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Acclaimed.....world's
highest fidelity radio station...with
audience among top 10 in America, !

A revolutionary new WLW-AM fransmission sys~ N. Y.. the world's largesi independent vadio and

tem, developed by Crasley Broadcasting Engi- high-fidelity transmission experts.

So before you buy Radio time —~ check these figures
below .. .and remember, WLW high fidelity trans-
mission provides the finest in clarity for advertis-
to Frank H. McIntosh Laboratory, Binghamton ers’ commercials!

neers, has made WLW Radio unquesfionably the
World's Highest Fidelity Radio Station - according

WLW RADIO WORLD COVERAGE (37th year on the airl)
WITH WORLD'S HIGHEST FIDELITY

MARKET COVERAGE No. of Counties Total Homes ifi Area Radio Homes fn Area

Monthly coverage area 334 3,116,800 2,987,210
Homes reached Total % of Total Homes % of Radio Homes
Monthly 1,221,160 39 4]
Weekly 1,067,110 34 34
NCS DAY-PART CIRCULATION, .. IS — [ (S e B ) o0 o i
Once 3 or more bor7 Daily Avg.
Daytime Listener Homes 961,000 692,400 402,380 593,640
Nighttime Listener Homes 624,360 378,050 204,180 338.020

{Source: 1956 Nielsen Coveroge Sefvicé)

Netwark Affiliations: NBC, ABC - Sales Offices: New York, Cincinnati, Chicago, Cleveland - Sales Representativés: Tracy Mooré
& Associates Los Angeles, San Francisco; Bomar Lowrance & Associates, Inc. Atlanta, Dallas. Crostey Broadcasting Corporation.
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One little clock radio produces

over 50,000 sponsor identifications by listeners

ta Atlarita’s WSB Radio...

During Nafional Advertising Week the
WSB Radio audience was invited to take
part in a little game the stafl cooked up.

“Send in the names of WSB advertisers
whose messages vou hear, Monday thru
Friday,” they were asked. Clock radio pic-
tured was offered the one submitting the
longest correct listing.

Now this was no great shakes of an
award. And therein lies the entire «ignifi-
cance of the event. Orer 50,000 adrertiser
{mpressions were recorded in the mail re-
ceived {rom particmpants.

U.S. RADIO & April 1939

Advertiser 1dentification always has
been high on WSB Radio. And this is one
more reason why WSB out-produces and
out-sells competitive media in Georgia

Affitiated with The Atlanta Journal and Con-
stitution. NBC affiliate. Represented by Petry.,

The Voice of the South

ATLANTA

Toome




.+« ON A BILLION-DOLLAR TARGET!

WSPI) Radio's across-the-board leadership M
the bilfion-dollar Toledo market continues to
give advertisers more sales ammunition for their
dollar. All-time high ratings are the result of
WSPD's forward anarch in its 38-year domination
of Toledo, attained by consistently aggressive pro-
riunming aud promotion.

"Famous on the local scene’

SP

To bulls-eve Toledo's billion doliars, depend }

he one tation 1o score—and keep scoring! NBC RADIO in TOLEDO f

wir KA'TZ nuin for details. l

q » » 3 5“ : G WWVA WIBG ‘
1 - L WSPD WJW WJBK WGBS WAGA

L_' u)l 6/1. O % ﬁ o ko Ulnwland  Thetrud Mrains AiTante Wiieling  Pinfadaiphe ]
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$641,000,000 '58 Radio
{NAB est.-gross)

145,000,000 Sets in Use

+ 15,000,000 Fm Sets in
Use (NAB Research}

N

37,900,000 Car Radios

1,124,737 Sets Made
. (January EIA est.)

{=} 3.930 Stations on Air

U. & RADIO o April 1959

airwaves

adio’'s Barometer

Spot: Annual Adam Young Iric. estimates of spot radio billings fir 134
multistation markets places the gross figure at S165 million lor 1958,
compared with the esttmate of $166,367,000 by Station Representatives
Association for total spot radio. According to the representative firm,
annual volume 1s presently running at the rate of S143 million for these
markets, based on business during the last quarter of 1938 and the first
two months of this year.

Networki NBC has announced more tlian $2,700,000 it new and re-
newcd net business including a S1 million, 26-week campaign ordered
by General Insurance Companies. CBS had a 3375,000 week in Marcly,
signing U S. Plywood Co. and Reddi-Wip Inc. for 13-week campaigns and
Pepsi-Cola Co. for 10 weeks. MBS announced six “long-range” cam-
paigns by national advertisers. ABC signed Dr. Pepper and Chas.
Pfizer & Co. for live music shows. (See Report from Networks, . 57.)

Local: Two stations—KOL Seattle and WAPO Chattanooga—have re-
ported increases hr billings. According fo William Simpson, general
manager, gross revenue in March for KOL was 30 percent above the
same 1958 month, with April running about 75 percent ahead of the
previous year. And WAPO reports that the vear 1958 was about 65
percent ahead of ]957%

Stations: The number of am and fm stations on the air as of mid-
March totals 3,930, an increase of 15 (five am and 10 fm) over the
previoas montly

Commeicial AM Cammerciab FM

Stations on the air 3,339 591
Applications pending 490 44
Ujider construction 119 134

Sets: Total radio set production including car radios (or January was
1,124,737. Total auto radio production for January was 520,052. Total
set sales for January excluding car radios were 700,490, Total transistor
unit sales for January were 5,195,317 with dollar value of $13,626,886.
Fm production for January was 30,235. Also see Report on Fm (p. 59).
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Sound in the Making 21

How Advertising Agencies Handle
Production of Radio Commercials

pulls

“Farst All Day”
rating !

* “Most listened to”...and hottest
of any as indicated by recent audi-
ence studies”

Top personalities and best news
coverage . ... Jocal, plus world-wide
through exclusive Washington
News Bureau. Every reason to place
saturation spot campaigns where
you reach an even greater cumula-
tive audience.

Check WFBM first— where every
‘minute is a selling minute!

*C. E. Hoover, Inc. {7 a.m.<6 p.m.} June 19, 1958

ta sell tl‘m\ X

most Hooswb*s be: sz{re
Yyour prodzljdt 78 €O
m ;he hinttest pot!

/{(mg

0O
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WFBM
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Represented Nationally by
the KATZ Agency
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Why do 100 leading nationally
advertised products use the

Keystone Broadcasting

Because Keystone's Hometown
and Rural radio stations, locally
programmed, provide the
most efficient way to cover
the valuable C & D

markets.

We will be

happy to
send you the
following:

[J Keystone's complete station list, or
[0 Details on Keystone’s farm market coverage

—— — — — — — — — — — —— — — — — p— ————

Keystone Broadcasting System, Inc. Dept. US.2
L11 West Woshington §t., Chicogo 2, IIl.

0 , write or wire today!

[ Please send me copy of up-ts-daie Farm Market Analysis.
[ Keystone’s entirg stafion list.

eystone

= ‘ - BROADCASTING SYSTEM, c.

Name_— i g

AP e

Cty - - e . State_ Zone

VL YQILEL L OoF naWsIREd LKQ RiuvkAL amifIEa

i =—'—'""_"__—'_“-‘;—_|
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A good
SALESMAN

commands
respect...

and
so does a

cood
STATION!

A really good salesman commands respect for
himself, his product, his company. Respect
means confidence — belief — SALES!

The same is true of radio stations. Some do command

respect, and this dors make a difference! People in Iowa f

have respected WHO for generations. They respect the 1

advertising they hear on WHO because they know that WHO

sees to it that ezerything we broadcast is dependable, WH‘@

respectable and sound—news, sports, entertainment l

AND COMMERCIALS. for lowa PLUS! ]

As a resplt, more lowa people listen to WIHO Bex Nivivas . . - FOSSE Wty '
= [ - Col. B. ]. Palmer, President

theos listen to the next four commereral stations P. A. Loyet, Resident Manager

ombined. And they BELIEV E what they hear! Robers H. Harter, Sales Manager

ou undoubtedly evaluale the stations you select |i |BG s ,':h'::,r,' ,‘:‘,f;i:i",ﬂ{.";;’ifi:i’l‘ —_— |

A y as you do your salesmen. When you PN S, W (A

Altillote

want a top-noteh radio station in tovea, ask PGW

about WO Radio—Iowa's ;,:rvalq-s[' T perece, Griffin, Woodward, Lonc., National Rg_ptunrht.'ira

. U. S RADJO »  April 1959
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soundings Ty

90 Percent of Commercials
Pre-Recorded by Budweiser

“Always in Tune With You”
Theme of May Radio Month

Radio Cets the Call From
‘Average’ Negro Consumer

Pulse Reports Now Based
On Full-Month Periods

~ Basic Station Information
On One NBC Spot Sales Form

“Universal Coverage’ Provided
By Radio in West Germany

U.S. RADM> o April 1959

Attesting to the importarice of the various aspects of production in the
creation of commercials (see Sound in the Making, p. 21) is the dis-
tlosure that almost 90 percent ot Budweiser’'s commercials are recorded,
only 10 percent tlone live. A heavy radio user, the D'Avcy client norinally
buys more than 300 stations, with that mumber doubling i the hot
sunmuer months,

*

To convey the personal service radio rentlers in entertaining and in-
forming people around the clock wherever they are, the National Asso-
ciation of Broadcasters has chosen the theme, “Radio . . . Always in
Tune With You” for National Radio Month in May. Last year, the
first month-long promotion [eatured “Radio is Close to You.” Promo-
tional kifs and suggestions are already on their way from NAD tostations.

The average Negro, if he had $25,000 10 spend in advertising, would
put the major share—43 percent—of it in radio. This is revealed in a
motivation study of 150 Negro and 50 white families in Houston con-
ducted by Dr. Henry Allen Bullock of Texas Southern University. The
figures in dollars: Out of $25,000, the average Negro would spend
$10,830 ini radio. The study financed by the OK Group stations and the
Motion Pitture Advertising Service, and being shown to agencies in
presentation form, is called a “revealing . . . detailed study of Negro life
from birth. . . .” It deals with the different nrotivational factors affecting
Negro consumers.

To avoid hypoed rating-week promotion activity, Tlie Puise Inc, iow
publishes its reports on the basis of fuilimonth, everyday interviewing
instead of one survey week a month. Stations, agencies and advertisers
“want this extra re-assurance,” says Pulse president, Dr. Sydney Roslow.
“We believe,” he adds, “that it is not how many markets are covered, but
how often and how qualitatively, that counts most.” He says that a
vear and a half of “careful testing™ went into the decision to condnct
everyday interviewing.

To supply necessary market and station irtfformanioen to timebuyers, NBC
Spot Sales has devised a mew form designed to consolidate all basic
station information needed to evaluate a proposed schedule of avail-
abilities. [Each station is providing NBC Spot Sales with copies of a
stangdard four-page folder with a blank cover page, the stations program
schedule on the inside pages, and the station’s coverage map aund basic
fate card information on the back page. The cover page will be used
as an availability sheet.

West German radio provides almost universal coverage throughout that
country, according to Robert Douglass Stuart, marketing consultant.
And commercials, which are accepted, penetrate “the total audience.”
A late 1958 survey, he says, shows that 70 perceut of the total non-
cumulative weekly audience tunes in to commercial periods regularl’y,
and 40 percent likes them.

- a -
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dollars!

\‘040%‘

Food and drug sales in Storer markets
totaled eight billion dollars*—

a substantial share of which was sold through
the impact of radio and television

stations owned and operated by the

Storer Broadcasting Company.

“SOLD ON A STORER STATION"

is more than a slogan . .. it is a reality.

3K 7 billion food, 1 billion drugs
as reported by 1957 Sales Management
“Survey of Buying Power.”

£ & Storer Broadcasting Company

[

\ U:S. RADIO April 1959
|

WGBS WAGA WWVA wWIiBG WSPD WJwW WJBK

Miami Atlanta Wheeling Philadelphia Toledo Cleveland Defroit
WAGA-TV WSPD-TV WJW-TV WJBK-TV WITI-TV
Atlanta Toledo Cleveland Detroit Milwaukee

National Sales Offices: 625 Madison Ave., New York 22, PLaza 1-3940
230 N. Michigan Ave., Chicago 1, FRank[in 2-6498




Way out
Front!

WPTF is way out front with lis-
teners both at home (Metropolitan
Raleigh) and throughout its 32-
County Area Pulse. 70 out of 72
quarter hours at home .. . and every
single quarter hour throughout the
area! And here’s the share of audi-

ence story:
Metropolilan Raleigh (Wake County)

WPTF ... . 31.4%
B . s w24
Y v o 2 & v 18UF
D s s @
R s et mn 39

All Others. . 8

35% Share of Audience
1958
Avrea Pulse 32 Couiities
12.7%
6.7% 5.7%
WPTF Locat 2nd Sta. 3rd Sta.
Network

NATION'S
28th RADIO
MARKET

NIELSEN a2

WPTF

50,000 WATTS 680 KC
NBC Alfliote for Pole:gh.Dychom
ond Eostern North Carohne
R H. Moson, General Monager
Gus Youngsteod!?, Sales Monager

PETERS, GRIFFIN, WOOOWARD, INC.
Natonal Pepretentol rey

fime buys

. Anheuset-Busch Inc.

Agencyl D’Arcy Adventising Co., St
Louis
Product: BUDWEISER BEER

Prospects are that the company's
present aerial campaign on 300 sta-
fions will soon expand to twice that
number of outlets as its summer sell-
ing intensifies. The agency recenily
completed another of its major re-
cording sessions in Chicago for the
account, which uses a heavy schedule
of radio across the country year-
around. Harry Renfro is manager
of the agency's radio-tv inedia depart-
ment.

Best Foods Inc,

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

Protlucty BEST FOODS MAYON-
NAISE, HELLMANN'’S
MAYONNAISE

Thned for salad weather, a seres
of flights of varying lengths are
starting this month in more than
40 markets. Announcements for
Best Foods (in the West) and Hell-
mann's (in the East) are on a satura-
tion schedule over multiple stations
per market. Dorothy Medawic is
tiimcbuyer.

Buiteni Foods Corp-:

Agency: Alhert Frank-Guenther Laa
Inc., New York
Prodact: SPAGHETT, RAVIOLL
SAUCES
Catching the cook's attention be-
fore hot weather sets in, this firm is
using 15 stations in about 10 major
markets (inchuting Chicago: Boston;
Hmuard, Conn.: Wiashington, D. C,,
aml New York) to hroadeast a series
ol unnouncements from now till the
end of June. As many as 36 one-
niinute spots will he used per station
per week, Larry Butner is thmebuyer.

Carter Produsts Inc.

Agency: Kastor, Hilton,

Clesley,
Chifford & Atherton Inc,
New York

Product: COLONAID

Starting o1 Mutual Broadcasting
System for a 26-week schedule begin-
ning this month, the company is also
continuing on a spot basis in several
markets to supplenient the network
buy. Oneminute announcements
will be used in daytime and early
evening petios. Timebuyer is Beryl
Seidenberg.

Champion Spark Plugs Co.

Agency: . Walter Thompson Co.,
4\Y€u' York

.\‘lul.ﬁpie stations {n 45 to 50 mar-
kets are broagcasting one-minute an-
nouncements during trafic times in
a current nine-week campaign. Fre-
quencies vary with the markes.
Timebuyer is Allny Sacks.

Ford Motor Co.

Agency: . Walter Thompson Co.,
New York

\ heavy lrequency of announice-
ments is on the air as of April 6 in
an extensive ivav of markets. and
will continue for a two-week periaid
in promoting all Ford company
maodels.  Timebuyver is Allin Sacks.

The Greyhound Corp.
Agency: Grey Advertising Agency
Ine.. New York

BUS TRANSPORT A-
TION

Set to g on a two-week
drive, the company’s Southwest Di-
Visiou iy scheduling rom 12 to 25
oncanimite announcements i week
for approximately two weeks sk Lng
thier el al ghis month in 1 nnakets.

{Cont'd on p. 12)

Pitdiicy

radio
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BIG things

are happening
in Chicago—
on WGN radio!

® Now broadcasting 24 hours daily,
Tuesday through Sunday

@ Broadcasting sixty Trafficopter
reports per week

o New Popular Coca-Cola Hi-Fi Club

e Chicago Cubs Baseball—
home and away

* Radio Press—world-wide on-the-spot
news service added to WGN's extensive
news department coverage

Add to this the best in music and top personalities—

its no wonder WG N-RADIQO continues to top all other

Chicago stations!

WGN-RADIO

THE GREATEST SOUND IN RADIO
441 North Michigan Avenue » Chicage 11, Illinods

U.S. RADIO « April 1959



FEBRUARY-MARCH

HOOPER

SHARE OF
AUDIENCE:

Proves KONOisyour

BEST BUY

for Radio Coverage in

SAN ANTONIO

— and KONO leads the field I
in PULSE, too. First in all 360 |

quarter-hour periods, Monday
thru Friday. (Jan. 1259)

|
Kxlo/no]

JACK ROTH, Manoger
P O. Box 2338
San Antonio &, Texas

12

time buys

{Cont'd from p. 10)

Greyhound’s Western Division is on
the air in 32 markets on a similar
frequency; the run started the end
of March and continues through
May. Media manager for the ac
count is Joan Rutman.

