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Two minutes — that's all it takes for NBC Radia's “Hot-
line Service™ to bring any major news event from anywhere
in the world to every home in América. Every NBC affili-
ated radio station is specially equipped 1o make possible
this rapid transmission of today’s important news stories.
400 NBC News correspondents are spread through more
than 75 foreign countries (in NBC Radio News Burcaus
in the capital cities of the world) and in news-important
locations throughout the United Statcs. Experienced re-
poriers and commentators. backed hy accredited local
reporters at NBC affiliated stations, report all major news
breaks directly to NBC's Radio Central in New York.

HERE IS THE NBC RADIO NEWS LINEUP:
News On The Hour, seventeen times a day, cighty-
five times a week, Monday through Friday. Monitar News,
every hour on ‘the hour, throughout. the weekend. World
News Roundup, 7:30 AM Monday through Saturday
and 9:06 AM Sundays. Three Star Extra, Editor-in-Chief
Ray Henle reports from Washington on NBC Radio’s
award-winning “newspaper of the air,” 6:45 PM Mon-
day through Friday. News Of The World, with Mor-
gan Beatty, 7:30 to 8:00 PM Monday through Friday.

And here's how NBC Radio News delivers audiences: News
On The Hour provides 46,586,000 listener commercial im-
i per week for the one-quarter sponsor. Monitor

It all adds up to the largest b; ne h
organization anywhere in the world. Facilities, equipment,
d

News offers the onc-half sponsor 24,282,000 listener com-
mercial i i per kend. News Of The World

are 0
miles into seconds. NBC Radio's cxtensive news pro-
gramming demands this kind of complete news service.

stafl and operating 1 d designed t

advertisers, sponsoring just five minutes cach weekday,
score 7.317.000 listener commercial impressions per week.

Only o network can provide the [acilities and staff for the alert, full news coverage America receives on the

NBC RADIO NETWORK
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MORE NATIONAL ACCOUNTS
WERE SCHEDULED ON

... IN THE PAST 30-DAYS THAN ANY OTHER
LOUISVILLE RADIO STATION!
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This
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the © spot ) for a commerpial

oy

She has to keep her eyes on her mirror, but her mind is all yours! Multiply this

receptivity by thousands of nightly pin-ups and millions of daily household duties . . .
and you’'ll see why Spot Radio pays off BIG for advertisers.

KOB' .. » rawmm: . Albuguergque WISH .. . .. . Indianapolis WRNL . . ... Richmond
wWsB .. . .. .... Atlanta KARK .. .. ... .. Little Rock KCRA ... ... . Sacramento
WGR .. .. .. ... . Buffalo WINZ .. ... .. .. .. Miami WOAI ... .. .. _ San Antonio
WGHN| =38 o BEr | Chicago WISN . .. ... ..... Milwaukee KFMB ... ... .San Diego
WFAA . . . Dallas-Ft. Worth KSTP. . .. Minneapolis-St. Paul KoBY ... ... .. San Francisco
WKMH . ... . . ... Detroit WTAR ... . ... . ... Norfolk KMA . .. ... Shenandoah
WANE. . . ... . FortWayne KFAB* . ... o am =7 Omaha KREM .. ... . Spokane
WSVA ... . Harrisonburg WIP .. . ... .. Philadelphia WGTOQ . ... .. . Tampa-Orlando
KPRC .. .. .. .. .. Houston KPOJ .. .. . ... Portland KvOoo ... . ... . . Tulsa

Radio Division

Edward Petry & Co., Inc.

The Original Station
Representative

NEW YORK : CHICAGO - ATLANTA - BOSTON * DALLAS - DETROIT ~LOS ANGELES - SAN FRANCISCO - ST LO|

0
'

U § RADIO o October 1959




airwaves

Radio’'s Barometer

)

1

[ ]

'l

i

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

4

142,600,000 Sets in Use

15,000,000 Fm Sets in
Use (NAB Research)

elele

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

RN

X

7,936,621 Sets Made
(Jan,-July—EIA)

oS

R

& 4.042 Stations on Air
’A\ !
Y]
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Spot: According to the Federal Communications Commuission’s annual
radio report on 1958 station and network operations, the total revenue
from spot time sales covering national and regional advertisers was
$171,939,000. This was a 1.4 percent increase over 1957. The report
covered data from 3,197 stations. The total broadcast time sales for 1958
was $523.1 million, .a one percent increase over 1957's $517.9 million.

Network: The total revenues ffom the sale of time alone for networks,
according to the FCC, was $46,519,000. The four nationwide networks
accounted for $42,786,000, an 8.7 percent decrease compared with 1957.
Three regional networks, Yankee Network Inc, The Don Lee Broad-
casting System and the Texas State Network Inc, accounted for $2,-
861,000, a 1.6 percent decrease, while other networks and station group-
ings accounted for $872,000, an increase of 8.7 percent over 1957.

Local: The total revenues from time sales through local advertisers and
sponsors, according to the FCC, was $323,207,000 in 1958, an increase
of two percent over the previous year.

Two stations—IWINN Louisville, Ky., and WPBC Minneapolis—report
sales increases. WINN states that during the first eight months of 1959,
the station's national business was up 32 percent compared with 1938.
Also, WINN’s national business last moith was up 55 percent ahead
of September 1958. WPBC reports that this year it will gross three times
what it grossed ir 1956. The station states, for example, that June 1959
broke all previous sales records by more than doubling June 1958-—with
a 122 percent sales increase.

Stations: The number of am and {m stations on the air at the end of
August totaled 4,042, an increase of 26 (18 am and 8 fm) over the pre-
vious imonth:

Commercial AM Commercial FM

Stations on the air 3,406 636
Applications pending 478 61
Under construction 107 148

Sets: Total radio ser production including car radios in July was
829,035; seven-month total was 7,936,621, according to the Electronics
Industries Association. Total auto radio production for July was 254,
725; seven-month total was 3,154,921, Total radio sales in July, exclud-
ing car radios, was 526,827 units; seven-month total sales were 3,685,708.
Fm set production for July totaled 24,533. o o o

-




RCA
THESAURUS
TURNED
THE TOWN
UPSIDE

Looking to set new radio time sales
records in your market? Using
only one RCA Thesaurus commer-
cial feature, KMA, Shenandoah,
Iowa, hit new sales heights re-
cently. Here’s what Station Man-
ager Anthony J. Koelker says
about his Thesaurus experience:
‘85,000 listeners, registered at
sponsoring storesin4-week SHOP-
AT-THE-STORE -WITH -THE-
MIKE-ON-THE-DOOR campaign
... 86 new accounts.. . all delighted
with results! Promotionn made
March 1959 KAMA’s BEST RILL-
ING MONTH IN TEN YEARS!”’

RCA Thesaurus will push pour
sales graphs up! Write for the
complete Thesaurus tetajls today.

& THESAURUS

155 Fast 24th Street § New York 10, N Y.
Chicago,Nashville,Atlanta,Dullas, {ollywood
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L. (7%

of the total
automotive gross sales

are made In the
KEYSTONE COVERAGE AREA!

® Eighteen and one half BILLIONS of DOLLARS in
automobiles and accessories are purchased in areas cov-
ered by Keystone stations.

We’ll be happy to send you our just completed
KEYSTONE AUTOMOTIVE STUDY and our latest
STATION LIST. Write to our nearest office:

CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO : .
111 W. Washington St. 527 Madison Ave. 3142 Wilshire Blvd. 57 Post St. b
STate 28500 Eldorado 5-3720 DUnkirk 3-2910 SUtter 1-7440 -

DETROIT Penobisco} Bujlding

* TAKE YOUR CHOICE. A handful of stations or Xhe nework . .. & minule or a full Four—il’s
up to you, your needs.

¢ MORE FOR YOUR DOLLAR. No premium cosf Yor individudlized programming. Network
coverage for less than some “'spol™ fosts.

¢ ONE ORDER DOES THE JOB. All bookkeepingand delails are done by Keysfone, yet the besl
time and place are thosen for you.

. S. RiADIO = October 1959
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“It’s no surprise to
me. | was one of the
smart ones who
bought KEWB first.
Creative, business-
like management;
exciting program-
ming and hard-
hitting promotion
like KEWB’'s always
builds fast audience
acceptance.”

“Wow! How about
the dramatic

growth of audience
on KEWB?!” g———ﬂ

N
PN

Does Hooper tell Pulse? Look for yourself at 91
their July-August reports...and see that both

81G BAy RADIO

1 e ‘ \:.lﬂ.‘” KEWB

services agree on the smashing, significant and Bermuda Building ¥ 2150 Franklin & Oakland 12, California » EX 72891 » TE 6-0910
colorful increase in the KEWB “'Big Bay Radio'" ROBERT M. PURCELL, president MILTON H. KLEIN, general manager

die THE XATZ AGENCY, INC., national sales representatives
audigncey A Service of Crowell-Collicr

So buy KEWB first...and be big in the Bay Area. KEWwB ROBERT M. FURCKLL
Channel p1 Preaident
San Franeisco and
Oakiand Grneral Manager

U. 8. RADIO o October 13




Radic a ‘‘Ladies’ Medium,"”
Research Reports Indicate

Fm Has Advertiser Plan
To Raise Fm War Chest

Teenage Market Seen As Big
Sales and Radio Potential

Box Looks Ahead

To Radio’s Future
i

or North California. Entre

AIMS’ Fall Meeting Sees
Upward Climb in Business

S. RADIO e October 1959
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Butter-Nut Coffee Takes Radio

A sound grip on the woman listener, as evidenced by two recent studies,
15 giving radio increasing stature with agencies and advertisers who may
have relied heretofore on sight appeal 1o sell the ladies’ market. A re-
port by Market Planning Corp., subsidiary of McCann-Erickson, and
a recent survey of the Family Advisory Staff, research adjunct to J. Wal-
ter Thompson Co., point up radio’s strong appeal for the gentle sex
(see Housewives Listen, Too, p. 48).Matching market potential 0
radio’s female audience profile, Parkson Advertising Agency is depart
ing its tv-dominated tradition to sample the sound medium for Conti
shampoo (see Can Radio Move In on a Tv Agency? p. 44).

The newly-established National Association of Fm Broadcasters has
formulated a special plan to raise a minimum of $250,000 for research
and sales promotion. Each of the more than 75 members has agreed to
furn over three spols a day, seven days a week, to a national advertiser
for six months or more. The revenue from this would go to the fm war
chest. (See Report on Fm, p. 85.)

The 18 million teenagers in America today represent about $10 billioh
in sales annually, according 10 a Radio Advertising Bureau report that
quotes from a Life Magazine study. RAB adds thai, based on a Pulse
study conducted for the bureau, "some 97.5 percent of teenagers listen
to radio every week.” By 1970, the Life analysis states, the teenage mar-
ket should top $20 billion.

A sharp reduction in "top 40" programming in the nexf two vears is
predicted by John Box, managing director of the Balaban Siations. In
two speeches last month, he said, “As the battle of the alikes become
more furious, stations with the broadcast appeal and audience lovalty
will emerge dominant.” He called for more advertising and promotion
to make media group heads and advertising directors aware of radio.

Already a steady radio user primarily in the Midwest, Butter-Nut Coffee,
through D’Arcy, St. Louis, has moved into the northern California area
with “sound” advertising support (see IWelcome Mat of Sound, p. 32).
An example of the way stations are promoting the campaign is a report
from KYA San Francisco which says it is taping dealer welcomes that
follow the Butter-Nut commercial.

The annual fall meeting of the Association of Independent Metropolitan
Stations, held in New York, showed that its members have seen an up-
ward trend in business for the past six months, both local and national.
With 22 stations in artendance, the group concerned itself with thé
question, ‘“What impression do we leave with the listener?” A “quiet
movement” was observed in favor of the bigger sound in musical pro-
gramming. Rov Albertson, WBXNY Buffalo, N. Y., was elected chairman
for the coming year, and Bill Hughes, CKNW New Westminster, Can-
ada, was named vice chairman.



WPTF

Raleigh-Durham

2, 7 .
has Greater

Food SALES

than the 12th
Metropolitan
Market

28th Radio Market - WPTF

$541,043,000

28th Metropolitan Market
$193,673,000

12th Metropolitan Market
$479,519,000

NATION'S o Vi

28th RADIO Art
MARKET = 3)
NIELSEN o2 [

30,000 WATTS 680 KC

NBC Afidiote for Rolegh-Durkom
ond fovtern North Corolino
R. M. Mason, General Manager
Gus Youngsieodi, Soles Manager

PETIRS, GRIFFIN, WOODWARD, INC.
Naotonal Reprereniofiver

time buys

American Heritage Publishing Co.
Agency: Joe Gans & Co, New York

Product: AMERICAN HERITAGE
MAGAZINE

The literary listener is the object
of this publication’s radio schedule,
which started last month and is ex-
pected 1o continue through the win-
ter on am and fin “good music” sta-
tions in about 30 markets. Two sta-
tions are being used in eacl market.

American Tobacco Co.
Agency: Sullivan Stauffer, Colwell &
Bayles Inc., New York
Product: PALL MALL CIGAR-
ETTES

Taking a deep breath of air tme,
this smoke starts a 13-week radio
schedule the middle of this month.
The campaign is reporiedly a heavy
one, using stations in major markets,
Fred Sprautenburg is timebuyer.

