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The firm and unshakable endorsement of NBC Radio's MONITOR by national 

advertisers has sky- rocketed billings to a record í5,000,000 annually' 

MONITOR is doing the job it set out to do. At low cost it is delivering and 

selling to huge audiences. Here are some current MONITOR campaigns: 

NATIONAL ADVERTISER LISTENER COMMERCIAL IMPRESSIONS PER WEEKEND 

AMERICAN MOTORS CORPORATION 21 461 000 

GENERAL MILLS, INCORPORATED 21 962 000 

LIGGETT á MYERS TOBACCO COMPANY 10 102 000 

THE NESTLE COMPANY. INCORPORATED 20 600 000 

PABST BREWING COMPANY 21,962,000 

PLOUGH, INCORPORATED 21,461,000 

Already in 1958 more than 70 national advertisers have used MONITOR. 

MONITOR is vital, always on the move, going places faster than ever with 

audiences- and advertisers. You can go places, too, on... IVI C) N I TOR 
THE WEEKEND RADIO SERVICE OF NBC RADIO 
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Spot: When the SRA estimates on national spot revenue are compiled, in 
the opinion of Lawrence Webb, SRA managing director, the first quarter 
figures for 1958 should be approximately 12 percent above the first quar- 
ter of 1957, which was $44,409,000. 

Networks: Robert Sarnoff, president of NBC, says that despite his radio 
network's cumulative loss of about $9 million since 1953, 1957's loss was 
"substantially less than in the previous year." He is now talking about 
"a break -even point." Mr. Sarnoff says he believes NBC Radio will reach 
it, "and soon." (See Report from Networks, p. 78.) 

Local: Storer Broadcasting Co. has announced that its earnings this past 
year have reached the highest point in its history. Earnings available for 
common stock and class B common at the end of 1957 was $6,396,164, or 
$2.58 per share. 

H. Scott Killgore, president of Tele- Broadcasters Inc., New York, radio 
station group owner, announced that gross sales for the first quarter of 
1958 have increased by 17.4 percent over the first quarter of 1957. Based 
on the first quarter of 1958 it would appear, claims Mr. Killgore, that the 
overall radio industry will look forward to another "excellent year" of 
business. 

WICC Bridgeport, Conn., reports that 1958 first -quarter business topped 
the comparable period last year by 13.2 percent, marking "the greatest 
early -year advance" in the station's records. National business was up 
56.9 percent during the quarter. 

Stations: Total stations on the air, both am and fm, increased again in 
April -to 3,769, up another seven over March. 

Commercial AM Commercial FM 
Stations on the air 3,229 540 

Applications pending 418 49 

Under construction 88 72 

Sets: Total radio set production for February 1958 was 876,891, accord- 
ing to the Electronics Industries Association. Automobile radios pro- 
duced came to 268,445. Retail radio sales -excluding car radios -came 
to 519,634 in Februay. 
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we don't believe in soft sell, 
insinuations, or in trying to he 
"gimmicky" or subliminal. 

We do believe in the selling 
power of Red Kirk, Jack Bendt, 
Bob Henry, Jimmy Logsdon, 
Wilson Hatcher, Paul Cowley, 
and Tommy Downs. 

They're friendly, authoritative, 
enthusiastic, and persuasive 
about your product -they sell 
it the way you would sell it. 

February PULSE Shows 
WKLO FIRST -Morning 
-Afternoon -and Night. 

Check your HOOPER too! 

Represented by 

JOHN BLAIR & COMPANY 

l i 

0le .11/ 
WKLO 
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KCMG -R 

Rasta s 

taking the word 

ACROSS THE WIDE MISSOURI 
Time was when river traffic was the only way of getting the word 

across the Missouri and into the Kansas and Nebraska territories. 

Now in the electronic era, KCMO -Radio in Kansas City performs the same 

service with the speed of light. The same service, we say, because KCMO -Radio 

brings the exchange of ideas and the exchange of goods and services 

to homes in parts of four states -all of them touched by the "Mighty Mo." 

And add to this KCMO- Radio's award -winning news and outstanding record of 

public service in the million -population Greater Kansas City market. 

In more ways than one, 50,000 -watt KCMO -Radio is the most powerful 

voice in Kansas City. 

Ii C1VLO 
Lab 

_ 

Kansas City, Missouri 
Joe Hartenbower, General Manager 
R. W. Evans, Commercial Manager 

KANSAS CITY KCMG KCMO -TV The Katz Agency 
SYRACUSE WHEN WHEN -TV The Katz Agency 
PHOENIX KPHO KPHOTV The Katz Agency 
OMAHA WOW WOW -TV John Blair & Co.-Blair-TV 
TULSA KRMG John Blair & Co. 

Represented nationally by Katz Agency 

Meredith Stations Are Affiliated with 
BETTER HOMES and GARDENS and SOC. 
CESSFUI FARMING Magazines. 



F I R S T ANNUAL 
POP MUSIC DISC JOCKEY 

CONVENTION 

THANKS 
I 

to everyone who wore this badge .. 
whose presence, 
participation 
and interest 
brought success to the 
i'IItsT ANNUAL. DISC JOCKEY CONVENTION 

ANI) 1PIROGRAMMING SEMINAR. 

INVITATION 

to send ns comments, 
suggestions, criticisms 
which will help shape the 
1959 Convention. 

ADVANCE NOTICE 

to all air personalities, broadcast, 
record, music and advertising 
executives: l'lan to attend the 
2nd Annual Disc . locke Convention 
in 1959, sponsored by .. . 

THE STORZ STATIONS; 
. I 

Omaha, Nebraska 

WDGY, Minneapolis -St. Paul 

WHB, Kansas City 

WTIX, New Orleans 

WQAM, Miami 
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soundings 

Dodge Takes First Place 
In Effective Commercials Survey 

MBS Adopts New 
Merchandising Program 

CBS Spot Study Shows 
Strength of Nighttime Radio 

Top 15 Are Back 
For First Time Since 1952 

Saturation Pays Off 
For Buitoni Foods 

New Radio Sets 
For New Locations 

WERE Undertakes 
Closed- Circuit Plan 

BPA Doubles 
Its Membership 

Nam 
!maamumiil 
'I911IIüYW' 
IrYYiI 

In the second spot radio commercial survey, sponsored by John Blair & 
Co., the Dodge Division of the Chrysler Corp. has won first place. Grant 
Advertising is the agency. In addition to Dodge, the top six in nation- 
wide ranking include: Beechnut Gum and Young & Rubicam; Chester- 
field Cigarettes and William Esty; Pepperidge Farm and Ogilvy, Benson 
& Mather, and Budweiser and D'Arcy Advertising. Award- winners were 
determined by the votes of 2,032 advertising and broadcasting executives. 

The Mutual Broadcasting System is adopting a new merchandising pro- 
gram. The plan provides for local tie -ins for dealers of NIBS advertisers, 
and for point-of-sale aids. 

CBS Spot Sales has just completed a study on nighttime radio in the 
Chicago market. It reveals that total homes reached weekly by radio 
during the nighttime hours are 1,187,789, according to a Nielsen survey. 
This is only 65,573 fewer homes than are reached during the afternoon 
hours and 166,742 fewer than in the morning hours. 

Three of network radio's pre -tv "top 15" advertisers have bought time 
on all four networks this year for the first time since 1952, according to a 

u. s. RADIO survey of the networks. The companies are General Foods. 
Liggett & Myers and R. J. Reynolds (see p. 26) . 

-1-he Albert Frank- Guenther Law advertising agency, New York, has just 
issued a statement crediting radio with boosting sales of Buitoni Italian 
food products in Arizona. Typical of the campaigns which have increased 
Buitoni's average monthly sales 1,000 percent in the last few months, the 
agency says, is " Buitoni Day" in Tucson where six radio stations in the 
city were employed with a total of 450 announcements in a single day. 

With almost 100 percent of the American public owning radios at the 
start of 1957, RAB reveals that the more than 15 million radio sets sold 
that year went into new listening locations (playrooms, workshops) . The 
study also states that radios were sold 2.4 times faster than tv sets in 1957. 

WERE Cleveland, O., is undertaking a $25- million broadcast project via 
direct wire tv. Richard Klaus, vice president- general manager of the 
radio station, announces a plan, more than a year in the making, that 
will use six vacant tv channels for closed- circuit broadcasts on a subscrip- 
tion basis. A line would be run into the home and attached to any tv set. 
It would operate at a monthly fee of approximately $10. 

Broadcasters' Promotion Association, in its drive for new members, re- 
veals that in two- and -a -half years of operation it has doubled its original 
membership. Member stations now total 175. 
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they love us in Boston 
They lore us in Atlanta 

they love us in Birntinyhanz 
they lore us in Milwaukee 

they lore us in Phoenix 
they love us in SanDiego . 
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San Francisco will love 
Research reveals remarkable market variations. 
Bartell Family Radio creates exciting program- 
ing based upon local predilections, customs, 
tastes. Golden Gate people will love this radio 
because it is uniquely San Francisco. 

8a/tte,e /t... Qet/ .iP,e it/ 

BARTELL 
FAMILY. 
RADIO 

COAST TO COAST 

T 

d 
1260-51111 FRRR[ISfO 

I 

AMERICA'S FIRST RADIO FAMILY SERVING 10 MILLION BUYERS 

Sold Nationally by ADAM YOUNG. Inc. for \COKY The KATZ Agency 
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washington 

Interim Report Recommends 
Four- Pronged Legislation . . . 

. . . and Takes a Dim View 
of FCC Conduct 

Unsolved Problems 
In Radio Cited 

Immediate Reaction: 
Government to Pay Trip 

Praise for Radio Networks 
On the Senate Floor 

FCC -FTC Budgets 
Set for 1959 

The FCC conduct inquiry by the House Legislative Oversight Subcom- 
mittee has come to a stormy halt. The issuance of an interim report 
has taken to task some members of the FCC for badly undermining pub-, 
lic confidence by their actions in office. Legislation recommendations for 
revisions within the FCC advanced in the report: Require the FCC to 
adopt a code of ethics for itself and the staff; give the President clear 
authority to remove a commissioner for "neglect of duty or malfeasance 
in office but for no other cause" by amending the Communications Act 
which now leaves such authority in considerable doubt; forbid commis- 
sioners from accepting "honorariums," and prohibit commissioners and 
the FCC staff from all "outside" contacts. 

The report also raised an eyebrow at the acceptance -on loan -of broad- 
casting equipment by commissioners for use in their homes and ex- 
pressed "serious doubt" that such arrangements were in the public inter- 
est. Among other suggestions made in the report: acceptance of govern- 
ment per diem when outside sources are picking up the saine tab "must 
be avoided;" commissioners should spend more time at their desks and 
less in "wholesale attendance" at industry meetings. 

Chiding the FCC for its on- the -road habits, the report commented: "The 
Commission has followed the practice of attending these meetings for 
many years, but important industry problems that have been pending 
before the Commission for many years such as clear channels, daytime 
broadcasting ... to name only a few, still remain on the Commission's 
agenda." 

In view of these important hints on better behavior, an announcement 
has come from FCC that all six commissioners will attend the annual 
convention of the National Association of Broadcasters in Los Angeles - 
at government expense -but in the future they will' not be barnstorm- 
ing with much regularity at regional gatherings. In full view of the 
subcommittee and other interested parties such as the Justice Depart- 
ment and a Federal Grand Jury, commissioners have let it be known 
that in Los Angeles their bills will be paid once -by Uncle Sam. 

The necessity for radio networks was outlined recently on the floor of the 
Senate by Senator Andrew F. Schoeppel (R- Ilan.) , alarmed at the possi- 
bility that ABC was considering curtailment of operation. Reflecting 
Congressional concern with broadcasting and appreciation of its services 
not often voiced, Senator Schoeppel said: "At a time when international 
crises are occurring with awesome regularity, it would be most unfor- 
tunate to diminish in any way the access of the American people to any 
source of information that might bear upon our national well being...." 
The need for radio is more pronounced than ever, he said, "for no other 
medium provides more readily news of the critical events which are in- 
evitably shaping the destiny of the world." 

A voice vote in the House passed and sent to the Senate a bill providing 
an $8.9 million budget for the FCC for 1959 -a boost of $600,000 over 
the present figure. The Federal Trade Commission is earmarked for 
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If your clients 

give a hoot about sales . 
... switch your San Antonio bud- 
get to KONO - the station that's 
No. 1* throughout the day-the 
station with sales appeal - the 

station that has more national 
and local advertisers than any 
other TWO San Antonio stations. 
Get the facts ... 

See your H - R REPRESENTATIVE 

or Clarke Brown man 

'Feb. -Mar. Hooper gives KONO 
28.3 share of audience with 
a big 17.5 % sets -in -use tally 

860 kc 5000 watts 

SAN ANTONIO 

8 

Radio 

WASHINGTON IContdl 

$5.95 million, the same as in 1958, 
although the FTC had requested a 

S75,000 hike. .Additional funds for 
the FCC are intended for a person- 
nel expansion to work on the back- 
log nl safety and special radio appli- 
cations as well as applications for 
ant licenses. 

Senate Vetoes Removal 
Of Excise Tax on Sets 

.1 proposal by Senator Paul Douglas 
(D -I11.) to repeal the excise tax on 
all radio-tv sets, at a cost of millions 
ill annual retenue, met a hasty death 
when it cause up before the Senate. 
But that's not the end of the prob- 
lem for this session of Congress. By 
the end of Jute, the Senate must act 
on a bill at the request of the White 
House which wants an extension on 
the present taxes due for reduction 
on June 30. Variations of the Doug - 
las proposal have been written into 
a number of bills in both !muses. 
Sonie call for the elimination of the 
tax on all communications. Others 
want the tax taken oil uhf tv sets. 

CONELRAD: To Test 
Or Not to Test 

NAB has taken a firm stand that a 

proposal made by the Federal Civil 
Defense Administration for an exten- 
sive CONELRAD test on May 6 
(I) should be conducted during non - 
broadcast hours and (2) will tell 
FCDA nothing it does not already 
know about the broadcast warning 
system. Whether or not to give the 
test the green light is up to the FCC, 
currently weighing its decision. Loss 
to broadcasters in terns of revenue 
will run well into the millions .. . 

a cost much too steep to ascertain in- 
formation already available, says 

N.11í. 

Traffic Safety Hearings 
Hear Broadcasters' Role 

.A hearing on broadcasting's contri- 
bution to traffic safety campaigns was 
recently held by a House Commerce 
Subcommittee on Traffic Safety and 
turned up some impressive informa- 
tion. The subcommittee learned 
among other things that the broad- 
casting industry had originated 2,- 
I19,515,000 home impressions for 
traffic safety in 1957 and that this 
was a conservative estimate based on 
information available. 

U. S. RADIO May 1958 
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THIS MONTH: 

DR. FRANK STANTON 

President of 

Columbia Broadcasting System 

Will Receive NAB's 

Dr. Frank Stanton, president of the 
Columbia Broadcasting System, has 
been selected as the 1958 recipient of 
the National Association of Broad- 
casters' Keynote Award for his "sig- 
nificant and lasting contribution to 
the American system of broadcast- 
ing." 

Dr. Stanton is a student as well 
as an executive of broadcasting. He 
joined CBS in 1935 as its research 
director after resigning from the psy- 
chology department of Ohio State 
University. His thesis for the doctor- 
ate he received that year was "A 
Critique of Present Methods and a 
New Plan for Studying Radio Lis- 
tening Behavior." It was Dr. Stan - 
ton's research into radio of this type 
that led to his first job with the net - 
work. 

In 1942, Dr. Stanton was elected 
vice president of CBS and in 1945 
was appointed general manager. The 
next year he was elected president of 
the Columbia Broadcasting System 
Inc., parent company of CBS Radio, 
CBS Television, CBS Laboratories, 
CBS -Hytron, Columbia Records Inc. 
and CBS International. 

