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" 7 ' is NBC Radio’s. bnlhant néw program-
‘ . mlhg concept, that makes ; big-name talent
’ ® ° available toeven the most budge‘t-mmded

‘ ° advertiser. I.qu'ally spnnkled throggh-
. - out NBC Radnos weekly prograﬂlmmg
| A
I

are a seriés of five minute vighettes...
- fresh ®tintely enhertamment especnally
¢ - created for these

| L - STARDUST.

segments, and starring such _ghow.
e business greats*as Bob Hope, Marjene
. DietrichyDave Garroway, George Gobel,
. 7 @ i two dozedl in a}l*of Hollywood and
. L ¥ Broadway’s brightest narhes. In most
cases, arnangements can “be made to
‘ I & add” your Star’s personal touch to your

. tommercials. Altogether,

¢ - STARDUST

provides prestige, glamour, and mer-
chandising impact at a sensible low cost,
that ‘makes network radio today's most
efficient media buy.




MORE NATIONAL SPOTS

WERE SCHEDULED ON

...IN THE PAST 30-DAYS THAN ANY OTHER

LOUISVILLE RADIO STATION!
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PITTSBURGH

A
TERRIFIC
RATING
BOOST
IN

PITTSBURGH

KQV is climbifg steadily foward the top of the
rating ladder. Pulse shows KQV a solid third in
the morning and a strong second in the afternoon
—{ust cne percentage point away from second and
first.

Latest Hopper agrees, too.

Radic has changed in Pittsburgh, paced by the ex-
citing, dramatic new program format of KQV, now
delivering more homes per dollar than any other

station in the area.

Check yeneral manager Ralph Beaudin or your
Adam Young representative for availabilities . , .
ratings .. .the full story of the new sound in
Pittsburgh!

ADAM YOUNG INC.

NEW YORK ¢ CHICAGO « ST, LOUIS » ATLANTA « LOS ANGELES « SAN FRANCISCO « DETROIT
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Don MeNeill's Breakfast Clnb . . .
broadeast clock hour ¢oast ta coast . . . -
carried by over 91% of ABC stations . . .
gives you more inside coverage of the na-
tion's top 200 murkets than any other

radio pProgea.
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he checks out results like these:

v/ Kretchmer Wheat Germ {protein food supplement).
“Substantial sales increases ... month after month.”

v/ Perma Starch (laundry product}. “We expect (when
possible) to continue (Breakfast Club) for the next 5

years.”

Don McNeill rings up sales every minute
he's at work. Monday through Friday,
from 9to10a.m., Don, Fran “Aunt
[Fanny” Allison, comedian Sam Cowling
and singer Dick Noel lead millions of
happy marchers around the breakfast

v/ Admiral (transistor radios) . Mail replies: 11.473; morn- table . . . and down countless checkout

ing TV, 5,400. aisles in ABC Radio’s vast sales territory.

v Py-O-My (pie mix). “In our books, Don {s America's Join Don anr.l the gang . . . thev're ready

number-one salesman.” to start tallying new sales for your prod-
ucts, too.

v/ Sandran (floor covering).* A perfect complement to our
TV schedules . . . a strong personality salesman ‘who
gives our product claims believability.”

ABC RADIO NETWORK
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airwaves

Radio's Barometer
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$385,000,400 Local
(1958 Est.)
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(1998 Est.)

C S

&

e
-

D:Q b

Car Radios

(2

ey /
-~

Sets in Use

D¢ OO

U: §. RADIO e October 1958

Spot: When the Station Representatives Association estimates on national
spot revenue are compiled, in the opinion of Lawrence Wehb, SRA
managing director, the third-quarter figure for 1938 should be approxi-
mately as high as the third quarter of last year. That figure—lor July,
August and September 1957—st00d a1 $11,626,000.

Network: Forty-one advertisers are launching new campaigns on the
NBC Radio network during the last four months of 1958 which anrount
to more than. $F million in net revenue, according to Matthew J. Culligan,
executive vice president in charge of NBC Radio. The fgure represents
only campaigns with kick-off dates between September [, 1938, and
January 1, 1959, Mr. Culligan states.

CBS program sales totalled more than $4 million for the network’s fall
season, John Karol, vice president for network sales, aunounces. “Sizable
buvs” by R. ]J. Reynolds Tobacco Co., Oldsmobile and other leading
adveriisers are responsible for the surge, he reports (see Report from
Networks, p. T1).

Local: Nearly nine out of 10 stations are predicting a business mcrease
for the second half of 1958 compared with the sane period last vear,
according to the results of a navionwide survey by RAB. Of the stations
polled. 87 percent expect 10 record an increase in gross sales for the June
to December months. Stations in medium and large markets were more
optimistic, RAB reports, Those expecting increases accorcling to market
size are; 91.7 percent—medium, 90.9 percent—Ilarge, 83.2 percent—small.

Stations: Total stations on the air. both am and fm, increased again in
Sepiember—to 3,839, up 16 over August:

Commercial AM Commercial FI

Stations on the air 3,281 558
Applications pending 124 13
Under construction 95 86

Sets: Total radio set production including car radios for July, according
to Electronics Industries Association, was 621.541: for hist seven montlis,
5,582,834 sets. Total auto radio production for July was 186,379 sets;
total for seven months, 1,630,898, Total radio set sales for Julv excluding
auto was 488,493; for seven months, 3,452.833. I'ransistor sales for
July were 2,631,894 (dollar volume, $6,598,762); for seven months,
21,084,218 (dollar volume. 549,443,848). Fm set production lor July
otalled 11,816 (see Report on FA, p. 32).
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the Star stations

DENVER OMAHA

ALLDAY — JULY PULSE SOLID NO. 1

, * Kk Kk X Morning - Afternoon-Evening
17 County Area Pulse - July * * K *

More quarter-hour firsts than
any other station, 6 AM to 6 PM

* Morning - 3 Points out of 1st

« AFTERNOON - 1st PLACE

« Evening - 2nd Place
PR 2 B ;

HOOPER-July-Aug.-1st ALL DAY

¢ PULSE - June - Mon thru Sat

:“jﬁ'i‘g,',‘,’ 1st Place - 30.5 share
* * * %

*« HOOPER-June-July 43.5 share
Dominant First ALL DAY

See Avery-Knodel or Station
Manager James H. Schoonover

See Adoam Young or chat with
General Manager Chic Crabtree -

IF RESULTS ARE A MUST SO ARE . . .
% KOIL — Omaha
NATIONAL REFRESENTATIVE

the Star stations EEE e

DON W. BURDEN — President
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takes plenty of know-how

No matter how simple it looks, keeping atop a bongo board is no cinch. And keeping a
radio station at the top-spot in a major market is a hundred times more difficult. The many
complex elements which give radio its tremendous selling power are mostly local in nature.
To blend these elements into an overall program structure that can hold commanding
leadership in audience and in sales-influence, calls for great creative skill on the part of
station management. Yes, Local Radio Programming is a difficult, exacting job — but in
most areas at least one station operator has mastered it. In a substantial number of the
top 100 markets, that station is represented by

THIS NEW BOOK is helping advertisers
intensify sales results from Spot Radio
through clearer understanding of the
complex program elements that give cer-
fain stations their tremendous selling
power, Price $1 postpaid. Order from
John Blair & Company, 415 Madison Ave.
New York 17, N

JOHN BLAIR & COMPANY

Exciusive National Representative for:

New YorK......ocovwreee.. WABC Washington,.....eveeeeee Miami.c e venee. . WOQAM  San AntONio...oceeicnrnnsnens KAKI WheeTng Steubenville...... WWVA
Chicago....... .WLS Baltimore............ Kansas City.... .WHB Tampa-St. Petersburg.....WFLA  Tulsa...... -
Los Angeles........c...... KFWR  Dallas-Ft. Worth L 20W|0TL€36‘5--- ..Wé)SU Albany- Schenectady Troy R
Philadelphia.d........... WFIL ‘ KFJZ ortland, Ore.. -KGW (iR e
ey Minneapotis-St. Paul WDGY  Denver............. KTLN  emphis... e p——
BLIOIL.....coeriereiorisaens WXYZ Phoenix.. ... KOY Shrevepor

Boston WHDH Houston.........ocoveveeenne. KILT Norfolk - Poertsmouth- Omah wow Orland

-y L A 2= Sealtle-Tacoma ........... KING NeWpQI‘l News........WGH ma 3 ................... A Lo S

I Ll Providence- Fall River- Louisville......ccooomer... Jacksonville...........e.s WJAX Binghamton.

Pl“SbUth... o WWSW New Bedford...........WPRO Indianapolis... z Nashville... ... WSM 5[] T——

St Lotis...iveeiviniaannn.. KXOK  Cincinnati.......corrmiiere WCPO  COlUMbBUS...cvvcrnsiarnne KNOXVillBurrerrecvrrrcerrarenncer WNOX Bismarck......
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soundings L I

Spot News Sponsorships
Growing, Blair's McCoy Notes

Timebuyer Radio Listening,
Editorializing Studied by RAR

Advertisers Make Use

Of Four Networks Simultaneously

Newspaper Expands Logs
On Radio Program News

MBS Managemant Team
Remains Intact

Radio Forces Oppose
AT&T Plan for Rate Hike

New Radio Advertiser, C.I.T..
Has Big Results With Drive

U.S RADIMD o October 1938

A greater variety of advertisers show interest in spot news sponsorships
this year, according to Blair's executive vice president, At McCoy, He
indicates that some of the long-standing news clients pulled in their horns
during the economic downturn making way [or new advertisers who had
never been able to get a news buy hefore. Mr. McCoy alvo notes a trend
this year towards shorter spot announcements (under a minute) bought
with more [requency.

Timebuyers do listen to the radio, says RADB, which clanns it has just
completed the first survey ever made on the subject. 'Fhe group as a
whole, according to the study, listens an average of two hours and 19
minutes daily. Slightly more than half (50.1 percent) listen before 9 a.m,,
and almost half (48.8 percent) tune in alter 3 p.m. In another study,
RAD reveals that 26.2 percent of the stations polled now editorialize on
a regular basis and that 63 percent of these started this vear or last.

Increasing use of all four networks simultaneously is being noted in radio
circles. Outstanding exmnples are the Pepsi-Cola Co. (see Timme Buys,
p- 10) and Ex-Lax. The soft drink firm has launched a !4-week cycle
and the laxaiive company has been on ali networks since the beginning
of the year, principally in the soap operis.

The Buffalo Evening News is launching a weekend section which will
encompass both radio and television program news. The 16-page tabloid,
called Tv-Radio Topics, will cover more than 30 radio ang tv stations
i western New York, Pennsylvania and Ontario areas.

The nianagement team operating MBS hefore the network’s sale to Hal
Roach Swudios Inc., of Hollywood, a division of the Scranton Corp., will
remain intact for the ume being. While making this announcement,
Armand Hanmier, outgoing chairman and president. said that he will
continue as director and consultant and that Blair Walliser, who was
administrative vice preident, becomes executive vice president and general
manager. Mr. Hammer gave credit to the group for the upsurge in num-
ber of afhliates since it took over in August 1957—350 to 446, and for the
“return of many blue-chip clients” to MBS,

Opposition jx brewing by radio forces to a rate increase proposal on news
teletype facilities by Western Union and AT&T because it would affect
radio news coverage. Such an increase, NADB 1old the FCC, “might cause
many small radio stations to eliminate or cyrtail their news services.”

A new radio advertiser has had telling resulés. Universal C.1.T. Credit
Corp., which last spring and early summer ran four weekends of 69 an-
nouncements each on NBC Radio’s Monitor, found these results after
the campaign: Familiarity with the company by Mowitor listeners vose

126 percent and those able to fcdentify the firm's ad slogans increased 214
percent.







| famous on the local scene ...
yet known throughout the nation

More than any other institution, the local school
establishes the integrity of its community. Because of
this important contribution, it is recognized
throughout the land as a symbol of the principles

of an enlightened society . . . Storer Broadcasting,
too, has become known nationally for integrity.
Individual Storer stations’ close community

alliance and loyalty to the principles of
responsible broaacasting have created this
corporate image. And
sales results show
that a Storer Station
is a Local Station.

‘-Sto‘re_r‘ Broadcasting Comparny

—_—
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fime buys

American Home Foods Division of
American Home Products Corp.
Agency: Geyer ddvertising Ihic., New
York
Product: BURNETT'S VANILLA
A spot drive in about 30 markets
started in mid-Sepuember and s ex-
pected to run for 13 weeks. T'he pro-
motion is taking place in markets
“easi ol Chicago and north of the
Mason Dixon hine.” Ed Richardsen
is the timebyyer.

American Molasses Co.
Agency: Kastor, Hilton. Chesley
Chifford Inc., New York
Product: GRANDILA'S MOLASSES
A saturation radio  conpaign in
about 25 markets and as many sta-
tions strted the end of Seprember
thioughont the sonthern and New
Englang states. 1c i scheduled 10
run until the fira week of June. Jack
Peers is the timebuver.

Bakers Franchise Corp.
Agency: Enmil Mogul Co., New York
Prodduct: LI'TE DIET BREAD
More than 150 radio stations in
120 markers are being used in a canr-
paign that was ro start October &
and run through the end of the year.
Between 15 and 30 one-minute and
halE-minute connmercials a week will
be used. More radio is being planned
for Januare, Lyun Diamongd i ihe
timebuyer.

Boyle-Midway Division of

American Home Products Corp.

Agency: Geyer Advertising Ine., New

York

Product: GRIFFIN SIHOF POLISH
A campaign that started in mid-

September in 30 prinmril}r southern

markets will run {rom seven ro 11

weeks. Ed Richardson is 1the time-

buyer.

Campbell Soup Co.
Agency: BBNO, New York

A spot and network drive that
started in September will run for 26
weeks. The spot portion will cover
50 markets on a multistation line-up
runing 25 to 50 spots a week. The

10

network part began on CBS Radio
the end of Septemnber utilizing day-
time prograps. Hal Davis is the
timebuver.

Chap Stick Co.

Ageneyr Lawrvence C. Gumbinner
Advertistng Inc., New York
The makers ol this lip balm start
their winter cinupaign  this month
using spor and network radio. The
spot portion starts in mid-October in
about 50 markews comprising up to
90 stations. The network portion in-
¢ lades a threc«day-a-week sponsorship
ol Morgin Beatty's News of the
World on NBC Radio, beginning
October 81, Anita Wasserman is the
timebuyer,

Contadina Foods

Agenav: Conmenglane & Valsh Ine..
San Frandasco

For the Tourth consecutive year,
the maker ol this tonuio pase i
placing the balk of its advertising in
radio. The new spot campaign started
sepiember 29 in 12 bhasic marketing
areas including 27 major cities. e
will run lor cight weeks consisting
ol over 11000 conmmercials. Fre-
quency wilk run as high as 180 ser
weck in certain cities.  Jerry Gilley,
assistan medip divector, is handling
the buying,

E. & ). Gallo Winery

Agency: Doyle Dane Bernbach inc,
New Yok

An extensive spot campaignh oy
Negro stations is ready 10 begin in
10 markets on as many stations awross
the country. Starting dates vary from
market to market. The campaig is
set to run until two weeks belore
Chrisunas.  Jerry Sachs is ihe time-
huyer.

Cold Medal Candy Corp.

Agency: Emil Mogul Co., New York

Product: COCILANA WILD
CHERRY COUGH NIPS

A six-month radio drive is to start
October 18 in northeastern i kets.
Joyce Peters is the timebuyer.

Harrison Home Products
Agency: Vietor & Richards Ine., New
¥ork

Product: ADDINTOR

‘This pocker adcding maghine has
pricked up its fall radio activity alter
haviug taken a break since last April.
Markets are Duhith, Fort Wayne,
Pittshurgh el DBoston. Minutes are
being used. Lacile Widener is the
timebuver.

Mother's Cake & Cookie Co.,
QOakland, Calif.

Agency: Guild, Bascom & Bonfigli,
San Francisco

A heavy diree-niarket cmn]mign O
13 stations is under way and will run
for 13 weeks. Tn Los Angeles, 478
spots will be ysed on KNX, KMPC,
KH] and KPOL: in San Francisco,
165 spots will be heard on KSFO,
KNBC, KFRC and KCBS, and in
Phoeomx, <130 spots will be spread
over KOOL, KPHO, KOY, KRUX
and KTAR. The campaign was to
start September 29 in Ihoeuix and
was launched September 15 in the
other 1wo cives. Peg Harris is tlre
media buyer.

