-
lvzed belore the copy department
takes over,” reveitls Mr. Spiro, wlo
also serves s account executive on
the Plough account and has played
arg active part in the creative aspects
of Plough advertising lor imore than
25 vears.

“Each product, with its own char-
acteristics and appeal, must be care-
futty analysed for presentation to
the mass anglience,” he notes, and
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Competitive drug field, in addition

to multi-product line, makes hard

demands on firm’s ad strategy

poiuts to the fundamentat quiestions
that must be auswered for each
product. They include:

o What are the selling points that
will bring about an urge-to-bus?

e What 1n the best techimique
adaptable to  the product—
music, gramatization,  phrase
pattern. celebrity  testimnonial,
local personality?

o What are the listener habits,
iype of station or stations used,
competitive (actors?

Added Virtue

“The flexibility and elasticity in
the use of radio advertising,” says Mr.
Spiro, “give it an added virwe of

tinteliness ol appeal, enabling prod-
uct messages to conform generally to
sitiations or conditions in keeping
with the weather or other develop-
ments necessitating a change.”

The two chiet aveunues of the
sound medium are used to acconi-
plish twn major advertising objec-
tives for Plough, says Mr. Spiro.
“Network radio is utilized [or na-
tional coverage, witlr {15 relative
economy stimulating  advamnageous
application of the viwl basic princi-
ples ol trequency and continuity of
lmpl‘essmns.

“Spot radio,” he contimues, “is
used beciruse ol its intensive adver-
tsing 1mpact in the major markets,
thus accounting for signifcant na-
tional business volume among drug
deaters,”




The approximate numbey of sta-
tions used by Plough include about
G0 1adio outlers. QL these, more
than 200 carry spol cmouncements
ul about 108 cities.  \lso, NBG,
CBS and ABC aihhiates net-
work shows i 1) cities.

Plongh recognizes the virious ad-
vamtages ol continuonus radio adver-
tising s noted Iy Frank G Morris,
advertising budger manager. “Many
vadio stiols catrtv a tall 32-weel
advertising  schedole  for Plowgh
products. "This nincins the impact
and contimniny i are esessendiild
w the sugaessul sale ol drug prod:
ucls.

In the past sear, he rveports,
Plough’s network acovities have i
chaged (u-slmnmrship ol NBC Mom-

Gy

tor News and sponsonship ol five
minute newscasts on ABC. The firm
18 also a sponsor of the Robert Q.
Lewis Show on CBS, My True Story
on NBC and has pavticipated
NBCS Bandstand program.

MG Morris explains that with he
manner i which a great wnany st-
tions and netwan ks establish their
vates, continuity ol advertising has
the advantage ol earming wmaximuim
divcounts tor radio advertising,

Spot and Network

\otlve ageney level, M, Spim-
points out that spot and negwork
raclio, like all other media, ave e
ploved 1o take tudl advimtage of

Plough'’s
Dual Radia
Role

Harold R, Krelstein, Plough Stations.

24

Plough's beliel in the strength ol radio
ooy bevond the company’s ose ol the
medinm as an advertising vehiele, It
has beat i straon owarevship for alimost
13 xears,

“From the vory firnst, when Plough Inc.
acquired s hrse station back in 19117
savs Thorokd Ro Krelstein, president ol
the Plonteh Stadions and a vice ])l’(‘\i(h"l]l
ol PMough Ing., “the T telr dhant 10 wWiy
a gowd form ol cdhiversihication, s more
stations have been added and owr scope
ol 1adio operations enluged, we have
benehticd throush increased knawledge
and expervience.”

Plough e, buss time trom the foar
statians whiclr it awns and operates like
any other advertiser ai vegular 1ates, ac.
covding to M. Krelstein, “But” he adds,
“onr radio stations ave certaindy o pare
of the tecan of Plongh Tone, and a “part-
ner’ in the company’s progress,” Plaugh
Stitions are located in four wiglespread
nmajor markets: WD Chicago, WCOP
Loston, WOCAO Baldntore and WIS
Mewphis. Mo Krelstein  diveers  the
operations of the station group irowt
Memphis where he was formerly general
nentager of WNPS, e points out that
in the field ol operating its own stations,
Plough has (ollowed its theory uf “more

their Irst chirracteristivs,  “Newwrzk
radio,” he states, “is a potent force
in promoting  cstablished  produets
from o stundpoint ol cecononmical
Meswiage vegistrations ol i Irequent
mationmal hisis, complementing other
media messages.

“On the other huind, spot vadio s
a powerlul ool 1 selected inarkers
where high lrequency, malti-station
schedules ave wsed  in conjunction
with other media. For introduction
ol new dtems i major marketing
areas.” Mr, Spiro says, Usatvition
apot tadio has  proved iwself  ex-
tremely valuadsle i establishing the
product story quicky.”

Ploutgh’s theory of rmdio adverts-
ing, ay expressed by Thomgs 1.,
Creer, vice president iyl divector o

halanced  diversilication  of i
source of income,”

“Our ownership of these stations,”
Plough’s diveetor of advertising, Thomas
1.. Greer, helieves, “gives the compinny
an ever-inereasing . kmowledge of radio
wsoan advertising,  merchandising and
promoton  mediun,

“Ieoas significant o know that in the
food field, post as i the deag lield, vidio
Tas become one of the most successul
sources ol reaching the consumer,” he
says. CIn Plough's operation ol its pres-
ent four radio stations 1 anr vemindeed
ol the fact that Geneval Mills of Minne-
apolis wias one ol the list companies
actually 1o have its own vadio station,

“They were probably the hrst,” M,
Greer veasons, “to discover the possibili-
ties ol vadio with their Betty Crocker
program.  Their st experience  with
Bety Crocker and daytime selling was
an their own surtion, and their head
stirt i vmlio was closely related 1o and
sprung [rom that carly experience.”

Plough Inc. purchased ity first station
m 19 4—WNPS Memphis. WJjJD Chi-
CAgo wirs :l(‘qnire(l in 1958, and in 1956
both WCAO Batimore and WCOP Bos-
ton were added w the Plough radi

Lamily.

assety

ey T i
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advertising, is to be virtually “on the
air evervwhere.” Plough, he declares,
was one ol the earliest pioneers in
the use ol radio advertising, sponsor-
ing a national network show as far
back as 1934,

Plough also prides itsell «m being
one ol the frst advertisers o dlevelop
aud ase dvamatized one-minute spot
announcements.  In addinion w per-
l;m'ming 1ts various advertising lunc-
tions, radio is credited with having
“added materially 1o the Jn‘estige of
the comany.”

Lifeblood of Business

The Plough jreople have always
helicved that “advertising and sell-
ing are the lileblood of the business.”
The company was ouly a lew weeks
old when o-yveur-old Abe Plough
placed an ad in The Memphis Com-
mercial Appeal [or Plough’s Anui-
septic Healing Oil. That was in
1908, and in the 50 years since move
than SINO million has been spent
“to make Plough  brand names
known throughout the world.”

“Some products,” savs Plough's
Mr. Greer, “ave by nature ol the
products  themselves easier 1o selt
through radio advertising, 11 has
been the experience of our company
that the more simple the product
awd Tty use, the move adaptable it
i5 to radio.

“When the product story is such
that it can be clearly explained.” he
siiggests, “radio can be owne ol the
most provocative media.  [{ offers
the advantage of flexibility as 1o
timing and quick shilis in copy
atritegy.”

Restrictive Forces

The naturé of Plough's many
products cveate problems i copy
aund presentation imposect by two
restricuve forces—the Federal Trade
Commission and the guidince of
“good taste.”

“Like all other drug  product
copy,” Mr. Spiro explains, “ours
must he written within these limits.
In other words, certain creative
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Avron Spiro, Lake-Spiro-Shurman.

flights or umusual “light touch” or
linorous techuiques might be eltec
tively used in radio spots lor some
product groups, but they would be
o ol place in ding copy.

“Thevefove,” he adds, “our radio
copy is gencrally built—depending
on the Dbrands involved—on the
scientifhc, havd-sell ov  veason-why
themes, stvessing  benefits and  ad-
vintages for the listener.”

Radio’s Advantages

The dilhiculties o creating copy
for Plough’s various products are
overshadowed by radio’s nwumy ad-
vantages, according o Mr. Spiro,
especially the employment ol various
sound techniques that enable radio
to create and maitam a sort ol
“mood-for-message”  background.

“We have lound this highly adipu-
able in spot usage wheve a wide
range ol eftects swe available lor
making spot nessages move  Jasc-
nading and interesting.”

My, Spivo also states that “more
aud more research and testing must
be employed to develop the Dbest
copy appeals {or mass selling. We
ast have a deeper and betier in-
sight into the best wavs to help drug
dealers sell niore of our products.”

Although the main business of
Plough Inc. venuns the drug manu-
Tacturing  operationy  centered  in
Memphis, it has had marked stiicvess
with its subsidiavies: The Copper-
tone Corp. of Miami, Fla.; Plough
Canzula Ltd. of Twonto, Ont;

Frank G. Morris, ad budget mgr.

Plongh  Export Ine. of Panama,
Plough ol Culiloniria Inc. in Los
Angeles, and The United Corp.
which operates a chain ol six retail
drug stores located m downtown
Memphis.

\ho, Consolidated  Diswributors,
an amincorporated operating  divi-
sion  distributing  products of Na-
tional Disdllers Products and M-
Kesson & Robbins Inc. for the west-
ern portion of Tennesce, and Lier-
national  Distributovs  Ine.,  which
maulactures and distvibutes a line
of packaged drugs in the South and
border sates.

