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35 CENTS 

Hip Hip 

Hooper -Ray 

Look here 

Mr, "K" 

There's á summit 

Meeting in 

Big "D" 

happening 

any day! 

. e . the Dallas tiger now! 

Sold Nationally by THE KATZ Agency, Inc. 

C. E. HOOPER FIGURES 

JOHN F. BOX Jr. 
Managing Director 

Parker Daggett 
General Manager 

BALABAN RESEARCH PROJECTION 
7 AM -6 PM Mon. -Fri. 1041.- Der.); 7 AM -6 PM Mon. -Sot. (Jan. -Sept.) 

A Texas Quadrangle Station 

K -BOX Da /las KONO San Antonio 

K -NUZ Houston KXOL Ft. Worth 



Q 
IS 

FIRST 
IN 

CHICAGO! 
...reaching more homes per average quarter -hour each week- 

day, 6:00 a.m. -6:00 p.m., than any other Chicago station! 
The WMAQ daytime reach is 13% greater than the second 

station's and 1(i% greater than the third station's. In Chicago, 

the "Sound Of The Sixties" is the favorite sound of adult listen- 
ers. delivering a bigger buying audience for more advertisers. 
WMAQ NBC Owned670 in ChicagoSold by NBC Spot Sales 

s,, °Iu F:: cm. ssl, Ar4.- SF:I'T., 1!: 



o 
e 

e 

11111P" 

LEADS THE NATION 

.... e. 
...in. Buffalo By a 2 to 1 Margin 

...in New York State 

...in the United States 

e 

The August 1960 Metropolitan Area Pulse 

shows that WKBW W has a larger total share of audience 

than any other radio station in the top twenty 

markets in the United States. 

WK BW BUFFALO - 1520 Represented by 

50,000 WATTS Clear Channel AVERY - KNODEL 

U. S. R1I/MU November 1960 



He's starting the day the perfect way, and getting your message via Radio. 
Multiply him by millions of listeners at breakfast tables and you'll know 
why advertisers make Spot Radio such an important part of their plans. 

KOB . .... Albuquerque WINZ . Miami WRNL .... Richmond 

WSB Atlanta WISN Milwaukee KCRA Sacramento 

WGR Buffalo KSTP .... ... Minneapolis -St. Paul VIOAI San Antonio 

WGN Chicago WTAR Nwlolk- Newport News KFMB San Diego 

WFAA Dallas -Ft. Worth KFAB Omaha KMA Shenandoah 

KPRC Houston WIP Philadelphia KREM Spokane 

WOAF Kansas City KPOI Portland WGTO Tampa -Orlando 

KARK Little Rock MAR Providence KV00 Tulsa 

Radio Division 

Edward Petry & Co., Inc. 
The Original Station 

Representotit e 

NEW YORK CHICAGO ATLANTA BOSTON DALLAS DETROIT LOS ANGELES SAN FRANCISCO ST. LOUIS 

U. S. RADIO November 1960 
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airwaves 

Radio's Barometer 

156,394,000 Sets in Use 

15,000,000 Fm Sets in 

Use (NAB Research) 

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

1,048,406 Sets Made 
(August -EIA) 

3,522 Am Stations 

763 Fm Stations 

U.S. RADIO November 1960 

Spot: National spot radio tinte sales for the year 1959, according to fig- 
ures released by the Federal Communications Commission, amounted io 
`188.1 million. This represented an increase of 9.4 percent over the 
previous year. Sales to local advertisers totaled $359.1 million, a rise of 
11.1 percent over 1958, the FCC reported. The government agency fig- 
ures also showed that total revenues for all non -network- owned stations 
were $499.6 million in 1959, a 9.3 percent rise, and profits were $46 9 
million, an 11.9 percent jump over 1918. 

Network: Pepsi -Cola, for the fifth consecutive four -week period. ranked 
as the number one network advertiser in terms of total home broadcasts 
delivered, according to A. C. Nielsen Co.'s monthly index for the period 
ending September 4. The firm made use of 588 broadcasts for a total of 
186,386,000 home broadcasts delivered. Chevrolet, Midas Inc., Liggett fk 

Myers Tobacco and R. J. Reynolds Tobacco rounded out the top five 
network advertisers. 

Local: Three stations - KCBS San Francisco. \\'KNB Hartford and 
1\'1CC Bridgeport. Conn. -report increased billings. i:CBS states that 
total billings for the first nine months of 1960 were up 1.1.7 percent over 
the same period last year. This sales figure, according to the station, also 
represents a 7.7 percent gain over the previous all -tithe high for the 
station recorded in 195 -1. \\TINA reports that billings for the month of 
September were 30 percent higher than the saine period in 1958. Na- 
tional spot billings for October exceeded $50,000 at the station for the 
first time in any one mouth, according to W'iCC's general manager Ken 
Cooper. 

Stations: The number of am and fin stations on the air at the end of 
September totaled 4,285, an increase of 31 (20 am and 11 fm) over the 
previous month. 

Commercial AM Commercial FM 
Stations on air 3.5?2 763 
Under construction 96 217 
Applications pending 102 66 

Sets: With plant shut -clowns for vacations and setting up prcxluctioi of 
new season models over, total radio production for August rose to 
1,0- 18,406, including 3-01,860 auto receivers. according to the Electronic 
industries Association. Total radio production for the first eight months 
of the vein came to 10,463,285, including 3,991,961 auto sets. This rep- 
resents an increase of over one million units prcxluced as compared to 
the sanie period in 1959. Radio sales, excluding car radios, were 794,6O8: 
eight month total was 5,246,329. Sales total for same period last year 
was 4,357,421. Number of fin sets produced in August was 71,125. The 
eight month cumulative total for fin set production was 573,367. 

3 



MITCH 
MILLER 

Joining Mitch Miller and guests at 
his table can be a pleasant and prof- 
itable move for an advertiser. Lis- 
teners find the combination of Mitch, 
music, glittering guest stars and a 

no- holds- barred discussion of the 
entire entertainment world fascinat- 
ing fare. This special "inside show 
business" flavor gives sponsors the 
inside track to a large and interested 
audience. In all radio, Mitch Miller 
is the kind of company you keep ... 

C%IY 
C CES 
RADIO 

for buyers and sellers of radio advertising 
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time buys 

Bristol Myers Inc. 
Grove Laboratories Div. 

Agency: Doherty, Clifford, Steers dr 

Shea field, New York 

Product: MINT -RUI) 
Originally scheduled for six weeks, 

this seo and lall flight started Novem- 
ber 7 for a run of five weeks. Min- 
ute spots are running in the IS top 
markets. on as main stations. As in 
the first flight, 10 spots a week are 
in order, all bought in the 9 a.m. to 
4 p.m. segment. All spots are ET. 
Frank Finn is the timebuyer. 

Buitoni Foods Corp. 

Agency: Albert Frank- Guenther 
Law Inc., New York 

Product: MACARONI, SAUCES 
Foreign language and Negro sta- 

tions in New York and New ,jersey 
are getting the nod for additional 
spots in the national campaign 
which will wind up December 31. 
In New York, three Negro stations 
rcill carry 12 spots per week, three 
Spanish will run 15 per week. One 
Italian language station in Newark 
gets 18 spots per week. All these 
schedules, added to New England 
and West Coast campaigns already 
in progress, will run through the end 
of the year. 'Marilyn Schiels is the 
timebuyer. 

Capital Airlines Inc. 

Agency: Kenyon c: Eckhardt Inc., 
New York 

Product: NEW JET SERVICE 
Heavy schedules in three cities 

started off for Capital the last week 
in October. Announcing new jet 
service to Miami and Tampa, Capi- 
tal added 45 spots per week to its 
regular five- per -week schedule in 
Cleveland. raised the saure schedule 
in Pittsburgh to 36 spots per week. 
In Buffalo, 40 additional spots per 
week feature the regular air service 
to Miami. Minutes and 10's are the 
tickets for this campaign, which will 
continue through the end of 1960. 
Jeff Green is the timebuyer. 

U. S. R.4DiO November 060 

Chun King Sales Inc. 

Agency: 13/3I)O Inc., Minneapolis 

Product: CHOW MEIN 
I)I\'IDER -1'.1K 

In a new campaign concept for 
this product, the company treat on 
the air October 31 tor a tour -week 
radio flight that will be followed up 
by a tv flight, and a later flight that 
will utilve a combination of radio 
and tv in the same markets. Major 
markets number 10 among the total 
market coverage of 30 in this first 
flight for radio. Minute spots, re- 
corded by Stan Freberg, are sched- 
uled during driving times. Although 
this food product would usually be 
aimed at housewives during day- 
time, the company believes the Fre- 
berg antics will strike the Ituutor al 
male listeners. Timbbuyer is Betty 
Hitch. 

Consolidated Cigar Inc. 

Agency: Compton Advertising Inc. 
New York 

Product: LA PALINA 

An Il -week pre -Christmas cam- 
paign started mid- October for this 
cigar. Running in eight markets, 
the minute spots will reach frequen- 
cies of 24 to 35 per week. Commer- 
cials are ET's. Tim Tully is the 
timebuyer. 

Corn Products Co. 

Agency: Donahue & Coe Inc., 
New York 

Product: KASCO DOG FOOL) 

After the barkers' keepers, Kasco 
went into 20 markets in New Eng- 
land and eastern Pennsylvania early 
this month. The campaign, first this 
year for radio, is using two stations 
in each market for 13 weeks. A total 
of eight spots per week will run on 
each station, all daytime minutes. 
Harry. Durando is the timebuyer. 

(Cont'd on p. I I ) 

CROSBY& 
CWONEY 

When Bing and Rosemary signed for their weekday 

program,Variety wrote: "CBS Radio Still Makes Like 

Show Biz." Ifs this network's tradition. of course. 

One that attracts audience ...sells for sponsors. 

Here, Bing and Rosemary join personalities like 

Arthur Godfrey, Art Linkletter and Garry Moore to 

offer personal salesmanship unequalled else- 

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

you keep... 

ONLY 

ON CBS 

RADIO 



tot 
FARM EXPERT NAMED DIRECTOR OF 

AGRICULTURAL RESEARCH FOR KSTP RADIO 
Dr. William E. Petersen, internationally known 
Professor of Dairy Husbandry, University of \lin- 
nesota. has been named Director of Agricultural 
Research for KSTP Radio and is now reaching the 
important farm family market with two shows 
each weekday on KSTP. 

From 5 :00 to 6:30 A. M.. and from 12:30 to 
1:00 P. M., Dr. Petersen presents business and 
farm news, market and livestock trends and re- 
ports, plus interviews and discussions with visit- 
ing guests. 

Joining Dr. Petersen on these shows is David 
Stone. popular KSTP personality and twice winner 
(1959-601 of the AFTRA award as "Best Farm 

Personality." who provides entertainment, weather 
and news reports. 

Knighted by the King of Denmark. listed in 

"Who's Who" and "American Men of Science," 
Dr. Petersen provides the authoritative farm news 
and commentary that builds faithful audiences. 
For information on availabilities, contact your 
nearest l'etry office or a KSTI' representative. 

1500 ON YOUR DIAL 

MINNEAPOLIS ST.PAUL 50,000 WATTS 

U. S. It,lU1u \omcmber 1960 
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MEIN 

Regional Marketing Approach 
Stressed in Car -Va Concept 

Five Denver Stations Unite 
To Form National Spot Group 

Paper Work Task Lessened 
By SRA Contract Forms 

Which Croup Holds the Key 
To Open the Door to Sales? 

Programming Responsibility 
Pays Off in National Business 

I'he eight radio suctions that have combined forces to offer coverage of 
Virginia, North Carolina and South Carolina in a single radio package 
are betting their dollars on an idea that has been hopping up in recent 
years. " \\'c created a single, uuiIyirg market identification, Car -\'a," 
states Robert Teter. vice presidentdirector of radio, Peters, Grille, 
Woodward Inc., representative for the stations, "because the area from 
Northern Virginia to the Georgia line is really one, contiguous market- 
ing territory, trill' a sales potential which ranks among the top markets 
in the country." Car -\'a offers advertisers a single contract and single 
rate card. .\ detailed marketing presentation is being circulated to 
agencies and wive' tisers. 

Is this something new in radio? Five Denver stations have been brought 
together by the Meeker Co., national representative, for the sale of time 
to national advertisers in a group buy. The advertiser gets one set of 
availabilities, one order is involved as Ivell as one billing. The idea 
behind the move is to build national business for stations falling short 
of the top three in average ratings. and to provide advertisers with a 

diversified audience. Each station in the group is different: Album. 
classical, country- western, sports and top -10 R news. While this Denver 
Metropolitan Network is represented by Meeker, each station continues 
to have its own station representative. 

Station Representatives Association Inc. hails as a "major breakthrough 
in the never -ending task of eliminating time construing and costly paper 
work" the adoption by a number of member firths of the new SRA con- 
tract forms and the e Detract modification forms. These have been ap- 
proved by the American Association of Advertising Agencies. By using 
the new standard, the need will be eliminated to issue separate con- 
firmation of order forms. The new forms, beginning this month, will 
confirm the purchase of spot radio and. when properly executed. will 
become the formal contract. 

In a revealing presentation called "Four Keys to Leadership," NBC 
Radio concerns itself with four measures of advertising effectiveness: 
Audiences, efficiency, selectivity and advertiser acceptance. With the 
lid., of A. C. Nielsen Co. research. the presentation makes the industry - 
wide point that the "kev" consumer group in ternis of nuutbtrs. buying 
power and product usage is between the ages of 35 to -ICI. This group. 
tates NBC Radio, has more money to spend, S103.6 billion. than the 16 
to 34 or 50 plus or working housewife categories. This key group buys 
35 percent of the coffee, 36 percent of the cigarettes and accounts for 31 
percent of the mileage put on cars. 

Analysing the relationship between programming and sales at Quality 
Radio Groups session in New York last month, Thomas B. Adams, 
president of Campbell -Ewald Inc., Detroit, said he believes, "There is 
a resurgence of responsibility that translates itself into programming 
that is increasingly good. Some of you are covering the news with a thor- 
oughness that wasn't dreamed of a few years ago.... You're moving 
towards better music, more provocative current events discussions. .. . 

.\ few years ago when we began a national spot campaign, we thought 
only in ternis of coverage.... Now we're beginning to think in terms 
of what listeners are listening to. how much attention they're paying 
to what they hear and. finally, in what kind of atmosphere will our client 
find himself." 

U. S. RADIO November 1960 7 
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LI TEERS* 
than all other stations combined 

The Big Chief can always attract a big, 
attentive audience ... but nothing like 
WCCO Radio with more listeners than 
all other Minneapolis -St. Paul stations 
combined! 

Besides, WCCO Radio has top ac- 
ceptance with a tremendous tribe .. . 

1,022,610 radio families in a 114 -county 
basic service area. 

Watch your Big Chief smile when 
you add WCCO Radio's lowest cost per 
thousand . . . less than one -third the 
average cost of all other Twin Cities 
stations. It's a powerful way to take 
command of a major market. 

WCCO 
Minneapolis 

St. Paul 
Northwest's only 
50,000 -Watt 1 -A 
Clear Channel Station 
Source: 
Nielsen Station Index, 
July -August, 1960 
6 AM- Midnight, 
7-day week. 

Represented by 

RADIO 

CBS RADIO SPOT SALES 

U. J. RADIO November 1960 9 



The Big 

WLW 

Radio World! 

...with audience amo ng top 10 in 
America ! ... and first in Cincinnati ! 

For 38 years now, WLW has been 

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

the top 10 largest audiences of the 

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

the largest audience of any 
Cincinnati Radio Station. 

WLW AUDIENCE 

These WLW spectocular oudience ratings are due to two 
important factors: 

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

2í The WLW programming -o concept of programming 
with broad audience appeal, especially in music, information 
and news. 

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

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

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

Homes reached Total % of Total Homes % of Radio Homes 

Monthly 1,221,160 39 41 

Weekly 1,067,110 34 36 

NCS DAY-PART CIRCULATION Per Week 

Once 3 or more 6 or 7 Daily Avg. 

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

Nighttime Listener Homes 624,360 378,050 204,180 338,020 
(Source: 1956 Nielsen Coverage Service) 

WLW Radio - one of the dynamic WLW Stations! Crosley Broadcasting Corporation, a division of Avco 

llt U. S. /(;l11/(I \occstllnr 1960 



time buys 

(Cont'd from p. 5) 

Corn Products Co. 

Agency: Guild, Bascom dr Bon figli 
Inc., New York 

Product: SKINT PEANUT 
BUTTER 

Upstate New York and Florida 
stations, 35 in all, got this buy in 11 

markets. The campaign, utilizing 60 
spots per week in each market, runs 
through mid- December. Timebuyer 
is Frank Gianatassio. 

Cream of Wheat Corp. 
Agency: BBDO Inc., Minneapolis 
Product: CEREAL 

Markets are still getting in on this 
hot cereal's campaign as cold Breath- 
er collies into southern states. A to- 
tal of 222 stations in 70 markets will 
vocalize the Cream of Wheat "Win- 
ter Song" when the cold weather 
blanket settles. The winter cam- 
paign will run through March in 
two flights, the second scheduled 
January through March. Breakfast 
hours, 6:30 a.m. to 8 a.m., are pre- 
ferred, but in some markets 6 a.m. 
to 8:30 a.m. is acceptable. Campaign, 
now in its second full year, depends 
on local judgment of weather condi- 
tions to schedule five of the 10 spots 
per week. Agency reports that sta- 
tion cooperation has been "excel- 
lent." Betty Hitch is the timebuyer. 

Duffy -Mott Co. 
Agency: Sullivan, Stauffer, Colewell 

dr Bayles Inc.. New York 
Product: FRUIT DRINKS 

Now in major eastern markets, 
Duffy -Mott picks up its first western 
market this month. Los Angeles is 
the city, and its first schedule will go 
to six stations. About 50 spots a 
week will beam the message, in a 
campaign slated to run for six weeks. 
Titnebuyer is Steve Soren. 

Eastco Inc. 

Agency: Lennen el Newell Inc., 
New York 

Product: CLEARASIL 
A four- market test campaign is on 

the docket for this complexion aid. 

U. S. RAl)/O Nocember 1960 

Two markets have been selec ted: 
Rockford, Ill. and Scranton, Pa. 
The teenage audience will be the 
target for 10 spots a week on each 
station. Length of the test run has 
not been revealed, but a national 
campaign is in the works if it meets 
expectations. Lou Crossan handles 
the timelniying. 