Bakers Franchise Corp.
Agency: Mogul Williams & Saylo
Inc., New York
LITE-DIET BREAD
A high volume of radio is on the
menir until late November for this
product, which is using 15 to 30 an-
nouncements a week over 130 sta-
tions throughout the country. A new
jingle is being utilized “extensively”
for the onc-minute and 30-second
spots: Lynn Diantond is timebuver

Product:

Champion Spark Plug Co

. Walter Thompson Co..
New York

Cowmpleting the cirairit with the
conclnding fhight of s 1959 radie
canypraign, this company is on the
air as of October 12 with light to
medionn frequencies in - abour i
nrrkets. ‘Phe cight-week schedule is
the secomd hall of a 17-week buy
which started last March, then took
time out lrom May through Septenr
her. Bob Gorby is timebuser,

\gency:

d-Con Co.

Agency: The Thompson-Koch Co.,
New York

Product: MOUSE PRUFE

Supplementary to network buy on
Mutwal, a 13-week spot schedule
starts this month in about 30 mar-
kets. Approximately three announce-
ments a week are being used over
stations with “area coverage” 1o
reach suburban households most
likely to be prey 10 mice. Bob Hall
1s thnebuyer,

d-Con Co.

Agency: The Thompsoi-Koch Ceo.,
New York

Product: RODENTACIDE

After rime out for summer, this
product is back on farm radio as of
late last month with a schedule to
finish ont the year. Broadcasts are
heard in 125 farm markets accord-
ing 1o schedules which vary accord-
ing to the locale. Bob Hall js 1ine-
buyer.

Ford Motor Co.

Agency: J. Walter Thompson Co.,
New York

TRUGCKS. DEALER

ADVERTISING

Taking a shore but heiwy haul on
radio, Ford is advertising its trucks
via the air medium in approximates
ly 50 markets. The rumn, which start:
cd Ociober 7. will continue for one r
to twi weeks. depending en the st
tion, with varying frequencies. Con
siderahle radio activity on behalf ol
the Ford Dealer Advertising Assoct:
ation is reported by the agency. with
differing schednles from oue distridt
to another antong the 35 which par
ticipate in the mumal pooling al
advertising finds. Down the ling
there is evidence of hig radia spend:
ing by Ford. Timebuver is Haob
Gotby.

I'roducts:

{Cont'd on p. IOR
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NEW
5000- |

WATT
AM
TRANSMITTER

INTRODUCES ADVANCED SILICON HIGH VOLTAGE RECTIFIERS

The compact BTA-5R/5R1 1s available with a choice of tube rectifiers or
new long-life silicon rectifiers. Only two tuning controls make this transmitter
ideal for reliable remote control operation. Instantaneous Conelrad frequency
switching 1s also available. Vertical chassis construction provides easy front
and rear access to all componernts.

Silicon rectifiers, tested in a pre-production mode! of the BTA-5R1, were sub-
jected to aging, estimated to be equivalent to 20 years, while the remaining
portions of the transmitter also met severe tests. All of them proved the
ability of these transmitters to perform over long periods under adverse con-
ditions. The reliable silicon type of rectifier is ideal in remote control appli-
cations. The transmitter will operate within ambient temperatures from
—4 to -+113 degrees F. and to 7500 feet above sea. level.

A unique exciter features plug-in crystal oscillators (this is the exciter proved
in the BTA-500R/1R). Three switchable crystal positions are provided for:
(1) an operating crystal, (2) a spare on the main channel, and (3} provisions
for optional instantaneous Conelrad switching. High-fidelity performance is
assured with the new 3X3000 F1 modulator tubes that do no!l draw grid
current to modulate the two long-life 5762 PA tubes. Overall AF response is
1.5 db from 30 to 10,000 cycles.

For further information about these and other transmitiers, call the nearest RCA
Broadcast represeniative. Or write to RCA, Dep!l. Z-337, Building 15-1, Camden,
N.J. In Canada: RCA VICTOR Company Limited, Monireal.

V.S, RADIO e October 1959

Type BTA-5R/5RT

OUTSTANDING
FEATURES

® Buili-in provisisn Yot remofe
control

e Unique exciter with plug-in
oscillator

& Instonfaneous Conelrod
frequency swifching {gptionol)

o Silicon vectifiers (optibnol)
¢ Only twp tuning control:

¢ High fidelity pesformonce

RADIO CORPORATION of AMERICA

BROADCAST AND TELEVISION EQUIPMENT
Tmk(s) ® CAMDEN, NEW JERSEY

—— TR T



GET UNDER

THE SURFACE. ..

for market facts in the

San Antonio area.

The cost per 1000 je
lower on KONO radio . .. per

{000 men . . . per 1000
women ... per 1000 families

For facts and figures

call your
KATZ AGENCY
REPRESENTATIVE

5000 Watis ® 840 KC

K O

JACK ROTH, mgr.
SAN ANTONIO, TEXAS

10

| Product:

time buys

[Cont'd frony p. 8}

General Motors Corp.,
Fisher Body Div.

Agency: Kudner Agency Inc, New
York

AUTOMOBILE
BODIES

Product:

Taking shape for a follow-up on
the new car announcements is a ra-
dio drive emphasizing GM's auto-
motive underpinnings. The cam-
paign starts the end of November

| for two weeks in about 100 markets,
[ with a maximum of 100 and a min-

imum of 20 announcements per mar-

| ket. One-minute and 30-second spots

are being used. Mal Murray is time-

| buyer.

General Telephone System
Sylvania Div,

Agencyt Kudner Agency Inc., New
York

TELEVISION SETS

The one-eyed iemptress will get a
“sound” selling on radio in a cam-
paign starting the end of this month
and continuing for six weeks in se-
lected markets. Approximately 30
announcements a week per market
will be used: Mal Murray is time-
buyer

Product:

Harper & Brothew
Agency: Joe Gans & Co., New York
HARPER'S MAGAZINE

Warming up to cold-climate radio,
the magazine is airing a winter can-
paign over Canadian and Alaskan
stations as well as those in 45 mar-
kets south of the 49th parallel. The
campaign started last month, is us-
ing two stations per market in the
lower latitudes. An “adult, serious-
unnded audience” is the target; ad-
vertising strategy calls for an expan-
sion to the north of the publication’s
“splrere of influence.”

King Merritt & Co.

Agency: Albert Frank-Guenther Law
Inc.,, New York

MUTUAL FUNDS

Attuning itself to radio, the firm
will begin later this month the spon-
sorship of a 15-minute program to be
aired in markets where it has offices.
An investment securities house, it is
reported to have nation-wide cover-
age. Larry Butner is timebuyer.

Product:

Kiplinger Washington Editors Inc.

Agency: Albert Frank-Guenther Law
Inc., New York

Products;: CHANGING TIMES,
WASHINGTON
LETTER

Resuming its radio voice as bf last
month, the firm is back on the air
until mid-December with its weekly
15-minute business-news program,
The schedule is placed in about 35
markets on a short-term basis in
some, with extensions pending if re-
sponse is high. Marilyn Schiels is
hangdling the timebuying.

V. LaRosa & Sons

Agency: Hicks & Greist Inc., New
York

Product: MACARONI & PRE-
PARED FOODS

On the air with a fall campaign
for its Iltalian specialties, the com-
pany is broadcasting 218 onc-minute
announcements per week over 29 sta-
tions in 12 markets. Aimed at the
housewife, the aerial messages are
timed between 7 am. and 7 p.aw.
The drive comtinues until the first
of the year, possibly longer. Time:
buyer is Vince Daraio.

(Cont'd on p. 12)
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what’s between the music that counts

“THE NuTts AND BoLTs oF RADI0,”” hy George Skinner,
y 4

The Katz Agency’s Director of Radio Programming Services, could easily

have been titled “It’s What's Between The Music That Counts.”

For this book discusses in detail all the elements that
go into the creation of a successful station ‘“sound image”:

what they are and how to make them work.

Because we believe that effective programming patterns should

not be locked in vaults but should be passed around for the
improvement of the medium as a whole, The Katz Agency is making
“The Nuts and Bolts of Radio’*available, upon request, to all

those in the business of radio broadcasting and advertising.

THE KATZ AGENCY :

.

RADIO DIVISION

NEW YORK - CHICAGO : DETROIT & 4,08 ANGELES
DALLAS : ATLANTA =~ ST. LOUIS + SAN FRANCISCO

U. S. RADIO e Qgctober 1959
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an aimosphere of
It's a refreshing
irritating pitches,
frenzied musicys over-crowded
spots. Advertising stands out... gains the
confidence of higher income listeners
(Pulse). To sell a 9/% aduit audience
(Pulse) in 234 Southern California
markets, plant your campaign on KBIG.
America's leading advertisers are moving
io the perfect “‘climate” that makes sales
crow...for an average of 71% less cost
than stations with comparable coverage.

L‘h W s
Radio \

KBIG provides |
believubility. '
oasis from

Catalina
for all \ \-
Southern N N,
740 %c /10,000 waits Cabfornia ‘=% ™

Tt Bl

iBIG &

The refreshing sound of radio

JOMN POOLE BROADCASTING CO., INC.

6540 Sunset Bivd., Los Angales 78, Callt. » HOllywood 13203

NATIONAL REPRESINTATINFS : WEID &4 Co.

time buys

{Contd from p. 10)

Liggeft & Myers Tobacco Co.
Agency: McCann-Erickson tuc., New
| York

Product= DUKE CIGARETTES

) As the snioke spreads, Duke’s ra-
|dio coverage is expanding across the
counury in an intensive campaign
that includes at present about 16
markets. What started September 21
as a montlrlong drive may extend
for a short or long run, depending
on results in given markets. The
schedule calls for from 100 to 300
announcements per week per mar-
ket. Gini Conway is timebuyer.

J Mentholatum Co.

i.‘\gency:‘ ]. Walter Thompson C,
New York

i Product: COLBAN COLD

REMEDY

It’s still a question whether spot
or network ratlio will be used later
this month in a canrpaign about to
break for the product—but radio in
one form or another is sure. Joseph
Stone, vice president and copy group
head, has created the jingle which
will be used on the sound mediim.
Peg McAulay is timebuvyer.

Salada-Shirriff-Horsey Ltd.

Agencies: Leo Burnett Co. of Can-
ada Lid., Vickers & Ben-
son Ltd. of Montreal

Products: TEA, FOOD ITEMS

Local daytime radio m Canada
has been designated by the parent
firm in Toronto as a major adver-
tising vehicle for its impending cnn-
paign. A company record of 32
000,000 is reported set for the total
advertising budget for the Canadian
operation in the next 12 months,
with an estumated $250,000 alloted
to its instant mashed potato prod-
uct, Prospects lor radio for 5-5-H
in the United States are still up in
the air; specific media plans await
Doyle Dune Bernbach’s assumption
of duties far its new gclient on Oc-
tober 15.

Standard Brands Inc.

Agency: J. Walter Thompson Co.,
New York

Pracduict: CHASE AND SANBORN
COFFEL

A coftee-break in radio is sched-
uled for October 19, when five weeks
of aerial ume in 40 markets wiil
commence. About 12 announcements
will be used per market each week,
atmed to catch the housewife's ear
(see Housewives Listen, Toa, p. 48).
Carrie Senatore is timebuyer.

Sterling Drug Inc., National Brands Div.

Ageney: The Thompsen-Koch Co..
New York

Product: MIDOL TABLETS

A six-week extension of tlis radio
Plan goes into effect this month tor
the pain killer. The revised sched-
ule will run into the latier half of
November in about six markets.
Timebuyer is Bola Hall,

Studebaker-Packard Corp.

Agericy: D'Arey ddvertising Co.,
New York

Broduct: LARK

On the wing aerially as of October
15, adverusing for the new model
will be broadcast in approximately
1,200 markets over about 1,230 st-
tions, averaging 10 announcements
a week per station, This is the third
such radio camipaign Lark has con
ducted this vear. Fran Velthuys is
timelsuyer,

Ward Baking Co.
Ageney: Grey Advertising dgeney
Inc., New York

Procduct: TP TOP BREAL

Mare thau 65 markets are “on the
spot” with radio for a cnupaign
which started late last month over
pnultiple stations per market.  Fres
L queney of sunouncements is “hieavy.”
duration of the buy is not disclosed.
Mary Lon Benjmin is timebuyer.

Qciober 1Y
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“Listen to this, Bill"", said the WeeReBel as he sat pn the desk to chat with Bill Hinman,
Lambert & Feasley, Inc., New York.

Have you heard what the WeeReBel
said ta Lambert & Feasley?

M

“IWe're a combination hard to beat..

Metropolitan Columbus, Georgia is the 25th market in the U. 8. for per family income
-..over a million people can watch us in our 47 county coverage area..

WRBL-TY and WRBL Radio are the stations that consistently pay off for advertisers.
CALL HOLLINGBERY for top ratings, rate details . . . package plans . .. market

data ., . programming information s . , penetration data...and prime availabilities.

WRBL

TV-CHANNEL 4 - RADIO-5000 WATTS

(OLUMBUS, GR.&

Represented by George P. Hollingbery Co.

13
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*“The ‘Sound of Quality’ on WRC Radie

§ .  has been a most successful medium

! of advertising for Safeway's quality produéts

! in the Washington market for

! over a decade.” (signed) Burton R. Warner,

Advertising Manager, Safeway Stores Inc.

Washington, D.C.

Further proof that there are greater sales in

store in the nation’s capital for advertisers who
rely on the “'Sound of Quality’’ on WRC

NBC Owned—980 in. Washington, D, C. /

Sold by NBC Spot Sales

beg




washington

Chairman Doerfer Cites
Limitations of FCC Power

|
- Essence of Program

Determines Public Service

Regulating Programming
Lacks Statutory Directions

U. S. RADIO = October 1959

Seeking to find new ways and means to increase and improve public
service programs, one must ask, according to John C. Doerfer, chairman
of the Federal Communications Commission, “by whom should improve-
ments be made and how?”

