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Don't miss 
the 
bus 

GET ON WPIMTNH TO MOVE YOUR PRODUCT IN BALTIMORE! 
This bus poster is part of W I T H's continuing advertising and promotion campaign 

gets CRatieR 

d,al 123 LIVE radio 

Baltimore Powerhouse of action and personality.. . 

W I T H ! . . out -promoting, out -merchandising, outselling 
every other station in Baltimore! W I T H goes to the end of 
the line for every advertiser -lowest cost per thousand with 80% 
market coverage ... and a bus -load of merchandising! 

The complete sell ... only on 

Community Club Awards 

Spotlight Drugs 

Chain Store Plans 

Best Buys Food Displays 

Radio 

Baltimore 

Tom Tinsley, President, R. C. Embry, Vice Pres.... NATIONAL REPRESENTATIVES: Select Station Representatives in New York, 
Boston, Philadelphia, Baltimore, Washington; Clarke Brown Co. in Dallas, Houston, Denver, Atlanta, New Orleans; Daren F. 

McGavren Co.in Chicago, St. Louis Detroit and on West Coast shin n 
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THE GORDON BROADCASTING COMPANY 

SHERWOOD R. GORDON, PRESIDENT PHILIP MELTZER, GENERAL MANAGER 

STUDIOS IN U.S. NATIONAL BANK BUILDING SAN DIEGO, CALIFORNIA 

TELEPHONE BELMONT 2 -2041 

REPRESENTED BY DAREN F. McGAVREN 

Affiliated with 5,000 watt KBUZ Radio, Phoenix, Arizona 
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A look toward the future of electronic journal- 
ism and a close -up acquaintance with all facets 
of radio and tv news broadcasting. Those were 
the rewards of an eager group of teenage school 
paper editors and faculty advisors who attended 
the First Annual 11'SB Radio -TV News Broad - 
casting Conference in November. 

Offering a creative contest with a year's 
college tuition scholarship as first prize. the con- 
ference was sponsored by the stations in asso- 
ciation with the University of Georgia School of 
Journalism. It was the first ever held by an in- 
dividual broadcaster in conjunction with a 

major university. 
Participants observed and discussed broad - 

cast news techniques, heard personal messages 
from NBC Radio newsmen from all points of 

the globe. They viewed a specially- prepared 
closed- circuit television report by David Brink- 
ley, who held a stimulating question- answer 
period. 

As an annual event the High School Confer- 
ence will rank high among \VSB's many other 
endeavors in the public interest. 

ATLANTA'S 

WSB RADIO 

WSB-TV 

Affiliated with The Atlanta Journal and Constitution. NBC affilate. Represented by Petry. Associated with WSOC /WSOCTV, Charlotte; WHIG WHIOTV, Dayton. 
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airwaves 
CCU 

Radio's Barometer 

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

146,200,000 Sets in Use 

15,000,000 Fm Sets in 

Use (NAB Research) 

37,900,000 Car Radios 
(RAB est.) 

10,927,252 Sets Made 
(Jan.- Sept. -E IA) 

4,085 Stations on Air 

Spot: Dollar expenditures for October national spot business on the 
Intermountain Network set a record for any single month's billing since 
the network was formed 10 years ago, I\IN president, Lynn L. Meyer, 
reports. Increase for October's billing is reported as 42.5 percent over 
October 1958. Mr. Meyer states that sales for the first 10 months of 1959 
show an increase of 31.4 percent over comparable 1958 figures. 

Network: Net sales representing $4.25 million in new business, which 
came in over a two-week period, are reported by Matthew J. Culligan, 
executive vice president in charge of NBC Radio. CBS Radio has con- 
tracted for over $2.25 million in new business, according to George J. 
Arkedis, vice president in charge of network sales. Highlights of the pur- 
chases include 52 -week buys by A. E. Staley Manufacturing Co. and Mare - 
mont Automotive Products Inc. (see Report from Networks, p. 65). 

Local: Increases in billings have been reported by four stations -WRCA 
New York, KCBS San Francisco, WLIB New York and KXOA Sacra- 
mento. \VRCA rang up its best sales month of the year in October, ac- 
cording to NBC Vice President William N. Davidson. Combined billings 
for October jumped 18 percent over the same month in 1958. October 
was also a record -breaker for KCBS, with billings for the month topping 
the station's previous highs for both one -week and four -week periods 
by 2.3 and two percent, respectively. Sales at \WLIB for the first nine 
months showed an increase of 30 percent over the same period of 1958, 
Harry Novik, president and general manager, reports. Sales figures for 
the first 10 months of 1959 show that business at KXOA soared 43 per- 
cent over last year's totals. 

Stations: The number of am and fm stations on the air at the end of 
October totaled 4,085, an increase of 22 (11 am and 11 fm) over the 
previous month: 

Commercial AM Commercial FM 

Stations on the air 3,428 657 
Applications pending 487 77 

Under construction 97 159 

Sets: Total radio production in September was 1,981,208, including 
717,501 auto receivers, according to Electronic Industries Association. 
Nine -month cumulative radio output carne to 10,927,252, including 
4,151,846 auto sets. Total radio sales in September, excluding car radios, 
was 928,457 units; nine -month total was 5,285,878. The number of fm 
sets made in September totaled 76,942, more than double the figure for 
September 1958; nine -month cumulative fin production was 367,804 
sets. 
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A S S U R I N G T H E M O S T F O R Y O U R E Q U I P M E N T D O L L A R 

new RCA 
magnetic 
disc recorder 
combines advantag 

òO:'. 

, 
, 

--\ - 

of tape and disc! p 
A great new tool fo!) br - : c - st ekes/ 

, , .. .\ ( - ttin g 

The Magnetic Disc - 
extremely rugged, not eas- 
ily damaged, and with o 
life expectancy equal to or 
greater than tope. Infor- 
mation already recorded 
can be erased easily, 
permitting re-use of disc. 

Tmklsl® 

Type 80- 51A /BA -51A 
Magnetic Disc Recorder and 
Recording Amplifier 

an l ,\ \ 
commercialeu_ 
and announcìents/ 
This new Disc Recorder, a completely self- contained unit, meets 
the broadcaster's requirements for fast recording and playback 
of commercials and announcements. Extremely simple in operation, 
it minimizes the skill required to produce a professional 
recording. Grooves for recording are molded into the blank disc. 
No cutting mechanisms, optical devices and heated styli are 
needed; the same equipment serves for recording and playback. 
All of the advantages of magnetic tape recording are retained 
in the magnetic discs, yet winding, splicing, cuing and other tape 
handling problems are eliminated. 

A recording time of 70 seconds is obtained from each side of the 
magnetic disc, which includes 10 seconds for "cue -in" and "trip - 
out" cue tones. 

The magnetic head used in the system consists of two C- shaped 
laminations made of a material that is extremely hard physically, 
but with very high permeability. A newly designed tone arm which 
accommodates standard MI- 11874 -4 (1 mil) and 11874 -5 (2.5 mil) 
pickups also can be handled by means of a plug -in socket 
arrangement. It can be used for reproducing standard 
transcriptions and phonograph records up to 12 inches in diameter 
at 33% or 45 rpm. 

Magnetic Recording Head. 
The magnetic pole pieces which 
do the recording protrude through 
the narrow slot (see arrow). 

01; 
The Magnetic Disc Recorder can be the first of the building blocks in preparing for automatic 
programming. For complete information on the Disc Recorder and companion units, call your 
RCA Broadcast Representative or write RCA, Dept. B -337, Bldg. 15 -1, Camden, N. J. In 
Canada: RCA VICTOR Company Limited, Montreal. 

RADIO CORPORATION of AMERICA 
BROADCAST AND TELEVISION EQUIPMENT 

CAMDEN, NEW JERSEY 
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Boise * 
1001 

ETERS,-)irdIlFFs[IV,Ü0 OmDYAII$D, INC. 

.P.[0f0.CGL Yaw/iv .and .%l'CGLTd<OlL Uu/(t(11/ .7lefr.tedCnlalicr.d 

NEW YORK CHICAGO DETROIT HOLLYWOOD BOSTON 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO 

"A deep bow of thanks to the radio 
stations who have selected us to 
represent them starting this year . 

Our promise to advertisers and 
agencies -- that we will give 
you the most timely, compre- 
hensive, and the best data -- 
on these markets and stations, 
plus the others we proudly 
represent. 

* Denver 
/CHOW 

e 

Fargo * 
WDAY 

Vice President - Radio 

Honolulu 
KGM6.KMBC 

<. 4 4j4 

Pi°nBe1 Station Representatives 
S/nce 1939 

CHICAGO 
DfTRO1T 



(Thanks... 
uluth- Superior * 

WDSM 

s Moines 
WHO 

* 

Hartford 
WDRC 

Da venport - 
Rock Island 

woC 

Peoria * 
WMBD 

Kansas City 
KMBC -KFRM 

Decatur * 
WDZ 

Fort Worth- Dallas 
WRAP 

Beaumont * KFDM 

Detroit * WW1 

Lansing * 
WJIM 

* Indianapolis 
WIRE 

Providence 

Charleston- 
Huntington 

Nashville 
wSIx 

WCHS-WPLH 

Baltimore 
WCBM 

Richmond 

Roanoke x 
WDBJ 

Asheville* 
WIOS 

Columbia 
W I S * 

WRVA 

Raleigh 
WPTF 

Charleston 
WCSC 

faOiTON ATLA DALLAS FT- WO SAN FRANCISCO 



 

WGN's on top 
with Chicago's most 

popular cop! 
A recent Pulse survey showed that more than 56% the WGN Trafficopter provides a vital award win - 
of all Chicago listeners had heard the WGN Traffi- ping service of safety and news. 
copter with Chicago Police Officer Leonard Baldy! It is just one more reason why more people listen 
The most talked -about feature on Chicago radio, to WGN than any other Chicago station. 

WGN-RADIO Symbol of Responsibility in Broadcasting 

The Greatest Sound in Radio -441 North Michigan Avenue- Chicago 11, Illinois 

f'. . nun() December 1959 



soundings 
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San Francisco Stations 
May Set Welcomed Trend 

Housewife, a Radio Fan, 
Plays Big Role in Car Buys 

Stations Look Forward 
To National Radio Month 

Storer Quality Control 
Seeks to Maintain Standards 

RAB Finds That 60- Second 
Spots Are Still Most Used 

Radio's 'Personal Involvement' 
Is Key to Latest PGW Sell 

In a move of unity designed to "present aggressively the story of radio as 
a vital advertising medium," 13 am radio stations in the San Francisco - 
Oakland Bay area have formed the San Francisco Radio Association. 
Said to be the first organization in the Bay Area to get the united support 
of station management, it will attempt to alert clients and agencies 
throughout the United States on the radio market potential of what is 
described as the "sixth largest metropolitan area in the country." Presi- 
dent of the new group is 1Villiam D. Shaw, KJBS. 

The American housewife, who research states is a loyal radio fan, con- 
tinues to show that she is becoming more and more the deciding factor 
in family purchasing decisions. Further proof of this trend is a survey 
conducted by BBDO Inc., New York. Called "The Female Influence in 
Automotive Purchases," the results show that eight out of 10 women sur- 
veyed drive -90 percent of them at least once a week. Women joined 
their husbands in making four of six basic choices in the selection of a 
new car. Agencies and clients may find it interesting to note that house - 
wives spend over four -and- one -half hours a day listening to radio (see 
Housewives Lisen, Too, October 1959). 

With the selection of May as National Radio Month for 1960, co -spon- 
sored by the National Association of Broadcasters and the Radio Adver- 
tising Bureau Inc., special contests and other events are in the planning 
stages. Stations will be supplied with promotion kits and other material. 

In a move which may be the forerunner of similar steps, the Storer 
Broadcasting Co. is instituting a plan called "quality control" of pro- 
gramming content for all of its stations. As described by George B. 
Sto'rer, president, the quality control groups will continuously monitor 
all programs broadcast over the stations, and be responsible directly to 
the vice presidents in charge of radio and tv programming at the Storer 
home office. It is the intention of the plan to maintain established com- 
pany and industry programming standards. No direct contact will be 
permitted between the control groups and local station management. 

The latest analysis of radio announcements by the Radio Advertising 
Bureau Inc., covering the third quarter of 1959, confirms the fact that 
the one -minute commercial is the most frequently used time segment. 
More than six out of 10 radio spots were 60- second announcements dur- 
ing July, August and September. Commercials running four to eight 
seconds were the second most popular length. Of the more than 53,000 
radio programs in the RAB sample, more than 50 percent were five 
minutes in length. 

Continuing with its radio sales development program, Peters, Griffin, 
Woodward Inc., has taken the wraps off its latest spot radio presentation 
called Personal Involvement. Relying on tape, with no visual aids, the 
presentation utilizes programming excerpts from PGW- represented sta- 
tions across the country. Objective is to show how each station orients 
and identifies itself with the needs and desires of the people in its cotn- 
munity. 
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Time Buyers 
Delight! 

What type of program or adjacency 
best fits your sales message? You 
name it; WPTF has it. Balanced 
programing in the Nation's 28th 
Radio Market makes it-easier to 
buy time intelligently. 

Put "compatible radio" to work on 
your next campaign. Schedule 
1VPTF and see why time buyers 
call it their kind of station. 

50,000 WATTS 680 KC 
N8C All.hote la, Role:gh- Durham 

and Eastern North Corohna 
R. H. Mason, General Manager 

Gus Youngsteadt, Soles Manager 

PETERS, GRIFFIN, WOODWARD, INC. 
Nor%onol P.presenlotmrs 

time buys 

Robert Bosch Corp., 

Blaupunkt Car Radio Div. 

Agency: Dunay, Hirsch & Lewis 
Inc., New York 

Product: FM CAR RADIOS 

Keeping it in the family, fm is be- 

ing used to describe and demonstrate 
the virtues of fm car radios. Keep- 
ing pace with its distribution, the 
firm is currently rolling in high in 
10 markets, primarily located in the 
East and Midwest. With each cam- 
paign running for a minimum of 
13 weeks, the schedule calls for 20 

to 30 one- minute spots concentrated 
in the 6 to 11 p.m. time period. 
Murray Hirsch is timebuyer. 

Bourjois Inc. 

Agency: Lawrence C. Cumbinner 
Inc., New York 

Product: EVENING IN PARIS 
FRAGRANCE 

Currently wafting over the air - 
waves of two Hawaiian stations is a 

three -week Christmas campaign, con- 
sisting of one -minute announce- 
ments. A total of 28 spots are being 
aired. Anita Wasserman is time- 
buyer. 

Canada Dry Corp. 

Agency: J. M. Mathes Inc., New 
York 

Product: SOFT BEVERAGES 

Selling in the holiday spirit is this 
drink that's being advertised in a 

campaign now underway and set to 
go through Christmas. Much is at 
the discretion of the local bottlers, 
syho arc buying from 20 to as many 
as 250 spots a week in different 
areas of the country. Spots are 10, 

20, 30 and GO seconds in length. 

Ceribelli Inc. 

Agency: The Ellington Co., New 
York 

Product: BRIOSCHI 

Radio is again tops in 1960 plans 
with about 75 percent of its budget 
going into the listener's medium. 
Next campaign flight is scheduled 
for February, will run for five or six 
weeks; 30- and 60- second spots will 
be heard in about 30 markets. An- 
nouncements are scheduled through- 
out the day for women, with spots 
also geared to automobile time. Mary 
Dowling is the timebuyer. This firm 
has had success with radio in meeting 
competition from some of the giants 
in its field. 

Chock Full O'Nuts Corp. 

Agency: Grey Advertising Inc., 
New York 

Product: CHOCK FULL O'NUTS 

Relying on radio to sell its coffee, 
the firm goes into the new year with 
the bulk of its budget in 60- second 
spots throughout the Northeast. 
Radio ads will be supplemented on- 
ly by print, according to a schedule 
running through July. Herb Wer- 
man is timebuyer. 

Consolidated Cigar Sales Co. 

Agency: Erwin 1Vasey, Ruthrauff & 

Ryan Inc., New York 

Product: HARVESTER CIGARS 

Wreathed in holiday cheer, the 
smoke is adding its gift list sugges- 
tions to a schedule of ID's which run 
till Christmas. The campaign, some 
of which is untouched by the season, 
however, is running now in seven 
markets in the north central part of 
the country. Vince DeLuca is chief 
tltllelmver. 
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WKNX 
10,000 WATTS' 

NAIL 
DOWN THE 

BEST 
OF ALL THE 

REST 
OF MICHIGAN 

WKNX 
SAGINAW 

The number one Pulse rated station 

in the Saginaw - Bay City Area the 

5th year in a row. 

Outstate Michigan's most powerful 

station - serving a giant market of 

more than 1,001,001 radio listeners. 

U. S. RADIO December 1959 

time buys 

Continental Wax Corp. 

Agency: Product Services Inc., 
New York 

A patina of radio will be added 
to the floor wax company's advertis- 
ing campaign in January, with an 
increase of 10 to 15 markets over its 
previous schedule. The firm used 
network radio during the summer, 
was inactive in spot during the past 
fall, is expecting to resume a "usual" 
measure of the sound medium for 
pre- spring cleaning months of 1960, 
but frequencies are still being de- 
termined. Doris Gould is time - 
buyer. 

Dorann Foods Inc. 

Agency: The Zlowe Co. Inc., 
New York 

Product: DORANN'S FROZEN 
POTATO PRODUCTS 

Success of its "One -Minute Variety 
Show" in the New York area may 
take the frozen potatoes to other 
markets. It's possible the 60- second 
spot will be going to a few chosen 
markets along the eastern seaboard. 
Timebuyer is Pauline Mann. 