The convention keynoter rose to 
the top of network radio in its hey- 
day and stayed with it during the 
difficult years. His philosophy then 
is being confirmed today. 

"Over the years" he has said, "the 
effect of radio on American life has 
been incalculable. Over these years, 
too, the dollars invested in radio 
have been just as incalculable. 

1958 Keynote Award 

"So massive an investment must 
forever stand secure. It can no more 
disappear than the nation's homes 
can melt into the ground. 

"The people," Dr. Stanton de- 
clared, "have registered their con- 
tinued confidence in radio. They 
have clone it in a way that carries 
conviction for the business man -by 
investing their dollars in it." 

During his years with CBS, Dr. 
Stanton's keen interest in broadcast 
research has never ebbed. He was 
the editor, with Dr. Paul F. Lazars- 
feld, of Radio Research, 1911; Radio 
Research, 1942 -1913, and Communi- 
cations Research, 1948- 1919. 

Other achievements were the de- 
velopment, again with Dr. Lazars- 
feld, of the program analyzer, one of 
the first automatic recording devices 
placed in home radios to determine 
accurate records of what stations are 
tuned in. 

Dr. Stanton was also an early re- 
searcher into comparative measure- 
ment of the impact of radio versus 
print media, and the author of sev- 
eral articles and books on market re- 
search, psychology and radio meas- 
urement. 

The CBS president was born in 
Muskegon, Mich., on March 20, 1908. 
He is a graduate of Ohio Wesleyan 
University (B.A. 1930), as well as of 
Ohio State University (M.A. and 
Ph.D.) . He was a member of the 
staff of the Ohio State department of 
psychology, where he began his radio 
research, from 1931 -1935.. 

But Bosse . . 

five station wagons ? ?? 
What are we getting into now, 

the cab business ?" 

"Mobile News Patrols ", he snaps. 
"Two -way radios. Reporters. 

On the spot coverage anywhere 
in Greater Cincinnati!" 

"But Boss, think of the 
MONEY! Why not do it like 

everyone else. Tips, second 
hand stuff from the newspapers, 

friends on the police force." 

"That's not how we got to be 

FIRST in Cincinnati!" 

Come to think of it, 
I guess he's right. 

But Cosh -fire .fire station wagons ... 

radio CINCINNATI 
GORDON BROADCASTING COMPANY 
SHERWOOD R. GORDON. BOSS 
SOLD NATIONALLY BY ADAM YOUNG. INC. 
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We love animals - but we don't spare the horses when it 
comes to serving our listeners. 

At both wcUE, Akron, and wtcE, Providence, we operate on 
a very simple formula: we give the listeners exactly what 
they want - more music ... more news ... more often. 
We've got the people to make good that slogan. Thirty full - 
timers at WCUE, twenty at SVICE and more being added. 

Our music programs please listeners. Our news operations are 
king -sized in terms of staff, equipment and achievements. 

We deliver more listeners per dollar than any other station 
in Akron, and in the Providence Greater Metropolitan 
Area, too. 

A color film on the Elliot stations spells out the "more" 
story. For a print, drop a note to us or to Avery- Knodel. 

W1.fVE 
'Tim Elliot, Pres. "Jean Elliot, Vice -Pres. AKRON. ONTO 

TH E El'LI OT STATIONS 
GREAT INDEPENDENTS GOOD NEIGHBORS PROVIDENCE. R.I. 

E 

LETTERS TO 
Information Requested 

Your story, Dialing After Dark, is quite 
interesting (March 1958). However, we 
have a client who is interested in the 
radio audience which exists after mid- 
night, say between 12 midnight and 2 

a.m., and I wonder if you have any 
data concerning this segment of listen- 
ers. Any information comparable to 
the 6 p.m. to 12 midnight facts will be 

deeply appreciated. 
Richard Jorgensen 
Richard Jorgensen Advertising 
Son Jose, Calif. 

(En. NOTE: The only information we 

had available on post -midnight listening 
was contained in the Pulse Inc. studies 
of three cities.) 

Philip Morris 
Congratulations for a job well done. 

(Philip Morris' use of radio, April 1958.) 
Jack Latham 
Philip Morris Brand Manager 
Philip Morris Inc. 
New York 

Personal Interest 
Enclosed is my check for a personal sub- 
scription . .. Congratulations on a fine 
sddition to the trade publication field. 

Gene Seehafer 
Account Esecutive 
Needham, Louis b Brarby Inc. 
Chicago 

Subscriptions 
You and your organization are to be 

commended for your fine publication. 
1 have had the opportunity in the past 
few months to see copies and, anxious to 
keep issues for reference, I ordered a 

subscription. Bob Yeager, our program 
director, did likewise for the same basic 
reason. 

However, both Yeager and myself are 
somewhat disgruntled. Not until Friday, 
April 4, did we receive the March issue. 
Since die March copy was received some 
time ago by our promotion department, 
it has been circulated within our office. 

Due to the tinte element, perhaps we 
just received some leftover copies of 
the March number in complimentary 
fashion, and our subscriptions do not 
officially take effect until we receive the 
current April issue. is this the case? 

Shirt K. Evans 
Account Executive 
WFBM Indianapolis, Ind. 

(ED. NOTE: When subscriptions are re- 
ceived they go into effect for the next 
issue. The current issue is sent as a com- 
plimentary service from New York, 
hence the delay.) 

10 U. S. RADIO May 1933 



THE EDITOR 

Excerpts 
We wish to congratulate you on your 

fine efforts in behalf of the radio indus- 
try. Periodicals such as yours devoted 
entirely to radio and its problems have 
long been needed. Your publication is 

more than doing its part to fulfill this 
need. 

I would like to request permission to 
use excerpts from articles. These ex- 
cerpts would be given suitable credit and 
used in mailings to local retailers. 

Again, our congratulations on an ex- 
cellent publication. 

John Tosnody 
So/es Manager 
KUGN Eugene, Ore. 

(ED. NOTE: Written permissio.' grant- 
ed.) 

Department Stores 
During a recent snow storm in Lou- 

isville, Kaufman- Straus, a department 
store, called us to run some 50 spots 
calling attention to the fact they would 
not be open because of the storm. 

This would not have been so unusual 
except for the fact that they had spent 
some $20,000 in print media on their 
big spring sale, which was to run Thurs- 
day (the day of the storm), Friday and 
Saturday. 

Since WINN could not possibly clear 
even one third of the spots desired, 
Kaufman-Straus started calling station 
advertisers asking them to relinquish 
time. To top it off one of our largest 
advertisers, Dixie Manor Shopping Cen- 
ter, which has some 40 stores, relin- 
quished three of their newscasts for 
Kaufman- Straus in the afternoon. 

Glen A. Harmon 
General Manager 
WINN Louisville. Ky. 

Kudos 
We sincerely believe that U. S. RADIO 

is an excellent medium for bringing to- 
gether the people who need radio and 
the people whom radio needs. 

Polly E. Haddad 
Promotion Director 
WORL Boston 

I have been delighted with the edi- 
torial content. We are all interested in 
what people are doing and especially in 
success stories. I, for one, would like to 
see more of individual cases in point. 

Bruce Barrington 
General Manager 
WEW St. Louis, Mo. 

- CLEVELAND 

II/ ? 

don't 
count 

Cleveland" 

While WCUE's 
2 my /m signal 
does get into 
Cleveland. we 
don'r claim it as 
coverage, don't 
include it in our 
market data. 
Our primary area 
has more people 
(over 11/2 million) 
than any one of 
28 states, more 
than five states 
combined. Retail 
sales in the area 
are over 11/2 

billion dollars. 
Per -household 
spendable income 
is 10% above 
the U.S. average. 

We deliver 11.7% 
more listeners 
per dollar than 
any other station 
in the Greater 
Akron 
Metropolitan 
Area. 

The WCUE 
Market Data book 
belongs in your 
file. See the new 
color film on the 
Elliot stations. 
Write or call us, 
or Avcry -Knodel, 0, 
for the book 
and the booking. 

I 

WCUE 
'Tim Elliot, Pres. ..Jean Elliot, V,ce-eres. AKRON. OHIO 

T E ' L L'h 0 T S TâT Î U 
GREAT INDEPENDENTS G000 NEIGHBORS 

/ WICE 
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No matter how the coin falls -Washington rates high 

If it comes up "Family Income," consider: the 1957 median for the Washington, 
D. C. urban area was $6,500 - an increase of 49% since 1949 and about 20% 
higher than the U. S. urban area median. If it comes up "Total Income," con- 
sider again: the 1957 Washington Metropolitan Area personal income total 
approximated $4.6 billions. Per capita, this amounted to $2,310 for Metropolitan 
Washington -compared to the U. S. average of $2,016. * 

There's one more factor to consider-how best to reach this excep- 
tionally affluent market. And that's where WWDC Radio comes 
up -loud and clear. We have been first or a mighty close second in 
every PULSE of 1957 and thus far this year. We have a simple 
formula -to be a listenable station to our audience, and a pro- 
motional station to our hundreds of national and local advertisers. 
The mutually happy result- ever -increasing listeners for us, ever - 
increasing sales for you. 

W IN D Cradio Washington 

*Economic Development Committee, Washington Board of Trade REPRESENTED NATIONALLY BV JOHN BLAIR CO. 
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Radio's Future 
Sales Opportunities 

The job of bringing in new 

business is being stepped 

up. Call it sales development 

or education, new product 

categories are being worked on 

Radio makes up in sound 
what it lacks in sight is the 
way one advertising execu- 

tive describes the sound medium. 
As a result of the "sound" radio 

has been making across the countr, 
it has found itself the fastest growing 
national medium. Its gain in 1957 

over 1956 was 14.3 percent as com- 
pared with a 15.9 percent increase 
for the other three combined. 

That radio's movement in adver- 
tising circles has been gaining mo- 
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mentum is fairly well documented. 
One of the chief reasons for this is 

that advertisers and agencies are 
learning more about the medium 
through their own research as well 
as through the efforts of radio sales- 
men. 

The questions that radio and ad- 
vertising people have been asking 
are, "Where does radio go from 
here? How many more advertisers 
will use radio and how much will 
they use ?" 

The answers to these questions 
seem tu be not in who can use radio 
but how it can be used. Like most 
national media, radio has a universal 
utility. 

It is largely a matter of finding 
the correct application of sound to 
the product. 

As Lud Richards, radio sales de- 
velopment manager of Peters, Grif- 
fin, Woodward Inc., New York, de- 
scribes, "Advertisers must be shown 
how they can sell the sizzle of a steak 

SALES DEVELOPMENT PLANS 

The following are two alternate plans John Blair K Co. oßered to 
a major food account that ultimately went into spot radio. The 
anticipated yearly- expenditure for each plan was about $2.5 million. 
Because it was a food product, it u-as suggested that announcements 
be concentrated on Thursday, Friday and Saturday. 

Plan A Plan B 

Markets Covered Top 40 Top 100 

% U.S. Radio Homes in Coverage Area 60% 86% 
(SRA base) 

Radio Homes in Coverage Area 28,700,000 41,100,000 

Announcements Weekly 100 54 

Average Rating per Announcement 
(nine -city composite) 

4.5 4.5 

Gross Weekly Rating 450 243 

Gross Weekly Homes Reached 129, 200 ,000 100,000,000 

Gross Weekly Listeners Reached 

(at 1.6 listeners per home) 

206,700,000 160,000,000 

Total Weekly Cost $48,100 $48,800 

Cost per 1,000 homes 37( 49( 

Cost per 1,000 listeners 23e 31 

instead of its picture." 
Measured by its reach, radio has 

never been better prepared to do a 

more effective job for more adver- 
tisers. According to newly ulxlated 
set count figures released by Radio 
Advertising Bureau, there are 139.5 
million radio sets in working order. 
In fact, there are 81 percent more 
radios in the U. S. today than in 
I948, the year tv started its real push. 

The rule radio plays as America's 
constant companion is illustrated in 
figures that show where these sets are 
in use: 93 million are in homes; 36.5 
million are in autos, and IO million 
in public places. 

There are 48.5 million radio 
homes in the U.S. (with only 1.9 
million of these homes having radios 
that are temporarily inoperative) . 

The personalized nature of the 
sound medium today is revealed in 
the fact that an estimated 37.9 mil- 
lion secondary sets are in radio 
homes. 

And outside the home, too, radio 
listening is on the upswing. There 
are 36.5 million car radios in use - 
more than a three million increase 
above last year and more than three 
times the number in 1948. Portable 
radios are now up to 8.5 million. 

And these sets -both in home and 
out of home - are attuned to the 
more than 3,769 radio stations on the 
air. 

Using these facts as a base, radio 
forces have been active in selling the 
medium to new advertisers. 

Among the more spectacular 
"new" sales is that involving Chevro- 
let cars, which will spend between 
two and three million dollars in spot 
radio this year. Significantly, this 
buy is in the hard -goods category - 
a very elusive target for radio sales- 
men for many years. It is similar in 
advertising meaning to Ford's net- 
work buy of last fall, which amounted 
to an estimated $3.8 million (see 
There's Radio in Ford's Future, Jan- 
uary 1958) . 

The number of new advertisers 
being won over to radio are fluffier- 
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ous and are difficult to count. The 
reason for this is that not all so- 
called new advertisers are ones that 
never have used the medium. Some 
have been absent for a period of 
time, like two years, and in a sense 
are considered new. 

New Accounts 

John Blair Sc Co., radio station 
representative, has prepared a list of 
55 new spot radio accounts that have 
come into the medium from January 
to April 1958. 

One of the accounts listed is Chev- 
rolet cars. Industry forces, among 
them Blair, were largely responsible 
for influencing the company to buy 
spot radio, in addition to its network 
radio use. 

A Blair delegation, headed by Art 
McCoy, executive vice president, 
went to Detroit last summer and 
held special meetings with the client 
and its agency, Campbell -Ewald Co. 

A leading argument of the presen- 
tation was that the best way to con- 
vince the car -driving public that it 
is time to switchover from their 
present vehicle to a golden anniver- 
sary "Chewy" was to reach them 
through car radio. 

Blair stations also cooperated by 
cutting special commercials for the 
presentation showing the effective- 
ness and variety of radio use. It 
turned out that a major stumbling 
block preventing spot radio use in 
the past was that the dealers had 
convinced the company that they 
were utilizing radio to the fullest 
locally. 

The industry's sales development 
effort was successful and Chevrolet 
started its spot campaign in January. 

The problem of getting new dol- 
lars for radio also involves increasing 
expenditures for the sound medium 
by advertisers who presently use radio 
but in proportionately small quanti- 
ties. 

Kevin B. Sweeney, president of 
RAB, states, "Radio does all right 
with the medium -sized advertiser 
that has between $500,000 and $L5 

PARTIAL LIST OF NEW SPOT RADIO ADVERTISERS* 
January -April 1958 

FOOD 

A & P Tea 

American Home Prod. 
(mushrooms in brown gravy) 

Armour Chili Con Carne 

Brer Rabbit Molasses 

Brock Candy 

Calavo 

Comet Rice 

Fanny Farmer Candy 

4 Fisherman Fish Sticks 

Heinz Baby Food 

Lea G Perrins Worcestershire Sauce 

Mrs. Wagner's 

Red L Frozen Fish Dinners 

Sunkist 

Taylor Packing Co. 

Weston's Biscuits & Cookies 

HOUSEHOLD 

Alcoa Building Products 

Alcoa Wrap 

Bakelite Co. Paint Ingredient 

Butchers Wax 

Cat's Paw Rubber Co. 

