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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.
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ART HOLT=

RAD1O STATTON WYSL BFLO=
THEY SAID SAN FRANGISCO AND BUFFALO WERE DIFFERENT BUT
WYSL JUST PROVED 4T ISNYT SO, CONGRATULATIONS ON NEWEST

RATINGS WYSL. BUFFALO PULSE FIGURES [N UPPER ONE-THIRD
1 NCOME GROUP FOR WYSL SIMPLY ASTONISHINGe AND | FEEL
EQUALLY GOOD ABOUT THE B1G HOOPER JUMP¢ ACTUALLY, WYSK

1S AHEAD OF KABL AT THE SAME STAGE. MY THANKS TO YOU AND
ALL STAFF MEMBERS LN BUFFALO WHQ HAVE WON ANOTHER MAJOR

VICTORY FOR Us=
L_ GORDON MCLENDON==,

KABL

San Franciseo
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l A powerhouse of new pragrams and personalities
/" to please ull ears with informative, stimulating

B ENTERTAINMENT

PERSONALIT|ES— 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 1-M-P-A-C-T IN LOS ANGELES
All on Distinctively Different

eaio K A B tos awoess

79 ON YOUR DJAL

American Broadeasting Co.e 1539 N. Vine, Hollywood, Calif.e NO 3-3311
CALL OR WRITE US OR ASK ANY KATZ AGENCY
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Qadio’'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

}
A

!:

Uy 5. RA

(May—EIA)

! 3,483 AM Stations

741 Fm Stations
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Spot: About 15 ceuts ol every time-sales tlollar tuken tn by the typical
radio station last year came from national and regional spot advertisers,
according to the results of the radio financial survey conducted bw 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 [or the second month in a row, according to A. C.
Nielsen Co.'s monthly index for the period ending June 3. Increas-
ing its activity with fhe warmer weather, Pepsi-Cola made use of
544 broadcusts in the four-week period covered. for a total of 234,
535,000 home broadcasts delivered. The total for Electric Autolitc
was 122,958,000 home bioadcasts 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—\WVRCV Philadelphia and WPAT 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. \WWPAT reports
that its billings for the frst six months of its fiscal vear equalled the
totals for the previous [2amonth period. Read H. Wight, vice president
and sales director, also states that more than 93 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 1§ (4 am and 14 fm) over the pre-
vious month.

Cowmmiercial AM  Commercial FAM

Stations on air 3,483 741
Applications pending 628 74
Under construction 98 171

Sets: Total radio production it 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 vear 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 same period last vear. Total
radio sales, excluding car radios, was 548,322, five-month total was
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 65,438. The five-month cumulative total
was 295,297. Total for the same period last year was 172.640.
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I meat, num, for me it’s
nowhere. Like there’s no
real swingin’, sereamin’
announeers . , . none of the
erazy sirens, gongs and all
that cool noise. And the
music doesn’t come on
with a crash and really rock
vou. 1 mean, Dad, if you
want to be shook . . . like
really rattled . . . don’t
listen to

WSU RADIO

BUT...

If you want to reach the solid,
| mean the really solid, like
buyers . . .

“SUNNY” is the
i

ADULT
WESTERN
STATION*

*LIKE

= WEST FLORIDA.
=\ 9 MAN !

NO. 1 in aduit listener-
ship 24 hours a day! And
WSUN delivers you the

\ Tampa-St Petersburg

¢ Market at the Jowest cost

per thousand adult

listeners!

620 KC

TAMPA - ST. PETERSBURG

Notl. Rep: VENARD, RINTOUL & McCONNELL,
S.E. Rep: JAMES 5. AYERS
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soundings Tl

Audience Mail Study Being
Analyzed by CBS Radio Spot

Representatives Respond to Plea

~ To Simplify Station Rate Cards

Fm Representative Departs

[J

. Back-to-School Drive Eyes
Early Fall Radio Business

Australian and Mexican Radio
Developing New Techniques

'Trend to Greater Emphasis
On News Continues

U.S. RADIO ¢ August 1960

From Traditional Agency Take

The resubts 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 weck
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 IVhat 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 1% 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 Toual 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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EAST, SOUTHEAST FREQUENCY WATTS
wCaM Bailtimore 680 10,000
WwWJ Detroit 950 5,000
WDRC Hartford 1360 5,000
WHIM Providence 1110 1,000
wLOS Asheville, N. C. 1380 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
WwSIX Nashvllie 980 5,000
WPTF Ralelgh-Durham 680 50,000
WRVA Richmond 1140 50,000
WwODBJ Roanoke 960 5,000

MIDWEST, SOUTHWEST

WHO Des Moines 1040 50,000
woC Davenport 1420 5,000
wDZ Decatur 1050 1,000
WwDSM Duluth=Superior 710 5,000
WDAY Fargo 970 5,000
WIRE Indianapolis 1430 5,000
KMBC = " 980 5,000
KFRM Kansas City 550 5,000
WMBD Peoria 1470 5,000
KFDM Beaumont 560 5,000
KRYS Corpus Christi 1360 1,000
WBAP 820 50,000
WBAP Ft. Worth—Dallas 570 5,000
KTRH Houston 740 50,000
KENS San Antonio 680 50,000

MOUNTAIN AND WEST

KBOI Boise 950 5.000.
XHOW Denver 630 5,000
e
KGBS Los Angeles 1020 52,000
XEAK San Diego 690 50,000
KIRO Seattie 710 50,000

Pioneer Station Represenlatives Since 1932

P ETERS, (& RIFFIN, W OODWARD, mve.

NEW YORK CHICAGO DETROIT HOLLYWQOD BOSTON
ATLANTA DOALLAS FT. WORTH SAN FRANCISCO 8T. LOUIS



time buys
i

American Airlines

Agency: Young & Rubicam 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
arc ET's. The budget calls for a
sprinkling of fm buys in these nar-
Kets after amn spots are scheduled.
l' Timebuyer is Don Hinton.

|American Tobacco Co.

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

Product: RIVIERA CIGARETTES

This new cigarette is undergoing
' atest market introduction with heavy
radio saturation in several West
. Coast markets: DPortland, 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 1s
timebuyer.

‘Air France
Agency: BBDO Inc, New York

‘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 Balt-
more. The regular 13-week cycle
will renew Seprember 4.

U, §: RADIO e August 1960

SOUTH BEND,
LNDIANA

Personality Gallery

* WSBT

The total radio push will involve
np to 17 one-minute spots each
week. The airlines will buy some
$15,000 worth of spots o1l 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. Tiinebuyer is Mal
Murray.

Chesebrough-Ponds Inc.

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

Product: VASELINE HAIR
TONIC

This client is rumning six to 12
spots a week in 80 markets to scll
the teenage “mnan” on good groom-
ing. Late afternoon deejays are car-
rying the message, Four-week flights
will alternate. Timebuyer is Alan
Silverman.

Cities Service Co.

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

Approximately 50 ntarkets will get
this multi-station buy, with a Sep-
tember start staggered according to
the market. Tlie 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 weckend motorists, Dan
Kane is media director.

Columbia Pictures Corp.

Agency: Donahue & Coe Inc.,
New York

Product: SONG WITHOUT END

Eighteen New York City stations
are currently running a total of 700
spots promoting the opening of this
filin 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.

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-
disorganizer, Jim Gannon, and inter-
views with unwilling guests. It’s an in-
formal, relaxing show, and people in
South Bend love ic.

These ar¢ 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
tadio voice .. . WSBT. Write for avail-
abilities on The Harlan Hogan show
and for free market databook.

3000 WATTS
960 KC

WSBT

SOUTH BEND, INDIANA
FIRST IN SOUND ADVERTISING



CROSBY &
CLOONEY

When Bing and Rosemary signed for their weekday
program, Variety wrote: "CB8S Radio Still Makes Like
Show Biz." It's this network’s Jradition. of course.
One that attracts audience... sells for sponsors.
Here, Bing and Rosemary join personalities like
Arthur Godfrey, At Linkletter and Garry Moore to
offer personal salesmanship unequalled else-
where. |n all radio, this is the kind of company

" ONLY
ON GBS
RADIO

10

time buys

Continental Oil Co.
|Ageney: Benton & Bowles Dic,
| New York
[ Iroduct: GASOLINE

Wirapping up the sumer with u
special {dur-week spurt, Conoco 1s
running in 33 markets. Ten-sceongl
1D's started Lie in July. Timelnyer
is Tom Focone.
‘Grove Laboratories lnc.
tAgency: Doherty. Clifford, Steers &

Shenfreld Inc.

Prodhuct: MINIT-RUB

This client is warming up for a
start late in Septeniber in 20 to 25
lln:llk('l\ which will include New
York, Los .\ngeles and Chicago.
Baviime wimrtes, Ywiv in two six-
week flights, will aim for the house-
wile audience in the 9 aam, to pom.
segment. The campaign will use 10
txlmlx a week. Timebuyer 1s Frank
FFinns.

Robert Hall
Ageney: Avkuwright Advertising Co.
[ Product: CLOTHING

Back-toschool pus]; for Robert
Hall starts August 28 ir 130 mar-
kets, with 10 to 50 spots per week,
depending on the market. Chient 1s
buying minutes, scheduled through-
out the day, Monday through Sun-
jday, with emphasis on news adjacen-
[cies. Back-to-school copy will run
throngh Octeber, 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

Prodact: COSMEDICAKE

Staggered 13-week buys are being
made in six to eighit markets to
mark the first time this product has
used radio. .\ppeal will be directed
to adult women. Spot schedules
started in two vities last month, with
the remainder scheduled to start
at one week intervals, all using
minutes.

King Merritt and Co., Inc.

Agency: Albert Frank-Guenther

Law Inc., New York
Product: INVESTMENT

SECURITIES

Mutoal funds will get the sell in

40 markets starting carly in Septem-
ber, King Merritt’s approach will
he sponsorship of a 15-minute once-
-u-week program, Family Financial
Planning. Program gives listeners
tips on the cconomy with one spot
mid-way, another at the close. A
18-week contract will probably be
renewed consecutively through July
b, 1961. Swations in King Merritt
Dbranch cities will varry the show.
Timebuyer is Larry Butner.

Liggett & Myers Tobacco Co.
Agencyt Dancer-Fitzgerald-Sample
Inc., New York

Product: L&M FILTERS

Trathe mmutes ire the tickets
for an 18-week campaign already
underway. Spots are ronning cur-
rently in 10 10 20 markers, with
buys of 25 spots per-week per-mar-
ket. Timebuying is being handled
by Fred Hawkins.

C. F. Mueller Co.

Agency: Dohlerty, Clifford, Steers
& Shenfield, New York
Product: MACARON]
PRODUCTS
Agency is now buying rime im as
many as 60 markets for a mid-Sep-
tember siart in the 9 a.1mn. to 4 p.m.
slot. From 10 to 25 spots, all ET
minutes, will run each week, vary-
ing with the market. The campaign
is expected o run through late
spring, 1961. The timebuyer is feft
Fine.

Pan American Aitlines
Agency: J. Walter Thompsan 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 vun on [our
1o five stations in both New York
and San Francisco. Timebuver js
Martin Daniels.

Potter Drug and Chemical Co.
Agency: Kastor Hilton Chesley
Cliflord & Atherton Inc.,
New York
Product: CUTATONLE
Teen-agers arc the target for tlrns
26-week cimmpaign which starts next
month in 35 top markets. Cutaone,
Potter’'s new medication lor skimr
breakouts, will be sold on top after-
noon decjay shows. Schedules will
go Monday through Sunday in fre-
quencics ol 12 to 21 per week, de-
pending on the mmkel. Spots will
be jingle mimutes. Roxanne Gor-
don is timebuyer

Leonet Corporation
Agency: Kenneth Reder Co.,
New York

Product: REDUCAL

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

United Airlines

Agency: N. TV Adyer & Son,
Pluladelphia
Produci: AIR TRAVEL

Boston and Omaha will join the
current list of cities used by United,
starting the middle of the montlr.
Extra spots are being purchased in
regular scheduled cities such as Los
Angeles and San Friuncisco. The
new nunute buys bring the total of
markets used by United to 19. Time-
buyer is Art Ranrberg.

Universal-International Pictures Corp.

Product: COLLEGE
CONFIDENTIAL

Spmt campaigns are under way in
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Detroit, Cincinnati and Indianapolis
1o pramote the opener ol this film,
soon to make the circuit in the re-
niinder of the counrry, Fleavy sat-
urations gre scheduled for major
niarkets. Smialler schiedules will run
in hundreds ol other markets. J\ii-
nouncenicents are KT minunes.

Watchmakers of Switzerland

Agency: Cunningham & Walsh
Inc.,, New York
Product: \WATCHLS

Time is no problem i this case,
where Watchmakers of Switzerland
will fuvor all-night radio in the new
campaign. Spots during the dusk-
io-dawn stretch carlier this year
proved so successlul that the com-
pany will buy more this fall. Iro-
motion will cover 30 or more mai-
kets, with five to 10 spots per day.
AMlinute ET's will run dwing wraffic
hours as the bulk of the schedule.
Timebuyer is Frank Vernon.

Western Mineral Products Co.,
Minneapolis, Minn.

Product: ZONOLITE INSU-
LATING FILL

Co-op spots with roof insulaton
jobbers will stat tor Zonolite in
mne-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 will go on the air
in mid-September for a run of seven
weeks m an undisclosed number of
markets. \Woolite will ualso break
into network radio with spot par-
ticipations on ABC's Breakfast Club
with Doun McNeill. A waditional
print-user, this company first used
radio lase fall in a 13-week cam-
paign in Canada. Isabele Stunnard
ts the timebuver.

'y
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TRRAL A0

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 fundamenta! 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

11



40 YEARS

Radio Station WWTJ in Detroit, the world’s first commercial broadeasting

station, celebrates its 40th Anniversary on August 20.

Pioncer clectronics inventor Lee DeForest who designed WWJ'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 bheert onr

the air regularly every day sirce that time.

Other W W] programs during 1920 included:

August 31— Relurns of local and slale primary clectivns. That hundreds of lisleners
heard the relurns in their homes was duly documented by The Delroil
News lhe following day.

September 4 — WWJ Radio iras the source of music for a dancing parly al a privale
home.

September 6 — Resull of the Dempsey-Miske fight, broadeast wilhin seconds of receiving
the bulleltn from 1wire services.

Scptember 22— Firsl “vocal concerl” by radio. Miss Mabel Norlon Aycrs sang several
solos accompanied by phonograph musie.

October 3— Scores of the World Scries game (rookiyn vs. Cleveland).

November 2— National eleetion reluris (Harding vs. Cor), broadeast over @ period
of four hours,




YOUNGER

EVERY DAY!

While we are forty vears old, we consider ourselves younger every
day. Our prescnt concept of TOTAL RADIO kecps the station in tune with the
times—and with prescni-day listeners.

‘ TOTAL RADIO is for the total population. It features Detrait’s most
' complete radio news center which presents the tatal news—comprchensive,
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 coursc, benefit from this broad-gauge programming, and find
it perfectly planned for moving merchandise in the nation’s Fifth Market.

W WJ Rrabio
Detroit's Basic Radio Station

NBC Atliliate

MATIONAL REPRESENTATIVES: PETERS, GRIFFIN; WOODWARD, INC.
OWNED AND- OPERATED BY THE DETROIT NEWS
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washington

NAB Continues Jts Opposition to
Proposed FCC Suspension Powers

Policy Commiittee Cites Concern
Over Results of New Regulations

Broadcasters Voicing Approval
of New NAB Radio Code Changes

Sharp New Set of Teeth Ainied
At Enfprcing 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. Wasilewski, National Association of Broadcasters’ vice president for
government affairs, had on members of the House Committee on Inler-
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 days and to
impose fines of up to $1,000 per day on broadcasters. These and other
proposals were approved last month by the House commitiee 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 matter of serious concern to the industry, and to authorize their use
against a communicatiorr medium, we believe, opens up a whole new
voncept of government regulation.” He pointed out, however, that the
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
stations are to be located.