Dorann Foods Inc. 

Agency: The Zlowe Co. Inc. 
New York 

Product: DORANN'S FROZEN 
PIZZA 

After a seasonal rest, the firm will 
again begin its pizza spots with the 
arrival of the new year. Schedules 
through June for a few selected mar- 
kets in the East are a possibility. 
Timebuyer is Pauline Mann. 

The Drackett Co. 

Agency: Young & Rubicarn Inc., 
New York 

Product: WINDEX 

Testing to see the effect on sales, 

(Cont'd on p. 14) 

SAN ANTONIO 

6 a. m. to 6 p.m. 

. . , as compiled by 

PULSE 
for 

SAN ANTONIO 
SEPTEMBER, 1959 

and FIRST in 

HOOPER, too! 

morning and afternoon 

REPRESENTATIVE: 

KATZ AGENCY 

5000 Watts 860 KC 

K CO 
JACK ROTH, Mgr. 

N CO . 
SAN ANTONIO, TEXAS 

11 



the truth about... 

BTA- 50G -50 KW AMPLIPHASE -The 
"Ampliphase" design greatly reduces 
number of tubes and power costs, assures 
lowest operating cost of any 50 kw AM 
transmitter ... half the tube cost of older 
50 kw AM transmitters. Completely air - 
cooled. Takes less than 80 square feet of 
floor space. Requires no under -floor 
trenches. reduces installation costs. 

BTA- 10H -10 KW BI- LEVEL- 
Features "Bi- level" modula- 
tion, accomplished by adding 
a controlled amount of audio 
to the r -f driver, increases effi- 
ciency, reduces power con- 
sumption and distortion. 
Substantial savings in operat 
ing and tube costs combine 
with space -conserving design. 

BTA -250M -250 -WATT BI- LEVEL -Pro. 
vides the quiet operation desirable for 
control room installation. Simple one - 
control tuning. Distortion -free "Bi- level" 
modulation, excellent frequency response. 
Uses only 10 tubes of three tube types. An 
ideal "economy package," 

BTA -5 R- Features advanced long -life silicon rectifiers. 
The extremely small site of this full S kw transmitter 
permits rapid easy installation. Built -in provisions for 
remote control will Base time and expense when remote 
operation is planned. 

MA-500/1 R -Low power consumption and high- 
fidelity performance are features of these 500 and 
I000.watt transmitters. Ideal for remote control, 
with all provisions designed-in. Color has been 
added, and now these units are available with 
red, green, blue, or gray doors to enhance 
any installation. 

RIMOTI CONTROL IGOI MINT -R -A R.aar. 
Crol Igtnomen, provides fa ,-tfttes s ato tab pr1raw 
lines. dtusr plate or hla.ent selves. *PrItNete 4 1 

sariac control on emergency trait ̂ r sea 
(onelrad sw tchtng. operarr p- wer renie ar} 
reset m nual onrl- ad hrwk.ra fra.t.elat dolma Us 
rol pow., re/. rd I. .f iron 41111-1111,r Mlle wt py.., 



RCA AM trans 
SINCE 1929 RCA broadcast transmitters have been widely, 
acknowledged as the best. During this period they have been 
the transmitters most often chosen by those stations which 
wanted, and could afford, the very best. Thus they early be- 
came, and have remained, the standard to which all others 
are compared. 

Unfortunately, some stations have believed that they could 
not afford such quality -no matter how much they wanted it. 

Today any station can "afford" one of these top -quality trans- 
mitters. In fact, it is hard for us to see how a station can 
afford not to buy one. 

Why is this so? Simply because today RCA transmitters cost 
only a very little more than the lowest -priced (sometimes no 
more). And the small extra original cost (if any) is more than 
made up for by these two facts: 

1. RCA transmitters are generally less expen- 
sive to operate. This is so because in almost every 
power class RCA transmitters either use less power, 
or have lower tube cost (in some cases both). 

2. RCA transmitters almost always have higher 
resale value. This becomes very important when 
you go to higher power, or if you should decide to 
sell your station. 

What is the moral? Simply this: don't jump to the conclusion 
you can't afford RCA. We believe you can, and we would like 
an opportunity to prove it. Call our nearest All Specialist 
(see list). He will be glad to go over your situation with you, 
give you the benefit of his (and RCA's) broadcast equipment 
knowledge, and leave with you a complete and fair proposi- 
tion. With such facts at hand you can make a correct decision. 
There's absolutely no obligation. You owe it to your station 
to find out. Act now! 

l 

l 

fitters 

1l 

See Your Nearest 
RCA Broadcast Sales 

Representative 

ATLANTA 3, GA. 
1121 Rhodes -Haverty Bldg. 
Jockson 4 -7703 

BOSTON 16, MASS. 
200 Berkeley St., Hubbard 2.1700 

CAMDEN 2, N. J. 

Front & Cooper Streets 
Woodlown 3 -8000 

CHICAGO 54, ILL. 

1186 Merchandise Mort Plaza 
Delawore 7 -0700 

CLEVELAND 15, OHIO 
1600 Keith Bldg., Cherry 1 -3450 

DALLAS 35, TEXAS 

7901 Empire Freewoy 
Fleetwood 2 -3911 

HOLLYWOOD 28, CALIF. 
1560 N. Vine St., Hollywood 9 -2154 

KANSAS CITY 6, MO. 
1006 Grond Ave., Harrison 1.6480 

NEW YORK 20, N. Y. 

36 W. 49th Street, Judson 6.3800 

SAN FRANCISCO 2, CALIF. 
420 Taylor Street, Ordwoy 3.8027 

SEATTLE 4, WASH. 
2250 First Ave., South, Main 2 -8350 

WASHINGTON 6, D. C. 

1625 K Street, N. W., District 7 -1260 

Typical ,l,1Í Touer 

RADIO CORPORATION of AMERICA 
BROADCAST AND TELEVISION EQUIPMENT 

CAMDEN, N. J. 



time buys 

(Cont'd from p. II) 

the firm is currently advertising in 
six markets throughout the country. 
These are Oklahoma City, Atlanta, 
Memphis, Syracuse, Seattle and Bir- 
mingham. Ten -second spots are 
scheduled throughout the day for 
several weeks. Frequency is fairly 
heavy. If results are satisfying, there's 
a possibility that other markets will 
be tapped. Donald Proctor is the 
timebuyer. 

Lanvin Parfums Inc. 

Agency: Cohen, Dowd & Aleshire 
Inc., New York 

Product: LANVIN PERFUME 

In a move which may have signifi- 
cance in reference to future radio 
plans, a test campaign on two San 
Francisco stations is now underway. 
Scheduled for a four -week run, the 

schedule calls for the use of 20 to 30 a.m. and 6:30 p.m. Bob Anderson 
spots a week. The announcements 
are divided between 20- second, 30- 
second and one -minute lengths. Les 
Blumenthal is the account execu- 
tive; IValter Reed is the timebuyer. 

Thomas J. Lipton Inc. 

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

Product: LIPTON TEA 

A southern exposure for this prod- 
uct is brewing up interest in hot and 
iced tea both, as a winter beverage. 
An aerial campaign now underway 
will run for 17 weeks in 15 markets, 
covering Louisiana, Alabama, Mis- 

sissippi and Florida. From 20 to 75 
minutes and 20's are being used per 
market in time periods between 6:30 

is timebuyer. 

Liggett & Myers Tobacco Co. 

Agency: McCann- Erickson Inc., 
New York 

Product: DUKE CIGARETTES 

Now at full strength, Duke's radio 
campaign has expanded to another 
30 markets to bring its total roster 
to 75 markets. Since the product 
launched its sound barrage in Sep- 
tember, it has been adding 10 to 12 

additional markets per week on the 
average. Schedules continue for four 
weeks in each market, using minutes 
primarily, as well as 20's and ID's. 
Gini Conway is timebuyer. In addi- 
tion to Duke cigarettes' use of spot 
radio, most tobacco brands are cur- 
rently using radio heavily. 

Selling the San Diego radio market 



i time buys 

John Morrell Cr Co. 

Agency: John W. Shaw Advertising 
Inc., Chicago 

Product: RED HEART DOG 
FOOD 

Fido will be given a thorough air- 
ing with a heavy national spot cam- 
paign which will run through Octo- 
ber 1960. A total of 50 markets will 
be the targets of the program, with 
approximately 62 stations carrying 
the messages. Utilizing musical jin- 
gles, the announcements are in one - 
minute and 10- second lengths. Sched- 
ules call for 15 spots a week in some 
markets, and 25 weekly exposures in 
heavier markets. June Nelson is 

timebuyer. 

Motion Picture Association of America 

Product: MOTION PICTURES 

Riding the wave of optimism 
brought on by increased box office 
action, the motion picture industry 
expects to spend more than $70 mil- 
lion on advertising and promotion 
budgets during 1960. Linked to 
moviemakers' increased use of radio 
in 1959, it is expected that radio 
will be given serious consideration 
when specific picture budgets are 
formalized. 

The Nestlé Co., Inc. 

Agency: William Esty Inc., New 
York 

Product: NESCAFE 

Set to sell a lot of coffee, the firm 
has purchased time in 100 markets 
throughout the country, using 20- 
and 60- second spots. Length of the 

campaign is tentative, possibly from 
two to four months. Frequency 
ranges from 20 to 120 times a week. 
About 40 markets are set for a heavy 
schedule of weekly spots; 60 markets 
will not be continuous, but will be 
run in flights. Timebuyer is Phil 
McGibbons. 

Richfield Oil Corp. 

Agency: Hixson & Jorgensen Inc., 
Los Angeles 

Product: RICHFIELD OIL 

For the 28th year, Richfield Oil 
will present its news program, the 
Richfield Reporter, beginning in 
January. The show will be heard on 
about 30 stations of the CBS Radio 
Pacific Network. 

(Conf'd on p. 16) 

A DIRECT BUY LINE for your product or service in one of America's fastest growing markets, 

KFMB Radio is one sure way to move ahead in San Diego. 

In America's 19th market, people are working, playing and buying at breakneck speed. And 

KFMB reflects their healthy, vibrant sounds. 

Your Petry radio man can tell you more about the KFMB sound and how you can get a direct buy 

line to the biggest radio audiences in the better part of Southern California. 

CBS 540 KC SAN DIEGO 

416..... _I 



 . maturity 
a state of judgement, an approach .. . 

an attitude of confidence 

in reasoning power, 

based on experience. 

Maturity ... a 

stage of dependability, 

reliable as to its claims .. . 

consistent in its delivery. 

BARTELL FAMILY RADIO 
six stations in 

six major cities... 
consistent... 

mature. 

KVA 

SAN FRANCISCO 

WADO 

NEW FORA 

KCBQ 

SOI Ui[GD 

WYDE 

YIRMINiNAM 

WAKE 

nt.4u 

time buys 

(Cont'd from p. 15) 

Red L Foods Corp. 

Agency: Smith /Greenland Co., 
New York 

Product: RED L 

On the heels of its recent success- 
ful radio run, the firm is making 
spring plans for radio. Nothing defi- 
nite as yet, but use of radio in cer- 
tain markets is very likely. Les 
Towne is timebuyer. This agency, 
which specializes in food accounts, 
has pioneered in effective ways to use 
radio for these clients (see Can Food 
Advertisers Use Radio Diet? Septem- 
ber 1959). One innovation that has 
worked for Smith /Greenland is con- 
centrating all the week's announce- 
ments on Thursday -in this way 
implanting the brand label for end - 
of- the -week shopping. Among the 
agency's biggest radio users are Ro- 
man Pizza, Milady's Blintzes and 
Seabrook Vegetables. 

Standard Security Life Insurance Co. 

Agency: Mogul, Williams dr Saylor 
Inc., New York 

The policy of this newly estab- 
lished company is to sell in a direct - 
to- the -customer manner. During the 
next six months this is expected to 
entail a growing volume of radio, 
following up on a test currently be- 
ing run in New York City and al- 
ready projected for state coverage. 
At present the advertising is pri- 
marily direct mail. Total test bud- 
get is 5250.000. Joyce Peters is time - 
buyer. 

Tetley Tea Co. 

Agency: Ogilvy, Benson & Mat /ter 
Inc.. New York 

Product: TEA 

Raising its cup to the new year, 
the tea -taster company has put the 
kettle on for a 13 -week radio sched- 
ule to start the first week in January 
in about 75 markets. Frequencies of 
minutes and II).s will vary accord- 
ing to the market, ranging from 15 

to 80 announcements a week. Arthur 
Topol is timebuyer. 

U. S. 11.11)10 December 1959 



washington 

What Started as a Snowball 
Has Turned Into an Avalanche 

Programming and Advertising 
Cet Their Pulses Taken 

Question: Has the FCC 
Authority to Take Action? 

U. S. RADIO December 1959 

The tidal wave of accusations and incriminations, set in motion by the 
Harris subcommittee's quiz show investigations, is fast spilling over into 
all facets of radio and television programming and commercial practices. 
Chief fear expressed in industry circles is that the current situation may 
bring about the passage of legislation which will place radio in a tight 
girdle of censorship and control. Proof that these fears are based on a 
premise sturdier than mere conjecture is the public hearings and activi- 
ties by the Federal Communications Commission. 

FCC officials state that "the commission is reviewing the extent of its 
authority, in the light of the censorship prohibitions in the Communica- 
tions Act and court decisions reversing its attempts to regulate certain 
types of programs, including lotteries and give -away programs, to deter- 
mine what action, if any, it can or should take, or whether it should 
recommend remedial legislation to Congress." 

In outlining the areas which will be floodlighted by the probe, the 
commission reports that it will "determine the policies, practices, me- 
chanics and surveillance by networks, stations and others in the acquisi- 
tion, ownership, production, distribution, selection, sale and licensing of 
programs ... also the selection, presentation and supervision of broad- 
cast advertising material." 

By next January 4, all stations are expected to return answers to a special 
FCC questionnaire relating to the area of payola. The two -part inquiry 
is seeking to determine: (1) If stations have accepted anything resem- 
bling payola and (2) if any internal controls have been established that 
provide information concerning remuneration, other than that paid by 
the station, to individuals "in connection with participation in the prep- 
aration and presentation of programs" broadcast by the station. 

Another important phase of the study is a close look into the need for 
any tightening of the commission's procedures to check on the perform- 
ance of its broadcast licensees in programming and advertising. Perhaps 
the most ominous aspect of the probe is the study to see if the "commis- 
sion's authority under the Communications Act of 1934 ... is adequate." 

There appear to be differences of opinion in broadcasting and govern- 
ment quarters as to whether or not the commission has the authority or 
power to pass upon such practices as unauthorized mention of products, 
payola among others, on network shows. Under the present set -up, the 
FCC only licenses individual stations. 

The networks and stations themselves have been taking steps to "clean 
house," prior to the FCC hearings. Most of the emphasis has been con - 
centrated on disc jockeys and the programming of popular music shows. 
Heavy press coverage has been given to payola, and the influence exerted 
by record companies, publishers and distributors. 

(Con4'd on p. 18) 
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. A brand -new home for Houston's Top -Rated 

, . Radio Station ... the Southwest's Newest, 

Most Modern Radio Facilities! 

. MUSIC! NEWS! EQUIPMENT AND FACILITIES! 

... KNUZ is the Pacesetter for Houston. 

Kag-Yiewo 

K-NU 
o 

::' . National Reps.: 

.. THE KATZ AGENCY, INC. 

NEW YORK ST. LOUIS 
CHICAGO SAN FRANCISCO 
DETROIT LOS ANGELES 
ATLANTA DALLAS Radia Ceuta '. 

Houston's 24 -Hour IN HOUSTON, CALL DAVE MORRIS 
Music and News JAckson 3-2581 
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WASHINGTON (Coned from p. 17) 

The American Broadcasting Co. has 
ordered its disc jockeys to "divest 
themselves of all interests in the re- 
cording, music publishing and allied 
fields." The National Broadcasting 
Co. was one of the first to report the 
setting up of a special internal body 
to police network activities. Colum- 
bia Broadcasting System has been 
giving serious, top -level considera- 
tion to the "magazine" concept of 
programming. 

Payola Seen as Playing 
Declining Role in Radio 

Many disc jockeys and record people 
are saying that the payola situation 
is much less a factor today than it 
was six or seven years ago. A lead- 
ing record company executive ex- 
plains that with the advent of "Top 
40" programming, the disc jockey 
no longer has retained control over 
what he plays on the air. His ability 
to "make a hit," therefore, has be- 
come limited. 
Another agency which is putting the 
broadcasting industry on the examin- 
ing table is the Federal Trade Com- 
mission. The FTC is specifically in- 
terested in determining whether 
there has been an "abuse of the pub- 
lic confidence by the false advertis- 
ing claims macle over the airways." 

Justice Department Plays 
Its Role in Federal Quiz 

FTC Chairman Earl Kintner is ac- 
tively working with industry leaders, 
the FCC and the Justice Department 
in evolving a plan which will perma- 
nently iron out the wrinkles now 
showing in the broadcasting pictures. 
The Justice Department has been 
brought in on the orders of Presi- 
dent Eisenhower. Its objective is to 
ascertain the need for any new laws 
in order to prevent a recurrence of 
the existing problems. 
Capitol observers are divided in 
their opinions on the end results of 
the current investigation. However, 
the job of keeping its affairs coin - 
pletely within the jurisdiction of the 
broadcast industry will depend, in 
large pari, on how well radio leaders 
present their case to Government 
officials. 

U. S. RADIO December 1959 



the Vil/jet 

Radio, as is the case in every other 
industry, can always make use of the 
services of a goodwill ambassador. 
This mantle falls easily on the shoul- 
ders of Dave Kimble, senior account 
executive at Grey Advertising Inc., 
New York. Mr. Kimble is an active 
and effective spokesman for radio 
both inside and outside the industry. 