P. H. Hanes Knitting Co.
Agency: N. W. Ayer, Philadelphia
Product: MEN’S UNDERWEAR
In a “first time” on radio, the
company will participate in NBC'’s
weekend Monitor this fall. The
buy entails sponsoring 10 five-minute
segments by Bob and Ray each week-
end from November 7 through De-
cember 13,

Harrison Tackle Co.

Agency: Victor & Richards Inc.,

New York
Product: VLIVIF
This fish lure imported from

France is nibbling at radio in antici-
pation of the opening of fishing sea-
sons across the nation, and a major
buy will depend on the outcome of
tests about to be made in various
markets. The marketers of this mail-
order item plan to buy a week at a
time, and renew according to results.
Timebuyer is Lucille Widener.

Lever Bros. Co.

Agency: Ogilvy, Benson & Mather
Inc,, New York
Prodict: GOOD LUCK
MARGARINE
A H2.weck schedule on NBC is
starting now, with 30-second partici-
pations [2 times a week on daytime
programs.  The buy, ellective April
6, represents i1 change in networks
by the prodnet. “Thmebuyer is Bert
Hopt.

Merck & Co. !

Ageney: Charles TV, Hoyt Inc., New
York

week during June and July, This is

Producty FRUIT FREEZE

A chemical agent utilized when
fruit ripens, this product will take
1o the air in a number of markets
across the country as the fresh fruit
season opens up in various farm
regions. Schedules will extend from
four to eight weeks, with frequencies
depending on the market, and will
be spogted from early spring until
fall,

Merck & Co.

Agency; Charles W, Hoyt Tue. New
York

Product: GIBREL

Four to six weeks of air time, prin-
cipally in California and Texas,
will advertise this product, designed
to increase crop yield, as agricultural
activity heightens. Radio schedules
have already started in some areas;
last starting date will be in May.
Approximately 20 announcements a
week will be used over selected sta-
tions.

Northam Warren Corp.

Agency: Doyle Dane Bernback luc,,
New York
Product: ODORONO

A 26-week schectule under scay in
30 major markets will channel day-
time minutes over 60 stations at the
rate of 12 1o 18 announcements per
station per week for tlris deodorant.
Otis Hutchins is umecbuver,

Pan-American Coffee Bureau

Agericy: Batten, Barton. Durstine 7
Osborn Inc., New York

Froduct: ICEIN COFFEE

Switching from hot o fokl, the
bireau will lanneh a summertime
campaign for iced coffee starting the
fivst of June, with radio as its sole
consimier medium,. NBC nciwork
time will broadcast the burean’s
musical message, “Pour Some More
Iced Collee,” a total of 30 times a

U. 8, RADIO o April 1959




the fourth year the coffee ussociition
has conducted a campaign, the first
year it has used radio alone.

Pepsi-Cola Co.

Kenyon & Eckhardt Inc,
Xew York
Product: PEPSI.COLA, TEEM

Adding to the buy of four net-
works made earlier this year, the
company is now going on the air
over 140 independent stations, prin-
cipally in bottlers’ hometowns be
yond the realm of network coverage.
The spot campaign, which started
mid-March, will continue through
Memorial Day weekend. Approxi-
mately 15 announcements per week
are being used on the independent
stations an<d an average of 13 per
week on the networks, all based on
Pepsi's current *'Be Sociable’™ theme:
Teem, a new lemon-lime beverage
recently brought out by the conr-
pany, is currently on the air in one
market (St. Joseph, Mo.), but more
than 50 bottlers are expected. to be
distributing the soft-drink by the
end of the year, probably utilizing
spot radio packages made available
by Pepsi to promote it. Dick Trea
1s timebuyer.

Agency:

Plymouth Cordage Co.

Agency: Fuller & Smith & Ross luc.,
New York
Product: RED TOP BINDER
TWINE

Springtime equipment buying fin
the farm belt has prompted this
manufacturer of baler and binder
twine to take to the air this month
for approximately six weeks in a
scattering of markets in the Midwest.
Announcements are scheduled for
farm programming times. Time-
buyer 15 Bernje Rasmussen

I Sinclair Refining Co.

Agency: Geyer, Morey, Madden &
Ballard Inc., New York

hu. S. RADIO & April 1959

Product: GAS AND OIL

Shifting into high gear radio for
the surmmer months, Sinclair is driv-
ing home its sales nressage via a spot
buy of 450 stations, plus the 280 sta-
tions of MBS, 130 stations of Key-
stone Broadcasting System and 30
stations of Country Music Network.
Traffic times are being used—three
times & day five days a week on MBS,
10 spots a week on the other two
chains. The company's radio out-
Tay for 1959 is expected to exceed $1
million.  (See Sinclair Trims Spot
Paper Work, p. 24.) Timebuyer is
Kay Shanahan.

Tea Council of the USA.
Agency: Leo Biirnelt Co., Cliicago

Inc.

A cool customer for the listener’s
medium, the council will add an
aural ice cube 1o its [avorite brew
in a $500,000 all-radio promotion to
start May 15 in southern markets,
then follow the sun north. The
campaign will use approximately 100
stations in 29 markets, with between
65 and 115 announcements per week
scheduled for afternoon hours in
each market. (See Putling Heal on
Iced Tea Sales, p. 28.)

Warner-Lambert Pharmaceutical Co.
Family Products Div.

Warwick & Legler dnc.

New York
Procducts BROMO-SELTZER

Seven southern markets are the
target of a radio campaign starting
thiis month for the effervescent head-
ache preparation. The buy will con-
tinue until the end of 1959 and uti-
lizes a variable pattern of eightweek
flights and regular schedules. Fre-
quencies vary from 11 to 40 or more
announcements a week per market
Joe Hudack is timnebuyer.

Agency:

...We
wanted
to kanow...

so we asked PULSE
fo ask the peaple of

Notions 27th Largest
Market the fallowing

THE RESULTS:

November 1958
Quolitative
Survey of the
22 County
Tidewater, Va.

Area

Question 1:
When you first turn on the radio, is
there any particulae station you try
first?

Answer:

Question 2:
Which radio station, i any, do you
prefer for music?

Answer:

s0%”" B ¢
D
vIX amw

Question 3:

Which radio station; % any, do you
prefer for news?

Answer:

NGH
1877

A ro 8 € D
8% La% EEmew
Question 4:
1f you heard conflicting accounts of
the same story on different radio sta-
tions which station would you
believe?

Answer:

RA DIO
Channel 131

Norfolk - Newpogt News - Portsmouth
and Hampton.Virginia

...ranks 1st durin
155 out of 180rat %
half hours. ..

Represented Nationally by
JOHN BLAIR & COMPANY

13



The Modern American Family
ONE OF THE SPECIES:

The Apron Stringed
Home Runner
Bartell

Family
Radio
Reaches

More

Different

Py
Yylz= Kinds
A domesticated creature devoted to Bartell Family Of Pe Ople ”

Radio for entertainment, informativn, shopping news.
Responds quickly to attractive overtures. Sings jingles
while roaming super imarkets, drug and department
stores. She is in the 84% group of adults who com- !
prise the dominant audience of Bartell Family Radio

in five major markets. Pl

16 lllill(l“i

ST e SO0 DILGR

Bartell it ;.. and sell it. Sold Nationally by ADAM YOUNG INC.
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washington

Is radio getting a fair shake from audience measurement and rating serv-
ices? ThlS is a question that has been debated to one degree or another in
every stage through which radio has evolved since that tine years ago
when the industry renlned that in some way—or perhaps ina mmbmauon
of several ways—a vardstick had to be apphed to listenership.

Interest in Ratings
By NAB and the Hill Grows

The most recent action to standardize radio. ratings—and hence present a
more factual picture of radio listening—has come from the National As-
sociation of Broadcasters in the shadow of a pending congressional in-
quiry on rating services sparked by Senator Mike Monroney (D-Okla.),
a member of the Senate Commerce Cominittee and its Communications
Subcommittee. Senator Monroney, who has pushed the necessity of such
hearings into a prominent position on the Commerce Committee agenda.
has been an ardent campaigner for complete industry agreement o the
base that is utilized in ratings. He has also been severely critical ot what
he considers the strangleholtl ratings have on any given program.

Senator Monroney is specifically interested in television. According to

his office, he has not indicated that he intends to look into radio ratings

per se in the forthcoming—but as yet unscheduled—hearings. But the vers

_ nature of radio involves it (o sonme extent in the investigation which

How Radio Is Involved Senator Monroney is about to undertake. A spokesman for the Senate

In Senate Legislation Commerce Committee has pointed out that the rating services which have

been asked to supply the committee with preliminary information are

the same organizations that measure radio’s audience as well as tv viewer-

ship. The same is true of advertising agencies which the committee has

already approached for inforination on the reliability of raung methods
fhar are currently in use.

Another significant factor is the similarity of approach used by the rating
services in measuring both radio and television audiences. Because of
such similarities and because the committee files contain complaints on
radio ratings as well as television, the outcome of these hearings may have
an equal effect on both media aithough the one—television—is more
prominently involved,

The NAB radio rating standatds Take on added mmportance in light of

the Hill intevest in lhe whys-and-wherefores of audience measurement.
ew NAE Standards Basically they ask only that‘rau'ng services call a spade a spade and let
Assume Added Importarice the subscriber know exactly what he’s getting. They are minimal stand-
ards; they are brief: they are Hmely

The standards have been written by the NAB Radio Research Committee
at the request of the radio board ot directors. The purpose is 1o detail the
sort of information that a radio report shoulkd contain before it can be
considered a valid report. Radio today cannot be measured as it was even
10 vears ago, John F. Meagher, vice president for radio at NAB, em-
phasizes in discussing the newly released standards with 1. s. rabio.

{Cent'd on p. 16}
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HOURS
A DAY

The only radio station
between Detroit and
Chicago to offer this

around-the-clock service

Wostou Michigan's
Most Pouirful
—

MUSIC ond NEWS
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WASHINGTON {Cont'd)

A rating method mast keep pace
with tlte changes of the medum #t
is measuring. The complexity of
measuring rvadio listening has been
compounded over a period of time
as radio listening gradually ceased
to be a group activity and became a
personal medium. The yardstick that
was used to measure living-room in
the days of the one-set householil s
as passe as the crystal set.

A rating service must go to the per-
son these days, not the family, to
come up with accurate and complete
radio listening data. Mr. Meagher
notes that each major rating service
has done something toward improv-
ing its methods of measuring radio

histening and that some—though not

all—have already incorporated cer-
tain of the committee’s recently sug-
gested standards into their measure-
ment methods.

The standards which concentrate on
five aspects ol radio ratings are:

“I. The dimensions ol the audience
surveyed: State which persons in
the household were interviewed.
State what radio household ra-
dios were included. State vchetlr-
er out-of-home listening was in-
Auded. If included, state what
types of listening were covered
(c.g- whether the survey couted
in auto radio, listening in pub-
lic places, ctc., specilying those
places included) .

The area surveyed: Specrfic i
formation covering location of
sawiple households and individ-
nals reported upon; whether ly
city limits, metropolitin area,
county or other. Area should be
vlearly defined.

The method of sorvey: State
Low mlormation was abtiined,
whether hy telephone  coinci-
dental, recal! or a combinatiofn
ol hoth,  Mail ballos, diary o#
log. Mechanical  rvecorder e
uther.

Size of satuple: The wmnnber of
completed interviews, diaries of
togs, ballots, medlimical retand
ings must be veported; "This inv
formation, hoth over-ifl i reka-
tion o population ol universe

measured and per program or
unit of time measured, should
be clearly stated.

Survey dates: Date (s) the sur-
vey occurred must be reported,”

“5.

In arriving at these guideposts which
are intended to promote higher
standards in radio ratings, the com-
mittee also has noted that it is up to
the individual rating organization to
keep tabs on the manner in which its
information was used for promotion-
al purposes by a subscriber. [t em-
phasizes that it is immaterial whether
a report is “a one-time survey, parl
of a series of reports, or a regular
survey series: each report should con-
tain this kind of information.”

The new standards are rhe culmina-
tion of stepped-up broadcaster inter-
est in radio rating methods which
was underscored in January 1958
with the publication of a report of
the NAB Radio Research Commiittee
on radio audience measurement (see
Hometown, US.A.. March 1938).
That was the first formal study of
the subject since the demise of NAB’s
Broadcast Measurement Bureau some
10 years before, Mr. Meagher points
out, The report stressed objectivity.
Aside from broadcasters who figured
in the compilation of the data, rat-
ing services personnel and clients
were interviewed. The report named
no names and avoided criticism of
the way any particular rating service
was gloing is job,

But the 1ext dJhl cmphasize two
things which a year later have been
ingorporated into what the NAB
comuittee consicders the minimum
service @ neasirement eiganization
should offer a subscriber: 1 lie neces:
sity  of «ut-el-home ueasurcment
which can be combined with in-home
listenring statistics, and the need to
use the individual g3 the unit of
IDCANIICIIeI,

Rating services respanded Lavorably
to the siggestionts for furcher stndy
that were made in the 1958 report,
AMr. Meagher recalls, mul he is con:
fident that the new standatds will be
similarily reeeived Dby the inudience
mesnrement industiy. o o
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John F. Hardesty has personally ex-
perienced the growth of Radio Ad-
vertising Bureau from an annual
budget of $142,000 in 1951 two $1.1
million in 1959.

With the exception of two years,
Mr. Hardesty has served with RAB
since its launching eight years ago.
It is estimated that during this time
he has traveled more than 350,000
miles as a radio goodwill ambassa-
dor, salesman and trouble shooter.

Next month, Mr. Hardesty turns
in his traveling case as vice president
and general manager of RAB to be-
come a vice president and partner in
the media brokerage firm of Hamil-
ton, Stubblefield, Twining & Asso
ciates {radio, tv stations and news-
papers). He will locate in San Fran-
cisco and handle media property
sales in the 11 Western states, Alaska
and Hawaii.

Mr. Hardesty joined the former
Broadcast Advertising Bureau in
November 1951 when the bureau
was getting started as the sales dream
come true of radio stalwarts. He
served as local promotion director
until 1954 when he joined Westing-
house Broadcasting Co. as eastern
sales manager. Two years later, in
January 1956, he returned to RAB
in his present post as number two
man, next to Kevin B. Sweeney,
president.

U.S. RADIO o April 1959

THIS MONTH:

JOHN F. HARDESTY

Vice President & General Manager
Radio Adverfising Bareau Inc.

Sees Budget Grow From
$142,000 to $1.1 Million

Mi. Hardesty's career has been al:
most entirely in the field of radio.
Born in Washington, D. C,, in June
1922, he turned to radio in 1939
when he joined W]JSV Washington
(now WTOP) as a page. He ac
tually had an earlier start in a ca-
reer selling false teeth to dentists
when he was 16 years old.

In early 1940, he became music
librarian for the station. From 1941
to 1945, Mr. Hardesty served with
the Navy, first in Naval Intelligence
(Office of Censorship) and then
with an Atlantic Task Force.

In 1945, he returned to WTOP as
assistant to the promotion and pub-
licity manager, Maurice Mitchell,
who was later to become the first
president of BAB. Mr. Hardesty
became assistant sales manager in
1946 upon Mr. Mitchell's move to
the sales manager’s post.

Later in 1946, Mr. Hardesty be-
¢ame sales promotion manager of
WOL Washington. In 1948, he was
named special events and public re-
lations director for WOIC-TV (now
WTOP-TV). He remained there
until 1950 when he joined the Na-
tional Association of Broadcasters as
director of station relations. \When
BAB was set up as a separate organi-
zation, Mr. Hardesty moved to New
York to start his six-year tenure with
radio’s sales promotion arin. ¢ e e
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In the Big, Rich
Southwest .

KWEFT

Wi ichita Falls, Texas
delivers

BIG

NCS NO. 2
CIRCULATION

nansas_ _

—— e - ——

-

B T T Eelty -y
iR

Based on NCS #2 weekly daytime cir:
culation {108,300 homes), KWFT deliv-
ers the 73rd market in the U.S. In.
cludes 77 counties with over $1l/; bil-
ion total retail sales {Consumer Mar-

kets, 1958).

AT LOWEST
COST PER 1000
PLUS

= .
D
BONUS COVERAGE

v . in KWFT's gigantic 15 mvim
area: 1,201,407 total households;
nearly $5 billion fotal refail sales!

9"’*’“0 =4
See ‘your H'R representafive

or Clarke Brown man

WICHITA FALLS, TEXAS

Z

5 KW
BEN LUDY at 620
Pres: & Gen. Mgr, Doy & Night
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NIELSEN—December, 1958
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6:00 AM-6:00 PM
MONDAY thru FRIDAY

RO. | 6:00 AM-6:00 PM
MORDAY thru FRIDAY
*NIELSEN —Decamber, 1958

Still the Lowest

G Per Thousand
HIGHEST RATING palaing < o o

FOR ADULT
AUDIENCE WITH
SPENDABLE
INCOME!