Fels & Co. 

Agency: Aitken- Kynell Co., 
Philadelphia 

Product: INSTANT FEL's NAP - 
'1 HA, GENTLE FEL's, 
F EL's NAI'THA 

The first six months of 1961 will 
see staggered renewals of Fel's regu- 
lar schedule in 70 markets. Minute 
spots fall in daytime segments. 
Length of schedules varies market 
by market, but the total campaign 
runs January through June. Alan 
Robbe is head tinebuyer. 

General Foods Corp. 

Agency: Ogilvy, Benson dr Mather 
Inc., New York 

Product: MAXWELL HOUSE 
COFFEE 

Spots l'or the coffee in the can are 
perking now in Seattle, Denver. 
Colorado Springs and Pueblo, Colo. 
The campaign began late last 
month, with 20 spots per week on 
the air from four to five weeks. Two 
to three stations in each market car- 
ry the messages, all minutes. Sue 
Morrell is the timebuyer. 

Thos. Leeming Co. 

Agency: Wm. Esty Co., New York 

Product: BEN GAY, PACQUINS 
Approximately 100 markets are in 

on the spot activity for these prod- 
ucts. The campaign, started during 
the third week in October. will run 
26 weeks. Silk and Satin and hand 
cream are the Pacquin's pair picked 
to run with Ben Gay. The three split 
a maximum of 20 spots per week in 
each market. Traffic minutes make 
up this schedule. Jack Fennell hand. 
dlecl the buy. 

(Conf'd on p. 13) 

ii IGH 
SPI ITS 

Talk about vintage years! In 
the last three, wine, ale and beer 
advertising has increased 206% 
on WPAT. The secret? Our pro- 
gramming, whose uniquely still 
and sparkling properties provide 
the perfect setting for any prod- 
uct. And, of course, our unparal- 
leled vineyard ... an area of 31 
counties in New York, New Jer- 
sey, Pennsylvania and Connecti- 
cut where more than 17,000,000 
people live, work and buy in more 
than 5,000,000 radio homes. 
There's no doubt about it: 
WPAT is a peerless seller of 
America's leading labels. Among 
them: Ambassador, Budweiser, 
Ballantine, Carling, Cinzano, 
Gallo, Hensler, Heineken's, Krue- 
ger, Knickerbocker, Martini & 
Rossi, Miller, Moet, Opici, 
Piels, Roma, Rheingold, Ruppert, 
Schaefer, Schlitz and Schmidt. All 
of them, in only three short years, 
have advertised on WPAT ... the 
station with the spirit of success. 

WPAT 

WPAT -FM 
11 



washington 

Atmospheric Conditions on 
Government Controls Clearing 

Developments Indicate Less 
'Starch' in Federal Actions 

More Programming Latitude May 
Result from New FCC Stand 

Broadcasters Advised to Keep 
Public Officials Well Informed 

NAB Survey Confirms Radio's 
Trend to On -Air Editorials 

Although the atmosphere in broadcasting circles has generally been one 
ol apprehension about the possibility oI more stringent government con- 
trols. there appeal to be signs that these fears are without foundation. 
Speaking before a recent Fall Conference Of the National Association ol 
Broadcasters. Merrill Lindsay, a member of the NAB policy committee, 
said that iecent government actions "go in the direction of ent:ntciltating 
broadcasters" Irnmt too rigid controls. 

In dot umenting his opinion. \Ir. Lindsay referred to a number of recent 
developments. These include: (I) flans of the Federal Connnunkations 
Commission to permit broadcasters to plan their overall programming 
on the basis of specific couununity needs rather than fixed percentages. 
(2) ( :ongtessional modification of the Communications Act to give broad- 
casters urine latitude in dealing with candidates for President :Ind Vice 
l'tesident. 'I be equal opportunity nrle was set aside for this year's presi- 
dential (:unpaigu to enable lull presentation of the candidates of the two 
major parties. (:I) 11'ithdrawal of the FCC's policy statement which had 
implied that broadcasters should announce the source of records rc- 
ecived IncenI iIi.tt;e:nul used for broadcast purposes only. 

Going into detail about the FCC's attitude towards programming, AIr 
Linclsay said that radio station operators will be able in the future to 
offer broadcasting service reflecting the specific needs of their communi- 
ties rather than be limited by artificial percentage requirements which 
often result in the duplication of already existing services. "The Com- 
mission." he pointed out, "will revise its application hams to require 
of the applicant a narrative statement of the measures he has taken. a tul 
the ellort he has inade to detctwinc the taste, needs and desires of his 
community or service area -and the mannet itt which he is meeting 
Iheut." 

In another relereme to broadcasting's relations with government, I -lonr- 
ard II. Bell, NAB vice president for industry affairs, said that broad- 
casters "can best preserve their freedom to operate by establishing wider 
contacts and mutual understanding among public olhcials at local, state 
and national levels." \Ir. Bell indicated that broadcasters, if they are 
to continue to operate in the public interest, roust take the offensive in 
seeing to it that they "remain free and unfettered by government control. 
... Broadcasters sl 1(1 strive for greater knowledge on the part of 
public officials of the functions, the problems and the activities of broad- 
casting. Out of this knowledge naturally flows understanding-and when 
we are understood there is less likelihood that laws or rules restricting 
our freedom will he suggested or adopted." 

It has been generally accepted that radio stations have been giving 
greater emphasis to on- the -air editorials. A survey conducted by the 
NAB research department tends to confirm this view. According to 
the NAB, 61.8 percent of the radio stations replying to a questionnaire. 
present editorials on the air. Of this group. -19.6 percent editorialise 
occasionally and 12.2 percent regularly. Other findings of the survey 

(Cont'd on p. 14) 
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time buys 

(Cont'd from p. III 

National Cranberry Association 

Agency: BBDO Inc., New York 

Product: OCEAN SPRAY 
CRANBERRY JUICE 

On the heels of a two -week cam- 
paign in 20 markets for fresh cran- 
berries, Ocean Spray will take to the 
airwaves for the juice the last two 
weeks of this month. From 15 to 20 
spots a week are scheduled in at least 
three New England markets. John 
Neilan is the timebuyer. 

Norwich Chemical Co. 

Agency: Benton dr Bowles Inc., 
New York 

Product: PEPTO -BISMOL 
A late November start is predicted 

for Pepto -Bismol in 10 to 15 markets 
in the Wrest. Stretching over a 30- 
week period, the campaign will run 
in flights of six weeks, with four 
week intervals. At least 15 spots per 
week, minutes and 20's, will be 
scheduled primarily during evening 
times. A later campaign is in the 
wind for Norwich's Unguentine. 
Handling the buying is Jack Scan - 
Ion. 

Prentice -Hall Inc. 

Agency: Albert Frank- Guenther 
Law Inc., New York 

Product: BOOKS 

Back on radio after a year's si- 
lence, the publisher is on the air in 
New York and New Orleans for its 
book, "Low -Fat Way to Longer 
Life." Vehicle for the campaign is 
a 15- minute program, "Longer 
Life." More books are slated for air 
schedules at a later date. Marilyn 
Schiels is the timebuyer. 

Shulton Inc. 

Agency: Wesley Associates, New 
York 

Product: OLD SPICE 

Several markets are being consid- 
ered for addition to Shulton's year - 
round 48- market schedule in a pre- 

Christmas campaign. Extra spots 
may go on the air in regular mar- 
kets as well. Joseph Knap, media 
director, is handling the buying. 

Texaco Co. 

Agency: Cunningham dr Il'alci,, 
New York 

Product: GASOLINE 

Arm -chair opera -goers in 107 mar- 
kets can tune in for the Metropol- 
itan Opera broadcasts beginning De- 
cember S. The lineup of 108 stations 
will be known as the Texaco-Metro- 
politan Opera Radio Network, made 
up of both independent and affiliate 
stations. Broadcasts will be live, a 
prime factor in the switch from pre- 
vious contract with CBS Radio: some 
affiliates broadcast programs on de- 
layed basis. The new hookup 
carry Alet broadcasts every Saturday 
for 20 weeks. Bill Santoni is time- 
buyer. 

Twentieth- Century Fox 

Product: ESTHER AND 
THE KING 

This biblical tale will be told in 
350 cities next month. From 30 to 
50 spots per week will run for three 
weeks before the film opens. Start 
slates are staggered throughout De- 
cember to coincide with regional 
openings. Local theatre owners will 
place their own schedules: all cam- 
paigns are co-op, with Twentieth - 
Centuy Fox picking up half the tab. 

United States Tobacco Co. 

Agency: G. I. LaRoche & Co., 
New York 

Product: KING SANO 

Heavy concentrations of ID's on 
weekends started last month for this 
cigarette. A series of six flights uses 
Friday, Saturday and Sunday sched- 
ules to enlist King Sano smokers in 
eight markets. A network schedule 
is running for King Sano concurrent 
with the spot campaign. The time - 
buyer is Lionel Schaen. 

WKLO 
LOUISVILLE 1r 

In LOUISVILLE 

the Big Change 

was - and 

still is - to 

family radio 

check and double check 

your July - August 

Nielsen-Monday - Friday 

per broadcast 

quarter -hours reveal 

WKLO first from 6 a.m. 

to 12 midnight 

plus wonderful weekends 

WKLO offers a perfect 

audience composition 

seven days a week for 

consumer spendable 

income. 

robert e. eastman 
& Co., inc . 

national representative 

AIR TRAILS stations are WEZE, Boston; 
WKLO, Louisville; WING, Dayton; WCOL, 
Columbus; and WIZE, Springfield, Ohio. 
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REACH THE BUYING 

HOUSTON AUDIENCE AT THE 

LOWEST COST PER THOUSAND 

See KATZ for the August, 1960 
PULSE and complete 
Audience Composition Story 

24 -HOUR MUSIC AND NEWS 

National Reps.: 
THE KATZ AGENCY, 

INC. 

New York 

Chicago 

Detroit 

Atlanta 

St. Louis 

San Francisco 

Los Angeles 

Dallas 

IN HOUSTON, 

CALL DAVE MORRIS 

JAckson 3 -2581 

MEMBER OF 
TEXAS QUADRANGLE 

WASHINGTON (Cont'd from p. 12) 

include: Stations generally confine 
the editorial function to top man- 
agement, or the man in charge of 
the news operation. In seeking out 
opposing views to their editorials, 
only one percent of the stations re- 
ported they do not seek opposing 
views; 15 percent said they actively 

I seek opposing viewpoints. There 
was almost complete agreement on 
the part of station management 
that e(litoriali/ing is a decided 
"plus" in its effect on the station. 

Local P. R. Program Aids 
Cet a Thorough 'Airing' 

Keeping close watch on its 
"Build Radio with Radio" cam- 
paign, the NAB lias been reporting 
"gratifying progress." John Comic. 
the organi/ation's manager of public 
relations, said that there has been 
a "snowballing acceptance by mem- 
ber stations to provide crisp, hard- 
hitting spot announcements pre- 
pared by NAB. Broadcasters will 
soon be receiving prepared an- 
noun(cments on such spcciali/cd 
programming as sports results, pop- 
ular music, editoriali/ing and farm- 
ing. .\(cording to Ir. Comic. these 
1%-ere "heavy (hoi(cs in a re( eat sur - 
vey of members on their preferences 
for future spots." Other new aids in 
the preparation stage include a 

speech text called "Careers in 
Radio ": a booklet designed for (lis - 
ti ibutiou by stations among civic 
and fraternal organi /arions telling 
their publicity chairmen how to pre 
pitre news items for radio stations, 
and a study guide on radio to be dis- 
tributed by member sucions among 
women's orga It i /stil mils. 

Engineers Blueprint Plans 
For Their 1961 Convention 
The two recently- appointed subcour 
minces of the NAB Broadcast Engi 
veering Conference Committee arc 
in the process of drawing up plans 
for the I9fiI Meeting to be held next 
\fay in 'Washington, D.C. It has at 
ready been decided that registrants 
at the next Engineering Conference 
will attend luncheons specially ar- 
ranged for them on all three days 
rather than the regular NAB couecn- 
tion affairs. One of the subcommit- 
tees has been assigned the task of 
selecting nominees for the Broad- 
casting Engineering awards. 
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THIS MONTH: 

LEROY COLLINS 

Newly elected president of the National 
Association of Broadcasters 

NAB Ends Search for 

New President 

On January 4, 1961, Governor Le- 
Roy Collins Will exchange his duties 
as chief executive officer of the State 
of Florida for those of the presidency 
of the National Association of 
Broadcasters. After a long and ar- 
duous six -month search. the 43 -mem- 
ber Board of Directors of the NAB 
selected the nationally prominent 
political figure to succeed the late 
Harold E. Fellows as the major 
spokesman for the broadcasting in- 
dustry. 

In taking over as the fifth lulltime 
head of the NAB, and the 17th pres- 
ident since the organisation was 
formed in 1922. Gov. Collins comes 
to the job with a distinguished back- 
ground as a legislator and adminis- 
trator. His outstanding qualities as 
a forceful and discriminating leader 
were demonstrated to the entire 
country last summer, when Gov. 
Collins fulfilled the difficult job of 
permanent chairman of the Demo- 
cratic National Convention. 

With the broadcasting industry, 
and the nation. entering a period 
that is filled both with potential 
promise and danger, Gov. Collins 
will be called upon often to use his 
many abilities to uphold and carry 
forward the aims and objectives of 
the NAB. These aims and objec- 
tives, as expressed by the association, 
are "to foster and promote the de- 

velopment of the arts of aural and 
visual broadcasting in all its forms; 
to protect its members in every law- 
ful and proper manner from injus- 
tices and unjust exactions; to do all 
things necessary and proper to en- 
courage and promote customs and 
practices which will strengthen and 
maintain the broadcasting industry 
to the end that it may best serve the 
public." 

Although he has spent his entire 
adult life in law and government. 
Gov. Collins has demonstrated that 
he appreciates and knows how to 
utilise broadcast media. During his 
unprecedented six consecutive years 
as Florida's governor. he made 
monthly reports by statewide radio 
and television hookups from the 
Mate capitol in Tallahassee. 

A native of Tallahassee, the 51- 
year -old Collins has devoted two - 
and-a- half decades to public service. 
In each position held by Gov. Collins, 
he has carried out his tasks in a soft - 
spoken but firm manner. Some in- 
sight into the man who will be head- 
ing the NAB may be gleaned from 
his views on leadership. Governor 
Collins has said "The only person 
who doesn't step on someone's toes 
is the one who stands still. Leaders 
cannot stand still. They must take 
sides, stand up and be counted and 
keep moving forward." 

How good 

was your 

Fortunately the mantle of 

prophecy is not needed for 

basic business decisions re- 

quiring accurate, measurable 

information in television and 

radio. Subscribers don't guess 

-with Pulse they know. 

\'.Ahuw 
mon the 

AuI .1 
ld1'1!a's 
ab Is. 

hum. 

730 Fifth Ave. 
New York 19 

ULSE, 
PULSE 
RINGS 
DOOR- 
BELLS 

7 INTERVIEWS 
0-FAMILIES 

IN 
THEIR 
HOMES 
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INSURANCE aL 

& FOLDING 
I 

MONEY 

Assure yourself of complete 
coverage in America's richest 
market: advertise on \VPAT. 
Throughout 31 counties in New 
York. New Jersey, Pennsylvania 
and Connecticut interest in our 
station is compounded daily, and 
companies who spend time on 
\VPAT know it. Time is money 
on 1VPAT and you can count on 
it. That's why insurance and fi- 
nancial advertising alone has in- 
creased nearly 40'; in three short 
years on our station thanks to 
advertisers like these: Allstate In- 
surance, The Bank for Sayings, 
The Bowery Savings Bank, The 
Chase Manhattan Bank, Eastman 
Dillon Union Securities Com- 
pany, The Greennich Savings 
Bank, Goodbody & Company, 
The B. P. Morton New York Cor- 
poration, The New Jersey Bank, 
The First National Bank of Jersey 
City, Seaboard Finance Corpora- 
tion and The IVilliamsburg Sav- 
ings Bank. These are only a few 
of the many blue chip insurance 
and financial firms that have 
banked on WPAT ... the station 
with the jingle of success. 

WPAT 
ß,Y 

WP AT-FM 

LETTERS TO THE EDITOR 
Books on the Air 

I have read with great relish the 
article about the Grosset k Dunlap 
radio promotuni (sec Grosser & I),, ii. 
lap 'flisccn'ers' Radio, October I9ti0). 
Two things stand out in my mind as 
icing particularly noteworthy: First, 
ghat yon hase presented all the per- 
tinent [acts in :un objective and in- 
teresting manner: and. second, that 
St/11 were able to grasp the informa- 
tion so cluickls and so accurately. 

All of us here at Grosset appreci- 
ate Tour attention: we haire that 
your rcadets have lourd it equally 
as rewarding. 

Nils A. Shapiro 
Advertising Director 
Grosset b Dunlap Inc. 
New York 

Voice of America 

\ta I take this opportunity to 
thank you for a ter\ nice job in pre. 
paring the article ou the Voice of 
America. whit It appeared in the Sep- 
tember issue of t . s. x.tur. 

Incidentally, il Sou have another 
copy "kit king around." I would ap- 
preciate hosing it for luture rclet- 
elite. as the ortie le is quite complete. 

R. J. Rockwell , 
Vice President and 
Director of Engineering 
Crasley Broadcasting Carp. 
Cincinnati 

11'ould you please send ins extra 
copies of your at tic he on the "Voice 
of America" that appseared iii your 
September, 1960 edition? 

I thought it was an excellent and 
Sety interesting article. 

Richard K. Burch 
Station Manager 
KBTO 
El Dorado. Kans. 

Broker Opinion 

I aras extremely pleased with your 
article ou radio trading (Brokers .See 
Big fear, September 1960). I think 
the piece was very well done and I 

want tu commend your magazine for 
it. Particularly, sonie of the recent 
articles I have seen on this subject 
have emphasized the number of sta- 
tions which change hands without 

many of the valid reasons in your 
article. This gives the impression of 
straight trafficking in licenses and is 
unfair to the broadcaster in this re- 
spect. 

Joseph M. Sitrick 
Blackburn & Company 
Washington, D. C. 

Well- Measured 

I have received :nul react with in- 
terest the article "Radio \leasures 
lip" (October I960). 

Congratulations nn an excellent 
wrap -up. 

