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They're at the beach, but they're right within reach of your message when you buy 
Spot Radio. Multiply this listening habit by millions of 'sun- worshippers and it adds 
up to one thing: they'll buy a lot of what you sell when you use Spot Radio. 

KGB Albuquerque WINZ Miami VIM Richmond 

WSB Atlanta WISN Milwaukee KCRA Sacramento 

WGR Buffalo KSTP Minneapolis -St. Paul WOAI San Antonio 

WGN Chicago WTAR Norfolk KFMB San Diego 

WFAA Dallas -Ft. Worth KFAB Omaha KMA Shenandoah 

WKM:A Detroit WIP Philadelphia KREM Spokane 

KPRC Houston KPOJ Portland WGTO Tampa -Orlando 

KARK Little Rock MAR Providence KV00 Tulsa 

RtldiU L)ivisiun 

Edward Petry & Co., Inc. 
The Original Station 

Representative 
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Drover symbol. 

WESTERN UNION 5Y tLCLS 

DL-h.r L<v<. 

NLi=Nieh Letter 

n TELEGRAM 
W. P. MA NtM.LL. 

Th< bbng torne hn.n in the dot line on dom<na telegrams is LOCAL TIME .t point of origin. True of receipt is LOCAL TIME t point of d<mnninn 
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WMX BUE072 PD ZONE 60 =MF DALLAS TEX JUL 8 11,2A CST= 

ART HOLT= 
RADIO STATION WYSL BFLO= 

THEY SAID SAN FRANCISCO AND BUFFALO WERE DIFFERENT BUT 

WYSL JUST PROVED I T ISN'T SO. CONGRATULATIONS ON NEWEST 

RATINGS WYSL. BUFFALO PULSE FIGURES IN UPPER ONE -THIRD 

INCOME GROUP FOR WYSL SIMPLY ASTONISHING. AND I FEEL 

EQUALLY GOOD ABOUT THE BIG HOOPER JUMP. ACTUALLY, WYSL 

IS AHEAD OF KABL AT THE SAME STAGE. MY THANKS TO YOU AND 

ALL STAFF MEMBERS I N BUFFALO WHO HAVE WON ANOTHER MAJOR 

VICTORY FOR US= 

L_ 
GORDON MCLENDON==. 

MeLendon stations... 
ation's highest rated group 

San Fnncisu 
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A powerhouse of new programs and personalities 

to please all ears with informative, stimulating 

ENTERTAINMENT 
PERSONALITIES - Appealing, unusual, individual, accepted 
MUSIC -Melodic, easily identifiable 
NEWS- Award - winning, commentary 
SPORTS- Expert commentary and play -by -play 
ON- THE -AIR SALESMEN - Powerful people who move merchandise 

ALL GEARED FOR I- M- P -A -C -T IN LOS ANGELES 

All on Distinctively Different erent 

RADIO KIA B C LOS ANGELES 

79 ON YOUR DIAL 

American Broadcasting Co. 1.539 N. Vine, Hollywood, Calif:. NO 3 -3311 

CALL OR WRITE US OR ASK ANY KATZ AGENCY 

2 U. S. RADIO August 196( 



airwaves 

Zadio's Barometer 

156,394,000 Sets in Use 

15,000,000 Fm Sets in 

Use (NAB Research) 

40,387,000 Car Radios 

(RAB est.) 

1,277,040 Sets Made 
(May -EIA) 

3,483 AM Stations 

741 Fm Stations 

Spot: About 15 cents of every time -sales dollar taken in by the typical 
radio station last year came from national and regional spot advertisers, 
according to the results of the radio financial survey conducted be the 
National Association of Broadcasters. 

Network: The Pepsi -Cola Co., Electric Autolite Co. and Renault, Inc. 
were the three top network advertisers in terms of total home broad- 
casts delivered for the second month in a row, according to A. C. 
Nielsen Co.'s monthly index for the period ending June 5. Increas- 
ing its activity with the wanner weather, Pepsi -Cola made use of 
544 broadcasts in the four -week period covered, for a total of 234,- 
535,000 home broadcasts delivered. The total for Electric Autolite 
was 122,938,000 home broadcasts delivered, using 168 broadcasts, and 
119,322,000 for Renault with 166 broadcasts. Nielsen's report also 
shows that the beverage firm was the leader in the total number of 
network commercial minutes delivered, with 91,612,000. General Mills 
was in second position with 87,534,000 commercial minutes delivered, 
followed by Autolite with 86,149,000. 

Local: Generous increases in billings have been reported by two sta- 
tions -WRCV Philadelphia and Wl'AT Paterson, N. J. National and 
local sales billings for the first half of 1960. according to T. E. Paisley, 
WRCV station manager, were up 20 percent over the same period last 
year. He says that May business showed a 37 percent gain over last 
year, and June billings 36 percent ahead of last June. WPAT reports 
that its billings for the first six months of its fiscal year equalled the 
totals for the previous 12 -month period. Read H. Night, vice president 
and sales director, also states that more than 95 percent of the station's 
billings come from national advertisers. - 

Stations: The number of am and fm stations on the air at the end of 
June totaled 4,224, an increase of 18 (4 am and 14 fm) over the pre- 
vious month. 

Commercial All Commercial FM 
Stations on air 3,483 741 

Applications pending 628 7.4 

Under construction 98 171 

Sets: Total radio production in May was 1,277,040, including 463,165 
auto receivers, according to the Electronic Industries Association. Total 
radio production for the first five months of the year came to 6,973,069, 
including 2,726,222 auto sets. This represents an increase of over 1.2 

million units produced as compared to the saine period last year. Total 
radio sales, excluding car radios, was 5-18,322; five -month total is-as 

3,175,469. This represents an increase in unit sales of just a shade 
under 700,000 as compared to the same period in 1959. Number of fm 
sets produced in April was 65,138. The five -month cumulative total 
was 295,297. Total for the same period last year was 172.640. 
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man, that WSUN RADIO 

is strictly from 

SQUARES VILLE! 

I mean, Ma)), for me it's 
nowhere. Like there's no 
real swingin', scrcautin' 
announcers . , , none of them 
crazy sirens, gongs and all 
that cool noise. And the 
music doesn't come on 
with a crash and really rock 
you. I ocean, Dad, if you 
want to be shook ... like 
really rattled ... don't 
listen to 

WSUN 
RADIO 

BUT ... 
If you want to reach the solid, 

I mean the really solid, like 
buyers ... 

"SUNNY" is the 

ADULT 
WESTERN 
STATION* 

*LIKE 
WEST FLORIDA. 
MAN! 

4 

NO. 1 in adult listener - 

ship 24 hours a clap! And 

WSUN delivers you the 

Tampa -St. Petersburg 

Market at the lowest cost 

per thousand adult 
listeners! 

N 620 KC 

TAMPA - ST. PETERSBURG 

Natl. Rep: VENARD, RINTOUL & McCONNELL 
S.E. Rep: JAMES S. AYERS 

for buyers and sellers of radio advertising 
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soundings 

Audience Mail Study Being 
Analyzed by CBS Radio Spot 

Representatives Respond to Plea 
To Simplify Station Rate Cards 

Fm Representative Departs 
From Traditional Agency Take 

Back -to- School Drive Eyes 
Early Fall Radio Business 

Australian and Mexican Radio 
Developing New Techniques 

Trend to Greater Emphasis 
On News Continues 

m11Ì11, 

moms! 

The results of the audience mail study which all 12 CBS Radio Spot 
Sales stations conducted the week of July 18 to 24 are currently being 
analyzed. The object of the study is to establish the total market area 
of each station with the drawing of new coverage maps. During the week 
of the study, listeners were asked to nominate on a post card their favor- 
ite personality on the individual station, supplying their own names and 
addresses. Each day, 10 transistors were awarded to listeners whose cards 
were dropped into a ballot box. CBS Radio Spot Sales, under the direc- 
tion of Milton F. (Chick) Allison, vice president in charge, observes 
that only radio was used to promote the audience study. 

In an effort to meet the criticism that rate cards are difficult to read and 
understand, representatives report to U. S. RADIO that major steps have 
been taken to correct the situation (see What Can Be Done to Simplify 
Rate Cards ?, p. 25) . The representatives point out, however, that there 
are limiting factors to complete simplification based on the individual 
local problems of radio stations. 

The step taken by Western Fm Sales, Los Angeles, in increasing the 
agency commission to 20 percent from 15 percent, represents a departure 
in tradition that is aimed at winning new business for fm. Miss Bj 
Hamrick, general manager of Western Fm, states there has been a "long 
time insistence by many agencies that 15 percent does not provide ade- 
quate margin for purchases on behalf of their clients." Miss Hamrick's 
organization has also just affiliated with Modern Media Fm Sales, head- 
ed by Michael Best. 

The four -page back -to- school newsletter that Radio Advertising Bureau 
compiled is aimed at winning new business for radio from retailers 
of goods for students of all age brackets. These include a total of 47 
million students (34 million children and sub -teens and 13 million high 
school and college attendees). The report has been sent to retailers, 
outlining the reasons and research for using radio. 

Under the pressure of expanding economies, growing populations and 
increasing competition from other media, radio broadcasters in Mexico 
and Australia are closely studying American stations' selling and pro- 
gramming methods. Objective is to insure radio's important role in the 
media picture of both countries. Radio accounts for about 15 percent 
of total ad expenditures in Australia, and is estimated to represent 40 
percent of total billings in Mexico. (See Made In U.S.A., p. 32.) 

With its Total Information Radio concept, WGBS Miami illustrates the 
growing emphasis on news. Its format now comprises 10 minutes of news 
on the hour and half -hour, including national, international, Florida 
and Miami coverage. In addition, the station has just expanded to a 
half -hour of news at noon and a full hour at 6 p.m. 
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we redo,/ 
EAST, SOUTHEAST FREQUENCY WATT! 

WCBM Baltimore 680 10,000 
WW1 Detroit 950 5,000 

WDRC Hartford 1360 5,000 
WHIM Providence 1110 1,000 

WLOS Asheville, N. C. 1330 5,000 
WCHS Charleston - 580 5,000 

WPLH Huntington, W. Va. 1470 5,000 
WCSC Charleston, S. C. 1390 5,000 

WIST Charlotte 930 5,000 
WIS Columbia, S. C. 560 5,000 

WSIX Nashville 980 5,000 
WPTF Raleigh- Durham 680 50,000 

WRVA Richmond 1140 50,000 
WDBJ Roanoke 960 5,000 

MIDWEST, SOUTHWEST 
WHO 

WOC 

WDZ 

WDSM 

WDAY 
WIRE 

KMBC 
KFRM 

WMBD 
KFDM 

KRYS 

WBAP 

WBAP 

KTRH Houston 
KENS San Antonio 

Des Moines 1040 50,000 
Davenport 1420 5,000 

Decatur 1050 1,000 
Duluth -Superior 710 5,000 

Fargo 970 5,000 
Indianapolis 1430 5,000 

980 5,000 
550 5,000 

1470 5,000 
560 5,000 

1360 1,000 
820 50,000 

570 5,000 
740 50,000 

680 50,000 

Kansas City 

Peoria 
Beaumont 

Corpus Christi 

Ft. Worth -Dallas 

MOUNTAIN AND WEST 
KBOI Boise 950 5,000 

KNOW Denver 630 5.000 
KGMB 590 5,000 

KHBC 
Honolulu -Hilo 970 1,000 

KGBS Los Angeles 1020 53,000 
XEAK San Diego 690 50,000 

KIRO Seattle 710 50,000 

Pioneer Station Representatives Since 1932 

P II'J -L ElEIfJ' V ü 0 OR WARD, VARDq INC. 

NEW YORK 
ATLANTA 

CHICAGO DETROIT 
DALLAS FT. WORTH 

HOLLYWOOD 
SAN FRANCISCO 

BOSTON 
ST. LOUIS 



time buys 
American Airlines 

Agency: Young & Rubican: Inc., 
New York 

Product: AIR TRAVEL 

New York, Chicago and Los An- 
geles will be the opening markets 
for a multi- station buy, with other 
markets added after the late Sep- 
tember start date. American will 
run 50 or more spots per market, 
hitting the morning traffic hours 
heavily and scattering daytime 
minutes. The 14 -week buy will carry 
the campaign through December, 
when the client may renew. All spots 
are ET's. The budget calls for a 
sprinkling of fm buys in these mar- 
kets after am spots are scheduled. 
Timebuyer is Don Hinton. 

American Tobacco Co. 

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

Product: RIVIERA CIGARETTES 
This new cigarette is undergoing 

a test market introduction with heavy 
radio saturation in several \Vest 
Coast markets: Portland, Seattle, 
Phoenix, Ariz. and Oklahoma City. 
Start date was July 25, with heavy 
buys on quality music stations. As 
many as 25 one -minute announce- 
ments are aired per week, depending 
on the market. Campaign will run 
up to eight weeks. Bill Ferguson is 
timebuyer. 

lAir France 

'Agency: BBDO Inc., New York 

1 Product: "PARISIAN HOLIDAY" 
PACKAGE TOUR 

Taking to the air to promote its 
new jet package tour to Paris, Air 
France will add a special seven - 
week flight to its regular schedule 
in 10 major markets: New York, 
:Chicago, Los Angeles, San Francis- 
co, Washington, Philadelphia, Bos - 
ton, St. Louis, Miami and Balti- 
more. The regular 13 -week cycle 
will renew September 4. 

U. S. RADIO August 1960 

The total radio push will involve 
up to 17 one -minute spots each 
week. The airlines will buy some 
$15,000 worth of spots on two New 
York stations some time this month. 
The New York buy, a supplement 
to Air France's 17 spots -per -week 
on a third station, may run for as 
long as 26 weeks. Timebuyer is Mal 
Murray. 

Chesebrough -Ponds Inc. 

Agency: Norman, Craig & Kummel 
Inc., New York 

Product: VASELINE HAIR 
TONIC 

This client is running six to 12 
spots a week in 80 markets to sell 
the teenage "man" on good groom- 
ing. Late afternoon deejays are car- 
rying the message. Four -week flights 
will alternate. Timebuyer is Al:ul 
Silverman. 

Cities Service Co. 

Agency: Ellington & Co., New York 
Product: MOTOR FUEL 

Approximately 50 markets will get 
this multi -station buy, with a Sep- 
tember start staggered according to 
the market. The schedule, patterned 
after last lall's campaign, will run 
some 80 to 100 spots per week in 
each market. Minute ET's, some 
with jingles, are scheduled Monday 
through Friday. Saturday and Sun- 
day ID's will heavily dot the log, all 
aimed at weekend motorists. Dan 
Kane is media director. 

Columbia Pictures Corp. 

Agency: Donahue & Coe Inc., 
New York 

Product: SONG WITHOUT ENI) 

Eighteen New York City stations l 

are currently running a total of 7001 
spots promoting the opening of this 
Min of the life of Franz Liszt. As it 
goes into general national release, 
the film will be promoted in 25 to 
50 markets. ET's are 60's and 30's. 

WSBT INDI NAEND, 

Personality Gallery 

TYPE NO. 4... 
Piano Man 

The Harlan Hogan show on WSBT 
(Mon. -Fri; 3:05 -4:00) opens with a 

piano note and usually closes on a note 
of confusion. It features Hogan's piano 
music, casual conversation with his co- 
disorganizes, Jim Gannon, and inter- 
views with unwilling guests. It's an in- 
formal, relaxing show, and people in 
South Bend love it. 

These are the same people who have 
the highest per household incomes in 
the state ($7,553) and who listen to 
WSBT more than any other radio sta- 
tion. WSBT dominates every 15 min- 
ute segment of every broadcast day in 
South Bend: 

To reach the rich South Bend Metro 
Area and 35 additional counties, use its 
radio voice ... WSBT. Write for avail - 
abilities on The Harlan .Hogan show 
and for free market databook. 

5000 WATTS 
960 KC 

SBT 
SOUTH BEND, INDIANA 

FIRST IN SOUND ADVERTISING 

9 



CROSBY & 
CWONEY 

When Bing and Rosemary signed for their weekday 

program, Variety wrote: "CBS Radio Still Makes Like 

Show Biz." It's this network's tradition, of course. 

One that attracts audience ... sells for sponsors. 

Here. Bing and Rosemary join personalities like 

Arthur Godfrey, Art Linkletter and Garry Moore to 

offer personal salesmanship unequalled else- 

where. In all radio, this is the kind of company 

you keep.,. 

10 

ONLY 

ON CBS 
RADIO 

1 

time buys 

Continental Oil Co. 

Agency: Benton & Bowles Inc., 
New York 

Product: GASOLINE 
Wrapping up the suuuner with a 

!special fdur -week spurt, Conoco is 

running in 35 markets. Ten -second 
Il)', started late in July. Timchuyer 
is Tom Focone. 

Grove Laboratories Inc. 

Agency: Doherty. Clifford, Steers & 
Shenfeld lue. 

Product: \IINIT -Rt'li 
This client is warming up for a 

start late in September in 20 to 25 

matket, which rs'ill include New 
Volk, Los Angeles and Chicago. 
Daytime minutes, run in two six - 
week flights, will aim for the house - 
wile audience in the 9 a.m. to 1 p.m. 
segment. The campaign will use 10 

spots a week. Timchuyer is Frank 
Finn. 

Robert Hall 

Agency: Arkwrigltt Advertising Co. 

Product: CLOTHING 
Back -to- school push for Robert 

Hall starts August 28 in 130 mar- 
kets, with 40 to 50 spots per week, 
depending on the market. Client is 

buying minutes, scheduled through- 
out the day, Monday through Sun- 
day, with emphasis on news adjacen- 
cies. Back -to- school copy will run 
through October, when client will 
switch to its pre- Christmas accent 
on winter clothes. Jim Hackett is 

media director. 

Kay Preparations Co. Inc. 

Agency: Kenneth Rader Co., 
New York 

Product: COS\IEDICAKE 
Staggered I3 -week buys are being 

made in six to eight markets to 
mark the first time this product has 
used radio. Appeal will be directed 
to adult women. Spot schedules 
started in two cities last month, with 
the remainder scheduled to start 
at one seek intervals, all using 
minutes. 

King Merritt and Co., Inc. 
Agency: Albert Frank- Guenther 

Law Inc., New York 
Produce IN \'EST\IENT 

SECURITIES 
Mutual funds will get the sell in 

40 markets starting early in Septem- 
ber. King \ferritt's approach teill 
be sponsorship of a 15- minute once - 
-a -week program, Family Financial 
!Tanning. Program gives listeners 
tips on the economy with one spot 
mid -way, another at the close. A 
I3 -week contract will probably be 
renewed consecutively through July 
I, 1961. Stations in King Merritt 
branch cities will carry the show. 
'l'imebuyer is Larry Butner. 

Liggett & Myers Tobacco Co. 

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

Product: I.R\f FILTERS 
Traffic minutes are the tickets 

for an 18 -week campaign already 
underway. Spots are running cur- 
rently in 10 to 20 markets, with 
buys of 25 spots per -week per -mar- 
ket. Timebuying is being handled 
by Fred Hawkins. 

C. F. Mueller Co. 

Agency: Doherty, Clifford, Steers 
tr Shenfield, New York 

Product: MACARONI 
PROIUC1-s 

Agency is now buying time in as 
many as 60 markets for a mid -Sep- 
tember start in the 9 a.m. to .f p.m. 
slot. From 10 to 25 spots, all ET 
minutes, will run each week, vary- 
ing with the market. The campaign 
is expected to run through late 
spring, 1961. The timebuyer is Jeff 
Fine. 

Pan American Airlines 

Agency: J. !falter Thompson Co., 
New York 

Product: AIR TRAVEL 
Buying fm -only stations for the 

first time, PAA's campaign will 
break in October for 12 weeks. One 
minute spots will also run on am 
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stations. Schedule will run on four 
to five stations in both New York 
and San Francisco. Timebuycr is 

Martin Daniels. 

Potter Drug and Chemical Co. 

Agency: I:aslor Hilton Chrslep 
Cli/ord & Atherton Inc., 
New York 

Product: CUTATONE 
Teen-agers are the target for this 

26 -week campaign which starts next 
month in 35 top markets. Cutatone, 
Potter's new medication for skin 
breakouts, will be sold on top after- 
noon deejay shows. Schedules will 
go Monday through Sunday in fre- 
quencies of 12 to 2-1 per week, de- 
pending on the market. Spots will 

r be jingle minutes. Roxanne Cor- 
don is timebuyer. 

Leonet Corporation 
Agency: Kenneth Roder Co., 

New York 
Product: REDUCAL 

This brand new diet preparation 
will hit the market in September 
with a 13 -week saturation campaign 
in seven or more markets. Client 
is buying heavily on daytime pro- 
grams, reaching for the overweight 
housewife. Announcements will be 
minutes. 

United Airlines 

Agency: N. II'. Ayer & Son, 
Philadelphia 

Product: AIR TRAVEL 
Boston and Omaha will join the 

current list of cities used by United, 
starting the middle of the month. 
Extra spots are being purchased in 
regular scheduled cities such as Los 
Angeles and San Francisco. The 
new minute buys bring the total of 
markets used by United to 19. Time - 
buyer is Art Ramberg. 