74% of K-NUZ Audignce is Middle &
Upper Income

“Special Pulse Survey (Apr.-May, 1958)

84% wof this Audience is ADULT Men

and Women

*Nielsen (June, 1958)

(" KyMows

4
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National Reps.:

FORJOE & CO.—

New York o Chicago
Los Angeles & San Francisco
K- N uz Philadelphia » Seattls

Southern Reps.:

CLARKE BROWN CO.
\ Dallas & New Orleans ® Atlanta
’ In Houston:
Call Dave Morris
JA 3-2581

¢ Radio Ceitfer

Houston's: g‘d-hour
MuSic anc--News

g
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LETTERS TO

Time to Buy

Your story on byying radio (Time
to Buy, March 1959) was an excep-
tionally good one. I appreciate the
quality with wliich you reported
about Y&R.

Williom E. Motthews
Vice President ond'
Director of Media Relotions

Young & Rubicom Inc.
New York

Cause of Confusisn

Everything was fine up to the last
sentence of your editorial (Single or
Double Rate? March 1959) avhere
you said, “There is approximately a
20 percent differential between the
local and general rate for WPEN."

Too bad you didn’t use the word
“retail” instead of the word “local”
because each carries a different con-
notation, which in. reality is the basis
for the present confusion.

William B, Caskey

Executive Vice President
WPEN Philadelphia

Copies Available

In the March 1959 Soundings,
there is an item on “Another in the
Adamr Young Inc. studies, “The Dy
namic Change i Radio.”™

We are interested in securing
copies of this new study and if not
available from you directly, we
would appreciate your advising wus
where we may obtain tTem.

William A. Benz
Regionol Advertising Director
Beneficial Management Corp.
Morrisfown, N. J.
(¥n.’s No1E: Copies available throngh
Adam Young Inc, New York)

Changing Needs

LEver since U. 8. RADIO started pube
lisking, I lelt that radio hroadcasting
liad readly found a true friend. With
the ouskaught of other media as great
as it has been, the role played and
to be plived by voinr publication

B RABDIO & April 1959



THE EDITOR
| Quality radio o

in the

WHBF

takes on added significance, Ours is
an industry which is constantly

g o'
5 yug no®

changing and, at ties, one cannot.
see what is going on over the moun-
tain when he is in the valley.

I particularly like the organiza
tion of your publication for easy
reading and its objective reporting
reflects honest effort to present radio
broadcasting’s point of view, Keep
up the fine work.

Paul Godofsky

Presidert

WHLI-AM-FM Hempstead, N. ¥.

Information

I have now had an opportuity to
read your March issue. I inust.agree
most heartily that it confains more
information than I've seen in a trade
publication jn a long time,

We were indeéd proud lo bg a
part of this monumental isstie.
Joe Andrews
Coordinatar, Pragrams

and Public Relotignt
WMAZ Magan, Ga.

Standards Needed

Your article in the March issue on
why doesn’t radio get more business
in spite nf the proof available that
radio delivers audience at an un-
usually low cost per thousand is very
helpful.

However, I think it failed to point
out the true reasons, namely: Radio
programming lacks any real set of
standards. . . . WWe have a great dedl
of effect on the thinking and actions
of our audience. . . . Yet, how about
some qualifications for broadcasters,
like courses of study on how people
react to music, to speech, to the hu-
man voice.

Let’s have a radio station operator
equivalent to the managing editor
of a newspaper. Let's manufacture
a good product before we go out
to sell it.

Rod Walter

Manager
KPRB Redmond, Ore.

U.S. RADIO & April 1959

WHBF RADIO, s veteran broadcasting station
of 34 years in the Quad-City area, recently
put itself through a soul-searching examina-
tion to wit: "What direction should it take in
programming for today's audience—toward
faddism or to modern conventional?"

THE FINAL CHOICE WAS INFLUENCED
considerably by the very nature of WHBF's
background—stability, reliability, adult stat-
ure. Accordingly, the program policy at
WHBF has been up-dated but covers funda-
mentally the same broadly entertaining, in-
formative news and public service scope as
before

FULL DIMENSION RADIO is the promotion
theme that WHBF uses currently in presénting
its broadcasting services to the 272,600 people
in the Quad-Cities . , . a typical mid-America
metropolitan area, with a surrounding rural
territory of unusual fertility.

FULL DIMENSION RADIO at WHBF means
a wide range of programming with a change-
of-pace attractive to many categories of
listener. This we believe is a sound, long-lived
policy. On it we base our effectiveness to ad-
vertisers who seek an adult audience in a
market with above the national average buy-
ing pawer,

SHOULD THIS PHILOSOPHY be compatible
with your own thinking, WHBF will provide
the proper adjacencies to serve you effectively
in the Quad-City market.

Ask Avery-Knodel or write to Maurice Corken, WHEF,
Telco Bidg., Rack Island, lil., far recommendations and
availobilities,

STRONG & PRODUCTIVE FROM DEEP ROOTS

WHBF

| Covering Eastera lowa — Western Illinis = RADIO & TELEYISION
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The millions of south Floridians—and the millions
more of their visitors — have learned to recognize
this area’s authoritative news source...Radio Miami
WGBS! Consistent, dramatic news scoops have cap-
tured the interest and attention of Miami's most
able-to-buy audience.

Complete local coverage, coupled with the world-
wide CBS news stafl, is one important reason wh
your best buy is Radio Miami WGBS, Fiorida’s
most quoted siation. Represented by the KATZ Agency

0 WA;VS l \“GBS

NEWS...and Miami knows it!

"Famous on the local scene

090

MUSIC, NEWS AND SPORTS

RADIO MIAMI » 50,000 WATTS

¥ %

g

to o 3 S@ﬁwoas WACA WWVA WIBG WSPD WJW WJBK
I.er 1 O > Atlanta Wheeling  Phdadelphin  Teledo  Clestland  Deiroit

; Maam
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“You «an roll a silver dollar
‘cross a barroom floor . . . "
But for radio purposes,
tou’d better drop a quarter on a
glass table top.
The reason? Purely esthetic, of
course. Putting aside financial con-
siderations, a quarter brrraging on
glass sounds to the radio listener
more like a silver dollar clonking to
the ficor than does the rea] article.

U.S. RADIO o April 1959

James Ellis [l), president of Plandome
Productions,

supervises jingle output.

Capturing convincing sounds is
only one of the assignments per-
formed by an agency's production
department 1n fashioning ear-styled
commercials, according to a survey
by v. s. Rapro. But it is probably the
most representative task —and pos-
sibly the most trying one. Not the
least part of a producer’s job is, in
addition, persuading client as well
as creative personnel that a commer-

Sound In
The Making

How advertising agencies handle
production chores in making

clients’ radio comimercials and jingles

cial may “come through” disturbing-
ly different over the kitchen receiv
ing set than it does on tape in a re-
cording studio.

Agencies across the nation — from
one-man-and-a-girl offices to Madison
Avenue giants—have their own spe-
cial philosophies and techniques in
the matter of producing radio com-
mercials. But theyre all confronted
with stmilar problems.



Once familiar to most §s rising
costs. Music and material for one
jingle for a national spot today can
add up to around $3,500 (including
all rights) . A straight narration, of
course, may cost a [raction of that
amount, but commercials in general
range in production price {rom $50
in a local situation to $5,000 or more.
(A New York agency reports having
matte one musical announcement
for under §250, another for $7,700.§

As a production spokesman points
out, payment for a singer at the
base rate has shot up within recent
years from a flat §6 per commercial
to a current range of $30 each, with
stipulatect repayments for every addi-
tional period that the announce-
ment is used beyond tHe original
schedule.

Time, too, or more specifically the
lack of it, is a pressing matter in
supplying the “short-onler” special-
ties of radio. Although a commercial
<an be conceived, cast, recorded and
shipped out to stations within 2+
hours, that's cutting a disc pretty
close o the producer’s ulcers. More
olten, the man who brings a copy-
writer's brain child to life will have
threc days (on rare occasions some-
times as much as a month) to cowp-
plete the assignmeny.

Many agencies are striving Lo meet
the dual demands for speed and
originality through an increasing
inter-lacing ol departmentat opera-
tons. The line uat which creativity
stops and production starts is pres-
ently indistinct i wuroy cases, anl
grm\'lng maoare so.

With script in hand, plus a gen:
cral description of desired eflects,
the producer of a radio announce-
ment miy he called npon o reereite
voices, inllcetions, nuances, timing
and orchestiation heretofore heard
only in the mind of the copywriter.
He may be asked w0 "pictnre” in
sonid sonvthing brom a0 high school
band tootling on the village green in
Augint 1o a medinm-sized body lalbl
ing oll a pogo stick. "T'o this end, he
15 expected 1o scout np the right al-
ent, wvange for osic and ansi-

)

cians, reserve the necessary equwip-
ment and swuco, haul everybody
together for the recording session or
sessions — and balance a ticklish
timetable agaiust budgetary limita-
nons.

To find out how he does it, u. s.
RADIO has asked eight agencies and a
recording studio to describe their
radio production operations. Spokes-
men include Myron Mahler, senior
vice president and creative director
{or air media, Mogul, Lewin, Wil-
liams & Saylor Inc, New York;
Robert E. Johnson, head of the ra
dio-tv creative staff, D'Arcy Adver-
tising Co., St. Louis; Grant Merrill,
radio-tv director, and Monte Sol-
kover, account executive, Pacific Na-
tional Advertising, Seattle, Wash.;
John Murphy, vice president in
charge of commercial production,
Kenyon & Eckhardt Inc., New York;
Newt Mitzinan, manager of the com-
mercial  production  deparuneit,
Ogilvy, Benson & Mather Inc., New
York; Raymond Girardin, supervi-
sor of audio production, N. W. Ayer
& Son Inc., New York; Richard Bow:
man, vice president and creative di-
rector, and Walter Tibbals, wice
president in charge of radio-tv pro-
duction, Norman, Craig & Kummel
Inc,, New York; Joan Ordway, copy:
writer, Frank M. Taylor Advertis-
ing, Birmingham, Ala, and Arthur
Shaer, executive vice president,
Coasta] Recording Co.

Starting Point

Starting pomt lor the production
staff may be at the initial planning
stage of an air conmnercial, as is tie
casc ar NCRK. “Our producer gl
the account, along with the copy-
writer and acconnt man, considers
what should be done, what direc-
tion will he taken,” Mr, Bowman
says. “Then the copywriter goes olf
to his thought chamber 10 dream y)p
‘deas, coming buck later with the
written word for the producer to
‘ranslate’ into the hnished prodnct,
We fecl it's important, at this stage,
not to burden the writer with techni-

cal aspects — he should be ftre¢ to
thunk, if he wishes, of sounds never
belore recorded.”

My, Tibbals continues: “The copy
person stays with the commercial to
the end. We don’t believe in sepa-
rating creativity from production,
but in fostering an interaction of
tlie two which improves both. With-
out good copy, the producer can do
Hitle; without good production, vhe
writer’s best creation won't connect
with the lstener's ear.”

A production memorandum from
the radio-tv copy supervisor 1o the
producer outlines in detail not only
the aural effects to be aichieved with
the copy, bug whom the commercial
is designed to reach and what results
it is trying to accomplish—factors
which the agency considers vitally
important to the selection of talent,
delivery of lines and other “sound”
aspects of a campaign.

At Ogilvy, Benson & Mather, ihe
writing and production interrelate
in a similar manner, with a prelimi-
nary discussion between creative
staff and producer about the nature
of the sounds to be incorporated in
tlie proposed commercial. The ten-
Jative script, on completion, is then
timed by the production depart-
ment, adjudged workable and esti-
mated for cost, then sent o the
client for approval.

Handed the accepted copy, the
OBM producer cuts loose with his
own brand of creativity, according
to Mr. Mitzman, who says, “You
bave to feel in your bones that you
can reproduce what you see in the
copy. And you must suike a note
that is within your tlistener’s recall,
one that is based in reality even jl
caricatured.”

A butter churn, according to Mr.
Mitzman. doesn’t sound the way
most people would imagine—"How
many nowadays have actually heard
a butter churn in action?” But the
“feel” can be conjured by an astute
eflects man, he says,

Most OBM sonnd cffects assign-
inents are handled on a freetance
basis by one effects man,  Jimmy
Dwan. His accomplishments to date
have included  reproducing s
“sound’" concept of someone falling
olf 2 pogo stick, a bull snorting at .
distince and therr distressingly neit
as, hatrd. a spindly nkd bicycle wirh a
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Costs to be considered in producing a radio commercial: Total charges may
range from $50 for a one-man narratior it Seattle to $7,700 or more for a large-scale musical

production.

Music

$2,500 (approximate) for Jingle and all rights 10 it

$1,000-83,000 for arrangements, orchestration, etc. ($100 for rights to
use canned music) (Variable rate per playing per station for
copyrighted music—maybe $2 for a Berlin tune)

Talent

$27 per hour per musician, who is allowed to do maximum of three announce-

ments per hour; $54 per hour for leader (or single musician)
$100 per jingle (for unlimited usage) as flat donation to
Musicians’ Fund; cartage of heavy instruments is extra

$9.60 per hour per actor or announcer for minimum one hour rehearsal,
$2.40 per quarter-hour extra; separate rates for singers.

$72 per one-minute announcement ($108 for three) for soloist or duetist:
rates range to $22 per one-minute announcement (834 for
three) per person for nine or more singers.

$52 per one-minute announcement. (869 for three) for actor or announcer.

Studio

840 per hour (depending on size of studio and time of day in use); $20 per

tape: 875-81,000 for master and pressings; $10-$30 editing
charges; Packaging and shipping clrarges in addition

{Studio costs may run from a minimum of $100 to max, of $1,500).
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worn-out bell—all for the Pepperidge
Farm series on radio last year featur-
ing the voice of Titus Moody.

Pacific  National’s “hear-views”
have included depicting a silver dol-
lar dropping on a hard surface. Ex-
perimentation shows, says Mr. Sol-
kover, thaf a quarter dropped on
the glass top of a conference table
rings truer to the radio ear than the
dollar itself.

“Once we needed the sound of a
man drowning in a tank of fuel oil
while giving a telephone number,”
he recalls. “We finally located an
announcer who handled this chore
gargling a glass of water. The client
says people called to ask, halfseri-
ously, '‘Did that fellow actually
drown in oil or was it all a gag?” We
were tempted to say we'd finished off
a number of announcers before ac-
tually getting the effect.”

Many agencies, of course, find a
number of their desired sounds al-
ready on record and available
through the tape library of a record-
ing studio or service. The list at
Coastal Recording, for instance, in-
cludes a grimalkin, a cement mixer
and a large Hindu gong.

-

Development of a jingle or musi-
cally-keyved commercial is generally
handled in one of three basic ways—
“inside” the agency, “outside” or a
combination of both. The last ap-
]ears to be the most popular meth-
od, although the degree of “musi-
cality” provided by agency personnel
in such cases is widely variable. Ar-
rangers, as a rule, are hired from
outside the agency regardless of who
composes the basic tune.

At Mogul, Lewin, Williams & Say-
lor, both words and music of all
jingles are written by Mr. Mahler.
{He can't recall how many he's com-
posed all told, but the current list
includes one for Rayco mufflers, an-
other for Revlon's Top Brass hair
dressing, a third for Revlon’s Satin
Set hair spray and a fourth for
Breakstone cottage cheese.) Usually
an audition recording using voice
and piano is made to present to the
client for approval, but occasionally,
My, Mahler admits, he presents it
himself in an unpolished baritone.

“After I've worked the jingle up,”
he explains, “Jean Harrison, one of
our excutive producers, and I sil
down with an arranger to develop

i I

orchestrations and decide oir the
kinds of singers required.

“The type of account determines
to a considerable extent the feeling
I try to convey in a jingle. In the
Rayco one, for example, there’s a
‘driving’ rhythm to suggest a moving
car. The masculine image of Top
Brass calls for a march—with lots of
brass, of course—w'hile Satin Set is
right for strings and harp.”

The Breakstone jingle — “Give
Your Taste a Break”"—gives empha-
sis to the product name as well as
the lyrics through unusual instru-
mentation: A bass fiddle and finger
snapping, the only accompaniment
to the singers.

OBM, says Mr. Mitzmain, doesn’t
produce many musical conunercials,
but one notable example is the Tet-
ley Tea jingle. “We supplied a spe-
cific copy platform to an ‘outsider’
(actually he seems Like a member of
the family), listing such phrases as
‘Tetley Tea taster’ and 'tiny little
tea leaves’ to be incorporated into
the lyrics. The composer came back
a few days later with more than half
a dozen versions from which we

{Cont'd on p. 58)
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Sinclair Trims
Spot Paper Work

Two-year experiment with bank draft system has

proved successful for this $1 million-plus radio

advertiser.

Stations voice approval and look to

other agencies for similar plan

54 For a decade now, the Sher-
F lock Holmeses of the radio
and advertjsing fields have
been focusing their magnifying
glasses on an impressive array of evi-
dence designed to prove that the
sound mediwn is as up-to-date and
modern as a trip o the moon.