A typical example of Mr. Kim - 
ble's approach to a job is his efforts 
this fall as chairman of the Time 
Buying & Selling Seminar of the 
Radio & Television Executives Soci- 
ety of New York. Having lined up 
a roster of speakers who represent 
some of the freshest and most imagi- 
native thinking in the industry, Mr. 
Kimble is helping to generate in- 
terest in the aural medium. 

Still another facet of Mr. Kimble's 
intense interest in all phases of in- 
dustry growth is fm radio. He be- 
lievhs that fm is "a real sleeper me- 
dium, just about ready to wake up 
and go places." Mr. Kimble insists 
that "there is a fine art to 'narrow - 
casting'-as opposed to am broad- 
casting -and the fm broadcasters suc- 
cessful in this art will cash in on the 
new trend in advertising to aim 
more and more specifically for par- 
ticular -and buying- audiences." 

He is convinced that fm presents 

U. S. RADIO December 1959 

THIS MONTH: 

R. DAVID KIMBLE 

Senior Account Executive 
Grey Advertising Inc., New York 

Goodwill Ambassador 
For Sound Medium 

two distinct opportunities for ad- 
vertisers: 

For the seller of luxury products, 
and for the seller of any new prod- 
uct, since fm listeners are the 
"trend- setters ?' 

Mr. Kimble got his start as a pro- 
motion writer for NBC in Chicago 
13 years ago. After four years at that 
post, he switched to CBS as promo- 
tion manager for WBBM Chicago. 
In 1952, Mr. Kimble headed for 
New York, and became the national 
promotion director for the Radio 
Advertising Bureau. He remained 
with RAB until 1956, and then 
moved on to become an associate 
account executive at Grey. 

Business Development 
In addition to directing the NBC 

advertising and promotion programs 
at Grey, Mr. Kimble is also secre- 
tary of the Grey Business Develop- 
ment Committee. 

A graduate of ,Knox College, Mr. 
Kimble also attended the Chicago 
Theological Seminary at the Univer- 
sity of Chicago. He is married, and 
lives in Crestwood, N. Y. He and 
Mrs. Kimble, who ,prior to her mar- 
riage was promotion manager for 
WIND Chicago, are the parents of 
five children. 

WITH THE 

Inter Mountain 
Network 

PRODUCT- MEDIA -AGENCY 

THE IDEAL COMBINATION 

A Great Advertising Agency 

William Esty Co. 
Buys A Great Advertising 

Medium 

(INTERMOUNTAIN 
NETWORK) 

To Sell 2 Great Products 

PACQUIN'S SILK N' SATIN 

and BEN -GAY 

for 

Thomas Leeming Co. 

YOU too 
,' will get 

the GREATEST 
SALES results 

when you use - 
lat,t44.0ilkattb 

Attookki 
The Nation's Most Successful Regional Network 

HEADQUARTERS SALT LAKE CITY DENVER 

Contact Your Avery -Knodel Man 
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GUARDIAN BLDG., DETROIT 
J t CAMVtAU V,.d.ro 

ROBERT E. EASTMAN & CO., INC. 

Noti Rodio Rep 

LETTERS TO THE EDITOR 

For the Record 

We are attempting to bring our 
marketing files completely up -to -date 
on the subject of the Negro market. 

In order to make sure that we 
haven't missed anything of impor- 
tance, we would appreciate it greatly 
if you would be good enough to send 
us two sets of photostats or prints 
on everything you have published in 
this area. 

W. M. Holden 
Vice President 
Noble -bury & Associates 
Nashville, Tenn. 

Second Helping 
A few months ago you featured an 
article on fm (JYill the Cash Regis- 
ter Ring for FM? July 1959). I 
saved the magazine in order to have 
the article handy; but, somehow or 
other, the issue got away from me. 

I would appreciate it very much 
if you would send me an extra copy. 

Robert B. McConnell 
Vice President & General Manager 
WISH Indianapolis, Ind. 

Canadian Postage 

Through the public relations office 
of our Canadian Association of 
Broadcasters, we learned that you 
had an article entitled The Change 
Dowry on the Farm, June 1959. 

We are a farm station, and I 
would be most happy if Ave could ob- 
tain a copy of this article. 

Dennis Barkman 
Manager 
CFAM Altoona, Manitoba, Can. 

Enthusiastic 

The facts in (the October 1959 
issue) are worth a full year's sub- 
scription . . Please put my name on 
your subscription list and send u. s. 
R:vno to my home. We get a copy 
at the station, but I want one at 
home. Put nie in for two years. 

I would appreciate it if you would 
let me know .. . what reprints of 
Housewives Listen, Too and Ladies' 
Day Fare cost in various quantities. 
\\'e can use both to yen good ad- 
vantage. 

L. R. Breneman 
Loco/ Sales Manager 
WHER Memphis, Tenn. 

Small Agency Salute 

Naturally, I am very grateful to 
u. S. RADIO for awarding me Novem- 
ber's Silver Mike. 

More important than the personal 
gratification, however, is the fact 
that you have recognized the efforts 
of what we in the trade generally re- 
fer to as a ''smaller agency.'' This to 
my mind is highly significant for 
there are many small agencies daily 
performing in an efficient, creative 
and competent manner, and obtain- 
ing outstanding results for their 
clients. This fact is all too often 
overlooked in the normal sense of 
excitement generated by the big 
shops. 

Joe Gans 
President 
Jae Gons & Ca. 
New York, N. Y. 

Information, Please 

Has anything on the change in Ne- 
gro radio (November 1958) been 
done by your publication for the 
current year? (See Negro radio sup- 
plement, this issue.) Will you please 
send me a copy of the issue in which 
this material appears? 

As a Negro with practical experi- 
ence in radio, I am interested in 
ways in which this medium can be 
better used to serve the needs of its 
specialized audiences. 

Thelma T. Gorham 
School at Journalism 
University of Minnesota 
Minneapolis, Minn. 

What a whale of a difference a 

couple of years make ... Now you 
have a solidly established, well -re- 

spected -and widely read -book. 
You should all be proud. 

Maurie Webster 
Vice President & General Manager 
KCBS Son Francisco 

\Vould )ou please send us a reprint 
of the article Radio: The Jl'ay to a 

Food ./rapper's flearl, January 1959. 

Karl G. Monhardt 
Ellis Advertising Co. 
Buffalo, N. Y. 
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buyers and sellers of radio advertising 
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Negro 

Radio 

Supplement 

the only way to reach the total 
Negro market in Philadelphia is 

SECOND 

ANNUAL 

PPLEMENT 

egro 

adio 
CEMBER 

1959 

TATI04 

* Negro population . . . 20% of huge Delaware Valley Market! 
** WDAS -AM . . . 20 times more power than nearest competition! 
* ** 20 -plus hours daily Negro Programming 

Since the advent of Negro Radio as a major 
force in modern broadcasting, WDAS has 
been Philadelphia's top Negro station. 
***The Negro market served by WDAS is 
now over 650,000, and constitutes the most 
rapidly growing population segment in the 
Delaware Valley. * * *\W "DAS is first in ALL 
Negro rating services (Pulse, Trendex. 
Hooper) * * *In Philadelphia, only WDAS 
offers and delivers TOTAL MERCHANDISING ... real service, not just lip service. 

10 top personalities! 

For complete 
details contact 

BERNARD HOWARD CO. 
20 E. 46th Street 

New York 17, N. Y. 

Chicago San Francisco 
Los Angeles Atlanta 



negro motimagicians! 
The OK 
OK WXOKP AWO KWOK'1 
KWBOKWLOKOKKYOKN 
1'OK Kens. .. WGOK WXf 

:Y01( 
WBO 
KAC 
'XO 
Ky 
The 
(GI 
OK 
Y} 
4C 

:1 
(L 

1( 

A 

G 

15 

1( 
ILI 
:r. 
YC 

ev1 
101 
' W. 
The 
K K 
WX( 
Grou 
DK-1 
rOK 
'AOK 
rhe 0 

W& 
10K 
CW 
Group 
WXOK 
.:AOK 

OK 
GYOK 

- WL OK - 
WTISOO 

+rvnv. v 
Group ¡ We v.' 
;OK 
The OK 

W OKKPKAO KK KYO 
K 1 

YOKKAn WLOKWGOK.yXC 

Who Knows Most GT 
O`4 .rok 

WBO 
KAC 
'XO 
Ky 
The 
(GI 
OK 
Y} 
4C 

.1 
(L 

I( 
A 

Who Knows Most 
About 37,000 

Negroes In 

Lake Charles? 

We Do At 

KAOK! 
Cash in on this 561,000,000 
Negro morket potential. 

We Con Show You How! 

Write or Coll our Rep. 

Bernard Howard 
New York 

} 

G 

1( 
(LI 

rc 
CV/ 

101 
W. 

The 
K V. 

WX( 
Grou 
DK 
roK- 
(AOK 
The O 
r WB( 
1OK 
C WG 
Group- 

WXOK 
:AOK KYOK W Th OK WL OK 2 

OKuronv.WY WOv 

About the 286,000 
Negroes In 

New Orleans? 

We Do At 

WBGK! 
Cash in on this 5297.000.- 
000 Negro market potem 
viol. 

We Con Show You How' 

Write or Call our Rep. 

Bernard Howord 
New York 

The 
GOK 

K 
KYOWXOKKAO. 
W K1 

K -WBOKWLOK K N YOKKens. WGOKWXC 
Who Knows Most ÿOR 

G About 250,000 111110 

Negroes In KAC 
XO 

(L, Houston? Ky 
TM 

YC 
:r. 

We Do At IG( 

Ci ! 

aK 

l';31 I KY W. 4c 
rh Cosh in on this 52750,- 

GrowK'W 

000 Negro market poten- 
WX( tíal. 

,00 

1! 

Gro A 

We Can Show You How! JK1 
roK Write or Coll our Rep. 
(AOK 

Bernard Howard the O New York 
WBl 

kOK 
( W 
Group 
N)COK 
:AOK KYOK-WLOKWBOK 
the OK Group. 

W¡OKsWirO 
F 

A 

'LI 

rC 
'v 
fol 
W. 

rhe Cash in on this S113,000- 
K '1 000 Negra morket poter. 
WX( tied. 
Grow 

rOK - 

(AOK 
The O 
:WB( 
\OK 
(WG 
Group 
WXOK : OKKYOKWLOKWBO OK 

The urrnv Group. WG 
WL 

The 

KWXOKp- WBOKWLOK1 

rOKBKen WLOK wc;°Y'°Wx 
Gro 

Y0tut ( 
WBO 
KAC 
'XO 
Ky 
The 
(GI 

WC,,'.' aK 

4C 
I 
(L 

I( 
A 

Who Knows Most 
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We Con Show You How! 

Write or Call our Rep. 

Bernard Howard 
New York 

Nobody 
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Buy the 

GEORGIA NEGRO GROUP 
Key Metropolitan Markets 

SAVANNAH COLUMBUS MACON 
WSOK WCLS WIBB 

'And earn a combination discount: 
5% allowed for purchase of 2 stations -10% allowed for purchase of all 3 

4 8'43' 
OF METRO AREA 

or 74,000 of 185,000 people is the 
Negro market in booming Chatham 
County (U. S. Census Bureau). To 
reach this group turn to WSOK, 
the only Negro air -staffed, Negro - 
beamed station in Savannah. In 
less than a year of broadcasting, 
well over 300 accounts have chosen 
WSOK to sell their products. Why 
don't you? 

1230 K. C. 250 Watts 
Full time service 

OF METRO AREA OF METRO AREA 
is Negro population in Columbus, 
nation's 9th heaviest metropolitan 
Negro concentration. (Seovsoa) 
WCLS, Columbus' only all -Negro 
station with all Negro personali- 
ties, has high Pulse rating of 52 %, 
mornings and 50% afternoons, 
Monday through Friday. Get low 
cost per listener with quick re- 
sponse for sales, sales, sales. 

1000 Watts 1580 K. C. 
Clear Channel 

is Negro population in the Macon 
area and WIBB is in its 12th year 
of Negro programming in this 
thriving Southern city with 1000 
watts and a good signal to reach 
all middle Georgia towns. WIBB 
originated Negro programming in 
Macon over ten years ago and has 
top -rated Negro personalities. Buy 
WIBB for top sales in Macon. 

1000 Watts 1280 K. C. 

All Stations represented by: 
Dora -Clayton Agency, Inc., Southeast 
Bernard Howard and Company, Inc. Nationally 
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Negro Radio Zeroes In 
U. S. Radio survey of Negro stations 

shows upswing in business and acceptance. 

Stepped -up research efforts are urged 

as stations press for greater national use 

a 
Negro radio has reached this 
level of maturity: Its con- 
cept has gained the degree 

of advertiser acceptance that it can 
no longer be sold solely on an emo- 
tional basis. Although business is 
good, it must provide the research 
and documentation to woo new ad- 
vertisers into the field, especially na- 
tional clients. 

Like other media, and certainly 
its brothers in the radio business, 
specialized Negro radio must pro- 

vide the answers that national agen- 
cies and advertisers are seeking. 

These answers take many forms. 
In the way of research, there are new 
concepts like motivational research 
and attitude studies; there are tra- 
ditional techniques like listening 
habits, market research and success 
stories. 

In another direction, agencies 
want to be shown how Negro -appeal 
stations are reaching and holding 
this audience, compared with gen- 

According to survey replies, the average 
fulltime Negro station has: 
71.25 percent of available time sold this year compared with 64.19 percent 
a year ago. Average number of national accounts is 31 compared with 
26 a year ago. 

Average station that programs to Negro 
audience between 50 and 99 percent of the 
time: 
75 percent of time sold this year compared with 68 percent a year ago. 
National accounts have jumped to 24 from 21. 

Average station that programs less than 50 
percent of time to Negro audience: 
48 percent of Negro time is sold compared with 42 percent last year. Na- 
tional clients arc up to 13 this year, from 10 a year ago. 

eral- appeal stations. This takes me 
form of the why's and how's of effec- 
tive programming, and especially 
community relations and news. 

According to responses to a u. s. 
RADIO survey, stations that are serv- 
ing the more than l8 million Amer- 
ican Negroes are doing well. 

The average station that programs 
100 percent of the time to the Negro 
audience has 7L25 percent of its 
time sold this year compared with 
64.19 percent a year ago, replies in- 
dicate. The average number of na- 
tional accounts has jumped to 31 
this year compared with 26 a year 
ago. (Survey includes stations that 
range from those with little business 
to those that have most of their time 
sold out.) 

The questionnaire survey shows 
that the average station that pro- 
grams between 50 and 99 percent of 
the time to the Negro audience is 

75 percent sold out this year com- 
pared with 68 percent last year. The 
average number of national custom- 
ers is 24 compared with 21 last year. 

The average station that programs 
less than 50 percent of its time to the 
Negro population has this program- 
ming 418 percent sold out this year 
compared with -12 percent last year. 
the number of national accounts 
averages 13 compared with 10 a year 
ago. 
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On National 

As with most radio, the major por- 
tion of the Negro station's business 
is local. National business, however, 
as can be seen by the foregoing sta- 
tistics, is on the upswing. 

But the national client wants to 
know more about this specialized 
medium. 

Illustrating the growing impor- 
tance at the national level of Negro 
radio -and Negro media in general 
-is this view by Clarence Holte, 
marketing supervisor, ethnic groups, 
BBDO Inc., New York. 

"Negro media within the last 15 

years have become big business. The 
field is now a diversified one with 
the success of radio and magazines 
which have carved out their respec- 
tive audiences. Unlike the situations 
before World `Var II, when commer- 
cial communications with Negro 
audiences exclusively was limited to 
readers of Negro newspapers, it is 
now possible to communicate with 
these consumers in every economic, 
social and cultural level through 
proper selection and combination of 
media." 

"Negro radio is a local selling 
force that is unique," says Tom 
Sims, \Ir. Holte's assistant. 

"It is reaching a selected seg- 
ment of the population. An adver- 
tiser must keep in mind his sales 
goals and ask himself whether or 

not his ultimate volume would not 
be greater if he employed this spe- 
cialized medium. 

"However, independent research 
is needed," he continues. "Among 
other things, this research should 
show to what extent Negro radio has 
the coverage and penetration to 
reach this market when compared 
with the general appeal stations. 

"A direct Negro medium has 
greater impact. The personal sell- 
ing of radio, of course, is a strong 
force. The great advantages of Ne- 
gro radio are in the personality and 
the exploitation of that personality. 
Also, this medium speaks in the 
same idiom that its listeners do. The 
special programming, community 
relations and merchandising are all 
factors that weigh in favor of Negro 
radio." 

On the subject of programming, 
\fr. Sims has this word: "Let's not 
forget that, percentagewise, the 
largest group of Negroes are still in 
the lower income categories. The 
middle and upper income levels, al- 
though growing, represent very small 
minori ties. 

"Negro radio programming is de- 
signed to reach the biggest segment 
of this total specialized audience." 

He advises stations, however, that 
in their programming and other ac- 
tivities they "parallel the growth of 

the Negro market as to improve- 
ments in education, tastes, income 
levels and social position." 

As Negro radio presses for great- 
er employment by national users, it 
has started to gather the necessary 
facts, and distribute them to offices 
on Ad Rows. 

This past year, particularly, has 
seen some of the more solid efforts 
in documenting and establishing 
Negro radio's reason for being. 

An example is the motivational 
study on the differences in consumer 
buying habits of Negro shoppers. It 
was conducted by Dr. Henry A. Bul- 
lock of Texas Southern University 
and contributed to by the OK 
Group of six Negro stations. An- 
other study along these lines is one 
done by the Urban Life Institute of 
Tulane University, New Orleans. 