Station Ownership

The addition ol these vew busi-
nesses was in each case. according to
Plough, made “to provide 4 more
balanced diversification ol assets and
source of revenue.” It way [or these
reasons that Plough iwsell in 1911
went into ragio station ownenlrip
(>ee box on acjoining page) .

Future plans lor Plongh Inc. radio
advertising inchude consideration ol
an cven larger spot radio budget,
particularly in major  marketing
aveay of the courmtty, the company
states,

“We try at all times to keep oui
advertising plans flexible,” veports
Frank Movris. “But onr past resules
and experiences over the years with
radio as well as onv present sched-
wey,” savs the advertising budget
manager, “cevtainly indicate our
continued Luth in vadio.” o o «



Who Listens .. . and When

MORNING
Mon,-Fri,

10.0 million

e

3
H
WOMEN ) iy
TEENS
CHILDREN LO_'B_.
1.3

Teenagers

Are Radio’'s

In a statistical roundup of 'Radio 1958,

A. C. Nielsen Co.'s listening data shows that

teenagers are never more than a minorjty

\mericans spend approxinately 195 il

hours a week lisiening o the radio with 85

out pl 100 homes reached at some ume during
a wypical week.

A(('tn'ding to the .\. C. Nielsen Co., which veveals
these higures in its statistical roundup ol “Radio 1958,
this not only illustrates the almost anlimited adver-
tising potential inherent in the senior air medium, but
also underscores the need lor centinuing, comprehen:
sive measnrement o radio.

In this report, the firm summarizes its latest indings
about the characteristics, sizes and wends ol radio
audiences and explades some popular myths in the
process—including the beliels that teenagers dominate
alternoon listening and that in-bome radio listening
levels are much higher in winter than sunmmer.

During the average weekday afterncon, .9 wmjllion

AFTERNOON NIGHT
Mon.-Frj 7 doys

9.2 million

6.9 million

5.4 -

3.0

L_.__O'9 1 1.2
L 0.8

All data are average-minute measurements from NRI January [958 and
NRI-NSI National Audience Composition November 3o December J957.

Small Fry

teenagers are listening o the vadin sha ing a given min.
ute compared with 54 million women, 1.1 million
children and 1.8 million men.  During the cvening,
women still dominate listening with three mitlion win-
ing inr per minnte. Teenagers still trail adults with 1.2
millionn per aninute against 1.9 million men.  Chil-
dren in the evening hours drop 1o .8 million per minute.

In the morning, womerr lead the field with a whop-
ping 5.9 million per minuie with teenagers at .8 mil-
lion imd nrerr at two aillionr.  Children reach thernr
highest listening levels in the morning hours with 1.3
millionn a minute,

Ao coming ag somewhat ol a surprise o many
uhyervers, no doubt, 15 the Nielsen copnclusion that
during the weekday alternoon and evening radio’s
potential "is just abour as great in sunmner as i wine
ter for in-home listening.’
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PER MINUTE
(MILLIONS)

How They Listen in Home . ..

MORNING AFTERNOON NIGHT
Mon.-Fri. Mon.-Fri. 7 days
3.9

HOMES

July January July  Januory July January
57 ‘58 ‘57 ‘58 ‘57 ‘58

. .. and Out of Home

MORNING AFTERNOON NIGHT
Mon.-Fri, Mon.-Fri. 7 days
TOTAL 6.9 7.0

(MILLIONS)
1.3 |68

AUTO-PLUS

IN-HOME 4.8

July Jonuary
‘57 ‘58 ‘57 ‘58 ‘57 ‘58

How Many Homes Can Listen

Specifically, in a given nrinute on a weekday alter-
noon last July, 5.7 million radio homes were tuned in
opposed to 54 million in January 1958. In the evening,
3.6 million were tuned during July against 3.3 million
i January on a seven-day basis.

Out-of-hiome listening is almost equal during the
morning howrss in sununer and winter and does not
appear to follow the same seasonal pattern as in-home
set tuning during the morning. On a weekday in July,
1.1 million homes were taned in while one million
aere listening in Jamuary.

“The full reach of radio is not revealed by average-
minute measurentents,” the report states, as it is by
the cumulauve average weekly audience comparisons
outlined above. In the morning, Monday through Fri-
dny. 6.2 million homes tune in per nrinute opposed
o 5.9 million in the afternoon and 4.1 million in the
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evening. In a minute in a total day, +.2 nillion homes
are listening to the radio.

Geographically, the survey reveals, regardless of re-
gional or urbawn-rural difterences, more than nine out
ol every 10 homes have at least one radio set. In the
North East and East Central and West Central sections
of the country, 97 percent ot all homes have a radio,
one percent above the national average ol 96 percent.
In the South and Pacific regions, 95 and Y6 percent
of homes own radios, respectively.

Radio homes have been growing steadily since 1950
all across the country, Nielsen states. In 1930, there
were 414 million radio homes opposed ta 13.6 mil-
lion total U. 8. homes. In 1934, there were 45.1 million
radio homes opposed to 46.8 million total homes, aml
this vear out of a taral of 30.5 million American house-
holds, there are 48.7 million radio honies. o o o

(-]
1

B

July January July January



Here, Art Barrie receives the

American I.egion Community Service
Award from Lucas County
Commander Charles Phillips..
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“_..for outstanding O '

f.'

services to the
community...”

Only four times in 39 years has a community service

been of such significance as to merit the Lucas County,
Ohio. American Legion Community Service Award,
recognized as the highest local award. This rare honor
has just been awarded to Art Barrie, People’s Opinion
Program, and WSPD Radio in Toledo.

“The People’s Opinion program was singled out,”
according to Commander Phillips, “because it provides
any citizen easy and ready access to express an idea or
opinion. Such expression receives wide coverage. Defi-
nitely,” Phillips continued, “‘our citizens in this area can
be and are more informed on local and national issues
than others in communities which do not utilize such a
medium for a free exchange of ideas. Barrie and WSPD
have given re-birth to “town meetings.”” Qur commu-

nity can only profit from this imaginative radio service.”

“ "
“Famaus on the local scene

NBC RADIO in TOLEDO

National Representative: The Katz Agency
National Sales Director: M. E. McMurray
625 Madison Ave., N.Y. ¢ 230 N. Michigan Ave., Chicago

s\OR{,“
@ )
ﬂmﬁ‘g

Ooppps
WSPD WJwW wJBK wIiBG WWVA WAGA
Toledo Cleveland Detroit Philadelphia Wheeling Atlanta
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Farming, nu'nin;.;. mtlustry,

big Dusiness — and mare —

are the essentials ol 10 mid-
wostern states that make up almost
20 percent of the country™s popula-
tion and an equal percentage ol total
retail sales,  Uhis avean is so diversi-
lied thie its complexion varies from
the gold dal its open wheat felds to
the grav ot ity lu':uilylmpul:nctl in-
thustial sectiom,

More than 33,160,000 people
(19.22 percent of the wiand) abonnd
in this vegion and account for $38,-
269,416,000 in vewil sales (19.06 per-
cent ol the wotal).

I'he great vaviety ol owsupition
and living locatiom has placed a
pressing demang on conmunications
lacilities tor inlormation and enter-
tainent. For radio, it has aeated
a necd for a great variety in pro-
graunning—irom in-depth farm news
analtsis 1o the sophisticated music
beat of Gothan.  Rilio’s penetra-
tion in this 10state area stmds ac
96.8 peveent—9,752,000 yadio house-
holds out of 10,067,300 1011l house-
holds.  This wotal marker has 26,-
175,000 vacio sets capable of listen-
g 1o 593 radio stations (326 am,
07 1)

In s, ramio’s study oir the lollow-
ing pages, 10 midwestern sunes are
examined. The cconomic fices ol
eacly state we linked w0 the radio
vital statistics. In additdon, the
metropolitan arveas or the {0 most-
populated markets, as dehned by
Males Management. ave analysed:

Minois:  Populatian  of 9,633,
900, with 2,886,500 vadicr households
out of 2,981,900 1otal households.
Radvo sets towal 7,752,900, Reail
sales in {1957 came to 312,574,664,
000, up about a billion and a hali
dollars since 1954, Am stations total
o),

30

I'he world's greatest vail center e
located in Chicago, which also has
the lurgest stockvivds. Hlinois is a
leading manutactuver ol oil vefining
cquipment, elecirical, Lirm and rail
michinery.  The state 1anks lourth
in ~olt coal produttiont and high in
steel ontpue,

The state & also an important
agriculunal avea, v chiel  crops
being  sovbeans, carwy,  oarsagl
wheat.  Tlogs, pigs, cattle and poul-
iy adl rank in the fise 10,

Indiana: l’upululi(m ol <1.5l,-
100, with 1,323,000 radio households,
out of 1,372,100 wowal households.
Radio sers total 3,568,200, Retail
sales in 1957 came 1o 85,171,535,0043,
up more than  S600,000,000Q since
1951, Am statinons total 60

About 351 new aindustries took
root in the state Trom 1935 through
1957.  The amaunt spent by ex-
panding industries in Indiana was in
excess ol $502 million lor the three-
year periad,

The principal industries are:
Farming, steel and other metals, in-
dustrial equiputent and machinery,

Traffic Flow

Fort Wayue veports that s
engineeving depuartment i
measured tralfic low 1o deter-
mine the out-of-honme audience
created by car vidio. Peak driv-
ing time is brom -4 10 5 p.m. in
this industrial area lollowed by
the 3 104 p.m.and 7 10 8 i,
perindds.  But the interesting
point is that from {1 aam. 10
9 p.am, excluding the peak |
peciods, wathe is untlovinally
high—showing an even {fow
tlwoughout the day.

