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Covers the "Golden Market" of 1,237,686 Negroes 
... Nearly 1 0% of America's Total Negro Population 

I al 
ses ports. 

tics and Ne 

Male Buyers 

40% of the Memphis Trade Area is Negro 

And Before They Buy, Memphis Negroes Listen 

TO WDIA 1070 KC 

Only 50,000 Watt Station in Memphis 

CHECK ALL RATINGS -YOU'LL FIND WDIA CONSISTENTLY "TOPS!" 
DtDDCYTrfl IATIAYAIlY RV MINN E. PEARSON COMPANY 



in Atlanta 

nothing 

gets 

RESULTS 

like the 

WSB radio 

service 

Results of a recent "test run" by the Citizens & Southern 

Banks of Atlanta arc revealing. A scenic booklet was 

offered listeners of 7 Atlanta radio stations. 

WSB Radio accounted for 43.5% of the total 7- station 

'response. This was 21:. times the return of the second 

station. WSB scored more requests per commercial minute 

-6 times as many as the second station. \VSB's cost -per- 

request was the most economical -68% less than that on 

the second station. 

Here again is proof that it pays advertisers to go first 

class in Atlanta. Certainly your advertising belongs on 

WSB Radio. 

967 

How 7 Atlanta Rodio 

Stations produced requests for 

booklets in one -week 

test conducted by C &S Banks 

402 

283 
245 

110 93 119 

A BC D WSB F G 

Analysis al Per)orlwlnce 

A B C D WSB F G 

Totol number requests 110 283 93 245 967 402 119 

Number commerciol min. used 16 42 20 20 11 30 24 

Requests per commerciol min. 6.9 6.7 4.6 12.2 87.9 13.4 4.9 

Cost per request 1.15 .44 1.08 .65 .14 .45 2.10 

WSB radio 
50.000-watt WSB is affiliated with The Atlanta Journal and 
Constitution. NBC affiliate. Represented by Edw. Petry & Co. 
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The nation's 
highest 
audience - 

rated 
Negro group 
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sabarnsa's .,. 

ISt 

Market . 

WOKJ 
The NATION'S HIGHEST Hooper - 
rated Negro station In Jackson - 48% Negro Top -rated con- 
sistently by Hooper- Pulse -O'Con- 
nor The ONLY way to the 
107,000 Negroes of the Jackson 
Metropolitan Area. 

10*? 
Arkansas' ONLY Negro station 
In Little Rock - the 87th Market - 33% Negro Top -rated con- 
sistently by Hooper -O'Connor 
The ONLY way to the 114,000 
Negroes of the Little Rock -Pine 
Bluff Metropolitan Area. 

KOKA 
The Ark -La -Tex ONLY Negro sta- 
tion In Shreveport - the 89th 
Market - 39% Negro Top 
Hooper -rated consistently The 
ONLY way to the 108,000 Negroes 
of the Shreveport Metropolitan 
Area. 

Alabama's ONLY fulltime 100% 
Negro station In Birmingham - the 31st market - 42% Negro 

Top -rated Negro station con- 
sistently by Pulse- Hooper The 
BEST way to the 260,000 Negroes 
of the Birmingham Metropolitan 
Area. 
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Bigger than Ever! 
NEVER BEFORE A GREATER CONCEN- 
TRATION OF FARM BUYING -POWER! 

More than 215,000 Farm People 
attended this 1958 two -day event 

453 private planes (more than one -third of the "Flying 
Farmers" in mid -America) and 65,000 cars brought enthu- 
siastic WLS listeners from throughout the five -state heart of 
America, to see and learn about the latest and best in farm 
methods and equipment. 

When 215,000 of America's most prosperous and progres- 
sive farmers turn out for the WLS -Prairie Farmer Farm Prog- 
ress Show, you begin to realize the tremendous pulling power 
of WLS. Most farm families in mid -America depend on WLS for 
entertainment, up -to- the -minute news, markets, weather re- 
ports, and information on products of interest to them. If you 
have such a product, call WLS or your John Blair man today. w 

CHICAGO 7 

The Most Powerful Radio Voice in Agriculture 
1230 Washington Boulevard Telephone MOnroe 6 -9700 

890 KILOCYCLES 50,000 WATTS FULL TIME 

Numerous demonstrations of interest to warnen drew 
capacity crowds both days. 

r T 

,41,4.- 

As for os you can see, 
visitors viewing exhibits in 

which they ore interested. ` ̀s -.~,3. ',;-_ 
: 

N., tir./-' -j`%i" -:qs ,.' ti .cß`='=" ..i r. lr,.s-j' . -v+..r. ,, I' . = î=s = .ÿ 
87 ocres of auto parking space for visitors and another 
40 acres far planes. 

REPRESENTED BY JOHN BLAIR & CO. 



airwaves 

Radio's Barometer 

$385,000, .,10 Local 
(195 Est.) 

$200,000, rì 1 

(19 
"r'1 

$95,000,104 Network 
(19'.s Est.) 

1111 

I 11 Sets in Use 

r1 
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A 
3,851 

Spot: Total billings for Broadcast Time Sales, New York, whk h repre- 
sents 14 radio stations, increased 100 percent for November over August, 
Carl L. Schuele, general manager, reports. October was 50 percent better 
than September, he says. "Every one of our 14 stations broke its own 
record for national billings with November business," he reveals, "and it 
looks like their business for the first six months of 1959 will be up one 
third over the present high." 

Network: Recent orders totaling more than $2,500,000 in net revenue 
have prompted William K. McDaniel, vice president in charge of NBC 
Radio network sales, to predict that "1958 business will exceed that of 
our 1957 banner year." He also reports an "encouraging ... preponder- 
ance" of 1959 campaigns. 

CBS Radio has reported $3 million in new business and renewals, high- 
lighted by a 52 -week purchase by Lever Bros., according to John Karol, 
vice president in charge of radio network sales. ABC Radio's director of 
network saies, John White, reports that 13 advertisers have contracted or 
renewed for the fourth quarter (see Report from Networks, p. 62). 

Local: KSO Des Moines, la., posted a 70 percent gain in gross billings in 
the three months beginning Jul 1, according to Tony Moe, vice presi- 
dent and general manager. KTIX Seattle had a 46.3 percent increase in 
business in September over August, Hugh Ben LaRue, the station's presi- 
dent, reports. And according to \faurie Webster, KCBS San Francisco 
general manager, during September "we recorded the best week of 1958." 
New business and renewals, he announces, totaled more than $26,000 
for the final week. 

Stations: Total stations on the air, both am and fm, increased again in 
September -to 3.851, up 12 over September: 

Commercial AM Commercial FM 

Stations on the air 3,290 561 

Applications pending 449 39 

Under construction 101 98 

Sets: Total set production including car radios for August was 1,028,852 
(for eight months- 6,611,686), according to Electronics Industries Asso- 
ciation. Total auto radio production for August was 2. 12,915 sets (for 
eight months- 1.893,813) . Total radio set sales excluding car radios for 
August were 658,217 (for eight months -4,111,080) . Transistor sales for 
August were 4,226,616 with a dollar value of $9,975,935 (for eight months 
-25,310,834 with a dollar value of $59,419,783). The transistor figure 
for August 1958 is the highest for any month in history, EIA reports. 
Fill set production for August totaled 21,335 (for eight months- 134,653; 
see Report on FM, p. 63) . 
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la's ow) 
IF ADVERTISED ON 

45% of the Population 
in Its Coverage Area 

of Baton Rouge Are Negro 

This, the only Negra station, reaches 

this potential purchasing power best. 

Baton Rouge is one of America's fastest 
growing markets. Negro buying power is 

the largest of the untapped sales sources 
in this area. 

A Member of the OK Group 

Reaching 1,500,000 Negroes 

.5.taró tlatiohal a9hc. 

KNOK 
is the ONLY 
NEGRO STATION 

in 

DALLAS 

FORT WORTH 
Serving more than 

315,000 
NEGROES 

KNOK 

lllld 

STU HEPBURN, MGR. 
REP -STARS NATIONAL 

SOUTH -DORA -CLAYTON 

for buyers and sellers of radio advertising 
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Station WHO puts the PLUS 

into merchandising! 
The emblem represents WHO Radio's outstand 
ing "Feature Drugs Jlerchandising Service" - 
comprehensive plus service offered. at no extra 
cost, to WHO advertisers whose products are 
sold in drug stores. 250 leading stores, accounting 
for 40% of drug vol in 76 of Iowa's 99 

counties, take part in "Feature Drugs" service. 
WHO Radio's "Feature Drugs" sers ice works 

for you in four different ways -and you get 
the whole package when your gross expenditure 
on WHO Radio is S250 per week for 13 weeks, 
or S3250 within a 13.week period of time. 

Each 13 weeks the "Feature 
Drugs" merchandising staff 
encourage 250 high volume 
drug stores to stock your 
WHO -advertised product! 

THIS STORE SELECTED 
for Courtesy .. 

Dependability_. Service 

Each 13 weeks trained 
"Feature Drugs" merchan- 
disers get better display 
space for your products! 

OEach 13 weeks your counter 
displays are placed in 60 
WHO "Feature Drugs" 
stores! 

Monthly reports showing 
status of your product in the 
Iowa market, and competi- 
tive activity! 

WHO's "Feature Drugs Merchandising Sers ice" is producing BIG RESULTS 
for some of the nation's finest drug manufacturers. It can do the sauce for 
you. Ask PGW today for more about WHO Radio and "Feature Drugs'! 

WHO Radio is part of Central Broadcasting Company, which also ans 
and opt WHOIV, Drs Moines; WOC -TV, Dasenport 

Peters, Griffin, \C'oodward, Inc., National Represeulatires 

Wit 
for Iowa PLUS! 

Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 

P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 

U. S. RADIO November 1958 5 
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NEW YORK CHICAGO DETROIT HOLLYWOOD 
250 Park Avenue Prudential Plaza Penobscot Bldg. 1750 N. Vine St. 
Yukon 6.7900 Franklin 2.6373 Woodward 1-4255 Hollywood 9.1688 

ATLANTA DALLAS FT. WORTH SAN FRANCISCO 
Glenn Bldg. 335 Merchandise Mart 406 W. Seventh St. Russ Building 
Murray 8.5667 Riverside 7.2398 Edison 6.3349 Yukon 2.9188 

Pioneer Station Representatives S Ince 1932 



E PLURIBUS UNUM 

"ONE 00,9 

TiS U` p ©© SPOT RADIO GUIDE 

Accurate answers to questions about cost and coverage potentials with 
national SPOT RADIO are at your fingertips with the PGW Spot Radio 
Guide. Leading advertisers and agencies agree that it is an infallible 
yardstick for "on- the -spot" planning of national advertising campaigns. 

Here in ONE compact volume are answers about costs and coverage 
of 50 to 168 markets. And increased sales keep rolling in from 
national Spot Radio Campaigns. 

Call PGW for a copy of the Spot Radio Guide 
and for helpful market information. 

THE CALL LETTERS 
OF THE 

SALES GETTERS 

West 
KBOI -Boise 5000 
KGMB -KHBC -Honolulu Hilo 5,000 
KEX- Portland 50,000 
KIRO -Seattle 50.000 

ODWA 
o 

Midwest 
WHO -Des Moines 50,000 
WOC- Davenport 5.000 
WDZ- Decatur 1,000 
WDSM -Duluth- Superior . 5,000 
WDAY -Fargo 5,000 

WOWO -Fort Wayne . . . 50.000 
WIRE -Indianapolis 5,000 
KMBC -KFRM- Kansas City 5,000 
WISC- Madison, Wis. . . . 1,000 
WMBD- Peoria 5,000 

D, IIN(C o 

Southwest 
KFDM- Beaumont . 

KRYS- Corpus Christi . . 

WBAP -Fort Worth -Dallas 
KTRH- Houston . . . 

KENS -San Antonio . . . 

5,000 
1,000 

50,000 
50,000 
50.000 

East 
WBZ+WBZA- Boston and 

Springfield 51,000 
WGR- Buffalo 5 000 
KYW- Cleveland . . . . 50.000 
WWJ- Detroit 5,000 
WJIM- Lansing 250 
KDKA- Pittsburgh . . . 50,000 

Southeast 
WCSC -Charleston, S. C. 5,000 
WIST- Charlotte . . 5,000 
WIS- Columbia, S. C. 5,000 
WSVA- Harrisonburg, Va. 5,000 
WPTF -Raleigh- Durham . 50,000 
WDBJ- Roanoke . . . . 5,000 



C.IYAVS SALT 

J 
PEPPER 

j J 
Variety Spices 

WFBM Programming 
- Pulls "First 

All Day" Rating! 

every minute is a .8 

selling minute on WFBM '' 

First all day *... "most listened to" because WFBM 
sounds good to Hoosiers! More entertainers, many different 
voices, plus a variety of music, give a daily lift to listeners. 

12 -man news staff and 3 mobile units handle fast -breaking 
local, farm and weather stories with on- the -spot priority ... 

C. E. Hooper, Inc. (7 a. 

Represented Nationally 

world -wide events get exclusive coverage by WFBM -TIME 
Washington News Bureau. 

This variety assures an even larger cumulative audience. It's 
what you want for saturation spot campaigns! 

Check WFBM first -where every minute is a selling minute! 

m. - 6 p. m.) June, 1958 

by the KATZ Agency 

o 

to sell the most Hoosiers 
be sure your product 

is cooking in the hottest pot! 

8 U. S. H.1I)ICI November 195S 
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RAB's New Set Count 
Slated for May Release 

Agencies Across Country 
To Hear 'Imagery Transfer' 

Use Radio With Great Frequency, 
McGannon Tells Advertisers 

70% of Families Have 
Smokers, Pulse Radio Report Shows 

AIMS Meeting Sees 
Bright Year Ahead 

Radio's Profit Status 
Stressed at Final NAB Confab 

Trends and Problems Dominate 
CBS Radio Spot Sales Sessions 

May is tentatively set as the publishing elate tor Radio Advertising Bu- 
reau's new nationwide set count. Devised and financed by RAIL with the 
cooperation of Advertising Research Foundation, the study will show not 
only the number of households with radios and automobile sets, but also 
the location of radios within the home. U. S. Census Bureau will inter- 
view 36,500 households in 330 sampling areas the latter part of this month. 

Joe Culligan, executive vice president of NBC Radio, will soon take his 
selling -with -sound presentation, "Imagery Transfer," across the country 
for the ears of advertising agencies. This was one of the highlights 
touched upon at the recent affiliates' meeting in New York. Another 
sound presentation. "Engineered Circulation," is in the works (see A 
Sound for Every Image, p. 30, and Report from Networks, p. 62) . 

Because advertising men have learned to mould commercials with sub- 
tlety, persuasion and cleverness, "the new directions in which radio can 
travel, the new products and services it can sell, are virtually endless." 
These ideas were voiced by Donald H. McGannon, president of Westing- 
house Broadcasting Co., at the 30th annual Boston Conference on Dis- 
tribution. "1f your product or service is one with broad popular appeal," 
he told the meeting, "let me urge that you think of radio and use it as a 
saturation medium, with great frequency, in all broadcast periods." 

ln the first product classificaton data incorporated by Pulse in its network 
radio report, figures show that 33.8 percent of the families have one 
cigarette smoker, 36.1 percent have two or more cigarette smokers and 
30.1 percent have no cigarette smokers. The first study was made last 
July. 

Members of the Association of Independent Metropolitan Stations re- 
ported a fine year in 1958 and predicted an even brighter 1959 as they 
met in New York to discuss programming, promotion and business trends 
for the coming year. Bill Simpson, national sales manager of KOI., Seattle, 
who was elected chairman for the coming year, and Roy Albertson, owner 
of \1'BNY Buffalo, who was named vice chairman, report a half -dozen 
applications are pending. There are now 22 members. 

The last of the eight fall regional meetings of the National Association of 
Broadcasters held in Washington, D. C., was told by NAB that: (1) In- 
dependent radio stations show a greater profit margin than stations that 
are network affiliated, although a larger dollar profit is shown by the 
affiliates; (2) regardless of the number of stations in a market total sta- 
tion revenue is about the same but, NAB says, dollar profit clips consid- 
erably as stations in a market grow in number; (3) editorializing is be- 
coming more evident in a station's operation although the increase in air 
editorials has not been rapid. 

Trends and problems in sales, programming and promotion dominated 
the business sessions of the 1-1 represented stations of CBS Radio Spot 
Sales whose general managers met in New York the last week of October. 
Gordon F. Hayes, general manager of the representative firm, presided. 

U. S. RADIO November 1938 9 



time buys 

American Motors Corp. 

Agency: Geyer Advertising fur.. New 
York 

Product: RAMBLER 
In addition to its heavy use of 

Monitor on NBC Radio, word front 
the company is that an extensive buy 
on "another" network is being 
planned for the spring. Betty Powell 
is the tintebuyer. 

Bache & Co. 

Agency: Albert Frank- Guenther Law 
Inc., New York 

This investment firm is currently 
in three markets with a five -minute 
financial show (Cleveland, Philadel- 
phia and New York) . Effective No- 
vember 17, Chicago will be added 
alter a year's lapse. Other markets 
are being considered. Larry Bunter 
is the tintebuycr. 

Best Foods Inc. 

Agency: Dancer- Fitzgerald -Sample 
Inc., New York 

Product: HELLMANN'S MAYON- 
NAISE 

This heavy spot radio user is pick- 
ing up activity again in November 
employing between 50 and 60 mar- 
kets. Minute announcements will be 
used. The campaign is similar to the 
last one it ran in the summer. Tim 
AfcClintotk is the timebuyer. 

Buitoni Foods Corp. 

Agency: Albert Frank -Guenther Law 
Inc., New York 

Product.:MACARONI 
.\ three -market campaign using as 

many as 340 announcements a week 
in a market started October 20 with 
the termination date not definite. 
The markets are Washington, Chi- 
cago and New York. Seven stations 
are being used in Washington and 
two each in the other cities with an- 
nouncement lengths including 60's, 
30's and 10's. Larry Butner is the 
t imebuver. 

Ceribelli & Co. 

Agency: The Ellington Co., New 
York 

Product: BRIOSCIII 
Radio is figuring prominently in 

the fall plans for this effervescent 
preparation. The latest effort is set 
to begin November 3 and 21 and 
run for nine weeks in 16 markets 
east of Ohio. An earlier campaign 
ran for four weeks in September in 
abort the same number of markets. 
It k possible that more markets may 
be added to the present campaign 
which is thing minute announce- 
ments. Mary Dowling is the time - 
buyer. 

Chemway Corp. 

Agency: Doherty, Clifford, Steers dr 

Shen field Inc., New York 
Product: SENTOR COMPLEXION 

STICK 
A campaign in 25 markets was set 

to begin November 3 and run for 
six weeks. Lou Bullock is the time- 
buyer. 

Chrysler Division of 
Chrysler Corp. 

Agency: Young dr Rubicam Inc., 
Detroit 

The top 75 Chrysler markets used 
spot radio to promote the new 1959 
models (sec Radio Helps Trigger 
Start for 1959 Cars, !r. 38) . From 
one to six stations in a market have 
been used in two was-es. The first 
was a teaser campaign from October 
17 to 23 using ID's and 20's; the sec- 

ond wave ran from October 24 
through November 6 using 60's, 30's, 
20's and 10's. In addition, weekend 
news was used on ABC Radio on Oc- 
tober 25 and 26 and November 1 

and 2 as well as sponsorship of Eric 
Sevareid on CBS Radio from Octo- 
ber 24 through November G. Rodney 
Holbrook is handling the buying in 
Detroit. 

John H. Dulany & Son Inc. 

Product: FROZEN FOODS 
Spot radio is being employed in a 

handful of selected markets. The 
campaign started in late October. In 
some cases it will run continuously 
for 52 weeks and in others it will 
run for 13 weeks. Vince DeLuca is 
the tintebuycr. 

Esso Standard Oil Co. 

Agency: McCann- Erickson Inc., 
New York 

Product: GAS ANI) OIL 
A weekend campaign to reach the 

motorist is under way in 20 markets. 
It was set to begin October 25 and 
run for six weeks. This promotion 
has special significance because it is 
on weekends during the cool weath- 
er. Esso previously has used week- 
end radio in the warmer months. 
Dick Branigau is the tintebuycr. 

Fanny Farmer Candy Shops Inc. 

Agency: Runtrill Co., Buffalo, N. Y. 

Pre-Thanksgiving and pre- Christ- 
mas drives have been set by this 
candy firm. The first one started 
September 27 and nuns until Novem- 
ber 8; the second drive is set to begin 
November 28 and run until Decem- 
ber 6. Richard Shepard, director of 
radio -t, is handling the buying. 

Ford Motor Co. 

Agency: Foote, Cone & Belding, Chi- 
cago and New York 

Product: EDSEL 
About 150 markets are being used 

in a four -day introductory drive for 
new models. The campaign was set 
to run from November 7 through 
November 11. Genevieve Lemper is 
handling most of the buying in Chi- 
cago while Dick Picken and Nate 
Rind do the buying in New York, 
which is handling between 50 and 
60 of the markets. 

(Conl'd on p. 12) 
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for memphis time buys 
WHBQ appoints EASTMAN 

WHBQ 
HAS INCREASED ITS AUDIENCE BY 132% IN ONE YEAR 
TO ATTAIN ITS PRESENT p.OMII ANT POSITION IN MEMPHIS! 

Z 

Hooper: Aug. - Sept. 1957 to Aug. - Sept. 1958 

U. S. RADIO November 1958 

robert e. eastman & co., inc. 
national representatives of radio stations 

NEW YORK: 
527 Madison Avenue 
New York 22, N. Y. 
PLaza 9 -7760 

CHICAGO: 
333 N. Michigan Ave. 
Chicago, Illinois 
Financial 6 -7640 

SAN FRANCISCO: 
Russ Bldg -Room 1043 
San Francisco, Cal. 
YUkon 2 -9760 
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time buys 
(Coned from p. IO) 

Ford Motor Co. 

Agcne: krnyon cr Eckhardt Inc.. 
New York 

Product: NIERCI'RY 
A six -week campaign to introduce 

the new models gets under way No- 
vember II/ in 70 markets. \liuutc 
announcements will be used almost 
exclusively. George Sinico is the 
timebuyer. 

General Cigar Co. 

Agency: Young & Rubicon Inc., 
Neu. York 

Product: WHITE OWLS 
A campaign that will run until 

Christmas has stinted in 25 markets. 
In some areas it started as curly as 

September 22. The drive will con- 
chide December 23. Minutes and 
20's arc being used. 'Tom Viscaidi 
is the timebuyer. 

Kelvinator Division of 
American Motors Corp. 

Agency: Geyer Advertising Inc., 
New York 

Product: APPLIANCES 
A major spot radio effort is sched- 

uled to get under way this month 
in major markets. Betty Powell is 

the timebuyer. 

Kiplinger Washington Agency Inc. 

Agency: /Meal Frank -Guenther Law 
Inc., New York 

Product: KI PLI N GER CHANG- 
ING TIMES AND NEWS- 
LETTER 

A combination spot and network 
campaign is being used to promote 
these two publications (the former a 

monthly inaga ine and the latter a 

weekly newsletter) . The company- is 
in 75 markets on a continuing scnt 
basis. The network portion includes: 
NBC Radios Monitor using two 
quarter hours each on Saturday and 
Sunday: two quarter hours on CBS 
Radio at 3:15 a.m. and 6:15 pan. on 
Saturday, and four quarter hours on 
ABC Radio at 8:15 a.m. and 9 a.m. 
on Saturday and 9:05 a.m. and 6:30 
p.m. on Sunday. For most of its ra- 
dio ads, raising, the firm uses 15nain- 

tite shows based on the editorial con- 
tent ol the publications. I iti i But- 
ner is the tiniebuver. 

