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35 CENTS

g . K08 .... Albugquerque
L WSB ........... Atlanta
WGR .. .......... Buffalo
WGN ........... Chicago
WFAA .. Dallas—Ft. Worth
WKMH .......... Detroit
KPRC ....... . Houston
KARK .........Little Rock
WINZ ............ Miami
WISN ........ Milwaukee
KSTP .Minneapolis—St. Paul
WTAR .......... Norfolk
KFAB ........... Omaha
WIF ... Philadelphia
KPOJ .......... Portland
WIAR ........ Providence
WRNL ......... Richmond
KCRA ....... Sacramento
WOAl ........ San Antonio
KFMB ......... San Diego
KOBY ......San Francisco
KMA ... ... .. Shenandoah
KREM ......... Spokane
WGT0 , ...Tampa—Orlando
Koo ............ Tulsa

He may be holding the baby, but radio is holding him! Radio-listening
is the great American habit. Multiply all the hours spent at it every
day and you’ll know why Spot Radio pays off BIG for advertisers!

Radio Division

Edward Petry & Co., Inc.

The Original Station
Representative




J @J @j Q the family board of directors...

These days, more and more family purchases are voted on by the entire
“board of directors” — mother, father, sister and brother. To reach this
select group, make sure your schedule is included with other discriminating
advertisers on the Meredith Station . . . appealing to the entire family,
motivating the entire family. Meredith Stations are well-established in the
community they serve . . . have earned the respect and confidence of the

audience and the advertiser.

Contact the Meredith Station manager or therep . . . get the facts on audience
loyalty, coverage area and low cost circulation,

Menedith Stations Are “One Of Ohe Family”

KANSAS CITY KCMO
SYRACUSE WHEN
PHOENIX KPHO
OMAHA WOW
TULSA KRMG

KCMO-TV The Katz Agency
WHEN-TV The Katz Agency
KPHO-TV The Katz Agency
WOW-TV John Blair & Co, — Blair-TV

John Blajr & Con

Meredith Stations Are Affiliated With BETTER HOMES and GARDENS and SUCCESSFUL FARMING Magazines




Doubles
this time!

Farm Service Award
and national

Farm Safety Award . . .
both go to

COLUMBUS, GA Georgio Farm Bureau tederatian Award for Outstanding Service
to Agriculture is received for WSB Rodie by Form Direclor Jimmy Dunaway (R) from

) P Duncan, Jr, Federotion president Elma Ellis /1) is WSB pragram manager Af/anl‘a's WSB

T

For the fourth time in the past

five years WSB Radio was awarded the
Georgia Farm Bureau Federation
trophy, state agriculture’s highest.
Frosting was added to the cake

when the National Safety Council
tapped WS as the Georgia broadcaster
to merit its Farm Safety Award.

This is meaningfu} to advertisers

who like to get a bigger buck’s

worth out of every dollar they send

to market. WSB Radio's good job

with farm folk is spawned by the same
spirit of public service with which

this station also serves its millions of

CHICAGO--WSB's Jimmy Duncway Ilj receives for the sioitan, ithe Nalianal Sofety urbanttes. Cer[nin[y your ad\-Cr[ising
| Council’s 1958-59 Public Interest Award for Exceplionol Service to Form Scfety . el "
The Covuncil’s Moynord N. Coe mokes the presentation. i Atlanta l)elongs on WSB Radio.

WSB Radio

The Voice of the South/ATLANTA

Affiliated with The Allanta Journal and vonstitutian. NBC affiliate. Represented by Pelry. Associated with WSOC WSOC. TV, Charlolte, WHIO WHIO: TV, Dayton
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Even the moon is within reach of WMAQ's Sound of the Sixties...the new concept in sound that brings the Chicago area OUTER

buying audience the programming it wants. Timely, knowing local news...the latest word on international affairs,..up-to DRIVE ‘
the-minute traffic, transportation, and weather information...the newest beeps from outer space...tunes and rhythms TO OUTE
of grown-up music. Here's programming an adult, buying audience prefers. Chicago is tuned to the Sound of the Sixties! SPACE

WMAQ » NBC OWNED + 670 IN CHICAGO - SOLD BY NBC SPOT SALES MILES
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146,200,000 Sets in Use

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

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

’3 14,069,049 Sets Made
Uan Nov—ElA)

ﬁ 3,456 Am Stations

! ;678 Fm Stations

U.S. RADIO

February 1960

airwaves

adio's Barometer

Spot: Based on spot radio activity so [ar this vear, James Alspaugh, vice
president for radio, H-R Representatives Inc., believes that total 1960
business will surpass the company’s earlier gstimate of a seven to eight
percent increase.

Network: NBC Radio repotts sales wotaling $3 million in a one-month
period. The billings include $1,700,000 in new business. (Sec Report
from Networks, p. 67.) Pepsi-Cola, Inc., has launched a spot campaign
employing the full facilities of NBC, CBS, ABC and MBS. Cost of the
air prograni is said tq be $1.25 million.

Local: Year-end figures show that KNX Hollywood sales for 1959 reached
all-time highs, the west coast station reports. Total time sales reflected
WRCA New York set an
all-time peak in combined local and national spot business with more
than one million dollars worth of orders being written over a seven-
week period, according to Station Manager Arthur Hamilton. WSUN
St. Petershurg, Fla. reports that business in the first quarter of its fiscal

aii 11.7 percent increase over the 1958 totals.

year is 15 percent ahead of last year's pace.

Stations: The number of am and {m stations on the air at the end of
December totaled 4,134, an increase of 29 (15 am and 14 [ui) over the
previous month:

Commnercial AN Commercial FA

Stations on the air 3,456 678
Applications pending 525 ik
Under construction 71 160

Sets: Total radio production in November was 1.316.079, including
290,815 auto receivers, according to the Electronic Industries Association.
Eleven month cumulative radio output came to 14,069,049, including
This represeiits an increase ol almost 1,000,000 sets

-

4,978,777 auto sets.
produced over the same period in 1958. Tojal radio sales, excluding car

radios, was 1,016,634,
sets made in November totaled 50,131,
production was 480,894, Tle totals for the same period in 1958 were
303,808,

11-nionth total was 7.142.:124. The number of Im
The 1l-month cumulative fm



WiIX

FARM

PROGRAMS in
MISSISSIPPI. ..

WJDX has
the only
full-time
radio farm
department
in Mississip-

P oward Langfitt
and Forrest Cox, NATRFD
accredited members,
broadcast 6 hours, 35
minutes weekly.

First in
W feis
Pulse
I:D) Area
Surveys

J kw Day, 1kw Night
radio 620

JACKSON, MISSISSIPPI
See Hollingbery

for buyers antd sellers of radio advertising
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NEWSMAKER STATION of the WEEK

5000 Watts 950 KC INDIANAPOLIS, INDIANA

the PIONEER of ADULT PROGRAMMING

is pleased to announce
the appointment of

robert e. eastman & co., inc.
AS EXCLUSIVE NATIONAL REPRESENTATIVES

robert e. eastman &« CO., in.

representing major radio stations

NEW YORK: CHICAGO: SAN FRANCISCOD: DALLAS: ST. LOUIS: LOS ANGELES: DETROIT:

527 Madison Avenue 333 N. Michigan Ave. Russ Bldg. 211 North Ervay Bldg. Syndicate Trust Bidg. Taft Building Book Building

New York 22, N. Y.  Chicago, lllinois San Francisco, Cal, Dallas, Texas 915 Olive St. i 1680 N. Vine St. Detroit, Mich.

Plaza 9-7760 Financial 6-7640 YUkon 2-9760 Rlverside 7-2417 St. Louis, Missouri Hollywood, Cal. WOodward 5-5457
CEntral 1-6055 HOllywood 4-7276

|
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Acclaimed.....world's

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

A revolutionary new WLW-AM fransmission sys
tem, developed by Crosley Broadcasting Engi-
neers, has made WLW Radioc unquestionably the
World’s Highest Fidelity Radio Station — according
to Frank H. McIntosh Laboratory, Binghamton,

N. Y,
high-fidelity fransmission experts.

the world’s largest independent radio and

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

L &

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

MARKET COVERAGE No. of Counties

Monthly coverage area 334
Homes reached Total
Monthly 1,221,160
Weekly 1,067,110

NCS DAY-PART CIRCULATION. ... ,cu. .y

Once
Daytime Listener Homes 961,000
Nighttime Listener Homes 624,360

Total Horfies in Area  Radio Homes in Ared

3,116,800 2,987,910
% of Total Homes % of Radio Homes
3% 41
34 36
e PER WEEK ......... e TN b N #
3 or more 6or7 Daily Avg.
692,400 402,380 593,640
378,050 204,180 338,020

{Source: 1956 Nielsen Coverage Servicel

Network Affiliations: NBC, ABC «

Sales Offices: New York, Cincinnati, Chicago, Cleveland -

Sales Representatives: Tracy Moore

& Associates—Los Angeles, San Francisco; Bomar Lowrance & Associates, Inc.—Aflanta, Dallas. Ctosley Broadcasting Corporation.
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Upcoming RTES Session
To Espouse Radio Values

Is There a Change
Down on the Farm

Balaban Stations Install
“Active” Monitoring System

RAB Head Predicts Bright

Radio Future In Next Decade

Low Cost Fm Receivers
Seen Boosting Listeners

Air Force Academy GCames
To Be Aired By JMN

U.S. RADIO e February 1960

soundings

In one of its first major radio sessions in a long wlhile, the Radio & Tele-
vision Executives Society, New York, is planning to devote its monthly
Roundtable luncheon on Wednesday, March 30, to a discussion of radio
advertising values (see Question & Answer, p. 40) . Stations are urged to
send in questions and pertinent comments covering areas of interest to
advertisers, agencies and buyers of radio tilne. Headlining the speakers’
panel are expected to be prominent advertiser spokesmen.

In an atmosphere of a generally healthy business climate, farm radio
finds itself in the throes of a “peaceful revolution” in programming (sec
New Seeds for Farm Programniing? p. 23). Some of the issues at stake
are whether shorter segments in farm information will gain complete
acceptance, and the secularization of farm material to appeal to a wider
audience (e.g., home-owners and gardeners) .

In a move designed to enable management to keep a closer eye on what
15 being broadcast over its outlets, Balaban Stations has installed an
“active” monitoring system called PACC, Program and Commercial Con-
trol, at three stations—WIL St. Louis, WRIT Milwaukee and KBOX
Dallas. Monitoring will be handled by a researcher employed by each
individual station at a location removed from the station proper. Re-
ports will be made directly to director of operations or the assistant to
the vice president. A similar “control group™ was instituted recently by
the Storer Broadcasting Co. (see Soundings, December 1959) .

More radio and tv stations and fewer newspapers and magazines in 1970
is the prediction of Kevin B. Sweeney, president of Radio Advertising
Burcau. Peering into the next decade, Mr. Sweeney foresees another
1,000 am stations in operation, and over 20 million radio sets in use.
Radio’s dollar volume will double, stations will be highly specialized as
to editorial content and there will be a large increase in the number of
stations owned by the investing pubic, H Mr. Sweeney’s forecasts are
borne out. Moving to an area closer at hand, the RAB is preparing a new
survey charting the activities of radio’s local advertisers.

Availability of low cost {m receivers is expected to boost the nuniber of
fm-equipped homes. The Broadcast Equipment division of Sarkes Tar-
zian Inc. is marketing a table model fm set carrying a suggested retail
price of $19.95. In addition to distributing the sets through such mass
outlets as drug and grocery chains the manufacturer is asking fm stations
to sell the radios to their listeners.

All Air Force Academy {ootball games will be exclusively broadcast over
the facilities of The Intermountain Network for the next three years, it
was reported by Lynn L. Meyer, IMN president. Details of the agreement
were worked out between IMN and Air Force Academy ofhcials. The
regional network’s broadcast rights include coverage of games both home
and away. During the 1960 season, IMN will air all 10 of the Academy'’s
scheduled contests.



time buys

American Motors Corp.,
Kelvinator Div.

Agency: Geyer, Morey, Madden
& Ballard Inc., New York

Product: RANGES

Alter a2 mid-wintet cool-off; the
kitchen division is puiting its ranges
on the air for two scparate weeks in
February. The ciumpaign, a continu-
ation of a pre-Christmas run, will be
heard in 63 selected markets. Day-
time minutes for the housewile are
being airedd during the weeks of
February 8 and February 22. Time.
buver is Ld Richardson.

American Tobatco Co.
Ageney: BBDO, New York

Product: LUCKY STRIKE
CIGARETTES

Cutrently lighting up Luckies i
70 markets across the nation, the
company will soon be off on the sec
ond flight of its 26-week canpaign.
Five campaigns, each of five weeks
duration, fill out the schedule. Fre-
quenctes will vary by market. Time-
buyer is Hope Martines.

Arnold Bakers Inc.

Agency: Kudner Agency Iic.
New York

I'roduct: BREAD, ROLIL.S

A tasty bit of radio time is now
scheduled [or the breadmikers. The
second section of its radio schedule
started this month. and will prob-
ably run for the rest of the year.
One-minute musical spots can be
heard all day long, 35 times a week.
The music features the company’s
butter and eggs and loving care
theme. Timebuyer is Mal MMurray.

8

Beech-Nut Life Savers Inc.
Agency: Charies 1V, Hoyt Co. Inc.
New York

Product: BEECH-NUT COFFEE

Starting the last week in [anuary
and continuing lor 31 weeks, the
currept campaign is ot the air in
many northeast markets. Frequeu-
cies will he heavy, ranging from 20
1o 70 spots a market weekly. Tinte-
hareer iy Doug Humin.

Commercial Solvents Corp.
Agency: Fiuller & Smith & Ross,
New York

Product: 1Y FERTLLIZER

In i bigd to Linners to feed their
soil, Hi-BY has plimted spots in 50
farm markets this month. The sched-
ule cally for two to three G0-second
mmouncements a1 week for the en-
tire 13-week period. ‘Fimebuyer s
Bernie Rasmussen.

Dictograph Products Inc.,
Acousticon Div.

Agency: 1Vexton Co., New York
Praduct: HEARING AIDS

A four week test of 10 Canadian
markets will begin February 15 for
this corrective hearing instrument.
Approximately five one-mirmute spots
a week will be aired in news adja-
cencies, with extension of the cam-
paign dependent upon results. Re-
sults of a recent one month fest on
the MBS network has led to addi-
tional buys. Timebuyer is Jean
Boyde.

E. I. du Pont de Nemours & Co., Inc.
Agency: BBDO, New York

Product: TEXTILE FIBERS

The chemical giant will soon be
saluting its man-made materials for

men's weinr i 20 Ta 10 markets
across the nation. The schedule calls
for one-week campaigns in each ol
the markets siarting this month and
going through April. Time has been
bonght i minutes. Timebuyer is
Trow Ellhman

Eagle Pencil Company

Ageney: The Shuller-Rabtn Co.,
New York

Product: MIRADO-VERITHIN
QUALITY CONTROL
NUMBERS GAME
CONTEST

Coordinating with Eagle’s pation-
al contest, the company has pur-
chased 39 spots in the New York
aren. The promotion begins on Felr
ruary 1, and will continue through
May 1, with minute spots anmounc-
ing the grand prize—a onc-week va-
cation in Las Vegas and $2,500 in
cash. "Limebuyer is Jean Coury,

J. A, Folger & Co.
Agency: Cunninghan & Valsh,
New York

Product: COFFEE

yrisk ads for Folger are currently
livening up the airwaves in 35 mar-
kets covering 18 western states. Cam-
paign will last a minimum of four
weeks. Frequencies are very heavy,
and vary with market. Both minutes
and 20’s have been bought. Time-
uyer is Frank Martin.

Kiwi Polish Co.

Agency. Colien, Dowd & Aleshive
Inc.,, New York

Product: KIWI SCUFF MAGIC

Polishing up its debut, the new
Kiwi product for children's shoes
has extended the introductory cam-

{Cont'd on p. 12)

U. §. RADIO & February J960




£ls
Il
of
i

———

=

Sy ,.'F— =% T_ _-‘_ - 1 »-.
TV—CHANNEL 7
AM—1290 KC.
E ' FM—99.1 Meg.
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‘@Zﬁeﬁagf of Fadio-

T@he voice of radio as we hear it this evening lakes ifs
flight through the Aeavens in an historic setting. The
antennas of the new sfation rise imperiousfy between
banfs of the Great Miami and TMad rivers, Here it was
that Tecumseh, the greatest Indian of all time. statesman,
orafor, warrior - followed the pursuits of peace and combat.
Within sight are the fields now historic where Wilbur
and Orville Wright gave to man the wings of the air

that have carried fim avound the pfane,’o. s

2'::, this inspir—c&ionuf7 scene we buifld a giant structure
of steel and wires and insufafors and all #he magic de-

vices of this scientific age. And now it takes the
tongue of man and the mefodies of poetry and music.