Crown Zellerbach -Paper Products 

Eveready Garden Supplies 

Fab Gloss (auto polish) 

Glade 

Griffin Shoe Polish 

Lever Bros.- Praise 

Pittsburgh Paint 

Sterling Silversmiths 

Yes Tissues 

*As compiled by John Blair & Co. 

DRUGS & COSMETICS 

Barbasol 

Campho Pheneque 

Cashmere Bouquet 

Colgate Dental Cream 

Mum Deodorant 

Revlon -Hi & Dri 

Sal Hepatica 

Woodbury Soap 

AUTOMOTIVE 

Champion Spark Plugs 

Chevrolet Motor Division 

Ohio Oil Co. 

Quaker State Motor Oil 

Rayco Mufflers 

Sun Oil 

MISCELLANEOUS 

Armour's Big Crop Fertilizer 

DuPont- Remington Mall Chain Saw 

Hamilton Watch 

Kentucky Club Pipe Tobacco 

Maiden Form Bras 

Owens Corning Glass 

Pacific Gas & Electric Co. 

Playtex Gloves 

Ronson Electric Shavers 

Standard & Poors 

United Aircraft 

million to spend on advertising for 
a particular product or brand. The 
big job ahead for radio on the na- 
tional level is to convince the largest 
advertisers to increase their compara- 
tively small radio outlays." 

Mr. Sweeney cites three product 
categories that demand the greatest 
attention today: food (including 

household cleaners), drug and auto- 
motive. 

In selling competitively against 
other national media, Mr. Sweeney 
notes that spot radio competes against 
the newspaper sales story, while net - 
work radio is paired off with maga- 
zines. 

There currently is a wave of activ- 
(Cont'd on p. 82) 
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Colonia Stores Jp 
` íYto n s... 

Jack Burton, advertising manager, 
Colonial Stores super market chain. 

Sells with Regional 

et 
Colonial Stores, southern and midwestern super 

market chain, was practically out of radio 
until 1956. Will spend $236,000 in 1958 

Five years ago only 53 per- 
cent of the nation's retail 
food chains included radio 

in their advertising budgets, accord- 
ing to figures released by the Super 
\larket Institute. Today, the same 
source reports that 95 percent of all 
chains use radio, including IOU per - 
rent of chains with 1011 stores or 
MOM. 

As recently as two years ago Colo- 
nial Stores, a regional food combine, 
was among those chains that used 
next to no radio. Colonial, which 
now owns 461 stores situated in 239 
cities in I l southern and utidwestern 
states, has increased its radio expen- 
ditures substantially to a point where 
it will spend $236,000 in the sound 
medium in 1958. 

Colonial's sales volume has in- 
creased from $100 million to $442 
million in the 18 years since its agen- 
cy, Liller, Neal, Battle R Lindsey Inc. 
of Atlanta, Ga., took over the 56- 
year-old firm's account, according to 
C. K. Liller, the agency's chairman 
of the board. 

IVhat has sparked radio's phenom- 
enal growth in the super market in- 
dustry-an industry that has tradi- 
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Radio 

tionally relied almost entirely on the 
print inedia? 

Jack Burton, advertising manager 
for Colonial, provides part of the an- 
swer when he speaks for his own 
firm: "We feel radio is a very im- 
portant medium for food retailers. 
It has flexibility not found in other 
media which is vital for us because 
of our changing prices. Radio serves 
us both as a hard -sell price medium 
and also as an institutional medium 
in which we emphasize our service, 
friendliness and the quality of our 
goods." 

Effectiveness 

As an example of the medium's 
effectiveness for Colonial, Mr. Liller 
cites a market in which his client 
discontinued all newspaper advertis- 
ing and substituted a saturation cam- 
paign of radio announcements over 
several stations. 

"It was found that there was no 
decrease in sales because of this 
change," Mr. Liller states. "The to- 
tal amount spent for radio was con- 
siderably less than the amount previ- 
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This modern Colonial store is an example of the food store chain's 
selling philosophy ... to make it a pleasure io shop for a-necessity. 

lb 

C. K. Liller, bd. chmn., LNBdL. 

Clay Scofield, account executive. 

ously spent in newspaper advertis- 
ing." 

Colonial now uses 115 radio sta- 
tions in 10.1 markets. The company 
will use a large, high -power station 
if there are a number of stores with- 
in the area covered by such a station. 
If the stores are principally confined 
to a small surrounding area, the firm 
uses smaller stations. Another reason 
for the use of smaller stations is to 
capitalize on local listening loyalty, 
the agency states. 

Spots are placed within high -rated 
shows usually announced and hosted 
by personalities with a strong com- 
munity following. 

In the short span of two yeas, the 
food chain and its agency have re- 
fined the mechanics of station selec- 
tion and copy distribution into a 
kind of advertising science. 

This is remarkable not only be- 
cause of Colonial's relatively short - 
term experience with radio, but also 
because of the complex nature of the 
food chain's operation. 

As an example of the "scientific 
method" being applied by Colonial 
and its agency to radio advertising, 
Mr. Burton reports a brand new ex- 
periment designed to use radio to 
reach all income groups. 

Income Levels 

In one market only, Colonial has 
bought spots on four radio stations 
as contrasted with the usual policy of 
using one or two stations per mar- 
ket. The stations were selected on 
the basis of the estimated income 
level of their listeners. Those in use 
are: a negro station, two general 
area stations (one independent, one 
network) and a good music station. 
This quadruple buy was made, Mr. 
Burton reports, "to bracket all in- 
come levels. So far," he says, "we 
are pleased with the results." 

For its regular radio schedule, ac- 
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cording to LNB &L's Mr. Liller, Co- 
lonial follows one of two patterns 
regarding the number of spots aired 
per station. 

"In one group of cities we run 20 
one- minute announcements a week 
on an every other week basis. This 
is done," he says, "because through- 
out Colonial's territory most compa- 
nies seem to have pay days twice a 

month and the weekends following 
these pay days are our heavy sales 
weekends. 

20 a Week 

"The other group of stations is 

used on a 20 -spot- per -week basis 
throughout the year. Such stations 
are in the larger more important 
sales areas where this more intensive 
coverage is warranted. 

"Whether we run on an alternate - 
week basis or every week," Mr. Liller 
continues, "we air approximately 75 
percent of the spots on Thursday, 
Friday and Saturday and the other 
25 percent during the early part of 
the week. This is, of course, because 
over 75 percent of all sales for the 
week are made during the weekend." 

(A survey made by the Coca Cola 
Co. shows that 45.2 percent of the 
nation's women shop on Friday and 
36 percent on Saturday. The study 
also states that 77.6 percent of all 
food shoppers buy in bulk on one 
day and fill in when necessary during 
the rest of the week.) 

The spots broadcast during the 
early part of the week, Mr. Liller 
reports, are generally institutional in 
nature. "In this connection we have 
been using for the past year a very 
popular one -minute jingle, which 
has been extremely well received 
throughout Colonial's territory." 

Another agency spokesman be- 
lieves that this use of music, com- 
bined with an institutional ap- 
proach, is unusual in the super mar- 
ket field. 

Announcements used during the 
latter part of the week usually con- 
sist of 20- second institutionals and 
40- second strong price sells. The in- 
stitutional portion is a 20- second lift 
from the one- minute jingle, for 
which pressings are supplied to all 
stations. The "sell" part of the an- 
nouncements usually features three 
to five specials including mention of 
price and is delivered by the local 
announcer from typewritten scripts 
supplied by the agency. 

Clay Scofield, LNB &L's account 
executive for Colonial, describes the 
highly- organized system used by the 
client, the agency and the radio sta- 
tions to insure fast price copy for 
each market. 

Each week, Mr. Scofield says, Colo- 
nial's six divisional advertising man- 
agers teletype the agency's Atlanta 
offices giving the products and the 
prices to be featured in their areas 
the following weekend. Announce- 
ments are written on the same day 
and air -mailed to the stations. When 
faster service is required, the Cola 
nial supervisor or store manager in 
a given community will give instruc- 
tions to the station. 

Yearly Contracts 

As a rule, Mr. Scofield says, 52- 
week contracts are placed with each 
station. The agency asks the stations 
for a list of adjacencies and the 
"times decided upon are definitely 
specified in our orders." 

Radio's use in a particular mar- 
ket, Mr. Liller says, is determined, 
like all media, by the prevailing sales 
volume. "In this way the total ad- 
vertising expenditures are kept in 
relation to sales, market by market." 

Radio first wedged its foot in Co- 
lonial's door on an organized basis in 
1956, although prior to that time the 
food chain had used one -minute an- 
nouncements spasmadically through- 
out its territory. 

In a sense, radio carte up through 
the ranks at Colonial because its val- 
ue was first recognized by the six 
divisional advertising managers who 
operate under Mr. Burton. These 
men had the authority to use radio 
announcements within their divi- 
sions in connection with special sales 
and contests. "It was the growth of 
this medium, independently used by 
these ad managers," Mr. Liller says, 
"that eventually made it wise to put 
radio on an organized basis." 

Institutional Sell 

In the institutional approach used 
by Colonial the chain emphasizes 
the modern convenience and design 
of their outlets. About four years ago 
the distributor began a large -scale re- 
vamping of their stores pointing to- 
ward consumer comfort and opera- 
tional efficiency. 

The new stores feature expanses of 
glass windows, red brick exteriors 
and 37 -foot lighted towers of steel 
framework which support the "CS 
rooster," and which at the same time 
project downward through the roof 
to become- inside the store -elevated 
offices for the store managers. 

Merchandise shelves are at eye 
level for easier reaching. Windows 
are poster -free. The lighting is fluo- 
rescent and the music is soft. 

As Nancy Carter, Colonial's direc- 
tor of home economics, says, "Colo- 
nial is a woman's store as well as a 
food store." 

New outlets are added each year, 
with Georgia presently at the head of 
the list with 123 stores. North Caro- 
lina and Virginia follow with 92 and 
85 stores, respectively. Ohio contains 
74 Colonial stores; South Carolina 
has 40; Indiana has 16. Alabama fol- 
lows with 12 stores and Kentucky is 
next with nine. Tennessee and Flor- 
ida have five and three Colonial 
stores, respectively. 
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A radio farm editor interviews an expert, as 

WJR Detroit reporter Marshall Wells broad- 
casts from the Michigan State University 
Dairy Department during his regular series. 

Live entertainment is p Guided by Pat 
McCaffrie on his WGN Chicago show. 

RADIO FORMATS: 

What Is Radio 

What is radio loth)? 
Is it a slick nationally-prae- 
ti((d (outept of music and 

items. as many people mould htne 
othcis believe? .1nd it it is, has our 
quest for economy of words reduced 
this idea into a glib, scrbal straight 
jacket that has created a mental 
image of sameness? 

Critics of radio programming to- 
day are eager to vent their argu- 
ments. Radio is a juke -box medium 
that soul is alike Inuit station to sta- 
tion and front m :u Let to market, they 

At the root of the news, WTTM Trenton. N. J. general 
manager Fred E. Walker (right) elicits comment from Gov- 
ernor Robert B. Meyner at the New Jersey State Fairgrounds. 

20 

say. Radio. they (barge, is program- 
ming Ion the teenager who>, as Mitt h 

Miller recently said, comprises "12 
potent of the population and rero 
pet rent of the buying power." 

There is perhaps some justification 
in all these barbs. And yet these (rít- 
it isms contain more than their shale 
of supetluiality. For certainly in a 

medium that has nearly doubled in 
stations since 1950 to 3,769, there 
must be value that is apparent to the 
listener and the advertiser. 

'Thine must be universal iuterest- 

KONO San Antonio, Tes., newsmen are ready to roll at a moment's notice 
for onthe -spot broadcasts. Mobile units are a key part of news operation. 
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Today 

and even excitement -for Americans 
to have bought 15.4 million radio 
sets in 1957, more than in any other 
single year in radio's history. 

To try and shed some light on the 
question of what is radio today u. s. 
nAmo sampled stations across the 
country on their programming for- 
mats and their approaches to com- 
munity and advertiser acceptance. 
The returns indicate that radio has 
as many faces as there are colors and 
shades in a rainbow. 

In examining the replies one thing 

Survey shows that radio has 

a myriad of faces. Music 

and news are broadened to mean 

entertainment and information 

becomes clear. The broad stream of 
music and news has many tributaries. 
As interpreted by most stations this 
concept means entertainment, infor- 
mation and public service. 

And the many forms and shapes 
this takes are numberless. It can be 
music of all description, drama, live 
variety, news (local, regional and 
national) , sports and conversation 
or talk. 

What follows is an analysis of the 
many concepts of 1) music and enter- 
tainment and 2) news and informa- 

A large staff gathers, edits and broadcasts news for WKY 
Oklahoma City, Okla. All are professional radio news men. 

Lion, as reported by stations who re- 
sponded to the questionnaire. 

Probably the greatest variation lies 
in the programming and selection 
of music. 

The music of the Bartell Group, 
writes Gerald Bartell, president of 
the seven -station group, follows more 
traditional patterns of "artful mel- 
ody and inventive lyrics." ft is pro- 
gramming for the lamily audience 
concept. "And while Bartell radio 
does not rule out music of current 
popularity, it is placed in a context 

The radio station has become an integral part of every community. 
Here WTIX New Orleans, La., entertains a group of youngsters. 



of musical programming frankly de- 
signed for the family taste." 

The guidepost of the Bartell oper- 
don is continual updating and re- 
finement. "Ideas are eaten up week 
by week ... program formats are de- 
voured almost daily ... transcribed 
stagings and settings for our music 
and features must be renewed and 
freshened continuously." 

Majority of People 

Todd Storz, president of the Storz 
Stations of four outlets, declares, 
"Our desire is that our stations shall 
please the majority of the people the 
majority of the time. We try to be a 
Daily News ... not a Times." 

Mr. Storz states, "Our format was 
built on the premise that it is not 
within our province to dictate, by 
censorship, programming tastes to 
the American public.... We felt that 
a control of music to the extent that 
we could not play certain selections 
because they didn't meet with our 
wholehearted approval would be 
very akin to thought control." 

Specifically, this is what the Storz 
operation involves: 

"Within the general framework," 
Mr. Storz says, "we also believe that 
the public has a great appreciation 
for a really progressive sounding op- 
eration. This means rapid -fire pro- 
duction, extensive use of produced 
e.t.'s, a top news department and, 

Accident victim is heard on the air minutes after mishap as WSB 
Atlanta reporter, who heard police report in mobile unit, inter- 
views him at hospital. Speed like this is a radio -only quality. 

most important, disc jockeys who can 
attain and keep a loyal audience fol- 
lowing." 

At KEX, portland, Ore., the music 
programming philosophy is to 
"broadcast a continuous alert blend 
of predominantly popular music, 
paced and balanced by new_versions 
of old standards and coining hits." 
The impression the station is trying 
to build is "warm companionship 
and friendly, courteous service," 
KEX indicated in its reply. 

A popular trend in music today is 
the programming of current hit 
tunes. One such station is KEXO 
Grand Junction, Colo, which de- 
scribes its programming concept as 
"strictly music." 

" \Ve use all national and local 
surveys to build our top 50 -then we 
delete all the raucous, repetitious 
rock 'n roll, but use the better num- 
bers from that category." 

The goal of WVKO Columbus, O., 
is "faster -moving radio entertain- 
ment." The keystone of this concept 
is "good standard music." 

Stays With Standards 

Another station that programs 
standards is KIXL Dallas, Tex. "The 
station's music policy is that of good 
popular music with absolutely no 
rock 'n roll, western, hillbilly, race 
or religious selections. KIXL does 
not adhere to the top 40 or top 100, 

or any other such designation; but 
stays with standard pop tunes and 
old selected favorites." 

