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MORE "NATIVE" MERCHANTS BEAT THE DRUM ON 
W -I -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 WITH and Baltimore buys you! 
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MORE NATIONAL TIMEBUYERS HAVE 
PLACED MORE NATIONAL SPOTS ON 

WiN N 
... IN THE PAST THREE YEARS THAN ANY 

OTHER LOUISVILLE RADIO STATION! 

ill vie wade 6e a 'e44o« cu 4 . , , AND 
WINN HAS FIVE -STAR REASONS: 

PERSUASIVE 

O. 

We don't Rock 'em . . . We don't 
Roll 'em . . . We Sell 'em! 

GIEN A. HARMON, GENERAI MANAGER 

WINN 
1240 

LOUISVILLE' 

POPULAR 

MUSIC 

STATION 

Repretenf 

AVERY -KNODE 
I N C O R P O R A T E D 



Somebody 
out 

there 
must 

be 
selling 

her ) 

t could be Don McNeill's Breakfast 
lub . . 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 
here 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 
U. S. /{A !)/U \lrrll 1960 

ABC ADVERTISERS AND PRODUCTS IN 1959 AFL-CIO ACNECARE AQUA.IVY AEROSHAVE. BLACK FLAG, WIZARD DEODORIZER 
AMERICAN HOME MAGAZINE . AMERICAN TELEPHONE AND TELEGRAPH . APPIAN WAY PIZZA PIE MIX . APPLE VALLEY BUILDING DEVELOPMENT ASSN . 

ARCHWAY COOKIES . ASSEMBLIES OF GOD AYDS, ITALIAN BALM BABY SWEET E 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.OEF CHICK -CHICK d PRESTO EASTER EGG COLORS CHOOZ CLAIROL 
COLGATE DENTAL CREAM DAB DAWN BIBLE STUDENTS ASSOCIATION DODGE (DIVISION OF CHRYSLER CORP.) DR. CALDWELL LAXATIVE DR PEPPER CO.. 
DR. THOMAS WYATT DRISTAN EX -LAX FAB FOGLER'S COFFEE FRED STREETER'S PLANT GROWTH TABLETS GENERAL ASSN OF DAVIDIAN 7TH DAY 
ADVENTISTS GENERAL NUTRITION CORP. GOSPEL BROADCASTING ASSOCIATION GREY -ROCK GROSSET d DUNLAP. INC. GUARDIAN MAINTENANCE 
(DIV. OF GENERAL MOTORS) . HARRISON HOME PRODUCTS HIGHLAND CHURCH OF CHRIST HUDSON VITAMIN PRODUCTS 642 INSECT REPELLENT JELL -0 
KVP CORP. . KAPP RECORDS KOOL AID KRETSCHMER CORP. LEVOLOR VENETIAN BLIND LUCKY LAGER BREWING CO. LYON VAN AND STORAGE MAGLA 

PRODUCTS . MAXWELL HOUSE COFFEE MENTHOIATUM CO. MERIT PLAN INSURANCE CO. MIDAS MUFFLER CO. . MIRACLATH 6 DOTTIE DUSTCLOTH 
MUSSELMAN APPLE SAUCE McCALL'S MAGAZINE McCULLOCH MOTORS CORP. . NR TABLETS OLDSMOBILE (DIV. OF GENERAL MOTORS) ORAL ROBERTS 

EVANGELISTIC ASSOCIATION . PABST BREWING CO. PALL MALL CIGARETTES PARKER PEN CO. PEPSI.COLA CO. PETER PAUL. INC. PLANTAINS 
PLYMOUTH (DIV. OF CHRYSLER CORP.) PONTIAC MOTORS (DIV. OF GENERAL MOTORS) PURITRON CORP. . QUAKER STATE OIL REFINING CO. OF CALIFORNIA 
RADIO BIBLE CLASS RENUZIT HOME PRODUCTS CO. ROCK OF AGES CORP. ROYAL GELATIN. CHASE & SANBORN INSTANT COFFEE SARAN -WRAP 
SAVINGS d LOAN FOUNDATION . SCAMPERS . SCANDINAVIAN AIRLINES SYSTEM INC. SCHICK, INC. SEALY MATTRESS CO. SHIPSTADS d JOHNSON ICE 

FOLLIES OF 1960 . SIDNEY WALTON'S 7 LITTLE BOOKS . SLEEP.EZE MISTER SOFTEE, INC. SPRINGFIELD HOME PRODUCTS SPRUANCE BREAD MIX 
ST. JOSEPH ALMANAC CALENDAR STA.FLO. STA.PUF, SYRUP CREAM CORN STANDARD OIL OF INDIANA STANDARD OIL OF CALIFORNIA STEVENS 

TV ANTENNA SUPER M.39 VITAMINS SWANSDOWN CAKE MIXES TRIP OF THE MONTH CLUB U.S. POOL CORP . UNITED ARTISTS CORP. . UNIVERSAL 
COFFEEMATIC . UNIVERSAL INTERNATIONAL PICTURES VAN NUYS SAVINGS d 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. 

Aleteditti. Sta tioni 
KANSAS CITY KCMO KCMO -TV The Kara Agency 
SYRACUSE WHEN WHEN -TV The Katz Agency 
PHOENIX KPHO KPHO -TV The Kara Agency 
OMAHA WOW WOW -TV John Blair & Co. 

-Blair -TV 
TULSA KRMG John Blair & Co. 

Meredith Stations Are Affiliated With 
BETTER HOMES L GARDENS SUCCESSFUL FARMING Magasines 

2 U. S. RADIO April 1'1fi0 
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airwaves 

Radio's Barometer 

t 
c 

156,394,000 Sets in Use 

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

40,387,000 Car Radios 
(RAB est.) 

1,355,788 Sets Made 
(Jan. -EIA) 

3,462 Am Stations 

696 Fm Stations 

Spot: Spot radio business in 1959 was up 2.8 percent over the previous 
)ear, according to figures released by the Station Representatives Asso- 
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 quartets, the SR :\ report reveals that the greatest increases were 
made in the second and third quarters. The second quarter of 1959 was 
8.7 percent ahead of the same period the previous year. The third quar- 
ter showed a greater boost in spot business, 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 ternis 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 for Time, using 197 broadcasts. The network leader in total 
commercial minutes delivered, the Nielsen report shows, was 11'hitehall- 
Anterican Home Products with 92,496,000. In second place was Phar- 
maco, with 91,80 -I commercial minutes delivered, followed by Time, 
with 78.565.000. 

Local: Increases in billings have been reported by two stations -KCBS 
San Francisco and KFI Los Angeles. KCBS had billings for one week in 
March which, according to Sy 1Vhitelay, sales manager, exceeded the 
largest week of 1959. Sales for the seven -day period were 43 percent ahead 
of the sanie week last year. Sales at KFI during the month of January, 
reports Elmer O. Wane. sales manager, showed a boost of 31 percent 
over the sanie period last year. 

Stations: The number of am and fut stations on the air at the end of 
February totaled 4,158, an increase of 18 (four am and l1 fin) over 
the previous month: 

Commercial d.11 Commercial F.II 

Stations on the air 3.462 696 
Applications pending 583 78 
Under construction 79 152 

Sets: Total radio production in January was 1.355.788, including 
632,461 auto receivers. according to the Electronic Industries Associa- 
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 when sales amounted 
to 700,490 units. The Radio Advertising Bureau reports that there are 
now 156.394.000 working -order radio sets in the U. S., representing an 
all -time high total. RAB breaks clown this figure to show that there are 
106,007,000 home sets of all types, 40,387,000 auto radios and 10.000.000 
sets in public places. 

I. U. S. RADIO April 1960 3 



STARS of Stage, Screen, 

TV, Rodio, Theatre, Sports, 

1 GIVE YOUR Station Breaks, 

Weother, Time, 

¡stews Leads -ins, Interviews, 

Musical Bridges, Themes, 

Household Hints, Tags 

Your Own Hollywood 

1 
Reporter, Advice to Love- 

torn, Thoughts for the / 
Ilitik 

\ pay, One Liners, 

Jockey Shorts. 

ISIS° l'*o 
pke 

M 

..ti°9 
ßa a O 

Stars 
International 

Productions, Inc. 
Hollywood 

RICHARD H. ULLMAN Inc. 
CONVENTION HEADQUARTERS 

SEE; Mary Kempner or 

Peter Frank 

295 Delaware Ave., Buffalo, N. Y. 

570 Fifth Ave., New York 

THE MO 
SOUND 

IN RADIO 

"DEADLINE 
WASHINGTON" 

and 
Persoiali_ed Stotio, Identification 

JINGLES 

for buyers and sellers of radio advertising 
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soundings 

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 To "Join the Group" 

Figures Indicate that Radio 
Has Lots of "Set Appeal" 

U. S. RADIO April 1960 

Akin to the boomlet in activity in supplying radio stations with program 
services is a report that radio's oldest "talk" show, the Housewives Pro- 
tective League, is considering plans to syndicate its services. As tenta- 
tively conceived, it would supply a radio station with either a script 
service or a lull -scale syndication of its entire method of operation, 
including the talent and merchandising aspects. (For a report on new 
developments in radio syndication, see lI'hat's New irm Program Services, 
Part II, p. 32.) 

Beginning this month, The Pulse Inc. is launching a major effort to show 
stations -large and small -how qualitative research can help in their 
clay -to -day management and /or sales problems (see Radio Resrarclr, p. 
98) . There are five main types of qualitative studies that Pulse is pre- 
paring to show stations. it feels that the complete research needs of any 
station can only be omet by combining qualitative ttith quantitative. 

An idea that might provide the basis for an indusus effort to broaden 
the scope of broadcasting is found in the address of General David 
Sarnoff, chairman of the board of RCA, at the 20th anniversary dinner 
of the Radio and Television Executives Society. Recipient of the Societs's 
first Gold Medal Award, General Sarnoff suggests "... that the baoad- 
casting industry, through an appropriate industry organiiation, sponsor 
an annual conference." Purpose of this conference would be to analyze 
the role of broadcasting in American life. "To (the conference) would 
be invited leaders of all areas of American thought and endeavor." 

The role of merchandising support by stations is examined in a survey 
conducted by Needham, Louis and Brorhy Inc., Chicago. Harold A. 
Smith, program promotion and merchandising manager. states that 75 

percent of the agencies responding reported an increase in client requests 
for merchandising assistance. Vhat are the most valuable station mer- 
chandising services? The survey lists arranging for dealer displays, mail- 
ing pieces to wholesalers and retailers and working with the client's 
local sales people. 

Radio continues to prove its ability to reach consistently important con- 
sumer groups. Results of a 27- market study by the Radio Advertising 
Bureau shows that more than 90 percent of the cousutners in eight dif- 
ferent categories are reached by radio weekly. The consumer groups 
included in the survey are housewives. middle -income men. working 
housewives, men 25 to 35. blue -collar Wren. single working women, teen- 

age boys and young homemakers. According to RAB, 55.8 percent of the 
consumers in all categories listen to radio during weekday mornings. 

If the sale of radio receivers is any indication. radio listening in Southern 
California is definitely on the way up. The Southern California Broad - 
casters Association reports that set sales in 1959 were the highest since 1955. 

the first -year figures were compiled. Going over the hall million stark 
for the first tinte, the SCBA reports a Ó2 percent gain over the 1958 sales 

figures. Seven counties. including Los Angeles, were included in the 
area covered. 

J 



time buys 

A -1 Sauce Div. of Heublein Inc. 

Agency: Fletcher Richards, Calkins 
Holden, New York 

Product: SAUCE 

A saucy bit of radio is now antici- 
pated for .\ -I, 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 in morning and 
traffic tintes. Frequencies will be de- 
termined as ava¡labilities arise. Time - 
buyer is Li, Griffiths. 

Ameril Drug Co. 

Agency: Kenneth Roder Co., New 
York 

Product: AI. KA l 1) AND 
CLOR. \\LINT 

Soothing to the sound waves is the 
$200,01111 campaign now underway on 
fib stations in 23 markets for these 
stoma( h sweeteners. Using a new 
musical jingle. the schedule calls for 
30 spots a week for each station, and 
will last for 13 weeks. Kenneth 
Radez is handling the buying for his 
client. 

Best Foods Inc. 

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

Product: H F1.1. \1ANN'S 
sIAVONNAISE 

Adding markets to its radio sched- 
ule, liellutanu's begins a spring cam- 
paign April 1 in about -I0 national 
markets. 'Flic end -of -week schedule 
will last six to eight weeks, at heavy 
frequencies. Minutes and 10's will 
be heard all through the day. Time- 
buyer is Dorothy Medallic. 

Bulova Watch Co. 

Agency: .McCann- Erickson Inc., 
New York 

Product: WATCHES 

After being off for a long spell, the 
famed R- t'- L- O -\' -,\ spots are hack on 
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the sound waves. Campaign begins 
April 1 in at least the top 50 markets, 
with the possibility that more will be 
added. The 10- second time spots 
have now been scheduled through 
June and will appear on a variety 
of shows, depending on what's avail- 
able in each market. Saturation fre- 
quency has been scheduled. Time - 
buyer is Phil Stuutbo. 

Champion Spark Plugs 

Agent y: J. Wolter Thompson Co., 
New York 

Product: SPARK PLUGS 

Tune -up time is also radio time, 
so on April 11 Champion begins the 
first of its two radio !lights for 1960. 
Spot schedule will cover 11 top mar- 
kets across the nation. will run for 
six to seven weeks. Full minutes will 
be used where possible. with some 30- 
second spots. In addition to its spot 
schedule, Champion will be using 
four weekends of Monitor this 
spring. 'l'intebuver is Rob- Gotbc. 

Continental Oil Co. 

.\genc): IiPrlorr Bowles, 
Neu. l'or/c 

Product: GASOLINE 

Supplementing its year around 
radio with a summer st hedule. Cono- 
co will go into about Ito ntidwcstern 
markets in late April. Campaign will 
last until late August or early Sep- 
tember. Only full minutes will be 
used in traffic tintes, with frequencies 
in Denver and lies Moines going up 
to 30 a week. Tiutebueers are Alan 
Yoblin and Tom Focone. 

Drug Research Corp. 

Agency: Kaslor, Hilton, Clresley, 
Clifford 6 Alberto», 
New York 

Product: POSITAN 

Following the sunworshippers, the 
suntan lotion is coining North in a 

campaign that begins in wanner areas 
(Conf'd on p. 8) 

77""T 
like wildfire! 

Since the ad on the right first 
appeared - in less than 90 
days- stations in these addi- 
tional markets have signed 
Programatic contracts: 

Oklahoma 
City 

Milwaukee 

Springfield 

Des Moines 

Louisville 

Decatur 

N.A.B. 
Convention Delegates: 

Danville 

Fort Worth 

leaksville 

Rochester 

Albany 

Wichita 

Bristol 

Toledo 

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 
too! 

Exhibit Space #1- 
Exhibition Hall Chicago's 



JI. I.VY13 norias uruarr Oerrrauutg Utiles UCriVer Kansas LI(y IUGSOn 

Haldrege Muncie 

St. Paul 

Duluth Dayton 

SELLING, 
SELLING, 

SolVr 
Adult music with the 

touch of Gold 

Evansville Fort Wayne 
St. 

Petersburg Hopkinsville 

Miami Seattle 

Omaha 

Knoxville Honolulu New York City Springfield 

Tampa Cincinnati Nashville Los Angeles 

Superior Minneapolis Amarillo Indianapolis 

pA a 

Programming Equipment Commercial Injection 

AUTOMATION has come to radio! 

In the few months since its inception, 

leading broadcasters from coast to coast 

- 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. 

Grand 
Junction 

Harlingen Atlanta 

PROGRAMATIC's unique package of 

distinctive adult music and fully 

automatic playback equipment can 

raise your programming stand- 

ards the easy way if your 

market isn't already sold! Phoenix Eau Claire San Antonio Plattsburgh Buffalo 

I no City Rockford Litchfield New Orleans Cleveland 

r 

Houston Santa Ana Grand Rapids San Luis 
Obispo 

Washington Columbus letters on revue 

PROGRAMATIC BROADCASTING SERVICE, DEPT. B -160 

229 Park Avenue South, New York 3, N. Y. 

1 am interested in a Programatic exclusive for my marke 
Show me how Programatic can profitably go to work fi 

my station. 

/STAMP 

POSITION STATION 

ADDRESS 



AMPEX 351 
STEREOPHONIC/MONOPHONIC 

FIRST CHOICE 
FOR LASTING ECONOMY 
Precision design and rugged construction to meet the exacting, 
professional requirements of the broadcast industry assure long, 
trouble -free 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 
broadcasters, but educators, professional recording studios, research 
laboratories, religious and business organizations. 
Actual case histories document 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. 

AUDIO PRODUCTS DIVISION 

AMPEX PROFESSIONAL PRODUCTS COMPANY 
934 CHARTER STREET REDWOOD CITY, CALIFORNIA 

AMPEX 

time buys 

(Coned from p. 7) 

April I, and %%ill go national as the 
summer approaches. One- minnte 
spots will be aired at fairly heav) 
frequencies. 'l'imebuycr is Beryl 
Seidenberg. 

Esso Standard Oil Co. 

.\gency:.11((nnuErick.curr 
New )'orla 

Pruritic l: FLIT 

Flit is set for a seasonal (ling in 
about 30 markets, mostly in the 
South. Starting elates will be sprayed 
across April, with each campaign 
running four t, six weeks. Fre- 
quencies vat) from about 20 to 40 
a week, in minutes, 211's and 10's. 
'Pima HI ver is Judy !lender. 

Esso Standard Oil Co. 

.\gca(): 'tICann- Iiri(hson Ittc., 
Neu. )'urlo 

Product: (..\SOI.I\E .\\'1) 011. 

New tactic) approach for Faso is 

shaping up tu a mid -April start in 
about 511 markets across the country. 
l'asso's plunge into spot is now sched- 
uled for 27 weeks, with bequencies 
varying b) market, averaging 40 per 
market. Concentration is on week- 
ends, over atore than one station per 
market. Timcbuycr is Joe Granda. 

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

Agency: .Smith, Hoge! :r A'undsrtt 
Int., New Fork 

l'rnduct: CANS, P.\l'ER l'L.V1 ES, 

Fonda kicks oll a radio campaign 
next month keyed to the housewile 
un her way tu market. For a total of 
lour weeks, including the weeks be- 
fore and after Memorial I)ay and 
lxlore :nul alter Independence Day, 
the company goes into the top 45 
markets across the country by food 
store sales. Mostly one- minute ET's 
will be used. The timebuyer is Bill 
Segal. 

U. S. RADIO April 1960 



time buys 

Guild Wine Co. 

Agency: Compton Advertising. 
San Francisco 

Product: WINE 

Radio is included in the biggest 
Child campaign in the company's 
history. More than 38 markets are 
being covered in the schedule now 
underway, with radio being used, 
singly or in combination with other 
media, as determined by the plan- 
ners. Theme of the campaign: "En- 
joy GUILDing," which will be ex- 
ecuted on radio in specially prepared 
singing commercials. 