Lj_gir{& is always a sofemn thing and our emotions are
deeply stirred as WHIY-is announced as a new thing
of life. JMay 1 express this christening sentiment ~
that the voice of this JMiami Valley empire will afways
be an instrument of dignity, cullure and practical service;
that it will carry the light of jou to places that are dark,;
that it will buifd a lose for qoodness and beautuy; that it
will plant in the hearts of men a philosophy that will 1
help them to see Diviniby in sunshine and shadbow; that
it will sense its obligations to the more thar a millior
people who are by common interest fo be ourimmediate
radio fireside. In brief, may TOMT O in its long watches

of the might and in its endless days be conscious of its duty
Yo God and humanity. *

Remarks of Ex-Governor James M. Cox,
Saturday Evening, February 9, 1935, at
the dedication of Radio Station WHIO

Charlotte, North Carolina
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NOTHING SELLS LIKE ACCEPTANCE...

For 35 years in Minneapolis-St. Paul, WCCO Radio's
acceptance has always been tops. Now it's at an
all-time high—56.8% share of audience. That's the
greatest share ever recorded since Nielsen began
measuring the market. More so than ever, WCCO
Radio delivers more listeners than all other
Minneapolis-St. Paul stations combined--at the
lowest cost per thousand. Makes this the perfect
time to put your sales story where it will enjoy the
greatest acceptance ever!

Minneapolis - St. Paul

U. 8. RADIO e February 1960

SHARE OF AUDIENCE

WCCU RADIO delivers more listeners

than all other Mirineapolis-St. Paul stations
combined!

WCCO Radio 56.8%,
Station B 17.1%

Station C 4.6%

Station D 4.59,

Station E 4.5%

Four other stations 12.5%

Northwest’s Only 50,000-Watt
1-A Clear Channel Station

» Represented by CBS
Radio Spot Sales

Il



fime buys

(Cont'd from p, 8)

paign currently running in five west.
ern markets. These are Los Angeles,
San Diego, Denver, Salt Lake City
amd San Francisco. Extension is due
to run March 1 to mid-May. Sales
message is mostly in one-ninute
spots. Timebuyer is Bob Thrner.

National Home Study School

Agency: IWilliam Warven, [ackson
& Delaney, New York

Prottuct: CORRESPONDENCE
COURSES

Learn at home, says this corre-
spoudence school in the radio cam-
paign now underway in five cities
around the country. They are Dal-
las, Chicago, New York, Baston and
Philadelphia. Tentatively scheduled
lor 13 weeks, the campaign cousists
of five one-minute spots a week.
Timebuyer is Stevens P. Jackson, a
partner in the agency.

Penick & Ford Ltd. Inc.
Agency: BBDO, New York

Product: MY-T-FINE DESSLER'T'S

Primarily for merchandising pur-
poses, the company has scheduled
time in about 35 markets. Campaign
will be in three fliglus, wotaling 13
weeks. Minute announcements will
vary in frequency by market. Time-
buver 1s Ted Wallower.

Pepsi-Cola
Agency: Kenyon & Echhardt Inc.,
New York

Product: SOFT DRINK

Beverage firm hits the spot with a
sparkling campaign carried on NBC,
CBS, ABC and MBS. Scheduled to
run [rom February 3 through Oc-
tober 17, plans call for 218 spots a
week to be aired over the f{ull facil-

12

tries of the our networks. Airnounce-
wents will be earried throughout the
day, and will feature five word, six,
10, 30 and GO-sccond lengihs. Cain-
paign will be in addition to individ.
ual air activities of local bottlers.
Timebuyer is Dick Trea.

Q-Tips Inc.

Ageney: L. C. Gambinger,
New York

Iroduct: STERILIZED SWARS

Off and running this ufonth inf
21 top markets, the company has
scheduled a campaign that will last
for 13 weeks. Frequencies will vary
from 25 10 10 a week, depending on
the market. Minute announcements
arc being used. "Vimebuyer is Anita
Wasserman.

Randolph Associates

Agency: Kennelh Rader Co. Iuc,
New York

SAVINGS AND PLAN
INVESTMENT CON.
SULTING

Product:

Considering it a sound investment,
this firm has currently bought in
six markets in castern and midwest-
ern cities. The 13-week campaigns
are scheduled to run through mid-
April. Minute spots will be em:-
ployed 30 times a week. ET's are
being used with local tie-ins. Time-
buyer is David Klein.

Sandura Co. Inc.

Agency: Hicks & Greist Inc.,
New York

Product: SANDRAN

A solid sales foundation is bemng
provided by the floor covering firm
with an extensive campaign this
month in 25 to 30 midwestern mar-

kets. Minute spots are scheduled
throughout the day at saturation
(requencies. Copy is aimed at the
hiouscwile. Timebuyer is Len Soglio.

F. & M. Schaefer Brewing Co.
Agency; BBDO; New York
Product: BEER

Beer is brewing this month over
several stations in New York and
Philadelphia, each carrying 50 min-
ute spots a weck. New York cam-
paign is for 52 weeks, Philadelphia
for 89. Six additional markets in
the nurtheast will climly on the beer
wagon at the heginning of April
Timebuyer is Juckic Moore.

Sterling Drug Co., Inc., Glenbrook
Laboratories Div.

Ageiteyr Thompson-Koch Co.,
New York

Product: MIDOL

The campaign presently underway
for this pain killer is set 0 run
through the year. Minute spots will
be heard three times a week in 12
markets. The copy, directed at wom-
en, will be heard on women's pro-
grams, aired by women personalities
where possible. Timebuyer is Bob
Hall.

Watchmakers of Switzerland

Agency: Cunningham & Walsh Inc,
New York

The watchmakers have decided
that this is the right time to make
their first venture into spot radio
alter a network {ling last fall. The
mid-Marclr campaign will cover 30
top markets for 13 weeks. Minute
and 30-second announcements will
lie aired at relatively heavy [requen- !
cies, depending on the market. Time-
buyer is Bob Palmer. o o «
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WeeReBel, Columbus, Ga., shows replica of Confederate Uniform
to Mary Dwyer, time buyer, Kenyon & Eckhardt, Inc,, New York.

Have yau heard what the WeeReBel
said to Kenyon & Eckhardt?

‘‘We have the highest per family income in Georgia."

Ay You'll miss the highest per family income in Georgia, if you don't put Columbus om

| your schedule. Metropotitan Columbus' family income is $6,855 annually compared
) (5 to the Georgia figure of $5,002. And 83% of the families in this high-ipcome
area own TV sets. They view WRBL-TV the most! Check HOLLINGBERY for
availabilities on WRBL-TV and WRBL Radio.
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PEOPLE
work—play—LIVE
by RADIO!

14

WHO Radio Holds a Big lead in Total Radio Audience
in America’s 14th Largest Radio Market, Sign-On to Sign-Off!

™ OOKING or cleaning—she listens to
radio. There’s no time to stop for maga-
zines, newspapers or other media. Radio, and

only radio, entertains her, sells her all day long!

She knows responsible, big-audience stations
—like WHO Radio—give her the kind of
programming she prefers. WHO Radio is
aggressive, alert, alive—and it takes special

measures to see that each segment of its vast

audience is served with the finest in enter-

tainment, news and special features.

The 93-county area Pulse Report (Feb.-
March, 1959) gives WHO Radio from 18%
to 357 of the total radio ljstening audience

—first place in eVery quarter hout surveyed
—the balance being divided among 88 other

stations'
Sce yout PGW Colonel for all the details
on WHO Radio—the believable, big audience

station for "lowa Plus!”

WHO
for lowa PLUS!

Des Moines - . . 50,000 Wats
NBC Altiliate

wHO Radio is part 'of Central Broadcasyhig Companyi,
which also owns and operates
WHO-TV, Des Moines; WOC-TV, Davenport

Col. B. ). Palmer, President
P. A. Loyet, Resident Manager
Robert H. Harter, Sales Manager

e

. <7 Peters. Griffin, Woodward, Inc., Representatives
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Speakers at NAB Convention
To Offer Views from the Top

Management and Engineering
To Operate ldea Exchange

SBA Heads Will Focus Attention
On Current Industry Problems

Broadcasters Help Select Voice
Of Democracy Contest Winners

U. §, RADIO e February 1960

Broadcasters attending the 38th annual convention of The National As-
sociation of Broadcasters—at Chicago’s Conrad Hilton Hotel, April 3 to
G6—will be able to get first-hand views on the international situation and
the status of the industry as seen by two top government officials. Secre-
tary of State Christian A. Herter and Chairman John C. Doerfer, of the
Federal Cominunications Commission, are expccted to make speeches

that will provide valuable insight into matters of importance to all broad-
casters.

A highlight of the opening NAB convention luncheon will be the official
presentation of the organization’s 1960 Distinguished Scrvice Award to
Clair R. McCollough, Steinman Stations, Lancaster, Pa. FCC Commis-
sioner T. A. M. Craven's “long and distinguished career” was cited by
the NAB’s Broadcast Engineering Conference Committee in naming him
as the second recipient. of the annual Engineering Achievement Award.
The conference awards subcommittee, which selected Commissioner
Craven, said that he has “measurably advanced the technical state of
broacicasting in engineering activities.”

Engineers and management will have the opportunity to present and ex-
change views at several joint sessions which have been arranged by the
NAB and the Broadcast Engineering Conference, which is conducting 1ts
14th annual conclave concurrently with the NAB event,

Opportunities for the engineers to brush up on the latest advances being
made in the “tools of the trade,” will be provided by the broudcast equip-
ment display. In order to enable conference members to pinpoint their
equipment interests, a special 30-minute presentation will be given by
Warren Braun, committee chairman and assistant general manager and
director of engineering of WSVA-AM-FM-TV Harrisonburg, Va.

When the gavel raps at the opening of the fifth annual Conference of
Presidents of State Broadcaster Associations in the Shoreham Hotel,
Washington, D.C., at the ¢nd of this month, the spotlight is expected to
be beamed at “current problems facing broadcasters as the result of
governmental and Congressional hearings.” Howard H. Bell, assistant
to the president of NAB, and presiding official at the conference elabo-
rated on the objectives and goals of the meeting. Mr. Bell said, “Our
conference this year will deal extensively with tlie critical problems which
have arisen recently, the responsibility of broadcasters and plans of action
for the state associations, as well as {or the national association. Our
agenda is being planned to afford discussion of the problems by national
leaders, and a great deal of time will be devoted to discussions by the
broadcasters themselves.”

Industry figures attending the Washington meetings expect to take time
out to attend the National Awards luncheon of the Voice of Democracy
Broadcast Scriptwriting Contest. One facet of broadcasting’s role as a

{Cont'd ofi p. 16}
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ANPEX 35I|

STEREQPHONIC / MONOPHONIC

THE STANDARD THAT SAVES DOLLARS

Since its introduction, the Ampex 351 Series has been acknowl-
edged as the standard of excellence in professional recorders for
the broadcast industry. Broadcasters—and other users with
highly critical recording requirements, such as recording studios
and educational institutions—will find that the purchase of an
Ampex 351 is further justified by these important facts:

The recognized precision and engineering skill which go into
each Ampex 351 guarantees unsurpassed durability and reliability
for a long, dependable life. As a result...on a cost-per-operating-
hour basis, Ampex is the most economical of any recorder made.

PERFORMANCE SPECIFICATIONS

Nate: As professionol equipment, the Ampex 351 specificolions listed ore
accurate meosurements required by NAB stondards ond do not incorporate
any exaggerated sales cloims. These ore the guaranteed minimum performance
specifications the customer con expect in long-range operation,

Frequency Response: 15 ips =2db 30 to 15,000 cps
7% ips = 4db 30 to 15,000 cps
=* 2db 40 te 10,000 cps
15 ips—well below 0.15% RMS
12 ips—well below 0.29% RMS
Within & 0.2, [£ 3.6 sec. in o 30 min. recording)
Full speed in less than 1/10 sec.
Al 15 ips, tape moves less than 2* ofter pressing
“Stop™ buttan.

Flutter and Wow:

Timing Aceuraey:
Starting Time ;
Stopping Time:

Models: Half track, full track, 2 track sterea Iseparate erase
to eoch trackl. Console, portoble and rock mount.
wper, 1} FULL REMOTE CONTROL

The Ampex 351 Series can be cperated in
the reloy-salencid tope motion control unit
far Start, Stap, Fast Farward, Rewind and
Recard modes from any remate location,

Y11

There are 185 Ampex dealers to serve you. Check the
Recarding Equipment listing in the yellaw pages of AMPEX
metropaliton area directaries, or write Dept. 304 for .

the name of yout nearest dealer. CORPORSTION

934 CHARTER STREET = REDWOOD CITY, CALIFORNIA
Offices and representatives in piTngipol cities throughout the world.

WASHINGTON {Cont'd from p. 15)

resporsible aird active member of
the local and mational scene, the
contest is spousored by the National
Association of® Broadcasters and the
Electronic Industries Association, in
cooperation with the Veterans of
Foreign Wans,

Many state broadcaster associauons,
local radio and tv stations admin-
istered the local phase ol the contest
last [all tn communities throughout
the United States. High school stu-
dents competed by writing and de-
livering orally a five-minute script
which had as its central thewme, I
Speak [far Democracy.” A §1.500
scholarship to the college of his or
her choice will go to the youthful
top national winner.

"Learn-and-Live’* Public Service
Campaign Posts Impressive Record

The industry’s awitrengss of {ts puls-
lic service obligations is also demon-
strated i the activities of the 695
radio aud tv stations now taking part
in the “Learn—Amd Live” public
service campaign. NAD head Harold
L. Fellows explains that the program
is specifically designed “to help meet
the nation's critical need [or men
and women with knowledge and
skill.

“Participating sfations are bread-
casting programs and iessages and
sponsoring projects within their com-
mnunities to further the objectives of
the campaign. These objectives are
to develop among all Americans a
respect for learmimg and knowledge;
to stimulate among young people a
sense of the exciting adventure of
growing to their full intellectual ca-
pacities: to impress upon their elders
their duty to guide amd suppout
youth in obtining more knowledge
and training, and to instill pride in
doing a job well.”

One way in which broadcasters have
sought to further these objectives,
Mr. Fellows says, has been by giving
special recognition to outstanding in-
tellectual or scientific achievements
of persons in each community. Last
vear mearly 500 miniature silver
“Learn — And Live” kcys were
awarded to “men, women and young
people who, in their own way, have
helped unlock the door to knowl
edge and skill”" o o ¢
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WHAT MAKES WXYZ RADIO
AND WXYZ-TV DETROIT’S
MOST POPULAR STATIONS ?*

‘ w-ﬂ""',; — e
p———— e
e = :

Meat and potatoes programming for our meat a otatoes
audience , . . that’s what!

Our hard worklng young audience likes down-to-earth informati
and entertainment with lots of zing . . . a specialty of the young-:
heart stations.

How many do we reach? More than there are in Maine, New
Hampshire, Vermont, Rhode Island and Connecticut put together. **
They work hard, play hard and will spend more money this year than
ever before. Industry leaders say they'll sell more than 7 million cars
in 1960. This means our listeners and viewers will earn over 13 billion
dollars. *** Better put WXY Zing in your advertising plans.

*Check your rating books and see.
*+Population of WXYZ signal area: 6,505,500.
**++Effective Buying Income: $12,921,160,000.
Source: Sales Management, 1958.

THE STATIONS WITH WXYZwe
WXYZ RADIO 1270 - WXYZ-TV CHANNEL 7+ ABC DETROIT

1 ¥ -_ M)
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IOWA'’S TOPRADIO
FARM EDITOR
Na.1by both HOOPER & PULSE

Combine the power of the number one
station in lowa { 70 county area Pulse
November, 1958) with solid farm pro-
gramming.

Vogel's wide experience as Farm Direc.
tor and Assistant Farm Director of other
stations in lowa plus his extensive travel
within the state ideally equip him to give
his giant audience what they want—and
need — and to sell YOUR product to lowa
farmers as you want it sold.

PLUS FAST, FACTUAL, FAIR NEWS

A go-getting Mobile News Unit — AP,
UPI ond Wecther Bureou wires —
Police and Stote Police Short Wove
Rodio Monitors — Hundreds of News
Correspondents cll over the country.

THE STATION IOWA LOVES . ..
BECAUSE WE LOVE IOWA

SELL IOWA! | |
BUY KIOA! | |

940 K.C. ¢ DES MOINES

JIM DOWELL, V.P. and Gen. Mgr.
THE NEW XIOA  THE NEW KAKC

10,000 WATTS 1,000 WATTS
First in Des Moines First in Tulsa

LESTER KAMIN, President

Gat the Low Cosl Per Thovsond Focts From

ADAM YOUNG, INC.
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“Farm radio is in strong hands and
we think 1960 will see further prog:
ress in the number of stations carry-
ing programns, in the impact these
programs lhave and in the number of
firms who will want to use this spe-
cialized type ol service.”

These are the views of Wally
Erickson, 1960 president of the Na-
tional Association of Television &
Radio Farm Directors, "and farm
news director of KFRE Fresno, Calif.
Mr. Erickson contends that “man-
agement is increasingly aware of the
public service concept, and [arm ra-
dio over the years has becen the
cpitome of this concept.”