Liebmann Brewéries Inc. 
Agency: Foote, Cone Belding Inc., 

New York 
Product: RHEiNGOLI) BEER 

List summer's beer strike in New 
York compelled this company to 
drop its radio schedules in Massa- 
chusetts and Rhode Island because 
ol budget considerations. \ \'old Iroui 
the agency indicates that these si 

riles will be picked up again in Jan- 
uary at the start of the new Year. 
Pete Raidach. broadcast supervisor 
for Rhciugold. is handling the buy- 
ing. 

The Nestle Co. 

. \gene): Dancer-Fitzgerald-Sample 
Inc.. New York 

Product: I)EC.\F COFFEE 
Not a regular user of radio. this 

product is trying the sound medium 
in about six markets. 'Thc campaign 
started October 22 and will .run for 
four weeks. Dorothy Medallic is 

handling the buying. 

Pierce's Proprietaries Inc. 

Agency: Frail ,Mogul Co., New York 
l'rcxluct: DR. l'IERCE'S GOLDEN 

\IEl)IC.\L DISCOVERY 
A six -month campaign on 60 radio 

stations across the (oil iitry was 
launched in mid-October (sec Time 
Buys, October 1958). Minute electri- 
cal transcriptions arc being used. 
Joyce Peters is the timebuyer. 

Prentice -Hall Inc. 

Agency: Albert Frank-Guenther 
Law inc., New York 

This publishing firm is promoting 
its new book, "Low Fat Way to 
Health and Longer Life," in 15 se- 

lected markets. The campaign fea- 
tures 15- minute programs using one 
or two stations in a market. Larry 
Butner is the timebuyer. 

Royal McBee Corp. 
Agency: Young & Rubiram Inc., 

New York 

Product: l«)\. \L 'TYPE \\'IL1TE RS 

The company will run a radio 
ciumpaign for the first time on a no- 
jor basis. It is set to start in Novem- 
ber and run until Christmas in ma- 
jor markets. Lorraine ltuggiero is 
the timebuyer. 

Scott Paper Co. 

Agency: J. II'alter Thom/).con Co.. 
Neu. York 

Product: SCO-I-KINS 
.\ special Thanksgiving campaign 

is set tu run in acore than 3(1 mar- 
kets for six days beginning Novem- 
ber 19. Saturation schedules com- 
prising 211's and 10's will be used. 
Markets arc: \liane: polis; liullalo, 
N. Y.: Providence, R. I.: Seattle; 
Ilouston; Cincinnati; San Francisco; 
Pittsburgh; St. Louis; Washington; 
Cleveland; d; Baltimore; Dallas; New 
York: Chicago: Los Angeles: l'hila- 
delplliar. Detroit; Boston; \lilwau- 
kee; Kansas City, Mo.; Louisville, 
Ky.; Ilariford, Conn.; Miami; San 
Diego; New Orleans; Indianapolis; 
Portland, Ore.; Atlanta; Denver; 
Noi folk, \'a.; Columbus, O., and 
Richmond. \'a. \laric Barbato is 
the timebuyer. 

Studebaker- Packard Corp. 

Agency: I)'Arcy Aduerlising, Neu. 
York 

A combination network and spot 
campaign is being used to introduce 
the new Studebaker. Starting date is 
tentatively set for November 10. The 
ncnwoik portion includes all four 
national webs. The spot portion will 
run for two weeks in 25 to 30 mar- 
kets using 60's and 30's. Jim Marino 
is the timebuyer. 

Tuborg Breweries Ltd. 

Agent y: Erwin 11'asry, It athma/f s 
Ryan Inc., New York 

This Danish import is testing ra- 
dio in two or three west coast 
markets. The campaign runs for 
eight weeks, haying started in mid- 
October. :\ total of seven stations 
(both am and fm) is being used. 
Vince DeLuca is the timebuyer. 
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SPeeDy's dominance in Toledo is dramatically 
demonstrated with the station's receiving the 
highest morning Hooper rating in its 37 years of 
operation -56 %! Top listeners' acceptance 
coupled with an all -time high in customer 
acceptance reflect WSPD's forward march to 
give you more mileage for your dollar. 

This leadership has been created through 
balanced programming around the clock, aggres- 
sive merchandising, continuous audience promo- 
tion, and inspired public service. By all measure- 
ments, WSPD stays on top as the one buy 
to take the billion -dollar Toledo market. Ask 
your KATZ man for details. `Aug. -Sept. Hooper 

"Famous on the local scene 

(i Storer Radio 
WSPD WJW WJBK WIBO WWVA WAGA WOBS 
Toledo Cleveland Detroit Philadelphia Wheeling Atlanta Miami 

National Sales Offices: 625 Madison Ave., Neu. York 22, PLaza 1 -3940. 230 N. Michigan Ace., Chicago I, FRanklin 2 -6498 
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results 
Products sell on 
Bartell Family Radio 
because programing 
is pointed toward 
results. Audiences are 
kept alert and respon- 
sive by the wonderful 
games for family fun 
-a built -in results 
producer! No passive 
listening here. But a 
constant panorama of 
excitement, compan- 
ionship, intelligence - 
packaged with show -, 
manship, scholarship 
salesmanship. 
Biggest audiences, 
richest audience com- 
position are by -prod- 
ucts of researched 
radio. 
Bartell Family Radio 
is your must -buy for 
BUYERSHIP, for sales 
results. 

Bartell It... and Sell It! 

AMERICA'S FIRST RADIO FAMILY SERVING 15 MILLION BUYERS 

Fold National'', by ADAM YOUNG INC. 
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washington 

FCC Denies Daytimers' 
Time -Extension Request 

Dorn Plans Newsman - 
Immunity Bill 

FTC Clamps Down on 
Phony Pricing ... 

. . . Two Major 
Instructions Are Provided . . . 

. . . Nine -Point Guide 
For Evaluating Copy ... 

There were three major points upon which the FCC denied the long. 
standing petition by the Daytime Broadcasters Association for longer 
daily operating hours. In turning down the request, the six participating 
commissioners claimed that (1) interference caused by the extension 
would curtail service of certain clear channel outlets, (2) service to rural 
areas would be practically lost because an extension of daytime's' on -air 
hours would, for all practical purposes, mean the end of all clear channel 
secondary hours and (3) an interference problem with stations outside 
the U. S. would arise if daytime hours of operation had been extended. 
The decision also declared that only a small portion of a daytimer's area 
would be served by the station operating during non -daytime hours, 
resulting in an actual limitation of broadcast service. 

Even while Congress is in official adjournment, legislation plans that will 
affect broadcasting in the 86th Congress are taking shape. A bill giving 
newsmen the legal right to withhold their sources of information will be 
introduced by Representative Francis Dorn (R -N. Y.) early in the first 
session of the 86th which convenes in January. Motivating Representative 
Dorn's decision to sponsor the bill was a contempt citation against Marie 
Torre, columnist for the New York Herald Tribune, who refused to 
naine a CBS executive who supposedly furnished her quotable material 
used in her column. 

An intensified drive to get prices advertised on radio and in other media 
back on a track more compatible with the truth has been given the go- 
ahead at the Federal Trade Commission. A concrete nine -point plan for 
studying commercial copy has been handed to the FTC staff. 

Among the instructions which accompanied the new guide: (a) Excerpts 
of ads are not of primary interest -ads should be considered in their 
entirety and (b) even an indirect attempt to mislead the consumer will 
be considered grounds for a charge of deceptive pricing. FTC Executive 
Director Harry Babcock stated that he hopes the new guide will "educate 
advertisers on what the law requires and ... encourage the widest co- 
operation on a voluntary basis." 

Advertised merchandise must now meet the following tests at the FTC: 
(1) A reduced price must apply to a specific article -not a similar one; 
(2) when an article has been artificially marked up, it cannot he adver- 
tised for sales at a reduced price; (3) comparative prices for comparable 
merchandise are acceptable only when a claim is clear that the ad refers 
to comparable merchandise and not the former price of the merchandise 
to be sold; (4) advertised sale prices must be less that the usual retail 
price; (5) claims that two articles may be purchased for the price of one 
will pass the FTC only if the actual price of the two is the seller's usual 
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WI B B 
Gfnrott, 

These personalities really sell on Georgia 

Big Saul Hampton "The King" Swain Ray "Satellite Papa" Brown 

1VIBB is tops in Negro programming in Macon, with 
1,001) watts and a good signal in all middle Georgia towns. It 
originated Negro programming in Macon over time years ago, 

and has top rated Negro personalities. Latest Negro Pulse, 

July- .\ugnst 1958, 6 -\.M. -I2 Noon, 39% 
share of audience; 12 Noon -6 P.M., IOé / 
share of audience. 

Represented by Walker- Ha:volt Co., Inc.. Macon, Ga. 
Dora- Clayton Agency 

WMAY 
IS 

N0. 

SPRINGFIELD, ILL. 

ST ALL DAY 

-VERY WAY 

FIRST PLACE - 
HOOPER (Apr. -May 1958) 

All day -7:00 AM -10:30 PM 
Average 

FIRST PLACE - 
PULSE (Sept. 1957) 

With first place every 
7:30 AM -6:00 PM 

1/4 hour from 

FIRST PLACE - 
NIELSEN NCS #2 

And 4th in entire State of Illinois ex- 

cluding Chicago 

LOCAL AND NBC NEWS 
AROUND THE CLOCK 

24 HOURS A DAY 

WMAY 
Springfield, Illinois 

970 KC. 

1000 WATTS. DAY -500 WATTS, NICHT 

Represented by John E. Pearson Company 

WASHINGTON i Contd.) 

price for one; (6) it special penny 
sales are contingent on othet pur- 
chases the ad roust make that clear; 
(7) factory or wholesale price t!aims 

are um acceptable unless the mer- 
chandise is actually sold for that 
amount; (8) an article may not be 
tagged with a price that exceeds the 
usual retail figure, and (9) unless it 
is made dear that "perfects" are 
higher in price, imperfect or irregu- 
lar merchandise may not be adver- 
tised at comparative prices. 

.. . And Elsewhere 
The FTC Sounds Off 

In still another area, the FTC 
through Chairman John W. Gwvnne 
took a firm stand recently. At a meet- 
ing of the Federal Bar Association 
in \1' ;tshington - attended also by 
Representative Orin Minis (1). 
Ark.). chairman of the Legislative 
Oversight Su ht.( ittec- Chairman 
Gwynue spoke up in harsh language 
on the shortcomings of certain "con- 
gressional inquiries." 

Among Chairman Gwynne's obser- 
vations: "There scents to be a grow- 
ing tendency to look upon the com- 
mission as simply a creature of con- 
gress to support the views of certain 
committees.... This is having some 
bad results. These committees tend 
to become rallying points for dis- 
gruntled litigants. . . ." He also 
charged that the inquiries were more 
intent on staking headlines than es- 

tablishing the truth and that the 
hearings were neither impartial nor 
objective. 

FCC Updates Political 
Broadcast Guide 

As the election year moved into high 
gear, the FCC had issued to all sta- 

tion licensees a guide for political 
candidates. Purpose of the booklet 
is to assist broadcasters in dealing 
with the thorny problems yvhich arise 

on broadcasts by candidates for pub- 
lic office covered in the much -de- 

bated section 313 of the Communi- 
cations -c t. 

The guide teas first published four 
years ago. The present revision in- 
cludes 19 interpretations which the 
FCC has considered since its original 
publication. 
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NO ET'S PLEASE ! 

... of course we'll accept your ET's -but the way our men and women sell you're far better off 
sending us a fact sheet. At W H AT you are never lost in the shuffle - your commercial always gets 

"personalized sell" from every dynamic member of our team. Our job is to sell your product - not 
merely advertise it. That is our only purpose ... we accept the responsibility. 

Our potency for you in America's THIRD LARGEST NEGRO MARKET - 600,000 -is further en- 
hanced by ... 

1. Average actual delivered cost -per- thousand listeners - less than 25 for typical ROS advertisers! 

CIPIM figures based on latest Pulse reports not projected beyond Pulse reporting area. 

2. Comprehensive "custom- designed" in -store merchandising plans. 

3. Total adult programming 24 hours a day. 

oa 
1. BILL CURTIS 

6 to 10 AM & 5 to 7 PM 

2. LOUISE WILLIAMS -Gospel Train 
Sunday 6 AM to 12 Noon 

3. MARK HYMAN -News Analyst 

5 shows daily 

4. "BONNIE PRINCE" Charlie Geter 

Sunday 12 Noon to 6 PM 

5. EMORY SAUNDERS 

9 PM to 1 AM 

6. PORTIA PERRY 

10 AM to 12 Noon &8to9PM 

7. LLOYD "FATMAN" SMITH 

12 Noon to 5 PM 

Let us go to work for you. 

ATAM 

FM 

PHILADELPHIA 31, PENNSYLVANIA 

Call STARS NATIONAL INC. New York, Plaza 8 -0555 Chicago Dallas Los Angers San Francisco 
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IF ADVERTISED ON 

KAOK 
In Lake Charles, KAOK is the only radio 
station that hos o Negro personality pro- 
gromming to the Negro. It reaches this 
untapped source of odded soles of o low 
cost. And you get a plus . . . o large 
consumer audience in the oreo ... with 
selling personalities on the air .. . un- 
surpassed by any other personality. 
Check this fast growing morket . 

Check this source of added soles poten- 
tial. Check the low cost. 

KAOK con be bought in a group with 
a multiple discount that makes it the 
economical buy of the oreo. 

A Member of the OK Group 
Reaching 1,500,000 Negroes 

5tar,e nationalfinc. 

J,s TLatest 
Pulse 

(Negro Market) 

Every period surveyed! 

100% NEGRO 

PROGRAMMING 

Metropolitan Area 

35.4 % Negro! 

The Only All -Negro 
Programmed Station in 

COLUMBUS, GEORGIA 

Chorlie H. Parish, Jr., Gen. Mgr. 

Contact: 
Notl.- Wolker -Rowalt 

South -Dora- Cloyton 

18 

the vs% " 

"The most important things in me- 
dia buying are flexibility and Ire- 
gam y. Nowhere can you achieve 
these two goals better than in radio." 

Thus does Robert L. Foreman, di- 
rector, executive vice president and 
chief of all creative services at 
BBDO, New York, describe "the me- 
dium that we almost )argot during 
the holocaust of the advent of tv. 
Two years ago," he confides, -"we 
realised that radio had never gone 
away: we had left radio. Since then, 
with a large and tremendously in- 
creasing radio budget for both spot 
and network, we are continually 
seeking new and better ways of tail- 
oring radio commercials to fit adver- 
tising problems." 

Mr. Foreman began writing radio 
copy soon after joining BBDO in 
1939 as a trade copywriter in print. 
Soon he was put in charge of the ra- 
dio copy department -and in 19.18 at 
the age of 32 he was made a vice pres- 
ident. In February 1955, he was 
elected to the board of directors and 
in 1957 was made executive vice 
president in charge of the agency's 
plans board. 

"Memories of radio in the early 
1940's are of the comparative won- 
derment of recording studios -jin- 
gles, sound effects, sonovox -and of 
fun for pay," Mr. Foreman remi- 
nisces. "Today all the creative savvy 
that went to make voice, sound and 
music unbeatable selling tools in 
those days-drained for a while by 
tv -is back at work for radio." 

THIS MONTH: 

ROBERT L. FOREMAN 

Executive Vice President 
Batten. Barton, Durstine d Osborn Inc. 

'Radio Best Achieves Two 

Prime Goals of Media Buying' 

The students of radio advertising, 
Mr. Foreman states, will determine 
its future. "We must discover new 
ways of using radio," he declares. 
"Wc tnuct apply new skills and cre- 
ate news gays of implementing the 
great virtues of the medium." 

These virtues, he notes, are radio's 
low cost, flexibility and its ability to 
offer frequency to advertisers. "They 
spell a huge future for the medium." 

In his present position as chief of 
all creative services for BBDO, I1r. 
Foreman supervises all copy, art, tv 
and public relations -as well as ra- 
dio. From this vantage point, he is 

able to compare results obtained 
from all media. "And I can tell 
you," he says, "that we have many 
sales successes directly and solely at- 
tributed to radio, especially among 
our limited budget products." 

As well as being an executive and 
a creative member of the agency 
team, Mr. Foreman is a student of 
advertising and broadcasting. His 
second book on broadcasting, and 
his first novel, was published recent- 
ly by Criterion Books. Called The 
Hol Half Hour, it deals with quiz 
shows which. have coincidentally hit 
the headlines recently. 

Mr. Foreman is married to the 
former Betty Nevins of New York 
City, and they have three children - 
Yatricia, Betsy and John. He is an 
avid hunter, fisherman and theater 
goer. He and his family live in 
lVeston, Conn. 
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new up-dated 
Consumer Market Information 
in \ovember SRDS 

VIM rounaa 

SRDS Consumer Market Data 

STATE, COUNTY, CITY, METROPOLITAN AREA DATA 

13.33 famm-47211 

NORTH CAROLINA 

:2........- w., 

_ wvzz .,.- o ,, , = = 
aaw su ,nwt o 

13 MI I IT 06 101 301 17 Ill 1337 

1110 170 110 rel 3.33 367 I MO 
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Up -dated market 
information reflects 
July 1, 1958 
conditions. 

Every six months - November and May - SRDS 
revises the market data that appears in its regu- 
lar monthly issues. It presents new and complete 
market information on populations, households, 
consumer spendable incomes and retail sales... 
all by states, counties and metropolitan areas. 

SRDS November issues carry up -dated statis- 
tics reflecting market conditions as of July 1, 

1958. Now all SRDS users can spot significant 
changes in the marketing scene that may in- 
fluence their market and media recommenda- 
tions and decisions. 

Who uses SRDS Market Data and Media Maps 
Here are the highlights of a survey made 
among 301 agencies with a media -buying 
potential of $3 billion annually: 
93% use SRDS Consumer Markets sections; 90% use 
the media maps. 

All agencies billing $5 million and over reported use 
of SRDS Market Data. 

All agencies billing $10 million and over reported use 
of SRDS media maps. 

Uses mentioned most often were: 
Evaluating markets 
Establishing sales quotas 
Selecting and recommending specific markets 
Evaluating media coverages 

Accessibility and convenience 
prompt wide use 
One reason for the widespread use of SRDS 
Consumer Market Data is, of course, that it is 
especially compiled for use by advertising pro- 
fessionals in market evaluation and coverage 
analysis. But the real secret is that the market 
information and media maps are right in the 
SRDS books themselves, every month. Here 
they are instantly accessible to anyone who at 
anytime gets into the selection of markets and 
media. In the same place many media regularly 
present useful market and media coverage in- 
formation in their Service -Ads. 

q8P 

SIDS kg 
I 
vao 

Standard Rate & Data Service. Inc. 
the national authority serving the media -buying lunation 
Walter E. Botthol, Publisher 

1740 Ridge Avenue, Evanston, Ill., Davis 8 -5600 
Sales Offices - Evanston, New York. Los Angeles 

New SRDS service feature 
TV and radio household data now in SRDS, 
effective with current issues. 
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1190 ON TOUR DIAL 

WLIB has more Negro listeners 
than any other New York radio sta- tion- network or independent 
(PULSE) 

WL I B - only New York radio sta- 
tion with studios in Harlem 

WLIB -first New York station 
broadcasting Negro community 
news and special events on a regu- 
larly scheduled basis - every hour on 
the half hour 

WLIB- only New York station 
devoting 87% of its broadcast time 
to Negro programming. 

Harm Radio Center Hotel Theresa 
2090 Seve itkAve., N.Y. 27, N. Y. MO 6.1800 

LETTERS TO THE EDITOR 

Confirmation 
Congratulations on your article, Is 

Spot fiearhing Non-Driving Hours? 
(October 1958). 'this confirms to me 
that any agency with a health) spot 
radio budget for a client should posi- 
tron the ammomitemeits throughout the 
dan and es cuing. After all. most radio 
salesmen have been foreser repeating 
that the pay olf in radio is "In the 
Crone." and this surely is one solid 
teas to delis er a mass audience. 

John J. Ennis 
V. P. and Media Director 
Bryan Houston Inc. 
New York 

Accurate Data 
/1 ka: ).and 01 Opportunity fm 

Radio and Sponsors. which appealed 
m your September issue. han found a 

particularh fine reception at both 
agencies and the c litnts. \\'han macle the 
article so welcome was its emphasis om 

accurate clava. 
\lams of the simplest truths about 

the Alaskan market, which happen to 
be very important to someone planning 
an advertising campaign, are succinct 
stated. Indeed alter seseral re-readings. 
l'ut amt :ved that the writer was able to 
include so many important facts. .in so 

interesting a manner, in such a lintittd 
space. Seseral agency people hase com- 
mented tu its along those lines. 

Arthur Gordon 
Sales Manager 
National Time Sales 
New York 

Agency Needs 
According to the Editorial Index for 

sour first year of publication (October 
1958), please send me the following 
reprints: I.illcr, Neal, Battle K Lindse)'s 
Colonial Store Success (May); whole- 
sale grocer) use (March); local -regional 
program innovations ( \(arch); pro - 
gra g formats (fay); local pro- 
gramming (November 1957); \IBS news 
format (December 1957); chain store 
merchandising (Jul)); Local promo- 
tion: Civics or Gimmicks (October 
1957), and Grand Ole' Opry contest 
(August). 

H. Lesserauz 
President 
H. Lesseraus Adv. Agency 
Philadelphia 

Please send reprints of the following 
listed in your annual Editorial Index: 
home builder (February, April). ranch 

houles (Jttly), realty compaur) (Novem- 
ber). 

Rudy Simons 
Stone & Simons Ads-. Agency 
Detroit 

\Ve plan to contact the banks in our 
area and feel that the information in 
your article, Banking on Radio (Febru. 
at 1958). would be most valuable. 
Would it be possible to either receive 
a copy of that issue or the feature it- 
self? 

Cy McCormick 
Manager 
KDIO Ortans-ille, Minn. 

For Permission 
As participants in the Community 

Club Awards turogram, we should like 
your permission to reproduce your ex- 
cellent article on CC.\ (August 1958). 
\1'e are planning a second CC.\ cycle 
and feel that this article would be file 
material to include in the sales bro- 
chure we are now preparing. 

Ted Beebe 
Production Manager 
KSON San Diego, Calif. 

Anniversary 
Congratulations as you complete a 

magnificent first car. and best wishes 
for continued progress. 

Larry Schwartz 
President 
The Wertan Ca. 
New Yark 

Seems like more than just a year's 
worth of good material from u.s. Rmmo. 
Congratulations on your first anniver- 
sary from all of us at K\'\\'. 

Janet Byers 
Advertising Promotion Mgr. 
KYW Cleveland 

Heartiest congratulations to you and 
your staff on your first anniversary. To- 
day's radio demands ideas, and everyone 
at KSO radio depends on u.s. ammo to 
help us sell creatively. 

Tony Moe 
President and G. M. 
KSO Des Moines 

Congratulations on a perfectly won- 
del tul first anniversary issue. 

James M. Kiss 
Promotion Director 
WPEN Philadelphia 
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It's a Matterióf Reach 

..r 

when you want to sce in the St. Louis market. 
KMOX Radio reaaés farther, penetrates deeper 

than any oifiér station in the Mid- Mississippi 
Valley. "The Voice of St. Louis" builds its massive 

cumulative audience with strong diversified 
features .,.. features never relegated to the role of 

background accompaniment. Cardinal baseball, 

college football, college and professional basketball, 
local personality features, comprehensive news 

coverage, and award -winning public service 
features PLUS the CBS Network line -up command 

attentive listening for both program content 
and commercial messages. Through diversified 

programming, KMOX reaches more homes daily 
than any other two St. Louis stations combined 

... 81.3% of the radie homes in the area in just 

one week.* When you're looking for scoring power 
St. Louis, / send in the first team ... KMOX. 