National Carbon Co. Division of
Union Carbide Corp.
Agency: Willian Iisty Co., New York
Product: PRESTONE ANTL-
FREEZL

A “winder chiangeaver” campaign
is under way in more than 100 mar-
kets using a nulti-station lneup in
most cases. 1y will run [or five weeks.
Dick Olsen is the i1imebuyer.

Notfham Warren Carp.

Agency: Doyle Dane Berubach Inc,
New York

Prodtucy QDORONO

A campaign just began for this
deodorant in Los Angeles, Chicago,
Philadelphia and New York. It is
set to run for 13 weeks. Jerry Sachs
is the timehyyer.

{Cont'don p. J.zj
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Business
Special

Local News, World News,

News, Farm News, ¢
Events,Sports, |
Weather

.

FILED UNDER “N”

NEWS, all of it. Crop prices and hurricane re-
ports. A downtown holdup and an eighty-yard
runback. From the blaze of a local fire to sud-
den revolt in the Mideast, listeners hear more
news—and better news—on the 14 stations rep-
resented by CBS Radio Spot Sales. More, be-
cause we carry more programs, Better, because
in addition to our roster of distinguished local
news personalities, we offer the unparalleled
coverage of the CBS Radic Network. A recent
study shows that as aresult of our authoritative
News programs, listeners believe more in our
sponsors. If you have a product to sell, sell it
with the authority of stations represented by...

CBS RADIO SPOT SALES

Representing: WCBS New York WBBM Chicago KNX Los Angeles
WCAU Philadelphia wCCO Minneapolis-St. Paul WTOP washingtén
KMOX 5t. Louls KCBS San Fran¢isco WBY Gharlotte, WRYA RTchmond




time buys

(Cont'd from p. 10]

Pepsi-Cola Co.
Ageney: Kenyon & Eckhardl Ince,
New York

Tu an exclusive allnewwork radio
campaign that will reportedly cost
about $300,000, this ~oft drink firnn
is tving 1ts long-time bords with
vadio even tighter. The promotion
will run for I sweeks through Christ-
mas, having stavted September 17,
ABC, CBS, MBS and NBC will con-
bine to air 198 million commercial
minutes cncompassing about 1,100
afliliates. Participations on Monitor
will highlight the NBC buy: enter-
tiinment and drama shows will be
used on CBS, and newscasts will be
emploved on ABC and MBS, Bottlers
arg alvo being urged to buy addition.
al radio locallyv. Harold Sieber is the
media buver.

Peter Paul Inc.
Agency: Dancer- Fitzgerald - Sample
Inc.. New York

A nmational campaign that iy set o
run for 14 weeks on MBS wis 10
start October 5. The candv manulic-
turer has bought 10 weckly partici-
pations in and around news shows
on the network. Jim Kearns is the
timebuver,

Pierce’s Proprietaries Inc.
Ageuey: Eniil Mogul Co.. New York
Product: DR. PIERCE'S GOLDEN
MEDICAL DISCOVERY
An extensive national spot radio
campaign with an October start is
being readied. Joyce Peters is 1he
timebuvyer.

Q-Tips Inc.
Agency: Lawrence C. Gumbinner
Advertising Inc., New York
A two-pronged spot and network
drive has been launched for this cat-
fon swab product. The network buv
is an expansion of the firnt’s network
use which started last April. It in-
cludes heavy [requercy in the Berf
Parks Show, Margan Beatty’s News
of the World and a number of day-
time drama programs, all on NEC
Radio. The spot drive, which hegan
September 15 and coincides with the
newwork start, will run for 13 weeks
in 12 markets on 25 stations. Anita
Wasserman is the timebuyer.

12

Ralston Purina Corp.
Agenev: Gnild. Bascom > Bonfiglt.
San Franceisco
Products: RY-KRISIE, INSTANTY
RALSTON, WHEAN
AND RICE CHEX
More than S730,000 will be spent
in radio [or 1938 to 1939, an increase
ol 15 perecent over 1957 to 1958, The
vear's drive was to begin October |
Spot is being used in 30 markets and
stations across the coomury. Ry-Krisp
and Instant Ralston will dowinate
the drive, witly Wheat Chex inal Rice
Chex being promoted by vadio in
markets where there is no tv cover-
age. Rod Maclaonald. vice presidenrt
and director of medin, is handling
the buying.

Ralston Purina Corp.
Ageney: Gnild, Bascom & Bonfigh,
San Franeisco

Product: CORN CHEN

Heavy radio is being used in test
markets for the introduction of the
company’s new cercit. The 13-week
saturation «rive will 1ake place iw
Wichita, Spokane, Columbus, O.,
aud Denver. [n Deaver, 897 spots
will be vsed with frequency running
as high as 69 a week at certain times:
in Cohmibus, 637 announcements
will be heard with as many as 49 n
sonie weeks, The same schednles witl
prevail for Wichita and Spokine:
240 spots with freqquency as ligh as
24 a week., Rl MacDonald, vice
president and director of media, js
handling the buying.

Rayce Manufacturing Co.
Agency: Emil Mogul Co., New York
\ four-month record campaign is
under way, having starled last month.
About 70 markets, using 77 radio
stations across the country, will carry
2,100 minute commercials. Lynn
Diamond is the limebuyer.

Ronzoni Macarsni Co.
Agency: Emil Mogul Co., New York
A drive started the end of Septem:
ber and will run through December
on 10 radio stations in New York,
Philadelphia, Boston, New Haven
and New Britain. Chiefly 60’s and
20’s are being used on news shows.
In addition, the firm has bought
Italian- and Spanish-language shows

i New York. Jovee Peters Is the
mebuver.

Sinclair Refining Co.
Ageney: Movey, Hamm & Warmick
Inc.. New York

Roundiug out its 1958 schedales—
all i radio is baought on a yearly
basis—the Arm has made a sphuoge
m fm. With mid-September starting
dates, Sinclair has bought the 11sta-
tion upstate New York fim network
which aviginates at WOQXR-FM News
York, Also, three fin stations in Chi-
cago have been honghe: WRBBMFN,
WEMT and WFEFMF, These cam-
]mign.s- awill wn 1]11‘()1|g]l December,
William Wernicke, vice president in
¢harge of radiotv, and Kay Shaua-
lian, timebuyer, handle the buying.

Sterling Silversmiths Guild of America
Agency: Faller & Smith & Ross Ine.,
New York

A 10-week campaign that starts
October and is expected to end in
December is under way on 22 sta-
tions in as many markets across the
country. Ninutes andd 10%s are be-
ing usedd. Bernard Risnussen is the
timebuyer.

Texas Co.
Agency: Canninghant & Walsh Iies,
New York
Product: P. T. ANTI-FREEZE, GAS
AND OIL
A coast-to-coast  four-week cam-
paign has been launched with vary-
ing starting dates in about 100 mar-
kets. About half ol the drive will be
devoted to P. T. Antifreeze. The
cainpaign began in some markets on
September 18; it will siart in others
as late as mnid-November, depending
on local climates. Jerry Sprague is
Texaca broadcast supervisor atd
Jack Bray is the timebuyer.

White House Co.
Agency: Fictor & Richaxds Iie., New
York

Piraduct: 50 SHOW TUNLES

A new drive has started for this
mail order record firm. Initial mar
kets are Charlotte, Cleveland, Provix
dence, Hartford and San Francisco.
Lucille Widener is the timebuyer.
The company buys 15.minute pro-
grams lollowing news shows.

U. S. RADIO" » October 1958




-
/

[’
a .

_— -

"™The Voice: of St. Louis™ scores consistently with diversified pro-
gramming, never relegdted to a background accompaniment role.

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

" More of.them listen, too. The Cumulative Pulse of December, 1957

"7 shows KMOX Radio delivers more different homes’ dally and weekly

¢ than any other St. Louis station. Commercual messages reach more
people in a climate of ‘authority -and believability.

If you want to increase your- sales score i+ St. Louis;"choose
. frst team, KMOX 'Radio.

Reprezsented by

CBS RADID
SPQT SALES

50,00Q Watts

R ADIO

'. “THE VOICE OF ST, LOUIS"

i
3 )
’.



Bartell Family Radio is
an exciting package, en-
thusiastically accepted by
the American consumer
market. The product has
wide appeal, containing a
tempting basic ingredient:
Family Fun. This consists
in part of copyright featur-
ettes, companionable music,
imaginative news reporting
—all presented with warm,
friendly professionalismi.
No “formula radio” here!—
but programing continu-
ously researched toward
maximum response, best
results.

Each advertising message
carries the prestige of more
than a decade of radio
leadership; reaches more
buyers at lower cost.

BRARTELL *

FAMILY Kya | i

T wude] [we |
J =

COAST TO COAST

AMERICA'S FIRST RADIO FAMILY SERVING 15 MILLION BUYERS
Sold Nationally by ADAM YOUNG INC,

U.S. RADIO  October 1958 J
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Rep. Roosevelt Questions
FCC Programming Rule

Oversight Prabe Continues
During Part of Adjournment

Fm Multiplex Expansion
Considered by FCC

The Campaign Dollar:
Where Should It Come
From? . . .

. .. House and Senate Search
Out Campaign Solutions

U. §. RADIO e October 1958

A plan to give the FCC specific authority 10 pass on the acceptability of
radio siation programming will be written into legislation in the next
session ol Congress by Representative James Roosevelt (D-Calily. In
answer to a recent query from the California Luwmker on the FCC's pro-
gramning policies, FCC Chairman Jolin Doerfer replied ihat the FCC
has no jurisdiction over a station’s program fare and no authority to tell
a station owner what he should or should not program. The answer
did not satisfy Representative Roosevelt who holds that the FCC should
have wore direct instruction from Congress on radio programming [ave.

Despite the proximity of the November elections, inembers of the House
Legislative Oversight Subcommittee continued their investigation of regu-
latory agencies in the list two weeks of September, but reserved this
month for electioneering. The subcommittee will resume its probe in
November when the FCC is expected to be re-called on the carpet.
Charges of outside pressures and industry “pay-offs” seem destined to
dominate the hearings. These were among the alleged evils many Code-
of-Ethics bills introduced in the 85th Congress were intended to correct,
All such bills died with congressional adjournment.

The advisability of expanding fm multiplexing to include a wider range
of services is under considerarion at the FCC. Deadline for filing com-
ments on the proposal was October 2. The FCC was prompted to take
a fresh look at the comunercial uses of fin multiplexing by applications for
such new services as wraffic light control and stock market reporis. Certain
fm interests would like the FCC to remove all restrictions on the types
of subsidiary conununications an fm station can furnish. Still other fm
broadcasters favor Hmitation of subsidiary services. As the rules now stand,
only certain functional fm opcerations such as specialized programming of
music, news and weather infoermation are authorized by the FCC.

A thorny issue in politics and one 1 which broadcasting has a financial
stake is back in the limelight again as it is in all election years. Campaign
expenditures are vexing incumbent lawmakers running for ve-election as
well as their less experienced cohorts whe are just luunching their
political careers. In this electronic age, a sizable portion of a man’s cam-
paign dollar is spent on broadcast time., In addition to persuading his
constituents that he’s the man to hll that opening on Capitol Hill, the
woulkd-be congressinan or senator on an ever increasing scale finds himselt
doubling in brass as a fund-raiser and timebuyer.

One solution advanced by Senator Richard Neuberger (D-Ove)) is for the
government to underwrite all campaign costs. To support his proposal
to free candidates of their fund-raising chores, Senator Neuberger plans
to introduce a bill along these lines in the upcoming Congress—the same
piece of legislation he authored in the 84th Congress. Meanwhile, just
before the 85th Congress adjourned, Represengative Sam Rayburn (D-

15




| WASHINGTON [Cont'd.}

Tex.), Speaker of the House, named
a five-man committee to look into
where campaign dollars go this No-
vember.

VOD Changes Mades I
One Winner Instead of Four '
In 1939, there will be one winner
of the Voice of Democracy contest
rather than four co-equal winners as
has been the case in the past. The
VOD competition, promoted heavily
by the radio industry and sponsored
by the National Association of Broad-
casters and Electronies Industries As.
sociation, holds a $1,500 scholarship
award for the winner next year. Sub-
ject of the contest—an essay entitled
“1 Speak for Dempcracy”—remains
the same.

FRIE!EDOM

11 g

HOURS
A DAY

New Radio News Service
Questions AT&T Rates
Several Washington staffers of the
merged INS, who got together after
tlrat wire service merged with UP
last June, have formed a Washington
news gathering agency for radio stas
tions called News Associates. Three
months after its inception, the news
group launched a campaign o get
redhiced press broadeast rates on fong
distance calls from AT&T. The new
organization has advised the. FCC
that it feels it is not cricket for a
telegram press rate o be enjoyed by ®

printed media when no such conces-
sion is granted for oral news reports
by telephone. We&twm M'[ ’ °:‘ aM"A

MUSIC and NEWS

The only radio station
between Detroit and

Chicago to offer this

KBIG is welcome relief.
Listeners really enjoy

its melodic popular music of
today and yesterday, plus
award-winning news.

This refreshing sound captures
a convincible audience. ..

91% adulls (Pulse, Inc.) In 234
Southern California market
areas, Your sales message gets
more attention from mature
listeners with the ability to buy,
KBIG is profilable radio
coverage ... at a cost
averaging 71% less than
competitive stations. i

around-the~clock service

Congressional Interest
Mounts in Spectrum Study
A conviction that a study ol the usey
of the radio spectrum is a must-do-
and-soon project is mounting in con-
gressional circles. A resolution call-
ing for such a study and written by
Scnator Charles Potter  (R-Mich.)
passed the Senate in the last session.
It later died in the House after it was

) drastically amended at the suggestion
' of President Eisenhower. But the
| ultimate prospects of a spectrum

Radio Catalina for all
Southern California
740 ke . . . 10,000 watts |

study were not buried with the Pot-
ter legislation. Representative Oren
Harris (DD-Ark.), Legislative Over-
sight Subcommittee chairman as welt
| as chairman of the purent House

JOHN POOLE
BROADCASTING CO.,INC.

6540 Sunset Bivd.,
Los Angeles 28, Catl,
HONywood:3-3205

National Representative: WEED & €0.

16

San Diego

Commerce Committee, already has
cxpressed the opinion that a joint
congressional committee should take
a long look at the spectrum issue in
the 86th Congress.
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il %a THESE BLUE CHIPS USE MUTUAL

AMERICAN HOME
PRODUCTS

BELL TELEPHONE
BENRUS WATCH CO;
BRISTOL-MYERS CO.
BUFFERIN
CARTER PROD, INC.
CHRYSLER CORP.
COCA COLA, INC.
COLGATE-
PALMOLIVE CO.
COLGATE TOOTHPASTE
COLGATE MEN'S LINE
BRISK TOOTHPASTE
EX-LAX, INC.
GENERAL ELECTRIC
GENERAL FOODS
CALUMET - JELLO
GENERAL MOTORS

PonTIAC © GMC TRUCKS

MUYUAL BROADCASTING SYSTEM, INC.

HEINZ FOODS
LEVER BROS.

LIGGETT & MYERS
L & M CIGARETTES

LIPTON TEA
P. LORILLARD CO.
L.P. GAS COUNCIL

NATIONAL DAIRY
KRAFT FOODS

PEPSI-COLA
PETER PAUL, INC.

PHARMACEUTICALS,
INC.

PHILCO CORP
QUAKER STATE OIL

R. J. REYNOLDS
CAMELS * WINSTON

STERLING DRUG CO.
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Mutual is the choice because
Mutual gets the choice listening
audience—the buyers in the fam-
ily. Why? Because Mutual is the
one network whose stations offer
community-integrated program-
ming — programming of local
interest for local audiences —
while delivering national news,
special events and sportsfeatures
that only top network program-
ming can provide. For big results,
at the lowest cost-per-thousand
of any major medium, pick the
big netiwork—Mutual.