KFRE'S farm director Tor nine
years, Mr. Erickson [eels that a radio
farm program should achieve at
least three things if it is to be suc-
cessful. First, to deliver information
to farmers that will help them in
terms of dollars and cents. This
would include up-to-date marketing
data and weather reports. The pro-
gram should also act as a clearing
house on developments that apply to
the area being covered and to agri-
culture in general. Finally, he be-
lieves that the farm program should
function as a morale building agen-
cy, and help give recognition to de-
serving organizations and individ-
uals.

In order to provide the material
for his daily 90-minute broadcasts,

THIS MONTH:

WALLY ERICKSON

Farm Director

KFRE Fresno, Calif.

Farm Radio In Good Hands,
NATRFD President Says

Mr. Erickson and his two associates,
typical ol farin tirectors, spend a
considerable ammnount of time travel-
ing in the central California area
the station services. This enables
Mr. Erickson fo obtain on-the-spot
tape recordings at farm incetings and
siinilar events. It also permits himn
to inject an inforinal and more per-
sonalized flavor to his broadcasts,
which he belicves makes for hetter
and more cffective coverage.

Active in many organizations, Mr,
Erickson has received a number of
honors in recognition of his efforts.
He is said 1o be only the second ra-
dio personality in 23 years to reccive
the Honarary State Farmer Degree
for “outstanding service to ‘Future
Farmers of America”” He has
served the NATRFD as sccretary-
treasurer and vice president prior td
becoming president of tlie organiza-
tion.

A native of North Dakota, Mr.
Erickson was graduated from the
University of North Dakota in 1942
with a degree in journalism. His
first mewspaper job was covering
farm events in Grand Forks, N. D
After a four-year period of service in
the Navy, Mr. Erickson returned to
farm journalism, and had his first
contact with farm radio when he
joined KMJ Fresno. He came to
KFRE in 1950. & & a
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The average
radio-oriented housewife
spends nearly

one-fifth of her life
or almost 30 per cent
of her waking hours —
listening to the radio

Spot radio advertisers
have 12 times

more opportunity
to reach housewives
than those using newspapers.

as these high buying-powered,
radio-active
homemakers
spend only

23.4 minutes

per weekday

with newspapers!

These and other
fascinating advertising
and selling facts

are revealed

jn a brand new study
made for H-R by

« Market Planning Corp.
(McCann-Erickson, Inc.)
and published

by H-Rina

cotorful brochure

as another

industry service.

Write for

your copy of

"The Case of the
# Radio-Active Housewife."

ONE-FIFTH
OF HER

'S [LIFL.

aimt HR G fee

“We always send a man
to do a man's job"'
New York
Chicago

San Francisco
Hollywood
Dallas

Detroit

Atlanta
Houston

New Orvleans
Des Moines




“We're a conservative, close-mouthed
agency, but let me tell you”..

T—— =

Mona Lisa
LEONARDO DA VINCI (1452-1513) — Florentine Schook

K'NUZ is the No. 1" BUY

in HOUSTON..... :

AT THE LOWEST COST PER THOUSAND!

*See Latest Surveys for Houston

National Reps.:
THE KAYZ AGENCY,
INC.

* New York
Chicago
Detroit
Atlanta
St. Louis
San Francisco

Los Angeles

Dallas

IN HOUSTON,
CALL DAVE MCRRIS
JAckson 3-2581
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LETTERS TO

Farm Radio

Glad o sec the date moved up [on
vour farm issue from June o Feb-
ruary]. (See New Seeds for Farm
Programming?, p. 23.)

Because [arm [olks make up such
a big part ol our tolal audience, it
is important that all of our on-the-
air people know aund understand the
[armer. . . When National Farm and
City 1Week rolls around ecach No-
vember, we have several of our
people speud a day on the farm,

Clayton Kaufman
Director of Seles Promotion
and Research

WCCO Minneapalis
Image Builders

Here’s the prospectus outlining
our “lImage 60" campaign. It re-
flects part of the thinking of Dr.
Norranr Young (Question and An-
swer, December 1959) :

This year WBCM iniuates a rig-
orous campaign to study our cunrent
station fuige while building and
promoting a better one. We will
fsllow two courses: Rescarch into
the qualitative angd guantitative na-
ture of existing audiences, and a
vigorous program of image building

. Researchh on the local level
wilt include . . . coincidental tele-
phone surveys and sclective question-
naire polling . . . a general survey of
auto radios . . . the formation ol a
WEBCM consumer-listener panel.

... "“Image 60" cannot succeed un
less we mamtain amd surpass present
high standards of programming and
statiorr operation in every arca. No
image building program can click
[withowt this] any more thaw adver-
tising of an inferior product can sell
goods or serviccs.

D. E. Logan Ji.
Director of Program:
and Promotion

WBCM Bay City, Mich.
Plaudits
Thanks for the copy of the
write-up on the BPA Convention
aterial (The Promotion Beat, De-
cember 1959). It was excellently

tone.
Henry J, Kaufman
Henry J. Koufmon & Assocjafes
Woshington, D.C.

Disaster Coverage

I read your article covering the
Houston ship fre (Houston Ship

U.S. RADIO e February 1960




THE EDITOR

Fire Triggers Radio Action, Decem-
ber 1959). [We had] « similar oc
currence here in Crescent City where
radio played a big part,

On December 28, 1959, a tug in
the harbor exploded and burst into
flames next to a barge containing
800,000 gallons of high-octane gaso-
line. The potential disaster was
great since the 10 square blocks of
the city fronts directly on the harbor.

[The explosion occurred at 9:20].

. .. We were issuing sheriffs bul-
letins less than a minute after it
happened. Also, the AP was notified
immediately and ave scored a 60-min-
ute exclusive for them. . . Our
mobile news reporter was on the
scene so fast that he was aboard the
Coast Guard cutter going out to cut
the tug loose when the second ex-
plosion occurred at 9:42 a.u. ... We
reported to our listeners immediate-
ly the heroic rescue [of the five men
on the tug] . . . brought the public
an interview with the only injured
man . . . from the hospital [and]
gave 51 personal interviews to 37
stations.

Sonny Curven
Progrom Director
KPLY Crescent City, Calif.

Spot Listing

Congratulations to you on the
January issue of u. s. rRap10. ] feel
that it is one of the most informa-
tive issues of this popular magazine
1 have ever seen.

Of particular interest . . . was the
article Spot Radio Moves Up—espe-
cially the review of 1959 spot adver-
tisers as compiled by u. s. RADIO.

I can quickly realize the tremen-
dous amount of work and research
that went into the compilation of
the list. However, to me it falls just
an jota short of being perfect. While
you list the accounts and agencies,
would it not be possible to break
them down in some way to designate
the distribution area?

This 1s the kind of article, in my
humble opinion, that is invaluable
and will undoubtedly enlarge your
already healthy circulation.

Thomas S. Carr

Vice Presideat & Manager of
Radio

WBAL-AM.TV Baltimore

U. §. RADIO s February 1960
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My how things change!
Did you know?
In Louisville

ONLY on /(/&

people size radio

for family size fun.
Check your latest
Pulse—Nov., check your
latest Nielsen—Nov.-Dec.
and re-check your

audience composition
on BOTH.

Bill Spencer or Robert Eastinan for wonderful details.

SOLD NATIONALLY BY:

@ robert e. eastman & co., inc.
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Now FARGO is
No. 1 1n the U.S. A,

for retail sales per family!

We've been telling you for years that our

hayseeds in the fabulous Red River Valley are

big earners, big spenders.

Now every issue of SRDS points out that Fargo has the

TOP position among all American cities, for retail sales WDAY
per houschold. The national average is $3,944 per house-

hold . . . as compared to Fargo’s whopping $3,970! FARGO, N. D.

NBC ¢ 5000 WATTS
970 KILOCYCLES

Obviously, some of this buying is done by the
thousands of people who drive in to Fargo
from “all over.” But ALL these people hear p};—rggs, GRIFFIN, WOODWARD, INC,,
WDAY regularly. Ask P.G.W. for the facts " Exclusive National Representatives

and figures on WDAY"s really amazing place

in the entire Red River Valley!
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New Seeds For
Farm Programming

U. S. Radio’s second report on the
developments and trends in farm

radio and its !use by advertisers

Also see:

® Capsule farm case histories, p. 27
* Radio: d-Con’s Pied Piper, p. 28

U. & RADIO e February 1960

There are many characteris-

tics that link the agricultural

portion of America’s econ-
omy with radio. But the strongest
bond is a word that is synonymous
with both—local,

Farmning is a local business that
differs by region and section of the
country. Crops differ, livestocks dif-
fer, incomes differ, demands for
farm and consumer products corre-
spondingly differ.

Radio is a local business that to-
day—more than ever before—is built
to serve the special information and

23



WELO Tupelo, Miss., an affiliate of the Key-
stone Broadcasting System, conducts one of
its many on-the-scene broadcasts from the farm.

FARM RADIO

entertainment needs ol particular lo-
cales. The economy and tastes of a
particular area dictate the program.
ming base of a radio station. The
types of information, service and en-
tertaiment differ according o local
factors. T'he degree ol success an in-
dividual station achieves is genervally
dependent upon how well it is able
to diagnose and prescribe {or the lo-
cal audience,

This, then, is farm radio: A\ local
medium covering a locul business
that cunulatively is onie of the na-
tion’s most vital industries.

In a u. s, RApIO questionnaire sur-
vey of farm stations, these observa-
tions stand out:

¢ Farin radio business is up.

e There 15 a peaceflul revolution
raging as to whether farm infor-
mation in programming should
be “capsulized” or not.

e The farmer is not an impulse
huyer.

o But he is a buyer of consumer
products as well as farm prod-
ucts.

24

Highlight of his two-week trip through the British Isles, Don Tuttle [third from
).}, farm editor, WGY Schenectady, N. Y., interviews on tape the winner of tha

1959 World Plowing Matches, held in Narthern Ireland.

I# was aired at home.

“Querall growth, acceptance aud vncregse [

service are major trends tn favm radio.

Increases cav be seen tu the thne given to

farm shows, iu the nimber of clieuts and in vevenue.”

According  ta  uestionnaire  re-
plies, 1959 was a generally healthy
vear for farm radio business, with the
outlook for 1960 even brighter. (For
capsule reports on individual adver-
tiser successes with farm radio, see
p. 27)

Although each station’s sitnation
differs, questionnaires show that a
nujority of farm business is nation.
al. The breakdown for tlie average
station for 1959 wus 57 percent na-
tional and 13 percent vegional and
local. .\ shight wend was indicated
in favor of growing national use in
a breakdown for 1958, which showed
national business for the average sta-
tion at 53 percent with regional and
local comprising 47 percent.

The generally optimistic outlook
on farm radio is supported by DBob
Miller, farm  program dircctor,
WLW Cincinnati:

“Qverall growtlr, acceptance anl
mcrease in service are major trends.
Increases can be seen in the tie giv-
en to farm shows, in the nnmber of
clients and in revenue.

“This is notable because the glam-

onr of television had seemed to over-
shadow racio in the past 10 years.
Yet buck in the 1940’s in radio’s
Theyday,” WLW scheduled about five
and a half hours of farin program-
ming a week compared with double
that muount at present, mid now has
It proportionite increase in clients.

"It is significant, too, that the ad-
ditions in farm progranming have
been in bhasic ‘strictly farm’ shows
and well-rounded coverage of news
in depth and entertainment geared
to the vwud population as well as
whan.’

The overall health of farm radio
business is also pointed to by An-
thony Koelker, manager of KMA
Shenandoah, la.:

“With 22 hours of farnr service
prograutming weekly, we don’t want
to expand much more in that direc-
tion, but theve are times when the
temptation is great because it is a
highly salcable commodity.

“At times, we have real problems
taking care of competitive farm ad-
vertisers and treating them equally
and fair. We see nothing but an up-
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el
o w DN

e

Earl Sargeq{f, farm director, KWFT Wichita Falls, Tex., chats with
farmers during his noon-time show, which runs from 12 to 1:05 p.m.

During the annual observance of MNational Farm and City
Week, WCCO Minneapolis has its employees spend time
down on the farm. Here, Joyce Lamont, home setvice director,
reets a whiteface Hereford steer. WCCO reports from farm.

ward curve for farm radio sales and
service.”

And Noel Rhys, executive vice
president, Keystone Broadcasting
System Inc., a network of 1,090 sta-
tions chiefly in rural areas, declares,
“Farm radio programs enjoy consist-
ently high listenership for the very
sound reason that no other medium
furnishes the local farmer with the
daily vital statistics he requires in
the conducting of his business, just
as the investment broker is depend-
ent upon stock listings.

“The farmer has to rely on the
local radio station for this needed in-
formation and as a result, farm pro-
gramming is listcned to regularly
and loyally.” More than 900 stations
of the Keystone system program to
the farmer. Indicative of its faith in
farm economics, Keystone estimates
that in “the 14 leading agricultural
states with the largest number of
farms, each state having 150,000
farms or more, it covers 90 percent
of the aggregate. The farms in these
14 siates constitute 57.1 percent of
the total farms in the country.”

U. §. RADIO e February 1960 °

The increase in farm Dhusiness is
predicated on the generally healthy
state of farming itself, although farm
income was slightly down last year.
According to the U. S. Department
nf Agriculture, gross farm income
Tor 1959 was running at the rate of
S37 billion for the year, based on
figures for the first three quarters;
net income for the vear was running
at the rate of $11.2 billion for the
year. This compares with the 1958
figures of $38.3 billion in gross farm
incoine and $13.1 billion in net farm
income.

It is necessary to point out, how-
ever, that the 1958 farm income fig-
gures themselves represented a big
jump over 1957 gross income of
£34.3 billion and net income of $10.9
billion.

At the economic core of farm radio
are three component parts: (1) Evi-
dence of consistent radio listening;
(2) need and ability of farmers to
purchase farm products, and (3)
their desire and ability to purchase
consirmer products,

Radio listening by farmers is well

documented. One example is a stucly
by the Rescarch Division, Nebraska
Raral Ruadio Association Iuc., con-
ducted lfor KRVN Lexington, Ncbr.
With interviews in 166 houscholds
in o 100-mile raclins, the stucly shows
that all farm households hil at least
one radio in working order, with an
average of 2.4 sets per home. (The
nnmber of households is projected o
66,829.)

Al farm_ households, according to
the study, tirw their sets on every
day: 83.2 percent tune in belore 8
aan. Dnring the early morning and
noon period, more than 80 percent
of the houscholds are listening.

The average fairm household list-
ens to radio 4.1 hours per day, the
study reports. This closely approxi-
mates the research by Radio Adver-
tising Bureau which shows that the
average farm family spends three
hours and 5] minutes listening to
raclio every rlay (see Change Doin
on the Farm, June 1959).

The dollar value of farm expendi-
tures is staggering. Some of the di-
mensions are illustrated in the spe-
cial farmt radio spot presentation,
“Make the Big Reach Even Bigger,”
which was developed last year by an
industry-sponsoring committee. The
presentation quotes USDA figures
which show that fanin operirtors in
1956 spent $22.1 billion on farm
equipment and supplies. Tlhie pres-
entation states that farmm operators
buy more rubber than the big three
auto manufacturers put on all the
cars they produce in a year. Farm
operatois are the oil industry’s big-
gest customers. And they alvo use as
much steel as the auto industry puts
n four and a quarter million cars.

The presentation further points
out that farm family living expendi-
tures, according to USDA, came to
815.7 billion in 1955. This includes
food, clothing, cars, appliances, cig-
arettes, among others. It is impor-
tant to remember that these figures
are four and five years old, respec-
tively. There is every reason to be-
lieve these totals have risen substan-
tially since then. In fact, sometime
later this year, these data will be
altered to accommodate the new
Census report.

One of the key issues that faced
farm raclio last year—ind will un-
doubtedly kick up a lot of talk this
vear—is the use of shorter segments
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Shorter segments of information and

service to the snburbanite are program-

ming issues af stake in farm radio.

for farm information programming
bv a growing number of stations.
Although the idea itsell has its
friends and foes, many stations re-
port giving it a try.

“We are trying a new concept in
dispensing farm information,” says
Bill Burn, sales manager of WDAY
Fargo, N. D. “It consists of broad-
casting capsule comments (two or
three minutes) several times a day
and evening. So far it Is working
very well. Busy as farmers are these
days, thev know they don’t have o
listen for long periods of time to get
the message. We still maintain our
regular farm programs.”

Bill Martin, executive vice presi-
dent of KMM] Grand Island, Neb.,,
states, “Farm & Home Radio
(KMM]J and KXXX Colby, Kan.)
made its major changes in farm pro-
gramming a few years ago. These
consisted of streamlining farm infor-
mation and boiling it down for daily
programnring into shorter or meaty
segments. While just as many—or
even more—subjects in the farm
field are treaied in our farm blocks,
we have eliminated time consunung
extraneous material. We have con-
tinued, however, our policy of a
morning farm block from sign-on to
7:45 am. and a noon farm Dblock
from 11:45 a.m. to 1:15 p.m. during
which we give complete farm serv-
ice.”

