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The Big.

Radio World!

..-With audience among top 10 in
America!...and first in Cincinnati!

For 38 years now, WLW has been These WLW spectocular gudience ratings are due to two
S importont factars:
one of the Radio leaders of the Country.
WLW consistently rates among

the top 10 largest audiences of the

X . . e iming— i
more than 3500 Radio Stations o Alvie, WILKY. [prepermisting <70) Somespi af, [Po deaeiag
. with broad oudience oppeal, especially in music, information
in America. And WLW also has ond news.
the |ar965i audience of any So when buying Rodio time, call your W LW represeniotive.

Cincinnati Radio Station. Yelll Be.glend iy Nt

WLW AUDIENCE SUMMARY DATA

MARKET COVERAGE No. of Counties Total Homes in Area Radio Homes in Area

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

Monthly coverage area 334 3,116,800 2,987,910
Homes reached Total % of Total Homes 9% of Radio Homes
Monthly 1,221,160 39 41
Weekly 1,067,110 34 36
NCS DAY-PART CIRCULATION...........ooovverimirieiriicine e conPer WeeK. .o
Once 3 or more 6 or?7 Daily Avg.
Daytime Listener Homes 961,000 692,400 402,380 593,640

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

(Source: 1956 Nielsen Coverage Service)

In addition, WLW delivers more than 174,000 homes outside of these areas
on a daily basis.

WLW Radio —one of the dynamic WLW Sfafions! Crosley Broadcasting Corporation, a division of Aveco



And Emphasis is the popular new
NBC Radio Network feature heard
eight times each day, between 9 am
and 5 pm, immediately following
‘News On The Hour.”

Efnphasis’ perceptive five-minute
c‘nse~ups on people, places and events
pfovide attractive, enlightening back-
f-‘l‘O'End for women about the home...
afid for a broad cross section of Amer-
ica. Proof for this comes from all
across the nation, day after day, in

the form of letters. Thousands of
letters — completely unsolicited - all
asking for copies of favorite Empha-
sis programs they have heard.

What explains Emphasis’ universal
appeal? Its discerning commentators
and their choice of lively subject
matter. Every day listeners can hear
Morgan Beatty, David Brinkley, Alex
Dreier, Pauline Frederick, Wilson
and Lee Hall, Chet Huntley, Robert
McCormick and Ray Scherer report-

ing on topics as vital and varied as
they are entertaining.

Advertisers, too, will find emphatic
reaction to Emphasis. In just one
week 10 announcements will deliver
more than 16 million commercial im-' §
pressions for only 51¢ per thousand

Put the selling power of Emphasi
on your advertising schedule...a
part of the Sound of the Sixties or

THE NBC RADIO NETWORK |




*As long as there is a voice, there is
hope . . .”’ Since World War [1, the
Voice of America has been the voice
of freedom and truth and hope for
peoples of the world.

And for these past 18 years, the
Crosley Broadcasting Corporation
is proud to have played a part in
this Voice of America. Since 1942
Crosley has operated 6 transmitters
near Bethany, Ohio, as a link in

the Voice of America, International
Broadcasting Service of the United
States Informaticn Agency helping
to beam broadcasts in 37 languages
to countries of the globe.

RICA

This is one of the many public
services of the Crosley Broadcasting
Corporation, whose principle has
always been that its WLW Radio
and TV Stations must give endless
service to their communities.

And thru cooperation with the
Voice of America, it is service to
the community of the world.

This is our pride and our privilege.

WLW-}

Television
Indionapolis

wWiLw-@ WLW-C
Televisidn the . Television
Dayton d{ ";I‘i"'; ic Columbus
Stations

WLW-T WLW-A

Television
Atlonto

Television
Cintinnati

Crosley Broadcasting Corpotation,
a division of Aveco



| NATIONAL ASSOCIATION OF BROADCASTERS

00D PRACTICES

N
N
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WDEL

Wilmington, Del.

~—

Loncaster, Pa.

WORK

York, Pa.

Harrisburg, Pa.

WRAK

Williamspont, Pa.

WEST

Easton, Pa.

We earnestly pledge to meet fully our individual community
responsibilities aid pursue in every possible manner, oppor-
tunities lo serve the public interest. As N.A.B. slations, we

[n?oudl_v observe the association’s standards of good practice.

STEINMAN STATIONS <+ Clair McCollough, Gen. Mgr.

U.S. RADIO o May 1960 |



airwaves

Radio's Barometer

o -

¢ 156,394,000 Sets in Use

i
T

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

4 40,387,000 Car Radios
¢ (RAB est.)

F
j[‘* 1,442,368 Sets Made
I 1 (Feb.—EIA)

i r 3,465 Am Stations

| 706 Fm Stations

U.S. RADIO « May 1960

Spot: Billings for the first third of 1960 are 58 percent ahead of the
same period last year, it is reported by lroadcast 'I'ime Sales. The record-
breaking increase, according to BTS, was made with the same group of
stations represented in 1959.

Network: The Pepsi-Cola Co. recently moved into the top position as
network advertiser in terms of total home broadcasts delivered, according
to the monthly A. C. Nielsen Co.’s index for the period ending March 6.
Beverage company totaled 171,941,000 home broadcasts delivered, using
382 broadcasts. In second position is R. J. Reynolds Co. with 132,538,000
total home broadcasts delivered via 300 broadcasts. Pharmaco Inc. is
next with 129,571,000 home broadcasts delivered using 337 broadcasts.
Network leader in commerctal minutes is Pharniaco, the Nielven index
shows, with a total of 103,013,000. Whitehall-American Products tollows
with a total of 90,125,000 commercial niinutes delivered, and Time Inc.
is next with 82,022,000.

Local: Increases in billings have been reported by two stations—\WADLC
New York and KNX Hollywood. WABC enjoyed the highest first quarter
in its history, according to the general manager. At the end of the
quarter on April 2, the station was 16 percent ahead of the first quarter
ol 1959. A 31.9 percent increase in hillings was registered by KNX for
the first quarter of 1960 over the similar period last year, according to
CGordon Mason, sales manager. Increase was attributed to a ‘high per-
centage of renewals and an “unusual amount of new sales ot programns
and announcements.”

Stations: The number ol am and fm stations on the air at the end of
March totaled 4.171, an increase ol 13 (three am and [0 tm) over the
previous month.

Commercial AN Commercial FM
Stations on the air 3,465 706
Applications pending 609 77
Under construction 81 161

Sets: Total radio production in February was 1,442,368, including 596,
872 auto receivers, according to the Electronic Industries .\ssociation.
Total production for the first two months of this year is over 500,000
more than during the same period in 1959. Total radio sales, excluding
car radios, was 611,479. A comparison of the two month totals in the
number of units sold shows an increase of over 230.000 units in 19690.



Chicago Coverage

ino'o

INDIANAPOLIS FM?

° CHICAGO

Well, yes and no . .

YES, WFRBM-FNM's signal was re-
ceived at NARB Convention clearly*
all the way from Indianapolis,

NO, we don’t claim Chicago cover-
age . ..

But we do know that WFBM-FM,
Mid-Indiana’s most powerful
FM station . ..

® Reaches 197,557 select FM set
owning families

® who reside in the Land of the
Golden Sound, a rich 50-county
area totalling more than $2 bil-
lion in retail sales.

Sell your product to this select
audience . . .

*Walker-Rawalt, Inc., has the evidence.

\VV]| I\’if
0 Goo

A Broadcasl Service of TIME, Ince

oﬁmc

“GOLDEN SOUND OF THE MIDDLE WEST™

for buyers and sellets of radio advertising
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KTRE

HOUSE OF SOUNDS

AS » Solid as the renowned rock . .. Streamlined as the
fabulous jets . . . Dependable as the morning light
in the East! . . . For thirty KTRH years the intangible
thing called radio has been moulded into a living, virile
tangible . . . an habitual tangible of radio service for
any given listener.

The farmer, the rancher, the home gardener . . . the
music lover . ., . the news enthusiast . . . the fisherman,
hunter and sportsman . . . the homemaker . . . the
MONEY maker ... all ... each one ... receives KTRH
radio service individually, as is to be expected from a real
radio station’s schedule.

So it has been for the past 30 years now . . . and it's good
to have such a record .. . and to know you use our radio
product so habitually.

Now comes a new decade of service . . . and there will
be more . . . but any day of any year af any decade you
will have full radio service on 740 . . . sc begins another

30 with the “Golden 60's.”

KTRH is Houston's powerful radio voice for 60,000
square miles . . . blanketing over 80 counties . . . serving
1,087,100 radic households including more than 4,000,000
people as

The news and information station
The variety station
The network station

The family station

74 |

50,000 WATTS HOUSTON TEXAS
REPRESENTED BY PETERS, GRIFFIN AND WOODWARD, INC.




From a letter received by
WNEW Radio from the Na-
tional Conference of Chris-
tians and Jews, February 18,
1960: “The Media Awards
Committee of the Commis-
sion on Mass Communica-
tions, National Conference
of Christians and Jews, is
happy to announce the
following award made to
WNEW: THE 1960 NATION-
AL BROTHERHOOD MEDIA

AWARD Category: Radio
Programs: NEWS CLOSE-UP,
THE BROWNSVILLE TENE-
MENT FIRE .. .THE INTE-
GRATION OF THE GLENDALE
SCHOOLS. It will be of in-
terest to you to note that
this was the only Brother-
hood Award given to any of
the nation’s radio stations
competing in our award pro-
gram. WNEW has been and
continues to be one of the

outstanding consistent con-
tribu¥ors to promoting a
fuller appreciation of the ed-
ucational program of Broth-
erhgod. We recognize and
appreciate this service.”
Thisis WNEW Radio...always
concerned with the real prob-
lems and progress of its
listeners...dedicated to pro-
gramsinthepublic'sinterest,
A station of the Metropolitan
Broadcasting Corporation.

U. S RADIO

May 1960




soundings

Public Interest Record
Of Radio Stations Analyzed

Is There Another Radio
Coverage Study on Horizon?

Radio Month Activity
Now in High Gear

Petry Public Service Study

Documents Station Performance

NAB Editorializing Study
Due for Release Soon

Taft Washington Bureau Keys
Trend to Individual News

U. S. RADIO e« May 1960

Following a survey of stations across the country, v, s. rapio begins on
p. 24 a documentation of Radio ... In The Public Intevest. "I'he -10-page
report comprises a statistical compilation as to public interest program-
ming and announcements; performance of stations in such maters as
cditorializing, news, community service and other features.

A group of about 50 stations, ranging in size lrom clear channels to
fm-only’s, are pushing hard for a new Nielsen coverage study. It would
be the first since NCS 2 (1956) and would be taken late this year. The
plans for the proposed study differ in that radio would be studied separ-
ately from tv and would include special features, The plan is presently
in the laps of Nielsen executives.

Backed by materials from Radio Advertising Burcauw und the National
Association of Broadcasters, radio stations across the country are in the
midst of the second annual National Radio Month. NADB's materials arc
built around the theme “Heart Beat of Main Street” (sec Washington,
p. 19). RAB’s theme, “You Get More Out of Life With Radio,” is
being promoted through new jingles (four 20's and four 10's). The
package to its members also includes a complete manual with step-by-step
suggestions for organizing the promotion; there arc 32 pages of live
copy including dealer tie-in retailer commercials, and text for radio
ntonth specches. RAB stations arc also supplied with promotion and
program ideas.

The Edward Petry & Co. survey on the time and talent that its represented
stations allocated to public service activities during 1954 revealed the
following: The 25 radio stations represented in the study broadcast a
total of 245,705 announcements and 16.776 programs, with a dollar value

for time and 1alent of §5,531,580 in 1959,

The National Association of Broadcasters is slated 1o release within a few
weeks a report on the extent and practice of editorializing by stations.
This study is actually part of a larger survey on news and news tech-
niques, which will be released first.

With the establishment of broadcast news as a prime vehicle of modern
journalism, many group owners and single stations have sought out
individual Washington news treatment. The latest example is the Talt
Broadcasting Co. (five radio stations. four tv’s), which set up is own
news bureau in the capital, headed by vetecran newsman Ralph de
Toledano.
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Equipping a
Radio Station?

Miniature

Microphone
only 3820

This RCA Miniature Dy-
namic Microphone s as
inconspicuous as modern
mierophone design ean make
it! Just 2'w” long, it weighs
but 2.3 ounces. And, in
spite of its compactness,
the BK-6B is a durable,
high-quality microphone.
Try it for remotes! You'll
find it exeellent for inter-

views, panel shows and
sports. It's a great value
at $82.50!

Order wowr BR-G1 now’ Write
to 2.0, Dept, 0-237, Building
19-1, Camden, N. . Whatever
youe broadeast equipment needs,
sty RO FIRST!

RADIO CORPORATION
of AMERICA

Tenk(s § 3
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fime buys

Ameérican Qil Co.

Agency: Joseph Katz Co,
New York

Uroduce: AMOCO GASOLINE

Aunother company 1o take advint-
tage ol the sununer air is .\inoco,
which sturts ity sumnwer drive in
May.  Selected markets have heen
thosen lor a 26-week schedule, with
cuplinis o trathe (nne anmounge-
nenets. Timebuying is landled by
Robert Rowell.

American Tobacco Co.
\geney: BBDO, New York
LUCKY STRIKES
Lighting up again oy a sununer
flight. the cigarettes go ou the air at
the end of My in abour GO markets.
The fiveaceek flight i part of the
overall advertising schedule for the
vear. Minute spots will be wused at
fairly heavy frequencies. Fruebuy-
er iv Hope Martines.

Mroduct:

Anheuser-Busch Inc.

Ageuey: D'Adrey Advertising,
3. Lows

BUDWEISER

“Pick a patr of six packs™ promo-
tion on 513 radio stations in abow
2090 markets is a vepeat of last year’s
suceess.  Plart of a Muay and June
campaign in all media, this year's
prowotion will employ brand new
jingles. It is estimated thit ose to
45 1o 30 announcements a week will
be aired in each myrket for about
a 109,000 spor wtal for the two-
month period.

I’'roduct:

Canada Dry Corp. Bottlers
Agency: . M. Mathes Inc.,
New York,

Product: SOFT DRENKS

Double-barvelled promotion iii
about 100 of the top U.S. warkets
begins May 2, and will probably last
about five weeks. The campaign will

tie in with the rompany's Waly
Disney tv show and will offer, at
the option ol the local boitler, a free
historical comic book and a flintlock
pistol for 50 cents and two bottle
aaps.  Commercials will be live,
Tiebuying hy the botders.

Diamond Match Div.,
Diamond National Corp.

Agency: Gardner Advertising,
New York

NEED HEET CHAR
COAL BRIQUETS

To light the picnic fires, Need
Heet is going on the sound waves
for a [our-week promotion ai the
end of May. A towl ol 30 markets
will be used, with heavy use of min-
ute spots indicated. Timebuying is
supervised by ediu director Wey-
mouth Synunes.

Probace;

General Foods Corp,

Agency: Young & Rubicam,
New Yark

CERTO AND
SURE-JELL

Reachinig  lor  the housewife
through radio, Ceito :ind Sure-Jell
begin 10 pick up the markets on
their ammual schedule this month.
Already underway are campaigns in
a few murkets scheduled {or April
starting dates. Morve stivts are set
for this month, and through the
summer, until about 100 markets
have been covered. Campaign runs
mostly iu six-week flights. AL are
minute announcemenss. Timebuy-
eris Polly Langhort.

Rrodluct:

Ceneral Motors Corp.
Agency: Campbell-Ewald Co.,
New York
Product: GMAC AUTOXMOBILE
FINANCING
End of May start is set for the
company's public service schedule.
{Cent'd. on p. 10)

U. S RADIO l\fn‘\;‘“ 1960



HOW

PROGRAM HIGHLIGHT!

KGBS

SAN FRANCISCO

Live concerts by “Masters of
melody”; lively musical games
on “Night Number"; frequent
Community Editorials; Dave
McEmatton entertaining daily;
57 sports reports each week.

e S
PROGRAM HIGHLIGHTS

NX

LOS ANGELES

“The Bob Crane Shew” and
""The Condylis & Grant Show,”
comedy; “Opinion Please,” a
modern town meeting on an
open phone line; “This Is Los
Angeles,” interviews interest-
ing Angelenos; specials such

as “Blackboard Dilemma."

PROGRAM MIGHLIGHTS

KMOX

ST. LOUIS

“At Your Service,™ anew’ in-
formation format; prime time
public affairs features; 1,114
students in'college credit
courses; live local stereo con-
certs; Dr. Thomas Dooley's
exclusive reports from Laos;
news in deplh major sports.

PROGRAM HIGHLIGHTS

WBBM

CHICAGO
“Music Wagon,” “The Josh
Brady Show," “Supper Club,
all live music, variety fea-
tures; “The Paul Gibsen-joe
Foss Show,” with comments
and records; "The Art Mercier
Show,"” $ips for spertsmen.
o e ——————

PROGRAM HIGHLIGHTS

WCGA

PHILADELPHIA

The Ed Harvey Show makes
mornings springier; Bill
Campbell Sports—better than
locker room talk; Hugh Fer=
guson's “Rural Digest”; Bill
Bransome's celebrity chats
on. “What Are Ihsy Doing?" -

PROGRAM HIGHLIGHTS

WEEI

BOSTON
*Tom Russell {(moming ms.c,
Show"; “Calder & Johnson
Show," with comedy, live
music and records; "Accent
on Music” nightly with Bob
Jones; News on the hour?
Sports with Fred Cusick.

T ————————
PROGRAM HIGHLIGHTS

NEW YORK

Live entertainment with the
Jack Sterling, Martha Wright
and Freeman & Hayes shows,
plus Dick Noel, Ed Joyce, Lee
jordan and Allen Gray. And
New York's finest news and
information broadcasts,

In the opinion of their listeners in
seven of the top ten U. S. markets,
the CBS Owned Radio Stations stack
up high indeed! That's because the
C-O's program for active listeners—
not for the fringe hearing of people
with their minds on other matters.
The C-O's get attention because they
ask for it, every hour of every day,
with broadcasting designed for the
alert adult mind. Lock at our partial
listing of locally produced programs
and you'll see what we mean. And
added to it is the unique strength of
the CBS Radio Network with its
schedule of great personalities,
drama, comedy, complete news
coverage and analysis, public af-
fairs and special events, This is
responsible broadcasting. It gets a
responsive audience. And that means
response to your advertising, too!

CBS OWNED
RADIO STATIONS @ —

REPRESENTED BY CBS
RADIO SPOT SALES



THE
WORLD
TONIGHT

This penetrating nightly report has just
been named radio’s most outstanding
news presentation in a Peabody Award.
It typifies the caliber of news on CBS
Radio, from World News Roundup each
morning, on through the day and eve-
ning—made possible by the ablest staff
of reporters in radio. Network radio pro-
gramming in the public interest . . .

ONLY
ON CBS
RADIO

10

time buys

{Cont'd. from p. 8}

About 135 markets arve included in
the 16-week  campaign. AL -
nouncenmients will be on weekends,
with minute traffic veports sched-
uled in the top 25 warkets mnl live-
minute segments emploved ir the
other mmkers. “Timebuver s Rena
Maver

Kirsch Beverages Inc.

