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35 CENTS 

a McLENDON STATION 

KTSA 
MORNINGS: 31.9% 

AFTERNOONS: 31.3% 

These Hooper figures for October- November 

make KTSA again San Antonio's undisputed 

number one radio station! 

KTSA -A MEMBER OF THE NATION'S HIGHEST RATED GROUP. 

other McLendon Stations 

KAM. KILT KLIF WAKY KEEL WYSL 
San Francisco Houston Dallas Louisville Shreveport Buffalo 



SOUNDSMANSHIP 
DEFINITION: Today's radio business. The business of creat- 
ing that different, can't -be- copied sound -image for your 
radio station. The sound -image that produces peak sales. 

SOUNDSMANSHIP = RADIO SALESMANSHIP 

How do you get SOUNDSMANSHIP? 
EASY. Call your Ullman -Man. He'll tell you the facts about 

T 

the program and 

production service 

that digs more 

dollars for you 

IMN JINGLES and TARGET JINGLES 
the station jingles with the most ear appeal for every format 

SPOTMASTER tape cartridge equipment 
the complete hi -fi, low -cost recorder -playback unit 

to put SOUNDSMANSHIP 
to work for you now, 

1 4sIvIPV 

RICHARD ULLMAN, INC. 
1271 Avenue of the Americas, New York 20, N.Y. PLaza 7 -2197 

THE BIG SOUND is produced 
by Stars International, Inc. 
and sold exclusively in the U.S.A. 
by Richard H. Ullman, Inc., 
both Divisions of 

THE PETER FRANK ORGANIZATION, INC. 

Hollywood. Calif. New York, N.V. 



AD10 
is the 
music to 
a lyrical 
moment 

Who else makes music the magic that can fill a million rooms ... make a 

million moods? Who else has the sound that is so entrancingly persuasive? 
Only Radio creates this warm response and only Spot Radio lets you choose 
the time and place to match it. 

KOB Albuquerque WINZ Miami WRNL Richmond 

WSB Atlanta WISN Milwaukee KCRA Sacramento 

WGR Buffalo KSTP Minneapolis-St. Paul WOAI San Antonio 

WGN Chicago WTAR Norfolk-Newport News KFMB San Diego 

WFAA Dallas-Ft. Worth KFAB Omaha KMA Shenandoah 

KPRC Houston WIP Philadelphia KREM Spokane 

WDAF .. Kansas City KPOJ Portland WGTO Tampa -Orlando 

KARK Little Rock WJAR Providence KV00 Tulsa 

Hudio Division 

Edward Petry & Co., Inc. 
The Original Station 

Representative 

NEW YORK CHICAGO ATLANTA BOSTON DALLAS DETROIT LOS ANGELES SAN FRANCISCO ST. LOUIS 
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ONCE AGAIN ... JACK GOULD! 

THE NEW YORK TIMES 

NOV. 9, 1960 
µLlci I 

Kennedy IL 

Ironically it was Station 
WTIC -TV in Hartford, Conn., 
which outdid all the fancy 
network computers. On the 
basis of returns collected with 
almost incredible speed, the 
combined staff of the station 
and The Hartford Courant 
predicted at 7:30 P. M. the 
victory of Kennedy in the 
state and reported that he 
would be a 10 -to -1 favorite in 
the nation. By analyzing key 
precincts in the state, the 
staff also detected the major 
trends that were to appear 
later on a national basis. 
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THE NEW YORK TIMES 

NOV. 6, 1958 

impossib._. 

..'' But one point did stand out 
in connection with the Con- 

, necticut race, the results of 
sift which gave the first hint of 

the strong Democratic sweep. 
Station WTIC in Hartford ran 
far ahead of the networks and 
other New York stations in 
giving details. Since at that 
early hour in the evening 
there wasn't much other news 
to report, it seemed odd that 
no network picked up the 
WTIC account. 

Later in the evening n`' 
out -of -town static 

heard gig' 

5 

7 

7 

WTIC-TV 3 CBS Affiliate 
REPRESENTED BY HARRINGTON, RIGHTER & PARSONS, INC. 

WTIC 50,000 watts NBC Affiliate 
REPRESENTED BY THE HENRY I. CHRISTAL COMPANY 

BOTH SERVING SOUTHERN NEW ENGLAND FROM 

HARTFORD, CONNECTICUT 
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Dear Reader: 

With this issue, U.S. RADIO launches its first annual Airfax 

a factual guide to the buying and use of radio that is designed 

to remain on the desks of advertiser and broadcast management 

for 52 weeks. 

Actually, the idea for Airfax has been in the planning stage 

for the more than three years that U.S. RADIO has been in publi- 

cation. But the gathering and presentation of such material re- 

quires an accumulation of information and experience that only 
time can bring about. 

U.S. RADIO has always felt that the need was urgent for an 
annual radio -only publication providing the necessary facts 
and figures on the radio medium, how it is used and how it is 

progressing as a communications and advertising force. 

What is Airfclx? It is many things. It is a report on the 

forces creating the new shape of radio. It is a directory of the 
names of the firms that are using spot radio and their agencies 
as well as the cities from which it is bought. It is a listing 

of national network clients. It contains 21 different case his- 

tories on how radio is used. In a 27 -page research section, it 

has the latest available facts on in -home and out -of -home listen- 
ing patterns, cumulative audience measurements and market re- 
search, among many other areas of research. 

Airfax is also a report on the latest trends in radio commer- 

cials as seen through the professional opinions of agencies and 
independent producers. It is a listing of national radio repre- 
sentatives, their offices, executives and stations. It contains, 
too, a listing of national radio networks and their executives. 
It is a description of the latest offerings in the field of pro- 
gram services as these firms attempt to keep pace with the renewed 
station interest in establishing individuality in programming 
content. It is a review of the latest developments in the broad- 
cast equipment field, covering both consumer receiver sets as 
well as station equipment. 

We believe U.S. RADIO Airfax will fill a vital need in the use 
of radio. The best way to get started in using it is to turn to 
the table of contents on page 4. 

We believe that upon glancing at what Airfax has to offer 
you will be as enthusiastic about its use as we were about its 
preparation. 

Arnie Alpert 

Publisher 

U. S. RADIO AIRFAX 1961 
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U. S. RADIO is published monthly by Arnold Alpert Publications. 
Inc. Editorial and Business Office 50 West 57th Street, New York 
19, N. Y. Circle 5 -2170. Chicago, 111. -161 E. Grand Ave. WHite- 
hall 3.3686. Printing Office -3110 Elm Avenue, Baltimore I1, Md. 
Price 35( a copy; subscription, for U.S.A., $5 a year which includes 
U.S. FM, monthly publication also published by Arnold Alpert Publi- 
cations, Inc. U.S. Possessions and Canada $6 a year for both maga- 
zines. Please advise if you move and give old and new address. Copy- 
right 1960 by Arnold Alpert Publications, Inc. Accepted as con- 
trolled circulation publication at Baltimore, Maryland. 
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listened 
ro 

total adults adult men 

Station B 15.3 14.2 

Station C 14.1 12.6 

Station D 13.8 12.2 

Station E 9.2 9.7 

16.4 

15.6 

16.4 

8.6 

No other station has over 7.8 %. 

The station that has the adult 

audience with buying power! 

... confirmed by the July 1960 findings of the 

Stephen H. Wilder Foundation Survey, "The Cli- 

mate of Attitude in Cincinnati, Ohio," executed by 

Scripps -Howard Research! The tables on the right 

clearly indicate that the adult audience with buy- 

ing power in Cincinnati is tuned in to WKRC radio. 

The survey was made by personal interviews 

in homes of 1000 respondents (one person per 

household), 21 years or older and distributed by 

sex (48% men, 52% women). An area probability 

sample was employed which specified 39 different 

areas within the corporate limits of Cincinnati. 

For all the facts on WKRC's leadership in Cincin- 

nati, call your nearest Katz office, or Hubbard 

Hood, WKRC, Cincinnati, for a copy of "The Cli- 

mate of Attitude in Cincinnati, Ohio." 

WKRC- AM- TV -FM, Cincinnati, O. 

WTVN- AM- TV -FM, Columbus, O. 

WBRC- AM- TV -FM, Birmingham, Ala. 

WKYT -TV', Lexington, Ky. 
Sales Representatives: The Katz Agency, Inc., 'The Young Television Corp. 

over $6,001 $3,000- under 
$10,000 $10,000 $6,000 $3,000 

Station B 

Station C 

1.9 1I.5 18.0 

15.4 13.2 

18.5 

14.8 12.9 

Station D 23.0 18.3 

Station E 1.9 j ' 5.8 

--- -- go- £ No o3heristatioo.btavrer 11.5% 

10.8 

11.0 

12.1 

12.1 

first 
adults 
with 
good 
jobs 

usewives 1 unskìllec 

Sta on B ' 8.9 

Station C 

Station D 

Station E 

7.3 

15.7 20.5 

15.7 15.9 

24.4 12.4 16.8 6.0 

12.4 8.8 10.6 

No other station has more than 12.4 %. 

college i high school grade school 
education education ' education 

Station B 

Station C 12.4 

Station D 19.2 13.0 

Station E 4.7 9.9 10.8 

111M 
No other station has more than 10.9 %. 

18.5 

14.2 

11.2 



NEGRO 
Community Programming 

SPANISH /PUERTO RICAN 
Programming 

of Whirl -Wind sales action 

WWRL 

Airfax Index -1961 

ADVERTISERS 

Air France 

Borden's Jingle Copy 

Bulova Watch Co. 

Champion Spark Plug Co. 

Charm- Candy Jingle Copy 

Columbia Pictures 

d -Con Co.'s Rodenticidc 

E. 1. duPont de Nemours & Co. 

Fonda Container Corp. 

The Frito Co. 

Crosset & Dunlap 

Hamilton Watch Co. 

John Hancock \lutual Life Ins. Co. 

Ilamer's Magazine 

Charles E. Hires Co. 

Howard Ch,tlies. Inc. 

Mary Ellen's, Inc. 

National Biscuit Co. 

National Spot Advertisers (A 

Paramount Pictures 

l'et Milk Co. 

Switzerland Cheese \ssoc. 

Texaco 

Twentieth-Century Fox 

Wm. Underwood Co. 

United Artists 
Universal- international 

Western \lineral Products Co. 

Pg. 

61 

110 

65 

66 

110 

79 

68 

69 

70 

71 

72 

73 

71 

75 

76 

77 

78 

80 

Listing) 51 

79 

81 

82 

83 

79 

81 

79 

79 

83 

AGENCIES 

N. W. \)er's Campaign for Hamilton 
\Patch 

It13D0's . \ir France Strategy 

73 

64 

13111)0's Campaign for dul'ont's Telar 69 

8131/0 Comments on Commercials 107 

Cunningham & Walsh's Texaco Success 83 

Danger- Fitzgerald -Sample's Frito's 
Campaign 71 

D':\rey Comments on Commercial 
Jingles 109 

Friend -Reiss' Grosset & Dunlap 
Network Campaign 72 

Joe Gans' Fm Strategy for Ilarper's 
Gardner's Campaign for Pet Milk 81 

Guild, Bascom & Ilonfigli Comments 
on Jingles 111 

Guild, Bascom & Bonfigli's Regional 
Campaign for Mary Ellen's Jams 78 

Kenyon and Eckhardt's Underwood 
Campaign 84 

\Maxon's Hires Root Beer Campaign 76 

McCann- Erickson's Bulova Campaign 65 

McCann- Eriekson's John Hancock 
Campaign 74 

McCann- Erickson's National Biscuit 
NEW YORK DE 5 -1600 Campaign 
* 10:00AM- 5:30PM Mogul, Williams & Saylor's Howard 
* *5:30PM- 10:00AM Clothes Campaign 77 

Needham & Crohmann on Charms 
Candy Jingles 

Smith, Hagel & Knudsen's Fonda 
Container Campaign 

J. Walter Thompson's Champion Spark 
Plug Campaign 

Thompson -Koch's d -Con Campaign 
Williams & London's Fm Campaign 

for Switzerland Cheese Assoc. 

Young & Ruhicam on Humor in 
Jingles 

Pg. 

110 

70 

66 

68 

82 

110 

COMMERCIALS 
11111)0 Continents on Commercials 107 

C Ilcar Services, Jingle Specialists, 
on Commercial Jingles 108 

D'Arcy Comments on Jingles 109 

Guild, Bascom & Bonfigli Comments 
on Jingles 111 

Jingle Mill, Jingle Specialists, on 
Commercial Jingles 109 

Music Makers, Jingle Specialists, 
on Commercial Jingles 108 

Needham & Crohmann on Charms 
Commercials 110 

Young & Ruhicam on Humor in 
Commercials 110 

FM RADIO 
Collins Survey on Fin Equipment 

E1\ -FCC on Number of Operating Fm 
Stations 

Fin Stereo Multiplexing 
Gates Radio on Fm Transmitters 

Hamilton Watch Co.'s Use of Fm 

Harper's Use of Fm 

Sample List of Receivers on 1961 
Market 

Swiss Cheese Assoc. Uses Fm 

NETWORKS 

ABC's Advertisers 
ABC's Grosset & Dunlap Campaign 

CBS's Advertisers 

CIlS and Texaco's Operacasts 

Keystone's Advertisers 

Networks and Their Executives 
(A Listing) 

NIBS', Advertisers 

NBC's Advertisers 
Underwood Deviled Ilam Uses Godfrey 

on CBS 

PRODUCT CATEGORIES 
AUTOMOBILE AND 

ACCESSORIES 

Champion Spark Plugs 

80 DuPont's Telar Anti -Freeze 

Texaco 

100 

23 

102 

100 

73 

75 

104 

49 

62 

72 

62 

83 

63 

97 

63 

62 

84 

66 

69 

83 

(Cont'd on p.10) 
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Stereo 
Showcase where your sales message 

and particular people meet 

WGY initiated the first Stereo program in its 
market -adding to the initial excitement caused 
by the introduction of Stereophonic sound using 
AM and FM radio. The acceptance was im- 
mediate as hundreds of music lovers wrote to 
WGY for information on how to place their FM 
and AM receivers to enjoy Stereo to its fullest - 
Stereo on WGY and WGFM for 55 minutes each 
evening, Monday through Thursday, and again 
on Sunday at 2:00 on "Concert in Stereo." 

With this new dimension in sound, WGY and 
WGFM present the best in recorded music, all 
fitting our "smoothest sound" pattern. The 
music ranges from "Porgy and Bess," to Dixie- 
land, to Bach, to the exciting original sound 
tracks from Broadway shows such as "South 
Pacific." 

The people listening to Stereo are particular 
people- people who will spend money to satisfy 
their appetites, for finer living. Perhaps your 
product fits into their scheme of daily life. Put 
a new dimension in your sales message -put 
your sales message in Stereo Showcase. 982-13 

WGY -810KC WGFM- 99.5MC General Electric Stations 
Serving Albany, Schenectady, and Troy, plus Northeastern New York and Western New England 

REPRESENTED BY HENRY I. CHRISTAL CO., INC. 
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YOU 

LEARN 

A LOT 

IN 33 YEARS 

Storer Broadcasting Company has learned 
that responsible, responsive audiences are 
the keys to success in broadcasting. We've 
learned that the best way to develop such 

audiences is to operate in the public interest. 

We've learned, too, that before you can sell 

a product or an idea, you first must earn 
your position within the community, both 
as a good neighbor and as a broadcaster 
of integrity. 

For 33 years Storer stations have had 
responsible, responsive audiences. We are 
appreciative of this continued interest and 

confidence; and we will do everything with- 
in the bounds of good taste and highest 
community service to keep them. 

STOKER BROADCASTING COMPANY 
33 years of community service 

NATIONAL SALES 

Radio 
DETROIT... WJ BK 

CLEVELAND....WJW 
TOLEDO...WSPD 

WHEELING...WWVA 
PHILADELPHIA....WIBG 

MIAMI...WGBS 
LOS ANGELES... KG BS 

OFFICES: 625 Madison Ave., N.Y. 22, PLaza 

Television 
DETROIT WJBK.TV 

CLEVELAND WJW -TV 

MILWAUKEE WITI -TV 

ATLANTA WAGA.TV 

TOLEDO WSPD -TV 

1.3940 / 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 



INDEX (Cont'd from p. 6) Pg. 

Pg. WATCHES AND JEWELRY 
BUILDING AND 
CONSTRUCTION 

We>tem NIineral's 7.onolitr 

CLOTHING 

Howard Clothes 

FOOD AND BEVERAGES 

Frito Corn Chips 

Charles E. Hires Root Beer 

Switzerland Cheese Assoc. 

Underwood Deviled Ham 

PUBLISHERS 

Grosset & Dunlap 

Hatper's Magazine 

83 

77 

71 

76 

82 

81 

Rulova Watch Co. 

Hamilton Watch Co. 73 

MISCELLANEOUS 

Airline-Air France 

Paper Plates -Fonda Container Corp. 

In- urance -John Hancock Mutual Life 

PROGRAMMING 

Peter Frank Organization 

Harn' S. Goodman Productions 

Program Development & Research 
Corp. 

I'rogramatic Broadcast Service 

72 Radio Programming Senke, Inc. 

75 George Skinner Radio Fcaturette 

64 

70 

74 

114 

116 

118 

120 

116 

118 

Public Affairs Radio Corp. 

Record Source Inc. 

Roffman Associates 

RCA Recorded Program Senke 
Allen Sands Productions 

Trand Associates 

RADIO EQUIPMENT 

Collins Equipment Survey 102 

EIA on 1960 Set Production 99 

EM on Radio Production 1922.1959 100 

EIA on Radio Retail Sales 1922.1959 102 

Sample List of Receivers on 1961 
Market 104 

Pg. 

118 

119 

120 

11 

11 

11 

3 

9 

9 

REPRESENTATIVES 

Jolm Rlair's l'rizcWinning Comm', 
cials 11 

(Cont'd on p. 14 

0 

it takes a "QUALITY TOUCH" to cover a 

quality market of this magnitude!* 

Figures based on Soles Management 

"Survey of Buying Power," July, 1960 

Coveroge based on rodio NCS #2. 

10 

population 5,188,800 

families 1,508,800 

income buying $8,062,930,000 c income 

retail 
sales $6,064,186,000 

WFAA 
RADIO DALLAS 

*820 KC -NBC 
Dallas 50,000 watts 

570 KC - ABC 
5,000 watts Broadcast Services of The Dallas Morning News 

U. S. RADIO AIRFAX 1961 



BEN FRANKLIN 
could have been "The Mr. Big" of W P T R 
Because Ben wouldn't run "formula radio" any more than 
he ran a formula publication. We believe his concept 
(like that of WPTR) would be to create the type of 
responsible broadcasting that would serve its community 
best. The transmission of news, the intelligent interpreta- 
tion of news and the courage to take stand on issues is 

GRASS ROOTS RADIO AT ITS BEST. This is WPTR. 

WPTR originated "Action - Central News " - it has a 

minimum of 48 newscasts every day -it pioneered "radio 
editorials ". "Public opinion polls" are among its regular 
features. It delivers more public service time to its area 

than any other radio station in this 2,000,000 plus market. 
People trust it. 

Perhaps it's why WPTR has more local advertising than 
the next 3 stations combined; more total advertising 
than the next 2 stations in the market put together. 

WPTR50,000 EOPLE PEOPLE WATTS 
ALBANY, TROY, SCHENECTADY 
The Dominant Station in the market according to Pulse. 
Right up there with Hooper, too. For full details -see your 
EAST /man. Foster & Creed, in New England. 
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DUNCAN MOUNSEY EXEC. V. P. OF WPTR 
A division of SCHINE ENTERPRISES 



NOW READY TO BUSE 
BASED ON NEW t 

SRDS NOV. ISSUES REFLECT 
ESTIMATES OF JULY 1, 1960 
MARKET CONDITIONS 

Accessibility and convenience of up -to- 
date consumer market data and media 
maps in SRDS, prompt wide use by buyers 
of media 

November issues of SRDS will have the only pub- 
lished data which projects complete estimates from 
the new 1960 census releases 

Every 6 months STANDARD RATE & DATA SERVICE 

publishes new and complete national market data - 
covering all counties in the United States. The data 
is kept current in interim months as significant 
changes occur. 

This is the only service in the country that provides, 
such frequent re- evaluation of the statistics upon 
which media and marketing decisions must be based. 

SRDS Spot Radio, Spot TV and Newspaper books 
contain latest figures on population, households, 
consumer spendable income and retail sales by 
states, counties, cities and metropolitan areas. The 
Farm Section of the Consumer Magazine book also 

contains up -dated market information. 

PANEL OF MEDIA BUYERS INDICATES RELIANCE 
ON SRDS MEDIA MAPS AND MARKET DATA 

In 1959 a national panel of media buyers was formed 
to provide reliable information on the uses to which 
the SRDS books are put and to guide us in the 
development and improvement of SRDS services. 

In the spring of 1960, two panel studies revealed the 
following pattern of use and indication of adequacy 
of SRDS maps and market data: 

Maps 90.4 86.2 
Newspaper 

Consumer Market Data 83.0 84.1 
Rates & Data 

Ranking Tables 80.9 85.1 

Maps 97.7 89.5 
Spot Radio 

Consumer Market Data 
Rates & Dcta 

94.2 94.2 

Ranking Tables 90.7 93.1 

Maps 97.8 87.7 
Spot TV 

Consumer Market Data 
Rates & Data 

95.5 93.3 

Ranking Tables 92.1 92.1 

From this panel response, it seems reasonable to con- 
clude that, in the normal process of market selection 
and media evaluation, market information and 
media information go hand -in -hand. Having them 
together in SRDS is a great convenience to both 
buyer and seller of space or time. So it makes sense 
for a medium to register its whole sales story by 
advertising its market and market coverage in the 
market data sections of SRDS and its special values 
as an advertising medium on the listing pages. 

note: To correlate USE of maps and data 
with user evaluation of ADEQUACY, only the 
75% of panelists who answered BOTH 
questionnaires are recorded here. 
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NEW MARKET DATA 
CENSUS REPORTS 

State, County, City, Metre Area Data 

04,303 T.aal-alay 

NEW YORK 

-r - -E 
._. ;tom` 

w : ,. SRDS Consumer Market Data Summary 
United States, Regional, State Totals 

Conos 

33,30531131 In 10 1 la WA fa 63 A 738 113 a 03.30 cm, Ins a 10 a pic 4 11T 163..1 104.113 .13.117/031 6.113 1612.331.9 17 Lea 35.1318a 31.1.3 41 21 a 77A7I .17 

77 61304 7S113 4,210 43 Ma IA alo - 

7;1P . . .. 
. . --, Table of Metro Area Rankings ' METRO DATA 

groan.. Tansfal, .134.3 

SRDS media /market maps are 
revised regularly to give a quick, 
accurate picture of the over -all 
market...city size, type of daily 
media available, county outlines, 
and cities. 

I 

SRI'S 
Standard Rate & Data 
Service, Inc. 
The National Authority Serving 
the Media- Buying Function 

0 0 MG Etra 
C. Laury Botthof 
President and Publisher 
5201 Old Orchard Road, Skokie, Ill. 
YOrktown 6 -8500 
SALES OFFICES: SKOKIE NEW YORK 
LOS ANGELES ATLANTA 
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"The Heartbeat of 

the Corn Country" 

5,000 watts 960 KC 

Shenandoah, 
Iowa 

Covers 67 Counties* 
in 4 top farm states 

H 

NCS :42 - Iowa, Nebraska, Kansas, Missouri 
Total population 961,500 

69% 
KMA 

KMA 

live on farms 
or towns under 2.500 

Fas programmed to meet the needs 

of this WHOPPING majority for 
over a third of a century 

fills this BIG GAP between metro- 
politan markets as no other medium 
can 

Total Consumer 
Spendable Income $1.350,273,000 

Cross Farm Income .. $1237,800,000 
Retail Sales __ _- $1.122,062.000 
( Income and sales source -SRDS est luly'59 -'591 

35 years of reliable 
farm service radio 

K MA- 
KMA- 
KMA- 

KMA- 

KMA- 
KMA- 
KMA- 

KMA- 

KMA- 

Two full -time farm service men. 

Two full -time veteran newsmen. 

Seasoned air posona lilies. Ten have 
an average of 21 years in radio. 

Proved audience appeal with a 

balance of farm service, news, 
weather, markets, sports, home- 
making. good music, and ABC net- 
work. 

Full -time merchandising promotiion. 

35 years under same ownership. 

Publishes KMA Guide Magazine 
(SI per yr. 11,000 paid. 

Auditorium scats 800, popular 
meeting spot for farm, civic, po- 
litical organizations 

Twin Bonanza, full -time pilot, to 
speed news, service, business. 

All adds up to 
SELLING KNOW -HOW! 

Represented by Edward Petry & Company 

INDEX (Cont'd from p. 10) 

Representatives and Their Stations 
(A Listing) 

Adam Young on Spot Radio Market 
Research 

RESEARCH 
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87 

39 

Chapman -FCC Study of Broadcast Rev- 
enues Ratio to Retail Sales 18 

EIA -FCC on Number of Stations in 
Operation 23 

EIA on Radio Retail Sales 1922.1959 102 
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EIA ou 1960 Set Production 99 

FCC on Radio Revenue 17 

Nielsen on Audience Composition 26 

Nielsen on Auto Tune -In 28 

Nelsen on Average Daily Radio Usage 28 

Nielsen on In -Home Radio Audience 25 

Number of FM Stations in Operation 17 

Ilooper's New Rating Experiment 41 

I\1S Report ou Broadcast Equipment 102 

Number of Am Stations in Operation 17 

16 Pulse Reports on Fm 49 

Pulse on C lative Audience in 
35 \larkets 29 

Pulse on Radio Families in 100 
Markets 25 

Report on Research Organizations 
Activities 19 

Spot Radio Growth 1954.1960 17 

SRA -FCC on 1959 Dollar Value in 
247 Markets 

Adam Young on Spot Radio Market 
Research 

SPOT RADIO 

Spot Radio Growth Since 1954 

SRA.FCC on 1959 Dollar Volumes in 
247 Markets 

Adam Young on Spot Radio Market 
Research 

SPECIALIZED RADIO 
FARM RADIO 

d-Con's Rodenticide Campaign 

NEGRO RADIO 

Pet Milk Co.'s Campaign 

19 ( 

39 

17 

19 

39 

68 

81 

Nabisco's Millbrook Bread Campaign 80 

SUMMER 

Nabisco's \lillbrook Bread Campaign 

Topekans 
ll a ve 

Lost 
Their heads 

Over.,. 

TOPEKA, KANSAS 
F.M. in Topeka means more than 
Fine Music. It also means a FINE 
MARKET. Topekea's percentage of 
professional people is far above 
the national average. As the State 
Capital, home of a growing uni- 
versity, and the home of cultural - 
precipitating influences like the 
Menninger Foundation- Topeka is 

an FM "natural." And immediate 
reaction to KTOP -FM proves if. 
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MEN 
The Quality Sound 

WJAR Radio 
Providence, Rhode Island 

Studios and Offices Owned and Operated 
176 Weybosset Street By 

GAspee 1 -8255 The Outlet Company 

NBC Affiliate 
5000 Watts 

920 KC 

National Representative - Edward Petry & Company, Inc. 



1 t - 

cst1 'Tops 

Word in 

iñ Sports! 
. 

Music! 

BUFFALO'S FIRST STATION 

SrMeOt OF 1EPnCE WGR-AM 

ESTABLISHED 1922... 5000 WATTS 

The finest sound in town - The finest sell in town 
Serving Buffalo and the Niagara Frontier 

Van Beuren W. DeVries Vice President and General Manager 
William P. Die, Jr. - Station Manager Nat L. Cohen -- Sales Manager 

550 KC NBC BUFFALO, N.Y. A TRANSCONTINENT STATION 

WROC -FM, WROC -TV, Rochester, N. Y. KERO -TV, Bakersfield, Calif. 
WGR -AM, WGR -FM, WGR -TV, Buffalo, N.Y. KFMB -AM, KFMB -FM, 

KFMB -TV, San Diego, Calif. WNEP -TV, Scranton -Wilkes- Barre, Penn. Tne Ongonai slat on Representative 

Represented by 

TRANSCONTINENT TELEVISION CORP. 380 MADISON AVE., N.Y. 17 
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Spot Radio Volume 
The following figures are supplied by Station Representatives Associati - 

Yea r 

1954 

1955 

1956 

11111111101111111111111111111111111111111111! 

1111111111111111111111111111111111111111111111111 11 111 1 

1957 '1' 111111 11!11111111111 111111 111111 1 1 i 

1958 Pi mil 111111E1111 !11111 1111 

1959 1111111111! II1111I111111111111111111111111h, 

1960 - 1st nine months ! Est.1 

1959 - Ist nine months 

Annual Gross Billings 

$ 120,168,000 

120,393,000 

145,461,000 

169,511,000 

171,939,000 

188,143,000 

$140,477,000 

139,416,000 

The first nine months of 1960 showed a 0.8% increase over same 

period in 1959. 

1961: Year of 
Expectation 
Here are the factors affecting radio's 

evolving new shape as a communications 

and advertising medium par excellence 

Economists have optimistically labeled this 
decade as the Golden Sixties. 

