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MORE NATIONAL ACCOUNTS 
WERE SCHEDULED ON 

WNN 
...IN THE PAST 30 -DAYS THAN ANY OTHEF 

LOUISVILLE RADIO STATION! 
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ABOVE ALL .. . 

WGY 
DELIVERS 

YOUR SALES MESSAGE 

MORE EFFECTIVELY 

WGY will deliver your sales message more 

effectively in the rich market area it serves: 

Albany- Schenectady -Troy, plus Northeast- 
ern New York and Western New England. 

We can back this up with a file of sales suc- 

cess stories -for details, contact your local 
Henry I. Christal man or call WGY, Sche- 

nectady, New York. 

50,000 Watts NBC Affiliate 810 Kilocycles 

A GENERAL ELECTRIC STATION 



A STEADY FIVE YEAR CLIMB TO .. . 

DECISIVELY . . 
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airwaves 

zadio's Barometer 

$641,000,000 '58 Radio 
(NAB est. -gross) 

142,600,000 Sets in Use 

15,000,000 Fm Sets in 

Use (NAB Research) 

37,900,000 Car Radios 

(RAB est.) 

5,677,421 Sets Made 
(Jan.- May -EIA ) 

3,999 Stations on Air 

r 

Spot: Spot radio's biggest single source of revenue is food advertising, 
Radio Advertising Bureau compilations for the first quarter of 1959 
show. A total of 238 food companies advertising 325 different brands 
accounted for approximately 20 percent of all spot radio time for that 
period, RAB states. Campbell Soup Co. was the leading food client. 

Network: NBC Radio reports sales totaling $1,333,990 in net revenue 
during the 20 -day period ending July 21, according to William K. 
McDaniel, vice president in charge of network sales. (See Report from 
Networks, p. 64.) 

Local: Increases in sales have been reported by four stations -WHK 
Cleveland, WMCA New York, KSO Des Moines and WTTM Trenton, 
N. J. Harvey L. Glascock, vice president and general manager of WHK, 
reports that the station has increased gross revenue 300 percent for the 
second quarter of 1959 compared with the first quarter. Steve Labunski, 
vice president and general manager of WMCA, states that this past June 
was 40 percent ahead of June 1958 and was the biggest gross billing 
month in the station's 35 -year history. Tony Moe, vice president and 
general manager of KSO, says gross billings have increased 250 percent 
in the 12 -month period covering June 1958 to June 1959. Fred E. 
Walker, vice president and general manager of WTTM, reports a 9.6 

percent increase in sales for the first six months of 1959 compared with 
1958. 

Stations: The number of am and fm stations on the air as of the end of 
June totaled 3,999, an increase of 21 (11 am and 10 fm) over the pre- 
vious month: 

Commercial AM Commercial FM 

Stations on the air 3,377 622 

Applications pending 516 49 

Under construction 123 147 

Sets: Total radio set production including car radios in May was 1,039,- 

562; five -month total was 5,677,421. Total auto radio production for 
May was 476,222; five -month total was 2,262,390. Total radio sales in 

May, excluding car radios, totaled 400,882 sets; five-month total sales 

were 2,480,686 sets. Fin set production for May totaled 48,841. 
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KBOX 
the 

HOTTEST 
thing in the DALLAS 

MARKET- from 9th Place 

to 2nd Place in ONLY 

9 months 

1st station in Dallas ,KEIFI 

2nd KBOX May -June 1959 * 

3rd KBOX May 

4th KBOX April 

5th KBOX February 

6th KBOX January 

7th KBOX December 

8th KBOX October 

9th KBOX August 1958 
May-June Hooper, 1959 

KBOX 
BUY Rodio when you buy medio BUY Balaban 
when you buy rodio BUY KBOX when you 
buy Dolto, and you BUY the people who BUY 

THE BALABAN STATIONS 
in tempo with the limn 

WIL KBOX WRIT 
51 louis Dollos Milwaube 
JOHN F. BOX, Jr.. Monooino Director 

EDWARD T HUNT, General Mot. 

Sold Nationally by 
Robert E. Eastman d Co., Inc. 

for buyers and sellers of radio advertising 
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of the total 

automotive gross sales 

are made in the 

KEYSTONE COVERAGE AREA! 
Eighteen and one half BILLIONS of DOLLARS in 

automobiles and accessories are purchased in areas cov- 

ered by Keystone stations. 
We'll be happy to send you our just completed 

KEYSTONE AUTOMOTIVE STUDY and our latest 
STATION LIST. Write to our nearest office: 

CHICAGO NEW YORK 105 ANGELES SAN FRANCISCO 
11l W. Washington St. 521 Madison Ave. 3142 Wilshire Blvd. 57 Post St. 
Siate 2 -8900 ELdorado 5 -3720 DUnkirk 3 -2910 SUtter 17440 

DETROIT Penobscot Building 

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

MORE FOR YOUR DOLLAR. No premium cost for individuatued programming. Network 
coverage lot less than scone "spot- costs. 

ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone. yet the best 
time and place are chosen for you 
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Sky's the limit 
in Kansas City 

The 707's are flying east and west. New 
1%-million-dollar expansion at the 
Municipal Airport. A great new Mid - 
Continent International Airport a few 
miles to the north. Kansas City's air- 
borne the modern way. 

The airborne way for you to tap this 
changing, growing, big- spending market 
of more than a million persons is with 
KCMO- Radio. It's Kansas City's fam- 

ily radio station. For tots, teenagers, 
adults - not just "cats." It's Kansas 
City's only 50,000 -watt radio station. 
It reaches into rural counties in four 
states. It sets the pace in news, music, 
public service. 

So to give sales a lift in Kansas City, 
put your next flight of spots on KCMO- 
Radio. 810 kc CBS radio network. 

1 

1 

KCMOGRadio 
SYRACUSE 
PHOENIX 
OMAHA 

. ..b TULSA 

B. K. HARTENBOWER, Vire -President 
and General Manager 

R. W. EVANS, Station Manager 

The Tall Tower at Broadcasting House / Kansas City, Missouri 
WHEN WHEN -TV 
KPHO KPHO-TV 
WOW WOW -TV 
KRMG 

The Katz Agency 
The Katz Agency 

John Blair & Co. - Blair -TV 
John Blair & Co. 

Represented nationally by Katz Agency. 

Meredith stations are affiliated with 
BETTER HOMES AND GARDENS and 
SUCCESSFUL FARMING magazines. 



soundings 
mAill Ì1.UI1t 

1'll'Illq11''' MEN 

Idea for National Coverage 
Study Is 'Noodled' by Pulse 

Bright Fall Is Seen 
On Radio Horizon 

Watch Manufacturers 
Clock Summer Radio 

Tv Programs to Get 
Radio Promotion 

Co -op Plans of Advertisers 
Being Compiled by RAB 

Cross -Index of Rating Values 
Offered Timebuyers by WQXR 

li 

Still in the "noodling" stage at Pulse Inc. is an idea to provide a station - 
by- station national coverage study. It would be based on data that, for 
the most part, is already available through its many city and area studies. 
The idea has been suggested to Pulse by a representative organization, 
although no action -either confirming or denying the plan -has been 
taken. The only national coverage study presently available in radio 
was clone by Nielsen in 1956 (NCS #2) . 

A generally healthy sales outlook is predicted for the fall months (see 
What Will the Fall Winds Bring? p. 27) . Just as importantly, however, 
is the forecast that the coming months will see the jelling of structural 
changes in radio's economy. For example, shorter and shorter advance 
commitments on campaigns because of the easy in, easy out nature of 
radio. 

Radio's summer -timely attributes may prove to be what the watch -making 
industry is looking for to stimulate its brand -name sales. Beset with 
problems over list prices and discounts, the industry is noting with inter- 
est the headway made by the Bennis Watch Co.'s new "Today" merchan- 
dising program in teaming up with summer radio. (See Radio: Bennis 
Summer Watchword, p. 38) 

The sound medium, maintains Broadcast Times Sales Inc., New York, 
is the logical voice with which to promote tv programs. Pre -empting the 
service heretofore provided chiefly by local newspapers, BTS is offering 
clients who buy radio time a tag line on their commercials reminding 
listeners of time and place of the product's programs on tv. BTS reports 
almost all its stations endorse the plan: the first anticipates enthusiast: 
on the part of advertising agencies. 

Information for a new and expanded Co-op Data Book is currently 
being gathered by the Radio Advertising Bureau, which expects to re- 
lease the information to member stations late this fall. All major fields 
of business will be represented in the book, RAB declares, with both 
national and regional advertisers cooperating directly with the bureau 
in supplying such details as: Products for which co-op money is sup- 
plied; details of the allowance plan: what material is available from the 
manufacturer in the way of copy; billing methods prescribed by the firm. 

A mathematical "brain" with which a timebuyer can calculate the sig- 

nificance of a rating in one market compared with that in another is 

being distributed to interested timebuyers by WQXR New York. The 
computer, an updated version of one issued several years ago, shows the 
number of radio homes represented by ratings from 1 to 1I in 10 mar- 
kets -New York, Boston, Chicago, Detroit, Cincinnati, Los Angeles, St. 

Louis, Philadelphia, San Francisco and Washington, D. C. It shows that 
a rating of 1.5 in New York, for example, represents more listening 
homes than a 6 in Detroit. 
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Raleigh- Durham 
the Nation's 

Radio Market 
32- county 1959 

PULSE again 
shows WPTF 

FIRST all the 

lvay from sign on 

to sign off . . . 

with a 36 %share 
of audience that 

is almost three 
times that of our 
nearest competitor, 

a 12 station local 
network. 

NATION'S 
28th RADIO 

MARKET 
NIEISEN 2 

W PTF 
50,000 WATTS 680 KC 

NBC All hole for Role.gh.Durhom 

and Eastern Nora, Corohno 
R. H. Mason, General Manager 

Gus Youngsleedt, Soles Monoger 

PETERS, GRIFFIN, WOODWARD, INC. 
Nobon0l Pepresen'Oóet 

8 

time buys 

American Can Co. 

Agency: Compton Advertising Inc. 
New York 

Product: BEER IN CANS 
A late -summer opener that pro- 

motes the beer industry as well as the 
advertiser started this month, will 
continue through August in 20 New 
York markets with 5 to 20 daytime 
minutes per market. Joe Burheck is 
timebuyer. 

American Motors Corp. 
Agency: Geyer, Morey, Madden dr 

Ballard Inc., New York 
Product: RAMBLER 

The expected air -time acceleration 
of the automotive industry this fall 
is off to an early start, thanks to 
Rambler's current radio buy. An 
eight -week campaign which started 
July 27 includes one -minute com- 
mercials on a "high frequency" basis 
in prime morning and evening traffic 
times in more than 80 markets. Ad- 
ditionally, NBC's Monitor is carry- 
ing 20 announcements each weekend 
as part of a continuing 52 -week 
schedule for American Motors. Bet- 
ty Powell is timebuyer. 

American Tobacco Co. 

Agency: Sullivan, Stauffer, Colwell 
dr Bayles Inc., New York 

Product: RIVIERA CIGARETTE 
Add a new one to the pack: Amer- 

ican's entry into the suddenly bur- 
geoning ranks of menthol cigarettes 
is now on the air in selected markets 
-Kansas City, Mo.; Atlanta, Ga.; 
Cleveland and Akron, O. -with 
prospects of spreading its spot sched- 
ules to other areas as production of 

Rivicras gets into full swing. fad 

Foote is tintelrnyer. 

Chrysler Corp. 

Agency: Young ¿ liulnácanl Inc.. 
Detroit roit 

l'rodlet: I959 \I OI) ELS 

Clearing out 1 tarot storks in an- 
ticipation of the 1960 models, this 
automotive acconit is featuring a 

"Seal the Deal" campaign this month 
to move Chryslers and Imperials out 
of the showrooms. The summer 
clean -up is underway in 90 markets, 
tvitlt frequencies depending on the 
market. Cal Nixon is timebuyer. 

Chun King Enterprises Inc. 
Agency: Batten, Barton, bustine e'r 

Osborn Inc., Minneapolis 
Product: CANNED AND FROZEN 

FOODS 

Radio, as The fray to the Food 
Shopper's Heart (January 1959), is 
undergoing some heavy traffic front 
Chun King in a campaign which 
started last month and is expected to 
expand soon beyond its present 28 
markets. As many as 150 announce- 
ments per week are being used to 
acquaint meal planners with the 
makings of a luau - "a glamorous 
Oriental feast as neat- as your food 
market." 

Robert Curley Ltd. 
Agency: Kenneth Rader Co., 

New York 
Product: LOCKS FOOT PREPA- 

RATIONS 
Looking ahead to 1960, this firm 

currently is testing radio as a pros- 
pective major mec!imn for its adver- 
tising drive next spring. The prod- 
uct at present has scattered distribu- 
tion across the country. Kenneth 
Rader handles the buying. 

Gillette Safety Razor Co. 

Agency: Klaxon Inc., New York 
Product: SHAVING EQUIPMENT 

Eschewing close shaves %then it 

conies to advertising outlays, the 
company is wrapping up an eaten 
sivc campaign covering 120 markets kets 
after testing the selling approach fat 
teenagers for eight years in a total of 

six markets. Buying for the rut 
paign is On a "personal s isit" basis. 
ts-ith 10 to 20 more stations yet to 

be contacted. Schedules have been 
on the air since last spring in some 

ICont'd on p. 121 

V. \ It Ilrf() \14;11,1 I!l.tu 



 

In the first six months of 1959, WMAQ Radio's local sales were 33.6% ahead 

of the same period last year. And the month of June not only proved to be 

57.3% greater than June of last year, but the biggest month in WMAQ's entire 

37 -year history! Big talk like this is possible because WMAQ Radio gets 

action for its advertisers ... buying action from Chicago's adult audiences. For 

your authoritative voice in Chicago, talk big on ... W M A Q NBC Owned 670 in Chicago Sold by NBC Spot Sales 

big 



I 
kg. 

52% of all reported sponsorec 
hours in network radio 

are the NB 
NETWORK 
. . . the leadership radio network which, 

in the last 18 months, has attracted 
137 different national advertiser 





ALWAYS... 
a jump ahead 

The vibrant enthusiasm of 
staying a jump ahead of our 
contemporaries is a vital part 
of all personnel at KONO 
in San Antonio. 

It's an enthusiasm that keeps 
listeners' ears keenly tuned 
to the times ... for first 
in news ... finest in music. 

It's an enthusiasm that keeps 
San Antonio's largest radio 
audience buying at fever pitch ... 
day after doy. 

For remarkable facts about the 
"jump- ahead" KONO ... see your 

KATZ AGENCY 
REPRESENTATIVE 

5000 Watts 860 KC 

1K 0 0 
IACK ROTH, Mge. 

SAN ANTONIO, TEXAS 

l'1 

time buys 

markets. About 25 announcements 
per station per week are being used, 
with 100 or more in some areas. Disc 
jockey programs are the vehicles for 
the commercials; the campaign may 
extend "indefinitely," the agency re- 
ports. Ray Stone is timebuyer. 

Glamorene Inc. 

Agency: Jules Power Productions 
Inc., New York 

Products: RUG, UPHOLSTERY, 
OVEN CLEANERS 

With an eye to Spring 1960, the 
company is expected to foster a 

"clean sweep" campaign next year 
with a seasonal splurge of spot ra- 
dio that may account for $100- 
125,000 of the firm's advertising 
budget. Jules Power supervises 
timebuying for the client. 

Household Products Inc. 

Agency: Kastor, Hilton, Chesley, 
Clifford ¿ Atherton Inc., 
New York 

Products: SULFUR -8 SCALP CON- 
DITIONER, GLOSS -8 
PRESSING OIL, SUL- 
FUR -8 MEDICATED 
SHAMPOO 

Campaigns for these products de- 
signed for the Negro market will be 
launched aerially in September and 
October in an estimated 86 markets 
throughout the United States. Spot 
radio on a 52 -week basis is being 
lined up now, with frequencies de- 
pending on the market. The agent) 
reports that sales potential rather 
than Negro population figures deter- 
mine the "geography" of the sched- 
ules; in northern markets, sales may 
run double the per capita figures for 
southern markets. Sidelight: Three 
northern cities -New York, Chicago 
and Philadelphia -now have larger 
Negro populations than four south- 
ern states, according to agency sta- 
tistics. Media supervisor on House- 
hold Products is \ladcline Allison: 
tiutelit er is Dorothy Glasser. 