Ageney; Gardner Advertising,
New York

Product: NO-CAL BFVERAGES

Now building up to a sunnoer
peak, No-Cal will say “stay thin”
from wnow through September, in
about 10 wajor nurkets in the Fast,
Full-ntinute “Slimmevicks™ will keep
the live ¢ppy lively. Advertising will
alses be scheduled by local franchised
bottlery using soaight, live 200
S,

Good Humor Corp.

\egenov: MocManus, John & Addams
Ine., New York

Product: JCE CRENM .

Qmne sure sign of spring i~ the
Good Humar M, And heralding
hiv appearance is the spring radio
cimpaign with starting dates rang-
ing from late Apmil 10 mid-May.
Spring flight will vun in eight major
mivkets through July 4.\l min-
utes, with heavy frequencies on Fri-
day, Saturday and Sunday.  Sumn
mer schedule is tentative as vet, but
there’s sure to be wore radie than
last  year.  Timebnyer 1s [agde
Shapiro,

National Drinks lnc.
Ageney: Tilds & Canlz, Las Angeles
Product: VERNOR'S SOFT
DRINKS
Heavy spot on seven radio stations
i Los Angeles and San Diego is
spearheading the local hottler’s drive
to sell the solt drink this summer.
Additional markets will be added iu
the campaign for which a special
{Cont'd: on p. 12) |

PUBLIC
SERVICE . . .

Is More Than

Spot Announcements!

It’s the total participation of
a radio station in the life of
the community it’s licensed
to serve.

Here in Rhode Island, we’ve
developed a few unusual pub-
lic service techniques. We'll
be glad to share them with
you

We ask only that you send us
one or two of YOUR best
ideas. We'll combine all ideas
received into booklet form
and send a copy to every sta-
tion that contributes,

(e BT

P.S.—Rhode Island’s wonder-
ful outdoor season is here.
How about spending your va-
cation with us? Boating, fish-
ing and tourist maps on re-
quest.

AT v e

PROVIDENCE, R. I.

U. S. RADIO » M\ay 1960




were saying SMIUp a bright, new way !

A brand rew sound sweeps into the air—énght as the chirp of a newborn bird . . . fresh as the first
flutter of its feathers! It’s the totally new sound you’ll hear every day on WLS . . . a sound as
happy as a lark! Friendly as a flicker! Perky as a sparrow! Smooth as a swallow! A sound you’ll
like having around, behind the wheel . .. over the washer. .. out on the patio...cven in vour
pocket. We'll say “‘good morning™ in a bright, new way . .. *“‘chirrup, chirrup” throughout the day.
We’ll make your hours cast of midnight sound shorter. We’ll warble the weather. Trill the time.
Swing sweetly. Spcak news with authority. Our new sound sparkles with a vocal sheen, new to the
Chicago scene. So—lend, us your ear. Bet you’ll like what you hear! We're in the middle of vour
dial—at 890. Don’t get confused when you

dial around . .. vou’ll know it's us by our

bright, new sound

U.S. KADIO e May 1960

%@ iM THE MIDODLE OF YOUR DIAL

11



INVITATION
10 LEARNING

Radio’s famons excnrsion imto
the realms of literatnre and
thonght has been enlarging lis-
teners’ horizons for 20 years.
Leading scholars participate in
the wweekly discussions which
range from Aristophanes to
Oraell, Machiavelli to Mark
Twain. A network radio pro
gram in the public interest . . .

ONLY
ON GBS
RADIO

12

time buys

{Cont'd from p. [0)

musical arrangeinent, adapted trom
the stvie of the Glenn Miller ov-
chestra, has been created. Copy
theme is emphasizing the “unforger-
table flavor” in the soft driuk ve-
freshinent.

Piel Bros.

Ageney: )"oung & Rubicam Inc.,
New York

Product: BEER

Helping to quench the summer
thirst, Bert and Harry will be on the
air in about 20 northeastern markets
starting in July. Summer schedule
i» tentatively set at 13 weeks, and
will be 1 addition 1o the 26-week
cunupaign now funning in New
York and Wilmington, Del.

Maostly minute commercials will
be hieard Monday through Friday at
breakfast time, m addition to mom-
g and evening trafhic times. Time-
buver iy Jim North.

Quaker State Qils

Agency: Kenyon & Eckhardt Inc.,
New York

Product: MOTOR OILS &
LUBRICANTS

Taking off on a summer spree, the
oil company goes imto about 100
maskets starting May 23. For now,
the campaign has been scheduled

jor 13 weeks. Timebuyer is Lucy
Kerwin,

Revion inc.

Agency: C. J. LaRoche & Co.,

New York
Product: SUN BATH

Testifying to radio’s place in the
sun, the cosmetic company has
planned a heavy frequency sched-
ule tentatively set to start June 16.
A total of 30 markets will be in-
cluded, mostly in resort areas. Cam-
paign will run in fiights through the
summer. Timebuyer is Lionel
Schaen,

{Cont'd. on p. 14]

Advertisement

S A ——

Pulse Beat

Great Britain eyeing rating meth-
ods: In fcature article by London’s
well-known “Television Mail,” editors
say:

“The future of televisfon audiertce
measurement is now in flux. Crux of
lhe matter is that advertisers feel they
are not getting the infoninationn they
need most,

“The present sneter systenf is a com-
|pTOMmise on cost.

“The present situation has been cre-
ated through emphasis on speed, rather
than accuracy; the very humman desire
to know something—anything.

“The log-diary panels now total 1,700
people, of which the largest group is
300 in London. Each diary is placed in
a home which is also fitted with a meter.

“Neither the diary nor push-button

recorders are rcliable.  Any method
which employs sclf-recording of infor-
mation is liable to error . (. the type of
information which can be provided is
sharply limited.
“The only complete answer (o these
shortcomings is an aided-recall survey,
to provide audience composilion cover:
ing the total viewing nationally and in
each area. (lialics ours.)

“Aided-recall would provide not oaly
more accurate information, but would
greatly exteml its range. The personal
interview is a flexible device which can
be designed to extract appreciation of
individual  programs, attitude toward
the service, continnous measurement of
attitude toward commercials, and so on.”
“Television Mail,” February 26, 1960.

GCet the complete article. We have
reprints. Write or phone—and read.

Stressing Station-lmage, Audience
Image: Guest of Texas Broadcasters
Ass'n., Mar. 14, Houston, Dr. Sydney
Roslow cited qualitative assets, among
them audience belief: “In one market
we asked if conflicting news accounts
were aired over several stations, which
would be believed. 26% would believe
the highest, while only 204% would be-
lieve the last station.” Pulse facts like
these strengthen both buying and sell-
ing of time and programming.

730 Fifth Ave.
New York 19
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A SOUND
CITIZEN OF
"LOS ANGELES

Market? Los Angeles Metropolltan area.
Client? Yours

You look at rating books. You quickly. see.one
statlon has*double the audience of the second
station. You check rates and note thls station. has
lowest cost per thousand § ot

You check it.. K’ F W B A must buy
Now call your Blair man. Place your order,

While he's there. ask him, “How tome KFWB is 50
far ahead in audience?” / y

Now- hear truly amazing stones about Channel 98.
Hear about “The Day The Tiger Growled.” Hear -
about KFWB's “Amoeba Invasion,” a promotion that
turned the town inside out and proved Los Angeles
is listening to even the smallest KFWB suggestion.

Hear about KFWB's News Division directed by
Crowell-Collier News Division Chief; Bill Crago. ..
staffed by skilled craftsmen Bill Kennealy, Charlie
Arlington, John Babcock, Cleve Herman and Mike
Henry ... a team which presents the: most dynamic
news on the air today.

- L o Learn why KFWB's Public Service activities are
auy recorded as resolutions of comimendation i the

iy *'-‘m : official records of the State of California, the City
v " q-'- of Los Angeles and the County of Los Angeles.

' B
|

Sty 09090909090 You made the right buy.
I| { LA L R dbg

GO J.I’ | . You bought KFWB

“A Sound Citizen of Los Angeles”

Channel 9%/ 6419 Hollywood Blvd., Hollywood 28

ROBERT M. PURCELL, General Manager
JAMES F. SIMONS, General Sales Manager

Represented natlonally by JOHN BLAIR & CO.

A Service of Crowell-Collier Broadcast Division

ROBERT M. PURCELL, Director
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The
New York
Philharmonic

Possibly there is no program anywhere on the
air about which the audience feels more deeply
than this one. The Philharmonic, under Leonard
Bernstein, has just completed its 30th con-
secutive year on CBS Radio. The 30th year in |
which listeners heard what many believe to be
the. world’s greatest orchestra. A network
radio program in the public interest . . .

only
oNnCBS
Radio

14

time buys

{Cont'd from p. 12)

Scott Paper Co.

\geney: J. Walter Thompson Co.,
New York

Pioduct: CUT-RITE PAPER

Radio is definite again for the
company’s annyal Fourth of July
promotion to the picnic crowd. Look
for a start about a week before the
Fourth, which was the starg Lust vear
when spot was bought in 35 markets
in addition to schedules on twe net-
works. Tinicbuver is Marie Barbato.

Standard Brands Inc,
Ageney: Ted Bates Inc., New York
Mroduce: SIESTA INSTANT
COFFLE
Mixmg into the top 20 murkets,
a muional colfee campaign  starts
this manth for Siesta. It is set ten-
tatively at nine weeks. Heavy fre-
quencies will be used by the cum-
pitign to start the summer schedule.
Timebuyer is Conant Sawver.

Sylvania Electric Products Inc.

Ageney: Kuduer Ageitey Inc.,
New York

LLECTRIC PRODUCTS

Looking for spots in a few se-
lected mrkets on the West Coast,
the company has tentatively planned
a tést tun for a summer campaign.
Purpose ol the test is to find out
how ticiins with local deaters will
benefit fromn radio support. Time-
buver is Mal Murray,

Procluct:

Tea Council of the U.S.A. Inc.

Agency: Leo Burnett & Co,
Clucago

Prodace: ICED TEA

Cool summer schedule to sell iced
tea will run in 29 markets through-
out the country. Tentatively set to
begin June 1, the campaign will last
eight weecks over a 10-weck period
in each market. All spows will be
heard seven davs a week from 3:30

{Cent'd. on p. 18)

BACKGROUND MUSIC

Attention
Station
Managers

MONEY

with MAGNE-TRONICS'
TAPED programs for
AUTOMATIC BROADCASTING

MONEY

with MAGNE-TRONICS’

for FM multiplex stations

for complete defails weite!

MAGNE-TRONICS, INC.

Box P; 49 W. 45th St., N. Y. 36, N. Y.
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UALITY BROADCASTING

(3

N RICH, RICH
WOUTHERN
IEW ENGLAND

GROUNDOBREAKING FOR BROADCAST HOUSE, NEW HOME OF
WTIC AM-FM-TV, MARKS THE BEGINNING OF CONSTRUCTION
OF HARTFORD'S CONSTITUTIQN PLAZA. ONE OF THE MOST
EXCITING URBAN REDEVELOPMENTS IN THE NATION. SCHED-
ULED FOR COMPLETION IN JANUARY 1961, BROADCAST
HOUSE WILL BE A MODERN STRUCTURE OF QUALITY. BE-
FITTING THE HIGH STANDARDS OF BROADCASTING PEREN-

NIALLY ASSOCIATED WITH WTIC RADIO AND TELEVISION.

WTIC 50,00’0 watts nsc atriliate

EPRESENTED BY THE HENRY I:. CHRISTAL COMPANY

J’WTIC'TV 3 CBS Affiliate

TEPRESENTED BY HARRINGTON, RIGHTER & PARSONS, INC.
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’”UZ .. Award Winning

RADIO IN HOUSTON!

60"&66

in Outstanding Public Setvice
in Award Winning News Coverage

—="n
A.P. AWARD

5 1959

DR

~_., U.P.1. AWARD

‘? 1958-1959

| NATIONAL SAFETY COUNCIL
: 1959

ALFRED P. SLOAN AWARD

1959

NO.1
- #See Latest Surveys for Houston
Lowest Cost

per Thousand
in Houston

National Reps.:

THE KATZ AGENCY,
INC.

» New York

« Chicago

» Detroit

* Atlanta

¢+ St. Louis

« San Francisco

» Los Angeles
» Dallas

IN HOUSTON,

CALL DAVE MORRIS
JAckson 3-2581

16

time buys

(Cont'd. from p. 14]

to 6:30 p.nw. at [requencics of a mini-
mum ol 100 spots a week in 12 mar-
kets, and 50 spots a week in the other
17 markets., Minutes, 30's and 20%
will be used. Total cost of the cam-
paign is $430,000. The comunercials
will revolve around the jingle “Why
don’t you have iced tea more often?
Why don't you have iced tea to
wight?”’

Texaco Inc.

Agency: Cunningham & Walsh Inc.,
New York

Troduce: GASOLINE AND OI1L

Sununer radio is a strong possi
bility for this oil company. Considet-
ations are being given to a national
campaign to run in about 100 mar-
kets. Aungust date is being discussed,
Timebuyer is Bill Santoni.

Welch Crape Juice Co: Inc.

Agency: Richard K. Manoff Inc.,
New York

Product: WELCH ADE

Pressing its grape drink sales, the
vompany will use radio as an ageng
again starting in  June. Off the
sound waves for two years, the com-
pany is setting up a schedule in 75
top markets tentatively planned to
last 13 wecks. Suminer radio sup-
plements the tv schedule. Time-
buyer is incdia director Stanley New-
nian.

Wise Potato Chips

Agency: The Lynn Organization
Wilkes-Barre, Pa.

Product: SNACKS

These tasty tidbits for summer
snacks will start their spring radio
advertising with a six-week cam-
paign beginning in mid-May in
about 30 mid-Atlantic markets.
Mostly minutes will be used, but
30's have been scheduled in markets
where the frequency will be leavier.
The company is a long-time user of
radio, but this will be the heaviest
quarter for the sound medium in
some (ime, o & o
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nothing
does it like
7-Up spots

The Kingston Trio figures very heavily

in the national spot picture both on
television and radio. Their clever and
musically bright spots for 7-Up is

further proof that the spot medium has
gone big time—another case of a successful
advertiser using top talent on a
market-to-market basis. The Kingston Trio
performs custom commercials for a specific
job—and with salesmaking showmanship.
With 7-Up spot is a basic buy because

they reach the prospective customers they
must reach with the maximum exposure,
high return and moderate investment.

Spot.

- e »
Representatives
A ,

There are spot advertising specialists

in your nearest

et I—R office.

~

gaeh 4. Walter Thompson



From 5:30 to 10:00 a.m., WRC's Af Ross gives Washington listeners what they wanf. Ross’ early morning music and news prograri,

‘Your Timekeeper,” consistently aftracts the Jargest morning dudience in the Capital area, And WRC goes right through the day
providing the special sounds of local news, adult music, regular traffic and weather checks . .. plus . .. nation-wide and world-wide
reports from the largest broadcast news organization in the world. Result: WRC delivers the buying public throughout the metro.

politan coverage area. The Capital wakes ... and stays ... with WRC because WRC is tuned o THE SOUND OF THE SIXTIES! !

WRC - NBC OWNED - 980 IN WASHINGTON, D. C.- SOLD BY NBC SPOT SALES

- SOURCE: 'NS]. WASHINGTON AREA. DEC JAN., 9960,
’ g .
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washington

New Jingles Focus Attention
On National Radio Month

NAB Provides Stations With A
Do-1t-Yourself Promotion Kit

House Committee Digesting
' NAB Views on Legislation

Feels FCC Already Has Authority
To Deal With Withdrawal Costs

. Opposition Voiced to Giving
FCC License Suspension Powers

II. 5 RADIO e May 1960

The wore than 2,000 radio members of the National Assodiation ol
Broadcasters are currently putting to use the materials included in the
promotional kit prepared by the NAD in support of Natioual Radio
Month, which runs through the end ol this month. Listeners across the
country are getting their first exposure to two new jingles promoting the
sound medium. Title ol one of the new jingles is, “Radio . . . The Heart
of Main Street,” which is also the theme of the 1960 salute to radio. The
second musical message is called, *To Keep Up With Your Community.”
Both stress the individual station as the local point ol each commuity
it serves, NAD points out, but neither jingle specifically mentions radio
month. This may be expected to increase the length of time which these
jingles will be of use, since they are not tied to the May promaotion.

Distributed Irce to all radio members, the NAL jingle disc includes 30-
second and 10-second vocal-instrumental versions ol each jingle. There
is also a 60-second all-instrumental version which is being used by sta-
tions under their own promotional spot announcements, or lor mixing
with other program material. In addition o the jingle recording, the
NAB kit is providing stations with 30 promotional spot announcements
for use on-the-air; a fact sheet about radio; sample news releases: a news-
paper mat: a speech text for local use by broadcasters: a proclamation
to be signed by mayors or city managers: suggestions for local promotions,
and order forms for additional speech texts.

Members ol the House Communications and Power Subcounnittee have
been going over the NAB's position ou proposcd legislation aftecting the
broadcasting industry which was inclnded in the testimony of Vincent
T. Wasilewski, NAB manager ol government relations, The NAB ofh-
cial made it clear at the start of his testimony that his views and state-
ments were made with the approval of the Awociation’s board ol
directors. Mr. Wasilewski brought out lour major points in his appear-
ance belore the House Committee. They are: The NAB s . . . not op-
posed to the substantive idea of there being proscribed by law’ activities
which have resulted in rigged quiz shows and undercover payments broad-
Iy categorized as ‘plugola’ and "payola’.” The Association believes “. . . it
is tunnecessary to have a requirement in the Communications Act for a
public hearing in an area which is to be served by a new station.”

*

The NADB also believes . . . it is unnecessary to include in the statute
provisions which ontline the means and methods tor the Federal Com-
munications Commission to approve out-ol-pocket costs paid to one
applicant by another for the latter’s withdrawal,”™ Mr. Wasilewski »aid

the NAD believes the FCC already has adequate authority to .. . treat
any such arrangements which might be contrary to public interest.”