In its reply, \VEW St. Louis, DIo., 
proves that one man's poison is an- 
ther man's meat and potatoes. The 
station has aligned its music sched- 
ule to feature country and western 
music. \VEW's concept has added 
significance because the wheel of 
music programming has taken almost 
a full turn at WEW. In 1937, it 
adopted a variety station approach 
with emphasis on old- fashioned hill- 
billy music. This lasted until 1951 
when the format was changed to in- 
clude only classical music. After four 
years, the station experimented and 
finally hit upon its present approach. 

Since 1936 

One of the stations that has pro- 
grammed "good music" since it went 
on the air in 1936 is WQXR New 
York. As opposed to trying to reach 
a general audience, the station seeks 
out a specialized audience of music 
lovers. A key aspect of this program- 
ming rigidity is its advertising policy. 
In 1944, WQXR put a ban on sing- 
ing jingle commercials which is es- 
sentially still in effect. In addition, 
certain standards are established to 
screen products and copy. 

Locally -originated live music is 

another side to radio's myriad ap- 
proaches, proaches, judging from the replies. 
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Listeners count on radio to take them to local and 
national sport events. In the booth at an Elkhart, 
Ind., event is the WTRC broadcasting crew, typical 
of radio sports coverage all over the country. 

In addition to recorded shows, WGN 
Chicago features a country music 
group on the daily Country Fair. The 
station recently completed an Essays 
in Music series comprising outstand- 
ing young musical artists in the com- 
munity. An orchestral unit also is 
used during portions of a nightly re- 
corded show as well as on two after- 
noon shows. In addition, WGN pre- 
sents a weekly concert by the Fifth 
Army Band. From time to time, the 
station conducts remote orchestra 
pickups. 

Heart of Ozarks 

KWTO Springfield, Mo.. in the 
heart of the Ozarks, programs coun- 
try music shows, many of which are 
live. Some of its staff musicians also 
appear on network radio and tv 
shows that feature this type of music. 

Another station that programs 
some live music is K \VKH Shreve- 
port, La. Part of the day, the station 
programs folk music for its rural au- 
dience. An offshoot of this has been 
KWKH's origination for national 
consumption of The Louisiana Hay - 
ride on Saturday night. On Sunday, 
the musical pendulum swings to 
Opera Matinee and the New York 
Philharmonic Orchestra. K\VKH 
also presents drama in its varied pro- 
gramming service. "By diversified 
programming, we mean programs for 
all ages and all economic groups. We 

This is Bill Jackson of WPTF Raleigh, N. C., 
"spinning the platters." Disc jockeys are often 
the best known of local radio personalities. 

play all kinds of music, present all 
kinds of drama and all kinds of news 
and information programs." 

A musical format employing the 
night club approach is used by 
\VORL Boston. It is called the "950 
Club." The broadcast is split into 
15- minute segments. Each unit is 

called a stage and features a different 
artist -either a vocalist, a band or a 
group. The same artist is not repeat- 
ed too often in one week, WORL 
states, nor is one artist heard at the 
sanie time from day to day. The sta- 
tion tries to build an element of 
curiosity so that listeners will try to 
figure out what the next 15 minutes 
will feature. 

The recorded selections played are 
based on a concept of music past, 
present and future. 

\V\VJ Detroit bases its music 
operation around the \VWJ Melody 
Parade. This is derived through 
a compilation of record sales in the 
Detroit area as checked against a list 
of records approved for air by the 
station. Records that appear on 
commercial lists which do not meet 
W\VJ standards are deleted. 

Station Defines 

The station's standards do not au- 
tomatically eliminate any performer. 
But a song must meet the require- 
ment of "more enjoyable music" as 
defined by the station. 

A thorough screening process also 
is employed by WEJL Scranton, Pa. 
The station states that it carefully 
avoids anything that remotely re- 
sembles rock 'n roll and all "loud, 
brassy instruments as well as the 
shouting, saloon -type vocalists and 
vocal groups." 

Individual Merit 

According to the return from 
\VIND Chicago, a different approach 
is followed in the selection of its mu- 
sic. " \Ve do not discriminate against 
any particular type of music, feeling 
that each record or selection should 
be judged on its individual merit 
and not banned because it had the 
unfortunate fate to be categorized 
as something less than desirable," 
the station reports. 

"Thus within the bounds of good 
taste and proper programming," 
WIND states, "we play all types of 
music and feel that this program- 
ming is calculated to have mass ap- 
peal." 

WIND does eliminate "the more 
raucous records, the non -musical rec- 
ords and records which are extreme 
in any direction." 

The musical approach of \VINN 
Louisville, Ky., features standard 
popular music 24 hours a day, seven 
days a week. The station plays to the 
"great middle class with sweet pop - 

,,no rock 'n roll, country and western, 
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Before the home team plays its game, the Washington Senator lens enjoy 
meeting lovely Miss Washington, sponsored by WWDC in its annual contest. 

no hillbilly and no lowdown blues." 
In programming its music, \Vl'EN 

Philadelphia, l'a., builds the format 
around its personalities. in (tiring 
its m.c.'s, the station uses three 
criteria: their ability to entertain, 
to sell products and move merchan- 
dise, and to perform before live audi- 
ences. As part of its personality con- 
cept. \VI'EN in 1951 built a restau- 
rant- studio on the first floor of its 
building. This is used for nighttime 
programming. From 9 p.m. to 5 a.nr. 
every night, shows are programmed 
with live studio audiences. 

At \V \IIX \ft. Vernon, 111 , the 

emphasis on the d.j. is slightly diler- 
cut. Here, a full-time music librar- 
ian and not the d.j. determines the 
music to be played on any given pro- 
grain. The personality is encour- 
aged, however, to provide ideas in 
building individual programs. 

The musical content at \1'M IX is 
bawd on a "balance between vocal 
and instrumental numbers; between 
various types and styles of vocalists 
or groups, and between mcxxls cre- 
ated by instrumental music." 

While many stations program for 
the general audience, an equal num- 
ber slant their format at a particular 

Today stations such as KSON San Diego, Calif., are ready to go anywhere for a 

news beat. Helicopters are a part of many radio stations' mobile set ups. 

segment. the questionnaire survey 
shows. \\'HTN Huntington, \ \'. Va., 
programs its music for the adult au- 
dience. It plays nirrent favorites 
with a melody interspersed with old 
standards, some of which have mod- 
ern arrangements. 

And WAND Canton, O., programs 
for the homemaker between the ages 
of 25 and 55. The station uses disc 
jockeys, N'omen as well as men. but 
between the musical selections adds 
news and hints about homemaking. 
These vignettes are limited to one 
minute in length and may range 
from fashion news to the latest meth- 
ods in diapering the baby. 

\\'ING Dayton, O., offers pro- 
grams to all "mature listeners," and 
steers away from "an overwhelming 
appeal to teenagers." 

"Radio for grown -ups of all ages" 
is the slogan of \VGAR Cleveland, 
O., which offers a balanced schedule 
of classical and popular music, but 
does not emphasize rock 'n roll. 

\\'S11 Atlanta caters to an adult 
audience by programming 90 percent 
of its music for nature listeners. The 
station intersperses its music with 
conversation and talk during the eve- 
ning hours. 

And WQXI Atlanta also appeals 
to the adult audience by presenting, 
a variety of music, ranging from old 
to very' new. 

Record Survey 

\VG-I'O Cypress Gardens, Fla., 
programs a variety of music from top 
tunes to standards. It surveys record 
stores in its area twice weekly and 
catalogs the top tunes. The sales of 
albums :urd re- releases are also in- 
cluded ami are programmed as they 
appear on the survey. 

After gars of trial- and -error pro- 
duction, KALI, Salt Lake City, U., 
has conte up with a format called 
"New Sound." It is based on the 
idea of a fast -paced flow of popular 
music. 

Many stations, keenly aware of the 
variance in audience composition at 
different times of the day, have 
adopted dual personalities. KSON 
San Diego, Calif., for example, pro- 
grams the top 50 tunes plus new- 
comers during the daytime, from 6 

a.m. to 6 pm. In the evening, KSON 
introduced a new format called "San 
Diego After Dark," aimed more at 
the adult audience. It features music 
that people can relax by, using an 
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assortntcn of "oldies" and listenable 
modern tunes plus top albums and 
semi -classical numbers. 

\ \'NEB Worcester, \lass., appeals 
o all age groups. It publishes a 
weekly top 50 sheet that is compiled 
rom actual record sales in the met- 
opolitan area. 

In Huntington, W. \'a., \VSAZ 
also caters to the broadest range of 
isteners. \VSAZ, according to its re- 

ply, reports that its audience is 
'slower- paced, more rural minded 
han a strictly metropolitan station," 

so that programming ranges from 
farm services to a Monday evening 
lassical music block. 

Key Factor 

One of the key factors in the pres- 
entation of musical programming is 
the quality of the transmission. As a 
consequence, the engineers at many 
stations are kept in close contact 
with the format. At \VKAB Mobile, 
Ala., the engineering staff is closely 
supervised. "This is of prime impor- 
tance," the station states, "because 
not only do they cut many transcrip- 
tions which must be of top quality, 
but the levels of all voices and music 
on the air must be kept uniform. 
Their job is to give WKAB a sound 
of first -rate production ?' 

A development of this is that week- 
ly meetings are held with the pro- 
gramming and engineering depart - 
tnents. 

News programming on radio has 
presented a continual challenge to 
broadcasters. Radio's immediacy has 
placed the medium in a position of 
prominence as a prime source of 
news as it is happening. Stations 
across the country have incorporated 
news as part of their basic format. 
Indeed, many stations report that 
they program primarily news and in- 
terpretation. Others say they use the 
popular five -minute news break at 
the hour. Between these two diver- 
gent applications lie various ap- 
proaches, proaches, ranging from mobile units 
on the local scene to network reports 
from remote corners of the globe. 

KGB San Diego inaugurated a 
new format last February that is 
based on news and information. The 
approach is called "Pulsebeat" and is 
programmed seven days a week from 
5:30 a.m. to midnight. It contains 
news and information on current is- 
sues. events and people. 
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One week's programming consists 
of 281 news and commentary pm- 
grams; 107 local news programs; 22 
local discussion and interview pro- 
grams, and 80 entertainment pro- 
grams centered around personalities. 

The reply from KSTP Minneap- 
olis, Minn., indicates that it has an 
extensive news operation comprising 
18 full -time newsmen. Its mobile fa- 
cilities include five cars equipped 
with two -way shortwave radios. A 
four -passenger helioplane also is on 
hill-time news duty. A radio dis- 
patching roost with two full -time 
dispatchers is in constant touch with 
the mobile equipment as well as with 
all police, fire, highway patrol and 
sheriff's calls. 

Local and area news reports at 
WL\V Cincinnati, O., are channeled 
through the station's Communica- 
tions Exchange (Comex) . National 
and international news is provided 
by network feeds. The station places 
great emphasis on news and weather. 
In fact, a total of 267 newscasts are 
broadcast each week, coupled with 
165 weathercasts per week from 
\VL\V's own weather station which is 
staffed by three accredited meteorol- 
ogists. An original touch also is giv- 
en to farm news by WL \V. Its pro- 
gram, Everybody's Farm, centers 
around the station's own typical mid- 
western farm located at Mason, O. 

Before the Papers 

The accent on local news and 
sports is provided by \VSTV Steuben- 
ville, O. "\Ve aim to be first with the 
local news before the papers get a 
crack at it," the station declares. 
\VSTV starts "piping local news to 
our audience -fresh morning copy - 
no later than 6:30 a.m. We offer 
three 15- minute across- the -board pro- 
grams every weekday at 9:30 a.m., 
1:30 p.m. and 6:15 p.m." WSTV 
covers high school, college and sand- 
lot sports. 

For a radio station, a natural ex- 
tension of the news function is pub- 
lic service. It is just this idea that is 

behind the programming of WTTM 
Trenton, N. J. The impression it is 
trying to build is that of a com- 
munity institution. 

" \Ve try to create the impression 
of service 24 hours a day, whether we 
are broadcasting information regard- 
ing traffic congestion, rerouting of 
public transportation due to fires, 

strike meetings, sere is e c lub meetings 
or school closing because of in- 
clement weather." 

'l'o support its service program- 
ming, WTTM cont clam ues heavily 
on local news and local news in- 
depth reporting with on -the -air fea- 
tures involving the actual voices of 
the people making the news. 

Mutual Exchange 

The Elliot stations, \\'CUE Ak- 
ron, O., and \VICE Providence, R. I., 
also emphasize the news -in -depth 
with regular commentaries on the 
news and with editorials. They are 
currently programming a feature 
called Speak Up Neighbor, which 
permits a mutual exchange of ideas 
on current happenings by listeners. 
The news formats of both stations 
are a part of an overall program- 
ming concept that is designed "to 
convey to listeners a strong station 
personality which is at once warm 
and friendly, interesting and excit- 
ing, dynamic and thought- provok- 
ing ?' 

The service theme, built around 
its news operation, also is used by 
KRMG Tulsa, Okla., as reported in 
its reply. An example of what this 
can mean to a community came to 
light last May 17 to May 21 when 
the area was hit by disastrous floods. 
KR,\IG in that four -day period pre- 
sented a total of 153 remote broad- 
casts from four mobile units. About 
90 percent of all newscasts were de- 
voted to flood information. The total 
time consumed by the remotes 
amounted to 10 hóurs and two 
minutes. 

In Rochester, N. V., last February's 
blizzard, described as the worst ill 
the city's history, was the occasion 
for \VVET to exercise its news and 
service idea at a critical time. With 
the use of its full -time mobile unit, 
\\'VET not only provided a first- 
hand account of the storm and 
street conditions, but the vehicle also 
lent a hand where needed. 

The idea behind the news format 
at \VTRC Elkhart, Incl., is "to pre- 
sent to the public any happening of 
local interest when and where it hap- 
pens through II local newscasts 
every day, supplemented with NBC 
News on the Hour," the station 
states. "\\'e have two battery -oper- 
ated tape recorders to take to the 

(Cont'd on p. 85) 

25 



Today's Network Is 
Sold to Multitude 
Of Advertisers 

As a result of changes in economics 

since 1949, networks now cater 

to large numbers of advertisers 

A decade ago 15 advertisers 
accounted for more than 40 
percent of all network reve- 

nue, while today they constitute less 
than 20 percent of network billings, 
U. S. RADIO estimates. Although as 

a result of this radio revolution the 
networks now draw their revenue 
from a much wider selection of na- 
tional advertisers, the top 15 are 
again looming as substantial pros- 
pects on network horizons. 

All signs point to the fact, how- 
ever, that they never again will ap- 
proach their pre -television position 
in network billings. This, instead of 
discouraging many network spokes- 
men, is considered in most quarters 
to be healthy on the theory that 
there is safety in numbers. 

One indication of their expanding 
interest in network radio is that of 
the 15 firms listed in 1949 by NBC 
as radio's top spenders, a survey of 
the four major networks shows that 
three of these have already bought 
time this year on all four networks, 
an event that has not occurred since 
1952. The same number have in- 
vested in three networks, while four 
firms have bought into two -and the 
year is yet young. 

Those scheduled on all four are: 
General Foods, Liggett & Myers, 
R. J. Reynolds. On three networks: 
American Tobacco, Lever Brothers, 
Sterling Drug. On two: American 
flume Products, Colgate -Palmolive, 
General Mills, Gillette. Rounding 
off the top 15 with one network each: 
Miles Laboratories, Campbell Soup, 
Philip Morris, Swift and l'rocter & 
Gamble. 

\1'hile it is well known that the 
top 15 have drastically cut their net- 
work spending in the last 10 years, 
it may come as somewhat of a sur- 
prise that only two of these giant ad- 
vertisers ever abandoned network 
radio entirely during that period. 
The other 13 kept a foot in the door 
for each year since 1949. 