The Lander Co. 

Agency: Kastor, Hilton, Chesley, 
Clifford & Atherton Inc., 
New York 

Product: DIXIE PEACH 

This cosmetic item, another prod- 
uct manufactured for the Negro 
market (see above) , is also sched- 
uled to take to the airways next 
month in major buying areas 
throughout the country. Along with 
a number of other Negro specialties, 
Dixie Peach joined the list of KHCC 
RA accounts recently upon the 
merger of Herschel Z. Deutsch & Co. 
with that agency. Deutsch's clients 
were primarily manufacturers for 
the Negro market. Dorothy Glasser 
is timebuyer. 

The B. Manischewitz Co. 

Agency: Al Paul Lefton Co., Nei 
York 

Product: BORSCH 

In the idiom of the "beet," a cool 
rendition of a borsch commercial is 

now on the air over several New 
York City stations to test the pull of 
"Endsville" copy coupled with radio. 
There are prospects the campaign 
may migrate to other markets as well 
if initial results prove good. Sau 
Israel is timebuyer. 

C. F. Mueller Co. 

Agency: Doherty, Clifford, Steers 
Shen field ha., New York 

Product: MACARONI, SPA- 
GHETTI, NOODLES 

The company anticipates a full 
(oursc campaign of radio to coincid 
with the homemaker's autunur back 
to- the -kitchen menu. Buying is ex 

petted to start this month. Jeff Fin 
is timebuyer. 

Pharmaco Inc. 

Agency: Doherty, Clifford, Steers 
.'.hen field Inc., New York 

Product: FEEN-A-\I INT 
Renewing its friendly relatiot 

with radio, the "candy laxative" wi 

(t. ti. I(.1/)lO \nouct l! 



time buys 

be advertised in 120 to 165 markets 
via as many or more stations, start- 
ing in last -half September. The cam- 
paign will run for 26 weeks and will 
include 30- second spots and ID's, in 
combinations of 10 to 25 announce- 
ments per week per station. Jeff Fine 
is handling the buying assisted by 
Don Miller and Frank Finn. 

Pittsburgh Plate Glass Co. 

Agency: Maxon Inc., New York 

Product: PAINT 
A fresh coat of sound is in store 

for this product next month. Fol- 
lowing on the heels of Labor Day 
weekend, an aerial campaign de- 
signed to prompt a spate of do -it- 
}ourself paint -up and fix -up endeav- 
ors will start in 125 to 150 markets 
coast to coast. Approximately 35 
one -minute announcements per mar- 
ket will be used during the one - 
month schedule, concentrated in 
Thursday and Friday time slots to 
lent the householder for a weekend 
f paint projects. Timebuyers are 

Charles O'Donnell and George 
Huelser. 

-Tips Inc. 
agency: Lawrence C. Gumbinner 

Inc., New York 

roduct: COTTON SWABS 

Donning a new schedule of radio 
or the fall, Q -Tips is stepping out 
s of September 8 in a double en- 
emble of spot and network. The 
)ot buy covers 25 major markets 
utside New York, and includes 
rom 20 to 38 announcements a week 
or a 13 -week period. The network 
ineup includes five announcements 

week on the CBS Art Linkletler 
how for the same 13 weeks. Anita 
Vasserman is timebuyer. 

1` 
' hell Oil Co. 

agency: Kenyon & Eckhardt Inc. 
New York 

In taking note of the oil industry's 
entennial year, Shell reportedly is 
ontemplating additional buys simi- 
ar to its recently acquired hour -long 
tereo Previews each Tuesday eve - 

ting on \VQXR New York. A 52- 
week contract signed last month with 
he station places Shell in the circle 

I I 
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of stereophonic program sponsors. 
In part, current advertising promotes 
the centennial observance by describ- 
ing the importance of oil to the 
growth of the American economy. 
Lucy Kerwin is timebuyer. 

Sutton Cosmetics Inc. 

Agency: Lawrence C. Gumbinner 
Inc., Vew York 

Product: DEODORANT STICK 
The second 13 -week cycle of this 

product's radio tour starts Septem- 
ber 8 in six markets. Anita Wasser- 
man is timebuyer. 

Vitamin Specialties Co. 

Agency: Henri' S. Goodsell Adver- 
tising Inc., Philadelphia 

Products: MULTIVITES, OTHER 
VITAMIN ITEMS 

On Philadelphia stations for more 
than a year, the company is now con- 
templating expanding its aerial time 
via a network buy. Almost all of the 
firm's advertising budget, which has 
more than doubled in the past 12 

months, is presently in the sound 
medium. 

The J. B. Williams Co. 

Agency: Parkson Advertising Agency 
Inc., New York 

Product: AQUA \'ELVA 
An "impact" test starting this 

month over four or five stations may 
blossom into a wide -scale campaign 
by fall, depending on results. The 
schedules already underway will non 
for 26 weeks, using traffic times to 
attract the listening of the men in 
the family. Ruth Bayer is handling 
the buying. 

The J. B. Williams Co. 

Agency: Parkson Advertising Agency 
Inc., New York 

Product: CONTI SHAMPOO 
High hopes of growing into a 

sizeable campaign in multiple mar- 
kets are attached to the initial buy 
of 16 weeks on four New York City 
stations. A high frequency of an- 
nouncements is now on the air in 
the first market, with one- minute 
and 10- second spots throughout th^ 
day directed at the women's audi- 
ence. Ruth Bayer is timebuyer. 

according 
to all 

surveys 
PULSE HOOPER 

TRENDEX 
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Norfolk ' Newport NewsPortsbmouth 
and Hampton.Vireini 

Represented Nationally by 
JOHN BLAIR & COMPANY 
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r THE PGW COLONEL SAYS: 

"Here at PGW we 

operate on the theory 

that our Colonels work 

about five times as hard 

as the next fellow " 

That's why we award a gold watch to every 

PGW employee after five years with us, instead 

of waiting for the customary 25 years of service. 

We are happy to say that 59 Colonels and Colonel - 

ettes at PGW have already been presented with 

their five -year watch ... we're happy because we 

like people who like hard work. Don't you? 

P ETE S9 

RIL1F FIN 9 

W 0 ODWARD 9 'Nu. 
Pioneer Station Representatives Since 1932 

NEW YORK CHICAGO DETROIT HOLLYWOOD 

ATLANTA DALLAS FT. WORTH SAN FRANCISCO 

1 



overwhelming 
admission 

"Judging from the crowds 

attending our shows, it is very 
obvious that the `Sound of 

Quality' on WRC is doing an 

excellent selling job for our 

pictures at all of Loew's theatres 
in Washington." (signed) 

Orville Crouch, Eastern 
Division Mgr., Loew's Theatres. 

Further evidence that nothing 
has the power to move audiences 

in Washington, D. C., like 

the "Sound of Quality." 

WRC 
NBC Owned 

980 in Washington, D. C. 

Sold by NBC Spot Sales 



washington 

Equal Time Issue Makes 
Summer Even Hotter 

FCC Turns Down 
Daytimers' Action 

Broadcast Manpower Needs 
Stressed by Fellows 

U. S. RADIO August 1959 

The limitations of Section 315 of the Federal Communications Act- - 
the equal -time clause -have served to make the summer even hotter. The 
FCC, bound in its interpretation of the clause, has been the center of 
controversy over its decision not to exempt news -type broadcasts from 
the equal -time provisions. 

While at press time final action was being awaited from the Senate and 
House for positive remedial legislation that would alter the act, the FCC 
did take steps to toughen equal -time requests. In the first place, any re- 
quest for equal -time must be made within a week of the challenged 
broadcast. Secondly, those asking equal time must prove they are quali- 
fied candidates seeking the same office as the one who made the chal- 
lenged broadcast. 

In another action issued last month, the FCC turned down a request by 
daytime -only am stations for an extension of their operating hours, 
following a seven -month inquiry. The commission ruled that it was not 
advisable to authorize these stations to operate from 6 a.m. or local sun- 
rise (whichever is earlier) to G p.m. or local sunset (whichever is later) 
instead of the present sunrise -to- sunset requirement. Also under con- 
sideration was an alternate request by the Daytime Broadcasters Asso- 
ciation for a two -year interim and experimental operation. 

The FCC stated: "We are unable to find an expression of any local need 
which is impossible of substantial fulfillment under existing rules for 
station licensing and which is so great or pressing as to warrant wide- 
spread disruption of the existing radio service now enjoyed thereunder 
and relied upon daily by millions of citizens." According to the com- 
mission, this change would be particularly undesirable and unwarranted 
where the result of the stations' request would be to disturb the regular 
radio service to rural farm areas and small urban communities. 

The development of manpower at all levels of operation is of prince im- 
portance to the broadcasting industry, according to Harold E. Fellows, 
president and chairman of the board of the National Association of 
Broadcasters. 

Mr. Fellows, speaking last month before GO broadcasting executives at 
the two -week NAB -sponsored Management Development Seminar, held 
at the Harvard Business School, said, "If our industry is to realize its 
full potential, you and I, as its leaders, must devote more time to the 
quality of its people... Certainly in the case of broadcasting, as much as 
or more than in the case of most other professional and business pur- 
suits in the United States, the future depends upon adequate manpower 
at all levels of activity." 

It may be necessary for a greater organized effort at the community, 
state and national levels in order to attract the best of the American 
youth, says Mr. Fellows. 

(Cont'd on p. 18) 
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we?'e on fîMacain! 
Actually, WBT doesn't get many singles. Mast of our hits 
are home runs. 

Like during the March 1959 area Pulse. We scored 214 firsts 
to our opponents' 2. There were 60 opponents, too! 

Obviously, this is a pretty fast league. Our line -up of sluggers 
(Pat Lee, Grady Cale, Clyde McLean, Alan Newcomb and 
22 others) always comes through to keep us on tap. 

Pitch in with the WBT team. Let our "murderer's row" of 
personalities, programming and power put your product in 
contention far the pennant in the nation's 24th largest rodia 
market. Coll CBS Radia Spat Sales for our box scare. 

WBT CuaLoTre 
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES 
JEFFERSON STANDARD BROADCASTING COMPANY 

WASHINGTOIJ (Coned) 

"Equally important," he states, 
"will be an intelligent and well-di- 
rected effort to better equip for 
greater responsibility those people 
that we have." 

\Ir. Fellows remarked that the semi- 
nar was a part of just such an effort, 
"perhaps, in a sense, the apex of 
such an effort. Deliberately we have 
chosen to start at the top of the edu- 
cational pyramid with a develop- 
ment course for top executives." The 
intention of the NAB is to move 
into other areas of training, with 
courses to fit other levels of responsi- 
bility. 

NAB Sponsors 
13th Annual Contest 
An example of the effort being made 
by the NAB to interest the Ameri- 
can youth in the broadcasting indus- 
try is the annual Voice of Democ- 
racy Broadcast Script \'citing Con- 
test for High School Children. The 
contest, now in its 13th year, is spon- 
sored by the NAB and the Electronic 
Industries Association, with assist- 
ance front the Veterans of Foreign 
Wars. The state associations of 
broadcasters are sponsors in most 
cases, with local contests being run 
by radio and tv stations and VFW 
posts. 

The contest is held during the fall 
school year throughout the 50 states 
and the District of Columbia, with 
10th, I l th and 12th grade students 
in public, private and parochial 
schools eligible to enter. Contestants 
must write and deliver orally five- 
minute scripts, suitable for radio or 
tv broadcast, on the thence, "I Speak 
for Democracy." 

A $1,500 scholarship to any ac- 

credited college is the top award to 

the national %%inner of the contest. 
.11so, four national finalists [Cali '.( 
gold recordings of their scripts, and 
the '.'.inner Prow cacti state is 

brought to \Vashington, I). C., with 
all expenses paid, for the national 
awards ceremonies. .1 Certificate of 
\lerit is given to the winner ill even 
sc hoot, community and statewide 
contest. 
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TRE 

DOOR 

TO 

CREATIVE 

SELLING 

The Weed organization, one of the pioneers in the 
field of station representation, is proud to announce 
a major expansion of its client services -the estab- 
lishment of a marketing and research division 
under the direction of William B. Crumley. 

A new concept in client service, the Marketing and 
Research Division encompasses all areas of crea- 
tive selling with particular emphasis on the devel- 
opment of effective sales approaches for Weed 
represented stations. 

Perhaps your station. might benefit from a 

comprehensive market analysis and competi- 
tive report. Our door is open to you. 

RADIO CORPORATION/ TELEVISION CORPORATION 

New York, Chicago, Detroit. St. Louis, Boston, Atlanta, Dallas, San Francisco, Los Angeleq 



RCA 
THESAURUS 

TURNED 
THE TOWN 
UPSIDE 

DOWN! 

Getting much supermarket bus- 

iness? RCA Thesaurus has an 

exclusive programming- promo- 

tion package that makes it easy 

to sell to supermarkets. 
Here's what Joe Klass -Sales 

Manager of station KITO, San 

Bernardino, California has done 

with the RCA Thesaurus Super- 

market campaign: 

"Stater Bros. using 182 spots 
weekly all year 'round with SU- 

PERMARKET RADIO CAMPAIGN 

... income over $14,500! 
What's more...90 new ac- 

counts were sold on KITO in past 

few months using Thesaurus 
commercial jingles." 

Check out details. Write today! 

THESAURUS 
155 East 24th St . New York 10, N.Y. 

Chicago, Nashville, Atlanta, Dallas, Hollywood 
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When the latest reorganization of 
Mutual Broadcasting System was 
being put together, there was one 
reason for optimism: The new presi- 
dent, Robert F. Hurleigh, was finally 
in a position to captain the plan he 
had instituted two years ago. 

Now called the Hurleigh Plan, it 
is the basic agreement between Mu- 
tual and affiliates. It calls for a 
minimum of option time, only six 
hours a week which are limited to 
Sundays and religious commercials; 
for 34 five -minute newscasts daily, 
with those on the hour going to the 
station for local sale and those on 
the half-hour belonging to the net - 
t ork. 

This is the basic Hurleigh Plan 
which went into effect June 2, 1957, 
following the sales job Mr. Hurleigh 
performed on MRS management and 
affiliates. 

The way Mutual secs it this is the 
first time in five or six years that a 

broadcaster has been head of the 
network, not since the days of Tont 
O'Neil. 

Having gone through four major 
ownership and management change- 
overs in two years, Mutual looks 
ahead laying even greater stress on 
its network concept of "service to 
independent stations." With its ein- 

THIS MONTH: 

ROBERT F. HURLEIGH 

President 

Mutual Broadcasting System 

Now Captain of Plan 

He Started Two Years Ago 

phasis on news and public affairs, 
Mutual considers it a windfall that 
its new president is a newsman first. 

Mr. Hurleigh joined Mutual in 
Chicago in 1945, following two years 
as midwest bureau chief for the Asso- 
dated Press. He initiated his news 
career in Washington, D. C., with 
the former Times- Herald in 1929. 

Mr. Hurleigh first became a broad- 
caster in 1933 when he joined \ \'OL 
Washington, NIBS' former affiliate 
there, as a newsman. Three years 
later, he became news chief of 

\VFBR Baltimore, Md. 
In 19-11, Mr. Hurleigh joined AP 

in Washington and a year later was 

transferred to Chicago to organize 
the radio news bureau there. 

Joining Mutual in 1945, Mr. Hur- 
leigh has served both as a newsman 
and commentator until his appoint- 
ment as president. He moved to 

Washington in 1954 as head of that 
office's news set -up. In 1957, he was 

elected s ice president in charge of 

news and public affairs in Washing- 
ton and this past Match was named 
vice chairman. 

Mr. Hurleigh, elected MRS presi- 
dent last July 1, will divide his time 
between New York and Washington. 

U. S. RADIO August 1959 



GOOD MUSIC rings up sales in Los Angeles... 
and registers continuous renewals such as these: 

SLAVICK JEWELRY CO. 