Most Recent Pulse Cumulative Unduplicated Audience Study 

f 
C6'S Radio 

presented by CBS Radio Spot Soles 
THE VOICE OF ST. LOUIS 
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There is no more complete list of blue 

chip advertisers in Philadelphia Radio. 

Father John's \ledicine Morrell -Felin 
Pabst Blue Ribbon Beer lluntphrevs Blue Coal 
Parks Sausage Black 'Draught Creontnlsion 
Contadina Sao Giorgio BC Remedy 
Scott's Emulsion Roma Wine l.)nlany Frozen Foods 
Budweiser Beer \adinola United Fruit Esso 
Italian Swiss Colony Wine SSS Tonic GGIi 

Rem agcy Sulfur S Continental Baking 
Tetley'I'ea Carolina lice Ceresota Flour 
Washington Flour Camels Arlra Bromo- Quinine 
Booth's Beverages Lnckr Strike Vaseline 
Boscul Coffee Lipton Wrigley's 
Carnation Milk Coca -Cola 
Blue Cross Bell Telephone 
Strawbridge fi Clothier 
John Wanamaker 
Pennsylvania Saying Fund Society 
.\rrid Gillette 
Sun Oil `tanback 

Belmont Ave. and Edgley Rd., l'hila. 31, l'a. 

National Representatives: 
John E. Pearson & Co. 

National Sales Manager 
Alex Klein 

Ever since Negro listening has been measured in Philadelphia, 

A I) V5 has always been the top -rated Negro Pulse station . . 

and WDAS LIAS MORE NEGRO PULSE 

QUARTER HOUR FIRSTS THAN ALL OTHER STATIONS 

IN TITIS AREA COMBINED. 

Absolutely no other ad. ertising medium in Philadelphia 
can deliver the specialized Negro Market proof -of- performance 

merehandising available to WDAS advertisers. 
The \\ DAS Negro Market Merchandising Department is the first, 

and only, full -time, fully staffed department in Philadelphia 

offering participations in Food Fair Stores, 

Best Markets, Philadelphia Assoeiation of Retail Druggists 

and WDAS Spot -lite Superettes. This comprehensive 
merehandising program ranges from point -of- purchase "WDAS APPROVED 

PRODUCTS" through to finished detail reports. 
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THE NEGRO 

MARKET HAS 

GROWN 

TOA.. 

$17 BILLION SPENDABLE 
INCOME 

Negro Radio 
Tells Its Story 

The Market 

Problems 

Sales Story 

Merchandising Plusses 

Programming 

Community Relations 

In the 13 years since the 
close of World War II, the 
Negro market has grown in 

population, purchasing power and 
status. Kin to this phenomenon has 
been the development of specialized 
media to appeal and cater to this 
audience that represents the purchas- 
ing needs of about 18.5 million Ne- 
gro Americans. 

Most of this has happened in the 
past decade. And radio has played 
a role second to none in the shaping 
of this specialized approach to the 
marketing and selling of goods and 
services. From swaddling clothes has 
emerged full grown a radio service 
that cumulativeh reaches the entire 
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negro radio 
fast -changing, high -spending Negro 
market. 

According to a t,. s. 'tun() survey, 

more than 550 radio stations in the 
U. S. program either full time or 
part time to the Negro audience. 

The average number of hours of 
Negro programming carried by full- 
time stations is 1111 hours yceekly 

ranging from a low of 91 to a highs 

of 162 hours a week. according to 

replies front stations. Those stations 
that program in part to the Negro 
audience average about 31 hours a 

,reek. ranging from a low al a hall - 
hour a week, or less than one per- 
cent of the total program schedule. 
to a high of 61 hours, or between 50 
and 611 percent of the weekly 
schedule. 

The Market 

The most important filip to the 
growth of Negro radio in the past 
decade has been the social :nul eco- 
nomic improvement of the status of 
the Negro American. 

One al the significant develop- 
ments has been the movement of the 
Negro Iront agriculture into indus- 
trial occupations creating a shift in 
population in favor of urban areas. 
Today, more than 87 percent of the 
4,731.0110 Negro households are ur- 
ban or non -farm, according to Dr. 
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Super market displays by WWRL New York 
ire in station personalities with merchandising. 
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Frank Davis, research director of 
Ebony magasine. 

He states that since 1910 the pro- 
portion of Negroes engaged in non- 
agricultural employment has risen 
front 57 percent to 85 percent. \I:ntu- 
facturing now accounts. he says, for 
almost it third of all employed Ne- 
groes compared with only a sixth 
in 1940. The construction, govern- 
ment. trade and finance fields have 
likewise seen the proportion of Ne- 
groes employed double and in some 
cases triple. I1r. Davis states. 

All this has produced a Negro 
market that represents approximate- 
ly X17 billion in spendable income. 

In examining this min ket, Radio 
Advertising But eau has found that 
like most . \uucricait families, Ne- 
groes own more than one radio set 
with listening concentrated in bed- 
rooms, living romns, kitchens and 
automobile, in that order. More- 
over, RAB finds that nearly all Ne- 
groes listen to the radio during the 
course of the week. 

'The new purchasing power of the 
Negro in cities is illustrated in a 

1955 survey by the Department' of 
Agriculture. The average income 
of Negro households in cities under 
50,000 is $2,103. However, in cities 
between 50,000 and 250,01111 popula- 
tion, the average income is S3,303. 

And in cities of 250,000 impulati llll 
and over, the average income al Ne- 
gro households is $3,453. 

The significance of this new pur- 
chasing power can be shown by the 
f:,ct that 7Iá percent of Negro 
households in turban areas are lo- 
cated in cities of 50,01111 and over, 
and that 17 percent are located in 
cities of 250,000 and over. 

What this means to the national 
advertiser is that $I1.6 billion or 
67 percent of Negro purchasing 
power, states Dr. 1)avis. is concen- 
trated in cities of 50,000 and over. 

In addition to the lacs that the 
total Negro population has been on 
the upswing (18.9 percent increase 
from April 1950 to duly 1957 com- 
pared wyith a 12.6 percent jump in 
the white population for that pe- 
rical) , the movement front the farm 
to urban areas has further meaning. 
-Titis shirt has brought about not 
cul a demand and need for more 
and carried products and services, but 
also a desire for different items. 

Such things as a change in use 
from fresh vegetables to the froren 
variety, or the switch front mixing 
one's own flour to buying prepared 
flour mixes arc cited by Dr. Davis 
as representing the important 
changes from farm dwelling to city 
living. 

There is at least one more point 
that has vital bearing on the eco- 
nomic status ol the Negro market. 
The level ol consumption atul pur- 
chase of goods and services is at an 

"Sunny Jim" of WAMO Pittsburgh encour- 
ages youngsters to use energies for sports as 

part of station's community relations program. 

In -store displays are created for advertisers 
by WDAS Philadelphia. Left, are one week's 
suggested "features" at a local super market. 
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extremely high rate in all income 
groups. A 1957 survey by the Uniter- 
síty of Pennsylvania reveals that the 
Negro family spends at the rate of 
20 percent more for clothing than 
the white fancily; six percent more 
for house furnishings and equip- 
ment; 15 percent more for recrea- 
tion, which includes everything from 
admissions to phonographs and re- 
cords to magasines and Ixroks: 36 
percent more for personal care; 16 

percent more for tobacco, and 35 

percent more for alcoholic beverages. 
The latter rate of expenditure, of 
course, is primarily academic as far 
as radio is concerned with only beer 
and Twine advertising heard on the 
a irwa ves. 

The Problems 

The past few years have been 
relatively "fat" ones for specialized 
Negro radio. Although in actuality 
it really is just beginning to see sub- 
stantial acceptance by advertisers. - 
national, local and regional. The 
growth of Negro radio. as has already 
been pointed out. has parallelled the 
enhancement of the Negro's position 
during the past decade. 

Some of today's successful nucl- 
tiple- station operations such as the 
Ebony group did not get started 
until 1954. In fact. to show how 
relatively new this field is. Ebony's 
bead man. John .tcLerdrnr. was 
attracted to radio about that time 
from the super market business. 

The chief problems that Negro 
radio has today are an outnrowth of 
this relative newness. They are 
chiefly two-fold: 

Convincing the advertiser that 
the Negro market is economi- 
cally strong with a high degree 
of purchasing power for all 
range of products and prices. 
Convincing the advertiser that 
the best way to reach this mar- 
ket is through a specialized 
medium with a loyal following. 

"The greatest problem in selling 
Negro radio," says Jules Paglin, 
president of the OK Group, "is to 
prove to the advertiser that all of the 
other things that he does in the 
white market does not have any im- 
pact, or very' little impact, on the 
Negro market. The advertisers feel 
that they reach them through regular 
schedules and, therefore, are reluc- 
tant to appropriate additional money 
for a specific minority group. 

"However." Mr. Paglin continues. 
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HIGH RATE OF SPENDING 

Item 
Negro 

Percent of Total 
Consumption 

White % Negro of White 

Clothing 13.6 11.3 120.3 

House Furnishings and Equipment 7.2 6.8 105.8 

Recreation 4.7 4.1 114.6 

Personal Care 3.0 2.2 136.3 

Alcoholic Beverages 2.3 13 135.2 

Tobacco 2.1 1.8 116.0 

Source: University of Pennsylvania Study on Consumer Expenditures, 1957. 

Comparison of the proportion of disposable income spent for selected 

items by Negro and White households. 

ON THE RISE 
Negro Population Total U. S. Population °o Negro 

1958 Est. 18.5 million 170 million 10.9 °o 

1956 17.3 million 166.4 million 10.4 °o 

1950 15.5 million 150.7 million 10.3 °o 

1940 12.9 million 131.7 million 9.4 00 

Source: Census Bureau, 1940 to 1956. 

"we are constantly accumulating in- 
formation to prove that the Negro 
has felt little or no impact in the 
past 20 years from the advertising of 
national advertisers in general tne- 
dia. \\'e also can now prove that 
the Negro market is different and 
that Negroes respond more quickly 
to radio." 

A similar stand is taken by Harry 
Novik. general manager of \\'LIB 
New York, tylw emphasizes the loyal 
following these specialised stations 
have. \fr. Novik, whose station pro- 
grams 75 hours of Negro program- 
ming a week (87.5 percent of the 
total schedule), states that his opera- 
tion's biggest headache is "trying to 
convince account executives and 
tinrebuyers that you cannot cover 
the city's Negro population by just 
buying 'radio stations.' The ad- 
vantage of buying stations that are 
programming to the Negro people." 
he states, "is that these stations have 
consistently shown the largest ratings 
amongst Negroes. We are able to 
prove that more Negroes listen to 
these stations and have confidence in 
them because the stations are pro - 
granuuing to their likes and pref- 
erences and are telling them on the 
news programs of problems they are 
personally interested in. 

"More and more agencies," \1r. 
Novik states, "are realizing that Ne- 
groes want and have been buying 
quality merchandise." 

Some of the economic myths about 
the economic level of the Negro are 
exploded in material prepared ill 
booklet form by Rollins Broadcast- 
ing Co., which operates seven sta- 
tions. Ill question and answer form, 
submitted by Tint Crow, general 
manager of \\'AMS \\'ihnington, 
Del., the following is an example of 
the material: 

Q. "Isn't it true that the Negro's 
needs are simple? The Negro 
only wants a bite to eat ... a 

place to sleep ?" 
A. You may still be living in the 

dark ages. The segregation -in- 
tegration -question. ts'hith is 

today a part of our lives, has 
been brought about principal- 
ly by the great desire for educa- 
tion among Negroes. Better 
homes, better jobs. better liv- 
ing conditions, more luxuries 
are the constant desire and 
goal of most Negroes, the same 
as of most whites." 

For the most part. advertisers in 
growing numbers are focusing atten- 
tion on the realities of today's sales 
problems and are finding that the 
Negro market is more clearly shaped 
and identifiable than it has ever 
been. 

"More and more clients," sacs 
Stan Raymond, president of \C.\Ol: 
Atlanta, "are realizing that a dollar 
is a dollar, and the Negroes spend 
(Negro Radio Section Coned. on page 441 
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Terms Radia 

Shell strives for local "touch" with 
sports broadcasts and person- 
alities (right. Kievan and Finch). 

26 

I hipping into the family 
chariot each morning for 
his drive to work, John A. 

(for Automobile) Joues first switches 
on the ignition -and then? Turns 
on the radio, of course. 

That's when the Shell Oil Co. 
"toues in" on an audience well suit- 
ed to its sales message -the man be- 

hind the wheel. Multiply John 
Jones 37.2 million times (the esti- 
mated number of car radios in the 
U. S.) and you have a rough idea of 
the potential driver audience Shell 
aims to reach morning and evening 
with its carefully scheduled pro- 
gramming of local radio advertising. 

The company and its advertising 
agency, J. Walter Thompson Co., 
believe radio is suited to telling 
Shell's advertising story in two re- 
spects. First, radio catches the pros- 
pective customer while he's "car - 
conscious" - that is, actively con- 
cerned with the performance of his 
automobile. Second, radio gets top 
"mileage" from local situations, per- 
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`Decisive Last Word' 
Gas and oil firm invests estimated $1.6 

million in medium yearly. Station 

personalities and sportscasts are 

preferred for local `touch' 

sonalities and habits -it adapts eas- 
ily and effectively to any given com- 
munity. 

These two facets -immediacy and 
adaptability - make radio a major 
consideration in Shell's advertising 
budget. At present the company 
spends annually on radio almost $1.6 
million, 1'. S. RADIO estimates, which 
is about 15 percent of its total allo- 
cation for all media. 

"Our radio gets bigger each year," 
D. C. Marschner, sales promotion 
and advertising manager of Shell, 
reveals. A major portion of this ex- 
penditure is for national spot with 
the remainder going to local co -op 
with dealers and distributors. About 
Ils radio stations are involved in 
the spot buy, while the co -op ar- 
rangement accounts for approxi- 
mately 300 outlets. 

"The media plan for Shell employs 
each of five media as a building 
block to fill out the over -all Shell 
advertising objective," explains Phil- 

ip Birch, associate media director for 
J. Walter Thompson. "Because our 
product is naturally aimed at the 
automobile driver, two of these me- 
dia- outdoor and radio -are partic- 
ularly valuable because they sell at 
the time our potential customer is 
actually driving. 

"Of the two, outdoor advertising 
serves as a visual reminder of our 
product. Radio, on the other hand, 
is the one medium through which 
we can tell our fu!! sales story to the 
driver at a time when he's aware the 
engine is knocking or the gas gauge 
is dipping toward 'empty' -radio is 
the decisive last word in persuading 
the motorist to see his local Shell 
dealer now." 

Shell and its agency have organ- 
ized an advertising program on a de- 
centralized basis matching Shell's 18 

geographical sales divisions. A com- 
pany advertising representative is 
attached to each division and, in co- 
operation with a field representative 
from J \VT, works closely with local 

dealers and media to achieve maxi- 
mum effectiveness for each advertis- 
ing dollar spent. At the national 
level, Shell uses a formula which en- 
ables it to allot the advertising budg- 
et over all divisions in a manner that 
takes into account such factors as 
sales potential, development of mar- 
kets and problems peculiar to each 
area. 

This set -up gives Shell a well - 
controlled though widely flexible 
program that delivers effective local- 
ized radio programming. 

As part of its media strategy, Shell 
encourages local Inedia to offer ideas. 
An example is a program sponsored 
by Shell over \VL\V in Cincinnati 
where traffic congestion is a major 
local concern. A helicopter flying 
low over the city during rush hours 
morning and evening broadcasts pe- 
riodic reports on traffic conditions 
on all major thoroughfares. The 
broadcast voice is that of Arthur 
Melding, nationally recognized law 
enforcement officer of the Cincinnati 
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Making a personal tour of Shell stations participating in KYA San Francisco's traffic -cast service 
are (left to right) Bartell Group execs Morton J. Wagner, Gerald A. Bartell and Lee Bartell. 

Police Dept anent. who is ixipularly 
known as Cincinnati's "hero top." 

"'I his program of six 30-second 
announcements during the morning 
rush and six again during the after- 
noon rush has become an outstand- 
ing civic feature in Cincinnati," \Ir. 
Birch de( lares. "Where did the idea 
origintuer \\'l.W brought it to us. 
and we snapped it up - with de- 
light." 

The pitxgraun has been credited 
with unsnarling several traffic jams 
to date, and has been so well ac- 
cepted locally that Shell, says Mr. 
Birch, turned down a tv program 
featuring a popular local personality 
in order to continue broadcasting 
Cincinnati's traffic -watch. In fart, the 
company has just "taken to the air" 
in Miami, too, to sponsor a s 'lac 
helicopter program on \ \'GBS. 

"Our policy of decentralized con- 
trol in selecting advertising media 
makes it possible for us to realize 
just such advantages from local con- 
ditions," Ed Harrell, Shell's head 
.tlfice representative for radio and 
cv. emphasizes. We here in New York 
vita t keep a close check of all the 
prow cmrnring arrangements at vari- 

Oils stations. We rets on lac al people 
to tell tus that a particular station 
does a partit ular job." 

And Shell is might). "particular" 
about at lot of incidental details re- 

lated to its radio time. In directing 
its advertising primarily at men, the 
ttntpann is nat calls cconcetned with 
the "climate" it buss along with its 
spots or programs. The number of 

commercials permitted in a 15-min- 
ute inlet val, the personality of the 
station, the type of listeners as well 
as the number - all are important 
considerations for Shell and JWT. 

"Our company produces a quality 
product and we are quality conscious 
in every respect," Mr. Harrell states. 
" \\'e look for 'good music' stations. 
news stations and radio personalities 
with an adult following." In Nett' 
York, lot example, Shell participates 
in the Klatvan and Finch mot g 
show and the William B. Williams 
Make Believe Ballroom evening pro- 
gram on WNEW. "And we our- 
selves," he asserts, "never use mon 
titan two 1-minute announcements 
in a 15- minute period." 

Gasoline, oil and other Shell items 
are definitely "masculine- type" prod- 

ucts, both the company and J\\ l 
feel. Even st-hen the "utissus" drives 
the car, it is felt, she defers in most 
cases to a man's recommendation 
on which brand to bur or which 
dealer to patronize. That's why 
Shell's radio tinte is keyed primarily 
to the stale audience via netts and 
spot tscasts. 

For instance, in New York it's the 
baseball "warns up" and "wrap tip" 
on \\'\IG \l; in I)ayunt, it's the base- 
ball gantes over 11'1110, and in Sa ii 
Francisco it's one-eighth sponsorship 
of the Criants over KSFO. In Kala- 
mazoo on \\'KZO, Shell sponsors half 
the radio tiare for the University of 
Michigan football games. The Shell 
sportscasters, it is interesting to note, 
arc well -known pz,rsonalitics Icxaully. 

Detroit, however, bends a keen 
ear to the news, so Shell has oblig- 
ingly sponsored a 15- minute news 
broadcast from ti to 6:15 p.m. Mon- 
day to Saturday Ion more than 111 

yeast's over WI R. ("Shell doesn't 
( haunge just lot the sake of change," 
Mr. Birch notes. "\ \'hen we get a 

good thing, we keep it. ") 
Prs grants comprise about 60 per- 

cent of Shell's radio tittle, and spot 
auurwnccntenh the remainder. The 
tendency at present appears to be a 

swing away from programs, but that 
all depends on the local situation 
:id varies considerably from one 
Shell sales division to another. 

'Operation First Freeze' 

Spots are getting a big seasonal 
boost in the Southeast this fall be- 

cause of a promotional campaign 
being launched there called "Opera- 
tion First Freeze"- again, a local 
feature geared to tie in with a local 
situation. At press dune, "First 
Freeze" may already have made its 
pitch, touched off by a weather bu- 

reau forecast of the area's first blast 
of winter. The plan calls for high 
frequency spots over stations in the 
Mobile- Birmingham- Jackson region 
to promote Shell -Zone anti- lreeze 

during the first few days of cold 
weather. 

28 U. S. RADIO November 1958 



Radio's flexibility permits seasonal 
usage and timeliness in ways that 
suit Shell's advertising needs to a 

TCP. The three major summer holi- 
days - \lemorial Day, July 4 and 
Labor Day-are peak periods for au- 
tomobile traffic, so Shell finds they're 
stellar (laces on which to peg high 
frequency radio announcements in 
well- defined areas throughout the 
country. 

Copy Stresses 

Copy for the national spot buy 
sells Shell gasoline chiefly. Copy 
used on the dealer co -op arrange- 
ment stresses, naturally enough, 
such local aspects as where's the 
nearest Shell station, and it's time 
for a tune -up (or anti -freeze, or the 
special service the dealer can pro- 
mote currently to best advantage) . 

Both types of copy are mainly live, 
but supplemented with a sizable 
number of electrical transcriptions. 
Most of the live copy is in the form 
of a straight sales delivery, but is 
written' in a conversational tone - 
keeping in mind that it will be de- 
livered by a local personality who is 
familiar to the listeners. 

The lead -in to the sales message is 

usually bright and thought- provok- 
ing, like: "Remember Ponce de Leon 
who vainly searched for the Foun- 
tain of Youth? Today, he could have 
found that fountain of youth -not 

Philip T. Birch, JWT assoc. media dir. 
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for hiutself, but for his car." 
This one- ' ute message stresses 

the cost factor: 

The three most costly in- 
vestments a man makes in 

his lifetime are his wife, 
his home and his car. And 
the car, as one of these 
expensives items, deserves 
T.L.C. -the same tender 
loving care he gives his 
wife or home. For exam- 
ple, what kind of gasoline 
are nu buying for your 
car? If you're using an 
ordinary premium gasoline 
you're probably not pro- 
tecting your initial in- 
vestment. But of you're 
using Super Shell with TCP, 

you're a cinch to be get- 
ting all the performance 
you paid for. 
You see, Super Shell has 
the higher octane you 
need for anti -knock but it 

also has TCP to add anti - 
miss to anti -knock. Top 
additive neutralizes the 
harmful combustion deposits 
that cause spark plug mis- 
firing and actually re- 
stores 20 to 30 lost horse- 
power. So give your car 
the care it deserves. Get 
Super Shell, the most pow- 
erful gasoline any car can 

D. C. Marschner, Shell advertising mgr. 

use. And TCP adds anti - 
miss to anti- knock. 

"The agency writes the copy, sub- 
ject to company approval and ac- 
ceptance," Mr. Harvcll states. "Shell 
controls the technical aspects of it- 
wé re extremely conservative in what 
we say, deliberately, so." 

Shell has been making use of radio 
advertising since the advent of the 
medium and "we have ever y expecta- 
tion of continuing to use it in its 
highly effective capacity for years to 
come," Jlessrs. Birch and Harwell 
agree. 

'They further declare that as repre- 
sentatives of the advertiser they have 
much to gain from quick-witted, 
creative local stations that have ideas 
to sell along with their time. 

Local Feeling 

"We look to the station for ideas, 
just as we look to ourselves," they 
say. "We use rating services, too, but 
we find that the local 'feel' can often 
be more significant for us than the 
statistics provided by ratings." 

The prime goal for Shell, they 
emphasize, is the radio station that 
knows how to catch the local ear. 
John A. (lor Automobile) Joues 
buys Shell at the corner of Main 
and Cherry, not on Madison Avenue 
-a fact that thé company and J\1'T 
both keep firmly in mind. 

Ed Harvell, Shell radio -tv representative. 
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IJIII 
A Sound 
For Every 
Image 

Research into the portrayal of sound 

in radio reveals that for every mental 

image or concept there is a suitable sound 

PART I 

Tick-tick-tick l'INGI That is 
Ole vigorous, restless, agi- 
tated sound of the typewriter 

as it transcribes. It is a sound of en- 
ergy, one that produces a mental 
image of work being done, of busi- 
ness moving forward, al stories and 
ideas being put on paper to interest 
and informs. 

