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Five more big producers join _(JI Radio Sales 
...all independent, music -news -service stations of the Westinghouse Broadcasting Company, 

Inc.... each a big sales producer in its market! Call AM for radio that produces in 14 vital 
markets -including 8 of the top 11. You get marketing know -how, complete spot package plans, 

fastest service in the business from AM. If it's IJI... it's in tinte: 
AM RADIO SALES' New York WMCA / Chicago WINO / Los Angeles KMPC / Detroit WCAR / Boston Wet +WBzA / San Francisco KSFO / Pittsburgh KOKA 

Cleveland KM/ Minneapolis wLOL / Portland, Ore. KEA / Phoenix ecOL / Tucson KDLo / Fort Wayne wowo / (Cincinnati wcnr Midwest /West Coast only) 

JULY FIRST 
IS THE DAY 

,yBZ I KD KA KYW WOWO KEX 
BOSTON TTSBURGH CLEVELAND FORT WAYNE PORTLAND 
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Hábitat All Kansas 
WIBW makes 
its home in 
kitchens, living 
rooms, barns 
and farrowing 
houses 
throughout 
ALL KANSAS 
More Kansas farmers listen to WIBW than 
to any other station. They rightly consider 
WIBW as their station. 

These farmers must keep abreast of the 
latest market reports, the most factual 
weather reports and forecasts, the most up- 
to- the -minute farm news (and the homiest 
neighborhood gossip). 

That's why they depend on WIBW. 

-Because WIBW is always on top of the 
farm picture. 

-Because WIBW is the station they know 
they can trust. 

Your farm advertising dollar will reach 
more "Homes of Believability'' 
-Because Kansas farmers rely and depend 

on and trust WIBIir. 

WIBW 

The "Most Visitan" Men in all Kansas 
Wilbur Levering and Charles Rass, WIBW farm directors, 
were invited into 123,340 Kansas farm homes last year.* 
They also chased with farmers at a host of dealer meetings, 
farm meetings and field demonstrations as they logged 
25,000 miles. Wilbur and Charles are the most authoritative 
farm directors in all Kansas. When they report on the mar- 
kets, the weather, new farm practices and national and 
local farm news ... they're believed and trusted. That's why 
their commercial messages carry conviction ... because 
Kansas farmers know they can believe and trust Wilbur 
Levering and Charles Ross of WIBW. 

The Voice of Kansas...Topeka 
Blankets All Kansas During 
Prime Farm Listening Time 
6:30 -7r113 a. m. 11:30 -12:30 noon 

Represented by Avery- Knodel, Inc. 
Thad M. Sandstrom, G. M. 

We've Proved Our Value 
to These Farm Clients: 

Allied Chemical, Corey Solt, Gooch Feeds, Standard Oil, 
Sheffield Steel, International -Harvester, Mossey- Ferguson, 
Myzon, Pioneer Corn, Ralston -Purino, DeKalb, Spencer 
Chemical. 

' Nielsen ,1.2 -W18W reaches 429,000 persons an 123,340 
Kansas farms having a gross income al $8,997.00 per farm. 
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WeeReBel, Columbus, Ga., shows replica of Confederate Uniform 
to Mary Dwyer, time buyer, Kenyon & Eckhardt, Inc., New York. 

Haue you heard what the WeeReBeL 

said to Kenyan & Eckhardt? 
"You'll miss the highest per family income in Georgia, if you don't put Columbus 

on your schedule," the WeeReBel said. Metropolitan Columbus' family income 

is $7562 annually compared to the Georgia figure of $4955. And 83% 

of the families in this high -income area own TV sets. They view WRBL -TV 
the most! Check HOLLINGBERY for availabilities on WRBL -TV and WRBL Radio. 
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w RBL 
TV- CHANNEL 4 
RADIO - 5000 WATTS 

coLumBUS, ca. zt 
Represented by George P. Hollingbery Co. - - 
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Before 
you - finish reading 
another will die 

needlessly! 

What WGN -Radio is doing about it! 
Orer one hundred people every day are killed on our nation's highways. A death rate 
so alarming -that it has become one of the most pressing problems confronting our 
country. Top priority has been given to the President's highway program. Nu- 
merous road improvements have been enacted by the states. Police patrol has been 
extended to the maximum. But still the needless slaughter goes on! 

In line with doing something to stem this terrible tide \CGN Radio conceived 
and instituted "Signal Ten " -a documentary radio program taken from on -the- 
spot tape recordings of State Police work. Intense- instructive -penetrating- 
"Signal 'l'en" dramatically portrays traffic violations and their impending dangers 
as they actually occur. And \\'G\ Radio pinpointed the problem further by taking 
its own survey of traffic conditions before selecting the target areas for its program- 
ming. Then to broaden the scope of this much needed safety service, R'GN Radio 
made "Signal Ten" available to 17 other midwestern radio stations. 

It is for this kind of sustained public service that \CG\ Radio was chosen as 
the only radio station over 1000 watts, to receive the coveted Alfred P. Sloan 
Award for promoting highway safety. 

This, we believe, is an outstanding example of how \CGN Radio is fulfilling its 
dedicated purpose of "Serving all Chicagoland" better. 

WGN RADIO 
The greatest sound in radio 
441 North Michigan Are. Chicago 11, Illinois 

U. S. RADIO J1t1C j959 
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Barometer 

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

142,600,000 Sets in Use 

15,000,000 Fm Sets in 

i Use (NAB Research) 

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

3,597,676 Sets Made 
(Jan.- March -EIA) 

3,955 Stations on Air 

I. S. RADIO June 1959 

Spot: An increase of more than six percent in spot radio spending by 
cigarette marketers for the first quarter of 1959 compared with the same 
period last year has been reported by Radio Advertising Bureau. The 
top five spot radio spenders during this period are: Liggett & Dlyers, 
$1,440,221 (increase of one third over last year's quarter) ; R. J. Reynolds, 
$898,063; P. Lorillard, $650,973 (more than double the 1958 quarter) ; 

American Tobacco, $596,792, and Philip Morris, $394,335 (more than 
10 times the 1958 quarter) . 

Total spending on 562 stations in the top 100 markets by these five 
cigarette firms, according to RAB, was $3,991,138 for the first quarter, a 
6.2 percent jump over 1958. RAB cautions that the figures do not 
necessarily reflect total radio activity by these firms, but measure their 
activity in these 100 markets. 

Network: NBC Radio and CBS Radio both report recent heavy sales. 
NBC received $2,734,255 in new business from 20 clients in a one -month 
period. CBS has a $1.1 million renewal from the William Wrigley Co. 
and a half -million dollars in new business. (See Report from Networks, 
p. 71.) 

Local: Three stations -KXOA Sacramento, Calif.; WIL St. Louis, and 
KLIF Dallas- report billing increases. KXOA declares that April busi- 
ness was the largest in its history, with both national and local setting a 
new record. Local business was 38 percent over April last year, and na- 
tional had an increase of 67 percent. Business for the first four months 
of 1959 increased 44 percent over the same period in 1958. WIL reports 
a 142 percent increase for the first quarter of 1959 compared with last 
year. March 1959 showed a 169 percent increase over March 1958. KLIF 
says that April was the best month in its 12 -year history. April billings 
were up more than 15 percent over the previous record month. 

Stations: The number of am and fm stations on the air as of mid -May 
totaled 3,955, an increase of 17 (10 am and seven fm) over the previous 
month. 

Commercial AM Commercial FM 
Stations on the air 3,354 601 
Applications pending 491 54 
Under construction 123 143 

Sets: Total radio set production including car radio for March cas 
1,347,554. Three -month total was 3,597,676. Total auto radio produc- 
tion for March was 511,219. Three -month total was 1,363,822. Total 
radio set sales excluding car radios for March was 515,563. Three -month 
total was 1,690,941. Fm production for March was 32,994 (See Report on 
FM, p. 72.) 
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WFBM's variety 
relieves monotony 

-makes every 
selling minute 

PAY: 

pulls 
"First All Day" 
rating ! 
* "Most listened to"... and hottest 
of any as indicated by recent audi- 
ence studies! 

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

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

C. E. Hooper, Inc. (7 ,.n..6 p.m.) June 19, 1958 

to sell the 
most Hoosiers be sure 
your product is cooking 
in the hottest Ypó[l, JJ 

Represented Nationally by 
the KATZ Agency 

1 
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Here's how to reach 'em...down on the farm! 

Gross farm income for 1958 exceeded 38 
Billion dollars. Big ... and getting big- 
ger. A great market ... a vital market 
for all products of American industry. 
How to reach this able -to- spend, 
anxious -to -buy market? Keystone 
Broadcasting System's 1067 affiliated, 
locally programmed radio stations 

Send for our new station list 
CHICAGO 
Ill W. Washington 
STate 2.8900 

NEW YORK 
527 Madison Ave. 
ELdorado 5.3720 

LOS ANGELES 
3142 Wilshire Blvd. 
DUnkirk 3.2910 

SAN FRANCISCO 
57 Post St. 
SUtter 1 -7440 

reach 86% or 4,113,753 farms at the 
local level! 

821 of Keystone's affiliates broadcast 
farm programs daily directed to the 
local farmer. 

We'll be happy to send you our up to 
date Farm Market Analysis. Write us 
today! 

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

r MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 
:overage for less than some "spot" costs. 
0 ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 
ime and place are chosen for you. 

. S. RADIO June 1959 
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The Chicago 
salesman who 

calls on 
3,000,000 

different homes 
a week... 
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EXPENSE ACCOUNT: 284- PER -THOUSAND! Difficult 
for the ordinary drummer. Easy for WMAQ! 
Any advertiser who buys a full -rotation, morn- 
ing- afternoon -night, schedule on WMAQ can ex- 
pect to reach almost 11/, million different homes 
during an average day -34.65 of all Metropoli- 
tan Chicago radio homes. In an average week, 

Chuca7o Cumulative Pulse Audience, Jan. '57 

e ° 

e 
1 J 

xY 
his selling messages will be heard in more than 
3 million different radio homes -70.65 of those 
in Greater Chicago. All for as little as 280 -per- 
thousand- homes!* hi Don't knock yourself out 
beating down the doors in this station's market. 
WMAQ will be happy to open them for you! 

NBC RADIO IN CHICAGO SOLD BY NBC SPOT SALES 
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soundings 

Advertisers Hear 
The Real Farm Story 

Move by Blair Underscores 
Need for Creative Selling 

Programming Ideas Abound 
At Second D. J. Convention 

Two Stations Cut Spots 
And Raise Their Rates 

knother Step Taken 
Simplifying Rate Cards n 

IMS' Stations See Growth 
f 'Talk' and News Shows 

S. RADIO June 1959 
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A special appeal to advertising executives is unveiled this month at the 
New York convention of the National Association of Tv & Radio Farm 
Directors (June 17 through 20) . Special emphasis is placed on the fact 
that the farmer is not only a big purchaser of farm products, but also a 
large -volume buyer of standard consumer items. It is noted, for example, 
that the farmer is the biggest user of rubber and petroleum products. 
(See The Change Down on the Farm, p. 27.) 

Expanded role of the spot radio sales development department at John 
Blair & Co. incorporates that unit into the new Creative & Marketing 
Services Division. Emphasizing the power of radio to establish an "air 
trademark," the division will be headed by Clifford J. Barborka Jr., vice 
president. He moves to New York from Chicago where he was manager. 
Thomas C. Harrison of the Blair office in New York has been elected a 
vice president and takes Mr. Barborka's place in Chicago. Al Long, pres- 
ent sales development director, assumes Mr. Harrison's position on the 
New York sales staff. 

The backbone of radio -programming -received most of the attention 
on the agenda of the "Second Annual International Radio Programming 
Seminar and Pop Music Disc Jockey Convention," sponsored by the 
Storz Stations. Held in Miami Beach over the Memorial Day weekend, 
the meeting covered a wide range of topics, such as music, records, per- 
sonalities, news and ratings. 

Is this a trend? More evidence is needed to answer the question, but 
WQXR New York and WCRB Boston are convinced they are on the 
right track in reducing the number of spot availabilities and simultane- 
ously raising their rates. WQXR is Aithdrawing 300 availabilities a 
week from its 19 -hour broadcast day, providing about 850 spot openings. 
Its spot rate, effective June 1, is up about 20 per cent for both day and 
night. WCRB is withdrawing 150 spot availabilities each week, prom- 
ising no double spotting, and has raised its rates 15 percent. 

To cut paperwork confusion in the buying of spot radio, the new rate 
card of \VIP Philadelphia combines all charges -time, music, copyright, 
news and talent -into each price, completely commissionable to the ad- 
vertising agency. "We believe this should set a trend toward simplifying 
the buying of spot radio," says Ralf Brent, vice president and director 
of sales. 

Among the many facets of programming that were discussed at last 
month's meeting of the Association of Independent Metropolitan Stations 
were the trends toward "talk" and conversation shows and the continuing 
expansion of radio news coverage. AIMS' stations also see "considerable" 
pick -up in spot business. 
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THE PGW COLONEL SAYS: 

"We like salesmen 

who know how 

to pick up a check" 

When a PGW sales team wins a sales con- 

test, the members of that team are given a 

party where every winner picks up a check 

... a big one. 

Yes, we like a man who knows how to pick 

up a check ... a sales contest check, a sales 

incentive check or a profit share check ...and 

we offer all of them at PGW because we like 

salesmen who like to compete ... and win. 

Don't you? 

P ErI"IERS9 

G RIF FIN, 

W 0 ODWA D, IINC o 

Pioneer Station Representatives Since 1932 

NEW YORK CHICAGO DETROIT HOLLYWOOD 

ATLANTA DALLAS FT. WORTH SAN FRANCISCO 
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WPTF 
Raleigh- Durham 

the Nation's 

Radio Market 
has Greater 

FILLING 
STATION 

SALES 
than the 6th 
Metropolitan 

Market 

28th Radio Market - WPTF 
$233,368,000 

28th Metropolitan Market 
$51,533,000 

6th Metropolitan Market 
$196,008,000 

NATION'S 

28th RADIO 
MARKET 

NILLSCH } 

--- 

W PTF 
50,000 WATTS 680 KC 

NBC Alfl:otc lot Pole:ghOurhom 
end (*stern North CoroIno 

R H. Mason, General Monoger 
Gus Youngsteodl, Soles Monoger 

MFRS, GRIFFIN, WOODWARD, INC. 
Noionot Pep'e,emeh,et 

lo 

time buys 
American Airlines Inc. 

Agency: Young & Rubicam Inc., 
New York 

Besides moving to renew its Music 
'Til Dawn program currently on 
nine CBS stations (see Time Buys, 
May 1959) , American is now giving 
consideration to its daytime sched- 
ules. Y &R, which didn't take over 
officially as new agency until June 1, 

acted a week early for the client to 
renew its spot campaign in the Dal- 
las -Fort Worth area. Don Hinton is 
timebuyer. 

American Export Lines Inc. 

Agency: Doyle Dane Bernbach Inc., 
New York 

Product: SEA TRANSPORTA- 
TION, CRUISES 

Fin stations here and foreign -lan- 
guage stations in Canada are among 
prime prospects for the shipping 
line's summer advertising to travel - 
planners. A current buy on WQXR 
New York includes a 13 -week spon- 
sorship of Music of the Mediterra- 
nean plus a supplementary schedule 
of spots to be carried between May 
28 and August 20. The agency is re- 
ported to regard fm as a logical di- 
rect channel to the man or woman 
who can afford to travel and is in- 
terested in related information. 
Jean Jaffe is timebuyer. 

Arnold Bakers Inc. 

Agency: Kudner Agency Inc., 
New York 

A basic schedule which started 
May 4 and will continue until the 
end of the year is being supplement- 
ed with summer buys of 4 to 13 

weeks in selected markets such as re- 
sort areas. This extra coverage will 
vary in frequencies. The sustaining 
campaign is "heavy" in major cities 
from Washington, D. C., to Boston. 
Mal Murray is timebuyer. 

Boyle- Midway Inc. 

Agency: J. !Valle) Thompson Co., 
l \rrw York 

Product: BLACK FLAG 
INSECTICIDE 

As of the first of June, the bug - 
killer is supplementing its other ad- 
vertising schedules with a light dose 
of radio in a limited number of mar- 
kets. Its air time will continue 
through the summer. 

Bristol -Myers Products Division 

Agency: Doherty, Clifford, Steers & 
Shen field Inc., New York 

Product: AMMENS MEDICATED 
POWDER 

This skin -care product aims to 
catch the ear of listeners in 10 major 
markets via a 13 -week schedule of 
announcements which started May 
20. Frequencies, depending on the 
market, range from 20 to 40 a week. 
Bob Widholm is timebuyer 

Church & Dwight Co. 