Gulton Industries 

Agency: II'. D. Dotter, New York 

Product: LIFE LITE 
FLASHLIGHTS 

Brightening its sales prospects in 
a spring drive, the flashlight manu - 
facturer begins a four -week cam- 
paign on the sound waves at the end 
of April. 

In radio for the first time, the 
company considers this I5- market 
schedule a test. Frequencies will be 
25 to 311 a week. Timebuyer is Carol 
Hardy. 

Robert Hall Clothes 

Agency: Arlcright Advertising, 
New York 

Product: CLOTHING 

Spending more in radio than ever 
before, the clothing chain is now on- 
the -air on about 200 stations 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 somewhat and continue to 
Mother's Day. 

Full minute users on a Monday - 
through- Sunday basis throughout the 
day, the firm will average about 40 
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 

second 
on ra 

Small budget or big one...FRESH AIR gives you more for your money. Mor 

impact, more coverage with each broadcast second! This distinctive, new t 
programming adds greater prominence to your sales message...gets the 

attention and respect of a convincible, higher -income audience in 23-1 South 

California markets. Yet, you can buy 17 "minutes" of FRESH AIR for less 

than the average cost of 10 on the other big -signal regional stations. 

Your KBIG or Weed Rep has proof! 

Different programming, different audience...KBIQ (FM) is a valuable 

combination buy with KBIG -at a special combination rate. 

/'CJIG Radio Catalina...740kc /10,000 watts 

JOHN POOLE BROADCASTING COMPANY, INC., 

6540 Sunset Blvd., Los Angeles 28, Calif. H011ywood 3-3205 

National Representative: Weed Radio Corporation 
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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 thief. 
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, 

Chicago's NBC stations, went further. 
Shortly after the first shocking discovery, 

the stations' "City Desk" programs 

devoted their full energies to a 

penetrating examination of the scandal's 
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 

completely 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 
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HOURS 
DAY 

SERVING KALAMAZOO 

AND BATTLE CREEK. 

PRIMARY AREA COVERAGE 

431,000 POPULATION. 

Wc&tut Midtiqux n 

Most Paorfur 

IHdepei+dedit 

MUSIC and NEWS 

time buys 

(Cont'd from p. 9) 

Howard Stores Corp. 

\gerr t : .1/ogu! I t'illinurs :r Saylor 
Inc., Noe York 

Product: HOWARD CLOTHES 

People remember the little Howard 
label jingle of earlier lier radio clans. Be- 

cause of these findings (see tloword 
Back to Radio. p. 26). the jingle is 

back on radio, turned to the 611's. 

titer 12 stations its nine East Coast 
markets. 

Its a campaign that began Match 
11 and running through huh 17. the 
retail clothes c haie will air ¡rout 18 

to 35 spots a week nier eat h station. 
l intcbutei is !owe Peters. 

Liggett & Myers Tobacco Co. 

.\gear t : .11 rComr -1 rick.cuu /or., 
New )'ork 

l'rodut t : CI 'H ES 1 ' E R 1 1 : 1 ELI) 

Spiing :u tit its lights uzt the sound 
tt'avvi but this cigarette its 73 mar- 
kets at loss the couurrt. The 39 -week 
scl>echile begier April I at fteyuen- 
r ies 01 Ike to 10 announcements a 

market each weck. \linuies and 20's 
will be used. 'l imel>tiser is Giui 
Conway. 

Liggett & Myers Tobacco Co. 

Agency: McCann-Erickson Inc., 
New York 

Product: DUI( E 

\lot ing into the top fire markets, 
this regal smoke begins its 1960 radio 
schedule April I. "Ile campaign will 
run for 13 weeks. The commercial 
message will be heard in minute and 
20- second spot announcements. 

> I Tilnebueer is (:ini Conway. 

r- 

BROADCAST TIME SALES 

REPRESENTATIVE 

12 

New York Apple Growers' Association 

Agency: Ch orcls II'. Hoyt, Inc., 
\'eu' York 

Product: APPLES 

Out-of-season support for the apple 
industry will be exhibited by the 

Itwo -week schedule in early April set 

to run in most upper New York 

s inarkets. The extra push k>r 
processed and enured apple prcxltu is 
will amount t> 21) to 30 spots a week, 
20- sec(nds ea( h. 'l'intebuyer is Doug 
I Iumnt. 

Sun Oil Co. 

Agency: William Esh' 
New )'ork 

Product: GASOLINE 

Co.. 

Spring spurt starts April a its 70 
markets across the country. Now set 
at eight weeks, there's a possibility 
the campaign will be extended. Tral- 
fic and weekend minutes will sell 
Sunoco to the motorist. 'l'imelaiyer 
is dint Scanlon. 

United Artists Corp. 

Product: Tl1E FUG l'l l\ 'E KINI) 

Teaming up for a short (light on 
the sound twat CS, the lihn company 
and scheduled ait lines will promote 
The fugitive Kind its 29 major ttr- 
Lets throughout the country. The 
schedule al 51111 spot aunouncentenis 
starts the last week its April and will 
end early in May. Spots h out Ill -sec- 

onds to one -minute will be used by 
national and local stations as part 
of t A's exploitation drive for the 
film. Stars Iront the picture, appeal- 
ing to service men oit leave or week- 
end passes, will ask, "Why not fly ?" 

United Artists Corp. 

Product: THE UNFORGI\'EN 

Prior to its national run, LTA is 

using radio for its premier of The 
t'uforgineu in New fork. The 10- 

day schedule is running until the 
April opening on eight stations in 
the New fork, New Jersey and Conn. 
area. .\ total of 250 spots, from 10 

to 60- seconds, twill be heard before 
the picture opens. Campaign is an 
indication of things to come. \Vhen 
the movie branches out across the 
country a radio schedule will defi- 
nitely accompany it. 

U. S. RADIO April 1960 
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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 April 19 

Sorely feeling the untimely loss al Harold E. Fellows, the National .1ssO- 
dation of Broadcasters has been setting up the machinery necessary to 
select a new president and to continue hint boning ellectively. The spe- 
cial three -man committee of broadcasting executives is currently carrying 
out the policy functions of the NAB, and will continue doing so until 
Mr. Fellows' successor is named. This policy committee is headed by 
Clair R. McCollough, president and general manager of the Steinman 
Stations, Lancaster, Pa. The other remembers are C. Richard Shalt °, ex- 
ecutive vice president nl WIS -AM- I'\' Columbia, S. C., and Merrill Lind- 
say, vice president, \\'SOY- .1M -FM Decatur, Ill. 

Authorised by the N.111 board of directors, a committee has been wres- 
tling with the difficult task of nominating a successor to Mr. Fellows. 
Committee mfmbership was not limited to members of the association 
or the board ol directors, it was pointed out. Temporary responsibility 
for directing the administrative needs of the NAB has been given over 
to Everett F. Reyercomb, the association's secretary- treasurer. Until a 

new president is named, \Ir. Revercomb will act as the administrative 
officer in charge of coordinating activities of the association and super- 
vising services to its members. 

Labeled by the New York Tintes as ".1n honest, hard -working public 
servant," Frederick W. Ford has been going about the task of taking over 
the chairmanship of the Federal Communications Commission which 
became vacant with the resignation of former FCC Chairman John C. 
I)oerfer. A veteran of two- and -a- half -yeas on the Commission, Mr. 
Ford's record indicates that he holds some strong views in lavor of more 
regulation of broadcasting. Industry expected to follow carefully the 
moves of the new FCC chief. 

With the burst of action brought about by the death of Harold E. Fel- 
loWs, and Frederick W. Ford being named the new FCC Chairman. the 
12 new members of the NAB's radio board ol directors are sure to start 
their two-year terms on an active note. Of the do /en directors elected. 
eight were from the even -numbered districts. They were: District 2. 
Simon Goldman, \1'JTN Jamestown. N. V.: District I, Jack Vomits, 
WEER Southern Pines. N. C.: District (ì, F. C. Sowell, WL.1C Nashville: 
District 8, J. M. Higgins. 11 1TI1I Terre Haute. std.: District 10. Richard 
11'. Chapin, KTOR Lincoln, Nebr.; District 12. Allan Page, KG \1'.1 Enid, 
Okla.; District 14, George C. Hatch, KALL Salt Lake City, Ptah, and 
District 16, Robert J. \IcAntlrews, KB1G .Avalon. Calif. Elected from 
four at -large categories were: large station, John F. Patt, 11 'JR Detroit: 
medium stations, Alvis H. Temple. \1'ICCT Bowling Green, Kv.: small 
stations, Robert T. Mason. WMRN Marion, O., and Im stations, Merrill 
Lindasv, WSO\'- .\M -FM. Decatur. Ill. 

NAB's radio board has taken a number of steps to broaden both the 
scope and effectiveness of the Standards ol Good Practice for Radio 

(Cont'd on p. 14) 
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Of course, there's another PersonalitN- Station . . 

rnullunn.r liorrh l ¡ ;o!- 1d1';! "Flo Ship of Fool..- l)ulch School 

. . hat it ,just doesn't compare with 

K -NUZ - the NO. 1 BUY in HOUSTON 

. . . at the lowest cost per thousand! 

MUSIC! NEWS! PERSONALITIES! FACILITIES! 

`See Latest Surveys for Houston National Reps.: 

THE KATZ AGENCY, 
INC. 

New York 

;NIL- 
1I r 

t 

Iw. 
i+4_ !+f1 - 

24 -HOUR MUSIC AND NEWS 

Chicago 

Detroit 

Atlanta 

St. Louis 

..e.4t San Francisco 

Los Angeles 

Dallas 

IN HOUSTON, 

CALL DAVE MORRIS 

JAckson 3 -2581 

WASHINGTON (Coned from p. 13) 

Broadcasters. -Tite board's action to 
permit non -\.1B member stations 
to subscribe tu the Standards is ex- 
pected to swell the list of subscrib- 
ers. It also "approved in principle" 
the recommendations of the Stand - 
ards of Good Practice Committee to 
Inn "teeth" in the enlorcement of 
the Standards. Board approval also 
Iras been given to the annual sub- 
scription lee to the Standards. The 
fee is equal to IO times a station's 
highest published one -time athcrtis- 
ing rate for a (30-second spot an- 
nouncement. or a maximum of $360 
a year A 40 percent discount is en- 
joyed by NAB radio members. 

Self -Discipline Will Play A 
Greater Role in Broadcasting 

A number of "educated guesses" 
about the future of broadcasting 
have been made by Frederick H. 
G:urigus, NAB manager of organi- 
sational services. Addressing the 
Philadelphia chapter of American 
Women in Radio and Television, 
%lr. Gan igus said that ".... many 
broadcasters are perfectly willing to 
clean their own house without fur- 
ther governmental restriction or reg- 
ulation. 'This recogni /ance of the 
virtue ()I self -discipline will be sure 
to make its impact on broadcasting 
as it fates the future." 
Mfr. Garrigus believes that "... di- 
verse as it now is in quality and con- 
tent," the variety of programming 
may scI1 be further expanded. He 
states that ". . . broadcasters will 
take a considerably more cautious 
approach to any action or actions 
which might in fact -or by implica- 
tion- indicate any moral lapses.... 
On both the national and local lev- 
els broadcasting has committed itself, 
by the public statements of its lead- 
ers, to a larger number of public 
interest, educational and world af- 
fairs programs than ever before. 

"With the continued up-grading of 
the standards of commercial copy, 
consequent as xs'e have said upon the 
closer adherence to the revised Ra- 
dio Standards of Good Practice .. . 

we will have considerably fewer 
commercials of questionable good 
taste," he concludes. 

14 U. S. RADIO April 1960 
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THIS MONTH: 

CLAIR R. MC COLLOUGH 

President 8 General Manager 
Steinman Stations 

NAB's 1960 Distinguished 

Service Award Holder 

Clair R. \1cColiough, 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 American system of 
broadcasting by virtue of singular 
achievement or continuing service 
for or on behalf of the industry...." 

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

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

Since that time, his energy and 
effort have not only 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 Pennsyl- 
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 
elected to the first 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 April 1960 

A decade ago he presided at soute 
of the original meetings that estab- 
lished the Radio Advertising Bu- 
reau as a separate selling organiza- 
tion for radio, similar to bureaus of 
other media. 

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

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

Mr. \fcCollough was educated at 
Pennsylvania State Teachers College 
and received an honorary doctor of 
science degree from Franklin R Mar- 
shall College, Lancaster. He is mar- 
ried to the former Velma A. Dil- 
worth and they have one daughter, 
Constance. 

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

LONG ISLAND IS A MAJOR MARKET! 

THE GREATER 

LONG ISLAND MARKET 

(Nassau -Suffolk) 
o-"")oGIIooNG-s,;%o-17' 

MORE GAS 

IS SOLD ON 

LONG ISLAND 

THAN IN ATLANTA, 

AKRON, ALBANY 

AND ALLENTOWN... 

PUT TOGETHER! 

GAS STATION SALES 

:174,106,000 
(Sales Mgt.) 

..61:"sooc) (7::.Gs="-:OG;"-) Oc,o: 6% 

WHLI 
Dominates the Major Long Island Market (Nassau) 

...Delivers MORE Audience than any other 
Network or Independent Station! 

(Pulse) 

10,000 WATTS 

WHLI 
H E M P S T E A D 

LONG ISLAND. N Y. 

Represented by GilIPerna 
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NOW 

WFHR 
Offers Blanket Coverage 

of 

CENTRAL WISCONSIN 

.. `f..e1`,.''aï.wlf.':;7p., t 

5000 Watts 
Ou 1320 h I. .1-IIII-Directional 

7i`1111 

111(,11 1'1D1:IJ1 Y 

It)prceented 
by 

I)E\ \I:Y. 
1 \C. 

\el, lurk 
and 

Chicago 

MBS 
and 

WISCONSIN 
NETWORK 

20 Years of 
LOCAL RADIO 

SERVICE 
covering News, 

Community Events 
and sports from 

Studios in 
WISCONSIN RAPIDS 

STEVENS POINT 
MARSHFIELD 

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

' LETTERS TO 

They Want To Know 
I noticed in your February issue 

that there is a "The Ilig Sound" fi- 
brin.) being distributed by Itiehard 
II. Ullman Inc., Ilnllalo, N. 1'. I 

would appreciate your informing me 
of their address so that I might write 
Ior complete details. 

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

1Ve are the owners and operators 
of I)Z \FI' and 1)7.11'S-the former 
concentrating on music and news 
and the latter catering to women 
listeners. 

1Ve vv'ould like to know more 
about the Broadcasters Promotion 
. \ssocialion.:tnd how we can fit into 
such :ni association. 

Albert C. Capotosto 
The Manila Times Publishing Co. 
Manila, Philippine Islands 

Real Estate Radio 
Enclosed is a cop% of "heal Estate 

Opportunities" containing our story 
on radio advertising and mentioning 
Sant miga /ire. 'I hank you very 
much for your help. 

Arthur L. Dobkin 
Editor, Real Estate Opportunities 
Prentice -Hall Inc., Englewood 
Cliffs, N.J. 

\s a veteran of Y :I )ears of broad- 
casting, let nie commend the ex- 
ceIlent write -up on radio advertising 
[in "Real Estate Opportntities "f 
which rcac lied inv hands via the First 
.1'i list Company of (:liattanooga, and 
one of out local real estate dealers. 

Bill Stomps 
Manager 
WCLR, Cleveland, Tenn. 

In reading the [radio) article in 
"Real Estate Opportunities," it was 
suggested that we write to you for 
helpful information. 1Ve are a com- 
paratively small real estate tarot. 

.1ny information you may offer us 

will he appreciated. 
Harold T. Brothers 
President 
Federal Really Assn. Inc. 
Atlanta, Ga. 

Farm Issue 
I vv'aut to take this opportunity to 

repute statements made in the Feb- 
ruary U.S. RADIO by one .Jay Gould, 
and to highly endorse the statements 
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THE EDITOR 
of Rill Wiseman of WOW Omaha. 
Neb. 

The American fanner is undoubt- 
edly the most sagacious. hard to fool 
personality on the face of our 
globe .. When a farm director starts 
leaving competitive accounts On his 
programs, lie had better figure lie is 

through being of any value to his 
sponsors. 

The top farm accounts buy farm 
directors for exclusivity, and these ac- 

counts are looking only at men who 
live and breathe their products. I 
would not want a faro, director on 
my payroll who could carry water on 
both shoulders. II 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 farm radio. 

Ken Klein 
Public Relations Director 
Katz Agency Inc., New York 

I would greatly appreciate it if 
you could place nie on the subscrip- 
tion list of t+.s. Rseto. I was most im- 
pressed with the book. 

Also, 1 would like to order re- 
prints of the story on d -Con (see 
Radio: d -Con's Pied l'iper, February, 
1960) 

Hamilton Hicks Jr. 
Educational Department 
The d -Can Ca., New York 

Country Music 
I have been in the broadcast in- 

dustry with country 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 from 
the darkness to become a highly com- 
mercial format for local radio. This 
modern day "folk" music is pro- 
grammed to a vast consuming audi- 
ence wherever it is heard. ..:\ sta- 
tion frith a country music format can 
produce far more than ratings. It 
can produce results for both local 
and regional accounts because the 
country music listener is the most 
loyal listener one can find.. . 

Carl Stuart 
Program Manager 
WAMO Homestead, Pa. 

U. S. RADIO April 1960 

WKLO 
LOUISVILLE 

My how things changed! 

Now you know 

In Louisville 

ONLY on 

people size radio 

for family size fun. 

Check your latest 

Pulse -check your latest 

NieOsen -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 stations operating 

in the Atlanta area! 

White Colu,,,ns on Peachtree. the borne of WSB Radio 

WSB 
Radio 

The Voice of the South Atlanta 
x.........f e., 

Latest Nielsen on Atlanta reveals a handsome 
bonus being shared by WSB Radio advertisers. This 
station's audience was up 18% in the morning, up 10% in 

the afternoon. Nighttime dominance over the 
field was more marked than ever! 
Of total quarter -hour periods measured WSB Radio was 
first in audience 464 times. Station No. 2 led 

28 times and Station No. 3 was first 6 times. 
In March WSB Radio enters it 39th year of service 
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. 

Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Represented by Petry Associated with WSOC WSOC TV, Charlotte, WHIO WHIOTV, Dayton. 

1s 

1 
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Radio In The 
Looking Glass 

I l'ullllfl' 

`Radio as an Advertising Medium' 
The adjoining lead story in this issue of U. S. RADIO is 

the result of the recent major radio drive by the Radio 

& Television Executives Society Inc., New York. The 
story presents the exclusive report on a questionnaire that 
RTES sent to agency executives. The RTES survey was 

taken in conjunction with its Roundtable luncheon of 
March 23, which featured "Radio as an Advertising 
Medium." Those who participated in that panel were: 
D. C. Marschner, sales promotion and advertising man- 
ager, Shell Oil Co.; Albert Richardson, vice president - 
advertising, Chesebrough -Ponds Inc.; Marguerite West, 
advertising media manager, Scott Paper Co.; Maurice 
McMurray, national sales director, Storer Broadcasting 
Co., and George Arkedis, vice president -sales, CBS Radio. 

wJ0111111111111111111111nIIItlIIIIIIIIIIIIIII IIIIIIIIIL """. '""' ' ° 
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\\'hat would radio find if it 
were able to look at itself in 
the mirror? 