Radio Study

trangportation equipment, chemicals
and  terulizers, auto battevies and
transmissions, vubber and glass prod-
uces, textiles and clothing, paper
packaging and printing, ofl vefuning,
leather, veneers sind tood amdd aeat
products,

lowa: [opulation of 2,715,600,
with SLL200 radio houscholds ouar
ol 838,100 wtal households, Radrio
sers wotal 2,166,800, Retail sales in
1957 came to $3,217,190,000, up
about S172,000,000 since {951, A\
stitions totl 59,

Cauwde and corn produetion  gre
this state’s chiel nfoney-makers, with
over 90 pereent of the stae's land
devoted (o agriculune and grazing.
lowa ranks second in corn amd oat
cutput and lourtl in the growth ol
soybeans.  Hog and pig rvaising is a
wajor occupation and the state <o
sistently ranks in the fivst three.
Sheep and  lamby are  inrpovtant
sources ol revenue, too, as are poal-
try, eggs and dairy products.

lowa manulactures larm maclim:
cry and printing and  publishing
equipment as well as vending nra-
chines.

Kansas: Population ol 2,130,000,
with 653,700 rvadio hooscholds our
ol 671,800 10tal houselwlds. Radio
sets total 1,716,700, Retail sales in
1957 came to $2,355,096,000, up §158
ntillion stnce 19541, Aw stalions lotal
43,

Located in the geographicil centey
of the U1.S., Kansas joins the nuinu-
facturing East with the agricultural
Midwest and excels in hoth fhelds.
Runking fivst in winter wheat pro-
duction, the state also rupks in the
first 10 in hay, alfalfa and sweet-
clover secd ouiput. Kansas has the
second largest stockyards (after Chi-
cago) in the U.S,, located in Kansis
City.
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of 10 Midwest States

1llinois, Indiana, lowa, Kansas,

Minnesota, Missouri, Nebraska,

North Dakota, South Dakota, Wisconsin

The state abso is a large cattle pro-
ducer with approximately one fifth
of the animals passing through the
stockyards coming from ity own
ranches and tarms. Petroleum is the
most important mineral with ont-
put reaching ffth place for e
entire country, Helium and nawral
gas are also growing industries.

Minnesota: Population of 3,313,
000, with 929,200 radio households
out of 955100 otal households.
Raclio sets total 2183300, Retail
sales in 1957 came to §3,942.504,000,
up almost $500,000,000 since 1934,
Am stations total 58.

Minneapolis is the largest caslt
grain market in the world and the
state as a whole ts a primary pro-
ducer of rye, ]r.n'ley, soybeans and
Haxseed ranking in the first 10 [or
all.  Minnesota is number one in
sweetclover seed output, oat produc.
tion and places third in corn.

Danry products, fish and turs are
also large reveinte earners along with
nulk cattte. Lron ore and non-elec-
trical machinery constitute the stie’s
principle mineral and manulactur-
ing output.

Missouri: Population ol 420
900, with [,288,100 radio househiolds
out of 1,344,600 total households.
Radio sets total 3,496,000, Rerail
sales in 1957 came to 55,032 462,000,
up nore than $500,000,000 since
1951, Am stations total 78,

The most dramatic developments
in this state are in the Lransportation
and communications fieldt. Accord-
ing to the siate, new building in-
cludes TW.\'s $25 million jet engine
overhaul base in Kansas City; Gen.
eral Motors' $25 million expansion
i the same city; Chrysler's $30 mil-
lion mew plant near St. Louis; Royal-
McBee'’s S+ million new plant at
Springfield for typewriter manufac-
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ture, and Western Electric’s S60 wiil-
hon plant at Lee's Summnit.

Among the state’s leading indin-
tries are farnung, transportation
equipment, food products, cheinical
products, niachinery, fabricated metal
products, leather and leather prod-
ucts ad electrical machinery.

Nebraska: Population of 1,113,
700, with 120,700 radio households
out ol 432,100 total households,
Radio sets total 1,124,200. Retail
sales in 1957 came to §1,712,753,000,
up about $126 million since 195-.
A stations wotal 32,

With 46.8 percent of its poputation
residling i rural areas, Nebraska
ranks high in agricultural outpud.
The state boasts the largest under-
ground water supply systenv i the
U8, and has sitrmeanted its nsitural
aridity to become the third greatest
wheat producing state in the country.
Rye, cattle, hogs and hay are also
principle products.

In addition to {ood amd kindred
products, Nebraska 1s an 1mportant
manufacturer of printing and pub-
lishing machinery and other hon-
electrical machinerv. Mlineral re-
sources are largely in oil and sand
and gravel stone.

North Dakeota: Population ol
636,300, with 164,700 radio house-
holds out of 170,100 total households.
Radio sets total 442,300, Retail sales
in 1937 came to $753,895,000, up
approximately 390 million since
1954, Am stations total 17.

This state leads the nation in
mechanization of agriculiure aml.
as @ result, the farmers have been
outstanding customers ol the farm
implement industry.

Although farming is the wmajor
livelihood for most of the state’s in-
habitants, with wheat, barley and
rve the principle producs, the oil

Tndustry has heen expanding rapid-
ly in recent vears. A estintated S0
wmillion a year iv being spent in ex-
ploration by il concerns and ahont
$85 million goes to oil refining,

Sowh Dakota: Populaton  of
680,100, with 191,900 ratlio house-
holds out ol 196,600 total house-
holds, Rudio sets totul 511,200, Re-
tai] sales in 1957 caine 10 S752.898.-
000, up almost 375,000,000 since 1954.
A ostations total 18,

More than 90 percent of the laml
is in farms and the state ranks second
in rve, third in durum wheat, flax-
seect and wild hay. Qats, corn, alfalla,
spring wheat and swectclover seed
are also important crops. Livestock
is extremely significant,

South Dakaa prides iself on being
one of the lew states that is entirehy
tree of deht. Manufacuring is grow-
ing at a rapid rate with 22 new in-
dustries  having  been  established
within its borders last veat.

The state 1s rich in mineral re-
sources and leads the nation in gold
production,

Wisconsin: Population of 3.820.-
100, with 1,080, 200 ratlio households
out of 1.109.0000 tatal households.
Radio sets total 2883400, Retail
siales in 1937 came to $4,557.50 L0000,
up about S700 million since W54
Am stations total 71,

Dairy progducts are king in this
state, which is 1iumber one producer
in the country. Cattle, hogs, pigs,
turkevs, chicken and horses also
abound. Wisconsin, in additon, is
a considerable producer of corn. oans
and flaxseed.

Although most of the manufactug-
ing is in heavy industry, such
farm implements, most people tend
to think first of itv beer output,
Paper is another principle product.

(Cont’d)
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Hottest “shelf” for Chicago shoppers
WGN-RADIO

Millions of dollars worth of goods move off Chicago shelves with the help of
WGN! That’s why top-drawer advertisers buy WGN year after year. And
that’s why the nation’s smartest time buyers select WGN with confidence.
Join them--you'll be in the best of company! New, better-than-ever pro-
gramming for 58 is in keeping with WGN’s policy of top quality at the lowest
possible cost. Our coverage figures prove that—

WGN REACHES MORE HOMES THAN ANY OTHER CHICAGO MEDIUM!

WGN -radio
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to sell the most

/

osiers

/

be sure y\c\w\r\p oduct

is cooking in the) oftest pot!

1260@RADIO

WFBM

INDIANAPOLIS

every minute 18 a selling minute on WEFBM.

® Wanr a greater cumulative audience for your
saturation spot campaign ? Like to get more at-
tention . . . pull a bigger response to your
program. . . . increase sales ?

Then check WFBM first—wherc cvery minute
is a selling minutc!

Voices ... voices. .. voices! A greater variety
of personalities in programming than on any

other station give WFBM’s “sound” a big total
audience . . . provides the most exciting back-
ground in Indianapolis for your product selling.

This program variety means more pulling power
. . . gets more audience turnover hour after hour.
That is why your saturation spot schedule works
more cffectively and accumulates a greater total
audience. Ask us how WFBM can sell for you
in this big, rich midwest market!

Represented Nationally by the KATZ Agency

o July 1958
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WEBC e

DULUTH ¢ SUPERIOR ONE

STATION®

IN THE SECOND
LARGEST MARKET

IN BOTH MINNESOTA
AND WISCONSIN

»
SUPERIOR

TIMEBUYERS * SEE CURRENT
Watch for new WEBC HOOPER AND
‘Prize Dial’’—coming soon. PULSE RATINGS

U.S. RADIQ « July 1958
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Yessir—our Pulse is

stronger

UP, at the ripe old age of 37, WDAY.-

Radio is as frisky as ever—with a 1938
“#Area Pulse” that pumps us all over our 55
counties, 215,900 radio homes!

As for many years past, 1958 Pulse figures
again show that WDAY-Radio gets—

More than TWICE as many histeniers as
the No. 2 station!

than ever!

More listeners than the No. 2 and

No. 3 stations COMBINED!

More than THREE times as many
listeners as the No. 4 station!

Truth is—WDAY-Radio just doesn’t have

any real competition in the fabulous Red River
Vatley. Ask Peters, Griffin, Woodward!

WDAY

FARGO, N.D.

U. S. RADIO & July 1958

___

NBC & 5000 WATTS ¢ 970 KILOCYCLES

PETERS, GRIFFIN, WOODWARD, INC., Exclusive National Representatives
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focus on radio

A Quick Glance At People, Places

And Events Around Radio-Land

RADIO AND TV bury the hatchet in a jcint effort to boost
business. "‘Buy Now" campaign was undertaken by KOB radio-
tv, Albuquerque, N. M., whose bus bench ads are reproduced
here in more palatable form. Enjoying the cake is George
Johnson, general manager, who is being fed by Marge White,
women's director. Anticipating his slice is Dale Tetterington,
manager of Jill's Bakery, which created the culinary masterpiece.