Universal -International Pictures Corp. 

Product: COLLEGE 
CONFIDENTIAL 

Spot campaigns are under way in 

U. S. RADIO August 1960 

Detroit, Cincinnati and Indianapolis 
to promote the opener of this filet, 
soon to make the circuit in the re- 
mainder of the country. Heavy sat- 
urations are scheduled for major 
markets. Smaller schedules will run 
in hundreds of other markets. An- 
nouncements are ET minutes. 

Watchmakers of Switzerland 

Agency: Cunningham R II'alsh 
Inc., New York 

Product: WATCHES 

Time is no problem in this case, 
where Watchmakers of Switzerland 
will favor all -night radio in the new 
campaign. Spots during the dusk - 
to -dawn stretch earlier this year 
proved so successful that the com- 
pany will buy more this fall. Pro - 
motion will cover 30 or more mar- 
kets, with five to 10 spots per day. 
Minute ET's will run during traffic 
hours as the bulk of the schedule. 
Timebuycr is Frank Vernon. 

Western Mineral Products Co., 
Minneapolis, Minn. 

Product: ZONOLITE INSU- 
LATING FILL 

Co -op spots with roof insulation 
jobbers will start for Zonolite in 
nine -state area October 1. ET's are 
planned, using three one -minute 
spots and three 30's per day. Copy 
theme is "Stop The Heat Thief in 
Your Attic." 

Woolite Co. 

Agency: Daniel & Charles, Inc., 
New York 

Product: WOOLITE SOAP 

This product leill go on the air 
in mid- September for a run of seven 
weeks in an undisclosed number of 
markets. Woolite will also break 
into network radio with spot par- 
ticipations on ABC's Breakfast Club 
with Don McNeill. A traditional 
print -user, this company first used 
radio last fall in a 13 -week cam- 
paign in Canada. Isabele Stannard 
is the timebuyer. 

CAPITOL 
CLOAKROOM 
Radio's oldest continuous public affairs 
series traces our legislative process. It 
was awarded a Freedoms Foundation 
Medal for creating "a better under- 
standing of great fundamental Ameri- 
can tradition." Listeners hear Presi- 
dents, Senators, Congressmen - those 
who help to make the law. In all radio, 
Capitol Cloakroom is the kind of com- 
pany you keep ... 

ONLY 
ON CBS 
RADIO 
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40 YEARS 

Radio Station WW1 in Detroit, the world's first commercial broadcasting 

station, celebrates its 40th Anniversary on August 20. 

Pioneer electronics inventor Lee DeForest who designed \VWJ's first 

transmitter -20 watts -has stated, as reported by Time and Newsweek 

Magazines: "On the night of August 20, 1920, the first commercial 

broadcast station in all the world was opened." The station has been on 

the air regularly every day since that time. 

Other IV 1i"J programs during 1920 included: 

August 31- Returns of local and slate primary elections. That hundreds of listeners 
heard the returns in their homes was duty documented by The Detroit 
News the following day. 

September 4- NIVJ Radio was the source of music for a dancing party al a private 
home. 

September 6- Result of the Dempsey -Miske fight, broadcast within seconds of receiving 
the bulletin from wire services. 

September 22 -First "vocal concert" by radio. Miss Mabel Norton Ayers sang sacral 
solos accompanied by phonograph music. 

October $- Scores of the World Series game (Brooklyn rs. Cleveland). 

November 2- National election returns (Harding vs. Cor), broadcast over a period 
of four hours. 



YOUNGER 
EVERY DAY! 

While we are forty years old, we consider ourselves younger every 
day. Our present concept of TOTAL RADIO keeps the station in tune with the 
times -and with present -day listeners. 

TOTAL RADIO is for the total population. It features Detroit's most 

complete radio news center which presents the total news -comprehensive, 
balanced and believable. 

Listeners of all ages get their share of entertainment and information 
from WWJ's popular music, concert music, classical music, sports and weather 

reports and special features. 

Advertisers, of course, benefit from this broad-gauge programming, and find 

it perfectly planned for moving merchandise in the nation's Fifth Market. 

W WJ AM and FM 
RADIO 

Detroit's Basic Radio Station 
NBC Affiliate 

NATIONAL REPRESENTATIVES: PETERS, GRIFFlN WOODWARO, INC. 

OWNED AND OPERATED BY THE DETROIT NEWS 
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MIKE WALLACE,. .EXPERT ON SPOTS 

Parliament puts Nike Wallace on the spot 
extensively in selected markets 
throughout the country to sel' 
"the most important quarter 

inch in smoking today. 
Mike is a powerful personality 
with an important message- 

so it's only natural 
that the Parliament people 

use the medium that 
offers the most impact in the 

markets that really count.... 
SPOT TELEVISION. This mighty 

medium will work for you. 

Call your nearest H -R Television 

Representative. Put him on the spot. 



washington 

NAB Continues Its Opposition to 
Proposed FCC Suspension Powers 

Policy Committee Cites Concern 
Over Results of New Regulations 

Broadcasters Voicing Approval 
of New NAB Radio Code Changes 

Sharp New Set of Teeth Aimed 
At Enforcing Code Provisions 

NAB's Radio Financial Survey 
Paints Healthy Station Picture 

U. S. RADIO August 1960 

Broadcasters are waiting to see what effect the testimony of Vincent 
T. \Vasilewski, National Association of Broadcasters' vice president foi 
government affairs, had on members of the House Committee on Inter- 
state and Foreign Commerce. Mr. Wasilewski voiced the opposition of 
the NAB to proposals which would allow the Federal Communications 
Commission to suspend radio -tv station licenses up to 10 clays and to 
impose fines of up to $1,000 per day on broadcasters. These and other 
proposals were approved last month by the House committee as amend- 
ments to an omnibus broadcasting bill previously passed by the Senate, 
following disclosures of "rigged" quiz shows and so- called "payola" prac- 
tices by certain individuals in broadcasting. 

Clair R. McCollough, chairman of the NAB Policy Committee and presi- 
dent and general manager of the Steinman Stations, Lancaster, Pa., said 
"These amendments to permit suspensions and fines against broadcasters 
are a mauer of serious concern to the industry, and to authorize their use 
against a communication medium, we believe, opens up a whole new 
concept of government regulation." He pointed out, however, that the .t 
NAB would not oppose other amendments of the House committee to 
make payola and the rigging of quiz shows criminal offenses, to clarify 
the problem of sponsorship identification, to prohibit exorbitant pay- 
offs for the withdrawal of competing applicants for broadcast licenses 
and to require public notices of filing and hearings in localities where i 

stations are to be located. 4 

J 

Meeting recently, the Policy Committee of the NAB said that the new 
radio code "has received widespread and gratifying support from radio 
broadcasters throughout America . . . since it became effective (last 
month)." The revisions in the code approved by the Radio Board of 
Directors of the association include changing the name from "Standards 
of Good Practice for Radio Broadcasters," to the current "Radio Code 
of Good Practices of the National Association of Broadcasters." 

Other changes made include making subscription to the code available 
to non- members of NAB as well as to members of the association. Pre- 
viously subscription had been open only to NAB members. Also, the 
appointment of a new nine -man code review board; adoption of regu- 
lations and procedures for enforcing the code's provisions; new visual 
and audio symbols for subscribers, and assessment of dues from subscrib- 
ers. Administration of the new code is under John F. Meagher, NAB 
vice president for radio. 

Broadcasters have been studying the results of the radio financial survey 
recently released by the NAB. The report shows that the revenue of a 
typical radio station increased five percent in 1959. According to the 
survey, "the typical radio station received about $104,000 in total rev- 
enue, with total expenses of $96,000 and a profit margin of about eight 
cents on every sales dollar, a slight increase over last year. Of every 
time -sales dollar taken in by the typical radio station," the NAB survey 

(Coed on p. 16) 
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Houston is Sixth in the Nation ... 

K -NUZ is FIRST in Houston! 

NO. 1* BUY 
at the lowest cost per thousand! 

'See latest Pulse or Nielsen 

l 
, 

,1` 1 

24 HOUR MUSIC and NEWS 

National Reps,: 

THE KATZ AGENCY, 
INC. 

New York 

Chicago 

Detroit 

Atlanta 

St. Louis 

San Francisco 

Los Angeles 

Dallas 

IN HOUSTON, 

CALL DAVE MORRIS 

JAckson 3 -2581 

MEMBER OF 
TEXAS QUADRANGLE 
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continues, "about 85 cents carne from 
local advertisers, about 15 cents from 
national and regional advertisers and 
less than one cent from network 
sponsors. The typical radio station 
has followed this general pattern of 
tiare -sales for the past two years." 
Turning to station expenses, the 
study states that 37 cents goes for 
general and administrative expense, 
3.1 cents for programming, 18 cents 

for selling and 11 cents for technical 
expenditures. 

Local Public Relations Efforts 
To Benefit from New Materials 

In its desire to help the radio indus- 
try put its best foot forward, the 
NAB Public Relations Service is pre- 
paring a number of aids to help 
broadcasters in their local public re- 

lations cilorts. john M. Comic, 
manager of public relations, de- 

scribed some of these aids which in- 
clude: Study guides on broadcast- 
ing for use by local women's groups 
which should be available about 
February I, 1961, and will be distrib- 
uted through national women's or- 
g:utiiations as well as local stations. 
Packages of informational reference 
materials on radio, designed espe- 

cially for libraries and schools, are 
available now. A speech on careers 
in radio, for use with or without 
slides, will be available to all radio 
members in the fall, according to the 

FCC Proposals on CONELRAD 
Equipment Draw NAB Protest 

The proposed rule by the FCC 
which would stake mandatory the 
installation of new equipment for 
CONELRAD is being opposed by 
the N.B. \ In a statement submitted 
to the FCC, the association said: 
"The broadcast industry has volun- 
tarily cooperated with the Federal 
government since 1951 on matters 
of national defense, and has already 
expended several million dollars on 
behalf of the CONELRAD system. 

The presently constituted attention 
signal can be received just as satis- 

factorily by means of the 221 million 
existing broadcast receivers in the 
hands of the public as could the one 
herein proposed." 

U. S. RADIO August 1960 



RESERVED FOR 

ielsen overage ervice ; 61 

NCS '50- CANADA RADIO & TV 

NCS '51? RADIO I NCS 55 TV 

Nielsen Coverage Service 
a service of A. C. Nie /sen Company 

2101 Howard Street, Chicago 45, Illinois H011ycourt 5 -4400 

for complete radio 

and tv coverage facts 

NCS '61 will separately report all 
U. S. counties including some 20 city 
areas in Alaska and Hawaii. NCS '61 
will provide basic broadcast media 
data, coordinated with 1960 U. S. 
Census data and capable of being com- 
bined to meet any media or marketing 
requirement. 

Since 1952, Nielsen Coverage Service 
has had industry -wide acceptance as 
the authentic and detailed source of 
tv and radio media- market information 
... county -by- county. Now NCS '61 
is being readied by a permanent staff 
of coverage specialists and expert tech- 
nicians in time for tie -in with the 1960 
U. S. Census. 

NCS, produced with proven tech- 
niques for maximum usefulness, is the 
only service providing authoritative 
coverage facts in complete county -by- 
county detail on: 

SET OWNERSHIP 
Total homes ... tv homes ... radio homes 
(from the 1960 U. S. Census of Population) 

STATION CIRCULATION (daily, weekly, day- 
time, nighttime) 

Each tv station ... VHF or UHF 
(including direct or wire -line service) 

Each radio station ... AM or FM 
(including out -of -home listening) 

Total radio use, county 
by county 

FOR ALL THE FACTS 
Send for compiete information on NCS 
'61 and find out how you can take advan- 
tage of substantial "multi- media" and 
"prompt purchase" discounts. 

CALL ...WIRE ... OR WRITE TODAY 

CHICAGO 1, ILLINOIS 
360 N. Michigan Ave., FRanklin 2 -3810 

NEW YORK 22, NEW YORK 
575 Lexington Ave., MUrray Hill 8 -1020 

MENLO PARK, CALIFORNIA 
0404 70 Willow Road, DAvenport 5 -0021 
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... the Union Stock Yards, which opened for business on Christmas 
day, 1865, is the largest cattle market in the U.S., serving 400 packers 
from 38 states -currently trading at the rate of $860,000,000 a year! 
Here, Monday through Friday, direct and exclusive livestock reports 
are broadcast over WGN radio. 

In Chicago 

WGN 
RADIO 
reaches more homes 

than any other 

Chicago advertising medium .. . 

first in farm service 

in the Midwest 

WGN IS CHICAGO 
Quality Integrity Responsibility 

U. S. RADIO August 1960 19 



LONG ISLAND IS A MAJOR MARKET! 

THE VOICE OF LONG ISLAND 

THE GREATER 

LONG ISLAND MARKET 

(Nassau -Suffolk) 

ac3")oc'soG1O.6°)oac'soc'c 

MORE FOOD 
IS SOLD 

ON LONG ISLAND 
THAN IN 

PHILADELPHIA, 
PEORIA AND 

PENSACOLA ... 
PUT TOGETHER! 

5704,995,000 
'Sales MRt . 

o94C)c.o.--O riOr--00Q(.briC)cA9 

WHLI 

Dominates the Major Long Island Market (Nassau) 
... Delivers MORE Daytime Audience than any 

other Network or Independent Station! 
(Pulse) 

01 0,000 WATTS 

HEMPSTEAD 
JONG ISLAND. N. Y. 

Represented by Gill.Perna 
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the va", 
THIS MONTH: 

WILLIAM K. McDANIEL 
Vice President in Charge, NBC Radio Network 

'A Format That Is Valuable 
For Us and Our Affiliates' 

William K. McDaniel, vice president 
in charge of the NBC Radio net - 
%vork, has never been more "bullish" 
about its prospects. And if anyone 
wants to be shown, \Ir. McDaniel 
stanch ready to translate words into 
deeds. 

Two- thirds of the network's adver- 
tisers are on for more than 13 weeks 
and about a do /en are on for 52 
weeks. This contrasts with the situ- 
ation in 1956, the year he moved to 
the NBC Radio network, when the 
last of the year -round clients, Miles 
Labs, was lost. 

Secondly, affiliates arc getting 
more compensation now with 35 

hours of option time a week than 
they were receiving a year ago with 
75 hours. 

And Mr. \IcI)aniel points with a 

sense of accomplishment to the fact 
that there was more 1960 business 
on the books as of last June 1 ($14 
million) than there was for all of 
1959. 

Hardened by the lean years of net - 
work radio, the NBC Radio head re- 

mains a realist in appraising the job 
ahead. "We are satisfied that we 
have evolved a format that serves a 

valuable function for us and our 

affiliates," he comments. "Our fu- 
ture objectives are product improve- 
ment, price improvement and mar- 
ket facilities improvement." 

Mr. McDaniel, a native of Scars- 
dale, N. Y., joined NBC in New 
York as a page in 1938. From 1940 
to 1941, he was a sales executive in 
the Midwest for Scripps- Howard Ra- 
dio Corp. A year later he joined 
KMPC Los Angeles as an account 
executive. 

He left that post in 1948 to be- 

come a salesman for ABC's KECA- 
TV Los Angeles and shortly there- 
after was named station sales man- 
ager. In 1951, Mr. McDaniel became 
manager of ABC's western division 
network sales department. The fol- 
lowing year he rejoined NBC as 
western division manager of NBC 
Radio Spot Sales. 

In May 1955, after two years as 

sales manager of KNBC San Francis- 
co, he was appointed general man- 
ager. He was placed in charge of 

NBC Radio sales in August 1956 and 
was named vice president for sales 
two months later. 

Mr. McDaniel, who was promoted 
to his present post last January, lives 
in Pelham Hfanor, N. Y. 

U. S. RADIO August 1960 



The Big 

([4:77 WLW 

Radio World! 

,,,with audience among top 10 in 
America !... first in Cincinnati! 

For 38 years now, WLW has been 

one of the Radio leaders of the Country. 
WLW consistently rates among 

the top 10 largest audiences of the 

more than 3500 Radio Stations 
in America. And WLW also has 

the largest audience of any 
Cincinnati Radio Station. 

These WLW spectacular audience ratings are due to two 
important factors: 

1. The WLW World's Highest Fidelity AM transmission - 
developed exclusively by Crosley Broadcasting engineers. 

?, The WLW programming -a concept of programming 
with broad audience appeal, especially in music, information 
and news. 

So when buying Radio time, call your W LW representative. 
You'll be glad you did! 

WLW AUDIENCE SUMMARY DATA 
MARKET COVERAGE No. of Counties Total Homes in Area Radio Homes in Area 

Monthly coverage area 334 3,116,800 2,987,910 

Homes reached Total % of Total Homes % of Radio Homes 

Monthly 1,221,160 39 41 

Weekly 1,067,110 34 36 

NCS DAY -PART CIRCULATION Per Week 

Once 3 or more 6 or 7 Daily Avg. 

Daytime Listener Homes 961,000 692,400 402,380 593,640 

Nighttime Listener Homes 624,360 378,050 204,180 338,020 

WLW Radio -one of the dynamic WLW Stations! 

U. S. RADIO August 1960 

(Source: 1956 Nielsen Coverage Service) 

Crosley Broadcasting Corporation, a division of Avco 
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NEGRO 
Community Programming 

SPANISH /PUERTO RICAN 
Programming 

of Whirl -Wind sales action 

WWRL 
NEW YORK DE 5 -1600 

10:00AM- 5:30PM 
5:30PM- 10:00AM 

LETTERS TO THE EDITOR 

Fm Issue 
Your special supplement on fm 

radio (July issue) is certainly excel- 
lent. This is the first compact, con- 
crete job I have seen released on fm. 

Just as a suggestion, when you do 
it again we feel a very important 
segment would be set penetration 
figures. 

Your report is most impressive. 
E. K. Hortenbower 
Vice President & General Monoger 
KCMG Broodcosfing 
!Conics City. Mo. 

... It might very well be that a 

large number of fns radio stations 
would want reprint copies of the 
(fin) supplement on a quantity ba- 

sis. They make excellent 'leave-be- 
hinds" for salesmen. Frankly, we 
are thinking of using them as a mail- 
ing piece locally. 

Russell R. Naughton 
Monoger 
WCCC.FM Hartford, Conn. 

Kindly send me the (fm) reprint. 
... I would like to have it and all 
monthly issues of u. s. 'cum) sent to 
my home address. 

Jerome P. Feeney 
Joy Phillip Jingles 
Racine, Wisc. 

Summer Radio - 

I have read The flot Sound of 
Sumner Selling in your June issue 
and congratulate you on its sound- 
ness. Certainly, the Katz Agency 
couldn't agree with you more. 

Edward Codel 
Vice President 
The Kotz Agency, New York 

Many thanks for the excellent re- 
port in your June edition relative to 
summer listening habits. Please ac- 
cept this as our order for copies of 
The Hot Sound of Summer Selling. 

Again, thanks for the timely infor- 
mation . .. and for another superb 
issue of U. S. RADIO. 

Donald R. Grant 
Saes Monoger 
KCSR Chardon, Nebr. 

We would very much like to have 
extra copies of the article The Hot 
Sound of Summer Selling which ap- 
pears in your June issue. 

Stanley H. Edwards 
Station Monoger 
WTRY Troy, N. Y. 

Kind Words 
... I want to congratulate you 

on the fine job of reporting that your 
publication did on our Blair Group 
Plan (Industry Idea Selling, June 
1960). 

Too many articles in all trade pa- 
tiers cover just the surface of the 
story. We have noticed more and 
more that u. s. RADto is getting to the 
heart of the subject, and as a result 
you are doing an excellent job for 
the radio industry. ... we naturally consider your 
efforts another contribution toward 
getting more business in the radio 
advertising medium. 

Arthur H. McCoy 
Executive Vice President 
John Blair & Co., New York 

.. . Both we at the agency and 
the people at Champion were happy 
with the article on Champion's spot 
radio program (Radio Sparks Chani- 
pion, June 1960). 

As a matter of fact, the client was 
so pleased with the article that they 
requested 2S0 copies of the magazine 
so that they can be distributed to 
their sales force. 

Worren K. Kruger 
Associote Medio Director 
J. Wolter Thompson Co., Detroit 

Just a note of congratulations on a 
really helpful publication. u. s. RAnto 

is one of the few trade publications 
in the country that offers a repre- 
sentative complete information and 
specific leads on new business. 

Your "Letters to the Editor" col- 
umn is very often a means of new 
and profitable affiliations . . . and 
your reports on radio activity seem 
to be the only ones that tell the 
complete story. 

Once again, congratulations on a 
truly fine publication. Keep up the 
good work. 

Don Wotermon 
Executive Vice President 
Bob Dore Associates 
New York 

Thank you very much for the ex- 
cellent feature on Carlsberg Beer in 
the July issue of u. s. RADIO (see 
Commercial Clinic). 

Mortin Solow 
Executive Vice President 
The Weston Co., Inc. 
New York 
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U.S. RADIO ANNOUNCES 
NEW FM -ONLY MAGAZINE 

A 

U.S. RADIO 
PUBLICATION 

FOR FM 

BROADCASTERS 

AND 

ADVERTISERS 

As the only all -radio magazine in the broadcast field, U.S. RADIO has watched -and 
reported with real interest and enthusiasm -the phenomenal growth of FM broad- 
casting and FM listening. 