1440 BROADWAY, NEW YORK 18, N. Y.
TRIBUNE TOWER, CHICAGO, ILL.
1313 N. VINE, HOLLYWO0OO 28, CAL.

BROADCASTING
SYSTEM

MPPPPPRRRRRE |
% Success Story ED

% Small advertisers are smart buy- %
# ers, too. Example: 3 years ago, 3

J employees and a $12,000 budget.
Today, 100 employees and a
business that has increased a
hundred-fold. Still on Mutual
exclusively . .. and still growing.

% Top Coverage
Verified clearance is assured by
Mutual’s own contract with affil-
1ates which gives MBS advertis-
ers up to 365" stations out of
400 per News program.

"For verification, see Nielsen, June
11, 1958 or current report.
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They're not just radio Tisteners—they’re cus-
tomers. To them, the HPL Director’s praduct
approval is a personal, positive recommenda-
tion to buy. In 11 of the nation’s biggest mar

kets, a half million families hear it, believe it
and act on it every day. No program has a
more responsive audience.

The Housewives' Protective League does
just what its name suggests: it protects the
housewife, sponsoring only those products
which measure up to the highest consumer

standards. Your product is virtually sold on
ourword. Then HPL, in partnership with the
food distributors, lends powerful sales and
merchandising support to your canipaign.

This is how HPL has been serving the can-
ning industry for 24 years. Now, “‘September
1s Canned Foods Month'* and HPL promo-
tion 1s again lifting tops . « . off cans and sales

records. THE,

HOUSEWIVES’
PROTECTIVE
BAG UL srasepei

“The Program That Sponsors the Product’

HPL DIRECTORS: CRAIG HARRISON, KCBS, San Frantisco; GRANT WILLIAMS, KMOYX,
St. Louis; PHILIP NORMAN, KNX, Los Angeles; GRANT WILLIAMS, KSL, Salt Lake City;
LEWIS MARTIN, WRVA, Richmond; JOHN TRENT, WCAU, Philadelphla; GALEN DRAKE,
WCBS, New York; ALLEN GRAY, WCCO, Minneapolis-St. Paul; MORGAN BAKER, WEEI,
Boston; PAUL GIBSON, WEBM, Chicago; MARK EVANS, WTOP, washingtom D. C.
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It’s Simply
a Matter of Dollars!

If you added together all the money
spent last year by all the people in
Cincinnati, New Orleans, and Charlotte,
N. C., you would just about reach the
whopping total of $2.5 billion spent by
people covered by WOWO, the 37th
Radio Market.

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

WOWO :iissaiie
3I7th U.S. Radio Market*®
FORT WAYNE, IND. Represented by PGW

Q@@ WESTINGHOUSE BROADCASTING COMPANY, ING:
*Broadcasting, December 16, 1957
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A man who is always busy for radio
—John Ford Meagher—is especially
active this month as he travels across
the conuury to participate in the an-
nual {all conferences ol the Nation:il
Association of Broadcasters.

Mi. Meagher, NAB's vice presi
dent fer radio, has held his present
post since it was created in June
1934, but has been committed 1o the
sound mwedinm for inost of his adult
life.

As a young man, fresh out of Notre
Dame, Mr. Meagher started ont as a
salesman in the cement business.
Shortly therealter in 1938—deciding
to sell in a inore ethereal vein—he
and a few adventurous friends
launched KYS)I in Mankato, Min.
He headed up station sales for the
outlet in his hometown until he
moved to his NAB position.

The grassroots background ac-
quired by Mr. Mcagher at KYSM has
stood him in good stead as he directs
NAB radio operations for its 1,785-
member am and fm stations. There
is not a facet of a station’s operation
with which he is not familiar, and
because of his first-hand knowledge
of the problems of the local hroad-
caster NAD members know they can
depend on his advice.

During his tenure ai KYSM, Mr.
Meagher's own desire to get on a
first-name basis with this new busi-

THIS MONTH:

JOHN F, MEAGHER

Vice President For Radic
National Association of Broadecasters

'Executive on the Go

For the Radio Industry

ness of which he had become a part,
prompted him to join NAB. He felt
then—and feels even niore strongly
now—that NADB membership is im-
portant fo progressive radio station
dnanagement.

One of the most recent aides 1o be
produced at NABR on behalf of its
radio menibers is a new promotion
film entitled “Hear and Now.” Prints
of the film, which had its premiere
at the first of NAB's fall regiona]
meetings last month, are available
to NABL members for showing in
their own commuidries.

Before his staff affiliation with
NAB, Mr. Meagher was active on a
mumber of the association’s commii-
tees prior to his election to the board
of directors. He served as a member
of the board for two consecutive two
year terms—the maximum time als
lowed by the association’s by-laws.

Also a strong supporter of state
hroadcaster associations, Mr. Meagh-
er was instrumental in the forma-
tion of the Minnesota group and
served as its first president in 1949.

Mr. Meagher is married to the -
former Eleanor Ackerman. They
have two children: Anne, now Mrs.
Robert Adams, who lives in Wash-
ington with her husband and two
youngsters, and “Jake,” a Notre
Dame graduate who is now a candi-
date [or his PhD at Princeton. ¢ ¢ o
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You should be! Adults are the nation’s big-
zest customers. And in Boston radio you
ind the greatest concentration of adults
on WEEI . . . 38 per cent more than tune to
Station B, 53 per cent more than Station C,
and 268 per cent more than Station D."
}Moreover, these listeners pay greater

attention to WEEI and believe more in your
commercials” You're not just talking when
you're on WEEI; you’re selling!

WEEI RADIO

REPRESENTED BY CBS RADIO SPOT SALES
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. MARKET?
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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 Bidg. 335 Merchandise Mart 406 W, Seventh Sty Russ Building
Murray 8.5667 Riverside 7.2398 Edison 6-3349 Yukon 2-9188

Pioneer Station Representatives Since 1932



Reach or frequency — or both-is a media question that can
make big differences in sales results. But there is a way, with

Spot Radio, to get the best combination for your advertising.

The R Cslonels hove the Answers...

Your sales objectives can be accomplished by the best strat-
egy for each individual market. There’s no need to com-
promise with one plan. Let us consult with you in developing
a thorough market\-by-market campaign.

THE CALL LETTERS Midwest
OF THE WHO—Des Moines .
wOC—Davenport
SALES GETTERS WDZ — Decatur
WDSM—Duluth-Superior . .
West WDAY—Fargo [
WOWO—Fort Wayne . . . . X EaSt
KBOI—Boise . . .., .. .. 5,000 WIRE —Indianapolis aly & 2 WBZ+WBZA-Boston and
KGMB-KHBC—Honolulu-Hilo 5,000  KMBC-KFRM—Kansas City 5,000 Soringfield 51,000
KEX—Portland 50,000 WISC.~Madison, Wis. . . 1,000 WGR—Buffalo 5,000
KIRO—Seattle . . . . . 50,000 WMBD—Peoria . . .. . .. 5,000 KYW=Cleveland . . . . 50,000

WOODWARD, mc.

WJIM~Lansing 250
KDKA—Pittsburgh . . . . 50,000
D ] O Southeast
Southwest
WCSC—Charleston, $. C. 5,000
KFDM—Beaumont . . . 5,000 WIST—Charlotte .. . 5000
KRYS—Corpus Christi. . 1,000 WIS—Columbia, S.C. . . 5,000
WBAP — Fort Worth-Dallas 50,000 WSVA—Harrisonburg, Va. 5,000
KTRH—Houston . . . . 50,000 WPTF —Raleigh-Durham . 50.000
KENS —San Antonio . . . 50,000 WDBJ—Roanoke . . . . 5,000




LEADERS
WRBL =»

w R B I. == GELEBRATING 30 YEARS OF SERVICE
TOPS DAY OR NIGHT—MONTHLY, WEEKLY,
DAILY—NCS #:2

w R B I. . F M = 12 CONTINUOUS YEARS:

STEREOPHONIC PROGRAMS ONE YEAR SPONSORED
COLUMBUS

GEORGIA

METROPOLITAN AREA NET EFFECTIVE
BUYING POWER

$409,854,000.00

SOURCE: SM-1958 SURVEY Of BUYING POWER

/£

tdth

{ IN THE NATION

PER FAMILY
INCOME
r 87,562.00

AM 1420
FM 933
CALL THE HOLLINGBERY CO.

24

LETTERS TO

in High Gear

It was an exceltent article on Rootes”
use of radio. (see Hillman'’s Weekend
Drive, v. s. rablo, Septanber 1958).
Everyone here liked it enormously,

Dovid B. Willioms
President

Erwin, Wasey, Ruthraoff & Ryanm Inc.
New York

Research Role

We (hink so highly of the rescarch
story in the Septeinber issue (New Role
for Radio Research) that we took the
liberty of wiring our CBS Radio Spot
Sales representatives. Cougriatulations on
another fine issne, and incidentally,
happy first anniversary to u. s. ranio.

Ned Burgess
Promation Manager

WBT Charlotte, N. C.

Many Requests

Please furnish us two additional tear-
sheets of the arvcle, Hadio Formats:
IVhat 1s Radio? (May 1958). You sent us
several copies of this issue, but there
have been many requests for them and
our file is now depleted,

Avrilla S, PhiIJip.s
Liller, Necl, Battle &

Lindsey Advertising
Atlanta

A Friend Indeed

People who leud or lose copies of
u. s. Ramo and then beg for reprints are
probably as popular as a [ctlow wearing
a «acron suit at the Couon Carnival. I
need three copies of Banking on Radio
(Febrnary 1958) and three copies of
Tiny Key to Tamorrow’s Radio (June
1958). One of the latter will go o the
radio department at the Arkansas State
Coullege in Jonesboro.

I'm looking forward to the time when
U, s, RADIO arrives every week,

Ted Rand
General Manager
KDRS Paragould, Ark:

Homework

So that 1 may read your magazine
thoroughly, I would apprcciaie having
U. s. RADIO sent lo my home at the fol-
lowing address. . . . Currently, it is com-
ing to my business office, and I just don't
have time during the day to read it.

David H. Steinle
Station Manager
KBUR Burlington, la.
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THE EDITOR

Iiistead of sending U. S. RADIO t0 my
office address, wiil you kindly arrange
to have it sent o my homne address.

George Balterman

Asst. Adv. Coord. for budgeis
Schenley Industries Inc.

New York

For Cljents

I wonld appreciate your sending to
me as soon as possible the reprint of
vour fine artide, Teenagers Are Radio’s
Simall Fry (July 1938). I believe that
this is one of the best articles that [
have seen for some time combating this
point that is often brought up, and [
would appreciate having this jo send
out 1o some of our clients.

Bob Hoth

V. P. and General Manager
KAKC Tulsa, Okla.

We were most interested in receiving
recently a reprint of your article entitled
“This is Radio!” (Teenagers Are Ra-
die’s Small Fry) taken from your July
1958 issue,

The article points out that teenagers
are radio’s small fry as aresult of Nielsen
listening data.

We would be most inierested in order-
ing 100 of these reprints.

George A. Brown
Production Manager

CFAC Alberta

Barter Buying

We are trying to get some information
on the status of barter buying in radio
and tv. T am under the impression that
there have been articles written on this
subject, but in looking through our files
of your inagazine I have not been able
to run across any references 1o bartering.

Would you be kind enough to send
any reprints or other information you
may have that has any relation 1o bar-
tering for time in radio or television?

Henry C. Hart Jr.
Director Radio-Tv

Noyes & Co.
Providence, R. |,

I had not seen u. s. rap1o since taking
over this station. The June issue was
full of sound ideas and I'd like to sulx
scribe.

In particular, I'd like several copies of
that month’s “This Is Radio” (Tetley
Leaves It to Radio). This, it would seem.
would be of value to our staff as well
as my partner and me.

Richard B. Boker
Erecutive Viece President
WMET Miami Beach
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TAKE A CLOSE LOOK AT

5N

WKI.O

I.OUISVII.I.E

Programs
and People
That Produce

When you find that happy combination
of a station with top ratings and

thoroughly documented proof of sales

effectiveness—you’ve found WEKLO

in Louisville, Kentucky and you are

going to make some money for your

client when you place your advertising
on this station.

It takes people to sell people. WEKLO
personalities deliver the advertiser’s
commereial with convietion, believability
and personal persuasion. These are
people talking with people . . . not
voices speaking at people.

It takes people to sell people—and
we’ve got the right ones in front
of the microphones and more than any
other station in Louisville at
the receivers.

SOLD NATIONALLY BY:

robert e. eastman & co., inc.
NEW YORK, CHICAGO, SAN FRANCISCO
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FOR SHARP TIME BUYERS'

HOUSTON, TEXAS « 50,000 WATTS ¢« 740 KILOCYCLES

Donracantad Mationall by OCTEDC ODICEIN WOADWADD 1o *Sag ANV Aroa Suruvoi
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iIs Spot Breaching

Non=-Driving Hours?

Radio-land would not be far

from Utopia, representatives

have been heard to remark
il advertisers could be induted to
distribute their buys evenly through-
out the day.

While this happy condition is far
fromr a realitv today, several vepre-
sentatives believe tirat natioial ad-
vertisers are at long last beginning
to awaken to the value ol purchasing

At present it is just a rumble, but

representatives agree bulk buys beyond

traffic times have started and may non-traffic times.  While o repre-
sentative interviewed cliini to have
resound thrcughout the industry shortly been “snowed wunder” with night-

time and middle-of-thedax orders,
the consensus is that advertisers and
agencies are more receptive than ever
to sales pitches for noun-driving
hours — daviime, nighttime and
weekend.

Fven more to the point, there is
growing evidence that clients par-
ticularly in product categories that
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appeal o the housewile, are mak-
ing boys beyond driving  hours.
Moveover, a study by a major rep-
resentative ol one of its stations
shows an increising percentage ol
business being done this year in
“other’”™ times compared with (wo
years ago, pmticularly in the mid-
day hours.

Arthur McCov,  executive  vive
president, John Blaiv & Co.. New
Yoik, believes the breakthrough witl
come irr 1939, “In 1935 and 1956, no
one would buy amvthing but morn-
ing traffic hours,” he explains, “ad
then it win morning and aflternoon
drive times. This vear there has been
considerable activity in the nine to
Tour category, and I think next year
witl bring substantial interest in
round-the-clock buying.”

“It's a process ol education,” savs
Morris Kellner, vice president in
charge of radio, the Katz agency,
New York. “As long as more people
tune in their sets during early morn-
ing and late alternoon hours, the
taw of supply and demand will op-
eriafe. Advertisers will want w buy
these timnes and stations will charge
more for them, On the other hand,
there are excellent reasons to go into
other times and clients and agency
people are on the verge of a substan-
tial breakthrough in thiy direction.”

Research a Key

Fred Hevwood, promotior mim
ager, CBS Radio Spot Sules, New
York, believes that sound research is
onc of the keys to selling more non-
traflic time in general and nighttime
in particular. “People listen to the
radie at night that do not wrn on a
set. during the day. There may not
be as many, but il the advertiser
doesn’t reach them he is not using
radio with greatest effectiveness. Ra-
dio’s distinction as a medium lies in
the fact that it delivers unduplicated
audiences throughout the day and
night. An advertiser, for best effect,

28

should try to reach all these audi-
ences. Research,” Mr. Heywood says,
“is beginning 1o convince the adver-
tiser that he is missing a bet when he
doesn’t spread his buying through-
out the dayv.”

In a major northeastern smarket,
AMr, Hevwood points oui, a Pulse
survey reveals that on ong station
the percentage of total unduplicited
radio homes reached remains nearhy
constant from six a. m. to six p. m.
In the six a. m. to 12 noon segment,
50.9 percent are reached compared
with 33.7 percent in dre 2 noon to
siX p. m. time span.

An A, C. Nieken project also sup-
ports this finding on a nationwide
basis. From six a. m. 10 12 noon,
Monday through Fridiy, 69.3 peb-
cent of the cumulative in-home au-
dience is contacted, while from 12
noon o six p.n. 61.8 percent i
reached.