ANNOUNCER TURNED DAREDEVIL climbs up ladder
of the Manhattan, Kans.,, water tower to live on the
| 15-foot high catwalk until he had raised $2,500 for
the Manhattan Area Park Development Assn. Human
Fly, Shel Smith, KMAN, spent three days taking tele.
phone calls and pledges from his heavenly rest. The
money will be used for playgrouads for children.

- i T

e SB[~

QUEEN LOUISE O'BRIEN cools off by the poaol after
performing her royal duties during the recent National
Radic Month, Adjusting the KNX Los Angeles per-
former’s crown is Glenn Logan, mngng. dir. of the Elec-
trie League of Los Angeles, while Art Holbrook, mngng.
dir., South2in California Broadcasters Assn., looks on.

i\

-
-
-
i
-
o

NI RO
NETWORK

“LET'S EAT OUTSIDE," say NBC Radio executives who are launching a
campaign to promote outdoor ealing this summer, The five-week editorial
campaion was developed as & means of building closer working relations
between stations and their local food retailers. Here Matthew J. Culligen,
vice president in charge of the radio network (right], and George A.
Graham Jr., direcior of sales olanning, examine promotional brochure.




= Attt

"YOU'RE THE TOP," says WTOP Washingten, D. C,
to Miss Barbara Bickerton, winner of the station's Miss
Portable Radio contest. Miss Bickerton, of Arlington,
Ya., promoted National Porfable Radioc Week at de-
partment stores in the area by presenting cards to
customers who became eligible to win a radie. Sta-
tion gave away two portables a day for five days.

STATION PAYS TIMEBUYER, reversing the wusual
procedure, in a "Who Are We'' contest sponsored by
WINN Louisville, Ky. Winner Rena Mayer of Camp-
bell-Ewald, New York, receives check for $250 from
John Tormey, director of radie sales for the station's
representative, Avery.-Knodel, New York. Also taking
part is Richard Stone, salesman for Avery-Knodel.

{ | -
MISS PORTABLE RADIO beams at Washington's Lt. Gov. John Cherberg who
presents her with *he ftitle in a promotion sponsored by KIRO Seattle and
Eveready Batteries. Winrer Sheri Lewis visited with Pacific Northwest listeners

in downtown Seattle to explain why summertime is the right time to buy a port-
able radio. Briefing her was Don Courtnay, KIRO production manager [right},

"I WON'T BITE,” thinks Pete Smythe, KOA Denvet's "storekeeper,” as he holds
mike out to @ reluctant performer. Broadcast was held in the authentic country
store in the lobby of the Industrial Federal Savings Bank. In observance
of the firm's 67th anniversary, items were sold at prices prevailing in 1891.

DADS COMPARE NOTES as Dr. Milton Eisenhower, presi-
dent of Johns Hopkins University (left], chats with CBS
newsman Walter Cronkite. Dr, Eisenhower was named
Father of the Year" and Mr. Cronkite "Radio Father of
the Year” by the National Father's Day Committee in New
York. Theme for 1958 is “Integrity Starts in the Home."
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The Controversial
Merchandising Plus

Counter displays, mailings, remote broadcasts

all are part of the extra services

many stations provide regular advertisers

Merchandising—the promo-
tional beost given 10 the
advertiser by the radio st
tion—has become so widespread in
broadcasting operations that in a
L. 5. RADIO survey only a very suall
minority of stations report 3 lack of
merchandising activity.
Broadcasters, it would seemn, tend
to inchude merchandising as part ot
their regular service 1o steady adver-
tisers.
The whole area of inerchandising
often enters 1mo the arena of contro-

sersy. The cltiel problent revolves
around whether these extra scrvices
shoukl! aflfect a station’s rate card or
the @mnount an advertiser pays for
his raclio buy. The lceling by agen-
cies il axlvertisers seems tw be that
tine should be bought on the basis
ol rudio-only considerations (ie.
circulation, audience composition,
coverage, cost per thousand and rat-
ings) .

‘L'he chief timebuyer of one of the
cauntry’s largest agencies declares in
support of this view: “We make vuy

CKNW New Westminister, B. C., goes all ouf to promote Nescafe coffee.

The station keeps a merchandising

staff of three

persons busy full time

and supplies extensive service for its small as well as its large advertisers,

buys firsy, then ask abotit mercham
dising  whiclh  we consider  the
whipped cremun on the desseri—
goad, but not essential.”

On the reverse side of the coin
there have been those who leel thin
if merchandising is, indeed, an extra-
addedt atiraction existing apart from
the station’s normal obligations to
the advertser, it should be charged
for as such.

Most radio merchandising centers
around counter displays, mailings;
lobby posters, kick-off newspaper ads,
on-the-air  program  spots, remote
broadeasts and personal appe:rrances
by station talent o behalf of aglver-
tisers.

1. s. RADIO's survey indicafes thad
while most stations reject the prac
tice of increased rates for special pro-
motions, they do tend to give mer-
chandising support primarily to ad-
vertisers who are with the station for
a given periad of time or frequency.

Within this frammework, however,
there is considerable variation from
stalion to station over the qualifica-
tionis an advertiser must meet before
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“. ..and the representatives’ tool kits get bigger
and better each yeur.”

With these words, Mildred Fulton cued her train of
thought at the outset of an interview by a fieid
reporter engaged in Srandard Raite’s continuing
study of advertiser and agency buying practices.
Miss Fulton went on to say:

“Yes, there definitely has been substantial progress
made in the information that stations have been
giving us. More facts, more about theii audienccs
—facts that help us arrive at recommendations more
quickly—recommendations we are more satisfied
with. After all, we have to be in a position to defend
them, ‘sell them’, if you will. Now you might even
say that the staticns are giving their men better
sales tools and in furn help us to be better salesmen
for our recommendations: And, as I say, these sales

July 1958

‘The media

representatives’
sales tools

are the agencies’
sales tools...”

savs Mildred Fulton (Mrs. George Backuis),
Broadcast Supervisor,
McCann-Erickson,. luc., New York.

tools secm to have improved all along the line. For
one thing, their coverage analyses are much better.
They give us a better picture of their audience com-
position and viewing habits. They are giving us
better service on things like merchandising. Many
stations are doing a very good job on this score
and our clients appreciate it. All this is above and
beyond a wealth of good informafion of the statis-
tical type.

“And speaking of statistics—the trade publications,
too, have recognized our need for more and better
data. For instance, the addition of maps and market
information to STANDARD RATE & Data has done
much to make our jobs easier. And in that connec-
tion, 1 would like 1o see the stations put more of
their own information right in Standard Rate. We

Yeoniinied on foiiowing page)

19



continued frorm the preceding page) size, layout or sequence of infornriiion. Here, let

us¢ SRDS constantly. For instance. {ictual market me show you a file on progrum scheduics in just
information is something we necd, particularly in onc state. Sce, there aren't two aiike und look at that
terms of a station’s coverage area, the TV home: variety of sizes, layours, folds and shapes. Sonte
they cover. Really there are a lot of things that printed —some mimeographed. Not that | care how
stations do put in Standard Rate where they are they are printed, it they'd only get into some sorf
extreniely handy to refer to. We appreciate any- of standardization so that when you're working
thing stations do to make our job of gathering and avith a pile of them you can run down them and
compiling faets quicker and casier. g¢t the information quickly the way you can in
“You can imagine the tangle we get into when we SRDS.”
are working with eoverage maps. rate cards and . Hundreds of field interviews like the eall made on
rogram schedules. no two of which have the same Miss Fulton have sharply defined the main points

that agency and advertiser executives ulike say they

- look 1o find in Service-Ads when they're using

SPOT RADXO FACTY
B

- e ; ; o oh el A sl
BIRMINGHAM Spot TV FACTS for the - Srtandard Rate 10 seleet marku‘ts or media. Of the
ERIOrANEs BIRMINCHAM TELEVISION AREA many useful Serviec-Ads you'll find cach montk

: in SRDS u few are reproduced on this page.
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ham, WTVN Columbusaind WKRC Cincinnati use
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RADIO to give buyers of tinic maps of their cov-
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available to advertisers. All are Tinked to their
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Ageney representation,
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he becomes eligible for merchandis-
ing help. Most of the respondents
say that they provide jnerchandising
for local, regional and national ad-
vertisers alike.

A large nmajority of respondents
report that they do not merchandise
for clients who sign for less than 13
weeks. Many others base their pro-
motional support on 100-spot buys.
Others require a 13-week cycle plus
a specified number of spots per week.

Stations also reveal differences over
the types of merchandising aid
offered the radio advertiser and the
extent of such aid. Somec tailor
whole campaigns for an advertiser
while others confine themselves to
standardized 4nailings and poster
displays.

One of the merchandising tech-
niques used by stations is the remote
broadcast usualty from the sponsor’s
storc or the retail outlet where tlie
product is sold. Since remotes are
relatively costly, most stations re-
sponding reserve them for heavy ad-
vertisers, or to attract new aclver-
tisetrs. For example, in Bozeman,
Mont., station KBMN participated
in the first local advertising used
there by F. W. Woolworth Co. when
it opened a new store. The station
ran a special broadcast from the
store at the grand opening and re-
corded a group of commercials for
use on the inter-com system inside
tlie store.  Waoolworth, pleased with

WIRA Fort Pierce, Fla., does a special
broadcast for Simmons Beautyrest mat-
tresses on its Mike's Fishbow! program.