Agency: J. Walter Thompson Co., 
New York 

Product: ARM Sc HAMMER (Cow 
Brand) BAKING SODA 

Promoting baking soda's "place in 
the sun" as well as the kitchen, the 
company goes on the air June 27 in 
50 markets with a heavy schedule of 
weekend minutes to point up its 
product's value in treating sunburn 
and other skin irritations. The 
schedule will run till August 2 on 
several stations per market. Carrie 
Senatore is timebuyer. 

Dro Inc. 

Agency: Kenneth Rader C 
New fork 

o., 

Products: DRO. -19, DRO\IOTH 
INSECTICIDES, DRO- 
AIR DEODORIZER 

An intensified air campaign now 
underway in the New York area i' 
expected to expand soon to include 
the rest of the firm's marketing area 
(from Connecticut to Washington, 

(Coned on p. 12) 
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Only WCCO Radio delivers... THREE TIMES MORE LISTENERS in the rural Northwest than all 
other Minneapolis -St. Paul stations cornbined!t 

MORE MARKET . . . 231,900 farm families throughout 114 basic area 
counties of Minnesota, Wisconsin, Iowa, and South Dakota who 
enjoy a gross annual income of $1.7 billion. 

MORE ACCEPTANCE through the helping hand of vital farm, weather, 
and market information provided by Maynard Speece and Jim Hill 
on 50 programs every week. Only Twin Cities station with a complete 
farm service department. Call or write for full facts. 

lothing sells like acceptance ... WCCO Radio 
MINNEAPOLIS ST. PAUL 
The Northwest's Only 50,000 -Watt 1 -A Clear Channel Station 

Represented by CBS Radio Spot Sales 

t Nielsen Station Index, Jan. -Feb., 1959 / Station Total, 6:00 AM- Midnight, 7 -day week. 

Audience in vast Northwest beyond Twin Cities Metro Area 



In San Antonio... 
IF YOU 

WANT TO 

REACH 

WOMEN 
KONO'S GOT 

THE MOST! 
KONO 7 892 WOMEN* 
Sta. "A" . . . . 4,992 WOMEN* 
Sta. "B" . . . . 4,967 WOMEN* 

t 

In San Antonio... 
IF YOU 

WANT TO 

REACH 

MEN 
KONO'S GOT 

THE MOST! 

KONO 4,708 MEN* 
Sta. "A" 2,875 MEN* 
Sta. "B" 2,892 MEN* 

In San Antonio... 
IF YOU 

WANT TO 

REACH 'EM 

ALL 
KONO'S GOT 

THE MOST! 
KONO 15,925 PEOPLE* 
Sta. "A" . 10,142 PEOPLE* 

8,608 PEOPLE* - 
'Audience figures compiled from Puke 
Audience Composition study for March, 
1959. 6 a.m. to 6 p.m. hourly averoge, 
Monday through Friday. 

For a complete repart of Audience Com- 
position by hours...call your 

KATZ AGENCY 

12 

Representative 

O N O 
Jock Roth, Manager 

P. 0. Box 2338, San Antonio, Tcxos 

time buys 

(Cont'd from p. 10) 

D. C.) . The number of announce- 
ments are currently being increased 
each week on seven stations in New 
York City, Long Island and West- 
chester; plans call for a total of 300 
spots a week by July 1. Three - 
fourths of the announcements are 
minutes, the remainder are 30 -sec- 
onds. Kenneth Rader handles the 
buying. 

Esso Standard Oil Co. 

Agency: McCann- Erickson Inc., 
New York 

Products: GASOLINE AND MO- 
TOR OIL 

Intensifying its year- around use of 
radio, the company is making heavy 
use of the medium on weekends for 
the rest of the summer. New sched- 
ules started the last of May; the spot 
buys are designed to catch the week- 
end and holiday driver in Esso's 18- 

state market east of the Mississippi. 
Sy Goldis is timebuyer. 

General Foods Corp. 

Agency: Young & Rubicam. Inc., 
New York 

Products: CERTO AND SURE - 
JELL 

These home canning ingredients 
are being brought to the attention 
of housewives in 10 major markets 
via a series of two -week flights, first 
of which started June 1. Daytime 
minutes are being used on a fre- 
quency of 10 to 12 a week per mar- 
ket as canning seasons for various 
jam- and -jelly fruits get underway. 
Polly Langbort is timebuyer. 

General Motors Acceptance Corp. 

Agency: Campbell -Ewald Co., 
New York 

l'roduct: AUTOMOBILE 
FINANCING SERVICE 

Emphasis is on information in 
the time segments being sponsored 

by GMAC in 126 markets through- 
out the country starting in June. A 
series of traffic -condition broadcasts 
is being aired by the company in 24 

cities (including New York and 
Philadelphia) ; a minimum of 20 
such reports will be given for 16 

weekends. In the remainder of the 
markets, 5- minute newscasts are be- 
ing sponsored -10 each weekend. 
Jack Blomstrom is media director 
for the agency's New York office; 
Rena Mayer is timebuyer. 

Liggett & Myers Tobacco Co. 

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

Product: L 3: M CIGARETTES 

Reportedly one of the heaviest spot 
radio campaigns to hit the air waves 
in a long time starts this month, con- 
tinues for ten weeks in markets 
throughout the country. Jim Clinton 
is the timebuyer. 

The Nestle Co. 

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

Product: NESTEA 

Mid -June is the starting date for 
a series of announcements to be car- 
ried throughout the summer in "a 
few" southern markets. Minutes are 
being used. Dorothy Medallic is 

timebuyer. 

Phillips Petroleum Co. 

Agency: Lambert & Feasley Inc., 
New York 

Products: GASOLINE AND 
MOTOR OIL 

Selecting radio -on- wheels as the 
channel by which to reach the mo- 
torist, the firm is saturating between 
35 and 40 markets with one -minute 
announcements during traffic times 
and weekends. The schedule, which 
will run for 21 weeks, is being placed 
in several flights, the first of which 

(Coned on p. 14) 
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A good 
SALES MAN 

is more 
believable... 

and 
so is a 

good 
STATION! 

`ì 

CITY people, farmers, everybody believes a sincere, 

established salesman more readily than a fast - 

talking Johnny- Come -Lately. 

This is exactly why WHO Radio sells better. For 

generations WHO has been known and respected through- 

out Iowa - and Iowans believe what they hear on WHO 

Radio. We make every effort to keep this confidence 

by providing them with outstanding professional pro- 

gramming - the best in news, sports, entertainment. 

As a result, more Iowa people listen to WHO than 
listen to the next four commercial stations combined. 
And they BELIEVE what they hear! 

Next time you consider radio - radio with the same 

outstanding qualities you demand in a salesman - 
remember to ask PGW about WHO, the very best there 
is in Iowa radio! 

U. S. RADIO June 1959 

WHO 
for Iowa PLUS! 

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

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

Affiliate 

WHO Radio is part of Central Broadcasting Company, 
which also owns and operates 

WHO -TV, Des Moines, WOC -TV, Davenport 

Peters, Griffin, Woodward, Inc. 
National Representatives 
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welcome 

to 

five 

new 

RADIO PRESS 

stations 
Radio Press takes pleas- 

ure in announcing the 
addition of five new sub- 

scribers. 

WEJI, 

KWBB, 

WCFR, 

WWNH, 

WLNH, 

Scranton 

Wichita 

Springfield, Vt. 

Rochester, N. H. 

Laconia, N. H. 

NEW QUARTERS: Radio 

Press has moved to larger, 

permanent quarters with the 

most modern, up -to -date elec- 

tronic equipment and a sclf- 

c on t a i n e d communications 

center to better serve our 

clients. Address remains the 

same. Write, call or wire for 

free booklet. 

RADIO PRESS 

18 East 50th St., N. Y. 22, N. Y. 

Plaza 2.0650 

George Hamillan Cambs, President 
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time buys 

(Cont'd from p. 12) 

started May 4. William Millar is 

timebuyer. 

Rayco Manufacturing Co. 

Agency: Mogul Lewin ]Williams & 

Saylor Inc., New York 

Product: MUFFLERS, AUTO 
SEAT COVERS 

Keeping company with the pros- 
pective buyer while he drives, Rayco 
will be on the air all summer in a 

campaign that includes about 60 
leading markets, with multiple sta- 
tions in most of them. Frequencies 
vary from 10 to 90 one -minute an- 
nouncements per week per market. 
Schedules start in June. Lynn Dia- 
mond is timebuyer. 

Remington Rand Div., 

Sperry Rand Corp. 

Agency: Young & Rubicam Inc., 
New York 

Product: ELECTRIC SHAVER 

Taking an unaccustomed dip into 
radio, principally to test a new mu- 
sical commercial, the company will 
be evaluating sales results with an 
eye to possible future plunges into 
the medium. The current test con- 
sists of a light schedule in about 20 
major markets; it started in mid - 
May, will run several more weeks. 
John Warner is timebuyer. 

Revlon Inc. 

Agency: C. J. LaRoche & Co., 
New York 

Product: SUN -BATH 

Pallid citizens heading for the 
beach will be the objective of an in- 
tensive "sun- spot" on radio by Rev- 
lon in promoting its tanning lotion. 
A heavy schedule of minute and 10 

second ID's opens up June 19 in 
13 major sun bathing areas (a four- 
teenth, Los Angeles, has been hear- 
ing the word since May 22) . The 

Friday-through- Sunday paterns will 
continue for three weeks, during the 
period when a majority of the sea- 
son's sales of sun preparations are 
reported to be made. Lionel Schaen 
is the timebuyer. 

Seeman Brothers Inc. 

Agency: Anderson dr Cairns Inc., 
New York 

Product: WHITE ROSE TEA 

Radio is due to blossom forth with 
a heavy schedule of announcements 
for this product about July 1 in the 
New York area, according to plans 
now being made. Initial coverage 
will be held to the present Greater 
New York distribution zone for 
White Rose. Vic Seydel handles the 
buying. 

Time Inc. 

Agency: Young & Rubican? Inc., 
New York 

Product: LIFE MAGAZINE 

Multiple stations in 10 major mar- 
kets across the country are carrying 
a month -long aerial promotion for 
the publication. The campaign, 
which started May 26, calls for 150 
to 200 announcements per market; 
10- second time spots are being used. 
Concurrently, a network buy on 
NBC is promoting the magazine's 
sales. Clara Haber is timebuyer. 

Ward Baking Co. 

Agency: J. Waller Thompson Co., 
\'cru York 

Product: TIP -TOP BREAD 

A summer sandwich of radio will 
be fed into 3.1 markets at the rate of 
24 announcements weekly per mar- 
ket, starting June 15 and continuing 
for 13 weeks. Minutes and 20 sec- 
onds are being used ?luring day- 
times. Monday to Saturday. Mario 
Kircher is timebuyer, assisted by 
Madeline Calcaterra. 
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IN SOUTH BEND- 

COFFEE AND KELLY 
START THE DAY 

Five mornings a week in WSBT radio -land 
its a toss -up whether the coffee pot or "Rise 
and Shine" is turned on first. Both are im- 

portant to people in WSBT's 36 county cov- 
Ierage area. 

From 6:35 to 9:00 A.M. the show's MC, Joe 

<elly, brings news, music, weather and that 
special brand of Kelly congeniality. (His dad 
s Joe Kelly Sr. of Quiz Kid fame.) "Rise 
nd Shine" covers South Bend ... Indiana's 

2nd market, and reaches into 36 Indiana 
end Michigan counties. Last year this area 
lad food sales of over I/s billion dollars; 
otal retail sales were $2,140,444,000! 

oe Kelly has been a favorite in this area 
or 6 years. He's cornered the morning pop - 
darity market. Other outstanding WSBT per - 
onalities, and top CBS shows add up to 
VSBT dominance of every 15 minute seg- 
ient of every broadcast day from South 
end. 

ìet all the facts about the WSBT market 
nd its $3,349,051,000 Buying Income. 
ee your Raymer man or write this station 
r a free market data book. 

"Rise and Shine" availabilities 
are worth waiting for. 

5000 WATTS 
960 KC 

BT 
SOUTH BEND, INDIANA 

FIRST IN SOUND ADVERTISING 

PAUL H. RAYMER COMPANY NATIONAL REPRESENTATIVE 

U. S. RADIO June 1959 
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famous on 

the local scene 

,¡ 
Lab« 



yet known throughout the nation 

Jamestown, Virginia, founded in 

May, 1607, under the leadership 

of Captain John Smith, is 

recognized as the birthplace of 

America and stands as a symbol 

of the courage and integrity of 

its settlers ... Similarly, Storer 
has become nationally recognized 

through vigilance in broadcasting 
integrity. This national 

recognition was achieved 

because of the consistent 
success of Storer advertisers 

in the local communities. 

National Sales Office: 625 Madison Ave., N.Y. 22, PLaza 1-3940 230 N. Michigan Ave., Chicago, FRanklin 2-6498 

WOGS WWVA WIBO WSPD WJW WJBK 
Miami Wheeling Philadelphia Toledo Cleveland Detroit 

WACOA -TV WSPD -TV WJW -TV WJBK -TV WITI -TV 
Atlanta Toledo Cleveland Detroit Milwaukee 



283,000,000 

FARM-BROILER 

SERVICE PRO6RAMS 

WSB RADIO 
°BROILER MARKET REPORTS' 

Il 30 Md. MON-FRI. 
,r..; ,> ;., 

FEttCaL-STATE 41AI:KET NEM 3'.EVICE 

°FARII `TVEWS 40UNDUPI 
1115-12AP.N.L}r;yANJN -SAT. 

Arar4'N -.>iM1-lJ-.r 
NT()RMA110111ÀW9014- ItU W RAL 
MARKETING Sial/XE US1.0. A. 

'DIXIE FARM HOIME HOURa 

cEXa,Ltr;,ìL 
EEiEtmow ma . ,k..tR 

515- 600. 
Mo,v, !(di sus. 

Convention visitors see how WSB Radio 
serves growers who make 

Georgia leading broiler producer in U. S. 

Last year Georgia again led the nation in 
broiler production, sending 283,000,000 
birds to market. 

Pictured is the WSB Radio exhibit at 
the recent Southeastern Poultry & Egg 
Association convention in Atlanta. Grow- 
ers (and exhibitors -many of whom are 
WSB advertisers) showed -great interest 
in the illuminated coverage map, and 
methods used by WSB Radio in provid- 
ing them with broiler market quotations. 
Two comprehensive reports are broadcast 
daily, the first at 11:35 a.ni. This is the 
earliest quotation Georgia broiler growers 
can hear. They listen for it daily. 

18 

Broiler quotations are only one facet of 
WSB Radio's complete programming for 
Georgia agriculture. Over 300.000 farm 
families depend upon this station for 
information of vital concern to them. 

Affiliated with The Atlanta Journal and Con- 
stitution. NBC affiliate. lb-presented by Petry. 

WSB Radio 
The Voice of the South 

Atlanta 
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washìngton 

Radio News Broadcasting 
Hampered by Legislation 

Hartke Bill Popular 
With Broadcasters 

Goldenson Asks News Exclusion 
From Equal -Time Provision 

i 

Strong reaction from broadcasters, in the atmosphere of an oncoming 
election year, has been voiced in protest over legislation which has, in 
effect, made radio news broadcasting subject to political and judicial 
idiosyncrasies. This reaction has centered primarily around the equal - 
time requirements of Section 315 of the Communications Act of 1934. 
The new bill to amend the 1934 Act introduced by Senator Spessard 
Holland (D -Fla.) is in answer to the Federal Communications Commis- 
sion's interpretation which states that if a station, in the course of a regu- 
lar newscast, uses a legitimate news story about a public official who is 
also a candidate for office, it must grant equal time to all other candidates. 

The Holland bill declares that: "Appearance by a legally qualified candi- 
date on any news program, including news reports and news commen- 
taries, where the format and production of the program are determined 
by the broadcasting station, or by the network in the case of a network 
program, and the candidate in no way initiated the recording or the 
broadcast, shall not be deemed to be use of a broadcasting station within 
the meaning of this subsection." 

A more detailed amendment, popular with the industry, has been intro- 
duced by Senator Vance Hartke (D -Ind.) . The Hartke bill exempts news- 
casts from the equal -time clause, defines "qualified" candidates for general 
offices and for President and Vice President, eliminating splinter candi- 
dates, and removes stations from any libel responsibility as a result of 
political broadcasts. 

Speaking on the Hartke amendment, Robert W. Sarnoff, chairman of the 
board at NBC, has remarked that it "represents a constructive effort to 
remove the shackles from American broadcasters in the coverage of 
political events." 