Mecting 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
appoinument 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 fromn 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 inancial 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 ycar. Of every
time-sales dollar taken in by the typical radio station,” the NAB survey

{Cont'd on p. 16}
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IT°S A FACT...”

The Death of Socrat?
Jacques-Louis David (17 & 182

Houston is Sixth in the Nation...

K'NUZ is HRST in Houston'
NO. 1* BUY

at the lowest rost per thousand!

*See lafest Pulse or Nielsen
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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WASHINGTON (Cont'd from p. 15)

continuges, “wbout 85 cerits cainie froni
local advertisers, about 15 cents from
national and regional advertisevs and
less than one cent from network
sponsors.  1ie 1ypical radio station
has {ollowed this general pattern of
timesales lor the past Two years.”
Tunting ' station expenses, the
study states that 37 cents goes for
gencral and administrative expeuse,
31 cents fov progranmiing, 18 cents
for selling and 11 ¢ents for technical
expendinnres,

Local Public Relations Efforts
To Benefit from New Materials

In its desire to help the radio indins.
ry put its best foot forwarvd, the
NAB Public Relations Service is pre-
paring m nmumber of aids to help
broadamers in their tocal public re-
lations cillorts.  Johm M. Couric,
manager ol public relations, e
scribed some of these aids which in-
chndez Study guides on broadeast:
ing for use by local women’s groups
which should be =vailable about
February 1, 1961, and will be distrib-
weed through national women's or-
ganizations as well as local stations.
Packages of informational reference
materials pn radio, designed espe-
clally lor libraries and schoals, are
available now. A speech oun careers
in radio. for use with or without
slides, will be available to all radio
members in the fall, according o the
NAB.

FCC Proposals on CONELRAD
Equipment Draw NAB Protest

The proposed rule by the FCC
wliich would make mandatory the
invtallation of new equipment for
CONLELRAD is being opposed by
the NAB. In a statement submitted
10 the FCC, the association said:
“I'he broadecast industry has volun-
tarily cooperated with the Federal
governunent since 1951 ofi natters
ol national defense, and has alveady
expended several million dollars on
behall of the CONELRAD system.
The presently constituted attention
signal can be received just as satis-
factorily by means of the 224 million
existing broadcast receivers in the
haunds of the public as could the one
hercin proposed.” o ¢ ®
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RESERVED FOR

Nielsen Coverage Service 8

‘61

i | {__ncs s1—rapio g v

| NCS ‘58 TV

NCS '56 TV

[  wnesesz mioio

Nielsen Coverage Service

a service of A. C. Nielsen Company
| 2701 Howard Streety Chicago 485, lllinois * HOllycourt §-4400

Q404

U.S. RADIQ o

»
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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-
niclans 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 OWNERSH]P
Total homes. .. tv homes. .. radio homes
(from the 1960 U. S. Census of Population)

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

Each tv station .. . YHF 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 Hitl 8-1020

MENLC PARK, CALIFORNIA
70 wWillow Road, OAvenport 5-0021



In Chicago
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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.

RADIO

reaches more homes

than any other

Chicago advertising medium . . .
first in farm service

in the Midwest

| WGN IS CHICAGO

Quality « Integrity « Responsibility
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LONG ISLAND IS A MAJOR MARKET! |

THE VOICE OF LONGISLAND

THE GREATER

LONG ISLAND MARKET
(Nassau-Suffolk)

G OGO OGOGTOTHIOGE |

MORE FOOD
IS SOLD
ON LONG ISLAND
THAN IN
PHILADELPHIA,

PEORIA AND
PENSACOLA...

PUT TOGETHER!

704,995,000

{Sales Mgl

AP LA O @O OO @O al

WHLI

Dominates the Major Long Island Market (Nassad]
... Delivers MORE Daytime Audience than any

other Network or Independent Station!
(Pulse)

....... 110,000 warrs

WHLI]

Répresented by Gill-Perna
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William K. McDanicel, vice president
in charge of the NBC Radio net-
work, has never bheen mnore “bullish’
about its prospects. And if anyone
wants to be shown, Mr. Mc¢Danicel
stands ready to translate words into
deeds. ’

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

Sccondly, affiliates are getting
more compensation now with 35
hours of option time a weck than
they were receiving a year ago witlf
75 hours.

And Mr. McDaniel peints wixh a

| sense of accomplishment to the fact

that there was morce 1960 business
on the books as of last June T ($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 [or us and onr

THIS MONTH:
WILLIAM K. McDANIEL

Vice President in Charge, NBC Radio bletwork

‘A Format That Is Valuable
For Us and Our Affiliates®

alfliates,” he comnments. “Our fu-
ture objectives are product improve-
ment, price improvement amil mar-
ket facilities improvement.”

Mr. McDanicl, a native of Scars-
tlale, N. Y., joined NBC in New
York as a page in 1938. From 1940
to 1911, he was a sales executive in
the Midwest for Scripps-Howard Ra-
dio Corp. A year later he joined
KMPC Los Angcles as an account
executive.

He left that post in 1918 to be-
come a salesman for ARCs KECA-
TV Los Angeles and shortly there-
alter 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 ol NBC
Radio Spot Sules.

In May 1955, alter two years as
sales manager of KNRC 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 promoged
to his present post last January, lives
jn Pelham Manor, N. Y. ¥ » o
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The Big

Radio World !

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

For 38 years now, WLW hCIS been These WLW spectacular audience ratings are due to two

important factors:

one of the Radio leaders of the Country.
WLW corisistently rates among
the top 10 largest audiences of the

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

more ihcun 3500 RCldiO Stations 2., The WLW‘progrommmg—o c‘once?t of 'pr?grommt.ng

. with broad audience appeal, especially in music, information
in America. And WLW also has and news.

the |C|rgest audience of any So when buying Radioc time, call your W LW representative.

. . . . . 0 el
Cincinnati Radio Station. Wil B e e i

WLW AUDIENCE SUMMARY DATA

MARKET COVERAGE No. of Counties Total Homes in Area Radio Homies 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..........cccoovecmeee e e Per Week......coooniv S 2
Once 3 or more 6 or7 Daily Avg.
Daytime Listener Homes 961,000 692,400 402,380 593,640

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

{Source: 1956 Nielsen Coverage Servico)

WLW Radio—one of the dynamic WLW Stations! Crosley Brgadcasting Corporation, a division of Aveo

U.S. RADIO » August 1960 =



HOURS DAILY

NEGRO
Community Programming

+
@

165

HOURS DAILY

SPANISH/PUERTO RICAN
Programming

HOURS DAILY

of Whirl-Wind sales action

WWRL

NEW YORK DE 5-1600
*10:00AM-5:30PM
**5.30PM-10:00AM
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LETTERS TO

THE EDITOR

Fm lssue

Your special supplement on {m
radig (July issue) is certainly excel-
lent. This is the first compact, con-
crete job 1 have seen released on (m.

Just as a suggestion, when you do
it again we feel o wvery importnt
segmarrt would he set penetration
figures.

Your report is most impressive.

E. K. Hortenbower

Yice President & General Munoges
KCMO Broodcosting

Konsos Cify, Mo,

.« . It might very well be that a
large number of fm radio stations
would want reprint copies ol the
(fm) supplement on a quantity ba-
sis. They inake excellent “!eave-be-
hinds” for salesmen. Frankly, we
are thinkjng of using them as a mail-
ing picce locally.

Russell R. Naughton
Monager
WCCC-FM Hortford, Conn.

Kindly send we the (fm) veprint.
... 1 would like to have it and all
mounthly issucs of U. s. RAMIO sent to
my home address,

Jerome P. Feeney
Joy Phillip Jingles
Racine, Wisc.

Summer Radio
1 have vead The Hot Sound of
Summer Selling in your June assue
and congratulate you on its sound-
ness. Certainly, the Kawz Agency
couldn’t agree with you more.
Edward Codel
Yice Presideat
The Kot Agepcy, New York
Many thanks for the excellent re-
port in your June edition relative to
summer listening habits. Please ac-
cept this as our ovder for copies of
The Hot Sound of Summer Selling.
Again, thanks for the timnely infor-
mation . ., and for another superb
issu€ of U. s. RADIO.

Donold R. Grant
Soles Monoger
KCSR Chordon, Nebr.

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

Stonley H. Edwords
Stotion Monoger
WTRY Troy, N. Y.

Kind Words

.« . I want 1o tongratnkite you
on the fine job of reporting that your
publication did on our Blair Group
Plan  (Industry ldea Selling, June
1960).

Too many articles in all wade pa-
pers cover just the surface ol (e
story. We have noticed jmore and
more thit U, s, KADIO is getting to the
heart of the subject, and as a result
you are doing an excellent joby for
the radio industry.

. we naturally consider your
cflorts another contribution toward
geuing more business in the radio
advertising medium.

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

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

As a matter of lact, the client was
so pleased with the article that tlvey
requested 230 copies of the magazine
so that they can be diswibuted to
their sales force.

Worren K. Krdger
Associofe Medio Director
J. Woiter Thompson Co,, Detroif

Just a note of congratulations on a
really lielpful publication. u. s. kAm0
is onc of the few trade puhlications
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 recports 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 Wotermdr
Executive Vice President
Bob Dore Associofe}
New York

Thank you very much for the ex:
ccllent feature on Carlsberg Beer in
the July issue of u. s. rablo (sce
Commercial Clinrc).

Mortin Solow
Executive Vice President
The Wexton Co., Inc.
New York

U. S. RADIO
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U.S. RADIO ANNOUNCES
NEW FM-ONLY MAGAZINE

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 US. 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
supbleménts devoled entirely to FM. In response to our 1960 supplemerit, 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 bheen born of real need! The mounting

interest in today’s FM—plus our own faith in the medium—will sustain us in our
efforts to emphasize radio . . . all of radio . . . AM and FM!

»
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.« « U.S. FM, the industri’s new monthly
publication, will contain articles and de-
partments covering in depth the field of
FM Broadeasting

LOOK FOR:

Fore Most

FM radio’s business barometer . . .
the industry’s vital statistics .

status of FM at the moment . . .

How FM Produces Sales

Analyses of how FM is being used by major national and regional
firms to help solve warketing and sales problems.

Remodeling Primer

Review of the basic considerations to be investigated before under-
taking a major remadeling job in terms of equipment and hudget.

What Lies Ahead for FM?

Prolslems FM faces in gaining a greater share of national ad expendi-
tures and what FM broadcasters are doing to meet these prohleins.

Audience Builders

Report on what FM 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

fm

I IR

gy

g i

(0TI 10

T

“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 stemwmed
the phenomenal rise of U. S.
RADIO as the industry’s All:
Radio magazine .. . Now, just
short of three years since ifts
founding, U.S. RADIO expands
to cover even more thoroughly
the whole field of radio — with
the specialization that has made
U.S.RADIO dominant ... U.S.
FM will be dedicated to the FM
industry — its broadcasters, its
clients, its suppliers . . . it will
strive to bring into focus the
many, many facts about FM
that heretofore have been so
widely scattered and overlooked
... It is with these thoughts fn
mind that the parent looks at its
new offspring with pride.”

Arnie Alpert
Publisher

U.S RADIO e August 1960
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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

a
E Agency executives concerned

with the buying of national

spot radio have been loudly
urging the industry fo 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

Us 8. 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 Assaciation 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. raplO last April car-
ried the exclusive report of the Ra-
dio & Television Executives Society’s
questionnaire survey of agencies,
many views of paramount impor-
tance came to light. When the agen-

25
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rate cards

cy exccutives were asked avhat rec-
ommendations they had to simplify
the buying of spot radio, an over-
whelming vesponse pointed 10 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 thesc elements:
Too many time classifications, too
nmany variations on package plans,
excessive number of additional
charges and the use of the term
“rates on request.”

Among the features that agencics
appear to want included in all rate
card structures are these: Clear tiefi-
mtion of tme classihcations, fre-
quency and package plans, anid hav-
ing aii provisions pertaining to va-
tious discounts spelled out clearly
and understandably.

In line with this, the radio indus-
try might also add a few of its own
desirable qualitics, such as devising
rate structures 1o encourage all day
use and longer buys,

IMustrariiig the hiterest of agen:
cies in the problem, the AAANA has
isued a standiard form for radio rate
cards that was developed by its com-
mittee on broadcast media.

It is the intention of the AANAA
that the model format “will facili-
tate the preparation of rate cards by
the broadcast media, help assure
completeness of wanted inforniation
and minimize crrors and expedite
the announcement of rate and data
chianges.”

11 Sections

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

26

All provisions and qualifications
of the rate card, the AAAA urges,
should be spelled out clearly and
conspicuously, such as the hours {or
the diflerent time classifications and
when bills should be macde payable.

Representative Drives

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

An example of a major cffort to
eradicate awkward cards is the three-
year-old program by Peters, Grilhn,
Woodward Inc. All but three of its
35 stations ave on a sinilarly-format-
ted card that arranges the number
of announcemenls per week vertical-
ly and the number of weecks hori
contally.

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

Edward Petry & Co. has just ar-
ranged its station rate cards in 2 new
salesten’s portfolio. Of the 25 sta-
tions it represents, about 15 are us-
ing a newer, simplifted rate card for-
neat; many rate card fcnlurCs 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
arc not easily attainable goals for a
medium that s characteristically
local.

John Blair & 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-
vation schedules. The firnr also
thinks that the concept of fixed po-
sition announcenents is o ils way
out.

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

Adam Young Inc. has been using
a simplified card for its stations for
about three years. The card empha-
sizes higli Irequency weekly sched-
ules. A featinwe of the plan is de-
signed to bring about greater use of
daytime hours.

The sevei-owned stations of CBS,
represented by CBS Radio Spot
Sales, have been using a simplified
format that was put into usc in De-
cember 1957. The card has stand-
ardized the time brackets. There are
three scctions—station time; fixed
position and run-ofschedule an-
nouncements and  participations,
and special features.

The special rate card commitlee
of PG\ 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 determinas
tion that “the essential two qualities
of a card were the number of an-
nouncements per week and the num-
ber of wecks per year.”

The new card was arranged using
these two coordinates as the basis.
All discounts and package plans are
figured into tlris 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 onc way
of making radio easier to buy. There
are also certain subsidiary advan:
tages ol the new card.

Better Sales Taol

‘It is a better sales tool for a sta-
tion and representative. Conse-
quently, a salesman can spend maore
time discussing—and the agency
more time evaluating—the qualila-
tive aspects of a station.”

As Mr. Teter sees it, the chiel
abuses ol the “older” card are the
endless package plans, the con‘fusing
frequency discounts and the mcom-
plete cards that all too often use the
term “rates on request.”

The PGW rate card committee is
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considerations that

composed ol Jack Thompson, Bob
Somerville, Don Frost and Mr.
Teter. It is constantly re-evaluating
the cards of the PG\V 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 o 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
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 defnition of time

U.S. RADIG e August 1960

|

m\m'uumm.,;];;g

|
¢

i
Il

“_
ey
P

: ‘il?\.(\i “\-

.

W

!

A

;
7

»

‘lhl‘llllill!‘dllldtal

L2

5
*

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 radic rate card committee
of Peters, Griffin, Woodward Inc., New York. Committee members are [l. to r.J: Robert
Teter, vice president.director of radio; Don Frost; Jack Thompson, vice presideat-radio sales
manager, and Robert Somerville. All but three of PGW's 35 stations are using a similar card.

brackets amd special feature rates.
And fourthly, Mr. Denenholz points
to management philosophy, which
involves such important considera-
tions as the balance to be achieved
betweeit 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.