UNION PACIFIC RAILROAD 

BARBARA ANN BREAD 

HAR OMAR RESTAURANT 

KIP OINTMENT 

WALLICHS MUSIC CITY 

YELLOW CAB CO. 

15th year REPUBLIC VAN & STORAGE CO. 6th year 

10th year THE PRUDENTIAL INSURANCE CO. 6th year 

10th year MARTIN MOTORS 6th year 

8th year CINERAMA 6th year 

7th year BERLITZ SCHOOLS OF LANGUAGES 5th year 

7th year PEPSI -COLA 3rd year 

6th year RCA -WHIRLPOOL 3rd year 

...more than 40 sponsors in their 2nd to 19th year! 

S. RADIO Augur[ 1959 

The Music Stations for Southern California 

24 -hour simultaneous AM -FM at one low cost 
Represented by The Bolling Co.. Inc. 

PRUDENTIAL SQUARE LOS ANGELES 
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It was love at first hearing. HPL became the 

housewives' darling on KNX, Los Angeles in 

1934. It initiated a daring new program con- 

cept: talk. Friendly talk to real people. No 

scripts. No scripted commercials. And in the 

beginning, no clients. 

HPL was an honest suitor. It was out to 

build unique listener confidence. When house- 

wives wrote in by the thousands, "gimmicky" 

clients wanted in. And in the depression year 

of 1934, you needed a long-term perspective 

to keep them out. 

Finally, a dairy in California, the Golden 
State Co., asked us to sponsor its new vitamin 

D milk. Two weeks later there were 8,000, 

write -in replies. The Housewives' Protecti 

League was in business. 

Today, HPL is in 8 major markets, deliv 

3,736,000 listener impressions weekly.* It 

probably, the most sales- effective program in 

the history of radio. =Pulse, Inc. 

HPL has worked hard to make this marriage 

a success. To this day, each HPL product is 

checked thoroughly before ifs accepted for 

sponsorship. For listeners, an HPL approval 

is like a personal endorsement. They hear. 

They believe. And they buy. It's an audience 

of completely trusting housewives. That's the 

way we wanted it. That's the way it is. ( Where 

else can you find a locally originating program 

that has endured for so long ?) 

If there is a program format that yields bet- 

ter results, we'd like to know about it. ** Until 

then, you are invited to join us for another 25 

prosperous years. _ iVe tc just reproduced SO thank -you notes, 

all with 1959 datelines. May we show you a copy? 



THE HOUSEWIVES' 
PROTECTIVE LEAGUE 

"The Program That 
Sponsors the Product" 

Represented by CBS Radio Spot Sales 

WEEI, Boston; \ \'BBMt, Chicago: 
KNX, Los Angeles; WCBS, New York. 

WCAU, Philadelphia; 
KMOX, St. Louis: KCBS, San Francisco; 

WTOP, Washington, D.C. 



N O. 1 
LEADERSHIP 

NEWS 
U.P.I. AWARD 
for BEST NEWS STORY 

Contributed 1958 - 59! 

"BLUE BOX" 

ELECTRONIC 

REPRODUCTION 

HOUSTON 

AUDIENCE 

RATINGS 

Advance Engineering 
Now ... ET commercials reproduced on sealed 

tape -never touched by human hands ... for 

the finest Hi -Fi quality . . . automatic cueing 

.. and full, rich reproduction! 

HOOPER 
MAY -JUNE, 1959 

NIELSEN 
JAN. -FEB., 1959 

PULSE 
JAN. -FEB., 1959 

LL Agree 
K-NUZ is No .1 

IN TOTAL RATED TIME PERIODS 

Still the LOWEST COST per Thousand 
Listeners in the Houston Market! 

// i~ Iay euo . 

K-NIEZ 
Raia Cit 
Houston's 14-Hour 

Msc aád Néws 

2-1 

National Reps.: 

THE KATZ AGENCY, Inc. 

New York 
Chicago 
Detroit 
Atlanta 

St. Louis 
San Francisco 
Los Angeles 
Dallas 

IN HOUSTON, 
CALL DAVE MORRIS 

JAckson 3 -2581 

LETTERS TO 

Fm Report 

Congratulations on the compre- 
hensive and thoroughly professional 
fm report in the July issue (Will the 
Cash Register Ring for Fin?). The 
station listing alone is of inestimable 
value. 

Once again u. s. RADIO has per- 
formed a real -and much needed - 
service. 

Joe Gans 
Joe Gans & Co. Advertising 
New York 

Congratulations on a superb job 
on fm. The best thing of its kind in 
quite a while. 

Would you kindly quote me the 
price for reprints of 1Viii the Cash. 
Register Ring for Fin ?, Style Guide 
for Fin, Report on Fm and your edi- 
torial, Future for Fin. I would sug- 
gest that you issue a special report 
containing all these items in a single 
package. 

Arch Harrison J r. 
Program Manager 
WFVA Fredericksburg, Va. 

Ed. Note: Fm material is now avail- 
able in a single 12 -page reprint. 

PLEASE MAIL FIFTY COPIES 
THE JULY 1959 ISSUE. THANK, 
YOU FOR FINE REPORT ON 

M. 

Rod Kennedy 
Owner and Manager 
KHFI -FM Austin, Te,. 

1 would like to express my sincere 
appreciation for the excellent cover- 
age on fm in your July issue. 

C. Fredric Rabe11 
Managing Director 
KITT San Diego 

Farm Fare 

You did a terrific job in your cov- 
erage of farta radio (The Change 
Down on the Farta, June I959). 

Quite a bit is being donc current 
ly, and rather belatedly I think, to 
bring home the story of Tarin radio 
and what it does, not only for ad- 

Vcrtiscrs but also for farmers and 
their consuming public. 

Congratulations on a func job. 1 

U. S. RADIO august 195. 



THE EDITOR 

h 

L 
ive given it a mention in the RFD 
'tter. 

Layne Beaty 
Chief, Radio & Television Service 
Office of Information 
United States Dept. of Agriculture 
Washington, D. C. 

I certainly enjoyed your story 
(Pfizer with Radio Improves Breed 

and Sales, June 1959) as well as the 
other articles dealing with farm 
radio. 

I am sure the Pfizer article and 
the entire issue were of particular 
value to the radio farm directors who 
were meeting in New York recently. 

th 
th 

Robert G. Coleman 
Agricultural Public Relations 
Chas. Pfizer & Co. 
New York 

[We are] very, very happy with 
e splendid coverage you gave to 
e farm market. 

Ben Ludy 
President & General Manager 
KWFT Wichita Falls, Tes. 

My heartiest congratulations to 
you for the excellent farm story. 

It's constructive articles like The 
Change Down on the Farm that not 
only help the industry in general, 
but stations like R'BAL in particu- 
lar, which takes a great deal of pride 
in the several hours weekly devoted 
to agriculture [for which we] employ 
a farm director. 

E 
t! 

II 

Thomas S. Carr 
Station Manager 
WEAL Baltimore 

Your issue devoted to farm radio 
Is of interest to me since 1 had 
!en in farm radio for five years 
anaging one of the power -house 
ations in the Midwest. I was sur- 
-ised to see that you had not de- 
)ted any space at all to a relatively 
ny facet of farm radio, the pro - 
-amming of music and news... . 

Alan Henry 
General Manager 
WNHC New Haven, Conn. 

d. Note: See pages 31 and 48 of 
re June issue for the farm program- 
ing change -over undertaken by 

'KY Oklahoma City. 

. S. RADIO August 1959 

A WHBF PLUS SIGN NO. 2 

Maurice Corken, as.cislant general manager of WIIBP and WEBE -TV saya: 

WHBF adheres to its published rates .. . 

assures advertisers equal, fair treatment 

Without assuming a holier- than -thou at- 
titude WHBF desires simply to state this 
fact about its business policy. Fair rates 
are maintained for excellent coverage of 
the market. WHBF clients can be sure that 

they receive all WHBF broadcasting services at the card rate 
-with equal treatment to everyone. 

We believe that this policy fosters sound, productive busi- 
ness relationships. This factor together with the usual stand- 
ard criteria for measuring a station's strength is why WHBF 
is selected repeatedly by agencies and advertisers to promote 
the sales of their products to the Quad -City market. Mutual 
respect and integrity, contribute an extra measure of satisfac- 
tion to these frequent transactions with many, many clients. 

Ask Avery -Knodel, or write to Maurice Corken, WHBF, 
Telco Bldg., Rock Island, Ill., for recommendations and 
availabilities ... radio or television. 

STRONG & PRODUCTIVE FROM DEEP ROOTS 

WH 5,00 
WATT0 S 

Covering Western Illinois and Eastern Iowa for 34 years 
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RADIO BALTIMORE 

SpotLight Drug Display Plan! 
Get it now for your drug -store product- WITH's exclu- 

sive SpotLight Drug Display ... your product featured in 
450 top- volume drug stores in the Baltimore Metropolitan 

register strips! PLUS ...450 druggists pushing your product! 
Area by shelf talkers, window streamers, price tags and cash 

Only ITH sells drug -store products so well because 
only WITH SpotLights your product on the air and in 

W I T - H SPOTLIGHT DRUG STORES the store! 
PHONE, WIRE OR WRITE TODAY FOR FULL DETAILS OF THIS 

SPECTACULAR MERCHANDISING PLAN I 

Tom Tinsley, Presided R. C. Embry, Vice President 
Notional Representatie s: SELECT STATION REPRESENTATIVES in New York, Philadelphia, Baltimore, Washington CLARKE 
BROWN CO. in Dallas, Houston, Denver, Atlanta, New Orleans DAREN F. McGAVREN CO. in Chicago, Detroit, Seattle, Los 
Angeles, San Francisco OHIO STATIONS REPRESENTATIVES in Cleveland. 

i 
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What Will Fall 
Winds Bring? 

Amid predictions for a bright 

fourth quarter, the coming months 

will show, just as significantly, 

the changed structure of radio 

The time is drawing near 
when the fall winds will be 
blowing their leaves of de- 

cision across the advertising scene. 
Predictions of a good fourth 

quarter for radio are being made. 
In fact, one major represeutataive 
firm believes a "record" season 
would be in the offing if not for the 
steel strike. 

Specifically, a heavy amount of 
business is expected from automo- 
tive and tobacco categories, which 
not only have been steady users of 
radio but also will be marketing 
new products within the next GO 

(Lys. 
One way in which the interest in 
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fall winds 
radio can be seen is the desire for 
more research and information. 
George Sternberg, service director of 
the Pulse Inc., New York, states that 
the company "has a record number 
of studies in motion for September, 
October and November. On the 
basis of this, it can be said that in- 
terest in radio has been higher than 
at any point in recent years." Pulse 
now measures radio listening in 
about 250 markets, ranging from 12 

studies a year to one a year. 
The A. C. Nielsen Co. has just re- 

leased a research study that will help 
radio overcome one of its most 
pressing problems -the concentra- 
tion of announcements in driving 
hours and the relative resistance to 
the remainder of the day. 

The research firm shows that the 
so- called prime hours of 7 to 9 a.m. 
and 4 to 6 p.m. account for only 21 

percent of listening throughout the 
day (for figures, see chart on adja- 
cent page) . 

This revelation strengthens the 
radio story of spreading announce- 
ments through the day and week in 

II . .. IIIIII 

order to reach the complete audi- 
ence of a station. 

Amid a generally optimistic out- 
look for the corning months, the fall 
this year appears to have special 
meaning. 

According to a survey of industry 
observers, basic changes that have 
been under way for a long time in 
radio's economic structure appear to 
have solidified. 

What are these changes? 
The surprising fact that the fall 
may not actually mean the be- 
ginning of a new advertising 
season for radio. 
The short -run -easy to move 
into and out of- nature of ra- 
dio has done away with adver- 
tiser commitments far in ad- 
vance. 
National radio expenditures 
are linked more closely with 
total advertising outlays than 
ever before; in fact, radio is 

more sensitive than any mass 
medium to the rise and fall of 
ad budgets. 

1111111111111. .IIIIIIIIIINIIIpIII 11111111111 III ; III 111111111 I Ihllllllll I 1111111111111111 

CLOCKING SPOTS AND PROGRAMS 
One -minute announcements and five -minute program lengths are 
the most popular advertiser vehicles in radio today. A Radio 
Advertising Bureau analysis of nearly one million announcements 
and about 43,000 programs, during the first quarter, shows the 
trend: 

ANNOUNCEMENTS 

60- Second . . 68.7 percent 
6- Second . . 15 percent 

10- Second . . 6.1 percent 
20- Second . . 3.5 percent 
30- Second . . 3.5 percent 

3- Second .. 3.2 percent 

The three- second and six -sec- 

ond categories represent, for 
the most part, the advertising 
of Sinclair Refining Co. (six - 

second) and Chock Full O' 
Nuts coffee (three-second) 

PROGRAMS 

5- Minute .. 54.5 percent ! 10- Minute .. 8.1 percent 
Over 15 Minutes .. 

15- Minute . . 20.7 percent' 16.7 percent 

1 

Among the brighter predictions 
for the fall is one from Frank 
Headley, president of H -R Repre- 
sentatives Inc., who believes the 
remainder of the year shapes up 
well. 

"There will be increases for ra- 
dio in general with local, of course, 
leading the way. The outlook for 
spot radio in the second half of 
1959 is good. \Ve should see more 
activity than in the first half of the 
year with an over -all increase for 
1959 vs. 1958. 

"Although radio's gross billings 
continue to rise," Mr. Headley con- 
tinues, "there is a need for more 
aggressive action at agency plans 
board levels to swing additional 
spot dollars into radio. The medi- 
um is playing an ever increasing and 
vital role in today's communications 
and should play a bigger part in 
advertisers' campaigns." 

Horizon 

A generally "good" fall is on the 
horizon, according to Art McCoy, 
executive vice president of John 
Blair R Co. He stresses, however, 
that the short -run nature of radio 
makes it difficult to tell specifically 
how good it will be until the time 
actually arrives. 

This view receives much support 
from other industry leaders, who 
maintain that the easy -in, easy -out 
structure of radio has created shorter 
and shorter advance commitments. 
In fact, one major radio -only repre- 
sentative firm does not accept busi- 
ness more than 30 days before it is 

scheduled to start. 
It is easy to ascertain that this 

method of buying radio has its pit- 
falls, as Ivcll as its advantages. Ra- 
dio salesmen, however, own up to 
the fact that it was they who sold 
advertisers and agencies on this form 
of "flexibility." 

There arc many signs, some more 
obvious than others, that testify to 
the changed structure of radio. One 
glaring example is that the old talk 
about summer hiatus is about as 
meaningless today as speculation on 
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whether it is possible to cross the 
Atlantic non -stop by plane. 

In fact, such veteran radio men 
as Mr. McCoy believe that "Summer 
may very well become the best 
months of the radio year." 

Moot Point 

Even more than that, Mr. McCoy 
totes, "The traditional occurrence 
f seasonal upswings is a moot point 
n radio. We have found that our 
ales curve, rather than facing sharp 
nclines and declines, follows a more 
ven pattern throughout the year." 
The Blair executive also believes 

hat progress is being made in con - 
incing advertisers to use non -driv- 
ng hours. "There has been a spread - 
ng of schedules throughout the day 
nd week. Advertisers are finding 
ales effectiveness in reaching the 
otal circulation of a station. There 
re also a larger number of 'round - 
he- clock' package plans to encour- 
ge greater use of the whole radio 
week. 

"We are more firmly convinced 
han ever that the best way to use 
pot radio is through heavy fre- 
luency as provided for in our 
;outreach plan." 

Trying to sell advertisers on the 
dea of spreading their announce - 
nents is currently under way at 
H -R. This firm is promoting the 
idea of block selling with run of 
Ichedule announcements between 6 
and 9 a.m., 9 a.m. and 4 p.m. (for 
the housewife) and 4 to 7 p.m. 