Agencies, advertisers and the radio iudusuv 
have speculated on what's in store for the sound 
medium for the years to come. Will it share in the 
economic pot of gold? Will it move ahead and en- 
hance its role as a communications and advertising 
medium? 

Based on 1960 performance, radio has jumped off 
to a fast start to earn a place for itself at the end of 
the rainbow. And 1961 is certain to see a quickening 
of effort and energy directed at shaping a vital and 
responsive medium attuned to the changing demands 

of listeners and advertisers. 
As a medium, radio is growing by leaps and bounds. 

Owning a radio station is an idea that continues to 
gain in popularity. 

At the end of 1915, there were 1,056 ant and -18 fm 
stations on the air, compared with 1955 when there 
were 2,824 am and 540 frn stations operating. 

The figures through October 1960 show there has 
been little let -up in the pace. At that time, there were 
3,526 am and 785 fin outlets on the air. 

And according to the most recent financial figures 
published in fall 1960 by the Federal Communica- 
tions Commission, radio, in general, has continued 
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'61 expectations 

to be a profitable enterprise. 
The FCC reports that 1959 total revenues for all 

non -network -owned stations were $199.6 million, a 9.3 

percent rise over 1958. And profits for these stations 
amounted to $46.9 million, an 11.9 percent increase 
over 1958. 

The majority of time sales in radio is still local, 

although national spot radio is holding its own and 
inching forward each year. 

FCC figures state that local sales in 1959 came to 

$359.1 million, 11.1 percent higher than 1958. And 
national spot time sales came to $188.1 million, a gain 
of 9.4 percent over the previous year. 

Station Representatives Association estimates that 

Rule of Thumb 
"1 he following guide to what a station can do reve- 

nue-wise was developed by the Paul II. Chapman Co. 
Flic materials used in the analysis were the FCC an- 

nual financial reports as well as Sales .11anageurenf's 
Survey of Buying Power. The ratio figure compares 
total broadcast income with retail sales and shows the 
radio operator what percent of all dollars spent in the 
market place he can expect to receive, basing the final 

figure on the station's share of the market. 

PROVEN AVERAGES 
Ratio of Broadcast Revenues to Metro Area /Home County Retail Sales 

Markei group Broadcast income 
(in thousands) 

Retail sales 
fin thousands) 

Ratio' 

Major 

New York= S 34,078 $18,838.362 .0019 

Next I I markets3 102,752 46,769,550 .0023 

Next 15 markets' 51,619 20,066,790 .0027 

Metropolitans 140.662 50,098,440 .0030 

Medium" 2 5, 601 7,666,550 .0035 

Small 121,407 35,322,450 .0036 

I Adjusted to include revenue from incidental broadcast activities, 

an additional 5.2 %, to broadcast revenues as per FCC report in 

each group. 

2 New York with its estimated metropolitan area population in 

excess of 14 million ranks by itself. 
3 In order of population and all in excess of 11/2 million. Includes 

Chicago, Los Angeles, Philadelphia, Detroit, Boston, San Fran- 

cisco- Oakland, Pittsburgh, St. Louis, Washington, Cleveland and 

Baltimore. 

Range from to 11/2 million. Included are Dallas -Ft. Worth, 
Minneapolis -St. Paul, Buffalo, Houston, Providence, Seattle -Ta- 

coma, Milwaukee, Cincinnati, Kansas City, Miami, San Diego, 

Manta, New Orleans, Portland and Denver. 

All metropolitan areas in FCC report except top 27 shown above. 

6 Non -metropolitan areas of 3 or more stations, FCC report. 

7 Non -metropolitan areas, one and two -station markets, FCC report. 

pIIIIIIIII!II! '. 911!NIII111Mr" ".li!;NIIIiGIIGIIIhIIIIIl1IlIlII11111111111111MIIIIIiIIIIIIIItlIIIIWIIItlllllllllllllllf; '. " va 
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spot radio time sales for the first nine months of 1960 
totaled $140,477,000, compared with $139,416,000 for 
the similar 1959 period, an increase of .8 percent. 

Them arc many ways to measure the changing face 
of radio: 

Increasing radio set sales and production 
New research services 
Programming that is aiming for individual iden- 
tity 
Trend towards greater group ownership 

One of the most accurate treasures of radio's in- 
creasing stature as a communications medium is the 
rising production and sales of radio (am and fm) sets. 

The year 1960 turned out to be the second highest 
in production and sales. The record year was in 1947 
when, :according to the Electronics Industries Asso- 
ciation, 20 million sets were produced (including 
home, clock, portable and auto radios). 

Retail sales that year totaled 17,360,000 sets, exclud- 
ing the 3,159,000 auto sets that were produced that 
year. E1.1 estimates that the final 1960 tallies will 
show that about 17 million radio sets were produced 
in 1960. 'This would not only outstrip the 15,622,000 
production of 1959 but would Ide the second highest 
annual output on record. 

At press time, these were the 10- inonda totals 
(through October) in radio production: 

11,135 ,937 total output of all radio sets. 
Of this total, 5,420,279 units were auto radios. 
And another 766,006 were fm sets. 

The expansion of fin can be seen in the increasing 
fin set production. In 1959, EI:\ reports that 541,000 
fm- equipped radios were manufactured compared 
swish the 19110 figure of 766,006 for 10 months alone. 

Programming 

From an industry point of view, the area of pro- 
gramming is receiving the greatest attention. Many 
innovations that started in 1960 are just beginning 
to take hold. 

Among tide most important trend is the movement 
towards more talk, information and news fare. 

Many observers seem to believe that stations are 
finding "talk" programming the most effective way 
to create individual identity. 

Both at the station and network levels emphasis is 
being put on solid news coverage. Stations, too, in 
growing numbers are finding editorializing an effec- 
tive way to establish community responsiveness. 

Early in 1960, r.s. RAino asked agency executives 
to continent on what's in store for sound program- 
ming. 

Jack 11'. Laminar, J. 1Valter Thompson Co., 
Chicago, and co- author of "Successful Tv Fe Radio 
Advertising" textbook, remarked: 

"There is nothing magic or unusual about enter- 
ing the sixties -yet it makes for an appropriate time 
to look ahead and try to view where radio is going 
during the ... new decade. 

"On a hypothetical balance sheet, we find one of 
radio's main assets to be its universal coverage. The 
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percentage of homes with radios is just a fraction 
under 100 percent. \Vhat a potential for a medium 
of entertainment, enlightenment and selling. But 
a potential is all it is -until people listen actively... . 

"We might call this necessary ingredient "active 
participation" listening . . . A program cannot be 
fully effective if the listener is no more conscious of 
its existence than the fact that the radio set is turned 
on. 

. the listener must be actively aware of the 
program to which the set is tuned before its enjoy- 
ment is actually participated in... 

"The old theory of 'programming opposites' could 
take on new life. A choice must be created for the 
listener. . 

"So as we enter the ... new decade, radio should 

take a square look at its varied audience; it should 
try to contribute to the welfare -which includes the 
entertainment, education, information and cultural 
aspects -of its audience. It can do this by a con- 
structive and varied programming policy which in- 
vites and earns greater active attention by the audi- 
ence." 

And William J. Hoffmann Jr., director of radio, 
BBDO Inc., New York, stated that "programming 
should stress areas where radio can do a better, more 
effective job than, say, tv. For example, news and 
special events." 

Research 
The documentation of the radio audience and 

listening patterns is undergoing great transformation. 

m1111mhIIIT rem n,rm,. 1r. ,.,.,.... ...lmormiammmu 
, an,, mnimmm>mtm. 

Spot Radio Time Sales 
The following information was compiled by the Station Representatives A-soriatian from 
official figures issued by the Federal Communications Commission. It shows the dollar 
volume of spot radio time -ales of national and regional advertisers market by market. 

City or area" 
Years 

19591 19581 
increase 

(decrease) City or areal 
Years 

19591 19581 

qa 

increase 
(decrease) 

I. New York $26,597,178 $24.569.699 8.3 45. Syracuse 926.532 750,282 23.5 
2. Los Angeles -Long Beach 8,174,782 7,340,538 11.4 46. Rochester 1,092,912 930,736 17.4 

3. Chicago 11,976,097 11,123,235 7.7 47. Gary- Hammond -East Chicago 105,079 - 
4. Philadelphia 5,240,245 5,041,589 3.9 48. Akron 417,766 362,705 15.2 
5. Detroit 6,196,002 5,897,405 5.1 49, Allentown -Bethlehem 311,448 279,376 11.5 
6. San Francisco -Oakland 4,834,062 4,151,804 16.4 50. Youngstown- Warren 518,846 486,070 6.7 
7. Boston 4,687,096 4,234,901 10.7 51. Honolulu, Hawaii 571,341 526,039 8.6 
8. Pittsburgh 2,700,424 2,819,223 (4.2) 

52. Oklahoma City 706,497 703,432 .4 
9. 

10. 

11. 

12. 

Washington, D. C. 
St. louis 
Cleveland 
Newark 

3,322,733 
3,791,141 
3,124,807 

2,908,160 
3,399,394 
2,762,319 - 

14.3 

11.5 

13.1 

53. 

54. 

55. 

Hartford 
Toledo 
Jacksonville 

1,754,084 

813,612 

666,225 

1,582,400 

858,616 
571,534 

10.8 

(5.2) 
16.6 

13. Baltimore 1,952,264 1,778,599 9.8 56. Springfield- Holyoke 224,394 254,825 (11.9) 

14. Minneapolis -St. Paul 2,625,052 2,326,788 12.8 57. Sacramento 788,940 685,593 15.1 

15. Buffalo 2,209,204 1,522,594 45.1 58. Omaha 1,021,452 1,048,457 (2.6) 

16. Houston 1,932,679 1,771,695 9.1 59. Richmond 813,419 832,321 (2.3) 

17. Milwaukee 1,998,781 1,481,124 35.0 60. Perth Amboy -New Brunswick 

18. Paterson- Clifton, Passaic 61. Knoxville 417,313 426,099 (2.1) 
19. Cincinnati 2,874,872 2,758,008 4.2 62. Wilkes- Barre -Hazleton 129,469 172,346 (24.9) 
20. Kansas City 2,044,554 1,871,952 9.2 63. Nashville 969,749 975,691 ( .6) 
21. Dallas 1,709, 803 1,455,936 17.4 64. Tulsa 614,715 636,599 (3.4) 
22. Seattle 1,364,457 1,342,634 1.6 65. Flint 316,883 351,874 (9.9) 
23. San Diego 983,959 864,125 13.9 66. Wilmington 189,097 180,904 4.5 
24. Atlanta 1,849,545 1,668,591 10.8 67. Salt Lake City 416,308 414,756 .4 
25. Miami 1,745,521 1,422,490 22.7 68. Grand Rapids 593,993 538,761 10.3 
26. Denver 1,269,711 1,218,637 4.2 69. Fresno 647,931 607,695 6.6 
27. New Orleans 1,230,172 1,113,566 10.5 70. Canton 397,161 342,559 15.9 
28. ProvidencePawtucket 1,076,868 1,075,378 .1 71. Wichita 519,180 498,573 4.1 
29. Portland 1,349,015 1,178, 796 14.4 72. Tacoma 93,974 62,554 50.2 
30. Louisville 1,523,325 1,149,173 32.6 73. Harrisburg 359,202 309,525 16.0 
31. San Bernardino-Riverside- 74. Poughkeepsie- Newburgh- Beacon 

Ontario, Calif. 420,354 361,101 75. Bridgeport 390,929 311,679 25.4 
32. Jersey City 76. Lansing a 

33. Tampa-St. Petersburg 884,636 697,206 26.9 77. Worcester 543,099 507.714 7.0 
34. Dayton 755,813 555,355 36.1 78. Johnstown 133,466 134,356 ( .7) 
35. Albany- Schenectady-Troy 1,345,431 1,310,322 25.0 79. Beaumont -Port Arthur 1 66,516 143,647 15.9 
36. Columbus, Ohio 1,533,700 1,242,948 80. Orlando 205,227 167,413 22.6 
37. Indianapolis 1,595,457 1,405, 246 13.5 81. New Haven 479,331 394,095 21.6 
38. Birmingham 817,660 792,337 3.2 82. El Paso 212,803 195,749 8.7 
39. San Antonio 1,130,893 1,074,125 5.3 83. Peoria 406,388 388,607 4.6 
40. Fort Worth 755,833 693.261 9.0 84. Utica -Rome 205,961 211,526 (2.6) 
41. Norfolk -Portsmouth 480,592 529,499 (9.2) 85. Davenport -Rock Island -Moline 365,764 410,638 (10.9) 
42. Phoenix 446,373 397,809 12.2 86. Chattanooga 184,931 207,689 (10.9) 
43. San Jose 182,605 106,915 70.8 87. Mobile 170,188 211,771 (19.6) 
44. Memphis 1,050,310 1,077,497 (2.5) 88. Spokane 618,970 623,337 ( .7) 
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'61 expectations 
Each of the major radio research organizations have 
taken important steps -some of them brand new - 
to keep research in step with the needs of broadcast 
and advertiser management, more so than at any 
other time in recent years. 

Pulse has turned out a multitude of research pro- 
jects covering, in addition to the usual listening 
surveys, such things as in -depth qualitative studies, 
about 40 special cumulative audience studies (see 

p. 23) and listening studies on specialised radio 
(Negro and Spanish radio). 

In addition, Pulse alone among the major research 
services has done special studies on fin listening and 
the economic -social characteristics of the fin audience. 
Also, Pulse has just announced a new format fot 
measuring fns on a regular basis. 

This fm report shows each subscribing station the 
number of homes reached by it for varying periods. 
-'Here are also daily. weekly and monthly cumulative 
"homes readied" figures. 

City or area" 

There are no ratings or 

Years increase 
19591 19581 (decrease) 

89. Bakersfield 196,019 197,486 ( .7) 

90. Fort Lauderdale -Hollywood, Fla. - 
91. Duluth- Superior 269,052 253,028 6.3 

92. Des Moines 1,500,390 1,491,733 .6 

93. Reading 161,210 155,569 3.6 
94. Huntington -Ashland 190,077 213,948 (11.2) 
95. Tucson 168,206 134.070 25.5 

96. Trenton 212,581 

97. Little Rock 416,117 474,469 (12.3) 
98. Scranton 276.095 237,580 16.2 

99. Shreveport 590,304 652,042 (9.5) 
100. Augusta, Ga. 134,045 147,586 (9.2) 
101. South Bend 259,003 183,395 41.2 

102. Charleston, W. Va. 215,039 218,549 (1.6) 
103. Columbus. Ga. 147,813 158,298 (6.6) 
104. Lancaster 254,642 214,205 18.9 

105. Stockton 270,381 236,833 14.2 

106. Erie 197,279 162,597 21.3 

107. Charlotte 872,689 990,218 (11.9) 
108. Baton Rouge 142,900 181,047 (21.1) 
109. Corpus Christi 167,134 388,741 (57.0) 
I10. Columbia, S. C. 238,887 274,747 (13.1) 
III. Albuquerque 286,171 357,729 (20.0) 
112. Fort Wayne 587,143 533,609 10.0 

113. Hampton- Newport News, Va. 249,318 182,181 

114. York, Pa. 134,662 137,110 (1.8) 
115. Greensboro, N. C. 205,347 155,193 32.3 

116. Evansville, Ind. 215.349 228.009 (5.6) 
117. Charleston, S. C. 178,153 186,615 (4.5) 
118. Austin 218,624 240,714 (9.2) 
119. Binghamton 1 67,466 196,339 (14.7) 
120. Greenville 210,297 213,590 (1.5) 
121. West Palm Beach 46,745 54,603 (14.4) 
122. Pensacola 80,437 62,547 28.6 
123. Wheeling, W. Ve. 459,561 498,951 (7.9) 
124. Madison 253,145 274.432 (7.8) 
125. Lakeland, Fla. 33,991 27,988 21.4 
126. Rockford, Ill. 
127. Lorain -Elyria, Ohio 
128. Saginaw 144,986 25,879 15.2 

129. Hamilton, Ohio 
130. Winston-Salem 134,078 127,808 4.9 
131. Lawrence -Haverhill, Mass. 46,002 
132. Savannah 177,894 194,626 (8.6) 

20 

audicute shares. (See Breakthrough in Audience 
Research, 0.S. FNI, December 1960.) 

The A.C. Nielsen Co. is preparing the Nielsen 
Coverage Survey '61, which gill be its first radio 
coverage study since 1956. 

At press time, there were 300 station and 25 top 
agency subscribers to the new radio coverage study. 

Expected delivery date is the summer 1961. The 
new Census figures on population will, of course, be 
integrated into the coverage survey. 

Radio will be measured completely separate from 
rv. The field techniques include 100 percent mail 
balloting from a panel of approximately 375,000 
homes. "These homes," states Nielsen, "have been 
carelully selected to represent a cross section of the 
total family population in each county." 

NCS '61 will show station market coverage ex- 
pressed in number of counties covered, total homes 
in area, radio homes in area. homes reached weekly, 
percent of total homes readied, percent of radio 
homes reached. Day-part circulation will report lis- 
tener homes reached during the day and night for 
each count} in the station's market coverage area. 

City or areal 
133. Jackson 
134. Waterbury 
135. Lubbock 
136. Ann Arbor -Saline 
137. Macon 
138. Stamford, Conn. 
139. Brownsville -Harlingen -San 

Benito, Texas 

140. Montgomery 
141. Steubenville, Weirton, O. 
142. Kalamazoo 
143. Waco 
144. Colorado Springs, Colo. 
145. Muskegon 
146. Galveston 
147. Eugene, Oregon 
148. Yakima, Wash. 
149. Battle Creek 
150. Raleigh 
151. Roanoke 
152. Springfield, III. 
153. Atlantic City 
154. Amarillo 
155. Jackson, Mich. 
156. Brockton 
157. New Bedford 
158. Altoona 
159. Wichita Falls, Texas 
160. Asheville 
161. Lincoln 
162. Cedar Rapids 
163. Santa Barbara 
164. Salem, Ore. 
165. Topeka 
166. Fall River, Mass. 
167. Springfield, OFio 
168. Portland, M-i c 

169. Champaign- Urbana 
170. Lake Charles, La. 
171. Lowell, Mass. 
172. Racine, Wisc. 
173. Fayetteville, N. C. 
174. Lexington 
175. Waterloo, Iowa 

rItl 

Years increase 
19591 19581 (decrease) 
391,742 232,232 68.7 

75,459 
111,877 102,545 9.1 

59,869 - 
211,879 199,411 6.3 

304,143 339,7- 94 (10.5) 

337,897 327,907 3.0 

30.756 45,595 (32.5) 
129,429 85,048 52.1 
62.502 57,134 9.4 

154,576 171,550 (9.9) 
155,653 151,489 2.7 

616,858 667,7- 72 (7.6) 
166,987 183,576 (9.0) 
98,991 116,292 (14.9) 

134,045 1 26,1 20 6.3 

249,398 240,092 3.9 

73,- 478 72,2- 90 1.6 

259,068 222,517 16.4 

121,284 133,390 (9.1) 
58,163 52,085 11.7 

811,240 859,180 (5.6) 
84,194 95.888 (12.2) 

421,693 429,2- 46 (1.8) 

242,338 245,130 (1.5) 

66.104 69,710 (5.2) 

22,630 31,806 (288.) 
154,660 148,859 3.9 

126,450 
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The out -of -home listening will be included in the 
radio measurements. 

C. E. Hooper Inc. at the close of 1960 released a 

new survey format for Fort Worth. The company 
hopes that it will gain acceptance in other markets. 

The Fort Worth study breaks down the analysis 
of audience shares into four Monday- through- Satur- 
day periods, rather than the former Iwo weekly per- 
iods plus a Saturday category. 

The actual tinte periods measured are 7 to 9 a.m., 
9 a.m. to noon, noon to I p.m. and -1 to 7 p.m. The 
new format adds a full hour to evening driving times 
which formerly ended at 6 p.m. 

Hooper believes that the new time periods reflect 
more accurately the way radio is bought today. The 
firm also feels that the breakdowns will serve as a 

more helpful programming guide to stations because 
the new periods are more indicative of the changes 
made in a normal day's schedule. 

Finally, the Fort Worth study represents one addi- 
tional major departure in "ratings," which Hooper 
hopes will meet with widespread acceptance. There 
will no longer be three -month reports showing Mon- 
day- through -Friday ratings. It is Hooper's contention 
that the audience shares as expressed in the new 

City or area"- - 
Years 

19591 19581 
increase 

(decrease) 

176. New Britain s 114,211 

177. Springfield. Mo. 193,868 203,587 (4.81 
178. Durham 145,714 133.160 9.4 
179. Pueblo 83,759 83,290 .6 

180. Las Vegas 77,349 75,832 2.0 

181. Anderson, Ind. s 

182. Decatur, Alabama 
183. Green Bay 182,263 190,406 (4.3) 
184. Biloxi -Gulfport, Miss. 
185. Daytona Beach 46,713 31,292 49.3 

186. Mansfield, Ohio 
187. Terre Haufe 96,760 
188. Muncie 
189. Ogden 
190. Gadsden, Ala. 40.073 31,968 25.4 

191. New Castle, Pa. 

192. Danville, Va. 46,409 53,929 (13.9) 
193. Bay City, Mich. s 

194. Sioux City. Iowa 89,101 91,246 (2.4) 
195. Tuscaloosa 34,546 42,313 (18.4) 
196. Lima, Ohio 
197. Alexandria, La. 85,430 75,363 13.4 

198. Oshkosh, Wisc. 
199. Williamsport, Pa. 68,161 77,407 (11.9) 
200. St. Joseph, Mo. 
201. Lynchburg 77,820 68.883 13.0 

202. Texarkana 
203. Fargo- Moorhead, N. D. 
204. Portsmouth. Ohio 
205. Elmira 47,655 63,467 (24.9) 
206. Appleton, Wisc. 
207. Odessa, Texas 50,922 36,731 38.6 
208. Manchester 92,804 116,275 (20.2) 
209. Sheboygan, Wisc. 
210. Huntsville, Ala. 51,617 34,497 49.6 
211. Kenosha, Wisc. s 

212. Monroe, La. 73,742 82,835 (11.0) 
213. Sioux Falls, S. D. 90,457 92,220 (1.9) 
214. Dubuque * * 

215. Zanesville, Ohio 
216. Parkersburg, W. Va. 41,133 49,538 ( 17.0) 
217. Lawton, Okla. 

time periods is a sufficient measure of programming 
acceptance. 

Group Ownership & Trading 
Radio station trading is at all -time high. Investor 

interest has never been greater. 
This is leading to expansion of ownership into 

group operations. According to a u.s. tttuto survey 
of media brokers, the number of multi- station owner- 
ships is growing fast. Moreover, a substantial por- 
tion of the "new" money in radio is corning from 
sources outside of the industry (see Brokers See Big 
Fear, September 1960) . 

Alongside traditional names are newer groups whose 
identities are gaining circulation throughout the in- 
dustry. 

Many of the well- established groups have also en- 
larged their radio holdings, such as Westinghouse, 
Storer, McLendon and Storz. 

Along with innovations in programming, research 
and management techniques, radio's forward move- 
ment is being sparked by positive selling efforts both 
locally and nationally. 

All these factors blend to make 1961 a year of ex- 
pectation. 

City or area"- - 
Years 

19591 19581 
incr:ase 

(decrease) 

218. Abilene 67,763 71,637 (5.4) 
219. Tyler, Texas 77,899 9S9 77.3 
220. Reno 8 1,066 62.288 35.0 
221. La Crosse 62,474 68.237 (8.4) 
222. Pine Bluff. Ark. 32,483 2/.379 10.6 
223. Richmond, Ind. 
224. fallahassee 52,878 31,699 66.8 
225. Paducah 57,052 s 

226. San Angelo, Texas 41,630 
227. Longview, Texas 
228. Billings 1 17,898 126,401 (6.7) 
229. Fitchburg- Leominster, Mass. 
230. Wilmington, N. C. 62,842 62,295 .9 

231. Owensboro, Ky. 
232. Lewiston -Auburn, Me. s 

233. Greenville, Miss. 33.547 31,698 5.8 
234. Lafayette. La. 
235. Fort Smith, Ark. 78,039 77,595 .5 

236. Great Falls 65,453 61,764 6.0 
237. Quincy, Ill. 
238. Pittsfield, Mass. * 

239. Meridian, Miss. 3 5, 646 33,521 9.3 
240. Midland, Texas 72,221 59,838 20.7 
241. Laredo s 

242. Kokomo, Ind. 
243. Albany, Ga. 40,037 44,707 (10.5) 
244. Rapid City, S. D. 85,187 
245. Bloomington, Ind. 
246. Columbia, Mo. 
247. Key West, Fla. 

NOTES: 

I. Dollar volume of sales compiled from information published by 
the Federal Communications Commission in annual "Public No- 
tice," giving "Final Am -Fm Broadcast Financial Data." 

2. Cities or areas listed from October I, 1960 issue of "Spot Radio 
Rates and Data" of Standard Rate & Data Service Inc., arranged 
by Metro Area Population, Rank: Percent of U. S.- January I, 
1960." 

3. Items marked * indicate data not published for groups of less 
than three stations. 

4. Items marked - indicate no information published by F. C. C. 
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How many of these services 

DO YOU HAVE? 

Radio Reports for 229 Markets 

L] Televison Reports for 159 Markets 

FM Reports 

n Negro Radio Reports 

Foreign Language Reports 

Area Reports 

Consumer Research Market Studies 

n Audience Profiles of all Network TV Programs 

Annual Review TV -Radio Markets 

Check the ones 
you need. And write for 
complete information 
or phone Judson 6 -3316 

, PULSE 
p RINGS 

DOOR- 
BELLS 

9 INTERVIEWS 
FAMILIES 
IN 
THEIR 
HOMES 

(. S. I.II)IU .1IRFA\ 1961 
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Radio Stations 
In the U. S. 

The number of radio stations on 
the air in the United States tells a 
graphic story of growth from the 
medium's inception and continu- 
ing unabated up to the present. 
The figures through 1959 are from 
the Electronic Industries Associa- 
tion's annual fact book. Stations 
on air through October 1960 are 
reported by the Federal Communi- 
cations Commission. 

Stations on Air 23 

Radio Families in 100 Markets 25 

In -Home Listening 25 

Audience Composition 26 

Auto Plus 28 

Radio Usage Per Home 28 

Cumulative Pulse Measurements 29 

Market Research in Top 100 Markets 39 

New Hooper Analysis 41 

Fm Socio- Economic Profile 49 
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End of 
Year Am Radio 

1945 1,056 
1946 1,579 
1947 1,621 
1948 1,912 
1949 2,085 
1950 2,232 
1951 2,330 
1952 2,391 
1953 2,521 
1954 2,669 
1955 2,824 
1956 3,008 
1957 3,180 
1958 3,318 
1959 3,450 
1960 3,526 

(through 
October) 

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII1111111111111111111111111I11111111 iuudI11111111i111..11111111111111111111111111111111111111111111111111111111111 ::11!'J1," 'u1111111111Y111111uuu111u1111111', 

Fm Radio 

'1'1'111111 

Total Radio 

48 1,104 
140 1,656 
374 1,995 
750 2,662 
733 2,818 
676 2,908 
637 2,967 
616 3,007 
560 3,081 
552 3,221 
540 3,364 
530 3,538 
537 3,717 
571 3,889 
665 4,115 
785 4,311 

dlllllttllll11 111111 1111:1 :i.,nl ;1Iluì111111111111111111111111111111111111I111111u11111111 .I11111111111111111111 
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"Read your Neilsen "Watch your 

every day" Houston, Texas 
advertising pay" 

lb- 

CBS 50,000 Watts 740 KC 

Houston merchants, brokers, factory representatives and advertising agencies will confirm our 
long established reputation in sales results: KTRH has the audience with the INCOME and 

CREDIT RATINGS. Represented Nationally by PETERS, GRIFFIN, WOODWARD, INC. 



Research 

Radio Families in 100 Markeis 
Below is a list of the number of radio families in the metropolitan areas of 100 market. arrang "i nlphubetie 

The list. prepared by Pulse. is taken from audience studies most of which were done in the la -t -ix months of I. 

Akron 152,200 
Albany- Troy -Schenectady 207,300 
Albuquerque 65,200 
Allentown- Bethlehem 126,500 
Atlanta 275,600 
Bakersfield, Calif. 82,803 
Baltimore 482,100 
Beaumont, Tex 88,700 
Birmingham 175,400 
Boston 938,700 
Bridgeport, Conn. 49,000 
Bristol, Tenn. 41,100 
Buffalo 388,100 
Canton, O. 53,500 
Charleston, W. Va. 54,000 
Charlotte 72,000 
Chattanooga 81,900 
Chicago 2,013,300 
Cincinnati 337,600 
Cleveland 528,900 
Columbia, S. C. 56,900 
Columbus, O. 195,500 
Dallas -Ft. Worth 

Dallas 317,800 
Ft. Worth 183,000 

Davenport -Rock Island -Moline 81,600 
Dayton, O. 201,800 
Denver 273,600 
Des Moines 85,000 
Detroit 1,116,100 
Duluth, Minn. 81,100 
El Paso 84,700 
Erie, Pa. 68,100 
Flint, Mich. 104,600 
Fresno 101,700 
mfr° 

Grand Rapids 

GreensEoro, N. C. 