(Cont'd on p. 48]
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PROBLEM: How to reach a mass

B V audience with heavy impact, but on-
U LO A ly at certain specified times of the

year, ANSWER: Radio.

markets. ANSWER: Radio.

PROBLENM: How to reach a mass
male aundience in the mediwm and
' low income group, but in specific

PROBLEM: How to establish
brand image for new product, reach
mass female aundience, reach Negro

NABISCO market. ANSWER: Radio.

Three Problems and
One Answer=Radio

McCann-Erickson finds that sound medium
praovides the solution for three clients

faced with different marketing objectives
28 U. S. RADIO » August 1960




“I want to reach a mass au-

dience with heavy impact,

v but only at cevtain specified
times of the year.”

"I want to reach a wass male au-
dience tn the mediion 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 fernale market and also direct
our efforts to the Negro market.”

Basically, these are the problemns
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 same.
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:

e On April 1 of this year, after
11 years off the soundwaves, the Bul-
ova Watch Co. returned to a spot
radio schedule in 25 inarkets, 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  conjuaction
with print advertising during these
periods.”

e 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 fafl. “Radio permits us
to determine exactly how much ad-
vertising effort we wish to put into
cach market,” explains Leavitt How-
ard, Hancock’s director of advertis-
ing.
e The National Biscuit Co.,
which 1utroduced 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 ). P. Moss, assistant sales
manager of Nabisco’s bread division,
“but we use radio as a prime me-
divm.” The Milbrook campaign be-
gan June 27.

Independent Decisions

“The decision to use radio for
these wccounts was made indepen-
dently in each case,” says William
Fricke, associate media director of
McCann-Erickson  Advertising
(US.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 s 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-
img 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 1930s, according to Mr. Jel-
fery. “Eleven years ago, we noved
nito  spot television. At present,
however, Bulova finds the tight nur-
ket a difficult one in which to obtain
the type of television setling 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 nte-
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. Mnr. 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 tiine, 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
twrn, 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
concerning each market in which
tliey 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 s all the infor.
mation they felt necessary.

"We were quite satished with the

recently opened an wollice on the
West Coast and wants o build up
its prestige in that area at a cost itf
proportion to its budget.”

In confirmation, Mr. Howard
states, “We feel that it is intrportant
for us to be able to turn on or shut
oft the flow of promotionai dollars
whenever and wherever we want.”

The insurance firm's magazine ad-
vertising gives it broad coverage and
national prestige, Mr. TFricke ex-
plains. “To correct the bulunce be-
tween the coverage given by maga-
zines anil the potential im each mai-

McCANN-ERICKSON MEDIA team works out strategy for clients' use of radis.
William Fricke, associate media director {ceater), discusses plans of Nabisco,
Bulova and John Hancock with timebuyers Phil Stumbo (l.} and Joe Kilian.

vesulis,” Mr. Stuumbo  continues.
“And since then, one of the agency’s
other big radio advertisers has be-
gun to use similar forms to obtain
timebuying information.”

In search for solutions to tie re-
quirements of its insurance company
account, AMcCann-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 i1 feels neces-
sary to build up the market’s poten-
tial. For example, the company has
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ket, however, the company wirs look-
ing for additional efforts in key
areas.”

A second factor was the composi-
tioii of the radio audience. “Since
men do most of the buying when it
comes to insurance, they are the
main target of Hancodk's advertis-
ing,” Mr. Fricke says. “Radio was
considered becnise it can provide
the mass men’s audience at specific
times of the day, such as during
traflic 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 1o stress. Poien-
tial customers are not likely to read
many of the important details. The

sound npredium, on the other hand,
provides a means of reaching an an-
dience witlr the company’s entire
sitles message,

For these reusons, the msarante
firm decided to test spal radio in a
few cities last May. “I received or-
ders o buy radio time in the com-
pany’s three largest markets,” says
Mz, Stumbo. “These are Los An-
geles. Sun Francisco and Chicago. 1
bought a 26-week schedule in those
cities with emphasis on traflic time
and on public service programs, at
frequencies of 10 to 12 a weck.”

One of the reactions came from
the helicoptey traflic reports sched-
uledd in the Chicago arca. There,
savs Mr. Stumbo, several Hincock
agents commented on the advan.
tages of the programming. And, in
a gesune which serves to point up
the prestige image which can be
adhieved in the sonnd medium, the
firm received a note of thanks from
the governor of Illinois:

“Yon and your firm are to be
heartily commended 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

‘I'he company has since dechded to
snpport its top 13 market areas with
radio. In all, the radio schedule will
cortinue for 26 weeks. It will pick
up again in the fall after a summer
break. “Agirin, it is difficult to meas-
ure results precisely,” Mr. Fricke
says, “but it can be said that spaot
radio is for now an integral part of
Hiucock's over-all advertising effort.
‘The mediumn’s selectivity, in con-
junction with ils economy, may be
cited among the important [actors
that brought the company to the
soundwaves.”

Coming up with the ingredients
to be used in ils advertising and
marketing recipe for Nabisco, Mc
Cann made use of generous portions
ol radio,

The virtues of summer radio (see
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The Hot Sound of Sumuner Selling,
June 1960) were cited by Nabisco
it explaining why it decided on «
warm. weather conpaign. Says Mr.
Moss, “We are using radio this sum-
mer because we believe listening in-
creases considerably in thar period.
This is because of an increase in outs
door activities, backyard entertain-
ing and traveling.”

Tle bread had been marketed
previous 1o last fall under varying
names, but was then reintroduced as
Milbrook by a television campaign.
“The Milbrook name was not well
known at the time,” Mr. Fricke cx-
plains, “Our main task was to build
the brand mnnage. This we did
through a humorous character,
‘Maesiro 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 smce
we created both the visual cartoon
and an identifying musical theme

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

ently shown high radio listening
diving the sunmumer mouths, have
been able 1o establislt a pattern for
summer radio which justifies its use
as a prime medwni for Milbrook.”

Aiming For Housewife

Milbrook, in aiming for the house-
wile, relies on local leniale person-
alities and sonre ncews and weather
reports, according to M. Stumbeo.
He poims out that most of Mil-
brook’s markets are in the Nortir
cast, though some do extend to such
places as Ohio and Texas. A\bout 12
announcements, all mimutes, are be-
ing used by the company [ront 9
a.m, to 5 p.a., Monday through Fri-
day. .\ 1oken weekend schedule,
consistimg ol twoe spots on Saturday
and one on Sunday, is intended 1o
reach housewives who work during
the week.

The bread is also on a 32-week
schedule on Negro stations in four
cities, These are Birminghany, 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  repuesent
more than 10 percent of the popula-
tion, we will wse radio 1ight theough
the year” (Sece Negro Radio, v. s,
rano, December 1959.)

“We have had each of these three
accountts for several years,”” Mr.
Fricke says. “As an agency, we arc
coutinually 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
Hauncock and Milbrook for the first
time this year (in the case of Bulova,
after an 11 year lhiatus). While the
nnportance of radio in the lives of
people today is an established fact,
Mr. Fricke continues, “the need to
support the radio sfory stili exists.
Suggest a radio expenditure aixl the
client’s first reaction is ‘why? At
present, we need more facts to justify
cutlays for radio. As move vescarch
in all phases of the radio industry
1s undertaken, it will be easier for
such agencies as McCann to recom-
mend radio where we think it will
do the most good.” « o e

SCHEDULE ; e o
TOTAL 25 WEEKS: 1s¢ 13 WEEKS:
3 Y FRIDAY, April 1 the
e 'SMS;O}ISA;JEEKS:%H, i960 ough THURSDAY, June 30
<Dy B through s
o _/ MOTDAY throus {xmmv [ 6 AM-T PM / 602 1n PRIME TIME
P 55 COSTS
‘E'KII)‘ . " . Pé:ased on 25 Weeks)
i FREQ, PERIODS 10-SEC. I.D. PER VEEK
25 (625x%) Prime - 15 $ $
Hon-Prime - 10 $ $ ’
30 (750x) Pripe - 18 s,“_ e,
Hen-Prime - 12 ¢ g
35 (875x) Prime -2 4 &
Non-Prime - 14 3 R -
- — $_‘_
AVAILABILITIES: (MONDAY -SATURDAY / 6 AM-T PM ONLY)
FPRECEDING FOLLOWIN g
DAYS s ’
TIME ADJACENCY ADJACENCY RAPgiﬁg Sﬁ??ﬁin'

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 provad so useful that others now use them.
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TURNING TO TECHNIQUES STAMPED . . .

‘Made in U.S.A.

Faced with rapidly expanding economies,
populations and competition, Mexican
and Australian radio sets dynamic pace

ments of recent years lhas

been the widespread expan-
sion of American finns into toreign
markets. Todav, thousands of or-
ganizations, either through subsidi-
aries, branches, offices and others, are
selling their wares in almost all of
the market places in the [ree world.
Az a direct vesult of this surge in
international selling, another prod-
uct definitely carrying a “Made In
the UT. 8, A.” label is finding great
acreptance—advertising and market-
g techniques.

h
% One of the major develop-

Branches of important American
advertising agencies are now found
in key foreign markets. In addition,
“mative” agencies have shaped them-

selves in the image of their U. S.°

counterparts. As a consequence, ad-
vertising media have been undergo-
ing some interesting changes. The
lollowing is a report on what radio
js like in wo different parts of our
shrinking globe.

AUSTRALIA

Australians  have long demon-
ptrated their affinity for American
frexlucts and the American way of
lomg things. With a population of
(bt 10 million  (comparable to
ihi.' New York City metropolitan
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area), Australia enjoys one of the
highest standards of living in the
world. It is estimated that over hall
the population resides in urban cen-
ters, resulting in concentrated miu-
keting areas.

Currently, there are over 160 ra-
dio stations in operation. Of this
total, over 100 are conumercial 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 rvegional. 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 [rom the Australian Broad-
casting Commission. There are ap-
proximately 2.2 million licensed re-
ceivers in operation, according to
the Australian News and Inlorma-
tion Bureau. [t has been estimated
that commercial stations reach over
90 percent of the potential audience.

With tv making tast progress, the

commerdial 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. 1t has been esti-
mated that total ad expenditures lor
all media in the country is now well
over $250 million yearly. This is an
impressive total on two counts—the
small size of the population and the
fact that there are said to be only
about a dosen nations spending over
$100 million a year lor advertising.

Breaking down the money speat
lor advertising, it has been esti-
mated that print media accounts for
approximately 50 percent of the to-
tal, radio earns about 5 percent and
television close to eight percent.
However, tv is making fast strides
and is probably now getting at least
the samme 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.)S

crmment. .\ bulletin from the M\us.
traban News Bureau states “Drama-
tized testimonials are JTorbidden, . . .
False or anonvmous testimonials,
conments upon the products ol oth
er advertisers, the advertising ol
matter barred rom the mails, specu-
lative finance and growsly exagger-
ated statements are ilso prohibited.

“Rules for sSonday advertisimg tay
down that not more than two adver-
tising annommcements shallk be per-
missible in any 15 minutes, and tha
not more thian 150 words of adver-
tising matter may be used in th
time. Statements about liquor aud
certain patent medicines may 1iat be
made on Sundays.’

The nmber of woids 1n g ¢om-
mercizl ar¢ also conurolled. For ex-
ample, a G0-second spot can have a
maxinnim of 140 words; a 25-seconq
méssage iy linited 10 50 words, and
a 1d-second spot to 25 word.

Turning  to  progrimming,  the
News Burcau bulletin points out
that .\ very large povtion of the
material broagleast by the commer-
cial stations is recorded. J\sv a gene-
cral rule, the material is of a lighn
nature. with dance music predomi-
nating: in the dramauc held, the
radio sertal akes up most of the
time.  Children’s programs are ex-
pected w0 be compiled with meticu-
lous care and must encourage cor-
rect speech, respect for Liw and or-
der and fair play. Standards arve laid
down for children's plays and many
things are distinetly prohibited, such
as torwure, horror, the supernatural
and profanity.” V

Station Profile

An Australiin station which has
quite frankly patterned iwsell along
American standards is 2SM in Syd.
ney. The station has beeit on the air
since 1931, and operates on 5,000
watts—the maximum power pernis-
sible in Australia for a commercial
stiitfon,  Its Tacilities include three
sturd ios.

In deseribing its market, the sta-
tion points out that Sydney has a
population of 2,054,800. “As an -
dication of its market size,” a station
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presentation states, “last vear there
were over $2.68 billion spent in the
State of New South Wales on the
sale of rewil goods.”

Media in Sydney include two gov-
crnment rvadio stations, six competi-
tive commercial stattons, one govern.
ment owned tv station. two commer-
cial v outets, two morning and twa
afternoon newspapers and 25 mis
cellancous types of magazines. The
station  presentation alvo says “In
Sydney there ave 87 accredited radio
advertising agencices.”

Programming Policy.

Describing it programming pol-
icy. thie 28N presentationr reports:
“Of the six «ommerdal siations in
Sydney, four operate on @ popular
music programming policy, one has
feature programs and the other has
i combinutton of nnwsic and e
tures.

“2SMS policy iy basicilly one of
inusic, news, weather, sport and puls
lie service, banded together inuwe
what we call M7 Family Formula
Programming.  Lach hal-hour seg-
ment  of  muosical programming,
thrirughout the day, “is hroken ap
into categories . . . designed to give
all age groupy a record they will
enjoy every few wminutes. , . . The
munic is backed up by o comprehen-
sive news policy, incorporating hoawr-
Iv news. 2SM also broadeasts all ma-
jor sporting events in the city, with
the exception of horse racing, and
devotes a considerable antownit ol
Irce. time for announcements and
interviews an, matters of a pubbkic
wervice nature.

In deseribing it sales policy, 283
says ity main selling point is the de-
livery of “specialized audienves com-
bined with hard-hitting personali-
ties.” In addition to the hame audi-
ence, the station states shae it directs
its cfforts to:

“The beach audience—Sydney has
31 major beaches and a hall willion
people visit them every weckend.

“The factory audience—There are
326,125 people working in Svdney
[actories.

“The motoring audience—There

are approximitely 100,000 cars on
the road it Sydney. Each alternoon,
28M has 2 special two-and-one-hall
hour program devoted to air radio
listeners.”

Prospects [or the Tuture vt radio,
as it is for all media in Nuswralia,
appear to be extremely bright as the
country continues to develop and
expand. A suudy of the internation.
al market recently released by Me
Cann-EFricksont states Iy 1970, i
(Australia’s) level of ourput should
approach $16 billion, an ncrease of
spproximiately 40 percent, The pop-
ulation growth rate of Australia will
increase by about 25 percent in 1970
—a ruue faster than that indicated
for the U, 8.

MEXICO

Currenily estimated to be spend-
ing over 3100 million a year for ad-
vertsing, Mexico is a vibrant, grow-
ing market—and one in which radio
1s the mumber one advertising me-
dium. In the previously mentioned
McCann-Erickson study, it was ve-
ported that “Mexico will show one
of the steepest growth vates of any
cconomy in the free world. Its pop-
ulation ayer ghe next 10 years will
risc Irom 33 million to 15 million.

. National output will more than
doutble, expanding from over $10
Lillion to over S22 hillion.”

It is estimated that there are over
five million radio sets in use, with
approximately 0 pevcent of that to-
tal being concentrated in the fed-
eral disoict which includes Mexico
City. 5% comparisan, there arve said
to be approxinunely 500,000 tele-
vision sets in operation, with the
vast majority of them being found
in the Mexico City lederal districts
Tt is generally agreed that the Mex-
ico City market accounts for 10 per-
cent of all rewil sales in the coun-
oy, and therefore has the greatest
roncentration of media.