The complete manuscripts of 
these projects will not be released 
until late 1960, but Jules Paglin, 
president of the OK Group, has had 
access to the studies and has been 
making presentations to agencies 
and advertisers across the country 
on the economic and social motiva- 
tions of the American Negro. 

In a report to U. s. RADIO, Mr. Pag- 
lin outlines some of the broad find- 
ings of the surveys. For a variety of 
reasons, he declares, the Negro fam- 
ily is traditionally influenced by the 
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Personalities of KGFJ Hollywood turn out for Negro Shriners' con- 
vention. Miss Bronze California, Mittie Lawrence, lends her support. 

Tommy Gibbs (I), president, Weirton Records 
Ann Arbor, Mich., and Fred Barr, WWRL New 
York, present recording contract to director 
of Mt. Zion Male Chorus, one of the winners 
in the station's Negro gospel singing contest 

E. Rodney Jones of KXLW St. Louis gives off - 
air as well as on -air support for advertisers. 

An example of the many merchandising displays 
located at food stores used by WDAS Philadel- 
phia as part of its support for regular advertisers. 

.G (.Suppinnrnt p..1) 

maternal side. 
"This matriarchal domination of 

the mother and grandmother in the 
Negro family is a basic pattern that 
has great influence upon the lives of 
the whole people and their con- 
sumer buying. 

"In the purchase of food, drugs, 
household furniture and appliances, 
and most clothing, this matriarchal 
domination is an important factor 
in the sale of goods," Mr. Paglin 
continues. 

This influence on the Negro fam- 
ily, he states, has prompted his sta- 
tions to present female spiritual per- 
sonality programs. 

"Programming to the Negro ma- 
triarch is more than just the pre- 
ferred music. It also includes an in- 
tensive study of the copy angles and 
approaches. An understanding of 
the language and idioms of the Ne- 
groes in each market -their buying 
words and phrases and their buying 
habits are all part of this intensive 
study that has been going on." 

\fr. Paglin further declares that, 
,"Buying traffic times may not be the 
best times for reaching these women 
for your products." He suggests that 
the best times to sell food and drug 
items to these biers are when they 
are not doing other things. 

On the subject of medicinal prod- 
ucts, Mr. Paglin states, "Since the 

Dr. Haley Bell (r), owner of WCHB Inkster, Mich., receives a key 

to the city of Detroit from city councilman William Patrick Jr. 
Award was for WCHB's effort to raise funds for the Clinton, Tenn., 

high school fund. Station broadcast all day from a local church. 

i 

I 
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grandmother exercises such an im- 
portant force in the Negro family, 
it has been noted that she is in 
many cases the total family advisor 
on health. Negroes generally have 
a great concern for their health and 
this may have come about because 
of the relatively little medical facil- 
ity available to them. Thus, Negroes 
spend but 3.7 percent of their an- 
nual incomes on medical care 
against 5.3 percent for the whites. 
These people, therefore, are the 
most self -medicated people in the 
country generally." 

The final two points on buying 
habits Mr. Paglin makes are that the 
Negro has loyalty to brands that he 
comes to rely upon, and that he is 
inclined to buy quality products. 
"The Negro man's preference for 
Stetson hats and Florsheim shoes is 
not one of emulation, but rather a 
preference created in the knowledge 
that these products last longer." 

One of the main reasons for the 
growing success of Negro radio is 
that it is the only medium that offers 
him identification by having adver- 
tising messages delivered by a mem- 
ber of his own race. This point is 
made clear by Dr. Bullock, whose 
study encompasses 150 Negro and 50 
white families in Houston. The av- 
erage Negro, if he had $25,000 to 
spend on advertising, would put the 
major share -43 percent or $10,830 
-in radio, the study shows. 

CONSUMER MOTIVATION 

BIACN ANB WHITE 

Jules Paglin (r), president of the OK Group, 
and Stanley Ray, vice president, examine Negro 
motivation study by Dr. H. A. Bullock. Survey 
was shown to agencies across the country. 
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The basic requirement that agen- 
cies expect of Negro radio research 
is that it be conducted by an inde- 
pendent party, BBDO's Mr. Sims 
declares. To that end, there are 
many acceptable sources- independ- 
ent research firms (in addition to 
Pulse and Hooper who do special 
listening surveys), colleges and 
schools, and marketing and research 
consultants. 

An example of a research project 
by an independent firm is one con- 
ducted for KSAN San Francisco by 
Far West Surveys. The study covers 
both market and media research of 
the Bay Area's Negro consumers. It 
includes the familiar brand prefer- 
ence studies of food, beverages, 
household products, toiletries, cars 
and appliances, among others. It 
covers statistical data on the Negro 
family, including such facts as fam- 
ily income (38.4 percent earn be- 
tween $300 and $400 a month), occu- 
pations (24.2 percent are skilled la- 
bor) and type of residence (41.3 per- 
cent own a home). 

The KSAN -Far West Surveys 
study probes the pattern of radio 
listening. It finds that 51.3 percent 
of those surveyed listen to radio one 
to three hours a day; another 21 per- 
cent listen between four and six 
hours a day. Far West interviewed 
584 Negro consumers (440 women 
and 144 men). 

College conducted surveys can also 

provide the needed documentation. 
Two similar surveys illustrate what 
can be done. One is a survey of 
Little Rock, Ark., by Philander 
Smith College, submitted by KOKY 
Little Rock; the other is a study of 
Jackson, Miss., by Jackson State Col- 
lege, submitted by WOKJ Jackson. 
Both stations are part of the John 
McLendon Ebony Group. 

The Little Rock study shows that 
of 600 Negro families interviewed, 
52.3 percent have incomes of $4,000 
or more. As for employment, 91.8 
percent are working; 83.8 percent 
on a fulltime basis. Brand prefer- 
ences by various categories are 
comprehensively covered. On the 
subject of media, Philander Smith 
College finds that 88.5 percent of 
the families are radio listeners, com- 
pared with 81.8 percent who are 
newspaper subscribers and 39.5 per- 
cent who attend movies. 

The Jackson, Miss., study (copy- 
righted in 1958) covers the same 
basic areas. It confirms the pattern 
of Negro economics and listening 
habits, but at the same time shows 
the specific differences that vary by 
markets. 

Of the 600 Jackson Negro families 
interviewed, 95 percent are em- 
ployed; 80.2 percent on a fulltime 
basis. Media habits show the loyal- 
ty to radio -90 percent of those sur- 
veyed are radio listeners, 77 percent 

First annual WEBB Baltimore, Md., scholarship, worth $250 and an opportunity to 
learn radio at the station, is presented to Morgan State College student James 
Spriggs by Leon Back, president of WEBB. Present are college faculty and the 
following station executives: Samuel Feldman (second from I), executive vice 
president; Wiley Daniels Jr., (second from r), program director, and Claude 
'Buddy' Young (r), assistant general manager. Station is active in local affairs. 
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are newspaper subscribers and 32 

percent are movie attenders. 
Independent market research con- 

sultants also are helping Negro ra- 
dio stations turn up the necessary 
data for agencies. 

One illustration is a market study 
of Gary, Ind., conducted for WWCA 
by Samuel Fitzsimmons, research 
specialist. Source for almost all the 
figures is the U. S. Department of 
Commerce, Bureau of the Census. 
In this case, Dfr. Fitzsimmons has 
taken the Census information, has 
ferreted out the appropriate data 
and has prepared charts and graphs 
to 'illustrate the local Negro story. 
For example, the study shows that in 
1920 the Gary Negro market repre- 
sented 9.6 percent of the total pop- 
ulation compared with 36.1 percent 
in 1956. Among other Gary market 
data that is illustrated in chart and 
graph form are median school years 
completed by persons 25 years and 

WMOZ 
1000 watts at 960 KW 

Nondirectional 
FIRST NEGRO STATION 

IN MARKET 

FIRST 
Top Ratings in Pulse 

for past five years. 
First in merchandising 

and promotion assistance. 

MOBILE, ALA. 
Negro Population 
318,800 

J IVithin0.5mv 
Negro Retail Sales 1 Contour 
5169,570,000 

National Itepreentative BOB DORE & ASSOC. 

Southr..i Itepre.ent.Uve DORA -CLAYTON 
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over, distribution of income for Ne- 
groes over 14 years of age and the 
Negro labor force for 1950 and 1956. 

Community Acceptance 
There is basically one thing that 

gives Negro radio its separate iden- 
tity -and that is community accept- 
ance. 

This is achieved through pro- 
gramming to special tastes, accord- 
ing to income, educational levels 
and cultural values. Just as impor- 
tant is the community service activ- 
ity by Negro stations and their news 
coverage. 

Community service activity takes 
many forms. One that has gained 
approval of the Federal Government 
is a business clinic for Negro citi- 
zens established by WGIV Char- 
lotte, N. C., in cooperation with the 
U. S. Small Business Administra- 
tion. First in 1958 and again in 
1959, WGIV pent its department 
heads to act as instructors for these 
six -week courses, held at Carver Col- 
lege. 

The clinics use study materials of 
the SBA. Topics covered include 
such things as human relations for 
small business owners, attracting cus- 
tomers to a small store, personal 
selling, advertising, among others. 

Another activity focusing atten- 
tion on Negro purchasing power 
is the forthcoming annual commer- 
cial exposition sponsored by WDIA 
Memphis. To be held at the Mem- 

Bill Powell (r) of WAMO Pittsburgh receives 
a certificate of merit for his youth work at 
'Hill City,' a local organization for the young. 

phis Municipal Auditorium next 
February 18 to 21, the exposition 
will serve to highlight the consumer 
power of Negroes in the mid -south 
area. Among the product categories 
that will be exhibited at this "Fam- 
ily Fair" are food, drug, home and 
auto. 

In the area of public service, 
WEBB Baltimore, Md., continues 
to have success with its Buddy 
Young's Safety Buddy Club aimed 
chiefly at protecting the moppets 
from automobile accidents. Mem- 
bership cards, buttons and safety 
guides are all part of the activity. 
Also this year for the first time, the 
station instituted a scholarship 
award of $250 and an opportunity 
to learn all phases of radio broad- 
casting at WEBB. A student at Mor- 
gan State College won the first an- 
nual prize. 

A description of how program- 

..a S:+tieL2t 
The WDIA Memphis float in the 1959 Cotton Makers Jubilee features the station's 
Little League baseball team. In 1959, station reports it outfitted 100 Negro teams. 
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Miss Ineva May, voted 'Teacher of the Year 
in a contest by WOKJ Jackson, Miss., views 
39,630 postcards that elected her the winner. 

ming is tied into establishing ac- 
ceptance with the Negro community 
is supplied by KGFJ Los Angeles: 

"Programming for the Negro au- 
dience is not merely a matter of 
broadcasting rock and roll music 
emceed by a Negro personality, but 
rather planned programming appeal 
encompassing all phases of life of 
the Negro group. Because social life 
for this group has limitations, the 
church, the club and the fraternity 
are relatively much more important 
to the Negro than to any other seg- 
ment. 

"Therefore, community service is 

directed to the Negro community - 
announcements are made gratis for 
social clubs, benefits, churches and 
charity functions." 

In news coverage, too, the empha- 
sis is not only on local Negro affairs, 
but also national, entertainment and 
sports news of Negro interest. 

One example of the way news is 

handled is explained by \ TDAS 
Philadelphia: "Our newscasts are 

Sidewalk Interviews has been a regular feature 
of WHAT Philadelphia since 1954. The taped 
broadcasts are aired twice daily by station. 
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DETROIT'S 

143,000 
NEGRO FAMILIES 
EARNING AN AVERAGE OF 

$5,800 ANNUALLY 

PREFER 

WCHB 
BECAUSE OF: 

Race Pride in WCHB's Negro Ownership 

100% Negro programming 

Local Negro News and AP Wire Service 

Full Coverage of All Negro Projects 

Top Radio Personalities: 

WCHB 
(Establhhed 1455) 

Independent Negro 
Bell Broadcasting Company. 32790 Henry Rua ltd., 

Inkster. Mich. Crestwood 8 -1440. 
PERSONNEL 

President -Dr. Haley Bell. 
C Ice- Pres. & Sec'y -Dr. Wendell F. Cox. 
General Manager-Frank li. Seymour 
Program Director- George E. White. 

REPRESENTATIVES 
Bob Dore Associates. 
Dora -Clayton Agency (South). 

FACILITIES 
1,000 w.: 1440 he. days. Directional. 
Operating schedule: 5:00 a.m, to local sunset. EST. 
Transmitter: Inkster. Si tch. 

George White 
The only exclusive modern jazz disc jockey in this 
part of the country. George White knows the 
music, knows the artist and is a musician him- 
self. Ratings are high! 

Joe Howard 
A sure fire hit with listeners and a proven sales- 
man, Joe Howard sparks his shows with witty 
chatter, good Rhythm and Blues music and his 
own special brand of individualism. 

Larry Dixon 
"The Velvet Voice -the people's choice," Larry 
Dixon brings personality plus to his shows. Larry 
answers requests and is without a doubt the teen- 
ager's favorite in Detroitland. 

Milt Nixon 
Milt's selection of gospel, spiritual recordings, 
special features and sincere delivery all build a 
large, receptive and loyal audience for his religious 
programs. 

Trudy Haynes 
Charming and personable Trudy Haynes' "Teenie 
Weenie Show" is the most popular kiddie show 
in the area. She also has a blue ribbon homemakers' 
program. 

Doug Lacy 
Sunday afternoons are made pleasant for WCH B's 
many listeners through Doug Lacy's adept handling 
of the relaxing "Music for Sunday" show. 

TIME RATES 
Rates effective March 15. 1958. 

Gen'I Rates 1 hr. 1/2 hr. 1 4 hr. 5 tolo 
520 times 192.00 87.00 58.00 29.00 
312 times 155.00 93.00 62.00 31.00 
260 times 163.00 98.00 66.00 33.00 
156 times 171.00 103.00 69.00 35.00 
104 times 179.00 108.00 72.00 36.00 

1 min. 
13.00 
14.00 
1.5.00 
16.00 
17.00 

52 times 107.00 112.00 75.00 30.00 10.00 
26 limes 195.00 116.00 78.00 39.00 19.00 
13 times 203.00 122,00 81.00 41.00 20.00 

1 tinte.. 210.00 126.00 84.00 93.00 21.00 
30 second spots 60'1 of frequency minute rates. 

IMPACT AN7OUNCESIENT PACKAGES 
plinimum 4 weeks schedule) 

Per week 
5 one- minute announcements 75.06 

10 one -minute announcements 130.00 
15 one-minute announcements 180.00 
20 one -minute a uuncements 220.00 
30 second spots n of Impact l'ackage Rates. 

s 

Package announcements are flat weekly rates, not 
combinable with other announcement schedules to earn 
additional discounts and are Run- of- Schdule. 

SPECIAL FEATURES 
Entire schedule programmed to Negro market. 
News Service -A1' and a full -time local Negro news 
department. 
Time Signals and Weather Reports -rates on request. 
Copy must be submitted IS hours In advance. 
Library Service -Thesaurus. 

cl' 
ADIO 

'G al 02. to 5:00 p.m. 
September, 1958 

DETROIT 

HAS 

625,000 

NEGROES 

WHO SPEND 

OVER 

$700,00,000 

ANNUALLY 

1000 
WATTS v B 1440 

KC 
National Representatives 

Bob Dore Associates 
Dora -Clayton (South) 

WCHB KEALL 

AS 

DETROITLAND'S VOICE OF PROGRESS 
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limited to one 5- minute newscast 
each hour, programmed at seven 
minutes of the hour. We employ 
two newsmen and they are instruct- 
ed to handle news in the following 
manner: Local -news of the Negro 
community as a lead; civil rights and 
segregation issues (nationally); news 

of Negro interest nationally; news 
of the entertainment world; sports, 
and world -wide and national wrap - 
up. 

"This format, however, is junked 
when items of national interest war- 
rant lead attention. The average 
listener, of course, is more interested 

+ow 
Ì 

KGFJ'S "Weather Girl" 
MISS BRONZE CALIFORNIA 

COVERAGE 
THAT 

COUNTS! 
The Vital 

LOS ANGELES 

NEGRO MARKET 

of more than 

600,000 
is yours on 

(2;) 
FIRST & ONLY 

ALL -NEGRO APPEAL 
STATION IN SO. CALIF. 

FIRST IN PULSE 
"LOS ANGELES NEGRO 
MARKET, APRIL, 1959 

FIRST IN 
N E RAOC 

T 
O TM COMMUNITY 

DIAL 1230 -24 HOURS A DAY! 
6314 Sunset Blvd. - Los Angeles 28, Calif. 

PHONE: H011ywood 4 -0201 
Notional Reps New York, Chicago, Atlanta Bernard Howard 8 Co. 

San Francisco Robert R. Allen Co. 

30 (supplement p. 8) 

in local news and especially in heat- 
ing names and addresses." 

Similarly, \VA \IO Pittsburgh em- 
phasizes the role of local news. "Po- 
lice and fire stations in Negro areas 
are covered on a regular 'beat' and 
contacts are maintained in City Hall 
to feed us news of importance to the 
Negro community. News of church 
groups and other organizations is 
highlighted." 

The link with the community is 
shown by WWRL New York. Dur- 
ing the newspaper strike in New 
York this past year, WWRL had a 

reporter deliver newscasts between 
shows at the Apollo Theater in Har- 
lem. 

Musical programming is des-el- 
oped to meet the special tastes of 
this specialized medium. For the 
most part (see listing, p. 31), Negro 
radio features gospel music and 
rhythm and blues. 