Harrisburg 
Hartford 
Honolulu 
Houston 
Huntington, W. Va. 
Indianapolis 
Jacksonville, Fla. 

Johnstown, Pa. 

Kansas City 
Knoxville 
Lake Charles, La. 

Lancaster, Pa. 

Lansing, Mich. 
Little Ro:k 
Los Angeles 
Louisville 
Memphis 
Miami -Ft. Lauderdale 
Milwaukee 
Minneapolis -St. Paul 

Mobile 
Nashville 
New Haven 
New Orleans 
New York 
Norfolk 
Oklahoma City 
Omaha 
Orlando, Fla. 

Peoria 
Philadelphia 
Phoenix 
Pittsburgh 

104,600 
111,400 
100,400 
137,400 
117,300 
359,300 

71,200 
204,300 
124,900 
37,700 

339,500 
98,900 
38,600 
67,900 
62,700 
76,500 

2,181,500 
205,500 
163,900 
277,200 
350,700 
417,900 

75,000 
104,200 
85,700 

247,600 
4,417,300 

212,400 
143,700 
131,300 
92,000 
89,900 

1,253,400 
169,100 
673,500 

Portland, Ore. 
Providence, R. I. 

Reading, Pa. 

Richmond, Va. 
Rochester, N. Y. 

Sacramento, Calif. 
Salt Lake City 
San Antonio 
San Diego 

San Francisco 

Scranton, Pa. 

Seattle- Tacoma 
Seattle 
Tacoma 

Shreveport 
South Bend 

Spokane 

Springfield, Ill. 
St. Louis 

Stockton, Calif. 
Syracuse 
Tampa 
Toledo 
Trenton 
Tulsa 
Tucson 
Utica, N. Y. 

Washington, D. C. 
Wheeling -Steubenville 
Wichita 
Wilkes- Barre, Pa. 

Wilmington, Del. 
York, Pa. 

Youngstown, O. 

78,,100 
203,400 
75,400 

112,000 
179.000 
143,700 
108,200 
176,400 
304,000 
883,200 

69,700 

354,300 
95,900 
71,600 
50,600 
91,200 

150,400 
632,100 
72,900 

191,700 
232,100 
142,500 
72,000 

117,500 
71,100 
89,400 

579,800 
83,600 

106,100 
101,200 
98,300 
69,200 

166,000 

WEEKLY IN -HOME RADIO AUDIENCE 
This analysis by A. C. Nielsen for in -home listening only shows the radio audience for the various dayparts. 

AVERAGE MINUTE 
% of Weekly % U.S. No. 

Radio Radio Homes 

WEEKLY CUMULATIVE TOTAL 
% U. S. No. Avg. Hrs. 

Radio Homes per Home 
By Dayparts° Uszge Homes (000) Homes (000) Reached 

Mon -Fri Morn. 34 15.7 7,764 71.0 35,110 6.63 
Mon. -Fri. Aft. 23 10.6 5,242 57.9 28,632 5.46 
Sunday Morn. 4 9.8 4,846 35.9 17,753 1.63 
Sunday Aft. 4 10.2 5,044 31.1 15,379 1.96 
Saturday Morn. 6 13.4 6,626 46.1 22,796 1.74 
Saturday Aft. 5 12.1 5,983 33.9 16,764 2.14 
All Evenings 18 6.0 2,967 53.5 26,456 4.73 
12 Mdn. -6 am 6 1.8 890 16.4 8,110 4.60 

24 Hr. 7 Day Total 100 8.3 4,104 82.3 40,697 16.86 

*East & Central Time Zones: N. Y. Time Pacific Time Zo,e: Local Time. Feb. 29 -March 6, 1960. 
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Research 

Audience Composition 

This report ou audience composition for in -home listening for six selected markets across 

the country documents the preponderance of "men" and "women" listeners at any time 

period during the day. (HUR stands for Homes Using Radio.) 

(All Figures Based on March -April 19601 

HUR -% Individuals -(000) 
NEW YORK 

Men 
Audience Composition -( %) 
Women Teens Children 

8 -9 am 20.7 1,602.9 20 60 3 17 

10 -11 18.1 1,245.8 17 65 6 12 

2 -3 pm 7.6 555.7 17 64 9 10 

5 -6 9.4 808.8 28 48 11 13 

8 -9 5.4 580.0 20 36 29 15 

MINNEAPOLIS -ST. PAUL 

8 -9 am 23.3 158.3 21 62 8 9 

10 -11 15.6 93.5 16 68 9 7 

2 -3 pm 12.9 82.4 14 65 11 10 

5 -6 15.9 127.0 23 50 16 11 

8 -9 4.6 33.1 26 42 25 7 

SEATTLE -TACOMA 

8 -9 am 24.2 149.0 22 66 5 7 
10 -11 19.7 106.1 20 74 2 4 
2 -3 pm 14.8 79.8 28 64 3 5 

5 -6 17.4 120.6 35 48 10 7 

8 -9 5.3 36.7 -33 35 24 8 

MEMPHIS 

8 -9 am 15.5 41.1 25 61 5 9 

10 -11 13.8 32.3 18 73 3 6 
2 -3 pm 9.6 22.5 18 66 7 9 

5 -6 14.4 45.0 19 55 13 13 

8 -9 6.4 20.0 31 44 19 6 

DALLAS -FT. WORTH 

8 -9 am 19.7 139.8 26 61 7 6 

10 -11 11.4 70.8 15 75 5 5 

2 -3 pm 8.6 53.5 16 70 6 8 

5 -6 8.7 65.6 30 51 13 6 

8 -9 4.0 35.6 27 48 11 14 

SAN FRANCISCO -OAKLAND 
8 -9 am 19.3 287.5 17 60 4 19 

10 -11 18.2 239.3 16 70 3 11 

2 -3 pm 12.7 167.0 13 67 8 12 

5 -6 14.4 227.2 25 52 10 13 

8 -9 4.7 90.6 15 40 24 21 

Source: Nielsen Station Index 
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Auto Plus 

Here are Nielsen calculations for 

auto tune -in in five markets in differ- 
ent parts of the country. The com- 
pany explains its method: "Nielsen 
measures auto radio listening in the 
Nielsen Radio Index panel. The 
sample homes keep a record of auto 
radio listening in a closed -end diary 
(Audilog) attached to the car radio. 
This data is verified by the Auto 
Recordimeter. A sub -sample of our 
radio homes have a Recordimeter 
installed in their cars. This instru- 
ment records how long the radio is 

operated each day. This elapsed 
time count and auto diary records 
provide a measure of auto radio lis- 

tening volume for the nation. Auto 
radio listening is expressed as a per- 
centage of in -home listening (Homes 
Using Radio -HUR) because the 
family base for each figure is the 
same. A car radio used at a spe- 
cific time may not count as another 
home since the family at home may 
also be tuned." 

Based on March -April 1960 (Except Boston) 
Monday- Friday 

KANSAS CITY 
8 -9 a.m. 

10 -11 a.m. 

In -Home 
HUR ( %) 

Auto -Plus 
(% of HUR) 

Home 
Plus Auto 

25.9 
17.6 

15 

12 

29.8 
19.7 

2 -3 p.m. 12.0 20 14.4 

5 -6 p.m. 15.6 30 20.3 

8 -9 p.m. 4.7 34 6.3 

COLUMBUS, OHIO 
8 -9 a.m. 23.5 14 26.8 

10 -11 a.m. 17.1 10 18.8 

2 -3 p.m. 9.3 30 12.1 

5 -6 p.m. 9.9 44 14.3 

8 -9 p.m. 4.8 39 6.7 

ATLANTA 
8-9 a.m. 19.6 14 22.3 

10-11 a.m. 16.1 8 17.4 

2-3 p.m. 11.5 20 13.8 

5-6 p.m. 10.7 33 14.2 

8-9 p.m. 6.6 23 8.1 

SAN DIEGO 

8-9 a.m. 18.9 9 20.6 
10-11 a.m. 19.2 10 21.1 

2-3 p.m. 11.2 17 13.1 

5-6 p.m. 12.0 36 16.3 

8-9 p.m. 5.7 19 6.8 

BOSTON (APR.-MAY 1960) 

8-9 a.m. 17.2 18 20.3 
10-11 a.m. 17.5 10 19.3 

2-3 p.m. 10.8 22 13.2 

5-6 p.m. 11.4 37 15.6 
8-9 p.m. 5.2 34 7.0 

1111!,,,,.. 

AVERAGE HOURS RADIO USAGE 
PER HOME PER DAY 

AVERAGE HOURS RADIO USAGE 
PER HOME PER DAY 

In -honte radio listening in tv homes compared with 
radio -only homes. The latter represents about 10 per- 
cent of total U.S. homes (Nielsen) . 

Radio -Only 
Television Homes Homes 

In -home radio listening in various county sizes and 
parts of the country (Northeast, East Central, West 
Central, South, Pacific). (Nielsen) 

Total County Size Territory 
U.S. A BC D NE EC WC S P 

1960 1.85 2.71 1960 1.92 2.03 1.86 1.69 2.02 1.65 2.06 2.27 1.75 2.03 

1957 1.87 3.29 
1957 2.11 

1955 2.45 

2.26 

2.35 

1.95 2.05 2.10 1.82 1.74 

2.29 2.64* 1.95 2.38 

2.56 

2.63 

2.16 

2.69 

2.40 

2.80 
1955 1.91 3.72 *C & D 

March -April Each Year March -April Each Year 

uoiiiiiir,,. ;, 1iiimurmr, is 
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VALUABLE MARKETING 

FACTS i ; OLI in this book... 

COPY 
There are 1115 Hometown and Rural radio stations 
in the Keystone Network. You can buy the whole 
package or you can buy them in smaller packages - 
special marketing networks tailored to your advertis- 
ing needs - 100 -200 -300 stations or the whole list. 
And listen . . . nobody . . . but nobody covers the 
farm market like Keystone ... and at a cost that will 
surprise you. When you advertise with Keystone you 
have a special merchandising representative in each 
and every Keystone market. We'd like to show you 
case histories from our file of leading Keystone adver- 
tisers whose products are household words in the 
U.S.A. Write for your copy of your station list. 

28 

CHICAGO: 111 W. Washington St., STate 2 -8900 NEW YORK: 527 Madison Ave., Eldorado 5 -3720 LOS ANGELES: 3142 Wilshire Blvd., DUnkirk 3 -2910 

SAN FRANCISCO: 57 Post St., SUtter 1 -7440 DETROIT: 612 Penobscot Building, WO 2.4595 
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Cumulative Audience 

The following Cumulative Pulse Audience analyses in 35 markets were done on special 

order in 1960. These studies show the net unduplicated radio homes reached by day and 

week parts and total day and total week. The daily "come" is the number of different 
homes reached on the average (lay (luring the daypart designated; the weekly '`come" is 

the number of different homes reached in the course of a seven -day week during the day - 

part designated. (The complete study provides a breakdown by stations.) Estimates on 

the number of radio families or radio homes for the total market may differ slightly with fig- 

ures on pag? 25 because, in most ea =es. the cumulative studies below were done earlier 
than the studies from which the radio families listed on that page were taken. 

Akron (January 

MORNING (6 A.M.-9 A.M.) 

1960) 

All Stations 
Average 1/4 hour audience* 3 0, 700 (20.3) 
Daily Cume 65,900 (43.5) 
Weekly Cume 93,000 (61.4) 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 33,900 (22.4) 
Daily Cume 62,400 (41.2) 
Weekly Cume 90,500 (59.8) 

AFTERNOON (12 Nn -3 P.M.) 
Average /4 hour audience 31,900 (21.1) 
Daily Cume 61,600 (40.7) 
Weekly Cume 90,800 (60.0) 

AFTERNOON (3 P.M.-6 P.M.) 
Average 1/4 hour audience 28,200 (18.6) 
Daily Cume 59,000 (39.0) 
Weekly Cume 93,000 (61.4) 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 31,200 (20.6) 
Daily Cume 97,000 (64.1) 
Weekly Cume 116,300 (76.8) 

NIGHTTIME (6 P.M. -9 P.M.) 
Averaoe 1/4 hour audience 20,900 (13.81 
Daily Cume 43,600 (28.8) 
Weekly Cume 62,800 (41.5) 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 14,500 ( 9.6) 
Daily Cume 39,800 (26.3) 
Weekly Cume 56,900 (37.6) 

NIGHTTIME (6 P.M. -I2 Mid.) 
Average 1/4 hour audience 17,700 (11.7) 
Daily Cume 64,600 (42.7) 
Weekly Cume 83,000 (54.8) 

TOTAL DAY (24 hours) 
Average 1/4 hour audience 27,000 (17.8) 
Daily Cume 122,500 (80.9) 
Weekly Cume 135.800 (89.7) 
This study covers Akron metropolitan area. This are is syn- 

onymous with Summit county. The total number of radio homes in 
this area is 151,400. 

*Average quarter hour audience is based only on Monday - 
Friday average 6 A.M. -12 Midnight. 

Albany- Troy- Schenectady 

MORNING (6 A.M.-9 A.M.) 

(January 1960) 

All Stations 
Average 1/4 hour audience* 42,700 (20.6) 
Daily Cume 85,600 (41.3) 
Weekly Cume 128,100 (61.8) 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 49,500 (23.9) 
Daily Cume 79,000 (38.1) 
Weekly Cume 123,100 (59.4) 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 46,400 (22.4) 
Daily Cume 80,600 (38.9) 
Weekly Cume 119,000 (57.4) 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 47,900 (23.1) 
Daily Cume 84,400 (40.7) 
Weekly Cume 124,600 (60.1) 

U. S. RADIO AIRFAX 1961 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M.-9 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience 41,700 (20.1) 
Daily Cume 167,700 (80.9) 
Weekly Cume 188,900 (91.1) 

This study covers the Albany- Troy -Schenectady metropolitan 
area. This area includes the following counties: Albany, Rens- 
selaer, Saratoga, Schenectady. The total number of radio homes 
in this area is 207,300. 

*Average quarter hour audience is based only on Monday - 
Friday average 6 A.M.-I 2 Midnight. 

46,600 
125,600 
158,800 

39,400 
60,500 
87,300 

23,600 
46,200 
86,900 

31,500 
80,600 

111,100 

(22.5) 
(60.6) 
(76.6) 

(19.1) 
(29.2) 
(42.1) 

(11.4) 
(22.3) 
(41.9) 

(15.2) 
(38.9) 
(53.6) 

Baltimore (February 1960) 

MORNING (6 A.M.-9 A.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -I2 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

All Stations 
77,900 (16.9) 

195,000 (42.3) 
303,900 (65.9) 

97.700 (21.2) 
179,400 (38.9) 
275,300 (59.7) 

89,900 (19.5) 
176,100 (38.2) 
266,500 (57.8) 

88,100 (19.1) 
184,900 (40.1) 
294,200 (63.8) 

88,500 (19.2) 
287,300 (62.3) 
343,000 (74.4) 

70,100 (15.2) 
125,100 (27.2) 
190,900 (41.4) 

451,900 ( 9.8) 
104,200 (22.6) 
191,300 (41.5) 

57,600 (12.5) 
183,000 (39.7) 
256,400 (55.6) 
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TOTAL DAY (24 hours) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M.) 
78,400 (17.0) Average 1/4 hour audience 

372,100 (80.7) Daily Cume 
413,600 (89.7) Weekly Cume 

This study covers Baltimore metropolitan area. This area in- 

cludes Anne Arundel, Baltimore and Carroll counties. The total 
number of radio homes in this area is 461,100. 

*Excludes 12 Midnight to 6 A.M. 

Billings, Mont. (February 1960) 

MORNING (6 A.M. -9 A.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

MORNING (9 A.M -12 Nn) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (12 Nn-3 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Come 

NIGHTTIME (6 P.M -9 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M.-I2 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

All Stations 
5,900 (23.7) 

12,100 (48.6) 
15,300 (61.5) 

6,700 (27.0) 
11,800 (47.4) 
14,800 (59.8) 

6,000 (24.1) 
10,300 (41.5) 
13,800 (55.7) 

5.200 (21.1) 
10,800 (43.7) 
15,400 (62.1) 

6,000 (24.0) 
15,700 (63.4) 
18,900 (76.4) 

4,100 (16.7) 
7,000 (28.4) 

11,100 (44.6) 

2,700 (11.0) 
5,800 (23.2) 

11,700 (47.1) 

3,400 (13.9) 
9,000 (36.3) 

13,900 (56.1) 

5,100 (20.6) 
20,000 (80.71 
22,000 (88.7) 

This study covers Billings, Montana (Yellowstone county). The 
total number of radio homes in this area is 24,800. 

*Average quarter hour audience is based only on Monday - 
Friday average 6 A.M. -12 Midnight. 

Boston (February 1960) 

MORNING (6 A.M. -9 A.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

All Stations 
210,900 (22.7) 
503,600 (54.2) 
611,300 (65.8) 

272,200 (29.3) 
489,600 (52.7) 
602,100 (64.8) 

235,100 (25.3) 
384,600 (41.4) 
553,700 (59.6) 

209,000 (22.5) 
449,700 (48.4) 
556,500 (59.9) 

232,300 (25.0) 
656,900 (70.7) 
695,900 (74.9) 

NIGHTTIME (9 P.M -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

188,600 (20.3) 
359,600 (38.7) 
453,400 (48.8) 

127,300 (13.7) 
291,700 (31.4) 
396,700 (42.7) 

157,900 (17.0) 
446,900 (48.1) 
544,500 (58.6) 

207,200 (22.3) 
699,600 (75.31 
801,800 (86.3) 

This study covers the following 5 counties in the Boston metro- 
politan area Essex, Middlesex, Norfolk, Plymouth and Suffolk. 
The total number of radio homes in this area is 929,100. 

Excludes 12 Midnight to 6 A.M. 

Bristol, Tenn. (January 1960) 

MORNING (6 A.M -9 A.M.) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

MORNING (9 A.M -12 Nn) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON 112 Nn -3 P.M.) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
Averaoe 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME Ih A.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M.) 
Averaoe 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Averaoe 1/4 hour audience 
Daily Cume 
Weekly Cume 

All Stations °ó 
8.100 

17,400 
24,700 

(19.6) 
(42.3) 
(60.1) 

9,600 (23.3) 
19.300 (46.9) 
24,500 (59.7) 

8.500 (20.7) 
16,600 ( 4.4) 

24,100 (58.7) 

8,900 (21.71 
18.800 (45.8) 
25,600 (62.3) 

8,800 (21.31 
26,100 (63.51 
31,200 (75.9) 

6,300 (15.3) 
14,300 (34.81 
16,500 (40.2) 

4.200 (10.31 
12,900 131.4) 
18,400 (44.7) 

5,300 (12.8) 
17,800 143.4) 

24,100 (58.7) 

7,600 118.5) 
34,400 183.71 
36,100 (87.8) 

This study covers Bristol, Tennessee -Virginia area. This area in- 

cludes Sullivan county, Tenn., and Washington county, Virginia. 
The total number of radio homes in this area is 41.100. 

*Average quarter hour audience is based only on Monday - 
Friday average 6 A.M. -12 Midnight. 

Buffalo, N. Y. (February 1960) 

MORNING (6 A.M. -9 A.M.) All Stations 
Average 1/4 hour audience 80,800 
Daily Cume 181,300 
Weekly Cume 249,000 

MORNING (9 A.M -12 Nn) 
Average 1/4 hour audience 97,400 
Daily Cume 176,700 
Weekly Cume 238,900 

(20.9) 
(46.9) 
(64.4) 

(25.2) 
(45.7) 
(61.8) 
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AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 89, 700 (23.2) 
Daily Cume 159,700 (41.3) 
Weekly Cume 233,500 (60.4) 

AFTERNOON (3 P.M.-6 P.M.) 
Average 1/4 hour audience 89,300 (23.1) 
Daily Cume 177,100 (45.8) 
Weekly Cume 2 58, 200 (66.8) 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 89,300 (23.1) 
Daily Cume 248,200 (64.2) 
Weekly Cume 293,000 (75.8) 

NIGHTTIME (6 P.M.-9 P.M.) 
Average 1/4 hour audience 72,300 (18.7) 
Daily Cume 118,300 (30.6) 
Weekly Cume 178,600 (46.2) 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 44,500 (11.5) 
Daily Cume 95,500 (24.7) 
Weekly Cume 165,900 (42.9) 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 58,400 (15.1) 
Daily Cume 161,200 (41.7) 
Weekly Cume 216,900 (56.1) 

TOTAL DAY (24 hours) 
Average 1/4 hour audiences 78,900 /20.4) 
Daily Cume 296,900 (76.8) 
Weekly Cume 346,800 (89.7) 

This study covers the Buffalo metropolitan area. This area in- 
cludes Erie and Niagara counties. The total number of radio 
homes in this area is 386,600. 

Excludes 12 Midnight to 6 A.M. 

Colorado Springs, Colo. (June 1960) 

MORNING (6 A.M. -9 A.M.) All Stations 
Daily Cume 19,300 (48.3) 
Weekly Cume 26,600 (66.7) 

MORNING (9 A.M. -I2 Nn) 
Daily Cume 16,500 (41.3) 
Weekly Cume 24,900 (62.3) 

AFTERNOON (12 Nn -3 P.M.) 
Daily Cume 16,200 (40.6) 
Weekly Cume 25,800 (64.7) 

AFTERNOON (3 P.M. -6 P.M.) 
Daily Cume 19,000 (47.5) 
Weekly Cume 27,100 (67.8) 

DAYTIME (6 A.M.-6 P.M.) 
Daily Cume 26,500 (66.3) 
Weekly Cume 31,700 (79.5) 

NIGHTTIME (6 P.M. -9 P.M.) 
Daily Cume 11,400 (28.6) 
Weekly Cume 17,000 (42.7) 

NIGHTTIME (9 P.M. -12 Mid.) 
Daily Cume 9,900 (24.8) 
Weekly Cume 18,100 (45.4) 

NIGHTTIME (6 P.M. -12 Mid.) 
Daily Cume 17,800 (44.6) 
Weekly Cume 24,900 (62.4) 

TOTAL DAY (24 hours) 
Daily Cume 33,600 (84.31 
Weekly Cume 37,000 (92.8) 

This study covers Colorado Springs, Colo., metropolitan area. 
(This area is synonymous with El Paso county.) The total num- 

Chicago (February 1960) 

MORNING (6 A.M. -9 A.M.) All Stations 
Average 1/4 hour audience 426,700 

°ó 
(21.7) 

ber of radio homes in this area is 39,900. 

Dallas (March 1960) 

MORNING (6 A.M.-9 A.M.) All Stations 
Daily Cume 922,600 (46.9) Average 1/4 hour audience 68,600 (22.4) 
Weekly Cume 1,314,000 (66.8) Daily Cume 1 45,800 (47.7) 

MORNING (9 A.M. -I2 Nn) Weekly Cume 199,400 (65.1) 
Average 1/4 hour audience 483,900 (24.6) MORNING (9 A.M. -12 Nn) 
Daily Cume 855,700 (43.5) Average 1/4 hour audience 76,000 (24.8) 
Weekly Cume 1,184,200 (60.2) Daily Cume 128,300 (41.9) 

AFTERNOON (12 Nn -3 P.M.) Weekly Cume I 85,000 (60.4) 
Average 1/4 hour audience 440,600 (22.4) AFTERNOON (12 Nn -3 P.M.) 
Daily Cume 822,200 (41.8) Average 1/4 hour audience 70,100 (22.9) 
Weekly Cume 1,146,800 (58.3) Daily Cume 126,500 (41.3) 

AFTERNOON (3 P.M. -6 P.M.) Weekly Cume 183,200 (59.8) 
Average 1/4 hour audience 438,700 (22.3) AFTERNOON (3 P.M. -6 P.M.) 
Daily Cume 879,300 (44.7) Average 1/4 hour audience 74,400 (24.3) 
Weekly Cume 1,262,900 (64.2) Daily Cume 143,000 (46.7) 

DAYTIME (6 A.M. -6 P.M.) Weekly Cume 204,600 (66.8) 
Average 1/4 hour audience 448,500 (22.8) DAYTIME (6 A.M. -6 P.M.) 
Daily Cume 1,253,000 (63.7) Average 1/4 hour audience 72,300 (23.6) 
Weekly Cume 1,483.200 (75.4) Daily Cume 190,800 (62.31 

NIGHTTIME (6 P.M. -9 P.M.) Weekly Cume 228,500 (74.6) 
Average 1/4 hour audience 306,900 (15.6) NIGHTTIME (6 P.M. -9 P.M.) 
Daily Cume 566,500 (28.8) Average 1/4 hour audience 57,900 (18.9) 
Weekly Cume 863,500 (43.9) Daily Cume 91,300 (29.8) 

NIGHTTIME (9 P.M. -12 Mid.) Weekly Cume 137,500 (44.9) 
Average 1/4 hour audience 182,900 ( 9.3) NIGHTTIME (9 P.M. -12 Mid.) 
Daily Cume 474,100 (24.1) Average 1/4 hour audience 3 9, 500 (12.9) 
Weekly Cume 753,400 (38.3) Daily Cume 79,000 (25.8) 

NIGHTTIME (6 P.M. -12 Mid.) Weekly Cume 129,900 (42.4) 
Average 1/4 hour audience 243,900 (12.4) NIGHTTIME (6 P.M. -12 Mid.) 
Daily Cume 824,200 (41.9) Average 1/4 hour audience 48,700 (15.9) 
Weekly Cume 1,117,300 (56.8) Daily Cume 133,900 (43.7) 

TOTAL DAY (24 hours) Weekly Cume 184,400 (60.2) 
Average 1/4 hour audience* 379,700 (19.3) TOTAL DAY (24 hours) 
Daily Cume 1,542.200 (78.4) Average 1/4 hour audience* 64,300 (21.0) 
Weekly Cume 1,744.800 (88.7) Daily Cume 237,100 (77.4) 

Weekly Cume 271,700 (88.7) 
This study covers the Chicago metropolitan area. This area in- 

cludes Cook, DuPage, Kane, Lake (III.), McHenry, Will, Lake 
(Ind.) and Porter counties. The total number of radio homes in 
this area is 1,967,100. 

`Excludes 12 Midnight to 6 A.M. 

This study covers the Dallas metropolitan area. This area in- 
cludes the following counties: Collins, Dallas, Denton, and Ellis. 
The total number of radio homes in this area is 306,300. 

*Excludes 12 Midnight to 6 A.M. 
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Research 

Dayton, 0. (January 1960) 

MORNING (6 A.M. -9 A.M.) All Stations 
Average 1/4 hour audience 42,900 (21.6) 

Daily Cume 78,300 (39.4) 

Weekly Cume 103,600 (52.1) 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 46,500 (23.4) 

Daily Cume 74,200 (37.3) 

Weekly Cume 109,500 (55.1) 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 42,900 (21.6) 

Daily Cume 72,200 (36.3) 
Weekly Cume 105,000 (52.8) 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 45,500 (22.9) 
Daily Cume 88,900 (44.7) 
Weekly Cume 118,500 (59.6) 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 44.500 (22.4) 
Daily Cume 122,700 (61.7) 
Weekly Cume 149,300 (75.1) 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 32,600 (16.4) 
Daily Cume 74,400 (37.4) 
Weekly Cume 87,100 (43.8) 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 24,100 (12.1) 
Daily Cume 60,600 (30.5) 
Weekly Cume 82,300 (41.4) 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 28,400 (14.3) 
Daily Cume 91,100 ( 45.8 
Weekly Cume 106,200 ( 53.41' 

TOTAL DAY (24 hours) 
Average 1/4 hour audience 39,200 (19.7) 
Daily Cume 142,700 (71.8) 
Weekly Cume 168,200 (84.6) 

This study covers the Dayton metropolitan area. This area in- 
cludes Greene, Miami and Montgomery counties. The total num- 
ber of radio homes in this area is 198,800. 

Average quarter hour audience is based only 
Friday average 6 A.M. 12 Midnight. 

Detroit (February 1960) 

MORNING (6 A.M. -9 A.M.) All Stations 

on Monday 

Average 1/4 hour audience 189,100 ( 17.2) 
Daily Cume 490,200 (44.6) 
Weekly Cume 712,300 (64.8) 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 236,300 (21.5) 
Daily Cume 436.400 (39.7) 
Weekly Cume 652.900 (59.4) 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 231,900 (21.1) 
Daily Cume 470,500 (42.8) 
Weekly Cume 673,800 (61.3) 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 228,600 (20.8) 
Daily Cume 455.100 (41.4) 
Weekly Cume 722,200 (65.7) 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 220,900 (20.1) 
Daily Cume 698,000 (63.5) 
Weekly Cume 823,300 (74.9) 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 169,300 ( I 5.4 ) 

Daily Cume 284,700 (25.9) 
Weekly Cume 441,900 (40.2) 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 114,300 ( 10.4) 
Daily Cume 259,400 (23.6) 
Weekly Cume 418,800 ( 38.1) 
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NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 141,800 (12.9) 
Daily Cume 435,300 (39.6) 
Weekly Cume 584,800 (53.2) 

TOTAL DAY (24 hours) 
Average 1/4 hour audience 194,600 (17.7) 
Daily Cume 850,800 (77.4) 
Weekly Cume 973,900 (88.6) 

F 
This study covers the Detroit metropolitan area. This area in- 

cludes Wayne, Oakland and Macomb counties. The total number 
of radio homes in this area is 1,099,200. 