Let's hope that these new. com- 
bined ellorts will result in additional 
attention and dollars for spot radio, 
which are su rit hly deserved. 

Robert H. Teter 
Vice President -Radio 
Peters, Griffin, Woodward, Inc. 
New York 

New Fm Magazine 

Congratulations tapon the first is- 
sue of t'. s. r-St. I ant sure you are 
on the way to deseloping sottetiting 
as successful and as much needed as 
I'. s. RAnn). 

Del Leeson 
General Manager 
KPFM 
Portland, Ore. 

We would like to thank you for 
sending the first issue of n. S. FM. 1Ve 
plan to be of the air in November, 
and are (pone optimistic over the en- 
thusiasm for fin in the Florida inn- 
handle as well as nationwide. \Ve 
know that t'. s. R.smo and l'. s. FM 

will play an important role in our 
operation. 

John L. Harris 
General Manager 
WPEX(FM) 
Pensacola, Fla. 

laying .lust completed reading any 

ropy and filing it for future refer- 
ence, I would like to add my praise 
to that which you have already re- 
ceived. u. s. r NI is indeed an excel- 
lent magazine, filling a great void in 

our industry. 
May you have continuing growth 

and prosperity. 

Jack D. Alexander 
Exec. Vice President 
Futursonic Productions Inc. 
Dallas 
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1r buyers and sellers of radio advertising 

U 

ITIn the World's Largest Negro Market 

Negro 

Radio 

Supplement 

THIRD 

ANNUAL 

IPPLEMENT 

Ilegro 

radio 

IOVEMBER 

1960 
No. 1 in the world's largest Negro market. 1,600,000 

WBEE CHICAGO 
No. 1 in the world's second largest Negro market. 1,250,000 

WRAP NORFOLK 
The only station for 330,000 Negroes in Tidewater, Virginia. 

Represented Nationally by Continental Broadcasting 
565 Fifth Ave., New York 75 E. Wacker Dr., Chicago 



BEST WAY TO EMBRACE THE NEW YORK NEGRO COMMUNITY... 

If ever two thoughts were synonymous -it's the New York Negro 

Community and WLIB. 

Metropolitan New York has the largest Negro Community in 

America- 1,494,000. And its growing larger every day. 

WLIB has by far the largest share of that growing community 
in Metropolitan New York. And its lead has grown consistently 
year after year. 

You can't think of one without the other. WLIB is first in the 
Negro Pulse, first in Negro Public Service, first in Negro News. 
And it offers more Negro programming than all other stations 
in New York combined. 

That's why more national advertisers place more business on 

WLIB than on any other station programming to this vital mar- 

ket -they know that WLIB has proved itself far and away the 

most effective buy. Get the facts. You'll agree it makes sense 
to re- evaluate your media schedule 
and "LIB IT UP ". 

Hotel Theresa, 125th Street & 7th Avenue, New York 27, N. Y. 

EMBRACES THE ENTIRE NEGRO MARKET IN GREATER NEW YORK 



n 

specialize . 

audience... 

KOKP NONA... 
BIRMINGHAM LITTLE ROCK SHREVEPORT 

No 1 among 11 sta- 

tions, latest GeneralAu- 
dience Survey. Hooper, 
June - July, 1960 - 
Pulse, 1960 

No. 1 among 8 sta- 

tions, latest GeneralAu- 
dience Survey. Hooper, 

Aug.- Sept , 1960 

No 2 among 9 sta- 

tions, latest General Au- 
dience Survey Hooper, 
April -May, 1960 

wow 
JACKSON 

No. 1 among 6 sta- 

tions, latest General Au- 
dience Survey. Pulse, 

May, 1960 - Hooper, 

Aug.- Sept , 1960 

McLendon Ebony Radio ... the 
Nation's highest rated Negro group 

John McLendon, President and General Manager Represented nationally by John E. Pearson Co. 
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Sing a song of savings with this thrifty trio 

THE GEORGIA NEGRO GROUP 

COLUMBUS MACON SAVANNAH 
1000 Watts 

1580 kc. WCLS 

Reach high sales at low cost 
with the Columbus area's only 
all -Negro programmed station 
with all -Negro announcers. 
WCLS reaches 38e1( of the 
metro population with top -rated 
programs and personalities. 
beaming 100("c to a Negro au- 
dience. Now in its Gth year of 
catering to Negro buyer. WCLS 
delivers a big market at small 
cost. 

1000 Watts 
1280 kc. WIBB WSOK 

\lacon's only 100` -Negro pro- 

grammed -tation. now in its 

13th year of service to the Ne- 

gro community. reaches '13 c 
of the metro population. 1111313 

originated Negro programming 

in the Jlacon area and has top - 

rated personalities with cxcln- 

sive coverage. W11111 brings 

this market to you at low cost. 

250 Watt 
1230 kc. 

s 

This fast -growing popular -rated 

station gives you 40% of the 

metro population, beaming to a 

100%-Negro audience 24 hour 

daily. Now the only station ii 

the Savannah area program 

s 

1 

ming to Negroes, WSOK offer 

specialized programming to a 

specialized audience with spe 

rial results for advertisers. 

s 

THREE -IN -ONE BUY FOR THREE -IN -ONE SAVINGS 

TIME, EFFORT, DOLLARS. EARN A GROUP DISCOUNT 

OF 5% ON PURCHASE OF TWO STATIONS -10% ON 
PURCHASE OF ALL THREE. ONE ORDER DELIVERS THESE 

KEY METRO MARKETS: BERNARD HOWARD & CO., NAT- 

IONAL REPS. -DORA- CLAYTON AGENCY, SOUTHERN REPS 
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INCREASING EMPHASIS on public service programming by Negro stations is seen in the decision 
by KSAN San Francisco to cover "live" both political conventions. At the Republican session, 
KSAN's Marty Dinkins interviews Jule Stratford Rogers, Chicago attorney, who delivered one of 
the nominating speeches for Vice President Nixon. She also served as advisor in campaign. 

Negro Radio Embarks 
On New Challenge 
Third annual survey by U.S. RADIO reveals progress 

in programming, community service and sales outlook 

i as medium guns for greater national use. 

Negro radio has chartered a 

bold new course for itself. 
On a major scale, this spe- 

cialized advertising medium is seek- 
ing out the advertiser in an effort to 
widen his use of Negro radio by 
making it an integral part of mar- 
keting strategy - not as something 
that should be designated for occa- 
sional use. 

With about 19 million Negroes in 
the United States having a gross 
spendable income of about $19 bil- 
lion, Negro radio is of the mind that 

U. S. RADIO . November 1960 

advertisers should be devoting an in- 
creasing share of their efforts to this 
specialized audience in a specialized 
way on a regular basis. 

And the evidence is there that ad- 
vertisers are becoming more con- 
scious of the inherent opportunities 
in such a plan. Among the com- 
panies and products that devote spe- 

cial attention to this area are: \%'rig - 
ley's, Pet Milk, Tareyton cigarettes, 
Bristol -Myers' Mum, Four -Way Cold 
Tablets, Arrid, Vaseline, Ward Bak- 
ing, Esso Flit, l'harmaco, Quaker 

Oats. Res noltls Tobacco. Colgate 
Dental Cream. Fab and many others. 

Returns from questionnaires to 
r. s. tt.Aoto's third annual survey of 
Negro radio indicate that the rate 
of national expenditure in this spe- 
cialized med' is growing. 

The average station that programs 
50 percent or more of Negro pro- 
gramming reports that it had 3-I per- 
cent national business this year com- 
pared with 30 percent a year ago. 

The average station that programs 
between 25 percent and -19 percent 
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 Negro Radio 
of Negro lare reports that it had 28 

percent national business this year 
compared with 18 percent a year ago. 

Iml the average station that pro- 
grams up to 25 percent of the tizne 
to the Negro audience reports it had 
nine percent national business this 
veal. compared with six percent a 

year ago. 
"IlasicallR, there are two reasons 

for the change in marketing attitude 
over the years.- says Don Connell, 
vice president. % lacket Research 
Cuwporat¡um of America. whose firm 
has been conducting Negro inarket 
l'esca idi for many of the leading na- 
t. 11 advertisers. 

"The first reason is the pressure 

SPECIAL MERCHANDISING display of 
WHAT Philadelphia features this in -store sec- 
tion devoted to station advertisers, A special 
highlight is the WHAT microphone calling at- 
tention to the products sold in the store. 

_ 
A-% 

e= _, 

ol increased competition for the con- 
sumer dollar. 'Ve have begun to 
realize that success in marketing is 
much more difficult to «tune by and 
when achieved is at best a tennpo- 
ran athantage that must he main- 
tained. 

"-1-he other reason I n' the change 
in marketing attitude is the growing 
understanding on cur part of the 
sociological, psychological and eco- 
nomic lac tuns that influence buying 
decisions. One result of this in- 
creased knowledge is the tealizatitu 
that there is no such tuning as a single 
mass market. There are many mar- 
kets made tip of individuals with 
similar buying patterns.,, 

The developments of the past year 
have Incased a penetrating light on 
how things will take shape in the 
months ahead. Bete are some of the 
key developments: 

Formation of the Negro Radio 
\ssoc tat ion as :ton active, vital 

sales promotion arm ol the 
medium. One ol its primary ob- 
jectives is to make lull -scale 
presentations on Negro radio ai 
the advertiser level. 
Rest arrt h- Innpottamt steps have 
already been taken to supply ad- 
%eatise, aid agencies with the 
kind ol audience and brand re- 
search that they teíluire to justi- 
Is additional Negro radio ex- 
penditures. 
Programming - Sharp upgrad- 
ing in the quality of Negro 
radio. Soong mnuntiliitr s«ry- 
ice, news. better music. 

ï7 

árñátióñ 
usa for com;'niu,,..: 

MAN -ON- THE -STREET interview has been used both as a program- 
ming and merchandising technique by WLIB New York. The sta- 
tion's Jack Walker interviews a shopper in the Jagerman super- 
market in uptown New York. The in-store interview has proved 
popular with supermarkets and advertisers and the WLIB audience. 

22 (Su ppl- sueill b, fì) 

Ube formation of the Negro Radio 
.\ssociatiom is looked upon as one of 
the most significant developments in 
the history of this specialized medi- 
um which traces its beginnings to 
about 12 years ago. 

The NR. currently has :17 active 
charter members with several appli- 
cations pending. At its board of di- 
rectors meeting last numnth in Chi - 

cago, the following plan of action, 
reported to t.s. tt.tuut. was set litrtii: 

1. "Collection :tad correlation of 
known research data on iu- 
tome. education and consump- 
tion of merchandise. 
".MI research material, both 
new and existing, will be certi- 
fied by a research organiza- 
tion chosen and used in prepa- 
ration for a selling presenta- 
tion in order that Negro-appeal 
radio can be told and sold to 
the decision -makers of national 
agencies and clients responsi- 
ble foi the budgeting and 
spending ol an important share 
of the total advertising dollar. 
I'hcse presentations will also 

be separately available to mem- 
ber stations and associate 
members of the xR.A. 

:1. "ltltiutate totmncrcjal purpose 
-The selection of a man of 
national reputation and sta- 

urrc in the broadcast and ad- 
vertising industry who will 
make presentations to high - 
level clientsand agency people." 

.\ special membership drive is un- 
derway. Monthly dues start January 
1. (Cent'd on p. 14) 

.0 1 

AT THE CLOSE of each school year, WENN Birmingham presents 
its annual Scholastic Awards of a plaque and watch to both the 
winning boy and girl. Erskine Faush, station religious director, 
makes the presentation to the winners, who are selected after a 

competitive examination from among boy- and -girl representatives 
from 10 major Negro high schools in the Birmingham area. 
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HOT ROD 
6 to 10 AM 

MARY DEE 
10 AM tot PM 

FATMAN 
1 to 4 PM 

BILL CURTIS 
4 to 9 PM 

The Nation's Best -Known Negro 
Personalities "Live" Here! 

Metropolitan Negroes all across the nation know Mary Dee ... Fatman ... Bill 
Curtis ... and the great Hot Rod! Now, working in the exciting atmosphere of 
WHAT's ultra- modern facilities, they're at their best. They come "alive" to Phila- 
delphia's vast -and still growing -Negro audience (now 686,000). 
WHAT's line -up of stars represents 57 years of combined broadcasting experience. 
They know their audience as well as their audience knows them. 
They're PROS! Not neo- broadcasters selected for the sake of "keeping the over- 
head down." 
If your product requires SPECIAL HANDLING, in -depth selling, a force that 
reaches beyond canned E.T.'s (and every product aimed toward Negroes does), 
WHAT's professional personality line -up is the ONE selling force in Philadelphia 
with the audience influence you need. 

Call Herb Schorr -TRinity 8 -1500- 
or any John Pearson office now! 

MARY MASON MARK HYMAN LOUISE WILLIAMS EMORY SAUNDERS 
Sundoy Noon to 6 PM 9 to 10 PM News Sundoy 6 to Noon Phila.31, Pa. 

Represented Nationally by John E. Pearson Company -New York Chicago Atlanta Dallas Los Angeles San Francisco 
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 Negro Radio 

THE ANNUAL GET -TOGETHER of the WRAP Norfolk Home- 
makers Council. The women are members of the council's board 
of directors. Mrs. Leola Dyson (I) is women's director of WRAP. 

(Con +'d from p. 22) 

The brime modse for launching 
NR.\ is to increase national use of 
Negro radio. The association ex- 
presses the feeling that. with many 
present N R.\ members receis ing as 

ninth as 811 percent national busi- 
ness. "stations which get compara- 
tively small national advertising al- 
locations hate much more to gain 
immediate l)." 

\\'hat c an be clone to im rease ad- 
%ettiser use of Negro radio? 

Station management points to the 
need Ior research :nul education and. 
perhaps most of all, the need to con - 
s ince the adret tiler that Negro radio 
should be included in the total mar- 
keting approach. 

We find more and more national 
advertisers who are interested in 
using Negro radio," says Edwin 

MARQUEE AND FRONT of WYLD New Orleans are often used 
for program promotion and merchandising aids for advertisers. 

Estes, president, \\'MU% Mobile. 
Ala. "They must be educated to the 
mana) advantages it offers in creating 
additional consumer demand for 
their products. flies must also be 
educated to the fact that in most ma- 
jor markets, the Negro has an aver- 
age income which is comparable in 
most cases to the average white 
lamih imome. With the Negro 
being elevated because of educa- 
tional advantages and svitlt more de- 
mand being given to equal job op- 
portunist, a desire has been created 
for the average Negro l-amily to but 
and live on a pan- with the average 
white family. It is a real oppoa tunity 
for ntann national advertisers to liml 
this new and readv -built market for 
then products." 

"l'he use of the "separate" budget 

ANNUAL CHRISTMAS boxes of food are presented by 
WMOZ Mobile, Ala. Last year, staff announcers delivered 
boxes to about 150 families, one of station's public services. 

2-1 (Snhphnrnl p. 5) 

is termed a lallan v. 

"The Negro is part oI the whole 
community and when a budget is set 

up to reach a given market, pant of 
this budget should go to Negro radio 
-not a 'separate' budget," states 
Stan R l)tnond, president, \V.\UK 
Atlanta. "This has been the greatest 
fallacy of clients and agencies in set- 

ting up a 'special' budget to reach 
the Negro. This should be a part 
oI the whole budget. The Negro is 

interested in buying products that 
are advertised ou other media as 

well: but hearing a personal message 
Iront the client on his radio station 
is not only ans invitation to this prod- 
uct, but it welcomed sales message. 
l'u increase national business, I be- 

lieve an intelligent sales presentation 
to clients interested in increasing 

SCHOOL CHILDREN on a field trip to the studios of WBOK New 
Orleans are interviewed on the air and are permitted to see what goes 
on behind the "mike." WBOK's "Okey Dokey" presides at this session. 

fr. S. RAUM November l960 
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sales is all that is needed. The story 
speaks for itself." 

Development and improvement of 
Negro air sa!esnren are cited as ways 
of increasing national business. 

"There is no question that the 
agency and advertiser are more in- 
terested in Negro radio," declares 
John Dyer, general manager. 11'GES 

Chicago. "This situation can be im- 
proved upon by promotion of Negro 
radio by station personnel, by fre- 
quent personal calls on both agen- 
cies and advertisers. It is our opinion 
that the best approach to cultivation 
of the Negro market is by the (level - 
opmcnt of good Negro air salesmen. 
Continuity of Negro personnel is 

most important. Frequent changes 
make for confusion. It takes a lot 
of time and expense to develop a 

Negro personality, to have him ac- 
cepted as a radio friend in the Ne- 
gro community and as an air sales- 
man by agency and advertiser. Final- 
ly. the Negro Radio Association may 
prove to be a big step forward." 

Copy and media should be linked 
to motivations, suggests a radio ex- 
ecutive. 

"The Negro market is a special- 
ized market," sas Ed Prendergast, 
vice president, \1'BOK New Orleans, 
"and the agency -advertiser must ac- 
quaint himself with the Negro -his 
wants, needs and environment. Also, 
the Negro must be approached with 
specific copy and media keyed to his 
specific motivation pattern." 

Research 
Most Negro radio operators readi- 

ly admit that one of their medium's 

WINNER OF THE second annual WSRC Dur- 
ham, N.C., "Trade Week" scholarship is Car- 
olyn Plummer, who accepts $250 award from 
Jim Hayes, station manager. She plans to at- 
tend A &T College. Station has Scholarship 
Fund which makes additional awards each year. 
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great needs is research -local audi- 
ence characteristics and listening 
habits as well as such things as brand 
preference studies. 

Many stations report in their ques- 
tionnaires that they are looking to 
the new Negro Radio Association as 

one solution to their research needs. 
"A well- organized, concerted ef- 

fort must be put forth by some 
group, armed with statistics, facts 
and figures to sufficiently impress the 
'big spenders,' " states John McLen- 
clou, president of the Ebony Group. 
"There is a dire shortage of statistics 

pertaining to the Negro population 
in most areas. '1-he qualitative ap- 
proach must be emphasized. The 
new Negro Radio Association should 
fill this void." 

\Ian)- stations have made impor- 
tant strides in filling the research 
gap. 

The widely- publicized motivation- 
al studies conducted by Dr. Henry 
Bullock of Texas Southern iTui- 
versity and contributed to by the OK 
Group of Negro stations is recog- 
nized as a major breakthrough. 
Among the major conclusions of the 

over 1,000,000 Negroes 
hear these golden horn 

personalities .. . 

because 

in 

South Carolina 

only the Speidel s s 
Stations specialize in a specialized market! 