According to a recent issie of
Medios Publicitavios Mexicanos, 2
subsidiary of Stundard Rate & Data
Service, theve are some 29 radio sta-
tions in the Mexico City federal dis-
trict. There are four networks iy
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 909, of po-
tential audience

Radio accounts for about 15%, of all
ad expenditures

Some stations switching fo “formula”
broadcasting

MEXICAN RADIO FACTS

Radio is dominant advertising me-
ditem

Radio accounts for about 40%, of all
ad expenditures

Soaps, beers, cigarettes largest radio
advertisers

Prime evening hours usually com-
pletely sold out

Spot announcements purchased by
number of words

Audience ratings are fairly constant
throughout day

by telephone wires and, therelore,
alile 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 XEW, a 250,000 watt sta-
tion. Auother Mexico City station,
XEQ, is a 150,000 watt operation.

Dominant Ad Medium

There are no representatives in
Mexico, with all time being pur-
ichased divectly by the advertising
agency or advertiser. With no im-
portant competition from print or
tv, radio finds itself in the position
jwhere 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 billing close to $5 million a
vear in the Mexico City market, ve-
ports that 40 percent of these bill-
ings are in radio.

The bulk of the radio advertisers
ire subsidiaries of American firms.
\nd following the U. S. pattern, the
largest yadio users are in soaps, beers
inck cigarettes. Some of the “blue
rhip” radio users in the Noble agen-
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cy include Kimberly-Clark ol Mex-
ico, Du Pont, Minnesota Mining and
Manufacturing  of  Mexico, Pan
American Standard Brands, Procter
& Guumble of Mexico, the Mennen
Co., U. S. Rubber Mexicana. The
agency reports it is currently pro-
ducing 74 radio programs a week.

Most of the radio comnercials
fall into the spot category. FHow-
cver, the agency buys these an-
nouncements by the word. 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-

tion in Mexico 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 govermment.

Audience Ratings

The radio audience appears to be
fairly constant. A\ recent vesearch
bulletin issued by the International
Research Assoc., Mexico City. offerect
the following figures for ratings in
the Mexico City federal district. The
audience in the morning, from 9 a.n.
to | p.m., was 324 percent; from 4
p-m. to 7 pan., 28.3 percent, and iu
the evening, from 7 p.m. to 10 pan,,
26.5 percent. It should be noted that
the hours from I p.m. to 4 p.n. have
been omitted. This is the traditionat
“siesta” time in Mexico. o o o



Network Audience

Foday s radio nietwork is fies

ing a new challenge—ttac of

helping 15 afhiliawes build
local aunthence and acceptance,

In the current scheme ol things,
the nctwork serves the sttion vather
than the set-up ol a decade ago when
the station wis cousidered s only
the oatlet {for the oper-
aton.

The networks express this view i
virving winvs, CBS Radio savs all
business is intrinsically local and so
arc the audiences.” NBC Rudio de-
clares that the radio netwark of 1o-
day “has complete local orientation.”
ABC Radiq statey, “We know r1a
dia® future s local.” MBS candidly
avows that it is a “service o inde-
pendent stations.”

mational

In accord with such thinking, net-
work audience and program proma-
ton hias stressed the link berween
the national programming and the
local wation.

I addition, the newwvorks have he-
come mare wiindful of the competi-
tiont for listening attention aml are
using fresh techniques in on-air pro-
mnotton.

A\ review ol soimme of the things
that are being donc foliows:

e CBBy Radio has wirned to the
nse of jingles {or ihe first ume
since 1957, A survey of the -
tional networks shows that this
is the only ouht currently using

56

ity owit jingles, which ben a
high cost tor a network,

e NBC Ruadio has been using the
intenview tedmique in i pro-
gram promotion, apposed ta the
straight annonncement variety.
Some ol the pramotional spots
ruinas long as two ninutes.

o ABC Rutdio has Dicen  using
straight mireuncentent copy 1o
proutote its shows and expects
by the 1kl 1o be adding musical
Buckgrounds and sound  offects
to the promaotion spots,

o MBS makes exclusive use ul 20+
second and 3l-second promotion
spots Lo promote its news and
news background programs.

‘Comfortable Familiarity’

CBS Radio tirrned 1o the use of
jingles for play I its Jocal athliaes
n an eflort 1o atvract the attention
of listeners. “When it was decided
that we would ny jingies,” states Art
Ftedht, network promotians director,
“there were several things we were
looking lur. The mclody and the
attack necded freshness and wopical
appeal. .\ seise af comtortable fa-
miliarity had 10 be combined with
an original, catchy tune.”

The network assignied the job of
producing the <eries of spots to
jingle-makers Joan Edwards and Lyn
Duddy.

Keyed 10 the timeliness ol the po-

litical fever, vnne spot Used the pear-
shaped tones ol a giasstoots poli-
tician who, accompanied by a march
tempo, said in part: “NMah friendst
This is the year 1o cist vour vote for
CBs. CBS Radio. What s the plat-
lorm gonna be a1 CBS?  Bisgest
shows—lhiggest stars. Al the best in
radio. .. "

Another jingle capitalizes on the
upsurge in car listening dwming the
summer and early LIl months, Seilt
other jingles, enclt with its own
tempo and lyric idea, feature CBS
Radio personalities Arthn Ganlirey,
Bing Crosby and  Garrv  Moore,
Tliere’s also a female blues solo in
the “Sentimental Journey” wadition
witht an opening lne that sets the
mood-—"Easy listenin™.”

I'n addition, the series of fingles
includes a cha-cha-chy and a hnmor-
ous boy-girl duet based an the Ed-
wards-Dudy song, “Dayn 1N, Baby.”

Lach jingle runs less than 60 sece
onds so that it can be used on mu-
sical programs hetween chatter angd
for station breaks. .\ special feature
of the jingles is that the dises con-
1ain blank spots in whidr a siation
can insert copy for local shows.

Adliliate vesponse, according 1o Mr,
Hedht, has been extremely enthus-
asuic. As a result, present plans aill
for the production of a new sct of
jingles for every serson. H is felt that
the initial set will be :appropriate
through Novew ber.
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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-
proval of the jingles, states M,
Hecht, on two counts: They are
stimulating  audience  interest in
their programming and it ~aves them
the cost ol producing similar jingles
of their own.

A 13-piece orchestra and nine
choir voices were used to create the
nitial series.

Two-Minute Interviews

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

“We decided that hecause the lis-
tener is subjected to a constant out-

pouring ol information, news and

tommercials, our promotion spots
had to ofler something that would
capture the andience’s attention,” he
remarks.

An example of how the interview
technique works occurred the week-
end belore the Demaocratic conven-
it in Los \ngeles. .\ series of 30
spots featuring interviews by Perle
Mesia, Washington  hostess, with
comvention dignitaries and person-
lities 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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THE JINGLE-MAKING team of Joan Edwards and Lyn Duddy
created the series of audience promotion jingles that CBS
Radic has sent to affiliates. There is a break in each jingle to
allow for local copy. Stations have responded enthusiastically.
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network air promotion

chat, leatdring an appeal that lister
¢iy stay tuned to the particular sta-
rion lor NBC Radie convention cov-
drage.

Sunilay spots are used o promeote
the three main ingredients of the
networks  programming — News-on-
the-Haour, Emphasis and Monitoy,

At the time promotion spots are
o, some are made for network
se andd some .im' stagion, l)l:l‘)‘. For
exinnple, when Morgan Beauy is fea-
tured in o promotion spot {or news
progranmming. two are made lor net-
work use aud onge lor the alhliaue.,

Te iy intevesting 1o nowe that the
Beatty news Upromen” Tor stations
are done m the lorm ol an mterview.
Vu alhiliate’s news divector can e
the spot o such a way dpnt It ape
pears hie s chauing with the nation-
al vommentator, tn most cases, these
spots clearly make the point that
this is the place om the dial for good

ndtional and local news coverage.

A shiilar way in which NBC Ra-
lio promaotes ity ncws operations, ac-
cording to My, Graham, i through
its overseas correspondents, Ty news-
man in Rome, lor example, may
jecularly 1alk abowd the many home-
town requests he has received  for
Olympic tickets, At the end ol the
chiat, i is pointed out that this ve-
port is by one ol the many overseas
reporters ol the network.,

NBC Radio alw uses promotion
spots ol varying lemgihs  (H0s, 307%
and 60, in adcdition to the two-min-
ot viriety). During the first quar-
ter ol LOGO, (e network also nsed
{ingles.

Another key part of NBC Radio’s
cllart o tie-in focal promotons with
the national network thewe, “The
Sound ol the Sixties,” was the albli-
ate coutest held the earhier part of
this sear (Junuary | through Febru-

What They’re Doing

The four national networks have heen gearing on-afr and
audience promotion to create strong loeal iuterest in national
programming. Here's a vundown of what caeh 15 doing:

o CBS Radio ha~ eveated a sevies of jimgles for local station
play. liitial reaction from stations has heen extremely en-
thusiastic to the point that the network plans to develop a

new series each season.

e NBC Radia has adopted the use of the interview technique
n it~ on-afr promotion. Most of the interviews run as long
ax two minwtes. I addition, the network has held a comest
for jts afhliates to encourage promotions that relate local

=
=

i e

programming with national fave.

o ABC Radio has been using straight annoumeement copy for
on-aiy spot~. but expect= by the fall 10 add musical back-
grounds and sound effect~. In addition. the network in the
fall will have a series of promotions built around the favor-
ite vecipes of its personalities,

e Mutual Broadeasting System lus been using 20°s and 30's
exclusively in itlx on-air anmnouncements. The promotions
feature the network news operation as well as its in-depth
programming — Capital Assignment. World Today aml

Reporter's Roundup.

| QT AR G T T

ary 12).

A towd of 12 prizes were awarded
to station promotions relating local
news, sports aud entertainment a
the network progranuning carried on
slfiliated stations. The stations were
grouped into lour categories of com-

petition based ob the sive of the

market.

The hivst prize was an RCA Home
Entertainment Center consisting ol
a 2anch wv-un-hin set and stereo
hi-h phonograph,

More Spice in Fall

ABC Radie up ws now has heen
using mostly straight copy {or its
sltow promotioft. Tis on-air spots are
ol varied lengulis (107, 2005, 30%,
10, 50°, and 55's).

The copy promotes the udtwerk’s
ifews operation as well as such pro-
grams as ithe Breakfast Clnb and the
Lydie Gorme Show,

In the Gll, ABC Radio expects to
add spice 1o {ls ou-air promotion
through the use of musical hack-
grounds and sound cliects.

The network also nses the slevice
ol talem Personalities will
present a spot via closed-circuit. The
afhiliates tape itamd play it at appro-
priate times.
~ In addition, the network $n she
fall witl present a sevies of oueair
sputs - which  will feature favorite
dishes and recipes of ABC Radio
personalities.

Another series will promote radio’s
future on the air, covering such
things us the juedinpt’s portability
and utiliy.

An integral part of ABC Radio’s
audience I)uihling campaigu are pro-
motions for its afhliates. The recent
Patterson-Johansson fight was heav-
ily supported by local contests and
gimmicks, as well as on-uir spots and
merchandising posters. T'here were
many things individual stations did;
One outlet had an illundnated war-
quee with Hght copy on i(; anather
sent 1,(H0 leuwers to taiverns; one al-
filiate sent formal invitations o lo-
cul agency exccultives to listen to the
fight; still another idea that some

spots.
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stations used was a “knock-out con-
test,” whereby the listener that
guessedd the winner and the round
received a special prize.

One dayume station installed a
public address system so that people
could listen to the fight eitlier 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 newwork is the summertime,
travel-time campaign called “Dis-
cover America.” ABC Radio is put-
ting on the air a minimam of 20 an-
nouncentents a  week describing
places anid things of interest to sce
in the United States. Listeners are
asked 1o write the network lor color-
ful materials on any state thev would
like to visit. Affiliates are also ex-
pected (o cooperate.

20's and 30's

The Mutual Broadcasting System
has been making use of straight copy
announcenients (o promote ils news
operation and 1is in-depth shows,
Capital Assignment, World Today,
and Reporter’s Roundup.

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

The creation of the on-air spots
are keyed to the MBS theme (hat it
s a “service to independent sta-
tions.” Mutual 1s generally men-

tioned only once. And there is al-

ways a tag linte that suggests that “by
keeping your set tuned to this dial.
you are receiving the best in news
and information.”

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

In their new rvole as a national
communications mednun for their
athliates, the networks have adopted
4 promotion approach that is com-
mon to many mass marketers of con-
sumer products—"all business is lo-
cal” o ¢ o
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TIEING IN LOCAL promotions with the NBC Radic theme, "'Sound of the Sixties,'™
KELO Sioux Falls, 5. D., won first prize 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 site.
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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.



‘Adveriiser Area’

The Pulse Iue, iy ready 10

tahe the “advertiser area”

meisuvenient ('()Il('(‘l)l oul ol
the worhshop and place it on the
production line.

The burst ol agency entlniniasm
over the initial seveu studies is hold-
ing out the possibiliny that mesur-
ing listening according 10 an agreed
llp()ll arca ol Illllkillllllll illll‘l'(‘\l 1o
advertisers many be extended 1o the
op 100 nirkets,

How Lot the pmojear moves, ol
counse, iv largely  dependent upon
stution suppoert. It is believed dim
dning the fiest year of vying 1o set
up this project vationally that
Teast 20 markets will he surveved hy
Pulse wsing “advertiser area” dimen-
sions, s i the st seven studies,
at least one station per market s
necded to do a survey,

According 1o George Sternberg,
Pulse service divector, agencies will
be able to lntegrate au anuual “ad-
vertiser aea”™ measurement with the
regular  monthly wewo  reports.
This combination, it is felt, will do
away with the shori-changing of ra-
dio circulation in relation 10 news.
papers. It will alvo take into ac-
count the significance of population
shifts 1o subwibau riugs,

Another major advantage that
could be gained from yearly “adver-
tiser arex’ measurements in the top
100 markets is that an annual radio
coverage study could be evolved
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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 specitic
city or cities in which the agency helped determine the area.

The list was compiled by Pulse:
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Vvery. Reel, Holloway &

MeDonald, Kansas City \ hY
\eherman A~soe., Okla. Cin X \
\dvertising \gey., Pittshbargh \ AY
Adams & heves, N, Y, \ \
Ralph \lhem Co.. N Y,

N, Wo Aver, Philadelplia
\lmayer. Fox & Resbhin Ine..

Kan-as Ciry
Vitkin-Kynen, Philadelphia
. W, Ayer, Chicago
Bruce 11, Brewer & Co.,

Kansa« Ciny \ \
Leo Burnen, Chicago \ \
BBEDO. Chicago \ \
Bevia Assuc,, Vliami \ \
Baiz, Hadg-on. Neuwochner,

N1, Louis \ \
Ted Batex & Co.. N. Y. \ \
BBDO. Los Angeles \ A
Bozell & Jacols, Onmalia \ \
Broce B, Brewer Co. Minn, \ A\
Ad Bu~ch, Buffalo \ \
Gordon Best, Chicago
BHN Research, S). Louis
Clark & Boberiz Ine.. Derroit \ \
Mihon Carlson Co..

Los Angeles \ \
Cavanaugh Maorris Advisg.,

Pinsburgh \ \
W, Craig Chambers Inc.,

Piusburgh \ \
Clair & Meyer Advieg.,

Denver \ \

Campbell-Ewald. N. Y.

Campbell-Mithun,
Minneapolis

Cohen & Aleshire, N. Y.

Compron. Chicago

Cumningham & Walsh, Chiicago
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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

L. S. RADIO o

- s e <t by compiling all the results.
52 a 2 LE So E5o 32 \gency support for the advertiser
22 o 88 =58 38 £38 £:=:8 Agency supp : ‘ '
== £~ n 25w g~ §Er~ 2gE~ area technique, which was devel-
a - T «o o (LT Lo w - N . .
oped by Frank Doehm, vice presi-
“‘K’.i‘;':‘e{,oﬁ Deutsch Co. \ dent for research and promotion,

it 3 . .