'Excludes 12 Midnight to 6 A.M. 

Jacksonville, Fla. 

MORNING (6 A.M. -9 A.M.) 
Average 1/4 hour audience' 

(January 1960) 

All Stations 
27,300 (22.4) 

Daily Cume 55,800 (45.7) 
Weekly Cume 61,600 (50.5) 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 30,900 (25.3) 
Daily Cume 50,900 (41.7) 
Weekly Cume 58,800 (48.2) 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 28,400 (23.3) 
Daily Cume 48,900 (40.1 ) 

Weekly Cume 58.100 ( 47.6) 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 31,000 (25.4) 
Daily Cume 59,700 (48.91 

Weekly Cume 63,800 (52.3) 
DAYTIME (6 A.M. -6 P.M.) 

Average 1/4 hour audience 29,400 (24.1) 
Daily Cume 72,800 (59.7) 
Weekly Cume 82,000 (67.2) 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 21,000 (17.2) 
Daily Cume 49,500 (40.6) 
Weekly Cume 57,100 (46.8) 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 13,500 (11.1) 
Daily Cume 30,000 (24.6) 
Weekly Cume 49,700 (40.7) 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 17,300 (14.2) 
Daily Cume 61,100 (50.11 

Weekly Cume 70,500 (57.8) 

TOTAL DAY (24 hours) 
Average 1/4 hour audience 25,400 ( 20.8) 

Daily Cume 8 7, 600 (71.8) 
Weekly Cume 95,700 ( 79.9) 

This study covers the Jacksonville metropolitan area. This area 

is synonymous with Duval county. The total number of radio 
homes in this area is 122,000. 

'Average quarter hour audience is based only on Monday - 
Friday average 6 A.M. -I2 Midnight. 

Knoxville, Tens. 

MORNING (6 A.M. -9 A.M.) 
Average 1/4 hour audience 

(February 1960) 

All Stations 
22,800 (23.2) 

Daily Cume 40,800 (41.5) 
Weekly Cume 59,400 ( 60.4) 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 23,500 (23.9) 
Daily Cume 39,000 (39.7) 
Weekly Cume 55,800 (56.8) 

AFTERNOON (12 Nn-3 P.M.) 
Average 1/4 hour audience 23,400 (23.81 

Daily Cume 37,300 (37.9) 

Weekly Cume 53,800 ( 54.7) 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 23,900 (24.3) 
Daily Cume 41,900 (42.6) 

Weekly Cume 57,100 (58.1) 
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DAYTIME (6 A.M. -6 P.M.) MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 23,400 (23.8) Average 1/4 hour audience 28,300 (24.0) 
Daily Cume 56,400 (57.4) Daily Cume 48,500 (41.2) 
Weekly Cume 71,300 (72.5) Weekly Cume 71,400 (60.6) 

NIGHTTIME (6 P.M.-9 P.M.) AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 17,500 (17.8) Average 1/4 hour audience 28,500 (24.2) 
Daily Cume 24,700 (25.1) Daily Cume 51,100 (43.4) 
Weekly Cume 35,200 (35.8) Weekly Cume 70,400 (59.8) 

NIGHTTIME (9 P.M. -12 Mid AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 10,800 (11.0) Average 1/4 hour audience 29,500 (25.0) 
Daily Cume 21,200 (21.6) Daily Cume 49,500 (42.0) 
Weekly Cume 33,300 (33.9) Weekly Cume 75,900 (64.4) 

NIGHTTIME (6 P.M. -12 Mid DAYTIME (6 A.M.-6 P.M.) 
Average 1/4 hour audience 14,200 (14.4) Average 1/4 hour audience 28,000 (23.8) 
Daily Cume 36,700 (37.3) Daily Cume 74,400 (63.2) 
Weekly Cume 50,900 (51.8) Weekly Cume 93,800 (79.6) 

TOTAL DAY (24 hours) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

20,300 
71,200 
79,300 

(20.7) 
(72.4) 
(80.7) 

This study covers the Madison, Wisconsin, 11-county area. The 
area includes Adams, Columbia, Dane, Green, Green Lake, Ju- 
neau, Lafayette, Marquette, Richland, Sauk, Waushara counties. 
The total number of radio homes in this area is 117,800. 

This study covers the Knoxville metropolitan area. This area 
includes Anderson, Blount and Knox counties. The total number 
of radio homes in this area is 98,300. 

*Average quarter hour audience is based only on Monday - 
Friday average 6 A.M. -12 Midnight. 

Memphis (January 

MORNING (6 A.M.-9 A.M.) 

1960) 

All Stations / 
Average 1/4 hour audience* 40,600 (25.5) 
Daily Cume 79,200 (49.7) 

Los Angeles (February 1960) Weekly Cume 89,900 (56.4) 
MORNING (9 A.M. -12 Nn) 

MORNING (6 A.M. -9 A.M.) All Stations / Average 1/4 hour audience 43,400 (27.2) 
Average 1/4 hour audience 490,800 (22.5) Daily Cume 7 7, 500 (48.6) 
Daily Cume 953,300 (43.7) Weekly Cume 86,100 (54.0) 
Weekly Cume 1,435,400 (65.8) AFTERNOON (12 Nn-3 P.M.) 

MORNING (9 A.M. -12 Nn) Average 1/4 hour audience 40,000 (25.1) 
Average 1/4 hour audience 608,600 (27.9) Daily Cume 76,500 (48.0) 
Daily Cume 901,000 (41.3) Weekly Cume 84,200 (52.8) 
Weekly Cume 1,306,700 (59.9) AFTERNOON (3 P.M. -6 P.M.) 

AFTERNOON (12 Nn -3 P.M.) Average 1/4 hour audience 40,600 (25.5) 
Average 1/4 hour audience 567,200 (26.0) Daily Cume 85,600 (53.7) 
Daily Cume 979,500 (44.9) Weekly Cume 100,600 (63.1) 
Weekly Cume 1,332,900 (61.1) DAYTIME (6 A.M. -6 P.M.) 

AFTERNOON (3 P.M. -6 P.M.) Average 1/4 hour audience 41,100 (25.8) 
Average 1/4 hour audience 586,800 (26.9) Daily Cume 103,900 (65.2) 
Daily Cume 999,100 (45.8) Weekly Cume 109,700 (68.8) 
Weekly Cume 1,448,500 (66.4) NIGHTTIME (6 P.M. -9 P.M.) 

DAYTIME (6 A.M. -6 P.M.) Average 1/4 hour audience 33,000 (20.7) 
Average 1/4 hour audience 562,800 (25.8) Daily Cume 67,700 (42.5) 
Daily Cume 1,394,000 (63.9) Weekly Cume 83,400 (52.3) 
Weekly Cume 1,751,700 (80.3) NIGHTTIME (9 P.M. -12 Mid.) 

NIGHTTIME (6 P.M. -9 P.M.) Average 1/4 hour audience 22,200 (13.9) 
Average 1/4 hour audience 397,000 (18.2) Daily Cume 48,100 (30.2) 
Daily Cume 667,500 (30.6) Weekly Cume 75,600 (47.4) 
Weekly Cume 957,700 (43.9) NIGHTTIME (6 P.M. -12 Mid.) 

NIGHTTIME (9 P.M. -12 Mid.) Average 1/4 hour audience 27,600 (17.3) 
Average 1/4 hour audience 277,100 (12.7) Daily Cume 77,900 (48.9) 
Daily Cume 573,700 (26.3) Weekly Cume 99,000 (62.1) 
Weekly Cume 909,700 (41.7) TOTAL DAY (24 hours) 

NIGHTTIME (6 P.M. -12 Mid.) Average 1/4 hour audience 3 6, 700 (23.0) 
Average 1/4 hour audience 338,100 (15.5) Daily Cume 115,400 (72.4) 
Daily Cume 951,100 (43.6) Weekly Cume 13 7, 600 (86.3) 
Weekly Cume 1,335,100 (61.2) 

TOTAL DAY (24 hours) 
Average 1/4 hour audience* 
Daily Cume 

488,700 
1.869,500 

(22.4) 
(85.7) 

This study covers the Memphis metropolitan area. This area is 
synonymous with Shelby county. The total number of radio homes 
in this area is 159,400. 

Weekly Cume 1,965,500 (90.1) *Average quarter hour audience is based only on Monday - 
Friday average 6 A.M. -12 Midnight. 

This study covers the Los Angeles metropolitan area. This area 
includes Los Angeles and Orange counties. The total number of 
radio homes in this area is 2,181,500. 

*Excludes 12 Midnight to 6 A.M. Milwaukee 

MORNING (6 A.M.-9 A.M. 

(February 1960) 

) All Stations 
Average 1/4 hour audience 74,900 (21.9) 

Madison, Wisc. (March 1960) 
Daily Cume 
Weekly Cume 

152,100 
225,000 

(44.5) 
(65.8) 

MORNING (6 A.M. -9 A.M.) All Stations MORNING (9 A.M. -I2 Nn) 
Average 1/4 hour audience 25,700 (21.8) Average 1/4 hour audience 93,300 (27.3) 
Daily Cume 52,500 (44.6) Daily Cume 148,400 (43.4) 
Weekly Cume 73,300 (62.2) Weekly Cume 18 8, 700 (55.2) 
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AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (3 P.M.-6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience'' 
Daily Cume 
Weekly Cume 

85,800 
141,900 
200,400 

81.400 
142,600 
219,500 

83,800 
207.200 
258,500 

63,900 
97,100 

144,600 

43,400 
85,100 

137,400 

53,700 
142,200 
185.000 

74.900 
255,700 
296,400 

(25.1) 
(41.5) 
(58.6) 

(23.8) 
(41.7) 
(64.2) 

(24.5) 
(60.6) 
(75.6) 

(18.7) 
(28.4) 
(42.3) 

(12.7) 
(24.91 
(40.2) 

(15.7) 
(41.6) 
(54.1) 

(21.9) 
(74.8) 
(86.7) 

This study covers the Milwaukee metropolitan area. This area 

includes Milwaukee and Waukesha counties. The total number 

of radio homes in this area is 341,900. 

*Excludes 12 Midnight to 6 A.M. 

Minneapolis -St. Paul (March 1960) 

MORNING (6 A.M. -9 A.M.) All Stations 
Average 1/4 hour audience 95,900 (23.3) 
Daily Cume 193,100 (46.9) 
Weekly Cume 252,000 (61.2) 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 109,100 (26.51 
Daily Cume 177,900 (43.2) 
Weekly Cume 240,400 (58.4) 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 99,600 (24.2) 
Daily Cume 171,700 (41.7) 
Weekly Cume 229,700 (55.8) 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 105,800 (25.7) 
Daily Cume 195,100 (47.4) 
Weekly Cume 259,00G (62.9) 

DAYTIME (6 A.M.-6 P.M.) 
Average 1/4 hour audience 102,500 (24.9) 
Daily Cume 260,600 (63.3) 
Weekly Cume 311,700 (75.7) 

NIGHTTIME (6 P.M.-9 P.M.) 
Average 1/4 hour audience 75,300 (18.3) 
Daily Cume 122,700 (29.8) 
Weekly Cume 184,000 (44.7) 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 100,900 (24.5) 
Daily Cume 48,200 (11.7) 
Weekly Cume 168,800 (41.0) 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 61,800 (15.0) 
Daily Cume 172,100 (41.81 
Weekly Cume 230,100 (55.9) 

TOTAL DAY (24 hours) 
Average 1/4 hour audience* 88,900 (21.6) 
Daily Cume 332,200 (80.7) 
Weekly Cume 373,400 (90.7) 

This study covers the Minneapolis -St. Paul 5- county area. This 
area includes the following counties: Anoka, Dakota, Hennepin, 
Ramsey and Washington. The total number of radio homes in this 
area is 411,700. 

Excludes 12 Midnight to 6 A.M. 
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New Orleans (February 1960) 

MORNING (6 A.M. -9 A.M.) All Stations 
Average 1/4 hour audience 4 2.600 (17.2) 
Daily Cume 108,400 (43.8) 
Weekly Cume 163,200 (65.91 

MORNING (9 A.M. -I2 Nn) 
Average 1/4 hour audience 56,500 (22.8) 
Daily Cume 98.000 (39.6) 
Weekly Cume 151,800 (61.3) 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 54,200 (21.9) 
Daily Cume 100,500 (40.6) 
Weekly Cume 147,300 (59.5) 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 58,400 (23.6) 
Daily Cume 115,900 (46.8) 
Weekly Cume 160,200 (64.7) 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 53,000 (21.4) 
Daily Cume 149,300 (60.3) 
Weekly Cume 180,500 (72.9) 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 42,800 /17.3) 
Daily Cume 73,800 (29.8) 
Weekly Cume 107.500 (43.4) 

NIGHTTIME (9 P.M. -I2 Mid.) 
Average 1/4 hour audience 28,700 (11.6) 
Daily Cume 66.400 (26.8) 
Weekly Cume 113,600 (45.9) 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 35,700 (14.41 
Daily Cume 105,500 (42.6) 
Weekly Cume 138,200 (55.8) 

TOTAL DAY (24 hours) 
Average 1/4 hour audience* 47,300 (19.11 
Daily Cume 186,700 /75.4) 
Weekly Cume 213,700 (86.3) 

This study covers the New Orleans metropolitan area. This 
area includes Jefferson, Orleans and Saint Bernard counties. The 
total number of radio homes in this area is 247,600. 

*Excludes 12 Midnight to 6 A.M. 

New York (Ma rch 

MORNING (6 A.M. -9 A.M.) 

1960) 

All Stations 
Average 1/4 hour audience 933,400 (21.4) 
Daily Cume 2,076.200 (47.61 
Weekly Cume 2,795,800 (64.1) 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 1,246,400 (28.6) 
Daily Cume 1,927,900 (44.2) 
Weekly Cume 2,467,600 (60.7) 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 1,103,500 (25.3) 
Daily Cume 1,770,900 (40.6) 
Weekly Cume 2,582,100 (59.2) 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 1,029,400 (23.6) 
Daily Cume 1,993,300 (45.7) 
Weekly Cume 2,896, 200 (66.4) 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 1,077,300 (24.7) 
Daily Cume 2,822,000 /64.7) 
Weekly Cume 3,515,500 (80.6) 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 868,000 (19.9) 
Daily Cume 1,421,900 (32.6) 
Weekly Cume 1,932,200 (44.3) 

NIGHTTIME (9 P.M. -I2 Mid.) 
Average 1/4 hour audience 488,500 (11.2) 
Daily Cume 1,059,900 /24.3) 
Weekly Cume 1,818,800 (41.7) 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 680,400 (15.6) 
Daily Cume 1,949,700 (44.7) 
Weekly Currie 2,556,000 (58.6) 
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POST MIDNIGHT (12 Mid -6 A.M.) 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience* 946,500 
Daily Cume 3,563,500 
Weekly Cume 4,030,200 

DAYTIME (6 A.M. -6 P.M.) 
562,700 (12.9) Average 1/4 hour audience 

1,081,700 (24.8) Daily Cume 
Weekly Cume 

(21.7) NIGHTTIME (6 P.M. -9 P.M.) 
(81.7) Average 1/4 hour audience 
(92.4) Daily Cume 

Weekly Cume 
NIGHTTIME (9 P.M. -12 Mid.) 

Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

This study covers the New York metropolitan area. This area 

includes the following 17 counties: Bronx, Kings, New York, 
Queens, Richmond, Nassau, Rockford, Suffolk, Westchester in 

New York, and Bergen, Essex, Hudson, Middlesex, Morris, Passaic, 

Somerset and Union in New Jersey. The total number of radio 
homes in this area is 4,361.700. 

*Excludes 12 Midnight to 6 A.M. 

Norfolk -Newport News -Hampton (May 

MORNING (6 A.M. -9 A.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M. -I2 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M.-I2 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

All Stations 
44,800 
89,800 

132,500 

1960) 

(21.1) 
(42.3) 
(62.4) 

52,900 (24.9) 
84,500 (39.8) 

126,200 (59.4) 

48,400 (22.8) 
78,000 (36.7) 

124,500 (58.6) 

50,100 (23.6) 
99,200 (46.7) 
138,700 (65.3) 

49,100 (23.1) 
135,500 (63.8) 
160,600 (75.6) 

43,800 (20.6) 
64,100 (30.2) 
92,200 (43.4) 

29,700 (14.0) 
56,300 (26.5) 
87,900 (41.4) 

36,700 (17.3) 
86,200 (40.6) 

122,100 (57.5) 

45,500 (21.2) 
163.100 (76.8) 
185,600 (87.4) 

This study covers the Norfolk -Newport News -Hampton metro- 
politan area. The total number of radio homes in this area is 

212,400. 
*Excludes 12 Midnight to 6 A.M. 

North Jersey -Five County 

MORNING (6 A.M. -9 A.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

Area (February 1960) 

All Stations 
200,400 
453,900 
610,900 

262,100 
434,600 
586,800 

23 3, 200 
398,000 
584,900 

(20.8) 
(47.1) 
(63.4) 

(27.2) 
(45.1) 
(60.9) 

(24.2) 
(41.3) 
(60.7) 

229,300 
625,400 
780,500 

194,600 
319,000 
428,800 

(23.8) 
(64.9) 
(81.0) 

(20.2) 
(33.1) 
(44.5) 

110,800 ( 11.5) 
235,100 (24.4) 
399,900 (41.5) 

152,200 
428,800 
561,800 

204,300 
784,400 
887,500 

( 15.8 ) 

(44.5) 
(58.3) 

(21.2) 
(81.4) 
(92.1) 

This study covers the North Jersey 5- county area. The area in- 
cludes: Bergen, Essex, Hudson, Passaic, Union counties. The total 
number of radio homes in this area is 963,600. 

*Excludes 12 Midnight to 6 A.M. 

Philadelphia (February 1960) 

MORNING (6 A.M. -9 A.M.) All Stations 
Average 1/4 hour audience 270,200 
Daily Cume 586,200 
Weekly Cume 799,600 

MORNING (9 A.M.-I2 Nn) 
Average 1/4 hour audience 292,500 
Daily Cume 501,000 
Weekly Cume 737,900 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 277,700 
Daily Cume 497,300 
Weekly Cume 718,200 

AFTERNOON (3 P.M.-6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M -I2 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

304,800 
603,400 
807,000 

286,300 
773,700 
905,800 

253,000 
470,200 
573,800 

164.100 
350,500 
563,900 

208,500 
570,100 
687,300 

260,400 
932.900 

1,106,900 

(21.9) 
(47.5) 
(64.8) 

(23.7) 
(40.6) 
(59.8) 

(22.5) 
(40.3) 
(58.2) 

(24.7) 
(48.9) 
(65.4) 

(23.2) 
(62.7) 
(73.4) 

(20.5) 
(38.1) 
(46.5) 

(13.3) 
(28.4) 
(45.7) 

(16.9) 
(46.2) 
(55.7) 

(21.1) 
(75.6) 
(89.7) 

This study covers the Philadelphia metropolitan area. The 
counties included in this area are: Burlington, Camden and 
Gloucester, New Jersey; Bucks, Chester, Delaware, Montgomery, 
and Philadelphia in Pennsylvania. The total number of radio 
families in this area is 1,234,000. 

*Excludes 12 Midnight to 6 A.M. 

Pontiac, Mich. (January 1960) 

MORNING (6 A.M. -9 A.M.) 
223,600 (23.2) Average 1/4 hour audience* 
447,100 (46.4) Daily Cume 
643,700 (66.8) Weekly Cume 

All Stations 
6,500 

11,400 
18,400 

io 
(23.3) 
(40.6) 
(65.3) 
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MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (12 Nn -3 P.M.) 
6,900 (24.6) Average 1/4 hour audience 

10,100 (35.7) Daily Cume 
16,500 (58.6) Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
6,300 (22.3) Average 1/4 hour audience 

10,000 (35.4) Daily Cume 
15,300 (54.2) Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
6,600 (23.4) Average 1/4 hour audience 

10,700 (38.1) Daily Cume 
16,100 (57.0) Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M.) 
6,600 (23.5) Average 1/4 hour audience 

17,000 (60.2) Daily Cume 
21,300 (75.5) Weekly Cume 

This study covers the Pontiac, Michigan, urbanized area. This 
area includes the following communities: Pontiac Lake, Sylvan 
Lake, portions of Avondale and Bloomfield Townships. There are 
28,200 radio families in this area. 

`Average quarter hours audience is based only on Monday - 
Friday average 6 A.M -12 Midnight. 

Portland, Ore. (February 1960) 

MORNING (6 A.M. -9 A.M.) All Stations 
Average 1/4 hour audience 73,200 
Daily Cume 124,900 
Weekly Cume 175,500 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 81,900 (29.3) 
Daily Cume 115,200 (41.2) 
Weekly Cume 163,200 (58.4) 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 71,300 (25.5) 
Daily Cume 110,700 (39.6) 
Weekly Cume 157,600 (56.4) 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 72,700 (26.0) 
Daily Cume 129,100 (46.2) 
Weekly Cume 179,700 (64.3) 

DAYTIME (6 A.M.-6 P.M.) 
Average 1/4 hour audience 74,900 (26.8) 
Daily Cume 175,800 (62.9) 
Weekly Cume 223,000 (79.8) 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 52,300 (18.7) 
Daily Cume 82,200 (29.4) 
Weekly Cume 123,500 (44.2) 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 34,100 (12.2) 
Daily Cume 69,300 (24.8) 
Weekly Cume 115,400 (41.3) 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 43,300 (15.5) 
Daily Cume 119,300 (42.7) 
Weekly Cume 164,100 (58.7) 

TOTAL DAY (24 hours) 
Average 1/4 hour audience 64,300 (23.0) 
Daily Cume 205,400 (73.5) 
Weekly Cume 242,300 (86.7) 

(26.2) 
(44.7) 
(62.8) 

This study covers 
includes Clackamas, 
The total number of 

Average quarter 
Friday average 6 A 

the Portland metropolitan area. This area 
Multnomah, Washington and Clark counties. 
radio homes in this area is 279,500. 
hour audience is based only on Monday - 

.M. -12 Midnight. 

Richmond, Va. (March 1960) 

MORNING (6 A.M. -9 A.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

MORNING (9 A.M.-12 Nn) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

36 

All Stations 
20,900 
42,600 
63,600 

25,300 
38,400 
59,200 

(19.5) 
(39.8) 
(59.4) 

(23.6) 
(35.9) 
(55.3) 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

23,900 (22.3) 
38,900 (36.3) 

5,800 (54.2) 

23,300 (21.8) 
43,600 (40.7) 
65,100 (60.8) 

23,300 (21.8) 
63,900 (59.7) 
77,500 (72.4) 

16,900 (15.8) 
28,700 (26.8) 
42,200 (39.4) 

11,000 (10.3) 
21,300 (19.9) 
40,900 (38.2) 

14,000 (13.1) 
39,400 (36.8) 
54,900 (51.3) 

20,200 (18.9) 
82,300 (76.8) 
89,600 (83.7) 

This study covers the Richmond metropolitan area. This area 
includes Henrico and Chesterfield counties. The total number of 
radio homes in this area is 107,100. 

'Excludes 12 Midnight to 6 A.M. 

Sacramento, Calif. (August 1960) 

MORNING (6 A.M. -9 A.M.) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 

_Daily Cume 
Weekly Cume 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
Averaae 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -I2 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

All Stations 
37,400 
70,400 
92,000 

34,500 
66,100 
8 7, 700 

25,900 
48,900 
64,700 

38,800 
73,300 
99,200 

34,500 
86,200 

104,900 

28,700 
53,200 
80,500 

20,100 
37,400 
60,400 

24,400 
73,300 
89,100 

30,200 
115,000 
127,900 

(26) 
(49) 
(64) 

(24) 
(46) 
(61) 

(18) 
(34) 
(45) 

(27) 
(51) 
(69) 

(24) 
(60) 
(73) 

(20) 
(37) 
(56) 

(14) 
(26) 
(42) 

(17) 
(51) 
(62) 

(21) 
(80) 
(89) 

This study covers the Sacramento metropolitan area. Interview- 
ing was conducted in Sacramento county. The total number of 
radio homes in this area is 143,700. 

`Average quarter hour audience is based only on Monday - 
Friday average 6 A.M. -I2 Midnight. 
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St. Louis (February 1960) 

MORNING (6 A.M. -9 A.M.) All Stations 
Average 1/4 hour audience 123,900 (20.1) 
Daily Cume 281,600 (45.7) 
Weekly Cume 407.300 (66.1) 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 151,600 (24.6) 
Daily Cume 276,100 (44.8) 
Weekly Cume 361,700 (58.7) 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 150,400 (24.4) 
Daily Cume 263,100 (42.7) 
Weekly Cume 362,900 (58.9) 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME (6 A.M.-6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M.-9 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

This study covers the St. Louis metropolitan area. This area 
includes Jefferson, Madison, Saint Charles, Saint Clair and Saint 
Louis counties. The total number of radio homes in this area is 
616, 200. 

*Excludes 12 Midnight to 6 A.M. 

TOTAL DAY (24 hours) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

37,200 
131,700 
150,500 

(21.6) 
(76.4) 
(87.3) 

The study covers the San Antonio metropolitan area. This area 
is synonymous with Becar county. The total number of radio 
homes in this area is 172,400. 

*Average quarter hour audience is based only on Monday - 
Friday average 6 A.M. -12 Midnight. 

San Diego (February 1960) 

MORNING (6 A.M. -9 A.M.) 
146,700 (23.8) Average 1/4 hour audience 
288,400 (46.8) Daily Cume 
391,300 (63.5) Weekly Cume 

MORNING (9 A.M. -12 Nn) 
143,000 (23.2) Average 1/4 hour audience 
397,400 (64.5) Daily Cume 
454,800 (73.8) Weekly Cume 

AFTERNOON (12 Nn -3 P.M.) 
112,800 (18.3) Average 1/4 hour audience 
188,600 (30.6) Daily Cume 
247,700 (40.2) Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
70,900 (11.5) Average 1/4 hour audience 

155,900 (25.3) Daily Cume 
253,300 (41.1) Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
91,800 (14.9) Average 1/4 hour audience 

257,600 (41.8) Daily Cume 
346,300 (56.2) Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M.) 
125,700 (20.4) Average 1/4 hour audience 
494,200 (80.2) Daily Cume 
551,500 (89.5) Weekly Cume 

NIGHTTIME (9 P.M. -I2 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -I2 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

San Antonio 

MORNING (6 A.M. -9 A.M.) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

MORNING (9 A.M -12 Nn) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME (6 A.M. -6 P. M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -12 Mid.l 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

(January 1960) 

All Stations 
44,800 
79,800 

114,000 

43,600 
71,900 

104,600 

41,200 
68,600 

1 1 1, 500 

(26.0) 
(46.3) 
(66.1) 

(25.3) 
(41.7) 
(60.7) 

(23.9) 
(39.81 
(64.7) 

All Stations 
58,700 

135,900 
194,900 

78,100 
123,400 
177,500 

74,200 
120,400 
171,200 

75,700 
140,800 
200,000 

71,700 
193,600 
240,800 

58,400 
92,700 

130,100 

38,000 
81,500 

136,200 

48,000 
126,800 
180,300 

63,800 
245,000 
280,900 

( 19.3 ) 

(44.7) 
( 64.1 ) 

(25.7) 
(40.6) 
(58.4) 

(24.4) 
(39.6) 
(56.3) 

(24.9) 
(46.3) 
(65.8) 

(23.6) 
(63.7) 
(79.2) 

(19.2) 
(30.5) 
(42.8) 

(12.5) 
(26.8) 
(44.8) 

(15.8) 
(41.7) 
(59.3) 

(21.0) 
(80.6) 
(92.4) 

This study covers the San Diego metropolitan area. This area 
is synonymous with San Diego county. The total number of radio 
homes in the area is 304,000. 

*Excludes 12 Midnight fo 6 A.M. 

San Francisco- Oakland 

MORNING (6 A.M. -9 A.M.) 
41,500 (24.1) Average 1/4 hour audience 
82,600 (47.9) Daily Cume 

117,900 (68.4) Weekly Cume 

MORNING (9 A.M. -12 Nn) 
42,800 (24.8) Average 1/4 hour audience 

102,900 (59.7) Daily Cume 
123,800 (71.8) Weekly Cume 

AFTERNOON (12 Nn -3 P.M.) 
31,500 (18.3) Average 1/4 hour audience 
54,100 (31.4) Daily Cume 
75,300 (43.7) Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
19,100 (11.1) Average 1/4 hour audience 

42,600 (24.7) Daily Cume 
71,000 (41.2) Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
25,300 (14.7) Average 1/4 hour audienr- 
64,800 (37.6) Daily Cume 
89,300 (51.8) Weekly Cume 

(February 1960) 

All Stations 
207,600 
405,400 
572,300 

249,900 
3 69, 200 
527.300 

233,200 
3 54, 200 
522,000 

227,900 
418,600 
575,000 

229,600 
558,200 
710,100 

04 

(23.5) 
(45.9) 
(64.8) 

(28.3) 
(41.8) 
(59.7) 

(26.4) 
(40.1) 
(59.1) 

(25.8) 
(47.4) 
(65.1) 

(26.0) 
(63.2) 
(80.4) 
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NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

AFTERNOON (12 Nn-3 P.M.) 
181,100 (20.5) Average 1/4 hour audience 
337,400 (38.2) Daily Cume 
418,600 (47.4) Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
113,900 (12.9) Average 1/4 hour audience 

301,200 (34.1) Daily Cume 

378,000 (42.8) Weekly Cume 

1 47,500 
462,800 
532,600 

202, 300 
745,400 
792, 200 

( 16.7) 
(52.4) 
(60.3) 

(22.9) 
(84.4) 
(89.7) 

This study covers the San Francisco metropolitan area. This 
area includes the following counties: Alameda, Contra Costa, 
San Francisco, Marin, San Mateo and Solano. The total number 
of radio homes in this area is 883,200. 