According to John Tormey, direc- 
tor of radio sales for Avery -Knodel 
Inc., his firm is "confident of a 
strong fall, sales -wise. Our confi- 
dence emerges from three basic 
facts. (1) Strong general business 
conditions, (with production at an 
all -time high creating an abundance 
of goods that must be sold; (2) the 
unquestioned strength of spot radio 
to reach deep into a market for 
the advertiser to find and sell his 
prospects; (3) spot radio's new and 
improved selling techniques, plus 
advances in the mechanics of buy- 
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TRAFFIC TIE -UP 
The problem of concentration of announcements during driving 
times will once again be a major area for concern this fall. But it 
needn't be. According to a new A. C. Nielsen study, 21 percent of 
listening throughout the clay is confined to morning and evening 
traffic hours. This means 79 percent of a day's listening is spread 
throughout the remaining hours: 

Monday- 
Friday 

7-8 a.m. 
8-9 a.m. 

4-5 p.m. 
5-6 p.m. 

Average Minute Weekly Cumulative Total 
% Radio No. % Radio No. Avg. Hrs. Home Hours 

Homes (000) Homes (000) Per Home Millions % 
Reached 

16.8 
19.5 

9.2 
10.2 

8,308 40 19,780 
9,643 47.4 23,439 

4,549 31.5 15,577 
5,044 34.4 17,011 

PRIME TIME TOTAL 

2.10 
2.06 89.8 

1.46 
47.9 

1.48 

13.7 

7.3 

137,700,000 
Home Hours 

21 % 

By Dayparts 

Average Minute 
% of % Radio No. 

Total Homes (000) 

Weekly Cumulative Total 
% Radio No. Avg. Hrs. 
Homes (000) Per Home 

Reached 

Mon. -Fri. Morn. 32 14.4 7,121 66.8 33,033 6.47 
Mon. -Fri. Aft. 25 10.8 5,341 57.9 28,632 5.60 
Sunday Morn. 4 9.0 4,451 34.1 16,862 1.58 

Sunday Aft. 5 10.6 5,242 30.8 15,231 2.06 
Saturday Morn. 5 10.8 5,341 39.9 19,731 1.62 

Saturday Aft. 5 10.9 5,390 32.8 16,220 1.99 

All Evenings 19 6.1 3,016 53.1 26,258 4.82 
12 Mdn. -6 a.m. 5 1.7 841 15.6 7,714 4.58 
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ing, making the medium easier for 
the advertiser to use and exploit. 

"Each week," Mr. Tormey con- 
tinues, "sees more radio stations 
changing to a single rate card for 
all advertisers. The new Confirma- 
tion Broadcast Order now in use 
twill do away with the necessity of 
issuing contracts to cover spot radio 
schedules placed by an agency. The 
result: New agency confidence in the 
price structure of spot plus economy 
from reduced paper work in buying 
the medium. 

"This fall, Avery -Knodel salesmen 
will make a concerted drive to place 
before radio research directors up- 
to -date information covering the 
markets and stations we sell. Cer- 
tainly, we expect more billing for 
our properties, but equally impor- 
tant, we will be working to make 

the buying job easier for the time - 
buyer. 

"The members of Station Repre- 
sentatives Association will soon be 
taking our new meaty presentation 
to advertisers and their agencies, 
alerting them to the value of the 
efficient, workhorse medium, spot 
radio. Avery -Knodel plans to par- 
ticipate actively in this industry 
crusade," Mr. Tormey states. "We 
look for big and continuing results 
at the plans level. 

"Things look good for the fall. 
We see the 'regulars' getting ready 
to move to the starting line. Plenty 
of new accounts will join them. Spot 
radio pinpoints the sales job and can 
'corner' the customer. Advertisers 
know this and need this," Mr. Tor - 
tney concludes. 

(Conf'd on p. 65) 
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Benrus 

Telling Linie by the sun is 

an ancient practice that nun 
gain new and unexpected ad- 

herents by next summer: Namely, 
watchnrtkers. 

Right now, manufacturers are 
keeping one eye on the radio dial 
and the other on the Remus \ \'au.h 
Co., which has been "telling time" 
to an outdoor audience via a heav 
schedule of weekend announcements 
Iront dune to August Duct the listen- 
er's medium through . \11(: Radio. 
Having just ticked olf the last of 

about 100 announcements in a seven - 

week period, Benrus reports its sala 
are running fan ahead of previous 
summer., while local dealers are en- 
tintsiastically endorsing the use of 

stuc -tiare radio support. 
.\ siicable slice of Remus' $1110,- 

(10(1 radio budget fou' titis seau' was in- 

vtstecl in the summer drive. accord- 
ing to Harvey M. Bond, ice presi- 
dent and advertising director. In an 
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In an industry that normally 

lets time stand still in hot weather, 

Benrus has success in promoting new 

`Today' line through sound medium 

'Summer Watchword 

industry which generally resigns it- 
self to having time hang heavy on 
its hands from graduation day till 
fall, he adds, such an ambitious ad- 
vertising campaign during this period 
is a marked departure from the 
norm. 

The company set out to accom- 
plish two objectives in broadcasting 
to weekend travelers and vacationers 
( "everybody under the sun ") by 
way of ubiquitous radio: 

Keep the public constantly 
aware of the Bennis three -year 
guarantee on its "Today" watch 
as part of a marketing program 
launched by the firm the first of 
this year. 
Elicit additional support for the 
program from dealers by giving 
them a sales boost during their 
normally lean months. 

Response to date on both counts 
appears to have justified Benrus' ex- 
rectations of the medium, spokes- 

men for the firm and its agency, 
Grey Advertising, New York, agree. 

"Our radio expenditure represents 
a conviction on the part of the com- 
pany that the right sales message, 
coupled with the right medium, can 
-and will -sell watches all year 
around," Mr. Bond explains. 

"Summer is considered the least 
important time of the year to adver- 
tise a so- called gift item such as a 
watch. However, two aspects of our 
marketing campaign prompted us to 
go into radio this season. 

"First, we felt that the 'Today' 
promotion required year -around em- 
phasis, in keeping with our concept 
of an unconditional guarantee of the 
performance of our product. Taking 
'time out' from advertising during 
the summer seemed likely to weaken 
both the impact and the intent of 
our campaign. 

"Second, by promoting sales for 
local merchants during a tradition- 

ally slow period, we believed we 
could focus their attention as well 
as the customers' on the value of our 
product and our entire new mer- 
chandising program." 

Radio, in Mr. Bond's opinion, is 
the logical medium to handle such a 
specialized summer job. 

"With America almost literally 
on wheels, with people going to and 
from beaches, parks and other sum- 
mer attractions during weekends and 
vacations, yet always in company 
with their radios, the sound medium 
has played a vital role in keeping us 
in tune with the prospective custom- 
er," he says. 

"And everybody is our prospec- 
tive customer. We want to reach the 
total market. By way of radio, with 
its wide reach and low cost, we have 
been able do just that." 

Between June 13 and August 1 

this year, Benrus has been on the 
summer air with a total of approxi- 
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benrus 

"Everybody is our prospective customer. 

We want to reach the total market. 

By way of radio, with its wide reach and 

low cost, we can do just that." 

mately 100 weekend segments of ABC 
Radio's News Around the Clock, 
heard every hour five minutes before 
the hour. Thus, about 14 newscasts 
each weekend, including both day- 
time and evening periods, have been 
accompanied by Benrus commercials, 
delivered live by network news- 
casters. 

'Restore Confidence' 

The marketing program which the 
company set in motion earlier this 
year is designed, Mr. Bond explains, 
to "restore consumer confidence" in 
the watch industry by offering a line 
of watches ( "Today ") which com- 
bines low price with a three -year un- 
conditional guarantee of perform- 
ance. 

As outlined by S. Ralph Lazrus, 
president of Benrus, the program is 
predicated on the company's ability 
to make a watch "of such high qual- 
ity that it will not have to be ser- 
viced for three years or more." 

"Despite a growing American 
economy," says Mr. Lazrus, "the 
jeweled lever watch business has 
been down. As in many other indus- 
tries, selling practices have confused 
the consumer and driven hint away, 
staking him easy prey to the lure of 
low -priced products that can't keep 
the promise of their performance. 
-I he retail jeweler then finds himself 
with little or no customer loyalty, 

a slowdown in store traffic, and no 
real weapons with which to fight 
back. 

"We at Benrus believe that the 
introduction of 'Today' represents 
an important step toward solution of 
this problem. It illustrates our 
crusade to restore consumer confi- 
dence through an honest product at 
an honest price." 

Synchronized to radio, the cam- 
paign took flight in March with the 
aid of a short but intensive sched- 
ule of announcements on the Mutual 
Broadcasting System's network. In 
June, radio assumed the seasonal 
role of primary medium, via ABC. 
Later this fall, a new schedule of 
radio is reportedly on the agenda as 
an important supplement to the 
watchmaker's pre -holiday advertising 
in other media. 

"This year marks the return of 
Benrus to radio after an absence of 
almost eight years," Mr. Bond points 
out. "In a sense we've come full 
circle. 

"In earlier days, Benrus was a 

big radio user, on a 52 -week basis. 
About 1951 we shifted over to tele- 
vision. Now we're sowing back into 
radio, exploring the new and differ- 
ent values the listener's medium of 
today offers us." 

"I-he live commercials delivered 
each weekend by ABC newscasters 
were unutsual itr that they emphasized 
an important piece of information at 

present in eclipse in most national 
advertising: Price. 

"Our watch," Mr. Lazrus declares 
in reference to list prices, "represents 
an honest value to the consumer, and 
an honest profit for the jeweler, 
with a practically tamper -proof 
mark-up." 

To answer what Benrus research 
reveals to be the primary concerns 
of the watch buyer -"How many 
jewels? What's my guarantee?" - 
radio copy spelled out dollars -and- 
cents facts. For example, here is a 
one -minute commercial: 

For sale, a whole summer 
of play 'n' work, timed - 
to- the -tick by a "Today" 
sports watch for men . . . 

from Benrus. The price: 
Only twenty -five dollars 
plus tax. The extra - 
special added attraction: 
You can own it now, start 
paying in the fall. The 
most important thing of 
all: It's a Benrus -and 
that's aplenty! Just 
twenty -five dollars buys 
the famous 17 -jewel 
Benrus movement -17 jewels 
. . . 17 points of pro- 
tection! Just twenty - 
five dollars buys an 
unbreakable mainspring, 
a dust -proof, water -proof 

S. Ralph Lazrus 

President 
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case, Benrus workmanship, 
Benrus ruggedness. Just 
twenty -five dollars buys 
this unconditional three - 
year guarantee: Your 
Benrus "Today" watch 
movement must run per - 
fectly-or Benrus will 
repair it or replace it 

. . . promptly and with- 
out charge! Don't waste 
time . . . on poor 
"bargains" that have to 
be "taken back" again and 
again. Don't waste money 
. . . on cheap watches 
which often can't be 
repaired. Do see your 
jeweler now for a "Today" 
sports watch for men . . . 

from Benrus. 

A sample 30- second announcement 
similarly emphasizes price and value, 
in this fashion: 

Don't be fooled by so- 
called "cheap" watches 
that need expensive re- 
pairs-or often can't be 
repaired at all. To 
every owner of a Benrus 
"Today" watch for ladies, 
Benrus makes this uncon- 
ditional three -year guar - 
tee: That famous 17- 
jewel Benrus movement 

Harvey M. Bond 
Vice President -Adv. Dir. 
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"In earlier clays, Benrus [cas a big radio user. 
About 1951 we shifted over to television. 
Now we're moving back into radio, 
exploring (its) new and different values." 

The new Today line of Benrus watches 

must run perfectly . . . 

or we'll fix it or re- 
place it, fast and free. 
Buy your Benrus today - 
pay next fall: The "To- 
day" watch for ladies 
from Benrus. Only 
twenty -five dollars plus 
tax -at your jewelers. 

"Live announcements give us the 
opportunity to change our copy fre- 
quently so we can emphasize all the 
various models of our watches in 
turn," \Pr. Bond says. "In this way, 
our network advertising has tied in 
directly with the intensive merchan- 
dising we are conducting through 
local outlets. 

"Our dealers are very enthusiastic 
about the use of radio during what 
is usually a summer hiatus for them. 
They report store traffic and sales 
have been up substantially during 
the past two months compared with 
previous years." 

Benrus, 40 -year -old American firm 
with Swiss factories, manufactures a 

line of watches which is reportedly 
among the top four brands in the 
United States. Time pieces are as- 

sembled in plants in both N \rater- 
bury, Conn., and New York City, 
where the cases are made. 

"'We try to pioneer," Mr. Bond 
declares, in explaining the Benrus 
philosophy which led to the corn - 
pany's use of summer radio. "We 
don't want to copy competition -if 
we wait to see what they'll do, it's 
too late to compete." 

Benrus officials believe the "To- 
day" program featuring "a fine prod- 
uct, at a fair price, and guaranteed 
for three years," has revolutionized 
the watch industry since its intro- 
duction to the consumer this spring. 
Mr. Bond adds: 

"Radio has proved to be an im- 
portant cornerstone in our construc- 
tion of a dominant new pattern for 
the merchandising of watches. The 
momentum of our program has been 
sustained and heightened by the 
medium during a period when time 
heretofore has 'stood still' for the 
watch dealer." 

Meanwhile, watchmakers watch- 
ing Benrus are also scrutinizing an 
increasingly luminous radio dial. 
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GOOD HUMOR AND SPOT RADIO: 

Portable Partners 
Faced with tough marketing job, 
Good Humor spends 75 percent 
of budget on radio. Results tallied 
within a day after campaign 

Meeting product competition 
at the grocery shelf or in the 
appliance department is tough 

enough. But attracting new and reg- 
ular customers to a traveling vehicle 
adds up to one of the toughest mar- 
keting jobs of them all. 

Good Humor Corp., maker and 
seller of ice cream, has found that 

the ring in its radio commercial has 
meant a growing business. 

Actually, Good Humor joined 
hands with its portable partner sev- 
en years ago, when both converged 
to reach consumers at the beach, 
outside a house, on picnic grounds 
or along a road miles from home. 

This one -two combination has 

GENE GRAMM (second from right), vice president and creative director, MacManus, 
John & Adams Inc., leads a commercial recording session. Carl King (right) is the 
voice of "The friendly man who sells Good Humor, the ice cream Kids all favor." 

proved so effective that Good Hu- 
mor's current annual spot radio ex- 
penditures are estimated at nearly 
three quarters of the available ad- 
ertising allocation. U. S. RADIO esti- 

mates that this overall budget now 
stands at the S250,000 mark. 

By contrast, in 1952 when Good 
Humor initiated its first radio cam- 
paign, the entire advertising appro- 
priation for that year just reached 
$100,000, according to George Neu - 
mann, vice president in charge of 
advertising and marketing. . \t that 
tine, the sound medium's share hov- 
ered around 30 percent of that fig- 

ure, he states. 
All of the budget is expended 

during the six months between 
April 1 and September 30 when 
weather permits the Good Humor 
men to travel the streets in catering 
to the public appetite for ice cream. 
The company, whose home office is 

in Brooklyn, N.Y., has had \Eac \Ian 
us, John C Adams lac.. New York 
for its agency since 1956. 

Radio's expanding share of media 
expenditures is (hie, Mr. Neumann 
declares, to sales increases dire( tic 

attributable to the commercials 
broadcast. 

1'hc sound medium is delis eying 

customers for Good Humor in the 
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TOTAL ADVERTISING BUDGET 

1952 

$100,000 
1959 

$250,000 

New York area (seven stations) ; 

Chicago (three stations) ; Detroit 
(five stations) ; New Haven and 
Hartford, Conn. (two stations. 
each) . 

"During more than 30 years in 
business we have learned to estimate 
within two or three dollars just how 
much a certain man should sell 
along a particular route, making al- 
lowances for the prevailing weath- 
er," Mr. Neumann points out. 

"When the Good Humor flavor 
we have been advertising over radio 
in that area on that day does a sales 
jump, we can fairly attribute the in- 
crease to the radio commercials, and 
when there is a general rise in all 
flavors we feel that much of this is 
also due to these reminders, since 
we use no other medium on the days 
when we buy radio." 

Mr. Neumann explains that the 
company's accounting procedures 
permit clay -to -day graphs of radio's 
effectiveness, since each day's sales 
receipts are tabulated by the follow- 
ing morning. 