Speaking at the third annual Public Service Programming Conference,
sponsored by the Westinghouse Broadcasting Co. at Palo Alo, Calif.,
Chairman Doerfer told broadcasters that “we must all be candid and
admit certain realities. One of the most important is that the FCC does
not have quite as much power as many people believe—and well that 4t
does not.” (See Legal Necessity or Boost for Business?, p. 56.)

One of the factors limiting the commission’s over-all power is the cur-
rent reviewing method at renewal time. The present program-reporting
forms, states Chairman Doerfer, are not entirely satisfactory. “They are
designed to give more of a quantitative analysis than a qualitative re-
port.” This creates a problem for the renewal staff because of the diffi-
culty in writing precise and easily understood definitions or standards
as to ‘what constitutes public service or public affair programs.

According to Chairman Doerfer, “It is the essence of the program or its
predominant characteristic which, should govern its classification” as a
public service program. He says that although most of the programs
may be sustaining programs—furnished at the broadcasters’ own expense
—it would not be fair to deny broadcasters a public service credit merely
because they were sponsored or paid for by others, including advertisers.

Another misleading factor concerting the FCC’s control Is its monitor-
ing of programs. Contrary to popular belief, states Chairman Doerfer,
“the commission does not have any of its staff monitoring broadcasting
programs for the purpose of classifying them into various categories
. « » let alone evaluating them into good, bad, indifferent, or out-
of-balance programs.”

The American people, he states, want their broadcasting stations, as
well as their movies, churches and newspapers,” outside the pale of gov-
ernment operation and the over-weening chaperonage of government
regulation. And I am quite in tune with that sentiment.” Therefore,
all that the FCC does regarding past programming is to attempt to evalu-
ate, upon a statistical base, the over-all programming of station licensees
at renewal time

The extent of the power of the commission to regulate programming
is frequently cast in doubt, says Chairman Doerfer. Except for' “pro-
scription against obscenities, indecencies, profanities and lotteries, there
are not specific statutory directions.”

[Cont'd ort p. 14])
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LOUISVILLE ‘W%

Before you huy, check |

grand net,
brand new

7,

with three times as many

listeners as one year ago.*

In Louisville it's the trend, friend.
All details yours for asking your |
nearest Robert E. Eastman office, |

or Bill Spencer, WKLO. f’

*Trendex—August "59-'58

SOLD NATIONALLY BY:

ﬂw robert ¢. eastman & co., inc.

WASHINGTON (Contd from p. 15)

There are a number of lower courf
decisions which have upheld the
FCC’s actions m refusing to grant
licenses arrd, according to Chairman
Doerler, one Supreme Court decision
—National Broadcasting Co. versus
United States, in 1943—stated that
the commission is more than a traf-
fic cop “policing the wave lengths to
prevent stations [rom interfering
with each other. But the act does
not restrict the commission merely
to supervision of the traffic. 1t puts
upon the commmission the burden of
determining the composiiion of that
trafhic. The [acilities of radio ave
not large enough to accommodate
all who wish to use them. Methods
must be devised for choosing from
among the many who apply.”

Aside from such instances, Chairman
Doerfer states, no cases have actu-
ally decided that the FCC has direct
legal power to draw distinctions be-
tween different kinds of ordinarily
acceptable programming. “For ex-
ample, can we tell a licensee that he
must program all, or part, of his
presentations a little above the cul-
tural level of the masses so as to
raise their tastes? , . . Can we compel
the broadcasting of programs for
minority groups of various cultural
or intellectual levels?”

Refusirig License
For Programming Is Rare

\When the commission rvefuses to re-
new a license on programming
grounds, states the chairman, it
must give some reasonable and logi-
cal reason. . I am aware of only
about onehalf dozen court cases,
apart trom those termed compara-
tive cases, in which the court upheld
the commission in exercising a modi-
cum O[ ‘I)O\\'Cr over Pl'Ogl'llll]lllillg.:n

Chairman  Doerfer states that 1
have no way ol knowing what test
the court would approve in a case in
which the precise issue is whether
program format by a licensee, not
in a comparative case. lacked bal-
ance, or adequate public service pro-
grams. .. . Buc 1 do suggest the prob-
lem o he a4 formidable one for a
governmental regulalory agency.”
" o &

U. 8. RADID)D o QOgiober 1939




WHDH-Radio reaches an audience of over one million five hun-

dred thousand families. On the following pages is an IMAGE

STUDY of more than one million unduplicated families who
listen to 50,000 Watt WHDH every week.

-

|




This is a New Era of Radio.

There are now three radios for every
family in the United States — car radios
in seven out of ten automobiles — ten
million portable radios — a staggering
total of 146,200,000 radios that reach
an audience EVERYWHERE.

Yet in this New Era of Radio there is a
vast difference among radio stations. It

is a measurable difference. It is a differ-

ence that is the result of management,
programming, personnel and attitude. It
is a difference that attracts a different
audience to different stations. It is a
difference of tremendous importance to
advertisers. To measure this difference
and to determine the character of the
WHDH audience, Pulse, Inc. has recently
completed an Image Study Of The New
England Radio Audience.

The study was conducted in the WHDH
25 county coverage area where during

the past seven years 663,800 Pulse in-
terviews have been completed. These in-
terviews have consistently shown WHDH
to have the largest audience of any
New England station.

It was this area that formed the basis of
the recent WHDH study ‘“Radio’s Five
Years Of Great Change'’ published in the
summer of 1958. The extensive interest
in our original research was the deter-
mining factor in our decision to further
‘““Probe In Depth'’ the character of the
more than one million five hundred thou-
sand families who listen to WHDH. Of
the 8,000 families surveyed in the 1959
WHDH area study, a representative sam-
ple of 1,000 men and women 15 years of
age and older were interviewed in depth.
This research was undertaken to answer
the question generally asked as to what
kind of people listen to any given radio
station. The results of this study, the
first of its kind ever undertaken, are
shown on the following pages.




#% HOW MUCH MONEY DID YOU (YOUR WIFE, LADY OF THE HOUSE)
%/ SPEND FOR FOOD AND GROCERIES IN THE PAST SEVEN DAYS?

Less than $21.Q0
$21.00 fo $29-00
$30.00 to $39.00
$40.00 & Over
$30.00 & Over

WHDH

252,200

319,900
297,900
171,900
469,800

*AVERAGE OF THE
NEXT FIVE LEADING
BOSTON STATIONS

214,900
219,980
183,360

98,200
281,560




632,400

MAINTAIN CHARGE OR CREDIT
ACCOUNTS IN DEPARTMENT STORES

e eemr

AVERAGE OF THE
_ NEXT FIVE LEADING
WHDH BOSTON STATIONS

632,40C 382,200

AVERAGE OF THE
NEXT FIVE LEADING
WHDH BOSTON STATIONS

1
. - Have CHecking Account 518,900 278,380

286500

OWN STOCKS AND BONDS

} - AVERAGE OF THE
NEXT FIVE LEADING
WHDH BOSTON STATIONS

286,500 158,620




F Jhe More [han One Mittiod Undupricabed
AMILIES Who Lisbed ¢ |0 WHDH E\IERY W:-El(

WHAT IS THE TOTAL AMOUNT OF YOUR ENTIRE FAMILY INCOME
A YEAR? THAT IS, THE SALARIES OF ALL THE WORKING MEM-
BERS AND THEIR INCOME SUCH AS INVESTMENTS AND BUSI-
NESS OPERATIONS.

AVERAGE OF THE
NEXT FIVE LEADING
WHDH BOSTON STATIONS

Less than $2,000 28,100 28,700
$2000 to $2999 77,100 64,600
$3000 to $4995 362,600 297,840
$5000 10 $7499 368,800 239,260
$7500 or More 174,000 68,580
$5000 & Over 542,800 307.840

THEIR OWN HOME

e

AVERAGE OF THE
NEXT FIVE LEADING
WHOH BOSTON STATIONS

Home Owner 433,400 297,020




TU .l YR Y

OWN EITHER

AN AUTOMATIC WASHER OR DRYER

OR BOTH

0)

WHDH

12,500
57,300

37,500
712,700
126,100

AVERAGE OF THE
‘NEXT FIVE LEADING
BOSTON STATIONS

5,260
32.860
23,640

461,680
66,840




OF'-l'i\é_ H_OREThAH OHE_HiuiOH -\]NdupLicMEd _
| Anll.il:-SWho Listed TO _WHDI-I [‘\/ERY WeEeK ;.

Q DO YOU, OR ANY MEMBERS OF YOUR FAMILY, OWN AN AUTO-
MOBILE?

AVERAGE OF THE
NEXT FIVE LEADING
WHDH BOSTON STATIONS

Have Autgmobile 826,200 484,280

Q WAS IT BOUGHT NEW OR USED?

AVERAGE OF THE
NEXT FIVE LEADING
WHDH BOSTON STATIONS

491,600 243,540
334,600 240,740




'l Of'iiu:-— ﬂoREThA'N OHE_Hiu.ioH -\,NJUPLiCA'bEd
 Fanities WhoListen Jo WHDH EverY Week

1958-1959
1956-1957
1954-1955
1952-1953
1950-1951
1949 & Under
1956-1959

WHDH
101,600
220,600
166,900
142,900
125,600

68,600
322,200

AVERAGE OF THE
NEXT FIVE LEADING
BOSTON STATIONS |

56,280
97,100
119,870
101,36C
64,220
45.500
153,380




16,800

TRAVELLED ON THEIR VACATION

AVERAGE OF THE
J NEXT FIVE LEADING
WHDH BOSTON STATIONS

Made Vacation Trip 516,800 317,780

| Q ABOUT HOW MUCH DIQ THE ENTIRE TRIP COST?

AVERAGE OF THE
NEXT FIVE LEADING
WHDH BOSTON STATIONS
$200.00 to $499.00 104,400 87,820
~ $100.00 to $199.00 129,200 79,480
Unde; $100.00 126,100 88,400
Not Reported 42,900 19,900

- $500.00 & More 114,200 42,180




” Massachusetts
|
Other New England

Other Travel Within
Continerital Limits,

Beyond Continental
United States

WHDH

393,800

21,700
80,100
24,800
12,400

116,300

e

AVERAGE OF THE
NEXT FIVE LEADING
BOSTON STATIONS

16,300

BEYOND THE CONTINENTAL
LIMITS OF THE STATES

WHDH

116,300
189,700

125,600

AVERAGE OF THE |
NEXT FIVE LEADING
BOSTON STATIONS




| ¥ f'ﬂ“;:- nOREThA-l‘ OHE_HiI.I.iO'ﬂ UNdUPLiCRtEd
‘anities Who Listed To WHDH Every Weex

® DOES THE HOUSEWIFE (LADY OF THE HOUSE) GO TO WORK OR
@ BUSINESS?

AVERAGE OF THE
NEXT FIVE LEADING
Employment WHDH BOSTON STATIONS

Full Time 107,300 62,280
Part Time 80,200 47,020
Not Einployed 854,400 607,120

HOUSEWIVES ARE LESS THAN 50
YEARS OF AGE

AVERAGE OF THE
NEXT FIVE LEADING ‘
WHDH BOSTON STATIONS ‘

45,000 38,000
276,100 152,420 4
|

455,300 300,880
261,500 225,100




Younger Children
Né Younger Chifdren
Number of Children
One

Two

Three & More

WHOH

590,800
451,100

179,000
199,700
212,100

AVERAGE OF THE
NEXT FIVE LEADING
BOSTON STATIONS

-356,040
360,380

123,820
120,860
111,360




Al One Mivtiow T Nclupucnted

ﬁmiues WhoListed Jo WHDH Every W

DO YOU GO TO SEE SPORTING EVENTS SUCH AS
BASEBALL, FOOTBALL, BOXING, HOCKEY, BASKETBALL, ETC?

AVERAGE OF THE
NEXT FIVE LEADING
WHDH BOSTON STATIONS

89,600 30,620
372,000 189,320
506,400 346,760

74,000 139.70Q

EEK|
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|ore [ha One Mittion Undupricabed)
FariLies Who LiStEﬂTO—WHDH E\IERY WEE \

I‘! WHAT KIND OF WORK

Professional &
Semi-Professional

Executive, Proprietor, Manager
Clerical & Sales

Craftsmen

Operators & Manual

Service Worker

Farmet, Farm Work

Police & Military

Retired, Student, Urnempioyed
Not Reported

Professional, Semi-Professional
Executive & Clerical

DOES THE HEAD OF THE FAMILY DO?

WHDH

122,900
107,300

175,100

181,300
199,000
64,600
12,500
12,500
122,900
43,800

405,300

AVERAGE OF THE
NEXT FIVE LEADING
BOSTON STATIONS

64,860
51,060
104,460
137.56Q
142,780
53,780
9,860
18,280
108,880
24,880

220,380




(O The More Than Owe Mivtion Undupricated

'AqiLiESWhO Listed o WHDH EverY Week

WHAT WAS THE LAST GRADE IN SCHOOL OF THE HEAD OF THE
FAMILY?

AVERAGE cL)E 1[’)HEG
, NEXT FIVE LEADIN
WHDH BOSTON STATIONS I

Some Grade School Or Less 55,200 57,620
Grade School Graduate 58.300 87,280
Some High School 203,200 178.500
High School Graduate 528,200 294,220
College & Beyond 196,900 98,780
High School Graduate, College & Beyond 725,100 393,000




b, CONCLUSION

For more than a decade WHDH has
conducted all facets of its broad-
casting business in an effort to
reach the largest, mast responsi-
ble audience possible. We feel the
results of the Pulse Jmmage Study
shown on the preceding pages
have borne dut the success of this
endeavor. ‘

To an advertiser, WHDH offers not
ortly the LARGEST radio audience .
in New England but a more mature,
dynamic audijence with money ta
spend and the desire to live better.
The WHDH audience buys new
. products, takes pride in its owner-
2 ship af homes and cars, travels,
enjoys sports, and forms a respon-
. sible, receptive audience to radio

advertising.