Datche Advtsg., St. Louis \ A Adam Young Inc., is based on sev-
Dancer, Fitzgerald & Sample, X X X eral factors:

New Yark X X o .

X S . ather than tistening s f
I Arey Advertising, St. Louis X X * R'l, than > ing studies o
Dancer, Fitzgerald & Sample, ) various counly sizes for the same

Chicago 1 city, the “advertiser arca” repre-
W. B. Doner & Co., Chicago A .
£ e : a= ents an npon arca of
Elkman Co., Philadelphia \ \ \ CEID el apgEsd ) e
Tally Embey Co., Miami X \ study beyond the mewo sample.
‘FY'“- Esgl C‘“ i\lle“' YO"]I“ . \ 33 o This compromise area is based on

rench, Shield, Inc.. St. Louis ) 3 - S =3 PR, - S
Fletcher, Richard, Calkins & _ - - afl\ elllel‘ rOIhI.(]CIﬂlIOIIS, not sta

Holden, New York N\ X X X X X tion considerations.

Fuller, Smith & Ross Inc., i i } o With the regular metro data col-

W Francisco X N s lected at (he same time an “ad
Fuller, Smith & Ross Ine., . , . N (4 “:, sam . a ¢

New York X X X X X vertiser area”’ study iy takeu, ra-
Figgefa(l)dlf\'l\'t‘rlising. X . tios can be developed o apply 1o

oW rieans - 5 o 2 g ; . M
Foote, Cone & Belding Inc. ’ fulme“melm reports l(')’ (lc'tenn'me

New York \ X total “advertiser area” listening.
:;r(')(ri Adve(r)u.sing. New York X X A X X X X This tvpe of formulae would be

codman Organization, ) el . )

li: Angeles X \ \ more valid lI}:m formulac based
Goldman & Shoop Ine., on data that is dated.

CPl"sb‘l;rgh Madden & X e The advertiser area establishes a
eyer, Morey, Madden .. . . ot

Ballard, New York \ ) Inalen_mg pattern u_hu,.ll may be
Grant Advertising, Chicago N examined for qualitative flactors.
tiray & Rohens, Philadelphia . i is also speculiated that because
k. M. Halverson Assoc., . he techni 0 ertis . d

Denver X X N the technique is advertiser oriente
Horan-Daugherty Inc., that it mav encourage stations 1o

St. Louis D\ A allocate more dollars :

S \ f f ars annually for
Ed Hunter Co., Denver Y N\ . I y
Hicks & Greist, New York hY X research.

Ralph H. Jones Co., Cinn. A AN hY X X X X The favorable reaction from agen-
W;‘\J;‘;’g;;' é?lh"“" Assoc., . \ cies 1o the first swudies produced
s ity 3 R . SPRSEU .
Wm. Kostka & Assoc., Denver X X the following sample expressions:
I!:i'ng h:»ioopers. Denver X X George ]. Burrows, media dirce-

“dward S, Kellogg Co., tor. N. \W. Aver & S .

R . - » ()} . \\ . A‘\\ B\ So oo ar

Los Angeles \ X \ N 135 8 \yer & Son Inc.: “We are
Keegan Advtsg., Birmingham X X X \ X very much interested in these area
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advertiser
area

stutlies becauwse they will give us a
vuer picture of the penetration of
the various stattons and the relative
importmee ol cach in the market
as a whole. Yo approach o this
radio marker question has been very
sound and follows the thinking ol
numy advertisers nd agencies. We
wish tuit we had this kind of infor.
mation lor all warkets—it would
utake our jobs that much easier.”

E. L. Deckinger, vice president,
medin srategy. Grey  Advertising
Ageney Inc: “Of course, the fact
that ‘advertisers’ agrecd on a et
tain area lor the stations of a mar-
ket does not necessarily make it
vight! However, it probably o
close as 10 be bevond a reasonable
argunment,  least imsolae as a Kind
of compoite merchandisable avea i
concerned.”

Joln Walkh  Jr, media  depant-
ment, D, P, Brother & Cos “We be-
licve that one of the great needs ol
the rvadio industry is mare stand-
ardization.  Therelore, the concept
of establishing an accepted st
ardized area lor andiende rescarch
hnds favor with us.”

In pursuit ol the objective 10 es
tablish the adverdser area listening
measurement in the top 100 -
kets. Mr. Bochm will bhe mailing o
arca maps and  questionnaires o
advertising agencdies across the coun-
uy. s with the carlier swadies, the
agencics check the countics of niaxi-
mum anterest o their clienes for
cach munket. This material is re-
turmed 1o the Pulse organizadon
which compiles the “compromise”
advertiser area lor cach matket.

At that poing, the project will
wiait for station support o have
Pulse come in and survey listening
n the arca.  In vonjuncion with
the project, Mr. Boelin expects o
prepare a guide ol the top 100 mar-
kets thar will comain marketing
data on each “advertiser area.”™ The
guide is scheduled w be published
in September and s expected w0
show the growing business impor-
tance ol the suburbs, o o o
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Henry J. Kaufman & \seoc,,
Washington, D. C.

Kudner Agency. New York

Kenvon & Eckhardt. Chicago

Kamin-Naha~-Blumberg,
Iouston

Il W, Ka~lor § Son~, Chirago

Keyes, Madden & Jones,
Chicago

PPaul Locke Inc., Tulsa

[edd Levy, Rich, Lane & Co..
Denver

Lavenson Buarcau of \dvisg,,
PPhiladelphia

l.ennen & Newell New York

Lando Advisg.. Pittsburgh

lesseraun Advisg., Phila.

E. J. Lush Ine.. New Haven

Lynch & Hart Co., 31, Louis

McCunn-Mar~chalk. Miami

Merlo Co.. Los Angeles

MeCann-Erickson.
Los Angeles

Marcu~ Advisg., Clevelamd

MeCanneMarschalk, N. Y.

MacMauns, John & \dams,
New York

\[¢Cann-Erickron, Chicago

J. M., Mathes Ine., New York

Brick Muller & Aseoc.,
Memphis

Norman, Craig & hummel,
New York

Noble-Dury & Assoc.,
Nashville

Needbham, Louis & Brorby,
Chicage

Olian & Bronner, Chicago

Ogilvy, Benson & Mather,
New York

PPate Organizaiion,
Uklahoma Ciry

Potts-Woudbury Ine.,
Kan<as Ciry .

Ri-ach. MeClinton & 1lum-
piivey, Boston

Reuter & Bragdon. Pittburgh

Edward Roliinson Agency,
I’hiladelphia

Reach. McClimon & Co..
Minneapolis

[larry E. Shubart Co..
Denser

~tranchen 8 MeKim  Advisg,,
Cincinnali

Ben machheim Ine.. New York

~parrow \dvi~g,, Birmingham

1. M. ~straus & Co.,
l.o~ Angele:

Daniel F. Sullivan Co.. Bosion

smith & \rmbruster,
Pitsburgh

~mith. Taylor § Jenkins,
Pinsburgh

snilivan, Stauffer, Colwell &
Bayles, New York

Tucker Wayne & Co.,
New Orleans

Toni Co., Chicago

‘Tatham-Laird Ine.. Chicago

\ alentine Radford Inc.,
Kan-as City

W eizhtman Inc., Philadelphia

Western Advisg., Chicago

Wesley \ssoc, New York

Warwick & legler Inc.,
New York

Winficld \dvisg., St. Louis

Young & Rubicam. New York

Yoang & Rubicam, Chicago

Pittsburgh
10 $9
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question
and answers

THE QUESTION:

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

Most radio network pur-
chases are made today for
clients seeking extensive na-
tional coverage and low cost fre-
quency.
Some of the things that advertis.
ers look for in a network buy are
these:

(1) Largest accumulated total au-
dience and frequency avail-
able at a reasonable cost—
not necessarily the
cost.

Strong affiliated stations in
important client markets.

@)
(3) Compatibility of existing pro-
gramming with the sales mes-
sage.

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

(5) Promotion, merchandising
and editorial support.

There are, of course, some excep-
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lowest

How Is Network Radio Bought Today?

™

Mr. Hoffimann, director of radio, BBDO,
outlines five veasons why he believes net-
work radio is bought today. Broad cov-
erage aned immediacy are amoug the im-
portant features. He suggests that al-
though network radio has changed con-
siderably, its future is none the less
secure for il

tions to these guideposts. The ben-
elits of a strong on-air personality
will 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 fowr na-
tional radio networks is hasically
built on the old block programnting
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 McNeill's
Breakfast Club and Eydie Gonmne
Show.

Network radio has the utmost of

I

flexibility. Literally overnight you
can get on the air with broad na-
tional coverage. This can be ex-
temely important if there is an
eniergency or a shilt in sales strategy.

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

Network radio coutinues to per-
form a valuable function for adver-
tisers, The great emphasis today is
on news and information program.
ming, which appears to be a1 sound
approach for both networks and
athliates,

Beyond this type of programming,
the networks have wied to 611 the
role of companionship rather than
entertiainment 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. o o o




focus on radio

A Quick Glance At People, Places

And Events Around Radio-Land

MARY MARTIN watches Arthur Godfrey compare
vkulele 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. 5. The exchange was spon-
scied jointly by the New York Herald-Tribune and the
Honolulu Star-Bulletin as |ndependence Day tribute.

THE LADY GETS o 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 mavie, '"Wake Me When t's Over.”

L5 |

THERAPY, ANYONE? is song of Solid Seven, KEX Portland, Ore., as they dress
as doctors and patients at Rose Festival Merrykhana Parade. Patient (e.) locks
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’ cheér.
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BE A PAL efforts by WABC New York announcer Al Loh-
man Jr. () nets award from Alexander Aldrich, president of
PAL (Police Athletic League). Lohman gave morning show
boost to PAL's campaign fo curb juvenile delinquency.

SMILES ALL AROUND for client Dan Murphy (I} of Ameri-
can Dairy Association of lowa, as agency gal Rosemary
Gohring of Truppe, LaGrave and Reynolds, Des Moines, show-
ers him with posteards. Mail resulted from offer of free cook-
bock 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.

Tk

R & . 5

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

1y s e
) -' r - . 4 1

a /1.._11"%._"/;"

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 {L.] 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
Mary Bernadine by Walter Thurman, WMBD
Peoria, Ill. She was one of 50 listeners iden-
tifying quotes in "Salute to Freedom contest.
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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 {l.] follow a casket borne by KFMB-FM person-
alities on way to burial. Fuba 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.



RATE CARDS (Cont'd from p. 27}

Rules and conuact  conditions
contmon to all rate cards are stand-
ardized nr the {ront of the Petry port-
lolio for as manv stavons that could
agree on the dehmitions. Thiy “pol-
icy caud” defines for the stations in
agreement such things gs lrequency
discounts, weekly discounts, muluple
produce conditions, rebiates, short
rates, cancellation, rate protection
aud othier items.

Are McCov, exctutive vice presi-
dent, John Blair & Co., also ques-
tions whether there ever will be—or
should be—complete standardization
of all rate cards. "There never will
be complete dgreement. Agencies
themselves con’t agree exactly on
what they want in a rate vard.”

My, McCov observes dran eriticisi
ol radio rate cards may be aver-
stated. tHe notes that most represen-
tatives have made eflorts o simplify
cards as muli as possible within the
[ramiework of dealing witlr stations
that have mdividnal sitratiauns and
problems.

The Blair organmizationt as far back
as 1957 started 2 major clloid 1o
arahe cards simpler and casier 6 un-
derstand. Ar present, most of s
stations  are  asing  the  simplified
version,

I general, rates for specihied posi-
tion are listed firsg, lollowed by rates
lor announcement plans which star
with 12 a week and go as high as 96
or 100 weekly, The unit and weekly
cost for minutes and station hveaks
20y and  30°)  are listed hori-
sontalty.

After the announcement rates, the
rate card lists such things as costs
[or news s[)onsor\hip and then pro-
granming.

There arve also longevity disvvaunts
for 26 weeks and 52 weeks.

George DNictrich, director of na-
tional radio sales, NBC Spot Sales,
helieves that “the seation  which
offers a simplificd rate card has a big
edge with agency timebuyers.”

He states, “NBC Spot Sales le-
lieves that rich benefits can accrue
to vadio by heeding the Madison
Avenue plea for ‘casy to use’ rate
cards. We are not suggesting that
there is only vne way to construct
a card.

“However, there are certain gen-

46

eralities—a  lramework—which cars
apply to all markets, all stations.”

My, Diewrich believes there are ae
least two features of some radio raie
cards than need changing.

“Although theve are rirany adver-
tisers who atill contract for long
term commitihents, the majority unse
vadio  for short iterm  saturation
schedules. These short term adver-
tisers expect—and are enttled to—
maximuny rate  benefitss for  their
flights.  But nuny stations are still
tied 1o an outdated rate formula
which allows maximuin discounts on
an annual, rather than on a weekly
bisis.

“Another hangover from a byvgone
era is the concept ol fixed position
announcements. When station pro-
griomming  depended  orr the net-
wal ks, there was a reason Tor quot-
ing fixed thne anmnauncement vates.
LHowever, ow that stations program
in ‘blocks,” this device is onty ol
veganye vulue o the station in
thae it tukes chowee availabilities out
ol arculation and wr the adveruser
in that so fexw can be acconmmup-
dated.”

Total Audience Plan

LI-R Representatives Inc, has been
reconmending a new rate card for-
mat lor its stations for nearly a year
uow. Lames Alspangh, vice president
lor radio, states turt between a third
and o hall of =R stations are nsing
the simplified formac

My, Adspangh cxl)l;um that the
highlight of the new cand is the
Total Audience Plan which oflers
advertisers two packages—one  for
25 announcements a week and tire
other for 35 announcenients a week.

The idea behind the plain is o
spread  the buy  throughout  the
Lroadeast day, metading nighttime,
A typical “357 plin would have five
ONneC-MINUIE ANNOUNCEINCHLS in orn-
ing driving time, 15 during house-
wife hours, another five in late alwer-
noon and evening driving tme and
10 between the hours of 7 and 10
pan.

Anatler teative of the new H-R
station vwite card, states Mr. Al
spaugh, v the Rowtion Plau, in
which announcements ace rotaied
throughout the individual  time
bracket.

Adam Young Inc. has been on a
campaign 1o simplify its  station

cirds far three years. Sweve Michein-
ski, executive vice president, declares
that most of the firm’s stations ave
nsing the simplified card.

The Young organization has also
made an ellort 10 enconrage through
its rate card structire greater use of
the whole broadeast day.

I, for exinple, mn advertisee buys
a package ol 12 announceuents a
week itr class A time, 1t is allowed 10
place a third (fonr spots) in class
AN drive times.

My, Machcoiskt declares thac this
has been a very popular feaunure of
e card. 1 encomrages greater use
ol the whole broadcase day, especiil-
ly hours between @ wm, and -4 p-m,,
and it provides a client with a reir-
somitble rate while at the same tume
alfording him u ghanee lor exposure
in the male-donmmaced tafhe hoars.

T'he seven-owned radio stations of
CBS, represented by €GBS Radio
spot Sales, have been i a silnl)li-
ficd card since December 1957, Dick
Lless, administrative assistant to the
CBS vice president for stavion ad-
nnnistration, declares that the card
is as simplified as it can get consider-
ing the talent and personalities as
well as the program  featnres that
these stations have s sell,

Each card generally has  liree
time chifications (A, B and Q)
which are spelled out clegrly at ihe
beginning.  The  individual  time
brackets have been standardized,

The cvd is hroken down oo
three sections: (1) Station  time;
(2) fixed positon and rm-ofsched-
ule mmonncements and  participa-
tons, it (3) special features.