In a letter to Senator Hartke, Leonard H. Goldenson, president of Ameri- 
can Broadcasting -Paramount Theatres Inc., has stated that ABC would 
welcome clarification of the act so that news coverage of a candidate 
would not be considered within its range and that there would be a pro- 
vision absolving the broadcaster of liability for any statement by a candi- 
date. Mr. Goldenson asked for immediate execution of the present stat- 
ute at least to meet the critical need for excluding news coverage, because 
a general rewriting of all the equal -time requirements might result in a 

delay which would seriously hamper radio and tv coverage of the 1960 
campaigns and elections. 

Another obstacle in the flow of radio news to the public is Canon 35 of 
the American Bar Association. This ruling has met industry resentment. 
Howard H. Bell, assistant to the president of the National Association of 
Broadcasters, says that Ivhile the courts have extended the Constitutional 
guarantee of freedom of the press to include radio and tv, it has been the 
courts themselves who "have been primary obstacles to this freedom by 
refusing radio and tv coverage of their proceedings." (Cont'd on p. 20) 
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TAKE YOUR 

PICK ' -.4=cÌ:,, ,. 

,e) PULSE 
sY and NIELSEN 

AGREE! 

K-NUZ 
is 

PULSE 
(Jon. -Feb., 1959) 

.2" 
¡ïri.¡ 

No. 1 
. . in total rated periods 6:00 AM to 

12:00 Midnight, Monday through Friday. 
K -NUZ is also top -rated on Saturday and 
Sunday, too! 

NIELSEN 
(Jan..Feb., 1959) 

i 

í+ 

a n 

K -NUZ is No. 1 in total time periods from 
6:00 AM to 12:00 Midnight Monday 
through Friday, plus delivering the 
largest per cent of adult listeners! 

No. 1 with the lowest cost per 1000 
listeners in the Houston market! 

C-Kaiew 
k.NVZ 

Cftida 
o toñ s: INNOUr 

Nid aun: ... 
Houston's; 24 -Hour 

Music and .News_ 

20 

National Reps.: 

THE KATZ AGENCY, Inc. 

New York St. Louis 
Chicago San Francisco 
Detroit Los Angeles 
Atlanta Dallas 

IN HOUSTON, 
CALL DAVE MORRIS 

JAckson 3 -2581 

WASHINGTON ICont'dl 

Mr. Bell, addressing a meeting of the 
Iowa Broadcasters Association, has 
urged that an effort he made to curb 
the "dangerous trend in government 
... to conduct the people's business 
behind closed doors." 
An important manner in which 
broadcasters may increase public 
awareness of crucial issues, such as 
government secrecy, is through edi- 
torializing. According to Mr. Bell, 
judicious use of the broadcast edi- 
torial is one way to increase the pres- 
tige of broadcasting. 

Business Side 
Expects 1959 Increases 

On the business side of radio, a Na- 
tional Association of Broadcasters 
survey estimates that 1959 will see a 
nationwide average increase of 2.5 
percent in radio revenues over 1958 
on a per- station basis. The most opti- 
mistic estimated percentage change 
is in the No. 2 market -size category 
of radio stations serving a popula- 
tion of between one and two and a 
half million. NAB estimates a 
median increase of 6.9 percent over 
the 1958 revenue compared with 2.4 
percent for 1958 over 1957 and 3.9 
percent median increase for 1957 
over 1956. 
A total of 733 stations provided esti- 
mates, with all nine market -size cate- 
gories reporting projected increases 
ill total revenue. Of these stations, 
57.6 percent estimate an increase 
over 1958, 12.4 percent expect a de- 
crease and 30 percent believe there 
will be no change. 
With the expected increase in rev- 
enue for radio this year, Charles H., 
Tower, manager of the NAB depart- - 
ment of broadcast personnel and era 
nomics, believes students and teach- 
ers should think of broadcasting as 

a business, as well as a profession. 
In a speech given at the annual ban- 
quet for the University of Kansas 
radio and television department, Mr. 

Tower has declared that "Today's 
broadcasting has two major employ- 
ment needs. They are news and sell- 

ing." He said that selling can be as 

rewarding as the news aspect. "Don't 
look down on the salesman for he 
shall inherit, if not the earth, at least 
the business." 
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the va" 

"The business outlook for farm radio 
has never appeared brighter," de- 
clares Maynard Speece, current pres- 
ident of the National Association 
of Television & Radio Farm Direc- 
tors and WCCO Minneapolis farm 
service director. 

One big factor in this develop- 
ment of farm radio has been a gen- 
eral change in the programming. 
Mr. Speece, who has a regular sched- 
ule of 23 farm broadcasts a week on 
WCCO, feels that a major trend in 
farm programming has been "toward 
the more frequent, shorter and bet- 
ter produced features." He says 
there has been more variety and a 
faster pace, with more music than in 
previous years. Another aspect, Mr. 
Speece feels, is more emphasis in 
programming on farm management 
problems rather than on sheer pro- 
duction. 

A traveling man, as are most farm 
directors, Mr. Speece in the past six 
months has spoken before an esti- 
mated 30,000 people in towns in the 
Northwest. 

Asked to name the men who have 
played important roles in the de- 
velopment of farm radio, Mr. Speece 
lists the following: Larry Haeg, gen- 
eral manager of NVCCO; Herb Plam- 
beck, WHO Des Moines farm direc- 
tor; Sam Schneider, CBS Radio Spot 
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THIS MONTH: 

MAYNARD SPEECE 

Farm Service Director 
WCCO Minneapolis 

Farm Radio Outlook Bright, 

Says President of NATRFD 

Sales, Chicago; Layne Beaty, U. S. 

Department of Agriculture director 
of radio -tv information; Frank At- 
wood, WTIC Hartford, Conn., farm 
director; Jack Timmons, KWKH 
Shreveport, La., commercial man- 
ager; Phil Alampi, New Jersey com- 
missioner of agriculture; Mal Han- 
sen, former WOW Omaha farm serv- 
ice director, and Dix Harper, Au- 
brey, Finlay, Marley & Hodgson, 
Chicago advertising agency. 

Mr. Speece was born on a northern 
Minnesota farm near Meadowlands 
in 1913. He was graduated from the 
University of Minnesota College of 
Agriculture in 1943. The following 
year he was named county agent for 
Anoka County, Minn., and is said to 
have established the first soil conser- 
vation district. He re- joined the Uni- 
versity of Minnesota in 1945 to be- 
come head of agricultural radio 
for the university and its station 
KUOM. From 1948 to 1952, he was 
with the Office of Information, U. S. 

Department of Agriculture in Wash- 
ington, D. C. He then joined WCCO. 

Mr. Speece, his wife and son re- 
side in a Minneapolis suburb. 

"Radio is in an extremely healthy 
state and farm radio is one of the 
healthiest parts of the entire indus- 
try," he concludes. 

so we asked PULSE 

to ask the people of 
Nations 27th Largest 
Market the following 

THE RESULTS: 
November 1958 

Qualitative 
Survey of the 

22 County 
Tidewater, Ve. 

Area 
Question 1: 

When you first turn on the radio, is 
there any particular station you try 
first? 

Answer: 

W NOR y 
Question 2: 

Which radio station, if any, do you 
prefer for music? 

Answer: 

WTAR (M 
a.1% 

11 
t 

Question 3: 
Which radio station, if any, do you 
prefer for news? 

Answer: 

WyA 

{. {% 
*AV t] tYéfß'rS. 

Question 4: 
If you heard conflicting accounts of 
the same story on different radio sta- 

tions which station would you 
believe? 

Answer: 
c,. 

14.74. 

W TAR 

GH RADIO 
11 

Norfolk - Newport News - Portsmouth 
and Hampton ,Virginia 

,..ranks 1st during 
155 out of 180 rated 
half hours... 

Represented Nationally by 

JOHN BLAIR Cr COMPANY 
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Nielsen Reports: 

WLW RADIO 

AUDIENCE 

UP-UP-UP! 

It's the most spectacular 
Radio news today -the 
WLW RADIO AUDIENCE 
GAIN IN ONE YEAR! 

All reports from all 
sources show that WLW 
audience is way up! 
Bigger and better - 
than -ever! 

This sensational 
audience gain has been 
the direct result of two 
important WLW factors: 

22 U. S. RADIO Julie 1959 



1. NEW WLW PROGRAMMING - including: 

GREAT MUSIC - Programs of the finest music of all ages, broadcast 
day and night. 

EXTENSIVE NEWS COVERAGE - from the WLW COMEX (Communica- 
tions Exchange), broadcasting's most comprehensive news facilities. 

RADAR WEATHER REPORTS - WLW was the first Station to install 
Radar Weather Reporting System. 

HELICOPTER 

TRAFFIC REPORTS - 
Broadcast direct to motorists from a helicopter dur- 
ing rush hours, giving complete traffic and road 
conditions. 

PUBLIC SERVICE - a vast variety of public service programs and activi- 
ties on the local, state, and national levels. 

2. NEW WLW HIGHEST FIDELITY TRANSMISSION 
An exclusive new AM transmission system, devel- 
oped by Crosley Broadcasting engineers, has 

made WLW unquestionably the "World's Highest 
Fidelity Radio Station " - the result of 3 years 
work and 1/4 of a million dollars. 

U. S. RADIO June 1959 

So this great new programming and amazing new 

Highest Fidelity transmission has greatly increased 
the WLW audience ... and, thereby, greatly in- 

creased advertisers' returns. 

So call your WLW Representative; you'll be glad you did! 

World's HIGHEST FIDELITY Radio Station 

. with audience among top 10 in America 
One of the 6 dynamic WLW stations 

Crosley Broadcasting Corporation, a division of Arco 

`' 3 
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anyone For SThTiStiCS? 
Let's face it -we're in o business where stotistics flow like 
... er, woter. 

Since this is the cose, here ore a few for your considerotion: 
In the morning, WBT's audience leod over its neorest com- 
petitor is 92 %.' 
In the ofternoon, WBT's oudience leod over its neorest com- 
petitor is 69 %.' 
At night, WBT's oudience leod over its neorest competitor 
is 123 %." 
Three mighty good reasons for plocing your next schedule 
on WBT -the station that creotes the notion's 24th largest 
radio market. Call CBS Radio Spot Sales for ovoilobilities. 

Pulse 25 county oreo Morch 1959 

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

LETTERS TO 
THE EDITOR 
Phenomenon 

Good for you! Your story (Local 
Radio Phenomenon, May 1959) 
should be a real "waker -up" for both 
radio folk and the national adver- 
tiser. 

We believe it radio does the prop- 
er job in getting to the national ad- 
vertisers and agencies that without 
any crystal gazing we can predict that 
national advertising will soon beat 
its way back to its proper place in 
the over -all advertising budgets. 
Surely we know that we can do for 
the national advertiser what we can 
do for the local if we have the op- 
portunity to prove our point. 

Leslie L. Kennon 
Vice President 
KWTO Springfield, Mo. 

Clairvoyant 
With everybody else in town spon- 

soring long -range, side -range, elec- 
tronic, nuclear -type weather fore- 
casts on radio, we thought you might 
be interested in a new service being 
provided by our client, South Des 
Moines National Bank. 

. .. We predict tomorrow's day 
and date. So far, we've been 100 per 
cent accurate. 

On Fridays we really go out on a 
limb and predict the clays and dates 
for the weekend. Our account ex- 
ecutive with the idea is Bob Hulli- 
han. 

Wesley Day 
President 
Wesley Day 6 Co. Advertising 
Des Moines 

Vote for Radio 
From time to time I encounter 

one of those ardent supporters of 
television wlto likes to build up that 
medium while tearing down radio. 
The discussion always gets around to 

iv versus radio in coverage of news 
and special events, and when this 
happens I like to talk elections. Be- 

cause elections are events television 
thinks it covers better. And I have a 

story that would tend to disprove 
that theory. . . It's about an inci- 
dent involving the two ntcclia that 
took place at Rhode Is latul Republi- 
can headquarters on the night of the 
bitterest gubernatorial election iu 
die state's hístots. 

. . . Republican headqu,u ten. 

('. S. l( IMO 
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WMBD 
BY ANY STANDARD 

OF MEASUREMENT 

(APRIL -MAY, 1959) 

33.3% 
SHARE OF AUDIENCE 
6:00 A.M. -6:00 P.M. 

PULSE 
(MARCH, 1959) 

FIRST IN TOTAL 
AUDIENCE! 
6:00 A.M. -12:00 MIDNIGHT 

NIELSEN 
FIRST IN COVER - 
AGE AND... 
FIRST with 
NATIONAL 
ADVERTISERS! 
70% USE WMBD 
EXCLUSIVELY! 

(SCOTTIE BUREAU SURVEY 

MARCH, 1959) 

REPRESENTED NATIONALLY BY 

PETERS, GRIFFIN, WOODWARD, INC. 

WMBD 
U. S. RADIO June 1959 

through some oversight, was out- 
fitted with television sets but no 
radios.... When interest had reached 
a fever pitch and television wouldn't 
or couldn't deliver, radio scored its 
biggest beat of the year in Rhode 
Island. 

The dramatic climax . . . carne 
when headquarters turned off its bat - 
tery of tv sets, and the man in charge 
took the table -model radio we had 
rushed over from the station, 
climbed up onto a table and held 
the radio aloft for a capacity crowd 
to hear the electrifying news that 
Democratic Rhode Island had 
elected a Republican governor. 

I was the newsman covering the 
GOP headquarters for \VEAN on 
election night. 

Henry J. Perates 
WEAN Providence 

Australia Calling 

We have received an enquiry from 
a subscriber for your magazine. 

Our subscription agency, estab- 
lished in 1938, has become one of 
the largest in Australia today. 

Diana Corliss 
John Hinton & Co. 
North Sydney, N.S.W., Australia 

Open Book? 

I enjoyed your editorial (Helping 
Yourself, April 1959) concerning a 
need for agencies and advertisers [to 
know] what the competition is doing. 

However, from a station man- 
ager's postition, we wonder how does 
the advertiser feel about his adver- 
tising information (such as sched- 
ule, rate etc.) being made public. 
We receive many such requests 
monthly and are a little undecided 
as to just how much information to 
release. Naturally the rates should 
be according to Hoyle if the station 
is properly run, but nonetheless just 
how much of this is public record? 

I think most station personnel 
feel as I do. We don't care if the 
guy who's paying the bill, the adver- 
tiser, doesn't mind. I'd like to hear 
some comment on this. 

Also, what are some smaller, inde- 
pendent stations doing on the single 
rate question? I believe [single rate] 
has its merit but presents problems 
to a smaller market station that [it 
doesn't to] a metropolitan station. 

Richard O. Bieser 
General Manager 
WCNT Centralia, III. 

AUSTIN a MEALY 
IN KWK LAND 

KWK'S 

i WELL, POPSt 
RATINGS, 

; WHAT'S UP ir MWAN. 
UP 
.LIKE 

.' . 
- 

..___.., "...DIG THIS!.', ' CRAZY! ',NIELSEN SHOWS `t 

WHAT'S ! 
KWK AUDIENCE 

THE BIT' t HAS DOUBLED i' 
,, _SIN 6 MONTHS., 

sift 
--t e 

Q;,11 :l'' 

-077 

;..'I DIG! ``' YAA`` 
LIKE DAD 

IS THERE HOOPER SAYS 
MORE? 

1 'AUDIENCE UP 
320% IN 6 

,MONTHS'._% 

4i' KW tJO, i TOO 
K'S 

r THEIRCOSTPER`, 
7 THOUSAND'S 

MUCH, ¶ THE LEAST, TO 
\SAY THE MOST,' 

\TJr7 
5 

THE (BUYING) ACTION'S AT KWK! 

(.1"11;¡ 
ñt 

* like Hooper 

the New love 
affair in St. Louis 

1360 knocyCNS - 6000 watts 
William L Jones. Jr., General Manager 

or see the cats from Headley -Reed 

2 



101f LEE, 
taxes Richmond! 
January -February '59 
PULSE shows us . . 

in total share 
of audience 

6 A.M. to midnight 
Monday thru Friday 

and in 1/4 hours 

list too in food and drug 
merchandising 

THOMAS TINSLEY 
President 

IRVIN G. ABELOFF HARVEY HUDSON 
Vice -President General Manager 

Select Station Representatives in New York, Philadelphia, Baltimore, Washington. 
Clarke Brown Co. in Dallas, Houston, Denver, Atlanta, New Orleans. 

Daren F. McGavren Co. in Chicago, Boston, Detroit and on West Coast. 
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The Change Down 
On the Farm* 
U.S. Radio farm study analyzes: 

What farm radio is 

Programming- services, trends and problems 

Advertiser relations -why the farmer is 
important not only for farm products but for 
consumer items as well 

*Also see: 

Pfizer with Radio Improves Breed mid Sales, p. 32 

How Radio Works for Merck, p. 40 

I 
Back at the farm there has 
been a change. 