The Association is opposed to giving the FCC the power to suspend
station licenses. My, Wasilewski said this provision would present . . .
“the potentiality and greater probability ol government moving more into

{Cont'd on p. 21)
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:l'ransition
7 from B n *fe
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“Our station now uses a Gates Spot Tape Recorder, and as far a

e . 5
eent 200 g1-MUS rgol ow Wher I'M concerned, this 1s the greatest thing since the invention of thi
aay WS . ?s on \‘6‘;\\ aimost ! \ema‘i.": 15 an microphone, Operation is simple and exact—select the announcemen
wwhat 2 Soymoef 3“3 predt: o "e‘-‘“demese \39“3“\\'\'\“ ; theme, jingle, station break or whatever you might earlier record, b
o, 4 ol ails 107 \ha\ \a e1"w““ alt wy 10 find q moving the index lever to any of the 101 lape spaces, push the buttol
S wsman % s 0 \ L 108’ Crm e Ge neXt S and Spol Tape does the rest, including rewind and cue up for the nex
‘;he 1 a:otm is \:acom ol 100 © " 12p good g , spot to be played. Pre-recorded announcements are no longer on am

long tape reel or in little tape packages. With Spot Tape, cueing is m

16CS ek L problem as it is done for you, logging is simplified, and small lap
%\\54-0\" ““gmng b".(_",z.\-sl“’-“ce) packages or cartridges are not clutlering the control room."
seco W e
where !
- -7
-— :

Recorder

Gales is offering © new color bro-
chure, describing each exclusive

feoture of the new Spot Tope Re- L\J

corder in detoil. Why don’t you write )§
for your copy today . . . no obligction, :

of course.

|_narris |
Mmoo CATES.RADIC COMPANY

QUINCY, ILLINOIS
CORPORATION Offices in: International division:

In Concdo:
L HOUSTON, WASHINGION, D.C. 13 EAST 40th STREET, NEW YORK CITY ‘CANADIAN MARCONI COMPANY

e TTC



| WASHINGTON (Cont'd from p. 19)

the programming area.

“If a licensee has conducted him-
«If in such a fashion as to warrant
revocation,” Mr. Wasilewski pointed
out, “then the license should be re-
voked and there should be no in-
between area for the lifted-eyebrow
technique of governmental regula-
tion and supervision.”

FCC Interpretation of Section
317 interpreted by the NAB

Going back to the “payola” situation, \
Mr. Wasilewski called attention to

the FCC’s recent interpretation that
everything received frec of charge
requires an announcement iden-
lifying the donor by name, and said
the association does not believe that
this is required “. .. either by Section
217 (of the Coimnmunications Act) or
by general considerations of public [
interest.”

NAB's suggested remedy for the’
problem was said to be the enact-
ment of cominercial bribery legisla-
tion rather than through writing an
amendment to Section 317.

Daytime Broadcasters Ready
Case for Harris Committee

The Daytime Broadcasters Associa-
lien continues to battle for permis-
sion to be on the air more hours a
day. Membership in the DBA has
almost doubled, the organization -
states, as a result of a recent drive
among broadcasters. ]

This drive is preparatory to the
hearings to be held soon before the .
Harris Committee dealing with four
bills “. . . which have been intro-
duced in Congress to give daytime
broadcast stations fixed hours of op-
eration of from 6 a.m. to 6 p.m., or
from sunrise to sunset, whichever is
longer.”

Speaking at a special session held
during last month’s NAB Conven-
tion in Chicago, Ray Livesay, WLBH
Mattoon, Il1, said that “. ., the pub-
lic interest is suffering today be-
cause of the discriminatory practices
now being followed by the FCC, and
that the final responsibility of

straightening out the mess rests with
the U.S. Congress.” o o o
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My how things changed!
Now you know
In Louisville

Ny

people size radio

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

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

Bill Spencer or Robert Eastman for wonderful details.

SOLD NATIONALLY BY:

robert e. eastman & co., inc.




BACKGROUND

Edward R. Murrow returns—with
a major innovation in news pro-
grams. Every Sunday starting
July 3, he and crack CBS News
correspondents abroad will exam-
ine the week’s most significant
news in a 25-minute international
“conferencecall.” The objective:to
impart fresh insight into the mean-
ing of the news. A network radio
program in the public interest .

ONLY
ON GBS
RADIO

Tlie question has often beert asked
of Murray B Lincoln, president ol
Navionwide Insurance Companies,
“Why did veur company sponsor the
public service show, the Hidden
Revolution?” (See p. 61.)

o learn his answer, one hirst dis-
corers that the principles that guide
the growth of Nationwide are paral-
lel 1o the interests that alford radio
i greatest opporunity lor growih
in the space age. Namcely, My, Lin-
coln amd his firm believe that “peo-
ple have within their own hands
t1he tools to Lashion theiry own des-
tiny. And we look upon radio iy one
of the implements 1o advance what
is not only an idea—but an ideatl.”

In furtherirtg the interests of the
public, Mr. Lincoln believes a ¢ual
obligation is invelved. He says if
vacdhio is “to be a vehicle for fuller,
freer communications between peo-
pte,” it has an obligation to provide
sometliing move than nusic and
comedy. Similarly, he believes that
“busimess—particularly big business
—has an obligation (o support pro-
grams that 1ty o do wore than
amuse or entervtain.”

Returning to the original ques-
ton. Mr. Lincoln states, “We were
convinced that the Hidden Revolu-
tion was a good show and, conse-
quently, had advertising value. , . .

THIS MONTH=

MURRAY D. LINCOLN

President

Nationwide lnsurance Companies

Sees Obligations in Presenting

Public Interest Programming

In a Inoader sense, we helieve such
progrants are stimulants that will
'help awaken people 1o the funda-
mental issues of our tne, , ..

My, Lincoln was born April 18,
1892, at Raynham, Mass, (near
Brockton) . e was born and raised
ot a farm, his first love. After grad-
uatton in 1914 from Massachusetts
Agricultural College (now the Uni-
versity of Massachusetts), Amberst,
Mass.,, Mr. Lincoln went to New
London, Conn., as the first county
agricultural agent in that state and
one of the first in New Eugland.

Then [lollowed posts with two
banks as agricultaral representative,
In 1920, he became exceniive sec
retary of the Ohio Farm Bureau
Federation. He resigned this post in
1948 1o devote full time to the Fann
Bureau Mutusal Automobile Insur-
ance Co., Farm Bureau Mutual Five
Insurance Co. and Farm Bureau
Life Insurimce Co., which he had
been largely imstriunental in found-
ing.

The names of these firms were
changed on September 1, 1933, o
Nationwide Mutual Insurance Co.,
Nationwide Muiual Fire Insurance
Co. and Nationwide Lile Insurance
Co. Nationwide’'s growth—like
radio’s—is based on the chatlenge of

JOMOITOW, & o '

U. S RADIO- o MNay 1960




ELETTERS TO

THE EDITOR

i Public Service

Your story about the exteusive
support which the radio broadcast-
ers and sponsors give, day after day,

I io public service campaigns pleascs

us because we are always happy to
see the radio industry get credit lor
its good works. (see Report from
Agencies, April 1960). Currently, it
seems, such kind words are few and
lar between.

Maxwell Fox

Director of Public Relations
The Advertising Council
New York, N. Y.

College Market

The article Radio Goes to College
In Big Way (April 1960) can be a
Lig help to our salesmen. Can you
please mail us extra copies?

Joe Lobaite
Sales Manager
WHRV Ann Arbor, Mich.

Would it be possible to receive
extra copies of Radio Goes to Col-
lege?

John A. Dame

Soles Manager
WMAJ State College, Pa.

Program Services

What’s New in Programn Services?
(February 1960) was an article with
a lot of news value and possibilities
for us because ol the increasing in-
terest in the English language in
radio audiences and the U.S. mili-
tary personnel based in Spain.

. . . We would appreciate it very
much if you let us know the com-
plete addresses of the firms offering
the services. :

G. L. Vazquex
Promotion
Madrid, Spain

I was most interested in IWhat's
New in Program Services (February
1960) . [ would like to follow up for
more information on several of the
services you mentioned. . . . We are
the purchasers (subject o FCC ap-
proval) of KJBS San Francisco. an-
ticipating a take-over date some time
in May.

J. G. Paltridge
Exec. V.P. & General Manager
Argonaut Broadcasting Co.

U. S. RADIO e May 1960

RTES
Thank you [or your extremely fine
coverage ol our Round ‘Table

Luncheon devoted to radio as an
advertising medivm (see Radio in
the Looking Gtlass, April 1960) . Al
the commments I heard have been ex-
tremely gratifying, and we sincerely
appreciate your time, effort and ex-
cellent cooperation.

Albert B, Shepard

Sales Manager

Select Station Representotives,
New York, N. Y.

Radio in
. 1s a skillful and

Your article on
Looking Glass . .

the

tformative treatment of the subject.

I am glad to have been of any as-
sistance in its preparation.

Williom E, Matthews
V.P. and Director of Media
Relations and Planning

Young & Rubicam Inc., New York .

FM Progress

Almost two years ago, we sepi-
rated our fm from the am operatiou.
We're still scratching for all the in-
formation we can find on the fin
picture. . . We would be interested
in obtaining the material contained
in the Cash Register Riugs for Fin
and Style Guide for F'm.

Orel Phillips
Advertising Manager
KCRA-FM Sacramento, Colif.

Farm Picture

The Silver Mike Award arrived

yesterday and certainly it was a tre- -

mendous thrill for me to get it. . .
All of us at KFRE and in the Tri-
angle organization are very pleased
with the recognition, and with the
coverage you gave on farm generally
in your February issue.

Wally Erickson
Farm Director, Triangle Stations
KFRE Fresno, Calif.

Promotion Beat

We would appreciate receiving a
copy ol The Promotion Beat (De-
cember 1959), mentioned in the
Canadian Association of Radio and
Television Broadcasters Special Serv-
ice Bulletin.

Ruth Hancock
Office Mgr.
CKKW Kitchener, Ontario

A special team of reporter-researchers
has created a series of radio landmarks:
The Galindez-Murphy Case, P.O.W.
—A Study In Survival, Who Killed
Michael Farmer? And more to come.
The result has been medals, honors.
acclaim—and the breaking of new ground
in radio’s power to inform. Network radio
programming in the public interest...

ONLY
ON CBS
RADIO



U.

S RADIO... IN THE

UNDERLYING THE STORY

Radio has staked its future growth on service
to the community. Its public interest perform-
ance is not a contrivance but comes naturally to
a medium whose structurc is based on com-
munity participation.

Replies 1o u.s. kADIO's questionnaire survey of
stations across the country have formed the basis
for the ensuing evaluation of radio’s public serv-
ice record. Were all stations to be included in
this study, the story could hll volumes. There-
fore, it has been necessary to present this siory
in the confines of the questionnaires returned.

Programming geacrally is oriented in such a
wav that without excessive fanfare, drumbeat-
ing and sensationalism it performs in the public
interest.

There are the everyday types of service pro
eramming—news, time, wecather, traffic, infor-
mation; there are other types—editorializing,
fund-raising, safety, education and youth, civic
affairs, community welfare, panels, documen-

taries, cliscussion, among others.

This is a record that tells its own story.

All too ofien radio’s role in the public interest
is taken for granted. Support for this view en-
couragingly has been put forth recently by peo-
ple other than broadcasters. Congressman Cel-
ler thinks so . . . “'Perhaps we have become overly
accustomed to . . . enjoying its many scrvices.”

In the agency feld, Donald Leonard, media
director, Fuller & Smith & Ross, thinks so, tco ., .
“Radio . . . is not generally applauded for pub.
lic service because the listener is accustomed to,
and expects, radio to do the things that it, of
alt media, is best equipped to do.”

And Sam Vitt, vice president, Doherty, Clif.
ford, Steers & Shenfield, also believes this to be
truc ., . “With its time signals, weather reports,
traffic analysis, pancls . . . radio has fashioned its
survival out of public service programming.”

Stretching for 40 more pages is a documenta-
tion of Radio . . . In The Public Interest.

U.S. RADIO « May 1960



The public interest record

of radio is indeed impressive. Today’s

radio--with its service aspects--

performs in the community interest on

almost a minute-by-minute basis

PUBLIC INTEREN

Serving the public interest has been radio’s
birthright since it first emerged from the al-
chemist’s workshop four decades ago.

The first efforts to embellish this electronic magic
with programming dealt with informing the public
—generally news.

Today, of course, radio’s role in the public interest
15 functional. With the evolution in programming
from national orientation to local, radio actually per-
forms in the community interest through its standard
service features—mnews, weather, time, commentary,
discussion, farm information and town service
projects.

It is, therefore, not only the broadcaster’s responsi-
bility to operate in the “public interest, convenience
and necessity,” as pointed to in about six places in
the Communications Act, it is also his job to determine
exactly what public interest programming is in his
communuity.

According to the U, 5. RanIO survey of stations across
the country, the radio broadcaster knows well his
public interest responsibilities. The sample covers
stations of all sizes, formats and pupulution.

The public service record of statious is staggering in
import, whether measured in terms of hours of pro-

U. S. RADIO e May 1960

gramming, number of announcements, dollar equiva-
lents, efforts in the local community, timee checks,
weather reports, on ad infinitum.
As calculated from data taken from the station
questionnaires, the following are the public interest
performances for 1959 of the average siation.in each
of three market categories. In addition, there are the
expectations tor 1960. The dollar values are based
on rate card equivalents for public interest time and
announcements. These figures do not necessarily re-
flect the FCC view that, in calculating public service
time, a I5-minute segment cannot be counted if it
includes a minimum of one 10-second commercial. In
addition, all public service announcements within a
I5-minute period cannot be reported as such if that
period contains a 10second commercial.
¢ Average station in markets with a population up
to 499,000 programmed 432 hours in the public
interest last year and aired 7,416 such announce-
ments; when added together, these had a dollar
equivalent for the average operation of $57,523.22,
For 1960, this average station expects to increase
public interest hours to 449 and announcements
to 7,719,

e Average station in markets with population be-
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tween 300,000 and 999,000 broadeast 590 hours of
programming in the public interest in 1939, with
8,287 anmouncements: the equivalent dollar value
for both was $112,073.22, For this vear, hours of
public interest programming lor the average sta-
ton are expected o rise to 613 and announce-
ments to 94,5346, .

e JMverage stition i cities of more timr one il
lion in population aired 833 hours ol public in-
terest fare i 1939 along with 16,126 announce-
ments: these had a dollar equivalent value of
S161,184.06. For 1960, hours of progranmmming in
the public interest lor the average station are
expected to increase o 86l and announcements
tn 16,316.

Fhie Federal Comnnunicitions Commission, iy the
absence of any specihe definitions in the Act as 10
desired pereentages o1, in lact, @8 to what constitutes
the public interest, s left the matter up o the
hroadcaster in prior decisionts.,

Whitey North Sevinour. president al the American
Bar Association who also has served as special counsel
to the National Association of Broadceasters, declares,
“The right of the commision (o obtain information
as to the licensee’s plams lor aneeting the desires of
his conmnunity fits into the duty 1o serve the audi-
ence riather than wmerely io meet the predilections vl
the cammission.”

Ite then cites two FCC decisions that have direct
hearing on thie brojdeasier’s public interest role:

“The duty 10 operate in the public interest is no
esoteric ainystery, but is essentially a dinty to operate a
radio statian with good judgment and good faith
guitled by a reasonable regard for the interest of the
community to be served.” (The Northern Corp.—
WMEX, 1918)

“The lile ot each comummity involves a multitude
ol interests, some tominant and all pervasive, sucli as
interest in  public affairs, education and  similar
matters, and some highly specialived and limited to
a few. The practical day-to-day problem with which
every licemsee is laced is one of striking a Dalance
between these various interests o reflect them in a
program service which is wseful to the community,
which will in some way fulfill the needs and interests
of many.” {Capital Broadcasting Co.—1918.)

Aside from the legalistic questions, the pragmatic
basis for hroadeaster control over programming in the
public interest was eloquently covered by the late
Harold E. Fellows, president of NAB:

“. .. By the very nature ol his daily performance,
he is the one hest qualified. He or the executive re-
sponsible for the administration ol his station plays
an acuve part in the life of his community. He
hecomes acquainied with the wants and needs of his
audience i ihe field of programming. He and his
personnel pm'licipale in the actions of his community’s
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goverminent, civic, religinus, liusiness and sacial or-
ganizations. . . .

“He was not licensed originally to supplant the
chhurich or the parent in the home. He was not
Ticensed as an educational institution. He was licensed
w serve the public imerest 1o the best of his ability.”

In this regand, unimy broimleasters advocate a change
in renewal procedure to allow them (o present in
narrative form community service performance. At
present, the liceiise rencwal application—like the ap-
plication for a new suition—asks a station to Dbreak
down programming performance as to percentages of
time allocated o the following specified severr cate:
gories during a “typical” week: Entertainment, relig-
ious, agricultural, educational, news, discussion, talk.

With the exception of the first category, the public
interest obligation is clearly implied.  Many broad-
casters, however, [eel that singling out separate cate-
gories of programming is not a true way ol measuring
radio’s total public interest story.

CONTINUING PERFORMANCE

Aai explanation of this point of view is provided by
Robeit Mason, general manager, WMRN Marion, O.:

“Actually, radio stations are broadcasting in the
public interest when they give time, weather, tempera-
ture, find lost pets, cavry lists of items for swap and
trade, invite expressions of opinion, announce births
and deaths. Radio stations operate very much iu the
public interest when they broadcast important
speeches in their entivety, instead of headlining or
excerpting, when they cancel regular programming
for political conventions and elections. Unless radio
programming all day long, every day, is very much in
the public interest, there will certainly Le po lisieners,
uo sponsors and soon no station.”

Upon close exmnination, the public service record
of stations is impressive.

Just last month a critic of ])rozulcast-mg, Repre-
sentative Emanuel Celler (D-N. Y.), revealed the re-
sults of a station public service study that brought
him to this canclusions

“Broadcasting has come to occupy a unique place
in the national scene. Perhaps we have hecome overly
accustomed to receiving and enjoying its many serv-
ices. Perhaps we are taking its many contributions
too much for granted.”

Congressman Celler, in an effort to get a balanced
view of New York City stations’ complete record,
asked the New York State Broadcasters Associztion
to supply specific information on performance in four
categories—civil defense, non-commercial spot an-
nouncenents, community service programming and
public affairs programming. Nine stations partici-
pated. seven of them radio outlets: WQXR, WNMCA,
WCBS. WNEW, WABC, WRCA-AM-TV jnd WOR-
AM-TV,

Voluminons myterial detailing specific projects and
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Public Interest Performance

The following figures are based on questionnaire returns to the U. S. RADIO
survey. The dollar equivalents for public interest programming are based on
station rate cards: .

Average Station
In Markets of

Average Station
In Markets of

Average Station

LLRRAE L N T PR T R TR S TP e R | EL T IR

In Markets of .
Up to 499,000 Between 500,000 1 Million or Over =
: and 999,000 -
Hours of Public Interest Z
Programming in 1959 432 590 833
Expectations for 1960 449 617 861 =
Number of Announcements =
= in 1959 7,416 8,287 16,126 E
E Expectations for 1960 7,719 9,536 16,316 =
= Dollar Value for 1959
g Based on Rate Card $57,523.22 $112073.22 $461.484.06 -
1 0000 SN 0™ G © w1 0t

acrformance were forwarded to Representative Celler.
In reviewing the reports, he included the following
esults under each category:

e Civil defense—"In all, during 1959, the New
. York City broadcasters have contributed thou-

sands of staffl man hours and many thousands of
dollars in the cost of equipment, broadcast time
and tests to implement civil defense plans. , . .”
. e Non-commercial spot announcements—". . . free
air time contributed . aggregated over 90,000
minutes valued at more than $614 million, and
provided more than 110,000 announcements to
over 2,400 organizations. I consider that the sheer
magnitude of these figures is worthy of note.”

s Community service programming—". . . such pro-
gramming on the part of the nine stations which
participated in the study accounted for more
than 220,000 minutes of broadcasting time of an
estimated value in excess of $10 million.”