Can the shorter segments of infor-
mation serve the needs of the farmer?
One of the first pieces of evidence
comes from WKY Oklahonia City,
which a year ago took its 6 to 7 a.m.
Farm Information Hour and cap-
sulized its farm news throughout the
period, bridging the various segm-
ments with music, news and.aeather.
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(Above) WLW Cincinnati and s
Everybody's Farm help demonstrate
U. S. Rubber boots. Bob Miller (L.},
farm program director, and Mrs. Jack
Conner, wife of the farm's manager,
help the three Conner children with
the fitting as part of the campaign.

{Right) Howard Lanfitt, farm sesvice
director, WJDX Jackson, Miss., pre-
pares to take his portable equipment
out in the field for a "live” report,

The program is sold in minute par-
ticipations; there also ate five-ininute
segments available and two-minute
capsules (one-minute commercial
and one-minute information). The
station reports that the entire hour
is sold out. Among the advertisers
are such major farm accounts as In-
ternational Harvester, Nutrena, Mas-
sey-Ferguson and Taylor-Evans Seed.

“After the format had been in use
approximately nine months,” states
W. J. Willis, sales promotion man-
ager, “one of the national agencics,
Aubrey, Finlay, Marley & Hodgson
Inc., Chicago, asked ns if we would
send oune of its prepared (uestion-
naires to some 500 farmers, ranchers
and dairymen in the state in an ef-
fort to determine whether the pres-
ent format was more acceptable than
the former straight farm news for-
mat. . . Five hundred questionnaires
were mailed, 325 replies were re-
ceived. We had only five negative
reports. All others indicated that the
present farm format was most ac-
ceptable and that they were listen-

ing 1o farm vadio more now than
they were a year or two ago.”

An increase in demand for short-
er segments of information is ob-
servedd by Layne Beaty, chiefl of the
radio-tv service of USDA. “We are
getting continuing requests for one-,
two- and three-minute seginents.
There seems to be 1 growing de-
mand, in fact, for farnt information
in general. Requests for our quar-
ter-hour Agri-Tape, which can be
integrated into local programming,
have been rising. We are currently
sending out about 113 copies a week
compared with betweewr 75 and 80 a
week a year ago. It is estimated that
the current tapes are actually heard
on about 300 to 400 stations because
of the further distribution provided
by state extension organizations and
other services.”

In addition, USDA now handles
a 1314-minute show called Agricul-
tural U.S.4. It is a complete feature

FARM RADIO
(CONT'D ON P. 55)
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a B
of WIBW Topeks,

Farm men

Kans. — Wilbur
Levering (l.), farm director, and Charles Ross, as-

sociate farm director—get first-hand local report.

Jimmy Dunaway (l.}, farm director, WSB Atlanta, covers the presentation
of the winning awards in the Georgia Hybrid Corn Grewing program.

As part of its farm service activity, KMA Shenandoah, la., promotes dis-
cussion groups and panel sessions on farm problems. It contributes the
air time, the farm service department and this 700-seat auditorium.

George Stephens {i.}, farm director, KCMO
Kansas City, Mo., chats with representatives
of the Burns-Skiller Cattle Co. at the city's
stockyards; KCMO's farm department, located
in the nearby livestock exchange building, puts
the station near the hub of the area's activity.

Farm Radio Advertiser Case Histories

EQUIPMENT & SUPPLIES

International IHarvester — Three
IH implement dealers in the area of
KMA Shenandoah, la., pooled their
advertising money last Sepiember
and October to sponsor five weeks of
the 7 a.m. news three days a week.
The 13-minute program put empha-
sis on the 34-FHIN-20 corn picker,
selling for $1,295.

At first, IH area salesman, Jack
Niles, estimated that at least 40 pick-
ers were sold. This led Cecil Ham-
ilton, KMA sales manager, to make
a spot check of ecight IH dealers in
the primary area. He found they
had sold 127 new pickers (plus 148
used pickers) with a large percent-
age of the buyers mentioning the
radio advertising.

KMA conservatively estimates that
this traffic represents over $250,000
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in sales from these dealers in the pri-
mary area, not counting the many
other dealers in the coverage pat-
tern. Total cost. to the sponsoring
dealers was $§780. In its own adver-
tising, IH sponsors a five-minute seg-
ment of the KMA morning farm
show five days a week between 6:45
and 6:50 a.in. throughout the year.

International Harvester-— A local
1H dealer bought a three-week sched-
ule of minutes on WIBW Topeka,
Kan., at 5:39 a.m. for its “Charlie
Ross Special,” named for the sta-
tion's associate farm director who
did the spots. More than 18 an-
nouncements were used during the
three weeks. WIBWV reports that the
dealer sold 16 pieces of used farm
machinery, three to farmers living
more than 75 miles away. Total
budget was $150, placed direct.

Homelite, a Division of Textron
Ine.—Homelite Chain Saws were
first heard on WSB Atlanta in fall
1958. A campaign of five l-minute
early morning announcements for
eight weeks was used to introduce
the Zip chain saw. The patternof the
campaign was two weeks in, one week
out, two weeks i, spread from Sep-
tember through November. Gene
McClellan, Homelite district sales
manager, reports that the results of
the drive were successful to the point
that radio was selected again to in-
troduce the 1959 model, the Wiz,

The length and pattern of the
secoind campaign was identical with
the first, except for the time of the
year (Marclr through May). This

CASE HISTORIES
(CONTD} ON P. 58)
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Radio:
d-Con’'s Pied Piper

Having used farm radio to introduce product, ‘

rodenticide firm finds medium warrants
getting 75 percent of total ad budget by

doing successful, consistent selling job
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Ever since the Pied Piper ot

tHamelin packed up his pipes

and took off for parts un-
known, farmers have been searching
for allies in their battle against rats.
The nation’s rat “bill” is said to be
millions of dollars each year. Radio
~—farm radio in particular—appears
to play an important role in combat-
ing this problem.

One of the most effective of the
modern-day Pied Pipers is the ¢-Con
Co., a member of the Sterling Drug
family. This “piper” has been using
farm radio to the tune of 75 to 80
percent of its total advertising ex-
penditure each vear since the prod-
uct was marketed in 1951. (U.s. RADIO
estimates the firm spends over
$500,000 a year in radio.)

d-Con is currently running spot
campaigns in 312 farm markets over
321 stations. The firm has also been
buying segments of the Grand Ole
Opry, the National Barn Dance and
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a few other local farm programs.

“Farm radio was the only medium
used to test the market for this ro-
denticide when it was first intro-
duced,” Frank A. Corbet, d-Con’s
president, explains. “A small num-
ber ol test spots were nsed to tell the
story of this new product, and the
listeners were requested to send or-
ders in directly to the company. Us-
ing no other form of advertising,”
Mr. Corbet continfues, “the response
was so great that withnur two weeks
orders poured in at a rate that taxed
the production facilities of the plant.
Radio got this company going, and
it is still our most Important me-
dium.”

“One of our most important
tasks,” Hamilton Hicks, the firm'’s
educational director, says, “is to in-
form and educate the farmer in tlie
proper use of our rodenticide.” To
accomplish tliis aim, Mz Hicks de-
votes a considerable amount of his

FARM RADIO

time fo travel and being nterviewed
on the air by farm directors. “For
the most part,” Mr. Hicks says, “these
interviews are purely educational.
We try to pass ialong the latest infor-
mation about the rat problem, and
how the farmer can most effectively
get rid of these pests.” .Although
Mr. Hicks carries on his educational
program all year, he concentrates on
the (all and winter months, when the
problem of rats an farms is au its
height.

d-Con’s radio adverusing philos-
ophy hews closely to the line fol-
lowed by the firm’s education depart-
ment. Altliough there have been in-
dications that some farm stations are
seeking to broaden the scope of their
programming with music and other
entertainment and information seg-
ments, d-Con only makes spot buys
on straight farm shows.

“We found that we get our best
results with programs that are de-
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pied-piper

signed 10 mmform rather than enter-
tain the farmer,” explains Robert
W. Hall, radio and tv buyer for
Thompson-Koch Inc.,, New York,
d-Con’s agency.

“We concentrate our spots in the
early morning and noon-time slots,
since these are usually the segments
devoted to fann news, market data
and other ‘use’ material for farmers.”

My, Hall ualso says that the fie-
quency of the d-Con spots varies
with the individual market, with

three to 12 announcements %t week
being the average. d-Con places its

by the medical profession iir the pre-
vention of blood clotting. Dr. Link’s
experiments indicated that, paradox-
ically, this anti-coagulant which is
used to help save human lives, had
properties which made it an excel-
lent rodenticide, when properly
used.”

The first commercial application
of Dr. Link’s discovery wus inade Ly
d-Con which mixed the ingredient,
called Warfarin, with a grain type of
bait. Since Warfarin is tasteless and
odorless, Mr. Corbet says, it became
possible to develop a mixture which

d-Con’s management group is seen meetfing with its agency people. They are examining a
marketing map outlining sales by area vs. expenditures on local farm radic shows in planning
their 1960 radio schedules. Seen (L. to r.] Bill Madill, vice president, Thompson-Koch, the d-Con
agency; Bob Hall, agency media director and timebuyer; Frank A. Corbet, company president
Walter C. Camas, d-Con advertising manager and Hamilton Hicks, Jr.. educational director.

heaviest blanket of spots in five key
states—Illinois, Missouri, Ohio, Indi-
ana and lowa—which represent the
lieart of the nation’s corn belt.

Primary Objectives

One of the primary objectives of
the educational and advertising pro-
grams, Mr. Corbet points out, is to
explain d-Con’s properties and its
use, both of which are said to differ
froin 1nost other rodenticides used
on farms.

“d-Con’s active ingredient,” Mr.
Corbet explains, “was discovered by
Dr. Karl Paul Link of the University
of Wisconsin. It is an anti-coagulant
similar to those that are widely used
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would not create “baitshyness” on
the part of the rats. When the ro-
dent is exposed to multiple dose
feedings ol d-Con over a period of
five to ki days, the [ormation of pro-
thrombin is inhibited and causes
capillary damage. Mr. Corbet states
that death is caused by shock due 10
loss of blood.

‘Since a single ingestion of d-Con
has little or no effect,” Mr. Hicks de-
clares, “this rodenticide has a built-
in safety guard. If a child, a pet or
a farm animal accidentally does get
a dose of the mixture, it is unlikely
that any harm will be done.” He
also mentions that the neutral flavor
and odor of d-Con makes it possible
to use a mixture which is strong

enough to compele with the odor of
corn and other foods for the atten-
tion of the rodents.

The firm’s advertising program is
built around pointing out the ad-
vantages of the product, and the im-
portance of muliiple feeding. Copy
for the radio spots lollows these gen-
eral points.

“In 1957, when Sterling Drug ac-
quired d-Con,” William Madill,
Thompson-Koch account executive,
states, “most of the spots consisted
of 1hreeeminute and one-minute
ET’s. However, we found that tite
three-minute length was too long to
hold a busy farmer’s attention. We
also came to the conclusion that the
one-minute ET's didn’t get the story
over with maximum impact.”

Live Commercials

A decision was made 1o switch to
live commercials, NMr. Madill says.
Two types of copy are cmployed.
One is i 52second announcement
with the copy line stressing an en-
dorseinent Irom a satisfied user, and
eight seconds devoted to local dealer
tags. “The dealer names,” Mr. Madill
states, “are supplied by d-Con bro-
kers. Ve have found that these tags
are effective for two reasons. Natu-
rally, it tells the listener where he
can purchase the product. However,
it has also proved to be very good
for our dealer relations, since every-
one cnjoys hearing his name broad-
cast over the amr.”

The second type of d-Con spot
commercial employed is a straight,
non-techuical live announcement ex-
plaining the product’s chief features.
Here is a sample of the copy used
in 2 one-minute spog:

Friends, when you have a rat
problem, then you know that
a rat bait is only effective
when the rats actually eat
it. If you've wasted your
time and money on haits that
rats won't eat, listen to
this. In demonstrations &t
county fairs all over the
country, millions of people
actually watched rats eager-
ly eat d-Con—the world's
best rat-killer! Yes, rats
just can't resist d-Con's
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exclusive LX 3-2-1 formula
—eat d-Con hungrily—rvet
never suspect it's bait and
that each bite puts another
nail in their coffins.
d-Con, used as directed, is
safe to use around small
children, pets, poultry and
livestock, yet it is guar-
anteed to keep yvour property
rat and mouse free! Remem-
ber, a rat bait is only ef-
fective when rats eat it.
And millions of people have
seen for themselves how rats
hungrily eat d-Con—the rat
killer that outsells all
others put together! So in-
sist on d-Con, spelled d dash
C-0-N, d=Con.

Where possible, d-Con prefers that
its announcements be made by the
station’s farm director. The reason-
ing behind this, d-Con’s advertising
manager, Walter Camas, says, is that
it helps personalize the message. It
also permits the farm director to
present the d-Con story in a manner
and language which is familiar and
sits well with the local listening au-
dience. Since farm directors main-
tain such a close contact with their
listeners, the live commercials per-
mit d-Con to take advantage of this
accurate Joca!l slant.

Farm Director Important

Tapping the local station farm
director’s knowledge of his listening
audience has become increasingly
important, Mr. Camas believes.
“Farmers and farming have been un-
dergoing major changes in recent
years. In many areas the farmer is
closer to being a business man, and
a fairly substantial one at that, than
the traditional and not wholly ac-
curate image that most people still
carry about with them. Farm sta-
tions, in general, have kept pace with
the farmer’s growth and his need not
only for more information, but for
new types of information,”

The upgrading of the farmer, Mr.
Lamas says, varies in each area. The
farm station, therefore, must keep
close tabs on its market to make sure
that the material it presents is
abreast of the changing loca! pat-

L' 8. RADIO e February 1960

(00T TR i 1 R W il

i

i It

. ,:.‘.51'5.~-i m. l

d-Con Stimulates Station Activity

In order to stimulate and give recognition to farm stations that provide merchandising
assistance to support the firm's advertising campaign, d-Con instituted a "Fact Trophy"
award. During the eligibility period of the first competition last year, over 90 stations
supplied entries. Seen are two examples described by d-Con as typical of the type of
activity created as a result of the award competition. KFH Wichita, Kans. {l.) installed
a product window display in the lobby of its building for three weeks. It is estimated
that 1,500 people daily saw the display. WGBF Evansville, Ind. (r.) devoted the space
on its highway sign for 14 days to a d-Con message that was seen by thousands of autos.
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terns and conditions. In view of
these conditions, d-Con believes that
its message can be most accurately
pegged when presented live by the
farm director; and to a much greater
degree than any ET or rigid copy
that does not permit the director to
lend the weight of his personality
and knowledge of the market.

d-Con'’s radio plans for 1960 will
follow the successful pattern of re-
cent years, Mr. Camas states. Fully
aware of the importance of the mer-
chandising support provided by farm
stations, the firm is also continuing
with a promotion designed to stimu-
late and reward these activities,
d-Con will present its Fact Award to
the station giving the most merchan-
dising assistance to the company in
1960.

Annual Competition

“We conducted our first Fact
Award competition last year,” Mr.
Camas explains, “and got such a
good reaction that we will continue
with it as an annual event. As an
indication of the appeal the award
appears to have with fann stations,
we sent out the first announcements
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in mid-October and by the time the
eligibility period closed at the end
of December we had over 90 stations
which had submitted material out-
lining their merchandising efforts
for d-Con.”

As an example of the type of en-
tries that were submitted, Mr. Camas
described the efforts of KXL Port-
land, Ore.

“The station used a billboard
facing a busy Portland street that
had an estimated daily circulation of
6,400. T'he copy carried a station
message and played up ‘Featuring
d-Con Rodenticides.” A total of 350
copies of a display card was sent to
our primary outlets, 100 feed and
seed stores, 100 hardware stores and
150 grocery stores.

“The card prominently displayed
a d-Con ad, and suggested that the
retailers ‘hear the presell on KXL.
To round out its promotion, the
station ran a full-page back cover ad
for d-Con in T'I” Prevue, a local mag-
azine with 50,000 weekly distribu-
tion through a grocery chain, and
another advertisement in the official
publication of the Oregon Food

Merchants Association.” e o o
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Radio On A
Specialized Diet

Dannon yogurt custom packages

radio campaigns, as to copy

and frequency, to meet demands

of individual marketing areas

lrwin Zlowe, president of the agency that has handled the Dannon account since 1942,
pours over radio schedule with media director Pauline Mann. In buying time, they will con-
centrate on a fixed audience, vary the time of day and theme of the copy to fit the market.
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If there is such a thing as
formuila advertising, Dannon
y  yogurt and its agency, The
Zlowe Co,, New York, aren’'t aware
ol it. Last year the product was ad-
vertised in three different cities. And
in cach market, it was advertised a
little bit differently.

During that 12:month period,
Zipwe placed 4,000 one-minute spots
in three markets for Dannon. And,
for the secomdl year in a row, the
yogurt company showed a 30 per-
cent increase in sales.