Cost Efficiency

Frank Bochm, vice president in
charge of rescarch, Adam Young
Inc., New Yorl,, cmphasiws the cost
elhciency to the advertiser in distrib-
uting his purchases over several time
periads, “We have bad quite a bit of
success in selling middle-of-the-day
time,” he says, “but as yet not us
much success with nighttime. The
big spenders tend to emphasize driv-
ing times Dbecause they want the
large total audience and also the out-
of-home audience. But we have been
able 10 convince some clients to
spread their buys by offering them
saturation plans involving the use of
one third trafhic vime and (wo thirds
daytime at a non-premium rate.”

The following advertisers, Mr,
Boehm states, are among those sold
on this plan:

“Pharmaco—This account was in-
terested in reaching both men and
women and felt that they would
achieve this balance by using the
one third in traffic time for the man

ind the other two thirds for the
housewile.

“Maidenforin—This account aas
primartly interested in reaching the
housewite and the working woman.
They wsed the plan because they
Knew that the third in traffic would
give them the working woman who
listens fa the radio in the morning
Tor informatian, and the spots dur-
ing the day would give them the
Bonsewile.

Tea Totals

“Lipton T'ea—The tea company
winted trafie time  (probably be.
cause they had a feeling that these
audiences were wuch larger than
non-traflic audiences) but were sold
ou splitting their schedule o 1ake
amlvantage of larger audiences anck
lower costs,

“Texaco — This gas-and-oil  fivm
wanted to veach the driver and thus
chose traffic periods. However, we
were able to get them o mix thefr

schedule between traflic time during

the week and A time on the wecek-
ends when traflic is also heavy.

“Pall Mall—This account wanted
the male audience and chose traffic
timies for this reason. As il the cise
ol T'exaco, we were able to sell them
weekend plus traffic at a much lower
cost  than trafficconty would have
heen.

“Greyhound—UBecatse ol the cost
efficiency involved, we were able to
sell this account on using split
schedules rather than trafficonly.”

George Dictrich, director ol spot
radio sales for NBC, believes that the
concept of saturition radio has been
responsible for most of the non-traf-
fic time purchases to date. “The
bigger the schedule the more the cer-
1ainty that several time periods will
be used . . . . stations just can’t fit a
large number of spots into one or
two time slots.”

Mr. Dietrich also emphasizes the
relationship of good programming to
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Non-Driving Hours, Too

Among the spot advertisers who are making time purchases in non-drtv-
iug hours—in many cases supplementing traffic time schediles—are:

Kl a o Victor & Richards, New York Weekend
Aperican Kirlies Lennen & Newell, New York Nighttime
Blue Bonnet Margarine Ted Bates, New York Nighttime
Falstaff Beer Dm;ccx*-F@r_aTd-Sampl-e, New York Nighttime
Fard Cané - J_._\msbn, New York Weekend_ -
Ford Dealers A_]. Walter Thon{\pson, New York Weekend
General Motors Accept. Corp.  Campbell-Ewald. New York Weekend
Greyhound Grey Advertising, New York g,?;ﬁ:‘:dand
Gulf Oil o Young & Rubicam. New York " Weekend
Robert Hall "~ Frank B. Sawdon, New York o Weekend -
_Kiplinger Letters Albert Frank-Guenther Law, New York Weekend
e Leeming William Esty, New York - Weekend
I:ipton Tea 7 7 Young & Rubicam. New York R Baytime o
Maidenform N Norman, Craig & Kummel, New York 7 Daytime 7
Niaga;a Therapy 7 aea'g;ﬂms Advertising, P_hi_ladel;)h_ia ﬁghttime

Pall Mall Cigarettes

Sullivan, Stauffer, Colwell & Bayles. N. Y.

Nighttime and
Weekend,

Pharmaco

Doherty. Clifford, Steers & Shenficld. N, Y. Daytime

Sinclair Oil

Morey, Humm & Warwick, New York

Shell Oil

Texaco

J. Walter Thompson, New York

Cunningham & Walsh. New York

cYork Nighttime
Nighttime
Weekend

mid-day and nighttime purchases.
“When programming improves, rat-
ings will go up and advertisers will
buy more during these times. 1 feel
that there 15 a great deal of room for
hetter programming during the non-
tratfic hours.”

According 1o Robert Teter, vice
president and director of radio for
Peters, Griflin, Woodward, Inc., New
York:

“The key decision niaker in both
advertising and selling is now con-
scious of the importance of spot
radio for use in many time periods.
not just the former peak hours of
7to9am and 4 to 7 p.m. Stations
throughout the country have em-
barked upon aggressive programming
for daytime, nighttime and weekend
audiences rhat is geared to selling
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needs and has a proven track record
of results for important advertisers.

Cost the Same

“In a recent study by our radio
research department, we found that
9.6 percent more radio homes are
reached between the hours of six and
10 p.m. than between 6:30 and nine
a.m. More significant is the [act
that the cost is virtually the same for
the larger nightiime audience as it
is [or the early morning lhours. To
put it another way. we found that
1,000 homes can be reached from six
to 10 p.m. for 73 cents as opposed to
80 cents for 1,000 homes between
6:30 and nine a.m.,” Mr, Teter states.

“As a result of these findings, sta-
tion programming and indusury ef-
forts to pass the word along to the

‘key man,” many new advertisers are
using both weekend and nighttime
spot radio. In the nighttime group
are Niagara Therapy, Pall Mall ciga-
rettes, Sinclair Oil, Blue Bonnet
Margarine, American Airlies, Fal-
staff beer and. Shell Oil. The week-
end group, composed of a balance
hetween men and women that differs
in composition from weekday audi-
ences, includes the Ford Division and
Ford Dealers of the Ford Motor Car
Co., Gulf Oil, Texaco, Robert Hall,
Kiplinger Letters, GMAC and Addi-
ator.”

A gradual trend over the last
couple of years towards purchases in
non-traffic hours has been noted by
Robert E. Eastman, president, Rob-
ert E. Eastman & Co. Inc,, New York.

{Cont'd on p. 80)
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Uses Radio fo Ease

A U'wo major problems con-
front the instant coffee n-

% dustry today and their soln-
tions are proving move clusive than
many a company and agency execu-
tive likes to admit. .\ partial answer,
however, for onc of the major brangds
—Nescafe—is heing sought in it
advertising surategy where radio plavs
it prominent part.

These are the twin problems 1hag
Nescale hopes radio will help resolve
in its favor: (1) Fierce competition
that is concentrated in the metyopoli-
tan  matkets where instant coffee
sales ave highest, and (2) public
prejudice against drinking  insiam
coffee instexd of ground coffee.

With 195% plans in the making,
radio’s role in the Nescale picture is
growing, accordiiig 1o Don Cady. ad-
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vertising vice president, who re-
veals that next year's radio appropri-
ations are due for a 150 percent
boost over this year's,

U. s. Ranio calculates that (lie
Nestle Co.—Nescafe’s parent finn,
and part of the worldwide Nestle
group which is veputedly the world's

Jourth yanking lood manufacturer—

will allet nearly half a niillion dollags
next year for radio compared witl
this year's wtal of almost S300,000,
Fhese funds will form a national ra-

digr winbrella for Nestle's other prox-

ucts as well as its instant coftee, for
which 1. s. Ramo estimates a quarter
ol amnillion dolkirs will be expendecd
compared with S100,000 this year.
For Nescale, this year's plans call
foy all yadio [unds 10 be invested in
spot by the product’s agency, Bryan

‘Instant’
Market

P’I‘ES_SUI“ES

Houston 1ne., New York. As pres-
cily determined, spot will also gar-
ner the lion's share ol next ycar's
riclio appropriations, Bates Hall, ad-
vertising brand manager, states.

Two-Year Program

This tworcar prograni represems
an emphasis on spot which became
nceessiary 1o meet efforts by competi-
tive brands in selected metropolitar
markets, declaves Joseph Scheideler,
exccutive  vice  presidemt, Bryan
Houston.

“The selling elforts of other in-
stant coffecs made it advisable for us
to concenirate our radio advertising
this year in 25 major metropolitan
markets across the cgumiry,”™ Mr.
Scheideler states,

U.S. RADIO e October 1938




NESTLE RAD!IO BUDGET

¥
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:l 1 1959 $500,000
i
}
5 §
.l” 7
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1
' il 1958 $300,000
)
: \
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This emphasis on advertising con-
centration is explained by the fact
that, accovding to the agency, instant
coffec—one of the food industry's
most fhiercely competitive products—
does nearly 50 percent of its total
business in only 40 major markets.
City people, according to Nescale's
Mr. Hall, often accept new prod-
ucts and new methods more quickly
than their rural neighbors, hence the
preponderance of urban sales for the
instant coffee husiness as a whole.

Bates Hall {seated left), Nescafe advertising brand manager, meets
with executives of Bryan Houston Inc. to discuss new commercials.
Agency men are John Ennis {standing), v. p, and media directer,
and Bob Denning, vice president and Nescafe account executive.

“In addition, city dwellers are usu-
ally in a hurry, living at a faster
pace. so they use more instant coffee
ay a matter of convenience,” he says.

Although sales of instant collee
have nearly wipled in the lust five
vears, growing from 45 million 1o
120 million pounds, the industry’s
Liggest  problem is increasing ac
ceptability,—geuting people to serve
fustant in the living room to com-
pany as well as to the family in the
Kitchen

NESCAFE RADIO BUDGET

Nescart

‘g vare?

COFFEE

N ]

N gy’

COFrEE

Sy e

-
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“Psychologically, people still tend
to think of instant coftee as a quick
substitute for the ground coltee, in
spite of the formula changes in the
last [ew years,” says Mr. Scheideler.

To combat ihis attitude, Nescafe
and Bryan Houston will use com-
mercials this [all that showcase Nes-
cale in group sittgtions.

First Major Instant

Nescafe—the first major nmstant
offee on the murker back n the
1930's—Nhas been striving to update
ihe product image in all its adver
tising efforts.

For example, this mouih in lwo
‘nmior markets the firm is testing for
both radio and television a new series
of commericals by two well-known
gentlemen.

Privately, they are known as Bob
Elliowt and Ray Goulding. who have

had considerable success with ani-

mated commercral characters. The
new character, which both the cliemt
amd the ageney hope will soon be
publicly renowned. is one Mr. Dan-
fheld Nes.

Demands Perfection

Mr. Nes, the wealthy owner of
Nescale in the commercials, ltas
both a heart amd purse of gold, but
he is very particular indeed about
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the quality of his product and de-
nands petfection ar every turn.

In addition to the Mr. Nes com-
mercials, Nescale is running a spot
campaign this month in « (oren
markets placing between 25 and 100
spots per week per market, depend-
g on the total market size and the
number of radio homes, according to
John Ennis, vice president and media
director for the agency.

Three a Year

The makers of the instant coffee
awd Bryan Houston have worked out
a system involving several radio
campaigns a year in staggertd mar-
kets. The radio pushes are geared
to coincide in each market with the
firm’s big sales efforts which rotate
from city 1o city throughout the vear.
At times these involve bonus jar ad
vertisements (a slightly larger jar
containing 10 extra cups of coflee),
andd off-label sales, where reductions
vary according to what the competi-
tiom is doing.

The commercials are usually a min.
ute or 30 seconds in length and are
placal to reach young married cou-
ples and particularly the housewile
between 18 and 35 vears of age, ac-
cording 1o Emerson Cole, hroadcast
copy chiel. “Young marrieds are in
the buying habit lorming stage,” Mr.
Cole says, “and we svant them to
form the Nescale habit, naturally.

Own Preferences

“Prior to their marriages, most of
these young people had been drink-
ing what their parents served and
are just beginning to form their own
brand preferences. In addition, this
age group is less prejudiced against
instant coftee than their elders who
formed their opinions when the in-
dustry was in diapers.”
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Mr. Cole points out that Nescale
also likes o reach children who sing
the product song around the house
... "a built-in commercial.” he says.

To catch these groups, most spots
are bromdeast between six and eigln
am; 11 am. and three p.m, and
seven amd 11 pan. These time
periods while very general and vari-
able from market to mmarket, are uscd
ta catch the f[amily at meal times, on
the way to work and shopping, and
in the evening awhen shopping lists

for the [ollowing day are olten pre-

Ppared.

The bulk of the spiots are aired on
Wednesday, “Thursday and Friday to
take advantage of the nsual shop-
ping hours for grocery stores across
the country, Mr. Ennis says.

For the cammpaign this fall, Nes.
cafe will use new lyrics and arrange-
ments of the song that’s been the
product’s theme [or the last two years
—Ilrving Berlin's “Let's Have An-
other Cup of Coffee.” To promote

Vocal group recording "Let's Have Another Cup of Coffee” spots was chosen for

its "young" sound.

Lyrics are built around situations appealing primarily

to young people and promoting the social acceptability of instant coffee.
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ite social accepability concept, ly-
rics will be butlt around group situa-
tions—rumypus room gatheriugs, par-
ties, vacations, skiing, birthdays aud
Liome movies, among others—situa-
tions appealing primarily to young
People.

Here is an example of this fall’s
commercials:

Soundi: {Party noise)

Man: This coffee's de-
iicious! M-m-m-m,
and that aroma!

Womafi: Well, thank you,

sir. It's the new

self-brewing coffee!

(Sings) So . . .

let's have another

cup of coffee . . .

Woman: (Sings) Yes . . .
let's have a cup of
Nescafe !

Bass: . . « the instant
coffee that brews
delicious fresh-
roasted flavor and
aroma . . .

Woman: . . . right in your
cup!

Anncr. : Just put a spoonful
of Nescafe in your
cup . . . add boiling

, water . . . and
watch! You actually
see new self-=brewing
Nescafe . . . bub-
bling as it brews
delicious fresh-
roasted flavor and
aroma right in your
cup.

Womang (Sings) If the gang
has come to meet and
play games and have
some fun . . .

Man:

Man s (Sings) Serve the
coffee that’s a
treat - x 4@

Woman: (Sings) . . . and

you'll make a hit
with everyone,

According to John Clark, copy-
writer on the account, even the
sound of the vocal rvecordings is
“young, right down to the chord
struciure.”

“Radio can do an excellent job for
as if it’s used correctly,” Mr. Cole
points out. “Out of doors and in cars,
particularly, it is very effective, but
you have to remember that in cars
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Donald Cady, Nestle advertising v. p.

motor noises and wind noises often
affece the tone. You lose the base
almost entirely, so we record with
this in mind so that the commercial
retains its effectiveness. For example,
one of our main copy points is that
Nescafe is self-brewing, so we have
just one person saying or singing
this phrase 1o make it stand out,” he
says.

Many Nescafe commercials are
pre-testedt in certain markets before
they go into general use. “We might
write 10 sets of lyrics, try them, and
then decide to throw a couple out,”
Mr. Cole explains.

Experimentation with radio is
nothing new for Nescafe, according
to Bryan Houston's Mr. Ennis, who
points to a saturation test under-
taken by the coffee firmi four years
ago.

“We were once of the first users of
saturation radio,” Mr. Ennis says,
“and ran the biggest saturation cam-
paign ever heard on a single radio
station up until that time.”

The media director says that the
instaut coffee conducted a test cam-
paign for more than a year over two
stations in two markets—\WNEW
New York and WLW Cincinnati—
1o determine the most efficient satu-
ration level and to test the effective-
ness of repetitiorr on audiences.

“We spent about $6.000 a week
over WNEW and between $3,000
and $4,000 in Cincinnati and found
that in these markets 180 spots per
week was the most efficient in terms
of cost per thousand. Beyond this
poing,” Mr. Ennis says, “the audience

Joseph Scheideler, agency exec. wv. p.

increase wasn’t worth the additiona
maoney expended.”

This test also proved to 1he
agency's and client’s satislaction that
the public was sufficiently aware of
the Nescafe comniercial 10 make the
saturation schedule worthwhile,

“Based on this experiment,” says
Mr. Ennis, “Nescale expanded its
use ol spot radio into 60 1o 75 mar-
kets and the agency as a whole recom-
mended it 1o other accounts.”

Since that time, the Houston agen-
cy has measured its satnration sched-
ules by the number ol stations per
market that are required, with ade-
quate spot [requency, to penetrate
nine out of 10 radio homes, Mr. En-
nis states.

Nescate's spot strategy normally
involyes, according to Miss Frances
Johns, associate media director, go-
ing into a wmarket heavily for a
couple of weeks. lightening up a
little the next two weeks and run-
ning still fewer spots the last two.