"Primarily our music is gospel and 
spiritual, rhythm and blues, and 
Negro artists popular," says WMFS 
Chattanooga. "This was decided 
upon after the social science division 
of Howard School interviewed 500 
Negro families in this market in 
1958. The survey showed that our 
Negro audience preferred this music 
and in that order. Only one percent 
said they liked western, four percent 
classical and one percent other 
music" 

In serving the special tastes of 
their listeners with familiar person- 
alities, Negro radio is gaining in- 
creasing acceptance. 

Johnny Brown, personality of WROK Rock- 
ford, III., broadcasts show from local store. 
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Negro Station Key 
The following information is taken from questionnaires returned by 114 

stations that replied to the u. S. RADIO survey. The programming informa- 
tion is reported in the sanie terminology used by the stations. All questions 
were designed w cover only the aspects of Negro programming: 

No. of 
No. of News - 
D.J.'s men Station 

Wkly. 
Hrs. 

Negro 
Pgrm. 

% 
Wkly. 
Sched- 

ule 
Types Music 

Played 

ALABAMA 
WAUD Auburn 20 16 Negro appeal 
WBCA Bay Minette 11/2 I Gospel 
WENN Birmingham 90 100 Negro popular, 

blues, gospel 

WJLD Birmingham 132 100 Rhythm & blues, 
gospel & religious, 
popular, jazz 

WJOI Florence 38 38 Not reported 
WOWL Florence 7 8 Spiritual, rhythm 

& blues 
WGOK Mobile 84 100 Rhythm & blues, 

gospel, spiritual 
WMOZ Mobile 84 100 Rhythm & blues, 

spiritual 

WMLS Sylacauga 6 6 Spiritual, rhythm 
& blues 

WTUG Tuscaloosa 96 100 Rock & roll, blues, 
jan, popular, 
spiritual & gospel 

ARKANSAS 
KFFA Helena 30 28 Popular, rock & 

roll, spiritual 
KOKY Little Rock 90 100 Popular, blues, 

religious 
CALIFORNIA 
KRE Berkeley 12 9 Gospel, choir 

KGST Fresno 10 10 Blues & Negro 
artists; rhythm & 
blues 

KGER Long Beach 12 8 Spiritual, Negro 
popular 

KGFJ Los Angeles 164 100 Balanced program 

KVON Napa 2 2 

KTIM San Rafael 7 8 

DELAWARE 
WILM Wilmington 14 10 

DISTRICT OF COLUMBIA 
WOOK 168 100 

Washington 
WUST Washington 70 

Church program 
Gospel 

Rhythm & blues, 
rock & roll 

Not reported 

100 Majority of music 
is based on 
Negro -appeal 
record sales 
from two top 
area retail outlets 

FLORI DA 
WROD 2 II/2 

Daytona Beach 
WFTL 10 8 

Ft. Lauderdale 
WFEC Miami Not reported 100 

WMBM 
Miami Beach 

93 100 

WBOP Pensacola 100 100 

All live -religious, 
classical, popular 

Spiritual, rock & 

roll 
Rhythm & blues, 

spiritual 
Spiritual, gospel, 

rhythm & blues, 
popular 

Rhythm & blues, 
gospel, jazz; pop- 
ular & standards 
by Negro artists 
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News 
Coverage 

General 
None 
Local human interest 

and news stories; 
personal inter- 
views. tapes 

Wire service, local 
church news 

1 

None None 
4 I 

5 4 

Not reported 5 3 

Negro affairs, 5 2 

meetings 
Local; national 4 I 

wire 
Beeper reporfs from 4 None 

Negro weekly 
paper, Mobile 
Beacon; daily 
national & local 
news 

Not reported 2 I 

Wire service 

Local news 

Strong local; 
national wire 

6 I 

4 I 

5 2 

Events of Negro I 1 

churches & organi- 
zations 

Local news 3 I 

Church & club; 
news in general 

General national 
news; local Negro 
news 

None 
None 

Local Negro 
community 

Not reported 

National wire 
service 

Basically local 
& regional 

General local & 

national 
Local interest 

Local Negro 
interests 

8 4 

I 

None None 
4 4 

I None 

Not Not 
reported reported 

4 3 

None None 

I 2 

5 I 

5 None 

Wire service; civic, 3 3 

church, community 

(Negro Stations Cont'd on p. 32) 

NEGRO 
Community Programming 

SPANISH /PUERTO RICAN 
Programming 

of Whirl -Wind sales action 

WWRL 
NEW YORK DE 5 -1600 
- 10:OOAM- 5:30PM 
' 5:30PM- 10:OOAM 
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ONLY STATION 
PROGRAMMING 

TO PITTSBURGH'S 

250,000 
HIGH INCOME1 

POPULATION NEGRO MARKET 

WAMO 
PITTSBURGH,PA. 

SIR WALTER 
RALEIGH 

PORKY 
CHEDWICK 

- BILL 
*14%..,, POWELL 

0 CHARLES 
GORDON 
News Director 

WALT 
JONES 

Merchandising 
Manager 

WAMO 
PITTSBURGH 860 KC 

BERNARD HOWARD 
NAT'L. REP. 

( Srrßpbrnrn! p. I O) 

NEGRO STATIONS (Cont'd from p. 31) 

Station 

Wkly. % 
Hrs. Wkly. 

Negro Sched- 
Pgrm. ule 

Types Music 
Played 

News 
Coverage 

WTRR Sanford 14 

WTMP Tampa 93 

GEORGIA 
WDEC Americus B 

WAOK Atlanta 157 

WAUG Augusta 50 

WCLS Columbus 84 

WDAK Columbus 14 

WCEH Hawkinsville B1/2 

WCRY Macon 72 

WIBB Macon 84 

WACL Waycross 10 

ILLINOIS 
WBEE Chicago 100 

WTAQ La Grange 12 

WROK Rockford 12 

INDIANA 
WWCA Gary 18 

KENTUCKY 
WLOU Louisville 9B 

WMLF Pineville 11 

LOUISIANA 
WXOK Baton Rouge 91 

KAOK Lake Charles 19 

KNOC Natchitoches 21 

WBOK New Orleans 84 

WYLD 133 
New Orleans 

KANB Shreveport 84 

KOKA Shreveport 90 

MARYLAND 
WANN Annapolis 84 

WEBB Baltimore 100 

WITH Baltimore 22 

13 Rhythm & blues, 
spiritual 

100 Spiritual, gospel, 
rhythm & blues, 
popular 

9 Negro artists; 
spiritual & folk; 
some rock & roll 

100 Hit records, gospel, 
blues; live talent 
shows 

50 Gospel & spiritual, 
rhythm & blues 

100 Listener taste 

B Religious, rock & 

roll 
10 Rhythm & blues, 

spiritual 
100 Rhythm & blues, 

spiritual 
100 Rock & roll, rhythm 

& blues, hymns, 
classical, jan, 
gospel 

7.7 Rhythm Si blues, 
rock & roll, 
spiritual 

100 Rhythm & blues, 
spiritual 

10 Religious, popular 

10 Standards, popular, 
jazz 

15 Rhythm & blues, 
spiritual 

100 Spiritual, gospel, 
rhythm & blues, 
popular 

10 Gospel, rock & roll, 
Negro -appeal hits 

Rhythm & blues, 
spiritual 

Spiritual, blues 

Not reported 

Local Negro 
interests 

News items featured 
in Negro programs 

Heavy club & 

community news 

Local news 

Local news & events; 
national wire 

Heavy local news 
using mobiles 

Not reported 

Wire service 

Local community 
interest 

Local mobile news, 
general news 
spotted in Negro - 
appeal program. 

Local, national, 
international 

Local news of 
coverage area 
Not reported 

No special Negro 
news program. 

Local Negro 
interests 

News of Negro 
community 

100 Mostly local & 

national 
15 School & church 

activities; 
sports events 

16 Rock & roll, rhythm Schools, sports & 

& blues, live community events 
quartet 

100 Spiritual, Not reported 
rhythm & blues 

100 Spiritual, gospel, Local Negro 
rhythm & blues, interests 
popular 

100 Spiritual, gospel, General 
blues 

100 Rhythm & blues, Negro interest 
religious 

100 Rhythm & blues, 
spiritual, religious 

100 Rhythm & blues, 
popular Negro 
artists, spiritual 

13 Not reported 

WSID Baltimore 84 100 Not reported 

MICHIGAN 
WCHB Inkster 100 

WMUS Muskegon 6 

100 Rhythm & blues, 
rock & roll, jan, 
religious, popular, 
show, semi- 
classical 

5 Jazz, rock & roll 

Negro community 
news 

Heavy public 
service 

Bulletins from 
Afro- American 
newspaper 

Not reported 

Local & national 
Negro news; wire 
service 

None 

No. of 
No. of News - 
D.J.'s men 

None None 

4 None 

3 I 

7 I 

2 None 

6 3 

5 2 

3 2 

3 None 

5 5 

4 2 

4 3 

I 5 

7 2 

I 4 

5 None 

3 I 

4 I 

I None 

4 2 

5 I 

5 None 

4 I 

5 I 

4 I 

4 Not 
reported 

2 4 

Not Not 
reported reported 

5 I 
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Station 

Wkly. 
Hrs. 

Negro 
Pgrm. 

Wkly. 
Sched- 

ule 
Types Music 

Played 
News 

Cove rage 
No. of 
D.J.'s 

No. of 
News- 
men 

WSJM St. Joseph 5 3.4 Rhythm & blues, 
rock & roll 

Not reported 6 2 

MISSISSIPPI 
WROX Clarksdale 30 22.5 Rhythm & blues Local Negro news 2 I 

WGVM Greenville 30 33.3 Rhythm & blues, 
rock & roll, sacred 

Racial, regional, 
national 

5 None 

WOKJ Jackson 90 100 Rhythm & blues, 
religious, popular, 
jazz 

Complete local 
news; national 
wire service 

5 2 

WQIC Meridian 74 100 Rhythm & blues, 
popular, religious 

Local news; national 
wire service 

4 2 

MISSOURI 
KFAL Fulton I 1.2 Live Negro per- 

formance 
General news 4 2 

KATZ St. Louis 138 100 Rhythm & blues, rock Wire service 6 None 
& roll, spiritual, 
gospel, jazz 

KXLW St. Louis 106 100 Rhythm & blues, rock 
& roll, jazz, popu- 
lar, gospel 

General & Negro 
community 

4 I 

NEW JERSEY 
WHBI Newark 23 100 Gospel Straight news, 

commentary 
6 3 

WNJR Newark 140 100 Rhythm & blues, 
rock & roll, 
spirituals 

General news, local 
events 

7 I 

NEW YORK 
WLIB New York 93 93 Rhythm & blues, 

spiritual, popular, 
jazz with Billy 

Heavy national & 

local emphasis; 
lape interviews 

5 3 

Taylor 
WWRL New York 43'/2 26 Rhythm & blues, 

jazz, spiritual, 
gospel 

Negro interest 
news; general 
news; beeper 
interviews 

3 3 

NORTH CAROLINA 
WCGC Belmont 25 15 Spiritual, gospel, 

rock & roll 
Not reported 3 2 

WWIF Canton 7 7 Rock & roll, rhythm 
& blues, spiritual 

General national & 

local news; local 
I None 

Negro interest 
WGIV Charlotte 54 64 Popular, blues, hit 

tunes, rhythm 
National, local 
community news 

4 2 

8 blues 
WSRC Durham 92 100 Popular, standards, 

spiritual, gospel, 
rock & roll 

Local Negro news, 
national wire 

4 I 

WCDJ Edenton 4 3 Rock & roll, rhythm Church news 4 2 

& blues, gospel 
WFAI Fayetteville 12 10 Variety, rock & roll, 

folk, hymns, jazz 
Local Negro news 

only 
I I 

WFMC Goldsboro 13 18 Rhythm & blues, 
popular, spiritual 

Primarily local news I 1 

WGBG Greensboro 12 9 All types All types, emphasis 
on local sports 

4 I 

WHNC Henderson 31 23 Rock & roll, hymns School & local news 2 3 

WELS Kinston 10 12 Selected by Negro 
d.j. 

General approach to 
news, plus news of 

I I 

Negro community 
activities 

WHIT New Bern 6 21 Rock & roll, popular, 
spiritual 

Religious, local 
sports 

I I 

WRAL Raleigh 14 10 Top 100 tunes, 
spiritual 

General news, plus 
Negro community 
activities 

5 2 

WREV Reidsville II 10 Rhythm & blues, 
spiritual 

General 6 3 

WCEC Rocky Mount 9 10 Rock & roll, gospel Local & area Negro 
news, sports 

5 2 

WGTM Wilson 131/2 II Gospel, popular, 
rock & roll 

Negro community, 
church & civic 

activities; sports 

4 2 

WAAA 
Winston -Salem 

121/2 10 Rhythm & blues, 
gospel, spiritual, 
popular 

Local news only 4 
1 

OHIO 
WCIN Cincinnati 78 100 Spiritual, gospel, 

rhythm & blues, 
popular 

Local Negro 
community 

5 None 

WJMO Cleveland 168 100 Spiritual, rhythm 
& blues, jazz 

All news, mainly of 
interest to the 

6 2 

Negro 
(Negro Stations Cont'd on p. 34) 
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IN 1950 

IN 1956 

AND IN 1959 

radio time devoted to 

NEGRO 
PROGRAMMING 

WLIB 
Has more Negro listeners than any other 
New York radio station -network or in- 

dependent (PULSE) 

WLI B 
Only New York radio station with studios 

in Harlem 

WLI B 
First New York station broadcasting 
Negro community news and special 
events on a regularly scheduled basis - 

every hour on the half hour. 

WLIB 
The only radio station in New York with 
completely diversified programming - 
news, commentary, classical music, gos- 
pel, rhythm blues, jazz, homemaker show 

and public service programs. 

Byig4 p t=113 

HARLEM RADIO CENTER 2070 SEVENTH AVE., N. Y. 27 
MO 6-1800 

1190 ON YOUR DIAL 
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WANN 
with 10,000 Watts 

is metropolitan 

Baltimore's most powerful 

Negro Program Station! 

With WANN you'll get the metropolitan 

Baltimore Negro market AND the rich, 

responsive Negro Market of the entire 

Chesapeake Bay area; WANN, with 

10,000 watts is the most powerful and 

largest Negro Program Station in the 

East! 

-WRITE FOR MARKET DATA- 

WANN 
Maryland's Capital 

Station 
ESTABLISHED 

IN 1947 

1190 On Your Dial 
10,000 WATTS 

P.O. Box 631, Annapolis, Maryland 
Telephone: COlonial 3 -2500 

JOHN E. PEARSON CO. 
405 Park Ave., New York 22, N. Y. 

KNOK 
DALLAS -FORT WORTH 

is the LARGEST 

NEGRO MARKET 

in the SOUTH 

SERVED by 

ONE 

Negro Station 

Stu Hepburn, Pres. 

Rep -Stars National 

South -Dora Clayton 

KINK 
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NEGRO STATIONS (Cont'd from p. 33) 

Wkly. 
Hrs. 

Negro 
Station Pgrm. 

Mo 

Wkly. 
Sched- 

ule 
Types Music 

Played 
News 

Coverage 
No. of 
D.J.'s 

No. of 
News - 
men 

WVKO Columbus 10 12 Good music, mostly Religious & social; I 

Negro artists; jazz NAACP 
WJEH Gallipolis 3 4 Rhythm & blues General I None 
WTOD Toledo 4 2 Popular, rock & 

roll, spiritual 
General I I 

OKLAHOMA 
KOKL Okmulgee 17 18 Rock & roll General 4 I 

PENNSYLVANIA 
WDAS 123 

Philadelphia 
100 Rock & roll, rhythm 

& blues with per- 
sonality emphasis, 
spiritual, jazz 

Strong national & 

local coverage for 
Negro market 

8 2 

WHAT 163 
Philadelphie 

100 Gospel, spiritual, 
rhythm & blues, 
rock & roll 

Mostly local Negro 
community news 

12 2 

WAMO Pittsbur4h 100 100 Rhythm & blues, 
jazz, spiritual, 
gospel 

Local news of 
Negro interest 

4 2 

SOUTH CAROLINA 
WANS Anderson 23 20 Gospel, rock & roll Negro football 

games 
I 2 

WBSC Bennettsville 14 9 Rhythm & blues, 
spiritual, rock & 

roll 

General, except for 
Negro community 
announcements 

5 I 

WPAL Charleston 84 100 Religious, popular, 
rhythm & blues, 
classical, rock 

None 5 None 

& roll 
WESC Greenville 12 16 Rock & roll, spiritual General local, 

national wire 
4 2 

TENNESSEE 
WMFS Chattanooga 93 100 Gospel, spiritual, 

rhythm & blues, 
Negro artist 
popular 

General local news 3 1 

WJAK Jackson 84 100 Popular, rhythm & 

blues, spiritual, 
jazz 

General national 
wire; local news of 
Negro community 

4 I 

WDIA Memphis 140 100 Rhythm & blues, 
gospel, jazz 

Straight news stress- 
ing local & re- 
gional Negro 
interests 

9 4 

WLOK Memphis 100 100 Rhythm & blues, 
spiritual, blues, 
popular 

National wire 4 None 

WLAC Nashville 34 20 Rhythm & blues, 
spiritual 

Not reported 3 2 

WVOL Nashville 93 100 Spiritual, gospel, 
rhythm & blues, 
popular 

Local Negro 
interests 

6 None 

TEXAS 
KNOK Fort Worth 100 100 Blues, gospel, 

spiritual 
Local Negro com- 

munity news has 
priority; also 
national, inter- 
national, state 

5 I 

KGBC Galveston 21 16 Middle -of -the -road All news I 3 

Negro enter- 
tainers; rhythm 
& blues 

KCOH Houston 100 100 Not reported Not reported 6 Not 
reported 

KYOK Houston 130 100 Rhythm & blues, 
spiritual, gospel 

National wire 7 None 

KMHT Marshall 23 20 Spiritual, rhythm & 

blues, rock & roll 
Extensive local news 3 2 

KZEY Tyler 131/2 100 Gospel, spiritual, 
blues, rock & 

roll, jazz 

National & local 
news of Negro 
interest 

4 2 

VIRGINIA 
WFLO Farmville 7 10 Rhythm & blues Announcements of 2 I 

Negro interest 
WBRG Lynchburg 20 20 Spiritual, rhythm & 

blues 
General 4 2 

WYOU 84 
Newport News 

100 Not reported Not reported Not Not 
reported reported 

WRAP Norfolk 147 100 Rhythm & blues, 
spiritual 

General 6 2 

WANT Richmond 84 100 Rhythm & blues, 
spiritual 

National wire 3 3 
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Negro Radio Proves 
Itself to Moviemaker 

i 
WORLD PREM- IE- RE 

"TAMANGO 
"ORDERS TO KILL" 

cit-r 
awls 

Mnc nui - ' 

Here's how this specialized medium 

meant box office success for 'Tamango' 

film. Using 23 Negro stations, 

radio `spearheaded' the promotion 

If a motion picture isn't 
quick on the draw (box of- 
fice, that is) its fate is usual- 

ly similar to that of the countless 
thousands of unfortunates who have 
been biting celluloid dust since 
"The Great Train Robbery." 