The man responsible for 
supplying this country's meat and 
potatoes, among other things, is get- 
ting to feel as comfortable in busi- 
ness -suit gray as he is in earthy over- 
alls. 

If that is not exactly the case, this 
much is certain: Underneath the 
tanned and sweaty brow is a skilled, 
technically- trained farmer who is ev- 
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On -the -farm interview is recorded by WRVA Richmond, Va., 
farm director Alden Aaroe for his 5:30 -6:30 a.m. farm show. 

Traveling around, Cliff Allen (left), WNOX Knoxville, Tenn., 
farm director, interviews a representative of an advertiser. 

"Not only for farm products, 
farmers and farm families are the best 

possible potential customers for 
all consumer goods and services." 

ery inch as professional in his work - 
a -day straw hat as the office executive 
who has just discovered the "new 
boater." 

The more skilled and specialized 
today's farmer becomes, the greater 
is his reliance on radio. For imme- 
diate weather and market forecasts 
and for authoritative information on 
the vitals of his business -not to 
mention moments of diversion -are 
the things only radio can provide so 
quickly and conveniently. 

Professionalism in farming has 
earned its financial merit badges, too. 
For although it is true that farm pop- 
ulation has been dipping in recent 
years (with a slight upward move- 
ment in 1958) , farm revenue is grow - 
ing. 

The mechanization of agriculture 
has hrought about these facts: 

Realized gross farm income 
from operations in 1958 was $38 
billion, compared with $3.1.3 
billion in 1957. 
Realized net inc tune of farmers 
in 1958 was $13.1 billion, an in- 
crease of 20 permit-or S2.2 bil- 
lion -aver 1957. 

Total income of the farm popu- 
lation rose nearly 13 percent in 
1958 to $22.2 billion (this in- 
cludes non -farm sources of reve- 
nue) . 

Per capita income of the farm 
population for 1958 (including 
non - farm sources) increased 
10.5 percent to $1,068. This was 
a new high, nine percent above 
the previous record of $983 in 
1951. Per capita income from 
farm sources alone also was at a 
new high ($770 in 1958 com- 
pared with $765 in 1948) . 

The developing "business" of 
farming has opened up enormous 
avenues for those who sell to the 
farmer. He is not only buying ma- 
chinery, seed, fertilizer, pesticides 
and all the rest in mounting quan- 
tities, but is also consuming large 
amounts of standard "consulter" 
items. The latter point has received 
the smallest attention. 

It is a fact that farmers, whether 
they come from Texas or not, buy in 
substantial quantities. 

"Farmers and farm families arc the 
hest possible potential customers for 

During one of many farm visits, Jay Gould 
(right), WOWO Fort Wayne, Ind., farm serv- 
ice director, gets story on farm mechanization. 

all consumer goods and services," de- 
clares Arnold Peterson, farm service 
director of WOW Omaha. "Too 
many national advertisers use farm 
radio to sell only feeds, fertilizers, 
hybrids and machinery. Recently, a 
farm wife, just home from town, told 
how she had been lucky enough to 
get a whole case of color movie film 
(48 rolls) . A city wife," Mr. Peter- 

son states, "would have bought one 
roll, used it, walked to the corner 
drug store and bought another (sin- 
gle) roll." 

And, one might ask, what about 
cars, refrigerator -freezers, appliances 
and detergents, to name a few? 

For all the science that has been 
brought to bear on the techniques of 
farming, the business of agriculture 
has its elements of chance (weather, 
stock prices). It is for these twin 
purposes -to keep abreast of scien- 
tific developments and to mitigate 
the elements of chance -that talon's 
farmer is hungr}, if for nothing else. 
for information that is immediate 
and authoritative. 

When it conies to immediacy, there 
alone stands radio. When it comes 
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Chuck wagon is farm- and -ranch director's re- 
mote studio as Cotton John Smith (holding 
microphone) does his broadcast over KGNC 
Amarillo, Tes., along the Santa Fe Trail. 

Getting together with sponsor's product, May- 
nard Speece, WCCO Minneapolis farm service 
director, checks a field of Pioneer Hi -Bred Co. 
corn, which is featured on Noon Form Reports. 

to authority, the farm specialist at a 
radio station is a man who not only 
knows the ins and outs of communi- 
cating ideas and information, but 
also the ins and outs of barn -and- 
field operations. And, more often 
than not, he is academically schooled 
in this modern science of agriculture. 

For these reasons, radio, like strong 
tobacco, is popular down on the 
farm. The U. S. Department of Agri- 
culture reports that 98.9 percent of 
farm homes have at least one radio 
set and 79.3 percent own two or 
more. 

The average farm family spends 
three hours and 51 minutes listening 
to radio every day, according to Ra- 
dio Advertising Bureau. On a week- 
ly basis, farm families listen an aver- 
age of 26 hours and 40 minutes. In 
the average week, 95 percent of farm 
families listen (see Report from 
RAB, p. 68) . 

The companion role of radio -be- 
ing there when it is wanted and 
needed -has placed the sound medi- 

uni in special favor with the fainter: 
In the early morning hours of 6 a.m. 
and 7 a.m., at noon time, in the eve- 
ning, and, because of radio's porta- 
bility, all clay long out in the field. 

The vital link between radio and 
the farmer is outlined by Jay Gould, 
farm service director of WOWO Fort 
Wayne, Ind. 

No person in American econ- 
omy is so dependent upon the weath- 
er as is the farmer. The soil's prepa- 
ration, planting, cultivation, harvest- 
ing, and storage of his crops are in- 
fluenced every hour by the vicissi- 
tudes of the weather," Mr. Gould 
explains. 

"Hourly weather forecasts and 
summaries are, therefore, practically 
indispensable in crop planting as 
well as their obvious need at harvest- 
ing time of forage and grain, and 
for the spraying of his crops with 
chemicals for insects, disease or weed 
control. Radio alone can give him 
that service so quickly. 

"The farmer not only needs the 
forecast of weather," Mr. Gould con- 
tinues, "but also information on how 
to adjust his farm practices to the 
varying conditions. The farmer must 
be informed of the latest recommen- 
dations for action, whether it be for 
livestock or crop management, or to 
do away with disease or insect pests. 
Radio alone is fast enough to dis- 
seminate this information in time. 

"Radio alone, too, can bring that 
news to him while he is driving his 
car or truck or tractor, or milking 
his cows, feeding his stock, or eating 
his meals. It saves him time. And 
time is his most valuable asset." 

Programming 

The basic ingredients of special- 
ized information and news- spiced 
with entertainment -have yielded a 
fertile programming crop for farm 
radio broadcasters. Recognition and 
respect have been forthcoming from 
advertisers, agencies, government and 
farmers themselves. 

And yet today, farm programming 
is in a period of transition. 

Supplying the radio needs of the 
modern fariner is an expensive opera- 
tion. The farm specialist at a radio 
station is well trained and appropri- 
ately well paid. Moreover, the cali- 
ber of farm programming- compris- 
ing on- the -spot interviews, radio at- 
tendance at farmer meetings, partici- 
pation at farm expositions and con- 
tests, and farm director travels 
throughout the area -is costly. 

On the other side of the coin, be- 
cause so much radio is bought "by 
the numbers," the farm broadcaster 
is faced with the task of keeping his 
total audience high, while he caters 
to the special needs of the modern 
farmer. 

According to questionnaires re- 
ceived in the u. s. RADIO survey, the 
station with a farm director or spe- 
cialist averages approximately 17.6 
hours a week of programming that 
is precisely aimed at the farmer. 
This represents more than 13 percent 
of the weekly program schedule for 
the average station. In view of the 
fact that most farm programs are 
aired during the day, the percentage 
figure would be higher if it were cal- 
culated in terms of weekly daytime 
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Dependence on Radio 

The following study, conducted by Ohio State 
University in 1958 for the Producers Live- 
stock Association, shows the percentage of 
farmers using various sources of information 
for marketing livestock, among other things. 
The study covers sis counties (Marion, Han- 
cock, Fayette, Ross, Clinton and Darke). It 
was submitted fo U. S. RADIO by WRFD 
Worthington, O. 

Source Total 
'o 

Percentage of Farm Families Lis- 
tening to Producers' Various 
Broadcasts. 

9:00 A.M. Forecast of Prices 
Response Total 

% 
Did listen 38.9 
Did not listen _______ 39.9 
Did not answer ____ 21.2 
Total __________ 100.0 
Number of Farmers 

Interviewed 208 

Radio 
Television 

82.7 
26.0 

12:00 Noon Market Summary 
Response Total 

Daily Newspapers __ 61.1 % 
Local Newspapers 6.2 Did listen 56.2 
Telephone 56.2 Did not listen 30.3 
Farm Magazines 38.5 Did not answer 133 
Other 31.7 Total 100.0 
Number of Farmers 

- - 
Number of Farmers 

Interviewed 208 Interviewed 208 
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fare, instead of the total weekly 
schedule. 

In addition, many stations con- 
sider their general rural entertain- 
ment programs as being directed, at 
least in part, to the farm audience. 

The most popular farm radio peri- 
ods are the early morning hours and 
the noon -time break, followed next 
by evening tune -in, according to 
replies. 

"Our 6:30 a.m. farm news is prob- 
ably one of our most listened to farm 
broadcasts, followed very closely by 
the 11:45 a.m. to 1:15 p.m. block," 
says Rex Messersmith, farm service 
director of WNAX Yankton, S. D. 
"The 6:30 a.m. farm news falls dur- 

Live music, as part of the WLS Chicago farm programming concept, is heard at the WLS- 
Prairie Farmer Progress Show on the noon Dinnerbell Time. Show also contains editorial features. 

"Radio alone is fast enough to 

disseminate needed weather forecasts, 
market information, commodity prices 
and advice on farm management." 

ing the breakfast hour and briefs the 
farmer on all the things he's inter- 
ested in- markets, weather, farm 
news and news headlines. Our noon 
block is beamed almost exclusively 
to the farm audience and gives a lit- 
tle broader picture of the news of 
interest to farmers." 

"The shows that give us the high- 
est ratings," remarks Wilbur Lever- 
ing, farm director of WI BW Topeka, 
Kans., "are the 7 a.m. news, which is 
of interest to everyone, and the ]2 to 
12:30 p.m. news, weather and mar- 
kets. The most listened to strictly 
farm show is the weather, markets 
and farm news summary between 
6:35 and 6:50 each morning. The 
reason that these programs are popu- 
lar is that they contain three of the 
most important items in the farmer's 
daily business." 

Most farm programming consists 
of across- the -hoard blocks of time. 
WGY Schenectady, N. Y., carries 
these local farm shows: Time Fcrnn 
Paper of the Air (12:15 to I p.m., 
Monday through Friday) ; Chore 
Time (5:15 to 6 a.m., Monday 
through Saturday), atul Grange 

Time (12:15 to 12:30 p.m., Satur- 
days). Don Tuttle, WGY farm di- 
rector, states the reasons why the 
Farm Paper of the Air is its most 
popular program: It is broadcast 
during the traditional lunch hour of 
Northeastern farmers, it is an estab- 
lished part of the farm family's day 
having been on the air for nearly 34 
years, its 45- minute length provides 
the opportunity for more flexibility 
and variety in features and more de- 
tailed presentation of service fea- 
tures, and the noon time period is 
well- suited for broadcasting live re- 
motes from county fairs and field 
days. 

Similarly,'VSB Atlanta schedules 
its farm programming, under the di- 
rection of Roy McMillan, farm di- 
rector, in across -the -board strips. Its 
Dixie Farm and Home Hour (5:15 
to G a.nr.) is aired seven clays a week 
and includes general farm service in- 
formation, news and interviews. The 
Broiler Market Roundup (11:30 
to 11:35 a.m.) is heard Monday 
through Friday and covers poultry 
news. And the Farm Nerrs Roundup 
(12:15 to 12:30 p.ut.) is carried 

Monday through Saturday and re- 
ports farm market news, weather, 
and grain and lard news. 

That the radio station farm de- 
partment means to the farmer can 
be summed up in one word: Service. 

This attitude is underscored by 
Maynard Speece, farm service direc- 
tor of WCCO Minneapolis (see Sil- 
ver Alike, p. 21) . "The WCCO radio 
farm service was formally established 
in 1942. This meant, in effect, that 
WCCO turned farmer. We put our- 
selves in the farmer's place. We got 
to know his thinking, problems, 
necessities and preferences. Our farm 
service department is designed to 
give the Northwest farmers a helpful 
hand at every turn." 

It is interesting to note that Larry 
Haeg, general manager of WCCO, 
was formerly farm service director 
and founded the station's farm de- 
partment in 1942. He also was first 
president of the National Association 
of Radio Farm Directors. 

"No other national medium fur- 
nishes the local farmer with the 
daily vital statistics he requires in 
the conducting of his business," is 

the way Keystone Broadcasting Sys- 

tem describes the role of farm radio. 
Keystone is a network of approxi- 
mately 1,070 stations in predomi- 
nantly rural class C and D counties. 
According to a recent survey, KBS 
states that 78.6 percent of its affili- 
ates -more than 800-have special 
prograituring directed to the local 
farm audience. 
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Contestants in the KCMO Kansas City, Mo., 
Meat -Type Hog Club Contest are inspected by 
George Stephens (left), KCMO farm director, 
as the owner of a well -fed entrant looks on. 

Present farm accounts on KBS are 
Armour for Dynafac hog feed, Ral- 
ston- Purina for poultry feed, Chile- 
an Nitrate Education Bureau for 
nitrate fertilizer, McCullouh Chain 
Saws and Remington Arms. 

The life and role of the farm di- 
rector is a busy one. He is called 
upon, as a respected member of the 
farm community, to attend many 
functions, in addition to the job of 
gathering information for his pro- 
gramming. 

\VPTF Raleigh, N. C., reports that 
Dr. Earl Hostetler, station farm di- 
rector, "is active in many farm and 
agricultural groups. He judges live- 
stock shows and spends a good deal 
of time with farmers. He is responsi- 
ble to the program manager, but has 
complete control of his program con- 
tents. On every program he has at 
least one interview with county 
agents, farmers, 4 -H or Future Farm- 
ers, state or U. S. Department of 
Agriculture representatives, North 
Carolina State College specialists, or 
agricultural representatives of manu- 
facturers." 

The profile of the farm director is 
drawn by Ed Mason, vice president 
of KXXX Colby, Kan. "Our farm 
director, Doc Embree, wears a broad- 
cast pioneers badge, travels exten- 
sively in the market and is a radio 
man, showman and farm expert. 
Regular air personnel must know 
farm business and our coverage area, 
in addition to possessing the usual 
professional talents. This has posed 

Wally Erickson (right), KFRE Fresno, Calif., farm news director, and two KFRE 
farm reporters, Jim Miller (left) and Fred Milnes, examine mural of farm activity 
in the San Joaquin Valley, from where they obtain news for eight daily farm shows. 

a difficult procurement order for 
management in the past, and has 
tended to make pretty permanent 
folks out of the right people." 

Of interest to advertisers is the way 
many farm departments are organ- 
ized, as explained by Charles Brooks, 
station manager of KRGV, Weslaco, 
Tex. "Our department is responsible 
for all material of news and feature 
nature on programs, and complete 
organization of all farm programs. 
Farm department handles 90 percent 
of all sponsored program commer- 
cials which the farm director, Charlie 
Rankin, airs personally. The farm 
department has complete responsi- 
bility as to adaptability of copy to 
this area and getting changes made 
with the client. Manager and pro- 
gram director consult with the farm 
director on adjacent programming." 

In addition to news and informa- 
tion, farm programming includes en- 
tertainment values. WLS Chicago, 
half owned by the Prairie Farmer, 
Midwest farm newspaper, reports 
that Diunerbell Time "is its most 
popular farm show." According to 
Bill Mason, farm director, "This pro- 
gram, sustaining for 30 years, features 
all of \VLS' farm program depart- 
ment, live entertainment (the WLS 
orchestra, singing groups and vocal- 
ists) , and prominent guest figures 
who are interviewed on the show be- 
cause of their knowledge of-or posi- 
tion in -the farm industry." 

Mr. Mason also explains a very un- 
common aspect of Dinnerbell Time. 

"Because this show is sustaining, it 
has the freedom to feature editorial 
material of Prairie Fanner editors 
without having to clear the material 
with particular sponsors." At the 
end of April, the program aired its 
9,396th consecutive broadcast. 

Another very famous entertain- 
ment show with farm appeal is the 
Grand Ole Opry of \1'SM Nashville, 
Tenn. It is aired on Saturday night 
from 7:30 p.m. to 12 midnight be- 
fore a live audience that generally 
averages about 5,000. An off -shoot 
of this program, featuring Grand 
Ole Opt)' stars, is the Opry Jambo- 
ree. It, too, is a live music show, 
but extends the entertainment con- 
cept throughout the week, Monday 
through Friday, from 5:15 to 5:45 
a.m. John McDonald is the WSM 
farm director. 