To give this "FM surge" the proper type of editorial treatment and emphasis, U.S. 
RADIO proudly announces a brand new supplementary FM -only magazine. This 
new U.S. RADIO publication will be published monthly coinciding with U.S. RADIO. 
The first issue will appear in September. 

The new FM magazine will duplicate U.S. RADIO's circulation, each issue having 
a press run of over 12,000. Advertising and subscription rates will be the same as 

U.S. RADIO. Beginning with a minimum of 16 pages, the new publication will be 

expanded as rapidly as possible to fit editorial and advertising requirements. 

1960 FM SUPPLEMENT BIG SUCCESS 

Last year, and again this year, U.S. RADIO pioneered the FM field with special 

supplements devoted entirely to FM. In response to our 1960 supplement, we've 

been deluged with messages of praise and, more concretely, requests for many, many 
more supplements than we had printed. To say interest in FM is at a high level is 

no exaggeration. 

AN EXISTING NEED 

Therefore, our new FM -only magazine has been born of real need! The mounting 

interest in today's FM -plus our own faith in the medium-Mill sustain us in our 
efforts to emphasize radio ... all of radio ... AM and FM! 



. . . U.S. Fill, the industry's new monthly 
publication, will contain articles and de- 
partments covering in depth the field of 
FAH Broadcasting 

LOOK FOR: 

Fore Most 
FM radio's business barometer ... status of FM at the moment .. . 

the industry's vital statistics . 

How FM Produces Sales 
Analyses of how FM is being used by major national and regional 
firms to help solve marketing and sales problems. 

Remodeling Primer 
Re%iew of the basic considerations to be investigated before under. 
taking a major remodeling job in terms of equipment and budget. 

What Lies Ahead for FM? 
Problems FM faces in gaining a greater share of national ad expendi- 
tures and what FM broadcasters are doing to meet these problems. 

Audience Builders 
Report on what }'M receiver manufacturers are doing to keep the 
sale of FM and AM -FM units rising. 

FM station key 
Up-to -date listing of FM stations by market . . . complete with 
national representative, counties covered, power, programming, set 
count and market penetration. 

Favorable Mentions 
Capsules of local FM success stories ... station activity and news. 

24 

"The history of radio and of the 
broadcasters who have had faith 
in it is one of the great success 
stories of our time ... And from 
this basic vitality has stemmed 
the phenomenal rise of U. S. 

RADIO as the industry's All. 
Radio magazine ... Now, just 
short of three years since its 
founding, U. S. RA DIO expands 
to cover even more thoroughly 
the whole field of radio - with 
the specialization that has made 
U. S. RADIO dominant ... U. S. 
Fí'J will be dedicated to the FM 
industry - its broadcasters, its 
clients, its suppliers ... it will 
strive to bring into focus the 

r many, many facts about FM 
that heretofore have been so 

widely scattered and overlooked 
... It is with these thoughts in 
mind that the parent looks at its 
new offspring with pride." 

Arnie Alpert 
Publisher 
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What Can Be Done 
To Simplify Rate Cards? 

Reports from representatives indicate 
that major steps have already been taken 
to meet agency criticism of complex cards 

Agency executives concerned 
with the buying of national 
spot radio have been loudly 

urging the industry to make its 
wares easier to buy. 

They have pointed to many prob- 
lems that are being worked on, such 
as the traffic in mailing announce- 
ments, the heavy amount of station - 
by- station billing and the often 

U. S. RADIO August 1960 

clumsy follow -through on availabili- 
ties. 

But one of the biggest targets of 
criticism has been the need for more 
simplified and standardized rate 
cards. 

National representatives and the 
American Association of Advertising 
Agencies, too, have been concerned 
with the problem in an effort to 

lighten the agency man's task in 
quickly evaluating the cost and effi- 
ciency of multi- market, multi- station 
buys. 

'When u. s. RADIO last April car- 
ried the exclusive report of the Ra- 
dio R Television Executives Society's 
questionnaire survey of agencies, 
many views of paramount impor- 
tance came to light. When the agen- 
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rate card s 

cy executives were asked what rec- 
ommendations they had to simplify 
the buying of spot radio, an over- 
whelming response pointed to the 
simplification of rate cards and the 
perhaps utopian desire to make all 
cards uniform and standardized. 

Most agency criticism of rate 
cards revolves around these elements: 
Too many time classifications, too 
many variations on package plans, 
excessive number of additional 
charges and the use of the term 
"rates on request." 

Among the features that agencies 
appear to want included in all rate 
card structures are these: Clear defi- 
nition of time classifications, fre- 
quency and package plans, and hav- 
ing all provisions pertaining to va- 
rious discounts spelled out clearly 
and understandably. 

In line with this, the radio indus- 
try might also add a few of its own 
desirable qualities, such as devising 
rate structures to encourage all day 
use and longer buys. 

Illustrating the interest of agen- 
t ics in the problem, the AAAA has 
issued a standard form for radio rate 
cards that was developed by its cont 
mince on broadcast media. 

It is the intention of the AAAA 
that the model format "will facili- 
tate the preparation of rate cards by 
the broadcast media, help assure 
completeness of wanted information 
and minimize errors and expedite 
the announcement of rate and data 
changes." 

11 Sections 

The AAAA, which urges broad- 
casters to adopt the recommended 
format, arranges the card in 11 sec- 
tions; (1) Names and titles of key 
station personnel; (2) representa- 
tive; (3) mailing instructions and 
closing times; (4) facilities; (5) com- 
mission and cash discount; (6) rate 
policies; (7) rates for announcements; 
(8) rates for package plans: (9) rates 
for participating programs; (10) 
rates for programs, and (ll) gen- 
eral provisions (contract require- 
ments and commercial acceptance, 
among other things). 

All provisions and qualifications 
of the rate card, the AAAA urges, 
should be spelled out clearly and 
conspicuously, such as the hours for 
the different time classifications and 
when bills should be made payable. 

Representative Drives 

The radio industry, as seen 
through the offices of the national 
representatives, has been staking ef- 
forts of its own to simplify presen- 
tation of station rate cards. 

An example of a major effort to 
eradicate awkward cards is the three - 
.ear -old program by l'cters, Griffin, 
Woodward Inc. All but three of its 
35 stations are on a similarly- format- 
ted card that arranges the number 
of announcements per :emit vertical- 
ly and the number of weeks hori- 
zontally. 

Other representatives, recognizing 
the difficulty in trying to deal with 
the individual rate card problems of 
the many stations they represent, are 
similarly striving for simplicity and 
some degree of uniformity. 

Edward l'etry 8: Co. has just ar- 
ranged its station rate cards in a new 
salesmen's portfolio. Of the 25 sta- 
tions it represents, about 15 are us- 
ing a newer, simplified rate card for- 
mat; many rate card features com- 
mon to most stations have been 
standardized for as many stations as 
possible. 

The Katz Agency Inc. has main- 
tained a long- standing effort to sim- 
plify its station cards, but cautions 
that standardization and uniformity 
are not easily attainable goals for a 
medium that is characteristically 
local. 

John Blair 8: Co. revamped and 
simplified its cards three years ago. 
The card is built around the concept 
of saturation weekly packages that 
start with a minimum of 12 an- 
nouncements a week. 

NBC Spot Sales believes that to- 
day's rate cards should make maxi- 
mum provisions for short -term satu- 
ration schedules. The firm also 
thinks that the concept of fixed po- 
sition announcements is on its way 
out. 

H -R Representatives Inc. has been 
recommending a new rate card [or- 
mat for its stations that was devised 
about a year ago. A basic feature of 
the card is the Total Audience Plan 
which encourages use of the whole 
broadcast clay, including nighttime. 

Adam Young Inc. has been using 
a simplified card for its stations for 
about three years. The card empha- 
sizes high frequency weekly sched- 
ules. A feature of the plan is de- 

signed to bring about greater use of 

daytime hours. 
The seven -owned stations of CBS, 

represented by CBS Radio Spot 

Sales, have been using a simplified 
format that was put into use in De- 

cember 1957. The card has stand- 

ardized the time brackets. There are 
three sections- station time; fixed 

position and run -of- schedule an- 

nouncements and participations, 
and special features. 

The special rate card committee 
of PGW that was set up three years 

ago was concerned with both the 

rates themselves and the rate card 

format. The upshot of the study, as 

explained by Robert Teter, vice pres- 

ident for radio, was the determina- 
tion that "the essential two qualities 
of a card were the number of an- 

nouncements per week and the num- 

ber of weeks per year." 

The new card was arranged using 
these two coordinates as the basis. 

All discounts and package plans are 

figured into this structure. 

"The objective of the change," 

states Mr. Teter, "was to simplify 

the structure of the rate card as a 

service to agencies. It was one way 

of making radio easier to buy. There 
are also certain subsidiary advan- 

tages of the new card. 

Better Sales Tool 

"It is a better sales tool for a sta- 

tion and representative. Conse- 

quently, a salesman can spend more 

time discussing -and the agency 

more time evaluating -the qualita- 
tive aspects of a station." 

As Mr. Teter sees it, the chief 

abuses of the "older" card are the 

endless package plans, the confusing 
frequency discounts and the incom- 
plete cards that all too often use the 
term "rates on request." 

The PGW rate card committee is 
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composed of Jack Thompson, Bob 
Somerville, Don Frost and Mr. 
Teter. It is constantly re- evaluating 
the cards of the PGW stations, rec- 
ognizing that no answer is the final 
answer and that situations are con- 
stantly changing. 

Just recently, the committee stand- 
ardized the continuing discount 
terminology for all rate cards. In ad- 
dition, the last two categories in the 
number of weeks discount were for- 
merly broken down as follows: 26 
to 38 weeks and 39 to 52 weeks. The 
committee felt there was too big a 
gap between 39 and 52 and that this 
did not give an advertiser a large 
enough incentive to come in for 52 
weeks. 

The categories were changed to 
this: 26 to 51 weeks and 52 weeks. 
This provides the maximum incen- 
tive for a year- around advertiser. 

'Not in a Vacuum' 
The Katz Agency Inc. continually 

screens its station rate cards in an 
effort to simplify the structure and 
format as much as is possible. Dan 
Denenholz, vice- president for re- 
search and promotion, declares, how- 
ever, that although simplification 
and standardization are ideals always 
being aimed at, there are localized 
situations and problems which are 
responsible for necessary variations. 

"Rate cards are not created in a 
vacuum," he states. "They are 
formed within the context of specific 
situations." 

Among the rate card features in 
which Mr. Denenholz observes a 
trend towards standardization are 
the listing of announcement rates 
ahead of programs and the consoli- 
dation of time brackets into three 
classifications (traffic times, daytime 
and nighttime) . 

He suggests there are four major 
considerations that determine the 
individuality of station rate cards. 
The first is the competitive position 
of a station where the rate structure 
must meet the competition. Second- 
ly, where there is one card for both 
local and national advertisers, some 
rates, though available to the na- 
tional advertiser, may be designed 
primarily to accommodate the local 
advertiser. 

Thirdly, there is the matter of 
programming, which bears on such 
things as the definition of time 

THE INTEREST OF AGENCIES in radio rate cards has been growing. Here, William Esty 
Co. media buyers Hal Simpson (I.) and Jack Fennell meet with the radio rate card committee 
of Peters, Griffin, Woodward Inc., New York. Committee members are (I. to r.): Robert 
Teter, vice president -director of radio; Don Frost; Jack Thompson, vice president -radio sales 
manager, and Robert Somerville. All but three of PGW's 35 stations are using a similar card. 

brackets and special feature rates. 
And fourthly, Mr. Denenholz points 
to management philosophy, which 
involves such important considera- 
tions as the balance to be achieved 
between local, regional and national 
accounts. 

Mr. Denenholz cautions that the 
theory of the complexity of rate 
cards inhibiting radio's ability to 
obtain more business may be an 
oversimplification. "We must re- 
member that the beauty of spot 
radio is the ability to capitalize on 
the wide range of localized differ- 
ences. This diversity in markets, 
stations and localized situations un- 
derlies the seeming variations in rate 
card structures and policies. The 
rates themselves are more important 
than the rate card." 

Edward Petry & Co., mindful of 
the differences in station situations, 
has made a recent push to simplify 
its station cards to as great an extent 
as possible. 

It recently put together a new rate 
card looseleaf portfolio for its sales- 
men containing simplified and stand- 
ardized versions of cards wherever 
possible. As mentioned earlier, 
about 15 of the firm's 25 stations are 
using a newer type card in which 
fixed announcements are listed first, 
announcement plans (Impact Plans) 

are second and programming rates 
are third. 

The efforts of the Petry organiza- 
tion, according to William Steese, 
promotion manager, are aimed at 
simplifying the appearance of the 
card, standardizing and clarifying 
the terminology wherever possible 
and offering an incentive for an ad- 
vertiser "to run longer and bigger." 

The latter point is of paramount 
importance, declares Mr. Steese. 
"Under the old -type frequency dis- 
count cards, there was no consider- 
ation for longevity; no incentive for 
staying." 

The newer cards have two coordi- 
nates: The number of announce- 
ments per week are arranged ver- 
tically and the number of weeks per 
year are grouped horizontally. The 
weekly cost and the unit cost are also 
mentioned. Under the Impact Plan, 
an advertiser's schedule is rotated. 
Under a class AA buy, for example, 
announcements are rotated from 6-9 
a.m. to 4 -7 p.m. 

The Petry station card also is de- 
signed to provide maximum encour- 
agement for consecutive week buy- 
ing. For example, an advertiser who 
is on for four weeks, out for one and 
comes back for another four will 
earn an eight -week discount for the 
last four weeks. 

(Coned on p. 46) 
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BuLovA 
PROBLEM: flow to reach a brass 
audience with heavy impact, but ow 
ly at certain specified times of the 
year. ANSWER: Radio. 

j9ZIAZII.C49C 
PROBLEM: How to reach a mass 
orale audience in the medium and 
low income group, but in specific 
markets. ANSWER: Radio. 

t PROBLEM: How to establish 
brand image for new product, reach 
mass female audience, reach Negro 
market. ANSWER: Radio. 

Three Problems and 
One Answer -Radio 
McCann -Erickson finds that sound medium 

provides the solution for three clients 

faced with different marketing objectives 
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"I want to reach a mass au- 
dience with heavy impact, 
but only at certain specified 

times of the year." 

"I want to reach a mass male au- 
dience in the medium and low in- 
come group in specific markets and 
be able to get copy points across that 
this group probably wouldn't take 
the trouble to read in print." 

"I want to establish a brand image 
for a fairly new product, reach a 
mass female market and also direct 
our efforts to the Negro market." 

Basically, these are the problems 
that were confronting McCann - 
Erickson Advertising (U.S.A.) and 
three of its accounts. None of the 
problems were the same, none of 
the products involved were the sanie. 
However, the solution arrived at by 
advertiser and agency in each case 
was the same -radio. Two of the 
advertisers had never used the me- 
dium before, and the other had been 
off the airwaves for over a decade. 

It is still a very significant fact 
that radio has flexibility. This ap- 
plies to programming, frequency, 
copy approach, selection of markets, 
coordination with other media and 
others. And this is what made it 
possible for McCann to recommend 
the sound medium for each of the 
three situations outlined above. 

Variety of Uses 

The following is a detailed report 
on why and how McCann- Erickson 
and its clients -the Bulova Watch 
Co., the John Hancock Mutual Life 
Insurance Co. and the National Bis- 
cuit Co. -are using radio: 

On April I of this year, after 
11 years off the soundwaves, the Bul- 
ova Watch Co. returned to a spot 
radio schedule in 25 markets, remi- 
niscent of the B- U- L -O -V -A time an- 
nouncements introduced to radio in 
the 1920's. Tad Jeffery, vice presi- 
dent of advertising for Bulova, says, 
"Radio spot announcements enable 
the company to concentrate its ad- 
vertising messages around major gift - 
giving occasions - in conjunction 
with print advertising during these 
periods." 

In May, the John Hancock Mu- 
tual Life Insurance Co., traditional- 
ly a print advertiser, began a test ra- 
dio campaign in its three largest 
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markets. In June, the radio sched- 
ule was extended to include an ad- 
ditional 10 of the company's top 
markets in a drive that will extend 
through the fall. "Radio permits us 
to determine exactly how much ad- 
vertising effort we wish to put into 
each market," explains Leavitt How- 
ard, Hancock's director of advertis- 
ing. 

The National Biscuit Co., 
which introduced its Milbrook 
bread to the Northeast last fall, put 
its summer advertising investment 
for the new product into radio. "We, 
of course, use other media in sum- 
mer," says D. P. Moss, assistant sales 
manager of Nabisco's bread division, 
"but we use radio as a prime me- 
dium." The Milbrook campaign be- 
gan June 27. 

Independent Decisions 

"The decision to use radio for 
these accounts was made indepen- 
dently in each case," says William 
Fricke, associate media director of 
McCann- Erickson Advertising 
(U.S.A.) , who supervises Bulova, 
John Hancock and Nabisco media 
strategy. "Each of the three have 
different marketing problems, differ- 
ent selling points and different 
goals. Our choice of radio for these 
accounts this year was a considered 
judgment, based on the specific 
needs of each of the clients. 

"For Bulova, radio means, among 
other things, the ability to saturate 
25 markets across the country within 
a limited budget, at specific periods 
during the year. The main advan- 
tage of radio to John Hancock is its 
local nature, which enables the com- 
pany to put its advertising exactly 
where it is needed. And Milbrook 
is looking for summer radio, with 
its increased level of listening dur- 
ing housewife hours." 

Bulova is aiming for the mass 
market, Mr. Fricke explains. Since 
the greatest number of watch sales 
are made at those times of the year 
which are considered gift -giving oc- 
casions, such as Christmas, gradua- 
tion, Mother's Day and Father's 
Day, the company wanted advertis- 
ing which would provide the great- 
est impact at those times. 

From 1926 until 1949, the Bulova 
time signal served the company well, 
especially during the growth period 

of the 1930's, according to Mr. Jef- 
fery. "Eleven years ago, we moved 
into spot television. At present, 
however, ltulova finds the tight mar- 
ket a difficult one in which to obtain 
the type of television selling needed 
for high quality jeweled watches and 
other products." 

Mr. Fricke explains that "al- 
though we had not used the time 
signal in 11 years, we found that 
people remembered Bulova by the 
signal and, in fact, that many of 
them thought it was still on the air. 
The relationship between the time 
signals and Bulova is a natural one, 
and one which had been established 
over a long period of time in ra- 
dio's earlier years. To take advan- 
tage of this situation, we decided to 
go back into radio this spring." 

Bill Frame, print /broadcast me- 
dia supervisor at McCann- Erickson, 
explains what Bulova wanted. "We 
were interested in reaching as many 
people as possible as often as possi- 
ble. For this purpose, we scheduled 
10- second ID's on a six -day basis 
with heavy emphasis on morning 
and evening traffic hours. These 
have now reached a total of up to 
50 announcements per week in 
many markets." 

Remaining In Radio 

The spring campaign ended June 
30. Mr. Fricke points out that since 
media, like other phases of advertis- 
ing, cannot be reduced to an exact 
science, it is a difficult task to de- 
termine exactly how effective the ad- 
vertising has been. However, a 12- 
week radio drive, similar to the 
spring campaign, is now scheduled 
for the fall and, according to Mr. 
Jeffery, "the company plans to re- 
main in radio at least through the 
end of fiscal 1960 -late March." 

To insure the most efficient sched- 
ule, the agency in mid March inter - 
viewed representatives from all mar- 
kets involved, according to time - 
buyer Phil Stumbo. "In order to fa- 
cilitate the purchase of time, we pre- 
pared individual forms, with infor- 
mation on the time and length of 
the campaign, frequencies we were 
considering and requests for avail - 
abilities and costs. These were sent 
to about 50 firms representing about 
250 stations. With the forms went 
a letter explaining what we were 
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three problems 

looking for. The representatives, in 
turn, sent them on to the stations 
where they were filled out and 
returned. 

"We then set up appointments for 
the representatives to meet with us 
concerting each market in which 
they had a station. We found that 
as a result of this procedure, we 
were well informed on what the sta- 
tions had to say, and the representa- 
tives were satisfied that they had had 
the chance to give us all the infor- 
mation they felt necessary. 

"We were quite satisfied with the 

recently opened an unite on the 
\Vest Coast and wants to build up 
its prestige in that area at a cost in 
proportion to its budget." 

In confirmation, Mr. Howard 
states, "We feel that it is important 
for us to be able to turn on or shut 
off the flow of promotional dollars 
whenever and wherever we want." 

The insurance firmi s magazine ad- 
vertising gives it broad coverage and 
national prestige, Mr. Fricke ex- 
plains. "-l'o correct the balance be- 
tween the coverage given by maga- 
zines and the potential in each mar- 

McCANN -ERICKSON MEDIA team work out strategy for clients' use of radio. 
William Fricke, associate media director (center), discusses plans of Nabisco. 
Bulova and John Hancock with timebuyers Phil Stumbo (I.) and Joe Kilian. 

results," Mr. Stumbo continues. 
"And since then, one of the agency's 
other big radio advertisers has be- 
gun to rise similar forms to obtain 
timebuying information." 