Three radio statiops per market
are the norm but in peak seasons,
Miss Johns says, two additional sta-
tions may be added.

Research studies and a weather eve
on Nescafe's share of market during
and after a saturation campaign help
the agencv to determine what sta-
tions to buy m what frequency the
next time around, Mr. Ennis ex-
plains.

“Although we generally use radio
in conjunction with something else.”
he savs, “we have found radio to be
a very productive medium for Nes-
cafe,” o o o
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. « Networks Take
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This Tack In

Their New Sell

New tack corresponds with new role:
A service and entertainment medium, they say

that stresses convenience to the advertiser

full advantage of network

radio nnul w forced us. We
were an entertainment medium sux
ported by 15 advertisers and now
we're a service medimn supported by
130. Our job is to provide local sta-
tions with the things they cannot
provide themselves, and to make it
as easy as possible for advertisers to
buy our product.”

In these words, the head of a radio
network describes network radio —
1958. In similar words, op execu-
tives of the other networks concur.
Economically, networks have remold-
ed their product to stress flexibility
anxl make it easier for the advertiser
to buy their wares more eflectively.
They are striving, they say, for the
following kinds of variety in adver-
tising values:

e Flexibility as to the length of

purchase.

e Elasticity in station line-ups.

[ ]
% “Let’s face it! We never took
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Six-Way Service

in their efforts to make network service more elastic for advertisers, the networks
outline six ways they feel sponsors can take advantage of “flexibility’’:

Type
Introducing new product, brand or advertis.
ing theme
Special promotions on holidays for appro-
priate products
Concentrating messages on certain days of
the week
Promoting seasonal products at the appro-
priate time of the vear

Capitalizing on fast-breaking product devel-
opments

Example
Oldsmobile and Buick fall saturation cam-
paigns introducing 1959 lines

Florists’ Telegraph Delivery Assn. drives for
Mothers’, Valentine’s days

Scott Paper Co. push of picnic products on
days prior to summer weekends

Nor’way and Peak saturations during six fall
weekends for anti-freeze

Quick promotion of Chrysler victory in Mo-
bilgas Economy Run competition

Fisher Body-General Motors’ vearly hroadcast

Promoting special events linked to the adver-

ti1ser

s Adaptability for tying-in with

special holidays or events.

To a national audience, the net-
works state, thev are selling estab-
lished world-wide news operations,
and programming such as Breakfast
Club, Arthur Godirey, Monitor and
Kate Smith, and sporfs events of
national interest.

To the advertiser, the mnetworks
say they offer an instantaneous na-
tional aundience. “An advertiser to-
day can saturate the nation witlr a
one-week network buy,” declares Ed-
ward |. DeGray, vice president in
charge of the ABC Radio network.
“A few vears ago he couldn’t do it.”

Flexibility Six Ways

How can advertisers take advan-
tage of network radio’s flexibility
and saturation coverage? NBC's
Matthew ]. Culligan, executive vice
president in charge of the radio net-
work, lists stx ways: (t) Iutroducing
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any new malerial, whether it is new
brands or models or whether if is a
new advertising theme; (2) taking
advantage of advertising on holidays
keyed to a particular business; (3)
concentrating advertising on par-
ticular days of the week and even
particular hours; (4) pushing sea-
sonal products in season; (5) capital-
izing on fast-breaking developments,
and (6) tying-in with special events.

Advertisers also have the advan-
tage, networks declare, of regional
line-ups and “railored networks.”
However, there is some disagreement
as to lrow far this should go. As Mr.
Culligan states, “We are a national
operation, and for that reason we
do not solicit or encourage regional
networks.” Adds Mr. DeGray, “1Ve
can put any number of stations on,
but it must be a ‘reasonable’ amount
and line-up of stations for a reason-
able purpose, lest we be treading in
the spot area.”

The CBS Radio policy in regard

of Craftsman’s Guild dinner

to split or regional networks “‘is shm-
ply that we welcome an opportunity
to discuss an advertiser’s distribu-
tion problem with him,” explains
Benjamin Lochridge, CBS Radio
sales manager ‘of newwork sales.
“There is no set policy as to mini-
num size of the newwork, but gen-
erally speaking it must be a reasop.
able network.”

Mutual Differs

On the other hand. Lawrence
Field. MBS national sales manager,
cites the split network as one of the
prime examples of network flexi-
biljity. Mutual’s operational system
tailors availabilities to specific needs,
lie states, “whether requirements be
for [ull or regional network buys,
long-term or short.”

The following s a documentation
by the networks of the various types
of flexibility:

[. With any new product or new
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model of a product, an advertiser’s
objective is to uachieve consumer
recognition as quickly as possible. He
can best do this, say the nctwork
salesmen, by taking adyantage of the
“specd and saturation coverage” of
network radio.

The automobile and automobile
accessory industrics arc leading users
of all wetworks at thiv time of year to
introdhice new models and products.
CBS, for example, will have Chrysier,
Dodge and Plymouth on its /mpact
segments lor from two to four weeks
in the last quarter. Also, Oldsmobile
for seven 5-minute newscasts a4 week
for four weeks and Ciudillac for five
5-minute newscasts a week for four
weeks. .\merican Motors anxl Jaguar,
among oihers, will also be on CBS
during the fourth cuarter.

“Advertisers,” Mr. Lochridge
points out, “can determine their
length ol schedule, lengtlh of pro-
gram nd type of program pretty
niuch o suit themselves.”

ABC's Mr. DeGray: “An ad-
verliser loday can saturale

the eniive nalion
one week network

with a
by’
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FLEXIBILITY

The puichase by Buick of a 13-
week saturation campaign in comedy
skits starring Bob Hope on NBC's
Monitor marks the first use of what
the network calls "ldea Planning.”
Objectives of the Buick canpaign,
NBC reports. are (1) to get the
message of the uew Buick line to
motorists via the car radio audience,
(2) 10 acquaint the public with
Buiick’s new v and print themes
be intraduced in the lourth quarter,
and (3) to link Bob lope with
Buick.

Relies orr Football

Pontiac, biggest automabile adver-
tiser on ABC, will rely greatly on the
Notre Dame loothall broadcasts to
introduce its new odels. “Notre
Dame football is an example of a
feature that couldn’t be afforded
locally,” savs Mr, DcGray, “and of
the network’s function of doing
things lor stations that they can’t do
for themselves.”

A lour-week full network drive s
being conducted on Muwaal by Gen-
cral Motors Corp. for its new line of
GMC trucks. General Motors had a
similar saturation campaign an MBS
last lall.

1. Tic-ins with special holidays
Keved o their particular businesses
and reaching vast audiences have
brought many advertisers to the net-
works. T'he Texas Co. reached lis-
teners on the nation’s reads and high-
ways with NBC's Monitor over the
Fourth of July and Labor Day weck-
ends, using thirty-eight 30-second an-
nounceinents in each ¢ase. The
Florists” Telegraph Delivery Assacia-
tion, with a view to increasing Moth-
er’s Day business, scheduled a satura-
tion campaign of 50 announcements
on NBC last May 7 through 10. Park-
er Brothers Inc. has ordered a special
pre-Christinas  campaign of
weeks starting November 24.
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NBC's Mr. Culligar: “The
fastest way (o consinmer rec-
agnition 1s throngh the nei-
work’s speed & sataration.”

B, F. Goodrich Co, saturated La-
bor Day weekend aver CBS 1o reuch
motarists, anc Scott Paper Co. took
50 units per week on CBS prior 10
the Memorial Day and Fourth of
July weckends to push pichic prod-
ucts.  Pre-Christmas campaigns are
in the sorks over CBS for Kelvinator
Division of American Motors Carp.
and Seripto Ine. Scripto has pur-
chasedd 51 Impact segments in the
two weeks prior to Christmas.

Hot Weather Products

Over ABC, the Miller Brewing Co,
concentriates on H0-second announce-
ments in news shows «uring the
sutminer  “beer drinking”™ months.
General Mills hic. facuses attentjon
on hot weather products with news-
casts on Saturdays and Sundays in
the summer. Stanley Home Praducts
has purchased a 30-minute show the
Sunday before Christnias {eaturing
the Boy's Town Chair for sceveral
vears.

Tee-Pak Inc., which inakes frank-
furter and sausage casings, used Mu-
tual to spatlight the use of such food
products during the Fourth of July
weekend. The Florists’ Telegraph
Delivery Association has run satura-
tion drives the week prior to Christ-
mas and Valeimtine’s Day on MYS.

I1I.  Manufacturers of grocery
prodiicts are among thosc, networks
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say, who use advertising on particu-
lar days of the week. Most grocery
shopping, network research claims,
is done on Thursday and Friday, and
network radio offers advertisers in
this category “an easy national buy”
on these important days.

IV. Strictly seasonal advertisers
are also encouraged by the networks
to try their services. “In pre-tv ra-
dio, minimum contractual require-
ments were generally 26 weeks,” CBS'
Mr. Lochridge recalls. Today, he
says, there is certainly a place [or the
seasonal advertiser as “adaptability
is the keynote now.”

NBC comes up with a typical ex-
ample of seasonal saturation. The
Commercial Solvents Corp., in behall
of its Peak and Noi'way anti-[reezes,
is on the network during six weeks
that fall within the key periods [or
anti-freeze sales: The weekends of
September 13, 20 and 27, and Oc-
tober 11, 18 and 25. The 246 par-
ticipations on AMonitor are geared
“to reach millions ol motorists at
the very time ol year when they are
most conscious ol the need to equip
their cars for winter driving.”

V. The networks also declare that
advertisers can capitalize on [ast-
breaking developments. The ability
to get national advertising *in 24
hours by merely making a phone
call” was illustrated recently when
Chrysler was declared a winner in

MBS's Mr. Field: *“The split
network—regional or short-
term —is one of the prime
examples of our flexibility.”
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the Mobile Economy Run. “Within
hours” after the ofhcial decision,
NBC was hroadcasting the results to
the nation, and within 24 hours an-
other Chrysler promotion announc-
ing the triumph was on CBS.

VI. In addition, advertisers are
tying in with special events and an-
nouncing special offers, netwaork sales
records show. Examples ol the [or-
mer are: Fisher Body Division ol
General Motors, which sponsors the
Craltsman’s Guikl Award Dinner
over CRBS every yvear: Aluminum
Company ol America’s sponsorship
ol live coverage ol the Motor Boat
Shows in New York and Chicago
over NBC and cosponsorship by
three regional advertisers ol the All-
Star Foothall Game over ABC. An
example ol special offers or rates:
American Telephone & Telegraph
Co.’s drive over Mutual to promote
greater use of the more economical
nighttime-weekend long-distance
phone calls.

Tailored Networks

The split, regional and tailored
networks are said (0 provide
advertisers with the coverage ol
network programming ‘without buy-
ing a national line-up. NBC, which
does not “encourage” these line-ups,
nevertheless declares there are sev-
eral exceptions “which have a long
and illustrious history.” Three-Star
Extra, sponsarced by the Sun Qil Co.,
is a stand-out example.

“On the other hand,” says Mr.
Culligan, “we practice complete flexi-
bility in copy testing via split net-
works. Many advertisers find it nec-
essary to use diflerent copy ap-
proaches in various regions and, in
some cases. products are known by
different names in difterent sections.”

For CBS, Mr. Lochridge asserts
that “the two areas ol programming
which we require to be [ull network
ave Avthur Godlrey and /mpact pro-
grams. Otherwise, the cut-down net-
work must make sense. Tetley Tea,
as an example,” he adds, *has a dis-
tribution only as far west as Ohio,
and is currently using our daytimne
serials on some 125 stations.”

ABC Hmits its “tailored line-ups’
to “reasonable amounts and sets of

CBS’s My. Lochridge: “Ad-
vertisers can delermiine the
length of schedule aml pro-

gram lo suit themselves.”

stations,” with the exception of Don
McNeill's Breakfast Clul and the
network news—sold only on the [ull
network. The AFL-CIQ presents
weekday and weekend news broad-
casts utilizing a special line-up where
its union is most active.

“Advertisers who have provided
their own programming, such as
Sterling Drug Inc.,” states Mr. De-
Gray, “are accommodated with re-
gional linc-ups.” Sterling presents
The Sunshine Boys Monday through
Friday in the central and southern
states over ABC.

Network Evolution

Network radio has evolved {rom
an entertainment 1o a service medi-
um, although the value of “name"”
personalities 1s sull great.  Adver
tisers have grown almost tenfold in
number, although their buys are in
smaller quantities. Minimum time
buys have shrunk from 15 or 30 min-
ntes to 10 seconds over 1he years.

“No other business was ever com
pelled to adjust as quickly and as
effectively,” NRBC Board Chairman
Robert \W. Sarnoff told 1. s. rabIO
recentlv. And with that adjustment,
network chiels have heen staging a
fight back to a heatthy [uture—based
on the tack ol flexibility in thejr new
sell. o o o
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Smoothing on
Saturation
Radio

A growing user of radio, this

lip balm employs the medium

to reach the whole tamily

. . &
! . g r", ? Ve
Transeriptions of the new Chap Stick commercials are played by Paul G. Gumbinner, vice president and radio-tv director of the Lawrence C. Gum-

binner Advertising Agency Inc., for Everett Bond, general manager and sales director of the Chap Stick Co. at Lynchburg, Va. Mr. Bond visited the
agency in New York to go over final plans for the spot and netwoik campaigns that were scheduled to begin early in the month of October.
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60% of Total Advertising Budget fto Radio

[ ]
Ears are as import:lm as lips
these days to Chap Stick.
The makers of the top-selling
lip balm are depending on radio to
reach the listening ears of every
member of the family.

Embarking on a new campaign to
build sales for its fresh package now
m national distribution and to pro-
miote wider consumer use, Chap Stick
is doubling its spot radio budget be-
ginning in October and is adding a
network news show.

With 60 percent of the total adver-
tsing budget going to the sound
medium, radio is spearheading the
largest uational advertising campaign
in the history of the Chap Stick Co.
The remuining funds are going Lo
general and specialized magazines
and point-ofsale merchandising, ac-
cording to Everett Bond, general
manager and sales director of (he
Lynchbuarg, Va,, firm.

“The personalized case will be
stressed in the campaign,” says Mr.
Bond, “and is one reason why radio
is being used so heavily. During the
planning sctages, we came to our
agency with an all-important ques-
ton: How do ave reach everyone?
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Income bracket makes 1o diflerence
with our product; sex and age make
no diflerence; occupation wakes no
difference,” Mr. Bond declares. “The
answer was saturauon radio.”

The Chap Stick radio buy includes
spot in about 50 markets, to include
up to 90 stations, and three-day-a-
week sponsorship of Morgan Beatty's
News of the Warld on the full NBC
Radio network,

Chap Stick’s increased advertising
activity, says Mr. Bond, is a ¢limax
to “I18 months of product refine-
nent.” The new drive will promote:

» A new swivel case that replaces
the “push up” modlel

e The habit of carrying Chap
Stick at all times in pocket or
purse.

e The extensive use made of the
balm by outdoorsmen as well as
women and children.

o The personalized case—marked
so that each member of the
family can identily his own.

The national campaign will be
keyed 1o the broadened consumer
theme: “Get that good Chap Stick
feeling!”

“With national distribution of the
new package completed, we wanted
to use radio wherever we could,”
says Paul Gumbinner, vice president
and radio-tv director of the Lawrence
C. Gumbinner Advertising Ageucy
Iic., New York. “The usage ol spots
will be pretty heavy, saturation going
as high as 35 spots a week in some
markets. The network buy of more
than 200 stations—as an adjunct to
the spot operation—gives us blanket
coverage.”

The Gumbinner agency, whose
toral radio billings will be up about
20 percent over 1957, is using radio
very heavily for a number of clients.
“Some ol our clients use radio al-
most exclusively while for others its
nse has been very strong,” Mr. Gum-
binner says.

*Occasionally a company salesman
asks: Why racio? We tell them that
as far as budgets and costs are con-
cerned, and the ability to reach more
people more frequently, radio is still
tops.”

The ~very nature of Chap Stick’s
product and clientele makes radio
a medium of prime importance for
meeting specialized local problems,
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the company’s My, Bond points out.
“Radio is excellent for us because
does an exceptional job in reaching
the whole family market. Altev all,
our product is used by two-year-olds
and 90-year-olds.