These radio detectives have thor-
oughly scrutinized the medium’s
metamorphosis from nearly every-
one's point of view, with, however, at
least one important exception—that
of the agency or station accountant
whose niodesty and hard work have
no doubt prevented him from de-
manding “equal time”"—and equal
modernization,

While these unsnng heroes have
BLeen Nighting to keep their heads
above a sea of red tape and paper
work, the agency [or Sinclair Refin.
ing Co., onc of the biggest spot radio
users, has developed a simplified
system that has been saving time,

Time and paper work are pared to minimum by payment systemm GMMB insti-
Sight draft (top facing page) imprinted on envelope is filled
out by authorized person from station, and invoice (bottom left) summarizing
number of announcements, inclusive dates and total price less commission is sealed
Station is paid on “sight” by local bank, which seids item
through normal clearing house channels for collection from agency in New York.
GMDMNB finds detailed listing of announcement times (bottom right) unnecessary.

tuted for Sinclgir,

mside with afhdavit.

Ifl

eftort and money.
An arithmetic problem that agen-
cies would like to have erased for
them is the one dealing with the
great amount ol paper work in buy-
ing spot radio. This is especially
true where the user is a consistent
national spot adveriser.
Sinclair supplements its heavy spot
use witlr network buys. With an out-
lay for 1959 of more than $1 million,
Sinclair messages will be heard on a
total of 890 stations in 560 cities.
This vast national bkmket is being
spread in the following ways:
e 450 stations in spot buys.
e 280 stations of the Mutual
Broadcasting System.

e 130 stations of the Keystone
Broadcasting System.

< 30 stations of the Country Music
Network.

Messages o11 MBS are heard three
times a day, five days a week adjacent
ten the 8:30 jan., 5:30 pam. and 7:30

p-m. news shows. Over Keystone and
Country Music Newwvork, 10 messages
a week are played on every station
between 7 and 8 a.m., and between
4:30 and 5:30 p.m.
Sinclair and its agency, Geyen,
Morey, Madden & Ballard Inc., New
York, believe they have found a sim-
ple way to keep tabs on the spot

buys on the 450 local outlets.
Faced with this enormous load o
detail work, a gentleman of agency
finance managed to break his paper
chains two years ago on behalf of the
oil company. He has developed :
streamlined billings system which
has 3son the praise of his colleagues
m stations across the country—and
which he estimates has already savec
his agency upwards of $30.000
He is William G. Carmody, [ormer
secrctary and treasurer of Morey,
Humm & Wirwick, New York, nos
secretary and assistant treasurer of
the newly formed Geyer, Morey,
[Cont'd on p. 26}
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FOR IMMEDIATE PAYMENT

Payable at Par Through

THE FIRST NATIONAL CITY BANK OF NEW YORK
250 STH AVENUE AT 28T STREET
NEW YORK, N. Y.

Radio Broadcasting Station

No. I
To GEYER, MOREY,MADDEN & BALLARD, Inc.
. 595 Madison Avenue G
z New York 22, New York
z 1-8
o Pay to the Date e
_§ > ‘é order of
e
$E5] 5 ] g - .
i< O o TR
3 s 3 & Dollars
[T ] o
i
-
3
=}
<

Authorized Signature

OR CONVENIENT CH ECKING

Necessary (with affidavit) ‘
| Unnecessary

- = ' SDCLATR REFTNING CONPAST

2958
Jua ), 5 g M G
S, UV i 7 TSN B
-3 -t
‘DACRER 57 ) A
O T ——— e ———
ST
- = - — —— AR = s eatum 8 &
e vowa AL X
breamesar B W Woweerse Bid 1,05 an R . WiZed  loblope
il 7105 8100 x w2 wiz
{ - | 1110 15 105 ¥ 5
Foa Beoeocaly Srovices RInDtwig e a—— 1:95 G:W Fed Le2h b2
et o U o 1105 108 830 ur1s 138
are  Coemsa M, Sasewem 1 &
Gaairees Tomeo
NCLAIR = 7012 an 8100 ss 8730 ia LR} pm U0 pe
s BT o coms, 15 7105 T35 80 L9 Wy
e - 7109 8100 83 Li2) Lo
e TR gy e I :12 8100 8B w19 )b
e 1110 7135 805 K120 Lslo
Dees }-2{110} 215,00 -
o 158 1,25 A e
tni — o e Sme 7608 a5 £33 am 8105 an Lol pe LELo te
WI8Y Caw Ave. Crovihase ‘Qmid 7108 131 8130 L2l W9
SR 1108 1) e L2k Uil
= 7012 8100 810 Lr18 L7
B - vs e od 1705 100 8 b2l ("8 1]
el Gl + 2
—— L
pl ke ¢ et gl 7509 an 735 a2 8:05 .an L2 ov liLdios
i 710¢ 607 8130 wal Liko
- PR N 1T B0 sl s o
7105 1135 10 5 .
e 106 8100 mo nis I 38
(Mtmen Awrea ® FOOs acton
= i i i
SRVING ML MORFOLA UETRGROMTAN aBEA 7111w i g:t’x; da ::gg - tgg P t:l:}) P

gw——— - Ta 7106

[+ FSbacribed before oe *Ris _2nd  day of _ demary 19 58
Y —y
gty

Tt WSTIE L
rw Tomn orvicE < c‘

Btennrms n Eoires e oy g A L '!i

caicasn orvick
[

-S. BADIG 4 April 1959



Madden & Ballard Inc

Mr. Carmody, who sees no reason
why his system should not be profit-
ably adapted to the needs of other
agencies, describes the problems. that
confronted him: “Imagine the book-
keeping mightinare that would re-
sult il the local variety store turned
into a large chain overnight with no
revision of the accounting system.

“This is the kind of problen we
were faced with when radio went
local and stations mushroomed all
over the country. Where we had
been set up to deal with three or
four networks, we suddenly had to
accommodate hundreds of individual
stations. They would send their bills
to us the first of the month after the
last spot had been aired the previous
month; we wouldn't receive them
until the fourth or fifth in many
cases; we would then have five or six
days to check contracts, write hun-
dreds of checks and get payment back
to the stations by the tenth—an im-
possible job.”

Monthly Jam-Up

As a result of the paper jam at
the beginning of every month, it is
pointed out, the agency had to spend
a lot of money in bookkeeping help.
Some agencies were known to fall
three or four months behind in get-
ting payment to the stations, accord-
ing to GMMB,

By contrast, the new system pro-
vides for prompt piayment to stations
the Oirst of the month and elminates
the nced for much expensive agency
personnel.  Further, it simplifies the
whole accounting and fiting tech-
nique.

Adapting the old principle of
bank sight drafis to the needs of
modern radio billing, this method
cnables the station to write a check
on the agency, present it at the local
bank and have the money deposited
immediatcly to the station’s account
on the first of the month.

From the agency poiut of view, it
reduces the number of chiecks written

26

per month from an average of 800
to 15, and spreads the bookkeeping
mechanics evenly over the month,
Cash discounts [o the client are
automatic because of the prompt
payment feature.

In addition, it permits automatic
make-goods by the station and elimi-
nates complicated itemized billing of
individual spots.

It has, according to GMMB,
received 90 percent acceptance from
stations contacted over a two-year
period.

How It Works

The sight draft system works like
this: Acceptable through all usual
banking channels, sight drafts are
checks payable on presentation and
drawn by the creditor on the agency,
or other debtor. (They are in wide-
spread use in other businesses, nota.
bly the railroad freight fieldl.)

The radio station executive makes
the draft out to his station on the
agency for the amount of the con-
tract for the month, signs it, takes
it to the bank. The local bank
credits the money to his account,
sends the draft through normal clear-
ing house channels until it reaches
The First National City Bank (in
this instance) in New York:

Only 15 Checks

National City presents dralts to
the agency once a day at which time
the messenger waits until a check for
the total is drawn. This saves high
priced time because only 15 checks
need be prepared instead of hun:
dreds.

The sight drafis are printed off
the front ol envelopes (made to
banking specifications) and inside
these cuvelopes the agency finds the
station’s invoice to clieck at leisure
against the contract provisions.
These invoices are stapled to the
sight drafts and filed, climinating
detailed record keeping on a manual
basis.

(In the normal procedure, the in-
voice figures are transferred into the
books instead of the bills being used
as original entries.)

All that is posted in the books
under the GMMB method is the
date each draft is presented.

Besides the savings to the agency
in, clerical and executive time and
salaries, there are considerable addi-
tional economies because the sight
draft blanks —which the agency
mails once a year to the stations—
cost less than checks and because
there are no mailing bills in sending
payment to stations.

The station on its side is benefited
economically not only because it
receives prompt payment, but also
because it does not have to spend
postage to mail out invoices and be-
cause much fime is saved in checking
station logs and in the writing of the
bulls. ;

Tatals Only !

The agency as a part of the system
requests that the station not itemize
each spot, the time ir went on the
arr, and similar details. Tnstead, the
station is asked ‘merely to nmote the
total number of spots “as per con-
tract” less agency commission, and
provide the usual notarized affwlavit
of performance.

“So far this method has proved
extremely accurate,” Mr. Carmody
says. ““When a rare mistake occurs
we notify the station and a corvec
don is made on the Iollowing
month’s statement.

“As [or make-goods, the stations
are authorized 1o schedule them at
their own discretion. within the
framework of the contract and to
notify us to that effect. Nothing. we
believe, is more wasteful than
lengthy correspondence over one
make-good that may be worth an
average of $2 or §3.

GMMB credits Sinclair with full
cooperagjon in making the stream-
liming a reality. Sinclair deposits

U.§ RADIO & April 1959



funds with the agency on a monthly
basis so that ready cash is available
to pay the bank on presentation of
‘he sight draffs.

Continuing Basis

[t is pointed out that this system
is practical only for agencies who
use radio on a continuing basis and
who are able to contract for their
spots i1n advance on a number of
stations.

Mr. Carmody does not feel, how-
ever, that the system’s uses need be
confined to agencies with one big
52.week radio account. In his opin-
ion, this method could be adapted
o accounts using radio in flights as
long as they were on the air approxi-
mately half the year in total,

Mr. Carmody also is convinced
that, with 1nodifications, the sight
draft systemn could be revised to fit
agencies that have several smallet
radio accounts which taken as a
whole utilize many of the same radio
stations in the course of the year. In
this way, the station could make
out sight drafts for each account as
needed, and a coding system could
be worked out to distinguish. between
clients.

Sight drafts could also simplify
life, he feels, for agencies with clients
who run many newspaper ads :across
the country at the same time.

The Carmody method would be
impractical ‘when “one shot” or
large chunks of time and big sums
were involved as in network tele-
vision, for example, where there are
not numerous billings.

Time tg Change

In short, Mr. Carmody declares,
it is time to standardize and simplify
media billings in general and radio
billings in particular. *“Now that
radio is a high volume business, ac-
counting methods must be updated
accordingly. I would like to see the
American Association of Advertising
Agencies and Station Representatives
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Williamr G. Carinody,
Sccretary and Assistant
Treasurer, GMMB.

“Imagine the bookkeeping
nightmare that would result
if the local variety story turned
into a chain overnight with no
revision of the accounting
system.
problem we were faced with
when radio went local and
stations mushroomed all over
the country.

This is the kind of

3

Association get together to promote
modernization in agency and station
bookkeeping methods.”

Mr. Carmody’s views are warmly
supported by the many letters of
appreciation he has received from
station people since the system went
into effect. A number have asked
why other agencies do nol adopt the
same system.

One bookkeeper for WQXR New
York wrote, “Through 40 years of
handling incoming and outgoing
receipts 1 have often wondered if
all bookkeepers did not dream of a
more eflicient way of handling pay-
ments.

“The problems of checking ac-
counts for unpaid balances—each
firm choosing a different day of the
month as its special day of dead-
line to pay—and the ever present
delinquent account with the neces-
sary phone calls and letters are
time consuming irritants.

“l1 was pleasantly surprised to re-
ceive a letter with drafts enclosed
from [your agency] urging us to fill
in the amount of the monthly billing
and deposit these drafts with in-
voice enclosed on the first day of
each month.

““This at last is the answer to how
to simplify and speed payments. [
do wish more business men would
give it a try.”

A managing director wrote: “In
these days when the complexities of
business seeni to be continually in-
creasing, a step such as yours is ta
be heartily commended.”

Registering his approval, a station
manager noted that “This is an ex-
cellent plan for reducing paper work
in the handling of national accounts,
and e hope all agencies will everr-
tually adopt it.”

‘Missionary’ Work

Another executive, the owner of a
Florida station, summed np the
general station reaction: “Congratu-
lations . . . can't you do some nis:
sionary work with the other agencies
for the common good so that a lot of
1the nonsense and time-wasting pro
cedures can be eliminated?”

As far as Mr. Carmody knows, no
other agency ts using the sight draft
systemn at the present time, a situa
tion he hopes will soon be reme-
died:. ¢ o »
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Putting

Tea Council’'s entire summer budget,

more than $500,000, goes to radio in its

biggest advertising campaign to date

“Why don’t you have ----
- - - more often?”

If the words ‘Hiced tea”
didn't pop into your head without
a second thought, the chances are
they will before the end of the sum-
mer.

By that time the Tea Council of
the US.A. Inc.,, New York, will have
spent morc than half a million
dollars on the biggest iced tea cam-
paign in its history, with radio re-
ceiving 100 percent of the budget
for the third straight year.

This year, as in the two preceding
ones, the Tea Council and its agency,

Why don't
® i

28

Leo Burnett Co. of Chicago, plan
lo saturate the airwaves during the
suimmer months in 29 major markets

using nearly 100 stations. The budget

will be up approximately $50,000
fronr last year, according to Robert
Smallwood, Tea Council chairman
of the board.

Starting May 1% in southern mar-
kets and moving north with the
season, spots will be aired seven days
a week, concentrating on the hours
between 3:30 and 6:30 p.m. Thev
will number between 65 and 115 per
week depending on the market.

The campaign’s keynote will be

$500,000 +
1959

simplicity and repetition, according
to Mr. Smallwood, who anticipates a
considerable carry-over effect from
previous radio drives.

“Basically, our job is not ta sell
people on iced tea,” he explains;
“because there 1is no appreciable
consumer resistance to our product.
Almost everyone likes iced tea. What
we have to do is simply to remind
people to prepare and order it, our
major target being the housewife.

“In line with this reminder policy,
we have been using the same music
since 1957 together with the same
basic lyric—Why don’t you have
iced tea more often? Why don't you
have iced tea tonight?’

“This year we will continue (0
build on the public’s familiarity with
both words and music, relying for
freshness and change of pace on a
number of new arrangements plus
variations on the same copy theme,”
Mr. Smallwood reveals.

Present plans, he reports, call for
14 musical versions of the iced tea
song, which is an original composi-
tion by Robert Swanson of New
York. These represent a much
greater variety than in previous years
and revolve around a global theme.
The arrangements are tagged Italian,
Oriental, French, Hawaiian, Boston
Pops and Viennese, among others.

“We are keeping lyrics to a mini-
niuni, gambling on the assumption
that the song is so familiar by now
to most audiences that they can fill
in the words for themselves,” Mr.
Smallwoad declares.

The Tea Council’s cisk in this
direction is a calculated one. how-
ever, in view of the lact that during
a survey waken last year, according
to the board chairman, more than
66 percent of the persons interviewed
had no difliculty filling in the blanks
of "Why don't you have
--- more often?”

Not only did many of them recog-
nize the commercial, but listeners
liked it so well that they requested
it to be pluyed on local record shows.
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iIced Tea Sales

Mr. Smallwood states. Two years ago
when it first appeared, for example,
the iced tea song turned out to be
the nmumber one request tune on
WIBC Indianapolis, he says.

Radio was originally chosen to
mount the iced tea oftensive, Mr.
Smallwood cdeclares, because it ful-
fills the following critena for media
selection: It reaches great numbers
of people (particularly housewives)
at a time when action can be effected
and reaches them with sufficient fre-
quency and urgency to produce that
action.

More specifically, the council feels
that radio beams to hordes of house-
ywives in the afternoon at heme where
they can conveniently prepare iced
tea for the evening meal. In addi-
tion, the council is interested in the
“bonus” radio provides with its out-
of-home audience—in cars and recre-
ation areas where iced tea is easily
accessible at restaurants and other
eating places.

Another factor in the council’s
continuing selection of the sound
medium is the latter’s oft-touted
frequency, which in iced tea’s case
is particularly necessary because of
the reminder quality of the sell and
also because of budgetary consider-
atlons, Mr. Smallwood states.

The principal problems arising
fromm the sound medium’s use, he
says, include scheduling the spots
during the popular drive times and
timing them properly in relation to
the messages of 1individual tea
brands. The council requests sta-
tions to put at least 15 minutes be-
tween brand plugs and iced tea
spots wherever possible.

Generally speaking, the Tea
Council holds off on its schedules
until the mercury hits 70 degrees
and stays there for a while in a given
area. Mr. Smallwood explains that
iced tea consumption increases by
one percent for every degree of tem-
perature over 70.

As a result, the council buys over
a longer period of time in warmer,
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southern markets, with campaign
length decreasing the farcther north
you go. On the average, campaigns
in the warmer climates last for 13
sveeks and in cooler places for 10.