Represented Nationally
By

John Blair and Cempany



Young man with a “driving” int-
pact on radio is John R. Bowers, car
advertising manager for the Ford Di-
vision of the Ford Motor Co. The
recommendations of this 39-year-old
executive have been an important
factor in boosting the parent com-
pany’s name to the head of the list
as a radio advertiser—spending an
estimated $3,250,000 in spot alone
for the first half of this year.

“The immediacy of radio is ideal~
ly suited for new car announce-
ments,” Mr. Bowers says. “This me-
dium gets to people fast.”

Bear in mind, he adds, that local
dealers place considerable emphasis
on radio, too, turning up cumula-
tively perhaps more spot money for
the medium than the Dearborn
plant itself.

Two years ago, when Mr. Bowers
joined the automotive fum in his
present capacity, the Ford Road
Show on CBS was providing day
in, day out aural advertsing for
the product. Determined not 1o get
caught in one-way traffic, Mr. Bow-
ers and his division shifted speed
last year 1o radio emphasis for spe
cial periods. Currently Ford is using
NBC AMonitor 1o support its cross-
country Falcon Experience Run—
“Radio is the ideal medium to imp-
lement such an advertising camn-
paign; in this case, network is just

U. 5. RADIO e October 1959

THIS MORNTH:

JOHN R. BOWERS

Car Advertising Manages
Ford Division, Ford Metor Ca.

Radio 'lIdeal’ for introducing

New Automobile Line for Fall

the right vehicle to ptovide the re-
quired simultaneous nationwide cov-
grage.”

A Dewoiter born and bred, Mr.
Bowers has departed his home town
for any length of time only for such
missions as schooling and wartime
service in the U.S. Navy. Graduated
from Dartmouth in 1941 and the
Tuck School of Business Administra-
tion in 1942, he thereupon under
fook four years of military life.

Back in Detroit after the war, he
joined Brooke, Smith, French & Dor-
rance Inc. for what turned out 1o be
10 vears of all-around agency work.
Upon his departure in 1957 to join
Ford, he was vice president and man-
ager of media and research and an
account executive. Among his prin-
cipal accounts, he notes, was Ameri-
can Motors Co.

Married to the former Nanc
Hughes, Mr. Bowers has an eight-
year-old daughter and a four-vear-
old son. His hobby, he claims, is
“more work.”

Ups and downs in the usage ol
radio by Ford, the executive de-
clares, match the ups and downs in
production. On the flood tde of
the automotive season now, radio is
serving again in what Mr. Bowers
terms an unbeatable capacity to

spearhead the introduction of a new

inodel, e ®» o

are the
vehicle...
not the
campaign
only
a
carefully
sifted
schedule
combined
with
your
ideas

Bartell

touch
of...

33



SALESMANSHIP
SHOWMANSHIP
SCHOLARSHIP

BARTELL

SCHEDULE
A

CAMPAIGIN

Six stations in six cities. Each
with a snap, a sound, a “feel” jigsawed
within its own community. Yet each has a
quality of creativity that is akin to all others
and common only to Bartell Family Radio.

SALESMANSH'P is ingrained i every

dir personality and a part of the Bartell station,

acceptance that puts every campaign in orbit.

SHUWMANSHIPiS it the production

that arrests, sparks and entertains,

SCHUI.ARSHIP is inherent

irt the thought, planning and pre-testing

BARTELL
o

RAD\C

of every unit of sound that is hrpadcast,

These qualilies are
contagious! From station
level to Group headquarters,
to each Adam Young

office, vou'll find more

than receptivity — or even
sympathy — yvou'll get

good ideas! (Ask Necdham
Louis & Brorby in Chicago.)

KYA WOKY wov

SAN FRANCISCO NEW YORX

KC8a WYDE WAKE

SN DIEGO BIRMINGHAM ATLANTA

MU WAUKEE

34

LETTERS TO
THE EDITOR

Happy Birthday

Just a note of congratulations “re”
the second anniversary of u. s. RADIO.
It is 2 point of pride for all within
our industry that there is a radio-
only book, and especially one that is
as good and as successful as yours,

Frank Knight
Vice President
World Broadcosting System

(Two years ago} 1 watched you
with fingers crossed and much hope
for you, but didn't exactly know
whether or not the magazine would
make it. The fact that you have is a
tribute to you as well as a tribute
to the vitality of this particular me-
dium,

Gordon Davis
General Manager
WIND Chicago

I have subscribed to u. s. rabIO
since the first issue, and we here at
KBHS wish to compliment (you)
for this timely, complete radio pres-
entation.

I have used various issues from
time to time in selling and find they
are competent and convincing,

Our hearty congratulations for
continued success and a bigger u. s.
RADIO.

E. J. Kelley

Yice President

KBHS Hof Springs, Ark,

We at the new KAKC would like
to be one of the first to congratulate
you on your second anniversary. The
job that u. s, RADIO has done for the
last two years has been nothing short
of fabulous. . . .

Bob Heth
Vice President & General Manager
KAKC Tulse, Oklo.

. We have used this publica-
tion many times as a source of ref-
erence.

Jane M. Sarin

Account Exec. in Charge of Radio
Eldridge Inc.

Trenton, N. J.

(Cont'd on p. 38]
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are these
influential
people

talking

» about
| ' YOUR

1 |

¥ STATION?

the number one stolion in

the morket by every mea- |
sure.”

[—

ey .

Braagdcasters know whut it means to be
called “top rated™ — ‘‘the station with the
quality soond’ —'*highly dependable' —''a
great sales stimulator.'"” So to achieve this
Gltimate Tn fidelity, reliabifity, and cover-
age, they turn to Gates . . . and in the 5 KW
field, the Gates BC-5P-2 transmitter is by
far their number one choice.*

Sponsor: "They achieve
exceptional gesults. Our
sales ore at an all time |
high."

S
Housewife: "‘They cer-
tainly da saund goad —I
just never change dial pa-
sitians. "

Typicol of © mon who would not sellle for anything but
the finest is Mr. Marsholl W, Rowlond, president of the
Rowlond Broodcasting Compony. Mr. Rawland purchased
a Gotes BC-5P-2, ond his comments org volid testimony
to the hundreds of Gotes 5 KW AM fransmitters in opero-
tion across the nation:

"“As owner and manager of WQIK, | have never seen such
enthusiosm os shown by my enfire sio® {including our
engineer). The new sound, the quolity, plus the caveroge
we are now getting with our new Gotes equipment con
be described in only one word. TREMENDOUS. Nol one
minule of air time hos been lost by any of our new equip-
menl. This, combined with the“excellent tone quality we're
now gelling from gur new Gales 5 KW transmiltier reolly
surposses ony of our expecialions:”

Let us tell you the complete slory of the new Gotes BC-5P-2 , ..
Iruly a new disfinctian in AM broadcasting. Write today for de-

toiled technicel informatien . . . yours fer the osking. *Qver 50% of all new 5 KW teans-
mittery purshosed since Januvory 1,
1859 were monufoctured by Gales
Statistics campited through August
31, 1959, fram 5 KW sales recards
maintained by Gates, which are os-
sumed to ba accurole.

HARRIS

GATES RADIO COMPANY

- Subsjdiary of Hagris-Interiype Corporation
INTERTYPE QUINCY, ILLINOIS

5 Offices in: Internofionol division: In Canadg:
hdtkihatalbdall HOUSTON, WASHINGTON, D.C. 13 EAST 40th STREET, NEW YORK CITY  .CARADIAN MARCONI COMPANY
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ALL

OCTOBER ISSUES
IN THE NEW
CONVENIENT
SHAPE AND SIZE
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Advertising’s “classified buying-directory”
now provides these added user-advantages: §
More information per page (8 columns of buying information
before them every time they open SRDS).

Better flow of buying infermation from page to page with less
interruption, because fewer editorial fillers will be required.

More Consumer Market Data (the fourth column. permits
additional market data tables).

Market and media data revamped and regrouped foreasier use:

A less bulky “buyer’s directory” (easier to carry, easier to
file, easier to use . . . it lies flat) .

= U

(', 8. RADIO o October 1959



SRDS IS HERE

o]

-
L e

Wrdan e Mpirnas

Starting October, 1959

Exactly the same as before, except for one more column per page. (Over-all size 10%6” x 11".)
Standard advertising page still 7” x 10”7, same as before.

A WORD FROM THE PRESIDENT

“The new, easier-to-use 4-column format 1s the most important advance in arrangement

of listed data since 1920. That's the year we went from tabular form, with media data reading
from left to right across the page, to the present, improved tolumnar form.

The 4-column make-up is the 20th major improvement in SRDS Service to the media-buying
function since it was founded in 1919. How many of them can you remember?

Glad to send youwa list if you'd like to check them off.” .
C. Lauygry BorrHor, President

szps STANDARD RATE & DATA SERVICE, INC.

the national authority serving the media-buying function
@, TN P 1740 Ridge Avenue, Evanston, Illinois
Sales Offices: Evanston, New York, Los Arigeles, Atlanta




E TIMEABUYERS i <. "
{ TRIPLE TREAT/ K-NUZ

§ SPENDABLE \ Audienes Compusion Ts 749

® the PACESETTER

% e

Do You Want ' No, 1* fusiwes
AUDIENCE?

*First in total audience ..,
HOOPER {(May-June, 1959)
PULSE (April-May, 1959}
NIELSEN {(May-June, 1959}

Do You Want
ADULTS?

IMORE ADULT LISTENERS
Mon.-Fri. 7 AM-5 PM
*NIELSEN Uune, 1959)
{No. 2 Station has only 51%
Adult Audience}

Do You Want

K-NUZ

Audience Composition

s 84% ADULT”

Men and Women

K-NUZ

MIDDLE & UPPER INCOME*

INCOME?

MORE MIDDLE & UPPER
INCOME AUDIENCE
*SPECIAL PULSE
{Apr.-May, 1958)

" for HOUSTON ., . .

MUSIC!
NEWS!
EQUIPMENT!

T

National Reps.

THE KATZ AGENCY, Inc.

e New York @5t Lovis

s Chicage *San Francisco
* Detroit ¢ Los Angeles

* Atlanta * Dallas

IN HOUSTON,
CALL DAVE MORRIS
JAckson 3-2581
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LETTERS {Cont#'d from p. 34)

I have just finished reading your
handsome report (Two Years of
U.S. Radio) . You can well be proud
of your accomplishments within the
span of 24 short months. Here's
wishing you all the best as you start
your third year.

John F. Huribut

Manoger, Promotion & Public
Relotions

WFBM Indicnopolis, Ind.

Two years of U. s. RaDIO! Time
flies, but you have been flying with
it, building u. s. RADIO to the point
where it is becoming a voice in the
industry, Congratulations.

Ernest C. Sanders
Monoger
WQOC Dovenporh o,

Just received Two Years of U. S.
Radio. It is a fine tribute to you and
the two years.

Robert L. Howsam
President
KHOW Denver

Congratulations on Two Years of
U. §. Radio. Let's hope these two
will be your “worst” ones,

Tom Jchnson
Manager

KTOK Oklohtma City

Congratulations on tlhe wonderful
job you have done witlr u. s. RADIO.

Cecil Woodland
Genera] Monoger
WEJL Scronfon, Po.

Congratulations on your success
land I sincerely hope that you enjoy
many morve successful years with
U. 5. RADIO.

Stanley 5. Hubbard
Vice President in Chorge of Radio
KSTP Minneapolis

. . . Congratilations on the ter-
rific record!

Ben Ludy
President & Generol Monoger
KWFT Wichito Falls, Tex.

Good Tuck to U. 5. RADIO in
your third year and for yeais to
conie,

Robert W. Friedheim
Vice President

| Ziv Television Programs (nc.
New York
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Acelaimed.....world's

highest fidelity radio station...with
audience among top 10 in America,!

A revolutionary new WLW-AM transmission syss
tem, developed by Crosley Broadcasting Engi.
neefs, has made WLW Radio unquestionably the
World's Highest Fidelity Radio Station — according
to Frank H. Mclntosh Laboratory, Binghamton,

N. Y., the world’s largest independent radio and
high-fidelity fransmission experis.

So before you buy Radio time — check these figures
below ... and remember, WLW high fidelity trans-
Tnission provides the finest in clarity for advertis-
ers’ commercials'

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

MARKET COVERAGE “No. of Counfies

Total Homes fin Afea

Radio Homes in Area

Monthly coverage area 334 3,116,800 2,987,910
Homes reached Total % of Total Homes % of Radic Homes
Monthly 1,221,160 39 41
Weekly 1,067,110 34 36
NCS DAY-PART CIRCULATION. . c.vmwsonwrne<s PER WEEK, . oninevernuvpmuccosens
Once 3 ar more 6or7 Daily Avg.
Daytimie Listener Homés 41,000 692,400 402,380 503,640
Nighttime Listener Homes 624,360 378,050 204,180 338,020

{Source: 1956 Nielsen Coverage Service)

Network Affiliations: NBC, ABC ~ Sales Offices: New York, Cincinnafi, Chicago, Cleveland = Sales Representatives: Tracy Moore
& Associates—Log Angeles, San Francisco; Bomar Lowrance & Associates, Inc.—Atfanta, Dallas. Crosley Broadcasting Corporation.

U.S RADIO e October 1959
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TAMPA * ST.PETERSBURG
SECOND IN puUlLSE
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Represented Nationally by
GILL-PERNA, INC,

10,000 WATTS

OF SOUND-
SELLING POWER
DELIVERS THE BOOMING

TAMPA - ST.PETERSBURG MARKET"

AND THE BIG PLUS MARKET OF
‘ 21 FLORIDA COUNTIES
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What Do Advertlisers

U. 5. RADIO

» OCTOBER

Think of Radio??