Come Back 

The American Tobacco Co. and 
Campbell Soup Co. left network ra- 
dio in 1956 and 1957, respectively, 
but are back this year with buys on 
NBC. The tobacco company has al- 
ready contracted time with CBS and 
MBS as well. 

Although figures on the top 15 net- 
work expenditures are unavailable 

after 195.1, it is interesting to note 
that three of the four networks had 
their worst years since 19-19 at differ- 
ent times -which perhaps indicates 
that the top 15's severest blows to net- 
work radio did not come all at once. 
(Low years, for example, were: NBC 
1955; ABC 1953; MRS 1956.) 

In the last two years, network ra- 

dio has emerged as different from its 
old self as a butterfly is different 
front a caterpillar, and evidently the 
top 15 and many other national ad- 

vertisers are taking another look. 

They are scanning, among other 
things, the increasing number of net- 
work sponsors. Ben Lochridge, na- 

tional sales manager, CBS, reports 
that in 1919 his organization had a 

total of 63 advertisers, while in 1957 

there were 118. Howard Gardner, 
manager of radio network sales de- 

velopment, NBC, states that in 1949 

his network had 68 advertisers, as op- 

posed to 125 in 1957. Hal Gold, pub- 
lic relations director, MBS, reveals 
that in 1949 Mutual had 54 adver- 
tisers as contrasted with 83 last year. 
John White, national sales manager, 
ABC, says that in 1949 American had 
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1949 

CBS 
NBC 
M BS 
ABC 

63 advertisers 

68 advertisers 

54 advertisers 

68 advertisers 

1957 

CBS 
NBC 
M BS 
ABC 

118 advertisers 

83 advertisers 

125 advertisers 

98 advertisers 

Source: Number of advertisers on each network for the years indicated, as reported by the networks. 

68 advertisers while it had 98 in 
1957. 

Each of these four network spokes- 
men find the broadening of the ad- 
vertising base a healthy situation for 
the industry. As one of them says, 
"It's safer not to have all your eggs 
in a few baskets. Now if several spon- 
sors drop out we don't feel it to the 
extent that we did 10 years ago." 

Listening Habits 

All attribute the changes in both 
advertiser characteristics and program 
formats primarily to the oft -discussed 
alteration in America's listening 
habits after tv. ABC's .john White 
says, "The difference between net- 
work radio a decade ago and today 
might be compared (with the differ- 
ence between a deer rifle and a shot- 
gun. Then an advertiser fired a few 
bullets and reached everyone while 
today he must fire many to reach the 
same number of people. This has re- 
sulted in the trend away from long- 
term, large time buys. This is why 
we sell 10- second spots now and no 
segments longer than five minutes, 
except for the news." 

Mr. White believes that network 

radio offers several important advan- 
tages to any advertiser because he 
can consolidate an extensive amount 
of commercial time with one buy and 
one order. The advertiser and agency 
buying job is thus simplified and he 
gets "lots of tonnage" -mass audi- 
ence-in the bargain. 

Mr. Gardner of NBC adds that 
network radio's new look has broad- 
ened the whole selling field, result- 
ing in increased numbers of spon- 
sors. Those who never could afford 
network radio before now find that 
it is well within their means. "For 
example, the minimum buy on our 
network 10 years ago would have 
been around $260,000 for a 15 -min- 
ute sponsorship on a regular 13 -week 
cycle. Now you can buy a minimum 
of minute spots a week at $1,000. 

He also points out that as a result 
of changes like this, whole new 
product categories have been opened 
up to radio, particularly the soft 
goods field. In other fields, relative 
newcomers are Evinrude Motors and 
the Hertz -Rent -A -Car Co. 

Mr. Gardner believes that the 
trend toward small participations 
will "never be reversed and that pro- 
gram sponsorships will only succeed 

with institutional advertising." He 
cites the Bell Telephone Hour as an 
example. 

On the other hand, CBS's Mr. 
Lochridge states that in his opinion 
there will always be a sizeable place 
for program sponsorship. "Network 
radio has room for two areas and 
program sponsorship is finding in- 
creasing favor today with advertisers 
and agencies." He mentions the Jack 
Benny Show sponsored by the Home 
Insurance Co., the Philip Morris Mu- 
sic Show and the Lowell Thomas 
broadcasts bought by Delco. 

Sponsor Choice 

Mr. Lochridge emphasizes the im- 
portance of giving the sponsor a 
choice between segmented formats, 
daytime serials and "the best regular 
programs with well -known person- 
alities." 

Mutual's Mr. Gold points out that 
in his opinion "advertisers are not 
paying top dollars for talent today as 
they did 10 years ago. They get this 
in tv. Now they are paying fees for 
the medium, hence the lowering of 
rates and the greater number of spon- 
sors." 
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65 °Io of National 
Shoes total ad 
budget to radio 

National Shoes 
Sells 'the Sound 
Of It 

In radio continuously for 18 years, 

the shoe firm attributes much of its growth 

to the sound medium. The northeastern chain 

relies on radio to reach all members of 

the family and all types of communities 
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National Shoes and its agency, the Emil Mogul Co., have been closely associated since 1940. Here at a plans meeting are (left to right) Emil 
Mogul, agency president; Myron A. Mahler, v.p. and creative director for air media; Louis Fried, president of National Shoes, and Milton 
Guttenplan, v.p. and account supervisor. The executives mef fo plan the biggest spring ad campaign in the history of the family shoe firm. 

When a National Shoe Store 
moves into a new cotntnu- 
nity, radio introduces it to 

the public because, as the chain's 
president says, "We want them to get 
the sound of it! 

"The first thing we look for when 
entering a new area or adding a new 
store," Louis Fried reveals, "is a 
good radio station." 

Radio has been the primary ad- 
vertising medium of National Shoe 
Stores Inc. since January 1940, when 
the finn became one of the first three 
clients of the Emil Mogul Co. Inc. 
and put its entire advertising budget 
of $50,000 into the sound medium. 

Expenditures in radio today ac- 
count for 65 percent of National's 
overall advertising budget and that 
ratio has been maintained for most 
of the past 18 years. The total ad 
budget is more than 10 times greater 
than in 1940. 

"Our use of radio expands directly 

with the expansion of the chain," 
says Mr. Fried, who also directs his 
firm's advertising. When National 
Shoes started in radio it had 35 
retail outlets; now it has 150 in 98 
communities in New York, New 
Jersey, Massachusetts, Connecticut, 
Maryland and Pennsylvania. And in 
the past fiscal year, National's sales 
of its "popular- priced" line rose to a 

record $23,706,184. 
"We didn't stay with radio so 

consistently all these years through 
faith alone," says Mr. Fried. "We 
were' just as conscious as any other 
advertiser as to the readjustments 
radio would have to make with the 
advent of tv. 

"But we also knew, through our 
own direct tests, that radio as a 
medium continued to be the most 
advantageous to National Shoes." 

National executives report that 
they are constantly reminded of 
radio's part in the growth of their 

business, for often, when they go 
into one of their stores, they hear a 
customer singing or whistling their 
jingle: 

National Shoes . . . 

Ring the bell . . . 

The radio jingle, in fact, has in- 
spired National's trademark, and the 
bell appears on all advertising and 
promotion -and even on the shoe 
box. It was written in 19-14 by Myron 
A. Mahler, now vice president and 
air media creative director for Emil 
Mogul. 

At present, National is engaged in 
the heaviest spring advertising drive 
in its history, with more than 800 
one -minute commercials for its line 
on 30 stations. Backbone of the cam- 
paign is the perennial jingle with va- 
riations, including the sound of the 
bell and copy consisting of dialogue 
among customers in dramatic situ- 
ations. 
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"Keeping in mind that it takes a 

mach more unusual message to gain 
attention these days because times, 
audiences and listening habits have 
changed," says Milton Guttenplan, 
agency vice president and account 
supers kor, "we have developed new 
techniques for our commercials. 

"We don't believe in gimmicks for 
their own sake, however. Any device 
should lend itself immediately as a 

vehicle for telling the commercial 
story." 

New Series 

The new series of commercials fea- 
ture "entertaining dialogue" based 
on "ring the bell" situations. The 
sound of a bell replaces the word, 
and the type of bell- telephone, 
door, typewriter, dinner, school, or 
the one you ring to signal a bus 
driver -sets up the situation. Dia- 
logue follows and the jingle finishes 
up. 

"The techniques used here," says 
Mr. Guttenplan, "have their origin 
in those developed during the period 
when soap opera was in its heyday. 
We have merely taken advantage of 
the many dimensions available in 
radio." 

One problem facing a "family 
shoe store," according to Mr. Gutten- 
plan, is that it must reach all mem- 
bers of the household. Another is 
that National's stores are located in 
downtown sections, in suburbs and 
on highways. 

"Radio has the flexibility needed," 

states Mr. Guttenplan, "for National 
Shoes' policy of serving customers 
wherever they may be. This is espe- 

cially pertinent in regard to the 
highway stores now opening. And 
radio stations, even more than 
printed media, have kept pace with 
the movement to suburbia. 

".\s to reaching all members of the 
family, our messages are directed at 
women and mothers in the morning, 
at men and young men adjacent to 
news programs, at teenagers on their 
favorite disc jockey shows, and so on. 

"Radio also affords us the flexibil- 
ity of taking into consideration cus- 
tomer buying habits in an area," Mr. 
Guttenplan continues. "It gives us 

the advantage of running messages 
according to weather, season and 
local conditions." 

Media Testing 
National has a special method of 

tnedia testing which it employs each 
fall. It is a special discount offer 
made "to listeners to this program." 
Listeners are asked to write to Na- 
tional, giving their name and the 
time and station. In return they re- 
ceive a 15 percent discount certifi- 
cate. 

"It's amazing the information that 
these tests reveal -qualitative and 
quantitative," declares Mr. Gutten- 
plan. "Not only do we get a com- 
parison of stations but we are able, 
through the structure of the tests, to 
compare spots and programs within 
a station's own schedule." 

[he tests results arc also used to 
evaluate the effectiveness of the com- 
mercials, taking into consideration 
the conversion factors of certificates 
into sales. And timebuyers are aided 
by a correlation of radio time and 
number of customers, and by an arca 
coverage map indicating which stores 
are helped most by the messages. 

Stations Welcome Tests 

" \\'e feel this is as exact as you can 
get in measuring which station is 
doing the best job," says Mr. Gutten- 
plan. "And we find that stations 
welcome the tests because most feel 
that mutuality of interest between 
stations and advertisers is more than 
just a lip- service term, and that sta- 
tions can only prosper to the extent 
that their advertisers prosper." 

The Mogul people have only one 
complaint against radio. There are 
a few station managers, they say, who 
will occasionally feel that demand is 
the sole factor in determining rates. 

For the most part, however, Na- 
tional and its agency have nothing 
but praise for "the medium to which 
we owe a great deal of our success." 

"The flexibility of radio is its 
greatest feature," Mr. Fried notes. 
"Stations have been educated to 
meeting the requirements of the ad- 
vertiser in so far as frequency of the 
schedule is concerned: giving a peak 
schedule in season and cutting back 
at other times. Many station man- 
agers have learned to see -saw sched- 
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ules to meet the needs of advertisers. 
"And most stations have done a 

good job," Mr. Fried adds, "in dis- 
ciplining themselves in the realm of 
double and triple spotting." 

What about National's future in 
radio? With the chain in the midst 
of long -range expansion program 
calling for a 200 -store operation in 
an extended geographical area, the 
answer is: more radio. 

"National never left radio," de- 
clares Mr. Fried. "Radio is our pri- 
mary medium." 

At the agency level, thought is 
being given to future campaigns 
even as the new one is launched. 
"We may well come up with new 
techniques next time," says Mr. Gut - 
tenplan. "Even though we are using 
transcriptions at present, we might 
go back to announcers. Radio, after 
all, has achieved success through its 
personalities." 

Increasing Business 

Mr. Fried also looks to the future, 
reminding the stations that they 
"have an obligation to do everything 
in their power to create the stimulus 
for increased business in the com- 
munity they serve. 

"We did not listen to the prophets 
of doom a few years back, but stayed 
with radio. We now look to the sta- 
tions," he concludes, "to continue to 
maintain the same interest in audi- 
ence building in these good times for 
radio." 

U. S. RADIO May 1958 

Agency team goes over a new National Shoes jingle 
variation in a pre -production briefing by Mr. Mahler, 
singing and playing. Standing (left to right) are 
Denise James, copywriter; Jeanne Harrison, executive 
radio -tv producer; Mr. Guttenplan, and Alfred Paul 

Berger, vice president and copy chief. The "National 
Shoes Ring the Bell" jingle, Mr. Mahler's first effort 
along these lines, was written more than 14 years ago. 
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December 2, 1957 

Mr. Jules Herbuveaux, Vice ('resident 
National Broadcasting Company 
Merchandise Mart Plaza 
Chicago, Illinois 

Recently we made a decision to extend our radio advertising 
to certain cities where we have branch offices and this decision 
was based on our success in using your radio station WMAQ 
over the past two years. 

The inquiries developed on our daily five - minute Stock Market 
and Business News Program over WMAQ have been turned into 
new accounts on a satisfactory ratio and in addition we have re- 
ceived institutional and public relations value immeasurable in 
new business. 

On October 1, 1957, we expanded with the same format to seven 
other midwestern cities. For the past year and again in 1958, 
radio will be our principal advertising vehicle. 

Very truly yours, 

4-<`r r liii 
r11. 1L 

L 

1 
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there are 175 counties and over 600,000 radio 

homes under Big Aggie's Umbrella* 
That's a big chunk of these United States but 
check these other important facts about WNAX -570. 

Americc`s 1 ?s, i.adio Market ** 
,2 7,600 People* 
i t'0 Families ** 

3 ti.lion spendable income* 
. ar of Audience ** 

'SRDS Estimates 

"NCS «2 

Big Aggie Land is a vast expanse of our country whose bound- 

aries are defined by the power of one radio station -WNAX. 
Its total farm income is 3rd ir, the nation. In livestock sold, 

Big Aggie ranks 2nd. In crops, 4th. Her listeners have money 

to spend and it's no wonder Big Aggie has done such a con- 

sistently good job for her advertisers. When Big Aggie talks 

about a product, listeners know they can believe what she says. 

36th ANNIVERSARY OF WNAX- 1922 -1958 

WNAX-510 
Yankton, So. Dak. 

CBS Rodio 

Peoples Broadcasting Corp. 
Don D. Sullivan, General Manager 
Nick Bolton, Commercial Manager 

Represented by Katz 



BIG LEAGUE RADIO 
Mid -America tunes to KMOX Radio for "Big League" listening. 
"The Voice of St. Louis" scores consistently with diversified pro- 
gramming, never relegated to a background accompaniment role. 

The ninth- inning homer in a Cardinal ball game ... the authoritative 
voice of a respected newscaster ... a favorite CBS Radio Network 
drama ... a lively local personality show... a thoughtful public 
interest feature: these are the components that build 24 hours of 
foreground listening. The recent listener -attitudes study by Motiva- 
tion Analysis, Inc., points up this qualitative audience superiority. 
KMOX listeners really listen. 

More of them listen, too. The Cumulative Pulse of December, 1957 
shows KMOX Radio delivers more different homes daily and weekly 
than any other St. Louis station. Commercial messages reach more 
people in a climate of authority and believability. 

If you want to increase your sales score in St. Louis, choose the 
first team, KMOX Radio. 

Represented by 

CBS RADIO 
SPOT SALES 

f KMOX 
50,000 Watts 

R A D I O 
"THE VOICE OF ST. LOUIS" 



In the leadership spotlight 
...WGN - radio! 

WGN LEADS ALL OTHER CHICAGO MEDIA IN HOMES REACHED! 