“Qur advertising budget in all me-
dia will be up at least 20 percent in
1960, states Irwin Zlowe, president
of the agency. “While we may ex-
periment with other media, radio
will continue to be our basic medi
um. And we will continue to give
each market the individual attention
that has worked successfully for us
during our 18 years with Dannon,™

Special Treatment

There are a trio of reasons why
Dannon’s three markets, DBoston,

U. 8 RADIO e February 1960
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Philadelphia and New York, each get
special treaument, Mr, Zlowe says,

First, the market for yogurt in
each city is in a different stage of de-
velopment. Dannon was introduced
to Boston only last November. The
product is going into its third year
in Philadelphia. After 18 vears in
New York, the market is fairly well
advanced.

Secondly, Dannon was faced with
different market conditions when it

introduced the product into ‘the’

cities. A market for the product did
not exist in New York. In both Bos-
ton and Philadelphia, competitors
had alreacdy created a small market
for themselves when Dannon ar-
rived.

Thirdly, Zlowe was able to apply
its previous experience to each of the
markets. The experience it gained
in. New York has affected its ceci-
sions in Philadelphia. Similarly, the
patterns it has followed successfully
in New York and Philadelphia are
being applied in Boston.
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For example, when Dannon went
into Boston four months ago, the
agency had already developed, from
its experience in New York and
Philadelphia, a concept its media
director, Pauline Mann, sums up in
a succinct phrase—"repetition in a
fixed position.”

Saturation Advertising

This means saturation advertising
to the same audience all year round.
“We'll sacrifice the larger audience,”
says Mrs. Mann, “to concentrate a
greater number of impressions on a
constant group. e use this ap-
proach in all our Dannon markets.”

As applied to Boston, it has meant
4] one-minute announcements over
two stations. In Philadelphia, it
means 30 one-minute spots a week
over a single station.

The individual market situation
determines to whom the commer-
cials will be directed, and therefore
the time period the announcements
will be aired. Mrs. Mann explains,

One-Minute Spots

52 WEEKS

Year Round Campaign

COPY APPROACH

Tailored For Each Market

“When we're offering a new food
product, we have to sell it to the
housewife first. In Boston. we are
doing an educational job—explain-
ing what yogurt is and what its mer-
its are. In Philadelphia, we're one
step further, Our audience has heard
about yogurt and we have developed
our distribution set-up. Here our
aim is to get the customer to the
store to try a container.

“In both cases, however, our audi-
ence must be sold for the first time.
And it’s the housewife we must reach
first.”

In both cities, time is bought
throughout the day, with equal em-
phasis on weekends, for 52 weeks,

The situation in New York is more
advanced. A market for the product
already exists, primarily among the
women of the house. “In order to
increase our market,” Mrs. Mann
declares, “we must go after other
members of the family.”

Time is bought in New York, for
example, when it can reach hoth men
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dannon

mul women. Prime news-time spots
and news adjacencies are used in
morning, evening and trathc time.
And, as ia all markets, thie agency
imsists on full minutes.

New York is also allocated the
largest share of the budget, which
last vear amounted to an estimated
$275,000. This permits a heavier
use of air time in the spring and
summer months, when yogurt is
most in demand . The spring hudget,
in fact, is double that wed in win-
ter. the agency savs, The result is a
pattern of scasonal advertsing in
which “the budget follows the siles
curve.”

Budget Concentrated

In line with tlvs reasoning, Dan-
non carries cighteen G0-second an.
noincements on two stations in New
York through the middle of Febru-
ary. The larger share of the budget
is spent between mid-February and
mid-June. A\t the peak of the sea-
son, Dannon carries about 50 spots
over ag least six stations iu the New
York area.

“Flowever, there is not a week in
tlie vear,” M. Zlowe savs, “that we're
off the air. While our New York
budget allows us o increase our wl-
vertising when spring comes, we do
not consider an increase at the sacri-
fice of comsistency. It is to this facet
of our advertising policy that we at-
tribute a rounding off aof the peaks
and vallevs in Dannon’s sales charts
that we've seen occurring. People are
buying more yogurt all vear vound.
We feel this is a direct result of our
52-weeks a vear advertising policv.
It is one of the mosl satislving devel-
opments in Dannon’s sales pattern.”

Constant Copy Factors

Two copy factors remain constint
in all markets, Mr. Zlowe savs. “The
first is the quality story Dannon has
to sell. Only pure concentrates are
used in Dannon flavored yoguris.
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Only pure huil preserves are used in
the [ruit yogurts, This is one ex-
ample of the care and considerations
that go into Dannon products.”

Scecondly, Dannoit is sold as a de-
licicus food staple. “.\t one time,
Dimon was advertised as a health
food,™ Miltort Sutton, vice president
and creative director at Zlowe, says.
“Now the copy emphasizes the diet-
ary advantages of vogurt, its use as
a food staple and its flavor. (There
are now six — plain, orange, straw-
berry, vanilla, pineapplc. and prune
\\‘|lip.)

“The ammount of interest in diets,
from doctors’ tonventions 1o woin-
en's bridge gawnes, is pheiiomenal.
The theme is a natural for our prod-
uct. So emphasis on the diet is a key
point in our copy.”

The copy approach, however, is
alo affected by market conditions,
My, Zlowe declares, “We write our
commercials with our audience in
miuyl. This means accommaodation
to fit the aphistication ol the mar-
ket. In addition. there may be dif-
lerences in the different cities. os-
tonians and Philadelphians tend to
be more consevvative than  New
Yorkers. We take this into cofsid-
eration, too.”

The variations can be seen Dy

comparing the rommeraals in the
three cities. “In Boston,” says Mr.
Sutton, “the copy is very hasic. We
nse a question and answer conmmer-
cial, since 1t iv a technique that most
easily lenuds itself to basic explana
tion,”

Typical Commercial
\ (vpical commerciidl 1gns like
this:
Here's your one-minute
Pannon quiz:
Question: What's the best
vay to stick to a diet?

Answer: The Dannon Yogurt
vay.

Question: Just what is Dan-
non Yogurt?

Answer: It's a cultured
milk food that's smooth as
custard. Made from fresh
homogenized cow's milk—Dbut
half the butterfat is re-
moved, and famous Dannon
cultures added.s .

In Philadelphia, a glamour ap-
proach is used . . . “it's the best way
to foil the hungry feeling that creeps
up on vou between meals.” The
theme is carried out in the following
message:

Here's your oneé-minute
Dannon quiz:
Question: What are the three
things you need to follow
a diet successfully?

Answer:To follow a diet suc-
cessfully, you need first
-—a scale, second—will~
power. And third—is
knowledge of the facts.
Now if you have the sScale,
Dannon Yogurt can help you
with the willpower and the
facts. Dannon, you know,
is the thing for dieting.
Gives you the benefits of
milk, but far less calo-
ries. Yes, it has far
less calories than milk—
but is much more satisfy-
ing . . . it's the best way
to foil the hungry feeling
that creeps up on you be-
tween meals. And those
famous Dannon Yogurt cul-
tures really do wonders for
you. You'll find a smart
new way to slim down in Dan-
non's new 44-page booklet
called "Dieting to Reduce."
Brings you the latest facts
now accepted by medical
authorities—TIt's scien-
tific, but simple and sen-
sible. Now this 44-page
booklet is your free,
compliments of Dannon
Yogurt.
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“Dieung to Reduce” has pulled,
according to Mr. Sutton, “a tremend-
ous number of responses.”

And in New York, after 18 years
of advertising effort, the company is
selling a known product. A curret
example shows how the agency as-
sumes a prior knowledge ol the
product:

Whenever doctors get to-
gether in a convention, the
subject of weight almost al-
ways comes up. We are told
again and again that the
average American is carrying
around too many pounds for

U. S. RADIQ o February 1960

Joe Metzger, co-founder of Dannon Milk Prod-
ncts, Inc. and now Chairmair of the Board. :its
down to lunch with his son Juan, the company’s
president. Their daily luncheon menu, at the
company’s Long Island City planL includes Dan-
non yogurt, a cultured milk food with the butter-
fat removed. Yoguri. an every day European
food, was unknown to American markets when
the elder Metzger and Daniel Carasso, son of the
founder of the Dannon Yogurt Co. int Paris,

Europe.

11 IO TN O T ikl

his own good. And lots of
people have decided to do
something about it. That's
why vou see them picking up
vogurt at the local food
market . . . That trim, new
figure you see in the mirror
will be yours. You'll be
glad you decided to keep
voung with yogurt.

Alter 18 years of experience with
a single product, doesn’t a pattern
develop? “Yes,” says Mr. Sutton.
“We plan 10 go into Boston with our
Philadelphia commercial next year.
And we look to the time when our

Now they advertise to the diet-con-
scious American public in three markets, and
will spend an estimated $300.000 in radio in
1960. Dannon was recently purchased by Beatrice
Foods, and is now run as an independent sub-
sidiaty with headquarters in Long lsland City.

Yogurt: A European Import Goes Over Big In U.S.

il

opened their factory in 1912. They went after
three segments of the INew York market to start
with: the health food enthusiast. the European-
born and the American who had eaten yogzurt in

T

Phitadelphia market has ¢eveloped
sufliciently to enable us to use our
present New York approach.”

Develoning a Pattern

“We hope,” concludes Mr. Zlowe,
“we're developing a pattern that we
can [ollow when we go into any new
citv. However, any plan we follow
must be adjusted o our evaluation
of the particular marketing situa-
tion we find. No market stays the
same forever. And when it changes,
our radio advertising will keep up
with the new concitions.” e e
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Report on new packaged
radio program servijces.
Trend can be seen in
greater offerings of talk

and interview shows

=
Newly-packaged capsules of
radio programming material
\  for statton consumption are
currently making their way around
the country.

These program services mirror the
complexion of radio today: There is
material for disc jockey chatter, talk
and interview programs, sound li-
braries to tone up station program-
ming and showcases for selling mes-
sages.

With the emphasis today on tight
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What's

production in programming, theé
newly-packaged material 1s short in
tength so that it can be easily inle-
grated into existing schedules. n
general, a long packaged program to-
day 15 considered to be five ininutes,
tess time for opening and closing an-
nouncements. Most of the material
offered is in minute capsules or less.

Although a majority of the new
material emanates from firms that
have been doing business for years,
it is significant that a fair share of

New In

it comes lrom new entries into tic
field of syndicated radio services,

Here is a rundown of some of the

Fecent offerings:

e Richard H. Ullman Inc. has ex-
panded “The Big Sound” li-
brary as the package enters the
second year. Currently being
distributed in over 200 markets,
it features top movie and show
business personalities doing ev-
erything from time, temperature
and weather introductions to
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thoughts for today. Included in
the material are modern sound
effects like the take-off of a mis-
sile.

Lang-Worth Feature Programs
Inc. recently introduced a new
package of *“Special Selling Sea-
son Shorties” composed ol 397

selections for year round use.

\What is special about this pack-
age is that it “showcases” the
commercial message by sur-
rounding it with complete but
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sliort arrangements of standard
and popular music.

RCA Syndicated Programs is
planning distribution of a five-
minute sports show with Jackie
Robinson. In addition, the
company has in the talk stage
another five-minute series that
would deal with medical advice
and news.

Program Development & Re-
search Corp.,, a new entrv. is
packaging a monthly service of

Program Services??

capsule programs, approximate-
ly one minute long. Called the
“Informacast,” the service pro-
vides researched scripts on vari-
ous subjects (e.g., auto care, gar-
deming, healih) that can be in-
serted anvwhere in the regular
schedule.

Harry S. Goodman Productions
is distributing a one-minute ralk
show, Young Hollywood. which
features interviews with stars on
location in thejr houmes or at
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preview showings. 'he package
consists of 25 oneminute cap-
sules a week.

o Lrand Associmtes. a compara-
tively recent entry. 15 packaging
five-minute talk and interview
shows. Tts first show, Celebrity
Talk (Maggi MeNellis), is re-
ported on about 302 U. §S. sta-
tons plus 180 ocutlets of the
\rmed Forces Radio  Service.
\mong other Trand shows are
This Is Zsa Zsa (7sa 7sa Gabar),
Decorating  Todavy  (Virginia
Geaham), Ladies Fivst (Anita
Colby and Ilka Chase), Time
Remembered (Westbhrook \an
Voorhis) and News Analysis of
the Week in Rerview (John Cam-
eron Swayee).

e Nemrac Recordings is prodirc-
ing a children’s shaw, Flight In-
to Fanlasy, as well s a comedy
show, McNaughton & McGon-
agle. \While the humor series
comprises short takes ol one
minute and 30 seconds i length,
the moppet production hopes
to buck the capsule trend and
is being offered in 30-minute
segments,

e Public Affans Radio Inc,
formed this vear, is an inde-
pendent company that intends
to produce and distribute news
and puablic affairs programs lo
radio stations throughout the
country. The first prodiiction
is a l5minute survey of busi-
ness and finance that will be re-
corded in New York's financial
district. It will be available o
stations for Saturday or Sun-
day broadcast.

‘Big Sound’

In “The Big Sound” library being
distributed by Richard H. Ullman
Inc. of Buffalo, N. Y, and New
York, two new features are being
added to this year-old package. One
is Memo to Mary, a leuers to the
lovelorn series, and the other is a
contest of the month, syndicated pro-
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notion ideas.

With the “Big Soumd” if its sec-
nud vyear, it is being heard in over
200 markets.  Stars  International,
Hollywood, is the producer; Ullnin
distributes it in the United States
and All-Canadar Lud, north of the
Lorder.

T'he second-year production pack-
age includes musical bridges, modern
sound effects, one-liners (anecdotes),
show-stoppers (spool on station ex-
ccutives) and jockey shorts  (light
material for dise jockeys). In addi-
tiorr, some of the key features of the
first-vear package will be continued,
These  include  open-end  station
breaks, time and temperature intro-
ductions, thoughts for today, bise-
ball and foothall promotion spots,
weather  introduictions and  cosnp-
anents,

Stars

. Luoall “Big Sound™ maerial, the
voices are those of Hollywood aml
shhow business stars. A station that
subneribes receives an initial package
of 12 dises: each month it then re-
ceives five dises and fonr tapes. The
fivst-year series covers 11,823 promno-
tion tracks, using the voices ol 127
stars.

Cost of the “Big Sound” is based
on a weekly fee and ranges, accord-
ing to the size of the market, from
$15 to $200. Major markets are on
a onc-year contract and smaller lo-
ciles on a two-year puact.

Lang-Worth  Feature Programns
Inc.. New York, is producing a pack-
age called “Special Selling Season
Shorties,” which offers 397 selections
[or vear-round use.

The idea behind this package is
to offer a showcase for a commercial
by providing short arrangements of
standard and popular musical selec-
tions. The length of the “shorties”
vary from 35 seconds to two minutes.
The package comprises 350 stand-
ards for use during holiday seasons .
throughout tlie ycar as well as 47
Christmas tunes.

RCA - Synchcated  Programs  is
readving distribution of the five-
minute sports show called Jackie
Robinson’s Sports Shots, leaturing
the lormer basebill star. T'he show
iv a hve-aaveck series that will cover
all spoxts, presentittg news ioterpre-
tation, guests and interviews.

The rompany also is talking about
producing a new five-minute series
on medicil advice and news. This,
too, would be a five-a-week show,

The monthly “Informacast™ serv-
fce v being uunle available by Pro-
avain - Development & Research
Corp., a diviston of Photography
Publishing Corp., and Zang Golobe,
vice president of Select Station Rep-
resentatives I'ne., New York, The re-
scarched malerial is prepared in
script form of about one minute in
length. Each script is categorized by
subject matfer so that it can be ar-
ranged in a binder that is provided.
Subjects  covered include a  wide
range ol topics—auto care, cooking,
gardening, health, money manage-
ment and houschold hints, among
others.

The “Informacast” service offcrs
hasic library of 250 scripts, whicly is
augmented by 50 new ones each
month. There are houus “Informa-
casts” during the year to cover spe-
caial events. A leather-covered bhinder
with dividers for the separate cate-
gories is also part of the basic serv-
ice. which 1s made available on an
exclusive basis to one station, in its
primary arei.

Suggested Service

A suggested way in which stations
can use the "Informacast” service is
by having, for example, a local drug
chain sponsor the health scripts or a
hardware store taking the gardening
hints.

Subscription rates for the service
are based on U. 5. Census population
figures. According io the rate card,
the cost varies from a low of $20 a
month in cities of under 50,000 pop-
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Stepped-up activity in new radio program

services shows greater offerings of

talk and interview shows. Emphasis also

is seen in using voices of stars

ulation to a monthly high of $75 for
cities of over one million in popula-
tion. In cases of multiple station
ownership, a discount of five percent
is allowed for each additional sta-
tion up to 20 percent.

A wend towards greater use of
talk shows in station programming
is observed by Harry S. Goodman
Productions, New York. The com-
pany reports that “stations are show-
ing an overwhelming interest in talk
and interview shows of one minute
in length.”

One such Goodman program that
is currently in distribution is Young
Hollywood. Dick Strout, radio re-
porter, interviews stars on location
in their homes aud at previews.

Subscribing stations are provided
with 25 one-minute programs per
week. The Goodman organization
is the distributor; Celebrity Manage-
ment Corp., Hollywood, is the pro-
ducer.