In search for solutions to the re- 
quirements of its insurance company 
account, McCann- Erickson uncov- 
ered additional data that pointed to 
radio for the answers. 

"The John Hancock account in- 
volved different considerations," says 
Mr. Fricke. "Here was an advertiser 
seeking out middle and low income 
groups. With its advertising media 
closely geared to sales, the company 
wants to be able to enter a specific 
market as strongly as it feels neces- 
sary to build up the market's poten- 
tial. For example, the company has 

ket, however, the company was look- 
ing for additional efforts in key 
areas," 

A second factor was the composi- 
tion of the radio audience. "Since 
men do most of the buying when it 
comes to insurance, they are the 
main target of Hancock's advertis- 
ing," Mr. Fricke says. "Radio was 
considered because it can provide 
the mass men's audience at specific 
times of the day, such as during 
traffic hours." 

Another consideration, he adds, is 
that radio provides a receptive audi- 
ence. While the image is important, 
there are specific selling points that 
the company wants to stress. Poten- 
tial customers are not likely to reati 
many of the important details. The 

sound medium, on the other hand, 
provides a means of reaching an au- 
dience with the company's entire 
sales message. 

For these reasons, the insurance 
firm decided to test spot radio in a 

few cities last May. "I received or- 
ders to buy radio time in the com- 
pany's three largest markets," says 
Mr. Stumbo. "These are Los An- 
geles, San Francisco and Chicago. I 
bought a 26 -week schedule in those 
cities with emphasis on traffic time 
and on public service programs, at 
frequencies of 10 to 12 a week." 

One of the reactions came from 
the helicopter traffic reports sched- 
uled in the Chicago arca. There, 
says Mr, Su nti)°, several Hancock 
agents cuuumented on the advan- 
tages of the programming. And, in 
a gesture which serves to point up 
the prestige image which can be 
achieved in the sonnet medium, the 
firm received a note of thanks from 
the goretnor of Illinois: 

"You and your firm are to be 

heartily tonunended for taking the 
lead in such an excellent public serv- 

ice program," said Governor Wil- 
liam Stratton. "It is heartening in- 
deed to know that a respected firm 
like ,john Hancock is so solidly be- 

hind our efforts to save lives." 

Radio In Top Markets 

'The company has since decided to 
support its top 13 market areas with 
radio. In all, the radio schedule will 
continue for 26 weeks. It will pick 
up again in the fall after a summer 
break. "Again, it is difficult to meas- 

ure results precisely," Mr. Fricke 
says, "but it can be said that spot 
radio is for now an integral part of 
Hancock's over -all advertising effort. 
The medium's selectivity, in con- 

junction with its economy, may be 

cited among the important factors 
that brought the company to the 

soundwaves." 

Coming up with the ingredients 
to be used in its advertising and 

marketing recipe for Nabisco, Mc- 

Cann matte use of generous portions 
of radio. 

The virtues of summer radio (see 
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The Nol Sound of Summer Selling, 
June 1960) were cited by Nabisco 
in explaining why it decided on a 

warm weather cmpaign. Says Mr. 
Moss, "We are using radio this sum- 
mer because we believe listening in- 
creases considerably in that period. 
This is because of an increase in out- 
door activities, backyard entertain- 
ing and traveling." 

The bread had been marketed 
previous to last fall under varying 
names, but was then reintroduced as 

Milbrook by a television campaign. 
"The Milbrook naine was not well 
known at the time," Mr. Fricke ex- 
plains. "Our main task was to build 
the brand image. This we did 
through a humorous character, 
'Maestro Milbrook,' who could form 
a strong identification with the prod- 
uct. Both the visual and aural char- 
acteristics of Maestro Milbrook were 
developed through television since 
we created both the visual cartoon 
and an identifying musical theme. 

"For the summer campaign, we 
were able to carry through with the 
theme by sound alone. I believe that 
such research evidence as the Sind - 
linger reports, which have consist- 

ently shown high radio listening 
clueing the slimmer mouths, have 
been able to establish a pattern for 
summer radio which justifies its use 
as a prime ntediiini for Milbrook." 

Aiming For Housewife 

\lilbrook, in aiming for the house - 
wife, relies on local female person- 
alities and some news and weather 
reports, according to Mr. Stumbo. 
He points out that most of Mil - 
brook's markets are in the North- 
east, though some do extend to such 
places as Ohio and Texas. About 12 

annoucements, all minutes, are be- 
ing used by the company from 9 
a.m. to 5 p.m., Monday through Fri- 
day. A token weekend schedule, 
consisting of two spots on Saturday 
and one on Sunday, is intended to 
reach housewives who work during 
the week. 

The bread is also on a 52 -week 
schedule on Negro stations in four 
cities. These arc Birmingham, Ala., 
Houston, Pittsburgh and Cleveland. 
"We have found that Negro person- 
alities can exert a strong influence 
over a large and loyal following," 
Mr. Stumbo says. "In the Milbrook 

markets where Negroes ieptescnt 
more than 10 percent of the popula- 
tion, we will use radio tight through 
the year." (See Negro Radio, t'. s., 
RAnut, December 1959.) 

"We have had each of these three 
accounts for several years," \Ir. 
Fricke says. "As an agency, we are 
continually trying to recommend the 
best combination of media, or single 
medium, for all our accounts. As 
marketing and advertising condi- 
tions change, we try new media ap- 
proaches to fit new situations. 

"Radio played an important role 
in the advertising of Bulova, John 
Hancock and Milbrook for the first 
time this year (in the case of Bulova, 
after an I 1 year hiatus) . While the 
importance of radio in the lives of 
people today is an established fact, 
Mr. Fricke continues, "the need to 
support the radio story still exists. 
Suggest a radio expenditure and the 
client's first reaction is 'why?' At 
present, we need more facts to justify 
outlays for radio. As more research 
in all phases of the radio industry 
is undertaken, it will be easier for 
such agencies as McCann to recom- 
mend radio where we think it will 
do the most good." 

SCHEDULE: Watts 
TOTAL 25 WEEKS: let 13 WEEKS: FRIDAY, April 1 through THURSDAY, June 30 Last 12 WEEKS :Fa11, 1960 10-SECOND I.D.'S MONDAY through SATURDAY / 6 AM -7 PM / 6o in PRIME TIME COSTS: 

# OF 
I.D.'S 
WKLY. 

25 

30 

TOTAL 
FREQ. 

(625x) 

(750x) 

TIME 
PERIODS 

Prime - 15 
Non -Prime - 10 

Prime - 18 
Non -Prime - 12 

35 (975x) Prim? - 21 
Non -Prime - la 

AVAILABILITIES: (MONDAY- SATURDAY / 6 AM -7 PM ONLY) 

DAYS TIME 
PRECEDING 
ADJACENCY 

COSTS 
(Based on 25 

PER 
Weeks) 

10 -SEC. I.D. PER WEEK 

$ $ 
$ $ 

$ 
$ 

$ 

$ 

$ $ 
v $ 

FOLLOWING 
ADJACENCY 

PULSE 
RATING 

TINE 
CLASSIFI- 
CATION 

NEW FORMS for compiling radio availabilities and costs were sent to representatives by 
agency, filled in and returned by stations. When McCann -Erickson started to buy Bulova spots, 
timebuyers had best information for selection. Forms proved so useful that others now u:e them. 
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AUSTRALIAN AND MEXICAN BROADCASTERS 



TURNING TO TECHNIQUES STAMPED .. 

`M a d e in U.S.A.' 
Faced with rapidly expanding economies, 
populations and competition, Mexican 
and Australian radio sets dynamic pace 

One of the major develop- 
ments of recent years has 
been the widespread expan . 

lion of American firms into foreign 
markets. Today, thousands of or- 
gani/ations, either through subsidi- 
aries, branches, offices and others, are 
selling their wares in almost all of 
the market places in the free world. 
As a direct result of this surge in 
international selling, atiother prod- 
uct definitely carrying a "Made In 
the IT. S. A." label is finding great 
acceptance- advertising and market- 
ing techniques. 

Branches of important American 
advertising agencies are now found 
in key foreign markets. In addition, 
"native" agencies have shaped them - 
selves in the image of their U. S. 
counterparts. As a consequence, ad- 
vertising media have been undergo- 
ping some interesting changes. The 
following is a report on what radio 
is like in two different parts of our 
iphrinking globe. 

AUSTRALIA 

Australians have long demon - 
;trated their affinity for American 
>ro(Iucts and the American way of 
Loing things. With a population of 
tbout 10 million (comparable to 
he New York City metropolitan 

area), Australia enjoys one of the 
highest standards of living in the 
world. It is estimated that over ball 
the population resides in turban cen- 
ters, resulting in concentrated mar- 
keting areas. 

Currently, there are over 160 ra- 
dio stations in operation. Of this 
total, over 100 are commercial oper- 
ations with the remainder being 
government operated national sta- 
tions. The majority of the commer- 
cial outlets belong to or are affiliated 
with a network. Australia has two 
national networks, two interstate 
and six regional. According to the 
Australian Broadcasting and Tele- 
vision Year Book, the MacQuarie 
Broadcasting Service, Sydney, is the 
largest network with over 60 member 
stations. It is interesting to note 
that this network is a cooperative 
with each member station also being 
a shareholder. 

Following the British practice, lis- 

teners must purchase radio set li- 

censes front the Australian Broad- 
casting Commission. There are ap- 
proximately 2.2 million licensed re- 
ceivers in operation, according to 
the Australian News and Informa- 
tion Bureau. It has been estimated 
that commercial stations reach over 
90 percent of the potential audience. 

With t' making fast progress, the 

commercial radio station operators 
are finding themselves in an increas- 
ingly competitive situation for the 
advertising dollar. This competition, 
plus having to woo its listening au- 
dience against the background of 
government - owned stations, has 
many radio people closely studying 
American broadcasting methods. 

Ad Expenditures 

The amount of money spent on 
advertising in Australia has been 
mounting steadily. It has been esti- 
mated that total ad expenditures for 
all media in the country is nbtw well 
over $250 million yearly. This is an 
impressive total on two dounts -the 
small sue of the population and the 
fact that there are said to be only 
about a dozen nations spending over 
$100 trillion a year for advertising. 

Breaking down the money spent 
for advertising, it has been esti- 
mated that print media accounts for 
approximately 50 percent of the to- 
tal, radio earns about 15 percent and 
television close to eight percent. 
However, iv is making fast strides 
and is probably now getting at least 
the same share of the advertising 
dollar as the sound medium. 

Radio commercials are subject to 
censorship by the Australian gov- 
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`made in U.S.A.' 

eminent. .\ bulletin Iront the Aus- 
tralian News Bureau states "Drama- 
tized testimonials are forbidden.... 
False or anonymous testimonials. 
comments upon the products of oth- 
er advertisers, the advertising ol 
matter barred from the mails, specu- 
lative finance and grossly exagger- 
ated statements arc also prohibited. 

"Rules for Sunday advertising lay 
clown that not more than two adver- 
tising announcements shall be per- 
missible in any 15 minute., and that 
not MOM t I511 words of adver- 
tising matter nia. he used in that 
tinte. Statements about liquor and 
certain patent medicines may not lie 
made on Sundays." 

The number of wools in a «un- 
met-dal ial are also controlled. For ex- 
ample, a 60- second spot can have a 
maximum of I-10 words; a 25- second 
message is limited to 50 words, and 
a 15 -sec und spot to 25 words. 

Turning to programming. the 
News Bureau bulletin points out 
that ".\ very- large portion of the 
material broadcast by the commer- 
cial stations is recorded. As a gene - 
eral rule, the material is of a light 
nature, with dance music predomi- 
nating: in the dramatic held, the 
radio serial takes up most of the 
tinte. Children's programs are ex- 
pected to be compiled with meticu- 
lous tare and must encourage cor- 
rect speech, respect for law and ol- 
der and fair play. Standards are laid 
clown for children's plays :nul many 
things are distinctly prohibited, such 
as torture, horror, the supernatural 
and profanity." 

Station Profile 

An Australian station which has 
quite frankly patterned itself along 
\merican standards is 2SM in Syd- 
ney. The station has been on the air 
since 1931, and operates on 5.0(10 
watts -the maximum power permis- 
sible in Australia for a commercial 
station. Its facilities include three 
studios. 

In describing its market, the sta- 
tion points out that Sydney lias a 
population of 2,054,800. "As an in- 
dication of its market size," a station 
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presentation states, "last year there 
were over $2.68 billion spent in the 
State of New South Wales on the 
sale of retail goods." 

Media in Sydney include two gov- 
ernment radio stations, six competi- 
tive commercial stations. one gfi.ent- 
ntent owned t.' station, two commer- 
cial tv outlets, two morning and two 
afternoon newspapers and 25 mis- 
cellaneous types of magazines. '1-he 
station presentation also says "In 
Sydney there are 87 accredited radio 
;+dyertising agencies." 

Programming Policy 

Describing its progr:unnting pol- 
icy. the 2S \I presentation reports: 
"Of the six cununercial stations in 
Sydney. four operate on a popular 
music programming polhy. one has 
feature programs and the other has 
a combination of music and fea- 
tures. 

"2S \l's polity is basically one of 
music, tows, .weather, six)rt and pub - 
lic service, banded together into 
what we call \I7 Family Formula 
Programming. Each half -hour seg- 
ment of musical programming. 
throughout the day, Is broken up 
into categories... designed to give 
all age groups a record they will 
enjoy every few minutes.. .. The 
music is backed up by a (ony)rchcn- 
sive news policy. incorporating hour- 
ly news. 2S \i also broadcasts all ma- 
jor sporting events in the city, with 
the exception ol horse racing, and 
devotes a considerable amount ol 
lree time for announcements and 
interviews on matters of a public 
service nature." 

In describing its sales policy, 2SM 
says its stain selling point is the de- 
livery of "specialized audiences com- 
bined with hard- hitting personali- 
ties." In addition to the home audi- 
ence, the sta states that it directs 
its efforts to: 

"The beach audience -Sydney has 
3.1 major beaches and a half million 
people visit them every weekend. 

"The factory audience -There are 
326,125 people working in Sydney 
factories. 

"The motoring audience -There 

are approximately 100,0011 cars on 
the road in Sydney. Each afternoon, 
2SM has a special two- and -one -half 
hour program devoted to cal- radio 
listeners." 

Prospects for the future of radio, 
as it is for all media in Australia, 
appear to be extremely bright as the 
country continues to develop and 
expand. .\ study Of the internation- 
al market recently released by Mc- 
Cann-Erickson states "Ile 1970, its 
(Australia's) level of output should 
approach $If> billion, an increase of 
approximately 10 percent. The pop- 
ulation growth rate of Australia will 
increase by about 25 percent in 1970 
-a rate faster than that indicated 
for the U. S." 

MEXICO 

Currently estimated to be spend- 
ing Derr SI00 million a year for ad- 
vertising, \lexica is a vibrant, grow- 
ing market -and fine in which radio 
is the number one advertising me- 
dium. In the previously mentioned 
McCann- Erickson study, it was re- 
ported that "Mexico will show one 
of the steepest growth rates of any 
economy in the free world. Its pop- 
ulation os-et- the next 10 )ears will 
rise from 33 trillion to -15 million. 
... National output will more than 
double, expanding front over $10 
billion to aver S22 billion." 

it is estimated that there are over 
fisc million radio sets in use, with 
approximately -10 percent of that to- 

tal being concentrated in the fed- 

eral district .which includes Mexico 
City. By comparison, there are said 
to be approximately 500,000 tele- 
vision sets in operation, with the 
s-ast majority of them being found 
in the Mexico City federal district. 
It is generally agreed that the Mex- 
ico City market accounts for 40 per- 
cent of all retail sales in the coun- 
try, and therefore has the greatest 
concentration of media. 

According to a recent issue of 

Medios Publicitarios dfexicanos, a 

subsidiary of Standard Rate R Data 
Service. there arc sonic 29 radio sta- 

tions in the Mexico City federal dis- 

trict. There are four networks in 

Mexico, but only one is connected 
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AUSTRALIAN RADIO FACTS 

Over 100 commercial stations now 
on the air 

Maximum commercial station power 
5,000 watts 

Approximately 2.2 million receivers 
in use 

Commercial radio reaches 90% of po- 
tential audience 

Radio accounts for about 15% of all 
ad expenditures 

Some stations switching to "formula" 
broadcasting 

MEXICAN RADIO FACTS 

Radio is dominant adz'ertisin,i; me- 
dium 

Radio accounts for about -10(;) of all 
ad expenditures 

Soaps, beers, cigarettes largest radio 
advertisers 

Prime evening hours usually colle 
pletely sold out 

Spot announcements purchased by 
number of words 

Audience ratings are fairly constant 
throughout day 

t 

by telephone wires and. therefore, 
able to simulcast. The other net - 
works use tape. There are no cover- 
age limits imposed on stations. As 
a result, it is possible to have a situ- 
ation in which one station blankets 
almost the entire country. This is 
true of NEW, a 250,000 watt sta- 
tion. Another Mexico City station, 
XEQ, is a 150,000 watt operation. 

r 
Dominant Ad Medium 

There are no representatives in 
Mexico, with all time being pur - 

,chased directly by the advertising 
agency or advertiser. With no im- 
portant competition from print or 
tv, radio finds itself in the position 
where the 7 p.m. to 9 p.m. period 
is completely sold out, with addi- 
tional advertisers waiting for a 
chance to get into the schedule. The 
Noble Advertising Co., a "native" 
agency killing close to $5 million a 
year in the Mexico City market, re- 
ports that 40 percent of these bill- 
ings are in radio. 

The bulk of the radio advertisers 
ire subsidiaries of American firms. 
\rad following the U. S. pattern, the 
largest radio users are in soaps, beers 
Ind cigarettes. Some of the "blue 
Thip" radio users in the Noble agen- 

cy include Kimberly -Clark of Mex- 
ico, I)u Pont, Minnesota Mining and 
Manufacturing of Mexico, Pan 
American Standard Brands, Procter 
C Gamble of Mexico, the Mennen 
Co., U. S. Rubber Mexicana. The 
agency reports it is currently pro- 
ducing 7.1 radio prog ams a week. 

Most of the radio commercials 
fall into the spot category. How- 
ever, the agency buys these an- 
nouncements by the nord. Under 
the Mexican system, the advertiser 
is allowed five seconds for 10 words. 
10 seconds for 25 words, 30 seconds 
for 50 words. It is also interesting to 
note that there are no published lo- 
cal rates and there are no frequency 
discounts. 

Advertising Copy 

The government does put restric- 
tions on advertising copy. For ex- 
ample, it is not permissible to pre- 
sent competitive drug ads. All prod- 
ucts which come under the jurisdic- 
tion of the Board of Health, includ- 
ing such things as toothpaste, are 
subject to advertising copy censor- 
ship. 

On the programming side, there 
is a wide variety appealing to all 
tastes. There is. for example, a sta- 

flou in \lexico City which broad- 
casts nothing but time signals and 
spot announcements. There is a sta- 
tion which programs exclusively for 
women. Quiz shows, rock and roll, 
soap operas and sports rank among 
the most popular types of program- 
ming fare. 

Although the government does 
not specify how much air time is de- 
voted to it, each station must carry 
some public service programming. 
As part of this obligation, every sta- 
tion in Mexico broadcasts The Na- 
tional Hour every Sunday. This is 
a 90- minute variety show produced 
by the government. 

Audience Ratings 

The radio audience appears to be 
fairly constant. A recent research 
bulletin issued by the International 
Research Assoc., Mexico City. offered 
the following figures for ratings in 
the Mexico City federal district. The 
audience in the morning, from 9 a.in. 
to I p.m., was 32.4 percent; from 4 

p.m. to 7 p.m., 28.3 percent, and in 
the evening. from 7 p.m. to 10 p.m., 
26.5 percent. It should be noted that 
the hours from 1 p.m. to 4 p.m. have 
been omitted. This is the traditional 
"siesta" time in Mexico. 
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Network Audience 

1 -cela) , radio net woe k is fac- 
ing a new challenge -that of 
helping its affiliate, build 

local audience ant! acceptante. 
In the current scheme of things, 

the network serves the station rather 
than the set -up of a decade ago when 
the station was considered as only 
the outlet for the national (per- 
ation. 

The networks express this sieve in 
sarrying ways. CRS Radio says "all 
business is intrinsically local and so 
are the audiences." NRC Radio de- 
clares that the radio netwutk of to- 
day "has complete local orientation." 
.\RC Radio states, "We know ra- 
dio's future is local." NIBS candid') 
avows that it is a "service to inde- 
pendent stations." 

In accord with such thinking, net- 
work audience and program promo- 
tion has stressed the link between 
the national programming and the 
local station. 

In addition, the networks have le- 
tome more mindful of the competi- 
tion for listening attention and are 
using fresh techniques in on -air pro- 
motion. 

