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MORE "NATIVE" MERCHANTS BEAT THE DRUM ON
W-1-T-H THAN ANY OTHER BALTIMORE RADIO STATION!

WITH Is First in Baltimore with more local advertisers
than any other station. Can you find better proof of a station’s
effectiveness than the day-in, year-out confidence of the local
businessmen who expect their cash registers to record every
commercial? Follow the lead of the local advertisers . . . men who
really know the market; buy WITFH and Baltimore buys you!
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MORE NATIONAL TIMEBUYERS HAVE
PLACED MORE NATIONAL SPOTS ON

TR

..IN THE PAST THREE YEARS THAN ANY
OTHER LOUISVILLE RADIO STATION!




out
there

selling
her .

t could be Don MeNeill's Breakfast
dub . . . it could be Eydie Gorme . . .
t could be Dennis Day . . . it could be
ny ABC Radio Network program or
ackage. It could be a renewal sponsor
there are 57 of them). It could be a
ponsor doing his network radio selling
xclusively on ABC (there are 58 of
hem). All 119 advertisers (30 more
han last year) . . . are out there selling
er everything from corn pads to cars.

BC Radio Network
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ABC ADVERTISERS AND PRODUCTS IN 1959 AfL-CIO . ACNECARE . AQUA-IVY . AERD-SHAVE. BLACK FLAG, WIZARD DEDDORIZER .
AMERICAN HOME MAGAZINE . AMERICAN TELEPHONE AND TELEGRAPH + APPIAN WAY PIiZIA PIE MIX . APPLE VALLEY BUILDING DEVELOPMENT ASS'N .
ARCHWAY COOKIES . ASSEMBLIES OF GOD . AYDS, ITALIAN BALM . BABY SWEET & SOOTHENE . BAPTIST BIBLE FELLOWSHIP, INC. - BELTONE HEARING AID
CO. « BENRUS WATCH » BEN MONT PAPER. INC. - BILLY GRAHAM EVANGELISTIC ASSOCIATION » BROMO-QUININE COLD TABLETS . BRUCE CLEANING WAX -
BURGESS VIBROCRAFTERS . CADILLAC {(DIV. OF GENERAL MOTORS)- CALIFORNIA STATE DEMOCRATIC CENTRAL COMMITTEE . CAMEL AND WINSTON CIGARETTES .
CAPE CORAL REAL ESTATE . CASITE . CHANGING TIMES MAGAZINE . CHEF-BOY.AR-OEE . CHICK-CHICK & PRESTO EASTER EGC COLORS » CHOOZ » CLAIROL +
COLGATE OENTAL CREAM . OAB . DAWN BIBLE STUDENTS ASSOCIATION . DODGE (DIVISION OF CHRYSLER CORP.) . OR. CALDWELL LAXATIVE « DR PEPPER CO..
DR. THOMAS WYATT + DRISTAN . EX-LAX « FAB . FOGLER'S COFFEE . FRED STREETER'S PLANT GROWTH TABLETS « GENERAL ASS'N OF DAVIDIAN 7TH DAY
AOVENTISTS + GENERAL NUTRITION CORP, . GOSPEL BROAOCASTING ASSOCIATION « GREY.ROCK + GROSSET & DUNLAP. INC. + GUARDIAN MAINTENANCE
(O1v. OF GENERAL MOTORS) - HARRISON HDME PROOUCTS . HIGHLAND CHURCH OF CHRIST . HUDSON VITAMIN PRODUCTS . 6-12 INSECT REPELLENT « JELL-O -
KVP CORP. .. KAPP RECORDS « KOOL AID . KRETSCHMER CORP. + LEVOLOR VENETIAN BLIND - LUCKY LAGER BREWING CO. « LYDN VAN AND STORAGE - MAGLA
PRDDUCTS + MAXWELL HOUSE COFFEE . MENTHDLATUM CO. - MERIT PLAN INSURANCE CO. - MIDAS MUFFLER CO. - MIRACLOTH & OOTTIE DUSTCLOTH «
MUSSELMAN APPLE SAUCE y McCALL'S MAGAZINE . McCULLOCH MOTORS CORP. +» NR TABLETS + OLDSMOBILE (D1v. OF GENERAL MQOTORS) 4 ORAL ROBERTS
EVANGELISTIC ASSOCIATION » PABST BREWING CO. » PALL MALL CIGARETTES » PARKER PEN CO. « PEPSI-COLA CO. + PETER PAUL, INC. » PLANTABBS
PLYMOUTH (DIV. OF CHRYSLER CORP.) « PONT!AC MOTORS (DIV. OF GENERAL MOTORS) » PURITRON CORP. « QUAKER STATE QIL REFINING C0. OF CALIFORNIA »
RADID BIBLE CLASS . RENUZIT HOME PRODUCTS CO. . RDCK OF AGES $ORP. » ROYAL GELATIN. CHASE & SANBORN INSTANT COFFEE . SARAN.WRAP .
SAVINGS & LOAN FOUNDATION - SCAMPERS . SCANDINAVIAN AIRLINES SYSTEM INC. . SCHICK. INC. . SEALY MATYRESS CO. « SHIPSTADS & JOHNSON ICE
FOLLIES OF 1960 « SIOMEY WALTON'S 7 LITTLE BODKS . SLEEP-EZE . MISTER SOFTEE, INC. + SPRINGFIELD HOME PROOUCTS .« SPRUANCE BREADMIX .
ST.JOSEPH ALMANAC CALENDAR . STA.FLO. STA-PUF, SYRUP CREAM CORN - STANDARO OIL OF INDIANA . STANDARD OIL OF CALIFORNIA » STEVENS
TV ANTENNA « SUPER M-39 VITAMINS « SWANSDOWN CAKE MIiXES « TRIP OF THE MONTH CLUB « U.S.POOL CORP .« UNITED ARTISTS CORP. . UNIVERSAL
COFFEEMATIC « UNIVERSAL INTERNATIONAL PICTURES . VAN NUYS SAVINGS & LOAN ASSOCIATION . VOICE OF PROPHECY, INC. . WATCHMAKERS OF
SWITZERLAND - WESTERN AIRLINE + WHITE CROSS HOSPITAL PLAN .. WHITEHOUSE COMPANY .« WORLD VISION, INC. . WALT DISNEY TOYS « ZINO PADS
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( Just as your appetite is whetted by seeing this food, so are your
customer’s buying appetites whetted by what you tell them on
Meredith family stations. To sell your product or service to the
influential, big-spending “‘family board of directors”, use your local
Meredith Station — ‘‘one of the family” in the vast area it serves.

7.

./”e’zed ith f///ﬁé Stations

KANSAS CITY KCMO
SYRACUSE WHEN
PHOENIX KPHO
OMAHA wOow
Tulsa KRMG

KCMO-TV
WHEN-TV
KPHO.TV
WOW.TV

Meredith Stations Are Affiliated With
BETTER HOMES & GARDENS © SUCCESSFULFARMING Magarines
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The Katzx Agency
The Katzx Agency
The Katzx Agency
John Blair & Co.

—Blair-TV
Johm Blair & Co.

1960
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156,394,000 Sets in Use
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Spot: Spot radio business in 1939 was up 2.8 percent over the previous
vear, according to figures released by the Station Representatives \sso-
ciation. Official FCC figures show that $171,939,000 was spent in spot
radio in 1958. The SRA estimate for 1959 is $176,705,000. Breaking it
down by quarters, the SRA report reveals that the greatest increases were
made in the second and third quarters. The sccond quarter of 1939 was
8.7 percent ahead of the sante period the previous year. The third quar-
ter showed a greater boost in spot busincss, posting an 11.1 percent rise
over the corresponding quarter in 1958.

Network: The R. ]J. Reynolds Tobacco Co., Pharmaco Inc. and Time
Inc. were the top three network advertisers in terms of total home
broadcasts delivered, according to A. C. Nielsen Co.’s monthly index for
the period ending February 7. The totals were 128,720,000 for Reynolds,
using 312 broadcasts: 125.652.000 for Pharmaco, with 372 broadcasts. and
117,791,000 [or Time, using 197 broadcasts. "T'he network leader in total
comntercial niinutes delivered, the Nielsen report shows, was Whitehall-
American Home Products with 92,496,000, In second place was Phar-
maco, with 91,804 conunercial minutes delivered, followed bv Time,
with 78,565.000.

Local: Increases in billings have been reported by two stations—KCBS
San Francisco and KFI Los Angeles. KCRBS had billings for one week in
March which, according to Sy Whitelay, sales manager, exceeded the
largest week of 1959. Sales for the seven-day period were 13 percent ahead
of the same week last vear. Sales at KF1 during the month of January,
reports Elmer O. Wayne, sales manager, showed a boost of 31 percent
over the same period last year.

Stations: The number of am and [m stations on the air at the end of
February totaled 4,158, an incvease ol 18 (four am and Il fm) over
the previous month:

Commercial AN Commercial FAI

Statious on the air 3.462 696
Applications pending, 583 78
Under construction 74 152

Sets: Total radio production in January was 1.355.788, including
632,461 auto receivers, according to the Electronic Industries .\ssocia-
tion. This compares to a total production of 1.124,737 in January of 1959.
Total radio sales, excluding car radios, was 803.388. This represents a
considerable increase over the same period last year wheu sales amounted
to 700,490 units. The Radio Advertising Bureau reports that there arve
now 156.394.000 working-order radio sets in the U. S., representing an
all-time high total. RAB breaks down this figure to show that there are
106,007,000 lome sets of afl types, 40,387,000 auto radios and 10,000.000
sets in public places.
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SEE: Marv Kempner or
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295 Delaware Ave., Buffalo, N. Y.
570 Fifth Ave., New York
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HPL Reportedly Planning
Syndication Move

Full Head of Steam
For Qualitative Research

Sarnoff Suggestion Might
Trigger High Level Meetings

Agency Study Outlines Role
Of Station Merchandising

Research Shows Radio Knows
How Te ““Join the Group”’

Figures Indicate that Radio
Has Lots of ''Set Appeal”

U.S. RADIO o April 1960

Akin 1o the hoomlet in activity in supplying radio stations with program
services is a report that radio’s oldest “talk”™ show, the Homewives Pro-
tective League, is considering plans to syndicate its services. J\s tenta-
tively concetved, it would supply a radio staton with either a seript
service or a lullscale syndication ol its entire wmethod ol operation,
including the talent and merchandising aspeets. (For a report on new
developments in radio syndication, see What's New in Program Servvices,
Part 11, p. 32.))

Beginming this month, The Pulse Inc. is launching a major effort to show
stations—large and small—how qualitative research can help in their
day-to-day management and,’or sales problems (see Radio Research, p.
98) . There are five main types of qualitative studies thar Pulse is pre-
piring to show stations. It leels that the complete reseiurch needs ol any
station can only be met by combining qualitative with quantitative.

An idea that might provide the basis for an indusuy eftort 1o broaden
the scope of broadcasting is [ound in the address ol General David
Sarnoft, chairman of the bourd ol RCA, at the 20th anniversary dinner
ol the Radio and Television Executives Socicty, Recipient of the Societv's
first Gold Medal Award, General Sarnoff suggests . . . that the broad-
casting industry, through an appropriate industry organization, sponsor
an annual conlerence.” Purpose ol this conterence would be to analvze
the role of broadcasting in American life. “To (the conlerence) would

be invited leaders of all areas ol American thought and endeavor.”

The role of merchandising support by stations is examined in a survey
conducted by Needham, Louis and Brorby luc, Chicago. Harold .\.
Smith, program promotion and merchandising numager. states that 75
percent of the agencies responding reported an increase in client requests
lor merchandising assistance. What are the most valuuble station mer-
chandising services? The survey lists arranging for dealer displays, mail-
ing picces to wholesalers and retailers and working with the client’s
local sales peaple.

Radio continues to prove its ability to reach consistently fmportant con-
sumer groups. Results of a 27-market study by the Radio \dvertising
Bureau shows that more than 90 percent of the consumers in eight dil-
ferent categories are reached by radio weekly. The consumer groups
included in the survey are howsewives, middle-income men, working
housewives, men 23 to 35. blue-collar men, single working women, teci-
age boys and young homemakers. .\ccording to RAB. 53.8 percent of the
consumers in all categories listen o radio during weekday mornings.

H the sale of radio receivers is any indication, radio listening in Southern
Calilornia is definitely on the way up. The Southern Calilornia Broad-
casters .\ssociation reports that set sales in 1959 were the highest since 1935.
the first-year figures were compiled. Going over the hall million mark
for the frst time, the SCBA rveports a 22 percent giain over the 1958 sales
figures. Seven counties, including Los Angeles, were included in the
arei covered.




time buys

A-1 Sauce Div. of Heublein Inc.

Agenay: Fletcher Richards, Caikrins
¢~ Holden, N'ew York

Product: SAUCE

A saucy bit of radie is now anticl-
pated tor \-1, on several stations in
the New York area. Campaign will
be on a yearly basis, with a May
start now definite.  Full minutes
have been scheduled i morning and
traffic cimes. Frequencies will he de-
termined as availabilities arise. Timne-
huser is Lis Griffiths.

Ameril Drug Co.

Agencv: Kenneth Rader Co., New
York

Praducts ALKATT AND
CLORAMINT

Soothing to the sound waves is the
S2011,000 rinmpaign now llll(l(‘l'\\'il} on
68 stations in 23 markets for these
stomach sweeteners. lsing @ new
musical jingle, the schedule calls for
30 spots a week for each station, and
will lase for 13 weeks.  Kenneth
Rader is handling the buying lor his
client.

Best Foods Inc.
Agenay: Dancer-Frizgerald-Sample
Inc.. New York

HELLMANNDS
MAYONNAISE

Prodact:

Adding markets o its radio sched-
ule. Tellinann's begins a spring cam-
paign April 1 in about 40 nadonal
markews. The end-ol-week schedule
will last six to eight weeks, at heavy
frequencies. Minutes and 10's will
be heard all through the day. Time-
buver is Dorothy Medanic.

Bulova Watch Co.

Agengy: MeCann-Ericksqn e,
New York

Product: WATCHES

Alter being off for a long spell, the
famed 13-U-L-O-V-A spots are back on

the souml waves. Campaign hegins
April 1in at least the top 50 mmarkets,
with the pussibilil)' that more will be
added.  The IOsccoud time spois
have now heen scheduled throngh
June el will appear on a variety
of shows, depending on what's avail-
able in each market. Sawration [re-
quency has been scheduled. Time-
buyer is Phil Suimbo

Champion Spark Plugs

Agency: [ Walter T hem pson Co.
New York
Product: SPARK PFLUGS

Tune-up time is abo radio time,
s0 on April 11 Champion begins the
first of its two radio Hights Tor 1960,
Spot schedule will cover *1] top mar-
kets across the nation, will run lor
six to seven weeks. Full winutes will
e used where possible, with sowme 30-
secourd spots. In addition o its spot
schedule, Champion will be using
four  weekends of  Monitor  this
spring. “Uimebuver is Bob Gorby.

Continental Oil Co.

\genay: Benton & Bowles
New York

Moduce: GASOLINE

Supplementing its  yenr  arourd
radio with a summer schedule, Cono-
co will go into about 1) midwestern
markees in Late April. Campaign will
last tmil Late August or carly Sep-
tember. Only ull minutes will be
usedd in trallic times, with [requencics
in Denver and Des Moines going up
to 50 a week. ‘Timebuvers are Alawr
Yoblin and ‘T'vm Focone.

Drug Research Corp.

Agency: Kaslor, Hrlton, Chesley,
Clifford & Atherton,
New York

Products POSITAN

Following the sunworshippers, the
surftan lotion is coming North in a
cantpaign that begins in warmer areas

[Cont'd on p. 8)
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SELLING

ike wildfire!

Since the ad on the right first
appeared — in less than SO
days — stations in these addi-
tional markets have signed
Programatic contracts:

Oklahoma
City

Columbus Rochestep

Springfield

N.A.B. M

Convention Delegates:

Hear Programatic's distinctive
adult music programming!

See Programatic automatic
equipment in action! Find out
how Programatic can be a profit-
able investment for your station

Syracuse

Rorfolk Wichita

Bristel

Toledo

too!

Exhibit Space #1-
Exhibition_ Hall Chicago's
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SELLING,
*
SOLD!

Adult music with the
Daytan tOUCh Of G’Old

St. Paul Seattle

Programming » Equipment - Commercial Injection

Knoxville Springfield

AUTOMATION has come to radio!

In the few months since its inception,
leading broadcasters from coast to coast
i) — AM and FM operators of “powerhouses”
and “teapots’” in big cities and small ones —
have buttoned down bigger adult audiences,
happier advertisers and bigger profit
potentials by buttoning up PROGRAMATIC

for their markets.

Superior Minneapalis Indianagpolis

PROGRAMATIC’s unique package of

distinctive adult music and fully

Grand

Junction Harlingen

automatic playback equipment can
raise your programming stand-
ards the easy way if your

San Antonio Buffato

Plattsburgh market isn’t already sold!

Rockford Cleveland Washington

E——

PROGRAMATIC BROADCASTING SERVICE, DEPT. B-160
229 Park Avenue South, New York 3, N. Y.

I am interested in a Programatic exclusive for my marke
Show me how Programatic can profitably go to work ft
my station.

Santa Ana Grand Rapids

NAME 1 — —

POSITION e — STATION

ADPRESS e e e e — e
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AMPEX 351

STEREOPHONIC/MONOPHONIC

- e

FIRST CHOICE

FOR LASTING ECONOMY

Precisipn design_and rugged construction to meet the exacting,
professional requirements of the broadcast industry assure long,
trouble-frec life for true economy,

Consistently high performance and virtually trouble-free operation
of the Ampex 351 have established it as the first choice of not only
broadeasters, but educators, professional recording studios, rescarch
laboratories, religious and business organizations.

Actual. case historigs dpcumen’f the fact that Ampex, on a cost-per-
operating-hour basis, is the most economical recorder made. Write
for new comprehensive catalog 2037.

Ampex will be at NAB, Chicago,
April 3 to 6, 1960, Exhibit No. 32.

Qe
) s,
L 4

s b K
L

AUDIO PRODUCTS DIVISION AMP]EX I

AMPEX PROFESSIONAL PRODUCTS COMPANY |
934 CHARTER STREET « REDWOOD CITY, CALIFORNIA

time buys

(Cont'd from p. 7}

\pril 1, and will go national as the
stiminer  approaches.  One-minute
spots will be airved e taivly heavy
lrequencies.  Timebuyer is Beryl
Seidenberg.

Esso Standard Oil Co.

Agencvr MeCaohn-Erickson I,
New Yark

Prodhict: FLITT

Fhiv is sev lor o seasonal iling il
about 30 aarkets, maostly in the
South. Starting dates will he sprayed
acvoss April, with eaeh  caompaign
runiting  four 1o six weeks, Fre-
quencies viny Irom about 200 w -0
a week, imomnanutes, 200 amd 107,
Fimebuver is Judy Bender.

Esso Standard Oil Co.

Agency: MeCann-lrickson Tne.
New York

Prochict: GASOLINE AND Ol]

New radis approach Tor Fsso is
shaping ap to a mid-April stare in
about 5 markeis arcross the counary.
Essar’s plunge inta spol 1s now sched-
uled for 27 weeks, with lrequencies
varving by market, averaging 40 per
marke. Concentration is on week-
cnds, over more than one station per
inarker. Tunehuyer in ]ue Granda.

Fonda Container Co., div. of Standard
Packaging Corp,

Ageney: Smith, Hagel & Khandsen
Ine, New York

Product: CANS, PAPER PLATES,
PATLS

Fondu kicks oft a vadiv campaign
next anonth keved o the honsewile
on her way to market. For i wital ol
lour weeks, including the weeks be-
fore and after Memornal Day angl
belove and aler Independence Day,
the compiny goes into the top 15
markets across the country by food
store sules. Mostly one-minute ET's

| will be used. The timebuyer is Bill

Segal.

U. S. RADIO « Aptil 1060
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time buys {

Guild Wine Co.

Agency: Camplon Advertising,
San Francisco

Product: WJINE

Radio is included m the biggest
Guild campaign in the company’s
history. More than 38 markets are
being covered 1 the schedule now |
underway, with radio being usel, |
singly ot iu combination with other
media, as determined by the plan-
vers. Theme of the campaign: “En-
joy GUILDing,” which will be ex-
ecuted on racio in specially prepared
singing conmercials.

Gulton Industries
Agency: TV, D). Doner, New York

Produace: LIFE LITE
FLASHLIGHTS

Brighteiing its sales prospects in
a spring drive, the flashlight manu-
facturer begins a lour-week cam-
paign ou the sound waves at tlie end
of April.

In radio for the first time, the
company cousiders this [5-narket
schedule a test. Frequencies will be
25 to 30 a week. Timebuyer is Cavol
Hardy. |

Robert Hall Clothes

Agency: Avkxight Advertising,
New York

Product: CLOTHING

Speuding more it radio than ever
belore, the clothing chain is now on-
the-air  on about 200 sations in
about 150 markets. The company is
supplementing its 52-week schedule
in the campaign that will run heavi-
est through April 10. will then level
off somewhar angl continue 10
Mother’s Day. ;

Full mimute users on a Monday-
through-Sunday basis throughout the |
day, the firm will average about 490 i
to 60 spots a week during the peak
of the campaign. Handling the time- |
buying is media director Jim Hackett. |

(Cont'd on p. 12) |
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Know the

secret of

stretching
your sales

Small budget or big one...FRESH AIR gives You tore for your money. Mor
impact, more coverage with each broadcast second! This distinctive, new ¥
programming adds greater prominence to your sales message...gets the
attention and respect of a couvincible, higher-imcome audience in 234 South
California markets. Yet, you caw buy 17 “nrinutes” of FRESH AIR for less
than the average cost of 10 on the other big-signal regional stations.
Your XBIG or Weed Rep has proof!

Different programming, different audience...KBIQ (FJM) is a valuable
combination buy with KBIG—at a special combination rate.

o oo O
I Radio Catalina ... 740ke¢ /10,000 watts

JOHN POOLE BROADCASTING COMPANY, INC.,
6540 Sunset Blvd., Los Angeles 28, Calit. * HOllywood 3-3205

National Representative: Weed Radio Corporation’






The story broke early in January with
indications of blatant corruption in
the Chicago Police Department. First
to be undone: a group of patrolmen
accused of sponsoring their own thlef _
Expose followed expose, flushing - {
dishonest policemen and ‘irresponsible
higher-ups. All newspapers and radio

and television stations in Chicago

duly reported these developments,

WNBQ Television and WMAQ Radio; f
Chicago's NBC stations, went further.
Shortly after the first shocklng dlscovery,
the stations’ *City Desk"’ programs
devoted their full energies to a
penetrating examination-of the scandal'
cause and effect. Every week since,

these Sunday programs have continued, '
the search by interviewing law
enforcement authorities and persons .
directly concerned with the issues.

‘‘Shadow On Our City,'" a WNBQ
documentary series, scheduled in prime
time, focused on the political use the
scandal has been put to and developed
some stunning revelations and startling
conclusions. Regular newscasts
continued to provide valuable insight
that helped Chicago’s citizens take
intelligent action to meet the situation.