WOIC: (A) Rev. Bowman, !B Charles Derrick, iC' "Duke of Wax " 
WPAL: ID) Rev. Lampkin, 1E1 Flo Myers, 1Fi Bob Nichols 
WYNN: IG) Rev. O. E. Jackson, i H1 "Jim Dandy ", I "Johnny Raven" 

Representatives -Nad. Bob Dore, Southeast Dora -Clayton 

) GOLDEN HORN STATIONS 

SPEIDEL 
BROADCASTING CORPORATION 

WOIC WPAL 
5000 W 1470 KC 1000 W 730 KC 

COLUMBIA, S. C. 

WYNN 
250 W 540 KC 

CHARLESTON, S. C. FLORENCE, S. C. 
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Sell 7 Rich 

Negro Markets Thru 

HOUNSAVILLE RADIO! 
The 1.433,000 Negroes in six metropolitan. areas covered by 

Rounsaville Radio earn a spendable income of 824 million 
dollars annually. They spend 80' of their gigantic income for 
consumer goods-quality, name brand products! And Rounsa- 
ville Radio is the only medium that reaches and sells this vast 

consumer group! Rounsaville Radio is patterned to Negro 
tastes, programs 100r; to Negroes with Negro talent. All six 
Rounsaville Stations are rated Number -One by both Pulse 

and Hooper! Get the facts! Call Rounsaville Radio in Atlanta, 
John E. Pearson or Dora -Clayton in the Southeast today! 

Personal Letter 
Negroes listen, believe - and most important - respond to 

Rounsaville Radio. We feature Negro disc jockeys and person- 

alities, schedule programs the Negro likes and listens to. No 

matter what your budget ... no matter how many media you 

use ... a proper part of your advertising 
dollar MUST go to Rounsaville Radio or you 

completely miss the Negro consumer in these 

six important markets! Try Rounsaville Radio 
-you'll see! We ore one of the oldest and 
the largest broadcasters in our chosen field. 

t r: 
1 

s t Owner- President 
ROBERT W. RUUNSAVILu 

FIRST U. S. NEGRO-PROGRAMMED CHAIN 

FIRST IN RATING IN SIX BIG MARKETS 

WCIN 1,000 Wotts (5,000 Watts 
soon)-Cincinnati's Only all Negro - 
Progrommed Stotion! 

WLOU 5,000 Watts - Louisville's 
only all Negro -Programmed Station! 

WMBM 5,000 Watts - Miomi- 
Miami Beach's only full time Negro - 
Progrommed Stotion! 

WVOL 5,000 Watts- Nashville's 
only oll Negro- Programmed Stotion! 

WYLD 1,000 Watts - New 
Orleans' only full time Negro -Pro- 
grammed Station! 

WTMP 5,000 Watts - Tampa - 
St. Petersburg's only oll Negro - 
Programmed Station! 

Coming soon -Dallas -Ft. Worth! 

BUY ONE OR ALL -DISCOUNTS WITH TWO OR MORE! 

ROUNSAVILLE RADIO STATIONS 
Peachtree of Mathieson, Atlonto 5, Georgio 

ROBERT W. ROUNSAVILLE ='I hÌ Owner- President I I 

JOHN E. PEARSON CO. 
Nat'! Rep. i 

HAROLD F. WALKER 
V.P. & Nat'! Sales Mgr. 

DORA -CLAYTON 
Southeastern Rep. 

Negro 
Radio 

,tut% are that the Negro has intense 
lot ally to brand, and that he i, a 

bier 01 quality products. 
Fa- \ \'esi Surveys just released the 

testilis nl its second snit!) of the Ne- 
gro market lot. Kti. \N Sa 1 l i iiicisco. 
I11:1;11: n 

r r 

h\le 

' elsìt 

r 
o 

u liy 

c uc'oend 

d5u8c1 teNd 

e giiri o 
)1 1c9n5u8- 

suu1crs (HO xi-omen and I I I men). 
The second project was conducted 

last May at the annual ICS \N Fund. 
I Ionie and Living Show. The infor- 
mation is based ou 5111 random in- 
ur%i&. es ( 102 female ,nid 102 male). 

The studs examines radio listen- 
ing habit,. stye io -cc ()matie status 
and brand preferences. 

lice stud% shows that morning 
listening is still dominant, with 13.9 

percent listening during the hours of 
tì lu 9 a.m. Evening listening (ti lo 
9 p.ut.) ranks second, with 37.8 per- 
cent listening doting those hours. 
\ftcruoou lunciu is Third, with 17.1 

l '1.am' II,teniug ()curetit the hotus 
01 12 Io (i 

. \n impot lait feature of tIL 
KS. \N -hat. \ \'est surrey compares the 
brawl Intlerences of the I960 study 
with those of the 1958 Irroje( i. l'hcse 
prclercnc(s are also related to the 
use of KS. \ N. Advertisers are listed 
as either r'nn.si.%Irill station users at. 
sal,, rat ion KS. \N clients. 

Front 1958 lo 196(1, Clabber Girl 
baking powder. a (onsisient adret. 
t iser, increased its use among Ne- 
gro c onstimets interviewed by 13 

pet 
Seal bread, a saturation 

client. increased its Negro customers 
by 33 percent Ior the two year,, ac- 

cording to the survey. 
ln education. the percentage of 

those who have (nnIplete(I College 
Iras risen from 3.1 per(cnt in 1958 to 
1.6 percent in 1901, a gain of 35.3 
perr est. 

Those in prolessional oc(upations 
have jumped Iron] 2.7 percent to 
6. -1 percent, a 1311 percent increase. 

Several special brand prelcrence 
studies that have placed control, un 
sales to test radio results have been 
conducted for \V1)1;\ Memphis by. 

the \lid -Soulte Surveying Service. 
One on liquid detergents held Last 

May proved the power of Negro 
radio. 

.\ brand preceded \Ir. (:lean into 
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AS PART OF the annual Negro Day parade through downtown Shreve- 
port, La., KANB has a float that features "Miss Personality," selected by 
the station audience. The event coincides with Louisiana State Fair. 

the Memphis market by one or two 
years, the study states. Although the 
first product never used the station, 
Mr. Clean started a moderate sched- 
ule o[ IO spots a week last February. 
Here are some of the results of the 
study: 

Of 310 home interviews with Ne- 
gro consumers, 208 stated that they 
use a liquid detergent. Of these, 148 
said they use Mr. Clean and 50 said 
they use the other product. 

The next question asked, "How 
long have you used your present 
brand ?" A total of -13 said they have 
been using Mr. Clean from two to 
six months. 

"Did you switch from some other 
brand ?" 

A total of 3-1 said they switched to 
Mr. Clean from another brand, 
while only 11 said they switched 
from Mr. Clean to another brand. 

In addition, \Vl)IA has conducted 
in -depth studies on the brand loyalty 
of Negro consumers and their inedia 
preferences. 

Programming and Community 
Service 

Negro radio programming fare has 
seen a major upgrading in content 
over the past year. And indications 
from station questionnaires are that 
this trend will take on even sharper 
direction in the months to come. 

Paul von Hagel, vice president 
and general manager of \\'R.\l' 
Norfolk, states, "A major trend in 
Negro programming has been the 
upgrading in disc jockey shows, 
news, commercial content. In gen- 
eral, a big job has been done by most 
stations in presenting a more quali- 
tative product. Real thought in com- 
munity needs and wants presented 
in a professional manner." 

Community service programming 
is being stressed. 

U. S. RADIO November MO 

THOUSANDS OF ON- LOOKERS gathered at the final selection 
of "Miss KNOK" of Dallas -Fort Worth. The latest annual event 
was held on the open -air Magnolia Stage at the Texas State Fair. 

111 l` 111 1/ t/ 111 :1 d i ti 11 Il 

Like any smart people who are doing things. you are liable 
to human error. 
Your days and nights are filled with constructive action and 
creative contributions to Commerce. 

It is only natural then, that sometime, you will overlook an 
all-important phase of getting your clients stories to every- 
one. 

One of these errore that keeps your efforts from getting full - 
blown exposure is the failure to use the Broadcast Medium 
called Negro- Appeal Radio. 

It's the different. exciting. exclusive way to reach over 
18.500,000 Americans on a daily basis who -pend over 19- 
Billion dollars every year. 

Already, many Agencies have experienced the dramatic sales 
increases caused by the use of Negro -Appeal Radio. Adver- 
tisers and agencies who have properly used this broadca -t 
medium have been "on" for years. 

In spite of all this. we. in Negro- Appeal Radio. have ap- 
parently failed to give you enough convincing information 
on the medium. 

Be assured! This is being corrected - - . now - .. by the -uni- 
fied national effort of the outstanding stations belonging to 
the new Negro Radio Association. 

We are going to give you and your clients the 
factual reasons why no advertiser can do a com- 
plete selling job and still overlook the daily in- 
fluence that Negro -Appeal Radio has on the 
spending of over 19- Billion dollars a year. 

NEGRO RADIO 

ASSOCIATION 
Temporary address: 

P.O. Box 10063 

Charlotte, N. C. 

JR 
N 
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CROWNING THE WINNER of the KATZ St. Louis beauty and talent 
contest, Carole Craddock. is Louise Dunn, who heads her own charm 
school. Ruth Swan (r) is the winner of the talent search. KATZ an. 
nouncers Lonnie Rochon (I) and Dave Dixon emcee the gala festivities. 

"The major trend in Negro pro- 
gramming." says Harold ski F. Walker, 
vice president and national sales 
manager, Rounsaville Stations, "is 
the greatly imrease i time spent on 
community service programming. It 
is no longer sufficient simply to pro - 
rant music. Negro stations must 

now make a real contribution to the 
Negro community of any market. 
This, of course, has sers tangible re- 
sults for the stations because such 

Negro radio has undergone a year 
sI significant progress. Development 

of programming, emphasis on com- 
munity service are just two of the 
many things that arc happening in 
this specialized medium. 

One example of the changes oc- 

curring is the announcement by a 

a major- market station, WDAS Phil- 
adelphia, that it has just appointed 
John E. Bandy, a Negro, to a top 

STUDIO.ON- WHEELS is used by WWRL New York for on -the- 
spot coverage of the area's Negro communities. A minister, a 

priest and a rabbi participated in the recent dedication ceremonies. 

community service is the cement that 
binds the station and the Negro 
population together with resulting 
healthy increases in the share of Ne- 
gro time -in." 

An example of one type of off -air 
community service of which Mr. 
Walker refers is the \VCIN Cincin- 
nati Goodwill Fund. It just recent- 
ly purchased and had installed an 
automatic ice cube making machine 
with a daily capacity of 200 pounds 

In 11, I c 

executive post with the radio outlet. 
The station describes the move as 

Raving been taken "only a very lew 
times" in the history of American 
radio. 

In making the appointaient, Rob- 
ert A. Klein, \VDAS general mana- 
ger, sass \fr. Bandy will be involved 
in Negro marketing problems, mer- 
chandising, sta tion administration 
and organisation. He will serve 
with the title of assistant to the gen- 
eral manager. 

Mr. Bandy, a product of the How- 
ard University Law School, Wash- 
ington. D. C., was also educated in 
Europe and \sia. For seven and a 

half years, he was a top disc jockey 
for WUST Washington, where he 
was known as Lord Fauntleroy. 

Mr. Klein emphasizes that among 
his man ditties Mr. Bandy will he 

directly responsible for program- 
ming and expanding community 
service endeavors. 

11111 1111111111111111111111111W1111111111111111111 tif 11111111 

and a 150-pound capacity storage 1)111 

for the Colored Orphan Houle. 
In addition, the \VCIN Goodwill 

Fund is making arrangements to un- 
derwrite the operating rusts of the 
Negro Sightless Society i Ionie, which 
has suffered for lack of funds, and to 
equip a hospital roots at the home 
for Aged Colored Women. 

The movement in the direction of 
community smite is underscored by 
Francis Fitzgerald, \VGI\' Charlotte: 
"\\'e consider the maturity of oper- 
ators the latest and greatest major 
wend in Negro radio programming. 
Now more than ever before, Negro- 
appeal radio is growing toward bet- 
ter public service features and edu- 
cational programs. with a more 
widespread sense of responsibility to 
the communities it serves." 

Samuel Feldman, executive vice 
president, WEBB Baltimore, also 
emphasizes this point "The major 
trend in Negro radio programming 
is the recognition of the obligation 
which a Negro -appeal station has to 
the community. This activity is es- 

sential in holding the loyalty of the 
Negro audience." 

For example, WEBB states it has 

been at the forefront of the city's 
fight against lead poisoning. Joseph 
Gordon, director of the bureau of 
health information, told the station 
that in "at least 75 percent of the 
cases investigated," the people stated 
that they learned about the symp- 
toms and chances for treatment from 
\VE RB. 

KGF J Hollywood raises this cities- 
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OFTEN A STATION teams up with an advertiser to make 
an all -ouf effort at the grocery store level. Here, Bill 
Powell of WAMO Pittsburgh and tennis champion Althea 
Gibson go on a store tour for Ward Baking's Tip Top bread. 

tion about Negro programming. 
Why does the Negro listen to special - 
appeal radio when, as is reported in 
that market, he can escape segrega- 
tion in schools, employment and liv- 
ing conditions, can patronize any res- 
taurant, theater or night club and 
can participate in any sport? 

The answer: Community interest 
and community service. 

"Educational Roundtable gives 
the Negro an opportunity to hear 
the views of his own people on per- 
tinent subjects; This is Progress 
gives him in dramatized narrative 
the feats of members of his race in 
playing prominent roles in the his- 
tory and progress of this nation; 
Man (or H'otnan) of the Day points 
with pride to outstanding current 
achievements of Negroes in the Los 
Angeles area and brings each one to 
the microphone. No other source 

r.# 

EXTENSIVE MERCHANDISING plans between station and 
client are worked out by executives of WCHB Detroit 
with the top local representatives of Ward Baking Co. 

brings to the Negro daily news of 
his community and activities -" 

A new entry in the field of Negro 
radio programming is Nationwide 
Network Inc., New York, which pro- 
duces and distributes transcribed ra- 
dio programs exclusively for Negro 
radio. Founder of Nationwide Net- 
work is E. M. Glucksman. 

One of Nationwide's presently 
popular shows is At Home ll'itlr 
Alma _John, a 15- minute weekly 
women's show which is now broad- 
cast in 16 markets. The program is 

sponsored by Personal Products. 
There are several new shows that 

are soon to be released. They in- 
clude All American News, a daily 
national and international news 
summary, and Negro Sports Histuty. 

In the area of merchandising, a 

great majority of Negro stations ex- 
cel. WHAT Philadelphia. for ex- 

MORE THAN 150,000 popsicle sticks sent in 
to WEBB Baltimore in less than two weeks are 
counted. Sticks went to Baltimore hospitals for 
help in rehabilitation of tubercular patients. 

AN ALL -DAY "open house" was sponsored by 
WRMA Montgomery, Ala., to commemorate 
the opening of a new YMCA building. The 
station did remotes of all the day's activities. 
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ONE EXAMPLE of the merchandising program 
of KGFJ Hollywood is this sample giveaway 
promotion by station personality, Johnny Mag- 
nus, on behalf of Arta skin tone cream client. 

in 300 super markets 
supports your .. . 

RADIO COVERAGE 
of the 

NEGRO MARKET 
In 

HOUSTON, TEXAS 

IIC C 0 11 
Get the story from your 

John Pearson man. 
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NEGRO 
Community Programming 

SPANISH /PUERTO RICAN 
Programming 

of Whirl -Wind sales action 

WWRL 
NEW YORK DE 5 -1600 

x 10:00AM- 5:30PM 
* *5:30PM- 10:OOAM 
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ample, has just introtlutcd an en- 
larged merchandising program that 
is caller) "Complete Selling." 

I'hc station offer, Ili (Iiflcrcnl selc- 
ice, to national ad ertisels. \\'fL\T 
awards a budget of alert h;nulisillg 
points I ommensurate frith :u1 adver- 
tiser's expenditure. Using a I3 -tweck 

hase, the station allots :I minimum of 
lull points for a $1,001) <rn11: % and a 

maximum of 751) points for a 65.111111 

drive. 
-1 he various Inerth;nulising sers - 

it es tarp tlillrent point tlualihra- 
Iions. For example, .toue Marken' 
IJisplacs, 7511: in -store broadcast in- 
terviews, 100; new product maikel- 
ing ;assistante, 150; mailings lo trade, 
all: taxicab posters, 375. 

ON THE DAY of an in -store appearance, disc 
jockeys of KDIA Oakland, Calif., spend two 
hours or more in the store taping interviews 
with customers, giving prizes and helping fo 
sell sponsors' products through merchandising 

GRAND PRIZE WINNER of Pet Milk Co.'s 
gospel singing contest is Sadie Louise Reed 
(second from r). She is met at the airport 
upon her return from Chicago by (I to rl: 
Willie McKinstry, WJLD Birmingham an- 
nouncer; Mrs. Martha Wynn, Pet Milk home 
economist, and Mrs. Maggie Simmons. WJLD 
held local contest on behalf of Pet Milk. 

WAMO 
PITTSBURGH,PA. 

NOW 1000 WATTS 
Programming to 
Pittsburgh's 250,000 
Population Negro Market 

SIR WALTER 
RALEIGH 

BILL 
POWELL 

PORKY 
CHEDWICK 

SUNNY 
JIM 

CHARLES 
GORDON 

News Director 

ALEXANDER 
MARTIN 

NOW 1000 WATTS 
ON 860 KC 

WAMO 
PITTSBURGH 

100% Negro Programming 
BERNARD HOWARD 

NAT'L. REP. 

(/. S. R.i!)/O \,i 1,11 ; l'u 



Negro Radio: 
Success 
Stories 

The following capsules of Negro radio success stories are indica- 
tive of hometown advertiser use as reported to U. S. RADIO. 

Department Store -Regal Depart- 
ment Stores Inc. of Charleston. S. C., 
traces a great deal of its sales in- 
creases to 11'í'.1L. Here's n'hat 
George Fell, manager, expressed to 
the station: "Last year we sold 
around 31111 girls' coats and we hoped 
to sell more this year. To date, we 
have sold 417 which is far more than 
we expected to sell. And that is due 
to the fine efforts on your station. 
As you know, we advertise weekly 
in the local newspapers and only on 
your station. As the trade in the 
store is 98 percent Negro, I would 
say that your station is responsible 
for selling on lay -away plans at least 
350 coats. The rest would come from 
the newspaper. Whereas, in our oth- 
er store in Charleston Heights, the 
trade there is 98 percent white and 
they have sold around 50 coats. Your 
station would have no effect on 
them." 