What would its strengths look 
like? How about its weaknesses? In 
what ways can it improve its natural 
endowments? 

'These are some of the questions 
the Radio & Television Executives 
Society Inc.. New York. had in mind 
when it polled a sampling of adver- 
tising agency executives to find out 
how they felt about "Radio as an 
Advertising Medium." 

What follows is an exclusive re- 
port on the results of that question- 
naire survey. which was taken by the 
RTES to coincide with its recent ma- 
jor radio push. 

Rather than "yes" or "no" ques- 
tions. the survey sought subjective 
views on radio's limitations and at- 
tributes, programming and commer- 
cial matters, use of radio in other 
than the popular driving tithes and 
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radio in looking glass 

"Let's educate more of the junior buyers 

into the benefits of radio." 

other buyer and seller problems. In 
all, there were I:r questions. 

The survey shows that agency ex- 

ecutive, are significantly impressed 
with radios ability to Wrote goods 
)Il the she's es because of its flexibil- 

ity. low cost. ability to reach the 
housewife during the clay and the 
husband in the morning and eve- 

ning. l ]icy like strong local person- 
alities. the value of radio as a re- 

minder medium, its portability and 
tomp:ucion function. 

\ \'had do they belies are radio's 
problems? At cording to the survey, 
they answer program development. 
lack of a "picture." nighttime prim- 
a( y nl ts, h x al versus s national rate 
practices. and the need for a guide to 
nrcastucncent of frequency and %atu- 

ra l ism. 
Putting the economics nl today's 

radio into lot us, William Matthews, 
vice president and umctlia dire( tor, 
Young ,f Rubitaun Int., states: 
"Radio today is a primary local 
medium for national advertisers. It 
tan be effectively used in lot al situa- 
tions. like newspapers and spot te. 

"It's easy enough to rank media 
on a general basis. but when you get 
right clown to choosing a particular 
medium -when you're going into a 

city for the first time. for example- 
it's quite a different matter. ']'hen 
you have to choose the medium de- 
pending on what's available and the 
quality of what's available. what the 
marketing problem is and what 
you're trying to at 'sieve." 

On the subject of radio's assets, 
Arthur Porter, vice president and 
media director. .1. Walter Thompson 
Co., states: "Radio can reach a small 
audience at great frequency cllective- 
v." Conversely, he feels that "radio's 
greatest limitation is reaching a large 
audience at an efficient cost. You 
have to put a great deal of money 
into reaching a maximum audience 
effectively." 

What about the problem of simpli- 

!sing the buying :nul selling nl multi- 
ple market spit radio campaigns? 
David \\'asko, vice president in 
charge of media. Geyer, Morey. \lad - 
den C Ballard Inc.. believes that 
"simplified rate cauds and making 
certain that the atailabilities sub- 
mitted are the saune as those con- 
fit me(' would help. If there are any 
thanges in availabii ties. agencies 
should be info' met' itnutediatcls." 
\Ir. \\'asko also tusses out a challenge 
to the radio industry: "It would be 
terri lit for the national advertiser if 
sonie basis could be found to Drake 
rate carrels uniIouiii 

Art Tulin'. media buyer. Ogilvy, 
Benson C \lattice Inc., questions 
whether multiple market spot radio 
campaigns tau be simplified. "Each 
market or eat h station must be con- 
sidered on its Own merits. You can- 
not sell stations as a group unless 
there i, a similarity between them- 
for example, if they are an lui or con- 
cert network or if they are all news 
stations. Even a degree of difference 
among 'modern' stations means that 
you must consider each market situa- 
tion separately." 

Among the present limitations in 
radio that is found by Lucy Kerwin, 
tiniebuver. Kenyon & Eckhardt Inc., 
is that "the total audience at any une 
time is not too large." 

As for the other side of the coin, 
Miss Kerwin states: "A client can use 
radio economically. Not only are 
rates less expensive but the cost of 
preparing the commercials and put- 
ting them on the air is less. 

"Also, radio crut be utilised for a 

quick push because of the ease of 
producing the commercial Copy 
and production problems are rela- 
tively easy and the campaign can be 
put on the air quickly." 

Here, then, is a rundown of repre- 
sentative answers to some of the 
meaty questions in the RTES survey. 
Because the RTES did not ask re- 
spondents to include their names on 

the questionnaire, the following di- 
rect quotes appear without identi- 
fication. 

What are your thoughts on 
radio as a motivating force? 

"Listeners are loyal to air per- 
sonalities and take recommenda- 
tions seriously.. "]'here is vast re- 
sponse to important issues aired 
on radio and editorialiiecl. Good 
and last netts reporting is im- 
portat." 
"Inch lias already been proven 
with sales results-the end we are 
all alter. Department stores have 
been crowded 'with shoppers for 
'radio specials' and sold out on 
advertised items." 
"Given time to work, it can be 

Frank Pellegrin 
Vice president, H -R Representatives Inc. 

President of RTES 

highly cllcctive." 
"Naturally, assuming one has a 

good commercial, it can stove 
people to act. However, audiences 
are so decimated in recent years 
that only large volume or lung 
continuity of effort can produce 
significant results :as a rule." 

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

"If excellently produced, ET's are 
fine. However, it is wise to use 

popular local personalities to vary 
ET's with live adlibs of whole or 
part of commercial." 
"If d.j. is good, no one is as ef- 
fective-he can provide a person- 

20 U. S. RADIO April 1960 



al endorsement factor. It copy 
points must be handled very care- 
fully, or local talent is not ade- 

quate, l:T's are necessary." 
"It all depends on the quality of 
the transcribed commercials and 
the ability of live announcers. 
Both can be effective." 
"Live has plus on local person- 
ality sell." 
"Both can be good. The trick 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." 
"ET's are better. They give you 
exact enunciation and pronuncia- 
tion you want. Live varies by 
size of station and section of 

Al Shepard 

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

country.' 
"On a network in a personality 
show, distinctly prefer live. Local - 
ly, except for isolated cases, pre- 
fer canned." 

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

"Make all cards similar. There 
should be flat packages based on 
the number of announcements 
per week (Sunday through Satur- 
day) -no other frequencies." 
"The use of representative con- 
firmations which serve also as 

contracts. Tighter traffic control 
makes for more correct billing, 
less delays in bill payment." 
"Simplification of rate cards. 

"Radio should sell its exclusives: Great 

local medium ... immediacy ... local personalities' 

influence with tarde and consumers." 

Salesmen's knowledge of his sta- 
tions and markets." 
"Aside from the standardization 
of availability forms, I think fur- 
ther simplification is-ill come from 
better organized buying pro- 
cedure." 
"Single rate." 
"More complete market data on 
the listener." 
"Simplify rate cards. fake time 
available in preconceived blocks. 
Provide minimum reach and fre- 
quency." 

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

" \fore individual market data - 
what percent of 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." 
"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." 
"Improve programming to attract 
more listeners." 
"It should sell its exclusives - 
great local medium emanating 
from twice as many places as 

daily newspaper and seven times 
as many places as tv. Its im- 
mediacy. Its local personalities' 
influence with trade and consum- 
ers." 
"On the network, produce clear- 
ances and provide distinctly iden- 

tifiable programming. Locali), 
establish local image and streaut- 
line rate cards." 
"Has not sold itself on a market 
basis, using agreed upon statistics, 
in trying to effect radio sales for 
the mutual benefit of scs-eral 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.? 

-Swimmer weekend radio for cer- 

tain products. Rate breaks just 
after 7 p.m. permit more spot 
mileage and offer good adult 
listening." 
"Mail order agencies bu) Sunday, 
Saturday, then weekdays -in that 
order -regardless of price. Results 
follow." 
" Soute products- female appeal 
-are more effitientic sold and 
more effective in pure daytime 
hours." 
"9 a.ut. to -I p.m. for women is 

economical and sometimes the 
weight of advertising - is touch 
less than traffic times. Quality 
products can be sold in evening 
'good music' programs." 
"Weekends are good - more 
'whole family' listening when the 
opportunity is best for 'whole 
family' shopping." 

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

".\t the station level, balanced 
music and talk programming. 
More news, public service and 
identification with local com- 
munity. Networks should offer 

(Conf'd on p. 40) 

' - U. S. RADIO April 1960 f 



$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 - 

22 

Take a snack product that 
has the ability to keep taste 
buds tingling coast -to- coast; 

add an effective network of national 
distribution; mix in a consistent pro- 
gram of advertising and sales pro- 
motion, topped oft with generous 
portions of radio. This is the recipe 
which has made it possible for The 
Frito Company, Dallas, Tex., to 
boost the saes of its corn chip and 
potato chip products from $18 mil- 
lion ill 1951 to almost $60 million in 
1959. 

A consistent user of radio since 
the first was organised in 1932, Frito 
is using the sound medium to spear- 
head its misc.' tising and promotional 
efforts in 1960. It is estimated that 
$950,001), representing 35 percent of 
the total budget, will be spent in 
almost equal parts over the facilities 
of NBC, CBS and ABC to tell the 
story of Frito corn chips. 

'This is the largest network buy 
the company has ever wade," says 

Thomas K. Denton, vice president 
of Dancer- Fivgerald- Sample in Chi- 
cago, the Frito agency. "With the 
campaign under way, the announce- 
ments are scheduled to rim in stag- 
gered flights through the end of the 
year. After checking the coverage 
maps and the number of 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." 

Coast 
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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 president 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 clone 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- 
covered that with the proper type of 
copy we are even able to get appe- 
tite appeal across on our radio an- 
nouncements." 

The principal target of the Frito 

campaign 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 wwill appeal 
to them as well." 

"In order to 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 messages to specific 
consumer groups." 

A look at the Frito schedule on the 
three networks illustrates how the 
firm is seeking a wide audience hase. 
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, Ma Perkins and others; 
the Burns and Allen show; Bob and 
Ray, and Amos and Andy. Frito will 
also be represented on the network's 
Sunday schedule made up of l'ours 
Truly, Johnny Dollar; Suspense; 
Have Gun, Will Travel; Gunsmoke, 
and the Mitch Miller Show. 

At NBC, the Frito campaign will 

be heard on News of the World; 
People Are Funny; a news analysis 
show, Emphasis; and dlonitor includ- 
ing the Paul \\'inchell show, Ernie 
Kovacs, the Bob Hope segments and 
Dully's Tavern. The .\1 ;C plans 
call for 50 10- second announcements 
a week on newscasts that are heard 
front 10:55 a.m. until 11:55 p.m., 
Monday through Friday. 

Although the finn produces and 
distributes about 30 products, corn 
chips represent the major part of the 
business. "Frito," \fr. 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 be varied, and we 
will probably use 10 to 15 different 
copy approaches. However, every 
Frito announcement will include a 
musical jingle we have prepared 
built around the theme of Munch 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 Fritos corn 
chips. It's not polite to 
smack your lips -but you 
can't help it with Fritos 
corn chips -munch munch 

o Coast Radio Recipe 
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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! 

ANNOUNCER (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 

-serve Fritos corn chips. 
They're America's favorite 
-golden chips of corn just 
made to munch. F R I T O S 
-Fritos corn chips. 

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

Use Live Announcements 
". \lthough we are using transcrip- 

tions. where it k possible we ny to 
make use of live an notut einents,.. 
NI 1. \It Cat Ix sais, "01 corn's('. making 
sure that our jingle is included. On 
a111 program tncerc the format per- 
mits, we like to have the show's star 
present our message." Soute of the 
performers who are scheduled to he 
Fritts "salesmen" aie Bob and Ray, 
Art Liukicuel. and Rob lippe. Net- 
work announcers will also be used 
with great rc gulauit}. 

In order to olnain maximum im- 
pact and identification, 11'ito is pre - 
paring point o1 purchase material 
keyed to some of the performers. 
This will include rack streamers and 
colorful displays. 

The tic in of Frito's radio cam- 
paign with its activities at the retail- 
er and consumer level is typical of 
the integrated marketing operation 
which has brought the company its 
tory considerable success. '-Fritts 
are distributed through a network of 
almost 2,111111 driver -salesmen," Mr. 
\IcCai ty explains. "Lull one has 
been trained to check properly the 

his route, and 
which we pre- 

stock in the stores tu 
to set up the displays 

l'he typical Fritz store display k 
colorful, attira( live and designed to 
stimulate attention and action. Every. 
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IF RADIO helps get the consumer into the store, the large, attractive displays make it 
simple fo find Fritos. Displays are installed by company salesmen, and changed regularly 
to coordinate with the four major Fritos seasonal promotions that are used each year. 
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thing is done to wake selling Fritos 
as simple as possible Ior the retailer. 
Ir. McCarty also utelitions that the 
company usually tics in Fritos with 
other food products. He believes 
that this not only helps boost sales 
of the corn chips by showing the 
shopper new ways of using the prod- 
uct, but that it also builds excellent 
dealer relations. 

Seasonal Promotions 

The company's research brought 
out the tact that both the retailer 
and the consumer grow weary of a 

particular display alter a while. in 
addition, the displays and other 
point of purchase materials tend to 
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 rim 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 for 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- 
tained one of the packages. All of 
the merchandising efforts, including 
radio, were coordinated to concen- 
trate on the flower seed offer." 

The following is a typical 30 -sec- 

ond announcement that was used in 
conjunction with the Iree flower seed 
offer: 

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 varieties -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 off in .June. And the theme of 
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," \f. Denton points out. 

Each of the networks is providing 
Frito with a variety of merchandising 
support designed primwilt to alert 
the organization's selling force and 
its dealers to the extent of the radio 
campaign. This merchandising as- 

sistance is taking a variety oI forms. 
For example, one of the networks is 

taking advertisements in trade pub- 
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. A special 
Fourth of July letter housed inside a 

firecracker is being readied to send 
to top sales personnel. Telegrams, 
post cards, books, dollar pocket 
\ranches and records are also in- 
cluded in the efforts of the trio of 
networks to back Frito's well -inte- 
grated merchandising concepts. 

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

Can ty !mints out, is a fat cry limn tIc 
firm's beginnings in San Antonio 
during the depth of the depression. 
Struggling with a fading ice cteaut 
business, Chattes Elmer i)oolii hap - 
pened across a product being ucont- 
factured by a Mexican who had 
conic up with something mI a hybrid 
of a touilla. Mr. Doolin purchased 
the re( ipc and crude equipment lot 
SI0(1. Setting up shop in his mother's 
kitchen, he went into the corn ( hip 
business. 

As the business developed and ex- 
panded, Mr. f)oolin got dealers to 
merchandise Fritos from display 
racks rather than from the tradition- 
al glass jars. The company expanded 
at a fast pace. but was set back in 
19-11 with the outbreak of World 
\.'ar II. In 19 -16, however, the firm 
picked up the tempo again and 
started granting franchises in several 
parts of the country. Two new prod- 
ucts were added to the line, :nul by 
1954 The Frito Company was reach 
to emerge as a strong national or- 
ganization. 

Impressive Growth 

A skilled executive team headed 
by john 1). Williamson was created, 
and in 1953 a fumancial 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 figures for 
1958 were an impressive $51 million. 

In addition to Frito with lí is a na- 

tional product. the cuntp :sty also 
prcxluces and sells six branch of 
potato chips which are sold under 
different brand names on a regional 
basis. Here, too, it is pointed out, 
radio is employed as paint of the mer- 
chandising campaigns. 

Today, The Frito Compam. which 
started in a family kitchen, has 21 

plants employing 3.500 people. With 
its highly refined distribution and 

merchandising methods, the firm ex- 

pects to continue expanding. "And 
since radio has always been able to 

reach our number one customer," 
Mr. McCarty says, "we expect the 
medium to retain its important place 
in all of our basic planning." 
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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 nest two years. 
Moderate priced Howard line has expanded its boys and teenage 
departments since it acquired control of another chain two years ago. 

2G 

JINGLE 
RECALL 
BRINGS... 

Howard 

A, modern version of a fa- ill 

mous old radio commercial h' 

is currently sparking an ex- 
tensive return -to -radio drive for the a 

Howard Clothing chain -whose ad- ° 

vertising is designed to reflect corn- 
patty policy of building new suc- 
cesses upon the foundations of the i1 

old. 
Campaign blueprints call for 200 

to over 100 spots each week, concen- 
trated in nine Eastern markets for 
19 consecutive weeks. Breaking this 
down. the radio effort will run from 
March 1.1 to July 17. There will be 
between 18 to 35 spots per week per l 

station over 12 outlets. Together 
with the remainder of Howard's 
projected radio plans, the medium 
will account this year for approxi- 1 

stately 60 percent of the company's 
total advertising budget, declares 
Charles L. Rothschild, senior vice 
president of Mogul, Williams R 
Saylor, New York, Howard's agency. 
(The total budget is estimated to be 
S700,000. Radio, therefore, will get I 

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

Jingle Well Remembered 
Sound medium efforts for the rest 

of 1960 have not yet been 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- 
de Howard Label" jingle decked 
out in three brand new 1960 ar- 
rangements. The original song went 
off the air several years ago. How - 
ever, so many Howard store man- 
agers and customers -much to the 
surprise of management - remem- 
bered, recited and even requested it 
that Howard and MW&S decided to 
construct an entire campaign to take 

dvantage of both the jingle's popu- 
larity and radio's recall and reten- 
tion potential. 

Campaign Theme 

The campaign's theme -"Where 
Ise but at Howard can you find 
.." is intended to recall Howard's 

longtime reputation for dependabil- 
ity and value before combining it 
with news about the firm's up -to- 
Ilate renovations and innovations. 

Howard, which was founded in 
192.1 in the New York area where it 
'AM has its headquarters, acquired 
:svo years ago the stock of another 
lien's retail outfit, and as a result 
,uas made important management 
-hanges. 

Subsequently, according to Nathan 
)L.angerman, Howard president, the 
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hrnt has been busy renovating its old 
stores, opening new ones (at least 
20 openings are planned during the 
next two years) and restyling to give 
superior cut and material 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 furnishings departments. 

The Howard chain totals 73 stores. 

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 management ap- 
pointed Mogul, Williams & Saylor 
a little more than a year ago, the 
agency undertook to revamp How- 
ard's advertising strategy to arouse 
consumer interest in these innova- 
tions without dimming the public's 

Reviewing Howard's radio schedule is (I. to r.) Charles L. Rothschild, 
senior v.p. and account supervisor at Mogul Williams 8 Saylor, New York, 
fhe company's agency; Nat C. Wildman, v.p. and creative director on the 
account; and Joyce Peters, agency timebuyer Campaign covers nine markets. 
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enthusiasm for Howard as "a tried 
and true place to go when you want 
solid value for your money." 

Howard, which had turned away 
from radio several years ago toward 
tv and print, started to trod the radio 
road again when manager after man- 
ager and salesman alter salesman 
would ask, "Whatever happened to 
the Little Howard Label ?" They all 
seemed to remember the jingle with 
allection and to want it back. 