Radio has become the Jack-in-the-box of advertising media.
Both billings and advertiser use reflect the sporadic way it pops
up, plops back.

It is a medium that is often called upon to do a special pro-
motion job—usually short and intensified—and then put back in
the box until next time.

While it’s true that most radio advertisers use radio ton-
sistently, with consistently good results, many others have come
to regard it as a medium that’s great to fill in the gaps in televi-
sion coverage or to stretch advertising impact when the budget is
getting low.

The listener’s medium has changed more than any other
vehicle of advertising in the past 10 years. It had to in order
to survive.

As U. s. RaDIO enters its third year of publishing with this
issue, we have attempted to survey and ascertain the current
image advertisers have of radio.

The following survey of 25 national advertisers (see list, p.
43) sounds out views on radio management, programming and
research, effectiveness of radio as a medium and whether or not
agencies have been underselling radio to the advertiser.

We make no claim that the results of this survey are defini-
tive, but we firmly believe that they are an accurate barometer
of the image advertisers have of radio.

Their profile of radio ’

October 1959
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WHAT DO ADVERTISERS THINK?

An analysis of the profile 25 advertisers
have of radio. Next month, U. S. Radio
will feature the agency profile

It was a rare occasion early

this summer when Charles G.

Mortimer, president of Gen-
eral Foods, explained to a stock
holder meeting the detailed spend-
ing of $96 million In advertising
for a year.

In the past, the whole subject of
advertising has been generally left
for the annual report, if that. Mr.
Mortimer’s action, more than any
other single example, underlines the
growing interest and surveillance
with which advertising companies
now treat promotion outlays and
activities.

To learn what the people who
foot the bill, think of the listener's
medium, u. s. rRapiO surveyed 25
national advertisers. They vary as to
radio employment from such limited
users as Ronson Corp. to heavy
buyers like Stewart-Warner Corp.;
large corporations, such as Bristol-
Myers Co. to smaller firms, like
Good Humor Corp.

This is the profile advertisers have
of radio:

They overwhelmingly believe that
radio is an effective advertising medi-

e

What do you think of the
job radio management is
doing tdday?

good » -« x 38.2%
adequate . .  43.7%
poor . . . 18.,1%

JORTEECSMATY SHNINO e bAT )

um, and a clear majority think radio
inanagement is doing a proper job,
although there is room for improve-
ment.

But if radio wants to win greater
confidence from the advertiser level,
it is going to have to do soinething
about programming. Although ad-
vertisers believe radio fare is ade-

12

- effective .

quate, few think it is good. And a
great majority believe radio sounds
the same.

An jmpoftant point, more than
half believe advertising agencies are
underselling radio. At the same

O 0 O

How do you regard radio
as an advertising medium?

v v 82%
difficult to gauge . » »
12%

ineffective . « « 6%

TG00 O AN

time, a majority stdte that radio
salesmen are not underselling their
medium.

As for radio research, advertisers
have a surprising view. A majority
believe it is adequate; when stacked
up against research of other media,
slightly more than half think radio
research does compaxe favorably
with other media.

As to how these firms regarded
radiq as an advertising medium, 82
percent state it is effective; 12 per-
cent believe it is difficult to gauge,
and only six percent state it is ins
effective.

Management

What about the job radio manage-
ment is daing today? Replies to the
questionnaire survey show that 38.2
percent believe it is doing a good
job, 48.7 percent say it is adequate
and 18.1 percent state it is poor.

In general it can be seen that
while advertisers believe radio man.
agement is doing a prolessional job,
they also think that there is room
lor improvement.

And one of the biggest arcas [or
needed attention, according to the
survey, is in progrmnming. Here's
what these advertisers think of radio

fare: Although 54.7 percent believe
it 1s adequate, only 16.8 percent
think it is good and 28.5 percent say
it is poor:

This is brought out more clearly
in the next question on whether
they think radio programming shows
imagination or if they think it all
sounds the same.

Radia Sound

Replies from 65 percent declare
that radio programming all sounds
the same, while 35 percent say it
shows imagination. It should be
pointed out that a few advertisers
pencilled in comments next to this
question, qualifying their remarks
with “in some cases it shows imagina-
tion, but generally not,” or “there
are exceptions to the sameness.”

The study points the way to what
radio executives have felt for some
time. More than half of the surveyed
advertisers — 51.3 percent — believe
advertising agencies are underselling
the sound medium; 48.7 percent
don't believe so.

Taken on its face value, this cu-

e
Do vou believe radio is
undersoeld by its own
salesmen?

ves . o - 47.8%
No a » » 52-2%

R LR | | o

mulative adswer indicates that radio
is not getting the support from all
agency quarters,

In a similar controversy touching
upon whether or not radio is being
undersold by its own salesmen, the
results show this: 47.8 percent of the
fums polled believe radio is being
undersold by its own forces, while
53.2 perceng say it isu't.

U. §. RADIO o Oclober 159
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Do you believe radio is
undersold by advertising
agencies?

YES » « « 51.3%
N9 » & » 48.7%

S A -|IIIIIHIIIII| 0T O A

It is significant that advertisers, in
the majority, do not believe radio is
being undersold by its own salesmen,
The past 12 months have seen the
inounting attention national and
local radio salesmen have been giw
ing to the advertiser level.

This trend is expected to pick up
steam in months to come as radio
presses for a larger part of advertis-
ing expenditures.

Among the most interesting re-
sponses in the study are those in re-
ply to two questions covering radio
research. It is no secret that radio is
continually advised by agency execu-
tives that it needs more and. better
research. For a few years now, the
stock answer for radio has been,
“You're in need of research.”

But if anyone has followed the de-
velopments in the past year, he
knows that no medium has come
through with more numerous and
more varied types of research than
has radio. Anxious to improve its
service and strengthen its weaknesses,

1 000000 SR
What do you think of radio
programming today?

good « w « 16.8%
adequate . . . 54.7%
poor . . , 28.5%

8 e R L Ty T

S R T TR T T e

THOSE SURVEYED:

P. Ballantine & Sons Inc.

B. C. Remedy Co.

Beneficial Management Corp.
Bristol-Myers Co.

California Packing Corp.
Carling Brewing Co.

Dodge Division, Chrysier Corp.
Esso Standard Qil Co.

Fels & Co.

L O T T s B AR 11%
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radio has produced quantitative and
qualitative  studies; motivational
and attitude reports; special interest
studies dealing with Negro listening
and the farm audience.

Well, here’s what advertisers haxe
to say about radio research today:
50 percent belicve it is adequate, 16.7
percent say it is good and 83.3 per-
cent believe it is poor. In light of the
foregoing comments, this can almost
be interpreted as a radio victory.

The research question comes into
clearer focus with the final question:
Do you believe radio research com-
pares favorably with research of
other media?

3OO0 O A
Do you think radio pro-
gramming shows imagina-
tion-36%—or does it all
sound the same-065%

1000010 AR

The answers show that 52.4 per-
cent believe that it does, while 47.6
percent answer in the negative.

The following is a sampling of
comments on radio received in the
study. The quotes, arranged in al-
phabetical order, shed light on the
shape of radio today and what it
can do to further improve its posi-
tion with advertisers in the future:

Beneficial Management Corp., Al-
fred E. Mockett, advertising direc-
Lor:

“We in the consumer credit field
would like to see a more concerted
effort by the radio research organiza-
tions to give us a breakdown of the
audience we can reach by age, sex
and income bracket . . . if at all pos-

Good Hunior Coip.

Goodyear Tire & Rubber Co:

H. J. Heinz Co.

National Biscuit Cu.

Northwest Airlines

Pan American Coffee Bureau lnt,
Pepsi-Cola Co.

Chas. Pfizer & Co.

0

AR AR L ST st i OB T

What do you think of radio
research teéday?

good . « = 16.7%
adequate . . . 50%
poor , « . 33.3%

O 500 O

sible . . . rather than just a percen-
tage of the over-all we are getting.”

Bristol-Myers Co., Roger C. Whit-
man, advertising coordinator:

“Sales effectiveness of radio has al-
ways been very high — especially
when a good commercial can be
given the power of frequency at the
times of day when a product’s best
prospects are apt to be listening.
Under these conditions, radio can
be enormously effective.”

Deliver Messages

Carling Brewing Co, R. C. Gar-
retson, vice president-advertising:

“We use radio effectively in many
markets. It can deliver messages at
a modest cost per thousand, and its
¢fficiency depends finally on the
quality of the message delivered.”

Dodge Division, Chrysler Corp.,
W. D. Moore, director of advertising
and sales promotion:

(Cont'd on p. 83)

P G O R

Does available radio re-
search compare favorably
with research available
in other media?

Tes s « s BE:4G
no « » . 47.6%

AT et R TR T AR AT !
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Prudential Insurance Co.
Ronson Corp.

Seven-Up Co,

Shell Qil Co.
Stewart-Watret Corp.
Tea Council of US.A, Inc,
Tetley Tea Co.

United Fruit Co.
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Can Radio NMove in
On a Tv Agency?

Supported by research, Parkson Advertising

buys radio for Conti to reach young

women. Test underway may establish

new twosome on the dirways for agency

The siren song of radio, out

to prove itself an alluring

match for the decolletage of
television, has struck a highly re-
sponsive chord with an noexpected
swain.

The J. B. Williams Co. (division
of Pharmaceuticals Inc.), a suitor
who previously had eyes only for the
video screen, is currently listening
withh mounting enthusiasm to the
provocative sound of the senior air
mediunr.

Come a-courtin’ on behall of fts
new Conti shampoo, the firim is now
in the midst of an intensive radio
test in the New York market that,
depending on its outcome, may set
the pattern for a nationwide cam-
paign. The test, which started July
27, will conclude this month after
16 weceks on four New York stations
—\WMCA, WMGN, WINS and
WNEW — with a schedule of 110
one-minute commercials and 74 ten-
second spots for the first six weeks
aql 62 onc-minute ammauncements
for the remaining 10 weeks, A esti-
mated $75,000 is being expended on
the 1rial run, including production
costs for the ET's.

Whether the conrtship  will de-
velop into 4 lasting union £ a moot

question, pending a check on sales
at the end of the 16-week period. In
the words of Ted Bergmann, presi-
dent of Parkson Advertising Agency,
which is handling the Conti ac
count, “Radio says if can sell our
product, and we’re giving it the
chance to prove its point.

“Of course, we wouldn’t be rin-
ning this test if we didn't think it
can—and will—do s0.”

No other advertising media are
being used in thie New York area
during the course of the campaign,
he says, in order to permit an ac-
curate appraisal ol the aerial appeal.

Whaiever the [uture, radio con-
siders itself to have scored a hand-
somne triumph for the present in
capturing the undivided attention of
both a television-oriented company
—]. B. Williams—and 1ts even more
notably television-oriented agency,
Parkson.

On the Scene

Perhaps ineicative of rudio’s break-
through with the agency which re-
putedly plices mre than 90 percent
ol its 1atal hillings in television is
the tiny tansistor that sits on Mr.
Bergmann’s desk. From this signal
pittpost,  the mediupr has  heen

capitalizing on its charms for the
past several months to convince the
heads of both agency and company
of its suitability for the Conti sales
10b.

Holding the tnstrumemt in one
palm as he explains, Mr. Bergmann
notes two key aspects of the Conti
campaign which serve to focus at-
tention on radio:

o Principal prospective market:
Conti’s siales potcnlial, research
indicates, lies with racdio’s most
inveterate listeners — young
women, {ram their teens through
late 20's (scc Housewives Listen,
Too, p. 48).

o “Beauly promuse” appeal: The
product’s essentially romantic-
mood [eatures can be cllectively
and  economically highlighted
through radio’s chief attraction
for these listeners—music.

Moving into radio, says Mr. Berg:
mann with casual understatement, is
“something of a departure lor this
agency.”” The cooperation and serv.
ice extended by station managers
atul dise jockeys on whose programs
Conti anngmneements are nsed, he
adds, have been highly important 1o
Packson in acquainting it with the
wediuny,
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New packaging, rejuvenated product touch oft
Conti's search for brand image &ith radje.

If successful, the local test will
form the pattern for an expanding
campaign which will grow eventual-
ly to national proportions, the
agency indicates. A tentative selec-
tion of markets has already been
made for a next step forward in
radio.

New Personality

The test itself signifies a complete-
ly new advertising approach for
Conti. The product, an old-timer
which has recently completed an en-
tire ‘“rejuvenation” in the conw
pany's laboratories, is seeking to
establish a new brand image with the
consumer, Mr. Bergmann says. Years
ago, under different ownership, it
was a radio pioneer, but prior to its
acquisition by J. B. Williams it was
relatively in eclipse as an active ad-
vertiser.

Faced with the problem of giving
the public a modern concept of an
established brand name, the agency
first tried a smattering of television
during the past year, including par-
ticipations in “one or two” J. B.
Williams network shows and a 26-
week run on an independent tv sta-
tion. The results were inconclusive.
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radio move

Still seeking. the right tombination
of media, commercials and realistic
budgeting, the agency then decided
to take a searching look at what
radio could provide in the way of
a fresh sales presentation for the re-
stored and repackaged shampoo.

What that searching look discov-
ered is that Conti and a major seg-
ment of radio’s audience are “meant
for each other.”

Follow the Girls

“We feel,” explains Mr. Berg-
mann, 'and research bears us out,
that the big shampoo market is
among teenage girls and women in
their 20’s. Surveys indicate the ladies
in this age bracket shampoo their
hair on the average of three or more
times a week, and hence account for
the largest share of the shampoo
market.”