As radio stations strive to keep a 

balance between their specialized 
Earn programming and shows that 
appeal to as wide a base as possible, 
many farm broadcasters are experi- 
menting with new approaches. One 
such departure was instituted by 
WKY Oklahoma City last November 
10 (three weeks later it became a 
full -time independent) . The under- 
lying philosophy of the change in 
farm format is explained by John 
Moler, assistant manager: "An hour 
of farm programming should contain 
the same basic ingredients as any 
other hour in the broadcast day, 
apart from the farm service features." 

CONT'D ON P. 48 
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Pfizer With Radio 
Improves Breed, Sales 

Once upon a time there was 
a nervous bird named Chick- 
en Little, who undoubtedly 

suffered from dietary deficiencies as 
well as an anxiety complex. In the 
end, what with peddling hysterical 
stories that the sky was falling, she 
must have worn herself to a frazzle 
and wound up in somebody's picnic 
basket tasting as savory as taut fried 
shoelaces. 

There's a different breed of poul- 
try down on the farm these days. 
And Chas. Pfizer & Co. is helping to 
promote the change. The company, 
which manufactures a wide array of 
ethical and industrial chemicals as 
well as farm products, has been us- 
ing radio in increasing proportions 
in the agricultural field since 1953. 

Chemistry, with a two -fold assist 
from the listener's medium, is tram - 
forming Chicken I ittles into placid 

In a steadily increasing use of farm radio 

-spending estimated $250,000 in 1959 - 
Pfizer relies on sound medium to transmit 

sales and educational messages 

"chicken bigs " - in both egg produc- 
tion by laying hens and weight in- 
creases by broilers. Pigs, too, wax 
heftier sooner, dairy cows furnish 
more milk, beef steers gain faster on 
less feed, and the animals all stay 
healthier than ever before. 

This pound - for -pound improve- 
ment in poultry and livestock is due 
in large part to the feed supplements 
and animal health products which 
have been introduced during the 
past 10 years -and radio, says Pfizer, 
is a vigorous means for spreading 
the news. 

In fact, radio enters significantly 
into both the experimental and in- 
formational aspects of promoting the 
better farm practices advocated by 
Pfizer, according to Fred Manley, 
director of advertising and sales. pro- 
motion for the company's agricul- 
tural division. Primarily the meth- 

um is a key local contact with the 
farmers, he points ont, but radio mu- 
sic in many barns and hen -houses 
serves as a "psychological" aid in 
keeping cows and hens happy while 
they dine scientifically. Tests indi- 
cate that the contented "listeners" 
thereby produce better. 

More important, however, Pfizer 
believes (hastening to clispell any 
notion that radio is "for the birds ") , 

is the value of the ntediunt's direct 
and forceful voice in channeling a 

double -barrelled program of educa- 
tional and sales messages to the 
farmer himself. 

[According to Sales Management 
(February î, 1958) , the Pfizer agri- 
cultural division is spending at the 
rate of $2.500.000 in advertising. 
t'. s. uAuto estimates that Pfizer is 

placing 111 percent- about $250,000 
-in spot radio.] 
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In addition to its commercial use 
of radio, the company provides news 
and program material for farm sta- 
tions as a service to their audiences. 

"The near -universality of radios 
on farms, pretty much on an all -day- 
long basis in many barns as well as 
most homes, makes the medium 
especially valuable to us," Mr. Man- 
ley points out. "We haven't heard 
of tractors being factory -equipped 
with radios yet, but that can happen, 
too. 

"Farm directors who know their 
subject and audience generate an 
amazing degree of loyalty among 
their listeners and give added weight 
to our sales messages. Then, too, the 
flexibility with which we can buy 
radio means that we can also concen- 
trate both our service features and 

sales messages in a given area at a 

particularly appropriate time. For 
example, in one market we can em- 
phasize treatment of an animal dis- 
ease prevalent locally while in an- 
other, where it's farrowing season, 
we can stress our 'Life Cycle Feed- 
ing Plan' for little pigs." 

Pfizer's farm radio advertising cen- 
ters around the retail promotion of 
its antibiotic feed supplements and 
animal health and plant products 
and other chemical specialties. Some 
of these items, the company explains, 
are sold only to feed manufacturers, 
but are advertised to the con- 
sumer nonetheless, both to inform 
him of their existence and value and 
to point up the Pfizer name. 

In previous years Pfizer has used 
network radio, Mr. Manley notes, 

but during the past two years the 
buying has been all in spot. 

"The nature of radio makes it 
especially valuable to us as an im- 
mediate, local contact with the 
farmer," he says. "We buy, natural- 
ly enough, 'rural background' sta- 
tions, concentrating in three general 
areas which we designate 'Corn 
Belt,' meaning the hog -producing 
region of the Midwest; 'Dairy,' 
meaning the milk- producing region 
of the Great Lakes, and 'Broiler 
Auction,' mainly in the Southeast. 

"Our advertising is geared to the 
seasonal swings of these various re- 
gions. For instance, spring and fall 
are important times for us in the 
Corn Belt- that's when baby pigs 
are 'farrowed' (born) , and farmers 
are concerned with preventing dis- 
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ease among the litters as well as 
stimulating maximum growth from 
the start. Among dairy farmers, the 
disease of mastitis is a big worry 
(luring winter and early spring 
months, so we inform them via their 
local radio stations of our liquid 
formulation of Terramycin, which we 
first introduced last year and which 
is producing excellent results in 
checking this stubborn infection." 

Writing commercials in a language 
that rings true to the farmer as well 
as the chemist, yet tells a semi -tech- 
nical story clearly in 60 seconds, is a 

major task for copy people at the 
Leo Burnett Co. in Chicago. Close 
liaison between the agency and 
Pfizer's scientists at the company's 
Terre Haute, Ind., experimental 
center keeps the nouns and verbs on 
an accurate level, Mr. Manley ex- 
plains, as well as develops the basic 
copy appeals which are worked out 
jointly. Robert Kunkel is the ac- 
count executive who "shepherds" the 
material from farm to agency and 
back again for final verification. 

"Our copy is 'straight sell' on a 

particular way in which we can satis- 
fy a farmer's specific need," Mr. 
Manley continues. "In most cases, 
our commercials are delivered live 
by farm directors, some of whom are 
so well known to us and so effective 

1'fizer 

that they seem like part of our sales 
team." 

A sample one -minute announce- 
ment for Terramycin Animal For- 
mula used during farrowing season 
starts out: 

Hog producers know now's 
the time to get ready 
for the baby pig farrow- 
ing. The big thing is: 
How to get them all to 
market? The average hog 
producer weans seven 
pigs per litter. But 
the top producers aver- 
age up to 10 or more. 
One big way these top 
producers save more of 
the pigs is to treat 'em 
with Terramycin Animal 
Formula Soluble Powder. 
Why don't you try it? 
Terramycin helps you 
prevent and control the 
diseases that kill so 
many little pigs...dis- 
eases like infectious 
scours, enteritis, dys- 
enteries, respiratory 
diseases or secondary 
invaders. And to make 
the treatment easier, 
every quarter and half 
pound package of Terra- 
mycin Animal Formula 
Soluble Powder contains 
a free Terra -Treater... 
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! F r e d 
Manley, Director of Ad- 

vertising and Sales Promotion, 
Agricultural Division: 

"Tite near -universality of ra- 
dios on farms, pretty much on 
an all -day -long basis in many 
barns as well as most homes, 
makes the medium especially 
valuable to us. iIle haven't 
heard of tractors being factory - 
egnifzfzed with radios yet. but 
that can happen, loo." 
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Among the stations Pfizer uses as 
anchor points in its flexible radio 
coverage of agricultural areas are 
\VCCO Minneapolis; WOW Orna- 
ha, Neb.; \VNAX Yankton, S. D.; 
\VMAX Grand Rapids, Mich.; 
KFEQ St. Joseph. Mo.; WHO Des 
Moines, and WL\V Cincinnati. 

"Farm directors who are well - 
versed in farm conditions and prob- 
lems of their regions can be of in- 
valuable assistance to us," Mr. Man- 
ley notes. "They command the re- 
spect and attention of their listeners, 
and their programs are scheduled at 
times when those listeners are most 
concerned with the active manage- 
ment of their farms. 

"In many cases, these directors 
give added value to our special pro- 
motions by taking part with us in 
trade shores, or broadcasting direct 
from stores of our large retailers 
when they conduct 'open houses' or 
other events. Periodically, farm sta- 
dons get behind special programs of 
ours, writing direct to feed manu- 
facturers and specific dealers in their 
listening areas to alert them to our 
schedules." 

Pfizer's use of radio to advertise 
its agricultural products has in- 
creased steadily since the agricultural 
division was organized in 1952, \fr. 
Manley says. At that time, the use I 

of antibiotics in farming rs °IS just 
beginning to develop, and further 
experiments were opening up a vast 
range of prospects for improving the 
health and production of domestic 
animals. The establishment of Pfi- 

zer's 700 -acre Agricultural Research 
Center at Terre Haute seven years 
ago marked the start not only of a 

new division (last year. according to 
its annual report, it grossed S16.7 
million), bin of a new kind of pub- 
lic service programming by the com- 
pany, which prides itself in taking 
what it considers a leading role in 1 

developing maximum tarns efficiency. 

"As the population of the world 
grows, our farms must produce more 
and more efficiently to meet the ever - 
increasing need for foodstuffs," Nil. 
\latiley contends. "It's pretty ranch 
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Demonstrating how a new product works in plant tissue to eliminate disease is George Koch (center), development bio- chemist. His 
audience includes (I. to r.): George Howlett. market researcher; Paul Flowers, field representative; Hugh Dermody, assistant general 
manager of agricultural sales; George J. Isaak, field representative; Frank Calderone. advertising manager for animal health products, 
and Robert Kunkel, account executive, Leo Burnett Co. Pfizer's scientists work closely with agency to develop advertising strategy. 

up to America to show the way for 
raising the living standards of the 
rest of the world. If we don't, our 
standards will undoubtedly suffer." 

Through scientific care, he adds, 
American farms today are becoming 
fewer in number but increasingly 
productive - veritable "food facto- 
ries" which require highly developed 
knowledge and skills. 

To aid in the development of this 
knowledge and skill, explains Herb 
Schaller, manager of agricultural 
public relations, Pfizer takes every 
opportunity to tell the farming com- 
munity via radio of new develop- 
ments - from scientific formulas. 
such as tranquilizers for beef cattle 
to increase their weight gains, to 
management methods, such as the 
"Life Cycle Feeding Plan" for pigs. 
Last year's "Eggtober" which the 
company promoted is a case in point 
-its two goals Mr. Schaller describes 
were to help poultrymen produce 
more high quality eggs (at least 
equivalent to an extra month of pro- 
duction each year) through the use 
of Terramycin, and to encourage 
greater consumption of eggs. 

"Miss Eggtober," 19- year -old Su- 
san Treat of Orange, Conn., ap- 
peared on 10 radio programs and 

made eight radio tapes in the course 
of adding her personal sparkle to the 
drive. First introduced to the Na- 
tional Association of Television - 
Radio Farm Directors at its annual 
meeting last June in Denver, Susan 
later met many of the directors on 
their home territory as she under- 
took a promotional tour that includ- 
ed such stations as WCCO Minneap- 
olis and WLWV Cincinnati and ap- 
pearances on WLS Chicago National 
Barn Dance and Dinner Bell pro- 
grams. Galen Drake also interviewed 
lier on his CBS show. 

Mr. Drake broadcast the news 
about Pfizer research techniques in 
another "non- commercial" instance, 
too -one of his regular programs 
originated at the company's agricul- 
tural center last spring. The cast of 
the show flew to Indiana for the per- 
formance, which was staged in the 
center's barn before an audience of 
local people. Among subjects for 
discussion between Mr. Drake and 
Dr. Herbert G. Luther, director of 
agricultural research for Pfizer, were 
the farm's "mechanical cow," used to 
study the digestive processes of live 
animals, and Elmer, a steer equipped 
with a "porthole" through which 
scientists view and test the function- 

ing of his rumen (the first of his 
four stomachs) . 

The many tape recordings and 
other feature materials which Pfizer's 
public relations department pro- 
vides to interested farm -oriented sta- 
tions are a continuing part of com- 
pany efforts to spread the scientific 
word to farmers, says Mr. Schaller. 

That "word" spreads afar, too. 
Radio copy and promotional ideas 
used in the United States are passed 
along to Pfizer's International Divi- 
sion (one of five divisions of the 
110 -year -old firm) for possible adap- 
tation to use in any of the 19 coun- 
tries where Pfizer plants currently 
operate. Mexico, for example, is a 
heavy user of radio commercials, says 
Richard Wilson of the International 
Division, observing that south of the 
border Pfizer announcements are fre- 
quently converted into jingles or else 
interspersed with comedy and music 
to appeal to local listeners. Radio 
is a basic medium in the Philippines, 
Hong Kong, Japan, Australia and 
New Zealand, too, he adds. 

In fact, Pfizer hopes to fatten up 
Chicken Littles and their barnyard 
cohorts all over the world with the 
aid of scientific research and the 
well- modulated voice of radio. 
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The future voice of radio may very well be 

heard in three -dimensional sound.. Here's 

how it will affect programming -not only 

music, but drama, news and panel shows. 

Manufacturers are optimistic that an 

approved system is not far off 

Like a teenage boy who sud- 
denly discovers he now sings 
bass instead of tenor, radio is 

undergoing a dramatic change of 
voice. 

Its new tone isn't generally evi- 
dent to the listening public as yet. 
But equipment manufacturers pre- 
dict that within two years, if all goes 
well, stereophonic radio will emerge 
from its current experimental stages 
metamorphosed into an economically 
attractive, esthetically pleasing and 
excitingly different package of sound 
for the American consumer. 

At present work is underway to 
develop means of transmitting the 
"new" sound by either single am or 
fm stations. 

"We're all steamed up about 
stereo," declares David B. Smith, vice 
president -research at Philco Corp. 
"We believe it will make a tremen- 
dous impact on the listener. The 
housewife, for instance, will find 
radio better company than ever as 
it creates the illusion that broadcast 
personalities are actually present in 
the room with her." 

Mr. Smith thinks stereo program- 
ming will move beyond the realm of 
music into drama, news, interviews 
and discussions, for example, as well 
as "conversation" shows by station 
personalities. He notes that direc- 
tional listening allows for new con- 
cepts in sound effects and use of 
voices as well as orchestral arrange- 
ments. 

Cadillac's advertising agency, Mac - 
Manus, John & Adams, is already en- 
gaged in producing stereo commer- 
cials for its automobile client. Its 
first such commercial, done two years 
ago, was a taped orchestration which 
could be broadcast either stereo- 

phonically or monophonically. Cadil- 
lac is currently reported to be ready- 
ing a similarly designed commercial 
for use this fall in introducing its 
1960 models. 

You don't need an educated ear to 
appreciate stereo, in the opinion of 
Dr. Manfred R. Schroeder, who is in 
charge of acoustics research at Bell 
Telephone Laboratories. He believes 
an average listener, once accus- 
tomed to the "liveness" of it, would 
find difficulty enjoying monophonic 
sound, which seems flat by com- 
parison. 

Technical problems of produc- 
ing "compatible" three- dimensional 
broadcasts -that is, stereo which can 
be picked up monophonically as 
well, without distortion or diminu- 
tion -are considered by some experi- 
menters to be basically solved. As 
for an economic method of trans- 
mission, enabling a single station to 
convey both sources of stereo pro- 
gramming, engineers figure they've 
almost licked that difficulty, too. 

Next Step 
Still to be unraveled, however, are 

the knotty aspects of establishing 
transmission standards and prodding 
the Federal Communications Com- 
mission to act. In this connection, 
the Electronic Industries Association 
has recently formed the National 
Stereophonic Radio Committee, a 
six -panel body which is undertaking 
an investigation of proposed systems 
(snore than 20 have been submitted 
to it to date) with a view to setting 
standards for possible later adoption 
by the FCC. 

The as yet unanswered questions 
stereo broaches for the advertiser, 
his agency, the station manager and 
the program director boil down 

chiefly to: Who'll buy stereo? What 
is the most effective way to use three - 
dimensional sound? 

Al Capstaff, vice president in 
charge of programming at NBC, 
makes this point: "Stereo has a great 
future. But it must be used to do the 
things it does best, not just to repeat 
existing radio programs and tech- 
niques." 

Already there have been broad- 
casts where the two stereophonic 
soundtracks have been carried by 
separate transmitters, according to 
RCA, parent firm of NBC. For ex- 
ample, a recent George Gobel Show 
presented one portion of the stereo- 
phonic signal on NBC Tv and the 
other over NBC Radio. 