‘Celebrity Talk’

Trand Associates, New York. a
relatively recent arrival in the pro-
gram packaging field, started with
one 5-minute show, Celebrity Talk,
[eaturing interviews by Maggi Mec-
Nellis, and has since added five
more—Decorating Today with Vir-
ginia Graham, This Is Zsa Zsa with
Fsn Zsa Gabor, Ladies First with An-
ita Colby and Ilka Chase, Time
Remembered with Westbrook Van
Voorhis and News Analysis of the
1Week in Review with John Camevon
Swayze.

Celebrity Talk is heard on 302
stations plus 180 outlets of the
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Armed Forces Radio Service. Miss
McNellis conducts impromptu inter-
views with prominent personalities
from all walks of life. These are
taped and mailed to stations.

The latter show represents a de-
parture from the five-minute, five-
a-week format; it is a once-a-week,
10-minute show.

Trand programs are offered to sta-
tions on a fee basis; some are sokdl
for as little as $2.20 and others for
about $10.

Ic is the intention of Traud, ac-
cording to Dudley C. Andrews, Jr.,
president, to offer a wotal of six 5-
minute shows which will be offered
as a package to radio stations, cover-
ing interviews, decorating hints, teen
talk, sports, news analysis and news
for women.

Nemrac Shows

Nemrac Recordings, West Islip.
N. Y, is packaging a children's
show, Flight Into Fantasy. The star
of the 30-minute program is a good-
natured robot named “Nemrac.” The
show is described as a “musical and
informative journey into the realm
of fact and fiction.” Led by “Nem-
rac,” the children take sound jour-
neys to liands ol the past, present
and future with a stop. of course, at
Birthday Island. The weekly taped
program is being offered at 310 a
tape on a minimuin 13-week agree-
ment.

Another show currently being put
together by Nemrac is a humor se-
vies called McNaughton & McGon-
agle, a taped comedy routine in one-
minute and 30-second segments.

The comedy vignettes are wiitten
by Harry McNaughton, veteran per-
former of the scries, It Pays To Be
Ignorant. There are 25 vignettes to
a half-honr tape.

The increased intevest it *“talk”
shows is evidenced by the newly-
formed Public Aflairs Radio Inc.,
New York. The firm was orgunized
by Guthric Janssen, president, who
was a news correspondent for NBC
from 1M1 to 1917, The first eflort
of the new company is a I5-minute
survey ol business and finance that
is designed for weckend
either Saturday or Sunday.

airing,

Local Sponsorship

The show will include reports
from the stock markets, features and
interviews with investinent anthor-
ities. The series, recorded in New
York’s finaucial district, is open to
local sponsorship.

Public Affairs Radio also will of-
fer to stations a daily voiced scrvice
giving 50 seconds of the day’s final
business and financial news cirect
from Wall Street. Each report will
be custom-tailored to the individual
station and community intercsts.

The services of I'ublic Affairs Ra-
dio are expected to be expanded as
rapidly as possible to include other
direct-voiced news reports (both do-
mestic and overseas), discussion of
public issues, coverage of public
events and otlier public affairs pro-
grams.

Mr. Janssen declares that it is the
cotupany’s intention to make avail-
able Lo stations a selection of quality
voiced public affairs programs in a
varicty of lengths, styles and formats.

The current wave of activity in
new packaged radio program serv-
ices is paralleling the interest and
desire by stations to alter continual-
Iy programwming matter in an effort
to make their sound an eflcctive
voice in the community ¢ o e
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question
and answer

An Event

To Watch For

On March 30, the Radio & Television Executives Society

stages a major radio session designed to produce answers

to many radio questions. Statioh men are urged to mail

in questions to U. S. Radio by March 1 (see below)

This month’s Question &
Answer feature is a depar-
ture from the usual format
of having agency or advertiser ex-
ecutives amswer a radio question.
And vet it is written as a [orerunner
of au event that in itsell will provide
ad world answers to radio questions.

Why do some national advertisers
swear by radio?

Why don't others use more of it?

These are some of the questions
on which answers will be sought on
Wednesday, March 30, at the month-
Iv Roundtable Iunchecon of the
Radio & Television Exccutives So-
ciety, held at the Roosevelt Hotel,
New York.

In probing and exploring some of
the “why's” and “how’s” of radio
use by major national advertisers,
the RTES Rountltable will be pre-
senting its first major radio luncheon
in a great syhile. Responsible for
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putiing the agenda together are Al
Shepard, sales manager, Sclect Sta-
ton Representatives Inc., and Ed
Reynolds, assistant director, press
information, CBS, co-chairmen of
the monthly Roundsable Iuncheon
Committee,

Matters of interest to advertisers,
agencies and buyers of radio ume
will be studied. Speakers, as yet un-
announced, will be chiefly adver-
users, plus representatives of radio
statisn ianagement.

Radio stations across the country
are wrged to send in pertinent ques-
tions that will be answered ac this
sesston.  Mail them 1o us. rRanO,
50 W. 57uh St, New York 19, N. Y.

The premise that underlies the
forthcoming session is that “radio is
a primary medium capable of per-
forming a basic sales job for an ad-
vertiser,” state co-chairmen Shepard
and Reynolds.

“There s a0 umrkcu’ng or sales
problem that cannot be solved with
eifective use ol radio advertising.”

The session is aimed ar Jpromoting
the interesis ol all radio—spot and
nctwork.

In addition, the use of the entire
day’s schedule is to be explored, not
only the bours of 7 am. to 6 p.m.
The successes lacal and national ad-
vertisers have had with the total
broadcast glay will be studied.

Program Effectively

Advertisers will be urged to take
a look at the ability of radio to pro-
gram cffectively. Sucl. things as the
mecdium’s capacity lor news, docu-
mentiaries, public events and remote
broadcasts will be Drought bome
through case illustrations.

The idea Dbehind the program-
ming discussion 1s to show advertis-
ers that radio can program to deliver
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Co-chairmen of the forthcoming RTES
Roundtable luncheon are Al Shepard (r.).
sales manager, Sclect Station Repre-
sentatives Inc., and Ed Reynolds, as-
sistant director, press information, CBS.

a specific andience. “All too often
not enough time is spent by agen-
ctes in researching the kind of local
programming buy that would best
suit a national client,” state the
luncheon co-chairmen. “For ex-
ample, a national insurance firm
would do well to use a series of local
public affairs shows on a station.”

There are many radio values tlhat
the March 30 session expect to ex-
plore. Among these ave:

Frequency and repetition.

¢ Timeliness.

e How radio motivates — case
studies.

¢ Flexibility and creative aspects
of the medium.

» Economy.

“The people who know radio well
are the ones that are using it effec-
tively, declare Messrs. Shepard and
Reynolds. “One of the aims of the
forthcoming session is to spread some
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of this knowledge around for every-
body’'s benefit. This will be a for-
uni—in exchange of ideas by knowl-
edgeable people.

“It 1s the feeling of RTES that
the creativity of radio is liinited only
by agencies and advertisers and the
degree of effort expended on indi-
vidual campaigns.”

The techniques of using radio for
various advertisers and kinds of ac-
counts are expected to be high-
lighted.

The session will try to relate local
and regional radio success stories to
national advertisers. It will try to en-
courage national firms to take a look
at local distributors who are using
radio to move products and mer-
chandise at the pomt of sale.

The reason advertisers are being
picked for speakers, it is explained,
is because RTES feels that the clients
nltimately pay the freight.

talked
aspects of radio thar are expected to

Among the less about
be wunderlined at the session are
radio’s ability to merchandise crea-
tively, 1o build point-ofsale tie-ins
and to ofter personality. endorse-
ments.

Another aspect of radio advertis-
ing that is expected to be explored
is creative strategy, including such
things as local versus canned copy
and live delivery wersus transcribed
spots.

If there are any siguificant areas
uncovered by the March 30 meeting,
another session will be plinned to
conclude the subject matter. There
will also be discussion froin the floor.

Stations are urged to submit their
questions and comments so that they
imay be considered at the gathering.

Questions should be in the hands
of u.s. rRabto no later than March 1.

* & O
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focus on radio

A Quick Glance At People, Places
And Events Around Radio-Land
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KEY TO THE fate of deejay Bob Calvert, WGH Norfolk, was in the hands of one of 20,000 persons who received keys
'frorn the station. That person would have the key which would open the lock of the cage housing the air personality.
"Operation Lock Up" was a promotion tied in with the grand opening of this supermarket. After three-and-a-half days,
and 8,000 attempts, the key was slipped into the lock and out came the deejay. Lucky key holder was awarded $150.

| LISTEN |
KFML Radlo

o6 Jone FORD
wd KEML _RADIO

HOME FROM A MARCH for the National Foundation is
KSO Des Moines Program Director Dick Vance [<.), here re.

"RUGGED" WESTERN.CLAD models braved 23-degree temperatures and a

ceiving congratulations from Bob Ray, the foundation's lowa heavy snowstorm as part of KFML Denver salute to the National Western Stock
State Chairman. Tony Moe, KSO general manager, looks on. Show. Station's Art Knott supervised the girls who distributed program sched-
Contributors deposited $3,600 into the barrel in the wheel- ules and invitations to tune in. The KFML entry in the show's grand parade
chair Yance pushed for 35 miles from Ames, la., to Des Moines. was co-sponscred by the Denver Monifor and Bob Jones, local Ford deaier.
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HI-FI RADIO gets one more enthusiastic supporter in the person of Mrs, LETTING THE SECRET out of the bag about the secret word

L. M. Larsen, She was the winner of drawing held by WLOL-FM Minneap- contest conducted by KRLA Hollywoed, is Donald Fry, station
olis. Her prize was a Blaupunkt fm-am radio provided by a local dealer, comptroller, as he interviews Rose Queen Margarethe Bertel-
Names were mailed in by listeners at the station's request. Seen [I. to r.} son. Queen Margarethe is surrounded by some of the 49,10C
Don Guis, hi-fi dealer: Mrs. Larsen and Tam Rueben, station manager. entries that were submitted in the station’s popular contest.

GIVE THE GIFT of life itself was the theme of a campaign put on by NAMED TO FCC's National Defense Esxecutive Reserve Unit,
KOIL Omaha to boost blood donations to the Red Cross. Each donor Lawrence Webb, managing director, Station Representatives Assoc.,

was rewarded with a popular music album contributed by the station. receives scroll from FCC Commr. Robert E. Lee. H. Preston Peters,
Deejay Steve Brown [l.) looks on as one listener responds to the call, SRA head and president, Peters, Griffin, Woodward, Inc., looks on.

BURIED UNDER the 5,000 ping-pong balls used by

YILR e SIEAL WOST
KFMB San Diego is Nancy Kierspe, secretary to [ psmat sonp
Virgil Clemens, station account executive, who helps by y f

her out. Ping-pong balls were dropped over Tustin
Hills Ranchos, to promote new homes in the area

RUSHING TO THE rescue, Bob McKee, of WAKE Atlanta, keeps his
listeners informed of the latest exploits of Dick Tracy. McKee is staging
a one-man campaign to bring the comic strip back to Atlanta. Strip
was dropped recently by the city's newspapers, so McKee stepped in:
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Articles OF Major Interest
Reprinted From U. S. Radio

Numerous requests for articles have necessitated reprinting in quan-

tity. . . . The following reprints are currently available:
T =k * Will the Cash Register Ring for FM?
@ rLs. pAno (including equipment style guide for FM)

Tetley Leaves it to Radio
will the Casbh
1' Register Ring

tor Em ? » Negro Radio Tells its Story
CTITIEUIS o Smoothing on Saturation Radio
style Guide .
- Mg e Thrivo Barks Back
e — Ve <y o Sinclair Trims Spot Paper Work
covering i b ansmAEng ond oCINE0
wxsimgn TR LTS For huother information, write—
Reprints
U.S. RADIO

50 West 57th Street, NYC 19,

For future articles that really “dig” into the depihs of sound radio ad-
vertising . . . be sure you see ecach monthly issue of U.S. RADIO.
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U.S. RADIO SUBSCRIPTION

50 West 57th Street
New York 19, N. Y.

Please see that [ receive .S. RA DIoO

Enter Your

Subscription _
T YEAR $3 [0 2 YEARS $5 O
e Name Title
$3 For 1 Year Company.

Type of Business

$5 For 2 Years (1 Compamy w
[0 Home Address.—

City Zone State

PLEASE BILL O PAYMENT ENCLOSED [
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hometown USA

® Commercial Clinic

® Station Log
® BPA Memo

(Local Promotion)

@ Radio Registers

Radio Developing

Editorial Viewpoinits

Regular procedures recommended for stations

to follow in efforts toward effective presentation

of on-the-air editorial opinion

|
Radio station editorials, deal-
ing with everything from the
latest international crisis to
whether or not the town should vote
funds for a marble bust of the may-
or, are being aired with increasing
regularity. There is a definite ten-
dency among stations to exchange
their role of being purely an observ-
er for that of an active member of
the community, with definite view-
points and ideas that are clearly and
forcefully expressed.
An interesting example of inde-
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pendent thinking by stations was
found in St. Louis during last year’s
elections. Two CBS-Owned outlets,
KMOX-AM and KMOX-TV, held
opposite views on a suggested Met-
ropolitan District Plan. And each
station took a different on-the-air
editorial stand on the subject. In
issuing “rules and guideposts for edi-
torials on CBS-Owned stations” last
month, the Network’s editorial board
states that “There need be no uni-
formity of editorial views” among its
outlets.

Covering various areas to be con-
sidered in the preparation and pres-
entation of editorials, the Network
guide explains that “The primary
purpose of presenting . . . editorials,
and the replies to them, is to serve
the public interest by stimulating
thinking and decision-making about
important public issues. Station edi-
torials are not only to be fair, accu-
rate and eflective, but also carried
out with the maximum care and at-
tention to details of all kinds.”

Encouragement of editorializing
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by its owned stations is indicated by
the statement from the CBS board
thiat “Editorials should be broadcast
with considerable regularity and fre-
quency . . . and should be ot suth-
cient length to present the logic and
evidence behind their (the stations’)
conclusions.” It is suggested that a
radio editorial rarely be less than
five-minutes in length. “Editorial
'spots’ should never be used,” the
editorial board said.

Fixing Responsibility
In fixing responsibility for the or-
igination of editorials, the board
states that this should be the func-
tion of station management alone,
“not of individual departments, pro-
grain personalities or ‘columnists of
the air’.” Turning to the actual on-
the-air presentation, the opinion is
given that editorials not be delivered
by news personalities “whose impar-
tial presentation of the news may
thus be questioned. Nor should edi-
torials be delivered by announcers
who are otherwise primarily ideni-
fied with commercials or essentially

cnlertaininent programming.”

BRI i

Professional Writer

The suggestion is made that each
station employ at least one proles-
sional editorial researcher-writer who
would be responsible 1o the general
manager for the preparation of edi-
torials. .Although the editorial need
not necessarily be delivered by the
general wranager, the CBS gude
points out,” they “must be delivered
by management spokesmnen. Each
station  should search out—and,
when feasible, ise—individuals who
best combine on-the-air presence
with a considerable «egree of mana-
gerial responsibility, or should hire
a special editorialist whose function
i to speak for management.”

Two Types of Editorials

Attention is given to 1wo types of
radio editorials—the consensus and
the partisan. .\ consensus editoriil
is described as one “in which a sta-
tion primarily underscores or re-
minds the public of basic principles
or obligations 1o which no respon-
sible segment ol the community is
likely to 1ake exception.”

finf AT RPN g CRRATE RO

CBS Guide to Station Editorials*

* Editorials should be fair, accurate and effective
» FEditorials should stimulate thinking and decision-

making

* Editorials are sole responsibility of station iiaw-

agement

* Edtorials should be delivered by a station mans«

agement spokesman

» Editorials should be broadcast with vegularity
s Editorial “spots” should not be employed
» Editorials should be prepared by professional re-

searcher-writer

* Opposition must have opportunity fo reply to par-

tisan station editorials

* Stations should search out opposition views

» All local subjects are suitable topics for station

editorials

*Chort bosed on recommendofions found in CHS Rodio Network's "Rules dnd
Guideposts for Editoriols on CBS-Owned Stctions.”

0O 0O 0000t 0000000 O O
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Devoting a considerable amount
of care to the subject, the Newwork
guide explains that “partisan edi-
torials, in which a station clearly
lakes sides, should be accompanied
by painstaking comcern Yor fairness
and bualance in providing on-the-air
opportunities (o the opposition,”

Treatment of Opposition

While rthe “equal iime” concept
does not apply to editorials, it is de-
clared, siations should provide the
same kind and molitt of time, jeclr-
nical facilities and promotion to the
opposition viewpoints as they make
use of lor their own partisan edi-
tovials. “When a station gives in-
ordinite weight to its own partisan
editorials by the preempiion of
commercial time, it should take par-
ticular care to choose comparable
reply thme for the opposition.”