*Excludes 12 Midnight fo 6 A.M. 

Seattle (February 1960) 

MORNING (6 A.M. -9 A.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (3 P.M.-6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M. 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -12 Mid 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

) 

All Stations oh 

72,700 (21.6) 
155,800 (46.3) 
218,100 (64.8) 

89,900 (26.7) 
148,400 (44.1) 

202,600 (60.21 

85,200 (25.3) 
144,100 (42.8) 
200,300 (59.5) 

83,800 (24.9) 
157,500 (46.8) 
221,100 (65.7) 

82,800 (24.6) 
211,400 (62.8) 
260,500 (77.4) 

59,600 (17.7) 
97,300 (28.9) 

149,500 (44.4) 

38,400 (11.4) 
80,100 (23.8) 

141,700 (42.11 

49,100 (14.6) 
135,300 (40.2) 
187,500 (55.7) 

71,700 (21.3) 
254,500 (75.6) 
294,200 (87.4) 

This study covers the Seattle metropolitan area. This area in- 
cludes Kings and Snohamish counties. The total number of radio 
homes in this area is 336,600. 

*Excludes 12 Midnight to 6 A.M. 

Trenton, N. 

MORNING (6 A.M. -9 A.M.) 
Average 1/4 hour audience* 
Daily Cume 
Weekly Cume 

MORNING (9 A.M. -12 Nn) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

J. (July 1960) 

All Stations 
14,900 
33,800 
46,900 

17,200 
30,600 
43,100 

(20.7) 
(46.9) 
(65.2) 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M. -I2 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

15,600 
29,800 
44,500 

15,200 
35,100 
48,100 

15,800 
44,200 
57,300 

12,400 
21,300 
30,800 

7,700 
17,100 
32,100 

10,100 
30,000 
39,000 

13,800 
57,300 
64,200 

(21.7) 
(41.4) 
(61.8) 

(21.1) 
(48.7) 
(66.8) 

(21.9) 
(61.4) 
179.6) 

117.2) 
(29.6) 
(42.81 

(10.7) 
(23.8) 
(44.6) 

(14.0) 
(41.7) 
(54.1) 

(19.2) 
(79.6) 
(89.1) 

This study covers the Trenton metropolitan area. The total 
number of radio homes in this area is 72,000. 

Average quarter hour audience is based only on Monday - 
Friday average 6 A.M. -12 Midnight. 

Washington, D. C. (January 1960) 

MORNING (6 A.M. -9 A.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

MORNING (9 A.M -12 Nn) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (12 Nn -3 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

AFTERNOON (3 P.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

DAYTIME (6 A.M. -6 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -9 P.M.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (9 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

NIGHTTIME (6 P.M. -12 Mid.) 
Average 1/4 hour audience 
Daily Cume 
Weekly Cume 

TOTAL DAY (24 hours) 
Average 1/4 hour audience' 
Daily Cume 
Weekly Cume 

All Stations 
104,800 
243,300 
377,800 

133,900 
250,200 
334,500 

125.900 
231,900 
321,400 

124,800 
252,500 
379,000 

122,500 
361,300 
43 7, 700 

99,700 
161,900 
245,600 

63,300 
140,200 
2 29, 700 

81,500 
237,600 
327,100 

110,600 
475,900 
528,900 

(18.4) 
(42.7) 
(66.3) 

(23.5) 
(43.9) 
(58.7) 

(22.1) 
(40.7) 
(56.4) 

(21.9) 
(44.31 
(66.5) 

(21.5) 
(63.4) 
(76.8) 

( 17.51 
(28.4) 
(43.1) 

(11.1) 
(24.6) 
(40.3) 

(14.3) 
(41.7) 
(57.4) 

(19.4) 
(83.5) 
(92.8) 

This study covers the Washington, D. C., metropolitan area. 
This area includes the following counties: Washington, D. C., 
Montgomery and Prince Georges, Maryland; Arlington and Fair- 

(23.9) far, Virginia. The total number of radio homes in the area is 

(42.5) 569,900. 
(59.8) *Excludes 12 Midnight to 6 A.M. 

33 U. S. H,1DI0 AIRFAS 1961 



Spot Radio Market Research 

The following is an analysis of population, house- 
holds, retail sales and effective buying income (L.11.1.) 
in the top 100 markets based on total retail sales in 
the Standard Metropolitan Statistical Area (metro 
area) . All figures are from Sales Management's 1960 
Survey of Buying Power. The report was prepared by 
the research department of Adam Young Inc. In ad- 
dition to the metro area figures, the firm includes the 
sanie market data for what it terms the ''advertiser 
arca," the area of maximum interest to an advertiser. 
The "advertiser area" indicated for each market was 
determined by Young by first extending the basic 
trading area 50 miles, using the Rand -McNally trad- 
ing area maps as a base. Where the basic trading area 
itself extends well beyond the 50 -mile limit, it is 
nevertheless included as the "advertiser area." There 

are seven exceptions to the use of the Rand- McNally- 
based determinations. These are in markets where 
Pulse has surveyed the "advertiser area" using an area 
that was agreed upon by major advertising agencies. 
The seven markets are Pittsburgh, Tulsa, Hartford, 
Des Moines, Sacramento, Stockton (Calif.) and Allen- 
town-Easton-Bethlehem. Tlie Young firm is seeking 
additional agency cooperation for defining "adver- 
tiser areas." It has sent the adjacent analysis complete 
with snaps to major agencies, asking them to add or 
delete counties in each "advertiser area" in the report. 
These "ballots" are being returned to Pulse for future 
audience surveys. 

'Concentration Factor (C.F.) is that portion of the "ad- 
vertiser area" represented by the metro area. 

NEW YORK ADVERTISER AREA 
1 METRO AREA 

Total % U. S. C. F.* 
Total % U. S. Population 4,795,400 2.6837 92.6% 

Population 10,628,400 5.9482 Households 1,383,000 2.6489 92.2 
Households 3,268,400 6.2600 Retail Sales (000) $ 5,679,276 2.6266 91.2 
Retail Sales (000) $14,388,296 6.6544 E. B. I. (000) $10,039,576 3.0114 92.9 
E. B. I. (000) $25,524,236 7.6562 

DETROIT 
ADVERTISER AREA 5 METRO AREA 

Total % U. S. C. F.* Total % U. S. 

Population 15,056,000 8.4261 70.6% Population 3,963, 500 2.2182 
Households 4,585,300 8.7823 71.3 Households 1,135,100 2.1741 
Retail Sales (000) $20.229,108 9.3557 71.1 Retail Sales (000) $4,908,635 2.2702 
E. B. I. (000) $35,952,453 10.7842 71.0 E. B. I. (000) $8,618,873 2.5853 

LOS ANGELES -LONG BEACH ADVERTISER AREA 
2 METRO AREA Total % U. S. C. F.* 

Total %U.S. Population 4,268,900 2.3891 92.8% 
Population 6,624,200 3.7072 Households 1,219,400 2.3356 93.1 
Households 2,220.800 4.2535 Retail Sales (000) $5,254,434 2.4301 93.4 
Retail Sales (000) $ 9,796,184 4.5306 E. B. I. (000) $9,186,033 2.7554 93.8 
E. B. I. (000) $15,318,459 4.5949 

BOSTON 
ADVERTISER AREA 6 METRO AREA 

Total % U. S. C. F.* Total %U.S. 
Population 6,804.400 3.8081 97.4 Population 3,074,400 1.7206 
Households 2,273,800 4.3550 97.7 Households 884,000 1.6931 
Retail Sales (000) $10,010,518 4.6298 97.9 Retail Sales (000) $4,288,884 1.9836 
E. B. I. (000) $15,682,348 4.7040 97.7 E. B. I. (000) $6,805,089 2.0412 

CHICAGO 
3 METRO AREA 

ADVERTISER AREA 

Total %U.S. C.F.* 
Total % U. S. 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

3,303,000 
954,200 

$4,584,746 
$7,255,819 

1.8485 
1.8276 
2.1204 
2.1764 

93.1% 
92.6 
93.5 
93.8 

Population 6,117,900 
Households 1.885,900 
Retail Sales (000) $ 8,986,057 
E. B. I. (000) $15,128,425 

3.4239 
3.6121 
4.1560 
4.5379 

ADVERTISER AREA SAN FRANCISCO -OAKLAND 
7 METRO AREA 

Total % U. S. C. F.* 
Population 6,795,600 
Households 2,081,900 

90.0% 
90.6 Population 

Total % U. S. 
3.8032 
3.9875 2,731,200 1.5285 

Retail Sales (000) $ 9,839,856 
E. B. I. (000) $16,490,856 

4.5508 
4.9465 

91.3 
91.7 

Households 
Retail Sales (000) 

893.000 
$3,901,614 

1.7104 
1.8045 

E. B. I. (000) $6,904,885 2.0712 
PHILADELPHIA 

4 METRO AREA ADVERTISER AREA 

Total % U. S. Total % U. S. C. F.* 
Population 4,439,100 2.4843 Population 2,796,600 1.5651 97.7% 
Households 1,274,500 2.4411 Households 911,500 1.7458 98.0 
Retail Sales (000) $ 5,177,021 2.3943 Retail Sales (000) $3,968,335 1.8353 98.3 
E. B. I. (000) $ 9,329,319 2.7984 E. B. I. (000) $7,016,185 2. 1046 98.4 
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8 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

9 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

10 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

11 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

12 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

40 

WASHINGTON, D. C. 
METRO AREA 

Total 
2,034,300 

576,200 
$2,825,891 
$4,722,837 

ADVERTISER AREA 

Total 
2,281,200 

635,100 
$3,042,053 
$5,075,797 

% U. S. 

1.1385 
1.1036 
1.3069 
1.4166 

% U. S. C. F. 

1.2767 
1.2164 
1.4069 
1.5225 

PITTSBURGH 
METRO AREA 

Total % U. S. 

2,381,500 
68 3.700 

$2,775,277 
$4,668.686 

ADVERTISER AREA 

Total 
2,956,400 

844,900 
$3,361,441 
$5,604,307 

ST. LOUIS 
METRO AREA 

Total 
2,089,300 

642,500 
$2,527.105 
$4,274,216 

ADVERTISER AREA 

Total 

2,474,200 
760,700 

$2,930,016 
$4.873,174 

CLEVELAND 
METRO AREA 

1.3328 
1.3 095 
1.2835 
1.4004 

89.2% 
90.7 
92.9 ' 

93.0 

%U.S. C.F. 
1.6545 
1.6182 
1.5546 
1.6810 

%U.S. 
1.1693 
1.2306 
1.1688 
1.2821 

U.S. 
1.3847 

I .4570 

1.3551 

I.46I7 

Total % U. S. 

1,785,500 
537,500 

$2,495,210 
$4,144,597 

.9993 

1.0295 

1.1540 

1.2432 

80.6",0 
80.9 
82.6 
83.3 

C. F. 

84.4% 
84.5 
86.2 
87.7 

ADVERTISER AREA 

Total % U. S. C. F. 

2,249,000 1.2587 
674,200 1.2913 

$3,003,068 1.3889 
$5,046,651 1.5138 

NEWARK, N. J. 
METRO AREA 

Total 
1,719,700 

506,600 
$2.414,298 
$4,201,988 

%U.S. 
.9624 
.9703 

1.1166 
1.2604 

79.4% 
79.7 
83.1 
82.1 

ADVERTISER AREA 

Total % U. S. C. F. 

Newark is a part of the New York 
Advertiser Area 

MINNEAPOLIS -ST. PAUL 
13 METRO AREA 

Total % U. S. 

Population 1,410,200 .7892 
Households 424,500 .8130 
Retail Sales (000) $2.038,970 .9430 
E. B. I. (000) $2.878,895 .8635 

ADVERTISER AREA 

Total % U. S. C. F. 

Population 1,917, 100 1.0729 73.6% 
Households 564,800 1.0818 75.2 
Retail Sales (000) $2,589,284 1.1975 78.7 
E. B. I. (000) $3,632,787 1.0897 79.2 

BALTIMORE 
14 METRO AREA 

Total % U. S. 

Population 1,748,000 .9783 
Households 489,900 .9383 
Retail Sales (000) $2,013,309 .9311 
E. B. I. (000) $3,309,120 .9926 

ADVERTISER AREA 

Total % U. S. C. F. 

Population 1,947,100 1.0897 89.8% 
Households 543,800 1.0415 90.1 

Retail Sales (000) $2,233,671 1.0330 90.1 

E. B. I. (000) $3,627,981 1.0882 91.2 

HOUSTON 
15 METRO AREA 

Total % U. S. 

Population 1,212,000 .6783 
Households 362,400 .6941 
Retail Sales (000) $1,626.062 .7520 
E. B. I. (000) $2,313,109 .6938 

ADVERTISER AREA 

Total % U.S. C. F. 

Population 1,696.200 .9493 71.5% 
Households 497,800 .9534 72.8 

Retail Sales (000) $2,155,944 .9971 75.4 

E. B. I. (000) $3,015,003 .9044 76.7 

BUFFALO 
16 METRO AREA 

Total % U. S. 

Population 1,338,300 .7490 
Households 394,400 .7554 
Retail Sales (000) $1,619,179 .7489 
E. B. I. (000) $2,728,942 .8186 

ADVERTISER AREA 

Total % U. S. C. F.' 
Population 1,591,200 .8905 84.1% 
Households 4 68, 500 .8973 84.2 
Retail Sales (000) $1,908,073 .8825 84.9 
E. B. I. (000) $3,176,566 .9528 85.9 

SEATTLE 
17 METRO AREA 

Total % U.S. 
Population 1,072,000 .5999 
Households 363,200 .6956 
Retail Sales (000) $1,607,945 .7437 
E. B. I. (000) $2,291,519 .6874 

ADVERTISER AREA 

Total %U. S. C. F.* 

Population 1,609,300 .9006 66.6% 
Households 529,900 1.0149 68.5 
Retail Sales (000) $2,199,270 1.0171 73.1 

E. B. I. (000) $3,268,773 .9805 70.1 
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Fort Worth 
C. F. Hooper Inc. has tried a new audience report 
in Fort Worth, Tex., which it hopes will catch on in 
other markets. The study breaks down the analysis of 
audience shares into Jour Monday- through -Saturday 
periods, rather the former two weekday periods 
plus a Saturday daytime category. Among other in- 
novations, the new format adds a full hour to evening 
driving times. Hooper believes that the new time 
periods reflect more accurately the way radio is 

Experiment 
bought today b) agencies. It also feels that the break - 
clowns will serve as a more helpful programming guide 
to stations because the new periods are more indica- 
tive of the changes made in a normal clay's schedule. In 
Fort Worth, too, Hooper will no longer issue a three - 
month report showing Monday-through- Friday rat- 
ings. It believes the audience shares in the new time 
periods are a sufficient measure of programming ac- 
ceptance. 

THE NEW: 
SHARE OF RADIO AUDIENCE 

RADIO 
TIME SETS- 

IN-USE A B C D E F C H 

OTHER SAMPLE 

I 
AM & FM SIZE 

MONDAY THRU SATURDAY 
18.1 

7:00 A.M. -9:00 A.M. 

MONDAY THRU SATURDAY 
11.9 

9:00 A.M. -12:00 NOON 

MONDAY THRU SATURDAY 
11.3 

12:00 NOON -4:00 P.M. 

MONDAY THRU SATURDAY 
13.0 

4:00 P.M. -7:00 P.M. 

6.0 

4.8 

5.0 

7.8 

6.0 1.8 34.5 

4.2 2.7 28.4 

6.2 4.8 23.4 

9.5 3.9 28.0 

6.2 

8.2 

8.9 

1.7 

3.1 

3.2 

4.4 

2.7 

6.7 

10.1 

9.3 

4.6 

1.8 

1.9 

2.6 

2.7 

29.5 4.4 2,577 

30.0 6.7 4,168 

29.4 5.8 5,570 

31.5 10.2 4,152 

THE OLD: 
SHARE OF RADIO AUDIENCE 

RADIO 
TIME SETS - 

IN - USE A B C D E F G H I 

OTHER SAMPLE 
AM & FM SIZE 

MONDAY THRU FRIDAY 
7:00 A.M. -12:00 NOON 

MONDAY THRU FRIDAY 
12:00 NOON -6 :00 P.M. 

SATURDAY DAYTIME 
7:00 A.M. -6:00 P.M. 
IlNlllllllnlllllllllllllllllllltlllltllllllllltlllllllllllllllllllllllllllllllllllllllllllllllll'! IIIIIIIIIIIIIII'!! IIIII& Illlllllllllllllllllllllllllllilllllllllllllllllllllllllllllllllllllllll ;Illlllllllllf; 111111 !!III.. P'i!1!1!fJ911111111 .4911111llll111111111 1llllll17IIIIP11'I ' 

13.0 

9.8 

13.9 

5.2 

5.2 

3.9 

3.6 3.2 37.9 1.1 6.8 2.9 7.5 1.4 26.0 4.3 5,674 

5.0 5.0 29.0 10 7.8 3.0 6.8 3.3 26.6 6.3 7,335 

7.5 2.9 29.7 2.2 6.5 6.8 11.1 0.4 24.0 5.0 2,544 

DALLAS 
18 METRO AREA 

Total 
Population 1,066,400 
Households 324,500 
Retail Sales (000) $1,592,770 
E. B. I. (000) $2,009,542 

°/, U. S. 

.5968 

.6215 
.7366 
.6028 

ADVERTISER AREA 

Total % U. S. C. F.* 
Population 1,222,800 
Households 370,700 
Retail Sales (000) $1,739,791 
E. B. I. (000) $2,205,152 

19 

.6843 87.2% 

.7100 87.5 

.8046 91.5 

.6615 91.1 

PATERSON- CLIFTON -PASSAIC, N. J. 
METRO AREA 

Total % U. S. 

1,185,400 
364,900 

$1,582,011 
$2,982,001 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 
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.6634 
.6989 
.7317 
.8945 

Population 
Households 
Retail Sales (000) 
E. B. 1. (000) 

" ` IP"Iglllllllll11lllli IIIII!Illllllllll1glll 

ADVERTISER AREA 

Total %U. S. C. F.* 
Paterson -Clifton- Passaic is a part 
of the New York Advertiser Area. 

KANSAS CITY 
20 METRO AREA 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Total % U. S. 

1,050, 700 .5880 
344,700 .6602 

$1,560,337 .7216 
$2,298,408 .6894 

ADVERTISER AREA 

Total °/, U. S. C. F.' 
1,408,000 .7880 74.6% 

456,400 .8741 75.5 
$1,941,702 .8980 80.4 
$2,869,794 .8608 80.1 
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MILWAUKEE 
21 METRO AREA 

Total % U. S. 

Population 1,202,000 .6727 
Households 3 56, 300 .6824 
Retail Sales (000) $1,541,318 .7128 
E. B. I. (000) $2,487,983 .7463 

ADVERTISER AREA 

Total % U.S. C. F.' 
Population 1,682,300 .9415 71.4 
Households 498,400 .9546 71.5 . 

Retail Sales (000) $2,109,415 .9756 73.1 

E. B. I. (000) $3,376,198 1.0127 73.7 

MIAMI 
22 METRO AREA 

Total %U.S. 
Population 915,100 .5121 
Households 281,500 .5392 
Retail Sales (000) $1,504,984 .6960 
E. B. I. (000) $1,923,074 .5768 

ADVERTISER AREA 

Total % U. S. C. F. 

Population 1, 290, 600 7223 70.9% 
Households 395,400 .7573 71.2 
Retail Sales (000) $2,082,911 .9633 72.3 
E. B. I. (000) $2,605,160 .7814 73.8 

23 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

CINCINNATI 
METRO AREA 

Total % U. S. 

1,068,800 
338,700 

$1,410,190 
$2,141,245 

ADVERTISER AREA 

Total 

.5982 
.6487 
.6522 
.6423 

%U.S. C.F. 
Population 1,708,600 .9562 62.6% 
Households 524,300 1.0042 64.6 
Retail Sales (000) $2,055,527 .9507 68.6 
E. B. 1. (000) $3,161,594 .9483 67.7 

24 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

ATLANTA 
METRO AREA 

Total 
974,700 
280,000 

$1,369,742 
$1,849,800 

%U. S._ 

.5455 

.5363 
.6335 
.5549 

ADVERTISER AREA 

Total % U. S. C. F. 

Population 1,335,300 .7473 73.0% 
Households 372,400 .7133 75.2 
Retail Sales (000) $1,659,571 .7675 82.5 
E. B. I. (000) $2,254,281 .6762 82.1 

DENVER 
25 METRO AREA 

Total % U. S. 

Population 895,200 .5010 
Households 279,200 .5348 
Retail Sales (000) $1,294,246 .5986 
E. B. I. (000) $1,861,579 .5584 

ADVERTISER AREA 
Total %U.S. C. F. 

Population 1,000,700 .5600 89.5% 
Households 310,100 .5939 90.0 

Retail Sales (000) $1,431,256 .6619 90.0 
E. B. I. (000) $2,056,366 .6168 90.5 

26 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

SAN DIEGO 
METRO AREA 

Total %U. S. 

98 3, 600 
290,200 

$1,283,812 
$2,106,045 

.5505 

.5558 

.5937 

.6317 

ADVERTISER AREA 

Total %U. S. C.F. 
983,600 .5505 100.0 
290,200 .5558 100.0 

$1,283,812 .5937 100.0 
$2,106,045 .6317 100.0 

PORTLAND, ORE. 
27 METRO AREA 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales 
E. B. I. (000) 

Total 
864,700 
290,700 

$1,129,234 
$1,646,714 

ADVERTISER AREA 

Total 

1,194, 800 
3 93, 200 

$1,500,350 
$2,204,082 

% U. S. 

.4839 

.5568 

.5223 

.4939 

% U. S. C. F. 

.6687 72.4% 

.7531 72.4 

.6939 75.3 

.6611 74.7 

TAMPA -ST. PETERSBURG 
28 METRO AREA 

Total % U. S. 

Population 717,500 .4015 
Households 236,800 .4535 
Retail Sales (000) $1,060,035 .4903 
E. B. I. (000) $1,283,871 .3851 

ADVERTISER AREA 

Total 
Population 890,100 
Households 291,300 
Retail Sales (000) $1,315,303 
E. B. I. (000) $1,559,031 

29 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

NEW ORLEANS 
METRO AREA 

%U.S. C. F. 
.4981 80.6% 
.5579 81.3 
.6083 80.6 
.4676 82.4 

Total % U. S. 

839,800 .4700 
244,100 .4675 

$1,035,875 .4791 
$1,454,882 .4364 

ADVERTISER AREA 

Total / U. S. C. F. 
1,285,700 .7195 65.3% 

359,100 .6878 68.0 
$1,441,290 .6666 71.9 
$1,964,140 .5892 74.1 

INDIANAPOLIS 
30 METRO AREA 

Population 
Households 
Retail Sales (000) 
E. B. 1. ( 000 ) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Total % U. S. 

689,100 
217,800 

$1,007,866 
$1,516,230 

.3857 

.4172 

.4661 

.4548 

ADVERTISER AREA 

Total % U. S. 

1,330,500 
416,300 

$1,703,301 
$2,637,130 

.7446 

.7973 

.7878 

.7910 

C. F. 

51.8% 
52.3 
59.2 
57.5 
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SAN BERNARDINA- RIVERSIDE 
31 METRO AREA 

Total % U. S. 

Households 755,800 .4230 
Households 243,800 .4670 
Retail Sales (000) $ 976,163 .4515 
E. B. I. (000) $1,438,416 .4315 

ADVERTISER AREA 

Total %U.S. C. F.* 

Population 768,400 .4300 98.4% 
Households 248.100 .4752 98.3 
Retail Sales (000) $1,000,293 .4626 97.6 
E. 8. I. (000) $1,467,575 .4402 98.0 

HARTFORD -NEW BRITAIN 
32 

Population 
Households 
Retail Sales (000) 
E. 8. I. (000) 

METRO AREA 

Total 

660,100 
191,900 

$ 948,516 
$ 1,671,563 

% U. S. 

.3694 

.3675 

.4387 

.5014 

ADVERTISER AREA 

Total % U.S. C. F.' 
Population 982,300 .5497 67.2% 
Households 285,100 .5461 67.3 
Retail Sales (000) $1,343,324 .6213 70.6 
E. B. L (000) $2,398,897 .7196 69.7 

COLUMBUS, O. 
33 METRO AREA 

Total % U. S. 

Population 668,200 .3740 
Households 198,500 .3802 
Retail Sales (000) $ 917,770 .4245 
E. B. I. (000) $1,486,049 .4458 

ADVERTISER AREA 

Total % U. S. C. F.* 
Population 1,307,700 .7319 51.1% 
Households 386,200 .7397 51.4 
Retail Sales (000) $1,590,826 .7357 57.7 
E. 8. I. (000) $2,537.901 .7613 58.6 

DAYTON 
34 METRO AREA 

Total % U.S. 
Population 693.200 .3879 
Households 205,900 .3944 
Retail Sales (000) $ 899,933 .4162 
E. B. I. (000) $1,495,325 .4485 

ADVERTISER AREA 

Total % U. S. C. C.F. 
Population 1,1 13,400 .6231 62.3% 
Households 332,500 .6368 61.9 
Retail Sales (000) $1,367,991 .6327 65.8 
E. B. I. (000) $2,244,166 .6732 66.6 

BRIDGEPORT -STAMFORD -NORWALK 
35 METRO AREA 

Total % U. S. 

Population 633,100 .3543 
Households 185,500 .3553 
Retail Sales (000) $894,574 .4137 
E. B. I. (000) $1,786,615 .5359 

ADVERTISER AREA 

Total % U. S. C. C.F. 
Population 633,100 .3543 100.0% 
Households 185,500 .3553 100.0 
Retail Sales (000) $ 894,574 .4137 100.0 
E. B. I. (000) $1,786,615 .5359 100.0 

PROVIDENCE, R. I. 
36 METRO AREA 

Total % U. S. 

Population 715,900 .4007 
Households 213,600 .4091 
Retail Sales (000) $ 868,135 .4015 
E. B. I. (000) $1,351,420 .4054 
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Population 
Households 
Retail Sales (000) 
E. 8. I. (000) 

ADVERTISER AREA 

Total 
853,200 
249,800 

$ 1.000,480 
$1,606,954 

% U. S. 

.4775 

.4784 

.4627 

.4820 

NEW HAVEN -WATERBURY- MERIDEN 
37 METRO AREA 

Total % U. S. 

Population 627,600 .3512 
Households 184,900 .3541 
Retail Sales (000) $ 866,985 .4010 
E. 8. I. (000) $ 1,515,833 .4547 

Population 
Households 
Retail Sales (000) 
E. 8. I. (000) 

ADVERTISER AREA 

Total 
627,600 
184,900 

f 866,985 
$1,515.833 

C. F. 

83.9% 
85.5 
86.8 
84.1 

% U. S. C. F.' 
.3512 100.0% 
.3541 100.0 
.4010 100.0 
.4547 100.0 

ALBANY -SCHENECTADY -TROY 
38 METRO AREA 

Total % U. S. 

Population 668,600 
Households 208,800 
Retail Sales (000) $ 861,600 
E. B. I. (000) $1,422,216 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

39 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

40 

Population 
Households 
Retail Sales (000) 
E. 8. I. (000) 

Population 
Households 
Retail Sales (000) 
E. 8. I. (000 ) 

41 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. 8. I. (000) 

ADVERTISER AREA 

Total 
1,141,700 

353,900 
$1,447,115 
$2,317,926 

.3742 

.3999 

.3985 
,4266 

% U. S. C. F.' 
.6390 58.6% 
.6778 59.0 
.6693 59.5 
.6953 61.4 

SAN JOSE 
METRO AREA 

Total %U. S. 

613,000 .3431 
188,600 .3612 

$ 858,645 .3971 
$1,308.244 .3924 

ADVERTISER AREA 

Total 
687,000 
216,200 

$ 974,299 
$1,464,549 

% U. S. C.F.' 
.3845 89.2% 
.4141 87.2 
.4506 88.1 
.4393 89.3 

LOUISVILLE 
METRO AREA 

Total % U. S. 