Longcevity discounts are in three
vategories—1 (o 25 weeks, 26 1o 5l
and 52 or mare. There are also three
categories of frequency—I12 to 20 an-
nouncemcnis a week, 21 10 34 and
35 or more. The price is listed i
net cost per unit,

Mr. Hess abserves thar o recernit
wend e the changing of the card
has been away [vom stating the nuim-
ber of days per week for announge-
ments ta the number of fnnes per
week. He also believes that the
paitern 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 Siles. o o o
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WHO radio continues
to dominate
lowa radio audience!

“Voice of the Middle West”
serves America’s 14th largest radio market

URVEYS have measured the lowa radio aud:-
ence for 23 consecutive years. A new 93-County
Area* Pulse Survey proves — as have all the others
-— that 50,000-Watt WHO Radio is again lowa’s
most listened-to station.
Iowa radio families have again given WHO Radio
a “clean sweep” with first place in every week-day
quarster 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 72% (625,000 of 865,350) of the

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

WHO Radio reaches more people, more often
and at /ess cost than any other station or combination
of stations in lowa. 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 a// of lowa plus lots more
with WHO Radio!

*"lowa 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 lowa PLUS!

Des Moines , , . 50,000 Watts

NBC Affiliate

which also owns and operares

| WHO Radio is part of Central Broadcasting Company, I

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

Col. B. J. Palmer, President
P. A. Loyet, Resident Manager
fﬁ' Roberc H. Harcee, Sales Manager

ﬂ—_‘l’?eters. Griffin, Woodward, Inc., Representatives
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EDITORIAL INDEX

JANUARY 1960 — JUNE 1960

ADVERTISERS
Mo. Yr. Pg.
1*Acousticon llcarings Aids  Mar. 60 28
F*Air France Jan. 60 35
T*Champion Spark Plugs June 60 30
Charms= Candy May 60 80
Chevrolet Dealers of Southern
talifornia Mar. 60 7
t*Columbia Pictures Mar. 60 32
2d0.Con Rodenticide Feb, 60 28
t*Dannon Yogun Feb. 60 33
*Fonda Paper Plates June 60 38
T*Frito Corn {hips Apr. 60 22
Gerhard™s of Glen~ide Jan. 60 42
*CGillette Safety Racor Co. Mar. 60 25
#*[lamilton Wateh Co. Mar. 60 30
*1lloward Clothes Apr. 60 26
Kirsch Beverages June 60 60,
[.P-Gas Couneil May 60 89
Motorola Jau, 60 7
Network  Advertisers
(A Listing) Jan. 00 20
Oklaboma il Co. Felh. 60 48
t*Paramount Piciures Mar. 60 32
t* Texaco VMay 60 33
1*20th Century Fox Mar. 60 32
1 United Artists Mar. 60 32
t*Wm. Underwond Co. Jan. 60 7
Jan. G0 32
1%L aiversal-Iaternational NMar, 60 32
t* Western Mineral Produets Co.
Jan. 60 28
AGENCIES
Advertising Council vn Publie
Senvice Apr. 60 91
FEN. W, Mver’s Moecess with
Hamilton Watch Mar. 60 36
BBDO on Bridal Market June 60 68
BBDO on College Market Apr. 60 85
RBDOs Sucvess with \ir
France Jan. 60 35
BBDO on Female Influence
in Automobile \Market Jan. 60 10
Bozell & Jacobs LP.Gas
Couneil Campaign VMay 60 89
Eisaman. Johne & Laws
and Cheveolet Dealers Mar. 60 7
f*Cunningham § Walh's Texaco
Sucess May 60 53
t*Duncer-Fitzgerald-Sample's
Frito's Success Apr. 60 22
Gavdner'« No-Cal Commercials
June 60 60
Grey Advertising on Fm
Market Jan. 60 534
T*Kenyon & Eckhardt’s Under-
wood Success Jan. 60 32
Philip Klein on Stereo Com-
mercials Jan. 60§42
Lovick’s Jenninge on Canadian
Radio May 60 94

Mo. Yr, Pg.
#*\axon's Gillette Success Mar. 60 25
“*Mogal, William~ & Saylor's
Howard Clothes Suceess Apr. 60 26
*Lennen & Newell on 1960
Prospects Jou, 60 19
Needham & Grohmann’s Channs o
Commercials Mav 60 80
Needham, Lonis & Brorhy’s
Oklahowa Oil Commereials Feb, 60 48
*RTEN Radio Sonvey \pr. 60 19
t*smith, Hagel & Knudeen's
Fonda Suceese June 60 38
#*). Walter Thompsou's Cham-
pion Spark P’lug Sueeess  June 60 30
*]. Walter Themp-on on 1900
Pro~pect~ Jan. 60 19
*Thomp~un-Koel'’s 1-Con
Suceess Feh, 60 28
FEWenton's \coustivon Suceess Mar, 60 28
Yardis on Ageney Network  Mar, 60 57
Zakin Produces. Sponsors
Fin Show June 60 70
#*Zlowe Co~ Dannon Yogurt
Success Feh. 60 32
ASSOCIATIONS
N Anmoal Mecting \May 60 72
NAB as Industry Regulator  Mar, 60 15
NAB  Broadeasting in Orbit Mar, 60 15
*N AR Build: Radie with Radio
(ampaign Apr. 60 18
NAR Comvention Foreeast™  Mar., 60 40
NAB Comvention Speakers  Feb. 60 15
NAD Convention listory Apr. 60 70
NARB Conduct Code Jan. 60 13
YAB Editorializing Stndy May 60 7
NAB Establishes haterim
Policy Committee Apr. 60 13
NARS QL E Fellows Dies Apr. 60 13
Apr, 60 100
*NAB 1960 Convention \pr. 60 45
NAB on lHowswe Proposals May 60 19
NAB on Radio Month June 60 57
NAD Radio Month lingles  \ay 60 19
NAB on Fair Labor Standards
et June 60 15
NA} Executive Seminar June 60 18
RAB Arca Sales Cliniex May 60 85
RAB Audicnee Analysis Mar 60 55
*RAB Builds Radio Sales Apr. 60 52
RAIVs Five-Year Plan Jane 60 5
RAB 1960 Forecast lan. 60 50
RAR's Pocket Presentation  June 60 o4
R\AB on Government Regu-
lation June 60 15
RAB Reccarch on Faets of
Radio Life Jan. 60 7
RAB Sells with Sound in 60 Feb. 60 52
RAB’s Sweeney on Radio’s
Future Felb. 60 7
RAB Views on Summer Radio
Mar. 60 7

* Indicates feature length article—t Usc Story

48

Mo,

Radio-Ts Hescarch Counil

and Ethics Propuisal T
*RTES Clinie Preview Fel,
*RTE> Kadin Clinie M
*RTES Rulin Survey Apr,
SBA Heard on Correfis

ledustry Prolilems T Fele
*RA Extimate= 195% Spot

Rusinces Apr.
SRAs Lawrence Wehlh Jan.

SRA See =gt Hadlin Mloving
Up Jan,

Tr. Pyg,
o 3
il 0
[T
o 1%
w15
60 3
ol 1
Al 22

BYLIMES/SILVER MIKES

Boger Bumstead Apr. 6l 537
William Carmody June 1 47
Kobert Day May 60 6F
Wally Erichson © Fel. 0 18
Jue Gans Muy 6l 68
‘lurray D. Lincoln Muy Ay 22
*NMuorray D. Lincoln Muy 60 61
llerb Mancloveg June #0020
Chair IR. McCullough Apr. 60 15
*Danald 11, McGannon Mav 60 57
Victor Seyded Mar. 6 44
Les Towne Apr. 60 36
Lawrence Webl Jan. 60 16
William Wernicke June 00 47
sidney J. Wolf Mar. (il 20
CANADA

CAR's Annual Mecting Mar, fl )
{BC Experiments with Sterco Apr. 60 97
CRBC's Fin Network Apr, bl 97
% W. Caldwell’'s New Radio

Senvice Jan. 60 G
Canada’s Private Network Feh, 6l 6%
Prospeets for Canadian Radio May #0 94
Sunmer Radio in Canada June 50 T2

COMMERCIALS
Charms Candy Fun Commer.

cials May 60 B
*Entertainnent in- Commuer-

cials June 60 42
Jingles as “Full-Time”

Salesmen Apr. 6l B8
No.Cal “Slimmericks” June G0 6
*RARs Award-Winning Com-

mereials Apr, i) 52
*RTES Radio Survey Apr, 60 19
Sell with Sound in "60 Fels, f) 52
Sterevplionic Sound in Com-

mercials Jan, 6 42
“Tiger in Your Tank Theme'

for Oklahoma Gas Fel,. i) 48

FM RADIO
CBC's Fm Network Apr. ) 97
Detroit Fm Houschold Study Feb. 6} 47
Florida Market Study Apr. 0 95
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Mo. Yr. Pg.

Fm Day at NAB Convention May 60 92
Fm: Market for “Class™ and

New Products Jan. 60 51
Low Cost Fmm Receivers Feh. 60 7
Station Survey on Fm Listencr

Preferences Mar. 60 38
Zakin's Fm Show June 60 70
GOVERNMENT
Daytime Broadcasters Re-
quest Longer Day May 60 21

FTC on Threat of Restrictive

Legixlation Jan. 60 1
Frederick F. Ford New FCC
Chairman Apr. 60 13

NAB on House Propusals May 60 19

Payola and Sponsorship Iden-
tification

KRAB on Regulation

Regulatory Legislation
Weighed

Small-Market Broadecaster-
Ask Relief from Overtime

June 60 15
June 60 15

Mar. 60 15

Provisions June 60 15

NETWORKS

ABC’s “Fixed Interval” Plan
Mar. 60 39

ABC’s Pauley Reports Busi-
ness Surge June 60 71

ABC Has High Sales Volume Jan. 60 55
Affiliates Support NBC Pro-

gram Plan May 60 93
Canada's First Private Net-
work Feb. 60 69
CBS Adds Afhliates Mar. 60 59
+*CBS and Texaco Operacasts May 60 53

CBS Builds Daytime Schedule Febh. 60 68
CBS Guide to Station Edi-

torials Febh. 60 15
CBS Operating in Black Jan. 60 55
+*Fritos Network Campaign Apr. 60 22
Hayes Reports on CBS Pro-
gramming Apr. 60 96
Keystone Adds Affiliates Apr. 60 96
Keystone's 20th Anniversary Mar. 60 20
MBS Head on Network’s Role Mar. 60 59
MBS Survey on Community
Image June 60 71
Minnesota Mining Purchases
MBS May 60 93
*Network’s Public Interest
Role May 60 59
NBC Makes Top Management
Changces Feb. 60 68

NBC's Medical Radio System Jan. 60 55

NBC Reports Sales Rise June 60 71

NBC’s Stabile on News Stand-
ards

Network Advertizers (Listing)

Jan. 60 26

*Network Qutlook for 1960 Jan. 60 25

PRODUCT CATEGORIES
+AUTOMOBILE AND
ACCESSORIES

*Champion Spark Plugs June 60 30
tAUTOMOBILE DEALERS

Automobile Dealer Jan. 60 49

Feb. 60 51

Apr. 60 91

Mar. 60 39-

Mo. Yr. Pg.

June

Usedd Car Dealer Apr.

60
60

tBANKS AND SAVINGS

Fl.'] 1

~avings Bank

TBUILDING AND
CONSTRUCTION

Home Builder Jan.

June

*Zonolite Success Jan.
fCLOTHlNG

Shoe Store Feh.

tDEPARTMENT STORE

Dept. Store Feb.
Five and Dime Store Mar,
Globe Dept. Store |'wex

Radio June

60

60
60
60

00

60
60

0

tFOOD AND BEVERAGES

Beer Di-tributor

*Frito Corn Chips

Milnot

*['nderwood Deviled Ham

{FOOD (RETAIL)

Supermarket Jun,

1FURNITURE AND
FURNISHINGS

Rug Company

Apr.
Apr.
June
Jan.

Appliances
Sewing Machine

May
Mar.

60
60
60
60

60

60
60

tJEWELRY AND WATCHES

* Hamilton Watches

tPUBLICATIONS

McCall’s Magazine May

tREAL ESTATE

Realty Co. Mar.

TSHOPPING CENTER

Mar.

60

Shopping Center Apr. 60
fTRAVEL AND
TRANSPORTATION
*Air France Jau. 60
tMISCELLANEOUS
Auto Garage May 60
Turkey Farm Jan. 60
*Hearing Aids—Acousticon  Mar, 60
House Traiters Mar. 60
*Movies—Industry Wrap-Up  Mar., 6C
*Paper Plates Fonda June 60
Restaurant June 60
*Rodenticide—d-Con Feb. 60
PROGRAMMING
Balaban's Active Monitoring
System Feb. 60
CBS Builds Daytime Schedule
Feb. 60

* Indicates feature length article—t Use Story
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81
91

51

91

63
32

19

June 60 63
tHARDWARE AND APPLIANCES

84
54

36

8t

54

91

&

84
19

54
38

28

-1

68

Mo, Yr. Pg.

CBS Guide to Ntation-

Editorials Feb, o) 15
Hayes Report~ on CBB» [Pro-

gramming \pr. 6) Y6
KVMOXN Afterncon Talk

Format Mar, 60 7
NBC'. stabile on News

Standard- Mar., 60 39
*Program >ervices Feh. 60 36

Apr. 60 32
*Public Service Programming  May 60 24
RTES Radio Survey Apr. o 19
PROMOTION
SALES TECHNIQUES
MERCHANDISING

Avery-Knedel’s I'romotion

Report June 00 66
*Blair Group P’lan June 60 31
*NAB Builds Radio with

Radio Apr. 60 18
NAB Radio Month Jingle- May 60 19
*RAB Builds Hadio Sales \pr. 60 32
RAB’s Pocket Presentation  June 60 64
Radio Month May a0 7
Radio Month Activity June 60 57

PUBLIC SERVICE

Advertising Council «n Public

Service Apr.
*Agency Stuke in Public

Interest May
*Community Service May
*Editorializing May
*Effective Public Service for

Advertiser May
“Live and Learn” Public Service

Campaign Fel.
*Lincoln on the “Hidden Revo-

lution™ May
*McGannon on Radio™s Role  May
NAB Editorializing Study May
NBC Spot Measure: Role of

Public Service Program-

ming Mar.
*Networks in Public Service  May
* News Activities May
Petry’s Public Service Study May
Public Service Efforts Mar.
Radio Developing Editarial

Viewpoints Feh.
*Radio in the Public Interest May
Taft Washington Bureau May

+*Texaco’s Metropolitan Opera May

Voice of Democracy Contest
Winners

Feb.
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*Equnipment on Display Apr.

Radio Set Production
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Katz on National Spot Radio
Costs Febh.
Low-Cost Way to Boost Sales Mar.
Rate Cutting Charges June
sinclair’s Sight Draft System June

Spot Radio Moves Up Jan.
SRA Estimates 1939 Spot
Business Apr.