The warning is also given that sta-
tions make every effort to search
out opposition to their parasan edi-
torials. By flollowing this procedure,
it is said, a station may avoid de-
mands for equal broadcast time by
the opposition. The use of the “lét.
ters o the editor” technique as a
means of permitting the opposition
to reply to a partisan editorial is said
to be “frequently insufficient 1o guar-
antee fairness and balance.”

Production Techniques

Irroduction techniques nsed in the
presentation of partisan views by
stations should be of such a nature
that they could be fairly offered to
the opposition, taking into consid-
eration the production “know-how”
of the opposition, the guide says.

When a partisan editorial fs re-
peated, CBS suggests that the oppo-
sition also be given the opportunity
to be heard again. In general, how-
ever, it is felt that editorials should
normally be repeated only in order
fo yeach different audiences.

A wide area of subjects are sug:
gested as suitable topics for a station
editorial. These include all local
subjects, or national subjects that
have special local implications. e » =
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1959

... another
 year of growth
Jor Standard Rate

&° Data Service

(media odvertising volume]

aAccounts

1954 1933 1956 1957 1958 1959

Reflected in this growth pattern is the in-
creasing employment, by media owners, of
a modern marketing cancept which adds
farce ta all of their selling actions by
tying in with o buying action comman to
buyers, everywhere . . . habitual ond re-
petitive use of their ““classified directary.”

Twa thirds of the publishers and station
owners whose promotion programs in-
clude no space advertising in editorial-
type periadicals, da use space in SRDS ta
be sure of representation every time their

INser thﬂ.f medium or market is being considered.

And of all media that use space in adver-
tising periodicals, the majarity use Serv-
i ice-Ads in SRDS with adequate informo-
1955 1956 1957 1958 1959 tion dominantly and canstantly in evi-
dence at the time and place of media
camparisan,

The trend, for years, has beeh toward
thinking like this: “No matter what else
we do in our sales pramotion pragram,
we’ll run informative Service-Ads in SRDS
to help us sell the way the advertising
business buys.”

standord rate 2 data service, inc.

the national authority serving the media-buying funclion
Walter E. Botthof, Publisher
5201 Old Orchard Road, Skokie, lllinois

Sales Offices—
Skokie *+ New York * Atlanta  Los Angeles
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commercial
clinic

‘Tiger In Your Tank’ Theme
Has Hard Sell Built Right In

Who put a tiger in the gas tank?

Oklahoma Oil, when they lound
out what a tiger could do for gas
sales. Now thev've set {t to music
and put it on the air in |3 cities in
the Midwest. The result—a “Tiger
in vour Tank™ theme with a hard
sell beat,

“What more can vou want in a
radio commercial?” says Don Zabel,
co-producer with Lee Marsh at
Needliam, Louis and PBrorby Inc.
Chicago. “WWe've got an entertain-
ing theme with the sell built right
into it.

“There are two parts of this tiger
that everybodv wants in his gas
tank,” he explains. “First, there's his
roar—the roar of the engine as you
step on the gas pedul. Then there's
his purr—the purr of a smooth run-
ning motor propelled by Oklalioma’s
High-Q gasolines. Add a snappy
rhythim with a light melodic touch
and vou've gat a happy conunercial.”

Tnspired Theme

“We started with an inspired
theme,” Mr. Marsh savs, “‘Put a
tiger in vour tank’ is the motif ol
Oklahoma’s current print campaign.
We ftted this to radio and found
they matched quite well.

“For instance, we took the theme
line, put it to music and used it to
introduce all the radio commercials.
It makes an eftective—and, by now,
familiar—opening. Our quartet gets
things going with:

0O—klahoma

I said 0—klahoma

...will put a tiger
in your tank!
Then comes the roar of the tiger.

“\We've calmed the roar down since
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the original series, which started last
April. At that time the commercial
openced with the roar. The beat of the
music was faster then, oo, and the
whole effect louder. The best way to
describe it is to say that if you were
carrying a pile of dishes when the
commercial came on, you had better
be holding on tight. Now that our
listeners arc more familiar with the
music, we've slowed it down some
and made it more inclodic.

New Effect

“The purring effect, too, is new il
the current series, which began in
Septeniber. It's a natural, both for
the tiger and the motor. And it fits
in well with the lyrics in_the jingle,”
Mr. Muarsh says:

And your mofor will purr,

with perrrfect perrrform=-

ance when you switch to

Oklahoma High-Q gasoline!

Your motor will purrrr, and

parrrticular people all

switch to Oklahoma High-Q
gasolines!

“That's the jingle we nse,” Mr.
Marsh continues. “Ir some of the
60-second spots in our current Frank
Blair scries it's used twice, before
and after the announcements. In
others, the announcement comes im-
mediately alter the thenie and the
jingle follows the aunouncement.

“The fast beat serves to keep the
prose lively, too. \We keep the mu-
sic going in the background during
Frank Blair's lines. Imagine these
announcements, in tune with the
tiger theme, with the nusic running
along underneath:

Frank Blair speaking!
month more than two million

particular people drive in at
the sign of Oklahoma. Join
the ranks of people with
tigers in their tanks'!

Here's another of the series that
keeps it entertaining, with the em-
phasis on the services

Frank Blair speaking! Ever
wonder why service is always
so good at Oklahoma stations
<« .why attendants are always
such nice people? We ask
what kind of service you
want, what kind of people you
like, then make sure you get
them at Oklahoma stations
everywhere !

Each

“Ancd all the conuuercials end
with a roar that sends them off the
air in the same tiger tempo,” Mr.
Marsh conchudes,

Team Effort

Getting a series like this together
was a job that took the eflorts of
many people, according ta producers
Zabel and Marsh.

“First,” says Mr. Zabel, “our team
of two produccrs, onc writer and
two art directors ook the print me-
tlia theme and used it as the basis
for our thinking. e worked with,
an independent composer, Bill
\Walker, on the music. The roar
came from a sound-effects studio in
Hollywood.

“We've had an enthusiastic re-
sponse to the tiger. The public
seems to have a sharp awareness of
it. And the Oklahoma attendants at
the service stations seem to like it
According to reports, they're having’
a wonderful time with the tiger
right a1 the gas tanks" o o e
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station log

> Newst

Lfforts 1o provide better news serv-
ice have led to news prograin devel-
opments in both breadth ancl depth.
One station reports on improve-
ments in the news gathering service,
another on development of its in-
depth reporting.

KREX Grand Junction, Colo,
and the Grand Junction Daily Senti-
nel, long-time rivals, announced the
merger of their news gathering facil-
ittes. The move was made, the sia-
tion reports, to provide improved
news service for the public at lower
COSLS.

Some 70 area correspondents, as
well as a half dozen reporters and
feature writers, have been added to
the station’s news gathering staff as
a result of the merger. The station
has moved its entire news depart-
ment into the newspaper’s building.

Both firms emphasized that the
joint news service will in no way
affect the business or editorial poli-
cies of either media.

KSTP Stu Paul-Minneapolis  us
giving listeners a more thorough re-
port on the news on its Behind the
Parade show, heard twice-a-day Mon-
day, Wednesday and Friday. The
program is designed to dig deep into
controversial topics and report frank-

¢@ .@
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The Rounsaville clan gathers around Robert W. Rounsaville [front
row, third from left), president of the Rounsaville stations, at Dinkler
Flaza Hotel, Atlanta. Convention was held to discuss station business.
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Iy on thent. It has covered such suly-
jects as pornographic literature,
police brutality and political dema-
goguery. According to the station,
“counsiderable pressure is sometimes
applied because of the controversial
nature of the programy,” but it is felt
that a program hke this is needed
“to inform the communtity of what’s
going on.”

» Programming:
A two-part documentary aired Dby
WAMCA New York last month has
been described by station Chairman
Nathan Swuaus as “combining ra-
dio’s public service and news lune
tons with ils recently unexploited
dramatic range.” |
Entitled 1We Accuse, the programs
dramatized events dealing with the
recent Mack Charles Parker lynch-
ing. Using the dramatic technique
of presenting a fictional account ot
the wrial Parker never received, the
station assembled a large cast of per-
formers hieaded by the well-known
actor Chester Morris.

> Public Service:

A schedule of public service pro-
grams for the entire broadcasting
year has been set by W] D Chicago.
The programs will cover a wide
range of ficlds. Some of the subjects
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Statiens

represented were WCIN Cinrt;innaﬁI
WMBM Miami Beach, WTMP Tampa, WYOL Nashville, WYLD New
Orleans and WQX| Atlanta, Station representatives also attended.

"Announcer of the year" George Walsh, KNX
(I} smiles as he looks at citation from Los
Angeles Times' "Radic Beat" with Paul Con-
dylis (c.) and Bob Grant KNX, cited as best
news persoaalities. Others cited for outstand-
local achievements in 1959 were Hugh Brun.
dage, KMPC (newscaster); Vin Scully, KMPC.
KFI (sportscaster); and Dick Whittinghill,
KMPC (disc jockey]. All are local stations.

to be studied are law, religion,
health and community probiems.
The broadcasts will be aired daily,
usuatlly in the 15-minute segment be-
fore sign off.

Fourteen difterent programs have
been set for 1960, including Your
Right to Kuow, a presentation ol
the American Civil Liberties Union;
Chicago Highlights, a programn about
educational and entertainment ac-
tivities in the area; and IWherever
They Go, an offering of the U.S.O.
of Chicago. e e o
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BPA memo

Letters Win Respite
For Deserving Spouses

Time oft for deserving spouses lias
been promised hy KXOK®* St. Louis
to winners of the station’s coinbina-
tion “Worn Out Wife”" and “Gold-
brick contests. Time out from
home routine for the little woman;
time off from daily loils for the
overworked hushand.

To the wile of the man wha writes
in the best letter on why his wile de-
serves a night out on the tawn, the
station has offered a reward of
flowers, candv, chauffeur driven
limousine, dinner, theater, dancing
and baby sitter. For the husband of
the woman who writes in the best
veason why her man needs a rest, will
come a whole day off. The station
has said it will vehimburse the win-
ner's employer for a complete day’s
wages,

Prettiest Locks of Hair
Auctioned Off for Charity

.\ search for the prettiest lock of
hair in central Virginia led to a
drive in behalf of the Richmond
T.B. Assaciation over \WWLEE Rich-
mond. After the winner was chosen,
some of the best looking locks were
auctioned off as mustaches, The sta-
tion held 11 auctions for the locks
at the rate of one a night. At the
end of that time. the station reports,
over $300 had been pledged for the
T.B. fund. Single pledges ranged
from $3.25 to $100.25, according to
the station.

Built-In Listener Interest
Livens Rose Bowl Promotion

When the University ol Washington
was invited to the Rose Bowl for the
first time in 23 vears. KOL Seattle
staged a tie-in promotion. Local en-
thusiasm and a scarcity of tickets
provided a built-in listener interest
that the station utilized in two wavs.

First, it held a treasure hunt. For
10 days before the Bowl, the station
hid six miniature footballs in the
Seattle-Everett area and broadcast
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clues oit the air. Each football was
worth two tickets and two round
trip air passages o the gmne.
Secondly, the station served as a
clearing house. It provided tickets
for fans by notifying them of ticket
holders who, tor one reason or an-
other, couldn’t go. To make sure
there was no scalping, the station
bought tickets whid) would have
gone unused and sold them at cosl.

Over 100 ducats were obtained in
this way and trned over o Uni-
versity of Washington tans veady to
take the 2,400-mile round trip to
Pasadena, the station reports. In
two iinstanees, entire families waited,
their Inggage packed in cars outside
the station, until tickets turned up,
according to KOL.

Sponsor Contest Reveals
People Listen At Night

When the Duoran Colfee Co. pro-
moted a contest for its Admiration
coffee label over 60 stations in Texas
and Louisiana, KSAM  Huntsville,
Tex.. went all out 10 win,

Its heavy promotion helped win
top prize for its  “Admiration
Queen.” It also exposed, says the
station, a whole new segment of its
audience—the nighttime listeners.

One of the most popular promo-
tions, according o the station, was
a nighttime quis with prizes worth
no more than a dollar. The quiz
was subsidized by local merchants
i exchange for air time ou that
program. In order to qualifly, win-
ners had to present an Admiration
label as well as the correct answer.

The station admits it was a bit
dubious about this promotion. “Few
would want to answer a question for
only a dollar’s worth of merchan-
dise” it thought.

l.isteners, however, were enthusi-
astic in thetr response. The first
night 40 calls came in, states KSAM],
with succeeding nights bringing in
an even greater response. During
the course of the final quiz, 89 calls
were recorded, says the station.

“All of which proved to us thar

we had o much larger mghtiime
audience than we thought.” More
encouraging still was the favorable
reactioir of the merchants cooperat-
img w the qunz.

Captain Wins a Car
In Lucky Snowball Drop

Aipong the several thousaud snow-
balls that fell from the sky above the
listening area of KFAB Omaha was
oie contitining a prize acinning shp
ol paper. It was picked up by the
son. ol an Air Force captaim, who
turned it in for a mew Corvair for
the tamily.

The snowball diop was part of a
weck long promotion to atiract at
tention to the station’s new pragram-
ming format, Some of the snow-
balls contained lucky ships. They
were carried aloft in a helicopter
that roamed the skies, dropping
them on the mewopolitan areas of
Omaha and Lincoln, Neb.,, and
Council Bhuffs, 1a., as well as on 25
smaller Nebraska and lTowa com-
munities.

The station kept listerrers posted
on tlie position and progress of the
‘copter about every 15 minutes. As
people gathered along the helicopter
route, the snowballs were dropped.
Among the prizes promised by the
slips in the lucky snowballs were
transistor vadios, bicycles and port-
able tv sets. Distribution of the
Incky snowballs was made on & popu-
lation basis.

Guess the Weather Contest
Promoted by Pop Music

The contestant who sent in the clos-
est estimate of the date and time
that the thermometer in the Twin
cities’ area would fall to 15 below
zevo won $150 in savings bonds.
Called Radio Radar Weather, tlie
contest was held by KSTP St. Paul,
Minn., over several of the station’s
popular music shows. Abhout 2,000
separate entries were 1eported by the

station. ¢ o o

*Denofes ttations whe are members of
BPA (Bréadcasters’ Promotion Assogiation]
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radio
registers

et e 3 i ot a7 ah e CAR DEALER | O
The success of a poodle contest over KFKF Bellevue,

Wash., convinced the sponsor to sign an annual con-

tract with the station. Eastside Renault sponsored a
six-week campaign featuring a name-the-French-poodle
contest. Listeners were urged to come in to the deal-
er's sales room to see and name the French poodle on
display. Winner got the poodle. The cost of the cam-
paign was $300. According to the station, over 3,000
people visited the sales room and entered the contest.
In addition, 30 new Renaults and 15 used cars were sold.

NEGRO

Community Programming

e

| SHOE STORE f

1
[

At the recommendation of KNOK Dallas, Cinderella-
Cindy's Shoe Stores increased their Christmas sched-
ule from 18 to 60 announcements a week. The campaign
ran during the two weekS before Christmas. According
to store owner Mel Wood, business doubled as a direct
result of the radio schedule. They so0ld 250 extra
pairs of shoes at $12.95 to $16.95 during the campaign,
ingluding 50 pairs in a single day.

SPANISH/PUERTO RICAN

Programming

CE A L R LYY YN N dor DR R
-t

To stimulate teen traffic in department store sales.
the Mangel Department Store sSponsored a remote pro-
gram over WDXB Chattanocoga. The program, held in the
store, was presided over by a station persconality and
directed to teenagers. According to J. Levine, mana-
ger of Mangel's, 35 accounts were opened as a direct
result of the program and 3% more were strong pros-
pects. In addition, the store repcrted a 20 percent
increase in business that day.

24

HOURS DAILY

The Alamo National Bank of San Antonio sponsors a
weekly show over WOAI San Antonio. The program, which
lasts a half hour, features taped interviews with
prominent farmers, ranchers and agricultural person-
alities as well as various stories about the Texas
outdoors. The cost of the show is about $150 a week.
According to the station, bank officials reported
that the program added greatly to its effective Serv-
ice in south Texas, so much so that the bank has con=-
tracted to sponsor the show for the eighth consecutive NEW YORK DE 5-1600
yvear. “10:00AM-5:30PM

R R N I R R R A R L R R R R N N N Y R R Y R N **5.30PM-10:00AM

of Whirl-Wind sales action

WWRL
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RADIO and TELEVISION

NOW we can qﬁ _y_o

'PROVEN
RESULTS"

with these
TELE-BROADCASTER STATIONS

IN Kansas Eity-[m

IN Los Angeles-

{SPANISH LANGUAGE
MARKET)

IN San Francisco m
SAN MATEQ]

% TOP RATINGS IN
AUDIENCE

BECAUSE WE
PROGRAM TO
PLEASE LISTEN-
ERS AND TO
PROMOTE SALES

“ MORE LISTENERS
PER ODLLAR

+“ SPONSOR PREF-
ERENCE AFTER
TRYING “BOTH"
STATIONS

For facts & figures CALL
A TELE-BROADCASTER STATION

report from RAB

“Sell With Sound In "60” Program

Merits Surveyed By RAB

I'he exciting and asresting sounds
ol radio commmercials—designed, of
cotrse, to sell goods to conswiners—
will be nsed more [requently in 1960
ta sell radio 1o advertisers. A recent
RAB study finds that almost 95 per-
cent of all radio stations occasional-
Iv include tapes or discs in their
sales pitches; but few use this nat-
ural sales tool as often as they inight.