Real Estate -Last October I, a real 
estate firm, Penn -\looney. advertised 
five properties on 117HAT Philadel- 
phia. The station reports that all 
were sold by October 4, with sub- 
stantial clown payments involved. 

Bread -The Fischer (taking Co. of 
Newark, N. J., carne to WNJR New- 
ark in March 1959 with the follow- 
ing problem. The agency, Scheck 
Advertising, explained that the com- 
pany had been losing bread sales in 
Negro areas, even though the Negro 
population was increasing steadily. 
WN jR set up an initial 13 -week 
campaign of 15 thirty -second live an- 
nouncements per week. The station 
arranged for one of its Negro air per- 
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sonalities to make periodic in -store 
appearances selling Fischer's Butter- 
cup crhite bread and giving out a 

Iree autographed phonograph record 
with every loaf of Fischer's pur- 
chased. The in -store appearances 
were announced on the air several 
days in advance. At the end of the 
I 3-week campaign. Fischer's found 
the downward sales trend had been 
checked. In fact, there were signs ol 
increased orders from grocers. Scheck 
Advertising renewed the schedule for 
another 13 weeks and requested the 
continuance of the in -store appear- 
ances. At the end of that time, the 
bread was taking hold and last be- 
coming one of the better sellers. the 
station reports. Today, Fischer is 

still with WNJR, running 15 thirty - 
second announcements per week 
with periodic in -store sales promo- 
tions. 

Drapes -Huntley Furniture, an area 
chain of stores, used a special two - 
day campaign on 11'.\.1.1 11'inston- 
Salem. N. C., consisting of 25 spots. 
More than 400 sets of drapes were 
sold in the two days in the \t9nston- 
Salem store. 

Real Estate -Le Mount Corp.. \'al- 
lejo, Calif., reported to KD1A Oak- 
land that in a 90 -day period last 
spring, the station was largely re- 
sponsible for the sale of 70 homes in 
the Country Club Crest develop- 
ment. The hontes were principally 
in the $15,000 range. The radio al- 
location on KDIA averaged S2011 a 

week. 

Service Station -Last July, Texaco 

spent .l750 un KY OK I loustou lot 
the gratul opening ul 11'indalls, a 

large modela set%icc station in the 
heart of the city's Negro neighbor- 
hood. "l'he campaign t ousisted o1 11111 

spot announcements plus four hours 
on each of two days ol remote broad- 
casting featuring pet sonal appeal- 
tutees at 11'indalis. l'riies Arere also 
given away at the opening. The sta- 
tion declares that "1-exacu reported 
that the volume of gasoline sold dur- 
ing the two -day period set a new na- 
tional record for grand openings. 

Cars -McGee Mercury ran a sched- 
ule on 1V(,FE Indianapolis of 37 
une- minute spots in two clays. Fri- 
day and Saturday, to close out the 
191111 model. During the weekend, 
21 new cars were sold. most of chic It 
trerc credited to the two -day sched- 
ule. 

Shoes -The \lauchester Shoe Co., 
a Baltimore shoe store catering to 
the Negro market, has been putting 
its entire advertising budget on the 
1Y1TI -f Rocket Ship show (8 p.m. to 
midnight) for the past eight years. 
Recently, the store had a fire sale be- 
cause of a fire in the adjacent build- 
ing and purchased additional an- 
nouncements beyond their regular 
schedule to advertise the event. The 
traffic was so heavy- that the store had 
to lock the doors and let a few cus- 
tomers in at a titre, resulting in the 
largest single clay's volume in its his- 
tory. 

Furniture- hiubrell's Inc., a chain 
of 25 furniture stores, has been suc- 
cessfully running a Labor Day sale 
for several years for its Fayetteville, 
N. C.. outlet. This past .August, Carl 
Ivey. manager of the Furniture Mart, 
a ICimbrell store in Charlotte. re- 
ceived approval from Fimbrell offi- 
cials to run a similar Labor Day sale 
for his store. The only advertising 
used to promote the special sale was 
a 100 -spot saturation schedule over 
11'G11' Charlotte for the three -day 
ncekend, the station states. In spite 
of the holiday condition. there was 
a line of people waiting for the Fur- 
niture \fart to open at 10 a.m. La- 
bor Day. During the course of the 
day, \tanager Ivey stopped counting 
the number of customers after the 
51111 mark was attained (on regular 
days, 50 customers are considered 
very good traffic). W. E. Kimhrell. 
chairman of the board, stopped by- 

(Cont'd on p. 32) 
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LEADS 
ALL THE WAY... 

ifgRYouQ .1 

eveRY PaY. 
Latest Negro Pulse (Dallas, Dec. 
1959) shows KNOK number one in 

every quarter hour. KNOK is ac- 
cepted by the 315,000 Negroes in 
Dallas -Ft. Worth. It is their voice. 
They listen, trust, identify, and 
BUY! And with KNOK's unique mer- 
chandising plan your sales message 
gets POP help where it counts .. . 

at the cash register. Schedule KNOK 
everytime you schedule Dallas -Ft. 
Worth. 

For 100% Sa /es Effectiveness 

KNOK 
In Dallas -Fort Worth 

Stuart Hepburn, President 
REPRESENTED BY 

BERNARD HOWARD CO. 

...Serving 
The Greater 
Gulf Coast. 

WMOZ 
Mobile, Alabama 

1000 watts at 960 KW 
Nondirectional 

year in, year out, always a top - 
rated station - Number One on 
Pulse morning and afternoon 
(August 19601 - First in mer- 
chandising and promotion as- 
sistance. 

Negro Population 

248,800 Within 0.5 my 

Negro Retail Sales Contour 

$169,570,00 

WMOZ 
First Negro Station 

In Market 
National Rep. Bob Dore G Assoc. 
Southeast Rep. Dora -Clayton 

Success Stories (Cont 'd from p. 31) 

to see how things were going and 
stayed to help out. 

Soap -Last sear, \V01C Columbia. 
S. C.. was one of mans stations 
across the country selected for the 
six -week kick roll campaign for Col- 
gate- Palmolive's Spree snap. The 
station reports that one week alter 
the radio portion of the initial drive 
had ended, the agent}. Mc Cann- 
Erickson. Placed an additional I3- 
week saturation schedule un \VOIC, 
based On partial assessment ol the re- 
sults of the introdtwo iv drive as 

well as recognition for the station 
merchandising and promotion sup- 
port. .\notller I3 -week order fol- 
lowed, then a 52 -week schedule 
which is currenth running. 

Bread- \\';rd Ilakiug Co. in Janu- 
:te 1959 bought a six -week trial 
schedule on \V.\ \I0 Pittsburgh for 
its lip Top bread. The radio bus, 
featuring persoualiI Bill Powell, 
was supported by the station, which 
worked closely with the local "trip 
1 op sales organization. Retailers 
were alerted to the campaign by 
scheduling personal appearances of 
disc jockey Powell. Results of the 
campaign met ited renewal nl the 
«mast t Inr an additional 16 weeks. 
Tilt Top sales continued to grow 
rapidly in the Negro :areas. . \t the 
conclusion of the 16-week drive, the 
dollar volume Of the buy on \V. \\10 
was increased 20 percent and the 
contract increased to 26 weeks. 
.\fier this period. the schedule was 
renewed for 13 creeks at a dollar vol- 
ume increase of 23 pert cot per week. 

Theatres -lentil 1959, the State 
I -hcate in Dallas and the Grand 

Theatre in Fort 'Worth had been oc- 
casional clients of KNOK. In the 
lall of 1953, the theaters, which are 
owned separately. were urged by 

KNOK to try a continuous schedule 
0l 24 spots per week. Encouraging 
results prompted each theatre to add 
more spots to the schedule. In \Iraq 
1959, the two theatre owners held a 

meeting and decided that they would 
combine their advertising as well as 

their movie bookings. Four months 
after combining the schedules, the 
theatres increased the KNOK Lucy to 
100 spots per week. And when the 
schedule was renewed last March for 
another 52 weeks, the schedule was 
jumped to 110 per week (5,720 spots 

Ior the )eat). Frank Lucchese, own- 
er or the State Theatre in Dallas, 
states, "Even after two years, we are 
still getting new (aces at the box 
office wiutlow and radio has proved 
to me that it is the only medium that 
can continue to produce new custo- 
mers as well as being the only way 
of covering our entire city plus sm. 
rounding suburban areas." And 

Ii;tit Ilightnwer, owner of Fort 
\ \'orth's Grand Theatre. soues, "Ra- 
din, used properly, is an indispensa- 
ble medium. The results we have le- 
(eised Inuit Our continuous satura- 
tion spot schedule on KNOK proves 
to tue we are using radio properly." 

Snuff -In a test campaign recently 
not on \ \'OKJ Jackson, \fisc., Tube 
Rose Snull rant a schedule of five 
spots per day, six clays per week, for 
six weeks. ['sing a \VOKJ person- 
ality and promoting him as the Tube 
Rose Man, the station canvassed 
neighborhoods throughout the cria) 

anti ollercd silver dollars to anyone 
having Tube Rose Snuff in their 
possession when the Tube Rose \laut 
called at their honte. The campaign 
was successful, reports the station, 
increasing Tube Rose sales 34 per- 
t cut over the preceding six -week pe- 
riod. 

, NEE 
, 

_s 

} 

FIRST PRIZE IN the merchandising contest for 
Arriba Wine was won by WBEE Chicago. This 
station float on behalf of the Italian Swiss 
Colony Wine beverage was a major factor. 

Wine- Suugold Wine rata a cam- 
paign On \VXOK Baton Rouge, La., 
for 13 weeks using 96 spots per week. 
.\ "Sungold Wine Treasure House" 
was set up exchanging prizes for spe- 

cial plastic bottleneck wrappers. 
Sales during the campaign increased 
43 percent and the firm renewed for 
26 weeks using the same format. The 
results prompted a sister company. 
the Baton Rouge Wholesale Co. for 
its Gypsy Rose Wine, to sign up for 
a 13 -week drive utilizing 120 spots 
per week. (Conf'd on p. 35) 
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the onlr,-org, zátion of .l.ts:.kired iti.lhp worlt, ` 

. for'?gvgr 2Q ears produFipgt,eixclusiveljr. :, 
? ; ¡ feRthe,Ne>ro market 

RK 

- 

"ALL AMERICAN NEWS' ' 
r 
,. 

The only daily - international Negro Radio News Service! 
.Vital! Exciting! 

Tape transcriptions the biggest audiences in the Negro Market. 

"NEGRO SPORTS HISTORY" 
_- : .. . 

This weekly show::preáep a a strange and unusuaLhuman irate eat, story 
about Negra' 

`fetes 
who have made spoUs historÿ. . 

"NEGRO UNIVERSITY CHOIRS" 
%.. , 

This thirty minute show Iltruces the finest Negro talent in American music. 

INC. 

These subjects are produced, edited an,ct ycleased by the same.otganization which is now producing the 
"At Home With Alma Joh ' show weekly in 30 radio markets in 14 states. 

- Y 

These transcribed radio programs are, available to radio stations, spot advertisers, station 
representatives, national or local sponsors. 

Price Quotations on Request . 

Phone, Wire or .Write for: "Pilot " Tape 

,>IGnd Yawr,R t tós ' 'r 'st . ,, '' : . ., . 
NATIONWIDE NETWORK, NETWORK,4N4h. 1733 Broadway, ,.IAe ' York 19, N. Y. 

JUJdsoit 6 -7782 
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RATINGS! 
RESULTS! 

RECOGNITION! 
30 to 52% SHARE 

(Los Angeles Negro Market Pulse 
March, 1960) 

WINNER OF THE 1959 
URBAN LEAGUE CIVIC 

AWARD 
IN THE NATION'S 3RD 

LARGEST NEGRO 
MARKET 

of more than 

700,000 

SOUTHERN CALIFORNIA'S 

FIRST 
AND 
ONLY 

All -Negro Appeal Station 
* * * 

24 HRS. A DAY 
* * * 

Transmitter Located in 
the heart of the 

Los Angeles Negro Community 

REPS: Bernard Howard $ Co., Inc. 
New York, Chicago. \dansa 
Torhet, Allen S l rane. 
San Francisco 

3-1 ( )uppIcrncrr( p. I3) 

Negro Station Key 
The following ittlonnatirttt 

taken Iront questionnaire, returned 
by about 1011 stations that replied to 
the third annual t'. s. R.vno stir, et of 

Negro radio. Asterisk indicates mem- 
ber of the newly-formed Negro Ra- 
dio ,Association. 

Station 

No. of Hrs. 
Negro '/, of Tool 

Programming Weekly 
Weekly Schedule 

50 to 100 Percent 

ALABAMA 
WENN Birmingham' 93:30 100 
WJLD Birmingham' 133 100 
WEUP Huntsville 85:45 100 
WGOK Mobile 84 100 
WMOZ Mobile 93 100 
WRMA Montgomery' 98 100 

ARKANSAS 

KOKY Little Rock' 90 100 

CALIFORNIA 
KGFJ Hollywood 164 100 
KDIA Oakland' 141 88 
KSAN San Francisco' 147 100 

DISTRICT OF COLUMBIA 

WOOK Washington 168 100 

FLORIDA 

WOBS Jacksonville 84 100 
WMBM Miami 126 100 
WIMP Tampa' 100 

GEORGIA 

WAOK Atlanta' 168 100 
WAUG Augusta 50 60 
WCLS Columbus 84 100 
WOKS Columbus 163 100 
WIBB Macon' 90 100 
WSOK Savannah 164 100 

ILLINOIS 
WBEE Chicago 72 100 

WGES Chicago 89 65 

KENTUCKY 
WLOU Louisville 98 loo 

LOUISIANA 
WXOK Baton Rouge 91 100 
WBOK New Orleans' 77 100 
WYLD New Orleans" 126 loo 
KANB Shreveport 95 100 
KOKA Shreveport' 90 100 

MARYLAND 
WANN Annapolis 84 100 

WEBB Baltimore 90 100 

WSID Baltimore 104 100 

MICHIGAN 
WCHB Inkster (Detroit) 90 loo 

MISSISSIPPI 
WESY Greenville 84 100 

WGVM Greenville 15 60 
WOKJ Jackson" 97 100 

No. of Hrs. 
Negro 

Programming 
Station Weekly 

MISSOURI 

% of Totol 
Weekly 

Schedule 

KPRS Kansas City 85 100 
KATZ St. Louis 142 100 

NEW JERSEY 

WHBI Newark 22 100 

(Sunday only) 
WNJR Newark 140 100 

NEW YORK 

WLIB New York' 93 93 

NORTH CAROLINA 
WGIV Charlotte 98 60 
WSRC Durham' 92 100 
WAAA Winston -Salem 98 100 

OHIO 
WCIN Cincinnati' 98 100 
WABQ Cleveland' 90 100 

WJMO Cleveland I 54 95 

PENNSYLVANIA 

WDAS Philadelphia' 147 100 
WHAT Philadelphia' 163 100 
WA MO Pittsburgh' 84 100 

SOUTH CAROLINA 
WPAL Charleston' 85 100 

WOIC Columbia' 90 100 

WYNN Florence" 98 100 

TENNESSEE 

WNOO Chattanooga 98 100 

WDIA Memphis' 140 100 

WLOK Memphis' 126 100 
WVOL Nashville' 126 100 

TEXAS 

KNOK Dallas -Fort Worth 108 100 

KCOH Houston 98 100 

KYOK Housto,' 126 100 

VIRGINIA 
WRAP Norfolk 140 100 

WANT Richmond 104 100 

25 to 50 Percent 

FLORIDA 

WEBY Milton 30 3D 

GEORGIA 

WMGR Bainbridge 40 32 

ILLINOIS 
WOPA Oak Park 70 40 

INDIANA 
WGEE Indianapolis 31 37 

MISSISSIPPI 
WROX Clarksdale 36 30 

NEW YORK 
WWRL New York 41:5 25.4 
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Station 

No. of Hrs. 
Negro % of Total 

Programming Weekly 
Weekly Schedule 

MARYLAND 
WITH Baltimore 

MICHIGAN 
WMRP Flint 

27 19 

6.5 10 

SOUTH CAROLINA 

WLSC Loris 30 

WATP Marion 30 

Up to 25 Percent 

33.3 
33.3 

MISSISSIPPI 

WCPC Houston 
WAPF McComb 
WSSO Starkville 
WROB West Point 

14 

10 

7 

23 

ALABAMA 
WAUD Auburn 
WTCB Flomaton 
WJOI Florence 

ARKANSAS 

25 20 

10 8.5 
21 Not Reported 

KBLO Hof Springs 10 10 

FLORIDA 

WIRR Sanford 11:15 10 

INDIANA 
WWCA Gary 18 13 

KENTUCKY 
WMLF Pineville 6 .5 

LOUISIANA 
KAOK Lake Charles' 20 IB 

KLIC Monroe 31 22 

1,053,870 
NEGROES 

$1,117,793,000 
SPENDABLE INCOME 

THE 

PIEDMONT 

PACKAGE 
(In North Carolina, 

of course) 

WAAA 
RADIO 

WSRC 
Winston -Salem, 

Greensboro, Durham, 
Raleigh, High Point 

Call Bob Dore 
for discount details 

NORTH CAROLINA 
WCNC Elizabeth City 
WFAI Fayetteville 
WELS Kinston 
WGTM Wilson 

OKLAHOMA 
KMUS Muskegon 

SOUTH CAROLINA 
WAWS Anderson 
WSSC Sumter 
WALD Walterboro 

18 

12 

6 

20 

24 20 

24 14 

IO 12 

17 13 

12 9 

26.5 19 

24 20 
10 8 

TENNESSEE 

WKXY Knoxville 15 15 

TEXAS 

KMHT Marshall 
KJBC Midland 
KMAC San Antonio 

VIRGINIA 
WBRG Lynchburg 
WSSV Petersburg 

21 18 

16.5 18 

12 14 

15 20 
18 6 

STORIES (Cont'd from p. 32) 

Dollar Store -King's Dollar Stores, 
a large regional chain. opened a new 
store in Shreveport. La., last August 
-1. Their only radio effort Was 

K(K.\ Shreveport, although much 
more money Was spent in newspaper 
ads to reach the white market. Alter 
111 announcements Wednesday after- 
noon and six Thursday morning be- 
lore the 9 o'clock opening tine, the 
station reports, Negroes outnum- 
bered tv'hites by about 50 to 1. 