-

The Chicago Daily News' appraisal of
these efforts typifies critical response :
“WNBQ has put its TV competition to
shame with its special coverage of the
police scandal. WNBQ has performed

a vital, responsible public service."

Chicagoans now can look forward to a
i:ompletely reorganized police department. . .
and a happier, healthier community.

And WNBQ and WMAQ can look with pride .
upon a- bright new chapter in a long

history of public service programming.

WNBQ/WMAQ

CHANNEL 5 670 ON THE DIAL

NBC OWNED STATIONS IN CHICAGO




time buys

{Cont'd from p. 9)

Howard Stores Corp.
\genov: Mognl 1ilvams & Soyha
Ine., New York

Product: HOWARD CLOTHES

PPeaple remember the linle Howuard
label jingle ol earlier vadio diys. Be-
cause ol these findings (vec Hloword
Back to Rodio, p. 2G), the jingle is
hack on radio, tnrmed wy the 60,
wver 12 stations in nine Fast Coast
markets.

L o cunpaign that began Minch
Fand running through July 17, the
retail clothes ¢ hain will aiv Irom 18
to 35 spots a week over cach statiow
F'imebuver is Jovee Peters.

HOURS
A DAY

SERVING KALAMAZOO
AND BATTLE CREEK.
PRIMARY AREA COVERAGE
431,000 POPULATION.

Liggett & Myers Tobacco Co.

Agenov: MeCann-lLoricksan g
New Yark
Product: CHESTERFLELLY
Spring activity lighes on the ~ound
wives lon this cginette in 73 -
kets across the countes. The 39-weck

schedule begins April 1 lrequen-
Y cies ol Ine o 10 announcements

market each weck, Minutes and 200
. . ) will be wsed. Timebuver is Giwi
W%‘wm M(dquA Conwiay

MUSIC and NEWS

Liggett & Myers Tobacco Co.

Ageney: McCaun-Evickson Ine
New York

Product: DI'KE

Moving into the top five nurkets,
this regal smoke begins its 1960 radio
schedule April -l The cmmpaign will
run lor 13 wecks. The commercial
message will be heard inaninute and
20-second spot aunouncements.
Thnebuver is Gini Conwav.

New York Apple Growers" Association

\geucy: Charels 1T, Hoyt, Ine.,
New York

Prociuce: APPLES

.-r, o~ Out-of-season support {or the apple

RERRESERITATINE industry will be exhibited by the
i two-week schedule in early April set
!10 sun in most upper New York

12

state markets. Phe extra push Jor
pracessed and cunned apple products
will innount w20 o 30 spots o week,
20-secomds caxh, Timebuvyer is ung
Iune.

Sun Oil Co.
Ageney: Hilliant Esty
New York

Product: GASOLLINDE

Lo,

Spring spurt starts April 3 in ¥
markets across the country, Now sep
at eight weeks, there's a possibility
the campaign will be extended. Tegl-
fic and weekend minutes will sell
Sunoco 1o the wotorst. Tunebuyer
is Jim Scanlon.

United Artists Corp.
Product: TIHE FUGITIVE KIND

Teanung up for o shore Highe on
the sound waves, the hlm contpany
med scheduled aitlines will promote
The Fugitive Kind in 29 major -
kets throughout the country. "Uhe
schedhitle ol 500 spot announcements
starts the last week in April and will
end carly i May. Spouws rom -sec-
ouds o orie-mimute will be vsed by
national and local suttions as part
ol LIL\'s exploitation drive lor the
hlm. Stars Irom the picture, appeal-
g to service men on leave vr week-
end passes, will ask, “Why noc {ly?”

United Artists Corp.
roduct: THE UNFORGIVEN

Prior To its national run, UA is
using ridio for its premier of The
Unforgiven in New York. The 10-
day schedule is vunning until the
April opening on eight stations in
the New York, New Jersey and Conn.
area. .\ o] ol 250 spots, from 10 |
to 6l-seconds, will be heurd before
the picture opens. Campaign is an
indication of things 1o come. \Vhen
the movie branches out across the
coumtry a radio schedule will defi-
nitely qecannpany it. o o
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washington

Interim Three-Man Policy
Committee Holding NAB Fort

Special Group Considering
Nominees for Top NAB Post

New FCC Chairman Seen Favoring
More Regulation of Broadcasting

Latest Slate of Radio Board
Members Facing Active Terms

Number of Stations Subscribing
To Standards Expected to Swell

U. S. RADIO o April 1960

Sorely teeling the untimely loss ol Flarold E. Fellows. the National Asso-
ciation of Broadcasters has been setting up the machinery necessary to
select a new president and to continue Tunctioning ellectively. The spe-
cial three-man commitice ol broadeasting executives is currently carrying
out the policy functions ol the NADB, and will continue doing so until
Mr. Fellows’ successor is named. This policy comniittee is headed by
Clair R. McCollough, president and general manager of the Steinman
Stations, Lancaster, 1. The other members are G. Richard Shalto, ex-
ecutive vice president of \WIS-AM-TV Columbia, S. C., and Merrill Lind-
say, vice president, WSOY-AM-FM Decatur, Iil,

Authorized by the NAL board of directors, a committee has heen wres.
tling with the dilhcult 1ask ol nominating a successor o Mr. Fellows.
Committee membership was not limited to members ol the association
or the board ol directors, jt was pointed out. Temporary responsibility
for directing the administrative needs of the N.AB hias been given over
to Everett E. Revercomb, the association’s secretary-treasurer. Until a
new president is nimed, Mr. Revercomb will act as the administrative
officer in charge of coordinating activities of the association and super-
vising services to its membenrs.

Labeled by the New York Times as “An honest, hard-working puoblic
servant,” Frederick W. Ford has heen going about the task of raking over
the chairmanship of the Federal Communiciations Commission which
became vacant with the resighation of former FCC Chainman John C.
Doerier. A veteran ol two-and-a-half-years on the Commission, My,
Ford’s record indicates that he holds some strong views in lavor ol more
regulation of broadcasting. Industry expected to lTollow carefully the
moves ol the new FCC chiel.

With the burst of action brought about by the death of Harold E. Fel-
lows. and Frederick W. Ford being nimed the new FCC Chairman, the
12 new mentbers of the NADB's radio board ol directors are sure to start
their two-year terms on an active note. Of the dosen directors elected.
eight were lrom the even-numbered districts. They were:  District 2.
Simon Goldman, WJTN Jamestown, N. Y.; District -1, Jack Yount,
WEED Southern Pines. N. C.: District 6, F. C. Sowell, WLAC Nashville:
District 8, J. M. Higgins, WTHI Terre Haute, Ind.: District 10, Richard
W. Chapin, KTOR Lincoln, Nebr.: District 12, Altan Page, KGW.A Enid,
Okla.; District M, George C. Hatch, KALL Salt Lake City, Utah, and
District 16, Robert ]. McAndrews, KBIG Avalon, Calil. Elected from
four at-large categories were: large station, John F. Patt, WJR Detroit:
medium stations, Alviy Fl. Temple, WKCT Bowling Green, Ky.; small
stations, Robert T. Mason, WMRN Marion, O., ard hn stations, Merrill
Lindasy, WSOY-AM-FM, Decatur, 11l

NADB's radio board has taken & number ol steps to broaden both the
scope and effectiveness of the Stundirds ol Good Practice lor Radio

{Cont'd on p. 14}
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| WASHINGTON [Cont'd from p. 13)

Of course. there’s another Personality Station

Broadeasters. "The board™s actionr 10

permit non-NAB  member stations
[ to subscribe to the Standards is ex-

prcted to swell the st of subscnb-
, ers. It abso “approved in principle”
the recommendations of the Stand-
ards ol Goad Practtee Conunitiee to
put “teeth” in the enlorcement of
thie Standards. Board approval also
| Tas been given to the annual sub-
scription {ee to the Standards. The
| fee is equal to 10 times a station’s
highest published one-time advertis-
ing rate for a 60second spor an-
nouucement. or a maximum of $360
a year. A -0 percent discount is en- '
joved by NAB sadio menthers.

1 Self-Discipline Will Play A
Greater Role in Broadcasting

A number of “educated guesses™
about the futme of broadcasting
[ have been made by Frederick H.
Garrigus, NAB manager of organi-
. : cational  services.  Addressing  the
Hicronymns Bosch 15302-15167 The Ship of #anle— Dulch Schoal Philadelphia chapter of Americine

Women in Radio and Telesvision,
A, Garrigus sl il % oo many
broadeasters are perfettly willing to

clean their own house without fur-

.. but it just doesn’t compare with

K NUZ ther goveunnental restriction or reg- |

= — the NO. 1% BUY in HOUSTON ulation.  This recoguizance of the ]
virtue ol self-discipline will be sure '.

. . . ut the lowest cost per thousand! | : ;:'nricc:l:l]:"['l:::f[]:." Traiastuyg !
s ac e,

Mr. Garrigus believes that . . . di-
verse as it now s iu quality antl con-
tent,” the variety ol programming
nay well be further expanded. He
states  that broadcasters  will
tuke a considerably more cautious
approach to auy action or actions
New York which might in fact—or by implica-
Chicago ton—indicate any moral lapses. . ..
Detroit On both the national and local lec-
cls broadeasting has committed isell,
by the public staternents of its lead-
crs, to a larger number of public
San Francisco interest, educational and world af.

Los Angeles fairs programs than ever before.
Dallas “With the continued up-grading of
IN HOUSTON, the standards of romnu'zr("iu! copy;
consequent as we have said upon the
CALL DAVE MORRIS closer adherence 1o the revised Ra-

JAGKEGE 3:2581 dio Standards of Good Practice . .
we will have considerably fewer
commercials of questionable good
taste,” he concludes. o o o

MUSIC! NEWS! PERSONALITIES! FACILITIES!

“See Latest Surveys for Houston National Reps.:

THE KATZ AGENCY,
INC.

Atlanta
St. Louis
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Clair R. McCollough, president and
general manager of the Steinman
Stations, this month receives the Na-
tional Association of Broadcasters'
1960 Distinguished Service Award.
Begun in 1953, the annual award
is given to an individual “who has
made a significant and lasting con-
tribution to the .\merican system of
broadcasting by virtue of singular
achievement or continuing service
for or on behalf of the industry....”

Mr. McCollough, of course, wouldl
qualify on either count.

His radio career started in 1929
when he joined the Steinman Sta-
tions’ WGAL Lancaster, Pa., in sales
and in a supervisory capacity.

Since that time, his energy and
effort have not ouly been directed
towards the expanding group owner-
ship, but also the expansion of the
industry of which he has been a
vital part.

He was founder of the Penusyl-
vania Broadcasters Association in
1932 (now the Pennsylvania Associ-
ation of Broadcasters). He was a
member of the reorganization com-
mittee of the NAB in 1938 and was
vlected to the frst board of direc-
tors. He has since served almost
continuously on the radio and tv
boards and is a past chairman of the
board.

U. S. RADIO o+ April 1960

THIS MONTH:

CLAIR R. MCCOLLOUCH

President & General Manager
Steinman Stations

NAB’s 1960 Distinguished
Service Award Holder

A decade ago he presided at some
ol the original meeting> that estab-
lished the Radio Advertising Bu-

reau as a separate selling organiza-

tion for radio, similar to bureaus of
other media.

Mr. McCollough is buHlish over
the future prospects of radio. He
believes that the current progress of
fm is not just another false start. He
maintains that fm should be the pro-
gram opposite of am.

At the same time, he notes that ra-
dio is doing splendidly in local and
regional business. “[t is the task of
radio to capture the imagination of
the national agency which is under
tremendous selling pressure from all
media.”

Mr. McCollough was educated at
Pennsylvania State Teachers College
and received an honorvary doctor of
science degree from Franklin & Mar-
shall College, Lancaster. He 15 man-
ried to the [ormer Velma .\. Dil-
worth and they have one daughter,
Counstance.

In a business that is known for its
job progression, Mr. McCollough's
three-decade service with the same
company is a distinguishing mark
in itself. Under his day-to-day su-
pervision, the Steinman Stations
grew and today include six am sta-
tions, four fm and two tv. e o @

|
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LONG ISLAND IS A MAJOR MARKET!

| THE VOICE OF LONG ISLAND

THE GREATER

LONG ISLAND MARKET
(Nassau-Suffolk)

TOGTOA_ OGP OGS OG?

MORE GAS

IS SOLD ON

§  LONG ISLAND
THAN IN ATLANTA,
AKRON, ALBANY

AND ALLENTOWN...
PUT TOGETHER!

GAS STATION SALES
*174,106,C00

L LER )

WHLI

Dominates the Major Long Island Market (Nassau)
... Delivers MORE Audience than any other
Network or Independent Station!

(Pulse)

r~--=--»10,000 warrs

WHLI

MEMPSTEAD

AM 1100
FMm 933

tONG ISLAND, N. ¥,

Represented by Gill-Perna
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i Offers Blanket Coverage
@ of

5000 Watts

£ X On 1320 K e Nou-Directional
\ with ¥
FIDELITY

5 Wi &y

Repregented L B

by
DENANEY.
INC.
New York ) 20 Years of
and LOCAL RADI|O
Chicago SERVICE

covering News,
Community Events
and sports from
Studios in
WISCONSIN RAPIDS
STEVENS POINT
.. MARSHFIELD

WISCONSIN
~ NETWORK

Owned and Operated by
Wm. F. Huffman, Radio, Inc.
Phone HA 3-7200, Wis. Rapids

LETTERS TO

They Want To Know

I noticed iy your February issue
it there is a "The Big Sound™ 1i-
brary being distibuted by Richiard
Lo Ullman Ine., Bullalo, N. Y. 1
would appreciate your inlorming me
ol their address so tuu Linight write
lr complete getails.

Lee P. Mehlig
Co-owner
KGMC Englewood, Colo.

We are the owners gl operators
gl DZIMT and DZWS —the lormer
concentrating on muosic and  news
and the later c:llcrin‘g Lo waimnen
listeners.

We wonkld Iike fa koow more
about the Broadeasters Promotion
Assoctation, smd hew we cun iy inw
such an association.

Albert C. Capofosto
The Manila Times Publishing Co.
Manila, Phifippine Islands

Real Estate Radio

Enclosed 1s a copy af “*Real Escae
Opporumities” containing otr story
on radio adverdsing and mentioning
vour  magazine,  Thank you very
mnch Tor your help.

Arthur L. Dobkin

Editor, Real Estate Opporfunities
Prentice-Hall inc., Eaglewood
Cliffs, N.J,

As a vereran of ZF sears ol broad:
casting, let me commmend  the ex-
cellent write-up on radio advertising
[in "Real Lstae Opportmities”|
which veached my hands via the Firse
Trnst Company ol Chittanoogi, mid
one ol om local veal estate dealers.

Bill Stamps
Manager

WCLR, Cleveland, Tean.

In reacdling the [vadio] article in
“Real Estate Opportunities,” it was
sngaested that we write to you lor
helplul information. We are a coimn-
paratively small real estate hrn,

Any inlormation you nfay ofler us
witl be appreciaed.

Harold T. Brothers
President

Federal Realty Agins lat.
Atlanta, Ga.

Farm Issue

I want to take ihis opportanity 1o
repute statements made in the Feb-
ruary u.5. RapiO by one Jay Gould,
’ and to highly endorse the statements

U. S. RADIO » April 1960




THE EDITOR |

ol Bill Wiseman of WOW Owaha,
~Neb.

The Americin Larmer is wmudoubt-
edly the most sagacious, hard to tool
personality on the [ace ol our
globe . . When a [arm director statts
having competitive accounts on his
progranis, he had better figure he is
through being ol any value to his
sponsors,

The top farm accounts buy farm
directors [or exclusivity, and these ac-
counts are looking only at men who
live and breathe their products. 1
would not want a farm director on
my payroll who could carry water on
both shoulders. 11 he is not sold on
the sponsor let’s find another spon-
sor, but by all means, let’s not have
competing accounts using the same
farm director.

Ben Ludy
President and General Manager
KWFT Wichita Falls, Texas

A fine issue that presented a good
roundup on [arm radio.

Ken Klein
Public Relatians Directar
Katz Agency Inc., New Yark

I would greatly appreciate it if
you could place me on the subscri)-
tion list of ts. RApIO. T was most -
pressed with the book.

Also, 1 would like 10 order re-
prints of the story on d-Con (see
Radio: d-Con’s Pied Piper, February,
1960) .

Hamilton Hicks Jr.
Educatianal Department
The d-Can Ca., New Yark

Country Music

1 have been in the Dbroadcast in- -

dustry with counuy music for 12
years. I thought now might be a
good time for local radio to look into
a country music policy. . .

Country music has emerged lrom
the darkness to become a highly com-
mercial format for tocal radio. This
modern day “folk” music is pro-
granmed 1o a vast consuming audi-
ence wherever it is heard. . . A sta-
ton with a counury music lormat can
produce [ar more than ratings. |t
can produce results for both local
and regional accounts bhecause the
country music listener is the most
loyal listener one can find. . .

Carl Stuart
Program Manager

WAMO Hamestead, Pa.
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My how things changed!
Now you know
In Louisville

ony on 470

people size radio

for family size fun.
Check your latest
Pulse—check your latest
Nielsen—and re-check
your audience
composition on BOTH.

*Now First . . . Nielsen Rated Hours
6 AM to Midnight . . . by far

Bill Spencer or Robert Eastman for wonderful details.
SOLD NATIONALLY BY:

robert e. eastman & co., inc.
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WSB RADIO
FIRST IN AUDIENCE
92% OF THE TIME

-with 17 statjons operating
in the Atlanta area!

) !‘ " _\‘
N

———n g.uud‘

“white Columns an Peachiree, the home of WSB Radio

Latest Niclsen on Atlanta reveals a handsome

honus being shared hy WSB Radio advertisers. This
station’s audience was up 187 in the morning, up. 10% in
the afternoon. Nighttime dominance over the

WSB field was more marked. than ever!

Of total quarter-hour periods measured WSB Radio was

Radio first 1in audience 464 times. Station No. 2 led

28 times and Station No. 3 was first 6 times.

The Voice of the South ' Atlanta In March WSB Radio enters it 391?3 year of service
A to the South. And for each consecutive year
@@@ this station has been the overwhelming favorite of
Southern listeners. Certainly your advertising

in Atlanta belongs on WSB Radio.

Alfiliated with The Atjanta Journal and Constitution. NBC affiliate. Represenied by Petry. Assocrated with WSOC, WSOC: TV, Charloite, WHIQ,/WHIO-TV, Dayton.
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Radio In The
Looking Glass

What would radio find if it
were able to look at iwself in

i Lt [ vt MO 1 oo the mirror?
What would its strengths look

% like? How about its weaknesses? In
= ‘Radio as an Advertlsmg Medium’ what ways can it improve its natural
= L . endowments? ’
£ The adjoining lead story in this issue of U. 5. RADIO is _ These are some ol the questions
5 the result of the recent major radio drive by the Radio = the Radio & Television Execulives
E & Television Executives Society Inc., New York. The Society Inc.. New York. had in mind
= story presents the exclusive report on a questionnaire that _ il o polied a sampling ol adver-
= RTES sent to agency executives. The RTES survey was tising agency executives to find out

taken in conjunction with its Roundtable luncheon of how thev felt about “Radio as an
A March 23, which featured “Radio as an Advertising _ Advertising Medium.”

Medium.” Those who participated in that panel were: What follows is an exclusive re-
= D. C. Marschner, sales promotion and advertising man- ) L S
& " . . c port on the results of that question-
= ager, Shell Qil Co.; Albert Richardson, vice president- naire surcev. which was taken be the
- advertising, Chesebrough-Ponds Inc.; Marguerite West, IQ:TES o céi‘|1ci<le “_m‘l il; Cecent ma.
s advertising media manager, Scott Paper Co.; Maurice ot tadio vush ¢
b McMurray, national sales director, Storer Broadcasting ! lRm(l 'Pl“ e

Co., and George Arkedis, vice president-sales, CBS Radio. Rather thau “yes or “no- ques

tions. the survey sought subjective

- - views on radio’s limitations and at-
I v m— tributes, programming and commer-

cial matters, use ol radio in other
than the popular driving times and

U.S. RADIO o April 1960 .
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radio in looking glass

“Let’s editcate more of the

into the beunefits of radio.”

other buyer and seller probleois. In
all, there were 15 questions.

The survey shows i ageney ex-
cautives are ~ignificantly  impressed
with radio’s ability 1o move goods
oll the shehves because of its flexibijl-
iy, low cont, abilitn o reach the
housewife during the day und the
husband in the nmyning and eve-
ning. They like strong local person-
alities, the value of radio as & ve-
minder wedivm, it partabiligy and
companion function.

What do they helieve afe radio’s
probilenn?  Acwording to the survey,
they answer program development,
Lk of a “picture.” nighttime prim-
aey ol v, local versus national vate
practices. and the need for a guide to
mesurcment ol frequendy and satu-
ration,

Putting the economics of today's
radio into locus, Willian Matthews,
viee president and media director,
Young & Rubican  Inc, states:
“Radio today is a primary  local
wedinm lor mational advertisers. [t
van be elfectively used in local situa-
tions, like newspapers and spot tv,

“It's casy cnough 1o vank media
on a genera) basis, but when vou gef
vight down (o choosing a puvticuliu
medium—when you're going imo a
city for the first thne, for examyple—
i's quite a dilferent matter. ‘Then
you have to choose the medium de-
pending on whats available and the
quality of what's available, what the
marketing problem is and what
aou're trying to achicve.”

On the subject ol radio’s asets,
\rthur Porter, vice president and
wedia director, J. Walter Thompson
Co., states: “Radio can reach a small
audience au great Irequency ellective-
Iv." Conversely, he feels that “radio’s
greatest limitation is reaching a large
audience at an elficient ¢ost. You
have to put a great tleal of mnonev
into reaching a maximuin andience
cfiectively.”

What about the problem of simpti-

20

jurior bityers

hving the lm:\'mg andl selling of mul-
ple market spot vadio cnmpaigns?
David  Wasko, vice president  in
charge of inedia, Gever, Morey. Mad-
den & Ballird Inc., believes that
“simplified rate cards angd making
certain that ihe availabilities sub-
witted, are the same as tdene con
hivmed would help. 1l theve are any
changes in availabilides, agencies
should be inlormed  innnediately.”
Mr. Wisko abso tosses out a challenge
to the radio indusury: “It wounld be
terrilic lor the national advertiser il
soitte basis could be found o make
vate cards unilorn.”

Are Topol, media T)U)'m. Ogilvy,
Bensonr & Mather  Inc., (]u('slinns
whether multiple market spot ridio
cnupaigns can be simplificd. “Each
market or eich station must he con-
sidered on ity own merits. You can-
not sell stations as group unless
there is o similarity between them—
for exaniple, it they are an tm or con-
cert network or il they are all news
stiations. Even a degree ol difference
among ‘madern’ stations means that
you must comsider each mayket, situa-
ton separately.”

Among the present limitations in
radio that is found by Lucy Kerwin,
timebuver., Kenvon & Eekhardu Ine.,
is that “the total audience at any one
time is not oo large.”

As for the other side of the coily,
Miss Kervwin states: .\ client can use
radio econowmnically.  Not only are
rates less expensive but the cost ol
preparing the commercials and put-
ting them on the air is less.