Last summer John Blair & Co.,
New York, cited the iced tea song as
the best spot radio commercial for
the summer months in a national
survev of its stations plus a large
group of agency people

Such public and professional ac-
ceptance, the council believes, is at-
tributable principally to the sim-
plicity of the sales message and the
entertainment value of the music.

“It is our conviction that the eni:
phasis we place on the music in
each spot has played an important
role in the success of the campaign,”
declares Mr. Smallwood.

“Variety in musical treatment 1s
the keynote. Our sales message s
simple and direct . ... and 15 set to an
original, memorable tune. We put
in just enough copy to cover our
major sales points, because iced tea
commercials that say too much run
the risk of saying nothing very effec-
tively,” according to Mr. Smallwood.

“There is an entertainment reward
for listening, there is pleasure and
the projection of a bright, happy
image of the product.”

Rebert Smallweod, board chmn.

Mr. Smallwood credits radio for
gewing this 1mage across to the
public successfully and for boosting
iced tea’s stock as a national bever-
age:

“The job of Tea Council adver-
tising for iced tea is to get people
to prepare and serve it more often.
We believe the wav the council has
used spot radio these past few vears
has made an important impression
on the public and helped to achieve
that objective.”

This vear present plans call for a
May 15 kickoff in the following
cities: Atlanta: Birmingham: Dallas-
Fort Worth: Houston; San Antonio;
Memphis; Miami; Greensboro,
N. C.: New Orleans, and Charlotte,
N. G

On June 1, the campaign will
spread to Louisville: Norfolk: Rich-
mond: St. Louis: Baltimore: Wash-
mgton, D. C.. Cincinnati: Indian:
apolis: New York; Philadelphia, and
Pittsburgh.

Two weeks later, eight more mar-
kets will be brought into the fold:
Boston: Buffalo; Chicago: Cleveland:
Dewroit; Los Angeles: Providence
R. [, and San Diego, Calif.

The council’s radio efforts on be-
half of iced tea are an important part
of its over-all promotion of tea con-
sumption in this country. The coun
cil, established in 1950 and reorgan-
ized three vears later, is a non-profir
association designed “to wage tea’s
competitive fight for increased sales
and consumption.

“It is a corporation without prece-
dent in this countrv—an interna-
tional parwership jointly owned by
the governments of India, Indonesia,
Cevlon and the Tea Association of
the U.S.A. Inc.”

In addition to advertising. the
council promotes both iced and hot
tea by using the tools of research,
merchandising, publicity and public
relations. As can be seen, radio is
the prime choice when the weather
gets hot. & « «




The Young Proposal

Qualitative measurements

are  important, but let’s

straighten out the quantita-
tive “mess’” first,

With this statement, Adam Young,
president of Adam Young Inc., and
hisv chief researcher, Frank Bochm,
vice president for rescarch-promo
tion, have mnched a new campaign

a trial experinent at first—"to set
the house of radia andieuce mea-
surement in order.”

The goal, as explained by My,
sochn, is to increase the use pf spot
radio .ind vadio in general. “Our
principal motivanion is to develop a
conficlence ont the part of advertisers
in vadio. If radio is accmately meas-
ured, onr stations will get their share

L7

In an attempt to make audience measuring

areas uniform, according to client

distribution areas, representative

Adam Yo.ung has sent new research

plan to agencies across the country

of the business. If radio is Mot ac-
curately or fully measured, and ad-
vertisers use radio without vesults,
they may leave the medium without
cver experiencing the fantastic job
it can do to sell their products.”

The Young organization has long
been o champion of what it terins
“madern” radio. This has been de-
ftned in broad terms as indepemlent
radio, It is more closcly defined by
the representative fin as radio sta-
tions possessing skittul management
capable of sustaining the magica) key
of audience participation in a radio
station’s programnting and commun-
ity activities.

Like those who champion any
caune, the Young firm has made its

friends and “non-fijends.”

It has in the past two years issued
continuing studies o what it ternis
the “Dynamic Change in Radio.”
Sammed up, these studies have at-
tempted to trace the growing numer-
ical audiences of independent sta-
tions in some of the top markets.

In the field of radio measurements,
there are many things the Young furm
feels should be reflected 10 get a
proper picture of today’s radio:

e Qutof-home listening 10 he
measurcd by stations in order
to rellect the appeals of cerain
types of programming for the
“listener on the go” as well as
for the listener at home.

e The nantre of todav's rindio i
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J Yeel thot the shadéd urea reprfesents o geasanable area of prime
interest far Tulsa odveriisers

| feel that the addition of the following counties to the shoded areo
would moke it a reosonoble areo of prime jAterest to Tulse odvertisers -

This is the form letter

that the Adam Young
organization has been

sending to agencies ashing
them to determine an
agreed-upon "advertiser area.*

| feel that the deletion of the follawing caunties from the shoded arec
would make it o reasonable orea of prime interest ta Tulso odvertisers -

Agencies may approve, add to or
delete from the %rial area.

Name

Title

Organizatian

=

Address

** Please return this form Fo ThesPulse Inc... in the enclosed stamped envelape-by no fater than

local aid commuinity-wide.

o Changes in programming (or
ownership) can mean switches
in popularity.

s An agreed-on area of measure-
ment should be determined in
order to measure inore equitably
the popularity of stations and
the homes deljvered by stations
in that area.

What Young proposes—and in-
tends to try out in two markets—is a
plan 1o have advertising agencies de-
fine “advertiser areas.” Presumably,
these areas would be a compromise
between the smaller metro areas and
the larger station coverage areas.

The idea behind the plan is to
create a uniform area by which 1o
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measure the 1fstening and appeal of
radio stations. In setting this up,
Mr. Boehm has distributed to agen-
cies a shaded-in county area map of
Tulsa, the first city in the experi-
ment. Based on trading area maps
that were compiled and copyrighted
by J- Walter Thompson Co., the
Young questionnaire also includes
surrounding counties that are not
shaded in. This provides the agency
with an opportunity to add in coun-
ties in order to conform with clients’
distribution in that city. The agency
can also suggest that certain “in”
counties be eliminated.

The agencies are then requested to
return the maps to Pulse. This re-
search organization, according to the

Young plan, "will then develop
reasonable compromise areas” for the
markets being examined. These will
be forwarded to all participating
agencies and advertisers for final ap-
proval and comment. If there are
no basic disagreements, Pulse will
conduct an audience survey of the
“advertiser area.”
It is expected that the first survey
will be conducted during May.
There is more to the Young plan
than just establishing uniform meas-
uring areas. Actually, there are three
major reasons, the firm states, for the
proposal:
e “Any measurement of radio sta-
tion popularity must include
the in-home listening to each

3L



young proposal

station as well as out-of-home
listening. This data must be
measured by stations since the
in-home and out-of-home appeal
of stations varies with program-
mning.

“Station ratings and/or ‘homes
delivered’ per quarter hour
should be provided based on
measurements of one or more of
the following areas associated
with each major U.S. market:

a. The Census defmed metro
county area.

b. An area defined by the agen-
cies and advertisers them
selves as being an area of
maximum interest to the
‘average’ national advertiser.

¢. Each radio station’s full sig-
nal area.

[The Young firm claims it pre-

fers “b” because of its value to

the spot aduvertiser.}

“Al  surveys should employ

strict sampling techniques, and

data so produced should indi-
cate clearly not only the relative

size of each station’s audience,
but where these audiences exist,

e “Ratihg reports in at least one
of the three areas suggested
should be prepared for all major
markets o1 a regular basis
(three or more times a year) so
that audience trends can be de-
termined and evaluated.”

Considerations

Mr. Boehm flatly states that “none
of the three major research organi-
zations presently include all these
considerations in their production
of station audience information.”

Mr. Boehm declares that “after
careful checking Pulse seemed the
most adaptable for the purposes of
this study.”

He claims that “only Pulse meas-
ures all major markets on a regular
basis 1n the full metro county areas,
both in and out of home by station.’
He also declares that Pulse now pro-
vides "‘area studies” of any area on

orler.

ra lx: T
the n
4 Bow
and Dor

nan, Young account srecutive.

m (1], Young vice president and director of researth-promotion, shows
new proposal to {| to r): Hal Miller, assistant media director, Benton
New York; Art Heller, media analysis supervisor, Benton & Bowles,

Plan is being sent to all agencies.

Mr. Boehm concedes that the
fiew system will have some discrepan-
ctes that will have to be resolved,
such as reaching agreement on ‘‘ad-
vertiser areas.” At the same time,
the Young organization contends
that 4vith all the problems in view,
its new plan will be better than what
now exists.

Providing the initial experiment
is successful, Mr. Boehm expects the
system to be expanded market by
market until the top 100 spot mar-
kets are measured this way.

Underlying this proposal is a dis-
satisfaction the representative Arm
declares it has with Nielsen radio
measurements, the way they are re-
ported and the manner in which it
feels some agencies use them.

The Young firm, and Mr. Boehm
in particular, have in no way kept
this displeastre a secret. Their criti-
cism is based, they say, on the con-
viction that Nielsen is selling radio
short.

Methodology, Reporting

Mr. Boehim'’s quarrels with Nielsen
are based in part on methodology
and in part on reporting. Mr.
Boehm claims that Nielsen does not
measure out-of-howme fully, that the
“auto-plus” percentage the research
firm uses is 2 percentage ol total
listening for five regions of the coun-
try—it is not a market-by-market or
a station-by-station weasurement,

A second major quarrel that the
Young organization says it has is its
assertion that the “total homes de-
livered” report “provides no knowl-
edge of just where this audience lies.”
Mr. Boehm states, “This figure can,
in the case of more powerful statious,
be spread over thousands of square
wiles or, in the case of lower power
operalions, can be located within
the limits of the market retafl wading
rone,”

A final argumene, according to
Youug, is the assertion that Nielsen
is placing greater emphasis on the use
of diaries than on the much-pro-
moted Andimeter. o o &
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The following remarks by john K,
Churchill, vice president of A. C.
Nielsen Co., are excerpted from a
speech he made before a radio re-
search session of the yrecent NAB con-
vention in Chicago.

It seems to me, as a research-

er, a listener, antl [riend of

radio, that we should do
everything we can to get radio into
clear focus. What radio needs from
its friends right now is a hard-headed
facing of the facts. With that as a
foundation and with a clear unde:-
standing of previous errors, perhaps
we can then make a solid presenta-
tion of the virtues of the medium,
the real strength and effectiveness
of radio as an advertising force. .

‘Blind Spots’

As a researcher, I am equally con-
cerned about present-day errors,
blind spots, and false assumptions
which are doing radio no good at all.

For example:

L. Do we really know how big
radio is?

2. Are we sure of the size of the
in-home audience?

3. And 4s the non-home use of
radio as big as its friends con-
iend; or as small as the detrac-
tors would make it?

Let me tackle the third question
first.

In 1952, as a part of the first. Niel-
sen Coverage Study, we thoroughly
researched the whole subject of out-
of-home Iistening. With in-home
listening still at the level of three to
four hours a day, out-of home proved
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to beé relatively uhimportant except
for listening in automobiles where
family aspects of the activity were
somewhat comparable with the in-
home potentials and where almost
everyone participated at some time
or other. After research on how best
to measure this part of non-home
listening, “Auto-Plus” has been regu-
larly produced since 1954.

Auto listening, nationwide, is now
continuously measured as a separate
activity. Because of its comparability
to family listening (and difficulty in
reporting by station due to low
activity levels) , we customarily treat
this as a “plus” to in-home listening,
with an average value ranging from
259, to 509, or more of in-home
listening depending on season. It is
a valuable “plus” but costly to refine
still further.

In the spring-summer season ol
1956, out-of-home listening was again
studied nationally and certain signifi-
cant over-all findings reported with
NCS No. 2. Things still hadn’t
changed much and we continued to
publish “Auto-Plus” as the only de-
finable measurable component of the
complex of out-of home listening.

Again in the summer of 1957, and
on into 1958, one of my associates
conceived and directed a special na-
tional study of out-of-home listening
which was being talked of as radio’s
unexplored frontier.

We have elected to date to refrain
from publication of any of those
findings. . : .

I can best summarize what we
found by saying that the other
several components of non-home lis-
tening are in their aggregate some-

what less than the “Auto-Plus’ we
are now measuring. The largesi
single element of this currently un-
measured portion 1is tlfe listening
that occurs "at work.”. ..

Let’s first get the facts straight, and
then see what can constructively be
done about them. To do this, let’s
look more closely at what we know
to be the solid and thoroughly meas-
ured bulk of radio listening—the
listening 1that goes on in the home.

Questioning

IWhat do we know about the use
of radio in the home?

I'm not going to spend any time
documenting the fact that there are
millions of receivers of all types and
in all locations in the home—handy
for whatever use the owners wish.
Your own industry has employed
the services of government experts to
help document this subject. Let’s
merely concede that more than 9 out
of 10 of the U.S. families have the
facilities, and usually multiple facil-
ities, for listening to radio.

For more than 15 years, the Niel-
sen company has been watching in-
home set use in a true cross-section
of American homes, day in and day
out, 24 hours a day, 52 weeks a year.
Watching isn‘t quite the right word,
because this has been metered listen-
ing with every set reporting its offs
and ons and station selections auto-
matically. Here’s what has hap-
pened:

The trend in hours of listening per
home per day has steadily declined

(Cont'd on. ps 44)
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Problems Poked At During
Radio Brainstorming

e At present spending rate, where will radio be in 19707

® And what will the medium and its market be like?

® Present “rate of radio spending” is cannon fodder for RAB.

e What is ahead for radio programming?

¢ Which way is spot headed?

¢ How bright is commercial fm outlook?

For those in the radio medi:

wnn—either on the broadcast-

ing or advertising side of the
wnike—the current time is one of
thoughtful inquiry. Today's ponder-
ables have brought forth lrard ques-
tions without easy answers: “What
is the outlook for radio approximate-
ly 10 years from today?” “Is radio i
basic medium that is basically uader-
sold?” “What is the commercial
future for fmz” “How about spot and
the radio representative:” *“What
course is racio programming taking?"

These and other questions re

just vipe for idea brainstorming—i
term that BBDO has made Funous
in the advertising field. At no other
tine in recent years has a tiore
healthy exchange of ideas on mutual
problems taken place than at the
37th annual convention of the Na-
tional Asseciation of DBroadeasters
which met in Chicago last moutlr,

The radio eveuts induded:

e An cconomic projection tlvit ri-
dio time sales would go from
“about $500 million wow o
betweeu $700 million and $800
million in 1970,” based on the
sluggish present rate of radio
spending.
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e On the subject of the “present
rate of radio spending,” Radio
Advertising Bureau had plenty
to say to stir the imaginations ot
radio salesmen.

e The outlook for conmmercial
fm, with its share of problems,
was pictured as bright.

¢ In the area of programnnng, a
radio panel brought home the
need—and some of the methads
—to make a station sound in-
dividual.

e The way the radio representa-
tive is fighting to make spot in-
creasjugly important in adver-
tising plans highlighted one ot
the hmportant sessions.

RAB Gives '"Em . . «

“A good wmediunr badly sold.”
This bitter pill was adininistered by
Kevin B. Sweeney, president of RAB;
accompanied by Jack Hardesty, vice
president and general manager. They
wisted few words in reaching their
diagnosis of radio’s ills, There is
little solace (o be pgained, M.
Sweeney emphasized, in the fact that
radio was ofl only .6 percent in 1958

compared with a drop of five percent
in newspapers and 5.5 percent in
magazines. Tv was up 6.8 percen.
He estimated that radio received
between 9 and 10 percent of the $6.8
billion spent in consumer advertis-
ing last year. He stated that since
1948, newspapers and television have
cach added $1.3 billion in billings:
magazines have added $250 million,
and radio’s annual gross revenue has
increased by $54 million. Mlr.
Sweeney used this statistical compar-
ison to support his stand of “radio’s
poor growth in the last decade,”
The blame was placed on radio’s
selling effort. Messrs. Sweeney and
Hardesty ran through new studies
and a presentation of their new
“quickie” pitch called “New Facts.”
It covers in 12 minutes, 12 hasic facts
of radio life—how radio has grown.
how radio set sales are more than
television’s, listening habits, and the
bureau’s famous “last word™ studies.
These presentations were designed
to show the strength of radio, For
example, it was pointed our that
racliv set production in 1958, accord
ing to RAB, was 12,6 million com-
pared with 1.9 million for tv. Other
studies that were mentioned showed
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MR.BARNES

MR THOMAS

The sound of radio gels a program tune-up frem a panel of station
and network executives Suggesting ways to project station person-
ality, community identity are [seated, second from |. to r.): Robert D.
Enoch, WXLW Indianapolis; Frank Gaither, WSB Atlanta; Duncan Mounsey,
WPTR Albany, N. Y.; Howard G. Barres, CBS Radie, New York;
Robert E. Thomas, WJAG Norfolk, Neb. Session was opened by J.
Frank Jarman (standing], WDNC Durham, N. C.. and presided over
by John F. Msagher, [seated at left), NAB vice president for radio.

that the average Negro family spends
three hours and 15 minutes with
radio daily and the average farm
family about three hours and 51
minutes a day.

“Well, if radio’s so good,” asked
Mr. Sweeney, “why ain't it rich?”