How best to meet the girls, Park-
son learned, is chiefly via radio.

“In selecting the proper medium
for our campaign, we went where
the young female listeners are—
tuned in to the top disc jockeys,”
the agency president continues,
Conti strategy therefore at present
entails using a total of 22 disc jockey
shows on the four New York sta-
tions.

Mindful of the tastes of its youth-
ful audience, Parkson decided on a
musical commercial featuring vocal-
ists popular wiath Conti's potential
consumers. To underscore the
“beauty promise” of the product, it
keyed the music and lyrics 10 2 ro-
mantic, feminine appeal.

“Something wonderful happens to
your hair when you use new Conti
shammpoo” is the campaign theme.
Musically arranged by Plandome
Productions Inc, the comnmercials
come in four variation—one each
featuring Jill Corey, Chris Connor,
June Valli and Mindy Carson.

“We're getting double mileage by
using these singers in the medium
in which they're so popular,” Mr.
Berginann points ont.

For the one-minute commercials,
the vocalist sings eight bavs of jingle,
then speaks hier piece in 10 secongs

46

of sales message relating to her pers
sonal experience with the producy
and winds up with the opening
lyrics. A background of music para-
phrasing the jingle plays under her
woice during the continuity.

*The music was set in the best
key and tempo for each vocalist so
she could convey the romantic ap-
peal of the copy without strain,”
says Sammy Spear, Plandome’s musi-
cal director. “During the narration
we paraphrased the opening music
in a dreamy mood to underscore the
copy appeals and also to lead back
to the initial eight bars of singing.”

Introduced by the disc jockey
with a live opener such as “Every
girl wants the shiny, alluring hair
that attracts a man, so . . . listen fo
this song by popular recording star,
June Valli,” the transcribed comr
nfercial goes like this:

JUNE VALLI: (Jingle}
"Something beautiful hap-
pens to your hair when you
use new Conti shampoo.”

MUSIC VERY SOFTLY UNDER
MESSAGE

JUNE VALLI: Hi! I'm June
Valli. And I want to tell
you that something beauti-
ful does happen to your hair
whenr you use new Conti sham-
poo! I know because I use
new Conti. It has a wonder-
fully rich lather—not like
ordinary lathers . <« . but a
cosmetic lather that leaves
oy hair soft and shiny « . .
vet 50 easy to comb and set.
And Y don't need to use any
special rinses or condition-
ers. New Conti with cosmetic
iather does it ali! So . . .
beautify ypur hair as never
befeore . . . remember « .

INTO THE MUSIC

JUNE VALLI: {Singing)
"Something beautiful happens
to your hair when you use
new Conti shampoo ."

The disc jockey winds np with a
live tag-line snch as “That sounds
like pretty good advice from June
Valli. Be sure you ask for Conti . . .
that's C-O-N-T-1.,, Conti shampoo.”

According to the agency’s contract
with the singers, Parkson after 26
weeks can expand into additional
markets with the commeracal.

Two-fold purpose of the New York
test campaign, according to Herb
Gruber, Parkson media director, Ts,
first, to make an initial impression,
and second, to maintain the product
image in the public mind. With the
aim of doing so, the agency concen-
trated a heavy schedule of announce-
ments in the opening six weeks and
then tapered off to a more “normal”
load, using a mixture of what Mr.
Gruber terms the traditional music
stations and the heavily pop tune
outlets.

Big Impression

“In the first six weeks, Conti made
an estimated 25,000,000 impressions
a week, in gross figures,” Mr. Berg-
mann notes. “During the current
10-week phase, it is making more
than 8,000,000 impressions a week.

“Our coverage is spread over ap-
proximately 50 percent of the radio
homes in the New York area, and
our message is being received an
average ol six times a week per
home."”

Next move in the campaign plan-
ning for Conti awaits the sales out-
come of the shampoo’s first 16 weeks
on radio, he says. A store audit cur-
ently is being run on selected out-
lets in the area, but the figures won't
be evaluated until the end of the
test.

“The effect in advertising a prod-
uct such as this can’t be deternnned
right away,” Mr. Bergmann main-
tains. “The listener may be wvery
favorably impressed and willing to
buy, but she’s going to wait until
she uses up her current stock of
shampoo before she goes out and
gets the new Conn.”

Among the research facts which
Parkson gawnered in its preparation
for the caumpaign were such items as
these:

A woman apparently will change
shanmipoos almost as often as she
changes stockings. Ia the volatile
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cosmetics field, a convincing “beauty
promise” will lure her away from
almost any particular kind she’s
using. If the product fulfills its
promise, she’ll repurchase, but her
brand loyalty as such is notably lack-
ing.

“Consumer testing of the new
Conti indicates it’s due for repur-
chase,” declares FHal Grafer, vice
president and director of marketing
for J. B. Williams products. ““Studies
of it Tn use show its performance

right things about 1 In the right
way” via the right medium, he adds.
“Radio has been given an important
role in our initial program for Conti,
We hope we're correct in using our
concept of multiple messages; we
will have to watch carefully and try
to evaluate how we're measuring up
to our sales potentialities as we go
along,”

Further budgeting for Conti ad-
vertising is also awaiting outcome
of the current radio schedule as well

the radio stations involved in open-
ing the campaign, he cites as an
example the contest WMCA init:
ated to run in conjunction with the
copy theme, “‘Something Beautiful
Happens.” The listener is invited by
the station to send in a postcard giv-
ing his or her naine and address, and
the one whose name is drawn wili
find that “something beautiful hap-
pens”—nhe or she is given a weekend
in New York City by WMCA, in-
cluding accommodation at a Jeading

His eye on radio (that's a tiny transistor on his desk}, Ted Bergmann, president of Parkson Advertising {right}, discusses
Conti commercial with (fram left] Jim Ellis, president, and Sammy Spear, musical director, both of Plandome Produc-
tions Inc., and Herb Gruber, agency media director. Test of radio currently underway may prompt nafional campaign.

wins high favor with women.” The
J. B. Williams executive goes on to
point out that “The Conti name
has long been associated with purity,
safety, softness. In recent years, the
product has had a limited exposure,
however, and the name is relatively
unknown among younger consumers.

“In the little more than a year
since we took over the Conti line,
our laboratories have revitalized it
to fll the needs df today's well-
groomed woman. Beauty parlors
which used it in pre-marketing trials
praised it enthusiastically.”

Now the problem is to “say the
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as calculation of the sales prospects
of the product.

“Our initial expenditure of $75,
000 for air time and the production
of the four commercials will be
added unto, based on the volume of
business we can expect from each
additional outlay,” explains Mr.
Bergmann.

The competitive picfure at pres-
ent, he says, shows there are about
10 top shampoos in the field, some
of whom are using radio but none to
the extent that Conti is trying out
in the New York market.

Remarking on the helpfulness of

hotel and a helicopter ride over the
city.

Response to this aerial promotion
1s reportedly running high.

“The disc jockeys on our schedule
are supplied with lead-ins and lead-
outs to the commercials,” continues
Mr. Gruber, “but they generally add
a bonus of their own particular
brand of personality selling.”

At this stage, it appears Conti's
romance with radio is all champagne
and roses. But the listener’s medium
had better have a good steak on the
fire in the kitchen if it intends to
hold its new swain, » » o
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Coffee Klatches
Notwithstanding:

Housewives
Listen,
TOO!

Market Planning Corp. study, sponsored

by H-R, shows that housewives spend

abouk 4 hours and 36 minutes per day
with radio, compared with 1 hour,

57 minutes per week reading a newspaper

o T R
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Key Response

Q. During the past week, at what times of the day and evening did you yourself usually listen to the radio?

PER CENT WHO LISTENED TO THE
RADIO DURING THE PAST WEEK

ON WEEKDAYS (MONDAY
THROUGH FRIDAY)

4 & 6 a.m.
6 & 9 a.m.

Between.:

9 a.m. & 12 noon
12 noon & 4 p.m.

487 p.m.

7 &10 p.m.

10 pm. & 4 a.m.
SATURDAY

Between: 4 & 6 a.m.

6am. & 12 nopn

Noon & 6 p.m
6 & 10 p.m.

10 p.m. & 4 a.m.

SUNDAY

Between 4 & 6 a.m.

6 a.m. & 12 noon

Noon & 6 p.m.
6 & 10 p.m.

10 pom. & 4 a.m.

Don’t Remember
No Answer

TOTALS

Sources Markef Planning 'H-R Study.

L
Mr. Mad Adworld, creative
operative though he may be,

can earn a much sought-aft-
er promotion by calibrating how
best to zero in on a most important
target—the American housewife.

For after all, aren’t women in gen-
eral—and housewives in particular—
the elusive prize that is the goal of
most advertising? When it comes to
the product, whether women buy it,
motivate it or talk about it (noth-
ing hike word-of-mouth advertising) ,
they are the influencers.

A study conducted for H-R Rep-
resentatives Inc. by Market Planning
Corp., a subsidiary of McCann-Erick-
son Inc., unlocks a flood-gate to facts
on the effectiveness of radio in reach-
ing the housewile —whether it be
weekday, weekend, daytime or night-
tme.

The study shows, for example,
that a schedule spread throughout
the day from 6 a.m. to 7 p.m. reaches
83 percent of listening housewives.
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CUMULATIVE RADIO LISTENING
% of Total
% of Total FOR MONDAY - FRIDAY Listeners
Listeners 6-9 a.m. and 4-7 p.m. 73
50 6-9 a.m. and 4-7 p.m. and 9 a.m.-noon 88
60 o 6-9 a.m. and 4-7 p.m. and noon-4 p.m, 85
a7 6-9 a.m. and 4-7 p.m. and 9 a.m.-noon
43 and noon-4 p.m. 93
a8 6-9 am. and 4-7 p.m. and 7-10 p.m, 80
23 6-9 a.m. and 4-7 p.ms and 9 a.m.-noor
n and noon-4 p.m. and 7-10 p.m. 95
6-9 a.m. and 9 a.m.-noon 83
3 6-9 a.m. and noon-4 p.m. 79
50 FOR WEEK-ENDS
g; Saturday, 6 a.m.-noon and noon-6 p.m. 64
10 Sunday, 6 a.m.-noon and ngon-6 p.m. 52
Saturday and Sunday, 6 a:m.-noon and
noon-6 p.m. 72
2 Saturday and Sunday, 6 a.m.-no¢n and
gg noon-6 p.m. and 6 p.m.-10 p.m. 6
17 ALL WEEK
S Monday-Friday, 6-9 a.m. and 4-7 p.m.
1 and Saturday and Sunday, 6 a.m.-
1 noon and noon-6 p=m. 88
100% * TOTAL LISTENERS 100% *
(3,291) (3,291)
*Total more than 100% due to multiple adswers.

For pinpointed accuracy, if states
that the best time for housewife com-
mercial exposure is a combination
of prime morning time, 6 to 9 a.m.
and 9 a.n, to noon. During these
hours, 83 percent of housewives can

be covered.

Moreover, the report adds its voice
to other recent research that tends to
explode the waffic time myth (see
What 1Will the Fall WWinds Bring?,
August 1959; Hometown, US.A,,
September 1959, and Radio: The
IWay to Food Shopper’s Heart, Janu-
ary 1959). In the Market Planning
project for H-R, a schedule hetween
6 and 9 am. and 4 and 7 p.m.
reaches only 73 percent of the house-
wives compared with the aforemen-
tioned schredule with 83 percent pen-
etration.

The lure of housewives to agency
and advertising people is welk found-
ed in fact. The McCall's study of
drugs and toiletries purchases of late
1956, which is still used as a guide,

flustrates the case.

It shows that the housewife of the
family buys 65 percent of dollar
value purchases; that it is her idea
in 54.1 percent of the cases, and that
she determines the brand 48.5 per-
cent of the time.

In addition, general marketing es-
timates declare that woemen control
70 percent of the nation's wealth;
they buy 90 percent of all household
supphies, 62 percent of hardware
goods; they have 65 percent of all
savings accounts, and they either
make or influence 85 percent of all
consumer purchases.

Staying home, minding the house
and the children is a lousewifely
burden that usually dominates a fair
share ol family “conversations.” And
at the homemaker’s side, keeping her
company throughout the busy day-
time hours, is radio.

The study states that the average
listening housewife spends 2 hours
and 24 minutes a day with her favor-
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HOUSEWIVES
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{Cont'd from p, 49)
ile station, totaling about 12 hours
a week, Monday through Friday.

She also spends 1 hour and 19
minutes a day listening to her second
favorite station, and 53 minutes a
day to her third favorite station.

This, the H-R/Market Planning
study declares, gives a total of 4
hours and 36 minutes a day or about
23 hours a week of median house-
wife listening time, Monday through
Friday.

What's more, this study throws a
bomb into the newspaperradio
story. The average housewife, ac-
cording to the report, spends less
than two hours (1 hour and 57 min-
ufes) reading a newspaper in a
week,

The housewife turns out 1o be a
steady radio customer throughout
the week, Monday through Friday
between 6 and 9 a.m. is the most
popular time period, when, the study
shows, 60 percent of housewives lis-
ten; 28 percent of housewives say
they listen most during this period.

The second most popular time is
Saturday morning (6 am. to 12
noon) when 50 percent ol house-
wives listen; 22 percent listen most
at this tume.

The third most popular tre is
Monday through Friday, 9 am. to
noon, when 47 percent listen and 19
percent hsten most.

The continuring list of popular fis-
tening hours indicates that radio is

A 00000 01000 0000000 OO i il

Ladies’ Day Fare

What appeals most to the lady Iis-
tener is a subject of mounting inter-
est to advertiser and radio station
alike, causing both to prick up their
cars at such reports as the recent one
from J. Walter Thompson Co.s
Family Advisory Staff.