.\ review of some of the things 
that are being clone follows: 

CBS Radio has turned to the 
use of jingles for the first time 
since 1957. A survey of the na- 
tional networks shows that this 
is the only oufit currently using 
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its own jingles, which bean a 

high cost fur a network. 
NBC Radio has been using the 
inter) ices technique in its pro- 
gram promotion, opposed to the 
straight announcement variety. 
Some of the promotional spots 
run as long as two minutes. 
ABC Radio has been using 
straight arrnouuteu ent copy to 
immune its shows and expects 
by the lall to be ;Riding musical 
ha( kgrounds and sound effects 
to the prnn otion sixth. 
NIBS makes exclusive use of 20- 
second and 3(1- second promotion 
spots to promote its news and 
news background programs. 

'Comfortable Familiarity' 

CBS Radio turned to the use of 
jingles for plan by its local affiliates 
in an effort to attract the attention 
al listeners. "when it was decided 
that we would tt) jingles," states Art 
I let In, network prompt ions dire( tor, 
"there were several things we were 
looking for. The melody and the 
attack needed Ieshness and topical 
appeal. A sense of comlortablc fa- 
miliarity had to be combined with 
an original, catchy tune." 

The network assigned the job of 
producing the series of spots to 
jingle-makers Joan Edwards and Lyn 
Duddy. 

Keyed to the timeliness of the po- 

litical fever, one spot used the pc;u- 
shaped tones al a grassroots poli- 
tician who, at t ompanicd by a march 
tempo, said in part: "\Iah friends! 
This is the year to cast your Vote for 
CBS. CBS Radio. What is the plat - 
lottu gonna be at CBS? Biggest 
shows- biggest stars. .XII the best in 
radio. ... ' 

Another jingle capitalises on the 
upsurge in car listening dining the 
summer and early ball months. Still 
other jingles, each with its own 
tempo and lyric idea, Ieature CBS 
Radio personalities Arthur Godfrey, 
Ring Crosby and Carry Moore. 
7- here's also a female blues solo in 
the "Sentimental Journey" tradition 
with an opening line that sets the 
mood -"lias) listenirr'.'' 

In addition, the series of jingles 
includes a cha- cha -cha and a humor- 
ous boy -girl duct based ou the Ed- 
tward, -Uudy song, "Darn It, Baby." 

Each jingle runs less than fill sec- 

onds so that it can be used on mu- 
sical programs between chattel and 
for station breaks. .\ special feature 
of the jingles is that the discs con- 
tain blank spots in )which a station 
can insert copy for local shows. 

Affiliate response, at cording to \b. 
Hecht, has been extremely enthusi -' 
astis. As a result, present plans call t 

for the production of a new set of 

jingles for every season. It is felt that 
the initial set will be appropriate 
through November. 
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Promotion Goes Local 

Four national networks gear on -air and 

audience promotion to create strong interest 

at the local level; station tie -ins are urged 

Stations have indicated their ap- 
Koval of the jingles, states Mr. 
Hecht, on two counts: They are 
stimulating audience interest in 
their programming and it saves them 
the cost of producing similar jingles 
of their own. 

A I3 -piece orchestra and time 
choir voices were used to create the 
initial series. 

Two -Minute Interviews 

George Graham Jr., vice president 
and general manager, NBC Radio, 
states that instead of announcements, 
the network has been featuring the 
interview technique in its program 
promotion. These spots run as long 
as two minutes in length. 

"We decided that because the lis- 
tener is subjected to a constant out- 
pouring of information, news and 
commercials, our promotion spots 
had to offer something that would 
capture the audience's attention," he 
remarks. 

An example of how the interview 
technique works occurred the week- 
end before the Democratic conven- 
tion in Los Angeles. A series of 30 
spots featuring interviews by Perle 
Mesta, \1'ashington hostess, with 
convention dignitaries and person- 
alities were played on the network. 
Each interview dealt with conven- 
tion problems and sidelights: the 
"promo" came at the end of each 
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network air promotion 

a hat. featuring an appeal that listen- 
ers stay tuned to the particular sta- 
tion for NBC Radio convention cor- - 
crage. 

S' 'Ian- spots are used to promote 
the three main ingredients of the 
network's programming - \'rtes -on- 
Ilie -Hnnr. Emphasis and .11onilm. 

At the time promotion spots are 
ut," some are macle for network 

use and some for station play. Pot 
example. %Olen \lorgan Beatty is fea- 
tured in :t promotion spot for news 
progr:mnning. two are clade lot net - 
work use and one lot the affiliates. 

It is interesting to note that the 
Beata news " pronrc)s" for stations 
are alone in the loran of an interview. 
\u affiliate's news dire( ton can use 
the spot in such a was that it ap- 
pears he k chatting with the nation- 
al commentator. Iu most Cases, these 
spots clearly make the point that 
this is the place on the dial Ion good 

notionsl and lural news coverage. 
A similar way in which NBC Ra- 

dio promotes its news operations. ac- 

arr(ling to \ir. Graham, is through 
its overseas correspondents. Its news- 
man in Rome, For example, may 
ocularly -talk shout the tnanv home- 
town requests he has received for 
Olympic tickets. At the end of the 
chat, it is printed out that this re- 
port is by one of the many overseas 
rclx)rtcrs of the nctwotk. 

NBC Radio also tlses promotion 
spots of varying lengths (10's. 30's 
and t)0's, in addition to the two-min- 
ute variety). During the first quar- 
ter of MO, the network also used 
jingles. 

Anodic I key pat of NBC Radio's 
cllul t to tie -in local promotions with 
the national network thence, "'The 
Sound o1 the Sixties," was the affili- 
ate contest held the earlier part of 
this scan- (J:nitlinl 1 through Febru- 

What They're Doing 

Tite four national network, have been gearing on -air and 
audience pronu>tion tr create strong local interest in national 
programming. Here's a ruutlo %il of what each is doing: 

CBS Radio has created a series of jingles for local station 
play. initial reaction from stations Iras been extremely en- 
thusiastic to the point that the network plans to develop a 

new series each season. 

NBC Radio ha, adopted the use of the interview technique 
in ils on -air promotion. \lost of the interviews run as long 
as two minutes. In addition, the network lias held a contest 
for its affiliates to encourage promotions that relate local 
programming with national fare. 

ABC Radio has been using straight announcement copy for 
on -air spot. but expects by the fall to add musical back- 
grounds and sound effects. In addition, the network in the 
fall will have a series of promotions built around the favor- 
ite recipes of it personalities. 

Mutual Broadcasting System has been using 20's and 30's 
exclusively in its on -air announcements. The promotions 
feature the network news operation as well as its in -depth 
programming- Capital Assignment. World Today and 
Reporter's Roundup. 

Lg- 

u u mu mom! mmummmuummummumm° 

ary 12). 
A total of I2 priics were awarded 

to station promotions relating local 
news, sports and entertainment to 
the network progralnming carried on 
affiliated stations. The stations were 
grouped into loto- categories of com- 
petition based on the sire of the 
market. 

The linst pin; was an RCA Honte 
Entertainment Center crusistiug of 
a 2-I -inch tv- :un -fin set and stereo 

photograph. 

More Spice in Fall 

\B(: Radio up to now has been 
using mostly straight copy for its 
slum. prouu)tloll. Its ou -air shots are 
of varied lengths (1(1's, 20's, 30's, 
10's, 5O's and 55's). 

The copy promotes the network's 
news operation as well as such pro- 
grams :n the Breakfast Club and the 
/;yvlie Curate Show. 

In the fall, ABC Radio expects to 
add spice to its oil-air promotion 
through the use of musical back- 
grounds and sound accts. 

The network also uses the device 
01 talent spots. Personalities will 
present a spot via closed- circuit. The 
affiliates tape it and play it at appro- 
priate tines. 

in addition, the network in the 
fall will present a series of on -air 
spots which will feature favorite 
dishes and recipes of ABC Radio 
personalities. 

Another series will promote radio's 
future on the :air, covering such 
things ;Is the medium's portability 
and utility. 

An integral part of ABC Radio's 
audience building campaign are pro- 
motions for its affiliates. The recent 
Patterson- Johanssou fight was heav- 
ily .supported by local contests and 
gimmicks, as well as on -air spots and 
merchandising posters. "There were 
many things individual stations (lid: 
One outlet had an illuminated mar- 
quee with fight copy on it; another 
sent 1,000 letters to taverns; one af- 

filiate sent formal invitations to lo- 

cal agency executives to listen to the 
fight; still another idea that some 
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stations used was a "knock -out con- 
test," whereby the listener that 
guessed the winner and the round 
received a special prize. 

One daytime station installed a 

public address system so that people 
could listen to the fight either in the 
studio or outside on the street. It 
was estimated that about 1,500 peo- 
ple turned out. 

Another on -air promotion staged 
by the network is the summertime, 
tavel -time campaign called "Dis- 
cover America." ABC Radio is put- 
ting on the air a minimum of 20 an- 
nouncements a week describing 
places and things of interest to see 
in the United States. Listeners are 
asked to write the network for color- 
ful materials on any state they would 
like to visit. Affiliates are also ex- 
pected to cooperate. 

20's and 30's 
The Mutual Broadcasting System 

has been making use of straight copy' 
announcements to promote its news 
operation and its in -depth shows, 
Capital Assignment, World Today, 
and Reporter's Roundup. 

The spots used are 20's and 30's. 
In promoting its news operation, the 
spots exploit wherever possible the 
situations in which MILS scored a 
news beat on other media. 

The creation of the on -air spots 
are keyed to the NIBS theme that it 
is a "service to independent sta- 
tions." Mutual is generally men- 
tioned only once. And there is al- 
ways a tag line that suggests that "by 
keeping your set tuned to this dial. 
you are receiving the best in news 
and information ?' 

The news operation is further pro- 
moted by suggesting such things as 
"an informed public is a free pub- 
lic." 

In their new role as a national 
communications medium for their 
affiliates, the networks have adopted 
a promotion approach that is com- 
mon to many mass marketers of con- 
sumer products -"all business is lo- 
cal." 
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TIEING IN LOCAL promotions with the NBC Radio theme, "Sound of the Sixties, "' 
KELO Sioux Falls, S. D., won first prise in Class Three station competition. The network 
contest was held the earlier part of 1960 and was designed to relate local programs 
to national. The stations were grouped into four categories according to market size. 

THE PATTERSON -JOHANSSEN fight gave affiliates of ABC Radio an unusual oppor- 
tunity to exploit national programming locally. One of the station promotions was this 
WISN Milwaukee marquee. Local contests, gimmicks and on -the -air spots were used. 
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`Advertiser Area' 

I 
f1 he Pulse inc. k ready to 
take the 'advertiser area" 
measurement concept out of 

the workshop and place it on the 
production line. 

The burst of agents enthusiasm 
over the initial sescu studies is hold- 
ing out the possibility that measur- 
ing listening according to an agreed 
upon area of maxiurtuu interest to 
advertisers seta% be extended to the 
top 100 inaukets. 

Ilow last the ptojett mo%es, of 
course, is larger dependent upon 
station support. It is believed that 
dining the first %ear of trying to set 

up this project nationally that at 
least 20 markets will be surveyed by 
Pulse using 'adscrtisel area" dimen- 
sions. As in the first seven studies. 
at least one station per market is 

needed to do a surves. 
According to George Sternberg, 

Pulse service director, agencies will 
be able to integrals an annual "ad- 
vertiser 

- 

vertiser atea" measurement with the 
regular month') metro reports. 
This combination, it is felt, will do 
away with the short- changing of ra- 
dio circulation in relation to news- 
papers. It will also take into ac- 
count the signifitante III population 
shifts to subut ban rings. 

Another major advantage that 
could be gained from )early "adver- 
tiser ¡u'ea" measurements in the top 
100 markets is that an annual radio 
coverage study could be evolved 

Here are the agencies that participated in defining 
the initial seven 'advertiser areas' that were 
measured by Pulse. The dates under each city indicate 
when the study was conducted. The "X" shows the specific 
city or cities in which the agency helped determine the area. 
The list was compiled by Pulse: 

% wry. Heel. Ilollowa) g 
\leI)unald. Kan -as City 

\,'Lerman \.sur., Okla. Cil) 
ldverti.ing 1gr >. I'iusburob 
\dam, d ke)e -, N. 1. 
lialph 111una Co,. X. 1. 
N. 11. \ver, Philadelphia 
1Ilniayer. Fos & Inc.. 

Kan-as Cira 
1it,in- K)nett, Philadelphia 
N. W. Ayer, Chicago 
Bruce 13, Breyer & Co.. 

Kansas Ciav 
Leu Burnett, Chicago 
ItBDO. Chicago 
Bevis 1s -oe., Miami 
liatz, Ilodgson, Neussorlmer, 

Si. Louis 
Ted Bates & Co.. N. Y. 
1311DO. Los Àngele. 
Bozell & Jacob., Omaha 
Bruce B. Brewer Co., \lion, 
1d Busch, Buffalo 

Gordon Best, Chicago 
BII \ Research, Si. Louis 
Clark & Itobertz Inc.. Detroit 
Milton Carlson Co., 

Los Angeles 
Cavanaugh Morris Ädat g., 

Pittsburgh 
W. Craig Chamber- Inc., 

Pittsburgh 
Clair & Meyer ldatsg., 

Denver 
Campbell-Ewald, N. Y. 
Campbell- \lithun, 

inneapolis 
Cohen & Aleshire, N. Y. 
Compton, Chicago 
Cunningham & Walsh. Chicago 
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Readied for Top 100 
Pulse is ready to survey the top markets using the 
`advertiser area' dimensions as the sampling area; 
station support for the project is needed -many key 
agencies have voiced approval of initial studies 

Herschel Z. Deutsch Co. 
New York 

Datche Advtsg., St. Louis 
Dancer, Fitzgerald & Sample, 

New York 
D'Arcy Advertising, St. Louis 
Dancer, Fitzgerald & Sample, 

Chicago 
W. B. Dotter & Co., Chicago 
Elkman Co., Philadelphia 
Tally Embry Co., Miami 
Win. Esty Co., New York 
French, Shield, Inc.. St. Louis 
Fletcher, Richard, Calkins & 

Holden, New York 
Fuller, Smith & Ross Inc., 

San Francisco 
Fuller, Smith & Ross Inc., 

New York 
Fitzgerald Advertising, 

New Orleans 
Foote, Cone & Belding Inc. 

New York 
Grey Advertising, New York 
Goodman Organization, 

Los Angeles 
Goldman & Shoop Inc., 

Pittsburgh 
Geyer, Morey, Madden & 

Ballard, New York 
Grant Advertising. Chicago 
Cray & Roberts, Philadelphia 
E. M. Halverson Assoc., 

Denver 
Horan.Daugherty Inc., 

St. Louis 
Ed Ilunter Co., Denver 
(licks & Greist, New York 
Ralph H. Jones Co., Cinn. 
Walter L. Johnson Assoc., 

Kansas City 
Wm. Kostka & Assoc., Denver 
King Soopers, Denver 
Edward S. Kellogg Co., 

Los Angeles 
Keegan Advtsg., Birmingham 
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by compiling all the results. 
Agency support for the advertiser 

area technique, which was devel- 
oped by Frank Boehm, vice presi- 
dent for research and promotion, 
Adam Young Inc., k based on sev- 
eral factors: 

Rather than listening studies of 
various county sites for the same 
city, the "advertiser arca" repre- 
sents an agreed upon arca of 
study beyond the metro sample. 
This compromise area is based on 
advertiser considerations, not sta- 
tion considerations. 
With the regular metro data col- 
lected at the sane time an "ad- 
vertiser area" stud) is taken, ra- 
tios can be developed to apply to 
f e metro reports to determine 
total "advertiser area" listening. 
This type of formulae would be 
more valid than formulae based 
on data that is dated. 
The advertiser area establishes a 
listening pattern which may be 
examined for qualitative factors. 
It is also speculated that because 

the technique is advertiser oriented 
that it may encourage stations to 
allocate more dollars annually for 
research. 

The favorable reaction from agen- 
cies to the first studies produced 
the following sample expressions: 

George J. Burrows. media direc- 
tor, N. W. Ayer C Son Inc.: "We are 
very much interested in these area 

1 
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advertiser 
area 

studies because they 1611 give us a 

truer picture of the penetration of 
the various stations and the relative 
intput tance of each in the market 
as a \yholc. Yout approach to this 
radio market question has been very 
sound and follows the thinking of 
many advertisers and agencies. 1Ve 

swish that we had this kind of infor- 
mation lot all markets -it \could 
slake our jobs that mut h easier.'. 

E. L. Ueckinger, vice president, 
media stratcg\. Crc\ Advertising 
Agency Inc.: "Of course, the fact 
that 'advertiser.' agreed on a tet- 
tain area for the stations ol a mar- 
ket does not net essaril\ stake it 
1100 Howes er, it's prubabl us 
close as to be be\ond a reasonable 
argument. at least ins tat as a kind 
of composite merchaudisablc area is 

((interned." 
John 11'alslt fir., media dcp:nt- 

went, 1). P. Brother C Co.: "We be. 

Hest. that one of the great needs of 
the radio inclustr\ is more stand - 
ardiiation. 'Therefore. the Concept 
of establishing an at( tined stand - 
aicliietl :n ca lut antlicnte research 
hods favor with us." 

In pursuit sel the objettise to es- 

tablish the advertises area listening 
measurement in the top 100 mar- 
kets. Mr. Boehm will be mailing out 
area maps and questionnaires to 
advertising agentic. across the tuun- 
ti). As with the earlier studies, the 
agencies diet k the counties of maxi- 
mum interest to their clients for 
each market. This material is re- 
turned to the Puke organisation 
whit h Compile. the "compromise" 
advertiser area for each m:tket. 

At that point, the project will 
wait for station support to have 
Pulse come in and survey listening 
in the area. In conjunction with 
the project, Mr. Bork] 11 expects to 
prepare a guide ol the top 100 mar- 
kets that will contain marketing 
data on each "advertiser area." The 
guide is scheduled to be published 
in September and is expected to 
show the growing business impor- 
tance of the suburbs. 
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question 
and answers 
THE QUESTION: 

IIIIIIIIIIIIiIILi ,.. 

11 . :In 1"" 111111111 ..11 Im 

Hou Is Nettcork Radio Bought Today? 

Mr. Hoffmann, director of radio, BBDO, 
outlines five reasons why he believes net- 
work radio is bought today. Broad Cov- 

erage and immediacy are among the im- 
portant features. He suggests that al- 
though network radio has changed con- 

siderably. its future is none the less 

secure for it. 

WILLIAM HOFFMANN JR. 
DIRECTOR OF RADIO, 
BBDO INC.. NEW YORK: 

tional 

Most radio network pur- 
chases are made today for 
clients seeking extensive na- 
coverage and low cost fre- 

quency. 

Some of the things that advertis- 
ers look for in a network buy are 
these: 

(1) 

(2) 

(3) 

Largest accumulated total au- 
dience and frequency avail- 
able at a reasonable cost - 
not necessarily the lowest 
cost. 

Strong affiliated stations in 
important client markets. 

Compatibility of existing pro - 
gramming with the sales mes- 
sage. 

(4) Availability of total broadcast 
day programming to allow 
strategic commercial place- 
ment. 

(5) Promotion, merchandising 
and editorial support. 

There are, of course, some excep- 
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tiunc to these guideposts. The ben- 
efits of a strong on -air personality 
xwill often outweigh cost and fre- 
quency considerations. 

Another point to be considered in 
the buying of network radio is that 
the total "spread" can be increased 
by using more than one network. 
However, frequency is then sacri- 
ficed, as well as merchandising and 
promotional support by an individ- 
ual network in most cases. 

CBS Radio alone of the four na- 
tional radio networks is basically 
built on the old block programming 
technique, whereas NBC Radio, 
ABC Radio and Mutual Broadcast- 
ing System devote most of their time 
to news and news in -depth program- 
ming. 

Exceptions to the latter, of course, 
are NBC's Monitor (although this 
show has elements of news and news 
analysis) and ABC's Don Mc\'eill's 
Breakfast Club and Eydie Gorme 
Show. 

Network radio has the utmost of 

Flexibility. Literally overnight you 
can get on the air with broad na- 
tional coverage. This can be ex- 
tremely important if there is an 
emergency or a shift in sales strategy. 

If a sales campaign is lagging, for 
example, a client can jump on the 
air almost immediately through net - 
work radio and try to hypo the sales 
outlook. 

Network radio continues to per- 
form a valuable function for adver- 
tisers. The great emphasis today is 

on news and information program- 
ming, which appears to be a sound 
approach for both networks and 
affiliates. 

Beyond this type of programming, 
the networks have tried to fill the 
role of companionship rather than 
entertainment as seen through some 
of the personality shows that are on 
the air. 

The role of network radio has 
been altered considerably the past 
few years, but its future is none the 
less secure for it. 
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focus on radio 
A Quick Glance At People, Places 

And Events Around Radio -Land 

MARY MARTIN watches Arthur Godfrey compare 
ukulele techniques with two youngsters visiting his CBS 
network show on trip from Hawaii. Youngsters were in 
New York to mark their state's official entry into the 
Union. Two New York children flew to Honolulu to 
represent continental U. S. The exchange was spon 
sexed jointly by the New York Herald-Tribune and the 
Honolulu Star- Bulletin as Independence Day tribute. 