"In addition to these black -and- 
white calculations, we can also meas- 
ure the job radio does for us by the 
'playback' we get from the custom- 
ers, particularly die children," Mr. 
Neumann says. 
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50% to Radio 

"Very often a child will come up 
to the truck and say, 'give me that 
new special that was on the radio 
this morning.' One clay last June we 
tried an experiment that proves just 
this point. We were introducing on 
the air our new whipped ice prod- 
uct. For just one weekend we in- 
serted a line in the commercials 
without telling our salesmen. We 
told the kids to be sure not to ask 
their Good Humor man to reveal 
the secret of the ice's special smooth- 
ness, because he wouldn't be allowed 
to tell them. 

"Next day we were flooded with 
complaints from our salesmen who 
wanted to know what this new se- 
cret was and why they hadn't been 
told about it. The kids bad been 
driving them crazy trying to find out 
what it was." 

The one -minute commercials are 
broadcast on weekends exclusively. 
They average between 50 and 100 

per weekend depending on the mar- 
let. Since Good Humor men quit 
working around 10 p.m., the mes- 
sages are concentrated during the 
daylight hours until eight p.m. 

Putting all its commercial eggs 
in the weekend basket is a Good Hu- 
mor innovation for this year. Prior 
to the current season, the spots were 

75% to Radio 

aired throughout the week. 
"We changed to a weekend pol- 

icy," \Ir. Neumann explains, "be- 
cause we are looking to radio to 
pull in the plus dollar over and 
above our normally anticipated 
sales. During the week, given a 
weather break, our sales remain fair- 
ly constant with regular customers 
doing the bulk of our buying. 

"But on the weekends, people are 
in holiday moods. They are at the 
beach or visiting relatives and are 
receptive to an ice cream treat all 
around. We count on radio to bring 
these people out of the house or to 
stop the car when they hear the 
Good Humor bells." 

The Good Humor Corp. does its 
principal business in the Northeast 
and the Midwest. It is also operative 
by franchise on the West Coast in the 
Los Angeles area, in Baltimore, Md.: 
Washington, D. C., and Philadel- 
phia. The parent company is not 
responsible, however, for the adver- 
tising policies of its licensed opera- 
tors in these latter markets although 
it does advise and inform them of 
its own strategy. 

The major problem to be sur- 
mounted by this strategy, according 
to \Ir. Neumann, is one of "moti- 
ation." He says, "\Ve can't say in 
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faith in the medium. This is exactly 
what radio has since done. Rate 
cards have been made more stable; 
programming devised, and hard -sell 
promotion put to work -paced by 
the Radio Advertising Bureau. Con- 
fidence has replaced indecision. It's 
easy to slide down the greased pole 
of advertising, but not so easy to 
climb back up. Today, radio is 
booming and deserves an apprecia- 
tive "well done." 

Sales are up, key times are sold 
out, and agency inedia buyers are 
once more very cordial. But I be- 
lieve that beneath this warm glow 

ARE YOUR CALL LETTERS 'ME TOO ?' 

David J. Mahoney 

Four years ago I was honored to 
address the National Association of 
Radio R: Television Broadcasters in 
Washington. It was a convention 
with an atmosphere of uncertainty. 
Tv was the golden- haired boy and 
radio was generally considered the 
tired member of the family. I stated 
my belief at that time -that the 
medium was going through a tran- 
sitional period -that radio wasn't 
dying, only "old fashioned" radio 
was dead. 

The basic problems of 1955 seemed 
to lie within the industry itself: 

1. Rate cards had disintegrated to 

There are at least two things that people will always associate 
with Mr. Mahoney. At the youthful age of 27, he was a vice 
president of Ruthrauff & Ryan Inc., and four years later, as 
head of his own agency. he gave radio a dressing down that it 

applauded and will never forget. Since 1956, he has been top 
executive of Good Humor Corp. 

a "let's bargain" policy. 
2. Static programming from the 

I940's was still much in vogue. 
3. Sales promotion emphasized 

"Santa Claus" mailings to buy- 
ers in place of specific selling 
material. 

4. Contradictory rating figures 
were adding to the confusion 
of a changing market. 

5. Fear of tv had sapped much of 
the dynamic initiative which 
had built radio. 

The only apparent solution was 
the most difficult -slow, hard, aggres- 
sive selling to restore advertisers' 

IIIIIIIIIIII;IIIIIItIIIIIN°° II II I IIIItIIIIIIIIttFIIllllltl IIIIIIO Illlllllltl 

good humor 

(Con'd from p. 35) 
our copy that the customer should 
be sure to pick our product the next 
time he is at the store. We've got to 
make the customer remember our 
message and motivate him to get out 
that door when the truck goes by. 
Hence we try to close the time gap 
between the commercial and the 
truck's arrival as much as possible. 
This is why we run our spots almost 
hourly during the weekends." 

For this reason, among others, 
Good IJunior requires an advertis- 
ing medium flexible enough to allow 
last -minute c bauges in spot concen- 
tration to coins ide with weather 
switches. When the weather is very 
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bad, people stay inside, the Good 
Ifumor men on tricycles and push- 
carts stop work, and radio spots are 
curtailed. \Vhen the weather is fine 
and hot, heavier schedules are used. 

Another characteristic of the busi- 
ness which demands media adapta- 
bility is the number of flavors and 
products wade by Good Humor. 
According to sfr. Neumann. there 
are 80 variations rotated during the 
six -month period, and at and given 
time 30 to 35 will be olleret! for sale. 

New specials are ofiered weekly 
and the company piques interest in 
these brand new inventions tin ough 
its radio cowmen ials. "Lots of peo- 

ple," says Mr. Neumann, "who don't 
normally eat ice cream on a stick 
will go out and buy a Good Humor 
eclair or banana split just out of 
curiosity to see how we can make 
it on a stick." 

If one special sells very well, the 
firm may want to alter its copy 
schedule to give it a bigger play -a 
quick change act only possible on 
radio. 

Contrary perhaps to popular opin- 
ion, by no means are all of Good 
Humor's customers children. Ac- 
cording to Mr. Neumann, 30 per- 
cent of the business comes from 
adults, 20 percent front teenagers 
and 50 percent from children un- 
der 12. 

The commercials, however, always 
feaure the voice of the Good Ifumor 
man talking to children, usually 
about the week's special. The com- 
mercials begin with the Good Hu- 
mor jingle. 
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of prosperity lies a giant tranquilizer 
which is already beginning to draw 
off much of the new found vitality. 
I call it The Formula. 

The Formula is today's "cure -all" 
for any ailing radio station. You ap- 
ply it and up go the ratings, fol- 
lowed, of course, by your rates. It 
has made new stations flourish, and 
tired ones regain vigor. This is pre- 
cisely its trouble; The Formula has 
been too successful. The secret is 
not new- simply hour after hour of 
music and commercials, punctuated 
with news interruptions on the half 
hour. Modern music and news pro- 
gramming is now so "sure fire" that 
even the indispensable "personality" 
is fading. The "format" is supreme 
-to a point where it can be left in 
the hands of a staff announcer. 

Too many stations seem to be 
moving on roads which converge to 
one point. When they meet, all will 
appear identical. The advertisers 
can pick among them blindfolded. 
The cheapest rates will rule. 

The Formula has spearheaded ra- 
dio's resurgence, but it can only be 
a panacea for everyone in the short 
run. Suppose next year all of the 
automobile manufacturers copied 
the design of the top selling car to 
"insure" their style acceptance. What 
would happen? True, some could 
claim superior power, more color 

combinations, or additional chrome. 
But basically their competitive dif- 
ference would be nil. The one with 
the best price deal would go to the 
top. Gradually "new car" stimula- 
tion to the customer would die, and 
with it much of the industry. 

Have you listened to your compet- 
itive stations recently? Chances are 
that they are sounding more and 
more like your own. "Me too" are 
the call letters for mediocrity, and 
this could mean a station's first step 
toward oblivion in a business which 
has added some 1,100 new outlets 
since 1950. 

Radio built the whole concept of 
"time" media. It took the initiative 
in comedy, sports coverage, musical 
programs, soap operas, block pro- 
gramming, disc jockeys, news and 
weather announcements, kids' shows, 
classical music -even spectaculars. 

Should it begin strangling now 
because only one format can be made 
successful? Tommyrot! Featuring 
Rock 'n Roll vs. After- Dinner music 
isn't divergent enough in a vibrant 
industry of this size. New program- 
ming ideas are the key to your sta- 
tion's individuality. Some outlets are 
already moving in this direction, but 
unfortunately they appear to be a 
small minority. 

If news is important to your lis- 

teners, should it be limited to a staff 
announcer reading teletype head- 
lines? Can't local and national news 
be occasionally analyzed as in news - 
paper editorials? Because radio's im- 
pact is local -with speed and flexi- 
bility your big weapon -why not 
cover hourly happenings in the com- 
munity by a remote unit or taped 
telephone conversations as is now 
done by WRCA and WNEW here 
in New York? Hour -long "spectacu- 
lars" touching on every phase of a 
local situation could also be injected. 

CBS recently covered much of the 
Newport Jazz Festival in this fashion. 
Programs following the successful 
Monitor approach might be tried. 
Would you rather remain an active 
leader in your market, or an un- 
noticed fiddler grinding out back- 
ground music? Innovation has been 
radio's past story and must continue 
to be the theme for its future. 

These remarks are spoken as a 
sincere friend of radio. I know how 
well it can sell from first -hand agency 
and advertiser experience. A distinc- 
tive personality for each station is, 
I believe, its greatest asset in dealing 
with the fickle public. Why not try 
that new idea you've been thinking 
about -then get working on some 
others! Radio is still in its infancy. 
This is the best insurance that you 
will keep growing with it. 
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This year, for the first time, spe- 
cific Good Humor specials and fla- 
vors are stressed in the spots, instead 
of the general quality messages fea- 
trred in previous seasons. 

The reason for this switch, accord- 
ing to Ted Czuy, media supervisor 
at MacManus, John S: Adams, is to 
reach the extra consumer to whom 
one of the specials might particular- 
ly appeal. 

These specific sales messages are 
relieved, however, by an institution- 
al commercial aired in every third 
or fourth spot. 

The Good Humor Corp. is espe- 
cially careful to preserve in all its 
advertising the public image of 
quality, which has been its keynote 
since ice cream on a stick was in- 
vented back in 1920. 

The original Good Humor, the 
famous chocolate -covered vanilla ice 
cream stick, was first made by an ice 
cream parlor owner named Harry 
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Burt in Youngstown, O. His inven- 
tion-a real package deal -also in. 
eluded the name and the idea of 
protecting quality by taking the 
product to the customer in clean 
white vehicles. 

After some initial ups and downs, 
Mr. Burt shortly sold his interest to 
the Meehan family in 1929 in whose 

George C. Neumann 
Vice President. Adv. 
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control the firm still remains. 
In 1956, David J. Mahoney took 

over as president of the Good Hu- 
mor Corp. Mr. Mahoney had pre- 
viously been an agency vice presi- 
dent at the age of 27 and president 
of his own shop shortly thereafter. 
While heading up the Mahoney 
agency, he signed up Good Humor 
as a client. 

Under Mr. Mahoney's leadership, 
Good Humor's future looks as 
bright as its present in that blue- 
prints are now being drawn up for 
expansion into roadside stands and 
vending machines. 

The growth of suburbia, in the 
Northeast and Midwest particularly, 
accounts for much of the company's 
present prosperity, according to Mr. 
Neumann. People in suburban 
areas spend lots of time outdoors in 
their yards where, he points out, 
they can hear both the Good Humor 
bell and their radios. 
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The board chairman of a 
St. Louis department store, 
one of the toughest areas of 

business tor radio to crack, concedes 
that he "gave up his Sunday after- 
noon poker game" to listen to the 
store's newly-created radio com- 
mercial. 

What does this mean to potential 

The "new' sales presentation of WOWO Fort 
Wayne has eight major points. (I) Sell radio 
first with basic RAB and some local material; 
(2) Facts for particular audience, in this case 
Indiana Farm Bureau radio study for farm 
prospect; (3) Success stories; (4) Pulse meas- 
urement date; (5) Newspaper -radio circula- 
tion study; (6) Proposed radio schedule for 
each prospect: (7) Radio's low cost per thou- 
sand story; (8) Entire pr tation on tape 
end slides so salesman can join discussion. 

3R 

Building Sales 

radio advertisers? 
With mounting vigor, radio is tak- 

ing the initiative in winning over 
new advertisers to the medium. The 
three main tools are: Imaginative 
programming, creative sales ideas 
and new research techniques. 

In pressing for new business, sta- 
tions have their eyes focused chiefly 
on businesses that have been either 
heavy in newspaper or have been 
non -users of any advertising medium. 

New and different sales ap- 
proaches, always aimed to meet the 
specific needs of each prospective 
advertiser, have been the key to this 
sales building, according to reports 
from stations to u. s. RADIO. 

It has been the stations themselves 
+which, in most of these cases, have 
pursued, produced, persuaded and 
eventually profited from developing 
effective sales -stimulating ideas for 
these traditionally non -radio users. 

Examples of recent new business 
reported by stations to u. S. RADIO 

are: 
Stix, Baer R Fuller department 

store, International Shoe Co. and 
13 Three -Minute Car \Vashers- 
KMOX St. Louis. 

Blue-Flame Gas Co., Culligan 
Soft Water System, REMC (rural 
electrification) and J. I. Case Inc. 
(agricultural equipment)-WOWO 
Fort Wayne. 

\Icllon National Bank C Ttttst- 
k1)KA Pittsburgh. 

In still another case, Vitamin Spe- 

cialties Inc., Philadelphia, formerly 
a print advertiser, has been on radio 
for more than a year. During this 
time, it shows a 12 percent increase 
in sales and a 60 percent increase in 
its total advertising budget, 95 per - 
tent of which is now devoted to ra- 

dio. Using stations \VC. \U and 
WFIL in Philadelphia, the company 
is now planning a network buy. 

"Creative selling and imaginative 
programming" have been the chief 
means of attracting new customers, 
says Bob Hyland, general manager 
of KMOX St. Louis. "Since radio 
is the most flexible of the advertis- 
ing media," he states, "we have cre- 
ated programs, campaigns and ad- 
vertising approaches for each of our 
new clients that uniquely meet their 
sales and public relations problems." 

KMOX reports that because of 
this new type of business, the sta- 
tion's local sales figures are 25 per- 
cent greater at this time than during 
the same period last year. 

The main route a station takes to 
sell itself is, quite naturally, to sell 
radio first. 

"Our promotion department has 
a general sales presentation set up 
on the basis of first selling radio, 
then the market, then the station. 
and then giving adequate proof of 
sales results," declares WOWO Fort 
Wayne, Ind. " \Ve attempt to con- 
nect these facts with the prospect's 
own business and advertising needs. 
\Ve wouldn't think of attempting to 

sell an account where we slier not 
have the most pertinent facts about 
that account's sales problems in the 
area we serve." 

An example of how new sales and 
programming ideas have combined 
to influence a non -radio client is 

the case of Stix, Baer C Fuller de- 

partment store. One of the largest 
stores in St. Louis, Stix, Baer k Fol- 
k!' was for many years bound by 

what K \IOX calls "the unwritten 
Law which dictated that the depart - 
ntent store allocate the hulk of its 
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Imaginative programming and 
sales ideas, plus research 
tools, are winning new adver- 
tisers for radio as stations 
press for more business 

advertising budget to print media." 
Occasional radio campaigns on spe- 
cial store sales were the only excep- 
tions to this "law." 

Two points simplified the "ice - 
breaking." Mr. Hyland produced 
statistics and surveys which showed 
a comparison of radio and the print 
media, and that KMOX had superior 
coverage to the newspapers. 

This research consisted of a Janu- 
ary 1959 Pulse survey which showed 
that KMOX reached 319,600 un- 
duplicated metro homes daily com- 
pared with an RAB St. Louis news- 
paper study, which stated that the 
Post- Dispatch reached 306,168 un- 
duplicated metro homes daily and 
the Globe- Democrat covered 208,976 
unduplicated metro homes daily. 

Programming techniques came in- 
to play once the initial interest was 
established between station and now 
prospective client. A program was 
created to meet the requirements of 
the specific advertiser, in this case a 

department store which featured 
quality merchandise. Since Stix, Baer 
R Fuller wanted to identify itself 
closely with the community and the 
idea of gracious living, Mr. Hyland 
formulated a five -hour "good music" 
show titled On a Sunday Afternoon. 
It featured the British Consul in St. 
Louis, James Duffy, Esquire, accord- 
ing to the station. 