"From a radio point of view," a 
company spokesman says, "It is gen- 
erally agreed that a more desirable 
method would provide complete 
stereophonic information on (1) an 
am station alone, or (2) an fin sta- 
tion alone. 

"RCA's research and engineering 
studies of the various systems in- 
volved allows us to anticipate with 
virtual certainty that such methods 
will be available in the not too dis- 
tant future." 

Recently unveiled by Standard 
Electronics Div., Radio Engineering 
Laboratories Inc., is a new line of 
transmitting equipment which the 
manufacturer describes as providing 
for fm -fm stereo and other multiplex 
services as well as simplex. One item, 
a replacement exciter unit, is said 
to permit stereo or multiplex opera- 
tion with existing transmitters. 

What, specifically, is stereophony? 
Electronics people generally agree 
that stereo is a "reproduction of com- 
plementary sounds coming from two 
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or more directions." Such reproduc- 
tion entails using two or more dis- 
tinct modes of pickup, transmission 
and reception of the original pro- 
gram material. Its net result is to 
give the listener a sense of the direc- 
tion from which particular sounds 
emanate (the violins from one side 
of the orchestra, for example, and 
the brasses from the other) , plus a 
feeling of actual "presence." 

In itself, stereo is far from new. 
Experiments have been conducted in 
this area and related fields as far 
back as 1881. However, full develop- 
ment of stereo awaited the refine- 
ment of electronic engineering tech- 
niques. 

Today, avid record collectors and 
set -builders may already be -as of 
1956, in fact up to their ears in an 
assemblage of stereo amplifiers, 
phono -jacks and rumble filters, 
glorying in the effect of having the 
Boston Symphony tune up in person 
in their living rooms. (The record- 
ing industry is reported to be mak- 
ing 10 percent of its booming hi -fi 
sales in stereo discs at present.) 

Other audiophiles, those with both 
an am and an fin set, may also have 
become attuned to stereo in the re- 
cent sudden rush by stations to test 
two -channel broadcasting. Within 
the past few months trial programs 
have been staged throughout the 
country (an estimated 125 stations 
currently schedule some stereo pro- 
grams) and several network shows 
also have been aired. 

Prclíminary experiments have cen- 
tered around using two outlets simul- 
taneously for the transmission of the 
two "directions" of the program 
sour(e. This method requires either 
an ant -fin team, or am-tv; occasion- 
ally two fm stations have joined 
(ones for a particular program. The 
resulting broadcasts arc, however, 
"nun -c nnipatible" (an an -only lis- 
tener hears a sue -sided pickup, and 
so tines the fm-only or tv -only audi- 
ence) and occasionally difficult to 
tune in exat tly because of local con- 
ditions. 

Flom the standpoint of program- 
ming, emphasis to date has been al- 

most solely on music. Taking a cue 
from the recording business, radio 
has concentrated on testing the vari- 
ous effects stereo can create with 
both live and recorded music, from 
classics to jazz. 

Stereo is now moving beyond its 
"beginner" stage, spokesmen from 
both the technical and program sides 
of radio's house agree. Their unani- 
mity fades, however, when it comes 
to choosing which route the medium 
should take from this point on to 
achieve maximum listening pleasure 
at minimum cost to both station and 
audience. 

"Too much attention has been 
focused on music," Philcó s Mr. 
Smith says. "The remarkable depth 
stereo gives to sound makes possible 
á much wider range of programming. 
Take remote broadcasts, for example 
-the effect of a shift in location can 
be conveyed dramatically in stereo. 
Newscasts, sportscasts, panel discus- 
sions are all prospects for stereo's 
unusual showcase. Radio personali- 
ties will have the opportunity to 
establish an even stronger rapport 
with their audiences. 

"The whole business of entertain- 
ment deals with creating illusions. 
The 'presence' that stereo conveys 
will heighten the enjoyment not only 
of music, but of drama and conver- 
sation, by creating the illusion that 
the listener is on the scene of action." 

Standards Sought 
Philco, he points out, petitioned 

the FCC as early as December 1958 
to institute rule -making proceedings 
"looking towards the adoption of 
compatible stereophonic sound trans- 
mission standards." Because there 
arc several different methods of ac- 
complishing stereo broadcasting, the 
company holds, the FCC should in 
the public interest adopt a single 
standard for transmission so that 
each stereo receiver will he capable 
of picking tip all stereo broadcasts. 

\Ir. Smith says Philco, although 
it will concentrate of producing con- 
sumer stereo sets, lias constructed a 

complete ''statitni" in its lab for ex- 
perimental work on a proposed) am 

system of transmission. Field tests 
for this method of one -channel 
broadcasting- are now being con 
ducted over actual stations, he adds, 
and the FCC is being invited to ob- 
serve a demonstration. 

"Our tests have been highly satis- 
factory," Mr. Smith asserts. "On the 
basis of research and experimenta- 
tion, Philco anticipates being able 
to produce stereo receivers which 
will retail for less than $30. 

"There will, of course be any 
range of price the buyer wants, and 
variations in the styles in which he 
can get the necessary two pieces of 
equipment, but stereo as we envision 
it will be well within the reach of 
the average household." 

Agreeing that three -dimensional 
sound will pervade American homes 
within the next 10 years, Mr. Cap - 
staff of NBC believes, however, that 
stereo effect and value is primarily 
in the field of music. 

"Of course every new development 
in equipment stimulates new ideas 
and techniques for programming," 
he continues. "Stereo may add an 
exciting breadth in many areas, but 
music is the one in which it naturally 
excels. 

"NBC, which we think was the 
first to do a multiple -city hookup 
on stereo, has conducted some inter- 
esting experiments front the pro- 
gram angle. Skitch Henderson has 
even distinctly re- arranged the or- 
chestra to get a high fidelity and 
realistic effect." 

The whole area of programming 
for stereo, Mr. Capstaff believes, will 
require ingenuity and imagination 
rather than added expense. And, in 
his estimation, fm is the key to the 
future of the "new sound." 

NBC and RCA, its parent firm. 
recently have been testing an fm- 
multiplex system of transmission, 
trying out single- station stereo broad- 
casts in the early morning hours over 
WRCA New York. 

In the opinion of Jay Blakeslee, 
manager of audio sales for Gates 
Radio Co., the introduction of full - 
srale stereo broadcasting can mean 
a tremendous increase in sales of re- 
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A single station that can transmit two separate sources of sound 

to two separate receivers is the current goal of stereo engineers. 

ceivers to the public. "The Ameri- 
can people are always alert to new 
ideas," he says. "Once the equip- 
ment is available they will purchase 
it." 

He feels than an fm- multiplex sys- 
tem (which utilizes "unused" por- 
tions of a station's regular channel) 
offers the highest fidelity, but points 
out that Gates, as manufacturer of 
broadcasting studio equipment, is 
also working very closely with the 
development of compatible am trans- 
mission. 

The more than 20 proposed sys- 
tems which EIA's National Stereo- 
phonic Radio Committee is current- 
ly studying offer a variety of ways 
to achieve the saine goal: A two -part 
signal that can be transmitted by a 
single station, and received either 
stereophonically (by two speakers) 
or monophonically (by one speaker) 
without "diminishing" or "degrad- 
ing" the reception of either. 

The process of creating stereo be- 
gins with the placement of micro- 
phones in the studio. The so- called 
"American" system generally calls 
for a mike on both the right and the 
left side of the program area. The 
"European" system uses mikes which 
"cross" each other -the left one 
aimed toward the right side of the 

stage, and the right one aimed to- 
ward the left. 

A considerable amount of experi- 
mentation is being done in the place- 
ment of mikes to determine what 
and how effects can be achieved, re- 
searchers at Bell Telephone Labora- 
tories, Murray Hill, N. J., explain. 

Varied Techniques 
"Recording technicians have tried 

separating orchestral units -some- 
times even putting them in different 
rooms," Dr. Schroeder notes. "A 
sound -proof glass panel between 
enables the conductor to direct both 
halves in unison. 

"Three mikes may be used, some- 
times even more -one left, one right, 
two for the singer to give an effect 
of movement, and one for the string 
bass. The whole business can be- 
come very complex." 

Findings from such techniques 
used for recordings apply naturally 
to live broadcasts, he says. 

"The broadcasting industry is in 
the midst of developing the art (and 
it is an art) of transmitting sound 
electronically. At this point it has 
the opportunity of fashioning a hy- 
brid of several systems, or all of 
them, to achieve the best of each." 

Getting stereo from the studio to 

the listener involves understanding 
both the nature of hearing and the 
capabilities of electronics. Regard- 
ing the first, setting up two micro- 
phones and broadcasting, in effect, 
two separate programs may produce 
good stereo effect, but it leaves the 
one -set listener with only part of the 
whole show. One of the many solu- 
tions which have been proposed for 
this problem was developed by a 
Bell research man investigating how 
sound behaves and how it affects the 
hearer. Floyd K. Becker's system, 
based on the so- called Precedence 
Effect, is said to be both compatible 
and requiring no additional receiver 
equipment. 

It is based, Mr. Becker explains, 
on a psychological phenomenon that 
works like this: A person listening 
to a broadcast over two loudspeakers 
[will "hear," in terms of determining 
direction, the sound coming from 
the speaker closest to him, and dis- 
regard the slightly later sound coin- 
ing from the other speaker. Mr. 
Becker's method conveys music or 
voice signals from left and right 
microphones which have been cross - 
connected. The left -side information 
is transmitted directly to the listen- 
er's left -side speaker; it is also fed 
to the right -side speaker, but after a 

(Cont'd on p. 74) 
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PINPOINTING THE FARMER IS .. . 

How Radio Works 
Specialized use of radio by Merck has 

doubled in five years. Firm not only seeks 

out select farm audience, but also watches 

rotation of crops to sell multi -product line 

MERCK'S STATE COVERAGE 

I,l its increasing use of farm radio, the agricultural prod 
ucts of the Merck Chemical Division are advertised on 
stations in the following 16 states: 

Alabama 
Arkansas 
California 

Texas 

Virginia 
Washington 

lo 

Is it more profitable to reach 
all of the people some of the 
time or some of the people 

all of the time? The answer, of 
course, depends upon the type of 
product you are marketing -whether 
it has mass or "class" appeal. 

Although the approach has been 
resolved in different ways by adver- 
tisers depending on individual needs, 
there is no denying that the industry 
spotlight is focused more generally 
on the successes of those who choose 
to use radio as a mass medium. 

Radio's capacity for selective sell- 
ing, however, is emerging, and is 

currently being studied with fresh 
excitement, especially by advertisers 
who are proving the "class" point. 

An outstanding example of the 
s o tt n d medium's custom -tailored 
reach is the way farm radio has been 
moulded to fit the advertising con- 
tours of Merck C Co. Inc., one of the 
world's pre -eminent drug and chemi- 
cal concerns, with home offices in 
Rahway, N. J. 

For the last five years, Merck has 
been relying heavily on farm radio 
to advertise its feed additives and 
animal health products, and, accord- 
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for Merck 

ing to Arthur Church, radio -tv di- 
rector, has doubled its radio budget 
during that period. 

[u. S. RADIO estimates that in 1959 
Merck will spend approximately 
$200,000 in radio for its agricultural 
products.] 

The company is now on the air in 
16 key states: Alabama, Georgia, 
Texas, Arkansas, California, Minne- 
sota, Washington, Oregon, Iowa, 
Illinois, Virginia, Maryland, Dela- 
ware, Pennsylvania, North Carolina 
and New Jersey. 

Radio Experiment 
The firm, traditionally a print ad- 

vertiser for its agricultural lines since 
their inception in the late 1920's, 
turned to local radio in 1954 on an 
experimental basis. The experiment 
has worked out so well that Mr. 
Church declares "radio has narrowed 
print's lead until it stands now at a 

ratio of one and a half to one." 
Merck's agricultural products are 

the result of intensive research which 
last year totaled $17 million, approxi- 
mately 10 percent of the pharma- 
ceutical industry's expenditure in 

Merck's radio budget for feed additives, animal 
health products has doubled in five years. 

the field. 
The Merck Chemical Division, 

producers of the firm's agricultural 
products and other lines, also spent 
about $12 million in expansion of 
production facilities in 1958. 

Net sales last year for Merck and 
its subsidiaries and divisions totaled 
$206.6 million, an increase of more 
than $19.5 million over 1957. 

Merck presently advertises nine 
agricultural products over 32 stations 
in 23 markets on a year -around basis, 
averaging approximately 10 spots per 
week per station, according to Joseph 
Swan, account executive for Merck 
at the C. J. LaRoche agency in New 
York. 

"Since Merck started with radio," 
he says, "sales of the products adver- 
tised have risen substantially." 

The principle reasons for the com- 
pany's plunge into radio are three- 
fold, says Mr. Swan: "Due to the 
nature of Merck's business, it needs 
a medium flexible enough to allow 
for copy changes on short notice; it 
needs to pinpoint its audience, con- 
fining it to farmers, and it needs a 

personalized selling job. The selec- 

live use of radio is able to accomplish 
all of these objectives." 

Since Merck buys participations 
and spots in many farm and market 
news shows during early morning 
and noon hours, and chooses stations 
with respected and popular farm 
directors, both the agency and the 
company feel they are reaching the 
farm audience almost exclusively 
with no waste "circulation." 

Professional Man 

"Farmers listen to these shows re- 
ligiously," says Mr. Church, "and 
they consider the farm director to be 
a knowledgeable, professional man 
to whom they can look for advice as 
one businessman to another. Since 
he isn't regarded as a fast -talking 
salesman, your commercials sound al- 
most like a testimonial." 

Great flexibility with regard to 
copy deadlines is a must for Merck 
because of variables such as weather, 
epidemics and other changing farm 
conditions which often necessitate 
last minute switches in the products 
to be featured. 

Merck splits its air time among 
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products prepared for chickens (both 
broilers and layers), turkeys, swine 
and, most recently, dairy and beef 
cattle. These preparations fall into 
two broad categories: Feed additives 
and animal health products. The 
additives are sold to the feed manu- 
facturers who mix them into the 
feed. They are advertised usually 
with a "look for it on the label" 
phraseology. 

The additives include NiCarb and 
GlyCamide for poultry, Pro -Strep for 
poultry and hogs, S. Q. for chicken 
and turkey feeds. 

The animal health products, 
which are sold to the farmer as 
packaged goods over the counter, 
include Bovitrin and Sulfastrep for 
cattle, Floxaid for broilers, Hepzide 
for poultry, Vetstrep Dust for chic- 
kens and S. Q. in liquid form. 

Design of Products 

All of these products are designed 
to prevent or cure animal diseases, 
as the case may be, and contain vari- 
ous vitamins and antibiotics. 

Several of them have been devel- 
oped since Merck's entry into radio, 
according to Mr. Swan, and have 
been added to the air schedules as 
they were put on the market. Merck 
began on the sound medium with 
preventatives for a disease in chic - 
kens called coccidiosis (NiCarb, S. 
Q. and GlyCantide) . This year 
Merck lias added to its radio use the 
large livestock preparadon, Bovitrin, 
and Sulfastrep. 

The number of products involved 
and their highly specialized uses de- 
mand extremely accurate buying as 
well as timely commercial place- 
ment. Lionel Schaen, La Roche 
tiutebnyer, explains that one of his 
biggest problems is pinpointing the 
station that will give the most con- 
centrated coverage of specific live- 
stock areas. 

"We use research figures from the 
J. S. Department of Agriculture 

breaking the indivklual livestock 

types clown country by country. 
Then we use maps and make over- 
lays to determine where the greatest 
numbers of all the breeds -pigs, 
cows, poultry- congregate. In other 
words, where we can get the most 
out of our radio dollar." 

Because, according to Mr. Swan, 
there has been a trend since World 
War II for farmers to switch from 
one stock to another, Merck and 
the agency must expend consider- 
able effort in keeping abreast of 
what is being raised where, particu- 
larly in the South. 

"Take north Georgia, for exam- 
ple," says Mr. Swan. "It used to be 
almost exclusively in cotton. Then 
the farmers decided to raise broilers, 
and quite recently they have 
switched to layers. 

"In the Shenandoah valley, which 
has traditionally been in poultry, I 

noticed a great many cattle while 
driving through one day. I inquired 
locally and found out that many 
farmers are, indeed, switching over. 
As yet, the concentration isn't suffi- 
cient to warrant copy changes, but 
we're keeping our eye on the situa- 
tion. 

"In any event, once a trend is 

marked -and often it happens very 
quickly -we are able with radio to 
make rapid shifts both in stations 
and copy when necessary." 

In this connection, Merck schedu- 
les copy only about three months 
in advance, although it usually signs 
52 -week contracts with its stations 
because the general livestock areas 
remain fairly stable, despite shifts 
in types raised. 