60
60
60
60
60

60

33
19

17

40



™ Hartford - D]

{CONNECTICUT)

IN Kansas City- )

| N Los Angeles-

1 {SPANISH LANGUAGE
I MARKET)

San Francisco -

| {SAN MATEQ)

% TOP RATINGS IN
AUDIENCE

| S MORE LISTENERS
| PER DOLLAR

+ SPONSOR PREF.
| ERENCE AFTER
1 TRYING “BOTH™

STATIONS

| WGY captures

INDEX (Cont'd)
RESEARCH
Mo. Yn Pg.
BBDOs College: Marken
Study Apr. 60 83
BBDO on Bridal Market June 60 68
Facts of Radio Life Jan. 60 7
Female Intluence in Autome-
bile Market Jan. 60 10
Florida Fm Market Study Apr. 60 95
*Ilow to Conduct a Mail
Sunvey Apr. 60 29
Listening Habits of Druggi-ts
and Grocers June 60 T3
Nielsen Coverage Study May 60 7
Nielsen on Radje Audjence  May 60 96
Pulse/Adam Young's "Adver-
tiser Area® Measurements  Mar. 60 61
1*ulse on Country Music
Stations Jan. 60 7
Fulse on Out-of-Home Fixteh-
ing Feb, 60 70
Pulse on Qualitative Re-
~carch Apr. 60 98
Year of Radio Research Jan. 60 50
RADIO SERVICES
s, W, Caldwell’s New Radio
A Service, Canada Jan. b0 56
RUG [ Copy Translated to 50 Lan
LA ruages \Mar. 60 51
: [ | NBC Radio Medical Sevviee Jan 60 7
MO Jan. 60 55
1. R. Production’s Stervo-
plonic Sound Jan. 60 12
*What's New in 'rogram
. I Services Faeh, 60 36
Apr. 60 32
Ing listeners

“personality Programming’’ attracts them and
keeps them tuned to your message all day

50,000 Watits ® NBC Affiliate * 810 Kilocycles
A GENERAL ELECTRIC STATION
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Tuppier-to- Kaster is a fanoue double-
play connbination in WEGY-land  and
no wonder. “Typ's™ ability 10 inter
pret weather jargon and make it use-
ful helpe thousands of repolar listen
ers plan their day, Herh Koster’s
“sport> Spotlite.” shiping nightly, is
“must”  lictening for sport~ fans,
Herl adds meaning to scores and
results by intersiewing the g and
small names who make <ports news
lierh and Tup ecapture h-ieners

and WGY persomnality programming
keeps them listening all day with
~tafl specialists in home, news, mnsic
and farm-fare.
WGY can get
resnlt~ foy vour
mes~age  {rom
special  or  mass
audiences. Let
WCY piove its
pulling power to
yvou. Contaret
Henry 1. Cluistal

Co. or WGH Serving Northaasterr

Sehenectady, New Yark 9nd

N Yu Western New England
982-17A
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Radio Seis A New
Mark for Breadith 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
ol 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
ta their regular posts with the satis-
faction of knowing that they offered
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therr listeners what was undoubtedly
the most comprehensive and comn-
plete coverage ever given to these
colorful and important events. This
coverage ranged [rom 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
o help defray the wremendous ex-
pensc 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 unlolded, Rem-
inncent of the golden era of news
papers, the news deparunents of the
networks each were able o point to
a number ol news “beats.”

CBS assembled a sk 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 procecdings. The 23-man news

51
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team wirs headed hy Robert Trout,
a vewran ol five national political
couclaves.

NBC reports tliat s tonvertion
crew numbered some 350 persons,
with the on-air duties divided among
33 news correspondents. In briefing
the network’s news personnel prior
to the conventions, Robert E, King-

MINNEAPOLIS
ST. PAUL

Adventures

ner, NBC presitdent, outlined a
three-point policy to be lollowed. He
saud, "We are determined to give the
most complete coverage ol the con-

vention. As a public franchise me-

Hum as well as a news medium, it
iv our jobs to prepare the public
through this coverage. We want the
hard news and we want i ficst, How-

N

DIAL
10 OR100

in

Better
Listening

* Average 14 hour share of audience—six a.m. to six p.m.
Monday through Friday—March-April NSI, Metro area

William V. Stewart,
WPBC President

Broadcast Time Sales

National Representatives I

cver, L would rather be beaen five
times than have one wrong story.”
tHe also stressed the need tor respou-
sible interpretation of the news.

ARC states that it devoted more
than 40 hours of coverage o the
Democratic aid Republican weet-
ings. With its news team headed by
John Daty, the network mide use of
the time ard tilents of over 850 stafl
mentbers. And like other networks,
ABChitilized the Luest electroniic ad-
vances (0 provide flexible and speedy
coverage of the oflten last-breaking
and  widespread stories. These in-
chuled microphones ranging in size
Irom six feet long to threc-uarter-
inch lapel models, and radio anten-
nas in sizes from 12 wmches o #0
leetr long.

MBS originated 1] of its duily 36
fiveaninuge newscasts divectly {rom
convention headquarters for 15-kry
periods spanuning boih conveutious,
The network says that it aired cvery
part of the oflictal action on the con-
venuon floors, in additon 10 cover-
ing other  devefopments  as  they
broke. "The 15 Mutual newscasters,
with George Hamilton Combs act-
ing as anchor man, were supported
by the cfforts of approximately 100
staffl members and four senjor news
anmalysts froin Newsweek magazine

Local Coverage

Both in tlie scope of their corer-
age and n the anount of ume and
attention devoted 10 the conventions,
the cumulative cfforts 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 . S
RADIO.

WTCN Minneapolis provided s
listeners with first-hand accounts of
the activities of the Minnesota dcle-
gation. Shcldon Peterson, the sta-
von's news director, and Bill Rob-
erts, head of ithe WTCN Time-Life
Washington Burcau, provided this
coverage.

WWDC Washington, D, C, re
ports that it offercd cxrensive cov-
crage of both conventions. In addi-
tion to reporting the conventions
while they were 1in session, the sta-
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tion alvo carried [requent daily ve-
ports on the activities ol Maryland,
Virginia and  District  delegations.
The station aired a 45-minute doc-
umentary on past Republicin con-
ventions prepared by Westinghouse
Broadcasting,

WQXR'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. Commentary was provided by
Harrison Salisbury, Puliwer Prize-
winning reporter of the Times. Mr.
Salisbury was assigned to cover the
events exclusively for radio.

In additon o carrying network
coverage, members of the Westing-
house DBroadcasting Co. station
group also state that they aired spe-
aal reports [rom a 20-man staff or-
ganized for the two conventions. The
WBC efforts were aimed at provid-
ing loeal angled stories, and [ollow-
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,

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

The Triangle Stations had its own
team of reporiers on the scene 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 1o have Alabama’s Secretary
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of  State telephone long-distance
beeper phone reports each day dan-
ing the Democratic meeting, with
news ol particular interest 1o listen-
ers in that area. The station also
carried daily telephone reports trom
a member of the Governor’s stall.

KMPPC Los Angeles ook advan-
tage of its being based in the site of
the Demaocratic convention to pro-
vide its listeners with strong local
coverage. According to the station,
its 24-man news staff covered the
final 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 traflic 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 lrom the
University of Pennsylvania o lw-
nish news and commentary on events
of local interest.

WIR Detroit reports it assembled
its 10-man stafl w provide coverage
lor lListeners in its arca. Featuring
Jim Vinall, the station carried an
alternoon program called Conven-
tion Caucus, and a review ol the
eveuts of cach day was provided on
an evening report called Convention
Roundup.

Hlustrating the widespread inter-
est in the American national politi-
cal conventions, WRUL New York,
a short-wave station, covered the
Democratic and Repablican events.
Approximately each 30 minntes the
station included a fiveaninute sum-
mary ol the proceedings in Spanish.
The station reports that these sum-
maries were offered for re-broadcast.
ing to many Latin American local
stations  which arve affliated with
WRUL. ¢ o ¢

—_— .

‘ Editorial
|

I.eadershiE:

radio’s best way: to build
communily respect and sales!

WTRY

Radio has proved itself to be America’s
most ellective advertising medium.

Less rccognized, but coming to the fore,
is the fact that radio is just as powerful as
an editorial mediun,

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

American cities todav 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
WAVZ and WTRY.

Turned a pig farm into a2 300 familv

WAV Z -

; NEW HAVEN, CONN., -

DANIEL W. KOPS, President
WAVZ

housing project.

Urged federation of all local fund rais-
ing. Ncw records were established in re.
sultant drives.

Redevelopment of downtown Dusiness
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 WTRY and WAVZ, bigger audi-
cuces and sales.

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

*WTRY

ALBANY, SCHENECTADY, TROY, N. Y.
WAV represented by George P. Hollingbery Co., Kettell Carter, Inc. (New England).

i WIRY represented by John Blair & Co.
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commercial
clinic

How to Get Jingle Impact
At Production Line Prices

Fhe coneept of mass production has
comie to the singing commercial. Fo-
day, a growing number of irms spe-
ciatize in high volume production ol
low cost commerdials, As a rosult,
namy small independent advertisers
throughout the country are now in
the position 10 use penonalized jin-
gles over 1he local radio strtions, at
prices within their budgets.

How can a company do itz s an
exitmple, Mort Van Brink, president
of the Jingle Mill, an outhit which
has produced over 12000 jingles in
the past three years, explains how
his organization works,

"We have about 608 pre-recorded
tapes on file from which jingles can
be drawn. When we receive an or-
der for a jingle, we are provided
with a data sheet from the advertiser
listing the salient copy points and
anv additional infonnation he would
like to include. Fle abo wells us the
1y pe of music he would like, whether
it be a waliz or a cha cha cha, When
available, we can pick the music
from our hles. Or we write new mn-
sic 1o ht the situation. In the late
case, the jingle goes into our file of
pre-recorded tapes so that the music
cm be used again.”

Working on this basis, writers at
the Jingle Mill can produce as many
as 15 1o 20 commerdials a day (and
will probably fnish 10,000 jingles
this year)., As a result, a single jin-
gle, with five voices and a 30-picce
orchiestra, can be sold for as lutle as
=68. \ package sale can bring the
price down to $t8, depending on the
size of the market. The company,
says ity president, can present a com-
pleted jingle within 2} days after the
order is received,

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

o

the oviginality of the mmusic in a jin-
gle. *T'he main job of a commercial
is to sell,” he says. *“The effcciive-
ness of the jingle depends not so
much on it originality as on its
memorability. One piece of music
can be used to sell several types of
products. For ceximmple, a march
might be just is appropriate for an
ice creane product ov a4 men’s toikeury
line as it could be for a sporting
event or a political cmdidate. We
might be using the same music o
four ditlerent products in four difler-
ent sections of the comntry,  Each
commerdial will be doing an cffec-
tive job so long as the salient points
are included and the music can be
casily identified with the product.

Custom-Tailored

“The lyric, on the other hand,
muint be custom-tiilored o 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 becomes more per-
sonally identificd with the sponsor,”

Naturally, an advertiser may win
to know whether any other finn in
his area will be using the same jin-
gle. For example, a supermarket
may not want its mme linked 10 a
jeweler selling to the sime tune in
the same city.

To prevent this from happening,
the Jingle Mill uses a coding system
which eliminites 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 plotied on a map of the
United States. When a jingle is sold,
the area in which it will be heard is
dirded. The company then knows
that it cannot use that music for any
other advertiser or any station whose
listening area falls within the circle.
As the tune is ordered by advertisers

in diflerent sections of the country,
the circled areas progressively cover
the map. When the entive country s
covered, the tune is reured,

Work Through Stations

While some of the Jingle Mill'
commercialy are done for advertising
agencies and  regional  advertisers,
maost of the selling is done throngh
racio stations. “We have six sales
men  covering stations  throughout
the country,” My, Van Dirink says
“Generally, we contract with s sta-
tion for a given number of commer-
cials a year, ‘T'he station then poes
out to potential sponsors, witl yie
ple tapes in hand, w wy and sell
time with the concept of a pemson-
alized jingle as a selling point, When
he has interested the advertiser, he
collects the necessary data i sends
the ovder on o us 10 be created and
produced.”

A good part of the business is de-
voled 1o sarvicing focal advertisers,
according 1o Mr. Van Brink, An.
other portion ol the work consists of
producing station identihcations for
the stations themselves. At present,
virtually all of the 1,000 to 1,200 sia-
tions with which the Jingle Mill is
working, have had musical identih-
cations created by the firm,

“I'his is an arex in which prowma-
tion-minded  stations  have  been
greatly expanding their activity,”
My, Van Brink states. “Afeer all, ra-
dio stations are continually pointing
up the importance of advertising as
a sales ol. By the same token, aid-
vertising can promote the statjon's
own image i the minds of listeners.
I belicve that more and wmore sla
tions arc recogniving that they
should have the same high standarils
in material used to promote their
images as their advertisers demand
in commercials designed to sell their
products or services.” o o o
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WBT...FIRST AS ALWAYS, IN PULSE"

First every Monday
to Friday period
in the Prime
25-county
Charlotte

Marketing

Per cent -

GREATER

WBT averaged 57 per cent greater share of audi- r
ence than its nearest competitor in the Monday to
Friday ratings. Proof once again that WBT, serving

CHARLOTTE

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

authority in the Piedmont Carolinas.

*The January, 1960 Pulse

JEFFERSOXN STANDARD
BroapCasTING COMPANY

50,000 W wath

REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES

U. S. RADIO « August 1960 55



HOMETOWN U.S.A.

station log

> News:

Radio stations across the conntry re-
vaitly loumd themsclves making the
riews while reporting it

In New York Cin. police were
tricking down sispeeis dnir recent
double slaving by bheer boule when
a Hp came (rom npstate newsimin
Michael | Morga, WELM Ehaira,
Mo Morgan hid exmmined an Asvo-
ciated Press repoit ol the Queens
stving when he van acios two leads
thatt looked like a local angle. .\ note
near the bodies 1elerred 1o a pavole
bomd. .\ beer boule was the marder
weapon. e vedalled thac an Elavivi
inan had vecentdy been réleased I
New Yok State Parole Doard alwer

serving 17 ovears for second-degree
murder. The victim had been shing
with a bhioken beer hottle,

David Froh {center), manager, WILS Lansing,
Mich., presents annual station award to ouf
standing radio-tv seniors at Michigan State.

Officials get “Private Eye" cards from Dub
Murray [eenter] KLUE Longview, Tex. Cards
en.‘tle listeners o win cash prizes for news tips.

Mreo Morgar welephoned an AP
staller in New Yok Ciny, who con-
tacted police. The eosuing mvestigi-
tion brought a confession from the
ex-conmvict, plus praise for the police,
press aad radio cooperation  trow
New Yok Police Commissioner Ste-
phen P Kennedy,

WSGN Binminghains - “Night
Owl™ dise jockey got a news tip rom
a stranger who elephoned tha all
the prisonets had sawed  thewr wary
out o Fuairheld jaj). He called the
Jul e verily the report. The ofheer
in charge went 1o check s prison-
ers, lound them missing, WSGN'S
cong lusion: Tlie nnidentihied caller
must have been an excaped prisoner,
stnce the jail was unaware that a
break-out had occurved.  trpmy of
the ~storv: WSGN's news slogin—

“When news bieaks ont, WSGN
breaks n.”
In A, a0 WSB newsnman

helped o vecover an escaped prison-
er. While on valhe pagvol duty in
the station helicopter, I'ed  Hligh-
tower lieard police broadeast a look-
ot lor o prisoner escaped from a
work detatl k. He mnned dhe
lielicoprer toward the scene, spoted
the prisoner and  alerted  police.
While the helicopter hovered ove
the prisemer, patrol cars Tushed 10
the seene. AWSB reports that the pris-
mner wias in custody hive minuotes
after the first police bulletin.

» Programming:

WIW Cleveland, in Jine with its re-
cently installed  “beautilnl  music
radia™ lorma, accepts omly 10 spon-
sors per hour, with spots running i
thiee dusters, according 1o Manag-
ing Ditector James E. Bailey, Popn-
lar albann music progravmning has
brought about this commercial pol-
icy, aid Mr. Bailey repors that ve-
spanse [rom advertsers has vesulted
in  many new accounts.  Another
Sworer  Broadeasting Company  sta-
tion, KGRS (formerly KIPOP) Las

Angeles, Inn followed YW AW wir
(o populm  albwn ‘ln‘ugr;lmlning:
RGBS pragiams music throughout
the day, interspersed with news oun
the hour, headlines on the hall howy,
Morning selections arve lollowed with
tine, weather and jralhe reports,

Jazz comes 18 hows a day 1o San
Francisco on KFEP-FAL. The str-
ton lormerly operated as KPUP-
FAL carrying show tunes, jazs, sports
and chauer. Audience response 1o
177 was so high, according 1o owner
Frankhin Mieuli, that lie swite e
o all-juss. 1i¢ explains that San
Francisco has long been vecognised
as the cener ol Nevdcnd Jags ae
ll\ll‘l{'.