"Middle-brow" music and conver- 
sation coupled with a low- pressure, 
institutional approach in the depart- 
ment store copy was an instantane- 
ous success throughout St. Louis, 
reports KM OX. And, says the sta- 
tion, the store's board chairman, Leo 
Fuller, enjoyed the program so much 
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Blue -Flame Gas Co. was approach- 
ed by a \VOWO salesman to get co- 
operation in setting up a meetin 
with its dealers in the area to dis- 
cuss advertising over the station. 
For the 12 dealers attending the re- 
suiting session, the costs were brok- 
en down to show the small amount 
each would have to pay for a satura- 
tion campaign. WOWO states that 
the result was 1,000 minute spots 
purchased, 10 per week for 52 weeks, 
beginning in March. 

Water Softeners 

A plan to sell water softeners over 
\VO \VO was presented to 25 mem- 
bers of the Culligan Dealers Asso- 
ciation. Out of the 25 dealers, 22 
signed contracts for advertising, re- 
ports the station. This advertisin 
consisted of 1,040 minute spots, 20 
a week, beginning in June. The sta- 
tion says that "former newspaper 
and tv money was diverted to radic 

REMC had been using radio pro- 
grams for some time with only lim- 
ited success, according to WOWO. 
A station salesman approached the 
client with an idea for a saturation 
spot campaign in which each dealer 
participating had his name men- 
tioned on a scheduled basis. This 
sales idea convinced five out of ten 
dealers to sign up for a campaign 
consisting of 1,040 minute spots, 20 
a week as of April. Soon after, three 
more dealer's signed up also, reports 
WO \VO. 

The fourth "new" \VO\VO spon- 
sor-J. I. Case -was normally a print 
advertiser, and had money for co -op 

advertising earmarked for net' 
papers, says the station. A station 
salesman visited the Ligonier, Incl.. 

office with a presentation for IO 

dealers which specifically highlighted 
agricultural programming ideas. 
These dealers then went out and 
sold the rest of the area dealers on 
the program, with the result being 
a campaign of minute spots, 20 a 

week for 13 weeks, as of July 13. 

\VO \VO points out that a big lac 
for in these sales was single billin 
The station received one check itou 
the company and the company did 

its own collecting from its dealers. 
Another example of a traditional 

print advertiser turning to radio 

sales 
that he "gave up his poker game to 
hear Mr. Duffy." 

Further evidence of sales building 
in the station's do- it- yourself move- 
ment is a sale to the International 
Shoe Co., which K\IOK says is the 
largest shoe manufacturer in the 
world and one of the largest indus- 
tries in St. Louis. 

The station approached the com- 
pany's advertising department and 
agency to sell them on the sponsor- 
ship of the St. Louis Cardinals base- 
ball team, "as a civic function, a 

sales and public relations natural." 
Mr. Hyland pointed out to them 
"how the Cardinals' regional follow- 
ing, as the major league team in the 
Mid- Mississippi Valley, was a logical 
link for all the International Shoe 
retailers in our Missouri- Illinois 
coverage area." 

Emphasizing radio's greater cover- 
age over the print media, the station 
also stated that through its coverage, 
sales could be effected that would be 
impossible to obtain even through 
the multiple use of metropolitan 
dailies and weeklies. The result, 
states K \IOX, was a coordinated 
radio, print and point -of- purchase 
campaign based on the baseball 
theme, with the station as the basic 
buy. 

"You Can't Afford to Have Your 
Car Not Look Its Best" leas the new 
and original copy line suggested by 
KMOX which clinched its sale to 13 

independent St. Louis automatic car 
washers of the sponsorship of a 10- 

minute pre -baseball show. The sta- 
tion felt that since this show was 
aimed at the male audience, both at 
home and on -the -road, it was perfect 
for this category. The main problem 
that had to be overcome was that 
the 13 independent businessmen 
were not joined in an association 
and did little advertising as individ- 
uals. An institutional approach was 
supplemented by tags which identi- 
fied each of the 13 dealers. 

Fresh sales and programming tech- 
niques have also brought business 
to KMOX from such non -radio users 
as: 100 retail home -owned bakery 
shops; the Retail Druggists Associa- 
tion of St. Louis; the Automobile 
Club of Missouri, and Meramec 
Caverns, an Ozark tourist attraction. 

In Fort Wayne, four contracts 
totalling over $45,000 since the be- 
ginning of the year have been won 
by WOWO through special sales de- 
velopment efforts. In each case, the 
station sparked the sale by getting 
individual dealers to sponsor jointly 
the radio buy. 

Henry S. Goodsett (seated), whose Philadelphia agency has led Vitamin Special- 
ties Inc. from print to radio, discusses pert of campaign with Ed Harvey (I), morn 
ing d.j. of WCAU Philadelphia, and Gil Thompson, station account executive. 

`T 

90 U. S. R.IU /O August 10: 



0 

IP 

Vitamin Specialties Inc., which start- 
ed in radio in May 1958 and has 

een a regular sponsor over WCAU 
nd \VFIL Philadelphia since June 
f that year. 
Originally, this company sold its 

roducts, which include Multivites, 
n all- family vitamin, to doctors arid 
iospitals. Three years ago, the prod- 
ucts widened distribution to the con - 
unrer market, using mainly print 

media. Today, 95 percent of its ad- 
vertising budget is devoted to radio. 

itamin Specialties states that its 60 
rercent increase this past year in the 
dvertising budget and 42 percent 
ncrease in sales can be attributed 

to its success with radio. 
"We get our fastest reaction 

through radio. In two weeks, we 
now exactly where we stand," states 
aymond Steiner, president of Vita - 

nin Specialties. "Print, on the other 
land, requires a longer deadline and 
errands more time to know the re- 
ults," he continues. 

Two days after a broadcast, the 
ompany has covered the cost for the 
adio advertising, emphasizes Mr. 
teiner. The wide coverage of radio 
tas brought responses from many 
ities in a short space of time. The 
ompany, through radio, has received 
eplies from New Jersey, Delaware, 
ennsylvania and even Maine. Vita - 

nin Specialties is now on a one -year 
ontract with WCAU and on a 
ontinuing agreement with WFIL. 
enry S. Goodsett, president of 
enry S. Goodsett Advertising, Phil - 

delphia, states that the company 
elies on the personality "endorse - 
ent" for commercials. The early 
orning takes up 90 percent of these 

pots, and evening times the remain - 
ng 10 percent. 

With its great success in local ra- 
o, Vitamin Specialties is contem- 

lating plans to enter network radio 
In the near future. 

Another facet of imaginative and 
ndividualized programming was the 
dea of injecting humor into a bank's 
lvertising campaign. 
This approach was suggested by 
DKA Pittsburgh to the Mellon Na- 

tonal Bank & Trust, whose previous 
dvertising was typically straight and 

Iiguified in delivery. Roy H. Phil- 
KDKA account executive, rec- 

)mmended that the bank use humor- 
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ous commercials over the Cordic and 
Company show. 

The station points out that al- 
though the show featured zany skits 
and satires, "the concept of putting 
humor to work for the Mellon bank 
was rather revolutionary." Formerly 
the bank's radio budget- $5,000- 
was a small amount of its total ad- 
vertising expenditure, and radio was 
used only on occasions to sell special 
new services. Today, the Mellon 
Bank is spending two and a half 
times as much on radio, according 
to the station. 

Together with the bank's adver- 
tising officials and its advertising 
agency, Fuller & Smith & Ross, a 
character - Mr. Sergeant - was cre- 
ated by KDIeA's Rege Cordic. Mr. 
Sergeant appears on the air as the 
bank's special representative to trade 
gags and to talk about the bank's 
services in a polite, friendly, whim- 
sical but convincing manner, ac- 
cording to the station. The bank 
runs one -minute spots which include 
a 30- second lead -in written by Mr. 
Cordic and a 30- second commercial 
prepared by the agency. The Cordic 
and Company campaign has been 
renewed, with 26 spots a week now 
running on KDKA, reports the sta- 
tion. 

Research Studies 

At the base of many of the sales 
and programming ideas originated 
by stations for advertisers are re- 
search studies. The newer research 
tools used by stations not only pro- 
vide data on how many people are 
listening, but also who they are, 
where they listen and, the latest 
development of all, the image a sta- 
tion has in the minds of listeners. 

An example of a recent research 
project on radio listening was con- 
ducted for KEX Portland, Ore. 

Through the "semantic differen- 
tial" technique, a listener's emo- 
tional response concerning a specific 
station is formulated. In the Port- 
land area, for instance, radio listen- 
ers described their "ideal" station, in 
order of preference, as: "pleasant," 
"sincere," "fair," "relaxed," "valu- 
able," and "believeable." These 
characteristics were chosen from 13 

Bob Hyland (I), manager of KMOX St. Louis, 
bilks over musical selections with British Con- 
sul James Duffy, Esquire, who is host of "good 
music and conversation" program designed 
for Stis, Baer & Fuller department store. 

so-called opinions a person could 
form about any station. 

The study also included infor- 
mation which grouped listeners ac- 
cording to sex, age, economic level, 
education and size of family. This 
qualitative radio study was con- 
ducted for KEX by Dr. John Pock 
of Reed College. Dr. Pock further 
found that 58.9 percent of homes 
had radios in their automobiles. Al- 
so, 52.2 percent of the homes had 
radios in the kitchen; 522 percent 
in the living room, and 44.8 percent 
in the bedroom. 

The successes radio stations have 
been having with non -radio adver- 
tisers are growing in number. 

"Media strategy can be changed," 
emphasizes KMOX's Mr. Hyland, 
"when these advertisers are shown 
how radio reaches farther and deeper 
than print media. 

"The results of our 18 -month sales 
development operation have been 
rewarding. But we feel there are 
still enormous fields to conquer if 
radio is to get its proper share of 
the advertising dollar." 
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Too much salt in the soup can 
spoil a king's banquet. Not 
enough garlic in the stew may 

ruin a cook's reputation. 
The obvious, of course, is easy to 

spot. But a nuance of flavor, the 
essense of good eating, is more often 
enjoyed than analyzed. 

Radio commercials are in much 
the same category as the Chef's Spe- 
cial in this respect. Loyal audiences 
love the good ones -but who can 
tell you why? The elusive bouquet 
of artistry and good sense that goes 
into one minute of prime selling 
may be apparent, yet, like a whiff of 
choice brandy, almost impossible to 
define. 

What are the basic ingredients in 
a first -rate commercial? There's room 
for debate. However, an evaluation 
by u. s. Lunt) of recent award win- 
ners indicates a marked preponder- 
ance of music and sales- conscious 
humor in today's audience favorites 
(a forecast of this appeared in Hard 

Se!! with Velvet Touch, January 
1959) . An analysis of the "10 best 

12 

What Makes a 
Commercial 
Effective? 

An analysis of award winners as 

picked by the John Blair & Co. panel. 

The blend to suit individual goals 

more important than any single ingredient 

commercials" for the first half of 
this year as selected in a John Blair 
& Co. poll reveals that: 

7 of the 10 include music as a 
major element 
6 of the IO include dialogue in 
a light or humorous vein -with 
emphasis on the product 
I of the IO use a combination 
of music and straight announce- 
ment 
3 of the 10 use a combination 
of music and light dialogue 
3 of the 10 use humorous dia- 
logue alone 

Apart from the obvious, these 
commercials illustrate with consid- 
erable virtuosity another prime con- 
sideration: The subtleties that must 
be brought to bear to produce top - 
ranking sales messages for radio de- 
livery. Among the "herbs and 
spices," frequently undetected by the 
casual ear but vital to the finished 
transcription, are such refinements 
as voice characteristics and inflec- 
tions; tinting: musical "figures" and 

bridges; instrumentation, and th 
choice of words for sound and in 
as well as literal meaning. 

The John Blair poll, conducte 
semi -annually, represents more dia 
3,000 interviews, the company re 
ports -one -third with agency an 
advertiser executives, one third wit 
broadcasting executives and one 
third with the listening public. Nlar 
kets surveyed for the latest pollin 
include Atlanta, Boston, Chicag 
Detroit, Los Angeles, New Yor 
Philadelphia, Pittsburgh, St. Loui 
San Francisco, Seattle and N \'ashin 
ton, D. C. 

In first place is a one -minute 
change by the Easy Aces for Bo 
den's Instant Coffee (Doherty. Cli 
ford, Steers & Shenfield Inc., Net 
York) . Chesterfield's "Test Pilots, 
one of a music -keyed Men of , \me 
ica series (McCann -Erickson Inc 
New York) holds second -place ho 
ors, and Clark gasoline. fcaturit 
humorous dialogue (Pathan[ -Lair 
Inc., Chicago), cocues in third i 

the polling. 

U. S. RADIO \ugu.t 195 



INCTRUMEN`['AT[ONI 

1 

Other commercials listed as among 
the top 10 are ones for L &M cig- 
arettes (Dancer - Fitzgerald - Sample, 
Inc., New York), Alka- Seltzer (Wade 
Advertising Co., Chicago), Budweiser 
Beer (D'Arcy Advertising Co., St. 
Louis), Piel Brothers Beer (Young 
& Rubicam Inc., New York) , Oasis 
cigarettes (McCann- Erickson Inc., 
New York) , Zee Bathroom Tissues 
(Cunningham R Walsh Inc., San 
Francisco) , and Tetley Tea (Ogilvy, 
Benson R Mather Inc., New York) . 

The voices of Jane and Ace give 
a distinctive flavor to the Borden's 
cript. Besides sounding a friendly, 

comic note, their delivery gives the 
words the "taste" of coffee: 

(SOUND OF CUP BANGING ON 
SAUCER. ESTABLISH AND 

THEN OUT.) 

Jane: Dear, what are you 
making so much racket 
about? I know you're in a 
bad mood when you get up 
at the crank of dawn, but 

my goodness. 
Ace: This crank's breaking 

out of here, warden, un- 

less I get some good 

strong coffee. 
Jane: Oh, I'm sorry dear, 

I gave you that old cof- 

fee we used before I 

started buying BORDEN'S 
NEW RICH ROAST -the one 
with the good strong 
flavor. Here you are 

dear. 
Ace: That's better. Now, 

first I take a spoonful 
of this rich roast coffee 
with the good, strong 

flavor. Now, I pour in 

the good old H -2 -0. There 

now, I know I'm drinking 

real coffee. 
Jane: Hmmm that looks de- 

licious, dear. I think 
I'll have a cup. 

Ace: OK, Jane, sit down by 
me. Want a spoon? 

Jane: Haha, please dear - 
not so early in the day. 

Ace: A spoon for the 
coffee. 

Jane: Oh. Oh, yes. First 
I take a spoonful of 
BORDEN'S RICH ROAST cof- 
fee with the good strong 
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commercials 
(Cont'd from p. 43) 

flavor -and then I pour 
in the good old H -1 -O. 
Ace: H -1 -O ? ? ? 

Jane: I'm only taking a 

half a cup this time. 
Ace: Isn't that awful? 

An image of the smoker and the 

product are sketched in dramatic 

sound in the Chesterfield winner. 

Music that gives the sweep and ac- 

celeration of the jet theme also in- 

corporates a sophisticated arrange- 

ment in an unexpected minor key 

that invites repeat listening: 

Anncr: On the move with 
the Men of America! The 

jet pilots of the United 
States Air Force! 
(SOUND: WHINE OF JET 
PLANES) 
Group: Chesterfield! 
Solo: Jet plane screaming 

up a six mile climb... 
Hit full power...break 

the record time. 

Where they test the lat- 
est planes you'll find 
a man 

Stops and takes big pleas- 
ure when and where he 
can. 