702,400 .3931 
211,400 .4049 

$ 851,973 .3940 
$1,225,445 .3676 

ADVERTISER AREA 

Total %U. S. C.F.* 
1,143,000 .6397 61.5% 

324,200 .6209 65.2 
$1, 162,753 .5378 73.3 
$1,759,488 .5278 69.6 

PHOENIX 
METRO AREA 

Total 
630,200 
182,800 

$ 836,893 
$1,083,760 

%U.S. 
.3527 
.3501 
.3871 
3251 

ADVERTISER AREA 

Total % U.S. C. F.* 
762,000 
216,800 

$981,118 
$1,271,970 

.4265 
.4152 
.4537 
.3815 

82.7% 
84.3 
85.3 
85.2 
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FT. WORTH 
42 METRO AREA 

Total 

611,900 
18 5, 700 

$ 798,401 
$1,100,240 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

%U.S. 
.3424 
.3576 
.3693 
.3300 

ADVERTISER AREA 
Total %U.S. C.F. 

Population 728,600 .4078 84.03; 
Households 222,800 .4257 83.8 
Retail Sales (000) $ 924,683 .4277 86.3 
E. B. I. (000) $1,269.108 .3807 86.7 

ROCHESTER, N. Y. 
43 METRO AREA 

Total %U.S. 
Population 585,000 .3274 
Households 181,300 .3472 
Retail Sales (000) $ 760.439 .3517 
E. B. I. (000) $1,300,314 .3900 

ADVERTISER AREA 
Total %U.S. C. F.* 

Population 769,700 .4308 76.0% 
Households 233,900 .4480 77.5 
Retail Sales (000) $1,017,254 .4705 74.8 
E. B. 1. (000) $1,619,694 .4858 80.3 

MEMPHIS 
44 METRO AREA 

Total 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

590.000 
168,100 

$ 758,755 
$1,015,759 

%U.S. 
.3302 
.3220 
.3509 
.3047 

ADVERTISER AREA 
Total % U. S. C. F. 

Population 1,006,900 .5635 58.6% 
Households 274,300 .5254 61.3 
Retail Sales (000) $1,016,541 .4701 74.6 
E. B. I. (000) $1,428.318 .4284 71.1 

45 
SACRAMENTO 
METRO AREA 

Total %U.S. 
Population 468,300 .2621 
Households 146,400 .2804 
Retail Sales (000) $ 738,865 .3417 
E. B. I. (000) $1,086.008 .3258 

ADVERTISER AREA 
Total % U. S. C. F. 

Population 780,300 .4367 60.0% 
Households 245,700 .4706 59.6 
Retail Sales (000) $1,238,642 .5729 59.7 
E. B. I. (000) $1,694,958 .5084 64.1 

SAN ANTONIO 
46 METRO AREA 

Total % U. S. 

Population 660,100 .3694 
Households 180,000 .3448 
Retail Sales (000) $ 721,421 .3336 
E. B. I. ( 000 ) $ 988,900 .2966 

ADVERTISER AREA 
Total % U. S. C. F. 

Population 922,900 .5165 71.5% 
Households 248,800 .4765 72.3 
Retail Sales (000) $ 964,110 .4459 74.8 
E. B. I. (000) $1,305,225 .3918 75.7 

BIRMINGHAM 
47 METRO AREA 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

44 

Total 

634,100 
179,500 

$ 710,774 
$1,082,017 

% U. S. 

.3549 

.3438 

.3287 

.3246 

ADVERTISER AREA 

Total % U. S. C. F. 

Population 995,200 .5570 -6-3.7% 
Households 269,800 .5168 66.5 
Retail Sales (000) $ 961,924 .4449 73.9 
E. B. I. ( 000 ) $1,479,751 .4439 73.1 

GARY -HAMMOND -E. CHICAGO 
48 METRO AREA 

Total % U. S. 

Population 556,600 .3115 
Households 160,300 .3070 
Retail Sales (000) $ 698,363 .3230 
E. B. I. (000) $1,130,840 .3392 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

ADVERTISER AREA 

Total %U.S. C. F. 
Gary -Hammond -E. Chicago is a part 

of the Chicago Advertiser Area 

49 
SYRACUSE 

METRO AREA 

Total % U. S. 

Population -547,600 73065 
Households 161,900 .3101 
Retail Sales (000) $ 693,680 .3208 
E. B. I. ( 000 ) $1,093,734 .3281 

ADVERTISER AREA 

Total % U. S. C. F. 

Population 695,400 .3892 78.7% 
Households 204,000 .3907 79.4 
Retail Sales (000) $ 858,362 .3970 80.8 
E. B. I. (000) $1.354,070 .4062 80.8 

50 
AKRON 

METRO AREA 

Total % U. S. 

Population 515,000 .2882 
Households 154,500 .2959 
Retail Sales (000) $ 667,985 .3089 
E. B. I. (000) $1,060,030 .3180 

ADVERTISER AREA 

Total % U. S. C. F.' 
Population 653,300 .3656 78.8% 
Households 194,300 .3721 79.5 
Retail Sales (000) $ 807,211 .3733 82.8 
E. B. I. (000) $1,315,551 .3946 80.6 

51 
WORCESTER 
METRO AREA 

Total %U.S. 
Population 589,500 .3299 
Households 171,300 .3281 
Retail Sales (000) $ 665.519 3083 
E. B. I. (000) $1,188,273 .3564 

ADVERTISER AREA 

Total % U. S. C. F." 

Population 589,500 .3299 100.0% 
Households 171,300 .3281 100.0 
Retail Sales (000) $ 665,519 .3083 100.0 
E. B. I. (000) $1,188,273 .3564 100.0 

52 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

JERSEY CITY 
METRO AREA 

Total 
646,400 

1 90,400 
$ 655,370 
$1,369,295 

%U.S. 
.3618 
.3647 
.3031 
.4107 
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Population 
Households 
Retail Sales (000) 
E. 8. I. (000) 

NEW 
53 

ADVERTISER AREA 

Total % U. S. C. F.* 
Jersey City is part of the New 

York Advertiser Area 

BRUNSWICK -PERTH AMBOY, N. .1. 

METRO AREA 

Total % U. S. 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 

500,000 
142,600 

$ 648,881 
$1,093,283 

.2798 

.2731 

.3001 

.3279 

ADVERTISER AREA 

Total % U.S. C. F.* 
New Brunswick -Perth Amboy is part 
of the New York Advertiser Area 

E. 8. I. (000) 

SPRINGFIELD 
54 

Population 
Households 
Retail Sales (000) 
E. 8. I. (000) 

-HOLYOKE, MASS. 
METRO AREA 

Total % U. S. 

472,300 
136,200 

5 641,813 
51,015,329 

.2643 

.2609 

.2968 

.3046 

ADVERTISER ARE 4 

Total % U.S. C. F.* 
Population 527.400 .2952 89.6% 
Households 153,500 .2940 88.7 
Retail Sales (000) á 707,850 .3273 90.7 
E. 8. I. (000) $1,121,745 .3365 90.5 

YOUNGSTOWN 
55 METRO AREA 

Total %U.S. 
Population 501,200 .2805 
Households 141,900 .2718 
Retail Sales (000) 5 628,516 .2907 
E. 8. I. (000) $ 992,346 .2977 

ADVERTISER AREA 

Total % U.S. C. F.* 
Population 617,500 .3456 81.2% 
Households 175,100 .3354 81.0 
Retail Sales (000) 5 771,875 .3570 81.4 
E. B. I. (000) $1,220,168 .3660 81.3 

TOLEDO 
56 METRO AREA 

Total %U.S. 
Population 474,700 .2657 
Households 144,700 .2771 
Retail Sales (000) á 615,617 .2847 
E. B. I. (000) $1,105,190 .3315 

ADVERTISER AREA 

Total % U.S. C. F.* 
Population 893,900 .5003 53.1% 
Households 271,900 .5208 53.2 
Retail Sales (000) $1,095,754 .5068 56.2 
E. B. I. (000) $1,870.268 .5610 59.1 

OKLAHOMA CITY 
57 METRO AREA 

Population 
Households 
Retail Sales (000) 
E. 8. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Total % U. S. 

473,400 .2649 
148,100 .2837 

; 608,551 .2814 
$ 872,906 .2618 

ADVERTISER AREA 

Total % U.S. C. F.* 
683.700 
210,100 

.3826 

.4024 
69.2% 
70.5 

$ 841,922 .3894 72.3 
$1,175,798 .3527 74.2 
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ALLENTOWN- BETHLEHEM -EASTON, PA. 
58 METRO AREA 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

To 

474,200 
137,500 

$ 600.853 
$ 936,031 

%U. S. 

.2654 
.2634 
.2779 
.2808 

ADVERTISER AREA 

Total % U.S. C. F.* 
Population 569,800 .3189 83.2% 
Households 165,100 .3162 83.3 
Retail Sales (000) S 706,115 .3266 85.1 
E. B. I. (000) 51,098,654 .3295 85.2 

RICHMOND 
59 METRO AREA 

Total % U.S. 
Population 416,300 .2330 
Households 113,800 .2180 
Retail Sales (000) $ 591,774 .2737 
E. 8. I. (000) $ 754,051 .2262 

ADVERTISER AREA 

Total % U. S. C. F.* 
Population 843,500 .4721 49.47: 
Households 214,000 .4099 53.2 
Retail Sales (000) 5 922,173 .4265 64.2 
E. 8. I. (000) 51,278,592 .3835 59.0 

NORFOLK -PORTSMOUTH 
60 METRO AREA 

Total % U.S. 
Population 597,100 .3342 
Households 168,000 .3218 
Retail Sales (000) 5 589,193 .2725 
E. B. I. (000) $1,092,576 .3277 

ADVERTISER AREA 

Total % U.S. C. F.* 
Population 1,060, 900 .5937 56.3% 
Households 284,000 .5439 59.2 
Retail Sales (000) 51.001,855 .4633 58.8 
E. B. I. (000) 51,724,722 .5173 63.3 

OMAHA 
61 METRO AREA 

Total % U.S. 
Population 444,300 .2487 
Households 134,000 .2567 
Retail Sales (000) $ 588,036 .2720 
E. 8. I. (000) 853,887 .2561 

ADVERTISER AREA 

Total */* U. S. C. F.* 
Population 807,900 .4521 55.0% 
Households 246,700 .4725 54.3 
Retail Sales (000) $1,006,690 .4656 58.4 
E. B. I. (000) $ 1,430,055 .4290 59.7 

JACKSONVILLE, FLA. 
62 METRO AREA 

Total % U. S. 

Population 451,500 .2527 
Households 127,400 .2440 
Retail Sales (000) S 579,459 .2680 
E. 8. I. (000) 5 788,027 .2364 

ADVERTISER AREA 

Total % U. S. C. F.* 
Population 643,500 .3601 70.2% 
Households 175,900 .3369 72.4 
Retail Sales (000) 5 756,136 .3497 76.6 
E. B. I. (000) ;1,022,107 .3066 77.1 

FRESNO 
63 METRO AREA 

Total % U. S. 

Populations 350,900 .1964 
Households 1 07,100 .2051 
Retail Sales (000) $ 540,526 .2500 
E. 8. I. (000) 5 669,563 .2008 
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Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

ADVERTISER AREA 
Total % U. S. C. F." 

585,200 
176,400 

$ 866,726 
$1,071,486 

NASHVILLE 
64 METRO AREA 

Total 
380,100 
107,700 

$ 511,640 
$ 648,457 

ADVERTISER AREA 
Total % U. S. C. F. 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

.3275 

.3379 

.4009 

.3214 

% U. S. 

2127 
.2063 
.2366 
.1945 

60.0% 
60.7 
62.4 
62.5 

878,100 
237,700 

$ 855,657 
$1,209,881 

.4914 

.4553 

.3957 

.3629 

SALT LAKE CITY 
65 METRO AREA 

Total % U. S. 

Population 
Households 
Retail Sales (000) 
E. B. 1. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

380,100 
110,400 

$ 506,869 
$ 698,618 

.2127 

.2115 

.2344 

.2096 

43.3% 
45.3 
59.8 
53.6 

ADVERTISER AREA 
Total %U. S. C.F. 
904.300 .5061 42.0% 
249,500 .4779 44.2 

$1,033,778 .4781 49.0 
$1,506,389 .4519 43.4 

FT. LAUDERDALE 
66 METRO AREA 

Total 
Population 296,500 
Households 91,700 
Retail Sales (000) $ 506,706 
E. B. I. (000) $ 548,864 

ADVERTISER AREA 
Total U.S. U. S. C. F. 

Population Ft. Lauderdale is a part of the 
Households Miami Advertiser Area 
Retail Sales (000) 
E. B. I. (000) 

%U.S. 
.1659 
.1756 
.2343 
.1646 

67 

Population 
Households 
Retail Sales (000) 
E. 8. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

68 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

46 

WILMINGTON 
METRO AREA 

Total 

364,800 
104,900 

$ 497,683 
$ 917,894 

ADVERTISER AREA 
Total 
597,200 
171,900 

$ 802,540 
$1,329,746 

% U. S. 

.2042 

.2009 

.2302 

.2 753 

%U.S. 
.3342 
.3292 
.3712 
.3989 

TULSA 
METRO AREA 

Total % U. S. 

381,000 
120,500 

$ 492,491 
$ 726,875 

ADVERTISER AREA 
Total 
810,600 
242,300 

$ 851,571 
$1,296,718 

.2132 

.2308 

.2278 

.2180 

%U.S. 
.4537 
.4641 
.3938 
.3890 

C. F. 

61.1 
61.0 
62.0 
69.0 

C. F. 

47.0% 
49.7 
57.8 
56.1 

GRAND RAPIDS 
69 METRO AREA 

Total % U. S. 

Population 349,400 .1955 
Households 106,700 .2044 
Retail Sales (000) $ 477,063 .2206 
E. B. I. (000) $ 699,721 .2099 

ADVERTISER AREA 

Total % U. S. C. F. * 

Population 838,400 .4692 41.7% 
Households 251,800 .4823 42.4 
Retail Sales (000) $ 998,764 .4619 47.8 
E. B. I. (000) $1,478,162 .44 34 47.3 

HONOLULU 
70 METRO AREA 

Total % U.S. 
Population 520,500 .2913 
Households 1 19, 700 .2293 
Retail Sales (000) $ 476.615 .2204 
E. B. I. (000) $ 937,973 .2814 

ADVERTISER AREA 

Total % U.S. C. F. 

Population 658,900 .3691 79.0% 
Households 158,300 .3038 75.6 
Retail Sales (000) $ 579,058 .2678 82.3 
E. B. I. (000) $1,146,440 .3439 81.8 

71 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

FLINT, MICH. 
METRO AREA 

Total 
393,900 
116,000 

$ 471,136 
$ 842,992 

%U.S. 
.2204 
.2222 
.2179 
.2529 

ADVERTISER AREA 

Total % U. S. C. F. 

865,200 
249,900 

$1,000,701 
$1,634,841 

.4842 

.4786 

.4628 

.4904 

45.5% 
46.4 
47.1 
51.6 

WICHITA 
72 METRO AREA 

Total U. S. 

Population 332,800 .1863 
Households 109,400 .2095 
Retail Sales (000) $ 454,234 .2101 
E. B. I. (000) $ 652,954 .1959 

ADVERTISER AREA 

Total % U. S. C. F. 
Population 570,800 .3194 58.3% 
Households 186,000 .3562 58.8 
Retail Sales (000) 741,323 .3429 61.3 
E. B. I. (000) $1,042,576 .3127 62.6 

FALL RIVER -NEW BEDFORD, MASS. 
73 METRO AREA 

Total % U. S. 

Population 398,400 
Households 1 20,700 
Retail Sales (000) $ 446,426 
E. B. I. (000) $ 746,027 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

ADVERTISER AREA 

Total 
464,400 
140,800 

$ 574,534 
$ 867,846 

.2230 

.2312 

.2065 

.2238 

%U.S. C. F.* 

.2599 85.8% 

.2697 85.7 

.2657 77.7 

.2603 86.0 
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HARRISBURG 
74 METRO AREA 

Total 

Population 345,400 
Households 102,400 
Retail Sales (000) $ 436,748 
E. B. I. (000) $ 672,466 

ADVERTISER AREA 

Total 

Population 858,700 
Households 250,200 
Retail Sales (000) $1,037,752 
E. B. I. (000) $1,544,523 

ORLANDO 
75 METRO AREA 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Total 

305,100 
96,300 

S 436,580 
S 533,033 

%U.S. 
.1933 
.1961 
.2020 
.2017 

% U. S. C. F. 

.4806 40.2% 
.4792 40.9 
.4799 42.1 
4633 43.5 

%U.S. 
.1707 
.1844 
.2019 
.1599 

ADVERTISER AREA 

Total % U. S. C. F. 

Population 610,500 .3417 50.0% 
Households 193,600 .3708 49.7 
Retail Sales (000) $ 835,056 .3862 52.3 
E. B. I. (000) $1,021,899 .3065 52.2 

CANTON, O. 
76 METRO AREA 

Total 
Population 332,200 
Households 97,500 
Retail Sales (000) $ 423,925 
E. B. I. (000) $ 636,662 

U.S. 
.1859 
.1867 
.1961 
.1910 

ADVERTISER AREA 

Total % U. S. C. F. 

Population 633,800 .3547 52.4% 
Households 186,400 .3570 52.3 
Retail Sales (000) 5 744,712 .3444 56.9 
E. B. I. (000) $1,143,748 .3431 55.7 

BAKERSFIELD, CALIF. 
77 METRO AREA 

Total % U. S. 

Population 277,700 .1554 
Households 82,500 .1580 
Retail Sales (000) $ 418,351 .1935 
E. B. I. (000) $ 565.103 .1695 

ADVERTISER AREA 

Total % U. S. C. F.' 
Population 277,700 .1554 100.0% 
Households 82,500 .1580 100.0 
Retail Sales (000) $ 418,351 .1935 100.0 
E. 8. I. (000) $ 565,103 .1694 100.0 

DES MOINES 
78 METRO AREA 

Total %U.S. 
Population 267,600 .1498 
Households 86,700 .1661 
Retail Sales (000) $ 407,987 .1887 
E. B. I. (000) $ 544,266 .1633 

ADVERTISER AREA 
Total % U. S. C. C.F. 

Population 1,183,000 .6625 22.6% 
Households 363,000 .6953 23.9 
Retail Sales (000) $1,537,814 .7112 26.5 
E. B. I. (000) $2,183,556 .6550 24.9 

LANSING 
79 METRO AREA 

Total 
Population 303.700 
Households 89,400 
Retail Sales (000) $ 399,455 
E. B. I. (000) $ 615,846 
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% U. S. 

.1700 
.1712 
.1847 
.1847 

ADVERTISER AREA 

Total % U. S. C. F. 

Population 468,700 .2623 64.8% 
Households 138,200 .2647 64.7 
Retail Sales (000) $ 598,079 .2766 66.8 
E. B. I. (000) $ 909,100 .2727 67.7 

UTICA -ROME, N. Y. 
80 METRO AREA 

Total % U.S. 
Population -312,900 .1751 
Households 92,300 .1768 
Retail Sales (000) 397,901 .1840 
E. B. I. (000) 581,935 .1746 

ADVERTISER AREA 

Total % U. S. C. C.F. 
Population 367,400 .2056 85.2% 
Households 109,400 .2095 84.4 
Retail Sales (000) 5 464,853 .2150 85.6 
E. B. I. (000) 5 682,730 .2048 85.2 

81 

Population 
Households 
Retail Sales (000) 
E. B. I . (000) 

PEORIA 
METRO AREA 

Total 
294,700 
91,300 

$ 391,350 
5 640,902 

%U.S. 
.1649 
.1749 
.1810 
.1922 

ADVERTISER AREA 

Total %U. S. C.F. 
Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

659,100 
206,100 

$ 856,228 
$1,360,610 

CHARLOTTE 

.3689 

.3947 

.3960 

.4081 

44.7 
44.3 
45.7 
47.1 

82 METRO AREA 

Total , U. S. 

Population 275,300 .1541 
Households 73,900 .1415 
Retail Sales (000) $ 385,812 .1784 
E. B. I. (000) $ 491,540 .1474 

ADVERTISER AREA 

Total % U. S. C. C.F. 
Population 959,700 .5371 28.7% 
Households 246,400 .4719 30.0 
Retail Sales (000) $ 980,434 .4534 39.4 
E. B. 1. (000) $1,386,776 .4160 35.4 

WILKES BARRE -HAZLETON 
83 METRO AREA 

Total % U. S. 

Population 366,100 .2049 
Households 102,700 .1967 
Retail Sales (000) $ 383,817 .1775 
E. B. I. ( 000 ) $ 589,590 .1769 

ADVERTISER AREA 

Total %U.S. C. F.' 
Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

1,035.600 
294,900 

$1,085,878 
$1,636,675 

KNOXVILLE 

.5796 
.5648 
.5022 
.4909 

35.4'/, 
34.8 
35.3 
36.0 

84 METRO AREA 

Total % U. S. 

Population 373,800 .2092 
Households 100,900 .1933 
Retail Sales (000) $ 381,335 .1764 
E. B. I. (000) S 565,919 .1698 

ADVERTISER AREA 

Total % U. S. C. C.F. 
Population 707, I00 .3957 52.9% 
Households 182,800 .3501 55.2 
Retail Sales (000) $ 599,061 .2771 63.7 
E. B. I. (000) $ 892,051 .2676 63.4 
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SPOKANE 
85 METRO AREA 

Total % U. S. 

Population 291,100 .1629 
Households 95,100 .182 I 

Retail Sales (000) $ 379,688 .1756 
E. B. I. (000) S 578,498 .1735 

ADVERTISER AREA 

Total % U. S. C. F.* 

Population 451,200 .2525 64.5% 
Households 143,400 .2747 66.3 
Retail Sales (000) $ 564,971 .2613 67.2 ' 

E. B. I. (000) 5 867,365 .2602 66.7 

TRENTON 
86 METRO AREA 

Total % U. S. 

Population 272,200 .1523 
Households 73,500 .1408 
Retail Sales (000) $ 377,273 .1745 
E. 8. I. (000) 5 611,119 .1833 

ADVERTISER AREA 

Total %U. S. C.F.* 
Population 321,500 .1799 84.7% 
Households 88,400 .1693 83.1 
Retail Sales (000) 5 443,052 .2049 85.2 
E. B. I. (000) $ 703,541 .2110 86.9 

CHATTANOOGA 
87 METRO AREA 

Total % U. S. 

Population 290,700 .1 627 
Households 83,500 .1599 
Retail Sales (000) $ 364,898 .1688 
E. B. I. (000) $ 442,603 .1328 

ADVERTISER AREA 

Total % U. S. C. F. 
Population 636,100 .3560 45.7% 
Households 169,500 .3246 49.3 
Retail Sales (000) $ 611,019 .2826 59.7 
E. B. I. (000) $ 808,194 .2424 54.8 

DAVENPORT -ROCK ISLAND -MOLINE 
88 METRO AREA 

Total % U. S. 

Population 279,700 .1565 
Households 85,900 .1645 
Retail Sales (000) $ 359,734 .1664 
E. B. I. (000) $ 582,053 .1746 

ADVERTISER AREA 

Total % U. S. C. F.* 
Population 525,000 .2938 53.3% 
Households 162,900 .3120 52.7 
Retail Sales (000) $ 687,945 .3182 52.3 
E. B. I. (000) $1,027,165 .3081 56.7 

TACOMA 
89 METRO AREA 

Total % U. S. 

Population 328,100 .1836 
Households 97,900 .1875 
Retail Sales (000) $ 357,965 .1656 
E. B. I. (000) $ 608,404 .1825 

ADVERTISER AREA 
Total % U. S. C. F.* 

Population Tacoma is a part of the Seattle 
Households Advertiser Area 
Retail Sales (000) 
E. B. I. (000) 

ALBUQUERQUE 
90 METRO AREA 

Total % U. S. 

Population 252,800 .1415 

48 

Households 70,900 .1357 
Retail Sales (000) 5 357,611 .1654 
E. B. I. (000) 5 474,824 .1424 

ADVERTISER AREA 

Total % U. S. C. F.* 

Population 326,000 .1824 77.5% 
Households 87, 100 .1668 81.4 
Retail Sales (000) $ 413,425 .1912 86.5 
E. B. I. (000) $ 547,299 .1642 86.8 

EL PASO 
91 METRO AREA 

Total % U. S. 

Population 330,000 .1847 
Households 86,900 .1664 
Retail Sales (000) $ 355,601 .1645 
E. B. I. (000) $ 555,280 .1666 

ADVERTISER AREA 

Total % U. S. C. F.* 
Population 479,300 .2682 68.9% 
Households 125,600 .2406 69.2 
Retail Sales (000) $ 503,189 .2327 70.7 
E. B. I. (000) $ 782,726 .2348 70.9 

BEAUMONT -PT. ARTHUR, TEX. 
92 METRO AREA 

Total % U. S. 

Population 315,500 .1766 
Households 91,400 .1751 
Retail Sales (000) 5 354,989 .1642 
E. B. 1. (000) 5 547,449 .1 642 

ADVERTISER AREA 

Total % U. S. C. F.* 
Population 396,300 .2218 79.6% 
Households 112,500 .2155 81.2 
Retail Sales (000) 5 431,390 .1995 82.3 
E. B. I. (000) $ 636,355 .1909 86.0 

LANCASTER 
93 METRO AREA 

Total % U.S. 

Population 267.500 .1497 
Households 76,700 .1469 
Retail Sales (000) $ 349,750 .1618 
E. B. I. (000) $ 552,078 .1656 

ADVERTISER AREA 

Total % U. S. C. F.* 
Population 267,500 .1497 100.0% 
Households 76,700 .1469 100.0 
Retail Sales (000) $ 349,750 .1618 100.0 
E. B. I. (000) $ 552,078 .1656 100.0 

WEST PALM BEACH 
94 METRO AREA 

Total % U. S. 

Population 229,700 .1286 
Households 79,000 .1513 
Retail Sales (000) $ 348,236 .1611 
E. B. I. (000) $ 424,360 .1273 

ADVERTISER AREA 

Total % U. S. C. F.* 

Population 322,000 .1802 71.3% 
Households 104,900 .2009 75.3 

Retail Sales (000) $ 470,124 .2174 74.1 

E. B. I. (000) $ 562,359 .1687 75.5 

GREENSBORO -HIGH POINT, N. C. 
95 METRO AREA 

Total Y. U. S. 

Population 233,800 .1308 
Households 61,500 .1178 
Retail Sales (000) $ 344,778 .1595 
E. B. 1. (000) $ 398,642 .1196 
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Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

96 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

ADVERTISER AREA 

Total 
603,600 
234,500 

$ 991,183 
$1,310,959 

TUCSON 
METRO AREA 

Total 

% U. S. C. F.* 

Households 
Retail Sales (000) 
E. B. I. (000) 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

99 

Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

71,100 
$ 330,750 
$ 479,598 

ADVERTISER AREA 

Total 
528,800 
163,900 

$ 688,613 
$ 990,290 

STOCKTON, CALIF. 
METRO AREA 

Total 

.1362 

.1530 

.1439 

% U. S. 

.2959 
.3139 
.3185 
.2970 

% U. S. 

C. F.* 

43.3% 
43.4 
48.0 
48.4 

C. F.* 

.5057 

.4491 

.4584 

.3932 

% U. S. 

38.7% 
26.2 
34.8 
30.4 

C. F.* 

265,100 
80,500 

$ 339,976 
$ 491,446 

ADVERTISER AREA 

Total 

.1484 

.1 542 

.1572 

.1474 

% U. S. 

237,200 
74,000 

$ 329,083 
$ 490,613 

ADVERTISER AREA 

Total 

.1327 

.1417 

.1522 
.1472 

% U. S. 

278,100 
83,900 

$ 367,897 
$ 511,012 

.1556 

.1607 

.1701 

.1533 

95.3°/, 
95.9 
92.4 
96.2 

SHREVEPORT Population 406,100 .2273 58.4% 
97 METRO AREA Households 127,000 .2432 58.3 

Total % U. S. 
Retail Sales (000) $ 603,661 .2792 54.5 
E. B. I. (000) $ 805,887 .2417 60.9 

260,600 .1458 Population 
Households 
Retail Sales (000) 
E. B. I. (000) 

72,700 
$ 332,071 
$ 441,019 

.1392 

.1536 

.1323 100 
MOBILE 

METRO AREA 

Total % U. S. 
ADVERTISER AREA 

282,500 .1581 Population 
Total , U. S. C. F.* Households 78,200 .1498 

Population 566,100 .3168 46.0% Retail Sales (000) $ 322,178 .1490 
Households 157,300 .3013 46.2 E. B. I. (000) $ 428,116 .1284 
Retail Sales (000) $ 629,904 .2913 52.7 
E. B. I. (000) $ 832,974 .2499 52.9 ADVERTISER AREA 

FT. WAYNE Total % U. S. C. F.* 

98 METRO AREA Population 570,700 .3194 49.5% 
Households 151,700 .2906 51.5 

Total % U.S. Retail Sales (000) $ 566,733 .2621 56.8 
Population 229,200 .1283 E. B. I. (000) $ 783,066 .2349 54.7 
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Fm Profile 
The National Association of Fm Broadcasters has compiled in a 
flip -card presentation a composite of the research gained in 16 sep- 
arate Pulse studies of 1959. Here are the NAFMB figures: 

Average fm set penetration 

Fm homes listening sometime each week 

Fm homes listening each and every day 

Fm listeners who are college graduates 

high school graduates 

some college 

some high school 

Fm listeners who are between the ages of 

19 and 35 

35 and 50 

over 50 

under 18 

Fm listeners with incomes between 

$ 7,500 and $10,000 

$10,000 and $15,000 

$ 5,000 and $ 7,500 

$ 3,000 and $ 5,000 

$ 2,000 and $ 3,000 

Over $15,000 

Refused to answer 

43.5 percent 

56.5 percent 

51.3 percent 

37.0 percent 

33.5 percent 

12.4 percent 

8.9 percent 

25.0 percent 

37.0 percent 

35.0 percent 

3.5 percent 

21.4 

14.4 

28.4 

15.2 

4.2 

4.0 

12.2 

percent 

percent 

percent 

percent 

percent 

percent 

percent 

Fm listeners who are 
professional men, proprietors, 

or business executives 

white collar workers 

laborers and skilled technicians 

miscellaneous 

Those who listen in the 

Those who listen between 

Those who listen to 

living room 

bedroom 

kitchen 

den 

other places 

6 a.m. and 9 a.m. 