¢ Public affairs programming—". .. in all, the nine
stations . . . provided over 1,500 public affairs pro-
gramis during 1959, and these programs repre-
sented 42,000 minutes of air time of an estimated
value in excess of $1.3 million.”

Congressman  Celler declared, “Behind the bare
statistics of time and dollars are the specific achieve-
ments of these stations in the public interest . . . these
proidcasters are making significant day-to-day con-
{ributions to their community. .. .

“Over the years the broadcasting industry has played
wi important part in our nation’s growth and wel-
arc. The people and policies that contribute to this
we, I believe, entitled to recognition and encourage-
nent. . . "

Many stations because of recent adverse criticism
1ave been keeping a special check on their public in-
erest accomplishments and are determined to give
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this side of the story “equal time.”

One such effort is reported by WOIC Columbia,
S. C. Russell George, general manager, states that a
year ago the station “instituted a system of handling
all public service accounts just as we would a com-
mercial account.” A scparate account sheet is posted
with the number ol announcements and/or program
time devoted to the particular service agency or as-
sociation.

The station sends out a “bill” (o the service or
wellare agency stating, “There is no charge. \We en-
joyed serving you and hope to continue in the luture.”

The response has been very lavorable, says the sta-
tion. “Some agencies have admitted that our ‘bill’
gave them renewed appreciation ol something they
had been taking for granted, the valuable contribution
of radio to the American public.”

The extent to which stations program in the public
interest often depends upon individual approach
rather than actual performance (lor, in reality, sta-
tions ol varying lormats serve the public interest in
ways that are congruous with their objectives) .

Some stations set fixed percentages to guide their
public interest activities, others design their public
interest announcements and programming clforts as
the need arises throughout the year, still others plan
in advance mijor community service projects for a
cause or charity. Some stations, like WFMT (FM)
Chicago. believe they are operating in the public
service their entire program day (this station carries
fine arts programming for its entire 19-hour schedule} .

Whatever its approaches, radio across \merica
echoes this sentiment by James Quello, operations
manager, WJR Detroit: “At W]JR the licensing re-
quirement of serving the ‘public interest, convenience
and necessity’ is regarded as a privilege rather than a
mandate.” e o o
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Many stations are earning
a new place for themselves
m their community by adding
a voice that urges and advises

EDITORIALIZING

For many stations across the country, edi-
torializing has added strength to their com-
munity voice. \What the editorial did for the
newspipers—is it possible to imagine a daily without
such an outlet for expression?—it is doing [or radio.
It is making the radio station not only the [ocal
point for spot news, but also a respected voice in the

«onununity—a voice that comments, urges and advises.

The carly fear of retaliation over public and sponsor
disapproval of a station’s stand is steadily waning. It
is no more applicable for radio than it is for news
paper. There are cases in which a sponsor has been
lost; there are others where a sponsor has been g:n'ned.
‘The same is true for listeners.

With the emphasis on local community involve-
ment, tomorrow’s radio stanon may look back on
June 6, 1949, the date of the final Mayflower decision
that affivmatively laid the groundwork foy edjtorials,
as the day radio came of age.

According to questionnaires returned in the u. s
raD1O survey, the radio editorial is practiced by sta-
tions of all types of formats and programming ap-
proaches, from the strong music and news stations 1o
those who describe their formats as balanced pro-
gramming. And in most cases there is evidence of re-
sults, whether measured in station recognition or in
specific achievements.
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EDITORIAL SUPPORT for New York's firemen in their
eflorts to win pay raises was aired over Bartell station
WADOQ. News Director Jack Powers, as part of cam-
paign, interviews firemen who are attempting to get twe
million signatures in a petition for impartial arbitration.

WAVDC, Washington, D. C,, for example, uses one-
minute editorials that are aired about 10 times a day,
seven days a week on a run-ofstation basis. The
number of subjects that are devoted (o editorials for
the week depend on the iinportance of the material.
Sometimes there aye four or five subjects touched
upon in a given week, sometimes just one topic.

One of the siation’s best examples of what edi-
torializing can do involved the tv repair racket. After
instantaneous response to two editorials that merely
explained the techniques of dishonest tv repairmen as
reported by the Better Business Bureau, the statiou
was encouraged to strengthen its stand and get behind
s editorial view,

It learned first hand about the repair racket by
taking three v sets, replacing a good tube with a bad
one in each case and leuwing some 60 different v re-
pairmen in various neighborhoods diagnose and price
the troubles. Among the things the station found out
was that the “wolves” would replace good tubes with
bad, and would pad parts’ prices. In all, WWDC ran
1,440 editorials on the subject, disiributing copies of
each to government and industry officials. Although
reluctant at first, the station finally advocated licensing
of tv repairmen. There is now a bill before Congress.

KMOX St Louis has been. editorializing since June
1958. Its editorials deal with local matters and a stand
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is only taken when it feels a need has arisen. The sta-
tion’s fust editorial advocaied the fluoridation of
water in St. Louis County (the people of 5t. Louss
city have had fluoridated water for more than four
years) .

The station has relentlessly stuck to its editorial
guns for more than 18 months. Following an editorial
in May 1959 that once more urged the station’s point
ol view, the St. Louis county council authorized the
health measure by a majority of four to one. But two
legal obstacles were theu to be hurdled. These were in
the foru: ol two law suits filed on behalf of incorpo-
rated areas within the county, over which the county
council has no authority.

\gain KMOX used its cditorial voice to lend guid-
ance to those forces who were now behind the fluoni-
dation proposal. The advantages of fluoridated water
and criucism ot the law suits were presented. Last
imonth, in two separate actions, the courts dismissed
the suits, clearing the way tor the water proposal,

Another example ol integrating an editorial cam-
patgn with station action—not unlike the way news-
papers have handled certain local problems in the
past—is provided by WISN Milwaukee. Late last
year, the station produced a series of programs dealing
with Youth Crimme—Milwaukee. The station’s news
director worked closely with the chiet probation of-
ficer, Juvenilie Court judge, local law enforcement
authorities, school and education boards, presidents
of high school councils and teenagers themselves.

All aspects of the problem were covered. The final
two programs were \WISN editorials outlining what
it felt could be done to ameliorate the problem.

The youth series evoked considerable interest and
comment Lo the point that the two Milwaukee news-
papers followed up with series on youth crime.

LOCAL COOPERATION

WOWO Fort Wayne, Ind., also combined the radio
editorial with the documentary technique to attack a
social problem. The station ran 4 series of editorials
criticizing newsstand pornography and calling atien-
tion to its evils. With the cooperation of the commit-
tee on better literature and the rewail drug people,
WOWO urged that this material be taken off the
newsstands.

The station then lollowed 1 its editorial stand
with a iwo-hour “spectacular” on the subject, The
overall campaign was considered a success by the in-
terest it evoked and it is to be continued regularly.

WMCA New York has been broadcasting editorials
since 1954. In considering subject matter, the station

gives equal weight 1o local, national and international

eveuts. Its most recent editorial “Watch on the
Rhine,” was inserted in the Congressional Record, the
sixtlr statioir editorial that has appeared in it.

In terms of stirring up interest and comment,
WMCA believes that its editorial of June 1958, “An
Un-American Policy,” which criticized the M ¢Car-
ran-Walter act, was its most successful. In addition to
receiving letters and public comment, WMCA was
asked by the House Un-American Activities Commit-
tee for further views and information.
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EFFORTS OF THREE groups produce heli-
copter traffic reports over WLW Cincinnati,
Representing these are Lt. A. Mehring (I.)
for the city's police force, D. Campbell {2nd
from r.) of Helicopter Airlift and R, E, Dun-
ville, {r.) pres. of Crosley Broadcasting Corp.
They receive special commendation from Ralph
West, president of Ohio State Safety Council.

: (. 3
NEWS DEVELOPMENTS bring News
Director Aubrey Morris (r.) of WSB
Atlanta to the State Legislature
where he interviews U.S. Senator
from Georgia, Herman Talmadge,
prior to the senator’s special ad-
dress on Georgia's school problems
to a joint sesgsion of legislature.

{Editorializirtg)

KDAL Duyluh, Minn., has been broadeasting its
Minitertal for about 18 wonths, modilying the sia-
tion’s Is-year-old policy of editorializing in the
Northwest Feature section of the 6 p.m. news. The
format constitutes a one-minute “thiuk piece” pre-
recorded by and aired foarly dwoughout the sgationy’s
schedule.

The station has found that iw Mndtorial is widely
quoted throughout its area. As an example, one of
KDAL’S editovials was quoted in its entivety ou the
cditarial page ol a local newspaper that owis g
competing station. That Minitorial ook Gavernor
Freeman to sk Loy a staement he made regarding
the lack ol Baduth’s business development activity.

KCRBS San Francisco carries editorials thar analyze
locul probfewns and are juended o creme alk and
comment. The station tackles issues as they arise and
has created g position for a Tull dine editorial and
docnmentary writer aitd producer 1o rescarch arid
write the subject mauer

FREEWAY |SSUE

A current editovializing campaign has been urging
the adoption ol final plans 1o construct and complete
the Ireeway system in Sawr Francisco. In a series of
editorials, KCBS has stressed the imumediate and long-
term economic huets if the plan is not approved,

Fhe station has received much lavorible comment
from highly placed organizations aud individuals, it
reports.  Flere is what the California Sute Auto-
maobile Associition hid o say: “Your organization is
to be complimented Jor studying this proablem and
nraking your views known. . .

“H granscripts ol the editorials . . . are available,
we would appreciate veceiving copies, 1 noic also that
you plan to make time available to those who may not
agree with your position, and we would be iuterested
in knowing the times when such presentations are
planned so that we can listen o those broadcasts also.”

KFH Wichita, Kan, airs editorials on topics of
interest 1o the connnnity. They e written by the
news directar and delivered by the general manager.
Following a heavy snow storm last winter, a KFH
editorial took the air urging city officials 1o speed up
removal ol the T-anch snow lal. Within 18 hours,
the city muinager tgok action.

The station's staud deplored the antiquated mieth-
adds of snow removiil. By noou the day afier the edi-
torial was aived, the city munager announced that
private contractors were being hived 1o assist cily
maintenance aews in getting (he streets open. The
cditorial also uwrged ihat snow removal in downtown
areas 1ake l).l_:l(’(" during the night and early morning.
The cily manager, tii his directive, stated that such a
poticy would be instituted.

The snow removal stand was delivered more than
a half-doren times at varions periods iy the program
schedule. It drew considerable listener comment and
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VIEWS OF NEWSMAKER Richard
Nixon are conveyed to WBZ Bos-
ton audience by discussion with
the panel of newsmen on the sta-
tion's Newsmokers: 1960 series.
Panel consists of (l. to r.): Radio
News Dir. Jerry Landay, corres
spondents Jim Snyder, Sid Davis.

hundreds of calls 1o the city manager.

The influence ol a radio editorial to gnide govern-
ment action is also illustrated by WEEL Boston.

During the middle of last month, the station called
attention to the “great injustice in Massachusetts” that
is “going virtually unnoticed.” The station’s position
arose from a decision of the State Suprewe Court that
found it was illegal for the state to levy and collect
taxes on Federal old age benelits, which it had been
doing since 1940.

What irked the station was that because of the
state’s statute of linitations, Massachusetts would find
it impossible to refund an estimated $30 million to
550 million in illegally collected taxes. The station’s
general manager pointed out that the statute of limi-
tations is “an arbitrary cevice established by our
lawmakers.” He further commented: “It is interesting
to note that the statute . . . cdoes not prevent the state
from seeking out those who submit fraudulent tax re-
turns, no matter how much time has elapsec.”

WEE!L aired its position on Friday, Saturday and
Sunday. The next day a state representative, who
heard the editorial, filed a bill “providing for a refund
of income taxes paid to the commonwealth based on
benefits under the Federal Social Security .\ct.” Later,
Governor Foster Furcolo stated that he plans a special
message Lo the legislature asking for similar action.

WSAV Savannah, Ga., influenced a change in
county government administrative procechure. The
station’s editorial criticized the county government's
failure to furnish tax statements to all taxpayers. This
resulted in a change, so that all taxpayers now auto-
matically receive tax notices and statements well in
advance of each deadline.

WPBC Minneapolis, which has long believed that
it's the station owner’s job to stimulate thought and
express views, added in 1959 two new thought pro-
voking and controversial features each hour of the
broadcast day. Each feature is limited to a maximum
of two minutes and are presented as personal opinions
of commentators on controversial local and national
issues as well as philosophical viewpoints. There are
also listener opinions, pro and con.

The station has had a chance to put part of what
it practices in published form. An 85-page, soft-
covered book, “Special Assigimment,” details a series
of broadcasts on coutroversial issnes that face Ameri-
cans. lt is written by Joseph della Malva, WPBC
commentator, with a Joreword by William Stewart.
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president and gencial manager of the station.

WCRB Boston has instituted a nightly news cour
mentary program called Opinjon. It features well-
known journalists, religious and educational leaders,
who comment on important happenings of the day.
Then in a once-a-week editorial the station offers its
“opinion” on a controversial subject.

WBAL Baltimore, Md., offers a daily, 10-mimte
program, The AMaryland Report. The program is
designed as “must” listening for state residents. In
the program, conducted by a news specialist, cdi-
torials are aired covering subjects affecting dlailv
living. These range from local and state politics to
juvenile delinquency.

WXLW Indianapolis, Ind., editorializes when it
feels a situation warrants such treatment. Its editorials
are approximately five minutes in length. They are
scheduled over a two- or three-day period. with three
or four separate broadcasts a dav.

Delivered Dby the station’s general mauager, the
editorials comment on such various subjects as van-
dalism in schools and comuptness in public offices.

KRLA Los Angeles has two programs that edi-
torialize, Scope Unlimited and The Big Story. The
first series is a hatf-hour taped show presented each
Sunday morning from 10 to 10:30 a.m., oftering views
on current issues from the people involved.

The second series, The Big Story, is a seven-day
feature that may be aired any time during the day
from 7:40 a.m. to 10:40 p.m. It is used to commment
on a controversial issue or “big story.”

WOOD Grand Rapids, Mich., editorializes on any
and all subjects—local, state or national. “Any group
opposed to the station’s editorial stand is given equal
opportunity to answer if it so desires.,” according to
standard station policy. In a community with limited
newspaper competition, the station reports, “We have
been told many times by many people that while they
do not always agree with our editorials, they think it
is good for the community, especially since the city
now has only one newspaper.”

Through editorializing, stations can carve an tm-
portant place for themselves in the community. The
Greater Troy Chamber ol Commerce ontlined some
of the accomplishments of the editorializing activities
ol WTRY: *. .. Inspired civic leadership in Trov's
nrban redevelopment program . . . excellent support
of the new citv charter and editorial comment for
bettermnetn of Greater Troy.” e o o
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Sound medium constantly
improves ways and means
of keeping the community

alert and well informed

32

aglded exposure provided by in-car radios and portable

The fact that at least one radio is found in
wore than 95 percent of the 52 million homes
that house the American population, plus the

receivers, makes radio an ideal medium to transmit
news to the public. In keeping with its sworn oath
to “. . . operate in the public inwcrest, convenience
and necessity,” stations strive constantly to improve
the quantity and caliber ol their news programming.

Typical of the attitude of most stations concerning
their news function js that of WSAZ Huntington, W.
Va., which states, “Tlie day-to-day responsible, ac
cnrate coverage of City Hall and the Court House;
the ‘hig’ story of a mine disaster; special service in time
of snow or high water; motorist warnings of traffic
jams or ice on the sireets—this, we feel, is the job of
ractio.”

Here are reports from some of the stations respond-
g to the u.s. RADIO survey,

LOCAL EMERGENCIES

Radio has often demonstrated its ability to reach
the citizens of its community quickly and effectively
in times of emergency. The heavy snows that hit much
of the nation last winter provide a recent example o
how radio responds to local emergencies.

The Topeka, Kans., area was hit with over 22 inche
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ol snowv Tast March, WIBW 'l‘nchu kepe its news
department on the alert, olten on a Iull 24-hour basis,
in order to bring importumi emergency information to
the community. Fundreds of cattle and other live-
stock were short ol leed due o the heivy cover ol
snow, The station rveports that i Brmn directons
Iroadcast spe(inl announcements about where leed
\upj)lic\ could be obtamed, and injormation about
howe lecd wis being llown in by helicopter, hrought
in by snow plows and other heiny equipment.
Anmnouncementy about school dlosings were cirried
by the station brom schools as tag as 100 miles awav.
[Mhese announcements were given  throughout the
cevening and early morning hours lollowing severe
snow storms. The station alse Lnmched a “Feed the
Yivds™  campaign with  announcements  and  news
stories telling the plight ol thousands ol birds starving
as i result ol the snow cover. According to the st
tion, tons ol leed were distributed by air and In
autoists who tossed the lecd out ol their car windows.,
WAVE Louisville gesponded to the nead when the
community was hit by over 13 inches ol snow in one
week. The station kept ity listeners abreast ol such

{Radic News)

events as the procliming ol a state af cuergency by
the governor, the rescue activities of the Nitional
Guavd as well as conmplete reports on the weather. In
addition, the station says e Tty switchboard togged
aver 2,870 calls brom listeners inquiring about the
lorecasts, school closings and the cancelling of meet-
ings. Among the leiters received by the station wins
one lrpm the chairman ol the Depavunent of Medi-
cine, Louisville General Tospital. 1t said, “We are
gratelul for the cooperation which vour station gave
i announcing that our Grand Rounds were cancelled.
Obvionsly, it would have been an inpossible wder-
riking 1o cantact a1l the physicians by phone.”
During a recent heavy snow, WIPTEF Rateigh, N.C.,
tites that it received lor brogdeasting more than 500
announcements from 20 counties  concerning  the
closing ol government allices, schools, businesses :aimd
the postponement ol civie, chureltand social functions,
KRXT Des Moines kept most ol its eight-man news
ream busy gathering road and other information dur
ing a had storm last winter. Designated by the station
as “Operation Snowstorn,” the welephone and news
winiser service provided Mlormation vy walhe coudr
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tions, heavy drifting, school closings, cancelling ol
meetings, wmong others.

Knoxville. Tenn., was hit by the hardest snow ol
the winter on March 9, 1960. DBy five in the worning,
over five inches of snow had fallen. By 6:30 aan.,
WBIR Knoxville reports that it had data on every
sthool closing in the area, all street and highway con-
ditions, special requests of officials and special veports
on the weather. By 7 a.n.. the station was airing re-
ports on store closings and hundreds ol announce-
ments [ronr many different groups and organizations,
News summaries and bulletins were hroadcast through-
put the day providing up-to-the-minute infornation
about the storm conditions in the community,

Located in a severc weather area, KPAC Pon
Arthur, Tex,, states that it is equipped with its own
power generiator in the event of a commercial current
fwilure. The station believes that it was one ol the
lew, if not the only one, on the air when the area was
hit very badly by a hurricane a lew years ago. s a
result of the emergency power, the station was able to
keep a flow ol information going to the community
dealing with weather conditions, evacuation plans and
similar data.