“Abo, radio can be utilized [or a
quick push because of the case of
prodiicing the commercial.  Copy
and production problems are rela-
tively easy and the campaign tan be
put on the air quickly.”

Here, then, is a rundowi of repre-
sentative amswers to some of the
meaty questions in the RTES survey.

Jecause the RTES did not ask re-
spondents to. include their names on

the questfonnaire, the lollowing di-
rect quotes appear without identi-
furatiow.

What are your thoughts on
radio as a motivating force?
a “Liveners are loyal o air per-

sonalities and 1ake recommenda-

gons seriously, There is vast ve-

SPOHSE 1o Importint issues aired

an vadiag sl editorialized. Goog

and last yews veporting is int-
portant.”

e “Much has aheady beerr proven
with sales results—the end we are
all alwer. Deparunent stores have
been crowded with shoppers lor
‘radio specials’ angd sold out b
advertised items.”

s “Given ume ta work. it gan be

Frank Pellegrin
Vice president, H-R Representatives Inc.
President of RTES

highly etlecuve.”

o “Naturally, assumming vne has i
good commercial, it can move
people wo act. However, audiences
are so decunated in recent years
that only large voluwe or long
continuity ol cffort can produce
significant vesults as a rule.”

What are your feelings and
experience on the competitive
merits of live and trans-
cribed commercials? Also
local versus canned. copy,

e "Il excellently produced, E17%s are
fine. However, it is wise to use
popular local pevsoualities to vary
I'T's with live adlibs of whole or
part of commercial.”

¢ “If d.j. is good, va one ds as ef-
fective—he can l)mvi(_le a person-
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al endorsement tactor. 1t copy
points must be handled very care-
tully, or local talent is not ade-
quate, ET's are necessary.”

e “lIt all depends on the quality of
the transcribed commercials und
the ability of live announcers.
Both can be cftective.”

e “Live has plus on local person-
ality sell.”

e “Both can be good. The wick is
to apply the proper techniques to
individual problems as they arise.
Unless there are integration or
endorsement opportunities, we
tend to use canned copy.”

e “ET’s are better. They give you
exact enunciation and pronuncia-
tion you want. Live varies by
size of station and section ol

Al Shepard

Sales Manager, Select Station Reps.
Co-Chairman of Roundtable Committee

country.”

e “On a network in a personality
show, distinctly prefer live. Local-
Iy, except for isolated cases, pre-
fer canned.”

What recommendations do you
kave to simplify the buying
and selling of multiple mar-
ket spot radio campaigns?

e “Make all cards similar. There
should be flat packages based on
the number of announcements
per week (Sunday through Satur-
day) —no other frequencies.”

e "“The use of representative con-
firmations which serve also as
contracts. Tighter traffic control
makes for more correct billing,
less delays in bill payment.”

o “Simplification of rate cards.

U. S. RADIO o April 1960

“Radio stould sell its exclusives: Great

local medium . . . immediacy ... local personalities’

influence with trade and consumers.”

Salesmen’s knowledge ot his sta-
tions and markers.”

e “Aside iromn the standarcization
ot availability forins, 1 think (ur-
ther simplification will come from
betier organized buying pro-
cedure.”

e “Single rate.”

e “More complete market data on
the listener.”

e “Simplify vate cards. Make time
available in preconceived blocks.
Provide minimum reach and fre-
quency.”

What has radio not done that
should be done to sell itself
core effectively?

e “More individual market data—
what percent ol market is rural,
industrial, white collar. When
they go to and from work and by
what means — heavy shopping
days—special interest or ethnic
groups—geographic. cultural pe-
culiarities. All should be included
with coverage maps so that buyer
can use it in determining exact
times of day to reach particular
product’s audience. Also, more
and better descriptions of pro-
grams  shown on  availability
sheets.”

e “Serious programming considera-
tions. Five-minute news on hour
not considered realizing radio’s
full potential value. Stations hurt
themselves by co-op deals block-
ing out good times for national
advertisers.”

e “‘Improve prograinming to attract
more listeners.”

e "It should sell its exclusives—
great local medium emanating
from twice as many places as
daily newspaper and seven times
as many places as v, Its im-
mediacy. Its local personalities’
influence with wade and consum-
er.”

e “On the network, produce clear-
ances and provide distinctly iden-

tiftable programniing.  Locally,
establish local image and streau-
line rute cards.”

e “llas not sold itsell on a market
basis, nsing agreed upon statistics,
in trying to effect radio sales lor
the mutual benefit of several sta-
tions in a market.”

Many agencies buy certain
pre-determined time segments
{such as Monday through Fri-
day, 7 to 9 a.m. and 4 to 7
p.m.). Have you experienced
good radio results in other
time periods, i.e., weekend,
evening, etc. ?

e “Sunmier weekend radio Tor cers
tain products. Rate breaks just
atter 7 p.n. permit more spot
mileage and ofter gooxd adult
listening.”

» “Mail order agencies buy Sunday,
Saturday, then weekdays—in that
order—regardless of price. Results
[ollow.”

e “Sonie products — lemale appeal
—arc more efiiciently sold and
more eftective in pure davtime
hours.”

e "9 am. to 4 p.n. for wonten iy
economical and sometimes the
weight of advertising .is much
less than traffic times. Quality
products can be sold in evening
‘good music’ programs.”

e “Weekends are good — more
‘whole family’ listening when the
opportunity is best for ‘whole
family’ shopping.”

What recommendations would
youmake to improve radio pro-
gramming from the viewpoint
of both audience and adver-
tiser?

e “At the station level, balunced
music and talk  programming.
More news, public service and
identification with local com-
munity. Networks shonid offer

(Cont'd on p. 40)
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$950,000

Estimated Radio Budget

700 STATIONS

— On Three Networks —
Will Carry Fritos Story

21,000 SPOT ANNOUNCEMENTS

Each Week
— Average 30 per
Week per Station —

has the ability to keep taste

buds tingling coast-te-coasy;
add air elfective network of national
distribution: mix in a consistent pro-
gram of advertising awl sales pro-
motion, topped ofl with generous
pottious ol radio. This is the recipe
which has nude it possible for The
Frito Cowmpany, Dallas, Tex., to
hoost the sales of its corn chip and
potito chip products from §18 mil-
lion i 1931 to almost $60 million in
1959.

A consistent user of radio since
the firm was organized in 1932, Frito
is using the sonnd medinm to spear-
head its adventising and promotional
elforts in 1960, ]t is estimated that
$950,000, representing 35 percent of
the total bndget, will be spent in
almost equal parts over 1he lacilities
of NBC, CBS and ABC o tell the
story of Frito corn chips.

“This is the largest uetwork buy
the company has ever unuwde,” says
Thomas K. Denton, vice president
of Daucer-Fiuvgerald-Sample in Chi-
cago, the Frito agency, “With the
cunpaign wwder way, the announce-
ments are scheduled to run in stag-
gered flights through the end of the
year. After checking the coverage
maps and the number ol stations
that will carry the Frito story (over
700), we have determined that this
campaign will penetrate every county
in the United States except one.”

Q
% Take u snack product thac

==
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Looking for depth as well as broad
coverage, Mr. Denton points out
that there will be an average of
21,000 spot announcements used
each week, with listener impression
totals up in the multi-billion cate-
gory.

“Radio has always been one of our
most important advertising outlets,”
says John R. McCarty, advertising-
merchandising vice presicent for The
Frito Company. “As a matter of fact,
radio was the first medium employed
to introduce corn chips when the
company was started, and we have
been regular users ever since.

An Impulse Item

“Our product,” he continues,
“comes under the heading of an im-
pulse item. In order to get the shop-
per to pick up a package of Frito
corn chips when she is in the store
we have to ‘pre-condition’ her. This
is done through concentrated ex-
posure. Repetition and heavy fre-
quency, therefore, are two of the
things that we look for in our adver-
tising and promotion efforts. We
have found that we can get this with
radio. Radio makes it possible for
us to achieve strong trademark and
name identification. We have dis-
tovered that with the proper type of
copy we are even able to get appe-
tite appeal across on our radio an-
rouncements.”

The principal target of the Frito

campatign is the housewife, Mr. Mc-
Carty says. “Therefore, we concen-
trate much of our air activity during
the daytime periods. Men and chil-
dren also are our customers, however,
and we have been able to buy time
slots and programs that will appeal
to them as well.”

“In order (o hit as many different
audience groups as possible,” Mr.
Denton states, “we are buying an-
nouncements around news shows,
comedy, drama, adventure, music
and almost every type of program
now being aired. Frito corn chips ap-
peal to all kinds of people. We be-
lieve that radio today is one of the
most effective ways of reaching such
a broad market and still make it
practical to tailor inessages to specific
consumer groups.”

A look at the Frito schedule on the
three networks illustrates how the
firm is seeking a wide audience base.
On CBS, the lineup calls for partici-
pation on news shows running from
10 a.m. to 3 p.m.; the Art Linkletter
House Party; a group of soap operas,
including Helen Trent, The Couple
Next Door, AMa Perkins and others;
the Burus and Alleu show: Bob and
Ray, and dmos and Andy. Frito will
also be represented on the network’s
Sunday schedule made up of Yours
Truly, Johuny Dollar; Suspense;
Have Gun, 1ill Travel; Gunsmoke,
and the AMitch Miller Show.

At NBC, the Frito campaign will

'to Coast Radio

U. 5. RADIO o April 1960

be heard on News of the WVorld;
People Are Funny; a news analysis
show, Emphasis; and Monitor includ-
ing the Paul Winchell show, Frnie
Kovacs, the Bob Hope segments and
Duffy’'s Tavern. The ABC plans
call for 50 10-second announcements
a week on newscasts that are heard
from 10:55 am. umil 11:35 pm.,
Monday through Friday.

Although the firm produces and
distributes about 30 products, corn
chips represent the major part of the
business. “Frito,” Mr. McCarty de-
clares, “is the only nationally dis-
tributed corn chip in the country,
and it is the only product that is
being advertised in our network
radio campaign.

“The copy will he varied, and we
will probably use 10 to 15 different
copy approaches. However, cvery
Frito announcement will include a
musical jingle we have prepared
built around the theme of AMunch A
Bunch of Fritos. This jingle will be
our identification on all of our mes-
sages, whether they are 10-20-30 or
60-seconds.”

The following is typical of the
copy being used for Frito:

JINGLE: Munch munch munch a
bunch of Fritoes corn
chips. It's not polite to
smack your lips—but you
can't help it with Fritos
corn chips—munch munch

Recipe



fritos

munch a bunch of Fritos
Corn Chips!

ANNOUNCER (LIVE): Fritos are
the perfect after-school
or between-meal snack!
Golden chips of corn—just
made to munch. A nutritious
treat for children and
grown-ups alike. Fritos
corn chips are full of such
good, crisp flavor—such
good-for-you nourishment
—there's contentment in
every munch.

JINGLE: Munch munch munch a
bunch of Fritos Corn Chips!

ANNQOUNCER (LIVE): Whenever
you want good munching—
get Fritos corn chips.
Whenever you want to add
zip to a lunch box—to
salads, soup or sandwiches

IF RADIO helps get the consumer inte the store, the large, attractive displays mate it
simple to find Fritos. Displays are installed by company salesmen, and changed reqularly
4o coordinate with the four major Fritos seasonal promotions that are used each year.
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—serve Fritos corn chips.
They're America's favorite
—golden chips of corn just
made to munch. F-R-1-T-0-§
—Fritos corn chips.
JINGLE : Munch munch munch a
bunch of Fritos Corn Chips !

Use Live Announcéments

“Although we are using traitevip-
tions. where it is possible we ty 10
make wse of Lhive announcemens,”
M MeGarty says, "ol cowrse, uaking
sure that our jingle is included, e
any program where the larmat pes
mits. we like to have the show's suar
present our messige.” Some of e
performers who are scheduled o be
Fritn “silesmien™ ave Bab and Ray,
\rt Linkletter. and Bob Hope. Net-
work announcers will also be used
with grear regularity.,
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In wirder to obtim maximuam un-
pact and identification, Frito is pre-
paring point ol purchase material
keyed o some ol the perlonmers,
This will include tack stremners angl
colorlul displays.

The tie in of Frito’s rudio cam-
paign with s activities at the reail-
¢er and vansuuier level is wpical of
the integrated marketing operation
which has bronght the company s
very  consderable  success. “Friugs
are distribued throngh o network of
iwhnost 2,000 driversalesinen,” My,
McCarty expliine. “Each one s
been wriained to check waperly the
stack in the stores on his ronte, and
10 et up the displays which we ue-
e

The typicgl Fuitis store displav is
colorhul, attractive anel desigued 16
stimuligte atgention mnl jction. Lvery.
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thing is done o make selling Fritos
as simple as possible for the retailer.
Mr. McCarty also nteutions that the
coutpany usually ties in Fritos with
other products.  He believes
that this not only helps boost sales
of the corn chips by showing the
shopper new ways of using the proxl-
. uct, but that iv also builds excellent
dealer relations.

food

Seasonal Promotions

The company’s research brought
out the lact that both the retailer
and the consumer grow weary ol a
particular display atter a while. In
addition, the displays and other
point of purchase materials tend o
get a bit shop worn. In order to over-
come this problem, The Frito Com-
pany conducts a different promotion
each quarter of the year. The pro-
motions usually run for about six
weeks. This highly successful tech-
nique is being employed again this
year, and the radio campaign has
been carefully geared to fit into the
pattern,

“Our first promotion lor the year,”
Mr. Denton says, “ended last month.
It was built around an offer of free
packages of quality flower seeds.

There were three different assort-
ments, and each bag of Fritos con-
tatned ome of the packages. All of
the merchandising elforts, inclnding
radio, were coordinated to concen-
trate on the flower seed offer.”

The following is a typical 30-sec-
ond announcemment that was used in
conjunction with the Iree flower seed
oifer:

ANNOUNCER (LIVE): Here's a
wonderful "salute-to-
spring® gift from Fritos
corn chips. A free package
of flower seeds on the
large bags—genuine high
quality Burpee seeds in
three variet ies-—petunias,
snapdragons or zinnias.
Look for the Fritos bags
with the free flower seeds
—while they last.

JINGLE: Munch munch munch a
bunch of Fritos corn chips.
It’'s not polite to smack
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John R. McCarty

Advertising-Merchandising Vice President
The Frito Company

your lips—But you can't
help it with Fritos corn
chips—Munch munch munch a
bunch of Fritos corn chips.

“The next seasonal promotion will
kick oft in June. And the theme ol
this will be picnics. Final plans for
the fall and winter are being drawn
up now. In each instance, we have
scheduled our radio flights to co-
ordinate with these special promo-
tions,” Mr. Denton points out.

Each of the networks is providing
Frito with a variety of merchundising
support designed primarily 1o alert
the organization’s selling lorce and
its dealers 1o the extent ol the radio
campaign. This merchandising as-
sistance is taking a variety ol forms,
For example, one of the networks s
taking advertisements in trade pnb-
lications in the food field drawing at-
tention to the radio activity. Letters
have gone out to dealers and dis-
tributors explaining the on-air sup-
port that Frito is providing. Tran-
sistor radios are being sent to the top
regional sales managers. .\ special
Fourth of July letter housed inside a
hivecracker is being readied to send
to top siales personnel. Telegrams,
post cards, books, dollar pocket
watches and records are also in-
cluded in the efforts of the wio of
networks to back Frito’s well-inte-
grated merchandising concepts.

The highly organized and expand-
ing Frito operation of 1960. Mr. NMec-

Cinty points out, v a b ory e the
firn’s beginnings in San  Antonio
duriag the depth of the depression.
Struggling with a lading ice aeam
business, Clales Elmer Dooliu hap-
pencd across a product being nnane
Lrctured by o Mexican who had
come up with something ol a hybrid
of a wontilla. My, Doolin purchased
the recipe aud crude equipnuent o
STOO. Seuing up shop in his mother’s
kitchen, he went into the torn chip
business.

As the business developed and ex-
panded, Mr. Doolin got dealers 1o
merclimdise  Fritos  from  display
racks vather than rom the tradition.
al glass jars. The company expanded
at o fast pace. but was set back in
1941 widh the outbreak of Waorld
War 1. 1o 1946, however, the firm
picked up the tempo again and
started granting franchises in several
parts of the country. T'wo new prod-
ucts were added to the line, and by
1954 The Frito Company was reudy
Lo emerge as i strong national or-
ganization.

Impressive Growth

A skilled excecutive team headed
by John D. Williamson was created,
and in 1933 a fmancial reorganiza-
tion brought about the company’s
first public issue of stock. Two years
ago, the firm merged with and pur-
chased three major potato chip man-
ufacturers, and the sales hgnres for
HO58 were an impressive S31 million.

In addition to Frito which’is a na-
tional product, the company also
produces and sells six brands ol
potato chips which are sold under
difterent brand names on a regional
biasis. Here, oo, it is pointed out,
1adio is employed as part of the mer-
chandising campaigns.

Today, The Frito Company, whicl
started in a lamily kitchen, has 21
plants employing 3.500 people. With
its highly vefined distribution and
merchandising methods, the fivim ex-
pects to continue expanding. “And
since radio has always been able to
reach our nuwmber one customer,”
Mr. McCarty siys, “we expect the
medium to retain its important place
in all of our basic planning.” o o o
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Howard
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One of the 130 Howard Stores located from New England to Florida.
The company plans at least 20 new openings in the next two years.
Moderate priced Howard line has expanded its boys and teenage
departments since it acquired control of another chain two years ago

g i
A ntodern version of a far |
% mous old radio commercial b
is curremtly sparking an ex-
tensive return-toradio drive for the [*
Howard Clothing chain—whose ad- s
vertising is desigued to reflect com- I
pany policy ol buikling new suc Z]
cesses upon the loundations of the
old. F
Campaign blueprints call for 200 ’;
;

to over 100 spots each weck, concen-

trated in nine Eastern markets for
19 consecutive weeks. Breaking this
down. the radio effort will run from
March 141 1o July 17, There will be
between 18 1o 35 spots per week per
station over 12 outlets. Together
with the remninder of Howard's
projected radio plans, the medium
will account this year for approxi-

nuately 60 percent of the company’s |

total advertising budget, declares

Charles L. Rothschild, senior vice |

president of Mogul, Williams &
Saylor, New York, Howard’s agency.

(The total budget is estimated to be
$700,000. Radio, thercfore, will get |

an cstimated $420,000 of the ad ex-
penditures.)

Jingle Well Remembered

Sound medium efforts for the rest
of 1960 have not yet heen resolved,
according to Mr. Rothschild, who
states, however, that it is probable
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Public’s ability to remember jingle off
the air for years provides retail clothing
chain with theme for new radio campaign

Back To Radio

the client will heavy up during peak
holiday sales times.

In the case of the current radio
campaign, the old success is the “"Lit-
ite Howard Label” jingle decked
out in three brand new 1960 ar-
rangements. The original song went
off the air <everal vears ago. How-
ever, so many Howard store man-
agers and customers—much to the
surprise of management — remem-
jered, recited and even requested it
Ahat Howard and MWR&S decided to
[CONSLTUCt an entire campaign to take
advantage of both the jingle’s popu-
larity and radio’s recall and reten-
tion potential.

Campaign Theme

! The campaign's theme—"\Where

tlse but at Howard can you find
.. .0 is intended to recall Howard's
longtime reputation for cependabil-
iy and value before combining it
with news about the firm's up-to-
date renovations and innovations.

Howard, which was founded in
1924 in the New York area where it
#ill has its headquarters, acquired
‘wo years ago the stock of another
nen’s retail outfit, and as a result
s made important management
‘hanges.

Subsequently, according to Nathan
~angerman, Howard president, the

['. S. RADIO o April 1960

hrnr has been busy renovating its old
stores, opening new ounes (at least
20 openings are planned during the
next two years) and restyvling to give
superior cut aml waterial for a mod-
erate price. In addition, Howard
has expanded its boys and teenage
departments and has introduced
greater variety into its haberdashery
and men’s luruishings departments.

The Howard chain totals 73 stores.

Reviewing Howard's radio schedule is {l. to r.] Charles L. Rothschild,

principally in the Atlantic and New
England states, the Midwest and
Florida. There are 38 outlets in the
New York area alone.

When the new wanagement ap-
pointed Mogul, Williams & Savlor
a liute more than a year ago, the
agency undertook to revamp How-
ard’s advertising strategy to arouse
consumer interest in these innova-
tions without dinuning the public’s

senfor v.p. and account supervisor at Mogul Williams & Saylor, New York,
the company's agency; Nat C. Wildman, v.p. and creative director on the
account; and Joyce Peters, agency timebuyer Campaign covers nine markets.

o
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enthusiasm for Howard as “a uied
and wtrue place to go when you want
solid value for ypur money.”
Howard, which had tmed awin
from radio several veays ago toward
tv and print, started o trod the radio
road again when muanager alier man-
ager and salesman alter salesman
wonld ask, “Whatever happened o
thie Litde Howard kabelz” They all
seemed o rementher the jingle with
allection and to wany it bick

Consumer Survey

Srer hearing so many wmen avith
the same idea, the ageney decided to
iull a consuier survey to determine
the tecall value ol the jingle, anel
discovered that many Howard cus-
tomers feht the siume way as the staff
members.

“Their enthisiasm combined with
radio’s economy and satwration po-
tential induced the client 1o invest
heavily in the air medium this year,”
My Rothschild expliins,

Specibic radio markens lor the cur-
rent camipaigin mclude New York;
Boston: Philadelphia: Lynn, Sitem
and Peabady, Masse: Bollalo  and
Binghwmplon, N. Y., ind Olanglo,
Fla

Updated Jingle

I'he commercials run a minue
and  comhine the updated  jingle
with live announcer copy. 'The cam-
paign s principally spot, but also
includes sportscasts by Curt Gowdy
m Bostontand Jimmy Powers in New
Yok, Most of the messaves are aived
during drive times 1o catch men and
boys—and whatever wonten mav be
mmed in as well. (According 1o Nk,
Rothsehild, womgen are always a wel-
come audience beciause research has
shown that they often persuade their
hushands 1o buv 9 new sunit—and
sometimes two suits when the wan
of the house intended 1o purchase
only one.)

While the music of the Little
Haward Label jingle remains the
same as in its memorable heyday,
both the words and the tempo have
been altered. Nat Wildman. NWRS
vice president and Howard creative
supervisor, says there are three ver-
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stons, A\ 't'[l“iprnunll.‘ arvangement, a
jazeed up one for teen-ngery and a
Spanish edition, which is sung Iy the
Lomons Chiquita ol banana fne.”
The Spanish version is aived only in
New Yok,

“Fhe chipmunk arrangement, ” ex-

plains Jeanne hurison, the agerrey's
executive radia and (v producer,
“was anade by specding up the rve-
cording.  We leel that it added a
nice tonch ol humer. This jingle
abo carvies a tag line, "Glad 10 be ol
service,” s the wvpe ol line thad s
sameties picked up by the young-
sters, and addls comsiderably 1o the
impact ol the jingle.

“In preparing these jingles,” she
continues. “we mide every cllort in
niatch the musical records being pro-
duced today, in terms ol the talent
and the recording tedmigues nsed.
For example. top vocalist Dick Wil
liznns was the artist on twex ol the
jingles.  And all the jingles were
originally taped in stereo o produce
a hoer qualine monaural recarding.”