9 a.m. and 12 Noon 

12 Noon and 6 p.m. 

6 p.m. and 9 p.m. 

9 p.m. and Midnight 

consoles 

table models 

component parts 15.0 

Multiple fm set homes 13.0 

Offices and business establishments with fm sets 10.0 

29.0 

20.1 

28.6 

22.3 

47.3 

22.8 

14.0 

8.2 

7.7 

16.0 

13.0 

23.0 

45.0 

20.0 

percent 

percent 

percent 

percent 

percent 

percent 

percent 

percent 

percent 

percent 

percen t 

percent 

percent 

percent 

50.0 percent 

35.0 percent 

percent 

percent 

percent 
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LEFT TO RIGHT FARRELL SMITH SCOTT MuN1 BILL OWEN. JACK CARNEY HERB OSCAR ANOERSON CHARLIE CREER. CHUCK OUNAWAY. 

1.3 PM 10 PM 12M 6.6 AM 3610 PM 610 AM 11 AM I PM I IS IO PM 

The s 'i:sgin' ( from 77! All aboard for the big 

bright sound of RadioWABC! Listen to the Big 7 from Channel 77 
make big things happen with just Your Kind of Music! 

First Person Features and First Person News 
THE SOUND OF NEW YORK. . RADIO 

Represented Nationally by john Blair and Company 

ABC 
CHANNEL" 
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Radio 
Advertisers 

List of National Spot 
Advertisers, Including 
Agencies and Cities 

List of Network Advertisers 
on CBS, NBC, ABC, MBS 
and Keystone 

Case Histories Showing 
How 21 Advertisers Put 
Radio To Use 

PART I National & Regional Spot Advertisers 

The following list was compiled by u.s. RADIO through the facilities 
of major representatives with offices in cities across the country. This 
list includes the names of more than 750 national and regional spot 
radio users and their agencies. 

Food, Flour, Fruit and Cereal 
Accent Food Seasoning Needham, Louis 6' Brorby, Chicago 
American Bakeries 

Cookbook Bread Young 6' Rubicam, New York 
American Home Foods Co. 

Chef Boy -Ar -Dee Young 6' Rubican, New York 
American Molasses 

Grandma's Old Fashioned Unsulphured Molasses 
Kastor, Hilton, Chesley, Clifford 6' Atherton, New York 

American Scientific Labs 
Banably Syrups Arthur Towel!, Madison, IVis. 

V. Arena & Sons Inc. 
Conte Luna Twistetti Torrieri Advertising, Baltimore 
Conte Luna Elbow Macaroni Torrieri Advertising, Baltimore 

Armour Processed Meats 
Armour Frankfurters N. W. Ayer 6' Son, Philadelphia 

Arnold Bakeries 
Arnold Bread Kudner, New York 

Beech -Nut Life Savers Inc. 
Beech -Nut Baby Food Young 6' Rubicam, New York 

Bernstein's Food Products Co. Hal Stebbins, Los Angeles 
Brock Hall Dairy Co. Charles W. Hoyt, New York 
Buitoni Foods Corp. 

Buitoni Macaroni Albert Frank -Guenther Law, New York 
California Asparagus Growers Evans -McClure, San Francisco 

California Cantaloupes 
California Packing Co. 

Del Monte Products 
Campbell Soup Co. 

Campbell's heat processed soups 
Campbell's frozen soups 
Franco -American Products 
Campbell's Pork and Beans 

Carnation Milk Co. Erwin 
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Dancer, Fitzgerald 6' Sample, San Francisco 

Chris & Pitts Bar B Q Sauce 
Chun King Sales Inc. 

Chow Mein Divider -Pak 

Church & Dwight Co. 
Cow Brand Baking Soda 

Coastal Foods Co. 
Phillips Beans and Franks 
Phillips Pork and Beans 

Continental Baking Co. 
Hostess Cakes 
Hostess Handi Pie 
Profile Bread 
Wonder Bread 
Wonder Buns 
Wonder Rolls 

McCann-Erickson, San Francisco 

BBD6'O, New York 
Leo Burnett, Chicago 
Leo Burnett, Chicago 

Needham, Louis 6' Brorby, New York 
Wasey, Ruthrauff 6' Ryan, Los Angeles 

Curtis Advertising, Hollywood 

BBD&O, Minneapolis 

Charles IV. Hoyt, New York 

IV. B. Donen ísì Co., Baltimore 
IV. B. Donen 6' Co., Baltimore 

Ted Bates, New York 
Ted Bates, New York 
Ted Bates, New York 
Ted Bates, New York 
Ted Bates, New York 
Ted Bates, New York 
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 Advertisers (Spot) 

Corn Products Company -Best Foods Division 
Best Foods Mayonnaise Dancer, Fitzgerald & Sample, New York 
Hellmann's Italian Dressing Dancer, Fitzgerald d Sample, Nerv York 
Hellmann's Mayonnaise Dancer, Fitzgerald 6' Sample, New York 
Nucoa Margarine Dancer, Fitzgerald & Sample, New York 

Guild Bascom 6' Bonfigli, New York 
BBD&O, Minneapolis 

The Zlowe Co., New York 
Clinton E. Frank, Chicago 

McCann- Erickson. San Francisco 
Perrin -Pats, Chicago 

Skippv Peanut Butter 
Cream of Wheat Corp. 
Dannon Milk Products Inc. 

Dannon Yogurt 
Dean Milk Company 
Diamond Walnut Growers Inc. 
Dubuque Packing Co. 
John H. Dulaney & Sons Inc. 

Dulaney Frozen Foods 
Arndt, Preston, Chapin, Lamb 6' Keen, Philadelphia 

Albert Dickenson Co. 
Big Buster Pop Corn Hanson Ei Shuns, Chicago 

Duffy Mott Co. 
Clapps Baby Food Sullivan, Stauffer, Colwell & Bayles. Ncw York 

Durkee Famous Foods 
Durkee s Mayonnaise Cunningham E+ Walsh, ,San Francisco 

Eskimo Pie Corp. 
Eskimo Fruit Joy Eastern Advertising, New York 
Eskimo Pies Eastern Advertising, New York 

J. H. Filbert Inc. 
Mrs. Filbert's Margarine Young 6' Rubicam, New York 

Foremost Dairies Inc. 
Dolly Madison Products BBDFaO, New York 

The Frito Company 
Fritos Dancer, Fitzgerald & Sample, Chicago 

New Era Potato Chips Dancer, Fitzgerald & Sample, Chicago 

General Foods Corp. 
All Products 

General Mills Inc. 
Betty Crocker Pizza 

Gerber Food Products Co. 
Gravymaster Co. Inc. 

Gravy Master Seasoning 
Charles Gulden Inc. 

Gulden's Mustard 
Hall Baking Co. 
Hawaiian Pineapple Co. Ltd. 

Dole Products 
Heckman Biscuit Co. 
H. J. Heinz Co. 
Heublein Inc. 

Maltez Cereal Fletcher Richards, Calkins 6' Holden, New York 
Hygrade Food Products IV. B. Donen, Detroit 
Imperial Sugar Co. Tracy- Locke, Dallas 
Interstate Bakeries Inc. 

Weber's Bread HonigCoo^er & Harrington. Los Angeles 
St. John's Bread Honig -Cooper Fd Harrington, Los Angeles 

Jaka Ham Co. Kastor, Hilton, Chesley, Clifford & Atherton. New York 
Keebler Biscuit Co. Lewis 6' G'Iman, Philadelphia 
Kitchen Art Foods, inc. 

Py -O -My Mixes Wright, Campbell & Suitt, Chicago 
Kraft Foods 

Miracle Whip J. lValrer Thompson. Chicago 
Kraft Lemon Mayonnaise J. Walter Thompron, Chicago 

Kretschmer Corp. 
Wheat Germ George H. Hartman. Chicago 

Krey Packing Company 
Krey -Pac D'Arcy Advertising, St. Louis 

Lance Inc. 
Peanut Food Products D'Arey Advertising, Atlanta 

Langendorf United Bakeries 
Langendorf Bread Young & Rubicam, New York 

Lever Brothers Co. -Food Division 
Imperial Margarine Foo'e, Cone & Belding, New York 

V. La Rosa & Sons 
Macaroni Products Hicks 6' Greist Inc., New York 

Loma Linda Food Co. 
Gravy Quik " Robinson, Pcnwick 6' Haynes, Los Angeles 

Lynden Chicken and Turkey Products Rune Goranson, Seattle 
Manchester Biscuit Co. George H. Hartman, Chicago 
Mary Ellen's Inc. 

Jams and Jellies Guild, Bascom & Bonfigli, .San Francisco 
Mayar Shrimp & Oyster Co. Erwin IVasey, Ruthrauff & Ryan. Chicago 
Merchant's Biscuit Co. George H. Hartman, Chicago 

Penton & Bowles, New York 
Foote. Cone & Belding, Chicago 

Ogilvy. Berson 6' Mather, New York 
Young & Rubicarn, New York 

Knox Reeves Advertising, Alimteas,olis 
D'Arcy Advertising, New York 

Samuel Croot, New York 

Chrrles IV. Hoyt, Nov York 
Bozcll & Jacobs, Chicago 

Foote, Cone & Belding, San Francisco 
George H. Hartman, Chicago 

Maxon, Detroit 
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Louis Milani Foods Inc. Donahue Co., Los Angeles 

C. F. Mueller 
Mueller's Macaroni 

Doherty, Clifford, Steers Er' Shenficld, New York 
National Biscuit Co. 

Millbrook Bread McCann- Erickson, Nery York 
Nabisco Crackers McCann- Erickson, New York 

National Cranberry Association 
Ocean Spray Cranberry Juice BQOCyO, New York 

National Dairy Products Corp. 
Breakstone's Yogurt Mogul, Williams & Saylor, New York 
Sealtest N. IV. Ayer Cd Son, New York 

Oak State Products 
Archway Cookies Grant Advertising, Chicago 

Omar, Inc. Bozell & Jacobs, Chicago 

Old Virginia Packing Co. 
Old Virginia Foods Cargill, Nilson 6' Acree, Richmond, Va. 

Oscar Mayer & Co. J. Walter Thompson, Chicago 

Mrs. Paul's Kitchens The AitkinKynctt Co., Philadelphia 

Penick & Ford Ltd. Inc. 
Swel Frosting Croot Ea Brant, New York 
Brer Rabbit Molasses Grant Advertising, New York 
My- TFine Pudding Grant Advertising, New York 
Vermont Maid Syrup Grant Advertising, Nery York 

Pet Milk Company Gardner Advertising, St. Louis 

Pillsbury Mills Inc. 
Pillsbury and Ballard products Campbell & Alithun, Minneapolis 

Prinre Macaroni Manufacturing Co. S. E. Zubrow, Philadelphia 

Procter & Gamble Co. 
Duncan Hines Cake Mixes Gardner Advertising, St. Louis 

The Quaker Oats Co. 
Aunt Jemima Easy Mixes John IV. Shaw, Chicago 
Ouaker Oats Baker, Tilden, Bolgard 6' Barger, Chicago 
Ful -O -Pep Compton Advertising, Chicago 

Ralston Purina Co. 
Ralston Hot Cereals Guild, Bascom & Bonfigli, San Francisco 
Ralston Ches Guild, Bascom & Bonfigli, San Francisco 
Ry -Krisp Guild. Bascom & Bonfigli, San Francisco 

River Brand Rice Mills Inc. Cunningham & Walsh, New York 
Roman Products Corp. 

Roman Pizza Smith /Greenfield, New York 
Roll Gold Foods Inc. 

Rold Gold Pretzels Rutledge Advertising, St, Louis 
C. F. Sauer Company 

Duke's Mayonnaise Van Sant- Dugdale & Co., Baltimore 
Sawyer Biscuit Co. George H. Hartman, Chicago 
Streitman Biscuit Co. Ralph H. Jones, Cincinnati 
Seabrook Farms Co. 

Kastor, Hilton, Chesley, Clifford & Atherton, New York 
Southern Bakeries Co. 

Southern Bread Burke, Dowling & Adams, Atlanta 
Standard Brands Inc. 

Blue Bonnet Margarine Ted Bates, New York 
Fleischmann's Margarine Ted Bates, New York 
Royal Gelatin Desserts Ted Bates, New York 

Stella D'oro Biscuit Co. Carlo Vinti Advertising, New Yo-k 
Stokelv -Van Camp 

Canned Products Lennen & Newell, New York 
Sugar Creek Co. 

National Dairy Honey Butter N. W. Ayer 6' Son, Philadelphie 
Sunkist Growers Inc. Foote, Cone & Belding, Los Angeles 
Swift & Co. 

Allsweet Margarine Leo Burnett, Chicagc 

Meat Packers McCannAlarschalk, Clevelane 
Swift Hatcheries Guild Advertising, Milwaukes 

TV Time Foods Inc. 
TV Time Popcorn Stern, Walters & Simmons, Chicago 

W. Un-lerwood Co. 
Red Devil Brand Kenyon 6' Eckhardt, Boston 

Van Camp Sea Food Co. 
Chicken of the Sea Tuna 

Erwin Wasey, Ruthrauff & Ryan, Los Angele 
Vita Food Products Inc. Charles W. Hoyt, New Yon 
Ward Baking Company 

Tip -Top Bread Grey Advertising, New Yor, 
Weiland Packing Co. Baker, Johnson & Di- kinron, Milwanke 
Wheatina Coro. Charles W. Hoyt, New Yor 
Wise Potato Chips The Lynn Organization, Wilkes -Ban 
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IF YOUR CLIENT IS THINKING OF SELLING DRUGS OR COSMETICS IN N.Y. C. 
(and he should be; it's the biggest market in the U.S.) 

START WHERE THE SELLING IS EASY 
(easier because the New York market is bigger than the next 3 combined) 

START WITH WINSIand 
(the proven path for reaching these people) 

WHERE THE MARKET IS HAPPILY HOMOGENEOUS 
(all ages, all interests, all incomes) 

,11 

im 
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WINSLANDERS are all alike in one respect. They buy and use drug and cosmetic 
products at a rate undreamed of in any other market. They are health and beauty 
conscious to the tune of over half a billion dollars a year. Almost every minute of 
the day and night, WINS is the station in New York. MEDIA MORAL: If you sell 
drugs or cosmetics, sell it on WINS, the station with the listeners who take care of 
themselves. 

For complete information call: WINS JUdson 2 -7000 
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Advertisers (Spot) 

Proprietary Medicines, Drugs, Chemicals, 
and Toilet Requisites 

Abbott Laboratories 
Gallimycin Tatham -Laird, Chicago 

American Home Produces Co. 
Dristan Tatham- Laird, New York 

Ameril Drug Co. 
Alkaid and Cloramint Kenneth Rader, New York 

Associated Sepian Products Direct, New York 
"BC" Headache Tablets and Powders C. Knox Massey, Durham, N. C. 
Blair Laboratories 

Kerrid Doyle Dane Bernbach, New York 
Block Drug Co. 

Minipoo Shampoo L. C. Gurnbi,urer, New York 
Rem Cough Medicine L. C. Gumbinner, New York 

Bristol Meyers Co. 
Vitalis Hair Cream Young 6' Rubicam, New York 
Sal Hepatica Young & Rubicon, New York 
Bufferin Young 6' Rubicam, New York 
Mum Doherty, Cliflord, Steers 6' Shenfield, Nev York 
Trig BBD?O, New York 

E. T. Browne Drug Co. 
Palmer's Skin Success Kenneth Rader, New York 

Carter Products 
Colonaids Kantor, Hilton, Chesley, Clifford & Atherton, New York 

Cerebelli & Co. 
Brioschi Ellington 6' Co., New York 

Chap Stick Co. L. C. Gurnbinner, New York 
Chattanooga Medicine Co. 

Cardui Noble -Deny 6' Assoc., Nashville, Tenn. 
ChesebroughPond's Inc. 

Pertussin 
Vaseline Hair Tonic Norman, Craig 6' Kummel, New York 

Ciba Pharmaceutical Co. 
Serpasil 

Colgate Palmolive Co. 
Colgate Dental Cream 

Colonia Inc. 
4711 Cologne 

Creomulsion Co. 
Creomulsion Cough Medicine Tucker Wayne, Atlanta 

Demert & Dougherty Co. 
Heet Arthur ,lleyerhol, Chicago 

Drug Research Corp. 
Positan and Regimen 

Kantor, Hilton, Chesley, Clifford 6' Atherton, New York 
Dunbar Laboratories 

Sentor Doherty, Clifford, Steers 6' Shenfield, New York 
Eastco 

Clearasil Medicated Shampoo BBD6'O, New York 
Espotabs Street & Finney, New York 

5 Day Laboratories 
5 Day Roll -On Doyle Dane Bernbach, New York 

Foster Milburn Co. 
Doan's Pills Street 6' Finney, New York 

Gillette Safety Razor Co. Maxon, New York 
Grove Laboratories 

Ammens Doherty, Clifford, Steers Ee Shenfseld, New York 
Bromo Quinine Gardner Advertising, St. Louis 
4 -Way Cold Tablets Cohen 6' Alshire, New York 
Minit Rub Doherty, Clifford, Steers 6' Shen field, New York 
No -Doz Gardner Advertising. St. Louis 

Hudson Vitamin Products Inc. Pace Advertising, New York 
Kay Preparations Co. 

Cosmedicake Kenneth Rader Co., New York 
Kimberly -Clark Corp. 

Kleenex Foote, Cone 6e Belding, Chicago 
Kretschmer Corp. 

Wheat Germ George H. Hartman, Chicago 
L. B. Laboratories Milton Carlson, Los Angeles 
Thomas l.eeming Co. 

Pacquins William Esty, New York 
Silk 'n Satin William Esty, New York 

Lehn & Fink Products Corp. 
Lysol McCann- Erickson, New York 
Stri -Dex Ted Bates, New York 

Leonet Corp. 
Reducal Kenneth Rader, New York 

Lucky Heart Cosmetics Co. 
Maxwell Sackheim- Franklin Bruck, New York 

Compton, New York 

Hazard Advertising, New York 

Ted Bates, New York 

Kelly, Nason, New York 
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Mennen Co. 
Dateline Deodorant 

Mentholatum Co. 
Cough Syrup 
Mentholatum Deep Heat Rub 

Miles Laboratories 
Alka Seltzer 

Monticello Drug Co. 
666 Cold Tablets 

Murine Co. 

Norex Laboratories 
Amitone 

Norkon Pharmacal Co. 
Norkon Tablets 

Norwich Pharmacal Co. 
Pepto -Bismol 

Noxzema Chemical Co. 
High Noon Suntan Lotion 

Sullivan, 
Noxzema Skin Cream 

Sullivan, 
Personal Products Corp. 

Modess Sanitary Napkins 
Pharmaco Company 

Feen -a -Mint 
Chooz 

Pharma Craft Company 
Ting 

Pierre's Proprietaries Inc. 
Dr. Pierce's Golden Medical Discovery 

Mogul, Williams 6' Saylor, New York 
Lydia E. Pinkham Medicine Co. Cohen, Dowd 6' Aleshire, New York 
Plough Inc. 

Coppertone lake .Spiro- ,Shurma n, Memphis 
Mexsana Lake -Spiro- .Sharman, Memphis 
Musterole Lake-Spiro- Shuman, Memphis 
Penetro Cough Drops Lake- ,Spiro -Sharman, Memphis 
O. T. -Quick Tan Lotion Lake -Spiro- Shuman, Memphis 
Solarcaine Lake- Spiro.Shurrnan, Memphis 
St. Joseph Aspirin for Children fake Spiro Shurrnan, Memphis 

Potter Drug & Chemical Co. 
Cutazone Kastor, Hilton, Chesley, Clifford 6' Atherton, New York 

Revlon Inc. 
Revlon Sun Bath 

Rexall Drug Co. 

Harold F. Ritchie Inc. 
Scott's Emulsion 

Rolley Company 
Tanfastic 

Helena Rubinstein Inc. 
Bio Clear 

S S S Co. 
S S S Tonic 

Shulton Inc. 

Smith Brothers Inc. 
Cough Drops 

Kantor, 
Stanback Co. 

Sterling Drug Co. 
Campho- Phenique 
Midol 
Dr. Lyon's Tooth Powder 

Sutton Cosmetics Inc. 
Sutton Deodorant Stick 

Swedish Shampoo Laboratories 
Blondex 

Vicks Chemical Corp. 
Vicks VapoRub 
Vicks Cough Syrup 
Vitamin "C" Cough Drops 
Vicks Cold Tablets 

Warner -Lambert Emerson Drug 
Fizzies 

Warner -Lambert Family Products 
Bromo Seltzer 

Warwick & Legler, New York 

J. Walter Thompson, New York 
J. Walter Thompson, New York 

lVade Advertising, Chicago 

J. IValter Thompson, New York 
J. Walter Thompson, New York 

Grey Advertising, New York 

Joe Gans. New York 

Benton 6' Bowles, New York 

Stauffer, Colwell 6' Bayles, New York 

.Stauffer, Colwell 6' Bayles, New York 

Nationwide Network, New York 

N. IV. Ayer & Son, Philadelphia 
N. W. Ayer 6' Son, Philadelphia 

Daniel 6' Charles, New York 

Grey Advertising, New York 
BBD6'O, Los Angeles 

J. Walter Thompson, New York 

Foote, Cone 6' Belding, San Francisco 

L. 1V. Frolieh, New York 

Marschalk & Pratt, Atlanta 
The Wesley Associates, New York 

Hilton, Chesley, Cliflord 6' Atherton, New York 
Direct, Salisbury, N. C. 

Thompson -Koch, New York 
Thompson -Koch, New York 

Dancer -Fitzgerald -Sample, New York 

L. C. Gumbin,ser, New York 

Firestone, New York 

Morse International, New York 
Morse International, New York 
Morse International, New York 
Morse International, New York 

Products 
Lambert 6' Feasley, New York 

Warwick 6' Legler, New York 
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PART OF THE 250,000 VISITORS TO RECENT WNAX -SPONSORED NATIONAL PLOWING CONTEST 

. . FROM PLOWING TO PAGLIACCI 

Each Peoples' station programs exclusively for the people of its 
own community. In the farm areas, WNAX (North and South 
Dakota, Iowa and Minnesota); WRFD (Central Ohio); and 
KVTV -TV (South Dakota, Iowa, and Minnesota), are known, 
respected and yes, loved, because of their constant devotion to 
the needs and desires of their audiences. While in the sophisti- 
cated urban communities of WTTM (Trenton, N. J.), and 
WGAR (Cleveland), the listeners hear programs compatible 
with their ways of life. Around Fairmont, W. Va., WMMN, 
first in audience for many years, concentrates on satisfying its 
own home town friends. Thus Peoples stations program from 
plowing to Pagliacci -but no rock 'n roll, if you please. 

"It Pays to Place it on Peoples" 

PEOPLES BROADCASTING CORPORATION 
WNAX, Yankton, S. D. 

KVTV, Sioux City, Iowa 
Represented by Katz 

WTTM, Trenton, N. J. 
WMMN, Fairmont, W. Va. 
George P. Hollingbery 

WGAR, Cleveland, Ohio 

H. I. Cristal 

WRFD, Columbus, 
Worthington, Ohio 

Gill -Perna 
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Advertisers (Spot) 

Warner- Lambert Pharmaceutical 
Listerine 

Whitehall Pharmacal Co. 
Sleep -eze 

Preparation "h" 
Willard Tablet Co. 

(Coned.) 
Lambert & Featley, New York 

Ted Bates, New York 
Ted Bates, New York 

Botel! 6' Jacobs, Chicago 

Agriculture and Garden 
Advance Seed Company 
Allied Mills 

Wayne Feeds 
American Cyanamid Inc. 

Avco Manufacturing Corp. 
New Idea Farm Equipment 

MacManus, John 6l Adams, Bloomfield Hills. Mich. 
California Spray & Chemical Corp. McCann- Erickson, Los Angeles 
Carst & Thomas 

Grain Sorghum Klau -Van Pictersom- Dunlap, ,llnlwauk-e 
Commercial Solvents Corp. 

HI -D Fertilizer Fuller & Smith & Ross, New York 
Cook Chemical Co. 

Real Kill Products 
Deere & Co. 
d -Con Co. Inc. 

Mouse Prufe 
De Kalb Agricultural Asso 
Doane Agricultural Service 
Dr. Salsbury s Labs 

Poultry Medicine Biddle, Der Moines 
Dow Chemical Co. 

Crabgrass AlacMauus, John 61 Adams, Bloomfield Hills, Mich. 
Agricultural Chemicals 

MacAlar ms, John 6' Adams, Bloomfield Hills, Mich. 
E. I. DuPont de Nemours Co. 

Grasselli Garden Products BBD&O, New York 
Esso Standard Oil Co. 

Flit McCann- Erickson, New York 
The Farmhand Co. Pidgeon, Savage 6' Lewis, Minneapolis 
Geigy Agricultural Chemicals Wildrich 6' Miller, New York 
Hess & Clark Inc. Kla -Vat: Psetersom- Dunlap. Milwaukee 
Hydroponic Chemical Co. 

Hyponex Plant Food Fred Bock Advertising, Akron, Ohio 
International Harvester Aubrey, Finlay, Marley 6' Hodgson, Chicago 
Massey - Ferguson Needham, Louis tea Brorby, Chicago 
Merck & Co. 

Fruit Freeze Charles W. Hoyt, Chicago 
Minneapolis Moline Co. BBD&O, Minneapolis 
Morton Chemical Co. Aubrey, Finlay, Marley 6' Hodgson, Chicago 
Murphy Feeds Aubrey, Finlay, Marley 6' Hodgson. Chicago 
Northrup, King & Co. BBD&O, Minneapolis 
Oyster Shell Products Inc. 

Pilot Brand Oyster Shells Ridgway -Hirsch Advertising, St. Louis 
Quaker Oats Co. 

Ful -O Pep Feeds Compton Advertising, Chicago 
Ralston Purina Co. 

General Chow Gardner Advertising, .St. Louis 
J. C. Robinson Seed Co. F. H. Brown Advertising, Chicago 
Shulton Products Wesley Assoc., New York 
Superior Feed Mills Inc. Jaynes R. Reese, Kansas City, Mo. 
Union Carbide Corp. 

6 -12 Insect Repellent J. M. Mathes, New York 

Jennings 6? Thompson, Phoenix, Ari;. 

Western Advertising. Chicago 
Cunningham 6' Walsh, New York 

Albnager, Fox 6' Rcshkin, Kansas City, Mo. 
Gardner Advertising, St. Louis 

Thompson -Koch, New York 
Thompson -Koch. New York 

c. Western Advertising, Chicago 
Shaffer, Brennast & ,Ilarguhs, St. Louis 

American Oil Co. 
Atlantic Refining Co. 
Bardahl Oil Co. 
Cities Service Oil Co. 
Continental Oil Co. 
Crown Petroleum Co. 
Diamond Head Oil Co. 
Esso Standard Oil Co. 
Ohio Oil Co. 
Oklahoma Oil Co. 
South Penn Oil Co. 
Phillips Petroleum Co. 
Pure Oil Co. 
Quaker State Oil Co. 
Richfield Oil Co. 
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Gas and Oil 
Joseph Katz, New York 

N. W. Ayer 6' Son, Philadelphia 
Miller, Mackay, Hoeck & Hartung, New York 

Ellington, New York 
Benton 6' Bowles, New York 
Al Paul Lefton, Philadelphia 

Felt Advertising, Newark, N. J. 
McCann -Erickson, New York 

N. W. Ayer 6' Son, Philadelphia 
Needham, Louis, Brorby, Chicago 

Eisaman, Johns 6' Laws, Hollywood 
Lambert 6' Feasley, New York 

Leo Burnett, Chicago 
Kenyon 6? Eckhardt, New York 

Hixson 6' Jorgensen, Los Angeles, Calif. 

Shell Oil Co. 
Signal Oil Co. 
Sinclair Refining Co. 
Site Oil Co. 
Skelley Oil Co. 
Socony- Mobile Oil Co. 
Standard Oil Co. 
Standard Oil of California 
Sun Oil Co. 
Texaco Inc. 
Tidewater Oil Co. 
Union Oil Co. 