In late March, severe floods hit five states covered
by WNAX Yankton, 8. D. The station sent reporters
1o the scenes of the flood to record direct reports, and
covered many areas by telephone. Flood reports were
broadcast throughout the day lor the entire week of
emergency. often breaking into sustaining and com.

“My children...”

PORNOGRAPHY: THE BUSINESS OF EVIL

“I think he got his ideas from that book that
night.”

“The books you can get five for a dollar . .. you
can always buy the pictures easy.”

“...1nvolves chainings, beatings...masochistic
practices you would find in a glossary of abnormal
psychology.”

“The national syndicated smut racket grosses
approximately half a million dollars a year.”

Obscene books, literature and motion pictures
have been flooding the nation since the end of the
war. To find out just how far this racket ate into
the life of Boston, ‘“‘capital of U.S. morality”,
WBZ News Director Jerry Landay and his staff
spent months researching pornography in Boston.
They taped interviews with members of Boston’s
Vice Squad, the D.A.’s office, parole boards of
detention centers. .. with men, women and chil-
dren personally involved... and edited the tapes

=

ON.THE-5POT reporting takes newsman Bill Longworth
(I} of WGB!I Scranton, Pa., to the scene of the Knox
mine disaster at Port Griffith, Pa. Here he stands, mike
in hand, by side of WGBI patrol car, interviewing a Civil
Defe:se representative about tha fast-breaking news story.

': These are the things that matter most to me. . .

into “Pornography: The Business of Evil”, an
hour-long program shocking in its revelations of
degeneracy.

The smut racket knows no barriers. Wealthy
homes and work-a-day homes ... highly educated
and illiterate people have all dipped into this
morass of filth. Most disconcerting, however, were
the pitiful experiences of five and six-year-olds
exposed to decadent photographs and forced into
awkward situations and moral degradation.

After hearing the program, Massachusetts Gov-
ernor Foster Furcolo declared an emergency to
put into effect immediately a new law establishing
heavier penalties for violation of the state's
obscene literature curbs.

The Boston Federation of Organizations, rep-
resenting 140,000 members of 52 women'’s clubs,
organized an all-community roundup against
pornography which is still in progress.

WBZ soston

Broadcasting 1s most effective on stations that have carned the respect and confidence of the communities they serve.
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LATEST DEVELOPMENTS are gathered and reported in
newsrooms of WWJ Detroit. A 12-man news staff works
in newly built room. Visible behind the news editor's desk
[in rear) is the "control center" with bank of communica-
tion equipment and the glass enclosed wire service room.

{Radio News)

mercial programs.  The station worked elosely wiih
Civil Detense and weather burenu officials to present
rmergency messages to those in danger from the flood.

Tornadees  aud  wwrnadic siorms  skipped  across
Florida last Apnil. A cormvespondennt for WGTO
Cyprus Gardens. Fla,, alevied the starion about 7:15
a0t From then vn, the station says, bulletins and
headlines kept listeners abreast of the tasi-breaking
developments. On the 8:15 e pews, the statian
broadcast that 2 second tornado had hit cast ol
Orlando, aud within minuies the corvespondent in
the avea reported ou damage. There was also a direct
intervicw with o lnmberyard owner who described
how he aml his cight employees narrowly escaped as
the maiu storage building was lauwened

Lhe stationr continued to carry reporls on schere
the storms hir, and the damage done. Lt addition,
annonncewents were carvied on the mobilizationr of
National Guard nnits lor Dade City and Orvlaudo,

Later in the vear, a storm that had been labeled as
a “tropical depression,” suddenly began to take an the
¢havacteristies of a hnvicane which would hit Floruda
on a Sunday, completely iy siirprise. WGTO alerted

These are the things that matter most to me. ..

=
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“Our culture...”

MUSIC MAN ON THE MUDDY OLD RIVER

Most people living along the Ohio used to think of
it as a muddy old river—if they thought of it at all.
But KDKA had a different notion about it. So —
last summer, Robert Austin Boudreau and his
American Wind Symphony, co-sponsored by
KDKA, were sent on a mission: to rhapsodize
from a river barge to twelve cities along the river.

The result of this voyage is best told by a towns-
man* of one of those cities:

36

“It was a typical hot July night last Wednesday
when Huntington (W. Va.} tucked an old blanket
under arm, tock cushion in hand and headed down
the bank toward the Ohio River. An orchestra was
scheduled to play on a barge moored close to the
bank and it seemed as good a way as any to relax
and get cool — to sprawl on the riverbank and lis-
ten to music.

“It would be a light program . . . for relaxation.

“No one expected to come away ‘thinking.” No
one expected to get bawled out, not even by a Bos-
ton professor conducting a Pittsburgh orchestra.
But that’s what happened.

‘“Robert Boudreau conducting the American
Wind Symphony paused between numbers to give
what presumed to be an informal chat. He told his
listeners he’d been warned not to come to Hunt-
ington because the city was notorious for staying
home even before the distracting days of televi-
sion. He expressed his gratification for the large
audience attending.

“He spoke of the beautiful river that had been
given us and the dirty river we had made of it. He

U. 5. RADIO o May 1960




its news staff, including 10 regular correspoudents
located throughont the state. One ol the first reports
came in lrom a correspondent who drove through the
ceuter ol the storm shortly aflter it had struck the
coast. This report, the station says, was followed by
those of other eye-witnesses, weather men, state
troopers. sherifts and others,

The station received and aired reports from  the
storm’s point of entry near Fort Myers to her point of
departure near Vero Beach. According to the station,
the bulletin anmouncing the storm’s passing out to
sen came almost a full hour bhelore the Miami Hanri-
cane Forecasting Center made the same announce-
ment.

TRAFFIC REPORTS

WXYZ's Traffic Eye keeps Detroit drivers fully in-
formed of conditions all along the Expressways and
mijor city streets. \Working closely with the police
department, the station says, reports are relayed im-
mediately to drivers. In addition, the station has its
mwn mobile units placed at high-trafhc spots to pro-
vide eye-witness broadcasts. Frequeincy ol the trafhce
reports are geared to the major driving times.

WDAF Kaunsas City, Mo, regularly airs its Traffic
Central, which is designed to pinpoint immediately
every major traffic tie-up, accident or emergency for
the benefit of morning, evening rush-hour drivers. In
times of inclement weather, the program warns drivers
of the hazardous conditions.

T'he ability 1o get 1o the scene ol a uews event quick-
by is buportant if a station is to be able 10 provide
lresh np-to-the-minate news. WKJG Fr. Wayne, for
example, has a ranote short wave broadcasting nnit
which cruises the arca tor 13 hours cach day. KONO
San Antonio has tour "Big Red’ mobile news units
which, according to the station, are often used o keep
listeners aware ol wathc conditions, to report trathe
snarls and suggest alternate rontes. Working in co-
operation with the city fire departuent, WADO New
York has aived many on-thescene taped interviews
with firemen aud victine of fires lor their news value
and to stress the need for fire prevention.

Well into its second year ol operation, the WLW
Cincinnati Helicopter Ivafhic Service has proved its
effectiveness time und time again. Sponsored by the
Shell Oil Company, the helicopter traffic reports are
given twice daily at peak waffic periods Mondays
through Fridays. The reports arc made by Lt. Arthur
H. Mehring, officer in charge of trafhe, education and
safety for the Cincinnati Police diviston, av he is
piloted around and above the city by Jack DeVise of
Helicopter Airlift Inc.

The police ofhcer spots trafhc tie-ups, advises
motorists how to avoid them and at least two dozen
times, the station says, he has landed from the "copter
to lend on-the-ground assistance at scenes of accidents
and emergencies. The craft is equipped with special
transimitter equipment which allows the lieutenant

was, of course, referring to the sanitary disposal
of waste. He touched on the value of the river
recreation-wise. In addition to putting on a good
show complete with fireworks he sent most of his
audience away thinking.

“If a concert could be presented successfully
why not other means of entertainment, including
stage plays and even the revival of the minstrel-
type of entertainment which had its start on the
river showboats of old?

“The city is well aware of its advantages
industry-wise...and what of its advantages tour-
ist-wise? Such a recreation project would be of
benefit not only to the area but would bring tour-
ists into the city as well. ..

“Listening to the music against the backdrop of
height and the sheen of water, with the lights of
small boats gliding by in the darkness, brought
home to many the thought that the dirty old Ohio
River has its artistic possibilities.

“Why not a cultural project from what has

hitherto been only commercial? Why not Ohio
River Festival?

“Impossible? Think about it.”

The orchestra played to crowds of 50,000. And
everywhere people are asking the same questions,
and others — about boating, water sports, river
jazz, show boats and lots more.

Next year, the KDKA Concert Barge will re-
visit all twelve cities by request, and make eight
new stops. How much more will the trip accom-
plish than bringing live concert music within ear-
shot of industrial towns teeming with people?
Will this discovery of the Ohio’s value as a cul-
tural center take hold?

It’s too early to tell. But one thing KDKA knows
for sure: people are thinking. In fact, not since a
steamship first navigated up that muddy old river
and opened the doors to the West has there been
such excitement about it. And everyone knows
what that led to.

*Bill Belanger in the Herald-Advertiser, Huntington, W. Va.

KD K.A. PITTSBURGH

Broadcasting is most effective on stations that have earned the respect and confidence of the communities they serve.
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W be 1 cotstant twowin communjeitiont with the
police division's short wave station.

Iypical ab the npe ol activity cnvied on by the
helicopter is the time that Lt Mehring noticed i
brosh fire. Two adults ird two children were trving
10 control the blaze belore it reached sone nearby
buildings. ‘The pilot dropped to within o few lect
ol the fire aind kept the blade whirting so that it blew
the lhnnes awiny {rotn the Lutlkdings nntil the fremen
could rrive on the ~scene. The helicopter dien re-
trred to ity regnlin® jab ol detecdng and directing
trathe snarls.

The news deparuieiit ol WICE Providerce, R, 1.
s itho equipped with a helicoprer. Twice during last
vear, the station savs, the cratt was used in cooperation
with the state police tor search and rescue work. In
ane cine, the “‘copter was ised 1o tansport i lost child
to o hospital, smd in another case it wis wsed o help
tack down i sispecied muarderer

When word cnne that twa others, who were
winrted Tor the nunder ol a Philadelphia police oflicer
had been tound in Massachusetts, WEILL Philadetphia
dispiatched wre ol it newseasters o repor) directly

{Radio News)

braun thie scene. Uhe sttion reports that one ol Lhe
brothers wis Killed trying to escapse, and that the news-
caster rode in the car with the remaining brother and
police olficials, getting hrst-hand interviews on tape.

\n interesting exauiple ol how a station uses fis
Mmobile tacilities to give thorouglr coverage o a local
disaster s provided by WGBL Scranton, Pa. Farly
lavi year, the Susquelinma River tore through ity
river bed and Hlooded o coal mine near Scranoon, Lrifp-
ping 17 miners.

I'he station dispatched it news ¢ritser 1o the scene
as yoon as word ol the disaster had been reporced. A
cofding to the station, tie news cruiser remained of
the seene 21-hours-a-thiny lon thie next sixodive, with ang
average ol three broadeasts an hour daring thar period
ol time. The reports lrom the news crniser were
uiped and plaved throngh beep-phone lacilities lon
stattons in Canada and sy Lar s Kansas, the station
Fepotts,

NEWS FEATURES

Ihe swilt reporting al eveuts is only pat ol a s
jon’s usual effors i the petlomune @l ity jab as u

THAT’S M
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news mdiunm. Regularly scheduled and special tea-
tures permit the public to be made more aware ol a
wide variety ol important matters.

WQAM Miami, Fla., for example, has two features
which run on alternate days, and are heard alter each
hourly newscast. First is the Bettey Business Division,
Recently, the local head of the Chamber of Conmrerce
Better Business division made a series ol announce-
ments reporting on the 23 top swindles in the area
which listeners were warned o watch for during the
season in southern Florida.

The aliernate feature is called Sonnd Off. This gives
listeners an opportnnity to air their views, gripes and
complaints abont anything in their neighborhood or
the city of Miami, As soon as the complaints are ve-
ceived, the siation states, they are lorwarded to the
proper official or department for investigation and
possible action. According to the station, many im-
provements were added to the city of Miami as result
ol information aired on the leature.

Twice each month, WTRC Elkhart, Ind., broad-
casts a live 90-minute program of the town’s city coun-
al meetings divectly from the council chambers. The
station veports that the program informs the com-
munity of various civic projects and the voting record
of the various councilmen.

Since the inception of its one-hour weekly news.
panel series, Newsmakers: 1960, WBZ—\VRZA Boston
says that . .. the program has provided an available
platform to teaders in New England and the nation

——— = —

EXPANDED NEWS COVERAGE for listeners of KROD
El Paso, Tex., was provided by addition of Piper Comanche
for use by srotion’s mobile news units. David Scribner,
gen. mgr., and John Murray Jr., national promotion di-
rector. seen discussing plans for their new acquisition.

These are the things that matter most to me. ..

“Our helpless and
handicapped...”

... last in line, as usual. Had to work late at the
office again. Then a quick snack and a mad dash to
KYW. Hope I'm in good voice tonight.

Last night we went to an orphanage. Tonight,
a hospital. Never thought one night stands would
mean So much to me. I joined the road show for
the experience, and thought it might help me
brealk into radio.

But some of these people I work with do it just
to help raise money for charity.

Couldn’t understand that at all, at first. But
when I go into my act and see those faces light up
— little boys, veterans in wheel chairs, old people

who can hardly see. Well, if you were Ethel Mer-
man on Broadiway, you couldn’t get more of a
response.

There are 128 other people in the KYW Road
Show — singers, dancers, mimes, jugglers — aged
7 to 55 — and each must feel somewhat like this.
They put or their act twice a week, sometimes
four nights a week...travel up to 50 miles outside
Cleveland city limits ... to help raise money for
charitable and welfare groups.

Last year the KYW Road Show received the
American Legion Citation of Merit, a prize rarely
awarded to non-Legionnaires, for its contribution
to the civic and community life of Northern Ohio.

KYW CLEVELAND

Broadcasting is most effective on stations that have earned the respect and confidence of the communities they serve.
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who have reported on major controversics, isues anil
problems aftecting local area, nation and the world.”

‘The program leatures leaders in all ficlds who are
questioned by tour panelists lrom the station’s news
department and Boston newspapers and wire services.
\ccording 1o the station, the inwerview show lis been
the source of ntany stories which have received nation-
wide attention via newspaper aud wire service stories.
The most famous of these probably being the one
dealing with the appeatance of the Governor of New
Frampshire, and questions about the prospects of New
York Governor Rockefeller and Vice President Nixon
in the State’s first-in-the-nation primary. The broatl-
cast brought about a thirry ob activits imong lacal and
nmational Republican Parey leaders,

WCCO Minucapolbs recently cooperiated with 2
scholars and made it possible lor twg women journal-
Ity o stidy in Russia, and Tor its Tarm service director
o tuavel in seven European countries, all of whom
reported their findings on the air.

The group ol scholars was headed by a leadivg cdu-
cator who s alvo a WCCO news analyst. Aecording
ta the station. he prepared broadeasts . . . from the

(Radio News)

nost remote points in Rissiac bram which oy Westeri
tisitor had vet reported.”

When it appeared ax if the two women jounmalisis
wonld not be able to make their uip, the station made
a public appeal lor lunds and . . . added resources of
ity own tomake their ip possible.”

WCCO's favm divecior woured in Europe with Agri-
culture Secretary Eaa Talt Benson. tHe reported his
impresions from tron Curtain counwries duving the
tour, and many tmes on his regular progrinns.

WNEW New York has one of the largest and most
complete news organizations ol any station in re
sounty. FPhe station considers (he weekly News Close
up. as one ol ity most ellective news activities.

Ou the aiv since January 1959, the program con-
verns iself with a wide varicty ol subjects, . . . going
divectly o the people wnd organizutions concerned.”
Some of the matters tken up in this broadeast m-
cude “the record of the begislature,” which was a
debate om the perlormunce ol the Suue Legislawure;
the Navor of New Yok ghiscussing the controversial
tax on taxt rides: a debaje on the treaunent o nar
cotics addicts.
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WSK Atkmta has regnlarly been carrying is 15-
minute, five-day-a-week Ofren Mike series. Recently,
the broadcast covered news lrom Georgia’s General
Assembly. The listeners were given a complete report
on daily happenings in the Legislature, using the ac-
tral voices of the newsmakers speaking direcdly from
the floor of the Assembly, . . . and delving futo
political developments more completely and thorongh-
ly than is done on a regular newscast.”

Mauy veteran lawmakers, reports the station, stated
that they heard daily repercussions from the Open
Mike broadcasts, as voters around the state histened to
these developments and wrote, wired or called the
state capitol with their reactions.

In addition to the special series, the Open Mike
program has dealt with such subjects as desegregation,
an inside report on conditions for the mentally ill, a
study of the state’s prison system, among others,

KDLA Oakland, Calil., reports that it has presented
many special progranis designed to keep its listeners
abreast of matters of local and national interest, Over
a recent 30-day period, the station reports, some ol the
programy carried included a special interview with an
expeit on the “Negro and labor unions: an interview
with Cornelia Otis Skinner on Brotherhood Week; a
special Negro youth panel on the lunch counter
demonstrations.

There were also two special progrims on capital
imnishmem, with particular relerence to the Chess-
man case, and a remote broadcast of the first Negro

IN RECOGNITION OF members of its community,
WCCO Minneapolis sponsored an honor lunch for the 10
Minnesotans on the Gold Medal US. Olympic Team.
Members received plaques from Gov, Orville Freeman (1.},
Sportscaster Halsey Hall interviews Jack McCartan (c.).

These are the things that matter most to me. ..

“The emergencies...”
WHAT'S A PENNY PITCH?

To most people it’s a line you pitch to. Closest
penny’s the winner and takes all.

To WOWO listeners it’s different. They pitch
pennies by the thousands to a kitty at WOWO. ..
to help losers in the game of life. It started in '54,
and has been going on ever since.

That first year they pitched pennies for a new
typewriter to help a crippled lad to continue put-
ting out a local newspaper — his sole means of
support.

In 55 pennies were pitched toward power tools
for a disabled veteran. As a result he was able to
start his own woodworking business.

In ’56 WOWO pennies rebuilt a home for an
elderly couple, unable to modernize on their own.

The next year WOWO broadcast the story of a
blind woman and her four children, about to be
evicted from their small apartment. 15,654 listen-

ers played...and purchased a home for this
family.

In ’58 WOWO coins jingled their way up to re-
building a home and playground fac111t1es for a
couple that sheltered orphans.

Last year WOWO listeners burned a mortgage
for a widow and six children. 19,232 people played
that game. The kitty : $11,230 — enough to pay the
mortgage and provide for a much needed opera-
tion for one of the children.

The game that started with a typewriter for a
small boy has furnished homes for needy families.

What will the stakes be next year? No one can
say for sure. One thing is certain. No station in
the Tri-State area is more eager to help its com-
munity . .. no station better known for the help
already given,

WOWO FORT WAYNE

Broadceasting is most effective on stations that have earned the respect and confidence of the communities tiey serve.
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boycott and picker line in Calitornia.