THE LADY GETS a rickshaw ride through Cleveland, 
drawn by "coolie" Scott Burton of WHK. The WHK 
rickshaw, minus lady, placed second in race with other 
stations in Cleveland stadium. Rickshaws were part 
of promotion for movie, "Wake Me When It's Over." 
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THERAPY, ANYONE? is song of Solid Seven, KEX Portland, Ore., as they dress 

as doctors and patients at Rose Festival Merrykhana Parade. Patient (c.) looks 

happy and healthy as doctor attends nurse. Wheel chairs, operating tables and 

pretty nurse gave substance to slogan "No curses from our nurses -they listen 

to KEX." Solid Seven pushed radio as road to nurses' smiles, patients' cheer. 
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BE A PAL efforts by WABC New York announcer Al Loh- 
man Jr. (I.) nets award from Alexander Aldrich, president of 
PAL (Police Athletic League). Lohman gave morning show 
boost to PAL's campaign to curb 'uvenile delinquency. 

fl N`IU7yt{' 

..=.: 4. 

OFF THE GROUND go three WCAU Philadelphia announcers with 
plans to inflate audience interest. Ed Harvey (in balloon on left) 
eventually landed in prison yard of Graterford Penitentiary. Startled 
warden thought the inmates had arranged an ingenious plan to escape. 

SMILES ALL AROUND for client Dan Murphy (I.) of Ameri- 
can Dairy Association of Iowa, as agency gal Rosemary 
Gohring of Truppe, LaGrave and Reynolds, Des Moines, show- 
ers him with postcards. Mail resulted from offer of free cook- 
book on stations WHO and KRNT Des Moines, KMA Shenan- 
doah, WMT Cedar Rapids, KXEL Waterloo, KGLO Mason 
City, KMWT Fort Dodge, KOEL Oelwein and KICD Spencer. 

. 
DIAMOND THIEF didn't get far with gems held (r.) by Lee 
Allan Smith, assistant manager, WKY Oklahoma City. Motor- 
ist who heard WKY bulletin on car radio spotted getaway car 
minutes later. Jewelry store manager R. A. Fowler (I.) smiles 
relief as detectives return jewels valued at $5,000. Thieves 
were caught 75 miles from the store. Detectives (c.) from 
Oklahoma City Police Department feel it's all in a day's work. 

OLD GLORY with 50 stars is given to Sister 
I Mary Bernadine by Walter Thurman, WMBD 

Peoria, Ill. She was one of 50 listeners iden- 
tifying quotes in "Salute to Freedom" contest. 

U. S. RADIO August 1960 

DECEASED JAZZ format is laid to rest by KFMB -FM San Diego in mock Creole Wake attended 
by 200 ad agency and press people. Guests (I.) follow a casket borne by KFMB -FM person- 
alities on way to burial. Tuba player on right steps into Dixieland tune for funeral procession. 
KFMB -FM's "Golden Girl" later pressed button to put new "Golden Sound" programming on air. 
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(ands for three years. Steve Maduin- 
ski, executive vice president, declares 
that most of the firm's stadons are 
using the simplified carol. 

The Young organization has also 
made an effort to encourage through 
its rate card structure greater use of 
the whole broadcast clay. 

lf, for example, an advertiser buys 
a package of 12 announcements a 

week in class A time, it is allowed to 
place a third (four spots) in class 
AA drive times. 

\ir. \Iachcinski declares that this 
has been a very popular feature of 
the card. It encourages greater use 
of the whole broadcast day, especial- 
ly hours between 9 a.m. and 1 p.m., 
and it provides a client with a rea- 
sonable rate while at the same time 
affording him a chance Ion exposure 
its the male -dominated traffic hours. 

The seven -owned radio stations of 
CBS, represented by CBS Radio 
Slot Sales, have been on a simpli- 
fied card since December 1957. Dick 
Iless, administrative assistant to the 
CBS vice president for station ad- 

ministration, declares that the card 
is as simplified as it can get consider- 
ing the talent and personalities as 

well as the program features that 
these stations have to sell. 

Each card generally has three 
time classifications (A, B anti C) 
which are spelled out clearly at the 
beginning. The individual time 
brackets have been standardized. 

The card is broken down into 
three sections: (1) Station time; 
(2) fixed position and run-of- sched- 

ule announcements and participa- 
tions, and (3) special features. 

Longevity discounts are in three 
categories -I to 25 weeks, 26 to 51 

and 52 or more. "I'lucre are also three 
categories of frequency-12 to 20 an- 

nouncements a week, 21 to 31 and 
35 or more. The price is listed in 
net cost per unit. 

Mr. Hess observes that a recent 
tend in the changing of the card 

has been away from stating the num- 
ber of days per week for announce- 
ments to the number of times per 

week. He also believes that the 
pattern towards rate card simplifica- 
tion established by CBS was followed 
by a number of other stations 
throughout the country, including 
those represented by CBS Radio 
Spot Sales. 

RATE CARDS (Coned from p. 27) 

Rules and contract conditions 
common to all rate cards are stand- 
ardited in the front of the Petry port - 
iolio for as many stations that could 
agree on the definitions. This "bol- 
ier card" defines for the stations in 
agreement such things as Ircyucncy 
(miscounts, weekly discounts, multiple 
product conditions, rebates, short 
rates, cancellation, rate protection 
and other items. 

Art McCoy, executive vice presi- 
dent, John Blair \ Co., also ques- 
tions whether there ever will be-or 
should be-complete stan(lardiration 
of all rate (arch. "There never will 
be complete agreement. Agencies 
themselves can't agree exactly on 
what they want in a rate card." 

\ir. \IcC oy observe, that criticism) 
of radio rate cards may be over- 
stated. /le notes that most represen- 
tatives have macle (Mort, to simplify 
cards as much as possible within the 
framework of dealing with stations 
that have individual situation, and 
problems. 

The Blair organization as far back 
as 1957 started a major choit to 
stake cards simpler and casier to un- 
derstand. At present, most of its 
stations are using the simplified 
version. 

In general, rates for slx(ilied posi- 
tion are listed first, IollowedI by rates 
for announcement plans which start 
with 12 a week and go as high as 96 
or 100 weekly. -l'hc unit and weekly 
cost for minutes and station breaks 
(20's and 30's) are listed hori- 
zontally. 

Aitem the announcement rates, the 
rate card lists such things as costs 
for news sponsorship and then pro- 
grin nrming. 

There are also longevity discounts 
for 26 weeks and 52 weeks. 

George Dietrich, director of na- 
tional radio sales, NBC Spot Sales, 
believes that "the station which 
offers a simplified rate card has a big 
edge with agency timebuyens." 

He states, "NBC Spot Sales be- 
lieves that rich benefits can accrue 
to radio by heeding the Madison 
Avenue plea for 'easy to use' rate 
cards. We are not suggesting that 
there is only one way to construct 
a card. 

"However, there are certain gen- 
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eralities -a Irauework -which can 
apply to all markets, all stations." 

Mr. Dietrich believes there are at 
least two features of some radio rate 
cards that need changing. 

"Although there are many adver- 
tisers who still contract for long 
term commitments, itnents, the majority use 

radio for short terni saturation 
schedules. These short term adver- 
tisers expect-and are entitled to- 
ntaximtnn rate benefits for their 
flights. But many stations are still 
tied to an outdated rate formula 
which allows maxinuun discounts on 
an annual, rather than on a weekly 
basis. 

another hangover from a bygone 
era is the concept of fixed position 
announcements. When station pro- 
gramming depended on the net - 
wotks. there was a reason for quot- 
ing fixed time announcement rates. 
However, now that stations program 
in 'blocks,' this device is only oI 
negative value to the station in 
that it takes choice asailabilitics out 
Of circulation and to the aihertiser 
in that so few can be accommo- 
dated." 

Total Audience Plan 

-R Representatives Inc. has been 
recommending a new rate card for- 
mat for its static>ms for nearly a year 
now. James Alspaugh, vice president 
for radio, slates that between a third 
and a half of ft -R stations are using 
the simplified format. 

Ni. Alspaugh explains that Ilsc 
highlight of the new card is the 
Total Arnhem e Plan which oilers 
advertisers two packages -one for 
25 announcements a week and time 

other for 35 announcements a week. 
The idea behind the plan is to 

spread the buy throughout the 
broadcast clay. including nighttime. 
.\ typical "35" plat would have five 
one -Minute annou ncenuen Us its morn- 
ing driving time, 15 during house- 
wife hours, another five in late alter - 
moon and evening driving time and 
10 between the hours of 7 and 10 

pan. 
Another Icature of the new H -R 

station rate card, states Mr. Al- 
spaugh, is the Rotation Phut, in 
which announcements are rotated 
throughout the individual time 
bracket. 

Adaun Young Inc. has been on a 

campaign to simplify its station 
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WHO radio continues 

to dominate 

Iowa radio audience! 

"Voice of the Middle West" 

serves America's 14th largest radio market 

SURVEYS have measured the Iowa radio audi- 
ence for 23 consecutive years. A new 93- County 

Area* Pulse Survey proves - as have all the others - that 50,000 -Watt \VHO Radio is again Iowa's 
most listened -to station. 

Iowa radio families have again given WHO Radio 
a "clean sweep" with first place in every week -day 

quarter hour surveyed. Competition came from more 
than 85 other stations serving this area. In fact, 

50,000 -Watt WHO Radio's audience outstrips that 
of the next two stations combined during the three 
major week -day broadcast segments (6 a.m. -Noon, 
Noon -6 p.m., 6 p.m. -10:30 p.m.). 

But these ratings tell only part of the story. They 
represent only 725 (625,000 of 865,350) of the 

i 

radio families residing within WHO Radio's NCS 
No. 2 coverage area - America's 14th largest radio 
market. And in all this area, WHO Radio is an 
important voice! 

WHO Radio reaches more people, more often 
and at less cost than any other station or combination 
of stations in Iowa. And, for a qualifying food or 
drug advertiser, WHO Radio offers Feature Mer- 
chandising services - operated and controlled by 
trained WHO Radio personnel. See your PGW 
Colonel about reaching all of Iowa plus lots more 
with WHO Radio! 

* "Iowa PLUS" consists of the 137 counties in Iowa, Missouri, 
Illinois and Nebraska in which NCS No. 2 credits WHO Radio 
with 10% penetration. 

WHO 
for Iowa PLUS! 

Des Moines . . . 50,000 Watts 
NBC Affiliate 

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

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

Col. B. J. Palmer, President 
P. A. Loyer, Resident Manager 

Robert H. Harter, Sales Manager 

Illarr Peters, Griffin, Woodward, Inc., Represensasites 
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* Indicates feature length article -f Use Story 
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Mo. Yr. Pg. 

Fm Day at NAB Convention May 60 
\larket for "Class" and 

New Products Jan. 60 5 

Low Cost Fm Receivers Feb. (A) 

Station Survey on Fm Listener 
Preferences Mar. 60 58 

Zakin's Fm Show June 60 

Mo. Yr. Pg. 

92 June 60 81 

l.ed Car Dealer \pr. 60 01 

4 
'BANKS AND SAVINGS 

',acing, Yank Feb. 60 51 

70 tBUILDING AND 
CONSTRUCTION GOVERNMENT 

Daytime Broadcasters Re- 
quest Longer Day 

FTC on Threat of Restrictive 
Legislation 

Frederick F. Ford New FCC 
Chairman 

NAB on House Proposals 
Payola and Sponsorship Iden- 

tification 
RAB on Regulation 
Regulatory Legislation 

Weighed 
Small-\larket Broadcaster - 

Ask Relief from Overtime 
Provision. 

May (A) 21 

Jan. 60 

Apr. 60 13 
May 60 19 

June 60 
June 60 

Mar. 60 

June 60 15 

Home Builder 

Zonolite Success 

14 1CLOTH ING 

Jan. (A) 19 

June 60 6.3 

Jan. 60 

Shoe store Feb. 60 

(DEPARTMENT STORE 

15 Dept. Store 
15 Five and Dime Store 

Globe Dept. Store lees 
15 Radio 

NETWORKS 
ABC's "Fixed Interval" Plan 

Mar. 60 
ABC's Pauley Reports Busi- 

ness Surge June 60 
ABC Has High Sales Volume Jan. 60 
Affiliates Support NBC Pro- 

gram Plan \Iav 60 
Canada's First Private Net- 

work Feb. 60 
CBS Adds Affiliates Mar. 60 

t'CBS and Texaco Operacasts May 60 
CBS Builds Daytime Schedule Feb. 60 
CBS Guide to Station Edi- 

torials Feb. 60 
CBS Operating in Black Jan. 60 

+' Fritos Network Campaign Apr. 60 
Hayes Reports on CBS Pro- 

gramming Apr. 60 
Keystone Adds Affiliates Apr. 60 
Keystone's 20th Anniversary Mar. 60 
NIBS Head on Network's Role Mar. 60 
NIBS Survey on Community 

Image June 60 
Minnesota Mining Purchases 

NIBS May 60 
'Network's Public Interest 

Role May 60 
NBC Makes Top Management 

Changes Feb. 60 
NBC's Medical Radio System Jan. 60 
NBC Reports Sales Rise June 60 
NBC's Stabile on News Stand- 

ards Mar. 60 
Network Advertisers (Listing) 

Jan. 60 
Network Outlook for 1960 Jan. 60 

PRODUCT CATEGORIES 
tAUTOMOBILE AND 

ACCESSORIES 
*Champion Spark Plugs June 60 

¡AUTOMOBILE DEALERS 
Automobile Dealer Jan. 60 

Feb. 60 
Apr. 60 

59 

Mo. Yr. Pg. 

CBs Guide to Station. 
Editorials Feb. 60 45 

Hayes Report- on CIh Pro- 
gramming \pr. (A) 91, 

K \IO\ Afternoon Talk 
Format \lar.60 7 

NBC'. Stabile on New. 
Standard. Mar. (A) .59 

Program Service. Feb. (A) 36 

'l'ublie Service Programming 
28 RIES Radio survey 

:1 pr. 60 32 
\lay 60 24 
.\ pr. 61) 19 

PROMOTION 
51 SALES TECHNIQUES 

MERCHANDISING 

Feb. 60 51 
Mar. (i0 54 

June 60 5 

¡FOOD AND BEVERAGES 

Beer Di- tributor 
'Frito Corn Chips 
\lilnot 

'Underwood Deviled Ham 

Apr. 60 91 
Apr. 60 22 
June 60 63 
Jan. 60 32 

I-FOOD (RETAIL) 
71 Supermarket Jan. 60 49 
55 

-f-FURNITURE AND 
93 FURNISHINGS 

Rug Company, June 60 63 

¡HARDWARE AND APPLIANCES 
Appliances May 60 84 
Sewing Machine Mar. 60 54 

69 
59 
53 
68 

55 1-JEWELRY AND WATCHES 
22 'Hamilton Watches Mar. 60 36 

96 ¡PUBLICATIONS 
96 
20 McCall's Magazine May 60 81 

59 ¡REAL ESTATE 
71 Realty Co. Mar. 60 54 

93 tSHOPPING CENTER 

59 Shopping Center Apr. 60 91 

68 ¡TRAVEL AND 
55 TRANSPORTATION 
71 *Air France Jan. (A) 35 

59. tMISCELLANEOUS 
26 Auto Garage 
25 Turkey Farm 

Hearing Aids- Acousticon 
House Trailers 

Movies- Industry Wrap -Up 
Paper Plates Fonda 
Restaurant ' Roden tici de -d -Con 

30 

May 60 84 
Jan. 60 49 
Mar. 60 28 
Mar. 60 54 
Mar. 60 
June 60 
June 60 
Feb. 60 

PROGRAMMING 
Balaban's Active Monitoring 

49 System Feb. 60 
51 CBS Builds Daytime Schedule 
91 Feb. 60 

* Indicates feature length article -j- Use 
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Story 

Avery - Knodel's Promotion 
Report 

'Blair Group Plan 
'NAB Build. Radio with 

Radio 
NAB Radio Month Jingle. 

'RAB Builds Radio Sales 
RAB's Pocket Presentation 
Radio Month 
Radio Month Activity 

June 60 66 
June (0 34 

Apr. (A) 48 
May 60 19 
\pr. 60 52 

June 60 64 
\l.ty 60 7 

June (A) 57 

PUBLIC SERVICE 
Advertising Council on Public 

Service Apr. (A) 94 
'Agency Stake in Public 

Interest May (A) 62 
'Community Service \lay 60 44 
Editorializing May 60 28 
'Effective Public Service for 

Advertiser May 60 67 
"Live and Learn" Public Service 

Campaign Feb. 60 16 
Lincoln on the "Hidden Revo- 

lution" May 60 61 
'\IcGannon on Radio'. Role May 60 57 
NAB Editorializing Study May 60 7 
NBC Spot Measures Role of 

Public Service Program. 
ming Mar. 60 7 

'Networks in Public Service. May 60 59 
News Activities May 60 32 
Petry's Public Service Study May 60 
Public Service Efforts Mar. 60 18 
Radio Developing Editorial 

Viewpoints 
*Radio in the Public Interest 
Taft Washington Bureau 

TTexaen's Metropolitan Opera 
Voice of Democracy Contest 

Winners 

Feb. 60 45 
May 60 25 
May60 7 
May 60 53 

Feb. 60 15 

RADIO EQUIPMENT 
*Equipment on Display Apr. 60 57 
Radio Set Production 

See AIRWAVES Every Month 

28 RADIO RATES AND 
EXPENDITURES 

Katz on National Spot Radio 
Costs Feb. 60 53 

Low -Cost Way to Boost Sales Mar. 60 49 
Rate Cutting Charges June 60 .5 

Sinclair's Sight Draft System June 60 47 
7 Spot Radio Moves Up Jan. 60 22 

SRA Estimates 1959 Spot 
68 Business Apr. (A) 3 

38 
63 
28 
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TEIEBROADCASTER STATIONS 

IN Hartfo 
(CONNECTICUTI 

A 

IN Kansas City- 

IN los Angeles 
(SPANISH LANGUAGE 
MARKET) 

IN San Francisco - 
(SAN MATEO) 

* TOP RATINGS IN 

AUDIENCE 

* MORE LISTENERS 
PER DOLLAR 

* SPONSOR PREF- 

ERENCE AFTER 

TRYING "BOTH- 
STATIONS 

KALI 
KOFY 
BECAUSE WE 
PROGRAM TO 

PLEASE LISTEN- 

ERS AND TO 
PROMOTE SALES 

For facts & figures CALL 

A TELE- BROADCASTER STATION 

INDEX (Cont'd) 

RESEARCH 
Mo. Yr. Pg. 

I111DO's College Market 
Study Apr. 60 

BBDO on Bridal Market June 60 

Facts of Radio Life Jan. 60 

Female Influence in Automo- 
bile Market Jan. 60 

Florida Fm Market Studs Apr. 60 

flow to Conduct a Mail 
Surrey .% pr. 60 

Listening Habits of Druggists 
and Grocers June 60 

Nielsen Coverage Study May 60 
Nielsen on Radio Audience May 60 

Pulse /Adam loung 'Adver- 
tiser Area' Measurements \tar. 60 

Pulse on Counts Music 
Station- Jan. 60 

Pulse on (tut -of -honte listen- 
ing Feb. 60 

Pulse un Onalitatise Re. 
search Apr. 60 

Year of Radio 1k -tarch Jan. (A 

REPRESENTATIVES 
Mo. Yr. Pg. 

:tsery- Knodel's Promotion 
Ilooklet June 60 66 

85 *Blair Group l'lan June 60 31 
68 Broadcast Time Sales' New 

7 Business Dept. May 60 87 
Doris Waterman on Negro 

40 Market Apr. 60 93 
95 Katz on National Spot Cost - 

in '59 Feb. 60 53 
29 Kati on Nighttime Radio Mar. 60 25 

NBC Spot Sales Agency 
73 Survey May 60 62 

7 PG\\ "s '1'1 .-A-Check' 
96 Service June 60 5 

Petry's Mimes on Radio's 
61 Future Mar. 60 56 

Petry's Public Sen ire Study May (A 7 

7 Pule /Adam 'Young's 'Adver- 
tiser Area' \lea- urements Mar. 60 7 

70 Young Firm Studie- 'Adver- 
tiser Area and Car Owner - 

98 ship Jan. 60 51 
56 *Young on Nighttime Radio Mar. 60 25 

RADIO SERVICES 
S. W. Caldwell'. New Radio 

Service. Canada Jan. 60 56 

Copy Translated to 50 Lan. 
Images Mar. 60 51 

NBC Radio Medical Sers ice Jan. 60 7 

Jan. (A 55 

1. lt. l'roduetion 's Stereo- 
phonic S I 

\that's New in Program 
Services 

Jan. 6(1 12 

Feb. 60 36 

Apr. 60 32 

WGY captures buying listeners 
"Personality Programming" attracts them and 

keeps them tuned to your message all day 
Tupper- IO.Kuster is a famous double- 
play r lunation in Al:I -land and 
no wonder. "'Cup's" ability to inter- 
pret weather jargon and make it u -e 
ful help- thousand - of regnlar listen. 
ers plan their day. herb Koster 
"Sport. Spotlite," shining nightly, is 
"must" listening for sports fans. 
Herb adds meaning to ...ores and 
results by interviewing the big and 
small name- who make spurts news. 