That's why top- drawer advertisers buy WGN -radio in Chicago. 

And you will be in the best of company when you join the nation's smart- 
est time -buyers who select WGN with confidence year after year. Be- 

cause WGN helps sell millions of dollars worth of goods for 
these top- drawer clients. New, better - than -ever programming 

N' 
for '58 is in keeping with WGN's policy of top quality at the ti 

lowest possible cost. 
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NATIONAL ASSOCIATION OF BROADCASTERS 

NAB Convention 
Meets in Los Angeles 
The 36th annual get- together slates 

busy radio agenda. Highlights: outlook, 

good practices, fm and audience measurement 

Harold E. Fellows, presiden+ of NAB. John F. Meagher, NAB radio vice pres. 

U. S. R. I111() May 1958 THIS IS RADIO MONTH 

It's NAB convention time, 
the a(ilh annual get -together 
of the leaders of the broad- 

casting and advertising industry. On 
the agenda are 17 management ses- 

sions and 15 panel discussions to 
take place at the Biltmore and Stat- 
1er hotels in Los Angeles. Radio 
should get its share of the billing. 

Radio was an infant industr when 
a handful of forward- looking broad- 
casters pooled their opinions on its 
destiny and emerged with a single 
thought: A strong organisation was 
vital to a strong industry. 

Their thinking resulted in the for- 
mation of the National Association 
of Broadcasters in 1922. 
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The first convention was held the 
year following the organization of 
NAB - October II, 1923, at the Ho- 
tel Commodore, New York. It is per- 
haps doubtful that any broadcaster 
at that first annual meeting could 
have envisioned "Radio-l958" -190 
million radios in 18.5 million hontes 
with what amounts to almost 100 

percent national saturation. 3,769 
stations supplying the listening pub- 
lic with entertainment, information, 
public service, music atul news 
around- the -clock. 

In all. the delegates to the 1958 
fleeting can pick and choose among 
some 30 speakers :nul 50 panel mem- 
bers discussing more than 40 sub- 
jects. Titis is a long jump from 
October 1923 that one -clay meet- 
ing is-hen broadcasters were con- 
cerned primarily with their need for 
nuire air space and a desire to see a 
Federal Radio Commission estab- 
lished. 

Delegates from the radio side will 
be particularly interested in Tues- 
day afternoon's radio management 
conference led by John F. \leagher, 
NAB vice president for radio. Lead- 
ing a discussion of "This Business of 
Radio- Inventory 1958" will be F. 
Merrill Lindsay fir. al WSOY Deca- 
tur, Ill., chaitmau of the NAB Ra- 
dio Board. 

Also participating will lie F. C. 
Sowell of 1VLAC Nashville, Tenn.: 
Frank M. Headley. president ol the 
Station Representatives Association. 
and Matthew J. Culligan, head nl 
the NBC Radio network. 

And on 11'ednesday afternoon. 
radio delegates will hear \forth 
Kramer of W./ Detroit, chairman 
of NA B's Committee on Radio Stand- 
ards ol Good Practice, speak on the 
relationship of good practice to good 
business. 

That sanie clay RAB's presenta- 
tion, "Your Future is Sound," will 
feature Kevin B. Sweeney, RAB pres- 
idem, and John F. Hardesty, RAB 
vice president. Also, E. K. Harten- 
bower of KCMG Kansas City, Mo., 
chairman of the NAB Radio Re- 
search Committee, will moderate a 

panel discussion on "Measuring the 
Radio Audience." 

A Thursday morning session for 
radio management will be devoted to 
an All -Industry Radio Music Licens- 
ing Conference. 
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MAY IS 
NATIONAL RADIO 
MONTH 

\lay marks the observance of National Radio Month. 
For the first tinte it has been extended from a week to a month, 

and promotion plans are proportionately bigger than ever before. 
Scheduled to tie in %s'ith the NAB convention, National Radio 

Month will spotlight the sound medium throughout the country. 
Sponsoring the observance arc the National Association of Broad- 

casters, the Radio Advertising Bureau, the Electronic Industries 
Association and the National Appliance Radio -Tv Dealers Associa- 
tion. Coordinator for the promotion is john F. \leagher, NAIl's 
vice president for radio. 

\Ir. \leagher reports that major trade and civic Organizations 
have been notified o1 the industry's plans and that many have 
pledged cooperation with local stations. Congressmen have also 
expressed willingness to help by sending special recorded messages 

to stations in their constituencies. Radio set un: facntrers and 
dealers are planning advertising suppxnt. 

Individual stations must hear the major responsibility foi the 
success of National Radio Month, however, Mr. \leagher points 
out. To aid broadcasters, a special promotion kit has been prepared 
and mailed to all NAll members. Non-member stations have re- 

ceived part of the material its order to [Hake the observance as 

widespread as possible. 
The tltcute loir the month and for the kit is "Radio is close to 

sou ... at honte ... on the stove ... in your community ... radio 
is close ta all America." 

r 

radi 
is close to you 

at home ... on the move .. in your community 

radio is close to all america 
MAY IS NATIONAL RADIO MONTH 

Newspaper mat in NAB 

The promotion material is built around these aspects of radio's 

service to the American people, Mr. Meagher says, and is one of the 

most comprehensive ever distributed. It includes a series of more 

than 70 slut announcements, a list of 72 promotion and program 
ideas and designs for reproduction of tangible promotion items 

such as bumper strips, matchbooks and decals. 

Other items are a specially -written speech which can be adapted 

to local use, news releases for on- the -air use and for newspapers. a 

fact sheet on radio, a sample proclamation for Radio Month, quotes 

from national leaders, a compendium of excerpts from letters Iron] 

major civil and Fraternal organizations and trade groups arc! a 

s :ecially- designed mat for use in printed material and newspapers. 

Mr. Meagher believes that this kit contains most of the tools 

'reeled for making National Radio Month the best radio promotion 
in NAB history. 
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RADIO AGENDA 
SATURDAY, APRIL 26 

9 n.m. to 5 p.m. 
REGISTI{ATION 

Galeria. lliltntore Hotel 

SUNDAY, APRIL 27 
7 a.m. to 7 p.m. 

REGISTRATION 
Galeria, Bilhnore Hotel 

10 n.m. to 2 p.m. 

BROADCAST MUSIC INC. 
BOARD MEETING & LUNCHEON 

Cleveland & Mission Roosts, Hotel Statler 
12 p.m. to 7 p.m. 

EXHIBITS 
Biltmore Hotel: Hotel Statier: 

Second Floor, Garden Room 
Ballroom Foyer, Wilshire Room 
Grand Ballroom Los Angeles Room 

Assembly Room 
3 p.m. to 4:30 p.m. 

MBS AFFILIATES MEETING 
Conference Room #2, Biltmore Hotel 

3:30 p.m. to 5 p.m. 

CLEAR CHANNEL BROADCASTING 
SERVICE MEETING 

Conference Room #5, Biltmore Hotel 
3:30 p.m. to 5 pan. 

DAYTIME BROADCASTERS 
ASSOCIATION MEETING 

Conference Room #8, Biltmore Hotel 
4:30 p.m. to 6 p.m. 

MBS AFFILIATES RECEPTION 
Conference Rooms #3, 4. Biltmore Hotel 

MONDAY, APRIL 28 
8 a.m. to 9:30 a.m. 

QUALITY RADIO CROUP BREAKFAST 
Conference Room #7, Biltmore Hotel 

10 a.m. to 12 p.m. 

"FORWARD MOVING FM" 
Music Room, Biltmore Hotel 

Presiding: RAYMOND S. GREEN 
WFLN Philadelphia, Pa. 

2 p.m. 
LABOR CLINIC 

Music Room. Biltmore Hotel 
Presiding: LESLIE C. JOHNSON 

WHBF Rock Island, Ill. 
4 p.m. to 5 pan. 

WAGE-HOUR SEMINAR 
Music Room. Biltmore Hotel 

TUESDAY, APRIL 29 
10 a.m. to 12 p.m. 

JOINT SESSION 
Biltmore Theatre 

(Management and Engineering Conferences) 
Keynote Address: DR. FRANK STANTON 

President of C. B. S. 
Presentation o/ Keynote Award: HAROLD E. FELLOWS 

President of NAB 
Address: HON. JOHN C. DOERFER 

Chairman of FCC 

U. S. RADIO \I:ty 1958 

12:30 p.m. 
LUNCHEON 

Biltmore Bowl, Bi ltmore Hotel 
Address: MARION HARPER, JR. 

l'resident of McCann- Erickson 
Special Feature: DAVID IIARDACRE 

National co- winner, Voice of Democracy contest 
2:30 p.m. to 5 p.m. 

RADIO MANAGEMENT CONFERENCE 
Pacific Ballroom, Hotel Stotler 

Presiding: JOHN F. MEAGHER 
Vice President for Radio, NAB 

THIS BUSINESS OF RADIO -INVENTORY 1958" 
F. S. Sowell, WLAC Nashville, Tenn. 

Frank M. Headley. President of SRA 
Matthew J. Culligan, Vice President in Charge, NBC Radio 

"RADIO'S ROLE IN NATIONAL DEFENSE" 
Honorable Robert E. Lee. FCC; other government 

and industry executives. 
5:30 p.m. to 7 pan. 

SOUTHERN CALIFORNIA BROADCASTERS 
ASSOCIATION RECEPTION 

Pacific Ballroom, Hotel Statler 
7 p.m. 

BROADCAST PIONEERS BANQUET 
Golden State Room, Hotel Stotler 

WEDNESDAY, APRIL 30 
9:30 n.m. 

JOINT SESSION 
Biltmore Theatre 

Panel Discussion: Membership of the FCC 
Moderator: MR. FELLOWS 

12:30 p.m. 
LUNCHEON 

Biltmore Bowl, Biltntore Hotel 
Address: HAROLD E. FELLOWS 

President of NAB 
Special Feature: EDWIN W. EBEL 

Chairman, radio -tv committee, The Advertising Council 
2:30 p.m. to 5 p.m. 

RADIO MANAGEMENT CONFERENCE 
Biltmore Theatre 

Presiding: MR. MEAGHER 
"GOOD PRACTICES ARE GOOD BUSINESS' 

Worth Kramer, R7R Detroit 
"YOUR FUTURE IS SOUND" 

RAB Presentation. Kevin B. Seeeney, President of RAB; 
John F. Hardesty, Vice President 

"MEASURING 771E RADIO AUDIENCE" 
Moderator: E. K. HAP.TENBOWER, KCMO, Kansas City. \lo. 

Panelists: Representatives of the rating services 

7:30 p.m. 
ANNUAL BANQUET 

Palladium, 6215 Sunset Blvd. 

THURSDAY, MAY 1 

10 a.m. 

RADIO MANAGEMENT CONFERENCE 
Pacific Ballroom, Hotel Stotler 

All- Industry Radio Music Licensing Conference 
Chairman Pro Tem: ROBERT T. MASON, WMRN Marion, O. 
12:30 p.m. 

LUNCHEON 
Biltmore Bowl, Bilhnore hotel 

Presiding: MR. FELLOWS 
Special Fecture: Industry tribute to Dinah Shore for 

her contribution to radio -tv entertainment 
ANNUAL BUSINESS MEETING 

ADJOURNMENT 
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What's 

in it 

for you? 



PLENTY : Live Music to swing out 
your sales campaign. Sports events 
that win extra points for your prod- 
uct ... and that's not all. A Farm 
program that'll put your tractor in 
high gear. A Women's feature 
that'll put your cosmetic on a mil- 
lion faces.... You name the product; 
we've got a program that can sell it. 

But programs alone don't do it: It's 
the people behind them that convert 
listeners into customers. And we 
have the people -over 200 top -flight 
personalities that breathe life into 
every program and commercial. 
Audiences respond to this vigor and 
know -how. They respect it. 

Proof ? We have it: A recent study 
in six cities by Motivation Analysis, 
Inc. showed clearly that our Person- 
ality Programming gets far greater 
listener attention than the Inde- 
pendent competition. 

What's more, the very scope of our 
program schedule inspires audience 
belief. People think of our stations 
as big and authoritative. They be- 
lieve in our programs. And finally, 
they believe in your commercials. 
This is our case. It can be yours. 

CBS RADIO SPOT SALES 
11 WCBS, New Ybrk 

WBBM, Chicago 
KNX, Los Angeles 

WCA U, Philadelphia 
WCCO, Minneapolis-St. Paul 

WESI, Boston 
KMOX, St. Louis 

KCBS, Sun Francisco 
BT, Charlotte 

li RVA, Richmond 
W TOP, Washington 
KSL, Salt Lake City 

TVMBR, Jacksonville 
KOIN, Portland 

CBS Radio Pacific Network 
and CBS Radio 

New England Network. 



focus on radio ]htt 

Radio's First 
38 Years 

1923: Radio begins inroads 
as a mass entertainment medium, 
and soon many entertainers 
are household words. 
there are Eddie Cantor, 
first of the Broadway stars to 
broadcast regularly. 
and Billy Jones and Ernie Hare - The Happiness Boys. 
The athletically inclined 
could even take 
early morning exercises. 

42 (supplement p. 8) 

place a 1otí transistor beside one of I)r. l.re de Forest's 1906 
nudion vacuum tubes and the "growth" of radio ternis anomalous. 
indeed. But radio men are not fooled by semantics. Radio has 
grown into rats. onto beaches. oul of rim its, along kitchen 
.dreh'rs, between bedroom furniture. It will bloom soon oar 

millions of wrists. .1nd, alone all, it will continue growing to 
emu the lives of listeners in almost in million homes and to produce 
the brN-nrfrrmed people or the world. Only ratio can be 
companion, informant. entertainer, force. Outlet for a 

Mary Margaret McBride, an Orson Irene,. a Father Coughlin, 
n Mortimer Snead, an FOR. .Isis of n ration ou elertionn dal', 
Pearl harbor /My, l' -J Day, World Series Nay, everyday. 
This palm,- history nerds 1,000 forge% to be complete. It's just a 

taste of the last 38 years of radios many. many flavors. 

111211: KUK.1 Pittsburgh, l'a., broadcasts the returns 
of the Harding -Cos election (above left) on 

\'oventber 2. opening a new era in communications. 
Radio was recognized early as an important outlet 
for political expression. 
In 1922. Congressman Thomas E. Marshall of ,Missouri 
addressed constituents over KSb St. Louis 
one month after the stations debut. 
Ten years later one political party spent $300,000 for 
radio time, and in 1933 the President spoke to 

the nation 20 times in 10 months. 



1923: These per formers don't seem quite 
accustomed to the big Westinghouse 
microphone at WJZ's Newark, A'. J., studio. This was the 
year of the first multi- station +vire hookup, linking 
1l'EAF New York, KYII' Chicago. IC'GY Schenectady, .V. Y., 
and KDKA Pittsburgh, Pa. 

1924: Stations are not content 
merely to air news from 
studios and broadcasts were 
originated from the national political 
conventions. In. 1925, 
WGN Chicago microphones travelled 
to the famous Scopes trial 
courtroom in Tennessee. 

1924: The first Western Electric 
amplifier in use in the .1 /id:resl 
operates transmitter (above left) 
at Elgin, /ll. Some experiments. such as 

a floating blimp antenna at Saxonburg, Pe., 
didn't work. But by 1933. David Sarnoß 
and Guglielmo Marconi 
could stand before transmitting equipment 
like this at Rocky Point. I.. L., 

and the next year inn' Cincinnati. O., 
started testing a 500 kw transmitter. 

t 



Radio's First 38 Years 

I92(i: . \etaork radio brings events and personalities 
to the nation's homes and 
rerol tioni :es the living habits of millions. 