WNBE Binghamwon, N.Y., reports that it set up a
couperiative service with the Brpome Coungy extension
service airing special progiams devowed w0 new de-
velopments in agriculture. News items dealing with
Larming and advanced techniques in Lirming were in-
teprated into the stanon’s newscists,

KBHS Hot Springs, k., reports that "I our sec-
tion ol the state the political seene is ol the timost
mipottance. I view ol dur, we have bhrought conrpre-
hemsive, interpretive news to the people concerning
our Grand Jury and the indictments handed down.”

WLIB New Yok recemnhy aired over 200 special
newscstsy s leature progriams on viarious aspects ol
the avil righes bill being debated in Congress.  In
addition wr an average ol lour news stories a day on
the late<t develppments in the debate, the sution says,
it abo provided listeners with beeper-phone inter-
views thpee thmes dailv Irom a0 Wiashington torre-
sponderit {rom the Capitol Hoor.

A nanther ol special discussion broadaasts, leaturing
setiitors and ongressien hom both sides ol the
civil rights delunte, were also aired,

News)

A new series eulled 4 Lawyer Looks at the News
was launched List month by WGAR Clevelnrl, Memn-
bers of the Cleveland Bar Association are heard on
the weckly quarter-hour program. They deal wiitly
news which has legal significange loi (he ALVCRIgE
l)el’\()l],

At the end ol List sear, WGAR reporis that it
organized @ special mid-week City Club Fovum. This
is o one-hour progrant dealing with local issues, and
leaturing nnthoritative speakers. The station ala
his added o it stall o writer-researcher who will work
exclusively on documentaries dealing with problens
ol local nterest and importince. "Fwo program dtles
are “Brotherhood: Fact o Ficuon?™ and " The
Qualuy ol Publit School  Edycarion  inn Greater
Cleveland.”

WOGN Chicago lus two tegularly scheduled  pra-
grann designed 1o keep it listeners abreast ol logal
and navonal allaies, Talks of Oury Tomes is a 30

minute progrim leaturing speeches ol inlormed men
and wonten an l()pi(\ ol mecest. These progrians are
tapeel at various locations in Chicago, sugh s the
Execitive Club and 1he City Club,

Somie ol the




speakers have been the head ol the United States
Chamber of Commerce, a leading member ol the
American Bar Association and the editor ol the
Cliristian Science Monitor,

Your Senator Reports is a 30-minute weekly pro-
gram on WGN which features 13-minute reports In
two midwestern senators each week on non-political
topics of interest to the commmmity. Senator Dirksen
speaks each week, and is followed in weekly rotation
by Senators Hartke, Proxmire, Hart, Wiiley ind Cape-
hart.

Two years ago, KFAL Fulton, Mo., urged ofhcials
ol the Missouri State Hospital to develop a special
program series which would tell the story ol the
mentally ill. The objective ol the series wonld be to
inform the public of the problems facing the men-
tally ill and what was being done to help them. Alter
working closely with hospital ofhcials, the station re-
ports that it came up with a series ol broadcasts which
was very well received, and which was also aired on
other stations.

As can be seen from the previous reports, which pro-
vide a cross-section ol stition activity in the news area,
this vital fuaction is being carrvied on in many ways.
These eflorts might come trom a one- or two-man stafi
in a tiny community, or an elaborate and compre-
hensive setup, such as that of WW] Detroit with its
1Z-man staff. However, regardless of the size, all are
helping to keep the community and the nation alert
and informed. o o @

These are the things that matter most to me. . .

“Our schools...”
$250 TO GO BACK!

No more pencils
No more books
No more teacher’s dirty looks!

It used to be you’d hear this in June, when
school ended. But in Chicago the happy chant had
mournful overtones to adults hearing it in Sep-
tember. The nation’s second largest city looked
upon its school drop-outs and late enrollments as a
grave social hazard. “What would they do instead
this year? In ten years, what then”?

To help reverse this trend, WIND launched a
“Start School When School Starts” campaign.

EMPHASIS ON EDUCATION by WBAL Baltimore takes
the form of & traveling "schoolmobile” which roams the
state of Maryland interviewing student and school officials
for its weekly 15.minute broadcast. Topics range from
driver education, to PTA duties to school government.

Forty to fifty spots ran each day.

But WIND didn’t stop with spots.

The station sponsored a “Start School Contest”
with a $25 daily award and $250 grand prize.
Teenagers entered by completing this sentence:
“I am going back to school when school starts
because...”

“We ran this campaign to sell the value of a
high school education, just as we sell the value of
cigarettes, cars, beer or coffee,” says WIND’s
Dom Quinn.

Result was that WIND had 3,500 entries.
Chicago schools had new highs in enrollments.

WIN D CHICAGO

Broadcasting is most effective on stations that have earned the respect and confidence of the communities they serve.
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COMMUNITY SERVICE

Radio stations play a full and

active role in community affairs

wakes many denmuds on the thae. energies

and thoughts ol its titizenry. The average
wember ol @ community iy concerned wuh juvenile
delinquency problenn, the school system, supporting
naticntal and local cnupaigns to stnup out diseases,
how to cut down on gutomobile and eiher accidents,
helping out uneighbors in trouble. keeping up with
civie developmenes wid many, many other things. In
every one ol these aeas. and others, the radio suition
iy an adiive, interested “citizen” of the contnunity i

]
? Living i the last-paced, niodern conimuniiy
\

SEE Cn.

Uhe thowsands ol stitions located throughodt this
nmation daily exercise the privileges ind responsibsilivies
that come with ctizenship,  Tlere are reports (rom

somie ol the stadom respading o the € .5, o
survey.
SAFETY

\s our society bhecontes more meclumized, 1t also he-
vomes wore ghificult for the public to protect itself
from its own "progress,” The safety elloris ol statjons
luve been keeping pace with this progress,

RKMAC San Antonio, "Tex,, lor example, has heewr
aiviug us Save A Life progrim vegularly since 1952,
Matetial lor the show i provided by the Nutional
salety Conndil, the Towal sajery council, Civil Delense
Headqguarters and the Texas State Highway Depart
ment. Last vear, the station broudeast 281 progrinns
tn the interest ol silewy, mmuunting 0 o waal ol 98
hours aud 40 minues, These were regularly scheduled

DEEJAY

' ORANG-UTAN




musical programs with salety announcements through-
out the programs. Approximately 75 percent ol the
announcements were on trafhic safety. In addition,
some 408 salety spot messages were aired.

A 12-month saledriving campaign was recently
launched by KTUL Tulsa, built around a Sale Driver
Club. Object of the Club is to envoll all motorists in
northeastern Oklahoma, and have them pledge them-
selves to obev the “Top 10 Rules ol Safe Driving.”

Working closely with Consumers Oil Co., the sta-
tion designed a special bumper sticker which has been
made available in all Consumeys Oil service stations,
I'hese stickers, together with a Safe Driver identifica-
tion card will be available to all motorists. Working
with the aid of police officials, KTUL and the oil
company will designate a “safe driver of the day,” and
a “safe driver ol the month,” with gilts going to these
individuals.

|

These are the things that matter most to me. ..
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Our town...
PORTLAND'S CURIOUS COLLECTION

Portland, Oregon has one of the nation’s newest
and finest zoos. Soon it will be the only zoo in the
world to feature in its collection an authentic dee-
jay — a KEX disk jockey.

What’s more, the KEX man is committed to do
a broadeast from inside the cage, while his col-
leagues hurl peanuts at him.

What inspired this monkey business? Port-
landers had spent two years and half a million
dollars in labor and materials building the world’s
largest, most spectacular .recreation railway for
their zoo. But last November, just $10,000 away
from completion, funds ran out and all work
stopped,

KEX stepped in.

The deejays organized a gigantic community
dance ... and came up with a zany but immensely
successful contest among themselves. Object: to
see who could get the largest number of listeners
to.contribute. Booby prize: the monkey’s cage and
a shower of peanuts.

Well over half the $10,000 needed to complete
the Zoo Railway has already been raised. As the
contest drraws to a close (KEX promised delivery
of the full amount this spring), townspeople are
feeding the kitty with unabated zeal.

What a curious, wonderful way to build a recre-
ational railway! '

KEX sortann -

Broadcasting is most effcctive on stations that have eavited the respect and confidence of the communities they serve.
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A regular salewy leature on the station is the daily
broadeasting of the possible loacation of police vadia
units. This is done with the permission of the police
cdeparoment, and the stiation reports that the police
helieve this service has eng down on the amonng ol
speeding in the city, ,

WTVN Columbn, ), reeently gave its suppory 1o
the local "Operation Maps™  (Moiorist and  Pedes-
trian Salety) campaign. During the month-long event,
the station broadeast 310 thivtvsecond  announce:
ments, 60 fiveaninute newsants and featured safety
messages o 24 varions news broadeasts. It abo ¢o-
operated with a local outdoor advertising firin m
placing 12 billboards dealing with the campaign m
various locations in the «ity.

A Daminnte safety show, So /i Can't Happen Ty
Yau, conducted by the head of the St Louis Merro-
politan Police Department Trathe Division, v the
oldest consecutive weekly feature on KXOK St Loutis
(20 years). Presented Sundiy, the program gives a
station "“Frathe Courtesy Award” 1o a tlriver reconi
mended Dy a corps of saleny engineers who report the
driver’s act of conrtesy back to KNOK, The program
bas. been the vecipicm of numy safery awards on both

Summing up—

[Cemmunity Service)

local and national levels, the station report.

Inan attempr to reduce the death toll, WEBB Bali-
more for almost one year has been conducting a safe-
walking campaign.  According 10 the station, Balti-
more has the highest «teath vate for pedestrians in the
country. “'he campagn is built around the ™ Buddy
Young Safety Buddies,”

A tormer foothall star, mid new a station persor-
ality, Buddy Young appeals to the children to join.
Fhe youugsters receive a safety button and card. Free
movies are shown, and bank accounts vpened for out-
standing sale walkers, Each child alo receives a letier
trom M. Young outlining six sale walking rnles. The
station reports that over 3,000 children have partici-
pated in e campaign, imd @ new drive has been
se ieduletl Tor this sunumer,

KOY Phoenix, Ariz, vecently pue on i special cames
paign o climinate the sule of fireworks to adults a8
well as childven, However, the station also sponsored
a properly supervised fireworks show,

In an attempt to better the city's salety record, San
Frandcisco’s chief of police ordered that a black flag he
raised on all police vehicles each day that there is g
valfie fatality in the rity. Vo support this idea, KYA

The things that matter most to people . .. matter to us. As they should to any
responsible broadcaster.

For only by searching out community problems and participating in their
solutions can a broadcaster gain the community’s confidence — his key to good
audience, good service to advertisers,

Hence, the preceding examples of WBC programming. And the community
responses described in those stories. Unsolicited recognition, enthusiastically
given . .. received with a sense of fulfililment by the WBC stations . . . as were
Sylvania Awards, Edison Awards, Freedom Foundation and other awards for
public service programming last year.

®&© WESTINGHOUSE BROADCASTING COMPANY, INC.

RADIO: WBZ+WBZA Boston, Springfield / KDKA Pittsburgh / KYW Cleveland / WOWO
Fort Wayne/WIND Chicago/KEX Portland, Ore. Represented by AM Radio Sales Company
TELEVISION: WBZ-TV Boston / WJZ-TV Baltimore / KDKA-TV Pittsburgh / KYW-TV
Cleveland /KPIX San Francisco Represented by Television Advertising Represenfatives, Inc.
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San Froncisco, decided to make use ol its 800-loot
transmitting tower which was converted into a “giant
candle” since it iy located on Candlestick Point. Work-
ing with the police deparument, the station agreed that
the “giant candle” would only be lighted il there was
no Black Flag Hlying. The chiel ol police taped a
series of messages announcing whether or ot the
candle would be burning in San Francisco that night,

CIVIC AFFAIRS

Being an integral part of the community, the radio
station olten devotes a great deal of attention to civic
problems and events.

WRBT Charlotte, N.C., has inaugurated a “Cout-
munity Pride” competition. As explained by the sta-
tion, the winning community will receive a cash award
ol $1,000 and one yeur's possession of an award cup.
The event is open 1o all towns of 1,000 or more popu-
lation within hearing distance of the station’s signal.
Listeners are invited to vote for their favorite town,
The town receiving the most points during the vem
will e the winner. The cash will be tarned over Lo
that towu's governing body lor nse in civic improve-
ments.

Weekly standings are anmounced regularly on the
station, and the town in first place on the first of each
month is featured on WBT for one day. Local civic
and business leaders are interviewed on the progrioms.

WBEN Buftalo, N.Y., has been broadeasting the
University of Buffalo Round Table each Sawurday
evening without interruption since (941, In those 19
vears, the station has made its microphones available
1o civie, state and national leaders in education, labor,
commerce, industry and politics.

KLZ Denver has been active in civic aftairs with
such programs as Citizens By Choice, which deals with
naturalization and the various facets of this subject as
it applies to the new citizen and 10 the community:
and Income Tax [Panel, which ofters the listeners
pointers on this oft-times perplexing annual event.

On KTOK Oklahowma City, a Civic News series is
heard five days a week. The series includes interviews
on various projects of interest to the community, and
interviews with outstanding visitors 1o the city. In
a similar vein, KPRC Houston, Tex., conducts its
Community Events Calendar, which is heard an aver-
age of 38 tmes a day. Each wmessage mentions an
item or activity of some civic, chureh, social or other
group.

KWKH Shre\'epm'l, La., has been supporting the
move Lo get a zoo lor the city by schedvling announce-
ments calling attention to the project. and by having
the public come 1o the station 1o pick up tickets lor a
“zooarama,” which the station says is a preview show-
mg ol animals already promised to the zoo.

L. 5. RADIO e May 1960

WATCHES FOR THERAPY are accepted by Roy Campa-
nella on behalf of The Institute of Physical Medicine &
Rehabilitation of New York University Medical Center,
Drive by station WINS New York for worn-out time pieces
provided watches for training of disabled patients.

FUND RAISING

The public annually contributes hundreds ol mil-
lions of dollars to help combat and stamp out the
diseases that are cripplers and killers of men, women
and children. Radio has always been aware ol it
obligation to coutribute and support these necessary
fund-raising drives.

Last summer, KBON Owmaha conducted an elaborvate
campaign in cooperation with the local March of
Dimes conmnittee. "I'he station reports that all ol the
funds in the March ol Dimes treasury had been de-
pleted and that theve was urgent need [or money, To
dramatize this need KBON's night deejay, Frits,
clinbed a pole on the Courthouse lawn in downiown
Owmaha, He vemained on his perch for 13 davs, and
during that period the station sent perfovmers and
celebrities 10 the “Polio Pole,” to be interviewed by
Fritz and o tocus attention on the lund drive,

lu commenting on the project. the drive leader for
the March of Dimes campaign in Douglas County
said: “The pole, teature stories on KBON, the spot
announcements, the time signals which read ‘Give to
Polio Time’ and the wemendous woik of Fritz have
all made Omahans think twice about polio.”

During the most vecent Counununity Chiest drive,
WKZO Kalamarsoo, Mich,, wrote and directed a series
ol campaign songs. These numbers were recorded at
the opening dinner by the entire group of volunteer
workers tor the drive. The recordings weve mucle avail-
able to all statious in the comwmunity, which used
them throughout the campaign. WKZO repores that
the songs were credited with being instrumental in
helping make the Community Chest drive a success,

When the comuumity’s only hospital  was  con-
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SALT LAKE
TABERNACLE
CHOIR

The sound of the great choir, and
its 11,000-pipe organ, has been
an inspiring one to Americans
these 30 years. The world-famous
375-voice group sings the music
of many world religions. It has
been hailed as an “‘adventure in
understanding.” A network radio
program in the public interest...

ONLY
ON CBS
RADIO
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(Community Service)

demued, the 1100 residents of Avalon, Calif,, were
faced with a serions problem. This problent was even
more acute in the singner when the town played host
o 10,000 towists a day,

The local station, KBIG, helped spearhiead a move
1o have lunds allocated wiider an act which, according
o the station, provides that the government will maich
the amonnt vaised locally lor the construction of
projects such as a new hmpita]. KBIG devoled a
month to an intensive lund-raising effory, and reports
that it accounmted lor approximately $55,000 of the
required 150,000, The hospital opened a lew months
-l“b'().

WEFBG Altoona, Pa, actively supported a *Jobs for
Jues™ lunderasing campaign designed w0 bring new
tndisury to the Alwona region. According 1o the sta-
tion, the arex was lhard hit by unemployment and a
oue-indintry ecauamy,

The station says that it ovganized mul vived a “New
lndustry Conlevence™ with state and local officials,
plos editorials pointing out the need lor the campaign
i an atempt 1w get agiton on the problem,

SPECIAL RED CROSS COPY

For iis part i last yeinr's Red CGross Faud hive,
WLOL Minncapolis decided not to use the general
material supplied o all stations. The station reasoned
thiit its owu air personalities could do o ywore per-
somtalized and ellective job, A ol the aapy used dur-
ing the drive was written by the WLOL stall, and pre-
pated with @ specific announcer and style ol delivery
i mind. The station lelt that by doing this it was
possible o appeal to its listening audience in a per-
sonal way.

Accarding 1o WLOL, after the campaign wias under-
way the local Red Cross Chapter regnested the station
o lurnish other stations in the area with copy winch
they could adapt ta their own personal styles.

KRLEX Grand Junction, Colo., has been instru:
mental in raising lunds lor the Senior Citizens Home,
During the most recent Marelt of Diwes campaign,
the station condncted ity annnal auction and raised
almost $8,000, i1 addition to locusing Fitentizmn o ghe
drive.

To support the leart Fund, KFMB-FM San Dicgo,
aired a 60-howr “Jazzathion.” The executive director
ol the Sim Diego County Heart Association wrote the
station that “hi addition to the contritbutions macle to
the Heart Fund, the publicity given to our Heart Sun-
day was terrific, and the success of the drive, which
brought in abant $5,000 more than last year, can be
atributed o u large degree to your (KFMB-FMy
effores.”
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m COMMUNITY LISTENING in the park is made possible
by the efforts of KMOX St. Louis. Conducting the or-
chestra is Laruent Torno, who is also a KMOX personality.
The bandstand coacerts are also broadcast over the air.

PUBLIC WELFARE

The fact that the average person is usually no more
than a lew feet away from a radio at any time neans
that the medium is able to perform public service
activities swiftly and eftectively.

WTUX Wilmington was asked o help find an adult
blood donor who had had chicken pox within the past
two weeks. .\ donor was found 10 minuges after the
first appeal was put on the air.

At 1:50 pon., the Pennsylvania State Police were
requested to locate a New Jersey salesman in time 1o
prevent hinr from 1aking a dose ol medicine which
would seriously endanger his life. WSBA York, Pa,
reports that the police requested that it broadcast an
alert on s Operation Contart feature. As a result of
the broadcast, the station says, state police were able
to trace the salesman in less than 70 minutes,

KWK St. Louis recently received word that RH
negative “O” type blood was needed to save the life
of a patient. According to the station, within 10
niinutes after the plea was aired, the hospital called
1o report that listeners had supplied more than the
amount of blood needed.