Herb and Tup rapture listeners 
and W( personality programming 
keep- them listening all day with 
-tall specialists in home. news. music 
and farm -fare. susoeee. 

\ \l;l can get 
result- for your 
message from 
special or was - 
audiences. Let 
WCY prose its 
pulling power to 
sou. Contact 
Henry I. Chridal 
Co. or WGN, 
se henectady. 
\. 1. 

982.17A 

50,000 Watts NBC Affiliate 810 Kilocycles 

50 

Serving Northeastern 

New York and 

Western New England 

A GENERAL ELECTRIC STATION 

SPECIALIZED RADIO 
FARM RADIO 

Capsule Farm Case histories Feb. 60 27 

td- (:rot's Radio Success Feb. 60 28 

Farm l'rogranuning Feb. 60 23 

NEGRO RADIO 
Iton'- Waterman on Negro 

\IarLet Apr. 60 93 

NIGHTTIME RADIO 
Sete etis i l'intebuy ing Night- 

lime Mar. 60 7 

*Status Report Mar. 60 25 

OUT -OF -HOME RADIO 
Female Influence in Auto 

Market .Ian. (10 40 

Pulse ou Growth of Out-of- 
Home Feb. 60 70 

RAB Data Shows Audience 
(:rowing Mar. 60 55 

luung Study on Car Owner- 
ship Jan. (10 51 

SUMMER RADIO 
HMI's Summer Forecast 
Summer Radio in Canada 

*Summer Selling 

SPOT RADIO 
Katz on National Spot Costs 
Spot Adserti -ers in 1959 

I Listing 1 

'Spot Radin Forecast 
Slot Radio Analysis 
SR:\ Estimates 1959 Spot 

Business 
Top 100 Spot Advertisers 

( Listing I 

TIMEBUYING 

Mar. 60 

Jume 60 

June 60 

7 

72 

27 

Feb. (10 53 

.Ian. 60 23 

.Ian. (A 19 

Jan. (A 22 

Apr. 60 3 

Apr. 60 94 

Buying Time in a Small 
Market Feb. 60 54 

Creative Media Strategy Mar. 60 44 

PG W's "!'hone -A- Check" 
Service June 60 5 

RTES Timehuying Clinic Feb. 60 40 

Time Buys 
See TIME BUYS every month 
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hometown USA 
Commercial Clinic 
Station Log 

BPA Memo 
(Local Promotion) 
Radio Registers 

Radio Sets A New 
Mark for Breadth of 
Convention Coverage 

Network and local radio provided 

listeners with all the color and 

excitement of both conventions 

Mixed in with the clouds of 
smoke that became the end 
product of the thousands of 

cigars consumed were the hundreds 
of thousands of words from radio 
people describing, detailing and de- 
liberating on the activities connected 
with last month's Democratic and 
Republican presidential nominating 
conventions in Los Angeles and Chi- 
cago. Weary legions of network and 
local station personnel have returned 
to their regular posts with the satis- 
faction of knowing that they offered 

U. S. RADIO August 1960 

their listeners what was undoubtedly 
the most comprehensive and com- 
plete coverage ever given to these 
colorful and important events. This 
coverage ranged from the massive 
performances turned in by the net- 
works to beeper phone reports from 
convention delegates to their local 
stations. 

Network Coverage 

With a variety of sponsors on hand 
to help defray the tremendous ex- 
pense involved in the convention re- 

porting, the networks made lull use 
of their manpower and technical fa- 
cilities to provide a complete story 
of the events as they unfolded. Rem- 
iniscent of the golden era of news- 
papers, the news departments of the 
networks each were able to point to 
a number of news "beats." 

CBS assembled a task force of 
more than 250 correspondents, tech- 
nicians, writers and editors to report 
on the conventions, marking the 
tenth time the network has covered 
these proceedings. The 25 -man news 
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team was headed by Robert Trout, 
a veteran of five national political 
conclaves. 

NBC reports that its convention 
crew numbered some 35(1 persons, 
with the on -air duties divided among 
35 news correspondents. In briefing 
the network's news personnel prior 
to the conventions, Robert E. Kim- 

net, NBC president, outlined a 

three -point policy to be followed. He 
said, "We are determined to give the 
most complete coverage of the con- 
vention. As a public franchise me- 
dium as well as a news medium, it 
is our job to prepare the public 
through this coverage. We want the 
hard news and we want it first. How- 

in 
MINNEAPOLIS 

ST. PAUL 
2nd 

WPBC 
ADULT 
RADIO 

Adventures 
in 

Better 
Listening 

*A !rage t á hour share of audience -six a.m. to six p.m. 
Mono>y through Friday- March -April NSI, Metro area 

William V. Stewart, 

WPBC President 

52 

Broadcast Time Sales 

National Representatives 

ever, I would rather be beaten five 
times than have one wrong story." 
He also stressed the need for respon- 
sible interpretation of the news. 

ARC states that it devoted more 
than 40 hours of coverage to the 
Democratic and Republican meet- 
ings. \Vith its news team headed by 
John Daly, the network made use of 
the time and talents of over 350 staff 
members. And like other networks, 
ARC utilised the latest electronic ad- 
vances to provide flexible and speedy 
coverage of the often fast -breaking 
and widespread stories. "!These in- 
cluded microphones ranging in sire 
from six feet long to three-quarter- 
inch lapel models, and radio anten- 
nas in sites from 12 inches to 100 
feet long. 

AIRS originated I I of its daily 36 
five- minute newscasts directly from 
convention hearlduarters for 15day 
periods spanning both conventions. 
The network says that it aired every 
part of the official action on the con- 
vention floors, in addition to cover- 
ing other developments as they 
broke. 'l'he 15 Mutual newscasters, 
with George Hamilton Combs act- 
ing as anchor Stan, were supported 
by the efforts of approximately 100 

staff menders and four senior news 
analysts from Newsweek magasine. 

Local Coverage 

Both in the scope of their cover- 
age and in the amount of time and 
at devoted to the conventions, 
the cumulative efforts of the local 
stations and station groups probably 
were the greatest in radio's history. 
The following examples of this local 
activity were those reported to u. s. 

RADIO. 

W'I'C\ Minneapolis provided its 
listeners with first -hand accounts of 
the activities of the Minnesota dele- 
gation. Sheldon Peterson, the sta- 

tion's news director, and Bill Rob- 
erts, head of the \VTCN Time -Life 
Washington Bureau, provided this 
coverage. 

\VWDC Washington, D. C., re- 
ports that it offered extensive cov- 
erage of both conventions. In addi- 
tion to reporting the conventions 
while they were in session, the sta- 
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tiou also carried frequent daily re- 
ports ou the activities of \laryland, 
Virginia and District delegations. 
The station aired a 95- minute doc- 
umentary on past Republican con - 
ventions prepared by \ \'estinghouse 
Broadcast ing. 

\\'Q \R's coverage, according to 
the station, marked the first time 
that the New York Times has report- 
ed the national political conventions 
by radio, in addition to its print cov- 
erage. Conunentary was provided by 
Harrison Salisbury, Pulitzer Prize - 
winning reporter of the Times. Mr. 
Salisbury was assigned to cover the 
events exclusively for radio. 

In addition to carrying network 
coverage, members of the Westing- 
house Broadcasting Co. station 
group also state that they aired spe- 

cial reports from a 20 -man staff or- 
ganized for the two conventions. The 
\\'BC efforts were aimed at provid- 
ing local angled stories, and follow- 
ing the delegates from the areas cov- 
ered by its six radio stations. In ad- 
dition, news analysts Mike Wallace 
and Vincent Sheean supplied inter- 
pretations of the events as well as 

interviews with the leading figures 
at both conventions. 

KRAM Las Vegas says it provided 
its listeners with broad on- the -scene 
coverage of the Republican and 
Democratic affairs. The station re- 
ports that it assembled an Il -man 
editorial staff to cover the conclaves. 
In addition to pre -convention pro- 
grams, the station says it also broad- 
cast a minimum of 35 five- minute 
programs, five 15- minute summaries 
and spot news coverage during the 
conventions. 

The Triangle Stations had its own 
team of reporters on the scelle to 
supplement network convention cov- 
erage. Emphasis was placed on the 
activities of the delegations from the 
states in the Triangle listening area. 
In reviewing its efforts at the Dem- 
ocratic convention, Triangle says 
that it interrupted programs nearly 
1,500 times and produced 22 special 
radio programs. 

WATV Birmingham, Ala., ar- 
ranged to have Alabama's Secretary 

of State telephone long -distance 
beeper phone reports each clay dur- 
ing the Democratic meeting, with 
news of particular interest to listen- 
ers in that area. The station also 
carried daily telephone reports Irom 
a member of the Governor's stall. 

KMPC Los Angeles took advan- 
tage of its being based in the site of 
the Democratic convention to pro - 
vide its listeners with strong local 
coverage. According to the station, 
its 24 -man news staff covered the 
fmal preparations for the conven- 
tion, as well as keeping a close vigil 
on the California delegation once 
the meetings began. In addition. the 
station says it utilized both of its air 
units to report on traffic conditions 
in order to assist the many strangers 
driving in the city during the con- 
clave. 

WCAU Philadelphia explains it 
bolstered its network reports with its 
own reporter at the scene in Los An- 
geles and Chicago. The station sent 

a political science expert from the 
University. of Pennsylvania to Iut - 

nish news and commentary on events 
of local interest. 

\ \'JR Detroit reports it assembled 
its 10 -man staff to provide r overage 
for listeners in its arca. Featuring 
Jim \'inall, the station carried an 
afternoon program called Conven- 
tion Caucus, and a review of the 
events of each day was provided on 
an evening report called Convention 
Roundup. 

Illustrating the widespread inter- 
est in the American national politi- 
cal conventions, \\'RITL New York, 
a short -wave station, covered the 
Democratic and Republican events. 
Approximately each 30 minutes the 
station included a five- minute stnn- 
mary of the proceedings in Spanish. 
The station reports that these sum- 
maries were offered for rebroadcast- 
ing to many Latin American local 
stations which are affiliated with 
\ \'RUL. 

Editorial Leadership: 

Fl°l 
radio's best way to build 
community respect and sales! 

DANIEL W. KOPS, President 
WiRY WAVZ 

Radio has proved itself to be Atnelica's 
most effective advertising medium. 

Less recognized, but coming to the fore, 
is the fact that radio is just as powerful as 
an editorial medium. 

For the highest form of comm y serv- 
ice is community leadership. 

American cities today have the most ag- 
gravated problems in our history. Radio 
editorials, serious interest and participation 
in local affairs can lead the way to their 
solution. 

Working from this philosophy of com- 
munity responsibility; here are a few of 
the things achieved by editorializing on 
W. \\'Z and WTRY. 

Turned a pig farm into a 300 family 

housing project. 
Urged federation of all local fund rais- 

ing. New records were established in re- 
sultant drives. 

Redevelopment of downtown business 
districts and other areas. Now, projects 
totaling hundreds of millions of dollars are 
changing the faces of these cities. 

Construction of a modern airport ter- 
minal. 

These results have built a greater aware - 
ness of \\'TRY and WAVZ, bigger audi- 
ences and sales. 

The conclusion: responsible EDITORiAL 
LEADERSHIP is radio's job. It is also 
radio's best way to build respect and sales. 

WAVZ WTRY 
NEW HAVEN, CONN. ALBANY, SCHENECTADY, TROY, N. Y. 

WAVZ represented by George P. Hollingbery Co., Kettelt Carter, Inc. (New England). 
WTRY represented by John Blair & Co. 
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commercial 
clinic 
How to Get Jingle Impact 
At Production Line Prices 
l he cmucpt of !Mass pr Kluction has 

corny to the singing commercial. -To- 

day, a growing number of firms spe- 

c ializc in high volume pr<xluction ul 
low cost armory! ials. As a result, 
many small independent advertisers 
thrn tglunit the country are now in 
the position to use personalized jin- 
gles over the local radio stations, at 
prices within their budgets. 

i low can a company do it? As an 
example. \1<nt Van Brink. president 
of the dingle Mill. an outfit which 
has produced over 12.01111 jingles in 
the past three tears. explains how 
his organization works. 

"\\'e have about 61111 pre -recorded 
tapes on file from which jingles can 
be drawn. \\'lien we receive an or- 
der lot a jingle, we are provided 
with a data sheet Iron] the advt.' tiscr 
listing the salient copy points and 
any additional information he would 
like to include. ile also tells us the 
type of music he would like, whether 
it Ire a waltz or a cha cha cha. When 
available, we can pick the music 
from our files. Or we write new mu- 
sic to fit the situation. in the Latter 
case, the jingle goes into our file of 
pre -recorded tapes so that the music 
can be used again." 

Working on this basis, writers at 
the jingle Mill can produce as many 
as 15 to 20 commercials a day (and 
will probably finish 10,000 jingles 
this year). As a result, a single jin- 
gle, with five voices and a 30 -piece 
orchestra, can be sold for as little as 

$68. A package sale can bring the 
pi ice down to $18, depending on the 
size of the market. The company, 
says its president, can present a com- 
pletes jingle within 21 clays after the 
order is received. 

Turning to a subject on which 
there is divided opinion among jin- 
gle producers, Mr. Van Brink be- 
lieves that many advertisers tend to 
over- emphasize the importance of 

the o1igivalit} of the music in a jin- 
gle. "'The main job of a commercial 
is to sell," he says. "'the effective- 
ness of the jingle depends not so 

much on its originality as on its 
memorability. One piece of music 
tan be used to sell several types of 
products. For example, a march 
aright be just as appropriate for an 
ice cream product or a men's toiletry 
line as it could he for a sporting 
event or a political candidate. \\'e 
might be using the same music lot 
Emir <Iiflercut products in four differ- 
ent sections of the country. Each 
commercial trill be doing an effec- 
tive job so long as the salient points 
are included and the music can be 

easily identified with the prcxluct. 

Custom -Tailored 

"The lyric, on the other hand, 
must be custom -tailored to the ad- 
vertiser. In addition 'to the copy 
points, many advertisers request 
their names, addresses or company 
slogans. This can be included in the 
jingle, which then biomes more per- 
sonally identified with the sponsor." 

Naturally, an advertiser may want 
to know whether any other firm in 
his area will be using the saute jin- 
gle. For example, a supermarket 
may not want its name linked to a 

jeweler selling to the same tune in 
the saute city. 

To prevent this from happening, 
the Jingle \fill uses a coding system 
which eliminates the possibility of 
the same jingle being heard in one 
listening area to sell two different 
products. Every tune in the shop is 

coded and plotted on a map of the 
United States. When a jingle is sold, 
the area in which it will be heard is 

c ire led. The t ompany then knows 
that it cannot use that music for any 
other advertiser or any station whose 
listening area falls within the circle. 
As the tnne is ordered by advertisers 

iu clillerent sections of the country, 
the circled :teas progressively cm-er 
the map. When the entire country is 

covered, the tune is retired. 

Work Through Stations 

\ \'hile some of the Jingle Mill's 
commercials are done for advertising 
agencies and rcgioual advertisers, 
most of the selling is dome through 
radio stations. "\\'e have six sales- 
men towering stations throughout 
the country," \Ir. Van Brink says. 

"Generally, we contract with__ sta- 
tion for a given number of tonMtner- 
cials a year. The station then goes 
out to potential sponsors, with sam- 
ple tapes iu hand, to try and sell 
time with the concept of a person- 
alized jingle as a selling point. When 
he has interested time advertiser, he 
collects the necessary data and sends 
the order on to us to be created and 
produced." 

:\ good part of the business is de- 
voted to servicing focal advertisers, 
ac'<ording to sIr. \'an Brink. .\n- 
other portion of the work consists of 
prtxluting station identifications for 
the stations themselves. At present, 
virtually all of the 1,00(1 to 1,200 sta- 
tions with which the Jingle Mill is 

working, have had musical idertifM- 
cations created by the first. 

"'This is an area in which. promo- 
tion-minded stations have been 
greatly expanding their activity," 
\il. Van Brink states. "After all, ra- 

dio stations are continually pointing 
rap the importance of advertising as 

a sales tool. By the sane token, ad- 

vertising can promote the station's 
own image in the minds of listeners. 
I believe that more and more sta- 

tions are recognizing that they 
should have the same high standards 
in material used to promote their 
images as their advertisers demand 
in commercials designed to sell their 
products or services." 
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WBT... FIRST AS ALWAYS, IN PULSE 

Per cent 

First every Monday 
to Friday period 
in the Prime 

25- county 
Charlotte 

Marketing 
Area 

GREATER 
WBT averaged 57 per cent greater share of audi- 

ence than its nearest competitor in the Monday to 

Friday ratings. Proof once again that WBT, serving 

the nation's 24th radio market, is the voice of 

authority in the Piedmont Carolinas. 

*The January, 1960 Pulse 
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B 
CHARLOTTE 

JEFFERSON STANDARD 

BROADCASTING COMPANY 

50,000 wail% 
REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES 

65 



HOMETOWN U.S.A. 

station log 
AP('` 

it 

News: 

Radio stations auvrs% the country re- 
(end) lotnd themselves making the 
news while reporting 

1n New fork Cite. police were 
tracking clown suspects in a recent 
doable slating by beet Insole when 
a tip tame Ions upstate newsman 
\iithacl Morgan. \ \'ELNI l:huìta. 
\1r. \lorg:ut had examined an ..sa- 
tiated Press report of the queens 
slaying tchen he taut aims. two leads 
that looked like a local angle. .\ note 
near the bodies tcleared to a parole 
boauti. .\ lover boille was the murder 
weapon. He totalled that an Elmira 
man had leccntlt been released by 

New Pock State Parole Board alter 
serving 17 Years lot se« old- degree 
nuncio. The tit tim had been slain 
with a broken beer Ixntle. 

David Froh (center), manager, WILS Lansing, 
M ch., presents annual station award to out- 
standing radio -tv seniors at Michigan State. 

Officials get "Private Eye" cards from Dub 
Murray (center) KLUE Longview, Ter. Cards 
en 'le listeners to win cash prizes for news tips. 

\Ir. Morgan telephoned an .\I' 
stabler in New Took City, tvho cun- 
tacted Ixtlice. The ensuing investiga- 
tion Imnaght a confession from the 
ex -cone ict, plus praise for the police, 
press anal radio cooperation ham 
New Volk halite Commissioner Ste- 
phen P. Kennedy. 

\\S(:N Birmingliam', "Night 
Owl" (list jockey got a news tip Irons 
a stranger who telephoned that all 
the prisoners hail sawed their teat 
out of Fah field jail. Ile called the 
tail to verify the report. The officer 
in charge event to check his prison - 
ers, [(mud them missing. WSGN's 
cont fusion: The unidentified caller 
mast hate been .ut escaped prison1.1 . 

sincC the jail was unaware that a 

break -ont had incurred. Irony of 
the story: \\'SGN', news slogan- 
"When news hleaks out, \\'SGN 
breaks in." 

In Atlanta, a 'tVSB newsman 
helped tt rooter an csaped prison- 
er. While on traffic p :rtol duty in 
the station helicopter, Fed High- 
tower heard police broadcast a Itok- 
uut bur a prisoner escaped from a 

work detail truck. He turned the 
hclitaptcr toward the scene, spotted 
the prisoner awl alerted police. 
While the helicopter hovered oven 

the prisoner, patrol cars rushed to 
the .erne. \\'SB reports that the pris- 
oner was in custody live niiiintes 
after the first polite bulletin. 

Programming: 
\\'J\\' Cleveland, in line Willi its re- 
cently installed "bcattiltl music 
radio" format. accepts only I(I spon- 
sors per hour, with spots running in 
thnec (esters, actor (ling to Manag- 
ing Director James E. Bailey. Popu- 
lar album music programming has 
brought about this commercial pol- 
icy, and \Ir. Bailey reports that re- 
sponse from advertisers has resulted 
in many new accounts. Another 
Storer Broadcasting Company sta- 

tion, KGBS (formerly KPOP) Los 

.\ngelcs, ha, followed 'tVJl\", turn 
to popular album programming. 
KGBS prugaans music throughout 
the day, interspersal with netts on 
the hour, headlines on the hall hour. 
\turning selections arc followed With 
time, weather and traffic reports. 

jai/ cronies 18 hours a that to San 
Fr:i nci,co un KII11' -F \I. The sta- 
tion formerly operated as Kl'l'P- 
F \I, carrying show tunes, Ia,I, sports 
and charter. . \titliente response to 
ja was so high. according to owner 
Franklin \lieoli, that he suit( lied 
to all -ja,,. Ile explain, that San 
Francis« o has long been rec ugni,ed 
as the tenter of . \merica n jar/ ac- 
lit ity. 