For this and every sound there is 

a mental image; for every mental 
image there is an appropriate sound. 
There is no concept, radio research- 
ers agree, that cannot be interpreted 
in sound. And from radio's earliest 
days -front the creaking door of the 
Inner Sanctum to Bulldog Drum - 
mond's foghorn and echoed foot- 
steps- those who made the most im- 
aginative use of sound had the best 
results. 

To the advertiser and his agency 
"best results" are an obvious goal. 
This has set the stage for current in- 
terest in research into techniques for 
increasing the sales effectiveness of 
radio commercials -with the more 
efficient use of sound. 

Sound, the psychologists tell us, 

can do primarily four things: 
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 Set a mood. 
Evoke a learned association 
(e.g. screeching of auto brakes) . 

Produce the sound of a sound 
itself (e.g. ringing of a door- 
bell) . 

Provoke a mental response to 
a sound itself (e.g. sound to 
create images of size) . 

And in any research into the pro- 
duction of more distinctive advertis- 
ing through non -verbal sounds, they 
say, the fundamental step is to de- 
termine the "feeling tone" of the 
particular appeal that one wants to 
promote. 

There is a multitude of examples 
of commercials that employs non- 
verbal sound effectively. The fol- 
lowing are chosen to illustrate the 
four uses of sound that are listed 
above. It should be noted that the 
categories, as phychologists say they 
must, overlap slightly. 

The Pepsi -Cola refreshment song 
was designed to set a mood, to 
change the product image of the soft 
drink that for years had been iden- 
tified with the bouncy "Pepsi -Cola 
hits the spot...." The new music, 
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written In Hank Sy!vern dur Kenyon 
C Eckhardt Inc., New York, was cre- 

ated to "paint a picture in sound" 
of a light, bubbly and at the saute 

time elegant drink. It is the sic 

that must set the mood. sass Mr. 
Sy!vent. " \lusic should he a quota. 
lion around the sales message." 

\ \'hen the Sac eanmento - l'onlato 
Juice jingle tells listeners. "It's 
richer and redder in every drop So 

when you pour you hear it PLOP," 
it doesn't stop there. It PLOPS! And 
presumably it sends listeners out to 
the kitchen to quaff some rich, red 
tomato juice. the sound dlcc t having 
evoked a learned association in their 
minds. At Lawrence C. Gumbinner 
Advertising Agency Inc., New York, 
agents for Sacramento, "a different 
sound. an oll -heal approac h" is con- 
sidered necessary for radio commer- 
cials. according to one executive, be- 
cause they must "compete for atten- 
tion. light for memorability. dig for 
effectiveness." 

Bell Ringing 

"National Shoes ring the bell!" 
They've been ringing it on eastern 
radio since 1940. It's just a bell, the 
uncontrived sound of a sound itself. 
Over the years various bells have 
rung for National- telephone, door, 
typewriter. dinner, school and the 
one to signal a bus driver -to set up 
different dialogue situations. The 
bell has served National and its 
agency, Emil Mogul Co., New York, 
as a devic e "lending itself imme- 
diately as a vehicle for telling the 
commercial story . . . keeping ice 

mined that it takes a much more un- 
usual message to gain attention 
these days." 

Provoking a mental response to a 

sound is perhaps more effective than 
attempting it with visual means. An 
example is a recent Dodge commer- 
cial, created by Grant Advertising 
Inc., Chicago. While played in a 

jesting mocxl, the sound of the Dodge 
customer's footsteps as he takes a ri- 
diculously lorg walk from the front 

to the rear ol the car certainly cre- 
ate' a mental image of sue -al the 
extra-long Dodge. 

Researchers tell us that we have 
barely scratched the stnlace in com- 
municating through sound. Recent 
interest in creating station and net- 
work images through sound is an 
example of the increasing efforts in 
that direction. And the rend toward) 
returning top creative agent y talent - drained oil far a time by tc - to 
work on radio t ontnter( ials is further 
indication al agency content and 
growing competition. 

Interest in creating an image 
through sound on the part of broad- 
casters is pro- fold: Netscotks and 
stations have shaped their operations 
so that they have an ideutilsing 
sound. and they have used sound as 

a tool with which to sell. 
(:ItS c alls its presentatine "Ihotcc- 

tise Listening:' NBC employs "Im- 
agery Transfer," "Memory Vision" 
a tun "Engineered Circulation." "Ra- 
dio .\dvcr tising Bureau and some 
stations have presentations that cur 
phasve how sound can be cultivated 
to cover any image or concept -:end 
any prcxluct- whether it be paint, 
refrigerators, carpets or food. 

The sales development manager 
ol a representative first puts it this 
slay: "Advertisers lutist be shown 
hose they can sell the sizzle ol a steak 
instead of its picture." 

As for creating the station image, 
this is done through programming 
which eventually becomes the 
"sound" of the station. In markets 
where competition is tough and even 
relentless, according to John Box, 
"the fight is for sound." The execu- 
tive vice president and managing di- 
rector of the Balaban Stations de- 
clares that, above all, "the sound is 
the thing. 

"This elusive sound that each 
listener, or p o t en t i a l listener, 
searches for on the radio dial is the 
sum total of each (ol the elements of 
nmcsic and programming), mixed ef- 
fectively and translated into the only 

cunuuudit% lot sale by the radio sta- 

tion of today ... SOI NI)." (Iden- 
tification and selling through sound 
will be further explored by Part II 
CA U. S. wsuti s studs of sound, in the 
December issue.) 

To determine the "Iccling tone" 
or the emotional level of an adver- 
tising appeal the agency researcher 
has several techniques available. 
Among them, and widely used, are 

approaches that are clouded in such 
psychological terms as Semantic 1)il- 
lercutial (S -D) and the tIooxl- 
Circle Checklist, both designed to 
test the power ol aural stimuli to 
tunmin nicatc. 

The semantic differential tech- 
nique, nearly lour decades old, has 
the listener rate the soumis he hears 
with a scale of contrasting adjectives 
like laid -soft, plcasautuupleasaut, 
fast -slow. For example, insight into 
the effects of a musical selection is 

gained when a listener describes a 

piece of music with adjectives that 
have nothing to do with the hearing 
sense -such as poetry or prose. warm 
or cold. 

Descriptive Adjectives 

The mood-circle checklist, devised 
in 1935 by a psychologist specialu ing 
in aesthetics, hate Hevner, employs 
a checklist of 67 adjectives that de- 
scribe some feeling or response. The 
adjectives are arranged in eight clus- 
ters, each cluster describing a differ- 
ent central stood quality. The group- 
ings form a natural circle, running 
counter -clockwise, in which each 
cluster has its closest relatives at its 
side. 

Cluster six at the top of the circle, 
for instance, contains the words 
merry, joyous, gay, happy, cheerful 
and bright. "\ferry" follows duster 
five's "light," which is the last word 
of a group that starts with "humor- 
ous." The last adjective in cluster 
six, "bright," is followed by "exhil- 
arated" in cluster seven. That one 
ends with "restless." 
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Directly opposite cluster six's 
"merry" is cluster two's "pathetic" 
which is located at the bottom of the 
circle. Opposite "exhilarated" is 
"dreamy "; opposite "humorous" is 
"serious" and so on. 

In practice, listeners are asked to 
check every word on the list that 
seems appropriate to describe a cer- 
tain sound. The subject is urged to 
check as many or as few adjectives as 
he wishes. 1lrith this method, an 
agency can test proposed notsical 
and sound effects to determine how 
close to the desired "mood quality" 
they come and make proper adjust- 
ments. 

In comparing the two techniques, 
Martin Samit, director of Consumer 
Behavior Laboratories and former 
advertising coordinator for NBC Ra- 
dio, points out that subjects are Ihn- 
ited in describing their feelings 
about a sound only by their vocabu- 
laries. "By providing subjects with 
checklists having adequate repre- 
sentation of the universe of mood 
qualities, we make it easy for them 
to respond accurately." 

Mr. Samit notes that the S -D and 
Mood- Circle techniques, although 
both similar in that they are con- 
trolled association tests that require 
scaling procedures, are different in 
one important respect. "Whereas the 
S -D employs any set of adjectives as 
scales, the Mood- Circle sticks.strictly 
to mood qualities. 

"lt would seem that the S -D tech- 
nique would therefore be more gen- 
eral and hence more useful. It would 
seem so, but it turns out," Mr. Samit 
says, "that much of what S -D picks 
up the long way round is picked up 
by the more direct approach of the 
Mood- Circle." 

The researcher's aim in using 
these tests is to determine the listen- 
ers' reactions to sounds "using either 
or both of the preceding techniques," 
he points out, "and prepare a sum- 
mary report couched in mood terms. 
This may or may not end the re- 
searcher's contribution, depending 

One psychological aid to test the effectiveness of sound is the Mood -Circle Checklist, here demon- 
strated by Martin Samit, director of Consumer Behavior Laboratories. Each adjective describes 
some feeling or response, and the words are arranged in clusters of various mood qualities. 

on his familiarity with the enormous 
body of technical literature available 
in the libraries. At least he now has 
given the agency producer a crystal- 
lized target." These same tests are 
used for art work and slogans. 

But where does the agency pro- 
ducer go from here? He knows the 
mental image he wants to create and 
the image he is creating so far. The 
musical director and sound effects 
expert take over to produce the com- 
mercial that will be most effective 
and best remembered. 

Mr. Samit illustrates the use of 
these tests in the selection of music 
for a commercial: "You first deter- 
mine the mood qualities associated 
with the concepts you are trying to 
match. Then with a summary of 
mood as a guide to the production 
man, he proceeds to locate or to cre- 
ate appropriate music. To the extent 
that you uncover relations between 
sound characteristics and mood qual- 
ity, you will be able to write 'pre- 
scriptions' as to what kind of sounds 
will be needed. 

"As your knowledge grows," he 
points out, "you will have to depend 
less and less on testing the produc- 
tion man's hunches after the fact. 
You'll know that if you want agita- 
tion, for example. certain character- 
istics such as staccato style and ir- 
regular rhythm will contribute it. 
Eventually, by building up a reper- 
toire of information with each study. 

you'll be able to predict beforehand 
the effects of certain treatments ou 
specific subjects. 

"The research techniques can speed 
up the formation of an approach to 
a commercial. There's nothing in the 
results of these tests that the creative 
man couldn't have come up with 
himself eventually. The research." 
he declares, "gives added direction 
to the creative man. 

"Many of the elements of mer- 
chandising and marketing to which 
little attention is paid," says Mr. 
Samit, "talk louder than the sales- 
man hired to spread them around." 
In many areas, he points out, the 
research man can" he truly as crea- 
dye as "the creative man" in an 
agency. Of primary interest to radio 
men is research that shows "how 
much more appropriately radio pro- 
gramming and commercials conk! be 
packaged." 

The effect of sound can br more 
vivid, more detailed, more telling. 
more lasting even than a picture. 
Remember Jack Benny's descent to 
his sub -basement vault, the forlorn 
echoed voice of his guard who has 
not seen the light of day since 
Hoover took office, and the wild 
whistles, clangs, gongs, sirens and 
bells as the safe was opened? It was a 
radio masterpiece. With a picture. it 
would have been lost in the lights. 

"Now, McGee. he carelul opening 
that closet!" 
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Putting Radio 
To the Test 

Just four years ago in the 
fall of 1951 Woodward C 

Lot h r o p, a Washington, 
D. C., department store almost as 

familiar a landmark in the Nation's 
Capital as the Lincoln Memorial, 
sunk $13,000 into a test radio cam- 
paign. The purpose: To determine 
whether shoppers not reached by the 
store's extensive newspaper and di. 
rect mail advertising would be 
reached by radio. 

Four years and thousands of radio 
spots later, the results of that deci- 
sion to give radio a try on a full -time 
and well- planned basis are obvious. 
Radio has been a significant factor 
in making a big retail business big- 
ger than ever. 

Currently, u. S. RADIO estimates 

that about SI50,00(1 of an overall I million-plus advertising budg.t is 

placed }early in radio by the depart- 
ment store. And the sales figures o:l 
the Woodward & Lothrop hooks 
document the store's belief in radio 
as :ut effective tool for such retail 
giants. 

Population Increase 
The period liately following 

World War II ssas an era of tremen- 
dous population increase in Wash- 
ington. The "town" that used to be 
was giving way to a large and n:rt 
so leisurely -paced metropolitan area 
that now numbers over two million 
residents. As the city grew, \Wood- 
ward & Lothrop, which had been 
serving Washington shoppers as a 

quality store since 1880, grew srítlt it. 
Plans for suburban stores -located 

now in lour nearby Virginia and 
\Iarylaud communities as well as in 
the Pentagon - were in the works. 
At the end of fiscal 1954 -only a 

matter of months before the store 
joined the ranks of big Wasltingum 
radio advertisers -sales had risen to 
a peak $47 million, an increase of 
more than $8 million over the fig- 

ure for 19-16. "It's been up, up, up 
ever since," George Titus, advertis- 
ing.director, states. "We're already 
over the $62 million mark this year," 
he :olds. That's a minimum of SIS 
million more than \V &1., recorded 
before radio became a permanent ad- 
vertising tool. 

A report to the stockholders for 
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1954 

SALES VOLUME 

$62.4 MILLION 

$47 MILLION 

RADIO BUDGET 
$150,000 (EST.) 

$13,000 RADIO 
TEST 

1958 1954 

Woodward & Lothrop, department store giant 

in Washington, D. C., tried radio on a consistent 

basis for first time in 1954. Now it devotes an 

estimated $150,000 yearly to the sound medium 

the year ending August 2, 1958, 
shows that sales volume totaled 
.62.4 million, which is an increase 
of 2.4 percent over the previous 
year's business of S60.9 million. 

Since that initial test in 1954, the 
store has been a consistent user of ra- 
dio announcements and program 
sponsorship. And other Washington 
department stores have been quick 
to notice the success Woodward & 

Lothrop is having with radio and 
some have followed their competi- 
tion into the medium. 

A department store account has 
long been regarded in the radio busi- 
ness as a tough nut to crack. Wood- 

had been an occasional radio adver- 
tiser. Spot announcements were used 
on a morning record show to pro- 
mote certain items in the men's de- 
partment. A Sunday afternoon pro- 
gram of classical music was also un- 
der W&L sponsorship. The latter 
experiment was regarded by the 
store's executives as good public re- 
lations but nobody really believed 
that it could sell. The program was 
dropped. 

RAB Presentation 
It took a Radio Advertising Bu- 

reau presentation to convince \1 .&L 
management that radio advertis- 

1958 

justice to the client or the medium, 
RAB maintained. \W &L, sensitive 
to the change in the whole complex- 
ion of the \\'ashington community, 
the growth of the city itself and the 
mushrooming suburbs, decided to 
take another look at radio. 

The formula adopted by the store 
revolved around a saturation spot 
schedule on six \Washington stations 
using five -second and one -minute an- 
nouncements to promote specific 
items for sale in the store which han- 
dles everything from emory boards 
to ermine. The spots -now in ex- 
cess of 100 a week -were aired Sun- 
day through Friday on WGMS, 

ward & 

ception. 
Lothrop was 

Before \W &L 
no 

went 
ex- 

into 
ing, to be effective, had to be cor- 
rectly - and consistently - used. A 

\WMAL, AMC, WTOP and W\WDC, 
all Washington, as well as \\'GAY 

radio in dead earnest, the store hit -or -miss radio schedule didn't do Silver Spring. Md.. and \1'PIK Al- 
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exandria, \'a. .\Il radio copy was 
and still is written by the Harwood 
\I:ntin Agency, Washington. The 
agency also buys all \ \oodward & 
Lothrop radio tine. 

So successful was the technique 
proposed by R.\B that it is still used 
by W&L today with only minor 
variations. Mr. Titus says. Reflecting 
the progressive management of one 
of the country's largest big-volume 
department stores. Mr. Titus ex- 
plains that \V &L's policy calls for 
the store to be prominently repre- 
sented in all major advertising me- 
dia. 

Constant Use 

"The best proof of our belief in 
radio is our constant use of radio 
time," \Ir. Titus declares. He em- 
phasizes that in his opinion no one 
advertising medium outweighs the 
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other in importance in \\' &L's ad- 
vertising strategy and that each is 

used to complement the other. "But 
I do believe that it we hadn't put 
radio to teork for us on a lull -time 
basis, these last four sears would not 
have been so successful" he says. 

Typical Spot 

.\ typical \Vcxxlward 3: Lothrop 
spot includes the item, the price of 
it, the department where it can be 
to cued and the hours it can be pur- 
( leased. For example: 

Your daughter will appear 
at her perkiest in the 
over blouse and skirt 
look . . . One dress your 
size 7 to 14 girl will 
like is the red printed 
dress with the red print 
ed over blouse. The 
price: $7.98. . . Dress 

`$64,000 CHALLENGE' 
Radio Advertising Bureau's interest in bringing department 
dores. the net' 's biggest retail advertisers. into the s 1 

medium Iras intensified since the Woodward K Lothrop 
effort. RAB lias formulated. lee the direct' of Jack 
Hardesty. sire president and general manager. a "S64.000 
Challenge." 

Here's how it works: RAIT ,sill contribute. up to 56.1,000, 
hso dollars for every dollar a department store will invest 
in a radio test for r year. RAB also requests that it be 
per . 

41 to select the stations, help write the copy and have 
a voice in the selec of items to be pr tel on radio. 
Qualifying stores must do in excess of S30 million a year 
in volume. 

To date, RAB lias been pleasantly surprised by depart- 
ment store response. At present. it has about 41 stores to 
choose among. 

your daughter in the 
style she knows is new 
. . . From Woodward & 
Lothrop, Washington, 
open today til 6 . . . 

and Woodward & Lothrop 
Chevy Chase, Seven Cor 
ners and Alexandria, 
open tif 9:30. 

An average week's radio schedule 
tor \\' &l. 'night itu hide a series 
of five- second ¡tunntwecneuts ou one 
station calling the listeners' attention 
to store hours. .t number of one - 
minute spots on another station 
might promote the store's dry clean- 
ing sets ice. During this saute tveek, a 

third station airs one -minute an- 
nouncements aclvettising a particu- 
lar appliance, while a fourth station 
concentrates on fashion commer- 
cials. Men's apparel available at 
\\' &1, might be promoted 1y still 
:mother station. 

Various Services 

In addition to merchandise, com- 
mercials often etnphasiie the woi- 
ous services \\' &L offers its shop- 
pers such as: 

Fall is a time when your 
home and your family have 
many needs . . . and 
that's when it's helpful 
to know about the conven 
ient Ways to Pay at Wood 
ward & Lothrop . . . 

The copy goes on to explain \V &1: s 

different charge plans and credit 
arrangements and urges the listener 
to make additional inquiry at the 
store's credit office. 

Then each week there is a se- 

lected number of items -a particular 
shoe or handbag or a special brand 
of linen and bedding -that are ad- 
vertised daily on several stations. In 
addition to product commercials, 
\Voodward & Lothrop has pioneered 
a number of "fringe" uses for radio. 
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The store uses the medium to recruit 
personnel. Mr. Titus notes that the 
store's radio help -wanted ads "seem 
to reach people that newspaper classi- 
fieds don't reach." Response to this 
type of announcement has been 
good, Mr. Titus says. There are also 
certain instances when items not in- 
cluded in newspaper copy are pro- 
moted exclusively on radio. 

The store also augments its regu- 
lar radio schedule with special- events 
promotions. When, for example, 
\\' &L's $3 million Seven Corners, 
\'a., store was opened two years ago, 
30 ten -second announcements on one 
station plus more than 60 five -min- 
ute newscasts on five stations in the 
area were sponsored by the store to 
drum up interest in the newest 
branch. . 

\\' &L has just announced the 
building of another suburban store 
that will stand beside its five other 
annexes. This one is in Wheaton, 
Md., and is scheduled to open in the 
fall of 1959. 

Practical Reasons 

There are practical reasons for 
\W &L's extensive use of radio, a store 
official points out. By buying time in 
quantity, the store earns both time 
and frequency discounts. And the 
store's firm yearly radio schedule also 
assures the availability of time seg- 
ments which for W &L's purposes 
have proved most attractive. "After 
four years in radio," one executive 
states, "we have found that the me- 
dium actually strengthens our news- 
paper advertising and we are ex- 
tremely impressed with the audience 
radio delivers in ternis of time costs." 

Mr. Titus stresses that the flexi- 
bility of radio makes it particularly 
attractive for department store use. 
Last -minute copy changes are not a 

problem. And, through radio, spe- 
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George Titus, advertising director. 

cial merchandise can be simply ad- 
vertised on stations that reach spe- 
cial audiences. "If we are promoting 
the sale of an especially fine hi -fi set, 
the logical place for the commercial 
is on a 'good -music' station. If a 

product has teenage appeal, a disc 
jockey with a young following will 
probably be our best salesman," Mr. 
Titus says. 

Both Mr. Titus and Andrew 
Parker, grandson of the co- founder 
of Woodward & Lothrop and presi- 
dent of the store, credit the stations 
that carry \1' &L commercials with a 

considerable amount of the success 

that the store has had in using radio. 
Mr. Parker feels that the cooperation, 
advice and help that Washington 
broadcasters gave to the store and to 
the agency buying the radio time 

were in large part the deciding fat - 

tors in making radio really pay off 
for 1\'oodward & Lothrop. I larwood 
Martin, agency president, concurs. 
"Without the keen interest Washing- 
ton station management and R.1B 
took in our radio plans, the outcome 
may not have been nearly as satisfac- 
tory as it is," Mr. Martin believes. 

If past is prologue, it can only be 
concluded that \\'oodwarrl & Lothrop 
will continue to expand. Revealed in 
the annual stockholders report was 
the fact that Woodward & Lothrop 
has bettered its competitive position. 
Its sales are currently running five 
percentage points above the Federal 
Reserve Board's average for depart- 
ment store sales in that market. 

And with continued expansion 
will come even greater use of air 
time. Only one thing will remain 
unchanged: The store's motto, 
"Worthy of the nation's capital," and 
this will continue to he reflected in 
tasteful radio copy that literally 
saturates the Washington mar- 
ket. 

Woodward & Lothrop's Falls Church, Va., Store is the latest of five suburban annexes. Another one 
in Wheaton. Md., will be ready in the fall of 1959. Advertising copy is used to promote new stores. 
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Radio Helps Trigger 

BUICK: Upping ils radio budget 100 percera. 
this CM/ model was first 1959 rar 'aged. 
Campaign includes extensire spot use and a 
13 -week buy. of NBC Radio's Monitor, mostly 
fire -minutes of Bob hope comedy segments. 

RAMBLER: Major rut efforts renter on radio. 
1 200 -station national spot campaign, paying 

attention to smaller markets and suburban 
areas. is coupled with weekend NBC Monitor 
buys to react rar radios. Car showed '58 gains. 

i Jtlnll 1 

Reports from 

agencies indicate 

wide use of spot and 

network in getting 

new car campaigns 

on the road 

The annual introduction of 
new model automobiles is 
becoming almost as impor- 

tant a fall classic as baseball's World 
Series. 

The auto, of course, is such an in- 
tegral part of the .\merkait way of 
life that it has been estimated that 
one out of every six workers owes his 
job to the oar industry in one form 
or another. 

The radio and auto industries in 
iecent years have had a direct effect 
on each other. l'o begin with, about 
90 percent of new cars are equipped 
with radios: in addition, about 36 

percent of all radios manufactured 
in this country annually are for use 
in automobiles. 

It's a well- known fact that these 
car radios have a high rate of tune - 
in and have had a great deal to do 
with the popularity of today's radio 
buy. Because of this phenomenon, 
car makers have tailored much of 

thcii radio advertising to rear h the 
car listener. . 