A variety of station types is used, 
according to Mr. Church, ranging 
front a high powered, metropolitan 
outlet like \VI -IO I)es Moines, to 
small, local stations like \VAVU Al- 
bertville, Ala., and WKUL Cull- 
man, Ala. The contrast is explained 
by Mr. Schack, who emphasizes that 
Merck's criterion is not how broad 
a station's general coverage is, but to 
what degree it succeeds in attracting 
a special class, the livestock raking 

farmer. "That's the only kind of 
rating we're interested in," Mr. 
Church declares. 

Once the stations are selected, 
great care of an unusual nature is 

taken in the writing of commercials. 
The attention that is often lavished 
on music and production for the 
mass market is diverted by LaRoche 
to a painstaking conversion of tech- 
nical points into salable language. 

Technical Advice 

To accomplish this, LaRoche re- 
lies on Jules Haberman, D. V. M., 
who is not only a veterinarian, but is 

also the author of two books in his 
field. Dr. Haberman points out that 
in writing for a farmer you may be 
more technical than with the gener- 
al audience "because if the farmer 
doesn't understand the sicknesses and 
the cures of his stock, he isn't com- 
petent." 

In addition, copy for farmers often 
mentions dollars and cents, the em- 
phasis being on "healthy animals 
making healthy profits." 
Here's an example: 

"Broiler growers . . . 
Here's how Pro Strep, the 
dual atcion antibiotic 
supplement from Merck, 
can help protect flock 
health and your profits. 

"To help prevent early 
chick mortality use 
starter and grower ra 
tions fortified with 100 
grams of Pro Strep per 
ton of feed for the first 
10 days. 

"Then - to improve 
feed efficiency, stimu 
late growth and to 
minimize setbacks at 
times of vaccination, 
beakittg, or during cold 
or hot weather spells - 
use this same level of 
Pro Strep for only three 
days out of seven, until 
your flock is ready for 
market. 
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"Pro Strep contains the 
germ fighting, growth 
promoting action of two 
antibiotics - streptomy 
cin and procaine peni 
cillin, an effective com 
bination that can help 
assure the profitable 
marketing of your birds. 

"So - for Profitopper 
weights - at a reason 
able cost - be sure to 
ask your supplier about 
his rations fortified 
with Pro Strep, the dual 
action antibiotic supple 
ment with the Merck 
margin of safety." 
When copy like this is delivered 

by the local farm director or an- 
nouncer it has the advantage, ac- 
cording to \Ir. Swan, of being 
spoken in the accent of the area's 
farmers. 

The farm director and the station 
personnel as a whole work very 
closely with the Merck regional sales 
managers, according to Mr. Church, 
and keep them informed whenever 
possible of farming news in the 
vicinity. For their part, the regional 
managers have authority to change 
stations or reject Rahway's choices, 
although they seldom do. 

In 1952, Merck merged with Sharp 
& Dohme and now has five divisions: 
Merck Chemical (producers of the 
feed additive and animal health 
lines) ; Merck, Sharp & Dohme; 
Merck, Sharp & Dohme Internation- 
al (with offices in 11 countries) ; 

Merck, Sharp & Dohme Research 
Laboratories, and, in Canada, Merck 
& Co. Limited. 

The company was founded in 
1897, and declares it was first on the 
market with such drugs as penicil- 
lin, streptomycin and cortisone. Five 
of its scientific associates have been 
recipients of the Nobel Prize. 

It has been the combination of 
intensive product and media research 
that has made radio work for 
Merck. 
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The farm radio plans of Merck are explained to a visiting station executive, R. W. 
Youngsteadt (seated left), sales manager of WPTF Raleigh, N. C., by Arthur 

Church (seated right), Merck radio -tv director. Standing are (I. to r.): Jack King, 

of Peters, Griffin, Woodward Inc., and Lionel Schaen, C. J. LaRoche timebuyer. 

LaRoche account executive, 
Joseph Swan, examines de- 
tails of latest radio drive 
for Merck farm products. 

Because farm copy is often technical in nature, LaRoche's copy super- 

visor on Merck account is a doctor of veterinary sciences, Jules Haberman. 
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question 
and answers 
THE QUESTION: 

If you were a general manager, how would 
you sell radio to an advertiser and its agency? 

EMIL MOGUL ANSWERS: 

That radio is, or at least 
should be, an effective medi- 
um for the national or local 

advertiser cannot be disputed. The 
main question in my own mind is 
why radio isn't sold more effectively 
(and consistently) to the advertiser. 
Radio can and does sell products. 
Why, then, doesn't radio do a better 
job of selling itself? 

As one who cut his advertising 
teeth on radio almost 30 years ago 
(yes, I sold time, and like to think I 

sold it well), I've got some strong 
opinions on the subject. And my 
fondness for radio is such that my 
interest is far from being of the aca- 
demic variety. I honestly believe 
that radio has a powerful sales story 
to tell, but all too few radio men 
have been telling it with sufficient 
forcefulness to sell even the most 
ardent pro -radio advertising execu- 
tive. 

In my opinion, radio's selling ap- 
proach needs a strong close of posi- 
tive thinking. Since u. s. RADIO has 
asked me to project myself into the 
role of a station's general manager, 
here's my personal brief for radio if 
I were to "argue" my case to a jury 
of agency men and advertisers: 

I. I'd make it abundantly clear 
that my representatives truly repre- 
sent in every sense of this much - 
abused word. My station, I would 
point out, insists that our representa- 
tives perform their total job, not just 
that small portion given to messen- 
gering rate cards and c -p -m statistics 
to agency timebuyers. Our repre- 
seutatiNcs have all the marketing 
facts at their fingertips, and they 
know how to interpret the facts to 
meet the needs of a specific client or 
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Mr. Mogul, president of Mogul 
Lewin Williams gc Saylor Inc., New 
York, outlines an eight -point plan 
for "his" station. A "strong dose of 
positive thinking" is built around 
his knowledge that "radio sells." 

category of account. More than 
merely selling time, our representa- 
tives serve as intermediaries between 
the station and the advertiser via the 
agency we're attempting to sell. They 
think beyond the station's require- 
ments; they know and appreciate the 
advertiser's point of view. 

2. We believe in a realistic rate 
card. It's realistic in terms of being 
consistent with the value received. 
It's a realistic card because it's a) 
available to everyone, and b) it's 
consistent in that our rates are not 
based on momentary demand only to 
be cut back quietly when the de- 
mand abates. 

3. My station firmly believes in 
establishing rates that are based sole- 
ly on advertising requirements. We 
sell the saturation totality of our 
station and eschew the undue em- 
phasis on selling traffic time and 
night periods. Furthermore, we pro- 
mote the concept of 52 -week satura- 
tion schedules by offering annual dis- 
counts to the advertiser. We disavow 
premium periods and we don't get 
involved with lower rates for night- 
time periods. In brief, we encourage 
those advertisers whose marketing 

needs demand a station's total audi- 
ence on a week -in, week -out, 52 -week- 
a -year basis. 

4. We promote the use of our sta- 
tion by local retailers by retaining a 
retail rate as well as a legitimate na- 
tional rate. The majority of retail 
advertisers could not afford to re- 
main on radio under a national rate, 
and to assume otherwise is tanta- 
mount to squeezing the retailer out 
of radio. For years, radio has cam- 
paigned to lure more retailers into 
the medium. We welcome the na- 
tional advertiser with open cards, but 
the retailers who employ my station 
52 weeks a year rsith more than 1,000 
announcements are not to be under- 
estimated. We have retail adver- 
tisers that have used the station with- 
out hiatus for many years. Their 
continuous use of the station is based 
soley on directly attributable results 
-sa les! 

5. We provide our clients with 
meaningful research, not a miasma 
of numbers that say nothing except 
to demonstrate our proficiency with 
mathematics. By qualitative research, 
I mean much more than a compila- 
tion of figures which indicate how 
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many listeners are reached. Our re- 
search translates figures into people 
-who they are, their purchasing 
power, all the key socio- economic 
factors of our market coverage. 

6. Our programming is distin- 
guished by originality, freshness and 
a permeating air of excitement. We 
aim for a distinctive sound that sets 
us apart from other stations in the 
market, and we get it with new ideas 
and talent. Our station has a per- 

DAN KANE ANSWERS: 

There is, of course, no one answer 
or set of answers applicable to each 
and every radio market. Selling strat- 
egy has to be related to market char- 
acteristics -size of market- competi- 
tion -type of competition -and com- 
petitive position in market. All fur- 
ther related -collectively and indi- 
vidually-to a very basic and reason- 
able desire to make money! 

Assuming "my" station to be a 
competitive factor in the market, 
both engineering and audience -wise, 
I will by -pass the more obvious areas 
of sales concern (programming, rate 
structure, etc.) and touch on a cou- 
ple of points which I sometimes feel 
are not given the full attention they 
deserve. 

1. Specific Research. I would ex- 
ploit the selling advantages peculiar 
to "my" station and back it up with 
facts. Agencies are flooded with 
claims and counter -claims based on 
research that deals with only basic 
elements of media analysis, most of 
which are already familiar to the 
buyer. However, when a more quali- 
fied analysis is desired, they are left 
with only the say -so or enthusiasm of 
the station manager, which although 
is believable in many instances, is 
pretty tough to put in writing, and 
to sell a client who is twice removed 
from the problem. 

2. Service. Once the initial en- 
thusiasm of the schedule has waned 

sonality all its own. We employ 
capable announcers whose quiet but 
persuasive selling technique fits neat- 
ly into the personality we've created 
for ourselves. In a word, we're differ- 
ent from any other station in our 
market. 

7. We give full value to the ad- 
vertiser by avoiding multiple spot- 
ting abuses and over -long commer- 
cials. Both can destroy the personal- 
ity of a station. And continuous 

abuse of the listeners' sensibilities via 
over-commercialized programming 
adds up to disservice to the station's 
client roster. We like to turn a profit 
... but we do it without short- chang- 
ing the advertiser's dollar. 

8. We provide meaningful rather 
than superficial merchandising sup- 
port to our clients. I can sum this 
up in two lines: Too many stations 
pay lip- service to merchandising 

Mr. Kane, vice president and media 
director of Ellington & Co., New 
York, turns "his" station's attention 
to these matters: Specific research, 
service, sales representative and per- 
sonal calls. 

in agency and client mind, your in- 
voice, affidavit and notices of change 
become your personal representative 
in a very sensitive area. I would in- 
vest in good traffic and accounting 
personnel. I would concentrate on 
development of a clearly defined and 
workable system of communication 
and confirmation within my own 
shop. Respect for many stations has 
been lost in a backwash of confusion 
and frustrations, resulting from slow 
or improper confirmations. On fu- 
ture orders, this is many times a de- 
ciding factor in a buyer's mind when 
he is faced with a "Mexican Stand- 
off" decision. 

3. Sales Representative. These are 
the whipping boys and they deserve 
all the help they can get from the 
station. I would never want to be 
found guilty of letting them down 
when they have been asked for or 

have promised a "quick answer." In 
this regard, I would be so organized 
that there would be at least two peo- 
ple at the station capable of making 
an on- the -spot decision in any area 
of question. 

4. Personal Calls on Agencies. 
These are important. However, I 

would think about skipping one of 
these periodic tours of the agencies 
(if there are no problems that can't 
be resolved otherwise) and investing 
this trip money in an occasional 
phone call to the agency just to say 
that "the schedule is going well and 
we'll be happy to help with any prob- 
lems relating to same in the market." 
I think that a quick call of this na- 
ture would generally be interpreted 
as evidence of real interest and pos- 
sibly register a more effective impres- 
sion of the station's concern for the 
account. 
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focus on radio 
A Quick Glance At People, Places 

And Events Around Radio -Land 

AWAY WE GO with radio seems to be the feeling of these young- 
sters as they carry WWDC Washington, D. C., promotion bumper 
stickers. Originally made only for automobiles, with peak driving 
time now here, the stickers have caught on with the bicycle set also. 

ELLINGTON MOOD is shown in gabfab with Red Clyde (left), 
artist and repertoire man, and Bud Prager, executive of SESAC Tran- 
scriptions, New York. The Duke recently signed with SESAC and 
completed his new album, "Ellington Moods," for release this month. 

KISSIN' SWEETHEARTS of KISN Portland, Ore., throw kisses during recent promotion campaign. Actually, girls gave 
away candy kisses with lucky numbers that were later read on the air for prizes. Billboards also were used for the drive. 
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MEN IN DERBIES are staff members of WRVA Richmond, Va., who 
helped promote new Dobb's straw hat sale at Greentree's depart- 
ment store. Ten percent discounts were given to those listeners who 
recognized them working in the store as being from the radio station. 

BEDSIDE PROGRAM is aired by Russ Hall, WITH Baltimore 
disc jockey, from his bed and harness in Union Memorial 
Hospital. Mr. Hall was injured in an automobile accident and 
faces months in traction, but medics and management de- 
cided the show would be excellent therapy for the disc jockey. 

SCOOTER BRIGADE is The Big Wilson Scooter Safety Club, headed by KYW Cleveland 
personality Big Wilson (front, right). This is part of KYW's community service pro- 
ject, New Horizons. KYW has aired editorials to revise state's scooter licensing law. 

SOFT SELL APPROACH is used on WMGM New York disc jockey 
Norm Stevens by Christine Miller, who is helping MGM Pictures 
promote its new picture and record, "The Mating Game," on the air. 

GOOD MUSIC POLICY of KSTP Minneapolis 
includes regularly scheduled live music broad- 
casts featuring some of the country's top 
bands. KSTP disc jockey -emcee Leigh Kamman 
(right) prepares for his live on- the -air pick -up 
of Ralph Marterie, KSTP's band of the month. 

HAIR -SPLITTING INTERVIEW is conducted by staff member of 
WKRC Cincinnati. She prowled the streets looking for mustached 
men who were members of the Ted McKay Mustache Club, organized 
by the WKRC personality. The members she found received prizes. 



George Roesner, KPRC Houston farm director, 
performs one of his many diversified duties as 
he m.c.'s a "Paint Up and Fix Up" celebration. 

KMMJ Grand Island, Neb., "Sound on the 
Farm" contest winner, Bruce Anderson (second 
from right), is interviewed by Dutch Wood- 
ward, KMMJ farm director, after being award- 
ed an 1 -H 460 tractor for identifying farm 
sounds heard daily on the midwest station. 

In the switchover, \VKY altered its 
Farm Information Hour (6 to 7 a.m., 
Monday through Saturday) from the 
traditional block concept to a capsu- 
lization of farm service features that 
allowed time for more "pleasure 
with business." 

Formerly, the 1I'KY Farm Infor- 
mation Hour included lour basic 
categories: 6 to 6:15 a.m., news and 
weather; 6:15 to 6:20 a.m., market 
reports; 6:20 to 6:45 a.m., music 
(western, mostly non -popular), and 

6:15 to 7 a.m., farm reporter. 
The new hourly format has this 

schedule: 6 to 6:07 a.m., news, weath- 
er and markets; 6:07 to 6:10 a.m., 
music, time aucl temperature; 6:10 
to 6:12 a.m., farm reporter (special 
events) ; 6: 12 to 6:15 a.m., music, 
titile and temperature; 6:15 to 6:17 
a.nt., market reports (swine, sheep, 
produce and grain) ; 6:17 to 6:20 
a.m., music, time and temperature; 
6:20 to 11:22 a.m., farm reporter (lo- 
cal and state farm news) ; 6:22 to 
6:30 a.m., music, time and tcntpera- 

CHANGE ON THE FARM 
CONT'D FROM P. 31 

"Experiments in programming are 
trying to effect a balance between 
specialized information and attracting 
an audience with a broad base." 

ture: 6:30 to 6:31 a.m., scripture 
readings; 6:31 to 6:40 a.m., music, 
time and temperature; 6:40 to 6:42 
a.m., farm reporter (national farm 
news) ; 6:42 to 6:45 a.m., music, time 
and temperature; 6:45 to 6:47 a.m., 
weather news; 6:47 to 6:50 a.m., mu- 
sic, time and temperature; 6:50 to 
6:52 a.m., farm reporter (special fea- 
tures) ; 6:52 to 7 a.m., music, time 
and temperature. 

The task of effecting a balance be- 
tween information and entertain- 
ment programming is a concern of 
many stations. Harvey Dinkins, farm 
service director of WSJS Winston - 
Salem, N. C., believes the two ele- 
ments can often be blended success- 
fully. "While the WSJS farm pro- 
gramming is slanted directly to agri- 
cultural interests, it is prepared with 
the view to entertain and instruct 
the entire public. It so happens that 
the WSJS territory includes almost 
every type of audience. That portion 
of the WSJS area that could be 
termed urban includes a big percent 
of people of rural origin and a con- 
siderable percent of people who actu- 
ally own farm property or have close 
kin who reside on farm property. 
Much of the mail response to WSJS 
farm programming comes from city 
people." 