. %IIC was formed in September, and a rear later WIZ 
became the flagship station of NBC's Blue A etwork, 
while WEAF remained key station of the Red A etwork. 
In 1927, CILS was organied. 
Through network radio. listeners thousands of ides away 
could enjoy the exploits of Babe Ruth (shown with Graham iIcXamee), 
the homespun philosophy of Will Rogers, 
the sage comments of Thomas Alva Edison (shown in 1928). 

1928: Freeman Gosden and Charles Corre!! 
become Amos 'n Andy as radio develops 
its own stars and entertainment forms 
(shown, above left, in 1926 when they played Sam 'n Henry) 
In 1929, Myrt and Marge, forerunner of the soap operas, 
went on opposite Amos 'n Andy. 
Right on their heels, in 1931, came 
Chester /.muck (right) and Norris Goff 

Lum and Abner - (shown in 1939). 



1933: Radio performers are 
embarked on two decades in 
which they become an 
intimate part of 
American family life. 
Don McNeill's Breakfast Club 
is still going strong. as is Bing Crosby 
(shown with frequent guests, 
the Andrews Sisters). 
All -time radio greats included 
Bob Burns, Edgar Bergen and 
Charlie McCarthy, Rudy Valee and 
foe Penner (with that duck). 
And great artists like 
Arturo Toscanini 
became available with the 
flick of a dial. 

1937: This on -the -spot 
reporting of the Ohio and Mississippi 
Valley floods is an example of 
radio's development as 

a primary news medium. Network mobile 
units such as the one below, and If'OR 
Newark's rein ate pickups. proved radio's 
claim as a major news source during the 
Lindbergh baby kidnapping in 1932. By 1937 - the year of Marconi's death - 
there were 26 million radio homes 
and 37 million sets. 



Radio's First 38 Years 

Dr. Frank Conrad 
works in his laboratory 
shortly before his death. 
The Westinghouse assistant chief engineer, 
often called the "father of broadcasting." 
sent oat radio telephone programs on 

this transmitter i right I in 1916. 
During the creek of his death. 
President Rooseceli s war message was 
heard by 90 million persons. 

l'orld War II: America listens to radio for 
first -hand war news. Edward R. Marrow's 
"This is London" and Gabriel Renter's 
"There's good news tonight" as well as reports 
from II. 1 Kaltenborn became familiar bywors 
William L. Shirer, Elmer Davis, Howard K. Sint 
Robert Trout and other commentators 
and correspondents became a nightly habit. 
Shown onthe.scene in Tokyo al mar's end 
is George T. Folster. 



1950: Portable tape recorders bring the 
Korean War even closer to listeners. 
Here Jim Robinson is reporting. And in that 
year, radio's top comedians 
got together to celebrate another Benny 39th birthday. 
Jack Benny, Fred Allen and Bob Hope gained faine 
on the medium that spotlighted 
Ed Wynn, Major Boives, Al Jolson, Fibber AlcCee & .l lolly, 
Fanny Brice, Kate Smith and a host of others. 

U. S. RADIO May 1938 

Today: Radio has become the 
personal medium, with sets in the 
kitchen, the bedroom, 
the family car and - in portable 
form - everywhere. The local personality 
is typified by Martin Block (above left), 
radio's first disc jockey. An example 
of the far-reaching network news 
and information services of 
NBC. CBS. ABC and ,11ßS is llutuars 
Washington bureau (right). Group ownerships 
have cane into prominence, and single independent 
operations are going strong. Mobile units 
make possible local coverage of almost any event. 
Stations bave developed varied information. 
entertainment and service programs 
suited to their communities. And (above center) 
as any Bob and Ray fan can testify. 
radio still creates its awn stars. 
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NAB 
CONVENTION 
EXHIBITORS 

A highlight of the NAB Lo, Angeles gathering 
is the exhibits ol the latest in radio equipment 
at both the Bil -e and Sutler Hotels. 

Radio delegates trill see on display equipment de- 
signed for more compact, more automatic and more 
economic radio ()pert ' . Transistor and magnetic 
recording devices will be of particular interest. 

Displays of every type can be viewed on Sunday. 
April 27, Iron) scion to 7 p.m.: on \I¿n la). Tuesday and 
\Vedncsday Iroht 9 a.m. to 7 p.m.. and on Thursday 
front 9 a.m. to 2 p.m. They will fill the second Boor. the 
ballroom foyer and the Grand Ballroom of the !Silt- 
more. and the Garden Room, \Wilshire Roc nn, Los 
Angeles Room and Assembly 'twin' of the Statler. 

a'.\b()ut one -third of all major prcxlucts exhibited 
will leature iransistorvation with resultant detrcase in 
sine," according to a General Electric spokesman. "The 
trend toward smaller. more reliable equipment for 
radio ... will be continued this tear." 

Included in the GE line will be a complete lime of 
audio equipment and the 50 kw tun transmitter intro- 
duced last year -the first. GE claims. to use germanium 
rectifiers, semiconductor devices, for all d -c supplies. It. 
too, "is considerabh smaller in sine than any available 
up to this time." 

The RCA exhibit will feature automatic program- 
ming equipment "capable of feeding to the airwaves a 

radio station's schedule through an entire broadcasting 
day." 

The system employs punched paper tape to allow the 
station to pre -schedule a clay -long program. It can be 
operated manually at any point in the program schedule 
to allow for last -minute changes, spot news or emer- 
gencies. 

The automatic system, reports RCA, features "mag- 
netic discs for recording and storing program material," 

radioCorrected up to press time 

EXHIBITOR HOTEL 

which is described as "inexpensive." The discs "tan be 
replayed indefinitely without loss of quality." 

Collins Radio Co. will Show a "single channel tr:uts- 
istorirecl remote amplifier." as well as new turntables, 
tuning units, transmitters and consoles. 

.\ lull line al audio equipment will be shown by 
Ampex Corp. It will feature the company's "latest 
magnetic recorders lot the professional broadcaster." 

New modulation and frequency deviation monitors 
for :hn will be shown bt General Radio Corp., :long 
with noise and distortion meters, antenna- measuring 
equipment and automatic line -voltage regulators. 

Gates Radio Co. will display equipment for "a com- 
plete one kw am packaged radio station and equipment 
for a complete one kw MI packaged station." This will 
include a new one kw am uansmitter, and a new 1,1100 

watt fit transmitter with multiplex installed. Gates also 
will introduce 12 new- prcxlucts for use by radio stations, 
including "a new development in automatic program- 
ming." 

Caterpillar Tractor Co. will exhibit one of its electric 
sets equipped with a radiator and fan and automatic 
start-stop equipment. Colored trausli to photos will 
show stations throughout the country in which Cat 
electric pets are employed, the installation of the units 
and also the cycle during a utility power failure. 

Tower obstruction lighting equipment will be dis- 
played by Hughey k Phillips Inc. The company will 
have a demonstration of its "remote lamp failure in- 
dicator system" which provides "a continuous and posi- 
tive means of monitoring tower light control," and 
alarm units for unattended microwave relay stations. 

The Rust Industrial Co. will show broadcast remote 
control equipment, plus the "Rustrak %liuiaturi,ed 
Strip Chart Recorder" for automatic logging. 

SUITE COMPANY REPRESENTATIVES 

Equipment 
AMPEX CORP. Statler Wilshire I Neal K. .lcNaughten. R. A. Miner. C. R. Paul -ou. Jack 

Room 1 -11 Hauser. John Leslie. Charles Ginsburg 

BLAW -KNOX CO. Statler R. A. Troman. W. S. Roscoe 
Biltmore 

BROWNING LAB., INC. Biltmore Exhibit Room Gardiner C. Greene. Mrs. Gardiner C. Greene, Eliot Baker 
2208 

CATERPILLAR 
TRACTOR CO. 

Biltmore Ballroom C. E. Krosse, R. V. Bradley. J. W. Janes. C. B. \lulleague, 
Space 6 J. I'. Hensley 

COLLINS RADIO CO. Biltmore Ballroom Foyer J. M. Haerle. H. O. Olson., G. T. Tasto. F. P. Wallace. J. F. 
Space 1 Stanbery, C. C. Wetmore, T. R. Barber, T. N. Hewlett, \V. A. 

Weiland. E. L. Grandison, C. R. Rollert, D. J. Jordan 
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Because of programs such as "Gunsmoke" 
(and Jack Benny and daytime serials, 
Arthur Godfrey and CBS News)... Harvard 
College became a network radio advertiser 
the other night, sponsoring an hour -long 

special broadcast, "The Case for the Col- 

lege," over the full CBS Radio Network. 
Its purpose, as Harvard's President Pusey 

put it: "... to call attention both to Harvard's 
ambitious plan and to the great needs of 

all our American colleges." 

To call attention. Where else in radio 
would Harvard be as sure of getting it as 
from CBS Radio Network audiences? The 
programs are not designed to do home- 

work or income taxes by. The entire net- 

work schedule, Godfrey to "Gunsmoke," 

THIS 
IS 

NOT 

;ADIO 
TO 

DO 

1OME 

VORK 

BY 

each program in its own way, requires lis- 

teners to listen. They expect to give their 
attention... or else they don't tune in. 

That's why Harvard, with its dramatic 
appeal for funds, came to CBS Radio. Just 
as the country's leading advertisers do. For 
the head start that audience -attention 
gives to sales effectiveness. And for the 
authority and importance that only 
attention -getting radio can generate. 

Significantly, these program qualities 
work best for the listeners, too. 

Year after year, the CBS Radio Network 
schedule gathers the largest audiences in 

all radio. Audiences in the habit of paying 
attention. Here is the first essential for 

selling a product, a service, an idea. 

I 

E CBS RADIO NETWORK 
Where you reach 50 per cent more listeners 

in the average commercial minute 



radio 
EXHI BITOR HOTEL SUITE COMPANY REPRESENTATIVES 

DRESSER -IDECO CO. Biltmore Exhibit Rooms K. H. Brut, Dan Byrd. J. Roger Hayden. J. \I. Hogan. 
2204 -2205 Georges Iles, Orville l'elkey 
2207 

ELECTRONIC Biltmore Exhibit Rooms Ralph Auf der Heide 
APPLICATIONS, INC. 2105 -2106 

GATES RADIO CO. Biltmore Ballroom Foyer P. S. Cates, Larry Cenone, Norbert Jocheut, Edward J. 
Space 3 Wilder, John R. Price, Toni Wallace, Bob Richards. Paul 

Gregg. Joe Engle. Bill Neumann, W. F. Brady, hill Hoyt. 
I lardin Stratman 

GENERAL ELECTRIC CO. Statler Garden Terrace, W. J. \lorlock. P. I.. Chamberlain, Harold B. Towlson, 
Room J. Wall. \I. E. \linich. M. Alves. S. J. Eby. M. R. Duncan. 

R. E. Baker 

GENERAL RADIO CO. Statler 

INDUS. TRANSMITTERS Statler 
& ANTENNAS 

KAHN RESEARCH LAB., Statler 
INC. 

MAGNE- TRONICS, INC. Biltmore 

RADIO CORP. OF Biltmore 
AMERICA 

RAYTHEON MFG. CO. Statler 

RUST INDUS. CO., INC. Biltmore 

SCHAFER CUSTOM Statler 
ENGINEERING 

STAINLESS, INC. Statler 

THE STANCIL- Biltmore 
HOFFMAN CORP. 

STAND. ELECTRONICS Biltmore 
DIV. RADIO ENGR. 
LAB'S., INC. Statler 

UTILITY TOWER CO. Statler 

Representatives 

BLAIR & CO. 

THE BOLLING CO., INC. 

THE BRANHAM CO. 

HENRY I. CHRISTAL 
CO., INC. 

EVERETT-McKINNEY 

FORJOE & CO., INC. 
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Chapman Park 

Statler 

Biltmore 

Biltmore 

Town House 

Biltmore 

Wilshire Room 
Space 10 

Wilshire Room 
Space 9 

Wilshire Room 
Space 9A 

Exhibit Room 
2359 

Ballroom 
Space 7 
Exhibit Rooms 
2226 -2227 
2228 

Los Angeles 
Room 

Exhibit Rooms 
2212 -2214 

Wilshire Room 
Space 12 

Joseph E. Belcher. Charles A. Cady. William R. Saylor, Wil- 
liam R. Thurston 

Bernard Wise. Fred Gayer, Stanley Friedman, Richard 
Haley. Robert Jordan 

Leonard R. Kuhn, Kenneth B. Boothe 

Thomas L. Clarke. Joseph F. !lards, Roger L. Thaxter 

T. A. Smith, Dr. G. II. Brown. T. H. \litchcll, E. C. Tracy. 
II. R. Henke». V. E. Trouant. I. A. Trainer, D. Pratt, E. N. 
Luddy, W. R. Vannuu, W. IL Lowther, I'. Grecnnteyer, J. E. 
Hill, A. \I. Miller, E. T. Griffith, P. Iiergquist 

E. Alpert. Il. J. Geist. R. A. Keller, C. E. Little. E. J. Rome, 
J. L. Lovett. J. J. Sedik, W. B. Taylor. D. J. Webster, R. G. 
McLaughlin, D. A. Crawford 

William F. Rust, Jr., Donald G. Inman 

Paul C, Shafer, Wm. N. Amidon 

Walter L. Guzewicz, Ilenry J. Guzewicz. John F. Guzewicz, 
John Fisher 

Exhibit Room W. V. Stancil. R. II. Stensby-, C. Dexter Hayniond 
2309 

Exhibit Rooms William H. Zillger, Allen R. Taylor, William H. Rappolt 
2202 -2203 
Wilshire Room 
Space 3 

Los Angeles 
Room 

C. E. Nelson. Jerry Nelson, Verle Duval 

John Blair. Arthur McCoy. Edward I'. Shurick, Richard L. 
Foote, Wells Il. Barnett 

George W. Bolling, Dick Swift, Mort Barrett, Robert Bolling, 
John D. Stebbens. George W. Bolling. Ill, John T. Coy 

L. S. Greenberg, J. F. Timlin, Gen. Harding, Peter Child -, 
John Murphy, .lint Lowman, Norman Noyes 

Henry I. Chri -tal, Irvin Gross, Douglas Bailin, l'hilhin Flan- 
agan, Richard Green, Pierre Megruz, Joseph Spadea, Neil 
Cline, Richard Charlton 

Max Everett 

Joseph Bloom, Lawrence Krasner, Charles Haddix, Barney 
Ochs 
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WDR-RADIO 

DELIVERS MORE 

ADULT LISTENERS 

PER RATING POINT 

THAN ANY OTHER 

NEW YORK STATION* 

In fact, 93.3% of all WOR listeners are adults 

-the prime sales target in America's #1 market. 

WOR -RA 
'PULSE Audience Composition, Winter 1958. 

D 10 710 ;'' -1 Division of 

1 l I1 
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radio 
EXHIBITOR HOTEL SUITE COMPANY REPRESENTATIVES 

GILL -PERNA, INC. 

HARRINGTON, 
RIGHTER & PARSONS, 
INC. 

THE HEADLEY -REED CO. 

Biltmore 

Statler 

Statler 

Helen Gill. John Jl'erna. Jr.. Charles Kemp, Paul T. Mur- 
ray. Robert J Feihl. Richard J. Mien). \\'alter Beadell, 
Irving Unger. Robert Walker. Banthie Herrington. Daniel 
\\. Bowen. Harry Wheeler. Rogers l'arratt. Joseph Keller, 
Allan S. Y 

John E. Harrington. Jr.. Volney Righter. James O. Parsons. 
Jr.. John F. Dickinson. Carroll R. Layman. Frank Dougherty 

Sterling B. Beeson. John II. \\ rash. Clark Barnes. Art Astor. 
Jack Hardingham. Fred Adair. Jim Ingram 

GEO. P. HOLLINGBERY Statler George P. Ilollingberv, Joseph Payne. F. E. Spencer. Jr.. 