For the introductory campaigns of 
the new 1959 models, a wide use of 
radio has been set. Spot both on a 

broad national basis and on a se- 

lected manket basis as well as ex- 
tensive Ilse of all networks is being 
employed. 

In many cases, radio spending has 

been on the rise. Buick, for one. has 
increased radio this fall 400 percent 
over last year, and radio was ac- 

(orded the biggest percentage in- 
crease of all Buick media. 

Car manufacturers found 1958 to 
be a difficult year. A combination of 
events, including the sag in the econ- 

omy, adverse consumer reaction to 
some of the 1958 styling, and the in- 
roads made by foreign imports re- 

sulted in a drop Mont over six mil- 
lion units in 1957 to tinder 4.5 

million in 1958. More attention 
than usual, therefore, is being fo 
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Start for '59 Cars 

-1 .. _. T imm 

PLY'.iIOUTH:A four -week spoi campaign in 
20 markets is combined with a 200 -station 
CBS Radio drive and am.tv sponsorship of 
the Lawrence Welk ABC stereocasts in more 
than 75 cities. Budget is greatly increased. 

m 

cured on the 1959 models now being 
introduced. 

The auto industry itself is uncer- 
tain about consumer reaction. This 
is affirmed by the fact that esti- 
mates of how many cars will be sold 
during 1959 vary from 4.5 million to 
over six million. As a result of this, 
the men and organizations assigned 
the task of introducing the new lines 
are making an especially concerted 
effort to create consumer interest 
and enthusiasm. Radio campaigns 
figure quite heavily in the plans of 
most manufacturers. 

"Dollar for dollar we find that 
radio is an extremely good medium 
for us." This view is expressed by 
Louis Happ, media director of Geyer 
Advertising Agency Inc., New York, 
which has prepared a spot and net - 
work campaign for the 1959 models 
of American Motors' "economy" 
Rambler. 

The major portion of American 
:Motors' radio effort centers around 

FORD: Fire.mintte musical formats over CBS 
Radio plus shorter spots use the talents of 
Rosemary Clooney and Vic Damone. The fire. 
minute shows saturated the network during 
first weekend of campaign. Spots continue. 

the use of time on Monitor, the 
weekend show on NBC Radio. First 
announcements of the new models 
were made October 10 and I I. Morn- 
ing and afternoon segments were 
employed on Saturdays and Sundays 
in an attempt to attract the very im- 
portant car radio listening audience. 

"Monitor is a very important part 
ol our programming plans,. Mr. 
Happ states. "and we have been us- 

ing time segments on this program 
52 weeks a year for three years. At 
a recent sales meeting in Atlantic 
City, N. J." he says. "Rambler deal- 
ers were visibly impressed with the 
results that have been achieved 
through the use of network radio." 

A national spot campaign on 200 
stations has been especially pre- 
pared to carry the word about the 
new Rambler models. \fang of the 
stations operate in the smaller mar- 
kets and suburban areas. Mr. Happ 
explains this by pointing out that 
the Rambler is an economy car that 

has great appeal to the "tts-o -cau- 

lantilies," the majority of which are 
to be found in the suburbs. in addi- 
tion, many of the Rambler dealer- 
ships are in the relatively smaller 
markets. Employing local stations 
serving these areas for a concentrated 
spot campaign, he declares, is prov- 
ing to be extremely valuable. 

The combination ol a spot cam- 
paign and a network buy both tai- 
lored exactly to their requirements 
has been getting results for Ameri- 
can Motors. Last year, .\\i was the 
only American manufacturer to 
chalk up a sizable increase in sales. 

It is interesting to note that radio 
was the primary broadcasting me- 
dium used and that AM is the only 
firm that does not use tv extensively. 
AM expects 1959 to be another ban- 
ner year, and Mr. Happ indicated 
that the total ad budget for the use 
of radio will be increased. 

For the Chrysler division of Chrys- 
ler Corp., a detailed spot and net- 
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'59 Cars 

tc ork drive has been prepared by 

Young & Rubicant Inc., Detroit. The 
national spot list cot of the top 
75 Chrysler markets, the agency 

states, which will receive a schedule 
of from one to six stations per mar- 
ket. The first drive was a teaser 
campaign which ran from October 
17 through October 23, made up 
chiefly of Ills and 20.,ccond spots. 

For the period of October 21 

through November (i. a campaign of 
post-announcement spots has been 
bought in the same markets consist- 
ing of 60-, 30 -, 20- and 10- second 
spot announcements. 

DODGE: An announcement pro- 
gram running the entire month of 
October on sonne 100 stations in 
more than 100 markets intro- 
duced various features R models. 

PO.\TI tC: Most of the radio dol- 
lars for "dnterien's number one 
rood car" hare gone into co -spon- 
sorship of the entire Notre Dane 
football schedule over ABC Radio. 

40 

For the network portion, Chrysler 
is sponsoring Eric Sevaricd on CBS 
Radio front October. 21 through No- 
vember 6 and Weekend News on 
ABC Radio ou October 25 and 26 
and November I and 2. 

In preparation for its : al bat- 
tle with Ford for top honors as the 
best selling c a r in the country, Chev- 
rolet has for the second year in a 

row coure out with completely re- 
designed models. 

Spot Blanket 

Kicking oil ou October 9. Chcyro. 
let and its agency-. Campbell -Ewald 
Inc., Detroit, mapped out an exten- 
sive spot schedule blanketing the en- 
tire country. Concentiatcd into a 

two -week period, the phut called for 
as many as f0 daily announcements 
on each station being used heralding 
the arrival of the "completely new" 
1959 Chct volet. 

Ford's new clinics for the sales 
crown in the low -priced auto market 
stress cleans. simple styling and econ- 
omy of operation. ,\ number of top 
performers, including Rosemary 
Ciooney and Vic Dallons on CBS 
Radio, have been assigned the task 
of singing the praises of the new 
Ford. Using five -minute musical 
formats, the initial announcements 
were macle over CBS on October 10 

and 11. A total of 10 shows were 
broadcast during the Saturday and 
Sunday period. 

The third traditional participant 
in the low-priced tided is Plymouth. 
Flipping its fins into the air a bit 
more dramatically for 1959, Plymouth 
initiated a four -week spot campaign 
in 20 markets on October 16. .\ to- 
tal of 200 stations on CBS Radio are 
being used to invite potential cus- 
tomers to stop in and see the new 
models. A large number of local 
campaigns twill support the major 
radio effort. In addition, Plymouth 
has a 13 -week contract with ABC 
Radio for its am -tv stereocasts of the 
Lawrence Welk program now reach- 
ing about 75 cities. 

The Plymouth agency, N. W. 
Ayer and Sous, New York, indicated 
that radio was becoming more im- 
portant in the advertising plans for 
this top -selling Chrysler Corp. prod- 
uct. On the strength of this, Plymouth 
has increased its 1959 radio budget. 

In addition to its own campaign. 
Plymouth and all the other c ars 

marketed under the Chrysler banner 
will par ticip:te in a corporate spot 
campaign to be used in the top mar- 
keting areas designed to sell the en- 
tire Chrysler line. 

"The neatest of everything great - the greatest of everything new!" 
This is the theme of the ad program 
for the 1959 Dodge. '1-his message 
was woven through the heavy spot 
saturation campaign which covered 
more than I00 areas. Some -100 sta- 
tions participated in the announce- 
ment program which ran from Octo- 
ber 1 through October 28. Dodge 
also sponsored sportscasts on NBC 
during October. 

Spot radio will play an important 
role in introducing at least one other 
product of the Ford family. A six - 
week campaign to introduce the new 
Mercury was scheduled to get under 
way November IO in 70 markets 
chosen by Kenyon & Eckhardt Inc., 
New York. Eckel, in its second year. 
witi lise radio for a four -clay intro- 
ductot y drive for its vat ions models 
in about 150 markets through Foote, 
Cone C Belding, Chicago and New 
York. 

The first 1959 model to be mar- 
keted was Buick. A full spot cam- 
paign was employed. Early sales 

reports give every indication that the 
campaign was a complete success, 
much to the satisfaction of Buick, 
and McCann- Erickson, New York, 
the agency which acquired the ac- 

count fairly recently. 
On the network level, NBC's 

Monitor was given the major role. 
The initial announcement of the 
new models broke September 12 and 
represented the start of a 13 -week 
buy. Buick is using 10 five- minute 
segments spaced from Friday through 
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Sunday. The listening magnet on 
each of the five -minute shows is 
comic Bob Hope. 

The radio campaign appears to be 
instrumental in getting this division 
of General Motors off to a last start. 

Coming out of its 1958 chrome 
cocoon, Oldsmobile for 1959 is wear- 
ing a jaunty look. This GM product 
had a limited spot campaign in ap- 
proximately 15 of the top markets in 
the country. Network newscasts arc 
following up the initial announce- 
ments. The manufacturer reports 
that announcement day traffic was 
nearly double that of last year. 

Another member of the General 
Motors family, Pontiac, has put most 
of its radio dollars into sponsoring 
one half of Notre Dame football 
games over ABC Radio. 

Having dropped the Packard line, 
Studebaker- Packard is pinning most 
of its hopes on its new Lark car 
which will stress economy and low 
price. S -P's will be one of the last 
new lines to be unveiled. A combi- 
nation of network and spot will be 
used in the radio effort. The spot 
portion will run for two weeks in 25 
to SO markets using one -minute and 
30- second announcements. The net- 
work portion includes all four na- 
tional networks, with a heavy satura- 
tion campaign of 30- second and one - 
minute announcements on Mutual 
and NBC. The MRS buy calls for 
109 participations on news and news 
commentary programs to be aired 
on November 8 to 9, 15 to 16 and 22 
to 23. S -P will also sponsor five - 
minute newscasts on ABC Radio and 
CBS "Impact" segments during this 
period. 

Most of the new automobiles are 
now gleaming in dealers' windows. 
Although the industry averted the 
danger of major labor problems with 
the signing of new contracts, labor 
difficulties did upset some of the 
manufacturers' schedules. Cadillac, 
for example, had a three -week spot 
campaign scheduled to start on Sep- 
tember 29 but temporarily suspend- 
ed it because of the uncertain labor 
picture. It since has signed for spon- 

CHRYSLER: A heavy spot campaign is un- 
der way in. the lop 75 Chrysler markets, rith 
from one to six stations per market receiving 
schedules. ABC and CBS programs and a 
corporate spot campaign round out its radin. 

OLDSMOBILE: After a limited spot drive in 
approximately 15 cities to introduce the 1959 
product, Olds has turned to network news- 
casts. Double announcement day traffic in the 
showrooms was reported by manufacturer. 

ts.....,. 

CHEVROLET: Extensive spot schedule "blan- 
keting the country" in a two -week period 
with up to 40 daily announcements on each 
station employed. Normal spot and network 
use was resumed after the introduction. 

sorship and participation in five - 

minute ABC network newscasts for 
from two to four weeks. In general, 
however, the mood of the auto in- 
dustry is an optimistic one. Ad 
budgets are higher than last year's. 

From all indications, radio is being 
given an increasingly important 
voice in the plans for introducing 
the new models. For 1959, audio and 
autos are expected to do a lot of sell- 
ing together. 
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focus on radio 

A Quick Glance At People, Places 

And Events Around Radio -Land 

THE LUCKY ELEVEN winners of the WKY 
Oklahoma City hula hoop endurance contest 
are still going strong after four hours and 
45 minutes. and only DJ Chuck Boyles has 
faded He declared the youngsters co- 
champions, out of 276 starters, when rain fell. 

"AIR CONDITIONED" STUDIO of KGB San Diego is scene of 
luncheon for more than 100 local agency and business leaders. 
Addressing the "KGB Sidewalk Superintendents Club" is Marion 
Harris, the am -fm stations' president. Food was served in lunch 
pails and thermos bottles held martinis as guests in workmen's 
hats watched construction of station's new broadcasting facilities. 

FASTENING AN ASSOCIATION of 15 years, Emil Mogul 
(right), president of Emil Mogul Co., New York, presents 
solid gold and monogrammed belt buckle to partner Myron A. 
Mahler, vice president and creative director, who was 
honored at office party for "buckling down these 15 years." 

MOST VALUABLE BROADCASTER is added to the 
WINS New York staff as Roy Campanella, former 
Dodger catcher who was paralyzed in a car accident, 
begins a nightly fiveminute sportscast that is taped 
at the hospital. Heard from 6 to 6:05 p.m., the pro- 
gram also features sportscaster Chris Schenkel (right) 
and occasional guests talking on all sports subjects. 



KING OF BEASTS joins beauties and keeper Bob 
Joyce in a promotion tour of Richmond, Va., for 
WILY. 'Willy," DJ Joyce and the girls rode through 
town in open cars, broadcast from a downtown 
shopping center and distributed dozens of gifts 
fo the crowd that greeted the WLLY mascot. i 
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TURNING THE TABLES on WRCV Philadelphia personalities Vince Lee, 
Jack Rattigan and Pat Landon, Danny Kaye (left) interviews them 
about their radio work. WRCV talent had arrived at the star's hotel 
suite to interview him about his new movie, "Me and the Colonel" 

WHEN AUTUMN SHOWERS don't come your way do a rain 
dance, say KOL Seattle DJ's Ray Hutchinson and Art Simpson, 
who demonstrate here. Playing tapes of Indian rain chants, the 
boys took credit for ending Seattle's dryest summer, but then 
had to reverse the tapes to bring sunshine when residents com- 
plained about bad weekend weather. That worked, too, slid KOL. 

A FLYING CARPET, courtesy of Community Club Services Inc. and 
ASM Karagheusian Co., arrives in New Orleans and is presented to 
Mayor de Lesseps S. Morrison (third from right) by WDSU Station 
Manager John F. Screen (second from right) to restore the red carpet 
welcome to the city. Assisting are (left to right) Norman Turk of 
Maison Blanche department store, and William McKinley and James 
Slater of the carpet firm. Carpet was flown in by Eastern Airlines. 

TWO KEYSTONE COMBINATIONS pose at KDKA Pittsburgh testi- 
monial dinner honoring the second place National League finish of the 
Pirates. Presenting plaques are Gwilym Price (left), chairman cf the 
board of Westinghouse Electric Co., and Donald H. McGannon, presi- 
dent of Westinghouse Broadcasting Co. Receivers are team Manager 
Danny Murtagh (2nd from right) and General Manager Joe L Brown_ 



''SAN San Francisco uses display windows as 

v cornerstone of its merchandising. Pictured is 

a typical display for station's advertiser, Burg- 
ermeister Beer, with station personality John 
Hardy on tap. Promotions have been a success. 

negro radio 

This ''spectacular" electric sign of 
WBOK New Orleans carries the 
radio sales message of station ad- 

vertisers as a special advertising plus. 

Keys to this automobile are pre- 
sented by Prince Omar, disc jockey 
personality of KOKA Shreveport, La., 
to the listener who won this station 
contest -one of many used by KOKA 
to entertain and build audience. 

(Continued from page 25) 
more money per income than they 
ever have before (in lact, percent - 
agcw'ise, much more than white fam- 
ilies). Their income has greatly in- 
creased, too. 

"Negroes also are very brand con- 
scious," he declares, "and any brand 
that advertises in all media and yet 
has a special appeal to them through 
radio will really be 'their' product." 

The Sales Story 

The I. S. RADIO sut')ey shows that 
for many stations who program 
a major share -or all-of their 
schedule for the Negro market, about 
30 percent of this billing is national. 
In some cases, the national business 
is as high as 50 to fro percent of the 
total. 

There is one thing upon which 
all Negro stations agree. And that 
is: Business is at least as good as last 
year and in most cases better. 

Reports from stations testify that 
national business as well as the num- 
ber of national advertisers have 
risen in the past year. Billings in- 
creases reported by stations range 
from a five percent jump over last 
year to a 400 percent rise over 1955. 
As for the number of national clients, 
a typical station reporting an in- 
crease states that this year it has 28 
such accounts, while last year it had 

Winner of annual WDIA Memphis spelling bee, and 
teacher, are awarded a week in Washington, D. C. 

17 and )ears below Iron! IO to 15. 
"We have found," says Norwood 

Patterson, executive director of 
KSAN San Francisco, "a definite 
trend in recent )eats that more and 
more national and regional adver- 
tisers have acknowledged the Negro 
market as a separate identity and the 
only real was to tell and sell this 
market is via Negro radio. Noss-, 
new accounts enter Negro radio 
every year and old accounts are in- 
creasing expcclitures," Mr. Patterson 
states. "Our station business will 
parentage out 50 percent national, 
55 percent regional and 15 percent 
local." KSAN is a full -time Negro 
station broadcasting 110 hours week- 

Illustrating the acceptance of Ne- 
gro radio today, Mr. Patterson de- 
clares that over 70 percent of the na- 
tion's top agencies are buying time 
on KSAN. 

One such apparently satisfied 
agency is BBI)O, San Francisa,, 
which has been buying 10 quarter 
hours per week for four consecutive 
years on behalf of Burgermeister 
Beer, KSAN declares. The buy is 
now in its fifth year. :\ recent survey 
conducted by KSAN showed that 
Burgermeister enjoyed 30 percent of 
all beer sold to the Negro market 
"leading all other competitors by a 
considerable margin." 

The reaction of the agency to this 
bears directly on the marketing 
ptovs-ess of Negro radio. Low Rolle. 
account executive on the beer ac- 
count at Illll)O, states: 

"lurgeruicistcr's approach to radio 
is not to regard it as one med. 
but as several media reaching seg- 
ments of the population in special - 
iicd ways. N'e use Negro radio be- 
canse such stations programs to this 
important segment of the buying 
public in a specialized way, and we 
Rd this adds a read value to the com- 
mercial message inserted in titis pro- 
gramming. 

"When personalities are available 
to use on Negro radio stations," says 
\Ir. Rolle, "we find the»t particular- 
ly valuable because of the same rea- 
soning that 'personality selling' is of 
value on any other station. Our 
schedules on KSAN arc a recognition 
of the ability of this station to reach 
the Negro market effectively in this 
area." 

A station that reports one of the 
high percentages of national busi- 
ness is %MIA Memphis, which states 
that f0 percent is from national 
clients. WDIA programs 100 per- 
cent of the tinte to the Negro audi- 
ence which amounts to 140 hours 
per week. The station declares that 
since October 1918, gross dollar vol. 
lane has increased more than 600 
percent. 

A consumer panel study by the 
Memphis Commercial Appeal is cited 
by WDIA to show the high rate of 

94 U. S. RADIO November 1938 



consumption by Negroes for many 
items. The study claims these find- 
ings: For bread, 43.5 percent of 
total units are bought by Negro fam- 
ilies; for deodorants, 55.8 percent; 
for canned meat, 47.3 percent; for 
laxatives, 51.9 percent, and for pack- 
aged soaps and detergents, 41.2 per- 
cent. Such consumer panel studies are 
being conducted in numerous cities. 

Many of today's advertisers on Ne- 
gro stations have been using this 
specialized vehicle for some time. 
KLIC Monroe, La., reports that 
P.oyal Crown Hair Dressing is in its 
ninth year on the station. A con- 
tinuous expenditure like this is war- 
ranted by results. And many clients 
on Negro stations have had imme- 
diate results. 

\1XOK Baton Rouge, La., de- 
clares that John Ruskin Cigars, now 
in its third 13 -week cycle of quarter - 
hour programs and spots, was able 
to trace a 30 percent increase in local 
consumption in the first four weeks. 
Cost on the station was $268.30 a 
week. 

The number of national adver- 
tisers using Negro radio bas been 
markedly increasing. KATZ St. 
Louis, for example, reports that this 

year it has about 50 national clients 
which is about double last year's 
total. As for the number in years' 
previous, the station's comment is 
"small." This growth in business 
has prompted the need, KATZ says, 
for "finding suitable salesmen to 
present properly the Negro market. 
There is no question that a suitable 
market exists. However, the presen- 
tation of this market is a specialized 
field and not enough salesmen are 
available to handle it." 

WLOK Memphis also cites the 
"need for good salesmen." Eugene 
P. Weil, vice president and general 
manager, has amassed numerous suc- 
cess stories as ammunition for his 
sales force. One such story belongs 
to Sessions Peanut Butter Co. whose 
Goldcraft Peanut Butter, Mr. Weil 
says, has moved from seventh place 
to third place in the market and is 
"knocking at the door of second 
place." Through Noble -Dury Ad- 
vertising Agency, Nashville, the com- 
pany is in the last 13 -week period 
of its second year on the station 
using six 15- minute programs a week. 
Air. \Veil states that Golda-aft has 
jumped from three percent share of 
the market to 19 percent. 

mmumninnnmm. .. 

Questions and Answers on Negro Radio 

Q. 1'11 get my share of Negro business without advertising for 
it. Why change? 

A. Wrong. Somebody else will get your share. There was a 
time when you aright have been right. but the age of spe- 
cialization has brought an end to that. With competition 
what it is. you must actively seek your share of any market 
to get it. As an advantage of using Negro radio. you may 
also get a share from the fellow who doesn't yet know the 
score. 
Why does the Negro need a different approach than anyone 
else? 

A. Though h improved, the circumstances of the Negro 
are still different front those of other groups. His living 
habits, buying habits and needs differ front those of other 
groups. He also needs more than a general opportunity to 
buy. In addition, he takes great pride in the activities and 
accomplishments of his own race, and he knows of them 
to their fullest extent only through Negro radio. 
Are there special copy angles ,I should use if I'm on Negro 
radio? 

A. There are "do's' and "don'ts." Do let the Negro disc 
jockey inject his own personality into your commercial. 
If you use a jingle, do use something lively and appealing. 
Don't talk down in your commercial. Don't advertise 
"segregated offers." Don't be afraid to advertise prestige 
products to the Negro. 

Source: Rollins Broadcasting Inc.'s "Why Negro Radio ?" 

Q. 

Q. 

&unarnwr 
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The number of national adver- 
tisers at \VGl\' Charlotte, N. C., 
stands at 37 which is about five pct - 

cent above last year's total. The sta- 
tion broadcasts about 60 percent of 
its weekly schedule of 8.1 hours to the 
Negro market. "l'his upward trend 
is reflected in the full complement of 
advertisers by stations who devote 
a major portion of their weekly 
schedule to Negro programming. 
Egmont Sonder ing, general man- 
ager of \\'OP.\ Oak Park, Ill., for 
example, reports that its 60 hours of 
Negro programming a week (33 per- 
cent of the schedule) is "usually 
sold out." in addition, ,Mr. Sonder - 
ling states that \1rOP.\'s Negro 
schedule has doubled in recent 
years. 

And KLVL Pasadena, Tex., which 
carries 22 hours weekly (20 percent 
of the schedule) aimed at the Negro 
market, declares it has been on the 
air for eight years and "has always 
had its Negro shows sold solid." All 
of its Negro time, the station adds, 
is sold locally. 

Merchandising Plusses 
The close relationship that the 

Negro station enjoys with its market 

IF ADVERTISED ON 

WBCIK 
Reaching 365,000 Negroes in the Niel- 
sen Coverage Area in New Orleans. More 
National, Regional and Local Advertis- 
ing on WBOK than any other Independ- 
ent Station. Included are the following 
No. 1 Leaders in sales in New Orleans. 

No. 1 Bread, Coffee, Raw Milk, Canned 
Milk, Beer, Wine, Flour, Syrup, Cig- 
arette, Ford Dealer, Chevrolet Dealer, 
Men's Clothing Chain, Department 
Store, Food Chain, etc. 

A multiple purchase of New Orleans, 
Memphis and Houston with a multiple 
discount makes the OK Group the best 
buy to reach 1,500,000 Negroes. 