Group: Chesterfield! 
Anncr: (MUSIC UNDER) Join 
the men who know...noth- 
ing satisfies like the 
big clean taste of top 
tobacco in Chesterfield 
Kings. 
Solo: Only top tobacco 

full king size 
Gives the big clean taste 

that always satisfies. 
Group: Chesterfield! 
Anncr: The taste you've 
been missing. (STING) In 

the length you've learned 
to like! Full king size.. 
top tobacco all the way.. 

for top tobacco filter 
action! Tops in friendly 
satisfaction! Join the 
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SOUTHERN EXPOSURE 

Down south, too, the favorite flavors 

in commercials appear to be music 

and humor. Four imaginative spot 

campaigns using one or the other, 

or a combination of both, are win- 

ners of the first annual awards for 

radio and television commercials 

presented recently by the Atlanta 

Radio & Television Representatives 
Association. 

The commercials, created by 

southeastern advertising agencies, 

were judged "solely on sales effec- 

tiveness," the association notes. 

Seal test Ice Cream (Tucker 

Wayne R Co., Atlanta), winner of 

top honors, uses music and lyrics 

with dexterity to suggest in sound 

time flavors of six new ice ( reanu- 
Western Almond, Cherry N ugget, 
Tangerine Shem bet. Old Fashioned 

Peach, Black Raspberry Roplc and 
Plum Nuls. Ilere is part of the 

Irics for the last -named: 

If you like plums and you 

like nuts 
You'll be just plum crazy 

about Plum Nuts ice 
cream 

Crazy about Plum Nuts ice 

cream 
It's the craziest, man, 

and it's so brand new. 
Vanilla laced with plums 

and crunchy almonds, 
too. 

The tag for each of the connner- 

cials iu the series is this theme line: 

A fresh new flavor with 
the fun spun in... 

Get the best...get Seal - 
test. 

Among the following three recipi- 
ents of awards of excellence. Lay's 

Potato Chips (Liner 'cal Battle C 

Lindsey Inc., Atlanta), capitalizes 

on a familiar nine to wink h a hu- 

morous "ballad" about the product 

i; keyed. Set to at guitar rendition 

big swing to Chesterfield 
King. New choice of the 

Men of America. 
Group: Chesterfield! 
MUSICAL TAG 

Clark gasoline uses a humorous 
"plot" with characterized voices to 

emphasize the product while enter - 

taining the listener: 

(RACING CAR ZOOMS PAST IN 

THE BACKGROUND) 
Frisbie: (TIMID, QUAVERY 
VOICE): Excuse me, is 

this where they have the 
automobile races? 
Driver: (GRUFF, FRIENDLY): 
Yeah! 
Frisbie: I'm Frisbie. My 
chief sent me here to get 

drivers to use Clark 
Super One Hundred Gaso- 
line. Y -you are a driver, 
aren't you? 
Driver: Yeah! 
Frisbie: My chief wanted 
me to tell you drivers 
Clark sells only ONE KIND 
of gasoline -high octane 
ethyl. 

of "Jimmy Crack Corn" are lyrics 

that say, in part: 

Now hear my song 'bout 
lovin' Sam Sears 

Who hadn't kissed his wife 
in twenty long years 

Until one day he found on 

her lips 
The flavor of Lay's Pota- 

to Chips. 
Golden crisp potato chips 

...flavor bright potato 
chips... 

Let's all eat Lay's Pota- 
to Chips -the best chips 
of them all. 

.\ high-remembrance value for 

Soltice (Noble -Duty C Associates 

Nashville) is shosyn in surrey` o 

tosyns where this entertaining com 
Inercial has been aired. the agent 

claims: 

Anncr: If you are suffer 
ing the miseries of a 

cold, you should discover 
the wonderful new quick 
rub, Soltice. Right now 
go down to your friendly 
dealer... 
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(RACING CAR ZOOMS PAST IN 

BACKGROUND) 
Driver: Yeah? 
Frisbie: It's as high in 
octane as any major pre 
mium brand...and summer 
is a good time to use 
Clark- because all cars 
run cooler on Clark's high 
octane gasoline. 
Driver: Good t' know! 
Frisbie: And once you 
know, you go to Clark... 
that's my slogan. You'll 
use Clark, then? 
Driver: Yeah! 
Frisbie: Do you drive a 
Maserati? 
Driver: That's mine over 
there. 
Frisbie: But that's an ice 
cream truck! 
Driver: Yeah! I sell ice 

cream! 
MUSICAL TAG -MARCHING 
BAND 

Here are excerpts from the other 
seven winners, with notation of their 
distinctive features. 

Soltice man: Huh? 
Anncr: I said go down to 
your friendly dealer... 
S.M.: That's what I did. 
But it's just not so... 

After an exchange of conversation 
n which the Soltice man explains 
:hat his friendly dealer was grouch). 
Because of a cold, and that he, the 
:ustomer, sold the dealer on using 
Soltice, the announcer asks, "So 
non you want me to tell people to 
o clown to this grouchy old dealer 

and buy Soltice ?" 

S.M. 

my f 

That 

cold 
Annc 
S.M. 

What 
old 
mayb 
tice 
Annc 
I do 

A coi 

create a 

Holiday 

: Oh, no, Mac. He's 
riendly dealer now. 
Soltice relieved his 
distress. 

r: But you said... 
: Don't argue, Mac. 
are you...a grouchy 
radio announcer? Say, 
e you need some Sol 

r.: (BIG SIGH) Maybe 
at that. 

nmercial that's designed to 
relaxed mood, this one for 
Smoking Tobacco (Cargill, 

Music for the LOI commercial is 

light in touch, replete with unusual 
instrumentation and musical figures 
that unobtrusively focus attention 
on the brand name: 

Chorus: They said it 

could't be done, 
They said nobody could do 

it. 

BUT -L &M is low in tar 
with more taste to it. 

L &M...don't settle for any 
other. 

Low tar, more taste... 
Don't settle for one 

(BREAK) 

Without the other...L &M! 
Anncr: It's low in tar... 

with more taste to it. 
Don't settle for one - 
without the other. 

The commercial winds up with: 

Chorus: Low tar, more 
taste - 
Don't settle for one 

(BREAK) 

Without the other...L &M! 

Combining dialogue with a lilt- 

Wilson S Acree Inc., Richmond, 
Va.) features a virile masculine 
voice. The pensive note is enhanced 
!by guitar music in the background: 

(GUITAR CHORD) 

Slow, easy voice: Man 
(SIGH), what a day! Sure 
helps to stop and smoke a 

pipeful of Holiday. That's 
one thing about smoking a 

pipe -you can just feel 
yourself relax when you 
light up. Not like any 
other kind of smoking. 
And Holiday's not like 
any other kind of pipe 
mixture -it smokes good 
...smells good, too... 

The genial gentleman concludes 
with: 

...Say, why don't you 
try relaxing with a good 
pipe and some Holiday to 
bacco? Pick up a pouch 
soon if you want to dis 
cover the one pipe mix 
ture that's perfect for 

steady smoking -Holiday. 
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ing tune, Alka Seltzer takes an easy - 
handed approach to selling a type 
of product more usually associated 
with "scientific sell ": 

(PARTY NOISES) 
Man's voice: Goodnight, 
gang!' ang ! - 

(DOOR SLAM) 
Man: Whew! (BACKED BY DE 
SCENDING MUSICAL CHORD) 
These holiday parties! 
They leave me with an ach 
ing head (CHORD) and a 
jumpy stomach! (PHRASE BY 
HORN) Oooh, and I'll feel 
worse tomorrow! 
Speedy: No you won't 
mister! 
Man: Boy oh boy, now I'm 
hearin' things! 

After a brief exchange, Speedy sings: 

Down, down, down the 
stomach through, 

'Round, 'round, 'round 
the system, too - 

With Alka Seltzer, they 
always say 

Relief is just (MUSICAL 
BREAK) a swallow away. 

Man: Bless that relief 
givin' Alka Seltzer! 

(CHORD) 

A vocal -instrumental blend dub- 

bed "Bass Fever" by the agency gives 

Budweiser a distinctive tree -wheeling 
music format to point up a mer- 
chandiseable feature seldom noted 
in advertising: 

(ORCH. BG: BASS, VOICES, 
FINGER SNAPPING) 
Girl vocalist: Have you 
read the label? 
Voices: Sure... 

Girl: Have you taken a 

look? 
Voices: Sure... 
Girl: (BELTS IT) The 

story behind the label... 
Voices: SHHHhhhhhhh... 
Girl: Reads like an open 
book. 

Anncr: It's right there 
in blue and white on 

every Budweiser label - 
seven proud words - 
"Choicest hops, rice and 

best barley malt." That's 
it. The secret behind the 

(Conf'd on p. 69) 
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question 
and answers 
THE QUESTION: 

How complete should the timebuyer's information be 

on marketing factors, such as type of product, who 

buys it, peak shopping periods and competition? 

WILLIAM MURPHY ANSWERS: 

I 
On the general theory that 
there can never be an over- 
supply of information, let us 

assume that every added fact at a 
timebuyer's command means an im- 
provement in the product of his 
labor. 

To argue this in logic, however, 
tie would have to cope first with the 
opinion that anything that distracts 
a specialist from contemplation of 
his limited field reduces his efficien- 
cy. And most certainly a timebuyer 
is a specialist. 

And there are the most valid argu- 
ments in favor of specialization. 
Only by this means has American 
business grown to its present stature. 
Surely, then, should not the shoe - 
maker stick to making beautiful mu- 
sic on his shoe horn and the time - 
buyer devote all his eflorts toward 
buying better and better spots? 

Trio 

Here is a trio of reasons why not: 
1. The specialization in today's bus- 
iness is not an end in itself. The 
complexity of today's marketing 
world and the poor cosmic planning 
which resulted in a day of only 21 
hours demand specialization. 

The overworked company presi- 
dent and the harried account execu- 
tive, in their successive turns, dele- 
gate responsibilities to the media 
depatttnent, where media directors, 
titnebuycrs and space buyers extract 
their portions of the problem and 
pans on other details to their assist- 
ants. Each is presumed to he learn- 
ing from his contacts with a higher 
tank. The ctunp:ny president per- 

Mr. Murphy, media director, W. B. 
Dover C Co., Baltimore, Md., be- 
lieves the timebuyer should receive 
marketing information in order to 
benefit the client, the agency and 
himself. 

haps has nowhere else to go, but the 
agency considers each of the others 
to be in training for the next higher 
rank. It should do everything pos- 
sible to facilitate the training proc- 
ess or it may find itself, when in 
need, hiring trained people on a 

highly inflated outside market. It 
may also find itself losing good po- 
tential executive material to com- 
petitors offering better growth op- 
portunities. 

Thus, a good reason to furnish 
more than the barest essentials of 
information to a timebuyer is to en- 
courage his personal growth, for the 
agency's future benefit. 

2. Every bit of information about 
a client's business can help a buyer 
plan a more effective campaign. For 
example, some tactics, which may 
seem very well founded in logic, may 
have been tried in the past without 
success. 

Another field in which the buyer 
can hardly be expected to have in- 
dependent information pertains to 
his client's trade relationships. Me- 
dia techniques may well Iw modified 
by the need to strengthen dealer 
ties. 

Knowledge of relative movement 
of sizes, importance of chains vs. in- 
dependents, etc., can often enable a 
buyer to make an unusual and val- 
uable buy. 

A second good reason for fuller 
buyer briefing, then, would be to 
equip him to make better buys for 
the client. 

Front Door 

3. The media department may be 
described as an ad agency's front 
door. If this, however, seems to rel- 
egate the client to the back door, 
we'll turn the house around. At any 
rate, an agency's greatest number of 
contacts with the rest of the market- 
ing world is through its media de- 
partment. This includes the great- 
est number of separate geographical 
contact points with people who may 
know what your competitors are 
doing. 

There's no question that it would 
be nice to know that your competi- 
tors are testing a nine -ounce site iu 
Lancaster if ou're planning to do 
the sante thing in Hartishumg. Rut 
how is the titnebu\er to relay this 
information to Nott it he doesn't even 
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know he's buying a test campaign - 
or what you're testing? The same 
applies to copy testing, both yours 
and your competitors, increased or 
decreased advertising weight, etc. 

The point: The agency media 
relationship is a two -way street. 

ETHEL LEWIS ANSWERS: 

The average day does not get too 
old before one senses the immediate 
need for marketing information that 
is integrated. By this we mean, in- 
formation that is correlated as to 
brands, competition, advertising ex- 
penditures and advertising strategy. 

An agency library serves as a self - 
contained switchboard. The calls 
and requests for data come in fast 
and heavy, especially when new cam- 
paigns are being formulated and 
bought. The only difference is that 
the library is the place where the 
"buck stops." Answers to all inquiries 
must be earnestly sought after here. 
The caller, in most cases, cannot be 
passed on to another source. 

The interesting thing to watch, 
and which ultimately benefits the 
client, is that each department needs 
and seeks out the information that 
is normally considered the primary 
domain of another area of the 
agency. 

Necessary Data 

The media department, in order 
to have the necessary information at 
its disposal with which it can buy 
intelligently, seeks out a substantial 
amount of marketing information 
from the library. 

For example, here are actual 
queries taken from a recent day- 
book: 

1. We need the new farm study 
that was recently released. 

Much information of value, especial- 
ly about competitors and local mar- 
ket conditions, can reach the agency 
through the crowded media depart - 
nient reception room. If you want 
the buyer to be in the best position 
to pass on, or to ferret out, valuable 

scoops, you'd better be sure he knows 
that to look for. 

The third good reason: Little 
media departments (and big ones, 
too) have big ears. 

Conclusion: Better send a copy of 
that memo to the buyer. 

Miss Lewis, research librarian, 
Cohen, Dowd S Aleshire Inc., New 
York, finds the average library 
spends a busy part of its day an- 
swering inedia department calls for 
marketing material. 

`?. Have you a file on the Span- 
ish- language market? 

3. Where can we find a list of 
radio time buys? 

-1. Have you any list of brand ex- 
penditures? 

5. We are interested in the most 
current reports on the Negro. 

6. Send us your file on the house - 
wife. 

7. What percentage of radios are 
turned on and who is listening 
between noon and 3 p.m.? 

All advertising agency libraries 
pursue a basic pattern: To secure in- 
formation, to process, assemble and 
file the information for reference 
and research. And to communicate 
the findings of the material and data 
to agency employees. 

However, due to the fact that 
there are no well- defined patterns of 
advertising agency library opera- 
tions, many observers reason that 
agency libraries appear to have little 
in common. This is not so. 

The differences should be realized 
in this way. We all reflect our man- 
agement. And like them, we acquire 
knowledge from various sources 
which we tailor to our specific pur- 
poses. And like management, we 
make no attempt to copy other 
agency libraries. 

Most of our inquiries that relate 
to marketing and radio fall into 
nine general categories: Costs, rates, 
expenditures, statistical and edi- 
torial facts, success stories, special 
interest markets, research services, 
and media reports. 

Our library prepares a daily news- 
letter for the agency in which we 
digest and catalog pertinent stories 
that appear in trade and consumer 
publications. Here again, for the 
benefit of the media department and 
account men we make certain that 
we incorporate any material we find 
relating to the marketing problems 
or strategy of our accounts as well as 
those of our competitors. 

U. S. RADIO August 1959 47 



 

focus on radio 
A Quick Glance At People, Places 

And Events Around Radio -Land 

MARINE INVASION of "Holiday Island" on the St. Johns River, Fla., capped a week of recre- 
ation activity by WPDQ Jacksonville. The station set out to prove that this previously unused 
island could become a permanent haven for boat and beach enthusiasts seeking waterfront space. 

BALLOON BROADCASTING 30 feet in the 
air is conducted by Bob McKee, WAKE At- 
lanta disc jockey, as part of the station's 
"Wake to the 5th -Go 4th Safely" campaign 
for the recent July 4th holiday. City's restau- 
rants helped by serving drivers free coffee. 

HOCKEY STAR for the Detroit Red Wings is 

Sonny "The Rockette" Eliot, weathercasfer for 
WWJ Detroit, shown with Jack Adams, Red 
Wings general manager. Mr. Eliot, who can't 
skate a stroke, will be paid a salary of $1 00. 