CO. Ilarry II. Wise. Jr.. George Lindman. Richard N. Ilunter. 
Fred Hague. Roy Edwards. Jr., Fritz Snyder 

H -R REPRESENTATIVES Chapman Park Frank Headley. Frank Pellegrin. Paul \\'eeks 

THE MEEKER CO., INC. Statler Robert D. C. \leeker. Edgar II. Filion. Carl F. J. Jewett. 
Don Pontius 

JOHN E. PEARSON CO. Town House John Pearson. Russel Walker 

EDW. PETRY & CO., INC. Biltmore Edward Petry. Edward E. \ oynow. Martin L. Nierman, Er- 
nest Lee Jahncke. Jr.. \ \'illiam B. Maillefert, Garrett E. 

IluNihau. Paul Kennedy. L. D. Larinter. Carroll R. McKen- 
na. Douglas Carntth. George E. Ledell. Jr.. Lloyd McGovern 

RADIO -TV Biltmore 2102-3 Harry S. Goodman. Peggy Stone 

REPRESENTATIVES 

PAUL H. RAYMER CO., I Biltmore l'anl II. Raytner. Fred C. Brokaw, I -. Ray Rhodes, J. Milton 

INC. Serupan. John D. Gale. Jr.. Jantes C. Rogers 

RAMBEAU, VANCE, Biltmore 
HOPPLE, INC. 

William G. Rambeaa. Robert Vance. Jr., Edwards Hopple, 
Mary Iindd. Mary Rambeaa. Martin Rukeach 

SIMMONS ASSOCS. Hollywood David Simmons, Gale Illocki. Jr.. Theo B. Hall, James Gates 

Roosevelt 

VENARD, RINTOUL & Statler Lloyd George Venard. James V. :McConnell, Howard II. 

McCONNELL, INC. Meyers. Steve !Untold. Jr., Clyde Melville. Glenn 51cEntyre, 
Bill .Marshall 

WEED & CO. Town House Joseph Weed, Edwin J. Fitzsimmons, David O'Shea 

ADAM YOUNG, INC. Ambassador 281 -2 -3 -4 Adam Yung, Stephen A. \laehcimki. Jr. 

Networks 
ABC Biltmore Leonard H. GoHenson. Jante- G. Riddell, Robert II. Hinck- 

ley. Earl J. Hudson, John II. Mitchell, Michael J. Foster, 
Frank Marx. Edward J. DeCray, Ilarry Woodworth, Michael 
J. Minahan. Earl Mullin, Frank Atkinson 

CBS INC. Biltmore Frank Stanton. E. Kidder Meade, Joseph H. Ream, Richard 
S. Salant 

CBS RADIO Biltmore Arthur Hull Hayes. H. Leslie Atlas. Jules lhmdes, William 
\. Schudt, Jr.. William H. Brennan. Jr., Thomas P. Duggan. 
Edward E. Hall, Eric II. Shaline, Charles S. Steinberg. Rob- 

ert J. Sullivan. Thomas Y. Gorman, Robert Hyland. Fred 
Ruegg. Ernie Shom °. Sam Slate. Henry Untermeyer 

KEYSTONE Biltmore Sidney J. Wolf, Edwin R. Peterson, William Rayer, Henry 

BROADCASTING, INC. Eschen. Blanche Stein 

MUTUAL Biltmore Armand Hammer. George Vogel, Robert F. llurleigh. Sidney 

BROADCASTING, INC. P. Allen. Charles King, Norman Ostby 

NBC, INC. Biltmore Robert W. Sarnoff. David Adana. Kenneth llilby. J. M. Clif- 
ford. Robert Kintner. Charles Colledge, Matthew J. Culli- 
gan, Thomas Ervin. Andrew Ilammerschmidt, Jules Herbu - 
veaux. Thomas McCray. Thomas McFadden, Carleton Smith, 
John West. Lloyd Yoder, Richard Close, William Davidson, 
George Dietrich, George Graham, Raymond Guy. Edwin 
Jameson, Harry Bannister. Thomas Knode, Donald Mercer, 
Sheldon Ilickox, Jr., Paul Hancock, William Kelly, Ogden 
Knapp, Raymond O'Connell, Paul Rittenhouse 
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CH, 
MATCH, FOR PLAYING 

OUR SONG 

VERY MU 

Mitch Miller urged the Disc Jockeys Convention "to give up lazy 
programming -to play music for every age and every taste." Our policy 

of varied programming has proved Mr. Miller right. Beyond the blues 

horizon waits a wonderful day- and -night audience of adults. 

The adults who do most of the buying of our sponsors' products. 

WDSU -RADIO New Orleans 

U. S. RADIO May 1958 
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radio 
EXHIBITOR HOTEL SUITE i COMPANY REPRESENTATIVES 

Services 
Staticr Niter Gramling THE ASSOCIATED PRESS 

BROADCAST MUSIC, 
INC. 

Biltmore Exhibit Rooms 
2107 -2108 

Represented at the Convention by officials of the e puny 

HARRY S. GOODMAN Biltmorc Exhibit Rooms Harry- S. Goodman. Everett F. Goodman 
PRODUCTIONS 2102 -2103 

LANG -WORTH 
FEATURE PROGRAMS, 
INC. 

Biltmorc Exhibit Rooms 
2305 -2306 

Idut Langlois. Cy Langlois, Jr.. Willie O'Keefe, Hugh Allen, 
Charles Iles.. Ed Gardiner, Bob Hall. John Courcier. Bob 
Boehmer. Spence Caldwell 

A. C. NIELSEN CO. Biltmore Exhibit Rooms 
2112 -2115 

IL A. Rahmel. J. K. Churchill, G. E. Blechia, W. R. Wyatt, 
J. R. Matthews. W. E. Weseloh, E. II. Ephron 

THE PULSE, INC. Biltmore Dr. Sydney Roslow. Inca I1oslow, Edwin Cahn. Lou Frankel 

RCA RECORDED Biltmore Exhibit Rooms Emmett 11. Dunn. A. If. Sambrook. Edward FI. Kelly, Ben 
PROGRAM SERVICES 2300 -2301 

2302 
Selvin. Peter M. Rogers. William F. Reilly. George Field, 
Wallace Cochran. Gus flagenaII, Jack Nadeau, John J. Alves, 
Hugh Crane!. William C. Gartland, Jack Dill 

RADIO ADV. BUREAU Kevin B. Sweeney. John F'. Hardesty. Warren Boorom 

SESAC, INC. Biltmore---. Exhibit_ Rooms 
2134-2135 

Alice Heineeke. Evarard S. l'roger, Jim flyers, Sid Gober, 
Harold Fitzgerald. Keith Miller, David R. \lilsten 

STANDARD RADIO Biltmorc Exhibit Room Olga 13lohuu, Charles Michelson. Ilarry Bluestone 
TRANSCRIPTION 2361 
SERVICES INC. 

UNITED PRESS Biltmore Exhibit Room 
2326 

Frank II. Bartholomew, LeRoy Keller, C. Edmonds Allen, 
William C. Payette. Rhea T. Eskew. Richard A. Litfin 

WORLD Biltmorc Exhibit Rooms Robert \W. Friedlteint, Dick Lawrence. James Weathers. Ilal 
BROADCASTING, INC. 2200 -2201 'l'uni., Mike Gurney. Robert Monroe, Jantes Ricks 

Publications 
ADVERTISING AGE Biltmorc Exhibit Room 

2130 
Maurine Christopher. Stanley E. Cohen. Philip A. Sieiz, Gor- 
don D: Lewis, \Walter S. Reilly, Jantes March 

THE BILLBOARD Biltmore Exhibit Room 
2117 

Sant Chase. Paul Ackerman. Joel Friedman, Bob McCloskey, 
Sant Abbott, Joel Friedman 

BROADCASTING Biltmore Sol'l'aisltolT, \laury Long. Win Levi. Warren Middleton, Ken 
Cowan, John Obon. Bruce Robertson, Don West, Edwin H. 
James, Rufus Crater. J. Frank Itcatty, Ed Sellers, Bill Mer- 
ritt, Virginia Stricker 

RADIO TV DAILY Biltmorc Exhibit Rooms 
2128 -2129 

Charles A. Alienate, Marvin Kirsch, Joe Morris, Arthur Si- 
mon, l'aul Devoe, Jerry Tidwell, Robert Sill, Harriet Mar- 
gulies 

SPONSOR Biltmore Exhibit Room Norman R. Glenn, Elaine C. Glenn, Bernard Platt, Ed 
Static!. 2340 Cooper. Jim Shoemaker, herb Martin, Alvin Outcah, Jane 

I'inkerton, Pete Rankin 

STANDARD RATE 
8 DATA SERVICE 

Biltmore Albert W. Moss, Harvey A. Harkaway. G. Warren Carhart, 
F. LeRoy Hess, Harold I'. Alspaugh, Willard F. Pierce, 
Thomas W. Carr, William R. Birdsall. Harold E. Green. 
Leonard T. Giarraputo, Theodore 1t. 13reskin 

TELEFILM MAGAZINE Biltmorc Exhibit Room Al l'reiss, Frank Orme 
2104 

TELEVISION AGE Biltmorc Exhibit Room Sol J. Paul, Don D. Kuyk. Bob Spielman. Pete Schulz 
2117 

TV MAGAZINE Staticr Frederick Kugel, Bob Lewis 

U. S. RADIO Biltmorc Exhibit Room Arnold Alpert, Jonah Gitlitz, Benjamin Rachlis 
2133 

VARIETY Biltmorc Exhibit Room 
2235 

Syd Silverman. Abel Green, George Rosen, Bob Chandler, 
Herman Steinbruch, Julius Colby, Joe Schoenfeld, Jack Hell- 
man, Dave Kaufman 
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TORY 
DAVID 

Mon. thru Fri. 

6:45- 9:30a.m. 

EDDIE CRASE 
Mon. thru Fri. 

3:35 -4 p.m. 4:35 -7p. m. 

BUD DAY IES 
Mon. thru Fri. 

10:35 -12 Noon 12:15- 2:30 p.m. 3:15- 3:30 p.m. 

ALJ ST N GRANT 
Mon. thru Fri. 

12 Noon 2 p.m. 

A great line -up on Detroit's hardest hitting selling team. 

Music and News around the clock to meet any advertiser's 

preference for broadcast time. Talent you'll find to be 

the most potent selling force in the Detroit region. Cost 

is modest, too. 

50,000 
WATTS 

ADAM YOUNG, INC., 
National Rep. 

U. S. RADIO May 1958 

GENERAL OFFICES 

RADIO 

J. E. Campeau, 
GUARDIAN BLDG, DETROIT President 
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HOOPEF2* 

Nothing subliminal about color radio. Los Angeles responded when C. E. Hooper called 
to make his February -March report. KFWB is No. 1 in total rated time periods. PULSE is 

coming up fast, too. In wonderful Los Angeles, buy KFWB. Robert M. Purcell, president 
and general manager. Represented nationally: JOHN BLAIR & COMPANY 
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HOTEL KEY 

(1) ALEXANDRIA 

(2) BEVERLY HILTON 

(3) CLARK 

(4) COMMODORE 

(5) MAYFAIR 

(6) MAYFLOWER 

(7) SAVOY PLAZA 

(8) STATLER 

(9) BILTMORE 

(10) SHERATON - TOWN HOUSE 

U. S. RADIO May 1958 

5th 5- Spring 

Wilshire CT Santa Monica 

426 S. Hill 

7th at Lucas 

W. 7th & Witmer 

535 S. Grand 

565 S. Grand 

930 Wilshire 

515 S. Olive 

2961 Wilshire 
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How to Get 

COVERAGE 
of all RU r markets 
Smart advertisers and sales promotional 
people usually call 20% market coverage 
very merchandisable-50% coverage FA BU- 
Laws -what then would they call KEYSTONE 

coverage ... unbelievable! But we can prove 
that coverage -86% !!! One of the great suc- 
cess stories in today's advertising is the 
resurgence of RADIO ADVERTISING AT THE 
LOCAL LEVEL ... BEAMED AND PROGRAMMED 
AT THE LOCAL MARKET ... INTERESTING TO 

AND INTERESTED IN THE CONSUMING PUBLIC 
IN EVERY HOMETOWN AND RURAL MARKET. 

Write or phone the Keystone office nearest you. 
It will be a pleasure to tell you. 

Send for our new station list 
CHICAGO NEW YORK LOS ANGELES 
Ill W. Washington 527 Madison Ave. 3142 Wilshire Blvd. 
STate 2.8900 Eldorado 5 -3720 DUnkirk 3.2910 

There's just one way to cover ... one way 
to really dominate . and that's with 
Keystone Broadcasting System's more than 
1,034 locally managed radio stations. 
Here are the Facts: 
The 1954 Census of Agriculture, says there 
are 4,782,004 U.S. farms, 4,068,138 of which 
the Keystone Network covers on the "local 
level" or 86% of the nation's total number 
of' farms. In the 14 states having 150,000 
farms or over, Keystone covers 88.9% of the 
aggregate and the farms in these fourteen 
states constitute 57.1% of the total farms in 
the country. 

SAN FRANCISCO 
57 Post St. 
SUtter 1.7440 

TAKE YOUR CHOICE. A handful of stations or the network ... a minute or a full hour -it's 
up to you, your needs. 

MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 
coverage for less than some "spot" costs. 

ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 
time and place are chosen for you. 
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U. S. RADIO 
CONVENTION 
SUPPLEMENT 

LOS ANGELES 
CONVENTION 

GUIDE 
hotels 

Alexandria, 5th & Spring MA 6.7484 
Ambassador, 3400 Wilshire_ DU 7-7011 
Beverly Hills, 9641 Sunset. CR 6.2251 
Beverly Hilton, Wilshire & Santa Monica . . CR 4.7777 
Biltmore, 515 S. Olive MI 1011 
Bryson Apt., 2701 Wilshire DU 9.3141 
Carlton, 529 S. Figueroa MI 6571 
Cavalier, 10724 Wilshire GR 7-8261 
Chapman Park, 3405 Wilshire DU 4-1181 
Chateau Marmont, 8221 Sunset HO 9-2911 
Clark, 426 S. Hill MI 4121 
Commodore, 7th at Lucas.....-....- TR 7431 
Del Capri, 10587 Wilshire Wilshire.__.._ GR 8-7791 
Embassy, 851 S. Grand TR 0941 
Figueroa, 939 S. Figueroa TR 8971 
Gaylord, 3355 Wilshire DU 9-4161 
Georgian Manor, 614 S. Hauser - WE 9.2138 

U. S. RADIO May 1938 
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Hayward, 6th & Spring 
Hollywood Knickerbocker, 1714 N. Ivor.. 
Hollywood Plaze, 1637 N. 
Hollywood Roosevelt, 7000 Hollywood .. 

Hollywood Wilcox, 6500 Selma ......_ 
Lankershim, 7th & Broadway 
Mayfair, W. 7th & Witmer 
Mayflower, 535 S. Grand . . 

Miramar, Wilshire & Ocean. .. 
Normandie, 605 S. Normandie 
Park Wilshire, 2424 Wilshire 
Rosslyn, III W. 5th.._ ........_.... 
San Carlos, 507 W. 5th 
Savoy Plaza. 565 So. Grand .... 
Sheraton-Town House, 2961 Wilshire 
Statler, 930 Wilshire . 

MI 5151 
HO 5-3171 
HO 5-1131 
HO 9.2442 
HO 9-1161 

TR 5781 
DU 4.4161 

MI 1331 

EX 4.3731 
DU 3-1351 
DU 9.2141 

MI 3311 
MU 2291 

MA 5.1411 
DU 2.7171 
MA 9.4321 
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