Consumer Survey 
After hearing so matt) men with 

the saune idea. the agency decided to 
tut a consumer survey to determine 
the recall value of the jingle, and 
distoycred than many Howard cus- 
tomer, felt the same way as the staff 
n rem bers. 

"Their enthusiasm contbiue(' with 
radio', economy and saturation po- 
tential induced the client to invest 
hea%ils in the air medium this sear," 
Mr. Rothschild explains. 

Specific radio mima ikets Ior the cur- 
rent campaign include New York: 
itoston: Philadelphia: Lynn. Salent 
and Peabody, \lass.: Rullalo and 
iiinghampton. N. V., and Orlando, 
Fla. 

Updated Jingle 

The commercials rum a minute 
:nul combine the updated jingle 
with live announcer copy. The cam- 
paign is principally spot, but also 
includes sportscasts by Gun Gowd) 
in Boston and Jinunv Powers in New 
Volk. Most ol the messages are aired 
dining drive tintes to catch Wren and 
boys -and whatever women nias be 
tuned in as well. (According to \ir. 
Rothschild, women are always a wel- 
tome audience because research has 
shown that they often persuade their 
husbands to buy a new suit-and 
sometimes two suits when the ratan 
of the house intended to purchase 
only one.) 

While the music of the Little 
Howard ward Label jingle remains the 
same as in its memorable heyday, 
both the words and the tempo have 
been altered. Nat Wildman. \IWkS 
vice president and Howard creative 
supervisor, says there are three ver- 
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lions, ".\ 'chipmunk' arrangement, a 
jailed up one for teen -agers and a 

Spanish edition, syhich is sung by the 
L1111011% Chiquita of banana fane." 
The Spanish version is aired duly in 
New \'ork. 

"The chipmunk arrangement." ngement." ex- 
plains Jeanne Harrison, the agency's 
executive radio :und tr producer, 
"serin made by speeding up the re- 
cording. We feel that it added a 
nice touch of humor. This jingle 
also carries a tag line, 'Glad to be of 
service.' It's the type ol line that is 

sometimes picked up by the young- 
sters, and adds considerably to the 
impact of the jingle. 

"In preparing these jingles,." she 
continues. we made every ellort to 
matt the musical records being pro- 
duced tday. in ternis of the talent 
and the recording techniques used. 
For example. top vocalist Dick Wil- 
liams was the artist on two of the 
jingles. And all the jingles were 
originally taped in stereo to produce 
:t finer quality monaural recording." 

Typical Commercial 
A typical commercial pointed to- 

ward Eastel buying reads like this: 

JINGLE: I'm the Little Howard 
Label of national renown. 
I'm seen inside the cloth- 
ing with the newest styles 
in town. 
Every model -every fabric 
Howard's got it just for 
you. 

tri 11ÚY /%/ 
Jeanne Harrison 

Executive radiolty producer 
Mogul, 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 from solids, 
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 to 
pay at all 38 Howard stores 
in greater New York and 
New Jersey. 
In New Volk, one of the stations 

now airing this commercial is 

\V \I(:.\, which according to \ir. 
I.angctnian, broadcast the very first 
!Inward (onunercial back in the late 
20's when the clothing Iirot spon- 
sored two Iuunymen known as the 
lloaard Dandies. 

:\ few years later, in 1933, How- 
ard began to buy a series of musical 
programs over selected network sta- 
tions, a series that lasted until \Vouid 
N %'ar II. During this period 1-I uy- 

ard's regular announcer was the late 
Paul Douglas. 

Switch to Spot 
The film's radio activities con- 

tinued into the 51l's with the empha- 
sis switching Iron) programs to spot. 
i hroughout this entire 20-year peri- 
od, I1oward's other advertising 
standby seas, of course, print in 
which they are still involved. 

According to \ir. Wildman, the 
client and agency our at the present 
time making considerable efforts to 
coordinate both their print and radio 
advertising in order to carry over 
impact from one medium to the 
other. 

"As far as lye arc concerned," lie 

says, "the repetitive qualities of 

radio hake the medium, when prop- 
erly used, an excellent buy for retail 
outlets. 
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How To Conduct 
A Mail Survey 

Pith competition for the ad- 
vertising dollar increasing 
steadily, radio stations are 

making every effort to present a to- 
tal picture of their sales potential. 
Research of every sort has become 
one Of the most frequently 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 organirutions in this 
area. However, the station often can 
undertake certain projects designed 
to provide additional information 
about its audience. The mail sur- 
vey is one method of 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. RAmO ob- 
tained the opinions of a number of 
researchers who are experts in this 
field. 

"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 firer of Lrdos and 
Morgan, New York. "When a sur- 
vey is clone by a broadcaster, the 
kinds of information he could hope 
to uncover would, of course, be lim- 
ited by his knowledge of research 
techniques. 

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

the n ber of effective impressions 
a commercial has made on his listen- 
ers," Mr. Morgan states, "he may 
learn something about ,chat kinds of 
people listen to his station. what in- 
come group they are in. how old they 
are, how large a Iautily they have or 
what kind of pc>,sessions they own. 
Or. to put it another way, the sta- 
t ion could undertake indicative, 
rather than conclusive, research." 

Wording the Questions 
Alter the surveycr has defined his 

problem and decided [chat ques- 
tions he wants answered, he [oust 
face the task of wording the ques- 
tion. "This is perhaps the most dif- 
ficult part of the project. and the 
area in which guidance most cer- 
tainly should be sought." says Nits. 
Doris Selinger, president of Audi- 
ence Analysts Inc., Philadelphia. 
"There are some standard rules. 
The questions must be short. There 
must not be too many of them. They 
must be clean- and simple and not in 
any way confusing. 

"However," she asserts. "one of 
the things my experience in the field 
has taught me is that there are many 
pitfalls in formulating the questions 
for a survey. If a station does not 
want to make the expenditure for 
a professional service to do the com- 
plete job, it can try to obtain such 
services on a consulting basis. The 
station can do the legwork, such as 
sending out questionnaires and com- 
piling the results, while benefiting 
from expert guidance in shaping the 
questions or interpreting the re- 
sults." 
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LIMIT LENGTH OF QUESTIONNAIRE 

ASK SHORT, CONCISE QUESTIONS 

USE REPRESENTATIVE MAILING LIST 

AIM FOR 50 TO 85 PERCENT RESPONSE 

mail survey 
"The enthusiasm of the researcher 

can be a hindrance. too." says Nit-. 
1 \'ikon Yulutan. project director of 
Universal Marketing Research (for- 
merly National Field Service). an 
Allred l'olitz Research Inc. alhliate. 
"It is easy to expect others to know 
what ton mean when you have been 
working with the quest' s for 
awhile and are (kepis involved in 
them. Have an outsider check to see 
if the questions are clear. And be- 
ware of long and involved question- 
naires. 

"People get tired and bored with 
long, drawn out surrets. II you wallt 
to ask 10 questions. send nut two 
sets of postcards to two sels of re- 
spondents. Ask each group fire of 
the questions. People won't take the 
time to answer any questions if 
there are too many to start with." 

With a few short and dear ques- 
tions, the researchers point out, the 
station tan use a double postcard 
with a stamped, return addressed en- 
velope for the questionnaire. On 
one side would be a short explana- 
tion of the survey, on the other the 
questions. They mentioned the post- 
card as one convenient way to con- 
duct a survey. 

After the questionnaire is ready, 
how do you know to whom to send 
it? ""This is another stumbling 
block to a valid survey." says Rich- 
ard Manville, president of Richard 
Manville Research Inc.. New York. 
"Choosing a list of names from sta- 
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Lion mail is one thing. Getting a rep- 
resentative sample for a survey is 

another. 
"-This does not mean that you can- 

not use station mail to help build 
your list of known listeners," he con- 
tinues. "Any response is helpful in 
finding out something about your 
andiente. For example, if an adver- 
tiser wants to test a product on your 
station by offering a booklet or free 
item, the response you get can be 
added to your list of known listen- 
ers. 01 course, if the offer is for a 

toy. you'll find out more about the 
e hildren in your audience than 
about your mature listeners. But 
since you are looking for indicative 
and not conclusive information. this 
will add to your knowledge of your 
audience. .Just be sure to keep in 
mind t'ltat the response represents." 

For the survey, however, the re- 
searchers are in agreement that the 
most practical listing is either a tele- 
phone book or a city directory. 
"There was a time," says Mr. Mor- 
gan "when the use of telephone di- 
rectories was a dangerous procedure 
because many people didn't have 
telephones. It's a much better source 
today. And from a practical point 
of view, a logical one." 

Picking a Sample 
In choosing your sampling from 

the list, Mr. Yulman says, pick a 

random pattern and don't deviate 
from it. "This is the only statistical- 

ly sound way to produce a repre- 
sentative sample. Start at a random 
point. If you pick, say. every fifth 
name, or the tenth name clown in 
every second column. follow that 
pattern all the way through, with- 
out deviating or substituting." 

.1 pilot study is also helpful in de- 
termining how clear the questions 
are, and whether you will get hack 
complete and honest answers, Mr. 
Yulntan suggests. 

On the question of the percentage 
of returns, all those interviewed 
point out that they aim for at least 
a 50 percent response and that 85 
percent is not rare. 

"The single biggest mistake that's 
ever macle in mail surveys is taking 
a small response and assuming that 
it is representative," says %Ir. Man- 
ville. "It is not. You cannot assume 
that the people who did not answer 
your survey are exactly 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 , 

interested in the subject you arc 
asking them abort. Don't stop until 
yon get a high percent of returns. 
And present the results as represen- 
tative of your respondents and not 
of your total audience." 

One of the ways mentioned to in- 
crease the response is to use an in- 
centive, or indicate some kind of 
benefit that will come from answer- 
ing. According to the researchers, 
money seems to be the best incen- 
tive, not because of the amount you 
are sending, but as a gesture. A 

coin. say a quarter, may get more 
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response than 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. Besicles providing you with a 
list of non- respondents, it can also 
tell you whether you have a geo- 
graphically representative list. While 
you will not be able to validate your 
survey with scientific precision, some 
kind of cross checking is advisable. 
By keying the questionnaires, you 
can see whether a disproportionate 
number of responses are coining in 
from one particular location, or if 
you are getting replies from all areas 
of your listening radius. 

Illp,,...n 

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

No matter hogs- much care lias 
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 says. "Be sure to include all 
the facts. First of all, if the advertiser 
realizes you've left out something he 
Avon't put much credence in your 
entire presentation. Secondly, there's 
a chance that you are less likely to be 

believed if you show up too s c-ll." 
Or, to put it another tsa, .l 

Jlantille observes, "If you hose . 
strong enough sales story that allows 
you to present unfavorable informa- 
tion about }ourself, tuu are more 
likely to impress the advertiser, in 
addition to adding to the credibility 
of the presentation. 

"Mail surveys," he says, "ate ex- 
cellent tools in the right hands. It 
they are well clone they can be ex- 
tremely useful in pinpointing the 
station's market. it can help to show 
the station where its strongest sell- 
ing points lie. 

"If it is not done well, however, 
or if it is undertaken by a person 
with neither experience in nor re- 
spect for the research field, it can be 
not only useless to the station but 
actually harmful." 

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

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 
set up certain research standards and 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 been well designed? Are 
they simple, concise and clear? 
Has the best sampling plan been followed to 
assure a representative response? 
Has the sampling plan been fully executed? 
Is the sample large enough? 
Have the respenses been tabulated coin- 

Iiilmml 

"Checking 

pletely without any gues -work 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 
following: 

Full statement of problems to be re solved 
by the study. 
Names of organizations that financed and 
participated in the survey. and what is their 
interest in the survey. 
Exact period of time covered in collecting 
data. 
Date of publication of the report. 
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 
what they are and what they represent." 
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PART II 

For the second time 

in three months, the 

re -birth of interest 

in radio program 

syndication is 

explored 

What's New in 

The fallowing is a sequel to l'art 1, 

which appeared last hrbruary. For a 
review of the material corerrrl in 
that sloiy. srr p. i+. 

.\ little mure than a year 
ago supplying program sety- 
ices to radio stations was an 

activity that was dormant. Most of 
the traditional liruts that ncrc in the 
field occupied themselves mainly 
with supplying «mime« c ial "chats" 
for hx-al stations. 

And suddenly the complexion 
changed completely. Not only are 
the "regular;" again in the program- 
ming business, but also new lents 
and even suctions themselves have 
entered the radio syndication busi- 
ness. 

As pointed out in the Feinoai 
stars. much of this renewed activity 
is in talk and inter) iew programs. 
lint not exclusively. Musical selec- 
tions are also being pre -programmed 
in disc and tape forai. 

The most obvions distinguishing 
mark of the new crap of radio pro - 

gramming services is length. The 
vast majority of material is in short 
takes -averaging about one minute 
in length. .\ long program toda) is 
five minutes: sbott versions aie 15 

seconds and 40 seconds. 
Below is presented a review of 

new offerings to stations, based on re- 
ports from programming companies. 

RCA Recorded Program Services, 
New fork, is making available to 
stations an "Automotive Sales Li- 
brary," comprising more than 700 
motoring hints. The package is de- 
signed to help a station attract a 

larger share of the vast car dealer 
and car accessory business. 

The package has three lengths: 

There are 1110 fifteen- second open - 
end lead-ins; 1220 forty- second used 
car .pots, and '212 one- minute epi- 
sodes. Each spot Icahn -es a hint on 
moon ing, car care or cars in general. 

The I0- setund material is keyed to 
used cars. There is a brief descrip- 
tion of all model cans since 1951, 
with an analysis of the good points 
in each year that have been proved 
with experience. The one -minute 
episodes oiler hints on how to get 
more out ul your car. Each spot 
lea t ti le'. the voice of l ?d Mc(:ray, dc- 
.cribed as a car counsellor. 

. \uotIicr current radio ollering by 
RCA Recorded Program Services is 

a special "Thesaurus Musical Li- 
brary" package that offers 2110 twelve- 
inch long -playing discs. The package 
tontains 2,0011 selec dons, which are 
described as "the cream" of the li- 
brary. 

The new ollering is programmed 
on discs in 15- minute segments. 

In the area of music programming, 
l'rogramatic Broadcasting Service, 
New fork, a division of Jluiak, fea- 
tures a completely automatic music 
broadcasting service that is current- 
ly heard on upward of 62 am and fn> 

stations. 
l'rogramatic- supplies the auto- 

mated equipment as well as a month- 
ly package of tapes. The idea be 
hind the plan is push -button pro - 
gramming. .\ station manager can 
automatically insert commercials, 
call letters, time signals and then 
"go fishing." 

Program atic eat h month supplies 
IS reels of specially -arranged music 
on magnetic tape, each reel contain- 
ing eight hours of programming. 
The service is sold exclusively in 
each market. The music includes 
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both vocal and instrumental versions 
and is designed, Programatic says, 
for the adult listener. 

Purchase price of Programatic 
equipment is $3,145, or it can be 
leased at a cost of $115 a month. 
The monthly charge for the tape 

service is based on market size and 
varies from $200 to $400. 

1Yorld 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 making available to 
its stations a newly- recorded repor- 
toire of Mautovani and Ted Heath 
selections on I6 -inch discs. 

World's current station ID jingle 
package offers 15 spots that not only 
lend themselves to station identifica- 
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fion but also the weather and dates. 
In the "Product -Service Jingle" pack- 
age, spots are available for adver- 
tisers in 68 different categories. 

The company also offers a script 
service to its stations, most of it fea- 

turing chatter to go along with 
records. An example is the Wonder- 
ful Work/ of Jazz show, heard a hall 
hour eadi week. The script provides 
the talk background for the music. 
Among other services, 1 %'orld pro - 
%ides a large array of production and 
sound effects, currently being ex- 
panded, and "Commercial Rhythm 
Backgrounds," designed to comple- 
ment any style or length of announce- 
ment. 

Harry S. Goodman Productions 
Inc., New York, is exploiting to the 
fullest what it feels is the interest by 
stations in short, one -minute pro- 
gram capsules. Over the past months, 
it has developed a library of 11 sepa- 
rate one -minute shows: 

There is /)ear Shirley, an advice 
to the loselorn show featuring dont 
nentator Shirley Eder; 20 one -min- 

ute shows a week are supplied to 
stations. Pardon .11y Blooper, featur- 
ing radio and tv loners and tom- 
piled by Kermit Schafer, is being of- 

fered in a package of 10 a week. 
Another show, Your Money and 

You, formerly a five- minute only, has 
been converted into a one -minute 
show. It features Don Rogers, finan- 
cial editor of the New York Herald - 
Tribune. There is Cal Tinny). Time, 
a series of 20 shows 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 interest in 
water activities, the Goodman firm 
is offering Boating Tips, a 10 -a -week 
series featuring Bill McKeown, edi- 
tor of Popular Boating magazine. 

There is also How Come? with 
Milton Cross, a 20 -a -week package, 
each 40 seconds long, in which Mr. 
Cross will review such things as the 
origination of such terms as "ok" 
and "nick of time," among others. 
The iVornan's Touch is in the one - 
minute concept, too. It features Pa- 
tricia Kurland ou fashion, food and 
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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 
10 -a -week package on child psychol- 
ogy, and Young Hollywood, featur- 
ing celebrity interviews in one -min- 
ute capsules, at the rate of 25 cap- 
sules a week. 

The trend towards more program- 
ming aids is reflected in the "Radio 
Hucksters and Airlifts" package of 
Lang-Worth Feature Programs Inc., 
New York. 

Each mouth new material is sup- 
plied. In 1959, foi example, a total 
of 391 new units wete added. Last 
March, Lang-Worth introduced a 

new cosmic personality chat acter for 
station use. Ile is "Reggie Fro - 
bishel," an over-enthusiastic English- 
man, who reeled oll in the March 
pat kage 42 t cnttic one -liners. They 
can be used as lead -ins or to add 
spice to a disc jockey show or he can 
be associated with a product or sta- 
tion promotion. 

The "Airlifts" portion of the 
Lang-Worth package contains "many 
hundreds of program aids of all 
kinds for today's model a radio." 
[here 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, top tunes, 
hit of the week, kibitzers, comedy 
blackouts in various voices (Toni 
Taylor, Sanely the Scotsman) and 
sound effects. There are safe driving 
campaigns, weather and time series, 
major holiday promotions and sta- 

tion ID aids. 
C -dial Recording Corp., Dal- 

las, has made available to stations 
its "Series 12" package of radio pro- 
motion jingles. It includes spots for 
every holiday and season of the year, 
as well as a back -to- school campaign. 

In addition, the company has a 

new package, the "Musical Time - 
caster." 1t offers stations 720 custom- 
ized jingles for every minute of the 
day, plus mechanical equipment that 
at any time of the day can be 

punched to produce the correct 
musical jingle on tape synchronized 
with the correct time. 

Commercial Recording also is 

slated to introduce a new package of 
radio promotion spots at the Na- 
tional Association of Broadcasters' 
convention in Chicago. 

Public service scripts of various 
kinds are being supplied by Broad- 
cast Music Inc., New fork. -)There is 

The American Stymy, a collection of 
episodes on history written by more 
than 200 authorities and historians. 
The series deals with famous men in 
American history as well as great 
issues. 