PLASTIC BAG CAMPAIGN by WHIL Medford, Mass., resulted in over 12,000 
bags being sent fo the station, reports WHIL. For every five bags, the donor re- 
ceived a free record. Shown holding items are: Robert Ness (left) who brought 
in over 300 bags; Jack Chadderton, WHIL disc jockey, who led the drive to get 
tho bags out of children's reach, and Sherwood J. Tarlow (right), WHIL president. 
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BEACH COMBERS are hunting for buried 
treasure in recent "treasure chest" con- 
test conducted by WCSH Portland, Me. 
The station placed 5,000 pieces of a 

treasure map in plastic capsules and hid 
them in various spots in the Portland 
metropolitan area. Winner had +o piece 
together three sections of the map. 

ti 

ALABAMA REPRESENTATIVE to the "Miss Universe" contest was 
Pat Sullivan, shown with Ben McKinnon (I.), mgr. of WSGN Birming- 
ham, and Wayde Preston, tv star. Mr. Preston and James Coan, 
owner of WSGN, were two judges of the Alabama contest, which 
was co- sponsored by WSGN and the Junior Chamber of Commerce. 

ON- THE -SPOT REPORTING is done by WGBS Miami newsman Jack 
Vail (right), as he interviews one of the victims of Florida's recent 
tornado. WGBS staff worked two straight shifts to cover the story. 

WORLD PREMIERE of the film short "Meet the WBZ Disc Jockeys' was attended 
by Hollywood- appearing spectators in berets and sun glasses. Featuring WBZ 
Boston personalities (left to right, front) Phil Christie, Norm Prescott, Alan Dary 
and Dave Maynard, the film is appearing in over 450 New England theatres. 
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NAME IN LIGHTS is that of David Madsen 
(left), 14, who was the winner of a recent 
contest sponsored by KOIL Omaha. Listeners 
were asked to give reasons why they would like 
to see their name on a theatre marquee. Talk- 
ing to David is Mike Bradley, KOIL disc jockey. 
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Here's Music i" . 
to Sell By 
WSBT dominates every 15 minute seg- 
ment of every broadcast day from South 
Bend, Indiana! And one of the top shows 
on this station is "The Record Shop with 
Bruce Saunders. Broadcast during choice 
time (4:05 -5:00 P.M., Monday thru Fri- 
day) its music and general format is 

geared to an adult audience . . . men 
driving home from work; housewives pre- 
paring meals. 

Bruce Saunders has emceed "The Record 
Shop" for over 11 years. He's casual but 
convincing as evidenced by the hundreds 
of cards and letters he receives each 
week. An experienced radio and TV per- 
sonality who does an outstanding job for 
advertisers. 

The South Bend market and WSBT are 
important to national advertisers. South 
Bend is the major trading center of 
WSBT's 36 county coverage area. These 
Indiana -Michigan counties have a com- 
bined Buying Income of 3.3 billion dollars 
annually. 

To reach this big market use its radio 
Voice ... WSBT. For remaining availabil- 
ities on "The Record Shop ", and for free 
market data book, see your Raymer man 
or write this station. 

50 

5000 WATTS 
960 KC 

SBT 
SOUTH BEND, INDIANA 

FIRST IN SOUND ADVERTISING 

Raymer Company 
National Representative 
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hometown USA 
Commercial Clinic 
Station Log 

BPA Memo 
(Local Promotion) 
Radio Registers 

Two-Day Look 
In the Mirror 
Closed radio clinic for Peters, 
Griffin, Woodward stations 
reflects problems of stations 
in achieving identity and sales 

Holding up the mirror for Peters. Griffin, Woodward stations during recent two - 
day seminar were (I. to r.) Robert H. Teter, PGW vice president and radio direc- 
tor; H. Preston Peters, president, and Russel Woodward, executive vice president. 
Agency and station people spoke on programming, promotions, ratings and rates. 

Taking a good, hard look in 
the mirror every morning is 
a salutary way for a radio 

station to start the day. 
This advice permeated the discus- 

sions during a two -day educational 
seminar in New York conducted last 
month by Peters, Griffin, Woodward 
Inc. for executives from stations 
throughout the United States whom 
the firm represents. 

The program, says Robert H. 
Teter, PG \V vice president and 
director of radio, was "designed as a 
platform for the interchange of ideas 
and viewpoints" concerning success- 
ful radio station management. 
Broadcasters took time out to hear 
themselves -as well as top agency 
executives, advertisers and PG \V staff 
members -speak on such topics as 
programming, audience promotion, 
service to advertisers, ratings and 
simplified rate structures. 

That look in the mirror first thing 
in the morning is to remind the 
station of its own identity - and 
the opportunities and limitations af- 
forded by its "profile." 

"Each station must determine for 
itself just what it wants to be in its 
community," Ray Stanfield, manag- 
ing director of WIST Charlotte, N. 
C., believes. Discussing the program- 
ming of music, he says, "If music is 
a basic ingredient of that station's 
broadcast offerings, a music policy 
consistent with the station's proposed 
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role in its community must be de- 
veloped. 

"But I don't believe that any one 
station in this modern age of radio 
can be all things to all people. The 
closest you can come to it is to at- 
tempt to be an important part of 
the lives of a great many people in 
your community. If this is to be 
your plan, you must provide enter- 
tainment with basic appeal to listen- 

ers with a variety of tastes and pref- 
erences. In so doing, music balance 
appropriate to the audience you seek 
tu reach will be your most potent 

eapon in any competitive struggle." 
The policy at \\'IST, Mr. Stan- 

field notes, is to use rock 'n roll in 
moderation as part of an over -all 
pattern of music programmed for 
specific time -of -day appeal. 

In character with its "image" as 

WHEREVER THERE'S IC 

BROADCAST MUSIC INC. 
589 FIFTH AVENUE. NEW YORK 17, N.Y. 

52 

a vital news medium, a radio station 
must keep a careful eye out to 
maintaining effective daily news coy - 
erage, is the opinion of Robert J. 
McIntosh, station manager of \\'\YJ 
Detroit. 

The two basic elements of \ T \ \7J's 
approach to news broadcasting are 
integration and integrity, he ex- 
plains. The station's format calls for 
"full- length, 15- minute broadcasts 
scheduled six times throughout each 
day," as gathered and prepared by 
a staff of seven newscaster reporters, 
a news editor and a copy assistant. 

Newsmobiles which can be dis- 
patched at a moment's notice, as 
well as newsmen located at such 
nerve centers as police headquarters 
and the city -county building, pro- 
vide \ \' \\'J the means with which to 
effect prompt, extensive coverage of 
the local scene, Mr. McIntosh con- 
tinues. "NBC News is used to give 
the station an international flavor 
and keep listeners in direct contact 
with the four corners of the earth. 
\\'\ \7J concentrates almost exclusive- 
ly on local news and studies every 
national and international story for 
a local tie -in and the Detroit angle." 

A station must look itself square- 
ly in the eye on the subject of com- 
munity service programming, de- 
clares Harold C. Sandberg of 
\ TMBD Peoria. 

"There is more to it than merely 
building a file for license renewal," 
he remarks. "Community service has 
a commercial aspect -it builds lis- 
teners and listener loyalty. \\'\fBD 
integrates community service into 
the over -all program structure in- 
stead of relegating it to out- of -the- 
way hours like late Saturday night 
and early Sunday morning." 

Citing three categories into which 
\VMBD community service features 
fall, Mr. Sandberg lists special 
events, such as farm information, 
play -by -play sports, and religious 
programs; regularly or srnsonally 
programmed brief information serv- 
ice, such as boating or duck- hunting 
data, living conditions and Blood 
Bank appeals; and variety program - 
ming tailored for special segments 
of the audience, such as animal 
Memorial Day services and \V \IBD's 
Christmas cookie carnival. 
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Conveying the local image of the 
station to the national agency or ad- 
vertiser requires providing the sta- 
tion's representative with proper 
sales tools, advises Art Bagge of 
PGW, Chicago. He suggests: Print- 
ed fact sheets and tapes to illustrate 
the personality of performers, style 
of programs and manner in which 
commercials are handled; program 
schedules, not only of the represent- 
ed station but of the competition; 
rate cards, preferably in a pocket 
size; coverage maps, in adequate 
supply, of both the represented sta- 
tion and the competition; rating in- 
formation; tapes of competitive sta- 
don programming and personali- 
ties; monitors of competition on a 

"fairly consistent basis three or four 
times a year;" merchandising aids - 
examples of promotions done for 
any national spot client; newsletters 
on a weekly or monthly basis; local 
success stories about the station's 
clients; traffic flow charts by hours 
of the day and month for the specific 
community; plant shifts - starting 
and closing times of businesses and 
industrial plants; special surveys; 
visits by station personnel to adver- 
tisers and agencies. 

"The rate card," adds Frank Tes- 
sin of PGW, San Francisco, "is cer- 
tainly one of the most important 
tools we work with in today's radio. 
Without a doubt, a rate card is the 
one single item that is used in one 
form or another in the final phases 
of every sale of broadcast time." 

He notes the steps which have 
been taken by representative sta- 
tions to simplify their rate cards and 
promote them as sales factors. As a 
sample, he points to the WPTF Ra- 
leigh, N. C., card. "It easily lends 
itself to a quick reference of time 
costs as well as to the rules and re- 
strictions of the selling station." 

Speaking from an agency point of 
view, Frank Minehan, vice president 
and director of media at Sullivan, 
Stauffer, Colwell & Bayles Inc., New 
York, says, "If we are to sell the ra- 
dio medium, we must first believe 
and understand the particular con- 
tribution it can make in relation to 
the conflicting claims of other me- 
dia." 

To this end, he maintains, ratings 
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of various types assist in "position- 
ing a medium" in regard to the au- 
dience it offers a given client. 

Mr. Minehan points out that: 
Further progress should be made in 
qualitative audience analysis; the 
scope of information transmitted to 
agencies will help them become bet- 
ter salesmen to the client in recom- 
mending radio; a station's individ- 
ual presentation must pertain to spe- 

cific markets and stations, and relate 
to consumer outlets as well as listen- 
ers; where the use of ratings as a 
major guide in buying radio is a 
stumbling block for a particular sta- 
tion, that station can best overcome 
the problem by presenting studies 
in depth of its own market; rating 
information should he as objective 
as possible -it should eliminate, not 
create, confusion. 

ST. LOUIS' NUMBER ONE NEWS 
AND PERSONALITY STATION 

delivers top sales results with... 

I. St. Louis' largest news staff -nine experienced news men 
equipped with the best and largest available selection of 
news -gathering facilities. 

2. KSD- RADIO's roster of popular LOCAL programs. 
3. St. Louis' top air sales personalities -Ed Wilson. Russ David and Bill Crable. 

4. NBC's outstanding variety programs and famous "News - 
on -the- Hour". 

5. KSD's live audience, most merchandisable program -Russ 
David's "Playhouse Party ". 

6. The largest consistent coverage -serving 72 counties -with 
KSD's 550 spot on the dial. 

ST. LOUIS POST- DISPATCH RADIO STATION -i-- AFFILIATE KSD-RADIQ 
REPRESENTED NATIONALLY BY NBC SPOT SALES 
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commercial 
clinic 
Texas Copy Chief Sees Lag 

In Quality of Local Commercials 

Radio commercials on the local lev- 
el tend to lag conspicuously far be- 
hind their national big brothers in 
both sellability and originality, ac- 
cording to a copy chief from Texas 
who has some pointed ideas about 
how to close the creative gap. 

(For more on the subject of cre- 
ative selling, see What Makes a Com- 
mercial Effective? p. 42.) 

In the opinion of William A. 
Peck, copy chief for Richard Carr & 

Co., San Antonio, "There has been 
a lot said about big productions and 
strong creativity on the national 
level. Unfortunately, little of this 
has seeped through to the grass 
roots. 

"As a result, much of today's local 
radio advertising is read live, and is 

full of generalities and superlatives 
that the modern listener has learned 
to tune out mentally. 

"We believe, however, that local 
radio advertising can and should be 
every bit as good as its national 
counterpart," Mr. Peck declares, 
"and that a radio station or agency 
can produce for even its smallest 
clients commercials that attract in- 
terest and carry the impact of the 
most expensive nationally produced 
spots -at a fraction of the cost." 

Mr. Peck and his agency try to 
practice what they preach by adher- 
ing to two unwritten laws in copy- 
writing: Never use a superlative 
and always give the facts - in a 

pleasant, easily digestible capsule. 
The Carr agency, he says, works 

on the theory that people listen to 
the radio to be entertz ned. 

For example, when creating com- 
mercials for one of its clients -a 
Sinclair service station recently 
bought by a car dealer called 
Mike Persia Chevrolet -the agency 
dreamed up a character named Otto 
the Octane. Otto identified himself 
to a motorist in the commercial as 

rl 

one of "the extra octanes that get 
together to insure better starting, 
better acceleration and better mile- 
age." 

After running a series of these 
commercials for two weeks over one 
radio station and on a $600 a month 
budget, the service station reported 
sales had climbed, Mr. Peck states, 
from 400 to an average of 700 gal- 
lons a day. When the spots had run 
a month, the Sinclair outlet was an- 
ticipating average sales totaling 
1,000 gallons a day. 

Results like this prove, Mr. Peck 
says, that "the day of hard sell ver- 
sus soft sell is over. There is only 
good sell and no sell, and to have 
good sell there must be creative 
thinking. 

Hear or Listen? 

"To those proponents of the so- 
called hard sell commercial who 
say that entertaining messages are 
'all right,' but don't sell in quantity 
or get direct results, I have only one 
question to ask: Would you rather 
the public hear your client's message 
or listen to it ?" 

In 1958, Mike Persia spent about 
$200,000 in San Antonio and Hous- 
ton, and in excess of one third of this 
four -media budget went to radio on 
entertainment- oriented commercials 
such as the following one: 

MAN: Now, Mr. Persia...sit 
down over there, and I'll 
tell you about this new 
Mystery show I've written 
for you. 
MIKE: Yeah. 
MAN: Yeah. Now to give it 
impetus we take the well 
known character, Robin 
Hood. 
MIKE: Yeah. 
MAN: And we rename him 
Robin' Hoodlum. 
MIKE: Yeah. 

MAN: And we have him hang 
out at a joint called 
Queenies... 
MIKE: Yeah. 
MAN: And there's this 
Sheriff cat called Not 
ting...a real ham, you 
know... 
MIKE: Yeah, yeah... 
MAN: And they mix it up a 

lot...the Sheriff and 
Robin' Hoodlum, that is... 
MIKE: Yeah. 
MAN: Except it always 
turns out that Robin was 
in the clear after all and 
the real crook is brought 
to justice... 
MIKE: Yeah. 
MAN: And the best part is 

...this Robin' Hoodlum 
always drives up to 
Queenie's place in a new 
Mike Persia Chevrolet. 
MIKE: Well...that sounds 
fine...but how about the 
commercials...You know... 
in appreciation for mak 
ing me first in Texas in 

automobiles sales, Mike 
Persia is giving the dif 
ference in cash between 
your present car's value 
and our low down payments. 
And you make no payments 
for months. 
MAN: Commercials on MY 
program, Mr. Persia? 
Don't be vulgar! 
TAG: BUY YOUR CHEVROLET 
FROM PERSIA...MIKE PERSIA 
CHEVROLET...BUY YOUR 
CHEVROLET FROM PERSIA... 
MIKE PERSIA CHEVROLET... 

The tom -tom tag with it admit- 
tedly irritant value became so well - 
known. Mr. Peck explains, that other 
Mike Persia commercials tvere de- 
signed to make fun of it. 
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The VVeeRe BeL discusses "sales campaign ribbons" with Berl Mulligan, Broadcast Supervisor 

Compton Advertising, New York 

Haue you heard what the WeeRrB L 

sold to Compton Aduertising? 
"We're rich in Columbus:' 

Average family income in the metropolitan trading area of Columbus, Georgia, is 

higher than that of New York, Chicago or Detroit. In fact, only 24 other cities in 
the U. S. beat it! 

Over 85% of these better- than -average families own TV sets and WRBL -TV is 

the only VHF in the market. WRBL Radio is Columbus' CBS Affliate with imagi- 
native adult programming ... high fidelity sound, plus stereo! Call IIOLLINGBERY 
and let \VeeReBeL in Columbus start building business for you. 

B 
TV- CHANNEL 4 RADIO -5000 WATTS 

Cl COLUMBUS, GA.O 
Represented by George R Hollingbery Co. 
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