In most instances the film distrib- 
utor and theatre operator have a 
mere week to 10 days in which to 
penetrate the area, and create a 
"market" for the picture. Since each 
film has a different appeal, a differ- 

U. S. RADIO December 1959 

ent combination of marketing tools 
must be employed each time. 

Radio is becoming one of the most 
effective and regularly used pieces of 
equipment in the motion picture 
distributor's "tool kit." Within the 
past year Negro radio, too, has been 
proving its ability to help create and 
deliver an audience at the theatre 
box office. 

"We made heavy use of Negro ra- 
dio when we opened our film, Ta- 
mango, in Detroit this summer," 

William O'Hare, director of adver- 
tising and publicity for Valiant 
Films Corp., New York, states. "As 
a result of our experiences there we 
decided to channel 40 percent of our 
total radio budget for the film into 
Negro radio. And after we saw the 
grosses in the 11 key markets in 
which we used Negro radio, we very 
definitely decided to give this medi- 
um serious consideration in all our 
future plans." 

Although other media were em- 

(Supplement p. 13) 35 



tamango 

Hal Jackson (I.) of WLIB New York interviews two members of the 
theatre audience who had just seen the film Tamango. The taped 
interviews were used to successfully help promote film in the market. 

played, Mr. O'Hare explains, radio 
was used to "spearhead" the cam- 
paign in each Negro market. "Our 
reason for leaning so heavily on ra- 
dio was simple," he says. "The sta- 
tions are on the air 12 to 24 hours 
a clay. This gives us the oppor- 
tunity to get our message across re- 
peatedly. Since we have such a 

short span of time in which to make 
an impact in a market, this type of 
saturation is invaluable." He is 
also enthusiastic about the coopera- 
tion and promotional support he 
got from the Negro stations. 

"Our Detroit campaign," Mr. 
O'Hare points out, "set the tone for 
the rest of our engagements. We 
premiered Tamango in that city this 
past slimmer, since the warm weather 
months are now the best in the film 
business. The picture was an action 
drama starring Dorothy Dandridge 
and the German star Curt f urgens. 
It was booked into the Fox Theatre, 
a fiat- class, 5,000 -seat house. For 
one week prior to the opening we 
used 30 to 40 spots a week on WCHB 
and \V JLB, and repeated the cam- 
paign through the first week of Ta- 
mnugo'.s opening. 

$fi (Cupplrrnrnt p. 1$) 

"Working closely with WCHB," 
Mr. O'Hare continues, "we ar- 
ranged for a special pre -opening 
showing of the picture for the lead- 
ers of the Negro community in De- 
troit. Since the theme of the film, a 
ship captain's romance ivith a Negro 
girl, had created some controversy 
when it played in Europe, WCHB 
decided to tape audience comments 
in the lobby. These two -to -four- 
minute interviews were used on the 
air during the first week of the pic- 
ture's official opening." 

Mr. O'Hare also describes how 
WCHB made use of its community 
sound truck to support the ad pro- 
gram. The truck is used by the sta- 
tion daily to cover the streets of the 
Negro sections of Detroit. Usual fare 
is music and reports on ¡tents of top- 
ical interest One or two of WCHB's 
d.j.'s usually are on board the truck. 
Starting a few clays before the open- 
ing of the picture, the sound truck 
played some of the taped interviews 
stade at the preview showing, trans- 
criptions provided by Valiant Films, 
and the d.j.'s prepared copy of their 
own designed to stimulate interest 
in the film. 

"In addition to that support," Mr. 
O'Hare remarks, "the station also 
coined a phrase, 'Tamango Is the 
Greatest,' which was then used on 
WCHB shows throughout the day." 

Tamango played the Fox Theatre 
for three weeks, and as Mr. O'Hare 
explains, only a major film produc- 
tion usually generates enough action 
at the box office to warrant three 
weeks of play at a 5,000 -seat house. 
He was most emphatic in giving a 
large share of the credit for the suc- 
cessful Detroit engagement to the 
efforts of Negro radio. 

Having established a successful 
format in Detroit, Valiant Films 
used the same approach in other ma- 
jor markets. In Philadelphia, \'DAS 
worked closely with the distributor 
in organizing the special preview 
showing for local Negro community 
leaders, and aired taped lobby inter - 
views. WHAT also supported the 
spot campaign vs'hich it carried, by 
having some of its station personali- 
ties insert interesting facts about the 
film and its leading players through- 
out the schedule. The box office 
story at Philadelphia had a "happy 
ending," with another healthy three- 
week run resulting. 

Fiercely Competitive 
Coming into the fiercely competi- 

tive New York area, Tamango was 
booked into the Capitol Theatre in 
the heart of Manhattan's theatre 
belt. Still following the formula, Air. 
O'Hare started his campaign on 
WLIB, \\'\\'RL and \VOV. The pre- 
view showing of the film and the 
lobby interviews were worked out 
in cooperation with \1'LIß. The sta- 
tion added its own little twist to the 
interviews by conducting Mr. and 
Mrs. discussions. Co- producers of 
the filin, Pete .Jaeger and Sig Shore, 
discussed the picture in an interview 
from the station's studios. \VLIB's 
roster of d.j.'s also supported the 
picture on the air and at the com- 
uumity appearances. \' \1'RL and 
\VOV also backed up the campaign. 

" Tamango played 17 days at the 
Capitol," Mr. O'Hare reports, "and 
when the picture opened in 77 RKO 
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and other neighborhood theatres, 
we repeated the campaign. The 
grosses on the picture were 25 to 30 
percent higher than the average, and 
we know that Negro radio played 
an important role in selling those 
extra tickets." 

Extra Boost 

\fr. O'Hare illustrates how in city 
after city, the Negro stations "got 
the job done." In Pittsburgh, 
%VAMO personalities gave the film 
an extra boost both on and off the 
air, and helped create enough inter- 
est to sustain a three -week run, in- 
stead of the usual one. WNJR in 
Newark, N. J., was an effective "ball 
carrier" in that territory. The story 
was the same in Baltimore, with 
WEBB and WSID working directly 
with the New Albert Theatre. 

"Before the picture completed its 
initial engagements around the 
country," Mr. O'Hare says, "we used 
a total of 23 Negro radio stations. 
Of course, we used Negro newspa- 
pers, but the ratio was three -to -one 
in favor of radio. Our spots ran 20, 
30 and 60 seconds, and we made no 
attempt to prepare special copy for 
the Negro market. Most of the time 
buys were on disc jockey and gospel 
programs, and we concentrated our 
spots during the 6 to 8 a.m. and 4 

to 6:30 p.m. time periods." 
A typical one -minute commercial 

used part of the film's soundtrack to 
incite interest: 

SOUND: Theme music 
ANCR: DOROTHY DANDRIDGE.. 
ANCR 2: Exotic... 
ANCR: Dynamic... 
ANCR: In the most contro- 

versial role of her career.. 
ANCR 2: TAMANGO is based on 

the book they said could 
never be filmed! 

ANCR: TAMANGO is as bold 
and daring as the casting 
itself. 

ANCR 2: From the sound- 
track of TAMANGO, Dorothy 
Dandridge and Curt Jurgens. 

DANDRIDGE: I'm telling the 
truth to a white man for the 
first time in my life. 

(See p. 38) 
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tamango 

JURGENS: You're the only 
woman I want to live with. 

DANDRIDGE: I've always 
hated your hands on me; 
hated that bed. 

JURGENS: I'll give up ev 
erything if you'll stay with 
me. 

ANCR: Yes...You heard it.. 
the shocking love that 
sparked the most incredible 
adventure ever filmed. 

ANCR 2: These are the stars 
of TAMANGO, Dorothy Dan 
dridge and Curt Jurgens. 
ANCR: In love scenes never 

before dared on the screen. 
ANCR 2: In Cinemascope 

and Color. Don't miss 
TAMANGO. 

Short Spots 

The shorter spots employed by 
Valiant Films used a copy theme 
very similar to the one -minute com- 
mercials. Objective of the 20- and 30- 
second spots was to present hard - 
hitting copy that would quickly 
make an impact on the listener. 
Here is an example of a 20- second 
message: 

SOUND: THEME MUSIC 
ANCR: Dorothy Dandridge, 

Curt Jurgens... 
ANCR 2: In TAMANGO 
ANCR: A film as bold and 

daring as the casting it 
self ! 

SOUNDTRACK: 
DANDRIDGE: I'm telling 

the truth to a white man for 
the first time in my life. 

JURGENS: You're the only 
woman I want to live with. 

DANDRIDGE: I've always 
hated your hands on me; 
hated that bed. 

JURGENS: I'll give up ev 
erything if you'll stay with 
me. 

ANCR: Dorothy Dandridge, 
Curt Jurgens... 

ANCR 2: In love scenes 
never before dared on the 
screen. 

ANCR: In TAMANGO. 
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Tamango premiered at the Fox Theatre, Detroit. A special preview showing of the film was 
held for leaders of the Negro community prior to the opening. Hosts at the preview were 
the film's co- producers, Sig Shore (center) and Pete Jaeger (r.). WCHB Detroit taped 
interviews in the lobby. Use of radio for promotion of Tamango was tested first in this city. 

In business for six years as dis- 
tributors and co- producers of mo- 
tion pictures, Valiant Films Corp. 
has released 40 commercial films. 
Radio has been used as an impor- 
tant advertising and exploitation 
medium for 39 of these releases. 
"Our experience has been," Mr. 
O'Hare declares, "that radio is one 
of the quickest and best methods we 
have been able to find to get our 
message across -if it is employed 
properly. Proper use, as far as the 
are concerned, is a campaign which 
runs for at least one week to 10 days 
prior to the opening of the picture, 
and immediately following the open- 
ing. It also means using a minimum 
of 30 to 40 spots a week." 

Two New Films 

Valiant Films is currently making 
plans for the release of two new 
filins, "Terror Is a Man," and "Sword 
and the Cross." Mr. O'Hare ex- 
plains that although neither film 
has a Negro theme, "the results we 
obtained from the major campaign 

we put on for Tamango on Negro 
radio stations has convinced us that 
this is a very important market for 
us. We had used Negro radio on a 
very limited scale previously, but 
you can be sure that this medium 
will be getting serious consideration 
when we complete our plans for 
these two pictures, and for many 
more of our future releases." 

Happy Partnership 

Although the use of Negro radio 
by Valiant Filets was one of the most 
concentrated campaigns conducted 
recently, it is not an isolated case. 
A number of film companies, such 
as MGM, United Artists and Uni- 
versal- International, have all turned 
to Negro radio as one of their sell- 
ing outlets. As the film industry 
continues to show its renewed 
strength and vigor, and as Negro sta- 
tions continue to prove that they hit 
an important market, the happy 
partnership of using sound to sell 
sight should continue on an upward 
curve. 
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THE HOUSE THAT 
NEGRO RADIO BUILT 

This is WHAT. More than just a radio station, this broadcasting showcase has become 

a Community Center to Negro Philadelphia...another dimension of WHAT's dynamic 

service to one of America's largest (nearly 600,000) and fastest growing Markets. 

AND FROM THIS BUILDING COMES THE STRONGEST FORCE THAT YOU CAN BUY TO SELL NEGRO PHILADELPHIA 

PERSONALITIES 
We have eight of the best darn air salesmen and women in Philadelphia radio. Each, 

a terrific showman and entertainer, and dedicated to an adult, able -to -buy audience. 

MERCHANDISING 
This Fall WHAT released its new 30 page brochure "MERCHANDISING BY THE POINT 
SYSTEM." It details 15 special services available to advertisers in proportion to 
their budget ... For every dollar invested in time, advertiser earns merchandising 

points that may be used to "buy" desired services. Here are just a few: 

DISPLAYS IN . . . 

150 Acme Markets (exclusive) 
70 Food Fair Stores 
20 Best Markets 
75 Independents (exclusive) 
20 Sun Ray Drug Stores (exclusive) 

Demonstrations, sampling, couponing in above stores. Outdoor, full color painted wall 
spectaculars. Trade mailings, consumer and trade ads, new product distribution 
assistance, consumer surveys, store checks, and all the help our full -time Merchan- 
dising- Promotion crew can give you. Write for brochure. 

HAVE YOU ESTABLISHED AN "EXCLUSIVE NEGRO MARKET FRANCHISE" 
FOR YOUR PRODUCTS? EVERY WEEK MORE AND MORE ADVERTISERS 
ARE DISCOVERING THE NEGRO BONANZA IN PHILADELPHIA. 

Represented Nationally by John E. Pearson Company -New York Chicago Atlanta 

TRinity 8.1500 

Dallas Los Angeles San Francisco 
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The 
Promotion 
Beat 
Today's promotion director 

finds his Sob expanding 

in all directions 

It's no secret that in mod- 
ern-day radio the art of pro - 
motion has become a sharp- 

ly -honed tool of communication. Sta- 
tion management has come to rely, 
with mounting emphasis, on the pro- 
motion function to clear the path to 
the doors of listeners and advertisers. 

In communicating the station's 
image and activities to both these 
groups, the promotion man's job 
continues to grow more complex. 

His activities can range front pub- 
licity to merchandising. The core of 
these functions were probed at the 
fourth annual Broadcasters Promo- 
tion Association convention in Phil- 
adelphia which, as pointed out in 
u. S. RADIOS November issue, treated 
the subject in a planned and com- 
prehensive manner. 

The adjacent survey illustrates the 
scope and some of the job responsi- 
bilities attached to the promotion 
function, such as audience, sales and 
national promotion. They were con- 
ducted in conjunction with the BPA 

meeting by Henry J. Kaufman of 
Henry J. Kaufman Advertising Inc., 
Washington, D. C., and Jack Wil- 
liams, sales promotion manager of 
\ 'BZ Boston. 

Some agency advice on the ticklish 
problem of merchandising was also 
passed out by two admen. 

Tom MacDonald, vice president 
and director of merchandising at 
Guild, Bascom .f- Bonfigli Inc., San 
Francisco, offered three main points 
upon which stations should base 
their assistance to agencies and cli- 
ents: 

Tell the local trade about the 
campaign. 
Interpret the campaign (new 
product, first time on radio, big- 
gest ad campaign, etc.) . 

Solicit help and cooperation 
from trade (shelf stocking). 

Mr. MacDonald emphasized that 
stations should sell themselves first 
as a media buy. "Merchandising is 
only good when it is used to imple- 
ment the best advertising buy." 

Hal Smith, program promotion 
and merchandising manager of Need- 
ham, Louis C Brorby Inc.. Chicago, 
urged broadcasting to do a better 
job of merchandising because "print 
activity is very strong." 

He suggested that in submitting 
reports to agencies. stations should 
not translate cumulative merchan- 
dising activity in mythical dollar fig- 
ures that are meaningless. Instead. 
he stated. stations should present 
their accomplishments in terms of 
actual performance (i.e., one news- 
paper ad with 100,000 circulation). 

The controversy was stirred over 
whether stations should conduct mer- 
chandising contests on behalf of 
agencies and clients. 

The two views on sponsor mer- 
chandising contests boil down to 
this: One side holds that such con- 
tests lead to unfair pressure on a 

station promotion director to give 
preferential treatment to a given ad- 
vertiser. The opposite view believes 
that as long as merchandising reports 
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promotion 
are filed wth the agency anyway, why 
not submit them as contest candi- 
dates. 

At any rate, NLRB's Mr. Smith 
suggested that the BPA take a stand 
on the matter so that agencies and 
account people can be guided as to 
whether they can expect stations to 
cooperate in such a venture. 

On the subject of trade advertis- 
ing, R. David Kimble, account ex- 
ecutive, Grey Advertising Inc., New 
York, emphasized five guideposts to 
trade paper advertising: "Spend 
enough money to do the job, or for- 
get it; run often enough, or the 
buyer's going to forget you; run big 
enough, use enough space to tell 
your story; say something, have a 
story to tell; make good ads." 

Mr. Kimble revealed that he took 
a survey of trade paper readership. 
His sample? The advertising agency 
membership of the Radio & Televi- 
sion Executives Society - "a small 
but rather select group." Using a 
mail questionnaire, he received a 41 
percent return. 