FAS, (lescribed by the agency as
comprised of 3,000 representative
families who constitute a sample {or
spectal rescarch projects conducted
by JWT, presents a group portrait
of housewives who listen while they
wark, and listen principally for imu-
sic and news

First Choice

First choice on the radio dial i%
music for 51 percent and news for
36.1 percent ol the 2,874 housewives
responding to the survey, according
to JWT. Second mwost [avored lis-
tener item is news for 36 percent and
music for 26 percent.

Computing the results, JWT con-
cludes that 90 percent of the wismen
quericd listen inost frequently to
cither music or newst they choose
daytime variety, sports and serial
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Urama programs to a considerably
lesser extent.

How should the sound of radio be
improved? The ladies making beds
and peeling potatoes (“You can lis-
ten to radic while doing other
things” was a frequent comment in
behalf of the medium) suggest sev-
eral ways to suit theu tastes,

Nearly half (48 percent) of those
surveyed by JWT inention cutting
down on tlie amount of rock and
rol] music aired, and 40 percent re-
quest niore “‘good music.” Educa-
tional programs are desired by 12
percent; drama and mysteries by 10
percent; the variety show and situ-
ation comedy by 7 percent, and more
religious programs by 5 percent.

Age appears to be the secret in de
termining what a woman is meost
likely 1o turn to on her radio. Ac-
cording to the survey, chances ave
three out of four that she'll prefer
music if she's under 35; slightly bet-
ter thaun 50-50 if she's between 35
and 54, and only one in five if she's
over 55. The opposite ranking of
preference 1s indicated for news pro-
gramming, which has “first choice”

a constant companion seven days a
week. In descending order, the next
most listened to time periods are:
i2 noon to 4 p.m., Monday through
Friday; then there is a tie between
4 and 7 p.m., Monday through Fri-
day, and 6 a.m. to 12 noon, Sunday;
lollowing close behind is 12 noon to
6 p.m., Saturday,

Another point the survey makes is
that the weekend can add 20 percent
to the prime time housewife audi-
ence.

The H-R sponsored radio study
was conducted among a permanent
panel of 5,000 housewives, called
the Market Planning Homemakers’
Panel.

The study was conducted throngh

standing with 68 percent of the old-
er women; 35 percent of those in the
35-54 bracket, and 14 percent of
those under 35.

As for the kind of music, the la-
dies are almost ‘“ageless™ in rheir
agreenient on waltzes and sweet mu-
sic a3 Number One. More than half
of all respondents to JWT"s ques-
tionnaire give this category as their
favorite. Second spot foi the group
as a whole is currently popular mu-
sic, chosen by 38 percent. Show
tunes wm the ear of 33.4 percent;
old familiar music, 30.4: hymns,
28.7, and concert, 22.9,

Degree of Preference

Where the years tell the story,
however, is iu the degree of prefer-
ence for waltzes as first choice, and
in the subsequent list of “nost
liked.”

As the age goes up, JWT research
finds, so does the liking for waltses,
Irymns, concert music, classical mu-
sic, band music, Hawaiian music and
barbershop music. The reverse 18
orue of cnrently popular music,
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J a mail questionnaire, with Market

Planning receiving an 80 percent re-
sponse, or 4,000 returns.

Statistically, the women of the
panel represent a valid sample ol the
pation. They are a crosssection ol
all U. S. households in terms of 1ji-
come, age of housewife, region, city
size and other characteristics.

Aiding in the evaluation of the
results are the following H-R per-
sonnel: Avery Gibson, vice presi-
dent; Martin Goldberg, director of
research, and Dan Softness, director
of promotion.

The study is being prepared in a
tivo-color, illustrated brochure and
will be mailed to about 500 radio
stations, plus agencies, clients. eee

show tunes, rock and roll, swing and
jazz.

“Old familiar Tunes,” says the
agency's report, “show the least var-
iance by age, being equally popular
with the youngest housewives and
oldest. But the middle-age group
shows slightly more preference for
this category than the under-35 and
over-55.”

By geographic region (Norrheast,
North Central, West and South),
waltzes and sweet music also hold
top spot with FAS housewives; there
is little variation in the runners-up,
as well, with currently popular mu-
sic in erther second or third place in
every area, and show tunes in sec-
ond or third in three of the four—
hymns taking their place in the
South, where this category is almost
on a par with waltzes.

What is the housewife doing while
she listens to radio? Housework is
most frequently mentioned 1in the
survey—7( percent apparently are
engaged in some form of this activ-
ity at some time while the set is
turned on. Other pursuits which co-
incide with radio listening include
driving the car (33 percent of the
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The Market Planning Corp. study of radio listening among housewives is studied

by Marfin Goldberg (left), H-R director of research, and Don Softness, director
of promotion. Almest 4.000 returns were received from the Homemakers' Panel,

women polled are tuned in then)
and eating (30.7 percent have their
sets on during meals). This patterw
seems not to be affected by geogra-
phy, although age is a factor—
younger women, the study shows, are
more apt to be doing housework
(75 percent) and less likely to be eat-
ing (21.7 percent) than are older
women (62.5 doing housework, 43.6
Jjercent eating).

Social status, too, appears to affect
listening habits. For example, about
60 percent of the “upper iniddle
class” housewives, as defined by
JWT, reportedly do housework to
the tune of radio, as compared with
77.4 percent of “lower class” house-
wives. But the first category listens
more while driving than does the
second group.

Regarding station loyalty, JWT
finds “Most women hawve a favorite
station and are loyal to it.” About
75 percent of the FAS sample reply
they listen mostly to one station.
Women under 35 tend to be more
loyal than older womern, amd upper
status housewives appear to be less
loyal on the whole. Although loyal-

I T

ty in rural and small town areas ap-
pears to be more prevalent, the lady
listener in prban areas, where choice
of stations is greater, even so will
stick by one station in 68 percent of
e households contacted.

Volunteering comments on vari
ous aspects of radio, the women in-
cluded in the survey take a bead on
commercials and announcers. Among
remarks about the former from one-
fourth of the total survey respond-
ents, the majority are adverse—
about 44 percent noting that com-
inercials are “too long,”™ more than
18 percent saying they are “boring™
or “silly.” Announcers, declare about
halfl of the 10 percent who state their
views on this matter, chatter too
much, use poor grammar and pro-
nunciation and/or are too self-cen-
tered. The other half, however, rate
the “voice of the station” as friendly,
personable and interesting.

With the lady of the howse war-
ranting greater attention from agen-
cies, advertisers and stations, this
prime listener is just beginning to
have her say in shaping the sound of
racio even more to her liking. o o @
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During is introductory offer in Northern California, Butter-Nut is enclosing in plie-
film bags 25 ceats in each one-pound can; 50 conts in dtwo pound packages.

When it comes to percolat-

Ing riew sales interest i cof-

fee, next best thing 1o the
aroma of {resh java is a blend ol
fiesh radio.

Such is the thesis of the mnakers of
Butter-Nut Coffee and their agency,
D'Arcy Advertising Co., St. Louis,
Mo. Mloving into 2 new marketing
“neighborhood’ this fall, the coflee
division of Paxton & Gallagher Co.
af Omaha, Neb., has put on a big
pot of radio and is settling down to
get acquainted with folks up and
down the block in Northern Cal-
fornia,

A devotee of the listener’s mediwin,
the company reports it has used ra-
dio with repeated success over the
course ol the past year or >0 in
introducing Butter-Nut 1o new re-
gions and customers as well as con-
solidaring [riendships with estab-
hished markets and buyers, D" \rey
says its coffee client, with distuibution
in 17 states of the Midwest, Rocky
AMountains and Pacific Coast, spent
approximately one-third of i total
advertising budget ($1.500.000) fm
radio in 1958,

At present, the compant's radio
coverage includes, besides the major
drive in Northern California, a cons
tinuning schedule in principal Sontlk
crn Calilornta murkets, in Phoenis,
Tucson and Las Vegas., and in vari-
ous parts of the Midwest.
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Welcome Mat of Sound

Butter-Nut coffee, spending an estimated
$500,000 in sound annually, turns on
radio for product introduction in

Northern California area in 12 markets

Butter-Nut's radio flavor, both
agency and client believe, is as dis-
tinctive as the “30 Bopus Blends”
the product features. The three-
month introductory campaign now
underway in the San Francisco Bay
area and northwards started off with
a series ol quietly zany commercials
vecorded by Stan Freberg; it will
continue with a series of straight-sell,
chorale-style announcements created,
produced and directed by Bob John-
son, who as head of D'Arcy’s radio.
television department also brought
into being the “\Where There’s Life
. . . There’s Bud” spots for Bud-
weiser.

“Radio is the keystone of our ad-
vertising program in Northern Cali-
fornia,” says Don R. Keough, Butter-
Nut marketing director, “because it
is our opinion that we can get the
greatest initial impact at the lowest
cost per thousand through strong
saturation radio.

“The introduction of our product
will be given full exposure in other
major media to back up the radio
impact.”

In making iself “at home"” and a
household word in its new market
area, Butter-Nut is perking away on
17 stations in 12 major markets of
Northern California—including five
in San Francisco, two in Fresno and
cne each in such communities as
San Jose, Sacramento, Modesto,
Marysville, Redding and Eureka.
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The schedule, which statted Sep-
tember 7, calls for approximately
420 announcements each week, SiLys
Harry K. Renfro, manager of the
1adio-television media department of
D’Arcy. Usage of the aural medium
will continue on a staggered basis
“to provide the greatest possible cu-
mulative effect, with 3,505 one-min-
ute spots and 1,950 30-second spots
slated, for tlte 12-week period.”

Major Impaqrtante

“It was the consensus of both the
client management and the agency
that radio would be of major im-
portance in introducing the 30
Bonus Blends' coftee in this area,”
Mr. Renfro continues. “It will de-
liver effectively the greatesi number
of impressions to the largest number
of people at the least possible ex-
pense in the shortest span of time.”

The man who was responsible for
cffecting the Butter-Nut buy adds
that radio is the one medium in
which advertising will be continuous
throughout the campaign.

“Full merchandising support has
been promised by all participating
stations,” notes Vern Eastman, D’
Arcy vice president under whose
supervision the “30 Bonus Blends”
theme was developed in the agency’s
Los Angeles office. Such assistance
will generally gie in with Butter-
Nut's promise of “extra ingredients.”

The product, which its manufacturer
says is made from 48 coffee varieties
instead of the 11 to 18 in most com.
petitive brands, has an added tang
for Northern Californians buying it
during the introductory period —
fresh-minted coin of the realm buried
in the coffee grounds. Special lids
on the one-pound tins proclaim
“Try Butter-Nut, . . there’s a quarter
in it for you.” Inside each can,
sealed in a pliofilm bag, is 25 cents
(50 cents in twopound packages) .

Radio, in years past the dominant
medium in Butter-Nut's advertising
strategy, has emerged only recently
from the shadow cast by television in
1950, and has reasserted its sales ap-
peal for the product through a series
of successful campaigns.

Omnte of the foremost examples,
D’Arcy executives believe, is the case
of Instant Butter-Nut Coffee in 1958.

“Unlike other major roasters,” ex-
plains Mr. Keough, “Butter-Nut had
spent five years in developing its in-
stant coffee. Being so far behind in
its introduction of the special crystal-
tine blend, the company decided to
use saturation radio in an introduc-
tory campaign which consisted maim
[y of needling itself for being late.
The results were as good-natured as
@ family picnic

“The hard-hitting campaign, re-
corded by comedian Stan Freberg;
created an instant brand awareness
on the part of the consumer, and
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Butter-Nut

chalked up a number of awards. One
was the Radio Advertising Bureau’s
first regional gold record award for
eftective radio comimercials in 1938.

“The Freberg series, heard in the
Midwest marketing area only, also
was voted by the advertising industry
as one of the year’s 10 best commer-
cials.”

Perhaps closer to the sound of the
cash register, however, was the award
presented by Food Topics-Food Field
Reparter. The food trade publica-
tions, in lauding the firm’s success
in introducing its instant coffee, pre-
sented Butter-Nut with a plaque
commemorating the promotion,
which was “‘voted, the most outstand-
ing in sales results by food chains,
wholesalers, superinarkets and inde-
pendent grocers.”

Six weeks after eritering the radio
lists, the company declares, Butter-
Nut had achieved 85 percent distri-
bution in the key markets in a 13-
state sales area.

“More than satisfied” with the re-
sults of the Freberg series, the coffee
firm later in the vear utilized the
versatile performer’s talents for an:
other Butter-Nut campaign, this one
designed especially for the Southern
California market.

i il
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Unusual—if not unique—in many
respects, Butter-Nut executives say,
the commercial about which the
campaign was built lasted six and a
Tialf minutes, five and a half of which
elapsed before the product was men-
tioned. It was designed to convey
the sound and feel of an original-
cast musical, and included a 50-sec-
ond overture, three original songs
and a plot. Titled “Omaha with the
Original Cast,” the knee-high oper-
etta was featured each Sunday on
KMPC Los Angeles and at other
specially bjlled times.

Midwesterners

‘The appeal of these conmmer«
cials,”” Mr. Keough points our, “was
directed primarily at midwesterners
who had moved to California. The
production was a new version of the
theme Butter-Nut had used since
entering the Southern California
market four years ago: ‘The coffee
you loved back home is now in Cali-
fornia.’ ”

Extra mileage chalked up by the
commercial for Butter-Nut, reports
the agency, includes a performance
pof the miniature musical by the
Omaha Symphony Orcliestra and
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Don R. Keough, Butter-Nut direétor of
marketing.