U, S. RADIO o

July 1958

the results, is now considering a
regular schedule on the station.

Remates are reserved by KUEN
Wenatchee, Wash., for sponsors who
spend a specified amount cach week
with the station. The station has set
up a system of five promotion plans:
Plan A requires a $257 spot budget
in seven days and involves at no extra
charge an all-day remote from the
retail store handling the sponsor’s
product. Plans B and C feature
shorter remotes for less money, re-
spectively.

Another merchandising promo-
tion, according to the survey, in-
volves placing a message repeater
with a remote speaker inside a store,
This umt is hidden near the spon-
sor’s display and plays a tape about
tlie product as each person passes
and “breaks” an electric eye.

Several stations, including KFH
Wichita, Kan., and WCRBEB Boston,
write that they provide local news-
paper ads for clients. WCRB also re-
ports that it promotes advertisers
and their products with on-the-air
announccments and {ree commer-
cials at the beginning of a campaign.
WMRB Greenville, 8. C, and
WFAU Augusta, Me, serve their
clients in the same manner with the
latter station confining on-the-air
promotions to advertisers “of satura-
tion frequency.”

The production of monthly slick-
paper station magazines highlighting
aclvertisers and station activities is a
merchandising plus conducted by
many stactons such as WKY Okla-
homa City, Okla,, and KFH Wichitia.

Lobby posters and color transpar-
encies of sponsois’ producis are
popular with quite a number of sta-
tions, including WDSU New Or-
leans, La., which provides “some
form of merchandising to ahnost
every advertiser.”

A substantial quota of radio sta-
tions conduct all-out, special mer-
chandising promotions once or twice
a vear, in addition to their usual
activities.  In Muskegon, Nich,
WMUS runs a cooking school each
vear that spotlights both the station
and its clients. Presented each
October under the auspices of the

National Livestock Meat Board of
Chicago, it “draws capacity audi-
ences four consecutive days and [ea-
tures fabulous prizes,” the station
reports.

Also combining station promotion
with merchandising for its advertis-
ers, WKM{ Kalamazoo, Mich., con-
cucted a five-day “Home™ show, fea-
turing 104 exhibitors this year [rom
businesses in  western Michigan.
WEKMI buil, exhibited and staffed
an entire radio station in the Coun-
ty Center huilding including news
and d. j. rooms. The station broad-.
cast chaily from this miniatnre facility
from 6 to 10 p.m., and presented
to the audience the names and ad-
dresses of sponsors participating in
the fair and those broadcasting with
WRMIE  As the station personality
delivered each commercial, a rear
screen was employed to give visnal
sponsor identification. More than
125,000 persons atfended the show
and 90,000 filled in contest blanks at
the \WKMI exhibit, according to the
station,.

In connection with the single pro-
motion, WCAU Philadelphia, Pa,
says, “While one idea, one ‘gem
alone, does not guarantee a success-
ful radio merchandising campaign,
sparking an overall promotion with
that extra something does produce.”
WCAU submits in evidence {or this
viewpoint its campaign for Gulf Oil
which resulted in 600 requests for
Gulf credit cards. The oil company
reports that based on an annual aver-
age expenditure of $264 per holder,
the promotion represented a poten-
tial return of more than $138,000 in
revenue to the firm. WCAU, in
addition to the usual merchandising
activities, mailed to 10.000 adutts
residing withiti the station’s cover-
age area a personal letter signed by a
Gulf executive calling attention to
the station’s coyerage of weekly Penn
Football games and including the
credit card applications.

“It was a most constructive mer-
chandising plus,” wrote Gulf’s divi-
sion manager, W. D. Nelson, to the
station, “ad one that aroused much
comment from our Pittsburgh head-
quarters as well as our own division
office.” o o o
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commercial
clinic

The Key to Bob & Ray’s
‘Commercial’ Success:
“haracters With a Sell

EFor mauy broadeasting fans, Hary
angd Bert Piel hiave become house-
hold names, the Amoy "1 Audy of
the advertising world.  In additon
to recognition lrom the general
public, the air salesmen for Piels
beer have won morve than 50 awards
Iram the wade for canmercial ex-
cellence in the last two veurs and
they have abo helped 1o boost Piel’s
siules, the biggest in the company’s
Instory Tast vear.

What is the secrer ol Havry aned
Bert's stuccess?

“Charactevization,” savs  Edwawgd
Graham Jr., president ol Goulding,
Elliott & Graham, New York, coom
mercial producers lor radio and .
“We oy to give each one of our
personalities a  consistent, human
character that is distinctive antl
casily recognizable for sponsor ident-
fication.”

Mr. Gralmm explains that he,
Bob and Ray (his perlorming part.
ners) “sit around and wry 1o figure
out what kind ol a character can sell
the particuku  product best.  We
examine him in ult situations, talk
about him. live with him uiiil he
becames real to us.

“Then we tuke the copy points
given to us by the agency and work
gut situations with the character
that will 1llustrate them.”

For exaniple, in creating a radio
campiign {or Prestone antilreere last
year the production finn was con-
fronted with a specific problem by
the advertiser. Customers, it seemed,
asked their servicemen for Prestone
but did not [ollow through to see
whether Prestone was actually used
or whether another brand was sub-
stituted. To remedy this sitnation
the Prestone people had instituted
a system whereby a green tag was at-
tached to the radiator assuring the

52

Partners Ray Goulding, (left), Ed Graham {second from left) and Bob Elliott [far
right] make fun out of work as they chat with Jack Sidebotham, Y & R art director.

customer thut Prestbne had been
used. Stll. mot enough  peaple
bothered w imnist upon the tag.
Goulding. Elliott & Grahwin were
aked to develop a campaign pro-
moting the green tag. :

They came up with a very un.
happy character—a service station
attenclamt whu  constntly  wailed
that his deelings were hurt because
no one wanted his green tag.

According o Mr., Graham, the
Prestone Co. veports a considerable
upsurge in requests for the Prestone
tag since the campaign.

Human Frailty Sells

“What we uy o do,” Mr. Grahant
points out, “is 1o create above all a
hunmar character, one with [aults,
whims, individuality, a person that
people can identifly with as in the
case of the weeping P’restone service
man.” '

Mr. Graham believes that wmost
commercials are so professional, so
slick, that peaple build up a kil
of subconscious resentment against
so much pertection. He and his
partners concentrate pn  creating
amateur performers who are pro.
fessional only about their product.
‘Hanmy and Bert,” he says, “are al-
ways goofing as performers but they

futpress as being experts.about beer.

Critics have often accused the GE
& G jemn of instilling so much
humor into their commercials that
people remember the characters airl
lorget the product. “We never kid
our products,” Mr. Graham asserts,
“Fhere may be some hwnor in the
commtercial but it is never directed
at the product, only at some other
ctement, usually the charvacter him-
sell.”

In addition to Prestone and Hany
and Bert—which started out as
summer radio cimpaign three years
ago—Goulding, Elliott & Graham
haye doue regional radio campaigns
{or Sohio gasoline and Calse mineral
water as well as for Tip Top Dbread.

Emily Tip, the gracious old lady
who sells Tip Top bread, is drawn
irom a veal hfe character, Mrs.
Graham's grandmother. Mr. Graham
gets many of his ideas for |personal-
alities from friends and acquaint-
ances. Bob and Ray sometimes do
the voices but there is no standing
rule about this, and Emily Tip, for
one, is done by a lady, Margaret
Hamilton. Clients have their choice
of using Bob and Ray [or comnier
cials to take advantage of their naime
‘alue, or may elect to use one of the
firm’s “creations” instead. ¢ o
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stafion log

Radio Station Promotions

Spotlight Business, Advertising

Radio stations at an increasing rate
are turning their promotion efforts
toward the support of business and
advertising.

WHBC Canton, O, reports that as
part of recent Radio Month activi-
ties in that community, Tom Slater,
vice president for racdio-tv of Fuller
& Smith & Ross, Pitshurgh, Pa., told
an Ad Club gathering that “local
achvertisers today spend four times
as many dollars for radio advertising
as they did in 1946.”

He called this “a vote of confi-
dence on the part of local adver-
users’” in the changed role of radio
in the last few years. “The radio
industry has learned that its role has
changed,” he said, “but not its im-
portance.”

The San Diego, Cal., Radio Coun-
cil combined National Radio Month
with a campaign to improve general
retail business, A “now is the time
to buy” theme was employed in spe-
cial 20-second and LD. copy. Sia-
tions also cooperated in prepared in-
terviews with civic and business lead-

Not content just to hear about the "Purple

People Eater,” KYW Cleveland, O., disc
jockey Specs Howard (left] encouraged
listeners to paint it. Here Sheb Woaoley,
who recorded the hit novelty tune on MGM
records, judges final entries in the contesf.
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ers and buttons prepared by the
radio council with the campaign’s
stogan were distributed. Ou all sta-
tions, the campaign was presented
as a unifiect project of the *‘even
voices of San Diego.”

I a similar promotion, WTRL
Bradenton, Fla.,, combined Radio
Month activities with a “Boost Bra-
denton Business Week,” which
brought donations of $1,500 worth
of prizes from local merchants. A
chain of telephone calls, started by
the mayor, got citizens to pledge to
call two others and to ask them to
spend one extra dolar during the
week.

Cincinnati radio stations com-
bined their resources io sponsor a
“Radio is better than ever because
. ..7 contest and to purchase port-
ables to be giveir away through civic
and charitable orgaunizations. Each
station broadcast for one full day
from the show windows of promi-

nent downtown stores, according to

a report from WSAL

Pursuing the “Radio is close 1o
you” theme, \WRBT Charlotte, N. C,,
awarded a transistor radio each day
10 the listener who heard the an-
nouncement of the coutest in the
most unusual place,  More than
14,000 letters and cards were re-
ceived, the station says. Judged most
unusual of all: A listener in far-off
Syracuse, N.Y., who “tuned in from
his bomb shelter.”