“In onr desire to have advertising
follow the flow of gaods, our usc of
radio enahles us to come in hehind
and pour in advertising support,” he
siays. “Spot radio, of couirse, has ie
ability to get into a specific avea at
any given time when an advertising
push is needed.”

Mr. Bond cites the example ol a
Nielsen nuonket survey  of several
years ago that mdicated the need for
more Chup Stick advertsing in the
nation’s larger cities. “Radio ful-
filled that aim, too, to the point
where we now shiow a pretty even

picture lrom the susllest hamlet 1o
New York City.”

Chap Suick has been a <teadily -
creasing wser of the senior air me-
dinm, “Seven years ago radio wus
tested in New York and the follow-
ing vear in about 10 markews,” Mr,
Gumbinner notes. "Our use of the
wedium gradually grew to a pattern
of about 25 to 4 markets until this
vear, We favored E1% or partial
ET’s, primarily on a spot announce-
ment basis, phus scattered news and
weather shows where programming.
time and audience factors et all
our l'cq;_lircllli_'llts."

Mr. Gumbinner adds that spot
vadio has permitted Chap Stick to
employ an clastic budget. ““I'wo years
ago,” he explains, “we increasced our
radio use 50 percent in mid-cam-

&

Mr. Bond revues media 3trategy with Anita Wasserman, timebuyer on the Chap Stick accounh,
“' was decided fh:t the spot campaign should concentrate on stations where local personalities
give the product "a boost,"” and where the messages would reach every member of the family.
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paign. Tlys year we have a reserve
budget for special sttuations in any
aiea of the country where aix increase
is warranied.”

For a product of such broad na-
tional distribution, radio’s vast cover-
age is important, says Anita Wasser-
man, Guinbinner timebuyer for the
account. Chap Stick is sold, accord-
ing to the agency, in practically 100
percent of the nation’s drug stores
plus super markets, tobacco stores;
general stores and even gasoline sta-
tions.

Important Local Appeal

“Although vadio is a 1tational me-
dium,” she declares, “its local nature
has proved important for our pur-
poses. Since Chap Stick is sold every-
where in local outlets, we try to leg
local persomalities da the selling. A
local station with it personality who
is @ good salesman gives a product
a woinder(ul boost.”™

Miss Wasserian says that in choos-
ing a station lor Chap Stick spats she
favors an adult andience. “We are
1rying to reach teenagers, in addition
to reaching every other member
ol the lamily. In deciding on a sta-
tion we, of course, make use of the
various vatings. 1 lowever,” she states,
“we like to listen to a station’s tapes
to determine whether it provides the
right atmosphere to attract the whole
Eimiiy.”

For ihat reason also, Chap Stick
spots are usually confined 1o morn.
ing traffic hours up to 8:30 a.m. and
10 evenings from 5 to 7 p.m. “We ry
to avoid having too many spots in
the daytime because dad and the
kids might miss them. Participations
in and adjacencies to newscasts,” she
adds, “have proved the best way to
reach the men.”

Miss Wasserman explains that
while three different spot radio plans
that stayed within the budget were
submitted for Mr. Bond’s approval
by the agency, all stuck to “adult
stalions” and “general” time periods.
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“The father on his way home from
work, the mother preparing dinner,
the college and teenage groups catch-
ing up with the news—all are targets
for our transcriptions.”

“The basic formats for these new
Chap Stick transcriptions,” Mr. Gum-
binner explains, “are simulated in-
terviews with difterent types of peo-
ple — engineers, nurses, servicemen,
housewives—talking in a rather hu-
man way as to why they use Chap
Stick and also indicating the wide
variety of people who can use this
product.

“In our magazine ads we picture
a variety of persons. Radio makes
the all-family idea even easier to get
across,” Mr. Gumbinner says, “con-
sidering that a listener may hear as
many as eight different one-minute
spots.”

The spots all begin with the an-
nouncer giving the key phrase, “Give
your lips that Chap Stick feeling,”
followed by a wser's “testimonial.”
The announcer then points out other
advantages not wmentioned by the
customer. Typical testimonial is this
one from a mother:

My boy was always both-
ered by dry, chapped
lips. He'd 1lick them,
which made them worse,
and wouldn't let me do a
thing for them. One day
he noticed his father
using Chap Stick and
right away asked for a
Chap Stick just like
Daddy's. He carries it
with him all the time and
his 1ips are in wonderful
shape now.

The personalized case is stressed in
this ET by the announcer’s sugges-
tion that “each child should have his
own Chap Stick, just as he has his
own toothbrush. Tuck Chap Stick in
their pockets every day.”

The Gumbinner agency has pre-
pared promotion kits for stations
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Mr. Gumbinner puts final copy for the Chap Stick ET's to the test of the stop wateh, as copywriter
Thomas Lisker looks on. Copy stresses the idea that every member of the family should carry his
own "personalized” Chap Stick, and simulates interviews with various types of people who use it

that provide merchandising services,
“but we do not insist on this help.
What we are buying is radio,” Miss
Wasserman declares. “If the stations
offer a merchandising plus, that's
fine, but primarily we want the sta-
tion that will sell Chap Stick.”

She points out, however, that the
kits were prepared after various sta-
tions “had done such a fine mer-
chandising job, even when not or-
ganized 10 do so.”

Also backing up the radio cam-
paign will be an assortment of point-
ofsale display material, which has
been made available to all retailers
in pre-packaged form ready for mul-
1iple display use. The merchandising
material, the agency reports, is spe-
cialized for each type of store.

Chap Stick was fast produced
in 1882 but was not heavily pro-
moted until 1938 when it went into
national distributioni. The first na-
tional advertising was in magazines.

During World War Il, the prod-
uct became popular with men in the
Armed Forces and was sold in the
PX’s as well as being supplied to the
government as standard equipment
in survival kits.

The marriage of Chap Stick and
radio, in Mr, Bond's words, “should
ga on and on. We are able to reach
move people in more places in all
seasons and weathcr. And we ave
able 10 do it frequently and at lower
cost. The very nature of the product
makes radio a primary advertising
medium.” o o o
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RAY DEO
APPLIANCES INC.

How Appliance Dealers
Use Radio

These retail stores make constant use

of sound, with the emphasis on sales times

‘I'he corner appliance dealer

has just beeir through a year

of ough sales and stiffening
competition. Ilis advertising and
promaotion needs have never heen
greater  because todays consumer
woun't buy until he is sold. Many
dealers are finding that the proper
use ol radio is the answer to promo-
tional problems.

There are upwards of 70,000 stores
in the U. S. that sell appliances—
products ranging from radios, tv sets
and phonographs 1o [reezers, washers,
dryers, relrigerators and ranges.

In 1957, (otal appliance sales
reached $7,885,100,000. So far in
1958, sales have not measured up to
the previous year. The exceptions to
tliis are new products, which most

42

appliance stores advertise heavily be-
cause of their newly discovered
ntility.

Among the products that have in-
creased sales this year are: disposers,
41.2 percent, and built-in ranges, 15.8
percent. ‘These are seven-month fig-
ures.

Some of the items it are down
this year are: clectric xlothes dryers,
14 percemy; gas dryers, 15 percent;
frcezers, 5.7 percent, and, automatic
washers, 12,1 percent.

The appliance dealer, selling the
finished products of many of this
country’s leading industrial giants,
has by tradition been a heavy news.
paper advertiser. In the past, he has
favored a visual presentation of his
wares.

It greater numbers, though, apphi-
ance stores are also showing a de-
cided preference for the job radio
can do. In a U, 5. RADIO survey, it
was {ound that in many cases applhi-
ance stores represent as much as 20
percent of a radio station’s localt
business,

In place ol a picture, many appli-
ance stores have subsiituted sound
in various forms, as follows:

s Heavy spot schedules at sales
times and for special seasonal
promaotions.

o Continuous advertising (o estab-
Tish store identification.

& Programs such as news and
sports o appeal to the man.
And programs during the day to
appeal to the woman.
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Although appliance business is i
growing category for radio stations,
many such stores have been long-
time users of the medium.

WGDBI Scranton, Pa., for examnple,
has an account that has been with
the station 24 counsecutive years—
Eynon Drug Store and Sugerman's,
two jointly-owned outlets, described
by the station as one of the largest
major appliance dealers in the East.
The siation says, ““Through the years
their radio advertising budget has
increased every six months, war-
ranted by results. They are currently
running a heavy fixed spot schedule
morning, afternoon and pighttime.
Dircct results have heen proved
down through the years with the
client selling major appliances to
radio-atiracted customers from as far
away as 100 miles, Fifty percent of
their advertising budget is spent on
radio, with the rest divided between
television and newspapers,”

The results that radie has brought
many appliance dealers are well doc-
umented. N. Horowitz & Sons of
Philadelphia traces a considerable
increase in this year's business to its
use of WIP. The company declares,
“We find that our WIP advertising
has so stimulated business that it is
15 percent ahead of the same period
last year.

“In addition, through promotion
of our ‘Six Hour Sales.,” we have
registered the greatest sale in our
history which totalled $5,800 for six
hours, almost $1,000 an hour.” N.
Horowitz & Sons has been adverus-
ing ou the station for seven years.

Automatic Blankets

An even more dramatic testimonial
1o radio’s eflectiveness for this retail
category occurred nearly a year ago.
The Electrical Association of Phila.
delphia, in conjunction with WIP,
staged a special radio push for auto-
matic blankets. Prior to QOctoher 26,
1957, 92 percent of the housewives
surveyed could not remember any
advertising for automatic blankets.
What followed was an intensive 10-
day radio campaign. During his
period, 236 announcements were
used. Housewife telephone inter-
views were resumed aflter the seventh
day and continued until the end of
the campaign. On the 10th day, 48
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percent of the housewives could re-
member automtic blanket advertis.
ing and 11 percent could actually
identily radio announcement, copy
themes.

The problems involved in selling
appliance dealers are many. Judging
from replies from stations, wmost ol
the difhculuies, revolve around co-op
outlays.

As siated by WIRK West Palm
Beach, Fla.,, “The main problem is
that most of the stores can get 75-25
co-op for newspapers, but only 50-50
on radio. Sometimes no co-op for
radio.”

Red Tape

WSS WinstonSalem, N. C,, de.
clares, “It seems that every mnanufac
urer has a difterent plan, and often
too much red tape is involved in
securing authorization. It is our
opinion that most dealers would use
radio if a clearer and more lucid
co-operative advertising plan was
made available to thenr by the Yac-
tory and /or distributors.”

What radio can do abou it is sug-
gested by WSTV Steubenville, O.
“The radio industry’'s big job,” the
station declares, “is to sell the factory
and disgributor rather than the deal-
er. Most dealers want to use radio
but are enticed into using news-
papers by large co-op money.”

Another problem (hat radio is
facing today in selling the appliance
storc, as expressed by KNOE Mon-
roe, La., is fighting the argument
that a store nceds advertising with
visual and demonstraton qualities.

The uses that appliance stores
make of radio are varied, A very
popular type of campaign is the spe-
cial seasonal push involving concen-
trated and heavy use of announce-
menis. WFAA Dallas, for example,
reports that all Westinghouse dealers
held a special drive in June for room
air conditioners. The schedule com-
prised 50 one-minute announcements
a week. Five other Dallas and Fort
Worth stations were used as well as
other aréa stations, WFA\ states.

In support of the seasonal promo-
tion, \WWINN Louisvitle, Ky., declares
that its appliance business today is
the highest in its 17-year history. The
station says that inost of its customers
use heavy concentration when special

sales avise. As a consequence, 90 per-
cent of its appliance business is in
spot announcements. “Maost of them,”
WINN states, “use a unnunum of
25 spots a week and sometimes as
high as 200 spots in a three- or four-
week campaign with a reatly
good story to sell, like a trade-in or
a beat-the-heat iten.

“Some use such things as whisper
sales, penny sales and door |wizes
with one thing in mind—the use of
radio to create and generate interest
in traflic in their swores, leaving the
hard selling 1o 1he salesman on the
floor.”

WFBR Baltimore, Nd., also notes
that most of its appliance business is
in seasonal promotions utilizing au:
nouncemeints. A (wo-mmonth sale it
promoted on behalf of automatic
clothes dryers resulted in an increase
in sales of as high as 500 percent for
that 1tem in some of the retail stores
sponsoring the campaign.

Another short-run cunpaign that
had results is reported by KXO El
Centro, Calii. In August, a furniture
dealer wanted to close out window
air conditioners in sizes of one. to
two- and one-hall tons. “The entire
stock of 28,” KXO declarcs, *“was
sold in five days with a 30-spot pack-
age. The bri¢l campaign cost $95
while sales totalled $7,580.”

‘Warehouse’ Sales

Two Washington, . C,, appliance
stores also have had great success
using heavy saturation radio to pro-
mote “warehouse” sales, WWDC
states. These sales, the station de-
clares, are usually pegged during
normally non-busy or closed Liours,
i.e. late hours in the evening, Satur-
day nights and all day Sunday.

WAVZ New Haven, Conn., sfates
it has five appliance accounts that
use special promotions throughout
the year utilizing announcements.
“They saturate all day and some-
times all night, 24 hours per day, pre-
ferring days, of course” KENT
Shreveport, La., also notes that the
majority of its nearly 20 appliance
accounts use saturation spots on a
run-of-schedule basis.

An interesting version of the sea-
sonal type promotion occurs in many

communities where work is seasonal.
For example, WDVA Danville, Va,,
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states that its heaviest appliance busi-
ness is cnring the tobacco harvesting
season. Announcements are used ad-
jacent to news, farm and women’s
shows.

The use of radio on a continuing,
vear-aronnd’ basis also is popular
with many appliance dealers, despite
the fact that the “sales” nawre of the
appliance business makes for heavy
use of short-run drives. One great
advantage to continuous advertising
i1s developing & constant source ol
custumers. KPRS Kansas Gity, Mo,
reports that its appliance business is
on a continuing schedule, based on
the leads provided by the broadcasts.
As opposed to aynouncement sched-
ules, KPRS says its acconnts usc 15-
minute and 30-minute programs ad-
vertising special reductions, gitt cer-
tificates and other items for people
who call immediately. One account,
the Jenkins Music Co., selling major
appliances, started with a 30-mimurie
show on Sunday mornings and then

Any dealer who spends more than $300 a week
for 13 weeks on WINN Louisville, Ky.. is enti-
tled to this 24-sheet poster for a 30-day showing.
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added two 15-minute programs on
Thursday and Friday mornings each
week {rom 10 to 10:15 a4,
“Creating an equity in a good pro-
grant property and staving with it”
is the remson wdvinced by WHRBF
Rock Lluxd, 11, lor the steady acl-
vertising on its station ol the lowa-
ittinois Gas & Electric Co. imd An-
dich Furniture Co. the [urniture
store uses two quarter-hour news
shows  Sunday through  Saturday
while the utility sponsors a 15-minute
service program called Round tie
Town announcing cluly news, new
babies and marrtages, Monday
through Friday, 8 to 3:15 p.m. ~

Negro Audience

According 10 WDIA Meurphis, i1
is vital to advertise continuously if
an appliance store wants to penetrate
the Negro audience. Saturation cam-
paigns and special sales, the station
says, are not the best vehicles to
reach this audience. Sales are best
accomplished by a “sieady, constant
confrontation of the andicnce with
the advertiser’s name and message,”
the station states.

WDIA says that General Home
Service was its first appliance ac-
count. “Taday, the company is the
largest volume GE dealer in the
area”” The Memphis market, ac-
cording to the station, is 42.2 per-
cent Negro.

Most appliance stores, of course,
who advertise on a continuous basis
also use announcements at certain
times of the year. KOPR Butte,
Mont., explains that its appliance

Reqular programs emanate from this mobile

studio of WDSU New Orleans. It is often

parked at a store for one or more weels

accounts “keep their names in front
of the public on a continuning basis,
but use spots heavier during sales
season.”’

As for programming, news is fly
lar the most popular form ol spom-
sorship. Announcement users often
place their schedules adjacent to
news shows, too. WRFD Worthing-
ton, O., has an mecount, John Evans,
that uses seven 5-minute news pro-
grams weekly., WMT Cedar Rapids;
la., has three 52-week accounts that
use thpee newscasts a week each:
Moderir Appliance (GE), 7 am.
Tuesday, Thursday and Saturday;
Suulekofl's, 8 a.m. Monday, Wednes
day and Friday, and lowa Electric
Light & Power Co., 6 p.in. Monday,
Wednesday and Friday.