Typical Commercial

A tpical commercial pointed e
ward Easter huyimg reads like this:
JINGLE: I'mthe Little Howard

Label of national renown.

I'm seen inside the cloth-

ing with the fmewest styles

in town.

Every model—every fabric

Howard's got it just for

you.

7 ==
Jeanne Harrison

Executive radioltv producer
Moqul, Williams and Saylor

Get the smartest styles at
Howard and smartest values
too.

ANNCR. Men—-where else but at
Howard can you find such a
spectacular Easter value?
Superbly tailored suits of
fine all wool flannels,
cheviots or hopsacks maker=
to-wearer priced at only
$39.95. Choose fromsolids,
stripes and diagonals. Ex-
pert alterations free.
And men, you must look and
feel as smart in your How-
ard suit at $39,.95 as if
you'd paid $50 or your
money back. Pay nothing
down . . take six months tg
pay at all 38 Howard stores
in greater New York and
New Jersey.

In New Yok, one of the stations
now airing  this  conmercial s
WALCA, which according  to M
Langerman, broadeast the very first
Howard conmnercial back in the late
20°s when 1he clothing b spot)-
sored two luimynien known as Lhe
Hawwardd Darndies.

A few vears later, in 1933, How-
ard began 1o buy a series of musical
programs over selected network sta-
tions, a series that lasted uoul World
War 1L During tlus period How-
ard’s regula mmmouneer was the late
Paul Douglas.

Switch to Spot

The Orm's wadio acHvities con-
tinned inio the 50° with the empha-
sis switching [rom prograns to spot.
Throughout this entire 20vear pen-
od, Howards other advertising
standby  was, ol course, print in
which they are still involved.

According tg Mo Wildinan, the
client and agency are au the present
tme making considerable efforis 10
coordinate both their print and radio
advertising in orvder to carry over
impact Ironr one medium fo the
other.

“As far as we are gonceriled M lie
says, “the repetitive qualities of
radio make the medium. when prop-
erly nsed, an excellent buy lor retail

outlets. o o @

U.S. RADIO « April 1960




o
v
v

U. 5. RADIO

April 1960

How To Conduct

A Mail Survey

With competition for the ud-

vertising dollar increasing

steadily, radio stations are
making every effort o present a to-
tal picture ol their sales potential.
Research ol every sort has become
one ol the most Irequently used
“brushes™ in helping to paint a sta-
tion's sales portrait.

Research dealing with ratings is
not within the province of the sta-
tion. and should be restricted to the
professional organizations in this
area. However, the station olten can
undertake certain projects designed
to provide additional intormation
about its audience. The mail sur-
vey is one method ol obtaining such
listener data.

A survey, in order to be effective,
must be properly formulated and ex-
ecuted. To determine what would
constitute a mail survey that would
be valid and valuable to the station
and the advertiser, u. s. rRApIO 0b-
tained the opinions of a number of
researchers who are experts in this
fhield.

“There is no reason why a station
cannot conduct mail surveys that
will teach it something valid about
its audience.” says Arthur J. Morgan
of the research firm of Erdos and
Morgan, New York. “When a sur-
vey is done by a broadcaster, the
kinds of information he could hope
to uncover would, ol course, be lim-
itedd by his knowledge of research
techmiques.

“While it would be impractical
for him to undertake conclusive
surveys on, sayv. the number of lis-
teners he has at anv given time, or

the number ol cllective impressions
a commercial has made on his listen-
ers,” Mr. Morgan siates, “he may
Jearn something about what kinds ol
people listen to his station, what in-
come group they are in. how old they
are, how large a kimily they have or
what kind ol possessions they own.
Or, to put it another way, the sta-
tion conld undertake indicative,
rather than conclusive, research.”

Wording the Questions

Alter the surveyer has defined his
problem and decided what ques.
tions he wants answered, he must
face the task of wording 1he ques-
tion. *"This is perhaps the wost dif-
ficult part ol the project. and the
arca in which guidance most cer-
tainly should be sought,” says Mis.
Doris Selinger, president of Audi-
ence Analysts  Inc,, Philadelphia,
“Therc are some standard rules,
The questions must be short. There
must not be too many of them. Thev
must be clear and simiple and not in
any way confusing.

“However,” she asserts. “one of
the things my experience in the ficll
has taught me is that therc are manv
pitlalls in formulating the questions
for a survey. If a station does not
want to make the expenditure for
a prolessional service to do the com-
plete job, it can try to obtain such
services on a consuiting basis. The
station can do the legwork, such as
sending out questionnaires and com-
piling the results. while henehiting
from expert guidance in shaping the
(uestions or interpreting the re-
sults.”
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mail survey

“The enthusiasar of the yvesearcher
can be a hindrance. too.” savs M.
Wibofi Yuhnan, project director of
Universal Marketing Rescarch {for
merly National Ficld Service), an
Allved Politz Research 1uc. alhliate.
“It is eany 1o expect others to know
whizt vou niean wheu vou have been
working with the qnestions  lor
awhile anrd are deeph involved in
them. Hive an outsider check to see
if the questions are clear, And be-
ware ol long and involved guestion-
naires.

“Prople ger tired awd bored with
long. drawn ou survess. Hvou wat
to ask 10 questions. seml out 1wo
sets of postcards 1o two sets of re-
spondents. vk each gronp five of
the quesdans. People won't take die
time (o answer any questions if
there are too mauny ta start with.”

With a few short aud clear ques-
tions, the researchers point out, the
station ¢an use a tlouble postcard
with a stamped, return-addressed en-
velope lor the questionnaire. On
one side would be a short explana-
tion of the survey, on the other the
questions. Theyv mentioed the post
card as one convenient wav to con-
duct a survey.

After the questionnaire is ready,
how do you know o whom to send
it “This is another stumhling
block to a valid survey,” savs Rich-
ard Manville, president of Richand
Manville Research Inc.. New York.
“Choosing a list of nanies from sta-
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tiow il is one thiug. Geuing a rep-
resentative samiple tor a survey s
another.

“Thiy does nog mean that you can-
not use station mail to help build
vour list of kuown listeners,” he con-
tinues. "Amy response is helpful in
finding out sometltiug about your
aundience. For exmnple, il an adver-
User witnts to test i product on your
station by offering a hooklet or free
itenr, the response )'Ul.l get can be
added o your list of known listen-
ers. O1 conrse, 51 the ofler s for a
toy. vou'll hind out more about the
children in vour audience than
about your wiitre  listeners. But
since you are looking lor indicative
and not conchinive infornurtion, this
witl add ro your koowledge of your
audience. Just bhe sure to keep in
ntind what the vesponse vepresents,”

For the survev. however, tie re-
scavchers are in agrecment that the
most practical listiug is either a tele-
phone book or a cjty directory.
“There was a time,” says Mr. Mor-
gan, “when the wuse ol telephone di-
rectories was a dangerous procedure
hecause many people didn’t have
telephones. Tt's a much beuer source
today. And from a ]n'.'l(‘(i(‘;ll point
of view, a logical one.”

Picking a Sample
In choosing your sampling fromy
the list, Mr. Yulman says, pick a
random pattern and don’t deviate
from it. “This is the only statistical-

LIMIT LENGTH OF QUESTIONNAIRE

ASK SHORT, CONCISE QUESTIONS

USE REPRESENTATIVE MAILING LIST

AIM FOR 50 TO 85 PERCENT RESPONSE

Iy sonud way to produce i repre-
sentittive sample. Start at a random
point. If you pick, say. every filth
mame, or the lenth name down in
every sccotul column, follow that
pattern all the way through, witly
out deviating or substituting.”

A pilat study is also helpfal in de-
termining how clear the questions
are, and whether you will ger back
complete and honest answers, Mr,
Yulman suggests.

On the question of the percentage
ol rewurns, all those interviewed
point out that they aim for at least
a 30 percent vesponse antl that 85
percent is not rave.

“The single biggest niistake that’s
cver made in mail surveys is taking
a small response and assuming that
it is representative,” says Mr. NMan.
ville, “It is not. You cannot assume
that the peaple who did not answer
vour survey are cxactly the same as
those who did. The mere fact that
they didn’t answer proves that they
are different, The ones who did re-
ply are probably those who are most
imerested in the subject you are
asking thenr abont. Donr't stop until
vou get a high percent of returns.
And present the vesults as represen-
tative of your respondents and. not
of vour total audience.”

One of the wiys mentioned to in-
crease the response is to use an in-
centive, or indicate some kind of
henefit that will comne from answer-
ing. According 1o the researchers,
money seems (0 be the best incen-
tive, not because of the amownt you
are sending, but as a gesture. A
cnin. Sll)’ a -qu:lr‘ler, may ge[ more
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response thaw a dollar bill, The ob-
ject is to provide some sign that you
appreciate the cooperation of the re-
spondent,

After the first responses are in, it
is pointed out. send out second ques-
tionnaires and third and fourth
ones if necessary to those who did
not answer the first time. “This
means you will have to key the
questionnaires so you will know who
did and who did not answer,” Mrs.
Selinger advises. “A simple code
will enable you to check off the re-
spondents against your master list.
Then you can send out follow-up
questionnaires to the others.

“The key will serve a double pur-
pose. Besides providing you with a
list of non-respondents, it can also
tell you whether vou have a geo-
graphically representative list. While
vou will not he able to validate your
survey with scientific precision, some
kind of cross checking is advisable.
By Lkeving the questionnaires, you
can see whether a disproportionate
number of responses are coming in
from one particular location, or if
vou are getting replies from all areas
of your listening radius.

ke " ]

URTIRA it w11

“Checking your responses against
available marketing or demographic
statistics is a good idea. And a tele-
phoue or personal interview follow-
up of another small sample will also
help in checking results.”

No matter how much care has
gone into preparing the survey,
points out Mr. Manville, and how
exacting and representative  the
method has been, the job is not fin-
ished until the presentation is pre-
pared in a forthright and profes.
sional manner. For radio research,
like all media research, he contin-
ues, is basically promotional in its
goals. Much of it is done with the
hope of using the results as a sales
tool. And no advertiser would ex-
pect to receive a survey done by a
station in which the station didn't
show up well.

“This does not mean that the
station has to show up first on every
subject in its presentation,” Mrs. Sel-
inger savs, “Be sure to include all
the facts. First of all. if the advertiser
realizes you've left out something he
won’t put much credence in your
entire presentation. Secondly, there’s
a chance that you are less likely 10 be

" | | o

believed if vou show up twe well.”

Or, 1o put it another way, M
Manville observes, “H you huve o
strong cnough sales story that allows
you to present unlavorable inlorma-
tion about yourself, you are more
likely to impress the advertiser, in
addition to adding to the credibility
of the presentation.

“Mail survevs,” he says, “are ex-
cellent tools in the right hands. It
they are well done they can be ex-
tremely usetul in pinpointing the
station’s market. It can help to show
the station where its strongest sell-
ing points lie.

“If 1t is not done well, howcever,
or if it is undertaken by a person
with neither experience in nor re.
spect for the research field, it can be
not only uscless to the station b
actually harmful.”

“Certain kinds of surveys can be
well done by mail,” Mr. Morgan
says.  “And stations willing to ap-
proach a mail survey project with
care may find themselves with results
that will be helpful both to them-
selves at the management level. and
to their advertisers and media pros-
pects.” o o o

AFTER THE RESULTS ARE IN

The Advertising Research Foundation is a

non-profit organization supported by advertisers,
advertising agencies and advertising media. Its
basic purpose is to further. through the fostering
of research. scientific practices in advertising and
‘. marketing. In pursuing this goal. the ARF has
s#t up certain research standards aund criteria
against which it measures the validity of surveys
that come before it for examination. The follow-
ing questions can serve as a guide to a station
executive attempting to check the results of a sur-
vey against accepted standards. They have been
‘abstracted from the ARF’s booklet. Criteria for *
Marketing and Advertising Research:

Have the questions heen well designed? Are
they simple, concise and clear? °

Is the scample large enough?

Lttt o
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Has the best sampling plan been followed to
assure a representative response?

Has the sampling plan been fully executed?
Have the respenses been tabulated com-

.3 AT

following:

data.

pletely without any guesswork as to the
meaning of answers?
* Is the interpretation forthright and logical?
Are all the facts included?
The presentation of the facts should include the

* Full statement of problems to be resolved
by the study.

* Names of organizations that financed and

participated in the survey. and what ix their

interest in the survey.

Exact period of time covered in collecting

* Date of publication of the reponrt.
Copies of questionnaires.
* Sources of collateral data.
* Complete statement of methodology.
“Simplicity and clarity,” says the ARF,
“should be the main objective of the analysis

and presentation. Present the results only for

by ] L

what they are and what they represent.”
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PART 1i

For the second time
in three months, the
re-birth of interest
in radio program
syndication is

explored

What's

The following 1s a sequel to Part 1,
which appeared last Februarvy. For a
veview of the watenal cqueved 1o
that stury, see p. 35,

A livde morve than @ yeu

ago supplying progrinn seiv-

1ces 1o radio stations wis an
activity that was dormant, Muost ol
the vadivonal rms thai were in the
fickd ogcupicd  theanselves  mainly
with supplying camuiertial “man”
lor local atations,

And suddenly  the  eomplexion,
tILanged completely.  Nuot only e
the "regulins™ again in the program-
miug business, but also new (s
aml even stitions thennelves have
entered the vadia syndication busi-
HOSN,

\s pointed out in the February
story. much of this renewed activiwy
i inalk and imenview progranss.
But not exclusively.  Musical setee-
Lions ave also being pre-progranmed
in dise and tape Toror.

The most obvious distiugoishing
mark ol the new crop of rudio pro-
gramming services is length. The
vist majority ol material is in short
takes—averaging about one winute
in length. .\ long program today is
five wminutes: short versious are 15
secgnds and 10 seconds.

below i presented a review of
new olterings 1o stations. based an re-
pores lrom programming companics.

RCA Recorded Program Services,
New York, s making available 10
stations an “Automotive Sales [i-
braiy,” comprising more than 700
motoring hints. The package is de-
signed 10 help a station atraal a
larger share of the vast car dealer
and car accessory business.

The package has three lengtlty:

New in

Therve are 100 filicensecoml upen
cnd lead-ins; 120 lorty-second used
car spots, apd 212 one-minute ¢pr-
sodes. Euach spot [eatures a hint ou
moto [ng, CAr caie or cars in gcncru_].

The 10-second matevial is keyed 1o
userl cars. Lhere is a briel descrip-
tion ol il mexdel cars since 1954,
with an malyis of the good points
in cach year that have heen proved
with expevience. The oneminuie
cpivodes pller hime an how 10 get
more out ol your car. Each spoi
Jeatures the voice ol 15 McCray, ile-
seribed sy a car counsellor.

Another cuwrent vadio ollering by
RCN Recorded Program Services is
a apecial “Thesauros Musical  Li.
brary™ puckage that ollers 200 twelve-
inch long-playing dises, I'he package
contams 2,000 selections, which ave
described as “the cream”™ ol the -
hrary.

Fhe snew ollering is programmied
on dises in 15-minute segments.

In the area ol nrgsic programming,
Programatic  Broadcasting  Service,
New York, a diviston ol Musak, lea-
tures a completely antomatix wmusic
broadcsting service that s current-
ly heard on, npward ol 42 am and Im
stiations.

Programatic  supplies  the auto-
mated equipment as well as a month-
ly package ol tapes. The idea be-
hind the plan is push-button pro-
gramming. .\ station manager can
automatically  insert  commercials,
call leters, tiwe signals myl then
“go fishing.”

Progriunatic each month supplies
18 reels of specially-arranged music
on magnetic tape, each reel contaiu-
ing eight hours of programming.
The scervice is sold exclusively in
cach market. The music includes
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Program Services™?

both vocal and instrumental versions
and is designed, Programatic says,
for the adult listener.

Purchase price of Programatic
equipment is $3,143, or it can be
ieased at a cost of $115 a month.
The monthly charge for the tape

U. 8. RADIO
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service 1s based on market size and
varies from $200 to $100.

World Broadcasting System Inc.,
New York, which provides a com-
plete programming service for sta-
tions, has observed the re-birth of
interest in program material, The

company is just inaking available to
its stations a newly-recorded repor-
toire of Mantovani and Ted Heath
setections on 16-inch discs,

World's current station 1D jingle
package offers 15 spots that not only
lend, themselves to station identifica-




program

services

tion but also the weather and dates.
[n the “Product-Service Jingle” pack-
age, spois are available for adver-
tisers in 68 different categories.

The company also offers a script
service to its stations, most ol it fea-
wuring chatter to go along with
records. An example is the 1Fonder-
Jul World of fazz show, heard a halt
hour each week. The script provides
the talk background for the music.
Among other services, World pro-
vides a large arvay ol production and
sound effects, currently being ex-
panded, and “Commercial Rhyilim
Backgrounds,” devigned 1o comple-
ment any style or length of annouuce-
nient.

Harry 8. Goodman DProductions
Inc., New York, is exploiting to the
fullest what it leels i~ the interest by
statioais it short, oneauinute pro-
gram capsules. Over the past months,
it has developed a library of 11 sepa-
ritte one-anminute shows:

There is Dear Shirley, i ailvice
o the lovelont show featuring com
wientator Shirley Eder; 20 one-min-
ule shows a iweek are supplied (o
stations. Pardon My Blooper, [eatur
g radio and w boners and com-
piled by Kermit Scliafer, is being of-
fered in a packiage of 10 a week.

Another show, Your Money and
You, formerly a five-minute only, has
been converted into a one-mimute
show. It features Don Rogers, finan-
cial editor of the New York Herald-
Tribune. There is Cal Tinney Time,
a series of 20 slrows a week, present-
ing the humorist and commentator,
and Sports Shorts, with Russ Hodges,
offered in a package of 15 a week.

Capitalizing on the intevest in
water activities, the Goodman firm
is olfering Boating Tips, a 10-a-week
series featuring Bill McKeown, edi-
tor of Pupular Boating magazine.

There is also How Come? with
Milion Cross, a 20-a-week package;
each 40 seconds long, in which Mr.
Cross will rexiew such things as the
origination ol such terms as “ok”
and “nick of time,” among others.
The Woman's Touch is in the one-
minute concept, woo. It features Pa-
tricia Kurland on fashion, food arid
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hobbies in a 10-a-week series. Guide
to Good Health will present Dr.
Lester Coleman, M.D., author of
“Freedom from Fear.” The one-min-
ute series consists of 10-a-week. Final-
ly, there is Your Child and You, a
]0-a-week package on child psychol-
ogy, and Young Hollywood, featur-
ing celebrity interviews i one-min-
ute capsules, at the rate of 25 cap-
sules a week.

The trend towirds more progrant.
ming aids is reflected in the “Radio
Hucksters and Airlifts” puackage of

ang-Worth Feaware Programs Inc,
New York.

Each mouith new unrerial is stip-
plied. (n 1959, for example, a total
of 391 new units were added. Last
March, Lang-\Worth introduced a
new comic persotiality character {or
stition use.  lle is “Reggie Fro-
bisher,” an over-enelnisiastic English-
man, who recled oll it the Narch
package 12 comic one-liners. They
can be used as lead-ins or to add
spice to a dise jockey show or he ¢y
be assodiated with o product or sta-
uon prontotion.

The “\Airliles” portion of the
Lang-\Worth package contains “many
hundreds ol program aids of all
kinds for today's wmodern radio.”
There are 1,500 units in the basic
installation, of which about 40 per-
cent are “Airlifts.” There are intro-
ductions for news, sports, disc
jockeys, women's shows, wp uunes,
hit of the week, kibitzers, comedy
blackouts in various voices {Toni
Taylor, Sandy the Scotsman) and
sound eflects. There are safe driving
campaigns, weather and time series,
major holiday promotions and sta-
tion ID aids.

Commercial Recording Corp., Dal-
las, has made availuble to stations
its “Series 12" package ol radio pro-
motion jingles. It includes spots for
every holiday ingd season of the year,
as well as a back-to-school campaign.

In addition, the company has a
new package, the “Musical Thme-
caster.” [t offers stations 720 costom-
ised jingles for every minute of the
day, plus mechunical equipinent that
at any time ol the day can he

punched 1o produce the correct
musical jingle on ape synchronized
with the correci lime.

Commerciaxl Recording also s
stated 1 introduce a new package of
radio promotion spots at the Na-
tional Association of Broadecasters'
convention in Chicago.

Public service scripts of viarious
kinds are being supplied by Broad-
cast Music Inc., New York. There s
The Admerican Story, a collecuon of
¢pisodes on history written by more
than 200 authorities and historias.
The series deals with faumous men in
Americin listory as. well as great
issues,

There ts also The Book Parade, a
series ol Ib-minute reviews in scripts
by prominent literary figures. A more
1ccently inwroduced series is The
World of the Mind, in which 52
scholars and scientists appraise vari-
ouy dssues in man’s scarch lor knowl.
edge and truth,

Finally, there is The Abrahain
Lincoln Story. A wial of 70 Lincolia
histotians and scholins review and
comment on various aspects of his
life.

This montli,, SESAC lic, New
Yoik, is kickiug olf a new series
labeled “Big 6 tor '60,” a series of
LLP music service plans. Ilighlight
ol this campaign is “The Drum-
wmers,” @ new line ol promotiun spe-
cialues and sales aids,

{Tnder the new drive, there are six
dillerennt purchase plans that offer a
viariety selection ot hi-h recordings,
new releases and “The Drummers”
on the basis ol outright ownership.

1n the area ol radio qui/. programs,
Riudio Features luc., Chicago, headed
by Walter Schwinmuer, syndicates
Tello-Test . Tune-Test.

In Tello-Test, the local enicee con-
ducts a phone-out guiz, whereby
listeners are asked a thoroughly re-
scarched question until a listener
gets the right answer, It can be pro-
grammed {n five-minute segments,
wo or three times a day, Monday
through Friday, or in I5-minute seg-
iments, A jackpot of awards pyramids
until the correct answer is given. All
the merchandise that is awarded on
the show is handled on a certificate
basis. T'here is no physical shipment
of the merchandise to the station ofr
by the station.

The Tune-Test quiz uses the sta-
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tion’s own music library as a basis
for qualilying questions, plus jack-
pot questions based on music sup-
plied by the Schwimmer organiza-
tion.

In the area of news, the Richard
H. Ullman Co., Buffalo, N.Y., and
New York City, is now the sales rep-
resentative for “Deadline \Washing-
ton,” a voiced news service for sta-
tions. This news service will offer
the following:

T'en stories per day covering ma-
jor news events in Washington, 30
to 50 seconds long., delivered air
mail-special delivery on tape. Stories
feature the actual voices of the news-
makers, There is also continuous
tape updating of late developments
on running Washington news stories,
available to clients through long-
distance dialing.

“Deadline Washington,” headed
by Joe Phipps, former news director
for WWDC Washington, D.C,, also
offers a 30-minute weckly tape of top
newsmakers in Washington. It is
called Speaking of the Sixties. The
service includes direct coverage of
the presidential nominating conven-
tions as well as special coverage of
Washington stories with a local
angle for station clients.

A lew stations have also jumped
into the syndication Dbusiness. .\c-
cording to a report from WICH
Norwich, Conn., last fall it syndi-
cated the Ofte Graham Show on
more than 70 stations. It was a 15-
minute show on college and profes-
sional football predictions by the
star of the Cleveland Browns profes-
sional team. It was taped on a Mon-
day morning and these were air
mailed to clients.