MEMBER OF THE OK GROUP 

5tar,á itatiohal ,%hc. 
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lias produced one of the most com- 
prehensive merchandising sers ices of 
any medium. These aides have 

evoked much positive comment by 

advertisers and agencies. 
Robert Cri: r, advertising man- 

ager of National Biscuit Co., had 
this to say to WWRL New fork 
about part of the merchandising 
help: 

"\\'e certainly appreciate your 
initiative in visiting ... 80 stoles on 
behalf of ow Ritz Crackers. l'ut 
certain that our sales people will 
agree with nie that such activity at 

the retail level is always helpliii to 
an advertiser." 

\V \\'RL has a 2I -point merchandis- 
ing plan which ties in with the on- 
the -air effort. Among the services 
offered are: Three -color posters in 
300 super markets and grocery stores: 
shelf tapes; picture post cards of per- 
sonalities; Visits to retailers and 
wholesalers: on- the -air contests with 
a product as sponsor; consumer sur- 

"Aunt Jemima" visits WHAT Philadelphia to 
provide entertainment and on- the -spot sales- 
manship for her flour and other products. 

In -store merchandising promotion. "Spin -a- 
Win." is used by WOV New York as part 
of its support to many regular advertisers. 

U 
ye), and a weekly report on all nacr- 

ch:m(1 síng accomplished. 
\\'l).\S Philadelphia has a three- 

man merchandising department, re- 
ports .Alexander Klein Jr., national 
sales manager. who has seen nation- 
al business at the station rise to 51 

percent of the total this past year. 
This station has a Id -paint mer- 
chandising plan that ins Irides, among 
other things, wade Mailings, ads in a 

Philadelphia Negro newspaper paid 
fur by the station, window- banners, 
200,01)0 throw- awns, personal ap- 
pe:u :Imes by on- the -air personalities 
:old the making of display material. 

.\ combination of on -the -air pene- 
tration and merchandising services 
has produced Ior \VD.\S Maury sales 
success stories. One involves Italian 
Swiss Colony Vine which has used 
the station for three years. The first 
has changed its busing pattern on 
\\'D \S from two 13 -week cycles in 
the fall and spring to a 52 -week pur- 
e base with an investment in excess 
oI $20,000, Mr. Klein declares. 

.\ large number of local success 
stories are in the files of KNOK Fort 
\Vol th, Tex.. which is a full-time 
Negro Negro station broadcasting 105 
hours a week. National business ac- 
counts for between 21) and 35 per- 
cent of the total volume. The num- 
ber of national clients are also on 
the rise. KNOK has about 2.1 na- 
tional clients on its roster compared 
with 10 to 15 in recent years. 

One of KNOK's important local 
stories concerns the Grayson Shops 
Inc. which has just informed the sta- 
tion that it will once again use 
KNOK for Christmas promotion in 
addition to its fall push. 

" \Ve have been very pleased," 
says Joe Inkles, general manager of 
Grayson's, "with the results obtained 
flow our schedules placed with your 
station. During July, KNOK was 
the only advertising that we used and 
the results were nothing short of sen- 
sational," Mr. Inkles states. "Using 
your saturation packages (30 per 
week) , we successfully moved over 
960 ladies' and girls' coats and 6,300 
sweaters in our -July lay -away cam- 
paign. Actually, our volume for this 
period was up 17 percent from the 
previous comparative time in 1957." 

Community Youth Patrolmen fake part in 

Police Athletic League Month broadcast over 
WLIB New York. This is one of the station's 
community service features and promotions. 

.\ merchandising team al lour 
people is used by \\'O \' New fork 
to offer support tu regular advert- 
isers. One of the highlights of the 
slation's merchandising efforts is a 

"spin -a- sein" contest. Any food or 
drug advertiser that maintains a 

schedule of $197 a week can qualify 
for one such promotion for each con- 
secutive six -week schedule or three 
such promotions for each schedule 
of 13 consecutive weeks. 

The format is a radin qu'y ori- 
ginating from a store. A wheel of 
chaume with 30 numbers is used. 
Each number has .1 corresponding 
qu'y card for customers who par- 
ticipate. Cash prises range Bonn $2 

tu $IO depending on the difficulty of 
the question. .\ii automatic bonus 
of $2 is given for four. bonus carols. 

WON, programs about 50 percent 
el its schedule for the Negro market 
-more than 61 hotus a week. 

An expansion in merchandising 
services is being prepared this year 
by \VLOU Louisville, Ky., which is 
a full -tinte Negro station. The ad- 
ditional service \VLOU is offering is 

display space in individual drug 
sun-es as well as bus carols in SI.1 

busses. Other Merchandising sup - 
port centers around outdoor signs, 
displays in 25 .\£FP food stores and 
bus "spectaculars." 

Programming 

There are two things that today's 
Negro station nies to achieve in pro- 
gramming. The first is to build a 

loyal following generally through 
strong station personalities. The sec- 



um! is to maintain a standard of op- 
eration that is comparable to other 
market stations. 

"As is almost standard in Negro 
programming," says Eel Phelan, sta- 
tion manager of KOKY Little Rock, 
"our schedule is built around the 
disc jockey. Fie becomes a personifi- 
cation in his specialty and represents 
KOKY both on and off the air. In 
addition. we program a great deal of 
lice religious shows. Our program- 
ming." %1r. Phelan says, "breaks 
dwu, percentagewise. like this: 58 
percent disc jockey; 37 percent religi- 
ous: three percent news, and two 
percent public service. Of course, 
on occasions our public service will 
increase but this is the absolute 
minimum as planned." 

KOKY is a member of the Ebony 
group which has this general phil- 
osophy on programming: 

"Rather than sound very distinctly 
Negro," says John McLendon, presi- 
dent, "sve find it very important to 
inject a great deal of promotion, 
production speed; and sound as good 
in pronunciation as the better pro- 
grammed white stations. It is ex- 
tremely important in the changing 
South." Mr. McLendon declares, 
"to bear in mincl that since integra- 
tion is a very slow process there is a 

great self -consciousness among the 
southern Negroes -even to the point 
where he has become conscious of 
radio quality. 

The Negro today in the South," 
says \Ir. \IcLendon, "does not wish 
to be associated with radio which is 
in any way degrading to his race: he 
tends greatly to shy away from the 
hooting and hollaring personalities 
that originally made Negro radio 
]n-ograms famous." 

WHAT Philadelphia, which is a 
full -time Negro station broadcasting 
24 hours a day for seven clays, be- 
lieves the Negro personality makes 
the difference in this type of pro- 
gramming. "Negroes are able to do 
a better job when talking to Ne- 
groes," declares Miss Dolly Banks, 
station manager, "because they are 
pleased that members of their race 
are getting ahead and are having 
their potential used fully. There 
must be some rapport between the 
air personality and the consumer." 
she states. 

WAMO Pittsburgh, which airs 45 
hours of Negro programming a week 
(50 percent of the total schedule), 

also places great emphasis on the 
strength of a "good Negro radio 
personality." 

Leonard Walk, general manager, 
says, " \\'e find that the Negro disc 
jockey personality pulls the largest 
and most loyal following. \Ve use 
a music formula that mixes thythnt 
and blues, gospel, popular (Nat King 
Cole variety) , jai./ and spiritual mu- 
sic in a carefully planned propor- 
tion." 

The emphasis on personalities is 
underlined by Tom Maxwell, gen 
oral manager of \VIBE Macon. Ca. 
He says the type of programming 
that pulls the most loyal following 
for his station consists of "personali- 
ties who establish themselves in a 

market over a period of years. The 
biggest audience following," he says, 
"is received by personalities who 
perform a real service in the com- 
munity and are in demand for per- 
sonal appearances." 

Many stations cite the specific 
type of programming that (brings 
(a) their most loyal following and 
(b) their biggest following. Two 
stations that broadcast 100 percent of 
the time to the Negro audience - 
WMBM Miami Beach and \ 'VOL 

Nashville - agree that gospel pro- 
gramming pulls the most loyal audi- 
ence and rhythm and blues music 
provide the stations' biggest audi- 
ence. 

Among the large number of sta- 
tions that report an increase in Ne- 
gro programming in recent years is 
KCFJ Hollywood, Calif. Molly Low, 
sales manager, says, "KCFJ began 
programming for the Negro audi- 
ence 10 years ago and has added 
more hours each year. Last year, we 
progranuned 50 percent of our sched- 
ule for the Negro audience and last 
September we converted to 100 per- 
cent (I62 hotus a week)." 

Community Relations 

The close identification that the 
Negro - programmed radio station 
works to achieve with its audience 
has resulted in extensive community 
relations' activities. One station, 
WGES Chicago, reports that it de- 
votes 25 percent of its time to pub- 
lic service activities. 

And S. E. Feldman, executive vice 
president of WEBB Baltimore, de- 
clares that the station "considers the 
community relations' aspects of its 
programming as the most important 
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part of its responsibility to the 
public." 

The Baltimore City Health De- 
partment, one of the organisations 
\\'EEA supports, had this to say to 
the station: 

"We and the people of Baltimore 
vvoukl like to express our gratitude 
for the fine vvoi k your station has 
donc in helping ttí get our popula- 
tion inoculated vvith the new polio- 
myelitis vaccine...." 

.\ cotuurtutity assistance program 
is uttered by many stations. \\'\(FS 
Chattanooga reports that it has a 

part -time employee who cvorks in the 
tomtit uuits visiting churches and so- 

cial and civic organizations. This 
persan contributes tinte and money 
on behalf of \V \I ES for needy cases. 

1\'\1F5 further reports it has a 

Good Neighbor Club Inc., a Wellare 
organization chartered under state 
laws. This unit, according to Fred 
\\'ebb, manager, "acts as a buffer 
for peuple in need until regular city, 
state or federal organizations can 
take over. last year, more than 200 

families were aided." 
A four -point coguuunits relations 

program is used by WILL) Binning- 
ham: (.\) Religious activities in- 
volve broadcasting church services, 
carrying programs featuring local 
church choirs and singing groups 
and delivering public service church 
announcements: (c) public service 
acti%it) at the station involves an- 
nual contributions to such local 
groups as the old links houle as well 
as rgliothons in behalf of other cam- 
paigns, and (d) the station broad- 
casts a home service show, a three - 
day event, that is aimed solely at the 
Negro audience. 

Community relations at \\'CLS 
Columbus. Ga., is focussed on the 
station's on-the-air activity. \VOLS 
employs an Around the Town pro- 
gram slunday through Friday that 
covers news of civic nature. In ad- 
dition, two I5- minute periods are set 
aside daily, states C. H. Parish, gen- 
eral manager, for the insertion of 
church announcements and activi- 
ties. Two local news periods each 
day list all community happenings. 

Ou- the -air announcements are a 

very popular form of public service 
support among stations. William 
Anderson, manager of WENN Bir- 

utiughaut, says the station provides 
a ii nonuccutents for everything "rang- 
ing from lost clogs to blood donors." 
WENN also has a favorite-minister- 
of- the -year contest as svell as awards 
to good neighbors and outstanding 
citizens. 

\VOKJ Jackson, Miss., employs, in 
addition to a public relations direc- 
tor, a community service director 
and a religious director. The station 
also gives an award for the outstand- 
ing Negro citizen and conducts com- 
petitive examinations for high school 
seniors, awarding Lyrist watches to 
the winners. 

As stated earlier, the ptinrry 
motive for this specialized program- 
ming is to produce a loyal listener. 
\Vhat does this mean to the adver- 
tiser and his agency? The Rollins 
Broadcasting Co. has this answer in 
acs booklet: 

"If a station shows it's on the Ne- 
gro listener's 'team'- on his side in 
terms of treating hint as a human 
being with certain desires and am- 
bitions. that station establishes iden- 
tity for itself with its listeners. Iden- 
tification with the station is trans- 
ferred to the station's advertisers. 
This results in more sales for you, 
the adverti.rr." 

I IT'S OW I 

IF ADVERTISED ON 

W1. 
The Economical radio buy 

in Memphis is WLOK 
The station that appeals solely to Ne- 
groes an Memphis is WLOK. More local 
Food Advertisers use WLOK in Mem- 
phis. The Negro Religious Leaders in 
Memphis prefer WLOK. A multiple pur- 
chase of the OK Group including the 
three largest Negro cities in the South 

. New Orleans, Memphis and Houston, 
reaching 1,500,000 Negroes can be 
bought on a multiple discount that is 
the economical buy to capture this un- 
tapped sales potential. 

A Member of the OK Group 

5tQP,Q &t%OhQl AC. 
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Radio Registers 

Football Broadcasts 
Boost Sales 
And Public 
Relations 

Sponsors are counting on games 
to reach a large male audience 

When the starting whistles 
of this season's final football 
games pierce the late au- 

tumn air, more sponsored broadcasts 
of college and professional games 
will have poured over radio than 
ever before, according to reports of 
renewals and new sales sent in by 
stations. 

It is also virtually a sure thing 
that 1958 audience appeal will top 
even last year when a survey showed 
pigskin radio programs tuned in by 
better than half the families queried - and nearly three quarters of the 
listeners were between 20 and 49 
years of age, the biggest buying 
years. 

Clients like the bonus of improved 
public relations they get, in addition 

Announcing the KOA Denver -Bay Petroleum Co. foot- 
ball contest are (left to right( Jim Thompson, Bay's 
ad manager, Jay Tallant of Broyles Advertising Agen- 
cy and John Henry, sports & news director of KOA. 

to bigger sales volume, through foot- 
ball broadcast sponsorship. slarket- 

ing psychologists ch ' this stems 
from listeners' subconscious feelings 
of good will toward a product that 
brings theta the gaines, a warmth 
carrying over to the station, for 
which these broadcasts have some of 
the attributes of public service pro- 
grams. Moreover, the commercials 
reach audiences on weekend alter - 
noons when they're likely to be in a 

relaxed mood and thus at their most 
receptive. And the high percentage 
of college alumni tuning in insures 
the highest possible income bracket 
audiences. 

The greatest number of sponsors 
fall into product categories about 
which the man of the family usually 

makes the buying decisions. 
Beer, banks, insurance, automo- 

biles, gas and oil, among other male 
appeal items, are taking to the radio 
airwaves this fall, according to sta- 
tions' reports. 

In many cases, these companies 
have been repeating their radio foot- 
ball buys for a number of years. 
Based on advertising penetration 
that has in the past produced sales 

and many friends. these companies 
are continuing to count on radio 
football for results. 

A survey by Pulse for Radio Ad- 
vertising Bureau showed that 51.7 
percent of the families interviewed 
in three markets where there is tv 
competition listened to radio foot- 
ball broadcasts. This study was con- 
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ducted on what can he considered a 

tough afternoon for radio -last No- 
vember 30th's Arint-Navy gaine 
which was telecast coast to coast. An- 
other finding in the RAB report is 

that 66.8 percent of the radio foot- 
ball audience is between the ages of 

20 and 19. 

One national advertiser that has 
been a regular user of football on 
radio is the Prudential Insurance 
Co. which for the fifth year is spon- 
soring the University of Minnesota 
games on \\'CCO \linneapolis. Its 
co- sponsor, the Variety Supply Co.. 
operator of -100 \'- Stores, is back for 
the third season. 

Preview and review programs be- 
fore and after gaines are sponsored 
for the I 1th straight year by the 
['win City Federal S. & L. Associa- 

tion while Cities Service Oil Co. 
sponsors Football Scoreboard and 
Prep l'arade, two separate broad- 
casts. 

Los Angeles grid fans, partisans of 
the professional Ranis, heard all six 
pre- season exhibition gaines spoi- 
soied over Kllf Ilollywdxxl by Fal- 
staff Beer, the Farmers Insurance 
Co., Jim Clinton Clothing and the 
Sinisa dealers of Southern California. 
'1 hen, with the season mercifully 
ended for the baseball Dodgers. 

University of Wisconsin football will be heard 
over WTMJ Milwaukee. Sealing the pact are 
(left to right, seated) Joseph T. Weinfuder of 
Al Herr Advertising; William P. Nitschke, As- 
sociated Hospital Services' ad manager, and 
Robert L. Christiansen of Cramer- Krasself 
Agency. Standing are the stations sales man- 
ager, Joseph Killeen (center), and the sports- 
casters, Mike Walden and Don Kindt. Marine 
National Exchange Bank is the other sponsor. 
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Making if official, Carl E. von Csoernig, president of Schmidt d Sons, signs for half- sponsorship 
of Eagles' football over WCAU Philadelphia. Looking on: (standing, left to right) Al Paul Lefton 
of the Lefton agency and Vincent A. McNally, Eagles' general manager; seated, Joseph A. Donog- 
hue, Eagles' secretary, and Donald W. Thornburgh. president of the Philadelphia station. 

Rains' regular season games reverted 
to K \I PC Los Angeles. 

Nic - L -Siler batteries, another 
auto product, sponsors a post -gante 
program. Both Runs' :nid San Fran- 
cisco 49ers' gaines under l'atkard- 
Bell sponsorship, are heard in San 
Francisco over KSFO, which feeds 
the gantes to 10 stations in Oregon 
and \\'ashington State. 

\\" l'OI' Washington, I). C., with a 
two -year contract Ior all University 
of sl irs I;aud games, also airs the 
contests of the \\'ashingtou Red- 
skins' pro team sponsored by the 
American Oil Co. over titis station, 
\\'ll-l' Charlotte, N. C., and \VRRRL 
Columbus, Ga. WW1', with a big 
grid schedule fully sold, had Gulf 
Oil and Ligget R \lycrs Tobacco as 
co- sponsors of the opening Duke 
University gante. WRIHL, in addi- 
tion, broadcasts high school and col- 
lege gantes including the University 
of Georgia with Royal Crown Cola 
as sponsor, Gulf Oil is represented 
in Pittsburgh over KDKA Pittsburgh 
sponsoring Il'armup and Scoreboard 
programs surrounding thc Univer- 
sity of Pittsburgh's 10 gaines, a 
schedule sponsored by both the 
Ford Dealers Association and the 
Fidelity Trust Co. 

Texaco dealers across Oklahoma 
for the sixth straight year are court- 
ing Oklahoma University fans with 
sponsorship of the Sooners' games 

over \\'KY Oklahoma City and six 
stations of the Big Red network in 
Oklahoma and bordering 'Texas 
communities. 

slaking its radio advertising de- 
but, Braun tiros. Oil Co., Chicago, is 
sponsoring the full Northwestern 
University schedule over WNFP 
Evanston, Ill., while Standard Oil of 
Kentucky, counting on the grid fan 
in the family who generally buys the 
gasoline, sponsors the lull Auburn 
Tiger schedule over \VAI'I Birming- 
ham, and 21 affiliated stations; 31 

more outlets in Alabama, Georgia 
and Florida air these gantes with 
local sponsors. 

Football and Finance 

Separated by the continent geo- 
graphically but alike in their belief 
that football and finance go together 
are the Rhode Island Hospital 
-Trust Co. in Providence sponsoring 
the Brown University games over 
WPRO there, and the Wells Fargo 
Bank presenting the Stanford Uni - 
versity schedule over KCBS San 
Francisco, with Rickey's Restaurants 
as a co- sponsor. Burgenneister Beer 
offers a post -gante show over KCBS 
called Fifth Quarter. 

Another regional brewery, C. 
Schmidt R Sons, Philadelphia, at- 
tempts to boost sales and community 
relations with the Philadelphia Ea- 
gles' gaines over WCAU and a 15- 
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station hook -up. One broadcast will 
describe the Eagles' clash with the 
Green Bay Packers whose schedule 
is heard over 1VTMJ Milwaukee co- 
sponsored by the Portland Cement 
Association and The Milwaukee 
Journal, the station's owner. An- 
other Philadelphia station, I %'PEN, 
is featuring an afternoon -long foot- 
ball roundup each Saturday. WPEN's 
sports director will break into all 
regular programs with the latest 
football scores of all local and major 
national games. 

KCMO Kansas City, Mo., lined up 
the Big Eight games and features a 
warm-up show with three -way phone 
talks between Sports Director Bruce 
Rice and the two opposing coaches. 
In Los Angeles, Shopping Bag Food 
Stores Inc. just signed a 52 -week con- 
tract with KNX for the yearly sports 
package that includes the 10 Univer- 
sity of Southern California grid 
games. The first, with the University 
of Michigan, also was heard over 
WWI Detroit. 

WHBC Canton, O., goes all out 
for football, with the entire Cleve- 
land Brown schedule, eight Ohio 
State games and 21 high school con- 
tests. The station also prints a foot- 
ball schedule booklet for arca teams, 
and has distributed more than 55,- 
011(1 of them, it reports. 

On the Networks 

I'hilco Corp. returned to radio 
sponsorship this year presenting all 
Army, Navy and Air Force Academy 
games on Mutual. Henry Bowes, the 
firm's marketing vice president, said, 
"Our purpose is to give the strongest 
possible support to our nationwide 
dealers in the hotly competitive re- 
tail appliance markets and, at the 
same time, provide an institutional 
campaign detailing to the public the 
key electronic responsibilities l'hilco 
has assumed in the national defense 
structure." Bill Stern, nationally 
known sportscaster, airs the games. 

ABC Radio has the Pontiac Divi- 
sion of General Motors co- sponsor- 
ing with local firms the full Notre 
Dame schedule. Two examples of co- 
sponsors are the Mutual S. R L. Asso- 
ciation of Milwaukee over WVISN 
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and M.A.B. Paint stores on WFIL 
Philadelphia. Harry WVismer is at 
the microphone along with Joe Bo- 
land. 

CBS Radio signed the New York 
Giants' pro team under General Ci- 
gar sponsorship for White Owls 
through New York, New England 
and parts of Pennsylvania, five of the 
contests going over almost the entire 
network. 

Ile sweep of this year's grid cov- 
erage can surely be laid to the big 
buying power and dedicated listener 
loyalty of the fans, but there's an- 
other small but important plus for 
sponsors. Besides audiences in homes, 
cars and elsewhere, they even reach 
fans at many stadiums who bring 
their tiny portables along to tune in 
other games while watching the ac- 
tion in front of them. 

TO EVERY ADVERTISER WHO BUYS WEJL- RADIO, SCRANTON 

I. There will be no competitor within thirty s of our 
commercial. 

2. You will 1101 be multiple- .polled. 

3. You buy from an accurate coverage map. 

4. You won't always have the lop Pulse -rated spots. but you'll 
be near the top all day long. 

5. Lire copy will be sold bu air salesmen; we have no pear - 
lott ed deejays to unhappily mouth your renal -. 

O. Sorry ... no special deals... mn one has a better break 
nor ever will. 

7. We can't give you the rock's roll kids ... all we offer is 

the adult buying- decision audience. 

8. We can't put you near mail order or per inquiry clients 
because we just don't accept them. 

9. You will have t0 accept a low cost- per- Ihonsaud. 

IO. We si confess that our news programs are heavily local 
in content and have won 26 awards in State-wide competi- 
tion in seven years. 

l I. We must also confess that our morning nt:nt ... Bill Pierce 
is in n rut. Ile h._s been the top air personality right 

here in Scranton for more than 27 years. 

P.S. Won't von 
ask the Meeker 
Company for 
more informa- 
tion? , Óf IIäfIOTI timfs I 

Scranton, Pennsylvania 

NEWS... MUSIC... SALES 
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commercial 
clinic 

Voices on Radio Spots 

Should Personify Products, 

Voice -Man Allen Swift Believes 

"Most s ital to a radio commercial's 
salesmanship is the suitability of its 
sound to the product," declares Al- 

len Swift, whose voice has been used 
in great variation to sell everything 
from beer to baby food and piston 
rings is pencils. 

"When a radio spot entertains the 
listener," he states "the product is 
identified with enjoyment which 
slakes it appealing." 

In his early 30's, Mr. Swift has 
gone far on his vocal cords. Right 
now, he claims, 150 of his "voices" 
are on the airwaves for various spon- 
sors. His face is known to the kiddies 
in New York through tv and per- 
sonal appearances, and his credits 
include the voices of several Ameri- 
can folk heroes- including Mighty 
Mouse. Merman the Mouse and 
Dinky Duck. 