]
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Vern Eastman, D'Arcy Adrertising Agency
vice president,
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Choral Group—with Stan Freberg
conducting. The commercial attract-
ed such attention in Omaha that
Mr. Freberg was invited to ascend
the symphony orchestra’s podium
and conduct his own score.

In the current Northern Califor-
ni campaign, Freberg's style goes to
work in this fashion:

Mr, Butter-Nut: Well, we
finally developed a new in-
stant coffee that dissolves
even quicker than an in=-
stant.

Pomerov: That's right,
Mr: Butter-Nut. It's the
fastest dissolving instant
coffee in the wheole world.

Mr. B: Right. Now here's
what I want you to do. Get
in touch with the Olympic
Games Committee, see, and
feel them dut on the feasi-—
bility of a new track and
field event called INSTANT
COFFEE CRYSTAL DISSOLVING.

Pomeroy: INSTANT COFFEE
CRYSTAL DISSOLVING at the
0lympics?

Mr. B: Right. Butter-Nut
will establish an official
world's record.

Pomeroy: Hurrah!

Mr. B: Just think of it—
the four-minute mile and
the split second dissolve.

Pomeroy: Gee! « . . Well,
don't you think Instant

Bob Johnson, D'Arcy vice
creative rodio-tv department:

president,
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Butter-Nut is just a little
bit incompatible with the
220 low hurdles and the
pole-vault?

Mr. B: Nonsense!

Pomeroy: The hammer throw
and a hop, skip and . . .

Mr. B: That will do,

Pomeroy.

Pomeroy: . : . jump.
Yeh, but what do you think
the Olympic Committee will
say?

Mr, B: They'll say it's
delicious. .Play the fight
song.

(LYRICS)

If you're non-exhila-
rated, longing to he
rehabilitated,

You really ought to take
an Instant Butter-Nut
breaks«

"Cause only Instant But-
ter-Nut takes the
coffee cake.

So be good ta yourselves
and take gn Instant
Butter-Nut break,

‘Angry Generation’

Another Freberg creatior being
used is this!

1st voice: Talking here
to a young man. Your name,
sir?

2nd voicei Uh, my .name is
Angry Generation.

1st: Well, Angry, you are
a writer of poetry.

2nd: That's right, man,
like I'm a writer of
poetry.

1st: Beat?

2nd: Yeh, I didn't get
too much sleep today.

1st: Imagine you drink a
lot of coffee.

2nd: Yeh, like I 8g.

1st: Butter-Nut?

2nd: You putting me on?
I drink nothing but Euro-
pean Espresso coffee. Very
depressing. I love it.

1st: But Butter-Nut wakes
You up . . . it makes you
happy.

2nd: Oh pleas®e, man, do
not ruin my day. But cer-—
tainly. But listen man, my
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best friend, he used to be
angry like me. He was
moody, really flip. Then
he sold out. Yeh, he got
on the Butter-Nut Coffee
kick. Well man, he really
hit the skids., He shaved
got married, went to work,
znd—1I1 don't want. t¢ be
guoted on this, but I heard
through the grapevine that
he is well-adjusted.

1st: Thanks to Butter-
Nut .

2nd: Well man,
on. Like he was
friend. I mean,
pretty hard.

1st: Well, how
take it?

2nd: Well 1ike
and sugars

don't keep
my best
I took it

did he

with cream

Following up on Frebergian initial
attention-getters in fits entry into the
new market, Butter-Nut is swinging
to what the agency terms ‘“‘sincere
straight-sell copy which will do a
major selling job over the long haul.”

Here’s one of the commercials cre-
ated by D’Arcy’s Mr. Johnson for
the campaign:

Voices: (spoken, building
intensity) .+.27...«28...29
ve s 50N
(Singing) 30 Bonus Blends!

Anncr: In Butter-Nut
Coffee.

Voices: [Speaking) 30
Bonus Blends?

(Voices chanting lightly
under announcer's)

Amncr: In Butter-Nut Cof-
fee you enjoy a rich com-
bination of 48 blends, each
selected for. ..

~v2a distinctive, subtle
shading of flavor and
aroma.

Voices: (Riff) But 30
Ronus Blends?

Anncr: Chances are the
coffee you're presently
using has anywhere from 11
to 18 blends...

Voices: Ahhhhhhhh!

Anncr: The extra 30
blends are the bonus you
get in Butter-Nut...

Voices: (Singing) Many
blends from many lands

Anner: ...Each selected
for a special shading...a
LA

Voices: VIGOROUS'!

Anncr: Coffee flavor...a
richness of...

Veices: A-R-0-M-A
Anncr: ...That good

coffee taste!

Voices: 30 Bonus Blends;
30 Bonus Blends. «-

Anncr: In Butter-Nut Cof-
fee. Try Butter-Nut and
get the taste bonus of 30
extra blends,

“The integrated campaign,” says
Mr., Eastman, “js quite naturally
beamed at housewives—the buyers of
the family food supplies. The spe-
cial ‘coin-in-can” merchandising offer
also is designed as an added lure to
induce housewives to try Butter-Nut
Coftee.”

Across the Board

The saturation radio buy, accord-
ing to the agency, is generally across
the board, Monday through Satur-
day. In markets where multiple sta-
tions are being used, however, some
schedules are for Wednesdays, Thurs-
days and Fridays only,

Butter-Xut is a brand name which
D’Arcy declares has been popular
since 1914. The coffee is a product
of the Butter-Nut Food division of
Paxton & Gallagher, which last Oc-
tober was purchased by Gilbert C.
and W', Clark Swanson & Associates.

Its past history in radio includes
an air lane debut with spot an-
nouncements in the early 1930's, arid
subsequent 10 p.m. newscasts on
Midwest stations that became liter-
ally an institution, the company says.
Coffee Pot Inn, a 15-minute musical
show, also heralded the qualities of
Butter-Nut on a regional network
basis in the 1930's.

In 1950, television began making
inroads on radio’s domain as Butter-
Nut's prime spokesman. But more
recently the listener's medium has
again unlimbered its selling voice to
reclaim an important share of the
coffee product’s advertising budget.

“The future use of radio by But-
ter-Nut seems evident,” says Mr,
Keough, with a bow o the fresh,
rewarding sound of the medium that
is effectively conveving the flavor of
“30 Bonus Blends” to new and old
markets alike: ¢ & o
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RADIO PUBLIC SERVICE:
LLegal Necessity or

Boost for Business®?

To build a better product, radio is
urged at Westinghouse conference to
intensify public interest fare. Two agency
executives (see p. 58) also cite value
of advertising in such programming

Donald H. McGannon, president of Westing-
housé Broadcasting Co., presents third annual
Paul Revere Award to Donald Stou:, Pacific
area manager of the American Red Cross. The
ARC was chosen as the national service organi-
tation that made most effective use of local
radio and tv media during the preceding year.

11§}

The most quixotic words in

radio today are two—public

{ service. Station men, apart
from their legal responsibilities, long
have pressed tlieir energies to find
the true place for public service pro-
gramming in their total schedules.
The dilemmas presented axe many:
Shauld it be sponsored? Will it win
or lose audiences? Can it be done on
a small budget? Indeed, what is it?

Spearheading the effort to find an-
swers to these problems have been
the three annual conferences on pub-
kic service programming sponsored
by Westinghouse Broadcasting Co
The latest one, the San Francisco
conference, was held late last month
al Stanford University in Palo Alto,
Calif.

Some of the bugaboos that these
sessions have helped extricate are:
Public service programs can—and
often should—be effective advertis-
ing vehicles; they can win listeners
or provide a smaller and more re-
spensive audience; they do not re-
quire a large, special budget to be
produced; mnong the ingredients of
ratlio public service are news, docu-
mentarics, panel shows, news analy:
sis, editorials and community service
projects of all types.

For agencies, advertisers mmd sta-
tions, the subject of sponsorship pre-
seits the most intriguing challenge.
Capitalizing on the timeliness of the
WBC conlerence, two agency execu-
tives were asked by v s, ranio il they
thought  public  service pragrams

were good advertising vehicles (see
Question and Answers, p. 58). In
both cases, the agencies have had
more than the average experience
with the subject.

Briefly, here’s what they say:

Hal Graves, account executive,
Ben Sackheim Inc, New York:

“. . . Brand loyalty rests upon a
clearly delineated company image
which is consistently and conscious-
ly projected over a period of time.
Public service programming, jt scems
o me, is an eftective way ot cutting
that company-image cloth to meas-
ure.”

R. H. Crooker Jr, associate media
director, Campbell-Ewakl Co.. De-
toit:
“. . ..A client may have as his ma-
jor goal in advertising the creation
of a favorable image. . . . He desires
to be recognized as a public-spirited
leader, wants to be known as an in-
terested, solid participant in civie
affairs. His target is good public re-
lations. For this elient—which might
be a utility, an institution that deals
in services, or a social. fraternal or
civic organization — public service
progrims could be ideal.”

In addition to a [averable adver-
tiser intage, the WBC conference
showal the importance of public
service progranuming in yhaping a
positive station inmage.

William Kaland, nadonal program
director of WRC, stated thae a st
tion's imuige is all the compouent
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parts ol station operation ptt to-
gether.” He urged that an end be
put to “copycat-ism’ and “imitative
creativity.” Emphasizing the theme
of the San Francisco conference, Mr.
Kaland declared that station man-
agement should “look at the {ndivid-
ual” in his organization and allow
for the creative process. Mr. Kaland
stressed that creativity is not origin-
ality. Ideas themselves may not be
original or new, he said, but through
creative thinking the ultimate image
of a station will be distinct: *'Cre-
ativity is a process, not a product.”

The way a public service format is
tied in with the over-all image of
a station was demonstrated by George
Volger, general manager of KWPC
Muscatine, Ia. Although it is the
only statiorr in this community,

KWPC also competes with strong

signals {rom nearby cities. Conse-
quently, Mr. Volger explained that
Lis station tries to get "very close to
the listener. Public service is put on
a personal basis.” In fact, he de-
clared, ‘‘more emphasis is put on
basic information than on entertain-
ment."”

Getung close to the listener and
making public service personal are
achieved in many ways, Mr. Volger
stated. “The listener becomes a real
voice. For 20 minutes after each
newscast, listeners can call in and
comment on any aspect of the news.
All national and international news
is interpreted in local terms. We
work very closely with schools and
their problems, and even carry school
luncheon menus as a guide for sup-
per dishes. Housewives also call in
for a half-hour every afternoon pro-
viding recipes. An annual cooking
school is co-sponsored by KWPC,"
Mr. Volger declared.

The importance of getting close
to the listener was also stressed by
R. Peter Straus, president of WMCA
New York. Facing a different com-
petitive situation, Mr. Straus felt
that the biggest problem is inte-
grating “heavyweight informational
programming” with other kinds of
services.

“The people who draw the hrm
line between information and enter-
tainment on radio run a great risk.
For they usually are on the side of
the angels—they would have more
information, more education, more
public service and less entertainment
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Bill Losee (left], genera] manager of AM Radis Sales Co. representative firm,
Vincent Sheean; WBC Horeign correspondeat.

discusses news problems with J.

. . they thus encourage a broad-
caster to exercise his conscience and

‘public sense of responsibility only a

few hours a day or a. week instead
of all day and all week.

“And while some services are sure-
ly more important than others,” Mi.
Straus continued, “it is the total im-
pact of what you broadcast that
counts—call it whatever you will:
Station personality, public evalua-
tion or ‘image’.”

Mr. Straus also stated that there
can be “no fixed limit for our public
service programs. They may be 10-
second spots or halfhour in-depth
documentaries.”” He reminded radio
executives that [ the spot announce-
ment reaches many people by being
integrated into the over-all format,
it 1s doing a valuable job.

Pede Worth, program manager of
KCBS San Francisco, also stressed
that "“public service programs should
not be introduced that are out of
context with the rest of the program
schedule.” He stated that KCBS uses
documentaries that often run be-
tween 35 and 40 minutes. He also
cited a 55-minute \Monday through
Friday program called Viewpoint.
The show accepts three-minute
phone calls from listeners on any
subject. A producer screens the calls
for obvious reasons, Mr. Worth
noted.

He declared that public service
should be a combination of enter-
tainment, news and service. “Our
slation image can best be described
as variety programming. We wunt
to be a station that has dignity, be-
lievability and authority. A station
must constantly re-evaluate its im-
age; it cannot stand still.”

The case for the complete use of
spots in public service programming
was presented by Bill Ennis, program

-

manager of KEWB Oakland, Calif.
“Spots are immensely effective in-
struments if you know how to use
them. Our Jimage is color radio—
music and news presented in an en-
tertaining manner in a bright and
colorful way. Unless you entertain
a  listener, you won’t have him
around long enough to instruct
him.”

News and editorializing are prob-
ably the two most talked-about as-
pects of radio public service pro-
gramniing.

Ben Strouse, president of WWDC
Washington, D. C. explained his
station’s method of editorial presen-
tation. “Our technique is to use
one-minute eclitorials on a run-of-
station basis approximately 10 times
daily, seven days a. week. We also
broadcast editorials four tumes daily
on fm. ... We believe there are
great advantages to this type of edi-
torializing. In the first place, we are
basically a news and music station.
... We like things to be quick and
direct.

“Secondly, we want to reach the
most people with our editorials and
the run-of-the-station, one-minute
method seemed the best technique
for that purpose.” Mr. Strouse also
stated that the editorials may range
from four or five subjects in a given
week to one subject treated in an
editorial campaign for the whole
week or more.

Edward Breen, president of KVFD
Fort Dodge, Ia., advised radio exec-
utives that in choosing editorial sub-
jects, “Don’t pick only those fights
that you're going to win.” He stated
that the program that expresses his
editorial views, It Seems to Me, is
sponsored, although it has never

{Cont'd on p. 84)
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