Canned Milk- Gainatiais Milk uses 
fie quarter hours a week int \\'. \I1Q 
Cleveland. The radio buy. features 
the station's female personality. Va- 
lena Minor Williams. who is pre- 
sented as the mother of a real Car- 
nation fanlil). \S'.\I1Q conchab spe- 
cial weekend promotions in various 
stores. Some of these have been suc- 
cessful enough. the station reports. 
to move over 125 cases of Carnation 
Milk in a single store during a two - 
dav period. 

SUCCESS 
REPEATS 

ITSELF! 

In the Baltimore 

Negro market of 

380,000.. . 

0 

is 

ST 

AGAIN! 

In every Pulse segment .. . 

thruout the broadcast day ... 

W -E -B -B is 

NUMBER 1 
,urc 

Neg, P,,.se, May 1c 

W -E -B -B 
100% Negro programming 

5,000 watts 1360 kc 

Baltimore 16, Md. 

Represented by 

Bernard Howard & Co.. Inc. 

20 E. 46th St., New York 17 

OXford 7 -3750 
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PET MILK conducted a gospel singing contest on the 64 Negro stations used in the current 
schedule. The finals were held in a Chicago high school auditorium and drew large crowds. 

Pet Milk 
Thrives on 
Steady 
Radio Diet 
Steady user of medium for well over 

a decade, Pet Milk finds radio best 

way to reach the Negro consumer 

This 

we use radio because 
it seems the best way to 
reach the Negro consumer." 
statement from Ray Morris, 

evaporated milk advertising man- 
ager of the Pet Milk Company, St. 
Louis, gets to the core of why the 
firm lias been heavily involved in 
Negro radio for some 12 years. 

Initially starting out in a relative- 
ly few markets, Pet Milk has steadily 
increased its use of Negro- appeal 
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radio based on both the develop- 
ment of this specialized aspect of the 
sound medium, and the satisfactory 
results, explains Earl Hove, account 
executive for Pet Milk at the Gard- 
ner Advertising Company. Current- 
~, the evaporated milk product is 

being advertised in 6.1 Negro markets 
on a year -round schedule. 

"This concentrated use of Negro 
radio," Mr. Hotre says, "is in keep- 
ing with Pet Milk's vertical market 

approach. The three vertical markets 
which arc being given the most at- 
tention by Pet are the Negro, Span- 
ish and farm. Of these three," Mr. 
Hove continues, "the Negro market 
gets the largest share of the promo- 
tion budget." 

" l'he main reason why we buy 
Negro- appeal radio." explains \Ir. 
Morris, "is because throughout the 
country this group purchases one - 
and -one -half tithes as much of our 
product as do whites. And in the 
Southeast and Southwest, this pur- 
chase rate goes up to twice as much. 
Another favorable marketing factor 
is that the Negro. on the average, 
spends more on food than sloes the 
white." 

Changes in the Negro market are 
making it more difficult to check the 
effectiveness of media, Mr. I\ (orris 
sass. "Our Inning. of necessity, has 
to be d nie on faith to a large degree. 
One reason for this is that store 
checks are more difficult to take than 
ever because the supermarket revo- 
lution has also hit the South. This 
means that there, too, the 'atom and 
pop' stores are dwindling, and that 
Negroes are moving out of their own 
neighborhoods to shop in huger 
stores which whites also patronize. 

Educational Job 

"In addition to trying to keep up 
with the shilling Negro market." he 
continues, "we have a major educa- 
tional job to do in getting people to 
use the dry evaporated milk. Con- 
sumption still tends to be higher on 
the liquid forai. Radio helps us to 
do this. And we use radio because 
it seems the best tray u> reach the 
Negro consumer. Circulation in 
!tint is more difficult to match with 
our ads than in radio. And television 
is just beginning to make an impact 
in this market." 

Other media employed by Pet 
\f ilk to reach the Negro audience in- 
clude newspapers and 60- second 
lilms shown in nuit ion picture thea- 
ters. However, Robert \V. Fanasse, 
:t Negro market specialist in the Pet 

Milk advertising department, states 
that the selected list of 61 radio sta- 

tions nowcarrting the Pet announce- 
ments covers a potential of 90 per- 
cent of the total 1i.S. Negro pop- 
ulation. 

Also discussing the rapidly shift- 
ing elements that make up today's 
Negro market, Mr. Varasse says, 
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"The market is a last changing one. 
As soon as new data or researc h ma- 
terial is compiled, it is out of elate. 
The population is shifting. The 
whole way of life is changing for the 
Negro. They have more leisure 
time and more money. The best way 
we have found to determine what 
the Negro market is really doing is 

to talk to the people in it. And 
that's why we use radio to talk to 
them all the time." 

The programming format used by 
l'et Milk was developed by the firm 
and the Gardner agency about three 
years ago. It is built around a 30- 
minute transcribed feature that is 

broadcast between 10 a.m. and noon 
every Sunday. "In the more than a 

decade that Pet Milk has been using 
Negro radio," Mr. Hotze says, "spot 
announcements and I5- minute strips 
have been employed at various times. 
The decision to return to program- 
ming was made in order to help pro - 
vide and control the environment 
that Pet felt necessary to most effec- 
tively promote and merchandise the 
product on a national basis." 

Amplifying this statement, Mr. 
Morris states, "We believe in bring- 
ing the audience to the show, as well 
as the show to the audience. This is 
why we developed a gospel singing 
format on Sunday morning. \Ve like 
to get our program and its commer- 
cials in a block programmed segment 
because we find this brings more re- 
sponse, as well as receptivity. Negro 
stations today carry a great many 
commercials. By developing our own 
program, we are able to get greater 
separation and product identifica- 
tion." 

Program Features 

"The radio program," Mr. Va- 
nase adds, "which is called Sunday 
Morning, blends all of the features 
for which Pet is looking. These are 
quiet and dignity, with an atmos- 
phere to which the audience is re- 
ceptive. Within the framework of 
this atmosphere, we integrate our 
sales message with the program. In 
this manner, we have found it more 
effective to develop a commercial 
that is easy to listen to and has a 

high degree of believability and ac- 
ceptability." 

The entertainment aspect of the 
weekly program is primarily built 
around gospel music. However, 
modified jazz is also included "be- 
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WINNER of the Pet Milk gospel singing contest, Sadie Louise Reed (c.), is seen with 
(I. to r.( Ray Morris, the firm's product advertising manager on evaporated milk; Miss 
Reed's accompanist, and Earl Hotze, Gardner Advertising account executive on evapo- 
rated milk. Miss Reed's prizes included, among others, a professional recording contract. 

GOSPEL singing competition was tested on KCOH Houston. Station 
promotion drew 15,000 pieces of mail, and 4,000 people turned out 

cause jazz and gospel are basic parts 
of the Negro culture." Mr. Vanasse 
says. "It is part of the Negro's way, 
of life, just as country music is to 
the southern or rural white." 

Pet likes to use four commercials 
in the half -hour format, Mr. Morris 
explains. But the program is so de- 
signed that three minutes are left 
open at the close of each show for 
the local use of churches in that par- 
ticular market's Negro commnity. 
Mr. Morris points out that "this 
welds us even closer to local people 
and their interest." 

A popular Negro personality, Sid 
McCoy, a disc jockey in the Chicago 

reports that the 
for the eortest. 

area, produces the Sunday Morning 
progt'aut for Pet Milk through the 
facilities of his own producLion firm. 
Mr. McCoy is also used to deliver the 
commercial messages. Mr. Morris 
says that the Negro personality "is 
used to talk directly to members of 
his own race. In preparing the com- 
mercials for the programs. we use 
regular copy and make no copy alter- 
ations because of this minority 
market." 

Various themes are used for com- 
mercials, with some of them employ- 
ing an emotional appeal, and others 
taking the form of hints to the 
housewife. Here is an example of 
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pet milk 

the latter approach: 

When it comes to cooking are 
you always looking for new 
ideas ?...for new ways to fix 
the family meals? Well, 
here's a suggestion from the 
Pet Milk Company...for a 

new meat loaf that's mighty 
delicious...and easy too. 
You just mix one pound of 
ground beef, one envelope of 
dry onion soup mix and one 
small can of Pet. That's all 
there is to it. The creamy 
smoothness of that double - 
rich Pet keeps the meat moist 
and easy to shape into a 
loaf...and Pet blends the 
onion flavor into the meal so 
it comes out the juiciest, 
most flavorful meat loaf 
ever. Better make a note of 
the easy ingredients . . . 

one pound of ground beef, one 
envelope of dry onion soup 
mix and one small can of Pet. 
...mix and shape into a loaf 

Of the 6 -1 stations used In 
Pet Milk. 22 are part of the 
.negro network of flue Keystone 
Broadcasting Sy.stenu. Sidnet 
J. Wolf, president of KO (1.), 
states that -The ruinher o/ 
.'Negro- appeal radio stations 
comprising Keystone's Negro 
network is -163. a number 
which is growing in light of the 
new and increasing interest of 
national ris well as regional 
and local advertisers in seek- 
ing this specialized market as 

consumers of their goods and 
services." Mr. Wolf is seen 
with Edwin R. Peterson. senior 
vice president of Keystone, 
checking firm's transcription 
library. 
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...and bake 50 minutes in a 

moderate oven of 350 de- 
grees. Meatloaf that's 
mmmighty good...because its 
made with Pet...the double - 
rich milk. 

'l'o support and supplement its ad- 
vertising efforts. l'ct Milk also goes 
in heavily for pmmotious to the Ne- 
gro market. The firm employs a 

home economist, a Negro cooking 
and homemaking specialist, who 
travels all over the counny u) meet 
and talk with Negro women. "Otte 
of the most unusual promotions to 
this matket." \h. \'anasse sat s, ..in- 
volves a set of 1.1-year old quadrup- 
lets. Thet have been representing 
l'et products ever since thes were 
born. The, appear in events of par - 
ticulat interest to the Negro com- 
tuunitt." 

Pet recenti, completed a prunut- 
lion which involved each of the (iil 
radio stations canting the Sunday 
.horning program. l he event was 
called the first national Sunday 

Morning Gospel Singing Contest. 
Each radio station held local gospel 
singing contests. Each of the local 
finalists was auditioned by tape re- 
cordings, with the three top finalists 
being sent to Chicago for the final 
judging by three well -known figures 
in the gospel singing and music 
fields. The final competition was 
held in a high school auditorium, 
with Sid McCoy acting as the emcee. 
'l'he winner was aw:tilled a commer- 
cial recording contract with a record 
company. and a $250 donation by 
Pet \lilk to the church or charity of 
her choice. Crash prices were also 
awarded on the local station level. 

Constantly keeping track of the 
swiftly changing patterns of the Ne- 
gro market, l'ct \lilk and its agency 
are confident that Negro- appeal 
radio will continue to he its most 
ellectis-e means of reaching this im- 
portant consumer group. And they 
expect to continue using radio as a 

primary medium of advertising. pro- 
motion. education and public serv- 
ice. 
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TODAY, PHILADELPHIA, AMERICA'S THIRD 

LARGEST NEGRO MARKET, IS THE 

13th LARGEST CITY IN THE ENTIRE U.S.A. 

THE TOP 2 
AMERICAN CITIES 

RANK CITY 

* 

1 New York 

2 Chic 
3 .s Angeles 

Philadelphia 
5 Detroit 
6 Houston 
7 Baltimore 
8 Cleveland 
9 Washington 

lo st. Louis 

11 Milw - ee 

12 n Francisco 

P 

960 
7,710,346 
3,492,945 
2,448,018 
1,959,966 
1,672,S74 

932,680 
921,36 
8 67 

LAT I O N 

1950 
7,891,957 
3,620,962 
1,970,358 
2,071,605 
1,849 

6,163 
949.708 
914,808 
802,178 
856,796 
637,392 
775,357 

46,958 
740,424 
734,788 
715,609 

3 Philadelphia 480,000 

14 WI VP 

Lñ 
r, 15 

16 
17 

-- 18 

i l l s . 19 
111111 20 10 21 
111,11 

IIII 22 
23 

A.T-64 24 
25 

Negro 686,000 
677,626 
672,117 
620,979 
600,684 
584,471 
550,525 
547,294 
528,387 
491,691 
489,217 
487,462 
485,425 

Boston 
Dallas 
New Orleans 

Pittsburgh 
San Antonio 
Seattle 
San Diego 

Buffalo 
Memphis 
Denver 
Cincinnati 
Atlanta 

Includes Entire Population. 

White and -Note 

Decline of:t e' General 

Populatiol 

*Includes:iró Pópulation 

Only ! Notñcrease of 

206,011tY Sftrte 1950 --;-.7t; 

'R..! 

YES, THE PHILADELPHIA NEGRO 

MARKET IS BIGGER AND 

GROWING FASTER THAN 

SUCH FAMOUS CITIES AS 801,444 
434,462 
570,445 
676,806 
408,442 
467,591 
334,387 
580,132 
396,000 
415,786 
503,998 
331,314 

Boston Cincinnati 
Dallas Atlanta 
New Orleans Minneapolis 
Pittsburgh Indianapolis 
San Antonio Kansas City 

SURVEYS PROVE WDAS 

I FIRST IN ALL 

NEGRO RATING SERVICES 

REN I UlS 

1480 ON THE DIAL 
Represented Nationally by 

BERNARD HOWARD CO: 
NEW YORK SAN FRANCISCO ATLANTA CHICAGO LOS ANGELES 

ALEX KLEIN, National Sales Manager 
WDAS, Belmont & Edgley Rd., Phila. 31, Pa. 



KSAN 
LEADS AGAIN IN 1960 IN THE RIC 

S. F.- OAKLAND 

NEGRO MARKET OF 342,000 

ST14n IN CONLAN SURVEY (June '60, S.F. - Oakland Negro Market 
49.2% AVERAGE SHARE OF AUDIENCE 

STAIN PULSE (June '60, S.F. - Oakland Metro. Area Negro Market) 
24.3% AVERAGE SHARE OF AUDIENCE 

JOIN THE LEADING NATIONAL ADVERTISERS WHO ARE USING KSAN IN IN 1960. 

JOIN THE LOCAL ADVERTISERS WHO ARE USING KSAN IN 1960. 

IDENTIFY YOUR PRODUCTS AND SERVICES WITH THE PRESTIGE 

KSAN ENJOYS IN THE RICH S. F.- OAKLAND NEGRO MARKET 

You'll sell more to Negro families if you use the station 

the Bay Area Negro families listen to and accept 

the most ... 
Represented by: 

BOB DORE ASSOCIATES 
New York Chicago Los Angeles 

920 Madison Ave. 435 N. Michigan Ave. 5746 Sunset Blvd. 
Room 1817 Hollywood, Calif. 

DORA -CLAYTON AGENCY WILLIAM J. WAGNER & ASSOC. 
Atlanta Seattle 

502 Mortgage Guarantee Bldg. 1001 Tower Bldg. 

Write KSAN 1111 Market Street, S.F., for your free copy of the 

1960 market study The Negro Consumer ". 



Radio Primes Pump 
For Bottled Water 

Mountain Valley Water Co. 

finds radio delivers most 

loyal customers; marks ten 

years on sound medium 

Selling water to household- 
ers is not the easiest thing in 
the world to do. There is 

plenty of it everywhere for free. But 
there are large numbers of people, 
who, for reasons of health or per- 
sonal choice, buy bottled mineral 
water regularly. 

How can a bottler and distributor 
of mineral water use ma ;s media, 
such as radio, to reach this special- 
ized consumer group? 

Switch to Radio 

The Mountain ('alley Water Co., 
New York, first used radio in 1950, 
reports its president John Scott, after 
a long history of advertising in news- 
papers and direct mail. At that 
time, the company bought a small 
schedule on one New York station. 

By the end of 1960, according to 
Mr. Scott, Mountain Valley will 
have spent $75,000 in radio for the 
year. 

Mr. Scott explains that each dis- 
tributor plans and provides for his 
own advertising in his marketing 
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mountain valley 

area. "Although we make suggestions 
from the home office for local adver- 
tising, the distributor stakes all the 
final decisions. In cities where spe- 
cial programming is not used." he 
points out. "the distributor often 
uses spot. Spot is on in Chicago and 
Pittsburgh now, and in Detroit our 
distributor is using spot on a foreign 
language station. 

"Today, 1 can honesty sac that 
we have never used anything more 
effective than radio," Mr. Scott as- 

serts. "In a 1956 survey, after six 
years of radio advertising, we found 
that the customers acquired through 
radio were 1(1 times better than those 
solicited by other media." he says. 

Defining a good customer, \Ir. 
Scott calls hint one who has reor- 
dered the product 10 times or more. 
"Our c ustomers who have come to us 

through radio advertising have been, 
bt far, out most loyal," he says. 

"Another reason for our gradually 
expanded use of radio is its relative 
economy as a producer of sales. From 
comparison studies we have made of 
new customers gained from various 
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media, we have learned that we get 
22 percent nome inquiries per dollar 
from radio," Mr. Scott points out. 

Breaking down the cost per new 
customer, \h-. Scott reports these fig- 
ures: "The average cost -per -customer 
from our radio advertising is 51.10, 
against an cher -all media average of 
s7.73." 

Seek New Customers 

In seeking new customers, how has 
the unnpany used radio cllectively 
to find its most likely prospects for 
a product that nature appeals to 
a limited group? 

"In fate of the vastly diverse na- 
ture of the total radio audience," 
\Ir. Scott explains, "we did not want 
to spread our radio budget over the 
broadcast day with scattered spots. 
\\'e felt that we would be reaching 
too mans listeners who were not 
genuine prospec is for bottled min- 
eral water. 

"\\'e knew that our most likely 
customers would be health -minded. 
so we looked for a radio program 

that appealed specifically to a health - 
conscious audience. In 1950, we de- 
cided to buy spots on a program that 
had this kind of following on 
\\'MCM New York." 

The program was "Living Should 
Be Fun," which is now on \\'OR 
New York and in 28 other I.. S. mar- 
kets, s}ndicated by C. F. Produc- 
tions, Inc. It is a 25- minute show 
aired five clays a [reek by Carlton 
Fredericks, a nutrition specialist 
who guides his listeners toward bet- 
ter health with tips on diet and 
other data. 