WIKB Iron City, Mich,, planned
its Radio Month activities to remind
advertisers and audiences “of the
value and impact of that local radio
station over the eutire trading area.”
WIKB handed over operations of
the station to the local Kiwanis Club
for a whole day. Not only did the
Kiwanians run the station but they
went out and sold timme to local ad-
vertisers. Halfl ot the profits went
to the Kiwanis Club [or its work

£ 2 e - A
WBT Charlotte, N. C., distaff disc jockey
Pat Lee (right} is presented with autographed
Lester Lanin hat by the society orchestra
leader who visited her show and several
others recently when he was honored by the
Charlotte station with a “Lester Lanin Day.”

with carippled and underprivileged
chrildren,

Radio Activity

s WSB Atlanta, Ga., is handing
out tickets for good driving. The
station has put a prowl car into
service which seeks out safe drivers
during peak traffic periods and cites
those who obey the law strictly by
calling out their license numbers on
the air. The driver who calls in and
identifies himsell receives a pair of
theater tickets, One driver who
heard his number announced tarned
out to be the vice president of At
lanta tv station WLW-A, WSB says
he got his tickets.

e DBroadcasters’ Promotion Asso-
ciation has added 10 new radic
menibers in the past monih. Sta-
tions of the promotion men who
joined are: WABC New York;
WEDO McKeesport, I’a.; WMNBD
Peoria, I1l.; WGY Schenectady,
N.Y.: WGN Chicago: WEEK DPeoria,
1L: WFLA Tampa, Fla; WXYZ De-
troit; WSRS Cleveland Heights, O.,
and WMAL Washington, D. C. Also,
A. C. Nielsen Co., Chicago. ¢ ¢
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Fertitizer dealer, food chain. brewer aund -
parel shop—all are finding Ineal Rudio 10-
dav's reliable, low cost selling medinm. Big
city or small, East. South or Midwesi—spon-
csors are moxst happy with their commercials
tailored  from the Lang-Worth  RADIO
IUCKSTERS & AIRLIFTS SERVICE.

KAWL. YORK. NEB.:
JERRY BRYAN REPORTING—

A Lung-Worth Huekster Fertilizer jingle,
run as a semvice spot. was bhought off the air
by Miller Secd & Supply Co., leading 1o an
of their KAWL 30
spols a week. Cnnlpnigu so suveessful it wian
tited in ToF-1) national farm jonrnal,

nerease seliedule by

WIPEN, PHHLADELPHIA. A
MUBRAY ARNOLD REPORTING—

WPEN' imaginative selling and prodiiction
resulted in a Hockster jingle being the hase
of giant Pean Fruit Supermarkets’ “hizzest
value ever” pramotion. Result: a biz spm
schedule for WIEEN wnd other stations and
W. B. Doner

“solid snecess™ reported by

Hgeney.

WHLF, SOGUTII BOSTON, VA.:
PRESTON YOUNG REPORTING—

Statipn’s efforis resulted in anofher Haekster
jingle hrecowning the base of a large Com-
pany’s eampaign. Richbran Beer subsequent.
Iy inereased their sehedule on WHLF 30%
aml 4-xp;lul|l‘l| the campaign fo other mar-
ket in the area.

WILK, ASBURY PARK, N, J.:
JOE MENZZOPANE REPORTING—

WJLK solyed Grayson Sworee loea]l outlet’s
clamer for o hard-hinting jingzle with the
Radio Jlacksiers service. An innosatian: a
talented \V_",K annevhneer ;in;_',-. humz and
mies commercinl with the jingle for that

custom-hnih sennd!

These and many other progressive sta-
tions combine their top production and
sates know-how with RADIO HUCKSTERS
& AIRLIFTS to win most happy Sponsors.
Let RADIO HUCKSTERS & AIRLIFTS make
the difference to your station. Contact—

LANG-WORTH

FEATURE PROGRAMS, INC.

1755 Broadway, New York 19, N.Y.
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i1 HARDWARE STORE |

Fortuna Hardware of Fortuna, Calif., used 40
anmmouncements and a 30-minute remote pickup over
KINS, located in neighboring Eureka, Calif.,

Lo promote a free breakfast and lawn party to
introduce new power mowers, lawn tillers and
furniture. Free soil testing cliniecs, prizes and
eight bands were on the program. Total cost of
the promotion was $248. Sales, the sponsor
declared, included 20 power mowers at $90 each,
four tillers at %160 each and lawn furniture
specials totalling $300.

Fazio Realty Co. of Cleveland, 0., purchased 85
spots to advertise a Sunday open house at its new
low=-priced ranch home development at a cost of
$670. They were aired on Thursday, Friday,
Saturday and on Sunday morning over WDOK, WHK and
WIW and resulted in 26 homes sold for a total of
nearly $500,000. The following weekend a package
of 50 spots was purchased for $350. By Monday,
according to the client's agency, all 50 of the
houses had been scld—a grand total of §1
million in sales for a $1,020 outlay.

!
| DONUT SHOP _r

r
|
|
1
|
|
[}
|
b
|
¥

Dixie Cream Donut Shop of Erie, Pa., at a total
cost of $40, promoted a one-day campaign over
WJET offering a half-dozen donuts free tp
customers purchasing one dozen and saying they
heard the announcement over WJET. Although 15
messages were sScheduled, the sponsor sold out -
after only seven, according to the station.
Total sales were 1,850 dozen donuts.

i
1 APPLIANCE SALE [

Sears Roebuck catalogue sales office in Lake City,
Fla., conducted a six-week "blockbuster appliance
sale” over WDSR using radio exclusively as a test.
Spot packages costing $35 per week for a total of
$210 were employed to advertise a different item
each week. By the end of the test, the local Sears
office was leading the state in the special sale,
the station reports. After the sale, the Atlanta,
Ga., regional office gave the local manager
authority to go ahead with a repeat radic campaign.
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report from RAB

Radio Moving Along
At Four Percent Increase

Over Last Year’'s Record

To get a bird’s eye view of the fall radio
situation, RAB probed members of its
own Member Service Department and
took a look at results from an RAB
survey among a small but well-balanced
cross-section of stations.

Results from RAB's survey reveal na-
tiona! spot and local radio revenue in-
creased some four percent in the first
four months of 1958 compared to the
same period last year. This survey was
conducted among members of Radio
Advertising Bureau’s board of directors
and jts Plans Cominittee.

Radio in 1957 passed its all-time sales
record to reach a total of about $650
million. Therefore, if the whole year
continues to show a four percent gain,
radio will achieve an approximate
$675 million total in 1958, A second
half of the year acceleration in business
could mean still greater gains for radio.
And Decause the economic situation
tends to help radio, RAB believes the
medium’s gains may run five to seven
percent ahead of 1957 Ly the end of the
year.

According 1o a Station Representa-
tives Association figure, national spot
radio revenue for the year's first quar-
ter totaled an estimated $46,171,000
or a gain of four percent over the reve-
nue for the same period a year ago.

The SRA study correlates closely
with RAB’s figures. The RAB figure
was based on: National spot—15 sia.
tions estimated an average spot in-
caease of 10.6 percent, five estimated
an average decrease of I1 percent and
one reported no change from I957;
local—12 estimated an average 1.6
percent boost, eight estimated a 9.6
percent  decrease, one veported no
change.

RAB believes on the basis of the
trend thus far chat fall business will be
ahead by the same or a greater margin
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—but with stations doing better than
the wend depending on effort and skill,

Here is a round-thenation picture
from RAB’S Member Service Depart-
ment;

Warren J. Boorom, director of the
Member Service Deparument, declares
that some stations are increasing their
business in the face of local ecunumic
problemns. “But in some areas,” he says,
“the grip of the business cycde is so
strong that even the very aggressive op-
erators are not able to stay evew.”

According to Pat Rheaume, RAB's
service representative in the Southwest:
“Busiuess is good in Texas. Most sta-
tons appear to be meeting or beating
last year's figures. Oklahoma has more
smiles per mile than in years, particu-
larly in agricultural areas.”

Enterprising Stations

Bob Neitman, RAB’s representative
in the Carolinas, Virginia, Kentucky,
Pennsylvania, Maryland and Delaware,
says: ‘"The enterprising stations are
coming up with the business and will
continue to o so this fall.

“Take the case of one on-the-ball
commercial manager,” Mr. Neitman
savs. ‘“He realized what a potential the
retail trading zone of approximately
140,000 represented for an air condi-
tioning manufacturer.

“The sale was mnade 1o Philco which
sponsors 42 newscasts from 6 p.n. to
sign-oft—six per night, seven nights a
week (May 15-July 30, with option to
continue through August I5, depending
on the weather). There are just as many
clients to be found [or fall as for sum-
mer and the ingenious use of idea sell-
ing will get the business.”

Bob Nims, RAB's representative in
the Northeast and Midwest area. re-
ports: “The stations which are pointing
to the biggest gains and are staying
even with last year’s record figures in
many cases are the stations that are
promoting as hard or harder than ever
and are coming up with the ideas.”