RAB's new sound presentation
program—called Sell With Sound in
"60—is aimed hard in that direction,
and should wake radio’s commercial
creativity a part of many more sta-
Hon presentiations.

Pming 1960, the Bureau will pro-
duce a series of tapes, each covering
outstanding radio commercials of a
specific advertising  category.  The
tupes are intended (o give prospects

n eanlul ol rudio selling sounds os
hev're currenthy being employed by
advertisers in leading retailing fields.

The fust two tapes have already
been produced. One contains 30
supermarket radio commercials, se-
lecrted by the supermarkets them-
selves as their best. The second has
30 samples submitted by successful
furniture dealers. Aside {rom con-
Luining a complete 30-minule sales
presentation, the rapes also provide
stations and advertisers with a run-
ning crosssection of what's happen-
ng to radio comnercials, circa 1960.

For stavons interested in a closer
ook at the sell-with-sound tech-
rique, here’s a rundown on the way
he tapes are constructed.

The supermarkets represented rurt

sengers

RADIO SALES TREND OF THE MONTH

“"On-Target," the RAB technique which allows an advertiser to
chart how many of the potential customers in an area listen 1o
radio on the day they shop, has been received with intense in-
terest by food and drug advertsers. Now it's being used [or the
first time in a completely unrclated field. RAB's national sales
force is currently working with several major airlines, preparing
for a definitive “on-target” study of the radio listening habits of
first-time jet-plane passengers. Airlanes are concerned that exist
mg advertising patterns might not be efficient and are cooper-
ating with RAB 1o profile the radio listening of these “new pas-

the gamn, from McDaniels Markets
on the west coast ta I'enn Fruit on
the cast; range in size and scope
Irom A & P and Safeway 1o aggres-
sive, independent operations like
Wyaitl’s, Columbia, Mo.

The commercials themselves re
flect the great variety of modern
Tadio advertising and include
comedy and straight sell, price spe-
cials and jnstitutional approaches,
brighn, catchy jingles and sound ef-
feets. ‘They are arranged on the tape
to complement each other. For ex-
ample, a spot from a Kohl’s Food
new store opening is followed by a
jingle rclebraking 100 years of
AR

A professiona]l narralor links the
commercials with inlormative inuo-
ductions like dus one: “The infor-
mality of radio advertising can trams-
form a big, impersonal business into
a warm and human one. Safeway
stores is the secongd Lirgest chain in
the counuy . . . yet, there's nothing
stufly in this hmorous conversation
betweewr two very ‘fur-out® jasz mu-
sicians, . "

RAB recommends stations use the
tapes 1 a number of ways. Play
them straight through, or else select
a hall-dozen samples—with emphasis
on supermarkets that come closest to
the size and advertising ontlook of
the finn being pitched.

The Bureau also advises: “Tailor
the tapes to your specific needs,
Select some of the best commercials
from it, then splice on your own
Incally produced! commercials.” o o o
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report from

representatives

Kotz Report Traces National
Spot Radio Costs In 1959

Rates for national spot radio in
1959 showed very little change when
compared with the previous year's
time charges, according to the third
annual “spot radio budget estimator”
prepared by The Katz Agency Inc.

Costs in the 150 markets included
in the estimator were up 1.5 percent
for daytime hours. The early inorn-
ing-late afternoon “trafhic” period
showed a rise 1n time charges of on-
ly 0.8 percent. Evening rates de-
clined 1.3 percent in 1959, as com-
pared to a 6.4 percent drop in 1958.

Based on the cost of 60-second an-
nouncements in 150 markets, the spot
radio budget estimator is not de-
signed to “take the place of individ-
ual station rate cards,” the firm
states. Ils purpose is to provide a
quick method of estimating spot ra-
dio costs.

The markets included in the esti-
mator are ranked in order of the
largest daytime weekly circulation in
each market, it is explained. NCS
#2, as furnished in a special tabula-
tion made for The Katz Agency by
the A. C. Nielsen Co., is used as the
base.

“Since the rates tabulated are those
of the station in each market with
the largest daytime weekly circula-
tion, they tend to reflect, in most
cases, the highest cost station.”

The summary shows for each of

the 150 narkets the cost-per-an-
nouncement, based on a weekday
schedule of 12 one-minute an-
nouncements per week, for 13 weeks
in each of the following time pe-
riads:

¢ Early Morning-Late Afternoon.
This refers to 7 am. to 9 a.m.
and 4 pan. to 6 p.m. The two
periods were averaged where
the late afternoon and early
morning rates differed.

e Daytime. Refers to the rate in
effect for the most howrs be-
tween 9 a.m. and 4 p.m.

o Evening. Relers to the rate in
effect for the most hours be-
tween 6 p.m. and 11 p.n.

Supplementing the summary of
spot costs, the estimator also includes
a formula for estimating the cost of
12 or 24 announcements per week
for four different cycles. According
to the firm, “The formula was de-
rived from a complete tabulation of
the rates ol the stations (used in the
summary) in the top 50 markets.
Test tabulations indicated that the
relationship of specified rates to each
other among the top 50 markets was
essentially the same as that among
2ll 150 markets.”

Included in the formula (below)
is data [or estimating cost of 12 or 24
announcements per week for cycles
of 13, 26. 39 and 52 weeks. o o o

Spot Radio Estimating Formula
Bosed on One-Minute Announcemenf Rates
100%, = Daytime Open Rate

COST PER ANNOUNCEMENT i

Early Morning-

Daytime* Lafe Afternoon* Evening*
Open Rate 100% 1Y, 85%
12 anncts. per week
13 weeks : 74%, 85%, 83%
26 weeks } 70 8l 59
39 weeks 69 80 59
52 weeks ... . ... . 67 78 57
24 anncts. per week
13 weeks &35 75%, 53%
26 weeks 61 72 52
39 weeks 60 71 LY |
52 weeks 59 69 50
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WBAP 570

Fort Worth- Dallas
3900 Barnett, Fort Worth
See PETERS, GRIFFIN, WOODWARD

HELP
HOPE

QFFICIAL UMTED STATES mavr FrDTOLRAFN

Help this ship share our medical knowl-
edge—make friends for America. Mail
your dollar (more if you can) to HOPE,
Box 9808, Washington 15, D. C,
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THIS
MARKET
ANALYZED

If you're buying for farm ad-
vertisers in Mid-America, get
your copy of complete agri-
cultural market gnalysis—
county by county figures of

major crop and livestock.

writé

KMM)  KXXX

Grand Island Colby
Nebraska Kansas
10,000 watts 5,000 watts
750 kc 790 kc

or

H-R Representatives Inc.

FOR YOUR FREE COPY
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report from
agencies

Buy T'me In o Small Market?

“Tell Me Why,’” Say the Buyers

Like any g}mﬂ product, a station
nust have a selling point. And when
huyers of wiatiomil time are solicited
by stattons, they want 1 know what

the surtion has o offer 1w their
client.
This was the consensns ol the

ageney timebuvers who were ashed
this questiom by v. s kamo: “What
can a snraller minrket radio station
do to make itsell known io buyers
of national and regional advertising
tiime withoni prohibitive expense?”

Joan Stark. media gronp super-
viror at Grev Advertising Inc., New
York, points out what @ station must
have belfore it should consider sell-
ing time 1o a natienal advertiser.
“Fiist of all, the mirket st have a
nationat potential as far as adver-
tising goes. Or else, the station must
he able to offer something unique
i its market.

Advertising and Promotion

“Station advertising and propie-
tion are cllective if well done,” con-
tinues Miss Stark. “Advertising 1n
tracde papers is very importuitt. Since
we are part of the advertising busi-
ness. huyers are likely to notice out-
standing ads, But they must be good
ads. They must have something thag
auracts our auention.

“The same goes for promotion.
Il it is creative, and says something
of interest to us, the buver is likely
to remember the station.”

Johnt Nuccio, Benton & Dowles
Inc., New York, media buyer, states
that “the national advertiser will
consider buying time in a small nar-
ket if the profit merits the expense.
Conversely, the station should seek
out only those advertisers whose dis-
tribution vepresents a reasonable

| share of the local market. And don’t

ignore the local and regional dis-

uibutors of irtionatly advertised
products,” Mr. Nuccio suggests.

“If he feels his matrket has some-
thing to offer the national buyer, the
statioir salesman should make a sales
call,” savs Bob Anderson of Sulli-
van, Staufler, Colwell & Bavles luc,,
New York. “There is no substitute
for personal contact. I he can't al-
ford 10 cover all the agencies he
thinks he can sell, let him pick one
that he feels is the most importmt
to him—maybhe the closest center to
him—and make a visit there. Pick
a market, work up a presentation
and make a personal call.

“He can even make a lisf of those
particular products which he thinks
should be advertised in his market.
Then weet as many of the buyers
working on these products as pos-
sible. He doesn’t have 1o consume
the buyer’s time. lie should come
with something Yo say, and be able
to say it qnickly. And don'ty,” M.
Anderson says, “lorget the thank you
note afterwards.”

Ted Meredith, associate media
dircaor al BRDO, agrees on the im-
portance ol personal salesmanship.
“Good promotion is effective, but
personal contact is far hewer”

Suwmmavizing  the [factors these
timebuyers believe to he important
when considering buying on small
stations, the [olloywing points were
made: 7

e Marker niust have
tential.

nation™ po-

¢ Station advertising and proma:
tion are importany.

e No substitute for personal con-
tact.

« Stalion should prepare factual
and concjse presentations.

e National advertisers want prof-
ils 10 merit expense. o s o
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New Seeds

For Farm Programming

U. S. Radio’s second report

on the developments and trends

in farm radio and its use by advertisers

{Cont'd from p. 26)

package on tape. The show was for-
merly produced by the Clear Chan-
nel Broadcasting Service.

The use of shorter segments in
farm programming, however, is not
universally accepted by any means.

“We continue to program farm in-
formation in 10- and I15-minute seg-
ments wainly because our experi-
ence shows this is what the farmers

want,” states Jack Timmons, com-
mercial manager, KWKH Shreve-
port, La. “They do not want to

wade through an hour or so of mu-
sic to get 10 or 15 minutes of infor-
mation vital to their business.”

Ben Ludy, general manager of
RWFT Wichita Falls, Tex., de-
clares, “Farmers and ranchers want
10- and 15-minute service programs,
no capsule programming.”

Discussing the wend further,
Charles Griggs, general manager of
WVLN Olney, 111, says, “Many sta-
tions are trying to go to a modern
farm program format— short seg-
ments for their farm men with music
as the basic format. We don’t be-
lieve it’s right for our market. We
give our farm man a show which re-
flects his personality and don’t in-
tend to change.”

U. S, RADIO » February 1960

Among other changes in farm pro-
gramming that are reported in sta-
tion questionnaires is a move in
the direction of widening the scope
of farm programming to include
home-owners, gardeners and, in some
cases, more information with a con-
sumer angle.

Much of this is being done be-
cause of metropolitan and suburban

FARM RADIO

(CONT'D FROM I, 26)

area considerations.

“There is more news of interest to
city and town home-owners, partic-
ularly in suburbs,” declares Clayton
Kaufman, director of sales promo-
tion and research, WCCO Minne-
apolis. “In addition, farm directors
have become more personal, infor-
mal and conversational; there is
more information on farm manage-

Corn Field Do~

-
g

M‘:@f

Joe Kelly (1.}, farm 'direc{or, WHDH Boston, covers ninth annual Corn Field Day.
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— Florist Telegraph Delivery Service —
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BEN LUDY says . . .

to these top brands
now cashing in on

KWFT

FARM SERVICE
PROGRAMMING
— Dow Chemical — DeKalb —
— International Harvester —
— Quaker Oats — DuPont Dybar —
— Hercules Powder —
— Superior Feeds — Oliver —
— Dempster Mills —
— Black, Sivals & Bryson —
— Tenneseal Roofing & Fencing —
— Fort Worth Livestock —
— Oklahoma Farm Bureau —
— Purina Feeds —
— Nutrena Mills —
— Minneapolis Moline —
— Oliver — Chevrolef —

— Cadillac — Prestone —
—DeSoto Cars = Flex-O-Glass —
— Eveready Batteries —
= Peter's Ammunition —

— Black Draught —

— Doan's — d-Con —

— Creomulsion =—

— Humble Gas — Y-B Cigars —

— Fairmont Foods —
— G & G Milo Guards —
- Willard Tablets —
— Phillips Petroleum —

— Camels —
— Northrup, King & Co. —

The ‘quﬁ(e?gaf,sw‘m

WICHITA FALLS, TEXAS
S KW ot 620—Day and Night
BEN LUDY, Pres. & Gen. Mgr,

FARM RADIO

ment  and nlzn'Leling rathier t(han
sheer production.”

Williant Bryan, station manager
of K’'TRII Houston, states:

“Today, there i» 2 greater recogri-
tion ol the velationship that exists
between agricultural producers and
the consuming public. We now de-
liberately inclhidle the ‘consnmer an-
gle’ in all farm stories. Also, there
has been a greater recognition of the
mlormational needs of the urbin
and metropolitan audience in our
farm programommg. We now incor
porate inlormation of particular in-
terest to that gronp, such as house
hold and garden tips, hest food buys
of the week, among others. Signifi-
cantly, much of onr increased local
business has come s a result of mur-
serv, hardware store and other local
retailer attenmipts 10 reach this vital
warket,”

My Bryan also states that “irom
an overall farm advertising stand-
point, there is a significant wend ap-
parent in the cooperative adverts.
ing field, with clients building
dealer enthusiasm and support by
gctting dealers actively involved 1in
their advertising programs.”

‘The scope of its radio service 1o
farm inhabitams is explamed by
Elme  Ellis, program manager ol
WSEH Adlanta: “The rral dweller
today wants basically the same type
of radio service as the urban citizen
in regard to music and straight news.
WSE farn programming has heen
maintained as in the past, but there
have been changes in the program-
ming concept.

“Farm Director Jimmy Dunaway
steers clear of long, dull and tiresome
discussions and gears his farm fea-
tures for a smooth, swift approach.”

Wally Erickson, farm director of
KFRE Fresno, declares: “The basic
idea is the same—farm service (farm
news, weather, markets). More farm-
casters are also trying to reach the
part-time farmer, the suburban gar-
dener and doing a job of farm-city

velations by interpreting farm prob-
lems to city people. “T'hat way city
listening is also encouraged.”

Similarly, Clyde Keathley, farm
service director, \WRFD) Wortlring-
ton, O., declares that a major trend
in farm programming is “providing
additionarl service to part-time larm-
ers and home-owners. This segment
of the farm program andience will
continue to grow and demand (lore
prograimming attention.”

From a marketing point o} view,
the farmer is really two people, He
is a producer of agricultural prod-
ucts and therefore needs a wide
range ol equipment, supplies and
services to keep hinn in business; the
farmer is also a consumer with all the
desires and demands of ather con-
simers, only maybe more so,

But selling consumer advertisers
on the ideas of trying to reach the
farmer throngh L divected pro-
gramming has met with resistance.
Every ecffort is being made, how-
cver, Yo gain acceptance for this
“consumer’” story.

“We are making i concerted ef>
fort to convince advertisers of mass
consumed  products  (cars, appli-

{Cont'd o p. 58]
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THE LIFE l!!! OF ARERICA
VUK, HRUNTOR, 25
Ml 0. St

e
VICK Fesioeat & sforasi shedddn

v s .ﬂ

WNAX Yankton, S. D., received this winning
plaque from the Grocery Manufacturers of
America Inc. for furthering public understand-
ing of the "life line of America" roncepf.
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WiBWland Ranks AAA-1

{that's why WIBW is your besh investment in the
27 counties surveyed)

.over 24% of the haivested acres. in Kansas,
producing over $196,000,000 worth of

crops a year
. 35% of the total livestock products of Kansas

Wilbur Llevering ond Chorles Ross moke their
.28% of the total form income in Konsas

homes in the kitchens, living rooms, borns ond
farrowing houses throughout oll Konsos.
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11, ...31% of farms in Kansas
|

|
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% WIBW - First in Farm Hour Programming More Kansas families listen to WIBW than ta any
} ' other statian. They rightly consider WIBW as
||‘ Station 6-7:15 11:30-12:30 their statian.
f WIiBw 40% 27 % : i
:"E Statian B 10% 10% i "
{ ' .
i Statian C 9% 10% R “ !
| !
| Statian D 5% 8% ]
! - - - HJ The Voice of Kansas
ll Topeka Trade Area — Pulse, October 1959

Topeka 580 K. C.

Blonkets All Kansas During Prime Farm Listening Time. |
5;30-7:15 a.m. 11:30-12:30 p.m.
+! Represented by Avery-Knodel, Inc.

Thad M. Sondstrom, General Manager
U.S. RADIO- = February 1960