There is also The Book Parade, a 

series of 15- minute reviews in scripts 
by prominent literary figures. A more 
Recently introduced series is The 
World of the. Blind, in which 52 
scholars and scientists appraise vari- 
ous issues in man's search for knowl- 
edge and truth. 

Finally, there is The Abraham 
Lincoln Story. A total of 70 Lincoln 
historians and scholars review and 
ununlein on various aspects of his 
life. 

This month, SESAC Inc., New 
Yolk, is kicking off a new series 
labeled 'Big ti for 'G0," a series of 
LI' music service plans. highlight 
of this campaign is "The Drum - 
mers," a new line of promotion spe- 
c ialties and sales aids. 

Ruder the new drive, there arc six 
different purchase plants that offer a 

variety selection of hi -fi recordings, 
new releases and "The Drummers" 
on the basis of outright ownership. 

In the area of radio quiz programs, 
Radio Features Inc., Chicago, headed 
by 1 Tatter Schwimmer, syndicates 
Tellu -Test and Tune -Test. 

In Tello -Test, the local emcee con - 
ducts a phone -out quiz, whereby 
listeners are asked a thoroughly re- 

searched question until a listener 
gets the right answer. It can be pro- 
grammed in five- minute segments, 
two or three dines a day, \Ioud:ry 
through Friday, or in 15- minute sew 
utents. 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. There is no physical shipment 
of the merchandise to the station or 
by the station. 

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

In the arca 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: 

Ten stories per clay 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 \Vashiugton 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 weekly 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 few stations have also jumped 
into the syndication business. Ac- 
cording to a report from WiCH 
Norwich, Conn., last fall it syndi- 
cated the Otto 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 answer series dealing 
with household hints, recipes and 
economics information. 

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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'What's New ?' -Part I 
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 niade 
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, \Vest 
Islip, N.Y., is packaging a taped 
comedy routine called McA'augh- 
ton dr McGonagle. The series is 
in 30- second and one -minute seg- 
ments. 'I'he 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 $100 a program. There 
is a 10 percent increase in rates if a 

station buys three programs a week. 

Heritage Productions inc., 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 tears of pro- 
grams available, about 520 hours of 

packaging a series of live -minute 
comment shows featuring such 
diverse talents as Maggi Mt NcI- 
lis, Virginia Graham, Anita Col- 
by, Ilka Chase, Westbrook Vau 
Voorhis and John Cameron 
Swayze. 

Richard H. Ullman 1nc., Buf- 
falo, N.Y., and New York City, 
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 
series on medical advice and 
news. 

P' 

IC 

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 
five- minutes 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: 

Il 
Too few radio spots? Too 
man)? Too close together? 
Too much separation? 01 

should 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 frequenc) 
to sell that particular product! How- 
ever, there is no one set rule. If 
there were, a time buyer merely 
would be a file drawer, chock full of 
station call letters, rate structures 
and antenna heights. 

To attack the problem of fre- 
quency, a media man must first an- 
alyre the problems of the campaign 
-"What is the client trying to do 
with this campaign ?" Then he must 
ask himself two basic questions: 

I. Who is our market? 
2. How strong and lasting an im- 

pression must the commercial make 
to move the market to action? 

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

Define the Market 
Let's discuss question number one, 

"Who is your market? Rich? Poor? 
Young? ()Id? Farmers? Certain ethnic 
groups? Automobile owners? The an- 
swers to these questions will pinpoint 
who is the wheat, who is the chaff, 
whom we want to reach most effec- 
tively- and most often. 

When we have the answer to this 
question about 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 

AIr. Towne, media director of 
Smith /Greenland Co., New York 
explains that "to attack the problem 
of frequency, a media Haan must 
first analyze the problems of the 
campaign." He feels that "frequen- 
cy is very closely related to how ac- 

curately you can pinpoint yonr mar- 
ket with media selection." 

clients: Brand "X" is a product 
widely accepted by a particular 
ethnic market. Therclorc, in buying 
media for our client, media selec- 
tion is directed at programming 
which is also designed for this spe- 
cific group. To relate 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 commercials 
to reach our prime audience (in the 
stated case, people of this ethnic 
group) . Thus, it is evident that fre- 
quency is very closely related to how 
accurately you can pinpoint your 
market with media selection. 

Question number two, "How 
strung 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 of the commercials? 

2. How really unique are 
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- 

your 

ket ($5000 for a Cadillac or 5 cents 
for a package of chewing gum) ? 

Now let us examine itov' these 
points affect frequency. 

If your format is dynamic and 
your product benefits are obviously 
unique, your commercial veill be re- 
membered for a long time, and your 
frequency can be cut down. If your 
commercial is a reminder, or is not 
very likely to send people racing to 
their nearest store, then you obvious- 
ly must reach the same audience 
many times to make the desired im- 
pression. If you are selling a brand 
"1 "' soup, and your competition is 
Campbell's Soup, you certainly must 
use more frequency than if you were 
selling in a field where there is no 
bran d preference. 

In summing up the entire prob- 
lem, certain things must be re -em- 
phasirecl: 

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

2. More than media is involved 
in this decision. It is not merely a 

slide rule exercise. 
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ROGER RUJISTEAD ANSWERS: 

Frequency defined by one dic- 
tionary is ". . . the rate of recur- 
rence." One explanation of recur- 
rence is "... the act or fact of return- 
ing to the mind." And recur ... or 
recurrence ... also means "... to 
come up again for consideration." 

Simply stated, advertising "fre- 
quency" is really the "recurrence" 
of the commercial message on the 
consumer's mind ... for considera- 
tion, and hopefully, for buying 
action! 

There seems to be very little agree- 
ment among the experts as to just 
what the right "rate of 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 
timebuying experience, however, 
would usually dictate a somewhat 
stronger buy impact -wise for a widely 
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 research 
presently available. 

Detailed Specifics 

We look forward to the day when 
radio stations will supply detailed 
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 determining over- 
all creative and inedia strategy. 

In other words, as more and more 
qualitative information becomes 

available on each individual radio 
station's audience, the media strat- 
egist may well conclude that it 
would be more efficient for an adver- 
tiser to spend more heavily on one 
or two stations rather than buy 30 
spots a week across the board based 
on the lowest cost per thousand gross 
homes reached. 

Marketing Strategy 
Marketing strategy, as well as 

available ad dollars, dictate a differ- 
ent media or "frequency" approach 
in any medium for a selective or 
"quality" product than for a prod- 

for Good Humor's weekly specials. 
ln this case, overall frequents is 
sometimes sacrificed in terras 01 gross 
audience -ruin <on(entrated in those 
horns when Gaud li untor's u uc ks 
are on the streets and the "new prod- 
uct" is readily available to the con- 
sumer. 

Basic advertising strategy and 
the media mix determined by that 
strategy -is also a key factor in de- 
termining radio Ircquem y. For ex- 
ample, a ty program buy's intpac t 
can be "extended" by a strong radio 
buy stressing the right "recurrence 
factor." 

.\Ir. Bumstead is media director. 
eastern division, of MacMlanus, 
John C Adams Inc., New York. He 
feels that frequency must be consid- 
ered as an integral part of the over- 
all marketing .strategy. Frequency. 
he stales, "will always be determined 
only by specific facts available when 
the media plan is blue- pri»ted." 

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 buying approach 
would very likely be different from 
Rheingold's. 

Likewise, the "recurrence factor" 
of a radio buy must be closely related 
to every objective of an overall ad- 
vertising campaign. Good Humor, 
widely known and accepted as a 
quality ice cream manufacturer, de- 
sires a very specific result from its 
radio buy -a concentrated demand 

\fy experience in media planning 
has confirmed a belief that "fre- 
quency" or the "recurrence factor" 
will always Ire determined only by 
specific facts available when the 
media plan is blue -printed: a pat 
formula for determining "frequency" 
is still a thing of the future. 

And now that rye given mw 
opinion on "frequency," I'd like to 
see U.S. R:uno challenge some of mw 
contemporaries to define the word 
IMPACT -so that we'd all have a 
better idea of what that oft maligned 
term means to media men.. 
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focus on radio 
A Quick Glance At People, Places 

And Events Around Radio -Land 

GOOD MUSIC SOCIETY is formed by the meeting of I I-year-old Jo Anne 
Burton and Alan W. Doerr, music director of WGMS Washington, D.C. When 
Jo Anne wrote that "I 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. 

HONORARY NEWS EDITOR at opening of new newsroom at WWJ 
Detroit is city's mayor Louis C. Miriani. Honorary copy girl Ardis 
Kenealy and gen. mgr. Edwin K. Wheeler (r.) look on as the sta- 
tion's news editor James F. Clark (c.) receives his first assignment. 

38 

CROWNING DELIGHT of Kaiser Aluminum helmet 

brings smiles to WISN Milwaukee trio Carl Vogt 
(I.), Marilyn Fagan (c.) and Art Barnes. Helmets 
were sent to dealers who don't stock Kaiser to 
"protect" them from aggressive company salesmen. 

BEVY OF BEAUTIES captivates Don Sorkin, WCFL Chicago disk 

jockey on his Saturday night music and interview show that originates 
from Chicago's famous Gaslight Club. Girls are waitresses. Sorkin 

also hosts daily 6:15 a.m. show that originates from station's studio. 
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THEY LOVE the parade to celebrate 38th an. 

niversary of WIL St. 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. 

1 

, . p 

1T` 
k, 1 4.11 

\ . 
Matt nPr 

W I L 

' 

- W ̀ {.r remind 
TO GIVE TO THE 

EART FUND * - 

SEARCH FOR TALENT in Pet Milk's Third 
Annual "Grand Ole Opry" Talent Contest is 

planned by (I. to 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, 
Chicago (I.), acknowledges authorship of humorous three -song 
medley which won KBIG Hollywood contest. Neal Weed (c.) and 

Frank Weed of Weed Radio Corp., station's representatives, bring 
good news. Johnson won trip for two to Miami, Lisbon, Madrid. 

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. 
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CREATIVE ADVERTISING wins recognition for Eisaman, Johns & 

Laws from the Southern California Broadcasters Association. Agency 
principals (I. to r.) Joe Eiseman, Jess Johns and Robert Laws 
receive award from Robert Light, SCBA pres., for Chevy dealers 
campaign tying in commercials with news flashes from Olympics. 
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LONG A DREAM 

Now A Reality 
Radio's Newspaper of the Air 
40- second and one -minute features 
that your listeners want. 

11O \\" COME? "O.K.'. "Nick of 
time." "L. S.' Grant, and hundreds 
more. \lilton Cross explains the 
origination of expressions we take 
for granted. 20 weekly. 

SI'OR'l' S1IOItTS Russ (lodges re- 
calls unusual happenings in the 
sports world. 15 tveekh'. 

YOUNG HOLLYWOOD Inters iews 
with nrol ie stars and nett s. Dick 
Strout entrees. 25 ueekh. 

DEAR SHIRLEY Shirks Eder gives 
advice to the lotelorn. 211 tteeklt. 

YOUR (.11111) YOU l',.. eholog- 
kal and midi I approaelt to rais- 
ing children from infancy through 
10 tears. 10 tteekly. 

11O.t'FINC 'l'II'S Bill \IcKeowit. Edi- 
tor Popular Boating 1lagn.ine gives 
advice on pleasure boating. For 
ices and old salts alike. 10 tteekl. 

GUllll: TO ( ;O(/1) IlEA1 :1'II I)r. 
Lester Coleman. \I.D.. author of 
"Freedom from Fear" emcees. In. 
forutation on keeping well and what 
to do if you aren't. 10 tveeklt. 

YOUR 3IO\EY & YOU Don Rog- 
ers. Financial Editor. New )'or/.' 
Herald Tribune with how to make 
more mono% and keep '.that you 
hate. 10 t '.eekly. 

CAL TI \ \E\ TIME It's f Tin- 
Hey 's comments on people and events 
% '.ill has your audience laughing for 
more. 21) weekly. 

l'AIi1)ON N\" BLOOPER Ilila ' . 

boners pulled on radio and TV. 10 
weekly. 

THE WOMAN'S TOUCH Patricia 
Kurland comments on foods. fash- 
ions, and all things of interest to 
women. 10 weekly. 

Take one or take them all. Exclusive 
rights granted. 

HARRY S. IÌ000!AAN 
P R O D U C T O N S 

19 East 53rd Street, New York City 

CONVENTION HDQRS: 

Conrad Hilton, Suite 1105 -A 

LOOKING GLASS (Conf'd from p. 21) 

strong leatlres not obtainable at 
local level." 
"Stations should have less call 
letter promotion so commercials 
are not coupled with self- promo- 
tion. Commercials should be 
'showc'ased' to be more effective. 
Networks should do something 
for educated, cultured audience 
bored with tv. For example: A 
series on possible occupations for 
U.S. college students to help de- 
termine what they want to be; 
perhaps a comparison of simi- 
larities and dilIerences of various 
religions; discussion programs on 
local and national issues -both 
sides presented billy; a series of 
readings from current best- sellers 
or nett- and old plays; perhaps 
short review's of art exhibits." 
"Better spacing of commercials, 
dropping of station 'promos.' 
Phis would decrease weight of 
adtcitising. Increase music or 
editorial content and thus height- 
en impact of all commercials." 
"No harm can torte in providing 
adult listeners with news and 
nlusi(; however, why not more in 
the way of usable. thought -prtl- 
voking inlorutation (between re- 
t urdings) contenting tltc home, 
the tar, the comtlninity, cu. 
Radio was once a predominantly 
'ente. I ainnlent' medium; today it 
is looked to for service by mush 
of the nation." 
"Find out what buying people 
'.want and give it to them. \o, it's 
not being done now'." 
"Develop a distinct Mansur for 
each station locally." 

What do you consider to be 
radio's attributes? 

"Listeners can be reached while 
busy with their hands at other 
tasks or while moving around. 
Car radio is a big plus during 
summers and weekends or in 
warns climates." 
"Flexibilc; personal endorsements 
by popular local personalities." 
"Low cost; ability to reach market 
segments efficiently, selectively." 
"Economy - permitting greater 
frequency." 
"It requires ears only. Car radios; 
radio delivers loads of women 
J a.m. to 3:30 p.m. inexpensively; 

great reminder medium; local 
personalities." 
"Low cost, Ilexibility." 
"Coverage, price." 
"Portability; oportunity for fre- 
quent supplemental support; con- 
tinuity; occasionally, the value of 
a personality." 
"It is more personal than, say, tv. 
Can select audience quite neatly 
(particularly housewives) ." 

" "Flee ability to produce and sus- 
tain impact, through repetition, 
upon its audience." 
What do you consider to be 

radio's limitations? 
"Station images are blurred and 
non- existent in general." 
"Evening listening still second to 
tv. All clay and all weekend and 
summer radio is outstanding." 
"Big one -tinge audience is not 
available. Lack of visual impres- 
sion." 
"Except for specialized products 
that make sense on e'.'eningsched- 
ules on 'good music' stations, 
nighttime radio offers tot) small 
a segment of audience." 
"Lack of audience reach antl im- 
pact." 
"Casual listening to large but un- 
known degree ?' 
"Lack of visual quality; premium 
rates for desirable local periods, 
and somewhat spotty clearance on 
networks." 

Any other thoughts on areas 
of' radio not covered above? 

"Let's educate more of the junior 
buyers into the benefits of radio. 
Let's stop talking percentage 
points in ratings and look more 
carefully at ownership, manage- 
ment, programming, local corpo- 
rate image, coverage factors, mer- 
chandising assistance offered and 
atmosphere of station in which 
client's coinnlercials will be 
aired ". 
"Stations should regulate them- 
selves on co -op- letting one ma- 
jor chain dominate station hurts 
it in revenue and prestige, and 
forces buyers to more and more 
co -op at less than national rates. 
Also, one rate would help." 
"What is saturation coverage?" 
"1 think some constructive re- 
search could be done to establish 
a pattern of reach and fre- 
quency." 
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"MUSICAL -Ti gECASTE... the greatest innovation 

in radio 'programing since jingles ... at C. R. C.'s suite 

at the Sheraton-Blackstone Commercial Recording Corporation 

P. O. Box 6126 3104 Maple, Dallas 19, Texas 

your own customized jingles sing the time To Merriman, president Bob Farrar, vice pres 

automatically cues the tape to the exact minute Dick Morrison, vice pres., gen. sales mgr. 



This is 
the spot for a commercial 

DRESSER BY 
BARER FURNITURE CO. 

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

KOB Albuquerque WINZ Miami KCRA Sacramento 
WSB Atlanta WISN Milwaukee WOAI San Antonio 
WGR Buffalo KSTP. Minneapolis -St. Paul KFMB San Diego 
WGN Chicago WTAR Norfolk KOBY San Francisco 
WFAA.... DallasFt. Worth KFAB Omaha KMA Shenandoah 
WKMH Detroit WIP Philadelphia KREM Spokane 
KPRC Houston KPOJ Portland WGTO .... Tampa -Orlando 
KARK Little Rock WJAR Providence KVOO Tulsa 

WRNL Richmond 

Radio Division 

Edward Petry & Co., Inc. 
The Original Station 

Representative 

NEW YORK CHICAGO ATLANTA BOSTON DALLAS DETROIT LOS ANGELES SAN FRANCISCO ST. LOUIS 
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OR HEARD . 
The message is clear. People -adult people, partic- 
ularly- listen to the CBS Owned Radio Stations, 
the persuasive voices of seven of America's top ten 
markets. Active, alive listeners choose the C -O's 
because their programs are directed to listeners - 
not to the fringe consciousness of people with their 
minds on other matters. Locally- produced programs 
include live music, comedy, opinion forums, special 
events, education, regional news, documentaries. , 
interviews, sports, farm shows, business reporte - 

-everything that interests people. And added t.: 
all this is the unique strength of the CBS Radio 
Network, with its schedule of star personalities 
drama, comedy, complete news coverage and a>ial= 
ysis, public affairs and great live music. This is 
responsible broadcasting. It gets a responsive aud- 
ence. And generates response to your advertising[ 

THE CBS OWNED C RADIO STATIONS 
REPRESENTED BY CBS RADIO SPOT SALES 
WCAII, Philadelphia; KCBS, San Francisco; %NI, Los Angelei; 
WEEI, Boston; WCBS, New York; WBBM, Chicago; IMOI, St. Louis 



H T 0 0 I F) I RSTS 

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. 

/ HONOR1Nr 

WFtt,PHILADELPHIA 
..7U010 SCHOOLHOUSE 

-1955- 

ANOTHER FIRST 
Philadelphia's Home and School 
Council has just cited the WFIL 
Stations for "... valuable and 
continuous contributions to edu- 
cation of children and adults ..." 
This is the ONLY Award ever 
made by the Council to a broad- 
caster. 