Recause many appliances are used
by the housewile solely, stores also
make a pitch in their ad ecfforts
for the woman of the house. WFPG
Atlantic City, N. ], has an account,
the Mack Home Appliances, that
sponsors the Perry Como Show 15
minutes, six days a week at noon.
And KGNC Amarillo, Tex., reports
that when ity appliance dealers use
spots, they prefer a woman’s audi-
ence. And a similar choice is made
by the appliance stores on KRES St.
Joseph, Mo., where the times bought
are 8:30 to I a.nn. and | to 3 p.m. in
order o reach ihe housewife, or
“conunuter’s time.”

Although a part of radio’s appli
ance storc business is in support of
a national promotion by a name
brand, the major portion is aimed at.
establishing the store’s name and
location in the local cominunity. As
a conscquence, many stations go out-
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sitle their studios amd broadcast Irom
the store in onler o promote the
outlet's location.

A special Show Wagon is employed
by WFIL Philadelphia which broad-
casts from the site of appliance stores.
[Mie station says that “dealers find
that the crowds attracted more than
make up for the additional cost.”

A Volkswagen mobile studio
broadcasting from appliance stores
such as Baker Bros. in downtown
Los Angeles is used by KBIG. The
studio on wheels is often parked in
front of stores and is used as a source
for disc-jockey programming.

In Canada, CHUB Nanaimo, B.C.,
has had success with its Chubmobile
and features it as a regular mobile
show daily on location. The T. Eaton
Co. department store found a Chub-
mobile broadcast between 5:10 and
5:15 p.m. aimed at the peak car
audience, produced direct sales of
home freezers the next day. A fea-
ture of the broadcast was an inter-
view by a station personality with a
member of Eaton’s staff on location
in the store.

‘Most Impressive’

WDSU New Orleans also has a
mobile studio that it parks in front
of appliance stores for one or more
weeks. The station has its regular
programs emanating from the on-the-
scene locations. The zone manager
of the B. F. Goodrich Tire Co.,
whose stores sell appliances, last June
called attention to the results this
type of show produces. “The port.
able broadcasting station that you
parked . . . in front of our store was
most impressive and did a lot to
stop traffic and draw attention to
our sales promotion,” he said.

The case for radio as an eftective
ad vehicle was suimmed up for WE]JL
Scranton by the appliance depart-
ment manager of Scranton Talk. “As
one of your oldest and well-satisfied
clients, we are happy to say that we
get maximum return on every adver-
tising dollar we spend on your sta-
tion. We know that in addition to
getting maximum return on adver-
tising, the good will and cheer . . .
could never be measured by any
yardstick.” o o o
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How Appliance Stores Use Radio

e following is a listing of what
dealers are using, based on returns from
stations in this mail questionnaire sam-
pling:

ARKANSAS

KOKY Little Rock: Seasonal spots (early
and late morning, noon and between
4 and 6 p.m.)

CALIFORNIA

KBIG Avalon: Year-around saturation
spots plus two quarter-hour record shows.

KXO El Centro: Spots in early morning,
9 a.m. to 5 p.m. and Sunday afternoon;
news, sports and music programs.

KFRE Fresno: Spot announcements in
traffic times and around women’s pro-
grams plus news program sponsorship.

KLAC Los Angeles: Daytime, traffic and
Sunday spots; record, news and weather
programs.

CONNECTICUT

WAVZ New Haven: Saturation seasonal
spots all day (and often all night).

DELAWARE

WTUX Wilmington: Early morning and
late afternoon seasonal spots; fiveeminute
news program throughout the year,

DISTRICT OF COLUMBIA

WWDC Washington: Year-around spots,
especially heavy for “warehouse™ sales;
pre-game baseball program.

FLORIDA

WIRK W. Palm Beach: Continuing spots
in the morning and disc jockey partici-
pations.

ILLINOIS

WOPA Oak Park: Continuing saturation
spots and programs.

WHBF Rock Island: Year-around pro-
grams — two quarter hour news shows
and a quarter-hour service program,
Round the Town.

1I0WA

WMT Cedar Rapids: Saturation spots for
special sales; year-around news programs
three times a week (7 am., 8 a.m. and
6 p.m.).

KANSAS

KTOP Topeka: Year-around and seasonal
spot schedules, mostly daytime.

KFH Wichita: Spots for introduction of
new lines.

KENTUCKY

WINN Louisville: Heavy spot concentra-
tion for special sales, schedules ranging
from 25 spots a week to 200 in a three-
or four-week drive.

LOVISIANA

WJBO Baton Rouge: Year-around and sea-
sonal spots near newscasts and soap
operas; news program sponsorhip.

KNOE Monroe: Year-around spots in short
flights, preferring 9 a.m. to 4 p.m.

WDSU New Orleans: Year-around and
seasonal spots.

KENT Shreveport: Saturation spots; music
programs.

KWKH Shreveport: Spots to supplement
national promotion.

MARYLAND

WFBR Baltimore: Seasonal spots for spe-
cial promotions.

MASSACHUSETTS

WEZE Boston: Monthly announcements;
news and five-minute personality pro.
grams.

MISSOURI

KPRS Kansas City: Year-around 15- and
30-minute programs on Thursday, Fri-
day and Sunday mornings.

KRES St. Joseph: Year-around and season-
al spots aimed at housewife and during
commuter’s time; news, market and
weather programs.

KXOK St. Louis: Seasonal spots during the
day.

MICHIGAN

WKMI Kalamazoo: Year-around and peak
season spots; 15-minute disc jockey pro-
gram from a store three days a week.

MINNESOTA

WCCO Minneapolis: News twice a week
from 10 to 10:15 p.m,

MONTANA

KOPR Butte: Year-around spots.

NEW JERSEY

WFPG Atlantic City: Spots plus 15-minute
music show six days a week at noon.

NORTH CAROLINA

WSJS Winston-Salem: Year-around and
seasonal spots day and night; weather
reports and news programs.

OHIO

WSTV Steubenville: Year-around morning
spots and news programs.

WRFD Worthington: Year-around satura-
tion spots (20 to 40 a week); Aive-minute
news programs for 52 weeks.

PENNSYLYANIA

WFIL Philadelphia: Year-around and sea-
sonal spots; five-minute news programs.

WIP Philadelphia: Year-around spots
aimed at male audience; feature and
music programs.

WEJL Scranton: Year-around spots; music
and news programs.

WGBI Scranton: Year-around spots, morn-
ing, afterncon and evening adjacent to
network shows.

TENNESSEE

WDIA Memphis: Year-around spots; pop-
ular music and Gospel programs.

TEXAS

KGNC Amarillo: Spots to reach the female
audience; news programs.

WFAA Dallas: Seasonal spots, 7 to 9 a.m.
and 3 to 5 p.m.

KFRO Longview: Year-around and season-
al spots; three 15-minute programs a
week.

KTEM Temple: Year-around and seasomal
spots near news and weather shows;
news programs.

KWFT Wichita Falls: Year-around satura-
tion spots; morning news and western
disc jockey programs.

UTAH

KSL Salt Lake City: Year-around and sea-
sonal spots, daytime near network shows.

VIRGINIA

WDVA Danville: Year-around and season-
al spots throughout the day adjacent to
news; news, farm and women's programs.

CANADA

CHUB Nanaimo, B. C.: Year-atound spots
adjacent to news and Chubmobile shows;
news, sports and musical programs.
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How Aufomobile Sellers
Can Beffer Use Radio

The following are excerpts taken
from the Master's thesis of Howard
Kamin, rescarch analyst for the Ra-
dio Advertising Bureau. This sum-
mary follows a veview of the 116-page
project by the editors of v. s. ramoO.

|

In many murkets throughoug

the country, autoinobile deal-

ers arc radio’s most impor-
tant local customers. Yet a survey
conducteed by Fact Finders for Radio
Advertising Bureau reveals thac 44
percent of metropolitan automobile
dealers do not use radio as cflecuvely
as thev can. Results such as this
indicite that perhaps deaters are not
taking proper advantage of radio’s
assets, To remedy the situation, sta.
tions must aid and guide dealers in
making hetter use of the medium.

Every deater has unique marketing

problems and adveriising objectives.
There can be no stereotyped ap-
proach in buying radio. An analysis
of dealers’ radio buving habits, how-
cver, docs indicate that advertising
objectives might better be accom-
plished il dealers consider the follow-
ing:

1. Dealers confronted with station
selection should not be swayed
by quantitative factors only.

2. The prime driving hours are
not the only strategic tine
periods to reacly the adult male.

3. The female audience exerciscs
a great deal of influcnce in
‘brand selection.

4. Because of radio’s cumulative
affect, a dealer with a consisteint
advertising eflort can do an effi.
cient advertising job despite
relatively light schedule.

5. A favorable dealer image can
be developed by radio person-
alities and througli the creative
use of music and humor.
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6. 1t s sound strategy for dealers
to reinforce the psychological
impact ol their advertising by
setting up wmerchandising pro-
gram at the point-of-sale.

When current radio buying tech-

niques are related to the medinm's
qualitics, the lollowing are ihe points
on whicl the dealer’s approach 1o
radio falls short.

“Prime Time’* Blindness

Although the automobile has mass
appeil, it carries a sclective price tag.
Most dealers regard the adnlt male
as the pime decision maker in the
selection and pirchase of a new car.
Accordingly, their addvertising s
scheduled to reagh this prime pros-
pect.

Radio salesmen can produce reams
of research proving that radio which
primarily is a mass medium can he
utilized on a selective basis to pin-
point prime  prospects.  \udience
compenition  figures and listening
habit studies are used to point ou
that more adult males can be reached
during the 7 to 9 aan. awd 4 10 6 pont.
prime driving hours. As a result, an
analysis of New York dealers’ sched-
uling pattern shows that 84.2 percent
of total program minutes and 40.2
percent of total announcements arce
schednled within four hours of the
18-hour broadeast day. This “prime
time™ blindness has its pitfalls.

The male prospect does not con-
fine his listening time to the prime
driving hours. A glance at the ac-
companying table reveals that sub-
stantial listening takes place during
every day part. In fact, on the aver-
age guarter hour in the New York
metropolitan area an aniomobile
dealer can reach more males between
6 p.m. 10 12 midnight than in any
other sjx-hour day part. For example,

between 6 p.m. and 12 midnight it
is possible o reach 382,806 male hs-
teners on the average quarter hour;
betweenn 6 0. to 12 noon there is
an average of 559,737 mule listeners;
from 12 noon to 6 p.m. there are
464,902 male listencers tuned in on
thrie average quarter hour.

Don’t Overlook the Woman

Dcalers also have a tendency w0
overlook the inllnence of the women
in choosing the family automobile.
The currene thinking of most auto-
mobile marketing men is 1o regard
women s having o definite influence
in the choice of color, style and com-
fore {eatures of a car, but it is be-
heved that men select the make ol
the car. Dealers have concentrated
on reaching the male prospect and
have virtnally ignored the female
audience.

Recently, surveys hive heen mimle
which point out the influence of
wornen i the seleciion of brand and
where that brand should be bought.
The wife is memioned in 63.3 per-
cent of new car purchases as having
played am important role in selecting
the new model. The husband is men-
uoned in 78.3 percent of cases. Re-
scarch such as this indicates that
both the adult female and male
[amily members play an equally im-
portant role in car selection.

If dealers are interested in reach-
ing the female, then daytime schedul-
ing, particularly during che late
morning hours, will be most produc-
tive. For example, during the aver-
age minute of any weekday morning,
at lcast 24.5 percent more women are
listening than in any other zlay part.

Consistent Ad Effoct

The examples of radio’s efficiency
and ability to reach mass audiences
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are impressive. The average dealer
rarely can ailord to schedule 200 an-
nouncements per week. In fact, 25
announcements per week would be
regarded as a heavy schedule by New
York dealers.

The average New York distributor
schedules 12 spot announcements per
week. The average dealer scheduling
program segments buys six segments
weekly. I these schedules are typical,
dealers cammot hope to reaclr pros-
pects on a mass basis unless they
advertise consistently.

Analysis of New York Broadcast
Advertisers Reports reveals that most
dealers buy radio for only unusual
and seasonal sales events. Of the
New York automobile dealers on
radio, only three Chevrolet dealers
maintained consistent advertising
schedules for more than six months.
The bulk of distributors utilize radio
advertising in a sporadic manner—
especially heavy for introduction of
new models. While this can be
sound strategy, it requires a great
quantity of announcements to be
effective.

Dealers can get more consistent
results, however, if they extend the
duration of their campaigns. The
cost economy of radio enables a deal-
er with a limited budget to maintain

consistent advertising pressure over
longer periods of time through fre-
quency discounts and package plans.

For example, a schedule of 200 an-
nouncements i on¢ week reaches
53.3 percent of a market’s radio
homes. A schedule of 25 announce-
wments per week for four weeks
reaches 49.3 percent of a marked’s
radio homes.

Personalize Commercial Messages

The ability of radio to tmplant
memorable messages and for listen-
ers to associate these messages witly
the visual product symbol is a tribute
to radia’s psychological impact.

Key to thie creation ol a showroom
image through sound is the local
radio personality. Almost all seli-
ing is personal and the announcer
aided by music and sound effects can
develop an appropriate showroom
image.

In a recemt Pulse study. 90.5 per-
cent ol people interviewed could
name a local radio personality in
their broadcasting area. Almost two

thirds were aware of the product ad-

vertised on these personatity pro-
grams. Seven out of 10 indicated
that they would try a new product
recommended by their favorite per-
sonality. Radio listeners also react

When and Where Do Men Listen?
Males Above | Professional | Working | Young Men
$7500 Income Men Men (25-35)
% listening
in week 933% 0.4% 924% 934%
Average hours
per weekday 142 min 1:32 min. 1:5% min. 1:36 min
% listening daily: | 75.0% 73.2% 75.0% 75.7%
6 a.m. to noon 58.8% 56.0% 580% 57.4%
Noon to 6 p.m. 367% 302% 32.2% 356%
6 p.m. to midnight | 32 3% 258% 30.7% 2719%
Favorite Music News Music News
programs News Music News Music
Variety Variety Variety Sports
Favorite Automobile | Automobile ] Automobile | Automobile
Jistening post Kitchen Kitchen Kitchen Kitchen
Bedroom Bedroom Living room | Living room
Sourc®: The Palse Inc. "Listening Habit Surveys,” published by RAB.
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euw[-fnnnlly to wiat they hear on the
aural mediom, In a study to deter-
niine why people use various media,
radio was found 1o involve listeners
emotionally through the use of
sound. Listeners who had bought
products advertised on radio men-
tioned three reasons why radio
helped them make a buging decision:
The merchandise had value, somnl
was used effectively to create product
appeal and the human wvoice of the
local personality made the offer be-
lievable.

Imaginative Station Selection

Dealers acdhere too rigidly to foi.
mula buying in their selection of
radio stations. Costs and ratings are
only two aspects of station selection.
There are other dimensions to con-
sider. Motivational researchers have
discovered that cach station develops
a distinct station image in the mind
of its listeners. The station’s au-
thority and popularity play an im-
portant role in determining how lis-
teners react to commercial messages.

It has been recommended, there-
fore, that dealers not be swaved by
impressive numbers or psychological
terminology. A station inust be
evaluated solely from the point of
view of the dealer's marketing goals.
The ability to reach real prospects
for his make of car, not merely lis-
teners, is the ultimate measure ol
efficient station selection.

Use Merchandising Support

One basic problem [icing adver-
tisers today is the increased conpeti-
tion for consumer attention. Wity
the average family exposed to 1,518
advertising impressions per day it is
getting  increasingly  difhcult  to
acliieve memorable advertising im-
pressions. Moreover, soon after ex-
posure advertising messages tend to
be forgotten and obscured by many
other daily events.

Favorable product images associ-
ated with the original advertising
messages are more readily recalled at
the point of purchase, if consumer
memories are refreshed with posters,
banners and other merchandising
techniques.