When a four-year-old boy had been hiten by a rabid
tog, KWK states that its histeners were asked to supply
mformation which might lead authorities to the ani-
mal. As a result of the appeal, the dog was found 24
hours later.

WSUN Si. Petersburg, Fla., oftered its cooperatioit
{a the local TB Association when it conducted a cam-
paign to get people over 15 10 1ake lree chest X-Rays.
The station scheduled six announcementss daily, in-
cluding the locations ol the mobile X-Ray unit. With
almost 51,000 X-Rays made, the campaign was con-
sidered exiremely successful, and the station says that
the TB Association gave much of the credit for the
drive 10 the efforts of WSUN.

Describing its objective to be that of giving the pub-
lic a bewer understanding of the mental health prob-
lem, its scope and its possible solutions, KDKA Piuts-
burgh bas conducted more than 25 tours of the state
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CAPITOL
CLOAKROOM

Radio’s oldest continuous public affairs
series traces our legislative process. It
was awarded a Freedoms Foundation
Medal for creating “‘a better under-
standing of great fundamental Ameri-
can tradition.” Listeners hear Presi-
dents, Senators, Congressmen — those
who help to make the law. A network
radio program in the public interest. ..

ONLY
ON CBS
RADIO
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hospital for meiftal patienty, As o vesult, M ubie,
unions, women’s clubs, business school groups and
others have taken the trips. The KDK.A wour furishes
a leader {or the groups, tansportation and hrochures
explaining the work ol the hospital. The station also
arramged Lo the talent it the simmer carnival put on
for the 3,000 patients. Spot announcements mul inter-
views have supplemented the “in-person™ phines ol
the sttion’s mental health projects.

A the beginning ol Brotherhoomd Week Iist year,
WITL M Treenton, N ., broadeast o special two-und-a-
hall houi riydio discussion dealing with hunim aela-
tions in the greater Trenton avea. “T'he program wias
divided into five panels discussing housing, education,
juvenile delinguency, employment and Ly enlaree-
ment, Some 20 community leaders panrticipated.

I'he program was planned witls the assistanre ol
the National Headguarters ob the \mericm Givil
Liberties Union. According to the station, the ACLU
itid that this was the first program ol it kind in the
ficld ol han aclutions in the United States,

KGNS Sacramento, Calil., gooperated with o recent
By Sconns Alert west. For e week prior o the alert,
the station broadgast a pre-alert signal. On the alern
night, information and directions lor cach distiict
were aired, “The station feports that the Golden -
pire Coundil informed ic it there was an alimose fon
percent participation i this Civil Sefense drill In
the Scouts in the meg.

KVOS Bellinghum, Wash,, cene into conttact with
a hlind man whe had recentdy onived in iwne Fhe
nam said that people, not undenstanding how a guide
dog worked, olien gave assistance thar only served o
comhiise him and his dog, Out of this discussion come
the idea for o special program dealing with (he blind
people in the avea, and the varions agendies dealing
with the blind.

HOME FROM A MARCH for the National Foundation
is KSO Des Moines Program Director Dick Vance [c.},
here receiving congratulations from Bob Ray, the
foundatian's lowa State Chairman. Tony Moe, KSO
general manager, looks on. Contributors deposited
$3,600 into the barrel in the wheelchair which Yance
pushed for 35 miles, from Ames. la., to Des Moines.

YOUTH AND EDUCATION

Since a nation's youth is still i most valuable
“natural vesource,” it is important that the problems
facing the voung, and how they me being vained o
take their proper place in society be given as much
exposure an possible. Radio is aware ol i responsi-
bility in this area.

One ol the interesting examples of Easw meeting
West, iv the friendship which has (lcvclnpc(l hetween
the cities ol San Franciseo and Osaka, Japan.  Each
vear, San Frimcisco conducts a "Pacific Festival,”
which is designed 1o . . . econtitue o foster this basic
relationship ol Aviendship between San Francisco and
her neighbor contmunities and mafions thronghaue the
entire Pacific Basin.”

One ol the other objectives ol the Festivil is 1o preos
wote good health, [ comnection with this, KY.\ Smi
Frandiseo, in cooperation with Parke, Davis and Co.,
last year unnanged o have presented and delivered 1o
Osaka, 30,000 capsules ol Chloromycetin, “. . . for use
in Osaka’s charity hospitaly as a gilt lrom the yowh
ol San Franeisca”

KRLD Dallias conducts a weekly 30ammute program
called Salute to Education, Fach week, the stition
tihes portable taping ecquipment to a didlerent high
schoal o junior high school gl tipes a progrant ol
bl o choral wusic by the students of the sehoal.
Fach progriong abso includes o itk by the principal ol
the school,

EFvery Saturvday mornimg, the station salso condincts
a show called Teen Tinte. Vach week, i group of si-
dents lrom the speech classes is invited 1o appeinr on
a panel diseussion,

A\ special series dealing with juvenile delinguency
wits aived by WOXR New York, The series touched
upon lowr dillerent phases ob the problem, with a
complete progrant devoted to each subjeer, Presented

m WARY GLANCE at the needle from
next-in-line, doesn't prevent this re-
cipient from smiling as he gets his
Salk shot, The anti-polio drive was
sponsored by WMCA New York %o
help promote health in the cammunity.




m, cooperation with the Juvenile Delinquency Evaiua-
tfmn Project ol the City ol New York, the series dealt
with the antisocial gang, the cop on the beat, Kids be-
hind bars and a lawmd step in community action.
Piarticipants on the programs included city ofhcials,
civic leaders and laymen who have worked with yvouth.

KFRO Longview, Tex,, has been conducting a 30-
minute Teen Time program for over 10 years. The
progrant is put on by local high school students. Tlic
station also ¢arries another 3¢-minute show each week
dealing with the PT.\ programs in various schools jn
the communvity.

KFWB Los Angeles recently coltaborated with The
Students Crusade Against Narcotics nf a4 campaign
calling for the enactment of more severe penalties for
tlie sale of narcorics to teenagers in California. Accord-
ing to the station, 100 spot announcements were
broadcast in one week, plus editorials by the station
president an each news broadcast. One ol the objec-
tives ol the campaign was to raise funds to finance a
trin by the Students Crusade 1o Sacramento lor a visit
with the Governor.

“FACTS ABOUT DOPE"

The station covered the viricus developments with
on-the-spot broadcasts, and “Facts About Dope” were
aired on every disc jockey show. Press interviews and
conferences were arranged by KFWB in Los Angeles,
San Francisco and Sacramento. A resolution com-
mending the station lor its role ini the and-iarcotics
campaign, was passed by the City Council of Laos
Angeles,

WDIA Memphis has been active in many projects
geared 1o the problems of youngsters in the com-
ninity. For a number of years, the station has pro-
vided two buses, driven by station personalities, which
make 20 trips a week tranmsporting crippled children
to a special school for the handicapped. The station
has been conducting spelling bees, oftering a week’s
trip to Washington to the student and his teather.
WDIA presents an all-expense paid trip to one of the
major bowl games to the outstanding high school foot-
bail player.

WINN Louisville, Ky., has devoted a gomd deal of
ume and effort o youth and youth organizations. A
number of these organizations have demanstriated
their appreciation. A leuer from the United States
Coast Guard thanked the station “. . . for the oppor.
tunity to ‘spread the word” concerning the Coast
Guard Academy. We have already received several
Inquiries as a result of the broadcasts.” .\nother letter
in the station’s files siates “\We are most grateful 1o
WINN for helping the *Y' to promote our classes and
YAMCA Week. These spot announcements go a long
way lo inspire people to take an interest in themselves
and the “Y.”

The range aitd scope of radio’s activity in come
munity affairs are wide and deep. A station like WGY
Schenectady, N.Y,, for example, last year carried an-
nouncements from more than 120 difterent organiza-
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PROGRAM FOR YOUTH is presented by Gov, Dsvid L.
Lawrence at the Pennsylvania Conference on Children &
Youth at arrisburg. Edward Young, KDKA Pittsburgh,
producer and administrative assistant, is shown with tape
recordings that were played for the delegates at meeting.

CONCERN FOR HEALTH is in realm of radio's efforis
for the community. KRLA Pasadena, Calif., contributes
to this area by establishment of a Polio Clinic where
citizens line up for protection against the dread disease.

tions, covering subjects lrom Aid ta Higher Education
to announcements for the YWCA. Or a station like
WINS New York, which regularly cnries public serv-
ice leatures and spot announcements «lealing with such
diverse subjects as missing persons, traffic jam bulletins
and pleas lor biood dounors in order o help serve its
letlow citizens.

The acuivities which have been reported are not
unigue because of the stations mentioned here. The
unique factor is that these events are going on daily
at almost any one of the over 4,000 stations now on
the air. o o o
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KWKH 50,000 wares o 1130 kc. Shreveporty Lovisiana

Represented by Henry I. Christal Co., Inc.

KTHS 50,000 wars o 1090 4. Little Rock, Arkansas

~ GREAT
§ SOUTHERN
STATIONS

that
people
belteve (i

OPERATING IN THE PUBLIC INTEREST
with diversified or

“Full-ranve” Programming .. .

ontstanding news special Teatures and
coverage dizenssion programs
. . devored to public affairs
invaluable ~ervice
to agriculture .
cultural programs hr-
the best in <ports. cluding grand opera and
including live master works nl music
broadea~ts of major
league ha=vhall and

all pes of pupn’lm' mnusie
both edllege and pro :

foothall ' _ .
information seivice [or
Jive relizion= broadcasts housewives

a tradition of responsible broadeasting whicli has eap-
tured the confidence of their listeners . . . listeners who
not (nﬂ_\" hear. hut heed.
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20 years:

A VOICE IN THE

TE X’ACO

PUBLIC INTEREST i

Oil company’s sponsorship brings
Metropolitan Opera broadcasts

to some 12 million listeners

It has long been axiomatic that oil and water

do not mix. Twenty years ago, there would

have been few to argue that oil and opera
would be any more compatible. Now, however, even
the most doubting Thomas will concede that the radio
recipe concocted by Texaco and the Metropolitan
Opera not only make a musical mixture which wins
friends for opera, but also influences customers for
oil. It is also an outstanding example ol consistent
public service sponsorship.

This unusual parmership between one ol .\merica’s
largest oil companies and her most [amous opera
house began on December 7, 1940, when Texaco took
aver sponsorship ol the Saturday alternoon opera
broadcasts. During the two subsequent decades, it is
estimated that the firm has expended more than $10
million to bring opera to the American public. Ap-
proximately 12 million persons tune in regularly
during the 25-weck season, which has just been con-
cluded on 191 stations over the CBS neiwork.

Just what does Texaco expect to get out of these
broadcasts? The answer is relatively simple—good
will—that leads people to Texaco dealer service
stations.

U. 5. RADIO o Mav 1960

‘That this is frequently exactly what happens is
illustrated by many leuers thanking Texaco and
testifying 1o the writers’ use of Texaco products.
Perhaps the ultimate in listener loyaliy was demon-
strated by the gentlemen who telegraphed, “Thank
you very much for the fine production of the opera
today. While T am a stockholder ef a major com-
petitor of Texaco, for the month of January I shall
buy gasoline from my nearest Texaco station.”

Perhaps the most remarkable feature of this ro-
mance with the opera is that Texaco exchanges its
millions of dollars for less than a minute-and-a-half
of commercial time during the whole of each ol the
three-to-five hour broadcasts.

Such long-term, dedicated devotion to the public
service hecomes even more impressive in the light of
Texaco’s easy adwmission that it possesses no accurate
method to pinpoint the precise relationship between
opera listening and product purchasing.

The firm and its agency, Cunningham & Walsh,
must rely principally on thousands of letters and cards
received each season from satisfied opera fans—many
of whom take the opportunity to express their lovalty
and gratitude to the company which so faithfully
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SCENE OF THE broadcasts is the Metropolitan Opera House, which
has provided nearly 600 opera programs for the Texaco show, ac-
cording to host and commentator Milton J. Cross {r.). Mr. Cross

brings to Americ music that was once fhe privae
preserve ol a comparatively small grvoup of  Met
J)i]n‘()lls.

On o broader scale. Texaco has accomplished Lay
more tnne inproving it own corporate image and
sales graph. nrore than amaking opera available To
confirmed opera lovers. During the last 20 years,
Texaco's greatest contribution undoubtedly has been
o provide a touddntone for the changing musical
tastes of millions of Amevicans. Intevest in opera and
good music is defititely on the increase.

OPERA INTEREST GROWS

No less an authority than Francis Robinson, an as-
sistant manager of the Metropolitan, poinids @it that
during the post-wai period interesi in the opera has
increased by leaps and bounds all acvoss the country.

The Met has upped its own New York scason lrom
20 to 25 weeks, and is sold out a major pave ol thin
time. Opera companies are springing up througlhioit
the nation. At last count, there were more than 700
operatic producing organizatous at work., comparved
with a handtul 13 to 20 yeays ago. The sale of operatic
recordings has also skyrocketed during the smme
peviod.

Although there are otlier contributing FEictors 1o
opera’s new-founzl populavity—such  as  increased
prosperity, improvement in edncation and Dbetter
technology i the recording and record-playing in.
dustry—there is 1o question that Texaco’s regular
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has lent his voice fo every one of the Met broadcasts since they
began on Christmas Day, (931. The 25-week broadcast season
enjoys an audience of 12 million listeners on 191 CBS radio stations.

1adio broaeeasts have sparked umidelt new interest in
nisic that many ised to comsider oo highbyow.”

According to My, Robinson, “Texico’s unwavering
spowsorship ol the opera first intvoduced it to many
persons who had never heard it belare, then lannl-
iarized them with it and lastly tanght them o love iL”

Uexaco’s public service endeavors on behalf ol the
opera have also extended into the feld ol lund raising.
Through the mediun of the Satuvday Dvoadcasts, the
Met has been able to appeal directly to the public Tor
financial support with very gratilying results.  Last
year. for example, broadeast a-peals resulied in 2,225
five-dollar national memberships in the Metropolitan
Guild, and 2,187 one-dollar trial subscriptions fo the
“Opera News,” i addivon, Texaco itself has made
substantial contibutions w the apera for which it is
teluctant to take any creelit.

Recently, the oil firm made a gife of $300,000 to aik
in constructing the new proposed opera house in New
York’s Lincoln Center lor the perlpyming arts. It fs
noteworthy that Texaco itsel did not velease this
pews, and that the gilt was publicized instead by the
Lincohr Center.

Theve 1s still a ihivd lacet to Texico’s ublic service
eflorts on behalf ol the opera. Not ouly does the otl
concern make available music to delight the lisiening
audience and money 10 hanse the in-pevson aundience,
but it also undertakes an extension program of edu-
cation and entertainment designed to enrich the
nwsical expevience ol Texaco's “radiopera’ goers.
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Under the skillful direction ol producer Geraldine
Souvaine, Texaco has developed a series ol inter-
mission features thit contain a1 wealth of inforation
about opera in general, and that Saturday’s  per-
lormamee in particular,

In order of airing, they are the Opera News On
The Air, with Boris Goldovsky, Norman Dello Joio
and  others; Texaco’s Opera Quiz, with Edward
Prawnes as qutizmaster, and Texaco's Roving Re-
frovter, with Clifton Fadiman. The amnmouncer s
Alilton Cross. In addition to hisv other chores, Mr.
Cross gives the story synopses belore each act.

This season marks the fiftecenth for Opera News On
The Air, the radio cdition ol the Metropolitan Opera
Guild’s magaszine, “Opera  News.”  This feature,
planned in cooperation with the opera management
and the Opeva Guild, is designed by Miss Souvaine
and her associates to be a “commercial for the opera
af the afternoon.” The purpose is to interest listeners
in the particular opera being broadcast.

According to Miss Souvaine, the programs are in-
tended o . .. illeminate opera for the musically
uninitiated as well as for the well-inlormed operi
lover. This is difficult whether the opera happens to
he an old favorite or a new, unfmmiliar work., In the
first case, it is hard to find a new idea or angle from
which to approach whiat might be the eighteenth
hroadcast of La Boheme, Carmen ov Lo Traviata. In
the second case, it is a veal challenge to interest the
public in a work of which they may never have heard.”

MUSICAL EDUCATION

In summing up, Miss Souvaine says that . . . there
has been no sititation comparable o the Texaco inter-
missions in which musical and operatic information
has been provided to such huige numbers of people
in terms they could understand, and yet terms that
are also authentic by the best yardsticks ol scholastic
musical education.

“These programs and operatic analyses—sometimes
occupying as much as 80 minutes an alternoon—have
played a conspicuous part,” we leel, “in the develop-
ment ol the wann affection and pride that exists
throughout the country for the Metropolitan Opera.”

\lthough Texuaco’s opera sponsorship has been in-
tended and accepted as an almost pure example of
public service since 1940, it would secm that in radio,
as elsewhere. virtue is sometimes its own reward.

Witness this typical letter received earlier this year
by Texaco Irom an opera lover in St. Petershurg, Fla.:

“Please add wmy distant handctap 10 the general
applause for the magnificent perlormance of Tristan
and Isolde at the Metropolitan this afternoon. 1 hope
vou and CBS realize that in these days there may be
many ol us who prefer good live music and operi to
tv wosterns, or even a loothall game,

“And just 1o show that it s worthwhile commer-
ciallv, 1 shall leel obligated from now on to switch
to Texaco as a means ol paying nsy subscription ticket
to today’s and lutwre Metropolitan broadcasts.”

It is perhaps through such letters that Texaco has
discovered that enlightened public service may often
be the key to substantial profit as well. o o o
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Miliions of Americans spend Saturda ¥
afternoon at the opera throngh thesé
broadcasts direct from the great stage
of the Met. For the second season,
Texaco, Inc. has sponsored The Alet-
ropolitan Opera on CBS Radio, brin g
ing the brilliance and excitement of
opera at its best into more homes than

ever before. A network radio program
in the public interest
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CHARLOTTE 0,000 WATTS

VOICE
OF AUTHORITY

IN THE
PIEDMONT
CAROLINAS

WBT’s 38 years of broadcasting have

radio voice of the multi billion-dollar

AWARD-WINNING
VOICE of
AUTHORITY

in the

PIEDMONT
CAROLINAS

Collectively, these awards mean that
made it the trusted and authoritative ‘

market in the Piedmont Carolinas.

- 2

2,216,600

2,216,600 consumers populate
the 75-mile radits around
Charlette . . . a populaticn
larger than the cemparable
area served by Atlanta.
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In The Public Interest

N

THE ROAD AHEAD

. Mr. McGannon, president of 1l'estinghouse Broad-

casting Co. and outgoing chairman of NAB's Tv Code

| Review Board, comments on the radio code and the
| tv code being put under one NAB umbrella.

I was indeed impressed by a recent statement

of Congressman Emanuel Celler (D-N. Y)),

which urged his colleagues in our Congress to

remember the accomplishments and positive points

| of broadcasting when considering legislation to cor-
rect some negatives.