With those who know local public service pro- 

gramming best, it's WFIL again and again and 

again. Here are just a few of the WFIL Stations' 

many public service firsts: 

First broadcaster in America to win two 

duPont Awards 

First and only broadcaster to win the 

Marshall Field Award 

First and only broadcaster to win two 

Sloan Awards in one year 

THE PHILADELPHIA 
HOME & SCHOOL COUNCIL 

CERTIFICATE OF APPRECIATION 

For valuable, effective and Continuous contributions la the educa- 
tion of children and Odulls in the Delaware Volley oreo, through 

"WA 1.1 Studio Schoolhouse "on WFIL -radio since 1943, 
and on WFIL -TV since 1948, 

produced cooperatively with the Philadelphia Public, Diocesan and Indepen- 

dent Schools, Ond through 
"University of the Au" 

presented in cooperation with 35 colleges and universities sine!, 1950, 
the Phdodetphia Horne and School Council 

°words this special citation lo 

Stations WFIL,WFIL -TV 

in recognition of Ibis unique and distinguished service 

Leaders in service to the community since 1922 

Operated by: Radio and Television Div. / Triangle Publications, 

TRIANGLE STATIONS 
ANNEMMEK 

W F I L-,A INI F!IA T 1iI 
P H I L A D E L P H I A , P E N N S Y L V A N I A 

ABC BLAIR 

Inc. / 46th & Market Sts., Philadelphia 39, Pa. 

WFIL -AM FM TV. Philadelphia, Po. / WNBF -AM FM TV, Binghamton, N.Y. / WLVH -TV, Lebanon -Lancaster, Pa. 

WFSG -AM TV, Altoona -Johnstown, Pa. / WNHC -AM FM TV, Hartford -New Haven, Conn. / KFRE -AM TV KRFM, Fresno, Col. 

Triangle National Sales Office, 485 Lexington Avenue, New York 17, New York 
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NAB 38th Annual 
Convention 
An atmosphere of unprecedented sedateness 

greets delegates to the 1960 meeting 

a 
The 38th annual convention 
of the National association 
of Broadcasters takes place 

in an atmosphere of unprecedented 
sedateness. 

There is the memory of the asso- 

ciation'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 
Conununications Commission, with 
Frederick W. Ford succeeding John 
C. Doerler as chairman clue to the 
latter's resignation. 

In the area of 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 \ f r. Fellows. Dr. 
Frank Stanton, president of CBS 
Inc., will deliver a tribute to NAB's 
former head at the opening session 
Monday 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, 

londay: Chairman Ford of the FCC, 
Tuesday, and Whitney North Sey- 
mour, president -elect of the Ameri- 
can liar Association, Wednesday. 

At the \ \'ednesday luncheon, FCC 
Commissioner T.A.M. Craven will 
receive the second annual Engineer- 
ing Achievement Award. 

The radio agenda of the conven- 
ion gets off to a last start on Sunday, 
April 3, with a special "Fui Day." 
From 10 a.m. to 12 noon, the Na- 
tional Association of Fin Broadcast- 
ers will hold a special sales and pro- 
gramming seminar. The afternoon 
portion of "Fm Day" will be con- 
ducted by NAB. Presided over by 
Ben Strouse, \\' \\'DC Washington, 
D.C., and chairman of the NAB Fm 
Radio Committee, the first presenta- 
tion will be "Fun: Population Ex- 
plosion," by John F. Meagher, NAB 
vice president for radio, and Everett 
L. Dillard, WASH Washington, D.C. 

Other fm subjects for the after- 
noon are "Fm: The Count Up." 
"The Fm Receiver Manufacturer 
Speaks," "Fin: An Official Evalua- 
tion" and "If I Owned an Fin Sta- 
tion...'. 

On \ fonda' afternoon, following 
the morning official ceremonies. the 
radio agenda will feature a report 

by Robert 1'. Mason, \ \'MRN 
Marion, O., chairman of the All -In- 
dustry Radio Music License Com- 
mittee. 

Lawrence \\'ebb, managing direc- 
tor, Station Representatives Associa- 
tion, will deliver SRA's spot radio 
presentation, "Prospects on a Silver 
Platter." Then there will be a ses- 

sion on the "Standards of Good 
Practice," presided over b' Cliff Gill, 
KEZY Anaheim. Calif., chairman of 
the NAB Standards oI Good Prac- 

tices Committee. 
On Tuesday morning, from 10 to 

II:30 a.nt., the Radio Advertising 
Bureau will hold forth 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 afternoon is open to al- 
low those attending the convention 
ample time to see all the exhibits. 

On \\'ednesday morning there is 

a special labor clinic, presided over 
by Ward Quaal, \\'GN Chicago. 

On Wednesday afternoon, the 
Broadcasters Promotion Association 
will deliver a presentation on station 
promotion. 

The convention formally closes 

with the annual banquet at 7:30 
p.m., Wednesday. 

(supplement p. 3) 15 



Radio Convention Agenda 
All management meetings are at the Conrad 

Special Features 
FRIDAY, APRIL 1 

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

Room 18 

Association for Professional Broadcasting 
Education Board of Directors Meeting. 
Luncheon 

SATURDAY, APRIL 2 

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

Room 18 

Association for Professional Broadcasting 
Education -Membership Meeting 

10 to \ational Associas' of Fin Broadcasters 
5 p.m. 

Waldorf Room 

SUNDAY, APRIL 3 

9 a.m. to Anirr lea n Broadra -sing Co.-, ffiliates 
5:30 p.m. \Irrlira 
Grand Ballroom 

9 o.m Buses leave south entrance of Conrad 
Hilton Hotel for Broadcasting golf tour- 
nament at Midwest Country Club. Hins- 
dale, Ill. 

10 a.m. to National Assoriation of Fui Broadcasters 
12 Noon Membership Meeting 
Waldorf Room 

11 a.m. to 
1 p.m. 
Williford -C 
11 a.m. to 
1 p.m. 

Room 14 

Regional Broadcasters- \lember.hip 
Meeting 

Daytime Broadcasters Association Alenr- 
bership Meeting 

3:30 to 5:30 p.m. Clear Channel Broadcasting Service- 
Room 13 Membership Meeting 

5:30 to 7:30 p.m. American Broadcasting Co.- Affiliates 
Reception 

Williford -A & B 

MONDAY, APRIL 4 

8 to 10 a.m. 
Room 9 

Quality Radio Group Inc. Breakfast 

TUESDAY, APRIL 5 

7:30 p.m. Broadcast Pioneers Banquet 
Grand Ballroom 

Official Agenda 
SATURDAY, APRIL 2 

9 a.m .to 5 p.m. Registration 
Lower Lobby 

Hilton) 

SUNDAY, APRIL 3 

7 a.m. to 7 pm. Registration 
Lower Lobby 

12 Noon to Exhibits 
7 p.m. 
Exhibition Hall 

2:30 to 5:30 p.m. NAB Fm Session 
Waldorf Room 

Presiding: Ben Strouse, \WWDC Washing- 
ton. D. C., Chairman, NAB Fin Radio 
Committee 

"Fin: Population Explosion" 
John F. Meagher. NAB Vice President 
for Radin 

Everett L. Dillard. \\'ASH Washington 
"Foi: The Coutil Up" 
Dr. Sdnel Roslow. The Pulse inc. 

Frank Sasser. C. E. Hooper Inc. 
Richard i\1. Allerton, Manager, NAB 
Research 1)ept. 

"The Fur Receiver Manufacturer Speaks" 
Henry Fogel, President 
Granco Products Inc. 

C. J. ( Red) Gentry, National Sales Man- 
ager, Automobile Fm Radio. Motorola 
Ted Leitzell. Zenith Radio Corp. 

"For: An Official Evaluation" 
Robert 1). Linx. FCC Field Supervisor. 
Western Region, CONELI{AD 
"If i Owned an Fm Station ..." 
Eduard L. Barr). Columnist. 
Chicago Tribune 

Bernie Harrison, Columnist, 
The I \\'aslrington, D. C.) Evening Star 

MONDAY, APRIL 4 

10:30 to 
11:45 a.m. 

Grand Ballroom 
Presiding: Thomas C. Bostic. Cascade 
Broadcasting Co., Yakima. Wash.: 19(,0 
Convention Co- Chairman 

Tribute to Harold E. Fellows: Dr. Frank 
Stanton, President, CBS Inc. 

keynote Address: Clair R. McCollough. 
Steinman Stations, Lancaster. Pa.: Chair- 
man. NAB Policy Committee 

Presentation o/ NAB Distinguished Serv- 
ice Award: By C. Richard Shaft.. WIS. 
TV Columbia, S. C., Chairman, NAB Tv 
Board of Directors and Member. NAB 
Policy Committee. to Mr. McCullough 

12:30 to Luncheon and General Assemlh 
2:15 p.m. 

Grand Ballroom 
P residing: Payson -Hall, Radio -Tv Div.. 
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Meredith Publishing Co., Des Moines, 
1960 Convention Co- Chairman 

"I Speak for Democracy.. 
Richard J. Smith. National \\'inner, 
Voice of Democracy Competition 

Introduction of the Speaker: Merrill Lind- 
say, \VSOY Decatur, Ill., Member, NAB 
Board of Directors and NAB Policy Com- 
mittee 

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

2:30 to 5 p.m. Radio Assembly 
Williford 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 Dan nett. McGoldrick. Damnett. 
Horowitz & Golub. Counsel to the Corn. 
mittee 

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

"Standards of Good Practice" 
Cliff Gill, KEZ \' Anaheim, Calif.. 
Chairman, NAB Standards of Good l'rac- 
t ices Committee 

Frank U. Fletcher. Spearman & Roberson, 
Washington. D. C. 

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

TUESDAY, APRIL 5 

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

"The Nature of the Enemy" 
A slide and sound presentation outlining 
the strengths and weaknesses of radio's 
major competitors for the advertising 
dollar 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. 

12:30 to 2 p.m. Luncheon and General Assembly 
Grand Ballroom 

Presiding: Mr. Bostic. 

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

Special Presentation: Broadcast Music 
Inc. 

2:00 to 5 No Scheduled Sessions -This period is 
not programmed so as to permit delegates 
to visit exhibits and hospitality suites. 

WEDNESDAY, APRIL 6 

9 to 10:15 a.m. Labor Clinic (Closed Session) 
Williford Room 

Presiding: Ward L. Quaal, WGN Inc., 
Chicago, Chairman, NAB Labor Advis- 
ory Cmnmittee 

Participants: Hulbert Taft Jr., 'Taft 
Broadcasting Co.. Cincinnati; B. Lowell 
Jacobsen, National Broadcasting Co.; 
Cecil Woodland, WEB, Scranton, Pa.; 
Charles H. Tower. NAB; James H. Hul- 
bert, NAB. 

10:30 o.m. to General Assembly 1 Management and Engi- 
neering Conference) 

Grand Ballroom 
Presiding: Mr. Hall 
Panel Discussion: Federal Connnuniea- 
tions Commission 

12:00 Noon 

12:45 to 
2:15 pm. 
Grand Ballroom 

Presiding: Warren L. Braun. WSV_\ 
Harrisonburg, Va.. Chairman. Broadcast 
Engineering Conference Committee 

Presentation of _V AB Engineering Award: 
To Commissioner Crafen, FCC 

Introduction o/ the Speaker: Mr. Hall 

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

The Annual VAR Business Session- 
Presiding: M r. McCollough 

2:30 to 5 p.m. Radio Assembly 
Williford Room 

"Radios Public Relations -Four Job" 
Robert L. Pratt. KGGF Coffeyville, Kan., 
Chairman. NAB Public Relations Com- 
mittee. 

Broadcasters' Promotion Association 
Presentation 

"Promotion as a Radio Management 
Function" 
Charles A. Wilson. WGN Chicago 
Janet Byers, KV \V Cleveland 
James Bowernnaster, WMT Cedar Rapids 
John J. (Chick) Kelly, Storer Broadcast- 
ing Co. 

"If I Were Your Program Director ..." 
Mitch Miller. Columbia Records 

Hon. 
Hon. 
Hon. 
Hon. 
Hon. 
Hon. 

Frederick \V. Ford. Chairman 
Rose! H. Hyde 
Robert T. Bartley 
Robert E. Lee 
T. A. M. Craven 
John S. Cross 

Moderator: Mr. McCollough 

Luncheon and General Assembly 

7:30 p.m. Annual Convention Banquet 
Grand Ballroom 
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The radio industry has always been concerned 
t%ith ttIiat the American public thinks of it- 
indiuidttally as stations and trholly as a fed- 

era -licensed business. 
. \t present, the eerre al the concern lies in the anxiety 

over \\'ashington examination and accusation, as ttell 
as the clesire to see radio continue gathering strength 
in the local counnunitt. 

lit an enterprise whose very nature is to communi- 
cate to the public -quickly, iulorniatively and enter - 
taiuinglt -its structure is completely dependent upcm 
the image its audience conjures in relation to it. 

During a period when the radio industry-long 
plagued b government inquiry because of the sensi- 
tive position it holds with the American audience -is 
again lacing legislative scrutiny. the cllorts of litany 
broadcasters are being turned toward using their own 
natiral resource to convey an accurate self -portrait. 

Spearheading these efforts is the "Ruilci Radio \Pith 
Radio' campaign formally launched by the National 
\ssoeiation of Broadcasters for its members last summer. 

The objectives of the campaign are many: Under- 
standing, g nxleill, public relations, plain good busi- 
ness. But undoubtedly the one goal to which all these 
contribute is the desire to insure that radio remains 
a primarily sell- regulated business. 

The radio position on this matter was eloquently 
stated by the late Harold E. Fellows, president and 
chairman of the hoard of NAB. The following is an 

BUILDS 
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excerpt from his remarks last January before the Fed- 

eral Communications Commission: 

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

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

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

"What we have built in broadcasting ... is reflec- 
tive of that mood and that precious concept -that the 
people choose. Anything that is done, however inno- 
cent its origin, to limit the natural flourrishing of that 
choice on the part of the people, is contrary to the 
public interest." 

NAB'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 for radio, stations have been receiving 
monthly promotion kits for on-air announcements. 
Each month has a different thence and the scripts range 
in length from 10 seconds to 60 seconds. For example, 
last September the theme was radio's service to youth 
and to schools. 

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

"If f you're a young man or zeonran in school, you 
know that .school days are busy days. There's so much 
to learn ... so much to accomplish ... so much to 
enjoy. That's why radio means so much to young 
Americans on the go ... and parents, too. Radio goes 
anywhere ... and keeps you in time with what's hap- 
pening everywhere. Radio shares your every interest. 
Radio covers the activities, achievements and problems 
of your own school. Radio serves as a forum in which 
students, parents and teachers alike can exchange 
ideas. Radio public affairs programs help you under- 
stand what you study in school. Radio brings you 
music and entertainment for your leisure hours. Ra- 
dio makes it more fun to be young. Station 
is pledged to serve you, your schools and your com- 
munity. This station is a member of the \' ational Asso- 
ciation of Broadcasters. Broadcasting serves America." 

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

RADIO WITH RADIO 
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NAB 

GUIDE 

FOR RMiO BROADCASTERS 

One of NAB's 
station tools is 

this "Speaker's Guide." 

"Heartbeat of Mainstreet" 
l'he month of \lay has once more been designated 

as the annual periu(I for broadcasters to promote in- 
tensively radio's place in the couununity. This year's 
NAB theme is "Radio. the Heartbeat of \iainstreet." 

For the second straight sear. Faillace Productions 
Inc.. New Yolk. will produce a variety of jingles for 
member use. The theme of these spots wilt promote 
the prestige of the medium as well as its listener 
salues. A kit containing promotion and program 
ideas will be mailed out by NAB to its membership. 

The NAB public relations committee that is help- 
ing in the formulation of ideas and materials arc: 
Robert Pratt, KGGF Cwoffeyvilk, Kans. (chairman) : 

Frank Gaither, \ \'Sil Atlanta: Simon Goldman, \WJTX 
Jamestown, N. V.: A. Boyd Kelley. KTRN Wichita 
Falls. Tex.: Robert J. \ic.\ndrews. KIf1G Hollywood, 
Calif. 
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tenors, radio listening during Christmas and New 
Year's, among others. 

As part of its over -all radio public relations cam- 
paign, NAB also has a special filet called "Hear and 
Noss," a 16mm. reel that dratnati,es how radio stations 
keep their communities svcll- informed around the 
clock. N.\li also stakes available to its members a 

"Speaker's Guide for Radio Broadcasters" that offers 
help in speechwriting in nine different subject cate- 
gories. 

In line with this, the campaign also otters to mem- 
bers seven different fully -prepared speeches on various 
subjects for local broadcaster use in the community. 

Is there an interest for this type of material by sta- 
tions? Just ask the NAB. A total of 505 tape record- 
ings of the aforementioned stand on self- regulation 
by \Ir. Fellows has been reuested by members and 
non -members. The "Hear and Now" Min has been 
purchased b) 230 stations and rented by another 80- 
a total of 310. As for the "Speaker's Guide." radio 
members received one guide each and then 306 mem- 
bers requested 317 additional guides. About 1.165 
Iull- length speech texts have already been mailed out 
to members. all on request. (There was no blanket 
mailing of speech texts to the membership.) 

While the NAB believes the interest by stations is 

encouraging, it also is firm iu its stand that a greater 
number of stations should be devoting uun-e time to 
this campaign. NAB reasons that at this particular 
moment in its history there is little that could be more 
iatpottaitt to a station than local image- building. 

\Eery station executives, the association believes, 
for one reason or another find themselves so busy with 
tli normal business load that they overlook the Op- 

portunity to plan an image- building campaign with 
the help of NAB materials. 

In addition to the industry significance, the NAB 
also appeals to the broadcaster's sense oI business on 
the sound premise that good public relations is g(x)d 
business. John M. Comic, manager of public rela- 
tions. explains: 

"Public arceptrurre of your .station is a big factor in 
determining the number of ils listeners ... and their 
response to u'hal they ... hear. This, in turn, affects 
your sales to advertisers ... not to mention your own 
pocketbook. 

.. Public relations is just one of many manage- 
ment tools. But it is particularly important to you 
because you are in a government- liernsed industry 
which ira /ces its daily bread by ronvnunirating with 
the public. And public relations ran determine 
whether your daily bread dough rises or falls flat. 

"Because you are in the business of communi- 
cating with 1lre public. just about everything you do 
ma lles an impression on the public. Everything you 
do can help to build -or tear down -the public stat- 
ure of you and your station. .. . 

"You ran find many good definitions of what public 

t r. S. RADIO April I960 



relations is. But I have one which I think fits the 

broadcaster. It involves three basic elements. 
"First, public relations means finding what your 

public-your audience -wishes ... what it needs .. . 

what it experts from you. Second, public relations 
means guiding your policies to fulfill these needs and 
desires.... The third point -this is the point that too 

often is ignored asid this is the capstone of public' 
relations: 

"Public relations means communicating and inter- 
preting your policies and your actions so your public 
will know that you are acting in their interests. In 
other words, public relations is a free flow of commu- 
nications between you and your community... . 

"iPhenever you build a favorable public impression 
of yourself and your station, you also are building 
good public relations for the whole broadcasting in 
duct ry." 

The "Build Radio With Radio" campaign leaves 
no question as to tshich medium the NAB believes 
should be used as the primary source of communica- 
tion. The association feels strongly that favorable 
newspaper stories are welcomed, hut should be regard- 
ed as a bonus. "Radio can do the job all by itself if 
all broadcasters pitch in." 