NIo intain Valley luny advertises 
on the Fredericks program in six 
markets. The company buys a year - 
round schedule of three to five spots 
per week on WOK New York, 
\VGAR Cleveland, \\'1:Y1\' Louis- 
) ilk, \\'L\\' Cincinnati, Wpf f 
Philadelphia and \\'IRS Utica, N.Y. 

In explaining the characteristics 
of the listeners that ntake the pro- 
gram a good vehicle for selling min- 
eral water, Mi. Scott points out that 
the audience is highly intelligent 
and health- utinded. 

MOUNTAIN VALLEY water is poured by hostess Carol Ashley at New York's Gaslight Club. Company president John 
Scott stands second from right. Mountain Valley Water Co.'s distributors in six markets spent $75,000 in radio this year. 
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NUTRITION LECTURE is delivered by Carlton Fredericks (c.) whose program "Living Should Be Fun" is the prime vehicle 
for Mountain Valleys radio advertising. Company uses spot schedules in markets where Fredericks program is not carried. 

"The average age of a customer 
gained from the program is 10 to 15 

years younger than other customers. 
This makes hint just under 50 years 
old, an age when he is more health - 
conscious, let's say. than when he was 
35. And when he becomes a customer 
at age 50, the chances are that he 
will remain loyal to the product the 
rest of his life," he explains. 

Live Commercials 

"Each commercial is delivered live 
by Mr. Fredericks," he points out, 
"which naturally lends the advan- 
tage of associated authority to the 
message. He is often hall -way 
through the spot before the listener 
realizes what is happening." 

To keep a finger on listenership 
response, the commercial message 
ends with the suggestion to write or 
call the company for information on 
how to order mineral water. In New 
York, a series of special telephone 
numbers lead directly to the Moun- 
tain \'alley main office. Once a sale 
is made, the company is able to keep 

tabs on the consumer's buying pat- 
tern. 

"We have discovered that our in- 
quiries come from a highly hetero- 
genous group," says Mr. Scott. "In 
New York we have received inquiries 
front people living in Harlem, on 
Park Avenue and the Nest Side." 

He points to the telephone and 
write -in response as a measure of 
radio's success in other markets, too. 

In Utica, N.Y., where Mountain 
Valley Water had virtually no dis- 
tribution until two years ago, Mr. 
Scott reports that it was decided to 
use only radio in that market to 
make a concentrated effort for new 
customers. "Alter spots had been 
running for one year, sales rose to 
the point where the advertising has 
become completely self -supporting 
and worthwhile to continue," he 
says. 

In Philadelphia, the Mountain 
Valley distributor purchased a sched- 
ule of spots on the Fredericks pro- 
gram after many years of newspaper 
advertising. According to the dis- 
tributor, Charles F. Craig. "Sales 

front the radio spots came in at a 

rate far superior to the rate from 
newspaper ads." He attributes this 
response to the station's impact as 
well as Mr. Fredericks' personal en- 
dorsement period. Mr. Craig has 
since stopped newspaper advertising, 
and the bulk of the ad budget is now 
concentrated on radio. 

Early Start 

Mountain Valley got its start back 
in 1908 through a chance meeting of 
two well-known men who were 
strangers to one another. William 
Randolph Hearst, the famous pub- 
lisher, and Richard Canfield, a pros- 
perous restauranteur. found them- 
selves sharing a table on a railroad 
dining car. The two men exchanged 
introductions. and Mr. Canfield re- 
marked on the peculiar taste of the 
drinking water in their glasses. After 
a brief discussion. they agreed that 
trhat was needed was a pure. palata- 
ble drinking water. They put up 
equal shares of capital and founded 
the company. 
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question 
and answers 

THE QUESTION: 

GEORGE C. NE UMIANN, 
VICE ('RESIDENT 
GOOD HUMOR CORI'., 
NEW l'ORI: 

results. 

Would a rrulrol radin;: syslrnr hr pracliavd? 

Today we are %%rapped in a 

radio rating complex which 
gives us pages of conflicting 
Yet, there seems to he no 

major movement to really solve the 
situation. 

The need is clear, especially with 
so many new stations operating and 
each evolving its own listener pro- 
file. Gone are the days when the 
buyer could apply his own knowl- 
edge of network shows to the major- 
ity of outlets. In today's tighter mar- 
ket he must have reliable local in- 
formation. How can you criticise 
him when he plans to purchase time 
in a city and finds that just about 
every station is in first place? And 
each representative has figures to 

prove his claim. Since the outlets 
are equal in standing. he turns to 
rues. Pric e becomes the measure. 

.\u industry - sponsoted service 
must be mtacle practical. "There is 

too much national billing at stake 
it it is not. Media dollars are being 
justified lar more closely today by 
agencies and advertisers, and indica- 
tions are that this "auditing' will 

continue to increase. 
The problem seems as much a hu- 

man as a technical one. The various 
services were born to fill specific 
needs: Speed, lower cost, depth of 
breakdown, coverage. Each system 
argues in its defense so that no com- 
promise seems apparent from this 
direction. 

Staticmus, fighting tor budgets in a 

highly competitive market, invari- 
ably favor the service which rates 
them best. There seems little chance 
of initiating reform here, or through 
groups the stations control. 

I believe the only practical way to 
lick this problem is through the ma- 
jor advertising agencies. l'hey badly 
need a reliable measurement of local 
listencrship. 

Many technical problems exist: 
Sampling. speed, depth of informa- 
tion. Rut the industry's combined 
experience in the field should find 
solutions once the initiative is taken. 

MARVIN RICHFIELD, 
MEDIA DIRECTOR 
ERWIN WASEY. RUTIIRAUFF & 
RYAN INC., N.Y.: 

First, let's examine whether or not 
a real need exists for improved ra- 
dio research information. I believe 
the radio industry should sponsor a 

central rating service. Apparently, 
the existing rating services do not 
go far enough. Current research is 
misleading to clients and agencies, 
not on a basis of honesty, but on a 

basis of technique. 
Advertisers are less interested in 

counting ears and dividing by two 
than in reaching sales prospects. 
They know radio "works," but they 

aren't certain that cost -per -prospect 
in ternis of actual sales is competi- 
tive to other media. They would 
like to know who listens to what and 
how many sales will result from the 
act of listening. 

How much would a central rating 
system cost and who would pay for 
it? I feel certain that radio stations 
and their representatives, together 
with leading advertising agencies, 
would find that a tiny percentage of 
total billing would be more than ade- 

quate for the task. The cost would 
be more than offset by a resulting 
rise in national billings. 
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"When you first turn on the radio, 
what station do you tune to ?"* 

'Pulse Special Survey, Washington 5 County Metro Area, May 31.1une 15, 1960 

WWDC FIRST. Greater Washington, D.C. radio listeners tune us 
first in preference over the 16 other stations in the market. 
Let us help transfer this instinctive preference to your product. 

vor ri Radio Washington 

REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 

For full details on radio leadership, write WWDC or ask your Blair man for a copy of WWDC's new "Profile of Preference." 

And in growing Jacksonville, Fla. -it's WWDC -owned WMBR 
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focus on radio 
A Quick Glance At People, Places 

And Events Around Radio -Land 

STATE TROOPER Frank Dowling pastes first 
sticker to police car in Connecticut safety cam- 
paign sponsored by WDRC Hartford. General 
Manager Victor E. Forker (c.) and Connecti- 
cut State Police Major Leslie Williams watch. 

DOG CHASER title goes to Frosty Fowler (I., holding net), KING Seattle deejay. His 
duties are "official" for all University of 'Washington home football games . . . keep 
the "Husky" gridiron clear of all dogs. College cheerleaders voted him to post. 

EMPLOYEES of St. Louis ad agency, Batz. Hodgson -Neuwoehner Inc., tune in for broadcast they pur- 
chased in honor of agency's 10th anniversary. Time was purchased on all 14 St. Louis stations al noon 
to offer congratulations to Earl Bat:, Charles Hodgson and Hi Neuwoehner, agency founders. 
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"FOOTBALL was never like this," exclaim 
Roger Carroll (I.) KMPC Hollywood, as he 

passes the pigskin to make Helen Zagorsky 
"Miss Football 1960." She won station contest, 
and will rule over 1960 football broadcasts. 

COMEDIAN Don Rice (c.) entertains KFMB San Diego guests after "Operation Jet 
Scan.' San Francisco agency people flew over KFMB coverage area in Pacific South- 
west Airlines plane. To right of stewardesses is Don Ross, KFMB's program director. 

RADIO DAY luncheon at Los Angeles Advertising Club brings 
together guest speaker Bob Light (c.), president of Southern Calif - 
fornia Broadcasters Association, Bob Andrews (I.) KBIG Catalina 
station manager and J. Neil Reagan, McCann -Erickson v.p. 

GRAND OPENING of Martin's Paint Store, Levittown, N.Y., gets 
send -off help from Bob Callan (I.) and Joe O'Brien of WMCA 
New York. They broadcast direct from the store to give the open- 
ing sparkle for customers bent on "painting it up" with bargains. 

CARNATION BOUQUET goes to Ginny Conway (I.), McCann - 
Erickson, New York, at 25th anniversary cocktail party given for 
buyers at New York's Hotel Roosevelt by KWK St. Louis and WEMP 
Milwaukee. Others are (I. to r.) Lou Kennedy, Kenyon & Eckhardt, 
John Curran, McCann- Erickson and Bill Jones of Station KWK. 

AGENCY MEN Jack Levins and Pete Schulte, Ted Bates Inc., New 
York, get honorary citizenship papers from Christopher Columbus. 
Miss WCOL Columbus (c.) guided him throughout New York on 
Columbus Day, started with 5th Ave. parade, ended with agency tour. 
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FEATURES 
Exclusive VU METER for distortion control 
TAPE SPEED: 33á" per second 
WOW & FLUTTER: 0.3% 
FREQUENCY RESPONSE: 50-10,000; -- 
range 100 -8000 
OUTPUTS: 2-One 10mw at 2,000 ohms; Two 
Zero VU at 600 ohms 
Requires NO ELECTRICITY 
Operates on a SINGLE battery 
Completely TRANSISTORIZED 
Weighs ONLY 3 lbs. 
All recordings can be MONITORED 
Optional accessories for every conceivable 

3 db 

use 

MOHAWK midgetape PROFESSIONAL 500 
World's First Broadcast Quality 

Pocket Tape Recorder 
A Palm -size Engineering Masterpiece that instantly captures 
and records any conversation, music or other sound and 

plays it right back in rich, professional Hi- Fidelity quality 
for radio broadcasting - TV - and many other business and 

personal uses. 

HEARING IS BELIEVING 

For literature and a Free Demonstration in your office, write Dept. USR 

business machines 
944 halsey st., brooklyn 33, new york 

corporation 
telephone glenmore 5 -9570 
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hometown USA 
Commercial Clinic 
Station Log 

BPA Memo 
(Local Promotion) 
Radio Registers 

Peoples Broadcasting 
Views on Radio 

Report on how this subsidiary 

of Nationwide Insurance applies 

basic philosophy of parent 

company to local broadcasting 

REX MESSERSMITH (r.), farm director of WNAX Yankton, S. D., interviews farmer 
attending events at the national plowing contest co- sponsored by the radio station. 
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I 
The reasons behind an or- 
ganization's entry into the 
field of broadcasting often 

provide guides to the type of opera- 
tion that 1e111 be established and 
maintained. In 1946, the Nation - 
wide Insurance Company set up the 
Peoples Broadcasting Corp. as a 
subsidiary. The firm had two funda- 
mental objectives in taking this step, 
according to Arthur Schofield. as- 
sistant to the president of Peoples 
Broadcasting. "One was to help 
make sure that the channels of com- 
munication are kept free and open," 
he says. "The second was to extend 
Nationwide's basic philosophy. This 
philosophy, briefly, is that through 
the American way of life, people can 
work together to develop an econ- 
omy of abundance that will provide 
a maximum of security and free- 
dom." 

Although this philosophy is ap- 
plied in all i'BC stations, it is point- 
ed out, the specific manner in which 
it is implemented varies with the in- 
dividual community being served. 
Starting with \\'RFD Worthington, 
O., in 1946, Peoples has since ex- 
panded its radio operations to in- 
clude \\'\I\iX Fairmont, W. \'a.: 
W TT\I Trenton, X. J.: WGAR 
Cleveland, and WNAX Yankton, 
S. D. 

"Each of these stations has a per - 
(Cont'd on p. 50) 
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HOMETOWN U.S.A. 

sonality and program service of its 
own." Mr. Schofield states. "\1'NAX 
and WRFD are essentially wide area 
farm stations. \VG.\R serves a ma- 
jor metropolitan market with a bal- 
anced program service ranging Irony 
symphony concerts to professional 
football broadcasts. The program- 
ming of \CT1' \I reflects the fact that 
it k located in the state capital of 
New jersey and, therefore. has a re- 
sponsibility for programs that con- 

centrate on the local and state po- 
litical and governmental scene. In 
the case of WM \IN," Mr. Schofield 
continues, "there are a number of 
programs of special interest to min- 
ers and the mining industry, since 
this is the key industry in the com- 
munity being served." 

As further evidente that each of 
the PBC stations tailors its operation 
to the specific requirements of the 
community. \Ir. Schofield says that 

Now you can listen 
and compare 
before you buy 
the rich Syracuse 
N.Y. market 

at our 
expense 

tune iii by telephone 
... Get the proof of \1'FBI, leadership! Make a personal survey of 
station programming in Syracuse -by telephone. Call \1'Fß1, col- 
lect at any time of day or night to hear the live broadcast of the 
moment by any. or all stations. We think you'll agree with local 
listeners and advertisers; the most enjoyable good music, the best 
news reporting in Central New York is beard on \WFBL. It delivers 
the audience you want to sell. Listen, compare. Prove it to yourself. 
Phone HOward 3-8631 collect. Ask for Sponsor Listening Service. 

WFEL radio 
5000 WATTS DAY AND NIGHT 

F I R S T I N C E N T R A L N E W Y O R K 

REPRESENTED NATIONALLY BY GEORGE P. HOLLINGBERY CO. 

one outlet is an independent station, 
one is an affiliate of the Mutual 
Broadcasting System and the remain- 
ing radio stations are Columbia 
Ilrodacasting System affiliates. 

"Despite these differences," he de- 
clares, "the PBC stations have much 
in common -all of them operate un- 
der the basic broadcasting concepts 
and standards which have been 
evolved by Peoples. These concepts 
may be summarized as follows: 

"I. Radio broadcasting is an im- 
portant rated' for news and in- 
formation. Therefore, each station 
must maintain a strong and vigor- 
ous news department responsible for 
disseminating news and information 
to its community and state, as well 
as coverage of national and inter- 
national news. 

"2. Each station must become a 
part of the community and get to 
know the people of that commu- 
nity. To facilitate this, employees 
are given time to actively serve in 
various local organizations. 

"3. Entertainment segments at 
1'1íC stations are designed to appeal 
to all members of the family." 

In keeping with the public's grow- 
ing interest in news and informa- 
tion, the PBC management has been 
carrying on a definite program to 
give the news directors of its various 
stations a first -hand knowledge of 
important national and internation- 
al happenings. "The stations have 
sent their newsmen to every part of 
the world," I1Ir. Schofield says. 

"There was a PBC reporter on the 
scene during the Hungarian upris- 
ing. When the Near East became a 
trouble spot, a PBC man was dis- 
patched to the area. Several P1iC 
newsmen were sent to Russia, and 
several were accredited correspond- 
ents to the Atomic Energy Commit- 
tee meetings in Switzerland. 

"Although each of the newsmen 
covers an event primarily for his 
individual station, he continues, 
"tapes of stories of particular inter- 
est and importance are made avail- 
able to the other PBC radio outlets." 

Supplementing its direct program 
service, and the individual efforts of 
its employees, PBC stations are also 
deeply involved in many commu- 
nity projects. Mr. Schofield explains 
that each station makes financial 
contributions to schools, colleges 
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and cultural institutions in the areas 

served, as well as sponsoring college 
scholarships. 

As another example. PBC, on be- 

hall ol WRFB and \VC.\R, presents 
awards to finalists in high school an- 
nouncing and program contests held 
under the auspices of the Ohio High 
School Speech League and Ohio 
State University. In still another 
vein, WVG. \R has contributed $10,- 
000 to the Cleveland Symphony for 
a number of years to help defray the 
costs of an annual series of public 
concerts. 

"A particularly interesting exam- 
ple of the various ways and means 
in which a station can enter into 
many tacets of the community is 

found at the site of \VRFU, which 
services the Columbus, O., area," 
Mr. Schofield asserts. "PBC has 
turned over some 260 acres to be 
used as a public picnic grounds and 
recreation area. Thousands of men, 
women and children make use of 
these facilities throughout the year. 

Cultural Contribution 

"The 1VRFD site is also the home 
of the Playhouse -on- the -Green, which 
is the only professional summer stock 
theater in the Columbus area. PBC 
believes that making this facility 
available helps make a contribution 
to the cultural environment ol the 
community. In another step to add 
new facilities to the community, as 

well as to attract new business into 
the area," Mr. Schofield continues, 
"another portion of the WRFD tract 
will be the site of a large motel with 
special facilities for organizations 
holding sales meetings and conven- 
tions." 

A much publicized event conduct- 
ed by a PBC station was the nation- 
al plowing contest sponsored by 
IVNAX Yankton. Held late in Sep- 
tember, the affair drew some 160,- 
000 people who had the opportunity 
to hear the two presidential candi- 
dates make speeches, as well as in- 
spect a display of larm equipment 
said to be worth more than $5 mil- 
lion. 

"All of these activities, we feel," 
Mr. Schofield concludes, "help to 
demonstrate the basic approach to 
broadcasting taken by the Peoples 
Broadcasting Corp." 

Hooper Says: 

from 7AM to 6 PM WKMI's share 

is greater than all other stations 

(AM & FM) heard in Kalamazoo 

put together! 

NO.1 BUT GOOD! 

Call our BTS Rep for the Scoop 

11'KtiII 
Kalamazoo, Michigan 

5,000 Watts. 24 Hours a Day 

Western Michigan's 

Most Powerful Independent 
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HOMETOWN U.S.A. 

commercial 
clinic 

Commercials With Jazz Make 

Listeners Bright -Eyed, Not Bleary 

As a sale, weapon, a counncrcial 
must meet one test or battle that 
make, it truly stand out as elective: 
I)o people really listen: If the an- 
swer is yes. :t campaign k un solid 
ground. And it it's "no." that at 
sorer pose, another question: \That 
can he clone about ii? 