This is a fact which I have felt has been lost many

} times over in the past eight to ten months, in the
avalanche of press sensationalism, criticism and scru-
tinizing comment.

During the past decade of television's rise, radio
underwent a complete metamorphosis. Radio assumed
the new role of a service medium.

The four thousand radio stations can draw a great
deal of satisfaction from the manner in which the
news function of radio has been developed, with a
phenomenal public reliance upon the medium for
this and related services. In the public affairs and
public service area, a similarly strong program has
been made with features, documentaries and series
being introduced all over the country.

In the field of editorialization, perhaps even greater
progress has been made in radio than in television.

In the present climate and in the examination
of the television-radio relationship, the subject of
self-regulation also comes into prominent play. Possi-
bly because the Television Code Review Board has
examined with greater delineation and definition the
medium of television, it would seem this medinum has
outstripped radio in the matter of self-regulation.

I think this is partially true, having spent several
years as a member of the board and having also en-
joyed the experience of operating radio stations in
our company. The problem, however, is well in hand,
with a committee of the National Association of
Broadcasters now in the throes of writing a set of
radio standards that will be of sufficient scope and
dimension to fulfill the industry responsibility.

I am advised that the NAB anticipates the retaining
of a research service to undertake the latter: in so
doing, I think it will begin to measure both the prob-
lem and its solution.

It would seem logical and also economical in staff
and finances to contribute seif-regulatory efforts in a
single broadcasting entity.

One of the most difficult tasks, the problem of
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reaching all of the prograniuning and deciding what
constitutes good taste or violates standards of taste
and decency, might be in part eased if the managing
direction and full-time staffs functioned in both areas.

Needless to say, self-regulation is as important in the
held of sound as it is in television. The ability of the
medium to forestall and avoid the impingement of
further governmental regulation must be predicated
upon a set of standards and the necessary enforcement
machinery that will contribute meaning and vigor to
this effort.

If the television code is used as a model, not only
will the resulting radio standards carry the prohibi-
tive and negative conditions, but the radio code will
have a positive tone and direction. It will spell out
a philosophy that goes far bevond the “don’ts” and
will set, if vou will, a **quality” level of operation.

The opportunities for radio in this field are as
great as in television, and the variety of formats is
almost unlimited. The word “service’” as used in this
meaning can be a very practical and fundamental
thing. It includes the news and the weather, of course,
trafic conditions and community bulletin boards as
well as (within our own experience at Westinghouse
Broadcasting Co.) a hoard of additional “services.”

It would seem that greater use of creative public
service programming could and should be inade by
means of a greater and more uninhibited “cultural
exchange” in this area,

Among the WBC stations, we have had a good
degree of success, and there are similar groups of sta-
tions around the country which have displayed con-
tinuing interest in receiving such programming. This
“exchange” would do much to ease the staff and
budget limitations and to broacen the base of radio’s
public affairs programming.

Over the past few veuars, we have had occasion to
spend considerable time with a very representative and
quite sizable group of broadcasters at the three local
public service programming conferences which WBC
has sponsored in Boston, Baltimore and Palo Alto.
One continuing and impressive reaction has emerged
from these meetings on this subject: that is. there is
no lack of creativeness or willingness or ability or
performance on the part of the American broadcasters
in the field of public service. o o o
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Our Service Creed

Whereas, we are engaged as brokers, representing scllers, bayers,
and owners in the broadcasting industry and

Whereas, we are keenly aware of our service responsibilities to
this broadcasting industry we place on record oir Service Creed:

 —.

To handle every trausacticn as counfidentially as if it were

our onn,
To serve as a fully qualified counsclor on all phases of a
transaction, such as; taxes, capital gains or losses, valu-
ation of assets, depreciation and methods of financing.
3. To appraise broadcast properties realistically, at a price P
which 3uch properties would bring on the current market. (/,,
57
g

To decline listing any property which does not measure
upr to our standards of appraisal, as to price, terms, or

condition of sale.
To refrain from ever xending out listings of properties

and confidential financial statements to a general mailing
list, and to refrain from disclosing any information until
we are salisfied that the prospective buyer is qualified.

6. To adhere unwaveriugly to our procedure of matching
individual buyer with individual seller to the end that
both parties are fully satisfied with service rendered.

7. To conduct every transaction in such a manner as fo
reflect credit on seller, buyer, tlic broadcasting industry,

and our omn Company.
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Radio In The Public Interest

With the changed tace of radio network opera-
tions toclay, the emphasis in programming has
switched lrom entertainment to public in-
| wrest fare—news. news analysis and commentary,
| docuinentaries, exploration of critical social issues.

Because of their national and global facilities, net-
works are in a position to offer instantaneous coverage
of a major news happening anywhere in the world. or
an on-the-spot interpretation ol key developments.
The news resources ol any network can draw upon
an almost unlimited reserve of talent and tactlities.

In the area of news, NBC Radio carries almost t0
hours (595 minutes) a week of News on the Hour,
jrlus three hours and 25 minutes i week ol other news
programs.

CBS Radio airs 13 and a quarter hours ol news
progranuning a week.

ADBC Radio broadcasts a total of 85 five-minute on-
the-hour newscasts a week, plus a total of 88 progriams
a weck that range in length Irom five minutes to 15
minutes. These, too, are mostly newscasts as well as
commentaries and financial reports.

Mutual carries 34 five-minute news programs a day.
running twice an hour,

Beyond the scope of news, networks have also be-
come  spectalists in the techniques ol news com-
mentary and documentary.

Just last month, NBC Radio carried its third linage
series. This one, fmage Awmerica, comprised 24 hours
al progrannuing and covered such things as the prob-
lems and patterns ol lamily lite, urban living, labor
unions, big business, government and politics.

The first ol the litage series was [mage Russia,
broadcast last vear, which consisted of 16 hours of
programming, Then came /mage Minovities, 20 hours
ol programming.

NBC Radio also carries 200 minutes a week ol
Emphasis segments, five minutes of feature commen-
Lary.

CBS Radio regularly offers lengthy documentary.-
type programming that either interprets a timely news
event or analyzes a current social issue.

At the end ol last month, lor example, the network
presented a +45-minute program on “The Death
Penalty and Caryl Chessman.” It examined the social
issues which have caused much controversy on three
continents.

During 1959, the network programmed many shows
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NETWORK'S ROLE
IN PUBLIC INTERENI

ol obvious public interest. There was the Hidden
Revolution sevies  (sponsored by Nationwide In-
surance Co.) and The Business of Sex, which achieved
national newspaper notice, among others.

In addition, CBS Radio carries non-scheduled news
prograns covering news events in more lengthy treat-
ment—the American Airlines plane crash m the East
River while it was trying to land at LaGuardia ai-
port and President Eisenhower's speech belore the
National Press Club, for example.

ABC Radio carries one-time special events pro-
gramming of public interest nature as well as series.

Among the one-tine speciils the network carried in
1959 were “‘Pilgrimage to \braham Lincoln’s Tomb,”
Vice President Richard Nixon speaking belore the
Los Angeles Press Chub and former Iresident Harry
Truman's appearance before the Senate Judiciary
Connuittee’s subcommittee.

In the way of public interest series, ABC Radio
programs about a dozen such segments. Some ol these
series are College News Confevence, Project Tomor-
row., As We See It and Freedom Sings.

Project Tomorrow is produced in cooperation with
the Council ol National Organizations ot the Adult
Education Association of the U. 5. and is designed to
inform the people of the progress ol their voluntary
organizations in helping accomplish a better lite,

Mutual's coticept of news stresses actuality and on-
thescene reports. In addition 1o its twice-an-hour
newscasts, the network also programs The World
Today, a Monday through Friday series 25 minutes in
length. The network fleels that hecause ol its ap-
proach to news and The World Today show there i
no need 10 program “‘special” documentaries.

An example of the way it covers news was the
Caryl Chessman proceedings. The network assigned a
four-man tean. Because of possible legal maneuvers,
Mutual assigned one man to the Governor’s mansion,
one to the chief clerk’s office of the State Supreme
Court, one to the warden’s olhce at San Quentin and
one to view the gas chamber proceeding..

In The World Today, Mutual allows itsell oppor-
tunity to explore and interpret current and topical
events ol interest. At the end of last vear, for ex-
ample. two World Today segments were set aside o
present “The Frantic Filties,” a two-part review ol
the last decade. o o o
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HAVE HEART! 45
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That's the kind of radio we pride onrselves o —

RADIO WITH “HEART”!

Fach Founders Group Station fas captuved the clusive heavtbeat of
hving radio. Yes. owrs is the kind of radio that moves people, never
pushes thiem.

When you buy Founders Group Stations you can be sure you're getting
I'Cﬂl)()llsi'i)lc radio (ask owr Inteners)y . . . and resultful radio  (ask

our advertisers) .

[t all boils down to tlris: Many broadceasters serve their conununilies.
This is as it should be, but Founders Group Stations go a step further
. they become part of the conmnunitics they serve!

THE FOUNDERS GROUP OF STATIONS

Founders Corp., N. Y. C.
WFBL — 5000 Watts, Syracuse, N. Y.: Henry Wilcox, Gen. Mge
KPOA —10,000 Watts, Honolulu, Hawaiij Peter McGovern, Gen. Mgr.

WSMB — 5,000 Watts, New Orleans, La.; McLaws Kieffer, Gen. Mgr.

—David Mendelsohn, Pres., Radio Hawaii —
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Radio

4 1' In The Public Interest

A DUAL
OBLIGATION

Alr. Lincoln, president of Nationwide Insurance Com-
panies, whose firms sponsored The Hidden Revolu-
tion, explains why he thinks public interest program-
ming is the responsibility of both radio and business.

A

MURRAY D. LINCOLN

One of the fundamental principles of the

Nationwide Insnrance Companies is the idea

that people have within their own hands the
tools Lo fashion therr own destiny. And we look upon
radio as one of the implements to advance what is
not only an idea—but an ideal.

In our time mankind has made amazing progress
m matching the incredible speeds of the world and of
sound.

However, the moral progress of man—his social
progress—his ability to live together peaceably and
in understanding with his fellow men—is not making
comparable advances. But we are on the way.

There is stivring in the world today a people’s re-
volt against those sowers of fear and famine.

This revolt has come along with knowledge—
knowledge that for the first time in history we know
how to abolish hunger, want, disease, and scarcity;
knowledge that we now know that we have the
ability to abolish hunger, want, disease, and scarcity.

Literally, for the first time we have crossed the
threshold into the land ol plenty.

We have lound that with all this plenty, we must
share it to keep it.

That’s where radio can contribute to a peaceful
world of plenty.

First, by telling people that it is possible to create
abundance [or all people everywhere.

Second, by helping people to develop the plans and
the organization to spread that abundance world-wide.

Today, perhaps more than at any time since our
country began, people need a clearer knowledge of
what is going on in the world.

Momentons decisions that may affect the lives of all
of us for generations to come are in the making—and
people’s opintons must be gathered, as well as infor-
mation given. There is a great and compelling need
for [uller, freer communications bewween people.

We've been asked on several occasions why Nation-
wide sponsored The Hidden Revolution radio series.
We were aware, of course, that programs which bear
the “public service” label do not ordinarily aturact
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sponsors. That may be becanse many ol the programs
are dull and uninteresting—so they don’t ateract
audiences.

There were several reasons jor our sponsorship.

If radio is to be a vehicle for fuller, freer conununi-
cations between people, we believe that it has an
obligation 0 provide—and the public is entitled to
expect—something besides a daily diet of cowboys,
comedies and music. Moreover, we believe that busi-
ness—particularly big business—has an obligation to
support programs that try to do more than amusc or
entertain.

We hoped The Hidden Revolution would help
Nauonwide realize some of its institutional objectives.
Our organization has been experimenting—prin-
cipally throngh a policyholders’ participation pro-
gram—in ways and means to strengthen economic
democracy. Through the radio series, we hoped to
get more ol our policyholders interested and involved
in the democratic machinery we've set up—and to get
more people to become Nationwide policyholders.

We were convinced that The Hidden Revolution
was a good show and. consequently. had advertising
ralne. We're satisfied that the imaginative techniques
and dramatic effects applied by CBS niade it enter-
taining and interesting enough to hold listeners.

In a broader sense, we believe such programs are
stimnlants that will help awaken people to the [unda-
mental issues ol our time—and change the popular
mood in this country from one of seeming indiffer-
ence o public issues 10 one of responsible. articulate
concern.

We at Nadonwide hold that an enltightened public
is a responsible public—that when the people them-
selves grasp a problem, the first great step has been
taken woward its solution. We believe that every or-
ganizatuon—yprofit and non-profit—onght o do every-
thing possible to alert the American people o the
problems and the conflicts ol the day.

For il democracy and [reedom are to survive—il we
are to survive—all ol ns nmmst learn to be participants
in history—and thinking participants at that. o e e
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Radio In The Public Interest

AGENCY

IN PUBLIC INTERENT

The survey of agency
executives by NBC Spot
Sales shows unmistakably
the future of public service

fare at agency-advertiser level

Question A
Has one of your elients expressed an interest in. or

hare you recomnmended to a client, the sponsorship
of a radio stetion pullic service prograin?

 Billings
Over ~ Under

Total $] 000,000 $1,000,000

= % = % = 9
Yes 93 36 25 28 68 41
No 156 61 59 65 97 58
Dﬁon_'t Know 8 3 6 7 | 2 1
Total ) N
Respondents ;, 257 (100) 9¢ (100) 167 (100)
62
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exactly how advertisers and agencies fit into §t

the living room gl prulilic interest progrant

ming. ¢

Cergainly, 1t v the medium’s obligation—and pot '

the advertiser's—to serve dte complete needs pl i

auclience.  In broadeast media, this iy especially woe §
becase a Tederal license is involved.

Advertsers, however, cdo have a1 stake in miblic
service radio beciause o parvallel interests. I a radio
station lias achieved a positive service image 11 i con-
munity, is this not what an advertiser would also like
to achieve Tor his company nnage? H it can be shown
that there is a responsive, buying audience listeitiog
to public interest vadio—allieit the numbers thew-

% It 15 not casy o arrange with complete balance

I wilt & R i U

Questions i3

Do you believe that you would be more inclined
recommend the pureltase of a public service pro-
gram if you rcere supplied 1ith more qualitative
mudience information than is presently available
to you?

) Billings
Over Undex
Total _$1 .0_00._00_0_ $1 ,000-,009_
# % # % # %
Yes 207 72 76 7) 131 72
No 30 10 15 14 15 8
Don't Know 53 18 16 15 37 20
Total '
Respondents | 290 (100) 107 (100} 183 (100k
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ot be the highest—is this noc a levtile field
he advertiser to plough?
om all evidence, Ad Row is extremely interested
1e positive developments in public interest pro-
groomning. The NBC Spot Sales' sixth opinion survey

[ its timebuyer opinion panel has dealt with this in-
caest. 1t shows in enmistakable terms that sound,
vell-planned and proutoted public service program-
mmg can ateract sponsor intevest—and bring with it
many additional benefits 1o the siation.

For one thing, 65 percent ol those vesponding suid
they believe it tends to vun true that a station that

evelops a strong public service image also provides
greater sales ellectiveness lor advertisers,

This type of programming can be an effective adver-
tising vehicle in helping to mold 2 corporate image,
n the opinion ol 85 percent of the respondents. Also,
4 percent believe it can be cffective in helping to
nwomote high cost hard goods, while only 25 percent
hink i1 is effective for low cost, high nnnover items,

The NBC Spot Sales’ uestionnaire on public service
programming was veurned by 292 panelists (out of a
otal sample of 1,000) working tor 225 difterent ad-
vertising agencies or ofhices in cities acvoss the coun-
ry. Of the respondents, 37 percent work [or agencies
with billings in excess ol $1 million, while 63 percent
“ve employed by ad shops whose billings are under

| nulhon,

Testilying 1o the mounting interest in public in-
terest programming by agencies and their clients are
these results: 36 percent affirmatively reported that
either one of their clients expressed an interest in or
they themselves have rccommended the sponsorship
of a radio station public service program: and 48
percent believe that advertisers will in the coming
vears be more inclined to sponsor such radio pro-
gramming.

The parvallel interest between station and adver.
LEser 1y expressed by Arthur Pardoll, associate media
direcior, Foote, Cone & Belding Inc., New York:

"Through diversified public service programming,
a station has an excellent opportunity 10 establish a
close identity with the local community. In this way,

DR 11O T RPN R (1 1T T A R

Question C

In geueral, do you think that over the past few
years the quality level of radio public service pro-
granning has increased, decreased or remained
about the same?

o Billings
Over Under
Total y $1,000,000 | $1,000,000

# % # % ¥ %

Increased 114 40 51 48 63 35
Decreased 87 30 2 2" 6 36
he Same 81 28 31 30 50 28
on't Know 4 2 1o 3
Total —
Respondents | 285 (100) | 105 (100) 181 (100)
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the broadeaster can provide a lavorable backdvop for
the advertiser’s message. Uhe image ol the station
can have an cllect upon the reception ol this mewage.
T'herelore, it behooves stations to put their best loot
forward in public service progriumning.”

In the opinion ol Donald Leonard, direaor ol
media, Fuller & Smith & Ross Inc, New York, radio’s
role in public interest progranning i lunctional:

"1 believe each radio and v station develops an
iimage—call it ‘community charvacter'—and the pri-
mary ingredient is public service. Radio, in particu-
lar, is not gencrally lauded for public service because
the listener is accustomed to, and expects, radio 1o do
the things that it, of all media, is Dest equipped to do.

“Notices concerning school closings due o bad
weiather is a good example. A paradox on this public
expectation iy the publicity some newspapers have
received for simply doing what their editorial pages
have alwiays been veserved lor: Taking a firm stand
on a certain issue,

“As damming as some attacks on broadcast media
seem 1o be, the fact remains that all participate in
public service in varying degrees. It would seem that
radio, specifically, does this s well without touting the
fact that it is being done that the average listener ac-
cepts rather thin expects.”

Also exploring radio’s functional role in public
service is Sam Vitt, vice president and associate media
director, Doherty, Cliftord, Steers & Shenfield Inc.,
New York:

“Public service programming, it secimns 1o me, is just
coming ol age. Perhaps this mannving will be further
stimulated by the recent criticisins ol the vvadceasting
and advertising industries. But it is not veally terribly
surprising that public service progrimmning is where
it is now, nor that it appears headed lor a brighter,
more productive future,

“In the first place, il one is concerned about public
service programming in the broadcast indusny, it ts
probably that either consciously or uncounsciously. he
is thinking about television. For certiinly radio, in
reality, today is public service programming 1o a
considerable degree. With its news, time signals,

. I ) “_ oW

Question D

In your opinion, does it tend to run true that a
station that develops a strong public service image
also provides grealer sales effectiveness for ad-
vertisers?

~___ Billings

Over Under

_ Total $1,000,000 | $1,000,000

| # % I #* % # %

Yes 188 65 | 60 56 | 128 170
No . 54 19 29 27 25 14
No Opinion | 47 16 18 17 29 16
Total ! | T
Respondents | 289 (100) | 107 (100} | 182 (100}
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