Story Effective 
Commercials with a story line arc 

the type that Mr. Swift believes arc 
particularly effective. 

"Take the spots for Ambassador 
Beer in the East," he says. "These 
are dialogues between two people 
kMr. Swift plays both) who want to 
go to New Jersey only because there's 
more beer in the Ambassador Beer 
in Jersey. In one commercial, for 
instant e, l'tn an archeologist and his 
assistant who wants to quit digging 
in some distant land and go to Jersey 
for that Ambassador Beer. The ar- 
cheologist finally agrees to drop his 
spade and go along, too, because he'll 
get more beer in his beer and maybe 
he'll find some historical ruins to dig 
up in Jersey, besides. 

"Nos that commercial is humor- 
ous and it sells enjoyment, which is 
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the main reason to drink beer any- 
way, isn't it ?" 

Two voices on one spot are often 
done by \Ir. Swift: in tact. he's doue 
as many as six on one commercial as 
well as giving voice to inanimate ob- 
jects of esar% description. 

On -the -Air Salesman Allen Swift. 

"Copywriters develop a precon- 
ceived idea of how a character should 
sound and nine times out of 10 
they're right and I try to hit the ex- 
act tone," Mr. Swift slates. "Once 
in a while, though, I ad lib sugges- 
tions that often work out. When I 

taped a Manhattan shirt commercial, 
for instance, I was supposed to be a 

tough little street corner guy. Now a 
Manhattan shirt is a quality product 
and it seemed that a buyer would 
rather identify himself with an im- 
portant kind of person so I read the 
commercial with a tweedy George 
Sanders' type of accent and it was 
accepted." 

DIr. Swift has no strong feeling 
against hard sell commercials. He 
thinks they're fine when they fit the 

product and contrast with what 
conies before. "Of course, if the an- 
nouncer Collies on light after a high 
level finish Iron, a baud or a singer, 
he'll get more attention if his pitch 
is read softly and easily," he says. 

Things that talk, even though in 
reality they have no voice, always 
caputrc a listener's attention -and 
imagivatiou, he says, pointing to the 
successful Easy Glamnur spots in 
which he once played one of the 
most silent of all living things, a 
germ." 'It's an Easy Gl:unur attack, 
let's run,' I c ied in a terrified voice." 

People unconsciously think of al- 
most everything as having a certain 
kind of voice. A pencil is thin so 
when \Ir. Swift was a pencil he used 
a thin voice. When he played an as- 
sortment of engine parts whose per- 
formance perked up with Cities Serv- 
ice gasoline, he spoke, respectively, 
like a piston, a carburetor and a 

spark plug. 

One Backfire 

Nil. Swift first developed his range 
of voices through puppcteering: he's 
never been typed and doesn't want 
to be although once his versatile 
mimicry backfired. He taped a 

script in the style of a certain star, 
believing the client, a brewery, would 
be happy because they'd get the 
voice without paying the star's fee. 
When the clients heard the audition 
record, they insisted on engaging the 
star even after the agency pointed 
out that the voice was Mr. Swift's. 
Mr. Swift had his revenge, however. 
As soon as the series went on the 
air- through the South -a compet- 
ing brewery got him to tape a series 
similar to the star's. 
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station log 
Mobile News Units 

Attract Advertiser Support 

Mobile radio news has evolved from 
the novelty stage into a major rea- 
son why the medium is a leading 
source of immediate news. Adver- 
tisers, too, are realising the value of 
the responsive audience to mobile 
shows. Evidence of this is reported 
by WXLW Indianapolis and WXYZ 
Detroit. 

The Oklahoma Oil Co. has put a 

major portion of its Indianapolis ad 
budget into the purchase of the com- 
plete mobile news service of WXLW. 
The service, negotiated through the 
Chicago office of Needham, Louis R 

Brorby Inc., consists of live, on -the- 
spot reports from the station's two 
roving newsmobiles, seven days a 

week. The purchase includes an av- 
erage of 80 special bulletins each 

Barney Ogle (center), assistant manager of 
KENS San Antonio, presents Perry Kallison with 
the Texas Association of Broadcasters award for 
the most consistent broadcast in Texas. "The 
Trading Post" show has been on the air for 
nearly 23 years. Looking on is Jimmy Kallison. 

week covering all aspects of local 
news. WXLW interrupts regular 
programming to air live news re- 
ports. 

At WXYZ Detroit, two complete 
"mobile studios," in addition to be- 
ing used for on- the -spot nets's and 
station promotion, function at busy 
intersections to push traffic safety 
and other worthwhile projects. 
"Commercial use is limited to group 
prestige advertisers," \VXYZ reports. 
The usual stay in one location is a 

Creek." The second unit is taking 
over most of the commercial work 

from the first, the "public service" 
vehicle. 

A mobile public address unit, cus- 
tom built for KNUZ Houston, is one 
of the latest entries into the mobile 
unit field. Dubbed "Big Mike Jr.," 
it is a giant fiber glass scale repro- 
duction of a microphone mounted 
atop a little Vespa runabout. Inside 
the big silver microphone are the 
horns of a p.a. system, and the unit 
can pick up and amplify on- the -spot 
broadcasts. This is the third KNUZ 
unit of this type. All are primarily 
designed for mobile broadcasting. 

On the air, in- the -air service is also 
growing as an important news and 
public service function of radio sta- 
tions. Helicopters have been added 
to the mobile forces of \\'PEN Phila- 
delphia and \\'L \V Cincinnati. Both 
stations say that the whirly -birds will 
be used primarily for public service 
projects. \VPEN reports that the 
Philadelphia police department has 
made use of the helicopter at various 
major events requiring re- routing of 
traffic and major crowd control, and 
that the fire department was to use 
the machine in promoting fire pre- 
vention week. The Chamber of Com- 
merce and Safety Council have also 
expressed interest in using it. \VPEN 
says that the machine twill be on call 
at all times to covet- spot news. 

\VL\V will use its helicopter pri- 
marily as a traffic service for the 
Cincinnati area, and will issue its 
traffic reports in conjunction with 
the city's police. A police traffic offi- 
cer will give reports and handle traf- 
fic control directly from the heli- 
copter. 

In the field of public service, a 

follow -up to their "Know Your 
Schools" project of last year is being 
staged by the seven NBC -owned ra- 
dio stations. They have combined 
their resources and facilities for six 
weeks "to focus public attention on 
America's need for more trained sci- 
entists." Called "Science Calling," 
the project has enlisted the aid of 

ttttli ,.,-. 
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William B. Caskey, WPEN executive vice presi- 
dent, is surrounded by Philadelphia youngsters 
representing United Fund agencies. WPEN re- 
cently presented about 5,000 record albums to 
the fund for use by the various welfare agencies 
for music appreciation classes and dances. 

local educational authorities to "de- 
termine the educational needs and 
requirements of their area." The 
stations will stork on various levels 
of education -high schools, junior 
high schools and even elementary 
schools. Stations participating are 
\\'RC,\ New York, \\'RC\' Philadel- 
phia, \VRC Washington, \\', Ml' 
Pittsburgh, \VKNB 1- lartford -New 
Britain, Wi\IAQ Chicago and KNBC 
San Francisco. Each station has de- 
veloped its own tie -in program. 

RADIO ACTIVITY 
Two ant stations in Atlantic 

City are providing a regular series of 
stereophonic concerts to listeners in 
south Jersey. \VFPG broadcasts with 
stereo equipment from its studios 
and the line is split, one going into 
the \VFPG studio control board and 
the other into the board of \\'MID. 

Twentieth anniversary celebra- 
tions are reported by KXOK St. 
Louis and \\'KST New Castle, Pa. 
In wires from the governor, mayor 
and other officials, KXOK was 
praised for its contributions and 
public service to the Missouri com- 
munity. \MST took the opportu- 
nity to hold a party for its more than 
400 local customers, the station re- 
veals, in appreciation of their mak- 
ing possible the station's service and 
entertainment. 
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NOW 

AVAILABLE! 
Brochure Containing 

COMPLETE DETAILS OF 

WVET'S EXCLUSIVE, 
PHENOMENALLY 

SUCCESSFUL TOP VALUE 
STAMP PROMOTION 

PROGRAM 

For Information 

Contact: BILL SCHUBERT 

WVET 
R A D I O 

ONLY Station In The Nation 
That Gives TOP VALUE Stamps! 

17 CLINTON AVE. SO. 

ROCHESTER 4, N. Y. 

WREN DELIVERS FOR 

26c LESS 
PER 1000 HOMES 

Take the verage metropolitan 
audience ratings el all four To- 
peka stations. Protect those ratings 
against the Radio Homes Served 
(Nielsen). WREN's eost per.thou. 
sand is only $1.00 . . 76f 
less than its nearest tOmpelltoe( 
And WREN's all -family program- 
ming delivers you a better quid. 
sty audience. too. Cheek with 
George P. Hollingbery. 
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BPA memo 

Hula Hoops Set Rhythm 

For Promotions, Contests. 

Convention Plans. 

Elie third annual convention of the 
Broadcasters' Promotion . \'sutia tioi, 
which gets under way Novembet Ili, 
will deal with an analysis of ratings 
called "By the Numbers" at a busi- 
ness session Icaauring 1)r. Thom, 
Collet, director of research at NBC, 
and Edwin J. Gr.... research direc- 
tor of Gardner . \dyerti,ing .\geicy, 
st. Louis. 

The four -clay meeting. to be held 
at St. Louis' Chase Hotel, also will 
hear by reptesentativc, 
of uea-,papei, magazine and out - 
door advertising Oi' iilüatio15. out- 
lining the part they can play in pro - 
nnttion objet dyes. 

Hula Hoops 

In promotion, :around the coun- 
u-y, "Have 1lttla Hoop-Will Com- 
pete" is the motto of the %ommgct 

set this season..\md stations have ac- 
cepted the challenge. More than 1i00 
youngsters under 12 showed up 
equipped with luxgps annl Sauul- 

tcithes at Indelxmdeure Park, Chat- 
lout., N. C., lot a \VIS1' end a tall( e 
cattiest. Eight I 's and 31 minutes 
later. everyone was exhausted but 
five hoopsters scho were still going 
strong. They rolled away on new 
bicycles and a share of SI70 in gilt 
t ertifzcatcs. 

But it isn't over yet as other sta- 
tion, are getting into the spin. 
KXOK St. Louis keeps it going by 
giving a hoop away every time it 
platy, the record ol "Hoopa Hoolaa." 
\1rK \IH Detroit is staging 15 con- 
tests at a local shopping center as a 
merchandising and promotion vehi- 
cle for several ol its sponsors. Pubes 
are being given to winners among 
the kids and the "goodly number of 
older people" who have entered. 

And in an effort to spread our 
culture, the Bartell Group is looking 
for a foreign challenger to its Grat,d 

*Denotes stations who are members of 
BPA (Broadcasters' Promotion Association). 

International Hula Hoop Olympic 
champion. 'lite champion. f hoscn 
ill a "spin -oft" among winners from 
KCBQ Saut Diego, 1\'OK\ Milwau- 
kee, \ \'l'1)L'' Bit mimgliann. WILD 
Boston, 'WAKE Atlanta and K\'A 
San Francisco will be sent on a 
Hawaiian trip -tor hula lessons. 

In another promotion, a Brockton, 
\lass., attorney entered a 1\'117 - 
Boston contest in which the winner's 
favorite charity would be boosted by 
a giant block party. His letter in be- 
half of a local rental health drive 
was chosen over 2,000 entries re- 
IciVc'd from all over New England, 
\\'117. reports. His price: 
staged a block party in Brockton at- 
tended by -10,000 persons, with enter- 
tainment by the station's personali- 
ties and several orchestras and re- 
tarding stars. A collection was taken 
Tor the benefit of a new mental 
health center to serve southeastern 
Massachusetts. 

Mystery Driver 
ln toujunctiou with a heavy saut - 

tation campaign by Chrysler Corp. 
ol Canada, CFRB Toronto ram a 
" \b-. Plymouth" contest. \ new 
Plymouth Savoy driven by a promi- 
nent -Toronto citizen cruised around 
the metropolitan area throughout 
the day for a week. Listeners identi- 
fying \lr. Plymouth iron pocket 
Imansiuor radios. The car was 
equipped with a mobile plume so 
that its position could be broadcast 
throughout the day and ducs to the 
driver's identity could ge given. 
Cards bearing the two most impor- 
tant clues could be obtained Iront a 

Plymouth dealer. 
In the interest of school safety, 

1\''.\111D* Peoria haut 10- and 1 1-year- 
old members of the school patrol 
record 20- second safety spots aimed 
at drivers, parents and fellow stu- 
dents. The messages appealed for 
extra caution. 
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OAK PARK 

Now there are TWO! 
BIRMINGHAM 

BERKLEY 
ROYAL OAK 

WARREN 

I WT, 

CENTER LINE 

VAN DYKE 

ST. CLAIR SHORES 

ROSEVILLE 

11\l'Z I me, .mr. 
o 

oo 

PLYMOUTH 

DEARBORN 

Map marks some of the locations 
-/- 

Map 
WXYZ's mobile studios during 

the past three years. Double 
coverage means double the kind 
of radio Detroiters prefer! 

DÉTROIT 
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wxyz -radio doubles its cover- 
age of detroit with the addition of 
another mobile studio! 

Three years ago WXYZ kicked off an entirely new concept of radio 
broadcasting ... a studio on wheels ... originating regularly scheduled 
programs from Detroit's busiest intersections. 
This dynamic broadcasting technique has become so much a part of the 
"listening life" of Detroit that WXYZ has added another studio on 
wheels ... doubling its mobile coverage of the "City on Wheels." 

In addition to its two mobile studios, IVXYZ broadcasts regularly scheduled pro- 
grams from 3 permanent booths located at major suburban shopping centers. A 
total of 9 hours of broadcasting per day originate from these remote studios. 

wxyz -radio; r 1270 Detroit 
"DETROIT'S MOST MOBILE STATION" 

AMERICAN BROADCASTING CO. 
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Nav Oponathtq 

24 
HOURS A DAY 

The only radio station 

between Detroit and 

Chicago to offer this 

around- the -clock service 

*stew Miclrigaie 

Most Noble 
Iwdepo,tda+t 

MUSIC and NEWS 

4,8RG&DCAST TIME SALES 
e 

'PRESENTATIVE 

5u 

HOMETOWN, U. S. A. 

radio 
registers 

LIQUOR STORES 

Don's andBen's Super Outlets, a chain of 10 
liquor stores, was strictly a newspaper advertiser 
until an effective radio campaign was worked out 
by KITE San Antonio and the Brooks Advertising 
Agency. The commercials feature two characters 
named Don and Ben who push the name of the chain 
and specific items such as gifts, gadgets, 
glassware and mixers. No mention is made of 
liquor except to say that "beverages" are sold. 
The results? The stores are spending $10,000 this 
year on radio on KITE. "Radio is now the back- 
bone of our ad campaign," says the client. 

I 

SUPER MARKET 
.' 

Butner Super Market of Topeka, Kans., contacted 
WREN'S sales manager at 7 a.m. one morning with a 
problem: A trailer -truckload of peaches had "gone 
ripe" on the way from the Colorado orchards when 
the truck's refrigeration had broken down. The 
first spot went on the air at 8:20 a.m., and by 
8:55 a.m., the store, in a suburban area, had a 
full parking lot and was sold out of peaches. 
Mr. Butner reports that only three announcements 
on WREN sold 600 bushels of peaches. 

I HOME FURNISHINGS 

LaHave Furnishings Ltd. of Bridgewater, Nova 
Scotia, Canada, purchased 21 one -minute announce- 
ments over CKBW for $84 to promote its first 
anniversary and to move Surplus inventory before 
the year's end. Expecting to have its poorest 
month of the year, LaHave topped its Christmas 
business of the year before and had its top month 
since opening. Volume for the month was expected 
to be about $2,000 but was hypoed to more than 
$6,000 by the radio spots, according to CKBW. 

1 FISH MARKET 1 

Mike "Myty" Market of Caribou, Me., threatened 
with the loss of 700 pounds of live lobsters when 
its water pump went out of commission, purchased 
ten 20- second announcements on WFST between 7 
a.m. and noon announcing the emergency and a 
price cut. Using WFST as its only means of ad- 
vertising the sale, Mike's was completely sold 
out by the end of the day, and his total adver- 
tising cost for the brief campaign was $22.50. 
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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 

WGN 
for '58 is in keeping with WGN's policy of top quality at the V° ' 
lowest possible cost. 
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the NUMBER ONE 

STATION 

IN THE SECOND 

LARGEST MARKET IN 

BOTH MINNESOTA AND 

WISCONSIN 

WEBC 
DULUTH SUPERIOR 

See your Hollingbery mon 

In Minneapolis . . . 

See Bill Hurley 

I IT'S Olk 
IF ADVERTISED ON 

KY 
There are 325,000 Negroes in the Hous- 
ton area covered by KYOK. The aver- 
age annual income of these Negro fami- 
lies is over $4,000. There is only one 
way to reach this untapped consumer 
market. It's Negro rodio. KYOK is the 
top rated and top recognized Negro sta- 
tion in the Houston coverage area. 

Tested, proven and economical buy. 

Member of the OK Group 
Reaching 1,500,000 Negroes 

One billing . . . Multiple Station pur- 
chases earn extra discounts. 

StQPt6 ÌlQttfOMd . %kC. 
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report from RAB 

Stations Encouraged 

By Agency Timebuyers 

To Sell With Sound 

I'intebuyers across the c y want to 
be sold with st I. 

This fact is well substantiated via an 
in -depth personal interview studs among 
2110 agency tintebuvets recently com- 
pleted by Radio Advertising Bureau 
Inc. Because it's difficult for agents 
timcbuycrs to Item many stations to "get 
their flavor," they agree presentations 
which capture the personality of the sta- 
tion on tape are of real value. And. 
they say, not enough stations do it. 

This and other results of RAB's per- 
sonal inter%iew study were resealed at 

the recently concluded series of R. 
Reg' al \l:rtiagement Confereutrs. 

When asked it they listened to stat 
more than 95 percent of all re- 

spondents answered with an emphatic 
' yes." Only 1.3 patent stated that they 
don't listen. 

A geographic breakdown shows that. 
outside of New York. every agency time- 
buyer queried listens to station tapes at 

one clone or another. In New York. 93.2 
percent of the titnebuyers will listen to 
tape recordings: 8.8 percent said they 
don't. 

In answer to another sunny question. 
-Do you find station tapes helpful ?". a 

whopping 90.8 percent said they do. 
Only 9.2 percent of the timebuyers in- 
ten iewcd stated that they don't think 
the tapes help a station prescntatiou. 

Outside of New York, 91.3 percent o1 

the tinebuyers interviewed think the 
tapes are helpful to them; 8.7 percent 
disagree. 

How Long? 
How long should these taped radio 

rresentations 1w? While opinions among 
the tintebuyers vary, RAB states, con- 
sensus is that they should definitely be 
long enough to give accurate flavor of 
the personalities and programs on the 
station. Ilere are some typical time. 
buyer comments: 

"15 or 20 minutes, with a few min- 
utes for discussion." 
"20 to 30 minutes -ind fill it 
to a half -hour discussion." 
"10 minutes tops." 
"To capture various segments of 
the broadcast day, at very least 5 

to 10 minutes." 

today. in conjunction with the in- 
:teased emphasis on sound, R. \IS says it 
is putting more and more stress on its 
3,000- conmucrtial tape library in its pres- 
entations to national and regional ac- 
counts. The reason is two -fold: (I) Ex- 
perience has shown that s I is s cry 
important to the radio sell, and (2) 
many regional advertisers amul their 
agent ies are constantly coming up with 
new and interesting sound techniques 
that can be used to sell and inlorm 
others on how to use radio creatiscly. 

Airlines to Wines 

The RATS tapes are c:tegorimil into 
22 product groups -ranging f air - 
hues to wine coin are 
available to all RATS member stations. 
In addition. the tapes arc used in prac- 
tically es cry ago mcy- adveniscr radio 
presentation matte by RAIL According 
to R. IS olhe ials, they function in ses- 

vial ways: 

(1) Keep the advertiser up -to -date on 
commercial techniques ancI trends 
used around the country. 

(2) I.ct him know just how his tour 
petition -o r his colleague in an- 
other region of time counts -is 
using radio. 

(3) Illustrate just how effective a ra- 
dio campaign can be. 

(4) Serve to stimulate greater orea- 

tivity in radio conlntcrcials. 

hart the tapes effectively help to sell 
lath° is made clear by the comments of 
both agency executives :uul advertisers, 
RAH says. A few of them are as follows: 

.\ national baking company ad 

manager: ' . . . it certainly is a 

unique system and we all appret late 
having the opportunity to listen 
to a tross- section of radio toin- 
men ials in such compact form," 
A miclwestern meat marketer: 
... we feel it gives us a better 

appreciation of the value al radio 
as an advertising timed' 

And a New York agency account 
executive: "... it certainly helped 
to dramatise to us the importance 
of radio as an advertising medi- 
um." 
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report from 
representatives 

Station Cooperation Stressed; 

Questions and Answers on Aspects 

Of 'Modern' Programming 

The importance 01 stations in a market 
working together to promote radio as 

well as their own operations has been 
emphasized by Torn O'Dea, account 
executive of H -R Representatives Inc., 
New York. 

In many areas of the country, he 
states. stations are cooperating to pro- 
mote the medium, but, he says. there is 

not enough of it. 

"1 here is no such thing as a had huy 
in radio," Mr. O'Dea declares. "There 
is, however, a good second buy. If we 
lose business. it's probably our fault 
because we didn't do the best job of 
presentation." 

Mr. O'Dea cites a station in Ft. 
Lauderdale. Fla., that sells with this 
positive attitude. "They make news- 
papers their targets and work out a plan 
with their fellow broadcasters whereby 
each salesman must include in each call 
something that sells radio." 

Broadcasters. he says. have one of the 
greatest opportunities in the world for 
selling radio sitting right outside their 
door. "in most cases, like the news- 
paper guy, broadcasters meet the local 
retailer or the regional manufacturer 
socially or otherwise. The newspaper 
guy gets his business. But is radio get- 
ting its share, too 

The responsible broadcaster must 
immerse himself in community affairs. 
Mr. O'Dea declares. And by working 
around the clock for the community and 
for the clients' products. the broadcaster 
builds up a "community awareness" that 
makes for "marketing awareness ... be- 
cause the broadcaster is looking out for 
the community's best interest. Concrete 
results, responsive immediate ratings 
will follow." he says. "And more busi- 
ness. too ... lots more." 

On Programming 

"The local station must program for 
local people," declares Ben McKinnon. 
vice president and general manager of 
\YSGN Birmingham. The statement 
was brought about when Lloyd George 
Venard, president of Venard, Rintoul 
R McConnell inc.. passed along to the 
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broadcaster s:uiuus questions posed by 
several advertising agencies. 

Mr. Venard received souse frank ans- 
wers about "modern" programming and 
"teenage music," including Mr. McKin- 
non's remark that "no station manager 
in the country can honestly say what 
music has the most audience. 

" \\'e do not discriminate." Mr. 
McKinnon continues, "against either 
the Ricky Neslon style or what the agen- 
cies might call 'adult fare.' I do know 
this-our audience is at its lowest ebb 
on Sunday when we are giving the type 
of music that critics of modern radio 
say is the best. Why don't they bay Sun- 
day morning ?" 

Asked by Mr. Venard to submit a list 
of "adult music," the broadcaster agreed 
-"if you define it." An attempt to 
"educate" the audience several years 
ago brought a decline in income and 
ratings, Mr. McKinnon reveals. "Per- 
sonally, I don't think any agency man 
can program Birmingham from any 
other city and for that reason no one 
can define adult music. 