He insisted that radio billings in
1959 can multiply by 10 percent pro-
vided two broad conditions are met,
Stop the civil war and intensify sell-
ing efforts. To dramatize the first
condition, Mr. Hardesty appeared
in a full dress Confederate officer’s
uniform, while Mr. Sweeney played
his Northern counterpart.

They stamped as “suicide selling”
such slogans as “Your mother’s in the
numbers racket and your father is a
network affiliate” or “Rock-and-roll
stations go home.”

Another new study testified to the
anemia of radio’s selling drive. Depth
interviews were held with national
and regional advertisers and the sell-
ing tactics of newspapers, radio and
television were compared. To one
question, “Who calls on you most
frequently with a presentation on
new facts on their medium?” the
answer was: Newspapers led two ta
one over tv; tv stations were second
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and led radio by 10 percent: radio
was third.

A rwo-point plan for stations was
suggested by Mr. Sweeney to enhance
national billings: (1) Go o ra-
tional advertisers with knowledge
about their marketing goals and with
a specific plan and (2) try to in-
fluence and sell the local manager
or broker of the national advertiser.

A three-point plan was advanced
to hypo local sales: (1) Call on the
local advertiser direct at a high level
if the agency refuses to consider
radio, (2) insist that station sales-
men know and use the arguments for
radio on each sales call and (3) stop
the civil war and tell clients that all
radio is better than any other medi-
i,

Radio in 1970?

In the normal pressure of pursuing
immediate objctives, lictle time is de-
voted to projecting what the radio
business will be like in about 10
vears. How will people be listening?
What will the medium’s revenue be
Tike?

Industry sales efforts and RAB to

the contrary, 1wo economists esti-
mated that gross time sales will rise
from the present Tate of about $500
million a year to between $700 mil-
lion and 3800 million. Dr. Hymap
Goldin, chief economist of the Fed-
eral Communications Commuission,
cited what he termed internal factors
that would affect the economics of
radio by 1970: Increase in number
of stations, competition from tv, im-
portance of local advertising.

Dr. Goldin’s comiment that the
number of stations would increase
to about 5,500 drew tmmediate re-
sponse from Ward L. Quaal, \WGN
Chicago, who declared that such an
increase would result in a lessening
of radio’s program service, Dr.
Goldin replied: “It is not up to the
FCC to decide how manv stations a
community should have, but rather
competition.”

Dr. Irving Schweiger, associate pro-
fessor of markeding, University of
Chicago's Graduate School of Busi-
ness, said the gross national product
will rise from $438 billion in 1958
to $625 billion in 1970. An increase
in disposable income, from $312 bil-
lion in 1958 to $456 billion in 1970,
also avas predicted.



Total advertising expenditures
were reported as increasing from
$10.2 billion in 1938 1o about §16
billion in 1970.

Mr. Quaal also drew a pictare of
what radio would be like in 1970.
He said that “‘radio will be patterned
after newspapers . . . and programs
will be departmentalized just like
today’s newspapers.” He foresees the
age of the “wrist” radio. “Radio has
become such a personalized medium,”
he declared, “that by 1970 Dick
Tracy wrist radios could very well
become as comnon as wrist watches.”

Programming:

The core of the radio medium—its
programming—was analyzed and
speculated upon for tlic benefit of

your own operation as well as radio.

Robert Enoch, WXLW Indian-
apolis, outlined some of the things
that are important in the programn-
ming of his station: (1) There is a
high fidelity sound; (2) it is pro-
grammed to the adult listener—there
are no contests and no noises; (3)
accent on news. Mr. Enoch explained
the success of WXLW’s mobile news
set-up that started two years ago with
two Pontiac newsmobiles and now
includes a mobile radio station
which is, 1n reality, a 60-foot long
trailer called “The Traveler.™
Equipped with a 10 kw generator, it
is designed to bring the community
to the listeners.

Frank Gaither, WSB Atlanta, em-
plmsized that a radio station should

How the representative is selling spot radio is outlined by {l. to r.):
Headley, president, H-R Representatives; Morris S. Kellner, vice president, Kafz
Agency, and Arthur H. McCoy, executive vice president, John Blair & Co.

broadcasters and advertising people
alike. The cemtral message that
was delivered placed emphasis on the
need for today's radio station to link
itself closer 1t community affairs and
activities,

Howard Barnes, CBS Radio pro-
gramming vice president, said,
“Radio is suflering from net enough
imagination.” He outlined o five-
potut plan to aid broadcasters dn
their prograimming problems: (1)
Research the audience, uwnderstand
its characteristics and appetite for
programnting; (2) test new progrioms
first to fron vat rough spots;  (3)
“stop imitating others' successes;” (1)
develop an integrated sign-on and
sign-off persouality—a uniquc image
that is yonr own, and (5) promote
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Frank M.

have an identifable sound. It should
he a “living, breathing thing.” He
declared that “service should out-
weigh personalities.” Among the in-
gredients of WSB's programming
fare, he cited these: Radio news cars,
bulletins at any time, news on tlie
hour and half liour;
wusic as a responsibility of manage-
ment and  not  something  tliat
should be taken off a chunt of wop
favorites; ginnes, promotion and fim
in good taste for audience participa-
tion. Mr. Gaither stated that WSB
bas lad favovable experience with
devoting eaclr day’s broadeast to a
particular theine, sych as peanit day
or papa’s day.

Duncan Mounsey, WPTR Albany,
saity, “U'rue programming s cour

programm i]lg'

mumty programmmg * He declared
that it is necessary to relate the sta-
tion to community and not the com-
munity to a station. He said show-
manship is needed. “Programming
does not end with on-air activities.”
Mr. Mounsey then cited the many
ways the station participates in com-
munity affairs. The importance of
news and editorial comment was also
made clear. In fact, in early April
Mr. Mounsey collects a National
Headliner Club award for an editor-
ial campaign conducted last spring
to save tlie Navy Supply Depot at
Scotia, a nearby town, from a Feder-
al shutdown order. In a dramatic
conclusion to his remarks, Mr.
Mounsey brought in a remote news
report via the services of Radio Press;
to which his station subscribes. News
accounts were heard from Beirut,
Paris and Berlin.

Robert Thomas, \WJAG Norfolk,
Neb., stressed the value of regular
forums on programming matters. He
also observed that many stations are
returning to programming. “‘For-
mula or personality programming
has been too rigidly applied.” Mlr.
Thomas stated that his station's
beeper pliones and tape recorders
are busy all day covering local news,
farm ineetings, among other things,

Spot and the Representative:

The nien and ammunition behfhd
the push in spot radio were outlined
by three statesmen of the spot radio
field; Frank Headley, president ok
H-R Representatives Inc.; Art Mc
Coy, executive vice president of John
Blair & Co., and Morris Kellner, vice
president in charge of radio, The
Katz Agency Inc.

Mr. Headley appealed [or a con-
certed surtion effort 1o push spot

radio  billings wpward. He also
traced the growth of spot radio bill:
ings since 1935,

Mr. McCoy termed spot radio o
“hew advertising medium” that i3
*proving to get more to the heart
of the local interests than any adver-
tising medium has ever done. .
news departments . . . have elimi:
ated  the need for newspaper
extrgs.”

He also cited the fact that the
number of newspapers in business is
down, while the number of radio sta-
tions is up.

Mr. McCoy declared that there are
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at least three different types of pres-
entations and approaches that Blair
has found successful in getting the
spot story to national advertisers:
(1) Create an understanding of the
product (spot). Reach the adver-
tising manager, accoun! executive
or any other décision-maker. Play
a composite of the hundreds of rapes
that come to Blair's station opera-
tions department, with the emphasis
on local community identification.
(Such things as weather, sports, news,
editorial, traffic report.) There is a
de-emphasis on music in the presen-
tation because, Mr. McCoy stated,
ii’s “too emotional a subject.” (2}
Another type of presentation Blair
makes is primarily research. Research
material for each presentation is
based upon the research organization
that a particular advertiser believes
in, (3) The biggest type of presenta-
tion Blair makes, Mr. McCoy de-
clared, is called the “General Pitch.”
It is a combination of everything,
which i{s “aiined a} a specific target
usually, but sometimes is broad for
missionary work.”

Mr. Kellner showed what the
representative has done to shape the
“uphill contour” of spot radio’s sales
curve, “The representative,” he de-
clared, “created the sales apparatus
through which national advertisers
could readily purchase radio on a
spot basis.” He cited the need for,
and development of, more selling
information as another spur to the
growth of the business.

Going beyond the ratings, Mr.
Kellner stated that today’s represent-

ative carries with him sales result
| stories, depth studies, motivation
studies, audience characteristic stud
ies. He further pointed out a func
tion of the representative that is not
often emphasized. “We not only
(help) interpret the rating studies,
but also influence these services to
add factors beneficial to spot radio
—and we’re not satished yet.” He
pointed particularly to the measure-
ment of out-of-home listening and
audience composition as factors that
representatives have influenced.

Outlook for Fm:

The number of {m stations on the
air in March 1959 was 591 compared
with 540 in March 1958. This was
cited by John F. Meagher, NAB vice
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president for radio, as illustrative of

Tear-jerker by RAB [that's President Kevin B. Sweeney revealing the sad truth] brings out

weep-wipers ond bandages.

fm’s “phenomenal and explosive
growth.”

This is a trend, Mr. Meagher ve-
ported, that started in March 1957
when the number of fin stations on
the air hit the low point of 529,
compared with 539 in 1956 and 542
in 1955,

To support statistically his fm en-
thusiasm even further, Mr. Meagher
stated that Electronics Industries As-
sociation estimates that 740,145 fm
sets of all types were manufactured
in the United States in 1958 com-
pared with 252,880 in 1955. Last
year, Mr. Meagher reported, about a
quarter of a million fm sets were im-
ported. NAB research department
has estimated that there are about 15
million fm sets in use.

Fin penetration into major cities
according to varying research studies,
was cited as follows:

Boston—49.9 percent; '‘Chicago—
41.9 percent; Los Angeles—48.7 per-
cent; New York—>57.]1 percent, and
San Francisco—47.3 percent.

One of the major {m developnienfs
to come out of the convention was
the move by Fm Development Asso-
iation to broaden its scope of activity
under a new name, Fm Association
ol Broadcasters. Present plans call
for widening research activities and
engaging in a stepped-up sales effort
at the national level. Present officers
of FMAB are Larry Gordon, \WBNY-
FM Buffalo, N, Y, president; Fred
Rabell, KITT (FM) San Diego,
Calif., vice president, and Harold

Session diagnosed

radis's ills, urged stronger sales effort.

Tanner, WLDM (FM) Detroit, sec-
retary-treasurer.

As explained by Mr. Tanner to
the fm panel, the object of FMAB
1s to establish a New York office with
a permanent executive director.

A battle cry on behalf of fm was
sounded by Mike Hanna, WHCU-
FM Ithaca, N. Y., who declared that
fm should replace am. He under-
scored his remarks with: "There is
no future for fm unless we can make
it a mass communications medium.”
He was taking issue here with the
many “other” uses of commercial fm
that have become popular among
some broadcasters.

While most fm operators believe
in. the future of their high fidelity
medium, they apparently feel there
are different approaches to Nirvana.
Ben Strouse, WWDC.FM Wash-
ington, D. C, who presided at
the fin session, stated his belief in the
specialized programming of fm as «
class medium. On the other hand,
Mr. Rabell has had success program-
ming to what he termed “the major
ity of a minority.’

Merrill Lindsay, WSOY-FM Deca-
tur, Ill., stated that there is no basic
difference between selling or pro-
gramming am and fim. It depends on
one’s particular needs.

Everett Dillard, WASH-FM Wash-
ington, D. C., produced a qualitative
research study on the various eco-
nomic characteristics of his fm audi-
ence. He said the study was inex-
pensively conducted through mail re-
sponse to a questionnaire. ¢ &
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question

and answers

THE QUESTION:

What can radio do in a programming way to make

itself more appedling to advertisers?

GENE F. SEEHAFER ANSWERS:

In contrast to the situation

in radio’s “Golden Years,”

radio’s media image today is
a poor one. This exists in spite ol
documented evidence of large radio
audiences and low cost per thousand.
Certainly the sameness of radio pro-
graming and the lack of personality
from station to station is a contribut-
ing factor.

But areview of programnring prac-
tices on forward-looking stations,
whose management is more con-
cerned with long-term success than
with short-term profits, indicates
that radio’s leaders have already
taken giant steps in structuring new
and successful program patterns. For-
tunately, radio is willing to experi-
ment with new shows and different
formats. Program changes are charac-
teristic of radio newworks and radio
stations alike. The lagter includes
affiliates, as well as independenits, and
stations catering to specialized audi-
ences {Negro, ieens and young adults,
farm, forcign language) as well as
those appealing to the masses,

Patterns for Success

In my opinion, good radio station
program patterns for success in the
1960's are already on the air and
well defmed.  Music, for example,
is chosen for its melodic and pleasing
values. News is carefnlly prepared
and delivered by broadeast journal-
ists, who also 1eport inn depth. Man-
agement cditorials are presented by
stations  of integrity, backed by
knowledge and research. Mobile (in-
dluding flying) broadcast units are
cmployed  as  journalism  devices
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Mr, Seehafer, media group supervi
sor, Needham, Louis & Brorby Inc.,
Chicago, believes radio should use
its programming to build a media
image. He is author of a new book,
to appear this summer, “Successful
Television & Radio Advertising,”
written in collaboration with Jack
Laemmer, J. Walter Thompson

which Ffford benier and faster news
coverage—nolt as gimnuicks. As pro-
gram tools, mobile studios enhance
interest in radio and radio advertis—
ing campaigns.

With such music and service ele-
ments skillfully balanced into a
schedule, radioc broadcasting takes
on the air of inierest without sensa-
tionalisin; of excitement without
nerve-jangling hysteria; nl valuable
summations and conclusions without
superficiality. On such stations, the
station tmage is clear—olten cate-
Tully rescarched, as well as pre-
plauncd.  Counsistent program  pro-
motion helps attfact optinum audi-
ences.  Certainly, such stations are
worth the additional cost involved,
aware that in mest miarkets there
are lower-priced ¢ampetitors  that
can usually vndersell the program-
ming leuader.

Mauy station operators follow the
general theary of good progranmming,

but unfortomately fall short dur its
application. This occurs op care-
tully managed stations (whose pro-
gram policy can best be summarized
as “capsulized frenzy™), as well as
on poorly managed stations. Inade
quate balance ol program elements
is the primary problem. To develop
a positive media image of radio all
sjation operators shoull constantly
re-appraise their program schedules
in terms of long-term station success.
Radio is too dynamic a medinn (o
static prograniming alid 100 valuable
a medium (0 be short-circuited by
inferior progranmiing,.

In sunimary, radio’s media iimage
tieeds improving. One way this can
be done is by intelligent program-
ming. This peith has already been
charted by leading station operators
and is well worth consideration by
all. Radio’s total media image is ouly
as strong as the teakest stiation pro-
gram schegule,

7, 8 BANIO o April 1958




ELWYN R. WALSHE ANSWERS:

Present day radio’s basically lower
costs and extreme flexibility—"Go-
ing places, and doing things. . .”" to
borrow Monitor’s commercial cue—
puts it in an ideal position to create
programming tailored for specific ad-
vertisers.

Cases in point are the numerous
pick-ups late last month of the 1959
Grand Prix on both CBS and NBC.
These international sports car races
drew at least 40,000 Americans to
Sebring, Fla,, and the interest of un-
told thousands of others unable to
be there. What an ideal climate for
commercials tastefully done by an
advertiser in the broad automotive
field—a program with specific inter-
est talked about long before and
after the actual event with merchan-
dising provided by the many daily
newspapers and weekly news maga-
zines such as Newsweek’s cover story.

The CBS Radio network got into
the swim of things with their much
publicized pick-up last year of the
international “America Cup Races"
from far out in tlie Atlantic. Both of
these events will be remembered and
discussed by enthusiasts for *quite
some ume.

This is not to say that only special
events such as those mentioned above
can be tailored for special advertisers.
Personalities far afield from the usual
radio talents can be used with great
results to create special interest pro-
gramming tailored for special adver-
tisers. Another case in point: Mar-
lene Deitrich’s appearances on week-
end Afonitor answering questions
put to her by listeners of all ages on
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Lisers.

»  Mr. Walshe, supervisor of program
production, Bryan Houston Inc,
New York, advises radio to program
‘specials” that would create spe-
cific audiences for specific adver-

He believes radio should

capitalize on technical advauces to
create excitement.

a variety of subjects—things ta be
remembered and discussed.

Once again, with its extreme fiexi-
bility (no half-hour formats to stick
with and the ability to delay broad-
casts to prime listening time) radio
can on both a network and a local
level create programming for specific
clients not merely for presentation of
his commercials but designed as a
showcase for them and no one else.

Exciting things are lMappening in
radio what with the many technical
advances inaking possible smaller
personal am radios, really portable
sound recording devices, stereo
broadcasting on either am or fm—
all creating new dimensions of radio
listening.