A brand new series is Janice Hall’s
Food Features. It is a year-round
"question and anwwer series dealing
with household hints, recipes and
economics inforniation.

National Time Sales, New York, a
representative firm, and Eric Blau
Productions, have teamed up to dis-
tribute a new five-minute Mantle at
the Mike show. Starring Mickey
Mantle. the show will feature inter-
- views with sports and entertainment
figures. The show is packaged in
five-a-week segments.

The cost of the series varies by
market. For five shows a week, the
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The following is a brief review
of the material covered in the
first part of What's New in Pro-
gram Services?, which appeared
in the February 1960 issue. For
details and explanations, refer
to that story.

A monthly script service called
the “Informacast” is being made
available to stations by Program
Development & Research Corp.,
a division of Photography Pub-
lishing Corp., and Zang Golobe,
vice president, Select Station
Representatives Inc., New York,
The basic library of 250 scripts,
augmented by about 50 new ones
each month, can be turned into
one-minute programs on such
varied subjects as auto care,
cooking, gardening, among
others.

Nemrac Recordings, West
Islip, N.Y., is packaging a taped
comedy routine called AleNaugh-
ton & McGonagle. The series is
in 30-second and one-minute seg-
ments. The company also is pro-
ducing a 30-minute children's
show, Flight Into Fantasy.

Public Affairs Radio Inc., New
York, is offering a 15-minute sur-
vey of business and finance de-
signed for weekend airing. Oth-
er “report” and “talk” shows are
in the planning stage.

Trand Associates, New York. is
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rates vary as follows: $15 a program
in markets ranked between 85 and
100, up to $85 a program in major
markets like Chicago. In New York,
the cost is 8100 a program. There
is a 10 percent increase in rates if a
station buys three programs a week.

Heritage Productions Tnc,, New
York, is distributing the Roy Campa-
nella Show. A five-minute program,
heard five times a week, the show is
now in about 90 markets.

The company reports that the pro-
gram is sold on a 52-week basis and
that there are now two Years of pro-
grams available, about 520 hours of

‘What’s New?'—Part|

packaging a scries of {ive-ininute
comment shows featuring such
diverse talents as Maggi McNcl-
lis, Virginia Graham, Anita Col-
by, Ilka Chase, Westbrook Vau
Voorhis and John Cameron
Swayze. -

Richard H. Ulhnan Inc., Bul-
falo, N.Y., and New York Citv,
distributing “The Big Sound”
library, which is now in its sec-
ond year. The highlight of the
package is that all material—in-
troductions for news, sports,
weather and time, one-liners and
jockey shorts—are in the voices
of Hollywood and show business
stars.

Lang-Worth Feature Programs
Inc., New York, has packaged a
new series of “Special Selling
Season Shorties” composed of 397
selections for year-round use. The
package offers a showcase for a
commercial by providing short
but complete arrangements of
standard and popular tunes to
go along with the commercial.

RCA Recorded Program Serv-
ices, New York, is distributing
the five-minute sports show
called Jackie Robinson’s Sports
Shots, a five-a-week series. The
company also is talking about
distributing a new five-minute

mee
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series on medical advice and
news.

1k | t " ® M
programming,

The cost of the show varies by mar-
ket, from $20 a week minimum to
$500 a week.

Futursonic Productions Inc., Dal-
las, is offering stations various new
services. These are the musical pro-
motion jingles as well as product
jingles for local and regional use
outside of New York and Los
Angeles.

The company is also producing
145 time jingles in a package called
“Time Chex,” which gives time every
fiveminutes of the day plus noon
and midnight. The price varies by
market size from $250 to $600. ¢ ¢
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question
and answers

THE QUESTION:

What Determines Proper Frequency?

LES TOWNE ANSWERS:

]
Too few radio spots: Too
many? “Too close together?
Top much separation? Or
shoukt we buy programs?

These are the questions a radio
buyer must wrestle with every time
he makes a buy.

What are the correct answers to
these questions? Enough frequency
to sell that particular progluct! IHow-
ever, there is no one set rule. I
there were, a time buver merely
would be a file drawer, chock full of
station call letters, rate structures
and antenna heights.

To attack the prablem of fre-
(uency, a mechia man must first an-
alyze the problems of the campaign
—"“What is the client uying to o
with this campaign?” Then he must
ask himsell [wo basic guestions:

1. Who is our market?

2. How strong and lasting an im-
pression must the commercial make
to move the market 1o acuion?

When these two questions have
been answered, then he can judge
what the correct I'requcncy is for his
product.

Define the Market

Let’s discuss question number one,
“Who is your marke? Rich? Poor?
Youug? Old? Farmers? Certain ethnic
groups? Autamobile owners? The mu-
swers to these questions will pinpoint
who is the wheat, who is the chaff,
whom we wang to rveach most eflec-
tively—and most often.

When we have the answer o this
question ahbout our best potential
customers, we are able to apply it
to virtually any medium. An excel-
lent example of the answer and
media application is Smith/Green-
land’s treatment of one of their
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Towne,
Snnth/Greenland Co., New York
explains that “to attack the problem.
of [requency, a media man mnust
first analyze the problems of the
camnpaign.” Hpe feels that “frequen-
cy 1s very closely related to how ac-
curately you can pinpoint yonrmar-
ket with media selection.”

media director of

B
clients: Drand “X" is i product
widely accepted by a particular

ethuic market. Therefore, in buying
media for qur client, wmedia selec-
tion iv directed at programming
which is also designed for this spe-
cific group. To rclaje this to the
problem: “How much is good Ire-
quency?” . ., if the campaign were
run on a mass audience station, we
would need many more comnercials
to reach our prime audience (in the
stated case, people of this ethnic
aroup) . Thus, it is evident tlrag Tre-
quency is very closely velated to how
accurately you can piupoint your
market with niedia selection,

Question  number  two, “"How
strong and lasting an impression
must the commercial make to move
the market to action?”

This is a problem that can be an-
swered only when you know:

I. What is the length and creative
content af the commercials?

2. How really unique are your
copy points?

3. How strongly is your competi-
tion entrenched?

4. How great is the buying deci-
sion that must be made by your mar-

ket ($5000 for a Cadillac or 5 cemms
lor a package ol chewing gum)?

Now let us examiite how these
points aflect frequency.

Il your formai 15 dynamic and
your product benefits are obviously
unique, your conmnercial will be re-
membered for a long time, and your
frequency can he cut dowar. If your
commercial is a reminder, or is not
very likely to senct people racing to
their nearest store, then you obvious-
ly must reach the samme audience
many 1imes to miake the desired im-
pression. If you are selling a brand
“¥" soup, and your competition is
Campbell's Soup, you certainly must
use more [requency than if you were
selling in a field where there is no
brand preference.

In summing up the entire prob-
lem, certiin things must he re-em-
phasized:

1. No two products offer the same
opportunities. No greater disservice
can be given to a client than (o ap-
ply someone else’s solutiorr 1o his
problem.

2. More than media is involved
in this decision. It is not merely a
slide rule exercise.
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ROGER BUMSTEAD ANSWERS:

Frequency defined by one dic-
tionary is . the rate ol recur-
rence.” One explanation ol reenr-
rence is “. .. the act or [act ol return-
ing 1o the mind.” And recur . . . or
recurrence . . . also means “. . . to
come up again for consideration.”

Simply stated, advertising “Ive-
quency” is really the “recurrence”
ol the commercial message oir the
consumer’s mind . . . lor considera-
tion, and hopefully, tor buying
action!

There seems to be very little agree-
ment among the experts as to just
what the right “rate ol recurrence”
for a sales producing radio campaign
is. One sound answer was attributed
to The Katz Agency’s Dan Denen-
holz. He mentioned “. .. a minimum
of 24 spots per week per station, or
120 announcements every week . . .”
total in a market where five major
stations divide the audience. Actual
tumebuying experience, however,
would usually dictate a somewhat
stronger buy impact-wise for a aidely
distributed mass consumer product.

At M.J.A,, in order to determine
“frequency,” we would weigh many
factors aside from executive judge-
ment or the radio audience rescarch
presently available.

Detailed Specifics

We look forward to the day when
radio stations will supply (letailed
specifics on their overall audience
characteristics—in order that these
facts may be weighed in making a
radio spot buy just as they are care-
fully considered in detennining over-
all creative and inedia strategy.

In other words, as more and more
qualitative  information becomes
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available on eacli individual radio
station’s audience, the media strat-
egist may well conclude that it
would be more eflicient lor an adver-
tiser to spend more heavily on one
ar two stations rather than buy 30
spots a week across the board bhased
on the lowest cost per thousand gross
homes reached.

Marketing Strategy

Marketing strategy, as well as
avalable ad dollars, dictate a clilter-
ent nredia or “frequency” approacly
in any medinm for a selective o
“quality” product than for a prod-

for Good Humor's weekly specials,
In this case, overall trequenay s
somcetines sacrificed in terms al Brons
audicnce-—and concentrated in those
hours when Good Humor's trucks
arc on the streets and the “new prod
uct” i readily available to the con-
sumer.

Basiv  advertising  stiategy mid
the media nnix determined by that
strategy—is alvo a key lactor i de-
termining radio lrequency. For ex-
anple, a4 v program buv's hupact
can be “extenrded” by a strong vadio
buv swressing the right “recurrence
factor.”

My,

=i A

eastern
John & Adams Inc., New York. He
feels that frequency must he consid
erved as au integral part of the over-
all marketing strategy. Frequency,
e states, “will always be determined
only by specific [acts available when
the media plan is blie-printed.”

Bumstead is media director.

diviston, ol MNacManus,

uct broadly distributed and accepted
by the American public. Even if
Heineken's could spend as much on
radio in New York as Rheingold
does—the radio buving approach
would very likely be different fron
Rheingold’s.

Likewise, the “reciirrence factor”
of a radio buv must be closely related
1o every objective of an overall ad-
vertising campaign. Good Humor,
widely known and accepied as a
quality ice cteam manufacturer, de-
sires a verv specific result from its
radio buy—a concentrated demand

My expertence it media planning
has ronfirmed a Dbeliet that  “tre
quency” or the “recurrence lactor”
will always be determined only by
specific lacts available when the
media plan is blue-prineed: a pat
[ormula for determiniig “frequency”
is still a thing of the future.

And mow that I've given mv
opinion on “frequency,” I'd like to
see U.s. Ramo challenge some of my
contemporaries o define the word
IMPACT—so that we'd all have a
better idea of what that oft maligned
term means to media mefn. o« » o
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focus on radio

A Quick Glance At People, Places
And Events Around Radio-Land
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GOOD MUSIC SOCIETY is formed by the meeting of |l-year-ofld Jo Anne
Burton and Alan W. Doerr, music director of WGMS Washington, D.C, When
Jo Anne wrote that "l only want to hear concertos and operas,” Doerr showed
his appreciation by taking his young listener on a private tour of the studio. Here
Jo Anne exhibits gifts of record and program guide presented her by the station.

#=

Detroit is city's mayor Louis C. Miriani. Honorary copy girl Ardis jockey on his Saturday night music and interview show that originates
Kenealy and gen. mgr, Edwin K. Wheeler (r.) look on as the sta- from Chicago's famous Gaslight Club. Girls are waitresses. Sorkin
tion's news editor James F. Clark {c.) receives his first assignment. also hosts daily 6:15 a.m. show that originates from station's studio.
38 U, S. RADIO o April 1960

CROWNING DELIGHT of Kaiser Aluminum helmef
brings smiles to WISN Milwaukee trio Carl Vogt
(L}, Marilyn Fagan [c.) and Art Bares. Helmets
were sent to dealers who don't stock Kaiser to
“protect’ them from aggressive company salesmen.

_ ' ‘..“/ e i ol
HONORARY NEWS EDITOR at opening of new newsroom at WW.J BEVY OF BEAUTIES captivates Don Sorkin, WCFL Chicago disk

S
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THEY LOVE the parade to celebrate 38th an-
niversary of WIL 5t Louis. These are but six
of the marchers who took part in the 100-mile
trip through the city and 25 suburbs. Parade
began a month-long series of charity and pro-
motional events centering around anniversary.

SEARCH FOR TALENT in Pet Milk's Third
Annual "Grand Ole Opry" Talent Contest is
planned by (I te r.} Robert Cooper, gen.
mgr., WSM Nashville; Edwin Peterson, senior
v.p.. Keystone Broadcasting System; Robert
Piggott, adv. dir,, Pet Milk Co.; Ray Morris,
product adv. mgr., Pet Milk Co.; Wells
Hobler, account supr., Gardner Advertising;
Roy Porter, a.e., Gardner; Ralph E. Hartnagel,
Gardner; Earl Hotze, a.e., Gardner, and Ralph
Zipfel, of the Pet Milk advertising department,

MUSIC MAKER Arnold E. Johnson, v.p., Needham Louis & Brorby, CREATIVE ADVERTISING wins recognition for Eisaman, Johns &

Chicage (l.), acknowledges authorship of humorous three-song Laws from the Southern California Broadcasters Association. Agency

medley which won KBIG Hollywood contest. Neal Weed (c.} and principals (l. to r.) Joe Eisaman, Jess Johns and Robert Laws

Frank Weed of Weed Radio Corp., station's representatives, bring receive award from Robert Light, SCBA pres., for Chevy dealers

good news. Johnson won trip for two to Miami, Lisbon, Madrid. campaign tying in commercials with news flashes from Olympics.
rangn

BONUS ATTACHED to each of the 10,000 balloons
that fell from the sky over Garden Grove, Calif.,
was list of merchants tying in with KWIZ Santa
Ana's 'Balloon Bustin' Dollar Days.” Two dozen
merchants featured sales during the three-day event.

U. S. RADIO o April 1960




LONG A DREAM
Now A Reality

Radio’s Newspaper of the Air

40-second and one-minute features
that your listeners want.

HOW COME? ~0.K.”. “Nick of
time.” L. 3.7 Grant, and hundreds
more. VMilton Cross  explains  the
origination of expressions ye lake
for granted. 20 weekly.

SPORT SHORTS Russ Hodges ve-
calls  unusual happenings in the
sports world, 15 weekly.

YOUNG HOLLYWOOD Interviews
with movie stars and news. Diek
Strowt emeees, 25 weekh.

DEAR SHHRLEY Shirles Eder gives
advice tor the lovelorn. 20 weekly.
YOUR CHILD & YOU Psyeholog-
ical and emotional approach to ravs.
ing children from infanev thirough

10 vears. 10 weekly.

BOATING TIPS Bill MleKeown, i
tor Popular Boating Waegazine gives
advice on pleasure boating, For nov.
ices and ol salts alike. 10 weekls.

GUIDE TO GOOD HEALTH Dr.
Lester Coleman. M.D.. author of
“Freedom from Fear™ emeees. e
formation on keeping well and what
to do if vou arer’t, 10 weekls.

YOUR MONEY & YOU Don Rog-
ers. Financial Fditor. New York
Herald Tribane with how o make
more  mones antl ku"(-p w it vou
have, 10 weekly,

CAL TINNEY TIME I funoy. Tine
nev's comments on people and events
will have vour andience laughhig Tor
more, 20 weekly.

PARDON MY BLOOPER Hilarions
honers pulled on radio and TV, 10
weekly.

TIHE WOMAN'S TOUCH atricia
Kurland comments on foods. fash-
ions, and all things of interest to
wonien. 10 weekly.

Take one or take them all. Exclusive

TR

PRODUCTIONS
19 East 53rd Street, New York City

CONVENTION HDQRS:

Conrad Rilton, Suite 1105-A

LOOKING GLASS (Cont'd frem p. 21)

strong leatures st obtrinable at
local level.”

¢ “Stavions should have less call
letter promotion so commercials
are yot coupled with selt-promo-
{ion. Commercials should be
“showciased” to be maore ellective.
Newvorks should do something
for educated, cultured audience
bored with tv. For example: A
series on possible occupations lor
U.S. college students to help de-
teimine what they warit w be;
perhaps a comparison of simi-
larities and ditlerences ol various
religions; discussion programs on
local and national issues—botl
sides presented lairly; a series of
veadings Irom curvent bestseliers
or new and old plays; perhaps
short reviews of art exhibits.”

o “Better spacing of commercials,
dropping ol station  ‘promos.’
I'his would decrease weight of
advertising.  Iuncrcase music of
cdtorial coutent and thus height-
cui impact of all commnrercials.”

e “No harm can come i providing
adult  listeners news and
nrusic; however, why not more iy
the way ol usable, thought-pro-
voking mlornation  (between ve-
cordings) concarning the honre,
the car, the comunmity, et.
Radio was once o predominantly
‘entertainment” medinm; today it
is looked w Tor service by much
ol the nation.”

with

o “Find out what laning people
winit aid give it to them. No, it's
uot being done now.”

s “Develop a distinet Iivor for
cach station locally.”

What do you consider to be
radio's attributes?

e “Listeners can be reached while
busy with their hands at otlier
tasks or wlile moving around.
Car radio is a big plus during
summers  and weckends or in
warm clintates.”

¢ “Flexibile; personal endorseineits
by popular local personalities.™

o “Low cost; ability to reach market
scgments elhciently, selectively.”

e “Economy — permitting greater
frequency.”

e “ltrequires ears only. Car radios;
radio delivers loads ol women
9 a.m. 10 3:30 p.m. incxpensively;

great vemmnder medium; local
personalities.”

s “Low cost, llexibility.”
“Coverage, price.”

s “Portability; oportunity for fre-
quent supplemental support; con-
vinnuity; occasionally, the vajue of
a personality.”

« “Itis more persoual than, say, tv.
Can sclect audience quite neutly
(particularly housewives) .”

& “The ability to produce amd sus-
tain impact, through repetition,
upon its audience.”

What do you consider to be
radio's limitations?

¢ “Station nmages are blurred amd
non-existent in general.”

e “Lvening listening still second to
tv. AN day and all weckend and
summer radio is outstanding.”™

® "Big one-time audience is not
available. Lack of visual imjmes-
ston.”

e “Except Tor specialized products
that make seuse on evening sched.
nles on ‘good wmusic’” stations,
nighttime radio offers too smail
a segment of andience.”

¢ “Lack ol audience reach ind im-
Pact.”

o “Casual lisiehig to large Tt un-
known degree.”

e “Lack of visual guality; premivin
fates for desirable local periods;
and sonl('\\'h:,lt.sl)()lly clearance on
networks.”

Any other thoughts on areas
of radio not covered above?

e “Let's educate more of the junioy
buyers into the benefits of radio.
Let's stop talking percentage
points in ratings and look morc
carefully at ownership, manage-
mient, programiming, local corpo-
rale image, coverage factors, mer-
chandising assistance offered and
aunosphere of station in which
client's commercials will be
aired”,

¢ “Stations should regulate them-
sclves on co-op—letiing one ma-
jor chain dominate station hurts
it in revenue and prestige, and
lorces buyers 1o more and more
co-op at less than national rates.
Also, one rate would help.”
“\Vhat is saturation coverage?™

e« "I think some counstructive re-
scarch could be done 1o establish
a pauern of reach and [re-
quency.” « o o

U.S. RADIO « April 1960




for buyers and sellers of radio advertising

us

_ NATIONAL
ASSOCIATION
. OF

S R “Who'd think you could
sl o it 720 different ways
in 720 minutes !!!"”

I
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This 1s
the spot for a commercial

DRESSER BY
BAXER FURNITUKRE CO.

Decisfons can wait till 9 A.M. Right now his mind is on your
message! Multiply this receptivity by millions of commuters ani
you'll see why Spot Radio pays off big for national advertisers.

KOB . ... ... Albuquerque WINZ oy ecrsbsd. MiBmi KCRA .. ... Satramento
WEBBI s saasimse. . Atlanta WIEN | sdaipes Milwaukee WOAI ..., .. San Antonio
WGR . . ...... Buffalo KSTP . Minneapolis-St. Paul 712 S San Diego
WGN . . . ... Chicago WITTEIR® . ot daws tmid Norfolk K@BY . ... San francisco
WFAA ... Dallas-Ft. Worth KFAB . .. .ovijpms Omabha [y . - T S Shenandoah
WIME . L 0o g pad Detroit WIP .. ... ... Pbiladelphia KREM ....5:hs Spokane
KPRC ... ...... Houston KPOJ . ....... Portland WGTO . . . . Tampa-Orlando
KARK ...... Little Rock 1 - S — Providence KNOO ;¢ eyansun » NUISA
WRNL ... ..... Richmond:

Radio Division

Edward Petry & Co., Inc.

The Original Station
Representative

NEW YORK - CHICAGO * ATLANTA < BQSTON « DALLAS * DETROIT « LOS ANGELES - SAN FRANCISCO - ST. LOUIS



OR HEARD?

The message is clear. People—adult people, partic-
ularly listén to the CBR Owned Radio Statioms,
gersuasive voices of seven of America's top ten
ets. Active, alive listeners choose the C-0’s
because their programs are directed to listeners—
not to the fringe consciousness of people with their
minds on other matters. Locally-produced progr ams
include live music, comedy, opinion forums, special -
events, educa.tlon regional news, documentaries \d"
1nterv19Ws Sports farm shows, business repqri
—everythmg that interests people And addedA0 ¥
all this is the unique strength of the CBS Radio
Network, with its schedule of star personalitjes
drama, comedy, complete news coverage and anal
ysis, public affairs and great live music. This
responsible broadcasting. It gets a responsive aud_x-
ence. And generates response to your advertisingt

THE CBS OWNED C' ' Y
RADIO STATIONS
REPRESENTED BY CBS RADIO SPOT SALES

'WCAU, Philadelphia; ECBS, S8an Francisco; ENYX, Los Angeles;
WEE], Boston; WCBS, New York; WBBM, Chicago, KMOX, 8. Louls




ANOTHER FIRST

WFIL's "Studio Schoolhouse,”
winner of the 1954 and 1959
Freedoms Foundation Awards,
is the ONLY program in Amer-
ica to receive the Award twice

STUDIO S CHGOLHOUSE

-1959~

ANOTHER FIRST
Phifadelphia’'s Home and School osis THE PHILADELPHIA
Council has just cited the WFIL : 00 HOME 8 SCHOOL COUNCIL
Stations for “. . . valuable and ¥
continuous contributions to edu- ' CERTIFICATE OF APPRECIATION
cation of children and adults.. . . V For voluoble, effeciivé ang continudus cantributions 10 the egucd-

., - r i y " [ nouly eou
This is the ONLY Award ever 1on of children and 0duli$ n 1he Delowore Volley orea, through
made by the Council to a broad- "Withit Studio Schoothouse” on WFIL-r0dio since 1943,

ond on WFIL-TV since 1948,
caster. produt ed cooperalively with e Philodeiphio Public, Dioceson and indepen-
dent Schools, ond through
University of the Awe”
presented in caoperalion with 35 cofleges and universities sintz 1950,
the Philodeiomo Home and Schaol Council
Owords this speciol Citatan to
With those who know local public service pro- : Stotions WFIL WFIL-TV
gram ming cht iI'S WF]L again and again and 0 recagelion of 1S uniqué and dishinguished service
! [

again. Here are just a few of the WFIL Stations’ e H Sl

many public service firsts:

o First broadcaster in America to win two
duPont Awards

o First and only broadcaster to win the
Marshall Field Award L. 30 R R N

¢ First and only broadcaster to win two

Sloan Awards in one year w F I l- — A M . F M - '

PHILADELPHIA, PENNSYLVAN

4 ABCe BLAIR
Leaders in serviée to the community since 1922

Operated by: Radlo and Televislion Div. / Trlangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa:
WFIL-AM ¢ FM ¢ TV, Philadelphia, Pa. / WNBF-AM ¢ FM ¢ TV, Binghamion, N;Y. y WLYH-TVY, Llebgnon-loncaster, Pa,
WFBG-AM * TV, Altoona-Johnstown, Pa. / WNHEC-AM * FM ¢ TV, Hartford:New Haven, Conn. / KFRE-AM & TV ¢ KRFM, Fresno, Cal.
Triangle National Sales Offlce, 485 Lexilng$fon Avenue; New Yark 17; New York



NAEB 38th Annual

Convention

An atmosphere of unprecedented sedateness

greets delegates to the 1960 meeting

The 38th annual convention

of the National Association

of Broadcasters takes place
in an atmosphere of unprecedented
seddateness.