Many broadcasters feel that the time is right for a 

re- dedication to the basic reasons that have macle ra- 
dio a major medium of mass communications and the 
prime conveyor of instant information -a re- dedica- 
tion of the programming and economic base of 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- 
dia Means to America," "Radio is Close to You," 
"Radio . .. Always in Tune With You ?' "Born to 
Blush Unseen," "Listen to the Latest," "The People's 
Right to Know" and "To Thine .Own Self." The 
following are excerpts from "What Radio Means to 
America ": 

"Except for the limited government regulation that 
is necessary to keep order in the frequencies. Amer- 
ican radio is free under nur system... . 

"Through competition between 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 are getting the finest radio program 
service, unmatched anywhere in the world ... with- 
out cost . .. without tax . . . without censorship. . . . 

"So it is advertising revenue which enables radio to 
pay its way and develop new and better program serv- 
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AND 

ENTERTAIN 

tees. It also enables radio to hire the competent and 
talented people to write and produce programs and 
staff stations. According to the t'. S. Department of 
Commerce. the average income of broadcasting em- 
ployees is the second highest of all industries in the 
rnunhy.... 

"President /height D. Eisenhower, in a message sa- 

inting broadcasters, summed up the mission of radio 
this way: `To inform the people fully. fairly and free- 
ly, to hearten their spirit with healthy entertainment, 
to encourage in every possible way aspiration toward 
a better state for all mankind....' These are the high 
purposes to which radio is dedicated" 
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Gold Plaque Winners 
Northwest Orient Airlines 

Schlitz Beer 

Budweiser Beer 

Winston Cigarettes 

Nescafe Instant Coffee 

Ford Cars 

Coca -Cola 

Pepsi -Cola 

This year has brought with it more than the 
usual share of prophesies that 1960 will be one 
of well.bciug for radio. Front inan} quarters 

the conviction k that when the final tallies are in, this 
year will see a substantial gain in billings and in total 
number of clients. 

Contributing to this feeling is evidence that ratan) 
agencies and advertisers are using radio in imaginative 
ways. In a growing number of cases -by no means a 

trend as yet -agencies are once again affording radio 
the creative treatment. Fresh ideas as to copy and 
media strategy are appearing in greater numbers. 

At the source of this fountainhead of ideas is Radio 
Advertising Bureau Inc. Whether it be stimulating 
new uses of radio, or commissioning research 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 

52 (Supplement p. 10) 

BUILDS 
( ;link, which was held \larch SI and April 1 in 
New York and Chicago, respectively, the bureau once 
again created a workshop environment for the ex- 

change and exposure of ideas on how to use radio. In 
presenting awards for the eight most effective com- 
mercials of 1959. the association also gave recognition 
to successful applications of the sound medium. 

Gold record plaques for the winning commercials 
went to (there are no rankings) : Northwest Orient 
Airlines (Campbell- Mithun Inc.); Schliti Beer (J. \Val - 
ter Thompson Co.); Budweiser Beer (U'Arcy Advertis- 
ing Inc.); 11'inston Cigarettes (William Esty Co.); 
Nescafe Instant Coffee (William Esty Co.); Ford Cars 
(J. Walter Thompson Co.); Coca -Cola (McCann- Erick- 
son Inc.), and Pepsi -Cola (Kenyon & Eckhardt Inc.). 

These national awards are chosen on the basis of a 

questionnaire survey sent to leading agency, adver- 

tiser and broadcast executives. Periodically through- 
out the year, RAB also makes similar presentations to 

regional advertisers. 
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At the N RAC, the bureau 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 lk 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 fire advertisers use radio. 
Here are the eight gold plaque 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- 

RADIO 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: 

(Jingle) The story behind the label reads 
like an open book. The story of Bud. 
(Copy) Have you read the label? 
(Jingle) Sure. 
(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 to 
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 
from filter blend and makes Winston taste 
good like a cigarette should. Winston 
tastes good like a cigarette should. 
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RAB 
FORD: 

(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 line 
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 own. 

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." 

(Anncr.) 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 a Coke. You'll love 
cold crisp taste when you're on the go. 

100 Leading Spot Radio Clients -1959 

You get a lively lift with Coca -Cola so 
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 -look smart. Keep 

up to date with Pepsi. Drink light 
refreshing Pepsi. Stay young and fair 
and debonair. Be sociable -have a 
Pepsi. 

RANK CO3l1'.1\1 

,1 

II111-I:SII11A-IEI SPOT 
RADIO NET EX1'E\I)1I'1 RES- 

A N UA 111"-DECE3IBER 1959 

I. 'Ford Hulur Co. $7,280,000 
2. R. J. lie, mold. 'l'obaccu Co. 1.800,000 
3. Csr. >Icr Corp. 4.129.000 
1. General llotur. Corp. 4,115,000 
5. Aubcuser- Ilu.rh Inc. 3.683,000 
6. Liggett & 11ver. Tobacco Co. 3.600.000 
7. P. Lorillard Co. 3,100,000 
8. The America,. Tobacco Co. 3,090,000 
9. Jo.. Schutz Brewing Co. 2.710,000 

10. Sinclair Ref g Co. 2,500,000 
11. Carling Brewing Co. 2,000,000 
12. Thomas teeming & Co. 2.000.000 
13. Bri.tol- 31 .er. Co. 1,900,000 
14. Tesaco lue. 1,810.000 
15. (1e.cbrougli -I' l's Inc. 1.670,000 
16. 11. C. Remedy Cu. 1,600,000 
17. Fels & Co. 1,600,000 
18. Beneficial Finance Co. 1,578,000 
19. Eastern Air Line. Inc. 1,500,000 
20. Northwest Orient Airlines 1,500,000 
21. Shell Oil Co. 1,500,000 
22. Plough Inc, 1,420,000 
23. Campbell Soup Co. 1,400,000 
2-1. Ralston Purina Co. 1,352,000 

25. 
26. 
27. 
28. 
29. 
:30. 
31. 
32. 
:33. 
34. 
35. 
36. 
37. 
38. 
39. 
40. 
41. 
42. 
43. 
44. 
45. 
46. 
47. 
48. 
49. 
50. 
51. 

(supplement p. 12) 

American Airline. Inc. 
Continental Baking Co. 
Esw Standard Oil Co. 
The Firca Tire & Rubber Co. 
Miles Laboratories Iui. 
llctropolitau Life Insurance Co. 
lisp Gillette Co. 
Sterling Drug Inc. 
(it Service Co. 
Standard Brands Llc. 
Tetley Tea Co. 
The l'. & M. Schaefer Brewing Co. 
Trans World Airlines lue. 
I'I,al111aeo 1llc. 
"The Borden Co. 
Theo. Iloom Brewing Co. 
The Cream of 11'hcat Co. 
Clark Oil & lief g Corp. 
Corn Products Refining Co. 
Licbmanu Breweries Inc. 
The Quaker Oats Co. 
Union Carbide Consumer Products Co 
Studebaker -Packard Corp. 
J. A. Folger & Co. 
Falstaff Brewing Co. 
Shulton 
Time Inc. 

1,31 1,000 
1,215.000 
1,200,000 
1,100,000 
1,100,000 
1,070,000 
1,059,500 
1,025,000 
1,000,000 
1,000,000 

975,000 
9.10,000 
925,000 
910,000 
900,000 
900,000 
850,000 
820,000 
800,000 
800,000 
800,000 
800,000 
750,000 
735,000 
730,000 
720,000 
720,000 
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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. 

The following is a capsule description of the way 
each of the five national advertisers, who expounded 
on their radio use at the N RAC, employ the medium: 

Northwest Orient Airlines (Gordon M. Bain. vice 
president in charge of sales) -Uses heavy radio sched- 
ules covering about 40 U.S. cities. The company spends 
about $1.5 million in radio, using multiple stations 
to promote intensively flights that are "light." 

Mennen Co. (William G. Mennen Jr., vice presi- 
dent and director of domestic sales and advertising)- 
This giant toiletries manufacturer has long been an 
advocate of radio advertising. Of particular interest 
at this time of the year, which Mr. Mennen detailed. 
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 75 key markets. 
Mennen spends about $590.000 a sear in radio. 

American Bakeries Co. (Robert Llewellyn. adver- 
tising manager) -The company recently invested in 
n special three -month radio campaign costing S500.000. 

52. Stanback Co. 715,000 
53. P. ltallantine & Sons 710,000 
54. Philip 3lorri.s Inc. 710.000 
55. General Foods Corp. 705.000 
56. Greyhound Corp. 700.000 
57. Pabst Brewing Cu. 675.000 
58. The Florists' Telegraph Deliver Assn 665,000 
59. General Cigar Co. 660.000 
60. Interstate Bakeries Corp. 660.000 
61. The Chattanooga .Medicine Co. 650.000 
62. Laugendorf United Bakeries inc. 650.000 
63. W. F. McLaughlin & Co. 650.000 
64. Sun Oil Co. 625,000 
65. American Ilonse Products Corp. 616.000 
66. Standard Oil Co. (Indiana) 610.000 
67. Phillips Petroleum Co. 605.000 
68. Household Finance Corp. 600.000 
69. General Mills Inc. 594.000 
70. The Mennen Co. 590.000 
71. Nestle Co. 590.000 
72. International Harvester Co. 583.000 
73. Foster -Milburn Co. 580,000 
74. Skelly Oil Co. 564,000 
75. John Morrell & Co. 560,000 
76. National Airlines Inc. 550,000 
77. Piel Bros. 550.000 
78. Seaboard Finance Co. 550.000 

It used a minimum of 80 spots a week in 31 ke mar- 
kets. Instead of the customary 30- and till -set and spots. 
American Bakeries conunercials included a number 
of full -length popular song adaptations, under the 
heading ":lusic to Sell Bread By." Because of favor- 
able results and conunents from grocers and consum- 
ers. the company is reportedly mapping plans for an- 
other, more extensive drive later this year. The firm 
spends about $515,000 a year in radio. 

Cities Service Co. (Raymond C. Keck, advertising 
manager)- Spending more than SI trillion in radio, 
the company uses the medium extensively in its 38- 
state marketing :tea. It emplos the medium in peri- 
odic flights, usually of six weeks' duration. and often 
average 3,300 announcements a week over approxi- 
mately 125 stations from the Atlantic to the Rockies. 

John Morrell & Co. (F. J. Torrance, advertising di- 
rector) -For its Red Heart clog food, Morrell puts 
the largest share of the product's ad budget in sound. 
RAB estimates that the radio expenditure is running 
at the rate of s560.000 a year. 

79. Massey -Ferguson Inc. 535.000 
80. American Bakeries Co. 515,000 
81. Ilills Bros. Coffee Inc. 510.000 
82. Wm. Wrigley Jr. Co. -500.000 
83. Iturgernseister Brewing Corp. 495.000 
84. United Biscuit Co. of America 495.000 
85. Tea Council of the U.S.A. Inc. 484,000 
86. Lucky Lager Brewing Co. 475.000 
87. Duquesne Brewing Co. of Pittsburgh -155.000 
88. Canada Dry Corp. 450.353 
89. General (taking Co. 450.000 
90. The Bun Ansi Co. 450.000 
91. American Motors Co. 135.000 
92. Paxton & Gallagher Co. 420.000 
93. S.S.S. Co. 415.988 
94. Duffy -Mott Cu. 115.000 
93. Gulf Oil Co. 115.000 
96. The Pharnra -Craft Cori). 115.000 
97. United Air Lines 415.000 
98. K.L.M. Royal Dutch Airlines 410.000 
99. The National Brewing Co. 410,000 

100. Associated Sepias' Products 407,500 
Ford Motor Co. expenditure includes spot radio money 
spent by Ford's dealer organizations. Figures shown for 
other auto manufacturers reflect only "factory" outlays. 
Borden expenditure represents spot radio money for 

load products only. 
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(GATES 

The Cartridge Tape Unit 
You've Been Waiting For 

E anLulap.sz. ... the tape transport and playback unit of an 
entirely new system, designed to give the advanced broad- 
caster the ultimate benefit from magnetic tape cartridges. 

rianbuiap.2_ with reproduction quality equal to first 
rate professional tape equipment. While ffcuar LLap_e- 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. 

E^"1"'iT 
offering split- second operation. Several 

units may be cross connected to give com- 
pletely automatic programming segments. This is the answer 
for those who desire interspersed automatic and live or man- 
ual programming from the same equipment. One switch 
converts a EanLUInp, system from manual to automatic 

GATES] 

(and vice versa) operation in a split second. The precision 
operation of ff anLuInp -e- allows the unit to be stopped and 
started between syllables without noticeable wow. It also 
permits consistently tighter cueing on the start of any pro- 
gramming segment than can be obtained with other similar 
equipment. 

The system includes, in addition to Enna "'iT the Record- 
ing Amplifier, 4- channel Switcher, Remote Panel and other 
accessory items. 

Developed and 
Ennirulnias- is 

manufactured exclusively by Gates, the 
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 Ha rrie- tntrrtype Corporation 

QUINCY, ILLINOIS 
Offices' : International division: 
HOUSTON, WASHINGTON, D.C. 13 EAST 40th STREET, NEW YORK CITY 

In Canada: 
CANADIAN MARCONI COMPANY 

MARRIS 

IMTE RTYPS 



Radio Equipment 
On Display 
Smoother and more economical station 

operations for today and tomorrow are 

reflected in new equipment developments 

I 
Smooth and economical operation, new broad- 
casting techniques, development of a growing 
medium. Ways and means of achieving these 

three aims will be reflected in the equipment displays. 
Since the last Chicago meeting, manufacturers have 
made considerable strides in developing and improv- 
ing equipment for more efficient automatic program 
ming devices and 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. 

The following is a report on equipment of interest 
to radio 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 -10.1 10,000 watt fm transmitter. The 
unit features a new development called "varia -line 
tuning," which is a method of tuning a single ended 
I'HF 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 
result, neither erica nor vacuum capacitors are needed 
in the tank circuit." 

U. S. RADIO April 1960 (Supplement p. 15) 57 



4i,1t Cl Aá 

Equipment On Display 
Another new itetii lound in the Gales display is the 

C1% -77 12-imh turntable. .\ third produtt being shown 
for the first time is the \I -51i93 modulation monitor. 
Also on display will be the 11C- 51' -2 5.000 watt :nu 
transmitter with silitun rectifiers. and the 11C-1.1. 1.000 
watt ant transmitter. 

Ilaving attracted considerable interest last year when 
it was introduced, Gates is again showing its S 1 -IOI 
spot tape rccurder. Aitonunodating 101 spot announce- 
ments on separate uaeks, the device uses an indexing 
system to permit the selection of the proper announce- 
ment by the number listed in the program log or script. 

One of the leaders in the tape field, the Ampex Corp.. 
is exhibiting its Model 351 professional recorder in port- 
able, rack and tonsole mountings, and the \lodcl 300 
master recorder. The frrnt has devised a "torture lest 

which will illustrate the ruggedness of the equipment." 
Also on display is a set of recorder heads which have 
been used 90,000 hours to demonstrate the long life of 
these precision parts. 

Backing up its opinion that "... the most significant 
development in radio equipment this year will be 
product support of the national trend to stereo broad- 
casting," Ampex is showing its new Model 352-2,1, a 

stereo reproducer which plays two -track and four -track 
tapes. 

Collins Radio Co. believes that the industry's grow- 
ing act eptance of automation will again be demon- 
strated at the convention. Therefore, the manufacturer 
has made "marked advances" in the development of 
completely automated program equipment. In addi- 
tion to the automatic devices, Collins is also displaying 
a complete line of broadcast equipment. This includes 
a 1,000 and 5,000 watt am transmitter, a dual channel 
studio console, a variety of microphones, custom phas- 
ing equipment, turntables, among others. 

58 (supplement p. 16) 

.\ satiety of new pieces of broadcasting equipment 
is to be Iouud in the exhibit of the Radio Corporation 
of America. One of the new items is a 1,000 watt Ina 

t:utsmitter. Unit includes a standard tut exciter and 
a single tube power amplifier. It ran be expanded to 
higher power and adapted to be used for a multiplex 
opetatiou. Also on display is a new 5 kw am trans- 
mitter type l%'I A -5'l'. According to the company, this 
"high elhciency transmitter includes a power amplifier 
that operates at 91) percent of efficiency as compared 
to the usual 70 -75 percent efficiency rating." 

Other produc is being shown include a new velocity 
microphone, ¡t new all -transistor monitor amplifier and 
an Ina antenna. A new model professional tape record- 
er is scheduled to be exhibited for the first tinte. Part 
OI the display shows an operating radio station, featur- 
ing an automatic turntable and magnetic (list- recorder. 

General Electronic Laboratories Inc. is focusing its 
attention on the growing needs of the Ina market. The 
firm's display has been built around 15,000 and 1,000 
watt Ian transmitters with fin multiplex exciters. Pack- 
aged in a cabinet, the system includes the main channel 
cxtitcr, a subc:hanncl generator and the power supply, 
thus making a completely integrated unit. 

Tower obstruction lighting equipment is found in 
the display of Hughey R Phillips Inc. According to the 
him, the exhibit is featuring new tower lighting isola. 
tion transformers. Also to be seen are tower light con- 
trol and alarm units for unattended microwave relay 
stations, combination photoelectric control and beacon 
flasher units, beacons, obstruction lights and various 
control units. 

An actual omni -directional, horizontally polarized 
antenna for fin stations will be shown by the Dampro 
Antenna Co. According to the manufacturer, the radi- 

(Cont'd on p. 60) 
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Take 
four... 
from 
RCA 
Recorded 
Program 
Services 

The Automotive 
Sales Library 
New and unique: a powerful 
radio commercial campaign 
designed to tap the largest 

source of local radio revenue 
-new and used car dealers 
-plus every other business 
associated with automo- 
biles. In the package: over 
700 lead-ins, spots, and 

"featurettes." including 
hints for car -owners, and 
informative sell -spots on 

every make of used car from 
1954 through 1959. 

Thesaurus 
.)Musical Library 
Now in preparation: a series 

of á00 L.P.'s containing 2000 

selections -all specially 
programmed for 15- minute 
broadcasts. These selections 
are the cream of the 
Thesaurus music library 
and new releases added 

monthly keep you right 
up-to -date. 

The Jackie 
Robinson Show 
An exciting new Inc- minute 
radio series starring 
one of the nation's most 

dynamic 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. 

Thesaurus 
Commercial Library 
A low -cost. high -potential 
commercial radio service 
that gives local stations the 

big -time sound. The Library 
consists of commercial 
campaigns, station promotion 
[Ds, singing jingles, etc., 
and each month new 

additions are made to keep 

you on top in the solid - 
selling Sixties. 