Among the things the survey 
showed were that 25 percent read 
most of the ads, and 50 percent read 
at least some of them, Mr. Kimble 
stated. Only 25 percent of those sur- 
veyed said they read few of the ads, 
and nobody said he reads none at all. 

What creates attention for a par- 
ticular ad? About 64 percent, accord- 
ing to Mr. Kimble, said "familiarity 
through repitition in a campaign." 
The same number reported an "in- 
teresting illustration." 

About 60 percent indicated that 
"overall quality" was the reason they 
noticed an ad, and "provocative 
headline" was next Irith 55 percent, 
Mr. Kimble declared. The size of 
the ad was a readership factor for 32 
percent of the respondents. 

Among the elements that scored 
high in trade ad content, according 
to the agency people surveyed by 
Mr. Kimble, were: First, program- 
ming information; second, success 
stories and qualitative audience data; 
third, station coverage data, and 
fourth, advertiser acceptance, market 
statistics and rating information. 
Other factors that received notice- 
able response were community ac- 
ceptance, merchandising assistance, 
and power facilities. 

Following convention, broadcasters of Avery -Knodel Inc. represented stations met 
in New York: Standing (I to r), J. F. Wade, Avery -Knodel; H. E. Darton, WHBF 
Rock Island, III.; L. H. Avery, Avery -Knodel; J. Andrews, WMAZ Macon. Ga.; 
J. J. Tormey, Avery -Knodel; E. Lawson and J. W. Owen, Avery -Knodel; D. Le- 

Masurier, KDAL Duluth; P. S. Schloeder, Avery -Knodel. Seated, F. G. Neuberih, 
Avery -Knodel; Mrs. Tim Elliot, WICE Providence, R. I.; F. Bryson, WTOC Savan- 
nah; Jane Cox, Avery -Knodel; G. Harmon, WINN Louisville; D. Hirth, Avery -Knodel. 

Station men of H -R Representatives: Standing (I to r), D. Holcomb, WGBI Scran- 

ton; J. Alspaugh, M. Goldberg and F. Headley, H -R; G. Hallberg. WNAC Boston; 

M. Schaffer (rear), WAVY Norfolk; D. Witherspoon (front), WRAL Raleigh; R. 

Scott, WOI Des Moines; F. Reinlieb, WAST Albany. N. Y.; J. Lightner, WREX -TV 

Rockford, III.; H. Meeks, WMAL -TV Washington, D. C.; L. Anderson, WKBH La- 

Crosse, Wis.; T. Bachman, KXTV Sacramento. Seated, S. Fayer, WTOL Toledo; 
Avery Gibson, H -R; Ruth Schlanger, WKAL Rome, N. Y.; Phyllis Doherty, WNAC. 

Promotion managers of Transcontinent Television Corp. gather to conduct their 
first annual meeting following BPA convention: Standing (I to r), G. Stevens, TTC: 

L. W. Smith, WROC Rochester, N. Y.; G. Sperry. WNEPTV Scranton. Seated: 

C. Hutaff, WGR Buffalo, N. Y.; P. Jackson, KFMB San Diego; G. Hellmann, TTC. 
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Promotion Planning 
This survey by Henry J. Kaufman of Henry J. Kaufman C Associates, Washington, 
D. C., provides an indication of how promotion plans and decisions are arrived at. 
The study involves a mail questionnaire to radio promotion managers, with 32 re- 
sponses as a base (numbers in parenthesis are actual responses): 

1. Are you given an annual promotion budget? NATIONAL SPOT PROMOTION 
% of 
Total 

Yes 56.3 (18) 
No 43.7 (14) 

2. In your last fiscal year what percentage of your gross 
national billings did you spend on national trade 
promotions? 

% of 
Total 

Less than 1% 3.1 ( 1) 
1% 21.9 ( 7) 
2% 12.5 ( 4) 
3% 15.6 ( 5) 

17% 3.1 ( 1) 
None 3.1 ( 1) 
No Answer 40.7 (13) 

3. Are your national trade promotion plans approved 
for a period of: 

% of 
Total 

1 year 53.1 (17) 
6 months 12.5 ( 4) 
3 months 12.5 ( 4) 
Less than 3 months 15.6 ( 5) 
No Response 6.3 ( 2) 

4. Who prepares the following for approval? 
TRADE PROMOTION PLANS 

% of 
Total 

Ad Agency 6.3 ( 2) 
Staff 68.7 (22) 
Ad Agency & Staff 25.0 ( 8) 

LAYOUT AND COPY 
% of 
Total 

Ad Agency 46.9 (15) 
Staff 28.1 ( 9) 
Ad Agency & Staff 25.0 ( 8) 

MEDIA 
% of 
Total 

Ad Agency 25.0 ( 8) 
Staff 53.1 (17) 
Ad Agency & Staff 21.9 ( 7) 

5. Please indicate below the person in your organization 
who participates actively in decisions concerning 
objectives, planning, themes, media selection, etc. 

% of 
Total 

Promotion Manager 87.5 (28) 
General Manager 68.7 (22) 
Sales Manager 53.1 (17) 
Ad Agency 46.9 (15) 
National Representative 12.5 ( 4) 
Other 9.4 ( 3) 

6. What percentage of your total promotional budget 
allocated to: 

AUDIENCE PROMOTION 
% of 
Total 

5-9% 9.4 ( 3) 
10-19 15.6 ( 5) 
20-29 6.3 ( 2) 
30-39 6.3 ( 2) 
40-49 9.4 ( 3) 
50-59 9.4 ( 3) 
60-69 6.3 ( 2) 
70-79 6.3 ( 2) 
80-89 
90-100 3.1 ( 1) 
No Response 28.1 ( 9) 
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5-9% 
10 -19 
20 -29 
30 -39 
40 -49 
50 -59 
60 -69 
70 -79 
80 -89 
90 -100 

% of 
Total 

15.6 ( 5) 

12.5 ( 4) 
9.4 ( 3) 
6.3 ( 2) 

6.3 (2- ) 
3.1 ( 1) 
6.3 ( 2) 
3.1 ( 1) 

No Response 37.4 

SALES PROMOTION MATERIAL 
% of 

Total 

(12) 

5 -9% 6.3 ( 2) 
10 -19 9.4 ( 3) 
20 -29 25.0 ( 8) 
30 -39 15.6 ( 5) 
40 -49 6.3 ( 2) 
50 -59 9.4 ( 3) 
60 -69 3.1 ( 1) 
70 -79 - - 
80 -89 - - 
90 -100 - - 
No Response 25.0 ( 8) 

7. Please number in order the most important objec- 
tives of your current advertising: 

% of 
Total 

Ratings- Audience 43.7 (14) 
Image Building 37.4 (12) 
Market Building & Recognition.. 31.3 (10) 
Sales 21.9 ( 7) 
Programming 9.4 ( 3) 
Coverage 9.4 ( 3) 
Quality 6.3 ( 2) 

The following received one response: Representation, 
inquiry, success stories, leadership, advertising effec- 
tiveness, national, establish personalities, prestige, to 
sell radio as supplement to tv (3.1% each). 

8. To accomplish these objectives, what does your ad- 
vertising stress? 

% of 
Total 

Leadership 68.7 (22) 
Market Characteristics 56.3 (18) 
Coverage 50.0 (16) 
Programming Policy 50.0 (16) 
Special Personalities 46.9 (15) 
Results 46.9 (15) 
Ratings 43.8 (14) 
Cost per 1,000 40.7 (13) 
Special Programs 37.4 (12) 
Testimonials 28.1 ( 9) 

9. What, to you, constitutes evidence of your advertis- 
ing's effectiveness? 

B l' 

Increased sales 
Comments agency - advertiser 
National "reps" reactions 
Other 

More than one reply given 

11111 IIIIIIIII IIIIIIII 

% of 
Total 
65.6 
59.4 
56.3 

(See p. 44) 
1 II 
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s 

re 

promotion (Cont'd horn p. 43) 

Sales Promotion! ! 

What jobs belong to a station's sales promotion manager? Here's what 60 sales 
managers (out of a total sample of 100) think. These 100 possible jobs were includ- 
ed in the survey taken by jack Williams, sales promotion manager of WBZ Boston. 

1. Gather material for and produce fact 
sheets on programs. 89.86% (62) 

2. Gather material for and produce fact 
sheets on market. 88.41% (61) 

3. Maintain files: station. market data 86.96% (60) 
4. Prepare brochures for mailing to 

clients- agencies. 86.96% (60) 
5. Keep station mailing lists up to date 86.96% (60) 
6. Prepare newspaper advertisements for 

sponsored shows. 84.06% (58) 
7. Produce and mail fliers to retailers 84.06% (58) 
8. Prepare air promo. sponsored shows 81.16% (56) 
9. Prepare "other" advertising for spon- 

sored shows (i.e. laundry stuffers). 81.16% (56) 
10. Write activity report (promotional) for 

sponsor. 79.71% (55) 
11. Attend in- station sales meetings. 78.26% (54) 
12. Prepare outdoor advertising for spon- 

sored shows. 78.26% (54) 
13. Handle exhibits at trade shows 76.81% (53) 
14. Personalize station ad reprints for 

mailing to station -clients 76.81% (53) 
15. Prepare station mail response maps. 76.81% (53) 
16. Schedule trade advertisements after 

plan has been approved. 73.91% (51) 
17. Schedule direct mail campaigns after 

plan has been approved 73.91% (51) 
18. Develop sales promotional flip card 

presentations 72.46% (50) 
19. Prepare newsletter, fact sheets for 

mailing to clients -agencies 72.46% (50) 
20. Create station trade advertisements 71.01% (49) 
21. Prepare, mail program schedules 71.01% (49) 
22. Develop sales promo. slide presen 69.57% (48) 
23. Handle sponsored program publicity 

for area newspapers. 69.57% (48) 
24. Handle station audience promotion (no 

client mentions). 69.57% (48) 
25. Develop. submit budget for trade adv. 69.57% (48) 
26. Produce and distribute point -of -sale 

posters, shelf -talkers. 68.12% (47) 
27. Develop new mailing lists for stations. 66.67% (46) 
28. Develop sales promo. film presen. 65.22% (45) 
29. Write articles for grocery. drug pubs 65.22% (45) 
30. Reprint and mail trade magazine 

articles to clients -agencies. 65.22% (45) 
31. Handle station publicity (no clients) 65.22% (45) 
32. Develop promotional idea for sale to 

potential client. 63.77% (44) 
33. Edit merchandising newspaper. 63.77% (44) 
34. Plan and coordinate station parties for 

agencies -clients. 62.32% (43) 
35. Produce gimmicks for distribution to 

clients. 62.32% (43) 
36. Select media for trade advertising.. 60.87% (42) 
37. Handle sponsored program publicity for 

trade publications. 60.87% (42) 
38. Make calls on clients with salesman. 57.97% (40) 
39. Negotiate trade deals for contests, gim- 

mick mailings. 57.97% (40) 
40. Publish report on station ratings. 56.52% (39) 
41. Layout and publish station rate card 55.07% (38) 
42. Maintain RAB -TWB files. 52.17% (36) 
43. Write sales presen. for potential clients 52.17% (36) 
44. Handle window displays for client 

products. 52.17% (36) 
45. Select gimmicks for mailing to clients - 

agencies. 52.17% (36) 
46. Analyze rating reports. 50.72% (35) 
47. Gather success stories from clients. 47.83% (33) 
48. Hold press conferences for sponsored 

shows. 47.83% (33) 
49. Prepare award entries. 46.38% (32) 

1} 

50. Handle public appearances for spon- 
sored show talent. 44.93% (31) 

51. Devise publicity stunts for sponsors 44.93% (31) 
52. Report to client on mail response for 

particular show. 44.93% (31) 
53. Prepare basic salesmen's handbook 43.48% (30) 
54. Order salesmen's name cards. 43.48% (30) 
55. Develop sales promotional audio tape 

presentations. 43.48% (30) 
56. Develop sales promotional video tape 

presentations. 42.03% (29) 
57. Prepare rating analysis for proposal 40.58% (28) 
58. Supervise station hospitality suite. 40.58% (28) 
59. Decorate station halls, lobby. 40.58% (28) 
60. Judge client contests. 39.13% (27) 
61. Prepare brochures for mailing to cli- 

ent's employees 39.13% (27) 
62. Handle audience mail for client offers 39.13% (27) 
63. Produce gimmicks for distribution by 

clients 37.68% (26) 
64. Sample employees with client products 37.68% (26) 
65. Handle subscription to rating services 36.23% (25) 
66. Write letters to VIP's on behalf of sta- 

tion clients 36.23% (25) 
67. Conduct survey for client program 34.78% (24) 
68. Decide what merchandising assistance 

a client will receive 34.78% (24) 
69. Handle listener -viewer calls and mail 34.78% (24) 
70. Schedule announcements for trade deal 

advertisers 31.88% (22) 
71. Prepare rating analysis of client sched. 31.88% (22) 
72. Plan meetings with client agency 30.43% (21) 
73. Entertain local clients and prospects 30.43% (21) 
74. Copy for air prcmo. of client products 30.43% (21) 
75. Conduct tours of station 30.43% (21) 
76. Handle clients' closed- circuit meets 30.43% (21) 
77. Conduct presentations at client sales- 

men's meetings 30.43% (21) 
78. Send telegrams to clients reminding 

them of schedule 28.99% (20) 
79. Entertain visiting firemen 27.54% (19) 
80. Handle audio -visual aid equipment 26.09% (18) 
81. Route trade magazines around station 26.09% (18) 
82. Make calls on clients (promotional) 24.64% ( 17) 
83. Conceive and write copy for contest in- 

volving client products 24.64% (17) 
84. Report on broadcast schedule for trade 

deal advertisers 23.19% (16) 
85. Handle client product sampling and 

display at women's luncheons 23.19% (16) 
86. Secure tickets for New York- Chicago 

shows for clients, VIP's 23.19% (16) 
87. Prepare trade deal contracts and orders 21.74% (15) 
88. Supply gifts for association meetings 20.23% (14) 
89. Gather material for and produce fact 

sheets on sales procedure, policies 18.84% (13) 
90. Negotiate trade deals for station 

equipment 17.39% (12) 
91. Make hotel reservations for visitors 15.94% (11) 
52. Deliver sales presen. to clients- agencies 14.49% (10) 
93. Send letters to VIP's receiving honors 14.49% (10) 
94. Prepare availability sheets 13.04% (9) 
95. Coordinate station personnel activity in 

civic clubs 13.04% (9) 
96. Write speeches for client delivery at 

sales meetings 11.59% (8 ) 

97. Plan sales incentive contests 11.59% (8) 
98. Conduct sales incentive contests 10.14% (7) 
99. Pick up client copy, ET's, films and 

deliver to traffic department 5.80% (4) 
100. Pick up trans. tickets for station per- 

sonnel 2.90% (2) 
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question 
and answer 
THE QUESTION: 

What Kinds of Research Are Other 
Media Doing That Radio Should Be Doing? 

NORMAN YOUNG ANSWERS: 

That this question should be 
proposed at all is disturb- 
ing, inasmuch as it appears 

to assume radio research is not doing 
a good job. Before answering the 
question directly, I'd like to ran- 
domly explore this denigration of 
radio research to see if it's war- 
ranted. 
In t'. s. ta,tuto's own survey of agen- 

cies, 67 percent opined that radio 
research is poor and 77 percent said 
radio research does not compare 
favorably with research available in 
other media (see Are Agencies Un- 
derselling Radio ?, November 1959). 

When I read something like this. 
I am struck by one of those instinct- 
ive pangs that occur when figures 
seem incongruous. Why incongru- 
ous? Because I know that basically 
the kind of researchers now oper- 
ating in radio have backgrounds and 
experiential levels not different 
from that of researchers in other 
media. Yes, they went to the same 
schools and had parallel jobs, many 
coming from the identical variety 
of media research disciplines. 

Tough Nut 

Hence, as I see it, it couldn't be 
the researchers who are at fault. If 
not the researchers, then why is ra- 
dio research different from other 
media research? It might be due 
either to lack of money to do com- 
petent research or, perhaps, to radio 
research just having a tougher nut 

Dr. Young, director of research, 
Mogul Williams C Saylor Inc., New 
York, explains why radio's research 
job is the toughest of all. He says, 
however, there is "considerable 
and voluble information available'' 
and offers eight guideposts for sta- 
tions to follow. 

to crack than other media. Let's see. 
Have you ever spoken to a fest of 

the 77 percent who say radio re- 
search is not as good as research 
from other media? I have. What 
happens? They end up admitting 
several things: 

All media have had image 
studies. 
All media have had qualitative 
and quantitative audience data. 
All media have had "success 
story" type research. 
But no medium has had all its 
components researched. i.e., in- 
dividual newspapers and- sta- 
tions. 
And finally all media have had 
similar overall research but "ra- 
dio research is hampered by the 
fact that its problems are now 
not only different but multi- 
plied by the number of single 
stations that must each come up 
with its own data." (Not even 

the rich -I vB could do the job 
for its own relatively few sta- 
tions. How could RAB do it 
for its own ?) 

Are we then back to another ap- 
ple -vs. orange disquisition? Not nec- 
essarily. Ultimately you still com- 
pare sales effectiveness or the nearest 
things to it. It's just that it's harder 
to research 1,000 different red apples 
than 100 different green ones. Aver- 
ages can never be used because no 
average helps when buying an indi- 
vidual apple if you want a delicious 
one. 