There is the memory ol the asso-
ctation’s—and the industry’s—recent-
ly deceased leader, Harold E. Fel-
lows, NAB president and chairman
of the board, who died last March 8
(see Editorial, p. 100).

There is concern over the outcome
of Capitol Hill investigations. And
there is extreme interest in the
change in leadership at the Federal
Communications Commission, with
Frederick \V. Ford succeeding John
C. Doerler as chairman due to the
latter’s resignation.

In the area ol business, there is a
desire to keep the radio sales ma-
chine running in high gear so that
further progress can be recorded on
the sales speedometer.

For the second year in a row, the
convention is being held at the Con-
rad Hilton Hotel in Chicago, from
April 3 through April 6.

In  honoring My, Fellows. Dr.
Frank Stanton, president of CBS
Inc., will deliver a tribute 1o NAB's
former head at the opening session
Alonday morning. Also at this ses-
sion the 1960 Distinguished Service
Award will be presented to Clair R.
McCollough, president and general
manager of the Steinman Stations.
Lancaster, Pa. (see Silver Mike, p.
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15) . Mr. McCollough will also make
the keynote address.

The luncheon speakers include:
Secretary of State Christian Herter,
Monday; Chairman Ford of the FCC,
Tuesday. and Whitney North Sey-
mour, president-elect of the Ameri-
can Bar Association, Wednesday.

At the Wednesdav luncheon, FCC
Commissioner T.A.NM., Craven will
receive the second annual Engineer-
ing Achievement Award.

The radio agenda of the conven-
ton gets off to a fast start on Sunday,
April 3, with a special “Fm Duy.”
From 10 a.m. to 12 noon, the Na-
tional Association ol Fm Broadcast-
ers will hold a special sales and pro-
gramming seminar. The alternoon
portion of “Fm Dav” will be con-
ducted by NAB. Presided over by
Ben Strouse, WWDC Washington,
D.C., and chairman of the NAB Fm
Radio Committee, the first presenta-
tion will be “Fm: Population Ex-
plosion,” by John F. Meagher, NAB
vice president [or radio, and Everett
L. Dillard, WASH Washington, D.C.

Other [m subjects for the after-
noon are “Fm: The Count Up.”
“The Fm Receiver MNamfacturer
Speaks,” “Fwm: An Official Evalua-
tion” and “H I Owned an Fm Sta-
tton. . .”

On Monday afternoon, f(ollowing
the morning official ceremonies. the
radio agenda will feature a report

by Robert T. Masour. WMRN
Marion, O., chairman ol the All-lo-
dustry Radio Music License Com-
mittee.

Lawrence Webb, managing direc-
tor, Station Representatives .\ssocii-
tion, will deliver SR.\'s spot radio
presentation, “Prospects on a Silver
Platter.” Then there will be a ses-
sion on the “Standards of Good
Practice,” presided over by Clift Gill,
KEZY Anahetm. Calil., chairman ol
the NAB Standards ol Good Prac-
tices Committee,

On Tuesday moring, from 10 to
£1:30 a.m., the Radio Advertising
Bureau will hold lorth with “The
Nature of the Enemy,” a slide and
sound presentation outlining the
strengths and weaknesses of radio’s
major competitors. Kevin B. Sweeney,
president. will lead the RAB presen-
tation.

Tuesday alternoon is open to al-
tow those attending the convention
ample time to see all the exhibits.

On Wednesday morning there is
a special labor clinic. presided over
by Ward Quaal, WGN Chicago.

On  Wednesday alternoon,
yroadcasters Promotion Association
will deliver a presentation on station

the

promotion.

The convention formally closes
with the annual bangunet at 7:30
p-m., Wednesday. o o o

(Supplement p.8) 15



Radio Convention Agenda____.____ __

{All management meetings are at the Contad Hilton)

Special Features
FRIDAY, APRIL 1

9 a.m. to \ssociation for Professional Broadeasiing
5:30 p.m. Fducation—Roard of Divectors Meeting.
Room 18 Lunecheon

SATURDAY, APRIL 2

9 am to \ssaciation for P’rofessional Broadcasiing
5:30 p.m. Education—lembership Meeting
Room 18

10 o.m. to National Association of Fm Broadeasters

5 p.m,
Waldorf Room

SUNDAY, APRIL 3

American Broadeasting Co.—AfMiliates
Meeting

9 a.m, to
5:30 p.m.

GCrand Ballroom

9 om Buses leave south entrance of Conrad
1Lilton Hotel for Broadecasting golf tour-
nament al Midwest Country Club. Hins-
dale, 11l

10 o.m. to National Association of Fm Brogdeasters

12 Noon

Vembership Meeting

Waldorf Room

11 a.m. teo
1 p.m.

Williford—C

Regional Broadeasters—Membership
Veeting

11 a.m. to \em-

1 p.m.
Room 14

Daytime Broadeasters Association
bership Meeling

3:30 to 5:30 p.m. Clear Channel Broadeasting Service—
Room 13 Membership Meeting

5:30 to 7:30 p.m. American Broadeasting Co.—Affiljmes
Reception

Williford—A & B

MONDAY, APRIL 4

8 to 10 a.m.
Room 9

Quality Radio Group Ine.  Breakfasi

TUESDAY, APRIL 5

7:30 p.m.
Grand Ballroom

Broadeast Pioneers Banquel,

Official Agenda
SATURDAY, APRIL 2

% a.m .te 5 p.m. Registration

Lower Lobby

46 (Supplement jp. 1)

SUNDAY, APRIL 3

7 o.m. 1o 7 p.m. Registration
Lower Lobby

12 Neon to
7 p.m.

Exhibition Ha]l

Taxhihits

2:30 to0 5:30 p.m. NAR Fm Sessioir
Waldorf Room
Presidivg: Ben Strouse, WWDC Washing-
ton, 1. C., Chairman, NAB Fm Radio
Commitllee
“Fm: Population Explosion™
John F. Meagher. NAI} Vice President
for Radio
Fverett L. Dillard, WASH Washingion
“Fm: The Count U~
Dr. Sydney Roslow, The Pulse Ine.
Frank Stisser. C. E. Hooper Ine,
Richard M. Allerton, Manager; NAB
Research Dept.
“The Fin Receiver Manufacturer Speaks”
Henry Fogel, President
Granco Products ne.
C. J. iRed) Gentry. National Sales May-
ager, Automobile Fm Radio. Molorola

Ted Leitzell. Zenith Radio Corp.
“Fm: An Oflicial Evaluation™

Robert 1. Linx. FCC Field Superﬁsor.
Western Region, CONELRAD

“1f 1 Owned an Fin Siation .
Fdward L. Barry. Colunmist
Chicago Tribuue

Bernie tlarrison, Colummist,
The 1 Washington, 1). C.) Evening Star

MONDAY, APRIL 4

10:30 to
11:45 o.m.

Grand Ballroom

Presiding:  Thomas C. Bostic. Cascade
Broadeasting Co., Yakima. Wash.: 1960
Convention Co-Chairman

Tribute to Harold E. Fellows: Dr, 'rank
Stanton. President, CBS Ine.

Keynote Address: Clair R. McCollough,
Stetnman Stations, Lancaster. Pa.: Chair
man. NAB Policy Commitiee

Presentation of NAB Distinguished Serv-
ice Award: Rv C. Richard Shafio. W{S-
TV Columbia, S. C., Chairman, NAB Tv
Board of Directors amd Mewber. VAR
Policy Committee. to Mr. McCollough
12:30 to
2:15 p.m.

Grand Ballroom
Presiling> Payson-Hall, Radie-Tv Div.

Luncheon and General Assembly

. S. RANIO o <\1il'1'[ 1960




2:30 to 5 p.m.

Meredith Publishing Co., Des Maines,
1960 Convention Co-Chairman
“l Speak for Democracy™

Richard J. Sinith. National Winuer,
Voice of Democracy Competition

Introduction of the Speaker: Merrill Lind-
say, WSOY Decatur, Ill., Memher, NAB
Board of Directors and NAB P’olicy Com-
mittee

Address: The Honorable Christian A.
Herter, The Secretary of State

Radio Assembly

Wiilliford Room

Presiding: Mr. Meagher

Opening Remarks: F. C. Sowell, WLAC
Nashville, Tenn.. Chairman. NAB Radio
Board of Directors

Report to the Industry: Robert T. Mason,
WMRN Marion O., Chairman, All-Indus-

try Radio Music License Committee

Emanuel Dannett. McGoldrick. Dannett.
Horowitz & Golubh. Counsel to the Com-
nittee

“Prospects on a Silver Platter”
Lawrence Webb, Managing Director.
Station Representatives Association

“Standards of Good Practice”

ChfI Gill, KEZY Anaheim, Calif..
Chairman, NAB Standards of Good I'rac-
tices Committee

Frank U. Fletcher. Spearman & Roberson,

Washington. D. C.

Warren E. Baker, Chadbourne, Parke,
Whiteside & Wolff. Washington. D. C.

. TUESDAY, APRIL 5

10 to 11:30 a.m. Radio Advertising Bureau Presentation
Grand Ballroom

12:30 to 2 p.m.

“The Nature of the Enenn”

A slide and sound presentation outlining
the strengths and weaknesses of radio’s
major competitors for the advertising
dolar of retailers and national adver-
tisers. The presentation suggests a simple
series of steps for radio to take in its
efforts to seize more of the advertising

dollar in the 1960%s.

Luncheon and General Assembly

Grand Ballroom

2:00 to 5 p.m.

Presiding: Mr. Bostic.

Address: The Honorable Frederick W.
Ford, Chairman, FCC

Spectal Presentation:
Inc.

Broadcast Music

No Scheduled Sessions—This period is
not programmed so as to permit delegates
to visit exhibits and hospitality suites.
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WEDNESDAY, APRIL 6

9to 10:15 a.m.

Lahor Clinic (Clozed Session)

Wi illiford Room

10:30 a.m. to
12:00 Noon

Presiding: Ward L. Quaal, WGN lne.,
Chicago, Chairman, NAB Labor Advis
ory Commnittee

Participarts:  Hulbert  Taft  Jr., Taft
Broadcasting Co.. Cincinnati; B. Lowell
Jacobsen, National Broadcasting Co.;
Cecil Woodland, WEJI. Scranton, Pa.;
Chartes H. Tower. NAB: James H, Hul-
bert, NAB.

General Assembly ( Managewent and Fagi.
neering Conference

Grand Ballroom

12:45 to
2:15 p.m.

Presiding: Mr. Hall
Panel Discussion: Federal Communica-

tions Commission

Hon.
Hon.
Hon.
Hon.

Frederick W. Ford. Chairman
Rosel H. Hyde

Rohert T. Bartley

Robhert E. Lee

Hon. T. A. M. Craven

Hon. John S. Cross

Moderator: Mr. McCollough

Luncheon and General Assembly

Grand Ballroom

2:30 to 5 p.m.

Presiding: Warren L. Braun. WSVA
Harrisonburg, Va.. Chairman. Broadcast
Engmeering Conference Committee

Presentation of NAB Engineering Award:
To Commissioner Craven, FCC

Introduction of the Speaker: Mr. Hall

Address: Whitney North Seymour, Pres.
ident-elect. the American Bar Association

The Annual NAB Business Session—
Presiding: Mr. McCollough

Radio Assembly

Williford Room

7:30 p.m.

“Radio’s Public Relations—Your Job”
Robert L. Pratt. KGGF Cofleyville, Kau.,
Chairmian. NABR Public Relations Com-
mittee.

Broadeasters’ Promotion Association
Presentation

“Prometion as a Radio

Funetion™

Charles A. Wilson. WGN Chicago

Janet Bvers, KYW Cleveland

James Bowermaster, WMT Cedar Rapids
John J. (Chick) Kelly, Storer Broadcast-
ing Co.

Management

“H 1 Were Your Program Director . . .”

Miteh Miller. Columbia Records

Annual Convention Banquet

Grand Ballroom
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The vacio industry has always been concerned

with what the American public thinks of it—

individually as stations and wholly as @ fed-
cruailv-licensed business.

At present, the core ol the concern lies in the nnxic[y
over Wishington examinafion and accusation, as well
as the desire 10 see radio continue gathering strength
in the local conmmunite,

T an enterprise whose very nilture is to commuui-
tate to the public—quickly, informatively and enter-
tininglyv—ius strucware is completely dependent upon
the image i audience conjures in relation to it

Durittg a peviod when the rvadio indusuy—loiig
plagnued by government inguiry becanse of the sensi-
tive position it holds with the American andience—is
again lacing legislative serutiny, the ellorty ol many
hroadeasters are heing turned oward using their owi
natnral resoaree o convey an accurate sell-portrait.

Spearheading these efforts is the “Build Radio Wids
Radio™ campaign lormally Linnched by the National
\ssociation ol Broadceasters lor iis members List summer.

The objectives of the campaign are many:  Under-
.~.l.'1m|fng. goodwill, public relations, plain good busi-
ness. But undonbiedly dhe one goal wo which all these
. cantribnite is the desive to insure that vadie vemains
5 a primarily sell-regulited business.

» The radia position on this malter was cloquently
— stited by the Iate Harokl E. Fellows, president and
chairnrnr of the hoard of NAB. The following is an

(AL AN JU BUILDS
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excerpt from his remarks last Jinuary before the Fed-
eral Communications Commission:

“In effect, what we have said here is that we helieve
the Government should stay out of programming per
se—{hat self-regulation by the broadcasting industry,
even with its limited sanctions, is more in keeping
with our democracy than government control, whether
Iy lifted eyebrow or by lifted mace.

“Self-regulation is not an easy process, nor is it swift.
In the purest sense, il 1s motivated by an instinct for
decency, not by fear of punishment. . . .

“One can’t escape the fact that . . ., in talking about
freedom, we arc not talking about the broadcaster’s
freedont, but the people’s freedom. The people are
more tmportant than a few thousand broadcasters.
The people arve more important than a few thousand
critics of broadcasting. . . . ‘The people’s choice’ is
not an empty phrase. It is as full of meaning as the
political activities that ave taking place this year.

“What we have built in broadcasting . . . is reflec-
tive of that mood and that precious concept—that the
people chioose. Anything that is done, however inno-
cent ils origin, to limit the natural flouvishing of that
choice on the part of the people, is contrary to the
public interest.”

NADB’s “Baild Radio With Radio” drive is centered
around station communication with its audience and

public. Under the supervision of John F. Meagher,
vice president lor radio. stations have been receiving
inonthly promotion kits for on-air announcements.
Each month has a different theme and the seripts range
in length from 10 seconds to 60 seconds. For example,
last September the theme was radio’s service to vouth
and to schools.

Here is an example of a 60second spot for that
month:

“If you’re @ young man or woman i schoul, you
krnow that school days are busy days. There’s so much
to learn . . . so much to accomplish . . . so much to
enjoy. That's why vadio means so much lo young
Americans on the go . .. and parents, too. Radio goes
anywhere . . . and keeps you in tune with what's hap-
pening cverywhere. Radio shares your every intevest.
Radio covers the activities, achievements and problems
of your own school. Radio sevves as a forum in which
students, parents and leachers alike can exchange
ideas. Radio public affaivs programs help you under-
stand what you study in school. Radio brings you
music and entertainment for vour leisure hours. Ra-
dio makes it more fun to be young. Station
is pledged to serve you, your schools and your com-
maunity. This station ts « member of the National Asso-
ciation of Broadcasters. Broadcasting serves Amevica.”

Other manthly themes have included radio’s public
service activities, its service in disasters. music for lis-

RADIO WITH RADIO
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One of NAB's
station tools is

this ""Speaker's Guide.

‘“Heartbeat of Mainstreet”

‘The month of May has onte more been designated
as the anpual period Ter broadaasters 1o promote in-
temsively radio’s plice in the commmmmity, This year's
NAB theme is “Raglio, the Heartbeat ol Mainsireet.”

For the second straight vear. Faillace Productions
Inc.. New Yoik, will produce a variety ol jingles tor
member use. The theme of these spots will proniote
the prestige of the mediunt as well as its fistener
values. A kit containing promotiont and program
ideas will be mailed out by NAD 1o its membership.

The NAB public relations committee thau i help-
ing in the formulation ol ideas and, materials are:
Robert Prat, KGGF Coifeyville, Kans., {chairnum) ;
Frank Gaither, WSH Adinta: Simon Goldman, W[TN
Jamestown, N. Y.; .\. Bovd Kelley, KTRN Wichita
Falls. Tex.: Robert J. McAndrews. KB1G Hollywood.
Calil.

30 (Supplemeny p.8)

teners, radio listening during Chuistunas aind New
Year's, among others,

As part of its overall radio pablic relations cam-
paign, NAB also has a special film valled “Hear imd
Now.,” a 16mm. reel that drinnatizes how radio stations
Keep their communities well-informed around the
ok, NADB also makes available to 1ts members o
“Speaker’s Guide for Radio Broadeasters” that olfers
help in speechwriting in nine diflerent sulsjett cate-
a0TIes,

In line with this, the campiripn also oflers ta meny
bers seven different (ully-prepared specches on various
sibjects for local broadeaster use in the connnuniry.,

Is there an interest for this type of material by sta-
tons? Just sk the NAB. A\ woal ol 505 tape record-
ings of the alorenenvoned stund on sell-regulation
by Mr. Fellows his been requested by menthers mid
non-members. The "Hear and Now™ film has been
purchased by 230 savons and rented by another 80—
a totaf of 31 N\ for the “Speaker’s Guide,” radio
members received one guide cach and then 306 mem-
bers requested 317 addivional guides.  About 4,165
luillength speech texts have already heen mailed out
to members, afl on request. (There was no blunket
mailing ol speech texes w the membership.)

While the NADB believes the interest by stations is
encouraging, it also is firm in its stand that a greater
number of stations should he devoting more time o
this campaign. NADB veasons that at this particular
moment i its histoy theve is little that conld be wore
important to a station than local image-building,

Many station execntives, the association believes,
Lo one reason or another find themselves so busy with
thé normal business leatl that they overlook the op-
portunity to plan an bnage-building campaign with
the help ol NADB muterials.

In addition o the industry signihcance, the NAB
alsq appeals to the broadeaster's sense of business on
the sound premise that good public relatians s good
business.  John M. Comrvie, manager of puahlic rela.
tions, explainsg

“Public acceptance of youy station is a [itg faclor in
deteymining the number of its hsteners .. and their
response to what they .. hear. This, in turn, affects
your sales to advertisers .« . ot Lo mention your own
puckethook.

Yoo Public velutions is just one of many manage-
Mment toals. But [t s pavticularly impaortant io you
becavse you ave in a gouvernment-licensed nalustry
whicl iakes iis daily bread by communicating with
the public. And public velations caw  determine
whether your daily hread dough rises or falls flat.

“Because you ave in the business of communi
cating with the public, just about euvecything you do
makes an impressian on the public. Everyihing you
do can help to build—or tear down—the public stal-
wie of you and yaur station. . .

“You can find many good definitions of whay public
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velations is. But 1 have one which I think fits the
broadcaster. It involves three basic elements.

“First, pnblic relations means [iding what yonr
public—yonr audience—wishes . . . whal it needs .
what it expects from you. Second, public relations
means guiding yonr policies to fulfill these needs and
desives. . .. The third point—this is the point that too
often Is ignored and this is the capstone of pnblic
relations:

“Public relations means communicating and inter-
preting your policies aud your actions so yonr public
will knewe that yon are acting in theiv interests. In
other words, public velations is a [ree flow of commu-
nications hetween you and your conmunnity. . . .

“IVhencver you build a favorable public impression
of yowrsel[ and your station, you also arve huilding
good public yelations for the whole broadcasting in
dustry.”

The “Bnild Radio With Radio™ campaign leaves
no question as to which medium the NAD believes
should be used as the primary source of communica-
tion. The association feels strongly that favorable
newspaper stories are welcomed, but should be regard-
ed as a bonus. “Radio can do the job all by itself if
all broadcasters pitch n.”

Many broadcasters feel that the time is vight for a
re-dedication to the basic reasons that have made ra-
dio a major medium of mass communications and the
prime conveyor ol instant information—a re-dedica-
tion of the programming and economic base ol the
medium and the need for self-watchfulness.

The seven complete speech texts that NAB has pre-
pared so far for its members reflect some of these
views. Although the speeches themselves contain a
goodly share of the statistics and factual material to
illustrate the growth and dimensions of radio, they
also contain many views representative of what radio
stands for today. The seven speeches are: “What Ra-
dio Means o America,” “Radio Is Close to You,”
“Radio . . . Ahwvays in Tune With You.” “Born to
Blush Unseen,” “Listen to the Latest.” ““The People’s
Right to Know"” and “To Thine Own Sel.” The
following are excerpts from “\What Radio Means to
America™:

“Except [or the himited govermment regulation that
is necessary to keep order in the [requencies, Amer-
ican radio is [ree under our system, . . .

“Through competition hetween stations, each one
competes for the listener’s favor and if it does not
please, it loses listeners. If it loses listeners, it loses
the economic support necessary to operate. As a re-
sult, Americans ave getting the finest radio program
service, unmatched anywhere in the world . . . with-
out cost . .. without tax . . . without censorship. . . .

“Sa it is advertising revenne which enables radio to
pay its way and develop new and better program serv-
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T0 INFORM
AND
ENTERTAIN

ﬁ".—

wes. It also enables radio (o Iive the competent and
telented people to write and produce programs and
staff stations. According to the U. S, Department of
Commerce, the average income of hroadcasting em-
plovees is the second highest of all industries in the
country. . ..

“President Dwight D. Eiseuhower, in a message sa-
Inting broadcasters, summed up the mission of radio
this way: ‘To inform the people fully, [airly and [ree-
Iy, to hearten their spivit with heaithy entertainment,
to encourage in every possible way aspiration toward
a beller state for all mankind. .. These are the high
purposes to which radio is dedicated!” o o o
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Gold Plaque Winners
Northwest Ocient Airlines

Schlifz Beer

Budweiser Beer

Winston Cigarettes

Nescafe Instant Coffee

Ford Cars

Coca-Cola

Pepsi-Cola

BUILDS

usual share of prophesies that 1960 will be one

ot well-betng for radio. Frony many quarters
the conviction is that when the final tallies are in, this
year will see a substantial gain in billings and jn toral
number ol clients.