» Public service:

In e ellakt o prevent ustlhe aca-
tlenmts over the coming long Labar
Day weekend, stition KTRE Lul-
kin, Texas, will man an “Operation
Deathwich™ collee booth., KTRE
tried this approach o wathe safery
during the Independence Day week-
e, serving coflee, wilk, solt drinks,
rolls. and cookies free to holiday
motorists. Approximately 3,000 per-
sons visited the collee haoth during
its  G0-liour  operation.  Success of
the hooth was noted by the "Fexgs
Department of Public Salety, which
had predicted 27 wafhe deaths: oily
three minor accidents asnved Uie
holiday in the six counties sinrround-
ing Lulkin. Relreshments lor “Op-
eration Deathwateh™ were «amated
by local business fims,

WCAU Philadelphia recently
aired a2 onehour documentary on
alcoholism s mark the 25th annd-
versiry ol Nlcoholics  Anauymaus.
Tite ol the program wis "One
Deadly Drink,” a relerence 10 the
onc dsink that plten makes the dif-
Terence berween o drunk aud an
alcoholic. Part ol the program was
devoted 10 gase histories, the e-
mainder to connentary by medlical
authoritjcs. o o %
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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.
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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 i! is compelent to serve lhe
buyers’ needs!

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
vour representatives or general promotion (and your
competitors’) have made in the past -but how well are
vou selling them now?

With competent Service-Ads in SRDS

YOU ARE THERE
selling by helping people buy

5225 Standard Rate & Data Service, Inc.

the national authorily serving the media-buying functzon

C. Laury Botthof, President and Publisher
5201 OLD ORCHARD ROAD, SKOKIE, ILL., ORCHARD 5-8500

|m9A|ﬂj]

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 heing gathered by
the Broadcasters’ Promotion Associ-
ation from its 1960 membership
drive, launched carlv this summer,
The BPA mailed an ilustrated fold.
er {o some 1,300 radio and television
stalions throughout the continental

We have the . ..

United States. The lolder was Lauter
sent (o promotion managers of sta-
tions in Hawati, Alaska, Puerto
Rico, Guam, the Virgin Islands and
Canada.

Kennetly F. Chernin, promotion
directar for Triangle Stations and
A membership chairman, states
that “approximarely 00 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 WFBL leadership! Make a persemal survey of
station programming in Ryracuse—In telephone. Call WFBL col.
lect at any time of dav or night 1o hear the lice hroadeast of the
moment by any or all stations. We think vou'll agree with local
listeners angl advertisers: the most enjoyable good music, the besi
news reporting in Central New York is heard on WFBL, 1t delivers
the audience vou want to sell. Listen. compare. Prove it to vourself.
Phone HOward 35631 collect. Ask Tor Sponsor Listening Serviee.

WEBL RADIO

FIRST IN CENTRAL NEW YORK
5000 WATTS DAY AND NIGHT

Represented nationally by
George P. Hollingbery Co.

a8

telfevision promoftion managers, plus
promotion specialisty with advertis.
ing agencies, advertisers, station rep:
resentatives  and  tride  miagazines
are curyently enrolled in BPA

As a mational organization de
voted to upgrading standards of
Inoadcast, prmno;ion, “BPA ln'n\'i(lcs
the tools for all of us to do a better
promotion joh,” says My, Chernin.
“Our current membership campaign
is designed to call BPA's advantages
to the attention of those engaged
in broadeast promotion who are not
now members ol the association.”

Copics of DH\'s. new  folder,
“What It Docs, What 1t Offers
YOU,” are avatlable from BIPA,

Robert W, Sarnoll, chatrmanr ol
the bourd, NBC, will be the keynote
speaker it BPA's fifth amnml con-
ventionr, November 14-16, in New
Orleans. B3N President, Gene
Goxlt, armnounced drae the conven-
tion will stress practical “how-to”
sessions instead of formal presenta.
L1O0ts,

Station Goes to Resorts;
Boosts Summer Listening

WOWO* Fort Wayne is [ollowing
listeners 1o the Takes this summer,
via special anaritime mobile unit
named e “Summer Sizzle Surrcy.”
The “surrey’ is actually a red and
white sports car which voims the
highways md by-ways in the lake

regions of northern Indiana and
southern  Michigan,  Dromicasting
stinnier “specials” 0 WOWOQ's

audience,

WOWO Lrbels these special re
ports summer “sizzlers.”™ A recent
“sizsler” was a Dbroadeast of the
WOWO “Beach Ball” lronr Lake
Jamnes, where 12,000 vacationers par-
ticipated in weekend festivities.

Listeners “on the go” wmne in for
special weather and fishing reports
broadcast from the unit. Traveling
companion for WOWO announcers
is Miss Kari Aldrich, who appears
at Jocal events as “NMiss WOWO
Summer Sizzle.”

To inform representatives and
agency men of the pmmmion,
WOWO mails cook-our equipment
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periodically. The Kick-ofl  muler
was i pair of barbecue HILLLS.

New Pencils Carry Station’s
Call Letters Back to School

Pushing pencils is wn activity not
recessarily canfined to office work-
ers. Station KFWIB  Hollywood.
Calif., has jumped into the pencil-
pushing business by exchanging
new—call lewer imprinted—Ifor old
pencils from school children.

Old pencils go to schools in coun-
tries where the pencil supply s
short. According o the station. Hol-
lywood students sent in 15.000 pen-
cils of every size and description
during the first week of the promo-
ton. Meanwhile, the station esti-
mates that youngsters will be push
ing 50,000 special KFWB pencils iu
classrooms next month,

Spills and Skills in Water Ski
Show Attract Spectators

The “wighty” Mississippi River was
recently the stage for a free water
ski show along the rwer bk in
St. Louis. Station KMOX* co-spon-
soved the altair for the third swraight
year in response to the requests ol
many of the station’s listeners, ac-
corcding to Robert Hyland, general |
manager. KMOX cooperated with |
Downtown in St. Lottis, lnc., 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 au ideal attraction for families in
tural Missouri and IHinois to drive
to St. Louis for a weekend of shop-
ping and sight-secing.

Vancouver Station Sparks
Tourist Trade with Stars

Singer Frankie Laine appeared as
special guest recently in the CKWX
live talent show, opening event in
the weck-long “Salute to Tourists”
celebration in Vancouver, B. C.
Singer Lanre 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. o o o

*Denotes stations who are members of |
BPA {Broadcasters' Promotion Association) |
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“ . make the workday a real delight!"
A.E.A., San Diggo

*... lucky day when | turned the dial to

KBIG. You bring the best that can be found.”
Mrs. ). 8., Granada Hilis

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

your advertisements. | like your planned programs

with an idea behind them that eliminates monotony.”
Mrs. D. A., Long Beach

* _.lested the new approach exclusively
on KB1G. Response was immediate and unmistakable
... proved indisputably that Southern California

people listen alertly to Radio Catalina.”

Robert 5. Suttla
Yice President & Sales Manager

Arrowhsad Puritss Water Inc.

.

M MEPORTS

SPONSE

performance-rated

...365 days a year. And by people who really count! Listener letters and spon-
sor reports daily endorse (in depth) the popularily and sales power of FRESII
AIR programming. .. an unaided. unsolicited sampling of the attention and
respect your advertising gets from a responsive, high-income audience every-
where in Southern California . Isn’t this, after all, also a reliable indication of

profitable radio coverage?
Radio Catalina 740 ke/10,000 watts
Y = A6

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

NATIONAL REPRESENTATIVE: WEED RADIO CORP.



( NEWEST IN A
COMPLETE LINE OF

RCA TRANSISTORIZED

AMPLIFIERS

F

TYPE
BA-34A

10-WATT

MONITOR
AMPLIFIER

requires only half
the space—
30% of power

Here's a compact monitor
amplifier with overall per-
formance cqual to carlier
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.

Write to RO\, Depl. K-337. Build-

ing 15-1, Camden, N.J_ In Canodas

RCA VICTOR Compang Lid.,

Muonireal. Alzo azk ahout B \-26

Turntable Preamplifier, BN-6.A

Kemote Amplificr; alvo caming . . .

a nex rmmall Preamplifier BA-3),
and Program Amplifier. BA-31,

RADIO CORPORATION
of AMERICA

Temk(s) &

(75—
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{. HOMETOWN, U. §. A.

radio
registers

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 ) R i e e 5 2 O

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. €. Pernney
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) fram

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 ons
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. l

___________ ' CAR DEALER e
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 aof 3JBE
hours of air time.

L T T L T e e N N e L L L T L L K oy gy
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report from RAB

Retailers Urged to Prepare
Back-to-School Campaigns

Back-to-school selling—thanks 10 an
expandmg economy and a baby
boom that started in 1916—will be
bigger than ever this fall. .\ nation-
wide survey by Fairchild Publica-
vons finds the majority of retailers
bullish on  back-to-school — many
forecasting gains of 10 percent to 30
percent oyer a record 1939, the RAB
reports.

Back-to-school selling, whicly has
already broken big in most sections
of the U, 8, covers a considerable
ringe this year. Retailers are ont to
sell clothing, liggage, radios, hi-fi's,
stationery — vou name it —to {he
country’s 47 millhion returning schol-
ars and their proud parents.

Becausc ot three iniporl;ml faciors
affecung back-to-school selling, RAB
considers radio ““the medinm best
equipped o sell tlis record market
of young people and their parents.”

The bureau recently released a
four-page newsletter — “The ABC’s
of Bigger Buck-to-School Business”

—whicl i1s or will soon be in the
hands of thousands of local mer-
chants. This newsleuer (ells reail-

ers: “To get vour tull share of this
big potential, your back-to-school
advertusig must meet all these re-
quirements:

“A. It must select the right andi-
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,

egy proposed by RAB,

=—=RAB’S NATIONAL SALES TREND OF THE MONTH=—

A series of RAB calls on oite of the nation's largest food pro-
ducers resulted in their requesiing bureau cooperation in a one-
ntarket 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 accepred. The
campaign is currently on the air. While radio’s share of the
budger is comparatively small, it gives radio a foot-in-the-door
with a major account that has been inactive in our mediuni over
the last few vears. 1I the test clicks, the RAB says, we will shoot
for many more of their products.
mg brewers, who recently moved into the East for the first time,
s now on the air in four key markets, following the exact strat-

B. You must break your cam-
paign by mid-suwmmer. This is pre-
cisely the season when some adver-
tising media sufler sharp dedlines,
are read and watched by far less peo-
ple than at other times ol the year.

“C. Your adverusing nmst be eco-
nomical. e to the crush ol com-
petition, you've got 1o hit nmore peo-
ple for less mouey. You've got to be
able 10 sustain a heavy advertising
push through the entire back-to-
school selling season.”

RAB states: “Radio is the only
mediuni which fits all three of these
specifications exactly.”

The important point that “radio
covers all vour back-to-school pros-
pects” is documented with a report
on the extensive radio listening of
both pavents and young people. Ac-
cording to the newsletter, “Parents
of sub-teens and childven are often
under 100 Radio’s impact on this
vounger paremt has recently becn
surveyed  in o six major  markets.
These sidies showed:

“95.6 percent of young homemak-
ers with childven, and 911 percent
of young men (25-35) listen wo radio
every week.”

The newsletter reveitls the
depth and intensity of teen-age radio
listening. It quotes Dr. Ernest Dich-
ter of the Institnte for Motivaton:l
Research, who called radio an “enor-
mowsly effective medinn lov rveach-
ing the teen-ager market.” o o o

also

... One of the nation’s lead-
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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 am. to midnight.
(Pulse, Hooper, Nielsen)
REACTION: People listen . . . peo-
ple hear . . . people huy!

MORAL: Get greater sales action
through listener reaction, on the
NEW wCoL!

CAPITAL STATION
COLUMBUS 15, OHIO
1230 AM 24-hours-a-day-broadcasting

323 Fi = ( E.,:\ Represented by:
robert e. eastman & €0, .

THE NEW

ONE OF THE WORLD'S
DISTINGUISHED RESTAURANTS

-
I

VOI/IN

575 Park Aventie at"673 rd St.
NEW YORK

LUNCHEON
COCKTAILS
DINNER
SUNDAY.“BRUNCH

Open- seven days a week

BANQUETS & PARTIES
Credit Cards Honored

For Reservations: Miché&l,

TEmpleten.8-6490




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
youkeep...

ONLY
ON CBS
RADIO

62

report from

representatives

Representative Broadens Scope

Of Local Market Information

A growing mumber of manufacinrers
are becomning increasingly aware of
the importance of the fact that every
national or regiomal product is even-
il sold locilly, and subject 1a
most of the conditions peculiar to
each mdividual maker. As o resule
of the acceprance of the theory that
“all business is local,” many firms
icreasingly are turing pare of the
1esponsibility for placing campaigns
for nattonally advertised products in
the hands of Jocal distributors and
hrokers.

Radio’s ability 10 make nationally
distributed merchindise a “member
ol the family” has long ceased to be
a matter for discission. However,
with nagonal advertisers becouting
iciensingly conscions of local mar-
ket problems, stations and represen-
ative firms are expanding the scope
and depdr of the individual market
dat and  mechandising  assistance
that they arve making aviilable 2o ad-
sertisers and their agencies.

New Operation

s an example, on the West Coast
the firm of Felus. Dove/Dever, Can-
non, Inc, Seaule, recendy added o
marketing division to ity operation.
In discussing the cmergence ol local
distributors and brokers as “comsnlt-
ants i the placing of compaigns [or
nationally  advertised  products,”
Hugh Feltis, president of the firn,
says, “we leel that lie interests of
stations i best be served by pro-
viding these brokers and distributors
swith markeding and merchandising
counsel tailored 10 their specific sales
and distribution areas.”

The marketing division, according
1o Wynn Cannon, vice president,
marketing services, concesnrates on
acquainting  the mlvertiser o his
ageney with the specific individnal
qualities of o wmrket as it relates o
the product. In ovder 1o obtain local
data that is accuraie and avoids gen-
eralities, Mr. Cannan says, Feltis/
Dove/Dever/Cannon: maintaiils a

marketivg im0 stidy e moves
ment of givew praducts in specified
uriarkets.

“He works dlosely with local bro:
kers and  distributars, gathers first-
hang imformation: Retil price, in-
store displays, turnover, comparative
siles figures, brand image. Thus,”
it is pointed out. "he gets a realistic
picture of the produet “personality’
necessiny fo determine an effective
sales approach.  His information is
coordinated by the marketing divi-
ston’s stafl, The results are then pres
sented in a brochure 1o the advertis-
1 or his ageney.”

When  the  on-the-ait campaign,
stiarts, it is explained, the local sta-
tions stafl uses the warketing infor-
mation hrom the representative (o
support  the commercial - messages
with intelligent merchandising aids
wo the vetatler. For exoample, during
a recent campaign for a national
rand it Yakima, Wash,, v station
rcceived coaperation lrom nine S
per Duper supermarkets, two i.ay-
nun  markets, three Serve-Ul's, en
Thriftway supermarkets imd four e
dependent grocers. Many steres gave
viewspaper ticsins.  Leuers wr 125

stores m Yakima and surronnding -

cities reveived good response, and co-
operating stores were contacted for
tag-line informaton, according m
Mr. Felus.

Important Link

The firm considers its new miarket-
ing division an important link in
the distributioit ol goods from. the
manulacturer i the consumer. A
station in the small-to-medinm re
gional market, Mr. Feltis explains,
is the adverusing mnedium closest o
the consumer  before  point-of-pur-
chase display. The current market
giata from the representative, gath-
ered by local people with first-hani
knowledge ol their markets, helps
the station to play a larger part in
moving national producis [rom store
shelves 1o honics. » o o
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