In general the organization finds that
the willingness of stations to get out
and do 2 job is at a high level. o o o

RANKS
1th

IN THE NATION

in per family income
($7,339.00)

Source: 1957 Survey
of Buying Power

COLUMBUS
GEORGIA

3 county metropolitan area

USES THE LOCAL
& NATIONAL FAVORITE

WRBL

TELEVISION:

COMPLETE DOMINANCE
¢ MORNING o AFTERNOON o NIGHT

OF ALL
FIRST IN 97 3% QUARTER
[ ] HOURS
Area Pulse—May, 1957
RADIO:
LEADS IN HOMES 55
DELIVERED BY (¢
Day or night monthly. Best buy

day or night, weekly or daily, is
WRBL—NCS No. 2,

WRBL

AM — FM —
COLUMBUS, GEORGIA

CALL HOLLINGBERY CO.

55



* U.S. RADIO

for the buyers and sellers of
radic adverfising

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

1SSUED MONTHLY
® ONE YEAR $3.00
® TWO YEARS $5.00

WRITE CIRCULATION DEPARTMENT

U.S. RADIO
50 WEST 57th STREET
NEW YORK 19, NEW YORK

56

report from

represeniatives

SRA Committee Launches
Stepped-up Campaign

Against ‘Rate Chiseling”

An allout effore has been inaugurated
v the Trade Practices Gommitiee of
the Station Representatives Assaciation
o warn  stations  agunst “ume  mer-
chants” who are “descending on sta-
tions by nnil, by telephone and cevew
in person” with readv ¢ash but “no
intention to v the rate that shows on
the station’s published card.”

\rthur H. M«Cov,  executive vice
president of - John Blair & Co. and
chairman of the conuniuee, has called
upon station operators o avoid dealing
with these “merdumts” and 1o under-
stand “the havoc this gronp can case
to a very healthy iudustry.

“Representirtives  of - these  outhins,”
Mr. McCoy states, walk into stations
and throw tempting green bills on a
nunager’s  dek. Then  they  imdicate
that they are prepared o issue”a one
or twoyear firm contract, Usnally the
name of their dient is completely up-
hiown 1o the station manager,

“Tie operator doesn’t intend 1o pay
the published vate,” he dabus, " Be-
cause he v in e manager's office, he-
cawnne hie hias the ¢l 1o throw on the
desh ad because he is willing 0 sign a
firm contract he is under the impression
that he should be able o buy time on
the statian a p Yo 50 percent off the
card.

Mr. McCoy notes that when these
“operators” 1alk o advertisers or agen-
cies, they invariably make e state-
ment that they can geo radio and tv
spots cheaper “becanse of some special
looker they can throw at the broad-
caster.” Never, he asserts, do they indi-
cate that they can make a dezl on news-
papers. magazines, billboards. or other
mcdia,

“They only meution radio and "
he says, “thus undermining the agency
structure with regard to the broad.
casting  industries.  All - broadcasters
ihust understand the havoe this group
(an cse. Our committee has  talked
with several of these operawors,” he
adds. “and invariably they indicate that
if all stations refused to do business

with them, they would be put out of
business.”

His committee Teels, Mr. McCoy
states, that “if radio stations are of the
ppitien that tere should be a large
size discount for buvers of their facili-
ties who pay cinh in advance and will
sigi 2 one or two-year non-cancellable
contract, they should publish this fact,
on their tate Girds. ‘Vhen all advertising
gendies and all advertisers would kiow
of the additional incentive the stations
put on the value of hiving the cash
it advance.”

Mr. McCoy warns Stations that fhe
large pational advertisers will no longer
look  upon spot radio  salesmen  as
“natre,  responsible businessmen”™  f
these practices are allowed 1o grow.

SR urges that spot radio, “10 con-
tinue 10 grow and o justify larger ad-
yertiving appropriations,” police itself
against “the outsside [ringe operators
who hine litde concern for the health
of the industry.

“All mcmbers of the SRA,” he re-
ports, “are on the alert to bring into
the open as many facts awd  figures
about these operators as we can gey. We
believe that an open forum is the best
way to show the adverusing agencics
pur sineere desire lo watch out for their
interests s well as our own,

"We are urging all suations 10 keep
us advised of cvery new ‘rate chiseling’
attempt that comes 10 their attention.
Fhis is one (ype of would-be radio
pser we <an well afford (o tose.”

New Representative Fjrm

Bulmer & [ohnson Inc., Minneapolis,
Minn., Thas ceased activities in (he
ficld of radio and tv representition, A
new organization, \Wayne Evans & As-
sociates, will service the majority of (he
stations  formierly represented by the
defnnct firm. Wayne Evans & Associates
is managed by Bud Suu. Miss Pat
Clements, an executive of the old firm
for more thap three years, will be as-
sociated with him. ¢ e e
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report from
agencies

Fewer Commercials Heighten
Memorability Factor,

Says Benton & Bowles’ Rich

“If 1 walk into a room with two other
men and we spot a beautiful girl, my
chances of gewing a date with her are
only one in three. If |1 have one other
guy with me or come alone, my chiances
increase proportionately.”

The same rule applies to a sponsor’s
ability 1o sell a listener if he is com-
peting with other advertisers for audi-
ence attention, according to Lee Rich,
vice president and director of media,
Bemton & Bowles, New York. “If your
commercial is surrounded by other
product messages. vours has less chance
ol being remembered.” he says.

Triple spotting and over-commercial-
ization are causing increasing concern
to ageuncies and advertisers who don’t
feel they are getting their monev's
worth, Mr. Rich asserts, when there are
more than two commercials being aired
<onsecutively.

Agencies at Fault

He admits that agencies and cliens
must shoulder their share of the blame
because they have insisted upon run-
ning their commercials during top-rated
hours of the day, particularly early
norning and late afternoon. In his
opinion, this has backfired on the agen-
<y aud the client hecause a good rating
ceases to mean as much when the effect,
of the commercial is diluted by multiple
spotting.  “In many cases, [ would
rather buy a lower-rated time sloi with
the guarantee of a certain mmount of
exclusivity for my message than the
higher-rated hours which are jam-packed
with cotmmercials.

“Very often the buyer isn't even told
that he is heing wiple spotied,” he says.
“and consequently isn‘t given the op-
portunity to make a second choice as to
time or even station.”
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Lee Rich, B & B vice president

Mr. Rich also protests the practice
of running competing product messages
adjacent o one another. “This meth-
od of scheduling annouucements can-
not hope 10 deliver a successiul sales
message o a consumer. In fact. it
would probably serve o confuse liim
and lead him to quesgon the yalue of
both producs.”

Multiple consecutive spofting, Mr.
Rich declares, cannot be condoned in
any manner. [t affects not onty the
community and the advertiser both of
whom rescnt this type of practice, he
says, but also the stations as well.

Mr. Rich concedes that it over-com-
mercialization stopped overnight (as he
would like to see it do) there would be
some loss of revenue to the station tem-
porarily. “But in the long rn it ageri-
cies stopped pressing stations for spec-
tacular ratings and spread out their
buying thére would probably be a gain
for the medium.”

There should be some improvement
along these lines, he says, because agen-
cies are becoming aware that listener-
ship throughout the day is higher than
had previously been thought.

"“Broadcasting is the greatest salesman
in the world,” declares Mr. Rich, “and
I think it important not io kill the
goose that lays the golden egg. ‘When
vou reduce the advertiser’s efficiency
through over-commercialization you are
in danger of doing just that.” e e e
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FALL (Cont'd from p: 17]

times of the day is increasing. .\l
most evervy respondent mentions 1t
as a source of friction with stations.
“When yon have several spots close
together, the advertiser isn't getting
full value for his money,” one media
buyer declares, “becausc the memor-
ability factor of the commercial di-
minish with  each surrounding
spot.
ceral media men admit, how-
-r, that the agencies are partially

1o blame for commercial-crowded
hours. “After all we keep demand-
ing early morning and late afternoon
times,” oae states, “and the station
is in a bind. I he gives it to us, he
may be triple spotting or over-com-
mercializing but if he doesn’'t and
can’t sell other tinies he loses rev-
cnue.”

Other agency spokesmen seem to
think stations aren’t doing enough
to  discourage over-commerciiliza-
tion. Dr. E. L. Deckinger, vice presi-
dent in charge of media strategy,
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Grey Adverusing, New York, pro-
poses that siations adjust their rates
by giving a {rce spot in less popular
haurs along with spots bought during
those non-critical hours. This would
encourage advertisers to spread their
commercials and would a( the same
time compensate them for not airing
their messages during peak hours
which they might normally buy.
Dr. Deckinger feels that stations
would not lose by this practice siuce
“they aven’t sclling to capacily dur-
ing the non-critical hours anyway.”

Industry View

From an mdustry point ol view,
the fate of radio’s fourth gquarter is
m the hauds of the salesmen.

Competition is stifler this year
than iu any in recent memory, the
t‘(‘])l'(‘senl:lli\‘cs and networks report,
but the toal effort is expecied to
pay oft in increased billings.

Indications are that the rush i
buying will be on in late August, and
SRA is sticking with its prediction
that spot billings will be up 10 per-
cent over 1957. Heavy fourthquar-
ter business is expected from:

e Cold remedics, proprietary medi-

cines and laxatives

Automobiles and associated

producis.
¢ Food products and «chains.
* Soaps and toiletries.
¢ Tobacco,

{  Network buying [or fall, on the
other hand, is ahead of normal
schedules. NBC has as much drug
business already on hand for [all
as it had by September last year ayd
CBS indicates that the percunial fall
clients have ordered early “to get
good positions.” ABC's lourth-quar-
ter billings received a shot in the
ann [rom the acquisition of the
Notre Dame [oothall games with
Pantiac as sponsor

Néw Clierts

| Both spol and network salesinen
| agree that there will he a substan-
tial nwinber of new clients on the
airwaves this autumn. Where are
| they coming from?