With these devices fn his hands,
the radio programmer is now much
better equipped to tell his side of the
story in search of the ad dollar. Why
not use these technical advances to
produce radio “'specials” designed to

capture listeners with specific Tnter-
ests and sponsored by advertisers
with specific stories to tell?

Granted that in a good number
of tases such programming will ap-
peal to relatively sinall groups of
listeners when compared to larger
rated shows (or media), but when
an advertiser can be convinced that
those who hear his sales message
are just as interested in it as they are
in the program, he has begun to
spend his dollar wisely.

Excitement

Radio is capable of generating the
excitement, word of mouth news
stories and even editorials long after
broadcast date—the kind of excite-
ment that advertisers look for. For
one more case in point— and forget-
ting the program content-hear Ed-
ward R, Murrow, o o o
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,.and he had a microphone.’”’ Ray Newby (right) in 1959 recalls how he, at the age of 16
and Charles D. Herrold founded a radio station in San Jose, California fifty years ago. Credit
to Herrold as the originator of broadcasting is many years overdue. While other experiment-
ers were using their wireless equipment for point-to-point communication, Herrold thought of
radio as an entertainment medium for a mass audience. Mr. Newby recounts, “Folks with
crystal sets in San Jose and for miles around at first were amazed to hear voices instead
of code. We'rl go on Wednesday evenings and broadcast voice and music for a half hour. And
sometimes we could run longer if the microphone and everything didn’t get too hot.”

That 15-watt station which Herrold started back in 1909 has continued, through KQW, to the
present 50,000 watt KCBS in San Francisco. And, Herrold’s dream to “broadgast’ to a mass



audience has become a striking reality. Today, KCBS is
heard by eight out of ten Northern California families
each week,

1909 The first radio broadcasting station In the world.
1959 The Bay Area’s first station in the world of entertain-
ment.

(Historical data from “‘Broadcasting’s Golden Anniversary” by
Gordon Greb, Assistant Professor, San Jose State College and
published in the Journal pf Broadcasting University of South-
ern California, Winter Editior, 1958-59. Reprints on request.)

50 YEARS OF BROADCASTING

1909
1959



focus on radio

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

"FAST, FAST, FAST relief” is promised 1o WBTY viewers in this 4v commercial. TAKING A SHINE to two WIL St. Louis employees,
The advertiser: WBT Charlotte. The product: Radio. The stations preduced 20 Harry Renfro, radic-tv director of D'Arcy Advertising
of these promotion spots, spoofing familiar tv commercials, for o two-month Co., gets one in return. It is the first free shine in the
radio audjence promotion, Actor is Wade St. Clair, WBT program managec. Griffin Shoe Palish-WIL merchandising promotion which

has the Balaban station's shoe shine boys at downtown
corners and shopping centers Jackets tell stery.

ON.THE-SPOT news policy of KGB San Diego gets into
muddy watec as Jim Brown, the station's news director,
reports on recent flood conditions. Mr. Brown said he
did not mind his stunt as a human mobile unit, except
for two conditions: His feet became very cold and wet.

BUG AND FRIENDS are ploased with snnouncement that Sam Vitt (l.) of
DCs4S, and Chet Slaybaugh (r.) of Ted Rates & Co., sre grand prize winners
in 8 WOV New York contest for agency people. Mr. Vith, who gets a trip
to Rome, saved 9,299 "Wovbugs,” the station's symbol, from various WOV
materisl. Mr. Slaybaugh, who gets a West Indios cruise, found 7,518 of them




1 L

D.Js.

The sotid Seven of

Rodio KEX-1190 45

BEARDED BEAU BRUMMELS from KEX Portland, Ore., lead a
parade in Forest Grove, at start of a day of celebration that drew
“thousands of visitors from all over the Northwest." Forest Grove
was the site of first celebration of Oregon's centennial year, and
has held annyal fete ever since as a leading aftraction for tourisin

WASHINGTON'S MR, BASEBALL,” Arch McDonald, celebrates his
25th anniversary cf broadcasting sports for WTOP Washington, D. C.,
with a cake and a gathering of WTOP executives. They are {l. to r.):
Laurese B. Gordon, director of proemetion and advertising: Lloyd W.
Dennis Jr., vice president; Robert Schellenberg, director of sales, and
Patricia Searight, program director. Mr. McDonald alse handles football.

ROLLING RADIO STATION now in operation
for WXLW |Indianapelis, “The Traveler,” is a
"self-sustaining” unit, according to the station.
Statistics: 45 feet long, 8 feet wide, more than
12 feet high. It carries a 10,000 watt-preduc:

o 1i ' i W e - ing gasoline generator, 250 gallons of fresh

el & A - e

[ 4

L = water. 1t has a studio, a contrel room, a bath,

BY THE NUMBERS, KWK St. Louis announces a promotion on a jump in ratings
in a four.month period. William L. Jones Jr., general manager of KWK [r.), who
asked these girls to help illustrate the point, rests eyes after studying figures.

a shop area, u lounge and storage areas,

PHYSICAL FITNESS EXPERT Dixie Qualset, Ben-
Gay's Miss Youth Fitness, has no trouble enlisting
the aid of WNEW New York zanies Klavan and
Finch (shown in reverse order]. Miss Qualset, who
munched on a celery stalk, visited the show as part
of a nationwide tour to highlight the importance
of physical fitness Tor health. She is a masseuse.
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NIELSEN (Cont'd from p. 33]

each year from the pre-tv peak in
1949. This covers the peak to the
present. Ten or more years ago, five
hours of use a day at the winter peak
was about par for the course. Today
it is down to two hours, and fortun-
ately seems to have stabilized at this
level with little or no change in total
since 1957.

This present level of two hours
per home per day means a grand
total of 400,000,000 quarter-hours of
[amily listening per day. (50,000,000
families, roughly. times eight 14
hours each.)

Lot of Listening

That’s a whale of a lot of listening.
But it has ta be divided among a
whale of a lot of stations. For in
this same 10-year plus span, we have
had a 509, increase in stations which
must share (lijs declining volume of
use. . .

Of course, it goes without saying
that the facts as reported must be
accurate. I can assure you that these
arel

But—and this is a very big “but”
—it’s not enough that radio’s meas-
urements be accurate. They must also
be adequate; that is to say, radio’s
full potential, the total audience be-
ing clelivered by radio, must be meas-
ured and reported. And for that pur-
pose the measurement of single
quarter hours, no matter how accur-
ate, is pitifully inadequates

Let me use a rough analogy: The
drug-store downstairs, around the
corner, has a fountain with a dozen
stools. Stick your head in any time
and you'll find anywhere from vne
to a dozen customers. Does that
make it a poor business? Some of
those customers are there three and
four umes a day, some stay up to
half an hour, some grab a coke angl
never come back. If you wanted to
cvalnate that business, you would
want more lacts—what is the “andi-
ence” they serve over longer periods
ol time?

And so it should be for radio,
I here may be small iudiences at any
one montent but there is tnrnover
and repetition at other times amd
days that have a remendouns cnmu-
lative eficct. Quarter hour by guar-
ter honr you cau count vour ninnens

tary customers, bug i¥ takes repeated
measurements of a constant panel of
ppotential customers to know how
many different homes you reach and
how oftert. It's the cumulative reach
and the average number of impacts
that give radio its true power. Very
few sales are made with a single mes-
sage delivered once.

Which brings me to radio’s most
important measurement—cumulative
reach. I mean the total number of
different homes reached—by a sta-
tion with its entire daytime or ever-
ing programming; by a single time
period, or a combination of time
periods on a station; by a single pro-
gram, or combination of programs
on one or more networks; by a flight
of spots on any number of stations;
by any advertiser’s radio buy, local,
regional or national.

What do we know, vight inow,
about radio’s cumulative reach?

As a medium, we know the total
patterns. However, the latest station
by station study, showing audiences
on an average day or week, takes us
back to 1956. Published as NCS No.
2, this shows county by county the
complete traffic patterns of stations
as of that time: Those findings are
still useful but getting out-dated,

Average County

With more than 20 stations pui
ting wuseful signals into the average
U.S. county, radio listeners (in total)
mnade good use of about half of them
—an average of 10 stations per
county used by 10%, or more of the
families. But each family doesn’t use
10 different stations. They select an
average of two or three per home
for programs they like. But even
this limited listening gives the aver-
age station a weekly circulation fig-
ure 15 to 20 times as large as their
own quarter-hour ayverages. There
are lots of variables—Dbut this hypo-
thetical typical station does serve an
appreciable towl audience.

Since 1954 we, at Nielsen, have
been measuring progrant audiences
for 2l stations in the top two or three
dozen U.S, markets, We must gather
the data quarter-hour by quarier-
hour, but we report it in cumulative
strips, blocks and long-term accumu-
lations. We mraintain that this is the
wiy radio is used (strip progrann
lning, block pmgmumli,ngi rt)l.lling
spots) so it should be measnred

for this cumulative reach and in the
entire area served, locally or nation-
ally. Which is how we measure iL
For example: An early-morning
quarter hour on a specific station
here in Chicago gets a 5%, rating,
That's the old—and obsolete— way
of appraising a time period—and
it’s still being done.

But that time period is actually
reaching 209, of the Chicago Metro
Area homes, in a month, and those
homes are receiving an average of
10 of the quarter hours out of the
possible 60.

Another example: A series of
morning quarter hours, again -on a
Chicago station, average out 1o a
rating of 59,. But the real reach
of that particular radio buy is 429,
in a month, with average “times
heard” of close t6 30 quarter hours
per home.

Still another example: A flight ot
spots on ten stations in another mar-
ket averaged out to 49, per spot.
But that rating was no help in get-
ting at the major fact that this sched-
ule was reaching two thirds of the
homes — different homes —in the
market during the month.

The moral is plain enough: Radio
does itself a great disservice when it
merely counts the drug-store custom-
ers at any one moment. The only
meaningful fact is the Yotal business
of the drug store—and the total
audience of radio.

In summary:

L Radio should use more of its
demonstrated effectiveness o
its own beliall.

2. We know the approximate
jnagnitude of out-of-home lis-
tening, so let’s not exaggerate
it on the one hard or wry to
ignore it on the other. Above
all, let’s balance the cost of
measuring out-of-home against
the actual worth of having
more detailed. [acts on this “‘ra-
tio plus.”

3. Let's strictly avoid the lemptas
tion of wishfut thinking as w
the size ol present-day rgdio
audiences, in the fice of dem-
onstrable facts.

4. Let's instead insist that radio’s
audiences be adequately mea-
sured and reported, in terms of
fult reach rather than the rat-
ings on the little hits and
PICCCS, & & &
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Equipment Changes
Tone Up Station Sound

Reports from five stations indicate

trend toward operational improvements:

Three increase power to 50,000 watts,

one builds fixed remote studio that rotates

and another purifies sound with hi-fi

Radio’s “tonsils” appear Yo

be in healthy harmony wtih

the programming develop-
ments of the industry,

Indicative that the voice box of
radio continues to grow in vigor and
tonal quality are the operational de-
velopments reported by five stations
which have recently expanded or
otherwise improved their facilities:
WLW Cincinnati; WRAL Raleigh,
N.C.; KLIF Dallas; WIBG Philadel-
phia, and WMAZ Macon, Ga.

WLW, using the Rockwell Catha:
node Modulation System patented
by the Crosley Broadcasting Corp.,
is now providing what it claims is
the “highest fidelity transmission of
any am radio station in the world.”

WRAL, putting its “voice” on
view to travelers, is broadcasting two
remotes a day from a studio which
rotates atop a perch located alongside
US. Highway 1 north of Raleigh.

U.S. RADIO o April 1959

KLIF, going to a 50,000 watt op-

eration, is transmitting from two lo-

cations—one during daylight, an-
other during nighttime hours.

Both WIBG and WMAZ, joining
the high-powered company of some
85 other stations throughout the
country, are also now 50,000 watt
operations.

The new and varied volumes of
sound produced by these five stations
are the outward manifestation of an
inward array of cables, amplifiers,
transmitters, coils and condensers to
delight the soul of an engineer.

At WLW, for instance, three years
and $300,000 have been expended to
achieve what the station believes is
the “finest reception possible on am
radio.”” Installation of the modula-
tion system invented by R. ]. Rock-
well, wice president - engineering.
Crosley Broadcasting Corp., has been
a detailed process, according to sta-

tioir executives. In order to realize
the high fidelity potential of the new
transmitter, they explain, Crosley en-
deavored to improve every link in
the sequence of broadcasting, from
studio to tower.

Following ™“muclt experimenta-
tion, testing, scrapping of some
equipment and development of new
equipment,” WLW is now capable
of transmitting an expanded spec
trum of 20 to 20,000 cycles with “ex
treme uniformity,” according to sla-
tion spokesimen. The distortion rate,
they add, is less than lialf of one
pecent, although the FCC allows up
to seven ‘percent; thie expression
range is in excess of 1,000 to I, which
allows the illusion of “live per-
formance.”

Mr. Rockwell says the improve-
ment is apparent on any radio re
ceiver.

WRAL Raleigh has tackled a dif-
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ferent technological problem —one
with “sociological” aspects. Believing
that radio should come out of the
studio and meet the people face to
face, the station has built a special
lictle “house by the side of the road,”
one which turns about on its pedestal
to [ace the incoming morning traffic
and outgoing evening trafic and
from which corresponding morning
and evening remotes are broadcast
to the car-borne listener.

The station’s chief engineer drew
the plans for the 8x6-foot building,
which sits 10 feet above the ground.

An important facet of the “house-
Iet” is the 10-inch steel bearing i
its foundation which, powered by a
small motor, rotates the building
twice a day to face the traffic flow.
The bearing was taken out of a
Mack truck bought from a junkyard.

Inside, the revolving studio con-
tains a [four-channel, homemade
composite console with two turn:
tables, one stationary microphone
and a spare microphone for occasion-
al trips “outside” during the course
of Bill Currie’s 7:05 to 9:30 a.m.
Tempus Fugit and Bill Humble's
4:30 to 6 p.m. Traveling Music
shows. An inter-com system with the
station is used to cue in the commer-
cials, which are handled f{rom
WRAL's hoine bhase.

Promoling the roadside program-
ining, the station has started a Blink
and Blow club—drivers passing by
blink their lights and blow their
horus, and Bill Currie waves in re-

sponse. Listeners who “blink and
blow" then write to the station, and
in return receive a membership card
which entitles them to such weekly
privileges as [ree coffee in a down-
fown restaurant, {ree admission to a
drive-in theatre, or a [ree car wash
or grease job,

In Dallas, KLIF is operating on
the maximnum allowable power—
50,000 watts—during daytime hours
and presently preparing its applica-
tion for 10,000 wat¥s nighttime
power.

Moving f{rom its former 5,000
watts to its present power as of
February 1, the station has overcome
what was considered an insurmount-
able problem by putting a new irans-
mitter site into operation for the
daytime signal and retaining ihe
old site for iis current 1,000 wart
nighttime signal.

Protection problems as well as
population blanketing made the
daytime increase impossible from the
station’s existing site, explains Gor-
don McLendon, owner. At the same
time, the nighttime transmission
could originate nowhere else and
sull meet FCC requirements. By add-
ing a second. transmitter location,
KLIF becomes what its management
believes is the first American station
to operate from ywo different trans-
mitter sites.

The new 40-acre site is located
west of Dallas toward Fort Worth.
(The old site is east of Dallas.) Four
towers directionalize the 50,000 wau
power cast and west,

Closing the switch that sent WIBG to 0,000 watts is James H. J. Tate, Philadeh
phia City Council president. Watching ceremony which took place at Indepen-
donce Hall is Lionel F. Baxter, WIBG vice president and managing director.

= ai
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This is the house that WRAL built on U.S.
Highway 1 from which it broadcasts to a
traveling audience, Building rotates north
and south to face morning, evening traffic.

KLIF was a 1,000 watt daytimer
when Barton R. McLendon and his
son Gordon started it in 1947. Sev-
eral years later it was granted FCC
permission for fulltime operation,
and shortly thereafter was authorized
to go to 5,000 watt daytime and
1,000 watt nighttime operation.

WIBG Philadelphia has moved
into the 50,000 watt category with a
complex of fve 250-foot towers
spaced 250 feet apart to give proper
dirvectional pattern. The ground sys-
tem for each of the towers, accord-
ing to the station, is composed of
120 copper wires 400 feet long buried
eight inches in the ground and radi-
ating like spokes in a wheel. The
five towers, requuring approximate-
ly 27 acres of land, are located in
northwestern Philadelphia to protect
stations at the Canadian border, yet
attempt to reach the reported 5,760,
900 people in the listening area.
Three transmitters—the 50,000 tvau
main one, a 10,000 watt auxiliary
and a 5,000 watt fm—are housed 1n
WIBG's modegn, split-level building
on Ridge Pike.

WMAZ Macon joins the maxi-
muni-power stations of the nation as
the third in Georgia—ihe other rwo
are in Atlanta. Operating on 50,000
watts during the daytime, WMAZ
reporis s coverage embraces au
arca of 106,000 vesicents and 316,
000 radio homes.