Contributing o this Ieeling is evidence that many
agencies and advertisers are using radio fy tmaginative
wavs, In d growing number ol cases—by no means a
trend as yet—agencies are once again aflording radio
the creative treauent. Fresh ideas as 1o copy and
media strategy are appearing in greater numbers,

At the source of this fountainhead of ideas is Radio
\dvertising Bureau Jac. Whether it be stimulating
new uses of radio, or conmissioning rescarch projects
to. justify radio expenditures, or giving recognition to
advertisers and their agencies that are using radio suc-
cessfully, RAB continues to earn its stripes as the in-
dustry’s sales promotion organisation.

At its fifth annual National Radio Advertising

|
% This vear bas brought with it more than the

52 (Supplement p, 10)

Clini¢, which was held March 31 and April 1 in
New Yuik and Chicago, respectively, the hureau once
again created a workshop environment for the ex-
change and exposnre of ideas on how to use radio. In
presenting awards for the cight most cffective com-
mercials ol 1959, the association also gave recognition
to successful applications of the sound medium.

Gold record plaques [or the winning commercials
went to (there are no rankings) : Northwest Orient
Airlines (Campbell-Mithun Inc.); Schliiz Beer (]. Wal-
ter Thompson Co); Budweiser Beer (1)'Arey Advertis-
ing Inc); Winston Cigarettes (William Esty Co.)
Nescale Instant Coffee (William Esty Co.); Ford Cars
(J. Walter Thompson Co.); Coca-Cola (McCann-Erick-
son Ince.), and Pepsi-Cola (Kenvon & Eckhardt Inc.).

Thiese national awards are chosen on the basis of 2
questionnaire survey sent to leading agency, adver-
tiser und broadcast executives. Periodically through-
out the year, RAB also makes similar presentations 10
regional adverltisers.

{/. S. RADIO « April 1960




At the NRAC, the burcau provided a springboard
by which five major advertisers could explain how
each used radio and why. The advertisers were: The
Mennen Co., Northwest Orient Airlines. .American
Bakeries Co., Cities Service Co. and John Morrell & Co.

Below is a two-part review of the major elements of
the NRAC—the award-winning commercials and a
capsule analysis of how the five advertisers use radio.

Here are the eight gold plique winners:

NORTHWEST ORIENT AIRLINES:

(Jingle) Give wings to your heart. Your
spirits soar. The Orient is calling you
to Tokyo and Hong Kong, too. To the
Orient by Northwest.

(Copy) To Japan and all the Orient, North-
west Orient Airlines cuts travel time by
eight full hours. Flies the straight-
line, short cut. Up to 2,000 miles short-
er across the Pacific. And Northwest has
now made more than 10,000 trans-Pacific
flights. Fly with the airline that leads
in Orient travel service. Call your
travel agent or . . .

(Jingle) Northwest Orient Airlines.

SCHLITZ:

(Jingle) Know the real joy of good living.
Move up to quality. Move up to Schlitz.
Know the real joy of good living. Move
up to quality. Move up to Schlitz. Re-
freshing Schlitz. The world's best sell-

ADIO SALES

ing beer at any price you pay. One of the
finer things in life everyone can enjoy
all day. Know the real joy of good living.
Move up to quality. Move up to Schlitz.
(Copy) The joy of good living by Vic

Damone. Treat yourself to one of the
finer things of life. Move up and enjoy
Schlitz quality today. Schlitz . . .
the beer that made Milwaukeee famous.

BUDWEISER:

iJingle) The story behind the label reads

like an open book. The story of Bud.

{Copy) Have you read the label?

{Jingle) Sure.

i Copy) Have you read the label?

(Jingle) Sure. The story behind the label
reads like an open book.

(Copy) It's right there on every Budweiser
label. Seven proud words. Choicest hops,
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rice and best barley malts. The key vro
that remarkably satisfying Budweiser
taste. The secret behind the wonderful
refreshment of the king of beers.

(Jingle) Where there's life . . . there's
Bud. Where there's life . . . there's
Bud. Just read the label. That's all you
do. The reasons will be plain to you.
Budweiser beer is for folks who know.

(Copy) Read the label. Seems to me you
have excellent reading taste. Read the
label?

(Jingle) Sure.

NESCAFE INSTANT COFFEE:

(JINGLE)

Man: Two beans times two beans is four
beans.

Gal: Nescafe uses lots more beans.

Man: 10 beans times four beans
And add three more beans

Duet: Make 43 rich coffee beans.

(Jingle) Yes, you get 43 beans in every cup
of Nescafe
Real coffee beans—that's all there is
in Nescafe.
43 beans in every cup make Nescafe
The all-coffee instant coffee
With the "let's have another cup” taste.

(Anncr.) Extra beans mean extra flavor.
Today's Nescafe goes all the way for
flavor with 43 choice beans in every cup.
Tastes fresh, friendly, completely
satisfying.
In today's Nescafe—the accent is on
coffee.

(Tag) 43 beans in every cup make Nescafe
The all=-coffee instant coffee
With the "let's have another cup" taste.

WINSTON:

(Jingle) Winston tastes good like a
cigarette should. Because there's
filter blend up front, up front ahead
of the filter. And the flavor you get in
a Winston cigarette comes from filter
blend. Filter blend means fine tobacco.
Filter blend up front. And the flavor
you get in a Winston cigarette comes
from filter blend.

(Copy) Filter blend is a mighty good
reason for you to smoke Winston because
it means tobaccos specially processed
for filter smoking. A Winston secret.
You get Winston's own pure white modern
filter . « . plus the rich, delightful
flavor of fine tobacco.

(Jingle) There's filter blend up front, up
front ahead of the filter. And the fun
you get in a Winston cigarette comes
fromfilter blend and makes Winston taste
good like a cigarette should. Winston
tastes good like a cigarette should.
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FORD r

(Anncr. ) Frank Sinatra and Rosemary
Clooney for three new lines of Ford.

(Jingle) Sinatra: There's a big, wide
wonderful world of new Fords

Clooney: Newly-proportioned for you Fords

Clooney & Sinatra: A beautiful, wonderful
new world of Fords.

Clooney: First the new Ford lihe

Sinatra: Live a wondrous life in the Fords
of a lifetime, the finest new Fords of a
lifetime, the beautiful, wonderful new
60 Fords.

The new size Ford, the Falcon

Clooney: Falcon, the new size Ford Falcon-
You'll find that the new size Ford
Falcon's the easiest car in the wide
world to owt.

Sinatra; And the Thunderbird.

Clooney & Sinatra: Thunderbird, finest of
fine cars, the last word, "Wish it were
my car, the dream car of the wonderful
new world of Ford."

(Amncr.) See them at your Ford dealer now.

COCA-COLA

(Jingle) Be really refreshed. Work and
play at your best. Enjoy the refresh-
ingest pause for a Coke. Ice cold Coca-
Cola. Pause for aCoke. You'll love
cold crisp taste when you're on the go.

You get a lively 1ift with Coca-Cola so 1
be really refreshed. Work and play at

your best. Enjoy the refreshingest pause
for a Coke. Ice cold Coca-Cola.

Pause for a Coke.

PEPSI-COLA

(Anncr.) Pepsi-Cola presents—The Soci-
ables at the Country Club.

(Jingle) (Be sociable)

She: Wonderful dance
(Look smart)

He: ...for the belle of the ball.
(Keep up to date with Pepsi)

She: Are you referring to me?

(Drink light refreshing Pepsi)

He: You've had six different partners.
(Stay young and fair and debonair)

She: But not one glass of Pepsi
(Be sociable)

He: Light, refreshing PepSi..:.

(Have a Pepsi)

She: The sociable refreshment.
(Be sociable)

He: Let's dance our way to the Pepsi-
(Look smart)

She: And join the other Sociables.
(Keep up to date with Pepsi)

He: Mind if I sing?

{Drink light refreshing Pepsi)

She: Mind if I do?

{Stay young and fair and debonair)

He: Go ahead...it is our song.

Chorus: Be sociable—1look smart. Keep
up to date with Pepsi. Drink light
refreshing Pepsi. Stay young and fair
and debonair. Be sociable—have a
Pepsi.

100 Leading Spot Radio Clients—1959- i

RAB-ESTIMATED s1POT
RADIO NET EXPENDITU RES—

RANK  COMPANY JANUARY.DECEMBER 1959

I *Ford Motor Co, aeeeeereoeneceeneemerenens $7,280,000
2. K. J. Reynolds Tobacea Ca, ....... oo 1,800,000
3. Chirysler Corph venne coinreencieninineenes o 4129000
Ao Geweral Motors Corp, oo, .. 1,115,000
3. Aunheuvuxer-Buseh Ine. remeeeeeeeeeeeee 3,083,000
6. Liggeuwt & Myers Tobaceo ('u .......... veee 3.600.000
9. PP Lorillavd Co. coneninieiniegeninn . ... 3,100,000
8. The American Tobaceco Lo ........ ... 3,090,000
9, Jos. Sehlitz Brewing Co. covevveeennieneninn. . 2,710,000
10. Sinclair Refining Co. vevvivcivneecviniveneiinn 2,500,000
11. Carling Brewing Co. wvvvvevvvevereneenens veeeee 2,000,000
12. Thomas Leeming & Coo veeveeveennnnennnneee. 2.000.000
13. Bristol-Myers Co. reressesenianegiseneannniees 1,900,000
14. Texaeo lue. ... civerrnrenemrensessenaes 1,840,000
153. Chesebrough. l’mul s lnc veraesenreremaaa 1,070,000
16. B. C. Remedy Co. covvvnvnincviiiniencnveninnen, 1,600,000
17, Fels & Coo cvvnvciviicieianennen reneina e 1,000,000
18. Beneficial Finance Co. .o.cvvneivniviiinnesrmress 1,578,000
19. Eastern Air Lines Inc. coivvviiivieiiiiiinnes 1,500,000
20. Northwest Orient Airlines copvicivinnnes 1,500,000
21, Shell Oil Cos oovnvenvvinviinnnriairiierans 500 oo 1,500,000
22. PRlonglh, INC, reecemcmeicinmesisesvosssmsmmmnbunsies - 1,420,000
23. Campbell Soup Co. covverrveneneveeeeveee e 1,400,000
24. Ralsion Purina Co. .ccoserveinneennnceeeioe 1,352,000
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25, American Airlines Ine ccnniee.
26. Continental Baking Co.
27, Esso Standard Oil Co.

1,311,000
v 1,215.000
. 1,200,000

28. The Firestone Tire & Knl-lur Co vereeeer 1,100,000
29. Miles Laboratories 1ne. coveoniniieennenins 1,100,000
30. Metropolitan Life Inruranee Co. weuevereeee 1,070,000
31 The Gillette Coo rveeeevenierenienecemnninine. 1,059,500
32. Sterling Drug Ine.  vgvesinenna.. 1,023,000
33, Cities Service Coo venieveveeieicecmeeeeeiiieiennns 1,000,000
314 Sundard Brands lae. coovvvecevciieveecneeene. 1,000,000
35, Telley Tea Coo vneecvereeenenniecaniennnensennee 975,000
36, Tie ¥, & M. Schaefer Brewing Co, ........ 910,000
37, Trans World Airlines Ine. oovvneevnenrene. + 925,000
38. Pharvmaco lne. ........ S S—————— e 910,000 r
39. **The Borden Co. woverveeeenccreeenennnnee e 900,000
40. Theo, Hamm Brewing Co. cvevevennenienen. 900,000
41. The Cream of Wheat Cou vovvvvvveceninrenns 850,000
42, Clark Oil & Refining Corp. coovvvinniecennnes 820,000
43. Corn Products Refining Co. .oovvininiinne. 800,000
44. Liebmann Breweries lne. coveevnvineeennn.on.. 800,000
5. The Qualur s Ca.. . et s po 800,000
46. Union Carbide Consumer PProdnets Cu 800,000
47. Studebaker-I"ackard Corp. ..ccccivvieernnnenee 750,000
48. J. A. Folger & Co. .coceeeetes oo 139,000
49. Falstaff Brewing Co. .rvvvieiiciciiccrnnnen . 730,000
30. Shulton Ine. .oooien oo, . 720,000
31. Time Ineg -ccveeemmccecnsonannnn Faperemgatageniniaanas 120,000
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Moving the National Radio
Advertising Clinic from New
York to Chicago on succeeding
days was no mean task for {I
to r): Robert Alter, manager,
sales administration; Kevin
Sweeney, president; Miles
David, vice president & director
of promotion, and Warren
Boorom. vice president & the
director of the member service.

e lollowing is a capsule description ol the way
each ol the five national advertisers, who expounded
on their radio use at the NRAC, employ the medium:

Northwest Orient Airlines (Gordon M. Bain. vice
president in charge of sialesy —Uses heavy radio sched-
ules covering about 40 US, cities. "The company spends
about $1.5 million in radio, wing multiple stations
o promote intensively llights that are “light.”

Mennen Co. (Willimn G. Mennen Jr., vice presi-
dent and director of domestic sales and advertising)—
This giant toiletries manufacturer has long been :m
advocate of radio advertising. Of particular interest
at this time of the year, which My, Mennen dewiled.
was how the company’s summer radio campaign of
last year reportedly helped produce up to a 75 percent
increase in sales for the products advertised. The
summer campaign ran for 20 weeks in 73 key markets.
Mennen spends about $590,000 a vear in radio.

American Bakeries Co. (Robert Llewellyn, adver-
tising manager)—The company recently invested in
a special three-month radio campaign costing $500.000,

e e LT A 111 t [ | o !
32, Staunback Co. covevvvernrnnnnnnnns reereenreeennsnsannens 715.000
33, P. Ballantine & Sons coeveeeeceeeneeveennennienes 5 710,000
34. Philip Morris lue, .iiiniiririeniinnennnn, 710.000
53. General Foads Corp. .ceeveereenienninnnnnnen. . 905.000
A, Grevhound Corp. vviivecciiciiniiiennennn 700.000
37. Pabst Brewing Co. ..oovvevvniiiiiceecninnnnnns 673.000
58. The Florists® Telegraph Delivers Asan.  665.000
39, Geueral Cigar Co. ..covrrirrrricnciiniinniinin 660.000
0. Interstate Bakeries Corp. y . 660.000
61. The Chatitanooga Medieine Co. ............ 650.000
2, Laugendorf United Bakeries Ine. wovenines 650.000
6. W, F. McLaughlin & Co. ......oauuveeeneeeee 630.000
64. Sun Oil Co. ..ccoevveveennninnnnee cerrvenenens 623,000
65. Amcrican llome I'roduets Corp. .......... 616.000
66. Standard Qil Co. (Indiana) 610.000
67. Phillips Petroleum Co. ......... AOCOREOIIE00000G 605.000
68. Household Finance Corp. ....coveveevevrunnnns 600.000
69. General Mills Ine. 394.000
70. The Mennen Co. ...... 390.000
Tl. Nestle Co. cvvververrrrrieinnsinssenisisr s riesssns e 390.000
T2, Intermational Harvester Co. wccvecvvveeenennne 583.000
TE. Foster-Milburm Co. ..cvvvvivirivincininennannenen 580.000
T4, Skelly Oil Co. .cnnerveeeinirencceeeeneeneees 364,000
75, John Morrell & Co. ............. 2000000000 360.000
Th. Mational Airlines Inc. ... veee 330,000
T7. Piel Bros. ....oovvvvvenne teteneeeaneriene CO0C0000000 330.000
TH. Seaboard Finance Co. ...... £0EATOCONOO0CO0MO0] 330.000
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Lt used a minimum of 80 spots a week in 31 key mun-
kets. Instead ol the customary 30- and 60-second spots.
Americam Bakeries” commerdials induded @ nmumber
ol full-length popular song adaptations, under the
heacling “Music to Sell Bread By.” Because of Lavor-
able results and comments [rom grocers and consmn-
ers, the company is reportedly mapping plans lor an-
other, more extensive drive later this year. The firm
spends about $515,000 a year in radio.

Cities Service Co, (Ravmond C. Kedk, advertising
managery—Spending more than S1 million in radio.
the company mey the medium extensively in ity 38
state marketing arex. le employs the medium in peri-
adic flights. usually of six weeks' duration. and often
average 3,300 announcements a week over approxi-
mately 125 stations (rom the Atlantic to the Rockies.

John Morrell & Co. (F. ]J. Torrance, advertising di-
rector) —For its Red Heart dog food, Morrell piits
the largest share of the product’s ad budget in sound.
RAR estimates that the radio expenditure is runmning
at the rate of 5560.000 a veiar. e o o

9. Massey-Ferguson Ine. . 333.000
80. Ameriean Bakeries Coo cvvrvvvnvenrennenvenennen. 215,000
81. Hills Bros. Coffee Ine. ............ 210.000
82. Wm. Wrigley Jr. Co. ccerrnreenriariniinccnen. -200.000
83. Burgermcister Brewing Corp. 495.000
84. United Bisenit Co. of Amertea 493.000
85. Tea Conneil of the U.S.A. Ine. 184,000
86. Lucky Lager Brewing Co. oviniviiininns 475.000
87. Dugucsne Brewing Co. of Pittsburgh ....  433.000
88. Canada Dry Corp. .ovvveviecvniiniiiienn reerenes 450,353
89. General Baking Coo eeveeeeeeenevceeeennnn e 150.000
90. The Bon Ami Co. covvvvrvinvninieiiininen ceeeeene 430,000
91. Awecriean Motors Co. veveninvvenneceeccnieeenens 1435.000
92, l'a\lnn & Gallagher Co. ...vvvrvvvivvvevinnnnins 420.000
93, S.S.8. €l crvcveniieniiiiarireasraessnseensensesesennes 415.988
91, Dllﬂ'_\-)lull Co. 115.000
9353, Gulf Oil Cou cevenriiricii e e $£15.000
96. The Pharma-Craft Corp. ceeueevvvnevennnenennns . 415,000
97. United Air Line- 415.000
98. K.L.M. Royal Duteh Airlines viveennenn.e. 410.000
99, ‘The National Brewing Co. ..ccvveveenrevnnnnns 110,000
100. Associated Sepian Products ... 407,500

* Ford Motor Co, expenditure includes spot radio money
spent by Ford’s dealer organizations. Figures shown for
other auto manufacturers refleet only *“*factory” outlays.

** Borden expenditure represents spot radio money for
food products only,
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E:‘J\lruinpi . . the tape transport and playback unit of an
entircly new system, designed to give the advanced broad-
caster the uldmate benefit from magnetic tape caruridges.

@m\lmla.p.n_ .. with reproduction quality equal to first
rate professional tape equipment. While @mﬂnﬂnps_ will
perform essentially all programming duties, it is especially
suited for superb reproduction of announcements, production
aids, themes, and the top tunes of the week.

@mwi.lnp;; .. . offering split-second operation. Several
@cml-lﬂ;m units may be cross connected to give com-
pletely automatic programiming segments. This is the answer
for those who desire interspersed automatic and live or man-
ual programming from the same cquipment. One switch
converts a L_anbulape. system from manual to automatic

(and vice versa) operacion 1n a split second. The precision
operation of {Eanlnlape. allows the unit to be scopped and
started berween syllables without noticeable wow. It also
permits consistently tighter cueing on the start of any pro-
gramming scgment than can be obtained with other similar
cquipment.

The system includes, in addition to Cﬂf‘lf”lﬂ-P-Q- the Record«
ing Amplifier, 4-channel Switcher, Remote Panel and other
accessory items.

Developed and manufactured exclusively by Gafes, the
Eﬂnl'ulﬂpl is an excellent partner for the famous Gates
Spot Tape Recorder, where even greater versatility is desired.
For complete information, write today for Bulletin CT-603
-~ . yours for the asking.

GATES RADIO COMPANY

Subsidiary of Harria-Intertype Corporation
QUINCY, ILLINOIS

Offices in:

HOUSTON, WASHINGTON, D.C.

In Canodo:

International division: X
13 EAST 40th STREET, NEW YORK CITY’

CORPFDRATION

CANADIAN MARCONI COMPANY




Radio Equipment

On Display

Smoother and more economical station

operations for today and tomorrow are

reflected in new equipment developments

Smooth and economical operation, new broad-

casting techniques, development of a growing

medium. Ways and means of achieving these
three aims will be rellected in the equipment displays.
Since the last Chicago meecting, manufacturers have
made considerable strides in developing and improv-
ing equipment for more eflicient automatic program
ming devices ancl systems, multiplexing equipment for
stereophonic broadcasting and products for the ex-
panding fm market. In addition to these areas, broad-
casters visiting the displays of equipment will be able
to find items developed to improve every phase of sta-
tion operation.

U.S. RADIO o April 1960

The following is a report on equipment of interest
to raclio executives, as reported by these companies:

Gates Radio Co. is offering a full line of broadcasting
equipment. One of the items being shown for the first
time is the FM-10.A 10,000 watt fm transmitter. The
unit features a new development called “varia-line
tuning,” which is a method of tuning a single ended
VHF amplifier. “A portion of a parallel plate trans-
mission line,” the company says, “is made variable to
capacity tune the line to operating frequency. As a
1esult, neither mica nor vacuum capacitors are needed
in the tank circuit,”
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Equipment On Display

Aunother new item found in the Gates display is the
CB-77 12-inch wrmable. .\ third product being shown
for the firse time iv the M=3693 modulation monitor.
Also vn display will be the BCHP-2 5000 waue am
transmitter witlt silicon rectifiers, aifed the BC-ET 1,000
watt i ansniuer.

Having auracted considerable interest Iast vear when
it was introduced, Gates is again showing its ST-10L
spot tape recorder. Accommodating 101 spot anfounce-
ments onf separate traeks, the device nses an indexing
h}\lcll] to ])Cl'lllil the \(‘lf."('liun ol lll(_‘ l)l'Ol)cl' amiounliee-
ment by the munber listed in the progrinn fog ar script.

One ol the leaders in the tape hield, the Ampex Coyps.,
is exhibiting its Model 351 prolessional recorder in port
able, rack and console monntings, ad the Model 300
mister recorder. The firm has devised a “tortare test
which will iflustrate the ruggediiess of the equipment.”
Also on display iy i set ol vecorder heads which have
been wsed 40,000 hours 1o demonstrate the long life of
these precision parts.

Backing up its opinion that “. . . the most significant
development it radio cquipmcnl this year will he
product support of the national trend w stereo broad-
casting,” Ampex is showing its new Model 352-2 1, «
stereo reproducer which plays two-track and fourarack
tapes.

Collins Radie Co. believes that the industry's grow-
ing acceptance ol automation will again be demon-
stratec at the convention. Therelore, the manulacturer
has made “marked advances” i the development ol
completely automated program equipment. In addi-
tion to the automatic devices, Collins is also displaying
a complete line of broatlcast equipment. This includes
a 1,000 and 5,000 watt am transmitter, a dual chammel
studio console, a variety of unicrophones, custom pluis-
ing equipment, turntables, among others.

58 (Supplement p. 16)

A vatiety of new pieces ol broadeasting equipmentt
B to be found in the exhibit of the Radio Corporation
ol Amervica. One ol the new items is a 1,000 watt T
wansnritter. Unit incdudes i standard I exciter antl
a single tube power amplifier. It can be expunded
higher power and adapted to be wsed for o muliplex
operation. Ao oo display is a new 5 kw am rans
mitter type BWEAST. Acconding 10 the company, this
“high elliviency transmitter inchides a power amplifier
that operates at % percent of efliciency as conrpared
to the usual 76-75 percent efficiency vating.”