Similar experiences are reported 
by Conway Robinson, farm program 
director of 1VBAL Baltimore: "Apart 
from the general farm audience ac- 
ceptance in our coverage area, we 
find that the human interest quality 
of our show appeals to a large city 
audience as well. It is a popular 
show because of its informal, inform- 
ative quality. Being aired during the 
early morning hours (5 to 6 a.m. 
daily), there is a wide listening 
range; we've received comments 
hots, among others, a little old lady 

on the 10th floor of an apartment 
house who was having trouble with 
grasshoppers in her window flower 
box." 

The activities and coverage of 
farm stations are broad in scope. To 
speak with authority, farm stations 
more than any other type of spe- 
cialized programming cover their 
field in- depth. A sample of the in- 
gredients of farm fare is reported by 
Norman Kraeft, farm service super- 
visor of \VGN Chicago. 

"Coverage includes daily livestock, 
grain and produce markets, area 
weather forecast, local and national 
farm news, commentary and inter - 
views with farm personalities and 
farmers. Regular interview coverage 
includes national meetings of Amer- 
ican Farm Bureau Federation, Na- 
tional Grange, Farmers Union, Na- 
tional Council of Farmers Coopera- 
tives, state meetings of farm bureaus 
and granges in Illinois, Indiana, 
Iowa, Michigan and Wisconsin, and 
twice-yearly visits to land grant col- 
leges in these states for series of in- 
terviews." 

The in -depth approach to farm 
programming has brought about 
many valuable developments. One 
outstanding example is an actual 
farm owned by \VL \V Cincinnati, 
which has been carrying farm news 
since it went on the air in 1922. "In 
the early 1910's," reports Bob Miller, 
farm program director, "1VL'tV ac- 
quired Everybody's Farm at Mason, 
O., 20 miles from downtown Cincin- 
nati, to give an authentic, realistic 
and practical viewpoint to the broad- 
casting of farm news. 

"This is a 'working farm' -- -dairy 
and chickens, and crops to pros ide 
feed. The farmhouse is a Lincoln - 
era building, restored and redeco- 
rated three years ago. It has been 
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viewed by more than 10,000 persons 
in the past three years. The 750 - 

acre farm accommodates some 700 
chickens and a herd of Brown Swiss 

cows, a new breed introduced in this _s 

area, with an average of 30 cows 
milked daily at the three milking =_ 

machines. 
"From the farm's Little White IE 

Studio," Mr. Miller continues, "come 
most of the farm programs on WLW. 
Part of Chorefime (Monday through 
Saturday in the early morning) is 

broadcast direct from the barn, and 
broadcasts can also be made from the 
farm home." 

It is interesting that each of 
WLW's farm shows is designed for =_ 

a different type of audience. For ex- 
ample, Mr. Miller states, the noon- 
time Everybody's Farm program has 
special time devoted to news and in- 
formation of interest to women; Jean 
Conner, wife of the farm's manager, 
conducts this segment of the show. 

Another station that owns a farm 
from which it broadcasts and exper- 
iments is KMBC Kansas City, Mo., 
and its sister operation, KFR\I Con- 
cordia, Kan. Called the KMBC- 
KFR\I Service Farm, it is located 
about 20 miles southwest of Kansas 
City near Stanley, Kans., and com- 
prises about 240 acres. 

Director of the farm is Phil Evans, E 
farm director. As a practical farmer, 
Mr. Evans often tests the farming 
practices and products that he rec- 
ommends to his listeners. A former E 
oneroom country school that is pre - 
served on the KMBC-KFRM farm is 
used by Mr. Evans as a broadcast 
studio. 

Because of the dependence of 
farmers on information that keeps E 
their business going, the most popu- E 
lar form of farm programming is, 
more often than not, substantive 
news and interview shows. 

The major feature of WHO Des 
Moines Early Morning Farm High- 
lights (5:45 to 6 a.in., Monday, Wed- E 
nesday and Friday) is farm commen- 
tary or interview slots. Interviews 
spotlight national and state farm 
leaders and government leaders, and 
champion exhibitors, among others. 
The program is conducted by Chet E 
Randolp, farm news director, and 
is produced by the farm service de- = 
parunent, under the supervision of - 
Herb Plambeck, farm service direc- E 
tor. 

Mike Nelson, farm director of 
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Sampling 
Replies from the following stations were received for the farm story: 

KCMO Kansas City Mo. 

KDHL Faribault, Minn. 
KFAB Omaha, Neb. 

KFBB Great Falls, Mont. 
KFBK Sacramento, Calif. 
KFH Wichita, Kans. 
KFEQ St. Joseph, Mo. 

KFRE Fresno, Calif. 
KFYO Lubbock, Tex. 
KGNC Amarillo, Tex. 

KFNF Shenandoah, la. 

KHQ Spokane, Wash. 

KIOA Des Moines, la. 
KMA Shenandoah, la. 
KMBC Kansas City, Mo. 

KMMJ Grand Island, Neb. 

KMOX St. Louis, Mo. 
KOA Denver, Colo. 

KPRC Houston, Tex. 

KRGV Weslaco, Tex. 

KRLD Dallas, Tex. 
KTHS Little Rock, Ark. 
KVOO Tulsa, Okla. 

KWFT Wichita Falls, Tex. 

KWKH Shreveport, La. 

KWTO Springfield, Mo. 

KYW Cleveland, O. 

KXXX Colby, Kans. 
WBAL Baltimore, Md. 

WCCO Minneapolis, Minn. 
WDAF Kansas City, Mo. 

WDAY Fargo, N.D. 

WDVA Danville, Va. 
WEEX Easton, Pa. 

WFBM,Indianapolis, Ind. 
WGN Chicago, III. 
WGY Schenectady, N.Y. 
WHAI Greenfield, Mass. 

WHFB Benton Harbor, Mich. 
WHO Des Moines, la. 
WIBW Topeka, Kans. 
WIOU Kokomo, Ind. 
WJAG Norfolk, Va. 

WJTN Jamestown, N.Y. 

WKTY La Crosse, Wisc. 
WKY Oklahoma City, Okla. 
WLS Chicago, Ill. 
WLW Cincinnati, O. 

WMBD Peoria, Ill. 
WMC Memphis, Tenn. 
WMRN Marion, O. 

WMT Cedar Rapids, la. 
WNAX Yankton, S.D. 

WNOX Knoxville, Tenn. 

WOAI San Antonio, Tex. 
WOW Omaha, Neb. 

WOWO Fort Wayne, Ind. 

WPTF Raleigh, N.C. 

WREM Remsen, N.Y. 
WRFD Worthington, O. 

WRVA Richmond, Va. 

WSB Atlanta, Ga. 

WSJS Winston- Salem, N.C. 

WSM Nashville, Tenn. 

WTIC Hartford, Conn. 

Farm Advertisers 
The following is a partial list of national farm advertisers as reported in 
station questionnaires: 

Allied Mills 
American Cyanamid 
American Poultry Journal 
American Salt 
American Steel 8 Wire 
Ames Hybrid Chicks 
Armour 
Black, Sivalls 8 Bryson 

J. I. Case 

Chattanooga Medicine 
Chemagro 

Chilean Nitrate 
Churchman Mfg. 
Coker Seed Co. 

Commercial Solvents 

DeKalb Agricultural 
Derby Oil 
Dr. Pierce's Proprietaries 
Dr. Salisbury's Labs 

D -X Sunray Oil Co. 

Esso Weed Killer 

Ford Tractors 

Funk Seed 

Hercules Powder 

Homelite Chain Saws 

International Harvester 
Kendall Mills Milk Filters 

McCulloch Chain Saws 

Merck 
Minneapolis Moline 
Monsanto 
Myron 
Nutrena 
Oyster Shell Products 

Pennsylvania Salt 
Pfizer 
Plymouth Cordage 

Quaker Oats Feeds 

Ralston- Purina Feeds 

Sterling Drug (d -Con) 
Virginia Carolina Chemical 

Willard Tablet Co. 
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"Radio plays leading role in informing, 

especially through popular farm director 

interviews, and in encouraging future 

farmers and future farm broadcasters." 

\'JAG Norfolk, Neb., which carries 
25 hours of farm programming a 
week, about 30 percent of the total 
schedule, declares, "Our most popu- 
lar show is Farm to Market Time. 
This is a full 35- minute summary of 
farm news and interviews aired 
daily." 

And KDHL Faribault, Minn., 
which airs 52.5 hours of farm pro- 
gramming a week, about 38.5 percent 
of the total schedule, reports that 
"Daily, on- the -farm interviews are 
most popular." 

The on -the -farm interview has 
been made possible by the develop- 
ment of portable tape recorders. In 
fact, the use of tape by radio sta- 
tions has brought about a program- 
ming revolution in farm radio. 
"Farm directors travel constantly 
with tape recorders," comments An- 
thony Koelker, station manager of 
KMA Shenandoah, Ia., emphasizing 
that "farmers need radio." 

A prime programming source of 
farm radio stations, the U. S. Depart- 
ment of Agriculture, also has 

Marvin Vinos (right), KTHS Little Rod farm 
service director, holds gabfest with studio 
guest during one of his daily farm programs. 
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changed its ways with the use of 
tape. "For many years, the radio 
service of USDA maintained a script 
service and short 'flashes' which 
were popular," says Layne Beaty, 
chief of the radio -tv service of USDA. 
"Now tape has replaced these. The 
weekly Agri -Tape, 13 and one -half 
minutes of segmented features and 
USDA news, goes out on a tape -re- 
turn basis to 90 users, mostly to indi- 
vidual stations, but also to state col- 
leges and state Farm Bureaus who 
duplicate it for further distribu- 
tion." 

Promotion Activity 

The relationship between the farm 
station and the farmer, as can be 
seen, goes beyond providing informa- 
tion, counseling and entertainment. 
Many radio stations take leading 
roles in encouraging and fostering 
the growth of farming as a business. 

One such activity is the 11- year -old 
Farm Youth Program of \ \'TIC 
Hartford, Conn. Under the direction 
of Frank Atwood, farm director, the 
plan makes loans to boys and girls 
in Connecticut :mtl Massachusetts for 
theca to buy foundation stock for 
dairy herds. "The station in these 
years has loaned approximately $90,- 
650 to more than 574 young men and 
women," declares Mr. Atwood. With 
each loan, the station and the youth- 
ful buyer of the calf sign a partner- 
ship contract under which they share 
the losses if a calf dies. 1f, as hoped, 
the calf lives to maturity and be- 
comes a producing member of a dairy 
herd. the loan is repaid without in- 
terest, and full ownership transferred 
to the boy or girl. 

"We work closely with members of 
the school extension staffs, vocational 
agriculture teachers and pure bred 

cattle associations of the two states in 
the operation of the program. At 
any one time, \\'T1C has a partner- 
ship interest in more than a hundred 
heifers of various breeds scattered 
over its immediate listening area." 

Anxious to perpetuate profession- 
alism in farm broadcasting, many sta- 
tions spend dine and money to guar- 
antee the future caliber of farm 
broadcasters. Bob Nance, farm serv- 
ice director of \VMT Cedar Rapids, 
Ia., declares, "For the past 12 years, 
\\'MT has offered a $1,000 scholar- 
ship to an Iowa State College youth 
who is majoring in farm journalism. 
The student works the following 
summer months at \VMT, and then 
works the next school year as \V\IT's 
farm correspondent at Iowa State, 
which is the agricultural school in 
the state. Incidentally, each \'MT 
scholarship winner has remained in 
some phase of the broadcast indus- 
try." 

\VMT carries three major farm 
programs a day during the key farm 
time periods: 5 to 7:30 a.m., 11:45 
to 1 p.m. and 5:45 to 7 p.m. 

As part of their role in furthering 
the interests of the farm community 
they cover, radio stations become in- 
volved in a variety of contests, pro- 
motions and trips with a farm slant. 

Typical of many such activities are 
those engaged in by KCMO Kansas 
City, Mo. Two of the station's pro- 
motion highlights are a calf contest 
and a European farm study tour. 
The calf contest, which is open to 
members of 4 -H and Future Farmers 
of America and is conducted in co- 
operation with vocational and ex- 
tension leaders in Kansas and \lis- 
souri, is designed to stimulate more 
interest in the rate and efficiency of 
gain made by beef animals. Accord- 
ing to George Stephens, KCMG farm 
director, more than 1,000 4 -H and 
FFA members living in 190 different 
communities have entered beef proj- 
ects in the 1959 calf contest, which 
started .January 1 tcith the weighing 
of the calves. Winners will be se- 
lected on the basis of a 2.10 -day feed- 
ing period and will be announced in 
October. 

Points in the contest will be award- 
ed on the basis of the rate of gain, 
efficiency, and type or quality of the 
animal. The three top winners will 
be eligible for $250, $150 and $100 
college scholarships. 

(Coned on p. 52) 
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WLW Cincinnati holds its annual chicken barbecue and sales presentation for 
clients and guests of its farm programs at its own farm, "Everybody's Farm." 
WLW broadcasts and experiments at the farm which it has owned for IS years. 

Farmers gather in the KMA Shenandoah, la., auditorium for one of many meetings 
and forums initiated by KMA farm service directors. Crop management is stressed. 

(Cont'd from p. 50) 
This September, KCMO also will 

conduct its third European Farm 
Study Tour. The 24 -day tour, under 
the direction of Mr. Stephens, will 
enable members of the group to see 
first -hand the major agricultural, po- 
litical, social and economic centers in 
seven European countries. Countries 
to be visited are: Ireland, England, 
Belgium, France, Switzerland, Ger- 
many and The Netherlands. KCMO 
conducted previous tours in 1950 and 
1955. 

And Bill McReynolds, farm and 
ranch editor of %VOM San Antonio, 
Tex., last November and December 
led a similar tour to South America. 
It consisted of a group of 25 and 
lasted 28 days, covering 16,000 miles 
by plane, auto, bic and train. 
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Another group of 25 local farmers, 
tinder the guidance of Harry Martin, 
farm director of \VFBM Indianapo- 
lis, Ind., took a trip last June that 
included the Brussels World's Fair 
and Russia. Object of the trip was to 
observe fanning methods in other 
countries. Since his return from the 
six -week tour, Mr. Martin has made 
some 300 personal appearances de- 
scribing the trip. 

Aside from foreign travel, the farm 
director generally finds himself try- 
ing to be in two places at once as he 
keeps up with farm news in the sta- 
tion area. A travel log sent in by 
K-l'HS Little Rock shows that Mar- 
vin Vines, farm service director, 
made 106 separate visits to various 
towns and cities during the first quar- 
ter of 1959. These visits ranged from 

visiting individual farms to attend- 
ing the meeting of the Farm Bureau 
Commodity Committee to guest 
speaker at an FFA father and son 
banquet to attending a sales meeting 
of the Little Rock Packing Co. 

The devotion of the farm broad- 
caster to his job cannot be measured 
in terms of the size of the station. 
Many stations, due to the varied 
composition of their audiences, have 
limited hours of specialized farm pro- 
gramming. Time and effort is still 
expended on these stations for such 
things as on- the -farm interviews. 

An example is \VHAI Greenfield, 
Mass., which carries about seven 
hours of farm programming a week, 
about .05 percent of the weekly 
schedule. \Vall)' Wagoner, farm di- 
rector, reports, "Our out- of -the- 
studio interview -type programs are 
generally our most popular and at- 
tract attention even from non -farm- 
ers. Most of these consist of on -the- 
farm interviews with farmers and 
equipment dealers." 

Even with its relatively few hours 
of farm shows a week, \VHAI has 
a tradition of 15 years of farm broad- 
casting. At the saine time, there are 
stations that are just starting out in 
farm programming. KIOA Des 
Moines, which has a full -time de- 
partment headed by Ralph Vogel, 
farm director, reports that it is "just 
making its entrance into the farm 
field on the strength of a strong viral 
audience." 

While it's true that some farm 
stations have adjusted their farm ac- 
tivity because of its expense and the 
related "battle of the numbers," oth- 
er stations have found themselves 
slowly building their specialized 
farm fare. A thumbnail portrait of 
this is provided by \VNOX Knox- 
ville, Tenn. "Modern WNOX farm 
programming began in December 
1947 with the Voice From the Farm, 
taped interviews with farmers," states 
Cliff Allen, f:i-in director. "Markets, 
weather and farm news, along with 
other features, were added piece -meal 
until farm programs were gathered 
together between 5 and 7 a.m. A 

special five -minute farm news pro- 
gram also has been added at 12:05 
p.m. to take care of late market and 
other farm news." 

(Coned on p. 54) 
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