Established in 1922, the station
fwas the second 10 be leensed in the
SLALC. @ @ @
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Articles OF Major Interest
Reprinted From U. S. Radio

Numerous requests for articles have necessitated reprinting in quan-
tity. . . . The following reprints are currently available:
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RADIO: The Way to Food Shopper’'s Heart

*» Tetley Leaves it to Radio N
e Negro Radio Tells its Story E‘
* Smoothing on Saturation Radio

e Thrivo Barks Back
« Teenagers are Radio’s Small Fry ].

For further information, write—
Reprints |
US. RADIO |
50 West 57th Street, NYC 19.

For future artitles that really “dig” into the depths of sound radio ad-
vertising . - . be sure you see each monthly issue of U.S. RADIO.
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$5 For 2 Years
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commercial
clinic

When on 'Good Music’ Stations,
Soft Pedal the Sell, Says Agency Head

If you want to write effective copy
for delivery on “good music” sta-
tions, there are four basic rules to
remember, declares an agency presi-
dent who has made a specialty of
the broadcast media.

“These commercials should be
kept short, simple, soft-pedalled
and as a general principle shonld
avoid the use of music,” asser(s Joe
Gans, president, Joe Gans & Co,
New York.

Mr. Gans, who formed his own
agency last year, places all his bill-
ings in the broadcast media. “Good
music”’ stations, both am and f{in,
claim about 40 percent of hjs radio
expenditures at the present tiine.

The “good music” audience, Mr.
Gans believes, is a growing and a
distinctive one. “People who listen
to ‘good music’ stations usually have
a finer education, a higher income
and more desirable business and so-
cial positions.

Definite Préference

“Furthermore, they tend to wne
in the ‘good music’ station in their
area as the result of a definite pref-
erence for that type of program-
ming,” Mr. Gans believes,

Because of this conditioning, in
Mr. Gans’ opinion, “good nrusic”
audiences expect conumercials  that
are integrated with the rest of the
programming. “These people un-
derstand that coimmercials are neces-
sary interruptions to their enjoy-
ment of the mnsic, hue they want
tham to be as tasted and rinobun-
sive as possible.

“If a conunereial is selling u prod:
uct they are interested in, they will
iisten and  make up  their minds
about it. What these listeners res
sent, however,” Mr. Gans (laiins, “is
having the sales message uy to make
up thar minds for then with sach

18

high pressare tactics as staccato de-
livery and ding dong repetition.”

Mr. Gans believes that “good mu-
sic”” audiences want o be appealed
to on their own level which they
feel involves a quiet, rational presen-
tation of the product’s advantages.
In addition, commercials which
might do an effective job on the
faster-paced stations often sound a
jarring note on “good music” sta-
tions because they break into the
inood of the audience.

For this reason, Mr. Gans also
would eliminate most jingle com-
mercials which, no matter how taste-
ful, compete with the mood and mu-
sic created by the station,

“Conmnnerctials on ‘good music’ ont-
lets should take advantage of, not
disrupt, the quiet, receptive condi:
tion of the listener,” he declares.

If these ground rules are observed,
Mr. Gans believes, “good music*”
audiences are a gold mine for adver-
tisers with special-appeal products.
For that reason, his owir agency has
been buying “good music™ stations
extensively for several clients.

Trme magazine, for example, has
Leen using these stations for tawo and

Joe Gans

a half years, he says, and each year
increases its buys between 25 and 30
percent. The commercials are run-
ning on approximately 88 stations
in about 50 markets in the . S. and
Canada.

The effort utilizes 14 spots per
week per station and concentrates
on soliciting new subscriptions. Mr.
Gans buys seven days a week in the
evening hours between 7 and 10
p-n1, when both husbands and wives
are normally at home,

The commercials feature short,
non-repetitive, lige announcements
by the local announcer, who offers
listeners the chance to receive the
Jmagazine at an inwoductory rate.

Definite Advantage

“I'll admit that Time and many
other ‘good music’ advertisers can
afford the luxury of this kind of
copy,” Mr. Gans says, “not only be-
cause their comparatively well-in-
formed audience has gencrally heard
cf the product previously, but also
because these clients don’t have o
compete with hall a dozen others
selling the sime type of produnct on
the same statiol on 2 saturation
basis.”

Perhaps it is necessary, fie udds, 1o
“Jazz up” commercials in circum-
stances where getting listener atten-
tion is the primary consideration,
but tactics of this sort will alienate
the more discriminating "good mu-
sic” audience.

“In 'good music,” as in any other
kind of programmming, 1be writer's
job is o understand his aucience
ane select the methods that will seH
it best.”

There is 1 magic formula that
will sell all of the people all of the
rime, Mr. Gans remarks, for cach
type ol andience calls loy copy cns
w-tailored o ity dwn o rTeguire:
ments. © e
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THE MAN WHO SAVES TIME

IS THE MAN WHO TAKES TIME

to find the best way to reach those
who buy, sell, service and

create advertising

He uses the MRB INDEX to

sell his market, to tell his story to
those fellow time-savers who
analyze ¢rdatively before spending

advertising dollars.

This frankly critical potential
customer is utilizing the INDEX
right now. Is your message
reaching him? It's a matter of

timing—check yours now and reserve

space...and buyers ...

with the MRB INDEX.

Contact:

Marketing Reference Bureau, Inc.

1616 Pacific Avenue 489 Fifth Avenuao
San Francisco 9 New York 17
PRospect 5-0787 OXford 7-1281
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siation log

> News:

What WHIL Medford, Mass., calls
an entirely new approach” to edi-
torializing the news has been inaug-
urated by that station.

The station takes a stand on an
issue, Operations Manager Gene B.
Creasy reports, and then the people
directly involved, pro and con, are
invited to air their opinions. Views
coinciding with those of the station
are broadcast once each hour, all
day Monday. Views in opposition
are heard once each hour on Friday.

WKRC Cincinnati has begun edi-
torializing on a five-day-a-week basis
to [ulfill what its president, Hulbert
Talt Jr., calls "an obligation to the
public to adopt an official editorial
policy so that there may be a third
point of view in the Greater Cincin-
uati area.” He referred to the fact

Helping to promote Los Angeles’ newly
launched Promenade Concerts, under the aus-
pices of the Southern California Symphony
Association, are [left to right}: Fredd Ruegq,
KNX general manager; Mrs. Thelma Kirchner,
KGFJ general manager; Charles E. Hamilton,
KFl assistant to the president; Lloyd Sigmon.
KMPC vice president, and Mortimer Hall,
president and general manager of KLAC.

that with the saJe of a local news-
paper, both remaining papers are
owned by the same interests.

The effectiveness of radio’s editor-
il voice was demonstrated in Ne-
raska recemly when the state legis-
litire passed into Iaw a bill reduc-
g the spead limit o secondary
toads from G0 10 50 mph. KFADB
Omali, which had aired wmore thin
52 cditorials on the snbject in the
past year, claims aedin for initiating

50

and pushing the measare through.

The final passing of the Dill, says
Lyell Bremser, vice president and
genetal manager, “was the culmina
tion of months of effort on the part
of the KFAB staff in making the
Nebraska people aware of the haz-
ards” under existing speed laws.

Radio’s editorial voice las alsa
been lLieard recently in the U. S. Sen-
ate. Senator Mike Mansfield (D-
Mont) entered a WTOP Washing-
ton, D. C,, editorial concerning Sec-
retary of State Dulles’ leave of ab-
sence because of ill health into the
Congressional Record. The Wash-
ington station editorializes daily iy
a program called Comment.

P Public Service;

More than 6,000 listeners contributed
abowu $35,000 to KMOX's “Oper-
ation Tornado Reliel” in St. Louis.
The funds were raised within 24
hours with the cooperation of the
American Red Cross.

The station reports that ir sUs
pended regular programming Jog
that period and that 20 of its person-
alities alternated with volunteers
on mike and phone for the campaign
hours. The phoned pledges came
fronr 20 states.

WIL St. Louis reports that its 24-
Tiour “News Watch” paid off for lis-
teners when the tornado struck uie
expectedly.  Within eight minutes,
the station says, ft Wwas reporting
facts 1o St. Lonisans abont the stormr,
and within 17 minutes had a mobile
unit on the scene of the greatest de-
strnction,  Radio was vitally impor-
tant in the early wmorning honrs,
WIL repovts, because many people
did not know what kind of tragedy
had struck dhe city.

WEBC Duluith, Minr., gives fur-
ther proof of the immedincy of radio
with is report of a man who drove
Imo a gasoline stavion and picked
ujz what he thongln was a five gallon
can of kerosene w start his furnace.,
Shortly thereafter, the siation aitend-
ant discavercd dnn the wan had left

with a can of gasoline by mistake.

He immediately called \WVEBC, the
slation says, but could recall only the
make of car that the man drove,
WEBC had the story on the air “in
seconds,” and repeated the announce-
ment every few minutes. In just 20
minutes, the driver had been con-
tacted, WEBC says, thus averting
fragedy.

Senator Frank Bartlett [D-Alaska) accepts the
manuscript of “Alaska Sleighride,” an original
composition by Sam DeVYincent, played for the
first time over WOWO Fort Wayne on the
day Alasks was voted into the Union as a
state. At right is Rod Macleish; of Westing-
house Broadsasting Co.'s Waghington staff.

» Programming:
Treaton, X. J., examiued iwself over
WTTM recently when the station
presented a two amd one-half hour
program of “city-wide self evalo-
ation” on the theme of Lrotherhood.
Imporiing NBC newscaster Leon
Pearson to moderate the Sunday
program, WTTM highlighted dis-
cussions on housing, employment,
law enforcement, edncation and
juvenile delinquency “in relation to
better wudetstanding between the
races, nationalities angl creeds that
nuike up the city’s population.”
“Such topics as the recent ctiti-
cism toward the police depariment
regarding treannent of minorites”
were covered. According 1o WTTM
Vice President and General Manager
Fred E. Walker., this was "no white-
wash job." e g e

N RIDIO o April 1959



This is Wilmer Finchley (1) average American,
his average wife(2)his two average children G)& ®
his larger than average dog (5)

Multiplied by your latest circulation figures, they make up your ever-loyal
audience. They watch you hour by hour, day by day, night after night. If they
weren’t there, you’d miss them terribly. So would your sponsors

Cancer will strike 2 out of 3 of such families. But many cancers are curable
if detected in tinie. As a matter of fact, today 1 out of 3 cancer patients is
being saved, An annual health checkup is the best way to discover cancer early,

Many people are in the dark about this. You must open their eyes. You
owe it to them out of simple humanity. And because of their loyalty to you
and becanse you’re the most effective eye-opener in your community, let us
help you help them.

When the local representative of the American Cancer Society calls on you,
open your door. Look at the radio and television materials—the *Finchley
family” and others-—he is prepared to supply. Open your hearts. Help open
the eyes of your loyal viewers. Arm them with information in their fight
against cancer.

ain
Giv?/to the American | Cancer Society

®
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BFPFA mMemo

Up Popped 723
Winners Too-Many

The WBZ* promotion department
figured that about 100 persons in
the Boston area might beat the sta-
tion’s experts in a contest called
“Top the¢ Pop Experts.” So first,
prize was set at $100 worth of per
fume, with other gifts of $15 bottles
ol perfume.

The contest rules stated that [is-
teners should compile a list of things
that pop, to tie-in with the WBZ
slogan. “Things are Popping.” Win-
ners were those who thought of more
things that popped than the 58 figure
WBZ cmployces had agreed upon

Exactly 823 listeners beat the ex-
perts, the station reports. The top
winner, a lady from Brockton, listed
no less than 285 items. According
to WBZ, her gilt, and those sent to
the other 822 persons, cost the station
$12,340,

These Were Five Rhymes
With a Definite Reason

1. “Often called a girl's best friend/
They are the means 1o a very good
end.” 2. A\ man has gathered fame/
With a pebble in his name.” 3.
“Somewhere off the beach/Will put
your ip oy reach.” 4. “Conlusion by
another name Will lead you to this
place of fame.”” 5, “\ monster bigger
than a mortal Will open wide this
portal.”

These five riddles in rhyme were
daily dnes in a KCBS San Francisca
contest held vn Owen Spanm'’s monn
ing show. “they told listeners where
Mio Spann wauld  be  hiding  on
Saturday, aml ollered "52 weeks of
free emertainment” as the prize to
thie person who found liim

*Denotes stations who are members of
BPA (Broadcesters’ Promotion Association).

)

The winner, Richard Rosenberg,
answered the riddles this way: |
Diamond; 2. Stoneham, Horace; 3.
Seals; 4. Maze (or Mays, Willy), and.
5. Giant. He was waiting for disc
jockey Spann at Seals Stadium, home
ol the San Francisco Giants. Many
listeners who live outside of the Bay
Area counties who wrote in the cor-
rect answer also won “52 weeks of
entertainment”’—transistor radios

50th Anniversary

Another special KCBS promotion
—and celebration—was held April 3
10 mark what the station claims is its
H0th anniversary. KCBS says it is the
“direct lineal descendant™” of a sta:
tion first operated in 1909 by Charles
David Herrold, a radio engineer, who
“alter several years of experimenta-
tion began regularly scheduled broad-
casts of voice and music.” Researcly
for the “discovery,” KCBS says, was
done by Dr. Gordon Grebb of San
Jose State College, and published by
the University of Southern Cali-
fornia.

“Opry” Talent Poised
For Nashville Finals

Pet Alilk’s Second Annual Grand
Ole Opry Talent Contest to discover
new talent in the country and west-
ern music fiekd will be held April
20 through May 22 over 200 Key-
stone Broadcasting System stations
throughout the country. Tapes Iromn
local auditions will be submitted o
a panel of judges who will pick six
finalists. These will be Tlownw g
Nushville for the finals irr fune. The
national wnrner will receive o woon-
wact to appear uvn six Grond Ole
Opry shows and  revording comiract
with a top counuy nfusic record
company. Ruuning the contest are
Ter Milk; its agency, Gardner Ad-
vertising Co.; Keystone, and \VSM*
Nashvitle, originator ol the Oy
shonw,

Media Mixing Means
Much Monitored Movie

WCAU* Philadelphia estimates that
1,535,690 persons will view its new
promotional movie in the 13 weeks
ft wiil be on view in 10 area theaters
and drive-ins. The film features vari-
otrs station personalities and pro-
grams, ‘with a sound track extolling
musically *“the attractiveness of
WCAU local and network programy
ming.” The flm will be shown a
total of 130 times in the 10 theaters;
with an estimated 118,130 persons
each week seeing their audio lavor-
ites [or the first tme, WCAU says,

85 Young Things
Can, Billy Boy

“Cun she bake & cherry pie?” WATO
Oak Ridge, Tenn,, asked this ques-
tion and got 100 answers from 85
listeners in its “Cherry Pie Comntest.””
Three of Oak Ritlge's leading chels
judged the contest, according to the
station, and awarded first prize to
16-year-old high school gitl. The
prizes: An electric range for first,
an electric roaster for second. a kitch-
en radio for third, cherry pie and
coffee for all entrants and the 500
spectators,

Philadelphia Chosen
For BPA Conclave

The Warwick Howel in Philadelpltia
has been selected as the site ol the
fonrth annual couvention ol tlie
Broadcasters’ Promotion Assochition
—=November 2 o 4, 1959, according
to Charles A, Wilson. sales promeo-
ton and advertising munager of
WGN Chicago and  president  of
BPA. “Thic enthusiasm and thot-
bugh advance planning of the com-
mittee assures BN of the finest con-
vention o date,” e predicts, o o @
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15
6419 Hollywood Bivd.. Hollywood 28 * HO 3-5151.

Festival Sale," contracted with WOKO Albany, N.Y.,
for two S5-minute interview programs a day for 10
days. Each program featured a different item of
house furnishing available at the sale. According
to Lloyd Swanson, manager of Myers' house furnishing
department, more people visited the department during
the four-day sale than in the previous four months —
"and the impact should be felt for months to come."

RGBERT M. PURCELL. President and Gen. Manager
MILTOM H. KLEIM, Sales Manager
Represented nationally by JOMN SLAIR & CQ.

“What ts the city but the people.”
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Royal Electric & Appliance of Falconer, N.Y., bought a
week's participation on a WJIN Jamestown, N.Y., record
show to promote a special offer on Philco sterec and
hi-fi record players. Royal offered a record album to
all those who would bring in a 1951, 1952 or 1953 fifty-
cent piece and listen to the album on one of the Philco
machines. Royal stopped the participation after two ople like th
days, according to WJIN, because it was all out of i : A nd
records. Not only was the complete supply exhausted, l29°

the station reports, but the client was being deluged Spoﬂ
by persons with fifay-cent pieces doming in ‘tq hear ‘ = Zitﬁ X,,u ah
the machines. ;

GEMUTI.ICHKEI

In old, old Milweaukee
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This means many things a(_c“"
including scles results!

]
[ REAL ESTATE !
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Your Homes Incs, Indianapolis real estate developer,
purchased a three-hour radio remote on-a Sunday
afternoon. It featured WFBM's Ann Wagner broad-
casting from the site of a new development. During
the three hours, WFBM reports, 21 houses in the
$11,000 to $13,000 bracket were sold, and by the close
of business that day, 30 houses were purchased.

sMMises foasacssadaVfFrdracdeabassaie
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