Other products being shown include o new velocity
microphone, a new all-transistor monitor amplifier and
an hm antenna. A new wodel professional tape record-
et iy scheduled 16 be exhibited for the first ime. Part
ol the display shaws an opeiting radio station, featur-
g a3 automatic wrntahle and magnetic dise recorder,

General Elecironic Laboratories Inc. is focnsing dts
attention on the growing needs of the m market. The
rm’s display has been built around 5,000 and 1,000
watt b transmitters with fmoanultiplex exciters. Pack-
aged ina cabinet, the sysiem includes the main channel
exaiter, a subchanncel generator and the power supply,
thus making a completely integrated unil.

Tower obstruction lighting equipment is lowrd i
the display of Hughey & Phillips Inc. According to the
finm, the exhibit is featuring new tower lighting isola-
tion transformers. Also to he seen are tower light cou-
trol and alarm units for unattended microwave relay
stations, combination photoelectric contvol and beacon
fiasher units, beacons, obstruction lights and varioys
control units.

An actual omni-directional, horizontally polarized
antenna for [m stations will be shown by the Jampro
Antenna Co. According to the manufacturer, the radp

(Cont'd on p. 60}
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Take

) OLU
from

RCA

Program

_Nervices

The Automotive
Sales Library

New and unigue: a powerful
radio commercial campaiga
designed to tap the largest
source of local radio revenue
—new and used car dealers
—plus every other Lusiness
associated with automo-
hiles. In the package: over
700 lead-ins, spols, and
“featurettes,”’ including
hints for car-owners, and
informative sell-spots on
every make of used car from
1954 through 1959.

Thesaurus
Mugical Library

Now in preparation: a series
of 2L, P."s containing 2000
selections—all specially
programmed for 13-minute
broadvasts. These selections
are the cream of the
Thesaurus music library

and new releases added
monthly keep you right
up-to-date.

The Juckie
Robinson Show

An exciting new fis c-minute
radio series slarring

one of the nation’s most
dynamice sports personalities,
and his big-name guest
stars (such as Ed Sullivan.
Don Drysdale. and Johnny
Mathis) with anecdotes of
great sports events. Audition
**Jackie Robinson’s Sports
Shots.”” It’s available for
sponsor presentation now.

Thesanrus
Commercial Library

A low-cost, high-potential
conmiercial radio service
that gives local stations the
hig-time sound. The Library
consists of comnercial
vitmpaigns, station promotion
1Ds, singing jingles, etc.,
and each month new
additions are made to keep
you on top in the solid-
selling Sixlies.

At the NAB Convention: Get the full details on these and other
Thesaurus features in Suite 600 of the Conrad Hilton.

RCA RECORDED PROGRAM SERVICES@®

New York, Chicago, Atlanta, Dallas, Nashville. Hollywood

U.S. RADIO o April 1960
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Equipment On
Display
{Cont'd from p. 58}

ator ntay beé stacked info bavs tor provide exuremely
high radiated power, T'he antenna is sind 1o be ninched
out to 50 ohms. and is non-reactive at the operating
Irequency. Since more than dreequarters »l an inch
ol ice van create a detvimental VSWR change, auto-
matic de-icers are available for installation inside the
radiating clements where more icing is encountered,
The mamulactiner states that the tempaeature plase is
uniform. “T'his, combinegd with the lower VSWR of
the elements, makes the antenna idea! lor multiplesed
[ stations.”

Programatic Broaduasting Service is showing its com-
plete package ol equipment designed {fo autonunic ra-
Representatives will be ollering
demonstrations ol how the sywstem operates mreder a
variety of circnuntances.

dio  programming.

Latest models in the Spotmaster line ol tape careridge
recording and playback units are on tisplay at the
Broadcast Elecironics exhibit. Tlie egnipment makes
use of continuous loop ape cartridges and electronic
pube cucing “to Al (he need for tight progrinnming
of spot annotincementis.”

Automation devices are the feature atiraction at the
Schafer Custom Enginering display.  Inchuded are var-
ious picces of remote control equipment, and a tape
cartridge vecorder auid plivback unit

Standird Electronicy is displaving a wide variely ol
broadcasting equipment, witly the emphasis on fm sta-
tion requirements. Among the items being shown arc
a new 250 watt ln wansmitter for sterco or multiplex

60 (Supplement p. 18)

broadeisting, o replavement modulitor  designed  to
modernize older [m transmitters so that they ¢ be
used for stereo and multiplex, an audio console, a IO ks
fm amplifier and vansmitter, among athers.

The Biauer Electronies Corp. display will consist of
a new LO0O 250 winie am broadeast transmiter, and a
pictorial displny ol the fi’s new 5 kw am broadeast
transmitter., The 1000 watt ovansmitter, madel 707, is
designed as a ki, making it possible Lo the broud-
caster to assemble the univ humsell.

Frin hroadeasy transmitters, multiplex equipment, ve-

mote control units and §'TL receivers make ip the dis-
- . ) 3 L)

play at the bidustrial Tronsmitters & Antennas exhibir,
The firm reports that it has redesigied i1s complete
linc ol tm transmitwers nd . . o leaunes self-neutral-
ication and standard s e expects to develop high
power [ transimitters, up 1o 50 kw, in the near (uuire.

Visui) Electronics Corp. will have o latge display
fcaturing the Latest broadeasting equipment ol the va-
1ious manulacturers who sell their products through
the fima's sitles orgamization. The am equipment shown
indudes tansmitters and remoie control systems, an
audio canmole, |1|i(‘l’()|)ll(n|es, monitors and tape record-
ers. I equipment is represented by transmitters and
multiplex vxeiters, hackground wusic tape players angd
multiplex veceiver equipment.

An dll-am stereo system is the highlight of the Kahgy
Rescarch Laboratories display. Called the STR-59-1A
sterco excitevdriver system, it is said 1o “. . . permit
compatible stereo broadcasts pver a single am tansmit-
ter and true stereo reception on two standard am re-
ceivers. Ilsing any stndard am transmitier, the Kahn
exciter-driver develops a full varvier and two independ-
ent sidebands, each modulated Ly the two stereo chan-
nels" Abo on display will be thie compatible single-
sideband model C8S-55-1.\, whiclt is said to double
cliective transmitter power, improve audio fideliny and
reduce adjecent mid co-chammel iierierence,

Utility Tower Co. is showing a complete line of radio
towers and aceessories, The newest produoct on display
is the 170 knock-down 1ype tower of bolied angle-iron
construction. 1t comes in 10-loot sections, making it
simple and econonrical a s,

Electronics Applications Inc. has an exhibit ol a va-
riety ol broadaasting aids. Some ol the products being
shown inchude a trmtable, a wircless microphone sys-
tem, a portable tape recovder, studio and field micro-
phone stands, fm operations relay receivers and i1 peiak
volume indicior systen,

A line of am and Im equipment is on display at 1he
Continental Manufacturing Inc. exhibit. Included are
[m anuttiplex rveceivers, fixed frequency reccivers, cus
tom designed receivers and monitors. There are also
a line of audio amplifiers, am and fn wners; siereo
amplifiers and radio intercom systems, s o o
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BIG

FOR

’60

modern approaches to one old broadcasting problem:
finding the right music at the right price.

| SESAC RECORD'NGS announces the new all-LP music

Program Service, brilliantly produced on hi-fi recordings and featuring the great
names of the industry. Six different purchase plans to choose from. Outright
ownership. Your choice of albums. New releases.

Popular, jazz, classical, country and western, religious, band music, and the
“DRUMMERS’'* — SESAC’s all-new recorded sales starters, station promos and
production spots,

To see and hear and learn about the Big Six purchase plans, visit the SESAC
Hospitality Suite 1206A at the Conrad Hilton Hotel during the 1960 NAB
Convention.

* Trademark

SESAC IN THE COLISEUM TOWER
e« 10 COLUMBUS CIRCLE « NEW YORK 19, N. Y.
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...your copy
waiting
for you

at our
suite
Conrad Hilton

Impressive documentation of newest
qualitative research « « « for Television and |
Radio Stations, Advertisers and Agencies
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rud io Corrected up to press time

EXHIBITOR | HOTEL | SUITE COMPANY REPRESENTATIVES
Equipment .
Ampex Corporation Conrad Hilton Exhibition Hall{Neal K. MeNaughten, Tow Davis, C. B. Paul~on, Warren
Space 32 \nderson. Jack Hauser
Bauer Electronics Conrad Hilton |[North Hall Fritz Bauer, P’aul Gregzg, Duncan Peckliam
Space 38N
Caterpillar Tractor Conrad Hilton |Lower Level IC- U. Stone, R. V. Bradley, D, E. Shoupp, B. . Be-<ert
Lobby Sp. 36
Collins di Hilt Exhibition Hall|E. S. Cagnon, H. (). Olson. B. V., Hite, E. G. Randolph, ).
o Riin Conrad Hilton Space 34 M. Haerle, J. H. Speck, C. I'. Glade, T. W. Sharpe, J. F.
Stanbery. F. P, Wallace, G. M. Bergmann, L. H. Leggett, K.
N. Edwards
ti t i Hilton Exhibition HallJame: O. Weldon, W_ M. Witty, Thomas B. Moxley, Mark W'
Continental Electronics [Conrad Hilton Space 33 Bullock, Vernon Collins, Richard I’. Buckner, Ray Tucker
Electronic Applications |Conrad Hilton [Exhibition Hall{John Costello, Truus M. Skee, Vincent J. Skee
Space 6
i d Hilton Exhibition Hall|P. S. Gates, L. J. Cervone, Ed Wilder, N. L. Jochen, ). R.
ey Conra Hen Space 2 Price. Gene Edwards, Tom Humphrey, Franz Clierny, Frank
Grasett. lobert Hallenbeck. Wallace Warren, Abe Jacobo-
witz. Stanley Whitman, Joe Engle, Reck Morgan, Richard
Spruill, W. Moaits, Londen England, Urlin Whitman
|
General Electri . Exhibition Hall[R. L. Casselberry. Harold B. Towlson. 1. Wall, C. J. Simon,
" Conrad Hilton Space 31 C. H. Jensen. A. F. Carl, M. I.. Duncan. C. H. Lake
[
General Electronic Conrad Hilton Exhibition Halll\'ictor . Storey, B. T. Newman, sal Fulchine, I’aul Day
Laboratories Space 35 i
Hughey & Phillips Conrad Hilton Exhibition HaIIiH. V. Claeson. J. H. Ganzenhuber, H. J. Geist, 3. L. Lang,
Space 30 'F. J. Little, Jr.
Industrial Transmitters [Conrad Hilton \Exhibition Hall Bernard Wise. Eliot Baker, Clyde Heck, Sr.. Stanley Fried-
& Antennas Space 11 'man, Robert Jordan
Kahn Research Conrad Hilton Exhibition HaIIILeonard R. Kahn, Kenneth B. Boothe
Laboratories Space 5
Minneapolis Honeywell |Conrad Hilton LExhibition Ha|||Ceorge W. McKnight, Gustave Ehrenberg
Space 10 .
Minnesota Mining Conrad Hilton North Hall D. E. Denham, W. H. Madden. D. T. Windall, C: L.. \lden,
& Mfg. Space 40N B. .\. Holmberg
i i ilt Exhibition Hall|T. A. Smith, C. H. Colledge, A. F. Inglis. M. A. Traincr,_E.
Ra:;oAco;':?cfahon pREt S;a;e' iln N, 4Luddy, E. C. Tracy, V. E. Trouant. D. Prau, P. Be:‘gqu:sl,
(Ind mt . |aE| : (P. A. Greenmeyer. E. T. Griffith, J. E. LIl \W. B. Varnum,
by T CeEOmEs R. B. Houston
Products) :
Radio Corporation ‘Conrad Hilton iExhibition |-|a||‘I{. C. Vance, J. E. Kelly, R. E, Johnson, R, E. Lawrence, G.
of America Space 21 Dymacek
(Tube Division)
i i Exhibiti Hall Biagio I'resti. Dan Meadows, Neff Cox. Jr.. Wendell Fuller,
SR Tt SRl cn S;a::el ';°8n tCeanemKeith, Nubar Donoyan. Henry Cronin, Sarkes Tarzian
Schafer Custom Conrad Hilton Exhibition HaIItPaul C. Schafer. R. Paul Comstack, Jr., Tom VMagowan,
Engineering Space 14 James Brown, Jave Smith
|
i i Exhibition HalliW. H. Zilleer. J. T. Campbell, Reed Haythorne, Jimmy
oot SUmsounits Conrad Hilton Space 28 Evans. A. R, Taylor, Joe Ewansky
Tower Construction Hilton [Exhibition Hall |M. M. Lasenky, C. A. Wright. G. 8. Chesen. A. C. Tilton
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THANKS...FOR HELPING US

Yes...thanks fo you...
our advertisers ... for the
tremendous progress

of U.S. RADIO.

Today, U. 8. RADIO earricg morr ra-
dio advertising in an average issue
than that of any other similar maga-
zine in the field, seith figures omum-
ing all the time.

This has a two-fold significance. One,
it goes without sayving that revenne is
a nundatery factor in the growth of
any enterprise. We're no e¢xeeption.
Fwo, and just as important. is the to-
tal bmpaet this radio advertising has
enabled us to create for the whaole field
of radio. When a man picks np a
magazine, he looks at two things, edi-
torial coment and advertising. Both
together ercate the jmpaet for the
field; in onr case, for radio.

We pegged our future oo the basie
coneept that radio is separate. distinet
and eompetitive. One ad sloHar ean.
not go 10 radio and TV or any other
medinm. Radio must stand alone and
fight for its share. And U. S. RADIO
now penctrales into every nook and
cranny of the industry,

Predictions for radio in the nionths
ahead are most optimistic. The fuinre
of radio lnoks mighty bright; and you
caiLrest assured U. §. RADIO will con-
tinue 10 give radio unprecedented
iratle magazine suppark.
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@ neTworks & crours

ABC

Balaban Stations
Bartell Stations

CBC

CBS

Colorade Net
Concert Net
Corinthian Stations
Crosley Broadcasting
Crowell-Collier

Farm & Home Radio
Georgia Negro Group
Good Music Broadcasters
Intermountain
Keystone Broadcasting
MclLendon Ebony

McLendon Stations
Meredith Group
MBS

NBC

OK Group

Plough

QXR Network

Star Stations
Storer Broadcasting
Storz Stations
Telebroadcasters
Transcontinent
Triangle Stations
Westinghouse Broadeasting
Yankee Network

STATION REPRESENTATIVES

All Canada
Avery-Knodel
ChBS. Bern‘fd
John Blair

CBS Spot

Robert E. Eastman
H-R

Katz Agency

Daren McGavren

NBC Spot

Edward Petry

Peters, Griffin, Woodward
Radie-TV Reps

Weed & Co.

Adam Young

EQUIPMENT & SERVICES

Ampex

BMmI

Collins

Commercial Recording Corp.
Community Club

Futursonic Prod.

Gates Radio

Harry Goodman

Robert Hall

Housewives Protective League
Hughey & Phillips
Lang-Worth

Pulse

Programatic

Radio Press

Radio Recorders

RCA Equipment

RCA Thesaurus

SESAC

Standard Electronics
SRDS

Standard Radioc Transcription
Richard H. Ullman Inc.
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MEASURE UP

. RADIO STATIONS

CKLW KOBY
KAKC Kocy
KANB KOKE
KBHS KONO
KBIG KoS|
KCBS KPOA
KCMO KPRC
KDKA KPRS
KDWB KQVY
KDUO KRMG
KEWB KSAN
KEX KSD
KFAC KSDO
KFAL KSO
KFMB KSON
KFWB KTOK
KGB KTRE
KGFJ KTRH
KGNC KWBEB
KHFI KWFT
KHOW KWK
KIMN KXOK
KIOA KXOL
KISN KYW
KITT WAAB
KIXZ WALT
KJOE WAMO
KLIF WANN
KLZ WBAL
KMA WBAP
KMBC WBML
KMMJ WENS
KMOX WBNY
KMPC WBT
KNOK WBZ
KNUZ WCAR
KOA WCAU

B
i
i

Bl

wCCo
WCFL
WCHB
WCLS
wCoL
wCUE
WDAK
WDAS
WDAY
WDBJ
wDIA
wDSU
WEBB
WEBC
WEEI
WEEP
WEJL
WERE
WFAA
WFBM
WFHR
WEFIL
WEFMF
WGAR
WGBF
WGBS
WGH
WGN
WGR
WGY
WHAT
WHBF
WHBQ
WHDH
WHIO
WHK
WHLI

WHO
WIBB
WIBG
wiBw
wiccC
WICE
WIL
WIND
WING
WINN
WINS
wIP
wiIs
WISN
wIST
WITH
WIAG
WIJBK
wJDX
WKIJF
WKLO
WKMI
WKNX
WKY
wLiB
WwLS
wiLw
WMAQ
WMAY
WMAZ
WMBD
WMBR
WMIL
WMOZ
WMPS
WNAX
WNEW

WOKJ
WOR
wow
wWOowo
WPAT
WPBC
WPDQ
WPTF
WPTR
WRBL
WRC
WRCY
WREN
WRFD
WRFM
WRIT
WRYA
WSAI
WSB
WSBT
WSGN
WSM
WSPD
WSUN
WTAC
WTIC
WTOP
WTXL
WVET
WYOK
wWWwDC
ww)
WWRL
WXLW
WXYZ
WZOK

§ the monthly magazine devoted 100% to radio advertising

50 West 57th Street ® New York 19, New York
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radio

EXHIBITOR

Utility Tower
Visual Electronics

Networks
ABC Radio

CBS Radio

Keystone

Mutual

NBC Radio

Representatives

Avery-Knodel Inc.

Charles Bernard Co.

Blair & Co.
Bolling Co.

The Branham Co.

Henry 1. Christal

Robert E. Eastman

66 [(Supplement p.24)

| HOTEL | SUITE. COMPANY REPRESENTATIVES

|Conrad Hilton Exhibition HalliC. E. Nelson. Jerry Nelsan, ¥. G. Duvall. Nathan Sholar

| ISpace 4

'Conrad Hilton |[Exhibition Hallljumes Tharpe, Pat Gallagher. Bert Kijpperman, Ceeil Grace,
| Space 27 [Felix Bonvenleir, Wayne Marcy

Conrad Hilton I2320-25 Leonard 11, Goldenson. president of AB-PT

\lfred Schneider. vice president in charge of allministration
Edward J. DeGray. president of ABC Radio

Thomas Maore, vice president in charge of prograniming
Juliuz Barnathan. viee president for affilimed staiions
|Siephen Riddleberger, vice president for owned and dperated
|~tations

Ear! Mullin. naitonal director of radio relations

James Riddell. viee pyesidept in charge uf Western divisiim

Conrad Hilton 1806 Arthyr Hull Hayes, president
Jame- Seward, exceutive vice president
Howard Bares. viee presidem in charge of network programs
W. Thomas Dawson. viee president in charge of advertising
and promaetion i
Jules Dundes. vice president in chajge of stafiorr admiy
istration
William H, Brennay, Jr., Western division smanager of afif-
late relations
Sid Carfield. direetor of press information
(Edward E, Hall, administrative manager of affiliate relations
"Eric 11. Salline, national manager of affiliate relations
Nihon F. “Chick™ Allison, vice president and general man-
ager CBS Spot Sales

Conrad Hilton '8304-6 Sidney J. Woll, president
Edwin R. Peterson. 2enior viee president
AT ] P 3 . ; .
Richard 1. Petersan, Ir.. general manager, Detroil office
Jolin Nartigaiwr, account exccutive

Conrad Hilton 2306 Albert G. MeCarthy, Jr.. chairmas, execitine eomuiitiee
Robert 1. Narteigh. president

Albert G. MeCarthy. 111 seeretary-treasuter

Charles Codwin, vice president, station relations

Frank Erwin. assistant to the president

Charles King. station relations director

Rayv Diaz, director, sales developent

Peter Brandon. station relations execulive

Hal Gold. dircctor of publie relations

'Sheraton- 508 William K. MecDaniel, executive vice presidenf
IBIackstone George A, Graham, jr., vice president

Albert Capstafl, vice presidert

1
|Sheraton- 11108-09 Philip Schloeder. Iohn J. Tormey. Thomas J. White. J. W,
IBlackstone Knodel. Roger O'Sullivan. Hub Jackson. Alhert W. Ober
‘ hofer. Ravmond Neiliengen. Stuart Mackie. Bill Harms, Bob
Kalthoff, Charles C. Coleman

'fAmbassadOr Charle< Bernard
'East
'Drake [Jahn Blair. Arthar MeCoy, Edward Shurick, Richard Foote
Conrad Hilton I] 100 G. W. Bolling. G. William Bolling. Dick Swift, \lort Barrett.
] Bolr Alexander
|
‘Conrad Hilton | Joseph Timlin. Fred Weler, George Harding, Jack Hender-
son. Thomas Camphell. Fugene I'. Corcoran. Lewis Green-
berg. John Murphy. Dudley Brewer. 1Robert Mason, Thomas
Whitsen. Ted Giovan
Conrad Hilton 1306 Henry Chrjsial, Yrvin Gross. Philhin Flanagan, Neil Clihe
Executive 2704 Roberr E. Eastman. Joseph Cuff, James Fuller. Richard
House Arhuckle. George Dulinetz. Dale Stevens

{Cont'd on p. 48}
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| APPAREL AND ACCESSORIES

Clothing
Furs
Hats

l Shoes

ATTENTION GETTERS — TAGS

Attention Getters
Kibitzers
Narmes and Words
Pre-Commercial Announcements
Tags

. AUTOMOTIVE

Automobile
Garages
Gasoline

Service Station
Tires
Trailers

CALENDAR EVENTS
Anniversaries
Back to Schoofl
Birthdays
Brides
Christmas
Elections
Father's Day
Graduation
Mother's Day
New Year
Vacation
Valentine

DINING AND LODGING

Motels, Hotels

e dmen s b A

FAMILY FINANCIAL SERVICES

Banks
Credit

Credit Union

Insurance

Investments
Loans

Real Estate

Savings & Loan

FARM EQUIPMENT/SERVICE
Equipment
Supplies

FOOD AND BEVERAGE
Bakeries
Beer
Dairies
Fruit Vegetable
Grocery
Poultry
Soft Drink
Super Markets

FURNISHINGS AND APPLIANCES
Appliances
Drapes & Curtains
Floor Covering
Furniture

GIFTS AND GLAMOUR
Beauty Salon
Florists
Gifts
Jewelry
Slenderizing
Toys

T L

b

Employmient
Laundries
Moving & Storage
Photographer
Radio-TV Repairs

PLUMBING AND HEATING
Air Conditioning
Heating

SPECIAL SALES
Dollar Day
Sale

SPORTS AND ENTERTAINMENT
Baseball
Fairs
Football
Goli Course
Hobbies
Music,Records
Nite Life
Sporting Goods
Swimming
Theaters

STATION AIDS

Fanfares
Instrumentals
Public Service

Reggie Frobisher
Safety
Sandy The Scotsman
Sound Effects
Station Breaks
Themes