Public service: 
In an ellort to prevent traffic acci- 
dents over the coming long Labor 
1)ay weekend, station K'l'KE Luf- 
kin, Texas, will anal' an "Operation 
Deathwatch" «spice Ixoth. K-FRE 
tried ihis approach to traffic' safety, 
during the Independence Day week- 
end, serving coffee, milk, soft drinks, 
rolls and cookies free to holiday 
motorists. Appnoximatcly 5,11110 per- 
sons visited the coffee Ixxult during 
its (ill -hour operation. Success of 
the booth was noted by the Texas 
I)ep :rinicnt of l'ublit Safety. which 
had predicted 27 traffic deaths: only 
three minor accidents nnaircd the 
holiday in the six counties surround- 
ing Lufkin. Refreshments for "Op- 
eration Deathwatch" were donated 
by local business firms. 

\ \'C:. \Ir l'Itiladclphia recently 
aired a one -horn- documentary on 
alcoholism to mark the 25th anni- 
versary of Alcoholics i \ntnyntous. 
Title of the program was "One 
Deadly Drink," a reference to the 
one drink that often snakes the dif- 
ference beiuveen a chunk :nul an 

alcoholic. l'art of the program was 

devoted to rase histories, the re- 

mainder to tonntentary by medical 
authorities. 
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Grey Advertising's media executives at a new-client meeting. Helen 

Wilbur, Media Group Supervisor; Aileen Barry, Chief Print Buyer; Ken 

Kearns, Chief Time Buyer; Gene Accas, Associate Director of Media; 

Joan Stark, Media Group Supervisor; Phil Branch. Media Group Super- 

visor; Dr. E. L. Deckinger, Vice President and Director of Media. 

NEW ACCOUNTS...NEW SCHEDULES 
...when competent media information is in real demand 
A typical time of media decision, caught by candid 
camera at an actual new- account meeting of Grey's 
Media Board of Strategy. This goes on somewhere every 
day, in agencies all over the land. 1959 saw 1688 agency 
account shifts. Every one meant a new schedule. 228 
major moves alone totaled more than $210,000,000 
worth of advertising contracts! 

Get on a new list at the start and you are well on the 
way to a contract. Miss out then and you have a long, 
hard selling job ahead. 

To improve your chances of proper consideration at the 
early stages, make your media information instantly 
accessible, and be sure it is competent to serve the 
buyers' needs! 

U. S. R.IDIO August 1960 
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Take another look at the people in the Grey media 
meeting. At this very moment they are selecting candi- 
dates for a new account schedule, using SRDS, their 
media- buying directory ... deciding which representa- 
tives to call in. They may remember the impressions 
your representatives or general promotion (and your 
competitors') have made in the past - but how well are 
you selling them now? 

With competent Service -Ads in SRDS 

YOU ARE THERE 
selling by helping people buy 

.SRVS Standard Rate & Data Service, Inc. 
the national authority serving the media -buying function 
C. Laury Botthof. President and Publisher 

ABP 
5201 OLD ORCHARD ROAD. SKOKIE. ILL.. ORCHARD 58500 
SALES OFFICES -SKOKIE. NEW YORK, LOS ANGELES. ATLANTA 
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BPA memo 

BPA Promotes Promotion 
In 1960 Drive for Members 
Results are now being gathered by 
the Broadcasters' Promotion Associ- 
ation from its 1960 membership 
drive. launched early this sunuuer. 
The P.P.\ mailed an illustrated fold. 
er to sorte 1,300 radio and television 
stations throughout the continental 

We have the 

United States. The folder was later 
cent to promotion managers of sta- 

tions in Hawaii, Alaska, Puerto 

Rico, Guam. the Virgin Islamis and 
Canada. 

Kenneth E. Chernin. promotion 
director for Triangle Stations and 

BPA ulentl)ership) chairman, states 

that "approximately 100 radio and 

CONFIDENCE 
in our solid -selling adult programming 

LISTEN and COMPARE 
at no cost 

before you BUY the RICH SYRACUSE MARKET 

YOU OWE IT TO YOURSELF 

YOUR CLIENT 
Get the proof of \1'MIfL leadership! \lake a personal survey of 
station programming in Sy racuse -by telephone. Call \ 'FBL col- 
lect at any tiare of day or night to hear the the broadcast of the 

montent by ant or all stations. 1 \e think you'll agree %silk local 
listeners and adsertirers: the most enjoyable goer) music. the best 

news reporting in Central New York is heard on \1'F111.. It delivers 
the audience you want to sell. Listen. compare. Prove it to yourself. 
Phone IlOuard 311631 collect. Ask for Sponsor Listening Service. 

WFBL RADIO 
FIRST IN CENTRAL NEW YORK 

5000 WATTS DAY AND NIGHT 
Represented nationally by 

George P. Hollingbery Co. 

television promotion managers, plus 
promotion specialists with adyertis 
ing agencies, advertisers, station rep. 
resentatives and trade magazines 
are currently enrolled in BPA." 

As a national organization de 
voted to upgrading standards of 
broadcast promotion, "ItPA provides 
the tools for all of us to do a better 
promotion job," says cIr. Chernin. 
"Our current membership cat tpaign 
is designee) to call BPA's advantages 
to the attention of those engaged 
in broadcast promotion who are not 
now members of the association." 

Copies of BI'A's new folder, 
"What It Does, What It Offers 
YOU," are available from BI'A. 

Rofxrt W. Sam mill, chairman of 
the board, NBC, will he the keynote 
speaker at BPA's fifth annual con- 
vention, November 1.1 -I6, in New 
Orleans. Ill'A )'resident, Cene 
Ctxlt, announces) that the conven- 
tion will stress practical "how -to" 
sessions instead of formal presenta. 
tions. 

Station Goes to Resorts; 
Boosts Summer Listening 
\V'O \V'O ° Fort AV'aync is to 
listeners to the lakes this si 

special maritime mobil 
named the "Summer Sizzle . 

The "surrey' is actually a r 
white sports tar which roa 
highways and by -ways in tl 
regions of northern Indiai 
southern \Iicltigait. broad 
summer "specials" to W 
audience. 

\\'OWO labels these spec 

pmts summer "sizzlers." A 
"sizzler" was a broadcast 
WOWO "Beach Ball" Iron 
James, where 12,000 vacation, 
ticipated in weekend festiyiti 

Listeners "on the go" cunt 
special weather and fishing 
broadcast from the unit. Ti 
companion for WOW° anus 

is \(iss Karl Aldrich. who 
at local events as "Miss 1 

Summer Sizzle." 
To inform representative 

agency Wren of the pro' 
\ \'O \VO mails cook -our equ 

I1owing 
uriner, 
c unit 

Surrey." 
cd and 
tus the 
te lake 
ta and 
)casting 
MVO's 

:a t'. S. K.1IIY) .1ugu 

ial re- 

recent 
of the 
t Lake 
ers par. 
es. 

in for 
reports 
ayeliug 
ninccrs 
tppcars 
70\\'O 

s and 
nation, 
crurent 
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periodically. The kick -off mailer i 

was a pair of barbecue mitts. 

New Pencils Carry Station's 
Call Letters Back to School 
Push ing pencils is an activity not 
necessarily confined to office work- 
ers. Station KFWB Hollywood, 
CaliL, has jumped into the pencil - 
pushing business by exchanging 
new -call letter imprinted -for old 

1 pencils from school children. 
Old pencils go to schools in coun- 

tries where the pencil supply is 

short. According to the station. Hol- 
lywood students sent in 15.000 pen- 
cils of every sum and description 
during the first week of the promo- 
tion. Meanwhile, the station esti- 
mates that youngsters will be push- 
ing 50,000 special KFWB pencils in 
classrooms next month. 

Spills and Skills in Water Ski 
Show Attract Spectators 
The "mighty" Mississippi River was 
recently the stage for a free water 
ski show along the river bank in 
St. Louis. Station KMOX co -spun- 
soled the affair for the third straight 
year in response to the requests of 
many of the station's listeners, ac- 
cording to Robert Hyland, general 
manager. KMOX cooperated with 
Downtown in St. Louis, Inc., to pre- 
sent the show, which the station re- 
ports has drawn as many as 125,000 
spectators. Arthur Wright. executive 
director of the Downtown in St. 
Louis group, says the event serves 
as an ideal attraction for families in 
rural Missouri and Illinois to drive 
to St. Louis for a weekend of shop- 
ping and sight -seeing. 

Vancouver Station Sparks 
Tourist Trade with Stars 
Singer Frankie Laine appeared as 
special guest recently in the CKWX 
live talent shoe-, opening event in i 

the week -long "Salute to Tourists"; 
celebration in Vancouver, B. C. 
Singer Laine received a special cita- 
tion for his efforts in behalf of can- 
cer crusades. 

The week's festivities wound up 
with "Air Force Day," an exhibition 
of flying skill by the Royal Canadian 
Airforce. CKWX broadcast the 
event to its radio audience. 

'Denotes stations who are members of 
BPA (Broadcasters' Promotion Association) 
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"... make the workday a real delight!" 
A.E.A., San Diego 

"...lucky day when I turned the dial to 

KBIG. You bring the best that can be found." 
Mrs. 1. S., Grenada Hills 

"We had tried (product) strictly on the strength of 

your advertisements. I like your planned programs 

with an idea behind them that eliminates monotony." 
Mrs. D. A., Long Mach 

..:n r.a:7TRM 

.. tested the new approach exclusively 

on KBIG. Response was immediate and unmistakable 

...proved indisputably that Southern California 

people listen alertly to Radio Catalina." 
Robert S. Suttla 
Yin President & Sala Manager 

Puritan' webs Inc. 

L' ,ro.V.watrN nRwstttn 

ta 

performance-rated 
...365 days a year. And by people who really count! Listener letters and spon- 

sor reports daily endorse (in depth) the popularity and sales power of FRESH 

AIR programming... an unaided. unsolicited sampling o/ the attention and 

respect your advertising gets from a responsive, high -income audience every- 
where in Southern California. Isn't this, a /ter all, also a reliable indication of 
profitable radio coverage? 

Radio Catalina 740 kc /10,000 waus 

John Poole Broadcasting Company, Inc. 
6540 Sunset Blvd., Los Angeles 28 h 011ywood 3 -3205 

NATIONAL REPRESENTATIVE: WEED RADIO CORP. 'D'Dr 



NEWEST IN A 

COMPLETE LINE OF 

RCA TRANSISTORIZED 

AMPLIFIERS 

10 -WATT 

MONITOR 

AMPLIFIER 
requires only half 

the space- 

30% of power 
Here's a compact monitor 
amplifier with overall per- 
formance equal to earlier 
models, twice the size. Full 
10 watts output with excel- 
lent frequency response and 
very low distortion. High- 
gain permits operating from 
output of low -level micro- 
phones. Plug -in mounting. 
Standard input and output 
terminations. 

urirr to KC t. Dept. K-337. Bond- 
ing 11-1, Cn mden, .\'.J, l n Co In: 
K(':1 VICTOR Campnnu 
Montreal. .1leo ask nhaol 8.1-M 
Turntable Preamplifier, Ii.\'-6.1 
Remote Amplifier: ale» earning . . 

a new small Preamplifier 1t:141, 
and Program Amplifier, 114-J4. 

RADIO CORPORATION 
of AMERICA 

HOMETOWN, U. S. A. 

radio 
registers 

e 

TRAVEL BUREAU 

Wagenaar Travel Bureau put on a concentrated effort 
to promote a tour to Honolulu. The firm purchased 
a two -week spot campaign over WLAV Grand Rapids, 
Mich., using 30 announcments a week. Despite the 
fact that the tour cost over $600, according to 
the station, the travel bureau received more than 
100 inquiries and 28 confirmed reservations in one 
week. As a result of the campaign's success the 
travel bureau decided to use radio throughout the 
rest of the year, reports the station. 

CHAIN STORE 1 

In order to help promote a special sale, the J. C. 
Penney Co. bought a heavy spot saturation campaign on 
KOBY San Francisco. The announcements were con- 
centrated in a two -day period. Spending $300 for air 
time in the 48 hours covered by the sale, J. C. Penney 
reported that two out of three purchases made were 
directly attributed to the radio messages, accord- 
ing to the station. 

DEPARTMENT STORE 

Fowler, Dick & Walker, Wilkes- Barre, Pa., sponsors 
the daily hour of "Symphony Music" over WYZZ (FM) from 
9 to 10 p.m. The department store, says the station, 
has had consistent sales results from as far away as 
100 miles. As an example, WYZZ states that in one 
afternoon, in a 20- minute period, the store sold one 
record player, one phonograph and one fm table model 
set, with all three customers mentioning their ap- 
preciation of the symphony hour. 

CAR DEALER 1 

Mer -Lin Motors, St. Thomas, Canada, broadcast a pro- 
gram directly from its showroom over the facilities 
of CPL London, Ont., on a Saturday. Although the 
broadcast took place in a traditionally slow month 
for auto business, according to the station, the 
dealer was able to sell 40 cars on that one day. 
As a result of this performance, the station reports 
that Mer -Lin Motors signed a contract for 52 weeks 
of Saturday remote broadcasts, for a total of 388 
hours of air time. 
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report from RAB 

Retailers Urged to Prepare 
Back -to- School Campaigns 

Back -to- school selling -thanks to an 
expanding economy and a baby 
boom that started in 19 -16-will be 
bigger than ever this fall. .\ nation- 
wide survey by Fairchild Publica- 
tions finds the majority of retailers 
bullish on back -to- school - many 
forecasting gains of 10 percent to 30 
percent over a record 1959, the RAB 
reports. 

Back -to- school selling, which has 
already broken big in most sections 
of the U. S., covers a considerable 
range this year. Retailers are out to 
sell clothing, luggage, radios, hi -fi's, 
stationery - you name it - to the 
country's -17 million returning schol- 
ars and their proud parents. 

Because of three important factors 
affecting back -to- school selling, RAB 
considers radio "the medium best 
equipped to sell this record market 
of young people and their parents." 

The bureau recently released a 
four -page newsletter - "The ABC's 
of Bigger Back -to- School Business" 
-which is or will soon be in the 
hands of thousands of local mer- 
chants. This newsletter tells retail- 
ers: "To get your full share of this 
big potential, your back -to-school 
advertising must meet all these re- 
quirements: 

"A. It must select the right audi- 
ence -the parents of younger chil- 
dren, plus the high school and col- 
lege crowd whose personal influence 
on back -to- school buying is decisive. 

"B, l'ou must break your cam- 
paign by mid- summer. This is pre- 
cisely the season when some adver- 
tising Inedia suffer sharp declines, 
are read and watched by far less peo- 
ple than at other times of the year. 

"C. Your advertising must be eco 
nomical. Due to the crush of com- 
petition, you've got to hit nuore peo- 
ple for less money. You've got to be 
able to sustain a heavy advertising 
push through the entire back -to- 
school selling season." 

RAB states: "Radio is the only 
medium which fits all three of these 
specifications exactly." 

The important point that "radio 
covers all your back -to- school pros- 
pects" is documented nrith a report 
on the extensive radio listening of 
both parents and young people. Ac- 
cording to the newsletter, "Parents 
of sub -teens and children are often 
under 111. Radio's impact on this 
younger parent has recently been 
surveyed in six major markets. 
These studies showed: 

"95.6 percent of young homemak- 
ers with children, and 9-1. -1 percent 
of young Wren (25-35) listen to radio 
every week." 

'The newsletter also reveals the 
depth and intensity of teen -age radio 
listening. It quotes Dr. Ernest Dich- 
ter of the Institute for Motivational 
Research, who called radio an "enor- 
mously effective medium for reach- 
ing the teen -ager market." 

-RAG'S NATIONAL SALES TREND OF THE MONTH- 
A series nl RA1; calls on one of the nation's largest food pro- 
ducers resulted in their requesting bureau cooperation in a ose - 
market test of their pickle line, the bureau states. A northeastern 
city was selected for the test and, based upon RAB research in 
the market, a radio proposal was submitted and accepted. The 
campaign is currently on the air. While radio's share of the 
budget is comparatively small, it gives radio a foot -in- the -door 
with a major account that has been inactive in our medium over 
the last few years. If the test clicks, the RAB says, we will shoot 
for many more of their products.... One of the nation's lead- 
ing brewers. who recently moved into the East for the first tiare. 
is now on the air in four key markets, following the exact strat- 
egy proposed by RAB. 
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on the NEW WCOL 
ACTION: Client purchases spot 
package ... WCOL prepares "fluff - 
proof" taped commercials 
sales message is single spotted, 
delivered during "selective pro- 
gramming", rated FIRST in 60 seg- 
ments from 9 a.m. to midnight, 
(Pulse, Hooper, Nielsen) 
REACTION: People listen ... peo- 
ple hear ... people buy! 
MORAL: Get greater sales action 
through listener reaction, on the 
NEW WCOLI 

CAPITAL STATION 
COLUMBUS 15, OHIO 

1230 AM 24-hours- a-daybroadcast.ng 
92.3 FM Z1) Represented by: 

robert e eastman co., 

ONE OF THE WORLD'S 

DISTINGUISHED RESTAURANTS 

VOI1I N 
575 Park Avenue at'63rd St. 

. NEW YORK 
o 

LUNCHEON 
COCKTAILS 

DINNER 
SUNDAY. BRUNCH 

Open seven days a Wieek ̀  

BANQUETS & PARTIES 

Credit Cards Honored 

For Reservations: Michel, 
TEmpleton.8 -6490 
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WORLD 
MUSIC 

FESTIVALS 
Radio's grand tour of festivals here and 
abroad continues the CBS Radio Net- 
work commitment to great music through 
the summer months. Now in its fifth 
season, the series takes listeners to Salz- 
burg, Bergen, Bayreuth and many other 
notable gatherings of the world's fore- 
most musicians. In all radio, the World 
Music Festivals are the kind of company 
you keep... 
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ONLY 
ON CBS 
RADIO 

report from 
representatives 

Representative Broadens Scope 
Of Local Market Information 

A growing number of mauulncunrrs 
are becoming increasingly aware of 
the importance of the fact that every 
national or regional product is even- 
tually sold locally, and subject to 
most of the conditions peculiar to 
each individual market. As a result 
of the acceptance of the theory that 
"all business k ]txal,.. many firms 
increasingly are turning part of the 
tcsponsibility fur placing campaigns 
for nationally advertised proclcts in 
the hands of local distributors and 
brokers. 

Radios ability to make nationally' 
distributed merchandise a "member 
of the family" has lung ceased to be 
a smatter for discussion. However, 
with national advertisers becoming 
increasingly conscious of local mar- 
ket problems, stations and represen- 
tative firms are expanding the scope 
and depth of the individual market 
data and mechandising assistance 
that they are making available to ad- 
sertisers and their agencies. 

New Operation 
As an example, on the West Coast 

the firm of Feltis Dove/Dever/Can- 
non. Inc., Seattle, recently added a 

marketing division to its operation. 
In discussing time emergence of local 
distributors and brokers as "consult- 
ants in the placing of campaigns for 
nationally advertised products," 
Hugh Felds, president of the firm, 
says, "we feel dint the interests of 
stations can lest be served by pro - 
s Wing these brokers and distributors 
with um rketing and merchandising 
counsel tailored to their specific sales 
and distribution areas." 

The marketing division, according 
to 1 %'you Cannon, vice president, 
marketing services, concentrates on 
acquainting the advertiser or his 
agency with the specific individual 
qualities of a market as it relates to 
the product. In order to obtain local 
data that is accurate and avoids gen- 
eralities, Mr. Cannon says, Fcltis/ 
Dove /Dever /Cannon maintains a 

marketing man to study the move- 
ment of given products in specified 
markets. 

"He works c lonely with local bro- 
kers and d ist ibnt>rs, gathers first- 
hand information: Retail price, in- 
store displays, turnover, comparative 
sales figures, brand image. Thus," 
it is pointed out, "he gets a realistic 
picture of the product 'personality' 
necessary to determine aim effective 
sales approach. His information is 

coordinated by the marketing divi- 
sion's stall. The results are then pre- 
sented in a brochure to the advertis- 
er or his agency." 

'When the on -thc -air campaign 
starts, it is explained, the h>cal sta- 
tion's stall uses the marketing infor- 
mation from the representative to 
support the commercial messages 
with intelligent merchandising aids 
to the retailer. For example, during 
a recent campaign for a national 
brand in Yakima, %Nash., a station 
ieceived cooperation front nine Su- 
per Duper supermarkets, two Lay- 
man markets, three Serve -ft's, two I 

Thriftvay supermarkets and four in- 
dependent grocers. Many stores gave 
newspaper tie -its. Letters to 125 t 

stores in Yakima and surrounding 
cities received good response, and co- I 

operating stores were contacted for 
tag -line information, according to 
Mr. Felds. 

Important Link 

The firth considers its new tn rket- 
ing division an important link in 

the distribution of goods from the 
manufacturer to the consumer. A 

station in the small -to- medium re- 

gional mrket, Mr. Felds explains, 
is the advertising medium closest to 
the consumer before point -of -pur- 
chase display. The current market 
data from the representative, gath- 
ered by local people with first -hand 
knowledge of their markets. helps 
the station to play a larger part in 

moving national products from store 
shelves to homes. 
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