"The fact that radio is purchased by 
the numbers is admission from advertis- 
ing agencies that ratings are produced 
by people listening to sets. I would 
hate to try to sell any radio station to a 

timebuyer by telling him we program 
the finest music in America but that our 
ratings are the lowest in the city. No 
sensible timebu) -er would buy on that 
basis." 

Recent Appointments 
KNOW Denver and 11'LOS Asheville, 

N. C., to Peters, Griffin. Woodward inc.: 
kOKE Austin, Tex., and \1'NTA -AM- 
FM Newark, N. i., to McGavren -Quinn 
Corp.: WARM Scranton. Pa., \1'ING 
Dayton, O., WHBQ Memphis and KTOK 
Oklahoma City to Robert E. Eastman R 

Co.: WBIA Augusta, Ga., to \Valker- 
Rewalt Co.; \1'BNC Conway, N. H., and 
WKCB Berlin, N. H., to Breen R Ward; 
WKAB Mobile, Ala., to Venard, Rin- 
toul R McConnell hic.; \1'MIC Monroe, 
Mich., to Devney inc. (nationally) and 
Advertising Sales Associates (for Michi- 
gan); CJMS Montreal to Stephens 
rowndrow (for Toronto). 

POWER 
to i 

penetrate! 

H 
1E 

two p,REa 

POWER ... 50,000 watts 

of it ... PROGRAMMING 
. . . news and music all 

day long. That's the secret 

that's made CKLW such o 

powerful penetrating force 
for advertisers selling this 
region. Best buy for you, loo. 

ADAM YOUNG, INC., J. E. Campeau, 
Notional Rep. President 

GENERAL OFFICES 
GUARDIAN BLDG , DETROIT 
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IF ADVERTISED ON 

WG 
(On The Air November 1, 1958) 

There ore approximately 110,000 Ne- 
groes in Mobile. This is 47% of the area 
population, a tremendous potential for 
added sales. Here is one of the fastest 
growing markets in the South. The popu- 
lation increase is 62% in the last census. 
High family income and wide open for 
increasing sales for your products in this 
market. You can't be first in sales with- 
out the Negro market. 
Tested and proven programming to 
make WGOK the Number 1 Negro sta- 
tion is assured ... Plus the largest pro- 
motional budget ever used by any sta- 
tion in Mobile to get audience attention. 
New Low rates for inaugural advertisers. 

.9are national Ync. 

KFAL RADIO 
FULTON, MISSOURI 
Prime radio service to 
four principal cities 
of Central Missouri. 

COLUMBIA 
JEFFERSON CITY 
MEXICO 
FULTON 

TOT' SHOWS for TOI' l'RODI CTS of 
interest to \\'omen . 

"Oren the Coffee- Cups" 
with Art Hogan 
7:35 AM-8:00 AM 
\londaythru Saturday 

"In the Know-Irish Ron and fu" 
9:05 AM-10:00 AM 
Monda. thru Friday 
«Top of she Morning" 
11:30 AM -12 Noon 
Limited participations. 
Unique programming with feature 
interest is the hallmark of 
K FAL -RADIO 
Represented by John E. Pearson Co. 

KFAL RADIO Tel: 1400 
Fu on, Missouri 
900 Kilocycles 1000 Watts 
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report from 
agencies 
Agency Uses IBM System 
To Simplify Radio Data 
For Test Campaigns 

The complex nature ul today's media 
has prompted many advertising agencies 
to seek ways of simplifying data for 
their own use in buying. One such ef- 
fort is being made by Bryan Houston 
Inc., New York, which uses an 115M 

card system to classify and measure the 
reach and penetration of all media. In 
the case of radio, the system is often 
used to select test markets. 

Material is assembled in a book called 
"Major Coverage Study of Media and 
Markets," which provides market in- 
formation and circulation toverage data 
on 7u0 cities located in 958 countries. 

"It is particularly helpful" declares 
Fred L. Ryner, vice picsideut and re- 
start h director. "in the sere tit n of 
areas for special media tests pr 
tious :aril spot radio buys. 'l'he informa- 
tion is punched on Ili \I cards and can 
be readily reprcxluted hi] each of our 
clients in their own .anti areas." Mr. 
Ryner explains. "'I his involves some 
I75,000 cards which must be cnntinually 
updated." 

the material for each county in- 
cldes a list 01 tidies of over 2.5.0011 

population, and a list of radio and tv 
stations which reach that rounty with 
the percent coverage of each from the 
latest Nielsen Coverage Study. Also in- 
cluded is the cmcrage of a list of daily 
and Sunday newspapers. Sunday stipple - 
ments and consumer magazines. 

"With our tabulator," Mr. Ryncr 
states, "we can take a bunch of comities 
and quickly estimate which stations to 
use" on the basis of: 

Listening population. 
Audience composition. 
Audience overlapping into and out 
of test area. 

"The data on overlapping audiences 
is obviously- important when deciding 
on a test station," \Ir. Rymer notes. "We 
can't be testing copy in one city and 
have a different copy approach or a 

special offer overlapping from a station 
in a neighboring city." 

\Ir. Ryner declares that the 1,368 
radio stations included in the research 
at count for (i8 Ixrcent of the total U. S. 

population, 70 pert en t of U. S. lantilies 
and 71 percent cd total retail sales. All 
market quality data, Imputa ' and re- 
tail sales figures are from Sales Manage- 
ment. 

john I: , site president and media 
director, adds that while "we generally 
would not plan a complete radio cam- 
paign from the material in the book, it 
does tend to establish a station's normal 
performante in a market. 

"The uniqueness of this book," \Ir. 
Ennis states. "is in its compactness and 
the careful selection of the counties in- 
cluded in the data. If a uatioual adver- 
tiser is not in these markets. he is not 
in business." 

Fred L. Ryner, Bryan Houston Inc. vice president and research director, checks 
results of a special media coverage study keyed to a client's specific sales area. 
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as basic as the alphabet 

K 

K 

EGYPTIAN 
Remember the Biblical story of 
Mases in the bulrushes? The 
Egyptian picture -sign far rush 
is considered the forerunner of 
our modern letter K. 

PHOENICIAN 
When the Phoenicians ruled 
the Mediterranean trade -lanes 
from their legendary cities of 
Byblos, Tyre, and Carthage, 
these ancient businessmen 
adapted the Egyptian sign and 
made it kaph (palm of the hand). 

GREEK 
Long before the majestic Par- 
thenon crowned the Acropolis 
in Athens, the Greeks took over 
the mark from visiting mer- 
chants and mcde it their letter 
kappa. 

ROMAN 
Rome was not yet a large city 
when dwellers along the Tiber 
took the Greek letter from the 
Etruscans and gave it substan- 
tially the form we use today. 

Historical data by 
Dr. Donald J. Lloyd, 

Wayne State University 

Key station for Michigan 
sales and profits 

Seventy per cent of Michigan's 
population commanding 75 
per cent of the state's buying 
power lives within W W J's day- 
time primary coverage area. 

Keep your product moving by using Michi- 
gan's fast- moving radio station. WWJ pleases 
dealers and distributors with its exceptional sales- power- 
pleases listeners with its hi -fi sound and up -to- the -minute 
service. 

Keen personalities like WWJ Melody 
Paraders Hugh Roberts, Faye Elizabeth, Dick French, 
Bob Maxwell, and Jim DeLand -exclusive features like 
the WWJ radio -vision studios at Northland and Eastland 
shopping centers -are "naturals" for mid -winter cam- 
paigns. Buy WWJ -it's the basic thing to do! 

WWJ RADIO 
Detroit's Detroit's Basic Radio Station 

Owned and operated by The Detroit News 
NBC Affiliate 

Notional Representatives; Peters, Griffin, Woodward, Inc. 
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report from 
networks 

Comments on Network Radio's 

Apt Commercial Timing; 

Upswing in New, Renewed Business 

"Network radio has an extraordinary 
advantage in its ability to dcüser 'use 
commercials at the very time the con- 
sumer should be making up his mint) 
about consumption of a product." ac- 
cording to \Iattliew J. Culligan, exe- 
cutive vice president in charge or NBC 
Radio. 

Phis applies to many Product Cate- 
gories." he tells t.. S. a,uno. "Foi exam- 
ple, much bottled and Homed bee' is 

bought by %Milieu in daylight I s 
Monday through Saturday. \lost beer 
k consumed. however, dining q dil- 
terent hours. 

" I lie heel advertiser employing what 
we call the 'I:ngiueered Cirtniat' ' 

tel would use one-minute and 
30- set nnd comnnercials aimed primarily 
at woolen during the claw to pomade 
them to buy his brand. and (luring peak 
consumption hours w0111(1 use 30- seunuI 
and six- setoud commercials to stimulate 
consumption." 

On the billings front. \Villiann K. 
\h Daniel. site president in charge of 
NBC Radio network sales, predicts that 
"our 1958 business will exceed that of 
om 1957 banner year." Recent orders 
totalling .e than $2,500,000 in net 
revenue are encouraging, he says, "and 
equally encouraging is the preponder 
ante of ... 1959 campaigns." Pacing the 
sales activity are 52 -week orders Irum 
die l'harma -Craft Co. and /less R Clark 
In(. 

Broadcasting and Government 
\ solidly based relationship between 

the local station manager and his (on- 
gressnt:ui can do mure to convey the 
broadcaster's side of the story than reams 
of testimony before a Senate committee, 
:according tu Richard S. Salam, vice 
president of CBS lut. 

"Washington's analysis of CBS Ra- 
dio's polities, for instance. can only he 
based on the cumulative attitudes of 
legislators and FCC conunissioners to- 
ward eat h of you and your stations," lie 
told general managers of CBS -owned ra- 
dio stations at a meeting in New York. 

"They must b^ told about your pro- 

gram schedule with its manly facets of 
Public service. It's the only sway they 
urn really know you and your network." 

On the business side, CRS Radio re- 
ports $3 million in billings highlighted 
In Leven Bros.' purchase of 22 weekly 
units of daytime dramas for 52 weeks 
and \nuricaui Pyrex Corp.'s buy of 
vmriuus network sl s, :i( ording to 
John Karol vice president in charge of 
radio network sales. 

ABC's Top Sellers 
. \l1C ucic,ca,t,. I.:ncrence \\'elk and 

a new Saturday night program, The 
Story Princess, have sparked network 
sales (luring the I:dl. John H. 1\'hite, 
director of radio network sales reports. 
In addition. he announces, seven new 
advertisers have signed so far in the 
fourth quarter and six have renewed 
( ontracts for ABC Radio shows, 

Plymouth Dealers are "highly enthu- 
siastic" about the Lawrence Welk ant -tv 
stereo broadcasts, :recording to Jack W. 
Minor, vice president in charge of sales 

for the Plymouth Division, and the five - 
:ity line -up has already been extended 
to 75 cities throughout the nation. 

Affiliation News 
KLlilt Salt Lake City has re-affiliated 

with . \BC after a 21 -month separation. 
10II1C Kansas City, \Ia.; \\''FVN Co- 
lumbus, O.; 1\'I15M Hayward, \Vise.; 
W.J\IC Rice Lake. Wisc.; 1 \'CNS Mur- 
freesboro, Tenn.; KFR\I Concordia, 
Kati., and K\L1P Bakersfield, Calif., also 
hune affiliated. 

1V.11í1 Bangor, \le., has joined CBS 
as a primary affiliate. .\Iso, KW Port- 
land. Ore., and KING Seattle have en- 
tered affiliation agreements with NRC. 

And Keystone Broadcasting System 
has announced the addition of seven 
new affiliates, bringing its total to 1,013, 

according to Blanche Stein, director of 
station relations. They are: KVON 
Napa, Calif.; \ \'CLA Claxton, Ca.; 
\ \'TJH East Point, Ga.; %VANN' Albany, 
Ky.; KSRC Socorro, N. M.: KWRD 
Henderson, Tex., and KARE Puyallup, 
\Vasil. 
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report on 

Station Activity in Stereo 

Mounts With Increasing Sales 

Of Fm Sets a Prime Goal 

Radio sound in depth- stcrcophossic 
broadcasting -is gaining momentum as 
the fastest growing innovation in the 
industry. Combining for the most part 
ans and fm facilities. stations are offering 
an extra dimension in listening and the 
public appears to be very interested. 

To help sell more fat sets, KELE -FM 
and KONI Phoenix have added a 30- 
minute stereo program at 2 p.m. daily 
to their already heavy stereo schedule. 
The mid -afternoon show is designed to 
give dealers an opportunity to demon- 
strate stereo to customers every day. l'he 
Phoenix stations will present a varied 
musical program, including symphonies, 
jazz and popular songs. During the 
recent three -day Phoenix Stereo Fair, 
KELE -FM and KONI carried almost 10 
hours of stereo programming each day. 

WRBL-AM-FM Columbus, Ga., has 
inaugurated its second sponsored stereo 
show in its effort to excite local interest. 
Both programs run for 30 nlinutes, with 
one broadcast five times a week and one 
aired seven times. WRBL also instructs 
its listeners in the to details of en- 
joying stereo. An example: "The pri- 
mary track is broadcast on fm, the sec- 
ondary on am. The fm set should be 
placed to the listener's left, the am to 
the right, in order to get the effect of 
the natural live arrangements of an 
orchestra." 

Stereo and video sound are also being 
combined in "triphonic" broadcasts by 
some stations. WNTA- AM -FM -TV New- 
ark, N. J., has utilized all three media 
for its Jazz Party, a weekly 30- minute 
program. And WERE -AM -FM Cleve- 
land has joined with tv station I'EWS 
for a three -vehicle show to demonstrate 
the technique to the Ohio area audi- 
ences. The stations are promoting the 
show with a search for "triphonic trip- 
lets" who will be chosen from entries 
in the broadcasting area. 

WHF111 Rochester, N. Y., has joined 
the upstate New York stations that make 
up the WQXR Network, bringing to a 
total of 12 the outlets which receive 
news and music from'tVXQR -FM New 
York. At the saine time, Elliot M. 
Sanger, executive vice president of the 
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station, conunented on the development 
of stereo. He called the am -hn trans- 
mission "the most practicable method of 

stereo broadcasting . . . until there is 

a better method." He was referring to 
recent developments in stereo broad- 
casting in which the fm multiplex sub 
channel is employed. 

"Until the FCC determines standards 
to be used in fm multiplex stereo broad- 
casts," Mr. Sanger said, "it would be 
futile for us to adopt a system which 
might be rendered obsolete by subse- 
quent regulation. As matters now stand," 
the added, "anyone can have an am and 
fns set in his home and thereby obtain 
the benefits of stereo reception without 
making an additional and experimental 
investment in a multiplex adapter." 

To stark its first anniversary of inde- 
pendent broadcasting. KDKA -FM Pitts- 
burgh ran a contest in which listeners 
were given a list of 10 symphonies sub- 
mitted by Pittsburgh Press music critic 
James Ball and asked to guess Mr. Ball's 
order of preference. The symphonies 
were played over a two -week period on 
the 8:05 to 9:30 p.m. Symphony Hour. 
Winners received RCA recordings from 
Mr. Ball's list, and the grand w' r was 
presented with the complete collection. 

A new stereo system that is still in the 
experimental stage was just unveiled by 
Dr. James Hillier, vice president, RCA 
Laboratories. This system will provide 
full stereophonic sound entirely within 
the standard am radio broadcast band. 
Although it is still in the laboratory, the 
RCA plan will provide stereo from a 

single transmitter on the ans band that 
can be picked up by a single receiver 
with matched loudspeakers that are 
brought into balance with a single con- 
trol. 

Fm Factory Production 
Fin factory production for August 

1958 totalled 21,335 sets, according to 
Electronics Industries Association. EI.\'s 
first monthly tabulation, for July. 
showed a total of 11.816. Figures retro- 
active to January 1958. and just re- 
leased, show total set production at 
13.1,653. 

"We like him 

because 

he sells ".. . 

So writes Marion Adams. Sale= 
Promotion Manager of Sage - 
Allen's quality department store- 
in Connecticut. 

Who sells? Why 
WTIC's Ross Miller, 
of course! 
Miss Adams continues ... "Ross 
Miller has doue a splendid job 
for us with radio spots and we'd 
like to have WTIC aware of our 
appreciation. Ross seems to have 
a sincere interest in Sage -Allen 
and in his responsibility to the 
station. 

In other words, we like him -and 
the way he puts the message across. 

We like him because he sells for 
us." 

You'll like the way Ross 
Miller will sell for you, too. 

The Ross Miller Show is on WTIC. 
Hartford, and reaches every cor- 
ner of the rich. rich southern New 
England market via 50.000 watts. 

For action, call Henry 1. Christal 
Company. 
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GI 

report from 
Canada 

'Give Your Station 

A Personality,' Young 

Tells Canada Group 

.Ychun Young. president of Adam Young 
Inc. and Young Canadian 1.1(1.. has told 
Canadian broadcasters that a station 
trust have a distinct per. . lily in order 
to garner its share of audience. "It is 

important to the lisuner to know exactly 
Whig( to expect when he turns on ywn 
station." 

Speaking to the Central Canadian 
Broadcasters Association. Mr. Young 
suggests that there are three steps in- 
volved in creating this personality: 

Decide what segment of the au- 
dience you wish to reach and ap- 
peal to that group ywidn ell thing 
you do. 

Keep all programmiing under the 
direct control of top management. 
Use your program director as a 

policeman to make stuc your air 
personalities do not vary from 
your plan. 

Study the surveys to see if you are 
act iuplishing your purpose -anti 
don't disbeliese them if they do 
not +host what you expect. Rather, 
examine more closely what you 
are doing. 

Personality Elements 

There are other important elements 
in creating this "modern radio" person- 
ality besides the type of music played 
and over -all music vs. talk format, Mr. 
Young notes. "Music is the most im- 
portant programming element because 
it determines what part of the audience 
you intend to Carve out for yourself,' 
i.e say's. 

Other elements considered very im- 
portant by Mr. Y'omurg are: Production, 
disc jockey personalities. news, public 
service, special services (weather for 
farmers and time). commercials and 
promotions. 

Mr. Young told the Canadian broad- 
casters that a representatives' job is 
basically to sell. not to program the sta- 

tion it represents. Bot, he says, "we are 
also involved in prop: g some 
stations we represent. Why do we do 
this? The broacltasting business," he 
asserts. "is like the m: fat turing busi- 
ness. There are two basic parts to it- 
s: factoring and selling. 

"The product is your programnning 
and the more salable the more dollar 
volume you can expect to do." lCImrt 
a representative takes on a station today, 
he says, considerable research is usually 
done to deter' mine the stations' strength 
and position. In a market where he 
would like to represent a station, there 
may he none of the top ones available. 
"In such a situation, if a station is :wail- 
able with gaol physical fat ilities but lit- 
tle audience," \Ir. Young declares. "we 
will agies to direct the pmogramntiug of 
the station." 

Personal Radio 
Radio today is "a very personal 

thing." auorditg to Mr. Young, and 
"salable properties" are. those that "hate 
carved out a certain segment of the 
listeners and appeals to its own listeners 
all day long. 

"Whether you are in your tar or kitch- 
cu or bedrooms or living room, you 
listen to radio as a companion," he 
points out. ".ltd you listen to a station 
trill' which you feel comfortable. Also. 
within eat h family, different members 
have different companions or sta- 
tions ... and as your mood thanges you 
may switch from one station to an- 
other." 

It is this factor, he states, that makes 
it so important for the listener "to know 
exactly what to expect" when he turns 
on a station. "Each tinte you change 
your programming throughout the day." 
he claims. "you have lost almost a com- 

plete turnover in listening audience." 
Mr. Young concludes by recalling the 

remark of a successful U. S. statimi 
owner: "Nobody seems to like our 
programs bin the listeners." 
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radio 
research 

Blair Survey Seeks 

Keys to Station Image, 

Vitality, Believability 

the most dissected American of them 
all, the radio listener, is being analyzed 
even further these days with the growth 
of qualitative audience measurement. 

Such a project was conducted recently 
when John Blair R Co. commissioned 
the Eugene Gilbert Co., known for its 
previous research on teenagers, to make 
an in -depth study of the Dallas market 
for KLIF. 

"Measuring the full extent to which 
today's radio stations can entrench them- 
selves in a market is a very real chal- 
lenge," says W. Ward Darrell, vice presi- 
dent in charge of Blair research. "But 
after analyzing the resulting data, we 
have reason to believe the techniques 
used in our Dallas survey will really do 
the job. 

"In some quarters there is still a tend- 
ency to classify station listening by age 
groups -to feel that a station can't be 
popular with parents if it also appeals 
to their teenage children. To get the 
facts." he continues, "we commissioned 
the Gilbert fine to conduct depth inter- 
views which would cover not only the 
listening habits of persons interviewed. 
but also their basic attitudes toward all 
stations serving the market:' 

Three Basic Areas 

The Gilbert people sought to deter- 
mine listener attitudes in three basic 
areas: 

Station Image. 

Station Vitality. 
Station Believability. 

.\ total of 498 persons, equally divided 
between men and women, was inter- 
viewed. Respondents ranged from 13 

years of age to 45 and over. For means 
of comparison, responses were later di- 
vided into five groups according to age: 
13 to 18, 19 to 25. 26 to 35, 36 to 45 and 
45 and over. Professors and students of 
marketing from a local college admin- 
istered the questioning. 
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W. Ward Dorrell, v.p. of Blair. 

To determine "station image," re- 
spondents were given a list of local 
audio stations and another of people 
"from all walks of life" divided into 
six categories (high school and college 
students, young housewives, older wom- 
en, business executives, male workers 
and female workers). Then they were 
asked to "please match the type of per- 
son you think is most likely to listen 
to each of the stations." 

"Station vitality" data was gathered by 
combining the station list with a set of 
descriptive terms: "Modern- lively -in- 
teresting -old fashioned." Listeners were 
asked, "Which best fits the following 
stations?" 

To determine the "believability" fac- 
tor, interviewers posed a question of 
choice to their respondents. "1f you 
heard conflicting accounts of the same 
news story on different stations -which 
of the stations would you believe ?" 

At present. Blair salesmen report "a 
very fine reception" for the qualitative 
type report by agency media and re- 
search people, according to Mr. Dorrell. 
"We have also printed the results of the 
survey in brochure forni for industry 
distribution," he reveals. 

"This is the sort of research we are 
hoping all leading stations will do," Mr. 
Dorrell says. "It is our intention to en- 
courage all of our stations to start con- 
ducting qualitative research of this na- 
ture. The important thing is to help 
better the understanding and knowledge 
of radio." 

the NUMBER ONE 

STATION 

AKJOIGY. 

IN THE SECOND 

LARGEST MARKET IN 

BOTH MINNESOTA AND 

WISCONSIN 

WEBC 
DULUTH SUPERIOR 

See your Hollingbery man 
In Minneapolis . . . 

See Bill Hurley 

CCA MEANS RESULTS 
\Ir. John R. Hemel. President of 
WHDL. Olean. New York, stated, in a 
recent letter to \Ir. John C. Gihnore, 
Vice President of 
Community Club 
Services Incorpo- 
rated, that C.C.A. 
"in our opinion 
commanded more 
interest, wider par- 
ticipation and 
greater results, than 
any promotion pre- 
viously run by 
WOOL.. 

it is a fine cam- 
paign. and one that 
takes a lot of time 
and hard work, but 
we feel it has all been justified by the 
results. We are most happy to have 
C.C.A. on \t'HDL and are especially 
indebted to you for your fine coopera. 
tion." 

John R. Hemel 

COMMUNITY CLUB 
AWARDS 
PENTHOUSE 

SUITE 

527 Madison Ave. 
New York 22. N. Y. 

Phone: PLaza 3 -2842 
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