Often suggested, Of course. is the 
standard cure -all of making the tuna- 
mercial "different." One man who 
has some definite feeling, on how to 
gel li,tener,hip from a commercial 
is Alexander "Sits(' ha" Iturlatd, 
president of C Ilea- Services Inc., 
New York. 

"One war) to get the audience to 
wake up and listen is to use jazz as 

the musical Ian kgroumd," he ex- 
plains, noting that he has used this 
method successfully in producing a 

number of radio spots. 

"Ian has a beat and emotional 
quality that gets under the skin of 
people," \1r. Burin d points out, 
"and after all, that', what the adver- 
tiser wants to do in his coutnercial, 
get under the skin of people. 

"For years," he says, "jingle and 
copy writers turned out the 'hit -'em 
over- the -head' type of commercial. 
Demands by advertisers for 'hammer- 
ing' the sales message were supported 
by the supposition that irritation, as 
well as repetition, was necessary in 
order to sell. 

"Because advertisers tend to imi- 
tate one another, the airways were 
full of the same type commercials. 
Naturally, with all the commercials 
sounding alike, they tended to cancel 
each other out. 

".\s a result, there was a shift to 
an entertaining spot, a commercial 
that would elate rather than irri- 
tate," he recalls. "The idea was to 
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coerce people pleasantly toward a 

product." 

\Pith the advent of the so-called 
"emu tainntent" commercial, .1I r. 
Itnrland explains that another prol>- 
lent developed: "Commercials with 
jingles that entertain compete tt'ith 
the popular music played on a sta- 
tion. The two are battling for listen- 
ers on their own house ground: En- 
ter utitlutent." 

Ile adds that "the music of the 
regular program late is written, pro- 
duced and petlormed by the top 
artists in short' business. And the 
only way to hold the listener's atten- 
tion over long enough to hear the 
commercial is to use can exciting com- 
bination of sounds." 

Although the type óI music he 
writes depends on the campaign and 
product. \Ir. Btu land prefers to 
work with jan. 

"Jan is the only music that is 

truly . \ntericaan in character. It is 

our own form, not borrowed lout 
that of another culture. For this 
reason. it elicits an emotional re- 
sponse hunt people that no other 
type of nuisit can simulate on such 
a Inroad scale. jazz has a mass appeal 
as well as a class appeal. 11'hen 
identified with a product in a com- 
mercial, it stand, out against other 
commercials as well as most popular 
(c)rd,," he says. 

11'henevet possible, \It. Itmlaml 
likes to "salt" the words in a com- 
mercial with a subtle humor. He 
!eels that this adds to the palatabil- 
ity of the message by making it even 
more entertaining. "Here, too, it's 
absolutely necessary to be imagina- 
tive. Nothing is so old or so dead as 
stale honnir," he asserts. 

"It is olten touch letter to Pro- 
duce the radio coumnercials in an ad 
campaign Ibelore the print ads have 
been planted," \(r. Iturlaul sug- 
gests. "The Icing hrvored habit of 
mapping the print strategy before 
the broadcast is oumu(xlc(1. 

".\ print ad may he seen only once 
by a reader (luring a campaign, de- 
pending of how many magazines, 
and tchith magazines he reads. On 
the other hand, the saute person may 
have steady listening and viewing 
habits that expose hint repeatedly to 
the broadcast message. Sea- it makes 
much more sense to work on the 
jingle attd copy Iramtttork at the be- 

ginning, and carry the theme over 
into paint for a campaign of more 
unity'." 

Commercial Contest 

. \n international contest h it the 
lest radio and television contnter- 
c lads is mulct way, sponsored by the 
Ilollywood Advertising Club. 

Advertisers, agencies, producers Of 

broadcast commercials and stations 
may enter the competition for 
awards, to be presented during Ad- 
vertising Week. February 5 through 
1 I, 1901. 

Awards will go to radio trimmer - 
( lais in seven classes: Local or one 
utarket unmuttrcials of any length 
or types; musical commercials of one 
minute or more, and 3(1 and 20 sec- 

onds; and spoken ccnutu ercials of 
minute, ;ill- and 20- second duration. 
A grand prize will be :warded re- 

gardless of category. 

Although the competition is world- 
wide, radio entries must be in Eng- 
lish, transcribed at 33 1/3 r.p.nl. 

Deadline for entries is December 
;i1. 
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New 93- county Pulse 

confirms historic fact 
of WHO's impact 
in farm homes! 

WHO Radio coverage area 

is America's 14th largest radio market! 
FACH year since 1938 the "Iowa Radio Audience 

Survey" has proved 50.000 -Watt WHO Radio 
to be the great favorite of Iowa farm radio families. 
Listenership of our Farm News programs has always 
topped those of the next two, three or four stations 
combined! 

1960 is no exception! Proof is in the new 93- 

County Area* Pulse Survey which covered an area 

served by more than 85 radio stations. 
WHO Radio farm ratings are phenomenal during 

the periods when farm families listen most to radio 
(6 a.m. -8:30 a.m., Noon -1:30 p.m., 5:30 p.m. -7:00 
p.m. - Monday through Saturday). For example, 
WHO Radio's share of farm homes using radio 

exceeds that of the next three stations combined in 

705 of all quarter hours surveyed. It exceeds that 
of the next two stations combined in all quarter hours. 

But the farm radio audience accounts for only 
28.45 of all homes reached by 50,000 -Watt WHO 
Radio in this tremendous 93-county area. WHO 
Radio's showing among urban radio families is 

equally spectacular. 

Ask your PGW Colonel about all the up -to -date 
facts on WHO Radio - serving America's 14th 
largest radio market! 

*This area includes 68% (93 of 137) of the counties in which 
WHO Radio has 10% or more NCS No. 2 penetration. 

WHO 
for Iowa PLUS! 

Des Moines . . . 50,000 Watts 
NBC Affiliate 

WHO Radio is part of Central Broadcasting Company, 
whicb also owns and operates 

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

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

Robert II. Harter, Sales Manager 

i 

Peters, Griffin, Woodward, Inc., Representatives 
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A 
SILVER 
SPOON 
IS 
NOT 
ENOUGH 

She may be born with "advantages" and 
raised with love -but there still can be 
plenty lacking. That is. if the school she 
goes to isn't good enough. Crowded class- 
rooms. unqualified teachers. outdated 
equipment. inadequate curriculum -any 
one of these can shortchange your child's 
education and her future. Look into the 
quality of the schools she'll attend -work 
through your local committees nr your 
School Board for their improvement. 
Doesn't she deserve the best? 

FREE BOOKLET! Measure the 
qualify of education of- 
fered in your childs 
school. Find out how it 
r )pares with the best in 
the country... how you can 
make it better. For your 
ropy -and free guidance on 
many school problems - 
write: Better Schools, 9 Eost 
40th Street, New York 16, 
New York. 

6¡ 
I l,314-3, 

1., 118:;"._.rs 

HOMETOWN U.5 A. 

station log Ole 
rr 

News: 

F.tidence ell activity bt stations to 
stimulate industrial growth. and en- 
courage students to cuter broadcast 
journalism coincided recently kith 
efforts of a national ..dvertiser to 
highlight radio's contributions to 
physical education. 

In Sacramento. IRAI: and the 
Sacra mento Chinlxr of Commerce 
have worked ot a cooperatile prroj- 
ect to attract industry to the cum - 
munity. 

IRAI stall members wrote and 
produced a 12- minute dramatisation 
of the city as seen through the eyes 
of a typical resident family. l'he re- 
cording covers the suc ial tile. scol 
system, recreational lacilities, hous- 
ing. business ai 1 industrial aspects 
u1 Sacramento. 

I'lte Chamber of Commerce is 

mailing the recoud to key figures in 
industrial developetcnt circles in all 
parts oI the country. 

.\ r rporate ellort ut frromote conr- 

TIME CAPSULE marking 25th anniversary of 
WLEU Erie, Pa., gets copy of U. S. RADIO 
held by model Joan Prybor. Capsule's home 
for 25 years will be Erie's new shopping mall. 
If will be opened on station's 50th anniversary. 

to niiity interest oilers writers and 
prtx1h eers of radio broadcasts in the 
held of physical educative a $1,(1(111 

award from American \I:tchite & 
Foundry Co. The award will be 
made to the best broadcast during 
1961) as part of National Recreation 
Month obset v: in e, June 196 1. The 
judges will focus on broadcasts call- 
ing attention to needs for improved 
physical recreation sera ices, individ- 
uals and groups trotting in this area 
and the tncI'all physical recreation 
situation. 

Seeking guidance Iron] broadcast- 
ers, high school editors and their 
faculty advisers converged on the 
studios of 1\'S11 .\tlanta last week 
for the second annual \VSI1 News 
Broadcasting Conlcrcnce. News 
broadcasting demonstrations were 
given by the station's nays team, 
with faculty members of the LTu iver- 
sity oI Georgia's Henry \\r. Grady 
School of Journalism participating. g. 
Seeking to further education in the 
conenunic:thuis field. the confer- 
ence is followed by a contest open to 
students who attended. Students sub - 
mitting their various interpretations 
of conference Ian ctions arc eligible 
Ior a first plate prise of a year's col- 
lege tuition. 

Programming 

The tread toward greater variety in 
local program content received a 

boost Iorward recently when \VT 'tIJ 
Milwaukee reported it had broad- 
cast some 1.90( "Vignette" features 
since January. The 60- second "Vi- 
gnettes" range from household tips 
and cooking hints to handyman 
ideas, current events and sports fea- 
tures. \ \' "l'N1 J's 18 announcers and 
personalities tape from 10 to 12 fea- 
tures, with three or four recordings 
each week. About 1,000 of the "Vi- 
gnettes" broadcast so far were live 
news features. The station reports 
increased enthusiasm for the "Vi- 

f Cont'd on p. 55) 
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WITHIN A STONE'S TROW 
OF COMMUNICATIONS : ROW! 

One of New York's 
most desirable locations 

MADISON AVENUE 
AT 52nd STREET 

e ctey e(i 
IRUS'S 

e eeT,ea 
11111r:k:>iAF110h. 

A Bigger and Better 

HOTEL 
Just steps from anywhere... 
now with 500 individually deco- 
rated rooms and suites - and 
completely air conditioned. 

The magnificent new 

BARBERRY 
17 E. 52 St. 

Your rendezvous for dining 
deliberately and well ... 
open every day of the week 
for luncheon, cocktails, 
dinner, supper. 

PLAZA 3.5800 TWX: NY 1.138 

STATION LOG )Conf'd from p. 54) 

guettes" Irom both listeners and ad- 
vertisers. 

A school bus safety program has 
been inaugurated by WSEN Bald- 
winsville, N. Y. Master schedules of 
bus operations in five suburban 
school districts in the Syracuse area 
aid in pin- pointing exact locations 
of buses when announcements are 
aired. Motorists are cautioned to 
watch for buses unloading pupils. 
The program, sponsored by a brake 
repair service, originated when 
1VSEN learned that the five districts 
transport 24,000 pupils daily, pick- 
ing many of them up on heavily 
traveled main highways. 

Public Service 

A move to establish closer contact 
with community problems was made 
recently by \VBAL Baltimore. The 
station formed a Community Ad- 
visory Council to stimulate public 
service coverage. Council members 
include Gov. J. Millard Tawes, 
Mayor J. Harold Grady of Baltimore 
and various religious leaders and 
heads of civic groups. The council 
will keep the station informed of 
public service needs through meet- 
ings and special contact (luring the 
year. 

Another station tapping sources 
of public service, \VIBK Detroit re- 
cently enlisted ideas from local citi- 
zens. The station invited more than 
100 Detroiters -250 business, labor 
and civic leaders as well as 300 lay 
citizens -to select the most vital 
civic needs of the community. 
\VJBK's community projects depart- 
ment will take cues from the replies 
for special public service programs. 

Newfoundland's three school dis- 
tricts started the semester this fall 
with full rosters of teachers after a 
six -month teacher's exchange pro- 
gram on CJON St. John's, the sta- 
tion reports. Over 600 applicants 
responded to the broadcasts of 
schools seeking teachers and teachers 
seeking jobs. 

A weekly series of broadcasts by 
public schools in Norfolk, Neb., 
marked its 35th anniversary on 
WJAG Norfolk this fall. The series 
went on the air in 1925 at the urging 
of Dr. Allen P. Burkhardt, superin- 
tendent of schools, the station re- 
ports. 

( 

CONFECTIONS 

SWEETMEATS 

Candidly, can you think of any- 
thing sweeter than a 952% in- 
crease in business? That's how 
much candy and confections ad- 
vertising alone has increased in 
only three short years on WPAT. 
What a comfit we are to the men 
who make and market Athericá s 

finest confections! Or any other 
product, for that matter. Our mu- 
sic, so sweet, so low, provides the 
perfect setting for your sales mes- 
sage. Dexterously designed to de- 
light listeners throughout 31 
counties in New York, New Jer- 
sey, Pennsylvania and Connecti- 
cut, it's the most mellifluous 
sound in America's largest mar- 
ket. And how it sweetens sales! 
Ask the makers of America's 
leading confections. Ask Fanny 
Farmer, Ferrara Candy, Loft 
Candy, The Roxo Candy Com- 
pany, Sclrrajt's (Frank G. Shat- 
tuck Company) and William 
Wrigley. In three short years, all 
of them have advertised on 
WPAT ... the station with the 
flavor of success. 

WPAT 

WPAT- FM 
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'PA memo 

Houston Media Unite To 
Promote Sixth Largest City 
In a rare spirit of cooperation, elev- 

en Houston, Tex., media, including 
seven radio stations, tc.anted to- 

gether recently to promote Houston's 
new position as the sixth largest city 
in the country. 

Houston stations in on the proces- 

sion were KCOH, KILT, KNUZ, 
KI'RC, KTHT, KTRH and KM-Z. 
who shared expenses for the national 
advertising campaign with The 
Houston Post and three television 
stations. 

l'rinie targets oI the two -mouth 
campaign were national advertisers, 
space and time buyers, who were 

told of Houston's uc.w position 
through wide media coverage. Ads 
appeared in The New )'ork Titers 
and seven major advertising trade 
magaiines. Outdoor and direct -mail 
played a pant in disseminating the 
news of Houston's rise to "No. 6," 
the position reached after 1960 Cen- 
sus tabulations. 

Desks of time a:d space buyers 
were flooded with six -inch steel 
rulers carrying the Houston mes- 

sage. To denote each inch, the rulers 
bear a "6" instead of the usual des- 

ignation of progressive numers. 
For its outdoor campaign, the 

Ilouston group went right to the 
heart of Times Square, New York. 
purchased spate (m a 68 by 12 loot 
bulletin board. The board was wen 

by millions of passers -by, including 
time and space buyers, from the 
1 \'orld Series through Election Day. 

Gull State Advertising Agency, 
Inc., Houston, represented the me- 
dia group. 

High in the Sky, He Gets 
Response from 150,000 
11 Ted Brown, 1\' \IGM Nev s York, 
thought cars had wings, he last 
month found out if they could Ily. 

He was suspended Ior six days. 
three hours and ïl minutes in a 1961 

station wagon, held 50 lest from the 
ground by a giant o unst section 
crane. From his precarious perch, 
he told listeners on his morning 
show that they could have the sta- 
tion wagon free it they guessed how 
lung he would stay up. 

Over 150,001) entries %vere re- 
tched from listeners and visitors to 
the site, according to the station. 

'Piggy Bank' Contest Draws 
Heavy Mail for Coins 
More than 1,5110 talus and letters 
each week flooded the desks at 
WHIM* * Indianapolis, reports the 
station, in its recent "Piggy Bank" 
contest. 

During each of \VFIB\I's four disc 
jockey programs. a ii assortment of 
coins was chopped into the piggy 
bark. Listeners were asked to guess 
how much money would be in the 

LINING up to sign contracts for ¡oint campaign to promote Houston as the nation's sixth largest 
city are (seated, I. to r.) Jim Richdale, KHOU -TV; Leon Jaworski, president, Houston Chamber 
of Commerce; W. Howard Baldwin, The Houston Post; Hal Vester, KTHT; (standing, I. to r.) 
Seymour Cohen, Gulf State Advertising; Bobby Meeker, KCOH; Cal Perley, KXYZ; Frank 
Stewart, KPRC; Willard Waldbridge, KTRK -TV; Tom Jacobs, KTRH; Kirt Harriss, KPRC -TV; 
Bill Weaver, KILT; Dave Morris, KNUZ; and Adie Marks, Gulf State Advertising, group's agency. 
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bank at the end of a month. 
The winner who came closest won 

the bank :oui cash. Each tinte coins 
%were dropped in the bank, their de- 
nomination %vas announced, the sta- 
tion says. 

Air Media Form Association, 
Spur Local Retail Sales 

Competing stations in \ledford, 
Ore., recently locked :serous to form 
the Broadcast \ledi:t Association, an 
alliance to stimulate sales through 
cooperative efforts. 

First project of the five radio sta- 
tions and one tv outlet was a recent 
two -hour simulcast to promote the 
Fall Greater \ledford Ilavest Festi- 
val, an annual sales event sponsored 
by \ledford merchants. Radio sta- 
tions involved in the simulcast, all 
members of the BMA. were K \IEI), 
Ki )\', Kl)OV, K\VIN and KYIC. 
They simultaneously broadcast nnt- 
sic and entertainntcnt, dedicating va- 
rious segments to fringe communi- 
ties within listening reach. Conuner- 
cial time was sold to the Greater 
\ledford Retail Merchants' Associ- 
ation, as %veil as to local businesses. 
Messages promoted the values on 
sale during the Festival. 

Both merchants and broadcasters 
were enthused with results, accord- 
ing to Ray Johnson, K\IED general 
manager and secretary -treasurer of 
the B \IA. 

Station's Exhibit Booth 
Center of Heavy Balloting 
\VHBC Canton, O., added an extra 
touch of promotion to its display 
booth at the city's recent Decade of 
Progress Exposition. Visitors who 
registered at the booth got a chance 
to bid for an am-fm radio by guess- 

ing the number of public service an- 
nouncements \VHBC broadcast dur- 
ing the 1950's. Nearly 25.000 people 
stopped to stake an estimate ill an 
attempt to come closest to the ac- 

tual number, 71,007, the station re- 
ports. 

'Denotes stations who are members of 
BPA (Broadcasters Promotion Association) 
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