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

RCA RECORDED PROGRAM SE RVJ.0 ES 
New York, Chicago. Atlanta, Dallas, Nashville. Hollywood 
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Equipment On 
Display 
(Cont 'd from p. 58) 

ator may be stacked into bass to provide extremely 
high radiated power. The antenna is said to be matched 
out to 50 ohms. and is uoureacihe at the operating 
frequency. Since more than three- quartets of an inch 
of ire can create a detrimental \'S \\'R change, auto- 
matic de -icers are available for installation inside the 
radiating elements inhere more icing is cncomttered. 
The t usuli:wttier states that the temperature phase is 

uniform. "This, combined with the lower \'S \\'R of 
the elements. makes the antenna ideal for multiplexed 
fun stations." 

lhogramatic Broadcasting Service is showing its com- 
plete package of equipment designed foi automatic ra- 
dio programming. Representatives will be tillering 
demonstrations of how the system ° petates under a 

variety of circumstances. 

I. at est models in the Spotnlaster lite of tape (a rt i(Ige 
recording and playback units are on display at the 
Broadcast Electronics exhibit. The equipment makes 
use of continuous loop tape cartridges and electronic 
pulse cueing "to fill the need for tight programming 
of spot announcements... 

Automation devices are the feature attraction at the 
Schafer Custom Enginering display. Included are var- 
ions pieces of remote control equipment, and a tape 
cartridge recorder and playback unit. 

Standard Electronics is displaying a wide variety of 
broadcasting equipment, with the emphasis on fin sta- 
tion requirements. Among the items being shown are 
a new 250 watt fin transmitter for stereo or multiplex 

60 (Supplement p. 18) 

broadcasting, a replacement modulator designed to 
modernise older Im transmitters so that they can be 
used for stereo and multiplex, an audio console, a 10 kw 
fin amplifier and transmitter, among others. 

The Bauer Electronics Corp. display will consist of 
a new 1,000 250 watt ant broadcast transmitter, and a 
pictorial display al the firm's new 5 kw ant broadcast 
transmitter. The 1000 watt tra u sinitter, model 707, is 
designed as a kit, staking it possible for the broad- 
caster to assemble the snit hitnsell. 

Fin broadcast transmitters, multiplex equipment, re- 
mote control units and S-I'I. receivers snake up the dis- 
play at the Industrial Transmitters & Antennas exhibit. 
l'he firm reports that it has redesigned its complete 
line of Inn t:unntittcrs :uul "... features self- neutal- 
i[ation and standard pants." It expects to develop high 
power fns transmitters, up to 50 kw, in the near future. 

Visual Electronics Corp. will have a large display 
featuring the latest broadcasting equipmrent of the va- 
rious manufacturers who sell their products through 
the trim's sales organisation. "flue :stn equipment shown 
includes transmitters and remote control systems, an 
audio Inisolc, microphones, monitors and tape record- 
ers. Fin equipment is represented by transmitters and 
multiplex exciters, background music tape players and 
multiplex receiver equipment. 

. \n all -a ni stereo system is the highlight of the Kahn 
Research Laboratories display. Called the STR -59-1A 
stet co exciter -driver system. it is said to ". . . permit 
Compatible stereo broadcasts over :t single am transmit- 
ter and true stereo reception on two standard am re- 
( civets. Using any standard ant transmitter, the Kahn 
exciter -driver develops a full carrier and two independ- 
ent sidebantls, each modulated by the two stereo chan- 
nels." . \Iso ou display will be the compactible singlc- 
sidel>and model CSS- 55 -1.\, which is said to double 
effective transmitter power, improve audio fidelity and 
reduce adjacent and co-channel inleticience. 

Utility Tower Co. is showing a complete line of radio 
towers and accessories. The newest product on display 
is the 17(1 knock -down type tower of bolted angle -iron 
construction. It comes in 10 -foot sections, making it 
simple aux( economical to ship. 

Electronics Applications Inc. has an exhibit of a va- 

riety of broadcasting aids. Some of the products being 
shown include a turntable, a wireless microphone sys- 

tem, a portable tape recorder, studio and field micro- 
phone stands, fin operations relay receivers and a peak 
volume indicator system. 

.\ line of ants and Ini equipment is on display at the 
Continental .fanufacturing Inc. exhibit. Included are 
bn multiplex receivers, fixed frequency receivers, cus- 

tom designed receivers and monitors. There are also 
a line of audio amplifiers, am and fns tuners, stereo 
amplifiers and radio intercom systems. 
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BIG 

FOR /60 
6 modern approaches to one old broadcasting problem: 

finding the right music at the right price. 

SESACRECORDINGS 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. 

4. Trademark 

THE 
SESAC INC. 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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radioCorrected up to press tire 
EXHIBITOR HOTEL SUITE COMPANY REPRESENTATIVES 

Equipment 

Ampex Corporation Conrad Hilton Exhibition Hall Neal K. McNaughten. Tout Davis, C. R. Paulson, Warren 
Space 32 \nderson. Jack Hauser 

Bauer Electronics Conrad Hilton North Hall Fritz Bauer, Paul Gregg, Duncan Peckham 
Space 38N 

Caterpillar Tractor Conrad Hilton Lower Level C. U. Stone, R. V. Bradley, D. E. Shoupp, B. I'. Bessert 
Lobby Sp. 36 

Collins Radio Conrad Hilton Exhibition Hall 
space 34 

E. S. Cagnon, H. O. Olson. B. V. Hite, E. G. Randolph, J. 
M. Harrte, J. H. Speck, C. I'. Glade, T. W. Sharpe, J. F. 
Stanbery. F. P. Wallace, G. M. Bergmann. L. H. Leggett, II. 
N. Edwards 

Continental Electronics Conrad Hilton Exhibition Hall James O. Weldon, W. M. Witty, Thomas II. Mosley, Mark W. 
Space 33 Bullock, Vernon Collins, Richard P. Buckner, Ray Tucker 

Electronic Applications Conrad Hilton Exhibition Hall John Costello, Truus M. Skee, Vincent J. Skee 
Space 6 

Cates Radio Conrad Hilton Exhibition Hall P. S. Gates, L. J. Cervone, Ed Wilder, N. L. Jochen, J. II. 
Space 2 Price. Gene Edwards, Tom Humphrey, Franz Cherny, Frank 

Grasett, Robert Hallenbeck. Wallace Warren, Abe Jacobo- 
witz. Stanley Whitman, Joe Engle, Reck Morgan. Richard 
Spruill, W. Moats, London England, Urlin Whitman 

General Electric Conrad Hilton Exhibition Hall 
Space 31 

R. L. Casselberry. Harold B. Towlson. J. Wall, C. J. Simon, 
C. II. Jenen. A. F. Carl. M. R. Duncan. C. H. Lake 

General Electronic 
Laboratories 

Conrad Hilton Exhibition Hall, Victor W. Storey, B. T. Newman, Sal Fulchino, Paul Day 
Space 35 

Hughey & Phillips Conrad Hilton Exhibition Hall'H. V. Claeson. J. H. Canzenhuber, li. J. Geist. R. 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 Hall Leonard R. Kahn, Kenneth B. Boothe 
Laboratories Space 5 

Minneapolis Honeywell Conrad Hilton Exhibition Hall George W. McKnight, Gustave Ehrenberg 
Space 10 

Minnesota Mining 
& Mfg. 

Conrad Hilton North Hall 
Space 40N 

D. E. Denham, W. H. Madden. D. T. \\ indahl, C. L. -\Iden, 
B. A. Holmberg 

Radio Corporation Conrad Hilton Exhibition Hall T. A. Smith, C. H. Colledge, A. F. Inglis. M.:\. Trainer, E. 

of America 
(Industrial Electronics 

Products) 

Radio Corporation Conrad Hilton 

Space 21 \. Luddy, E. C. Tracy, V. E. Trouant. D. Pratt, P. Bergryuist, 
P. A. Greenmeyer. E. T. Griffith, J. E. hill. W. B. Varnum, 
R. B. Houston 

Exhibition Hall If. C. Vance, J. E. Kelly, R. E. Johnson, R. E. Lawrence, G. 

of America Space 21 Dymacek 

(Tube Division) 

Sarkes Tarzian Conrad Hilton Exhibition Hall Biagio Presti. Dan Meadows. Neff Cox. Jr.. Wendell Fuller, 
Space 18 Gene Keith, Nubar Donoyan. Henry Cronin, Sarkes Tarzian 

Schafer Custom 
Engineering 

Conrad Hilton Exhibition Hall Paul C. Schafer. R. Paul Comstock, Jr., Tom \Iagowan, 
Space 14 James Brown, Jaye Smith 

Standard Electronics Conrad Hilton Exhibition Hall W. H. 7_illger. J. T. Campbell, Reed Ilaythorne, Jimmy 
Space 28 Evans. A. R. Taylor, Joe Ewansky 

Tower Construction Conrad Hilton Exhibition Hall M. M. Lasenky, C. A. Wright. G. S. Chesen. A. C. Tilton 

Space 6 (Cont'd on p. 66) 
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THANKS...FOR HELPING US 

Yes ... thanks to you... 
our advertisers ... for the 

tremendous progress 
of U.S. RADIO. 

Today, l;. s. RADIO carries e ra- 
dio advertising in an a%eragc issue 
than that Of any other similar maga- 
zine in the field. with figures t- 
ing all the time. 

This has a two -fold significance. One, 
it goes without saying that revenue is 
a mandatory factor in the growth of 
any enterprise. We're no exception. 
'l'wo, and just as important. is the to- 
tal impact this radio advertising has 
enabled us to create for the whole field 
of radio. When a bran picks up a 

magazine. he looks at two things, edi- 
torial content and advertising. Both 
together create the impact for the 
field; in our ease, for radio. 

We pegged our future on the basic 
concept that radio is separate, distinct 
and e petitive. One ad dollar can- 
not go to radio and TV or any other 
Hued' . Radio must stand alone and 
fight for its share. And U. S. RADIO 
now penetrates into every nook and 
cranny of the industry. 

Predictions for radio in the months 
ahead are st opt' 'tie. The future 
of radio looks mighty bright; and you 
can rest assured U. S. RADIO will con- 
tinue to give radio unprecedented 
trade magazine support. 

NETWORKS & GROUPS 

ABC 

Balaban Stations 

Bartell Stations 

CBC 

CBS 

Colorado Net 

Concert Net 

Corinthian Stations 

Crosley Broadcasting 

Crowell -Collier 

Farm & Home Radio 

Georgia Negro Group 

Good Music Broadcasters 

Intermountain 

Keystone Broadcasting 

McLendon Ebony 

McLendon Stations 

Meredith Group 

M BS 

NBC 

OK Group 

Plough 

QXR Network 

Star Stations 

Storer Broadcasting 

Storz Stations 

Telebroadcasters 

Transcontinent 

Triangle Stations 

Westinghouse Broadcasting 

Yankee Network 

STATION REPRESENTATIVES 

All Canada 

Avery- Knodel 

Chas. Bernard 

John Blair 

CBS Spot 

Robert E. Eastman 

H -R 

Katz Agency 

EQUIPMENT & SERVICES 

Ampex 

BMI 

Collins 
Commercial Recording Corp. 

Community Club 

Futursonic Prod. 

Gates Radio 

Harry Goodman 

Robert Hall 
Housewives Protective League 

Hughey & Phillips 
Lang -Worth 

Doren McGavren 

NBC Spot 

Edward Petry 

Peters, Griffin. Woodward 

Radio -TV Reps 

Weed & Co. 

Adam Young 

Pulse 

Pr ogr amatit 

Radio Press 

Radio Recorders 

RCA Equipment 

RCA Thesaurus 

SESAC 

Standard Electronics 

SRDS 

Standard Radio Transcription 

Richard H. Ullman Inc. 
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M 

MEASURE UP 

RADIO STATIONS 

CKLW KOBY WCCO WHO WOKJ 
KAKC KOCY WCFL WIBB WOR 

KANB KOKE WCHB WIBG WOW 
KBHS KONO WCLS WIBW WOWO 
KBIG KOST WCOL WICC WPAT 
KCBS KPOA WCUE WICE WPBC 
KCMO KPRC WDAK WIL WPDQ 
KDKA KPRS WDAS WIND WPTF 
KDWB KQV WDAY WING WPTR 
KDUO KRMG WDBJ WINN WRBL 
KEWB KSAN WDIA WINS WRC 
KEX KSD WDSU WIP WRCV 
KFAC KSDO WEBB WIS WREN 
KFAL K50 WEBC WISN WRFD 
KFMB KSON WEEI WIST WRFM 
KFWB KTOK WEEP WITH WRIT 
KGB KTRE WEJL WJAG WRVA 
KGFJ KTRH WERE WJBK WSAI 
KGNC KWBB WFAA WJDX WSB 

KHFI KWFT WFBM WKJF WSBT 
KHOW KWK WFHR WKLO WSGN 
KIMN KXOK WEIL WKMI WSM 
KIOA KXOL WFMF WKNX WSPD 
KISN KYW WGAR WKY WSUN 
KITT WAAB WGBF WLIB WTAC 
KIXZ WALT WGBS WLS WTIC 
KJOE WAMO WGH WLW WTOP 
KLIF WANN WGN WMAQ WTXL 
KLZ WBAL WGR WMAY WVET 
KMA WBAP WGY WMAZ WVOK 
KMBC WBML WHAT WMBD WWDC 
KMMJ WBNS WHBF WMBR 
KMOX WBNY WHBQ WMIL 

WWRL 
KMPC WBT WHDH WMOZ 

WXLW KNOK WBZ WHIO WMPS 
WXYZ KNUZ WCAR WHK WNAX 

KOA WCAU WHLI WNEW WZOK 

U. S. lCA J/l /O 
the monthly magazine devoted 100 °0 to radio advertising 

50 West 57th Street New York 19, New York 

co 

CO 
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radio 
EXHIBITOR HOTEL SUITE COMPANY REPRESENTATIVES 

Utility Tower 

Visual Electronics 

Networks 

'Conrad Hilton Exhibition Hall 
'Space 4 

Conrad Hilton 'Exhibition Hall 
'Space 27 

C. E. Nelson. Jerry Nelson, V. C. Duvall. Nathan Slolar 

James Tharpe. Pat Gallagher. Bert Kupin rman, Cecil Grace, 
Felix Iìonvoulnir, Wayne Marcy 

ABC Radio Conrad Hilton 2320 -25 Leonard 11. Goldenson. president of All -PT 
\Ifred Schneider. vice president in charge of administration 
Edward J. DeGray. president of ABC Radio 
Thomas Moore, vice president in charge of programming 
Julius Ilarnathan, vice president for affiliated stations 
Stephen Riddleherger, vice president for owned anis operated 
stationna 
Earl Mullin. national director of radio relations 
Jaunes Riddell. vice president in charge of Western division 

CBS Radio Conrad Hilton 1806 \rthur Hull Hayes, president 
.lame- Seward. executive vice president 
Howard Barnes. vice president in charge of network programs 
A. Thomas Dawson. viee president in charge of advertising 
and 111.011110i ion 
Jules lhndes, vice president in charge of station admin- 
istration 
\Villiam H. Brennan, Jr., \Wt. icrn division manager of alfili- 

la te relations 
Sid Garfield, director of press information 
Edward E. Hall, administrative manager of affiliate relations 
Eric II. Saltine, national manager of affiliate relations 

'Milton F. "Chick" Allison, vice president and general man - 
lager CBS Spot Sales 

Keystone Conrad Hilton B04 -6 Sidney J. Wolf, president 
Edwin R. Peterson. senior vice president 

!Richard E. Peterson, Jr.. general manager. Detroit office 
Iola Ilarligau, account executive 

Mutual Conrad Hilton '2306 Ibert C. McCarthy, Jr.. chairman, executive committee 
Robert F. Ilurleigh. president 
Albert C. McCarthy. Ill. secretary -treasurer 
Charles Godwin, vice president, station relations 
Frank Erwin. assistant to the president 
Charles King. dation relations director 

(Ray Diaz, director, sales development 
l'rtrr Ilrandan, station relations executive 
Hal Gold. director of public relations 

NBC Radio 'Sheraton- 1508 William K. McDaniel, executive vice president 
Blackstone 'George A. Graham, Jr., vice president 

Albert Capstaff, vice president 
Representatives 

Avery -Knodel Inc. .1.108-09 Sheraton - Philip Schloeder, .lohn J. Tormey. Thomas J. White. J. W. 
'Blackstone Knodel. Roger O'Sullivan. Hub Jackson. Albert W. Ober- 

¡borer. Raymond Neilicngen, Stuart Mackie. Bill Harms, Bob 
Kalthof, Charles C. Coleman 

Charles Bernard Co. Ambassador Charles Bernard 
East 

Blair & Co. Drake John Blair. Arthur McCoy, Edward Shurick, Richard Foote 

Bolling Co. Conrad Hilton 1100 G. W. Bolling. G. William Bolling. Dick Swift, Mort Barrett. 
Bob Alexander 

The Branham Co. Conrad Hilton Joseph Timlin. Fred Weber, George Harding, Jack Hender- 
son. Thomas Campbell. Eugene F. Corcoran, Lewis Green- 
berg. John Murphy. Dudley Brewer. Robert Mason. Thomas 
Whitsen, Teil Ginvan 

Henry I. ChristaI Conrad Hilton 1306 Henry Christal, Irvin Gross. Philhin Flanagan. Neil Cline 

Robert E. Eastman Executive 2704 Robert E. Eastman. Joseph Cuff, James Fuller. Richard 
House Arbuckle. George Duhinetz, Dale Stevens 

(Cont'd on p. 68) 
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Here's black and white proof of 
the full coverage you get with 

RAD/0 HUCKSTERS 
and AIRLIFTS from 
LANG -WORTH 

APPAREL AND ACCESSORIES 
Clothing 

Furs 
Hats 

Shoes 

ATTENTION GETTERS - TAGS 
Attention Getters 

Kibitzers 
Names and Words 

Pre -Commercial Announcements 
Tags 

AUTOMOTIVE 
Automobile 

Garages 
Gasoline 

Service Station 
Tires 

Trailers 

CALENDAR EVENTS 
Anniversaries 

Back to School 
Birthdays 

Brides 
Christmas 
Elections 

Father's Day 

Graduation 
Mother's Day 

New Year 

Vacation 
Valentine 

DINING AND LODGING 
Motels, Hotels 
Restaurants 

DRUGS AND SERVICES 
DRUG STORES 
Brand Names 

Cosmetics 
Guaranteed 

Medicine 
Prescriptions 

Quality 
Vitamins 

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 

HOME IMPROVEMENT 
Builder's Supplies 

Do -It- Yourself 
Garden 

Hardware 
Paint & Wallpaper 

Screens & Storm Windows 

PERSONAL SERVICES 
Car Rental 
Cleaners 

Employment 
Laundries 

Moving & Storage 
Photographer 

Radio -TV Repairs 

PLUMBING AND HEATING 
Air Conditioning 

Heating 

SPECIAL SALES 
Dollar Day 

Sale 

SPORTS AND ENTERTAINMENT 
Baseball 

Fairs 
Football 

Golf 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 
Time Signals 
Toni Taylor 

Weather 

STORE /PRODUCT PROMOTIONS 
Any Product 
Any Store 

Business Names 
Department Stores 

Group Sales Promotion #1 
Shopping Centers 

Call for RADIO HUCKSTERS and AIRLIFTS from LANG -WORTH FEATURE PROGRAMS, INC. 
1755 Broadway, New York 19, New York, JU 6 -5700 
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