Most radio stations are ready to
cooperate and aid advertisers in set-
ting up an effective merchandising
program. « e e
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focus on radio

A Quick Glance At People, Places
And Events Around Radio-Land

OFFICIAL MO

BEARD I

YANCCUVER'S BEARDED WONDERS gather for CKNWs centennial
beard contest. Contestants—here vying for the bushiest beard in the
province—numbered more than 500. Other categories were: Most
colorful; best mutton chops, van dyke and goatee; most unique; curli-
est, and longest. In a close contest, the champion won by & hair.

FINDERS KEEPERS ARE the watchwords in the WCPQO Cincinnati
hidden treasure contest. David Smith [left) and Robert Piaget {right)
demonsirate where they found one of the $1,000 cash certificates
concealed by the station for the promotion. Looking happy but
envious are Olan Stigers [left), Gordon Potato Chip executive, whose
firm sponsored the competition, and Pat Crafton, station manager.

HOUSEWIVES PROTECTIVE LEAGUE takes a coffee break as nearly
100 key agency personnel turn out for presentation in New York
featuring HPL directors from four major markets. Chatting with
Galen Drake {right}, an original member of the HPL program, and
HPL General Manager Ed Wood [(left) is Victor Seydel, radio
and tv director for Anderson & Cairns Advertising Inc., New York,

LUNCHEON AT TWENTY.ONE is the high spot of the day
for these representative and agency executives, some of the
128 entertained by KOIL Omaha and KMYR Denver. Watching
& presentation for the Star Stations are (left to right}: William
¥octe, Denver advertising executive: Thomas Dooley, Adam
Young Inc., New York; Jeff Fine, Robert Widholm, Sam Vitt,
Stuart Eckhardt, all of Doherty, Clifford, Steers and Shenfield,
New York; Gloria Maheny, J. Walter Thompsaen, New York:
Edward Green, Doherty, Clifford Steers & Shenfield, and
Arthur Pardoll, Foote, Cone, & Belding Inc. of New York.
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THE MARINES LAND at WILD Bosten to issue a cease :
and desist order to disc jockey Ted O'Hara who spent PULCHRITUDE PUSHES PROMOTION for the newest Balaban station, KBOX

42 hours airing a recording of Fever by Peggy Lee. The Dallas. These pretty young ladies heilp open the station by proving that radio can
marathon platter spin brought over 5,000 telephone calls look as well as it sounds, and attracted much attention to the new entry on 1480,

and several hundred telegrams into the station while
Mr. O'Hara remained locked in the control room. Accord-
ing to General Manager Peter P. Theg, the disc jockey
"just liked the record.” Marine sergeants called “halt.”

SINGLE GIRL LIKES it that way as she wins a weekend cruise to Nassau
from WQAM Miami. Gloria Hall, winner of the station's Bachelor Girl
contest, receives her tickets here from General Manager Jack Sandler, Miss
Hall had to submit an unusual or useful household hint, in addition to picture.

DENNIS THE MENACE contest to create public awareness
of public safety is won by Rich Kinney, who is shown with
his prize, a polka dotted car. The campaign, conducted
by KIOA Des Moines, called for listeners to guess which
car parts were missing or defective from 102 clues broad-
cast. Rich answered 100 right to defeat 3,800 entrants.

KFJt BELIEVES IT set a marathon record when disc jockey
Larry Jones broadcast continuously for 169 hours and 15
minutes in celebration of the station's 35th anniversary.
This feat for the Klamath Falls, Ore., outlet tops the
previous record of 168 hours, KFJI declares. Listeners who
came closest to estimating how long Mr. Jones' powers of
endurance would last received prizes from the station.




Just a year ago...

FOR RADIO ONLY For all practical purposes, radio is in every home
ol our country, two or three sets in cach niore
Wirh this issoe, 1. s. RADIO makes {ts debut. often than not. On the highways: Radiv. On
the beaches and xt the resorts: Radio. And as
We would not be hunum if we did not feel a we note in the transistor aticle (page 25),
learee of excitement aiid exhilaration. Yet this is i"e-‘l)'“_“‘“"? transistor sets will become like “ash-
confined under the weight of a more profound trays” in the average hmrsehu!(]. And still the
thought that no trade publication deserves the most “'e“‘e“d‘"'f (.lcvclopmcm s yet to come ., .
right of enistence unless it fulfills a need, unless more corvectly, it is I‘F"e- When ”_‘C Army Signal
it can [Qgi(‘;]“)- serve the in(hw[[‘y to which it is .COI'PS l'ch-ﬂSCS the wristwatch ridio to the Amer-
dedicated. ican public, wadio truly will be everywhere!
The history of radio and of the broadcasicis Radio 75 the mass medium to reach the whole
and advertisers who have had faith in i is truly f’f America. But .'." its very 1""'!"_""‘31“"“3. radio
one of the grcatest success stories of our time, 15 the maost flexible of all media. Whether the
Radio is a separate and distinet advertising me- advertiser uses spat radio of network, there are
diypm; it has its own place in the sun and cer manv, unry  dilferent lornmlae ghat ¢in be
tainly should not fall in the shadow of tv. Like applied to reach ::I“ the populition or any seg-
magazines and newspapers in the print ficld, nient of i, .nccor(hng to the needs of 1hc.pr0duct
radio and tv are just a~ competitive for the ad- -« . anything from “pop” el finc music, (rom
vertising dotlar. To those who have fought long soip operas to Shakespeare. Night or day. What-
andd well for thiese recogititions, we now add for ever the need, radio stands ready to fill i

the first time since the advent of v the voice of a
radio only trade publication, TO THIS WE ARE DEDICATED

Today radio standd stronger tlhun ever, and
ull indications point w a tomorrow that will
dwar{ today. Those of us who live to much
subjectively must appreciate that though radio
people know and undenstand radio’s tremendous
story, this sante story constantly must be made
known and understood by those who think less
s'ubjcuivch' about radio. These ate the people
who use and consider radio in their advertising
plaas.

v, s kapio, an analytical and idea magazine
lor the buyers and sellers of radio, will devote its
entive encrgies to this vast fiek! of radio. Articles
and features on the planning and buying of
radio advertising, delving into the why's and
how’s in the succesful use of ali radio, will be
supplemented by regular deparuments present-
ing in concise lonn the significant news and
trends of the radio indusuy. 11, 5. ramo wil
be applauded by some at times, criticized by
some at times. It will make its mistakes, it will
THE WHOLE OF AMERICAN LIFE nake its points. It will constantly strive 1o help

buyers and scllers of radio advertising in the use

Is there any other nicdium of communication  of the wmedium,
that so encompasses the whole \inerican life
as does radic? We subniit there is no other. To this we are dedicated.

Editorial U. S, RADIO <« October 1957
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KTOK

OKLAHOMA CITY, OKLAHOMA

CBS Radio
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NEW YORK:

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

Effective October 15

robert e. eastman & co., ie.

national representatives of radia stations

CHICAGO:

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

SAN FRANCISCO:
Russ Bldg—Room 1042
8an Francisco, Cal.
YUkon 2-9760
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L. A. and Scranfon

Retlail Stores Find
Radio Made 1o Order

Pleased with the way radio

has been moving goods off

the shelves, two retail outfits
are allotting sizable chunks of their
budgets to the sound medium. Wide-
ly separated in location, they are
nevertheless very close in advertising
philosophy—having used radio since
the turn of the decade.

In Scranton, Pa., the Globe de-
partment store is sponsoring three
programs per week plus eight Sun-
day newscasts, and in Los Au.
geles, the Sally Shops are relying on
radio for the major part of their ad-
vertising effort.

The Sally Shops —a chain of 15
outlets scattered around the Los An-
geles area — now put 75 percent. of
its advertising budget into radio,
according to John Bainbridge, gen-
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West Coast Sally chain (15 shops)

spends 75 percent of budget on radio.

Scranton’s Globe department store

has been a steady user for eight years

eral manager and account executive,
Tilds & Canw Adverusing, Los An-
geles.

The clothing chain, which caters
to women and teenagers, uses 16
spots and 17 radio programs per
week in the Los Angeles market on
stations KBIG, KMPC and KFWB.
This represents an increase in ex-
penditure of 10 percent this year
over last.

The Sally stores have been grad-
ually increasing their use of radio for
the last seven or eight years and,
according to Marvin Zuckerman,
owner, “We are of the opinion that
radio has contributed substantially
to the growth of our firm. Because
of the scattered location of our
stores, we have determined that we
can reach more potential customers

at a lower cost with radio.”

According to Mr, Bainbridge, the
retail chain uses spot schedules on
two metropolitan and one out-
lying stations plus programs on
the metropolitan outlets. The spots
are scheduled from as early as 6:35
a. m. to as late as 5:45 p. m. The
early morning anunouncemeuts are
designed to catch persons leaving for
work at an unusually early hour and
regular driving times are heavily
bought by Sally because “this is ob-
viously a choice radio buy in such an
automobile-congested area as South-
ern California,” declares Mr. Bain-
bridge.

Sally’s program schedule includes
five-minute participations in music
programs on the weekends to catch
beach-goers, in addition to an 8:15

53



Q‘ ROMETOWN U.S.A.

a. m. news program [or prestige iden-
tification.  Mr. Bainbridge reports
that the clothing chain also pur-
chases @ noon-thme program on a
coun(ry music starion “which we find
exerts considerable inlluence over
many of Sally’s customers in the
enstern seclions  of  Los  Angcles
County.”

The agency changes Sally’s copy
each weck and uses a series of 15
secomrtl recorded playlets o lead into
the live conunercials, When an-
souncements concern such items o
bras and girdles, the client employs
a Los Angeles feminine personality
to record the entire spot.

The Sally shops originated in 1938
with one store in ¥l Monte, Calil.
S(.'\'('I'ill more ae l)l'C\Cllll)' llll(}(‘l'
construction, Mr. Bainbridge states.

Tilds & Cantz indicates that overall
radio billings for their agency have
increased in the last year by approxi-
mately $200,000. “While we certain-
ly do not discount the importance of
other media,” says Mr. Bainbridge,
“we have found the proper wse of
radio 1o be most effective for many
of our cticats, both ald and new.

“We are very proud that Sally

Shops was chiosent last spring as the
recipient of the Southern California
Broadcasters Associntion’s first award
tor comsistent, intelhigent and sue-
cesstul use of radio advertising,™ Mr,
Bainbridge states.

In accepting the avward, Mr. Zuck:
erman of Sally paid high tribute to
radio’s advertising impact {or the re-
tailer: “When we open a new store
we find the area practically pre-sold
because ol our constant and contin-
wing use. We find that the person-
alized dimpace tells onr story when
and where it couns.”

The Globe Story

Thiee thowsand miles away in
Stranton,  the  Globe  deparunen
store—the Largest in town—iala leels
that radio tells its story wheu angl
where it counts,

“Radio is given a very specific job
w do i our merchandising pro-
gram,” says Willium W, Davis, ad-
vertising director, “md its accom-
plishment of that job is certainly a
big contributing factor o the $10-
1o 320-million volume we realize per
vear,”

Nearly all of the Globe stor¢’s rir-

Sally Sl!cps execuf.ives are on-the-scene of one of their shows as they visit KBIG Avalon DJ
Carl Bailey. Standing left to right are owners Marvin, H. Lew and Ted Zuckerman, store mana-
ger Jo Tuttle and Mrs. H. Lew Zuckerman, Sally also uses KMPC and KFWB Los Angeles.
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All available Sunday newscasts on WEJL Scron-
ton have just been purchased by the Globe
Store, adding to its large radic use. Sealing
the bargain are Cecil Woodland, WEJL g.m.
{left) and Globe's President John A. Noble.

dio inouey goes into three programs
on WEJL. “Programs fit naturally
inio our scheme of butlding loyalty
for the store as a whole by creating a
loyal following for the shows,”™ Mir.
Davis says. “Aud at the same time
we can feature whichever depart-
ment and whatever item we want.”

In its eighth comsecutive yeir on
the station, Globe sponsors a full
hour muusic and news program heard
Iromm nine to 10 4. m. six days a weck
called Globe Stove Showcease. This
show his heen on the air since 1950
and the resulis were the chiel reason,
according to WEJL, that the store
recently purchased another full hon
per day between two and three p. .
for the PAI Globe Store Showcase.
In addition to these programs aimed
at the honsewile, the depariment
store spansors the Athlete of the
IWeek  program durving the school
vear to reach the male audience.

To cap its radio purchases, Globe
has just signed a contract, WE|L re-
ports, for eight 5-minute news shows
cach Sunday.

“We use radio more o scll the
whole store rather than to saturate
our programs with specific merchan-
dise. We think it is very cffective in
selling our slogaus, like ‘Scranton’s
largest store” and ‘Scranjon owned,
Scrimton pperated,”” Mr, Davis ex-
plains.

Mr. Davis and the radio station
work together in the planning of
commercial continuity and change
copy almost daily to keep it up to
date. o o o
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RADIO

reaches more

OKLAHOMA HOMES
than any other

RADIO STATION
in OKLAHOMA'

The WKY Television System, Inc., WKY-TV, Oklahoma City

WTVT, Tampa-St. Petersburg, Fla.; WSFA-TY, Montgomery, Ala,
Represented by the Katz Agency

OKLAHOMA CITY
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commercial
clinic
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‘Around the World' Theme
Used by Schick Razors

To Hone Radio Commercials

One day last spring a gentleman
named Warren Schiloat took his wile
and children to see Mike Todd's epic
“Around the World in 80 Days.” A
few weeks later a $1 million deal
was announced between Mike Todd
Jr. and the Schick Safety Razor Co.
involving cxclusive national rights
to the picture’s characters and music.

Mr. Schloat, vice president and as-
sociate creative director for Schick’s
agency, Compton Advertsing, New
York, was looking around for a new
campaign theme tor the razor firm
and “lour or five days alter 1 saw
the picture it came to me.

“Most new ideas are combinations
of old ones,” savs Mr. Schloat. “and
it occurred 1o me that proper use of
the ‘Around the World' theme and
characters would make an ideat all-
media campaign for Schick.”

Mr. Schloat and his staff have
adapted the theme to radio by side-
stepping the principal characters in
the movie, Passepartout and Philleas
Fogg, and utilizing instead various
third parties whein they mright meet
on their journeys. The commcrcials
are introduced by the theme music
from “Around the World™ followed
by a vocal group singing:

Around the World in
Eighty days

You'll see the ways that

Schick is praised

For faster, safer

i

Avoid the cut

Avoid the nick

Get a fast, close shave

With a safe new Schick

Schick safety razor.
An announcer closes the commercial
with a straight pitch,

“A\ radio commercial shoukl tlo

three things,” M. Schloat savs. “It
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Warren Schloat, Compton v. p.

should attract auention, hold aten-
tion and make the sale. We think
the Schick radio spots do just this.

“They auract with the familiav
music [rom ‘Around the World.
They hold the listener’s interest, we
think, through the integration of the
theme with Schick's selling message
in the lyrics, ‘Around the world in
80 days you’ll see the ways that
Schick is praised. ...” The sell comes
in the announcer copy at the end
and in the ‘avoid the nick, avoid the

new clmraciers as long as there are
countries tele. And they should coni-
tinue to sustain interest with their
different accents and national char-
acteristics.”’

The Schick company has a year’s
contract with the Mike Toadd Co.
with an option 10 continue after
that. While buvs have not vet been
completed for the radio eampaign,
Conipton reports that the commer-
cialy will Dblanket the U. $. and
Canada shortly.

Radio has also been a regular part
of the Todd fum's promotion of
“Around the 1JVorld” According to
the Todd office, “Radio has formed
the bulk of our advertising effort for
the movie in the last six months.”

There are several reasons for this
emphasis on the sound medium, one
of the most important heing the pic-
ture company’s interest in reaching
Jamilies in their cars—who may be
about to drop in an a movie,

Radio is also cxcellent, in the
firm’s opinion, or the subsidiary pro-
motions tied in with the film, such
as selling the record album of the
soundtrack. Spots are bought in disc
jockey shows promoting hoth the film
and the recording.

In addition, the Todd Co. reports;
radio is ideal [or advertising the varni-
ous playdates of “Around the World”
from city to city. “We are not so
interested,” the firm declares, "in