Many advertisers who have de-
layed their media decisions because
of uncertain economic and labor
situations are taking a second and
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third look at radio. Many of them,
a UBS official states, are expected to
turn to the sound mediuin “because
of limited budgets.”

An NBC spokesman agreed with
this thesis, stating that “virtually all
fall prospects for network radio are
advertisers currently deliberating
about tv sponsorships. Those using
tv will use radio to Al the gaps.
Those who don’t will put a large
part of their budgets info network
ragtio.”

Limited Budgets

ABC is pitching its Don McNeill
segments and its news programs to
“advertisers in the limited total bud-
get range of $400,000 w $500,000.”
Its daytime, nighttime and weekend
newscasts, ABC claims, are 80 per-
cent sold.

On the spot radio side, most repre-
sentatives are of the opinion that the
agencies are re-discovering radio and
fitting it into their plans because ol
the cost and flexibility. A majority
of representatives surveyed also ex-
pect a lot of business to come from
other media.

Substantial business 1s predicted
by both spot and network salesmen
from normally coriservative clients
who will go into special Christmas
amd year-end promotions to hypo
sales.

For example, makers of inore ex-
pensive toiletries are expected to
launch campaigns to re-interest the
public which has turned from luxury
products to less expensive brands.
Aflter a disappointing second quarter,
it is predicted that they will feel
other media are too expensive and
will turn to radio to do the job.

It is pointed out that the auto in-
dustry will have on hand a large
supply of unsotd 1958 models when
the 1959 cars come out in mid-Sep-
tember, and that saturation radio
will be the best and least expensive
way of selling.

In addition, several. automobile
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and appliance clients have switched
agencies recently, and with sales
slowing down they are looking for
big results ag bargain prices. The
radio people think they will be asked
to fill the bill.

Shorter Copy

With many accounts using shorter
copy, rate cards have been adjusted
to accommodate shorter spots and
many cards now lis¢ a 30-second and

an eightsecond rate, Many stations
also have saturation packages as part
of their rate cards, the theory being
that the more varied the plans—the
more advertisers they will attract.

With the fall market only two
months away, radio stations, too, are
becoming increasingly aware of th
value of telling their story as well a
the medium’s story. The result has
been stepped-up promotion and ad-
vertising activity both on the local
and national levels. o o o

MAIL RECEIVED, Nov. §7-Feb. [>emp—|
58, trom counties shaded gray [~ iT‘
and from 21 other states. i
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report from
netwarks

Summertime Is Like This:
NBC Pushes 'Outdoor Eating’;

CBS Switches to Light Touch

\ir allaat edditorialtype  promotion,
simifar o the kind which up 10 now
has been the provinee ol print media,
got under  wav June 16 with NBC
Radio’s outdoor cating cinpaign.

I he "Summertime iy Outdoor Eatng
Mime” theme is being promoted as a
fineweeh  campaign,  with seveu-day-i-
week uhe of st persoualities and vig-
newes bailt into progranuing nd -
nouucements.

For instance, Bert Parks on Bewd-
dand will alk about the fun of regular
tamilhv  cookouts and  Wialter (FReele
ou Nightline will highlight guest per-
sonatities divulging their favarite omt-
dour redipes,

Food Retailers

“This approach,” George A Graham
Jr. direcio ol sales plimning, siys, “wan
developed as o means of building dloser
working relations hetween our nearly
200 affilinted stations and their local
food retailers.” The editorial campaign
will be coupled with promotion w Key
chain distributors,

Sales of packaged goods, baked goods,
beverages, paper products and outdoor
appliances should benefit  from the
powerful and consistent on-the-uir sup-
port, he said.

This hot-weather tffort is tlesigned o
help the “food indusery and  alhied
groups nmintain a high level of summer
business.” reports Mr. Graham., “lu will
provide lood retailers with sy editorial
Lackdrop that will give extri impact to
their own merchandising plans.”

During the spring. NBC has made
sitles totalling 83 million in pet reve-
nues, according to William K. Mc
Danicl, vice president in charge of
network sales.

Largest orders came from General
Foods for Jell-O and Calumet Baking
Powder and from Grove Laboratories
for Bromo Quinine Cold Taublets, Fitch
Shampoo and No-Dos. Lever Brothers

has launched o cunpaign loc Becze.
Soue 21 other advertisers placedl ofders.

CBS Summer Schedule

CBS plans for the summer include 2
revised schiedule designed for “highter
listening to appeal to mobile sumwuer
audiences.” Winter programs going off
the air for the hot weather imouths are
being replaced with music shows, ajnd,
perennial  summer  features suth  as
Summey in St. Loaus with the St. Louis
Municipal Opera are returaing.

The Rusty Draper Show has beew re
placed lor the stmmer by a music pro-
gram leturing  vogalist Start Foster
and  Allvedo Aatonini’s  arcdiestra.
Tennessee  Ernie Ford  takes  over
Arthur Godfrey's Ford Road Show slot
and Paui Page joins the nepwark spon-
sored by Oldsmabile,

Ou the business side, more thau §1.4
million worth of new business was an-
nounced by John Karol, vice president
in charge of network sales. Alain buys
were Grove Laboratories’ purchase of
“Impict” segments and the sile of four
Newport  Jass Festival broadcasts o
Virginia Dare Wines,

Other buys were by The Savings
Loan Foundation Inc. of Washington,
D.C., Ilearst P"ublications, for Guoed
lousekeeping. e Fisher Nody Divi-
sion ol General Motors Corp, and
Tetley Tea Co.'s reported purchase of
more than a quarter.million dollars
worth of time.

New Mutual Features

Two new MBS prograins, The World
Today and Capital Assignment are
cited by Armand Hammer, Mutual
president and board chairman, as “the
result of a hard-core, realistic approagch™
to the necds of radlio Broadcasting.

The World Today will make full use
of newwork stringers on the staffs of
Mutual's more than 400 affiliates. Capi-
tal Assignment will present interviews
conducted by “lamed byliners.” o o o
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report from
Canada

Radio Keeps Pace
With Growing Economy
Of Canada, JWT Study Shows

Radio reaches into practically every
Canadian home, according 1o a full-
scale marketing study on the Canadian
economy published by the ]. Waher
Thompson Co., New York.

In its 178-page book, “The Canadian
Markets,” the agency reports that Can-
ada “has the [astest growing economy
among all major navons.” Its popu-
lation, now 16 million, increased by 15
percent between 1951 and 1956. By
1980, it is expected 10 show a 90 percent
gain with a population of more than
26 million persons. The labor force,
the study says, should increase at an
even faster rate.

96 Percent Own Radios

Radio, which is expected o keep
pace with the expanding population,
already serves 96 percent of all Canadi-
an families. As of January 1, 1937,
there were 186 standard broadcast sta-
tions of which 21 were operated by the
publicly-owned Canadian Broadcasting
Corp.

Probably the most important aspect
of Canada's growing economy. the vol-
ume indicates, is her ability to sustain
a high level of consumption and at the
same time increase her investiments for
future production and consumption—
at higher rates than other leading coun-
tries. Compared 1o her pre-war situa-
tion, Canada’s investments have more
than tripled whereas those of the U. S.
have doubled.

Canada’s standard of living is already
the second highest in the world, 1In
May 1957, the study shows, 67 percent
of the families owned their own homes,
82 percent had refrigerators. 85 percent
owned electric or gas washing machines
amd 60 percent had automobiles,

Personal expenditure for consumer
goods and services amounted in 1956 to
$18.6 billion or $1,15¢ per capita. Of
this total, JWT states. 57 percent was
spent on non-durable goods, 1) percent
on durable goods and 32 percent on
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services. The total value of retail sales
in 1936 was estimated at $14.3 billion.

Purchiases  of household appliances
alone are expected o double over the
1952-10-1955 average by 1965. From the
annual average of $366 million, it will
move up to S718 million, the agency
estinates,

Total personal income before taxes
in 1956 was five and a hall tmes the
annual average for the 1935-t0-1939 peri-
od. Even allowing for higher taxaton
and dollar adjustments, the study de-
claves. an average Canadian in 1936
had nearly twice as much money to
save or spend on phiysical goods and
services as he had in the pre-war era.

For the future, Canada’s higher in-
come group is expected to expaud
rapidly. In 1955, only one out of 10
taxpayers was making $5.000 per year,
but in 1980. the report predicts, four
out of 10 will be enrning that amount.

When they spend this money on con-
sumer goods, more and more Canadians
are expected to buy on eredit. In 1956,
more than one third. of total retail sales
was made on credit compared to about
one uarter a decade ago, the agency
notes

Chain Stores Grow

Canadians alse will be buying more
of their goods in chain stores. whose
growth, JWT says, has been remarkable
since the war. Chain stores, which han-
dle almosg the entire sales. volume of
variety goods. now also account for a
major part of food sales. increasing from
an averuge of 28.1 percent in 1946-to-
1950 o 415 percent in 1956. This
growth is especialty noticeable in larger
cities as the result of shopping center
development in suburban areas.

“Canada provides an extremely rich
and well-developed narket based on a
high level of purchasing power.” the
agenay states, even though due to such
factors as climate, topography, location
and uatural resources, the economies of
different. provinces vary widely.” o o o
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rac!io —
ratings

Multiple Rating Services
Provide Need;ed Variety

In Measurement, Says Peggy Stone

Admitting thai she thinks it’s more
fashion:ible these days to give lip service -
to d single, standardized rating service, o
’cggy Stone, president of Radio T.\. q o '
Representatives Inc., contends that this .
type of service would not only be im- !
practical but harmful.

“In o ompetitive  cconomic  system T
such as we enjoy, radio canmnot afford to =