Information Available 

So the consensus, after I discussed 
it with my confreres. is that radio 
has had by far the biggest research 
job to do, so it may only appear 
poorer than others because it is so 
distant from its goal. In actuality, 
there is considerable and voluble in- 

U. C. R4U!O December 1959 45 



Q 

Dr. Young: "Radio lias to do a job, not of 

either imitating or emulating the efforts 
of other media, but of surpassing other media." 

formation available. (1 also found 
that many researchers knew less 
about current available radio re- 
search than about other media re- 
search. Their ignorance may be due 
to a poor communications or agency 
relations problem. While palpable, 
this is another matter to be fully 
explored at another time.) 

Structure of Radio 

Following up, let's review the dif- 
ficulty a bit further. The difficulty? 
Merely the structure of radio in 
America today. It is a structure 
which is characterized by a tremen- 
dous number of individual stations, 
most without ratings, and, where 
ratings exist, subject to large per- 
centages of error due to the small- 
ness of the ratings. 

Add to this multiple radios in the 
home, auto radios and the fact that 
radio time is bought in a saturated, 
diffusive manner which tends to ac- 
cumulate the rating errors. 

Sure, we can get an image of radio 
as a medium, but this helps nobody 
in buying an individual schedule on 
a specific radio station. Even if we 
have a precise profile of radio in 
general, does this, for example, help 
timebuyers, through research, deter- 
mine whether a series of 98 spots 
per day on a certain station is su- 
perior to 48 spots per day on some 
other station in the same market? 
Who can say the money won't be 
better spent in local newspapers or 
local television? National research 
doesn't help you make a local de- 
( ision. 

Research? The experimental de- 
sign alone to determine the decision - 
making data for this one station 
necessitates a formidable effort; and 
to develop the data for the myriad 
radio stations in the country is a 
devastatingly expensive job. One 
might retort: "Isn't the research de- 
sign problem the same for the other 
media ?" Of course it is ... and 
neither television nor print has done 
the job at all. Nowhere near it. But 
remember radio is the medium that's 
marching in back of the line, osten- 
sibly out of step. Regardless of what 
other media may do, radio must do 
much better in efforts and expendi- 
tures to catch up. Thus I posit that 
radio lias to do a job, not of either 
imitating or emulating the efforts of 
other media, but of surpassing other 
media. This involves each station 
and not radio abstractly. And it in- 
volves money. 

Original Question 

This is a hell of a time to come 
back to the original question ( "What 
Kinds of Research Are Other Media 
Doing That Radio Should Be 
Doing ? ") , but here goes: 

I. individual radio stations 
should have audience composi- 
tion figures by time segment 
... which Ivould include socio- 
economic data. 
individual radio stations 
should present intra -city image 
comparisons ncith other media. 

3. individual radio stations 
should present ratings in both 
cumulative and unduplicated 

form by as many saturation 
schedules as are feasible. 

4. "Success stories" where possible 
should be "controlled." That 
is, they should demonstrate 
that the same product failed 
in other media. Otherwise, 
who knows that some other 
medium might not have clone 
even better. 

5. Individual stations should 
utilize current specialized re- 
search techniques to measure 
their effectiveness in changing 
people's attitudes, influencing 
women and attracting public 
attention. 

6. Individual stations should 
have constant self- testing -in- 
vesting time to see if and how 
they can move certain varieties 
of unmovable merchandise. In 
other words, stations should 
contribute to their own test 
marketing. There are many 
ways this can be done. 

7. The individual stations should 
unite and pool their research 
funds to get the individual re- 
search jobs clone less expen- 
sively. 

8. The stations should see to it 
that their research story goes 
to all decision- makers. 

Immense Job 

It must be remembered that this 
is an immense job. Radio wishes it 

had the money. it must get a good 
part of it. For the overall research 
picture of radio can't be written till 
the overall research for its compo- 
nent parts. the stations, is in. 
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Footwork and follow-through 
-that's the formula AMF 
Pinspotters Inc. prescribes for 

improving your bowling score. 
Add a persuasive radio voice to 

the combination and you have an 
unbeatable advertising performance 
as well, in the opinion of the bowl- 
ing products division of American 
Machine R Foundry Co., makers of 
automatic pinspotters and a com- 
plete line of bowling equipment. 

Currently swinging into stride with 
the first winter -time radio schedule 
in its seven -year career, AMF is tak- 
ing to the airlancs with an unusual 
style that augurs well for the sport, 
the listener, the company -and the 
medium itself. 

The AMF radio budget, estimated 
at close to $200,000 a year at present 
for both spot and network, is expect- 
ed to grow increasingly brawny as 
bowling continues its scoring streak 
with the American Iaunly. 

At the same titre, advertising 
funds of local bowling proprietors 
appear certain to follow suit, in 
league with the equipment manu- 
facturer's umbrella of sound. 

The heart of the current aerial 
campaign, as described by AMF offi- 
cials, is comprised of almost equal 
parts public service and promotion 
for the sport, with an underlying 
note of straight sell for the company 
name. The plan, conceived and ad- 
ministered by the advertising and 
public relations clepa tnent of A sIF 
itself, centers around the personal 
magnetism of a radio voice known 
to listeners for 27 years -that of kill 
Stern, veteran sportscaster. It in- 
cludes sponsorship of the five- minute 
Bill Stern's ,IMF Sports Newsreel, 
broadcast each week night over 328 
stations of the Mutual Broadcasting 
System, plus a comprehensive pack- 
age of radio "footwork and follow - 
through" by Mr. Stern to promote 

bowling at the local "sign of the 
Magic Triangle," AMF's trade de- 
sign. 

"Our eyes have been opened as far 
as radio is concerned," declares 
Jerry F. Donovan, director of adver- 
tising and public relations, AMF 
Iinspotters. "We can use it as we 
can use no other medium. 

"Now we wonder why more com- 
panies don't take advantage of the 
tremendous opportunities provided 
by radio for identifying themselves 
with noted voice personalities." 

AM F's own "awakening," which it 
attributes in large part to a Mutual 
presentation, carne relatively recent- 
ly. Noting the hold radio has on au- 
diences during the summer, a slack 
season for bowling, the company 
first sampled a sun -time spot sched- 
ule in 1958 and u-as so pleased with 
results it repeated the order in 1939. 
This year, the buy was expanded to 
include a one -month participation 
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Radio strategy conceived by the firm's 

Pinspotters division involves expenditure 

of about $200,000 a year. Results are immediate 

as AMF promotes the sport and its products 

With Radio 

in The Bill Stern Sportsreel, which 
AMF says proved so effective the firm 
promptly undertook a 26 -week spon- 
sorship of the program and incorpo- 
rated its initials into the show's title. 

"There are two reasons why we're 
using radio," Mr. Donovan explains. 
"First, it's a good buy. From a dol- 
lars -and -cents angle, it's economical 
and efficient, and as a mass medium 
it reaches the audience we're seek- 
ing -the non -bowlers. 

"Second, and perhaps even more 
important, its personalities such as 
Bill Stern have great identification 
value and can generate an amazing 
degree of excitement and enthusiasm 
on the part of the listener." 

The program format -Mr. Stern's 
own editorial views on current sports 
subjects, plus up -to -date news from 
the field of bowling -offers a custom - 
tailored approach to AMF's unique 
problems in up- grading what was 
once regarded as a pool -hall pastime 

to the role of respected family activ- 
ity, the company feels. The show's 
"human nature" rather than "score- 
board" aspect appeals to women as 
well as men; the broadcast estab- 
lishes a distinctive, sportsmanlike 
"sound" for AMF; and it lends itself 
to a wide range of integrated local 
promotions that bring home the ben- 
efits of bowling. 

Here's where the "footwork and 
follow- through" come in, with the 
familiar voice and person of Mr. 
Stern providing the extra mileage, 
according to AMF. The sportscast- 
er's timetable includes this six -point 
schedule of merchandising extras for 
the company: 

Recording custom tapes for in- 
dividual AMF bowling proprie- 
tors to use in their local radio 
buys. 
Making personal appearances 
(on the average of one a month) 
at bowling events selected by 

A\1F. 
Interviewing a bowling celebrity 
once every four or five weeks on 
the Saturday evening Bill Stern 
Interview show over 200 Mutual 
stations. 
Making beep -phone interviews 
with important bowling person- 
alities upon their accomplish- 
ment of unusual feats, and us- 
ing these as editorial material 
for the regular five- minute 
AMF- sponsored show. 
Recording a "bowling tip of the 
week" as a regular part of the 
program. 
Attending a specified major 
bowling convention, and being 
available in a broadcasting 
booth to record a commercial 
or interview with any AMF 
bowling proprietor for subse- 
quent use on his home -town sta- 
tions. 

Any resemblance between AMF 
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AMF 

and an enthusiastic supporter of 
bowling is purely intentional, Mr. 
Donovan points out. 

"We believe that anything which 
fosters the growth of the sport fosters 
growth of our company as well," he 
says. 

At the time AMF entered the 
bowling business in 1952 with what 
it considered a revolutionary new in- 
vention -the automatic pinspotter- 
the sport was still struggling to over- 
come a public distaste for it. An 
ancient pastime, believed to have 
Originated in Egypt sometime 
around 3,000 B. C. and known to 
have provided diversion for Sir Fran- 
cis Drake immediately before he set 
sail to do battle with the Spanish 
Armada, the gaine more recently had 
fallen into ill repute, according to 
AMF's bowling "historians." 

In the words of Bill Stern, "Many 
people- especially women- associated 
bowling with pool halls and dingy 
bars. The advent of the automatic 
pinspotter, however, has been a key 
factor in bringing bowling out of 
the horse parlor, where it was a 
marginal venture, and installing it 
in attractive, profitable bowling cen- 
ters. Today this sport is practically 
a community project." 

Women ( "God bless 'em," says 
Mr. Stern) recognized the value of 
the pinspotters long before men did, 
the sportscaster declares. 

"Men are creatures of habit. They 
were used to pinboys and a barroom 
atmosphere, and those who bowled 
tended to condemn the new -fangled 
machinery before they even tried it. 
But the sudden enthusiasm of wom- 
en for howling in a respectable place 
where the pin manipulator couldn't 
make remarks about their form set 
off a chain reaction that boomed the 
sport into national prominence." 

It also skyrocketed AMF Pinspot- 
ters Inc. into a dominant position in 
the field of bowling equipment, Mr. 
Donovan adds. Today the company 
provides an estimated two -thirds of 
the automated bowling centers in 
the United States with Pinspotters, 
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currently leasing the machines to 
approximately 3,300 centers through- 
out the country'. 

Number One Sport 

Bowling itself, AMF notes, is now 
the number one participant sport in 
the nation, with more than 26,000,- 
000 adherents - and the roster is 
growing fast. Among representative 
organizations, the American Bowling 
Congress has 3,000,000 members, al- 
most double its 1952 enrollment, and 
the Women's International Bowling 
Congress has 1,300,000 members, al- 
most three times its number seven 
years ago 

The centers, in turn, now offer 
such amenities as nurseries for the 
small fry, and are located in such 
key traffic spots as new shopping de- 
velopments. 

"The Pinspotter is leased rather 
than sold to the local bowling pro- 
prietor," Mr. Donovan continues. 

To build local interest and par- 
ticipation in bowling, and therefore 
to increase the demand for auto- 
matic pinspotters, the company has 
expanded its advertising into radio 
to reach the widest possible audi- 
ence. 

"We don't want to talk to our- 
selves -that is, people already' ac- 
tively participating in bowling," the 
advertisng and public relations exec- 
utive says. " \ \re decided to branch 
out from trade advertising directed 
solely at proprietors, and television 
programs geared to the bowling fan. 
We wanted to tap the vast audience 
of non -bowlers. 

"Bill Stern's program fits in beau- 
tifully with this concept. Its cumu- 
lative weekly audience is estimated 
at 10,000,000 men, women and chil- 
dren, all of whom are likely prospects 
for a date with bowling, the sport 
for all ages." 

AMF, with an understandable af- 
fection for the ladies for starting the 
bowling ball rolling toward big - 
league status, aims to appeal to the 
distaff side of the household through 
the human interest quality of the 
Bill Stern broadcasts. 

As s1r. Stern himself explains, 
"The average woman is not inter- 
ested in sports coverage as such. 
Generally she's not a sports fan - 
bowling, to her, is a 'gaine.' At the 
saine time, she enjoys hearing the 
'inside story' on sports events and 
personalities in general if it's told 
minus the usual jargon. 

"Radio can present sports cover- 
age that appeals to men and women 
alike. It has the unique advantage 
of being able to inject drama and 
color into the subject even when 
there is no action. To the uniniti- 
ated, watching a sports event can be 

dull or confusing, but hearing an 
experienced sportscaster who fills in 
the background and gives interest- 
ing sidelights can be enjoyable to the 
least knowledgeable listener." 

AMF regards Mr. Stern's familiar, 
mellow voice as an added attraction 
to the feminine ear. 

Enthusiastic Local Support 

The "follow- through" phase of the 
company's radio coverage elicits en- 

thusiastic support from local propri- 
etors, and appears to be mutually 
beneficial for AMF and local broad- 
casting stations. In keeping with his 
agreement to appear once a month 
at a bowling event specified by 

AMF, Mr. Stern finds himself in con- 
siderable demand as a guest per- 
former on local programs and al >o 

as a subject for newspaper stories 
and pictures. His recent participa- 
tion in the opening of Boston's first 
tenpin (as distinguished from duck- 
pin and candlepin) bowling center 
rated a three- column picture in the 
Christian Science Monitor, for ex- 

ample. 
As for Mr. Stern's offer to record 

custom tapes for individual AMF 
bowling proprietors to use on their 
local radio spots, the company re- 

ports that one in every 10 proprie- 
tors requested such a tape when the 
proposal was first made in connec- 
tion with last summer's promotion. 
Response to the current offer is re- 
portedly running significantly high- 
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er, with a final tally yet to be made. 
"As the interest in bowling con- 

tinues to spread," Mr. Donovan 
notes, "our advertising program will 
expand, too. Right now, for exam- 
ple, we're especially interested in 
promoting the development of bowl- 
ing in New England, an area where, 
up until a few years ago, tenpin 
bowling was virtually unknown. 

"We're also interested in encour- 
aging the 'discovery' of the sport in 
the southeastern region of the coun- 
try, where it is still relatively a 

stranger." 
Texas, he acids, is currently being 

"bowled over" by the game, and Los 
Angeles at last count had a total of 
104 AMF bowling centers wthin a 
30 -mile radius. 

"Adore and more we will be inter- 
ested in what local radio stations can 
do for us in regard to promotions," 
the advertising and public relations 
director predicts. "We like stations 
to help us persuade local proprietors 
to buy adjacencies to our air time, in 
order to make the most of it. 

"Our spot radio, which is bought 
through our agency, Cunningham & 

Walsh, will very likely continue to 
be concentrated during the summer 
months because that's when bowling 
centers have most lanes freed from 
league play and available to indi- 
vidual bowlers. Summer is a good 
time to introduce people to the 
game." 

Training Forums 

To point up these facts to oper- 
ators of AMF- equipped centers, the 
company devotes a part of its regu- 
larly- scheduled Proprietors Training 
Forums to the subjects of its nation- 
al advertising, and how to tie in with 
it locally. 

"These forums," Mr. Donovan ex- 
plains, "are conducted by teams of 
AMF personnel who travel through- 
out the country meeting with local 
proprietors and advising and coun- 
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PUTTING HIS NAME on the line, Bill Stern (left) signs a contract with AMF Pinspotters Inc, 
sponsor of his five- nights -a -week sports program on Mutual. Frank P. Downey (right), AMF 
vice president and head of the bowling products group, is co- signer; Jerry Donovan, director 
of advertising and public relations, looks on. Stern's program is aired over 328 Mutual stations. 

seling them in every aspect of con- 
ducting a well -run center. 

"We use radio to promote the 
idea to 'Bowl where you see the 
sign of the Magic Triangle,' and ex- 
pect the local center to follow up 
both by maintaining the standards 
we set and adding its personal adver- 
tising to our campaign." 

Here's a sample of the promotion- 
al copy used on the Bill Stern pro- 
gram: 

(Opening) 

Mr. S.: The AMF Sports 
Newsreel! 

Music: Up and under 
Mr. S.: Go)d evening, la- 

dies and gentlemen, this is 

Bill Stern with the latest 

edition of the AMF sports 
newsreel brought to you each 
evening at this time on be- 
half of your 1-cal "Magic 
Triangle" bowling proprie- 
tor, by AMF, makers of a com- 
plete line of bowling equip- 
ment and supplies. 

Mr. Stern's editorial commentary 
follows, with time out in the middle 
for a 20- second spot giving a tip on 
bowling technique or touching on 
some other aspect of the sport. For 
example: 

When we think of bowling, 

or for that matter any sports 
activity, we generally at- 
tribute its participation to 
the young, but with bowling 
this is not necessarily true. 
In the big Chicago's Ameri- 
can-AMF Free Bowling Clinic 
now in progress, the bowlers 
gave instructions to a gen- 
tleman who is young in spirit 
despite the fact he is 86 
years of age -no wonder 
they say, "Today Everybody 
Bowls!" 

The program closes with: 

Mr. S.: That's it, that's 
the 30 mark for this edition 
of the sports newsreel pr- 
Eented by AMF -"Always first 
with the best in bowling" - 
this is Bill Stern speaking, 
thank you very much for lis- 
tening. Stay tuned to Mu- 

tual for all the news. 

As the sport continues to spread, 
and more centers spring up across 
the country, AMF expects radio to 
be even more active on its team as 
a direct contact with the non -bowler 
who hasn't yet disc vered he's a keg- 
ler at heart. The score now stands 
at an impressive "strike" for radio, 
and an unlimited number of frames 
yet to go. 
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