J. Walter Thompson, New York 
Barton A. Stebbins, Los Angeles 

Geyer, Morey, Madden 6' Ballard, New York 
Weintraub 6' Assoc, St. Louis 

Bruce B. Brewer, Kansas City, Mo. 
Compton Advertising, New York 

D'Arey, Chicago 
BBD6'0, San Francisco 

William Esty, New York 
Cunningham E Walsh, New York 

Foote, Cone ís' Belding, Los Angeles 
Erwin Wasey, Ruthratff 6? Ryan, Los Angeles 

Beer and Ale 
Anheuser -Busch Inc. 

Budweiser Beer 
Busch Bavarian Beer 

Atlantic Brewing Co. 
Champagne Velvet Beer 

Atlas Brewing Co. 
Atlas Prager Beer 
Edelweiss Beer 

P. Ballantine & Son 
Ballantine Ale and Beer 

Burgermeister Brewing Co. 
Carlsberg Beer Breweries 
Carling Brewing Co. 

Carling's Red Cap Ale 
Stag Beer 
Carling's Black Label Beer 

Falstaff Brewing Co. 
M. K. Goetz Brewing Co. 

Country Club Malt Liquor John W. Shaw, Chicago 
Theo. Hamm Brewing Co. 

Hamm's Beer Campbell- Mithun, Hollywood 
Gunther Beer Campbell -Mithun, Minneapolis 

G. Heilman's Brewing Co. McCann- Erickson, Chicago 
Latrobe Brewing Co. 

Rolling Rock Beer Robert Willman, Pittsburgh 
Liebmann Breweries Inc. 

Rheingold Beer Foote, Cone Ed Belding, New York 
Lucky Lager Brewing Co. McCannErickson, San Francisco 
Miller Brewing Co. Mathisson 6' Assoc., Milwaukee 
National Brewing Co. 

National Bohemian Beer IV. B. Doner, Baltimore 
Olympia Brewing Co. Sotsford, Constantine 6' Gerinder, Seattle 
Pabst Brewing Co. 

Old Tankard Ale Kenyon & Eckhardt, Chicago 
Pabst Blue Ribbon Beer Kenyon 6' Eckhardt, Chicago 

Piels Bros. Young ís' Rubicam, New York 
Pittsburgh Brewing Co. 

Iron City Beer Smith, Taylor 6' Jenkins, Pittsburgh 
F & M Schaffer Brewing Co. BBD&O, New York 
Joseph Schlitz Brewing Co. J. Walter Thompson, Chicago 
C. Schmidt & Sons 

Ram's Head Ale Gray 6' Rogers, Philadelphia 
Valley Forge Beer Gray 6? Rogers, Philadelphia 

Tuborg Breweries Ltd. Erwin Wasey, Ruthrauff E Ryan, New York 
George Wiedemann Brewing Co. 

Doherty, Clifford, Steers 6? Shen field, New York 

D'Arcy, St. Louis 
Gardner, St. Louis 

W. B. Darter, Chicago 

Olían 61 Browner, Chicago 
Olían & Bronner, Chicago 

IVillian Esty, Nery York 
BBD&O, San Francisco 

IVexton, New York 

Benton N Bowles, New York 
Edward H. Weiss, Chicago 
A itkinKynett, Philadelphia 

Lang, Fisher 6' Stashower, Cleveland 
Dancer- Fitzgerald- Sample, New York 

Coffee and Tea 
Beechnut Life Savers, Inc. 

Beechnut Coffee 
Borden Co. 

Borden's Instant Coffee 
Doherty, 

Chock Full O' Nuts Corp. 
General Foods Co. 

Maxwell House Coffee 
Great Atlantic & Pacific Tea Co. 

A & P Hot Beverages 
J. G. F. Coffee Co. 
Jewel Tea Co. Inc. 
J. A. Folger & Co. 

Folgen Coffee 
Hills Bros. Coffee Inc. 

Hills Bros. Coffee 

Charles W. Hoyt, New York 

Clifford, Steers fd Shenfneld, New York 
Grey Adv., New York 

Ogilvy, Benson & Mather, New York 

Gardner Advertising, New York 
D'Arcy, Atlanta 

Earle Ludgin 6' Co., Chicago 

Cunningham 6' Walsh, New York 

N. W. Ayer 6? Son, Philadelphia 
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Thomas J. Lipton Inc. 
Lipton's Hot and Iced Tea 

Sullivan, Stauffer, Colwell & 

McCormick & Co. 
McCormick Tea 

W. F. McLaughlin & Co. 
McLaughlin's Manor House Coffee 

M J B Co. 
M J 13 Coffee 
Tree Tea 
M J B Instant Coffee 

Nestle Co. Inc. 
Nescafe 
Nestea 
Nescafe Instant Coffee 

Paxton & Gallagher Co. 
Butter Nut Coffee 

W. B. Reilly & Co. 
Luzianne Coffee 

Standard Brands Inc. 
Chase & Sanborn Coffee 
Siesta Coffee 
Tenderleaf Tea 

Stewart's Private Blend Coffee Co. 
Tea Council 

Iced Tea 
Tetley Tea Co. 

Lennen 

Bayles, New York 

& Newell, New York 

Earle, Ludgin & Co., Chicago 

BBD &O, San Francisco 
BBD &O, San Francisco 
BBD &O. San Francisco 

William Esty, New York 
William Esty, New York 
William Esty, New York 

Tatham -Laird, Chicago 

Walker Saussy Advertising, New Orleans 

Banks, 
Allstate Insurance Co. 
A. C. Allyn & Co. 
American Republic Insurance Co. 
Bache & Co. 

Securities Investments 
Bank of America 
Bankers Life & Casualty Co. 
Bell Telephone of: 

Illinois 
Indiana 
New York (Extension Phones) 
Pennsylvania 
Northwestern Bell Telephone Co. 

(Classified Directory) 
(Princess Telephone) 

Southwestern Bell Telephone Co. 
(General Advertising) 
(Long Distance) 

Blue Cross and Blue Shield J. 
(Group Hospitalization and Medical 

Central National Bank & Trust Co. 

Ted Bates, New York 
J. Walter Thompson, New York 
Roche, Rickerd & Cleary, Chicago 

Leo Burnett, Chicago 
Ogilvy, Benson & Mather, New York 

Utilities and Insurance 
Leo Burnett, Chicago 

George H. Hartman, Chicago 
J. M. Hickerson, Des Moines 

Albert Frank -Guenther Law, New York 
Johnson & Lewis, San Francisco 

Phillips & Cherbo, Chicago 

N. IV. Ayer & Son, Chicago 
J. Walter Thompson. Chicago 

BBD &O, New York 
Gray 6' Rogers, Philadelphia 

BBD &O, Minneapolis 
BBD &O, )Llinneanolis 
BBD &O, Minneapolis 

Tucker Wayne, Atlanta 
Tucker Wayne. Atlante 
Tucker Wayne, Atlanta 

Walter Thompson, New York 
Service of Washington) 

Klau -Van Pietersom- Dunlap, Milwaukee 
Chicago Title & Trust Co. 

i !arsteller, Rickard, Gebhardt & Reed, Chicago 
Continental Casualty Co. George H. Hartman. Chicago 
Farmer's Insurance Co. Honig -Cooper & Harrington, Los Angeles 
Gulf Guaranty Land & Title Co. Paul Vonze Assoc.. Baltimore 
John Hancock Insurance McCann- Erickson, New York 
Household Finance Co. Needham. Louis & Brorby. Chicago 
Investor's Planning Corporation Curtis Advertising, New York 
Kemper Insurance John IV. Shaw Advertising, Chicago 
King Merritt & Co. Inc. 

Mutual Funds Albert Frank -Guenther Law, New York 
Life Insurance Co. of America Liller, Neal, Battle fil Lindsey, Atlanta 
Metropolitan Life Insurance Co. Young & Rubicam. New York 
National Life & Accident Insurance Co. 

Noble -Dory and Assoc., Nashville 
Pacific Finance Co. Erwin IVasey, Ruthrauff & Ryan, Los Angeles 
Pacific Telephone & Telegraph Co. 

(Long Distance) BBD &O, San Francisco 
(Princess Telephone) BBD &O. San Francisco 

Profit Research Co. Robert M. Marks, New York 
Prudential Insurance Co. Reach, McClinton & Co., New York 
Randolph Associates 

Savings & Investment Consulting Kenneth Rader, Nery York 
Seaboard Finance Co. Frank Bull & Co., Hollywood 
Shearson, Hammill & Company Bruce Friedlich, New York 
Southern Bell Telephone Tucker Wayne, Atlanta 
Travelers Insurance Young & Rubicam, New York 
Utilities Engineering Institute Muriel IVageman Adv., Chicago 
Virginia Association of Insurance Agents Doremus & Co., New York 

Brillo Manufacturing Co. 
Brillo 

Brondow Inc. 
Breath O' Pine 

Boyle -Midway 
Griffin ABC Shoe Polish 

Cadie Chemical Products Inc. 
G!asskleer 

Colgate Palmolive Co. 
Fab 
Super Suds 

Continental Wax Corporation 
Continental Wax 

Economics Laboratories 
Dip -It 

Fels & Co. 
General Foods Corp. 

S. O. S. Scouring Pads 
A. S. Harrison 

Preen Wax 
Kiwi Polish Co. 
Knomash Inc. 

Esquire Shoe Polish 
Lever Bros. 

Cleaners 

J. Walter Thompson, New York 

Mohr & Eicoff, New York 

Tatham -Laird, New York 

Joe Gans, New York 

Ted Bates, New York 
Street & Finney, New York 

Product Services, New York 

Al Herr A dvertising. Milwaukee 
Aitkin- Kynett, Philadelphia 

Foote, Cone & Belding, Chicago 

Charles IV. Hoyt, New York 
Cohen, Dowd & Aleshire, New York 

Mogul, Williams & Saylor, New York 

Swan Liquid Needham, Louis & Brorby, New 
Breeze Sullivan, Stauffer, Colwell & Bayles, New 
Silver Dust Sullivan, Stauffer, Colwell & Bayles, New 

Parsons New Sudsy Ammonia Hedrick & Johnson, New 
Procter & Gamble Co. 

Premium Duz Compton Advertising, New 
Purex Corp. 

Trend Detergent 
Solarine Co. 

Solarine \Wax 
Sterling Drug Co. 

Energine 
Tidy House Products Co. 
Union Carbide Corp. 

Prestone Auto Polish 
Woolite Co. 

Woolite Soap 

York 
York 
York 
York 

York 

Foote, Cone & Belding, Los Angeles 

Courtland D. Ferguson, Washington, D. C. 

Dancer -Fitzgerald -Sample, New York 
Guild, Bascom & Bonfngli, San Francisco 

William Esty, New York 

Daniel fil Charles Inc., New York 

Juices and Soft Drinks 
California Packing Co. 

Del Monte Juice Drinks 
Canada Dry Corporation 
Coca Cola Bottling Co. 

Coca Cola 
Veep 

Duffy -Mott Co. 
AM & PM Drinks Sullivan, 
Sunsweet Prune Juice 

,Sullivan, 
General Foods Corp. 

Kool Aid 
H. W. Given Co. 

Tropicana 
Charles E. Hires Co. 
Kirsch Beverages Inc. 

No -Cal Beverages 
Lustig Food Sales 

Punchenello 7 Fruit Drink 
Minute Maid Coro. 
Mountain Valley Water Co. 

Mineral Water 
Nehi Corporation 

Royal Crown Cola 
Pepsi Cola Bottling Co. 
Real Gold Co. 

Orange Concentrate 
Seven -Up Co. 
Sparklett's Drinking Water Corp. 
Sunkist Growers Inc. 

Frozen Fruit Punch 
Vernors Ginger Ale Inc. 

Vemors Ginger Ale 
Mason's Root Beer 

Wander Co. 
Ovaltine 

Welch Grape Juice Co. 
Welchade 

McCann- Erickson, San Francisco 
J. M. Mathes, New York 

lVilliarn Esty, New York 
IVilliam Esty, New York 

Stauffer, Colwell & Bayles, Nerv York 

Stauffer, Colwell & Bayles, New York 

Foote, Cone & Belding, Chicago 

John Douglass & Assoc., Bradenton. Fla. 
Maxon, New York 

Gardner Advertising, New York 

Storm Advertising, Rochester, N. Y. 
Ted Bates, New York 

Direct, New York 

D'Arey Advertising, Atlanta 
Kenyon & Eckhardt, Chicago 

Hixson & Jorgensen. Los Angeles 
J. IValter Thompson, Chicago 

McCarty, Los Angeles 

Foote, Cone & Belding, Los Angeles 

Denman & Baker Inc., Detroit 
Denman & Baker Inc., Detroit 

Tatham- Laird, Chicago 

Richard K. Manofi, New York 
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Advertisers (Spot) 

Religious Organizations 
Assemblies of God 

"Revisalume" 
Back To The Bible 
The Calvary Hour 
The Christian Reformed Church 
Christian Science Committee On 

for the State of Illinois 
Church of God 
Good News Broadcasting Assn. I 
Gospel Broadcasting Co. 
Billy Graham Evangelistic Assn. 
Lutheran Hour 
Mennonite Broadcasts, Inc. 
New Testament Lights 
Radio Bible Class 
Rev Oral Roberts 
Voice of Prophecy, Inc. 
Wings Of Healing 
Word of Life Fellowship Inc. 
Seventh Day Adventists 

Walter F. Bennett. Chicago 
J. M. Camp. Wheaton. III. 

Eastern Adv.. Richmond, l'a. 
Storze( 6, Assoc., Chicago 

Publication 
Christian Science Committee, Chicago 

Walter F. Bennett, Chicago 
J. Al. Camp, Wheaton. Ill. 

R. H. Albee, Los Angeles 
Walter F. Bennett. Chicago 

Gotham- I'ladnnir, New York 
Easton .41v., Richmond. I'a. 

J. M. Camp. II'hear i, Ill. 
J. M. Camp. Wheaton, Ill. 

Swann 6' Macon. New York 
Milton Carlson. Lot Angeles 

Century Advertising, Los Angeles 
Il 'alter F. Bennett. Philadelphia 

Alilton Carlson, Los Angeles 

nc. 

Publications 
Book Enterprises Inc. 
Book of the Month Club Inc. 
Cadillac Publishing Co. 
Curtis Publishing Co. 

Holiday Magazine 
Ladies Home Journal 

Engineering News Report 
Golden Press Inc. 
Harper S Brothers Magazine 

Harper's Magazine 
Books 

McCall Corp. 
Redhook Magazine 
McCall's Magazine 

Meredith Publishing Co. 
Better Homes & Gardens 

Pocket Books Inc. 
Golden Book Atlas 
Golden Book Encyclopedia 
Picture Atlas 

Popular Science Monthly 
Popular Science Magazine 

Prentice Hall Inc. 
Reader's Digest Assn.. Inc. 

Reader's Digest 
Standard Reference Encyclopedia 
Grosset & Dunlap Inc. 

College Scholarship Contest 
Time Inc. 

Life 
Time 

Whitehouse Co. 

American Motors Corp. 
Rambler 

Chrysler Corp. 
Chrysler 
De Soto 
Dodge 
Dodge Dealers 
Dodge Trucks 
Imperial 
Plymouth 
Plymouth, Cordaga 
Valiant 
Valiant Dealers 

Ford Motor Co. 
Comet 

Cornet Dealers 

English Ford 
Falcon 

Schwab. Beatty 6' Porter. New York 
Schwab, Beatty 6' Porter, Ness York 

Joe Gant, Neu 1'o,k 

BRD6'O, New York 
RBD6'O, New York 

Direct, Pittsburgh. Pa. 
11'estor,. Neil York 

Joe Gan,..\'en' York 
Joe Gans, Nen- York 

Shaft er.8rcnnan- Alargulis. St. Louis 
Shaffer -Brennan- A lay gulit, St. Locus 

II'. D. Lyons, Cedar Rapids 

11'evto,, Neo' York 
II'eston, New York 
Il'catos,. New York 

Schwab. Beatty 6' Porter. New York 
Albert Frank- Guenther Law, Neu York 

Schwab. Beatty N Porter, New York 
Inc Direct, New York 

Friend-Reiss Adv. Agcy. Nor York 

Young fy Rubin-an. New York 
Joe Gans, New York 

Maxwell, Sackheim, New York 

Automobiles 

Geer. Morey, Madden tS Ballard. New York 

BBD&O. Nor York 
BBD&O, Detroit 

Grant Advertising. Detroit 
Grant Advertising, Detroit 

Rocs Roy, Detroit 
Young 6' Rubicam, New York 

N. II'. Ayer 6' Son, Philadelnhia 
Fuller 6' Smith d Ross. New York 

BBD&O. Detroit 
N. W. Ayer íS' Son. Philadelphia 

Kenyon 6' Eckhardt. New York 
Hixson 6' Jorgensen, Los Angeles 

Kenyon 6' Eckhardt. New York 
Hixson 6' Jorgensen, Los Angeles 

Kenyon & Eckhardt, No:- York 
J. Walter Thompson:, New York 

Ford Cars 
Ford Dealers 

Ford Institutional 
Mercury 
Tractor & Implement Div. 

Fiat Motor Co. Inc. 
General Motors Corp. 

Buick 
Cadillac MacA ¡anus, Jo 

Chevrolet Cars & Trucks 
Oldsmobile 
Opel 
Pontiac Mat -Maus. Jo 
Tempest AlacAlamis. Jo 
Truck & Coach Div. 

Import Motors Inc. 
StudebakerPackard Corp. 

Lark 
Toyota Motors 

Toyota 

J. Walter Thompson, New York 
J. Walter Thompson, New York 

Los Angeles 
San Francisco 

Kenyon & Eckhardt, New York 
Kenyon 6' Eckhardt. New York 

.%Jeldrum uÿ Fewsmith, Cleveland 
Grant Advertising. New York 

A!cCannErickson, New York 
hit & Adams, Bloo,nfidd Hills, Mich. 

Campbell -Ewald, Detroit 
D. P. Brother, Detroit 

AlcCan. Erickson, Detroit 
hit 6' Adams. Bloomfield Hills, Mich, 
Fin 6' Adams. Bloomfield Hills, Mich. 

A/cCa :.Erickson, New York 
Fuller 6' Smith 6' Ross. Chicago 

D'Arcy, New York 

Advertising Agencies, Studio City, Calif. 

Tobacco Products 
American Snuff Co. 

Mild Garrett & Garrett 
Sweet Snuff 
Favorites Chewing Tobacco 

American Tobacco Co. 
Hit Parade 
Lucky Strike 
Pall Mall 
Riviera Menthol Sullivan, 
Herbert Tares-ton 

Brown & Williamson Tobacco Co. 
Tube Rose Snuff 

Consolidated Cigar Inc. 
La Patina 

G.H.P Cigar Co. 
El Producto 
La Palma 
Lovera 

General Cigar Co. 
White Owl 

George \V. Helme Co. 
Helmé s Snuff 

Sullrc.in, 

.xm,ou 6' Gwynn, AIe, phi,, Tenn. 
.Boom CY Gwynn, Memphis, Tenn. 

S,rnon 6' Gwynn, ,llcmphis. Ten, 

BBD&O, New York 
8BD6'O, New York 

Stauffer, Colwell & Bayles, Nov York 
Stauffer, Colwell 6' Bayles. Nov York 

L. C. GUM bin lier, New York 

Ted Rates, Nen' York 

Compton Adv., Nor York 

Compton Advertising, New York 
Compton Advertising, Neu York 
Compton Advertising. New York 

Young 6' Rubican, New York 

Kasten,. Hilton, Chesley, Clifford 6' Atherton, 
Nov York 

Cargill. Wilson 6' Acres. Richmond. l'a. 
Cargill, Il'slson 6' Arts. Richmond. l'a. 

L rus & Bros. Co. 
Domino Cigarettes 
Holiday Cigars 

Liggett & Myers Tobacco Co. 
Chesterfield 
Duke 
1.&M 
Oasis 
Redham Chewing Tobacco 

P. Lorillard Co. 
Kent 
Newport 
Old Gold 
Spring 

Philip Morris Tobacco Co. 
Marlboro 

R. J. Reynolds Tobacco Co. 
Camel 
\\'inston 
Silem 
Prince Albert Tobacco 

United States Tobacco Co. 
King Sano 

1(cCarr,.Eriekton. New 
,IIcCaun.Erickson, New 

Dance,. Ent zgcrald.Carnpie, New 
AL-Cann- Erickson. New 

DancerFitzgcrald- Sample, New 

Lcm,en 6' Newell. New 
Launen 6' Newell. Nov 
Lennon 6' S'en-ell, S'ew 
/.einen 6' Newell. New 

York 
York 
York 
York 
York 

York 
York 
York 
York 

Leo Burnett, Chicago 

William linty, New York 
ll'i(Lmn Esry, . \'en York 
William Esty. Nerv York 
William Eft', New York 

C. J. LaRoche 6' Co.. New York 

Sweets 

Charms Co. 
Candy Needham 6' Grohmann, New York 

Fanny Farmer Candies Rurnlh Rochester 
Good Humor Ice Cream Corp. MacAlan s, John 6' Adorns. Neu- York 
L. S. Heath & Sons, Inc. 

Heath Toffee Ice Cream Bar Biddle Advertising. Bloomington. Ind. 
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Walter H. Johnson Candy Co. 
Power House Candy 

National Dairy Products Co. 
Breyer Ice Cream Division 
Sealtest Ice Cream (Southern 

Peter Paul Candies 
Stephan F. Whitman & Son 

Whitman Candies 
William Wrigley Jr. Co. 

Doublemint Gum 
Juicy Fruit Gum 
P. K. Chewing Gum 
Spearmint Gum 

Hicks 6' Greist, New York 

Lewis & Gilman, Philadelphia 
Division) Tucker Wayne, Atlanta 

Dancer -Fitzgerald- Sample, . \'en York 

N. W. Ayer & Son. Philadelphia 

Arthur Meyerhoff, Chicago 
Arthur Meyerhoff. Chicago 
Arthur Meyerhoff, Chicago 
Arthur Meyerhoß, Chicago 

Transportation 
Air France BBD &O, New York 
Alleghany Airlines VanSant, Dugdde, Baltimore 
American Airlines Young & Rubican, New York 
Bekins Moving & Storage Co. Frederick E. Baker, Seattle 
Capital Airlines Kenyon & Eckhardt, New York 
Continental Airlines J. Walter Thompson, Chicago 
Continental Trailways Bus System Sanders A dvertising, Dallas 
Delta Airlines Inc. Adams, Burke Dowling, Atlanta 
Eastern Airlines Inc. Fletcher Richards. Calkins & Holden, New York 
Greyhound Bus Corp. Grey Advertising, New York 
Hertz Rent -A -Car Norman, Craig & Kummel!, New York 
K. L. A1. Royal Dutch Airlines 

Erwin Wasey, Ruthrauff & Ryan, New York 
Matson Navigation Co. Fuller 6' Smith & Ross, San Francisco 
National Airlines McCann- Alarschalk, Miami 
North American Van Lines Inc. Biddle Advertising, Chicago 
Northeast Airlines J. Walter Thompson, New York 
Northwest Orient Airlines Campbell- Mithum, Minneapolis 
Pan American Airlines J. Walter Thompson. New York 
Piedmont Airlines Liller, Neal. Battle & Lindsey, Atlanta 
Scandinavian Airlines System Inc. Adams & Keyes, New York 
Trans World Airlines Inc. Foote, Cone & Belding. New York 
United Airlines Inc. 
United Fruit Co. 
Western Airlines 

N. W. Aver 6' Sort, Philadelphia 
Wendell P. Colton, New York 

BBD &O, Los Angeles 

Pet Foods 

Armour & Co. 
Dash Dog Food 

Calo Pet Foods 
Corn Products Co. 

Kasco Dog Food 
Doyle Packing Co. 

Scrongheart Dog Food 
Geyer, 

General Mills Inc. 
Sure Champ Dog Food 

Lewis Food Company 
Dr. Ross Dog Food 

John Morrell & Co. 
Red Heart Dog Food 

Rival Packing Co. 
Rival Dog Food 

Foote, Cone & Belding, New York 
Foote. Cone 6' Belding, San Francisco 

Donahue & Coe, New York 

Morey, Madden & Ballard, New York 

Tatham -Laird. Chicago 

Rockets -Lauritzen, Los Angeles 

John W. Shaw Advertising. Chicago 

Needham, Louis & Brorby, Chicago 

Sw,ft & Co. 
Pard Dog Food 

Standard Brands Inc. 
Hunt Club Dog Food 

Van Camp Sea Food Co. 
Captain Kitt Dog Food 

Dancer- Fitzgerald- Sample, Chicago 

Ted Bates, New York 

Cunningham & Walsh, Los Angeles 

Chemicals 
Allied Chemical Co. 

Nitrogen Div. Albert Sidney Noble. New York 
Carbona Chemical Co. Wildrick & Miller, New York 
Dow Chemical Co. MacManus, John 6' Adams, Bloomfield Hells, Mich. 
E. I. duPont de Nemours & Co. 

Thylate- Fermate BBD &O, New York 
Hercules Powder Co. 

Toxaphine Fuller 6' Smith & Ross, New York 
International Minerals & Chemical Corp. 

Klars.I'an Pietersom- Dunlap, Milwaukee 

t \'eedharn, Louis & Brorby, Chicago 
Leo Burnett, Chicago 

Klaus -Van Pietersom -Dunlap. Milwaukee 
Sander Allen, Chicago 

Monsanto Chemical Co. 
Polyethylene Film 

Charles Pfizer Inc. 
Sohio Chemical So. 
Velsicol Chemical Co. 

Apparel and Clothes 
Bond Stores Inc. 

Bond Cloches 
E. I. du Pont de Nemours & C 

Du Pont Women's Wear 
Robert Hall Clothes 
Howard Stores Corp. 

Howard Clothes 
International Shoe Co. 
Kayser -Roch Hosiery Co. 

Supp -Hou 
G. R. Kinney Corp. 

Kinney Shoes 
Melville Shoe Corp. 

Thom McAn Shoes 
National Shoe Stores Inc. 

National Shoes Mogul, Williams 6' Saylor, New York 
Dr. Scholl's Foot Comfort Shops Inc. Direct, Chicago 

Organizations 
American Dairy Assoc. Campbell- .Ilithun, Chicago 
American Lamb Producers Council Potts-Woodbury, Kansas City, Mo. 
American Association of Retired People 

Maxwell Sackheirn- Franklin Bruck, New York 
Democratic National Committee Guild, Bascom & Bonfigli, New York 
Gasoline Tax Education Committee 

Sullivan, Stauffer, Colwell 6' Bayles. New York 
Indiana Committee for John Kennedy for President 

Smalley 6' Smith, Hollywood 
New York & New England Apple Inst. Charles IV. Hors, New York 
Oregon -Washington Pear Bureau Pacific National Adv., Portland, Ore. 
Texas Stace Optical Erwin IVasey, Ruthrauff & Ryan, Houston 
United Auto Workers (A.F.L., C.I.O.) 

Maurer, Schuebel 6' Fleisher. New York 

II'ade Advertising, Hollywood 
o. 

BBD &O, New York 
Arkwright Advertising, New York 

Mogul, Williams & Saylor, New York 
Krupnick & Assoc., St. Louis 

Daniel & Charles, New York 

Frank B. Sawdon, New York 

Doyle Dane Bernbach, New York 

in the rich Rochester, \"ett/ York area .. . 

the QUALITY STATION is ! 
./111. _ + 

1 . 

B A S I C C B S E V E R E T T M c K I N N E Y, I N C. 
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Advertisers (Spot) 

Voice of China & Asia Inc. Tom lVestwood Adv., Glendale, Calif 
Washington State Apple Commission Cole 6 Weber, Seattle 
Watchmakers of Switzerland Cunningham 6 Walsh, New Yo-k 

Accessories 
Anderson Co. 

Windshield Wipers Reincke, Meyer 6 Finn, Chicago 
ARA 

Auto Air Conditioner Sanders, Dallas 
Champion Spark Plug Co. J. IValter Thompson, New York 
Dow Chemical Co. 

Dowgard Machanus, John & Adams, Bloomfield Hills. Mich. 
E. I. du Pont de Nemours & Co. Inc. 

Du Pont Anti- Freeze (Telar) BBD&O, Nery York 
Electric Storage Battery Co. 

Ray -O -Vac Batteries Howard H. Monk, Rockford. Ill. 
Firestone Tire & Rubber Co. Sweeney 6" James. Cleveland 
Ford Parts & Service J. IValter Thompson, New York 
General Motors Corp. 

A. C. Spark Plug D. P. Brother, Detroit 
Delco Batteries Campbell -Ewald, Detroit 
Fisher Body Div. Kudner, New York 
Guardian Maintenance D. P. Brother, Detroit 
G. M. A. C. Campbell. Ewald, New York 

Rayco Mfg. Co. Mogul, Williams 6 Saylor, New York 
Union Carbide Co. 

Presione 
Eveready William Esty, New York 

William Esty, New York 

Wines 
DeGiorgio Co. 

Santa Fe Wines 
E & J Gallo Winery 

Gallo Wine 

Thunderbird Wine 
Guild Wine Co. 
Monarch Wine Co. 

Manischewitz Wine 
United Vinters Inc. 

Italian Swiss Colony Wine 
Honig -Cooper, 

Arriba Wine HonigCooper, 

Cole, Fischer 6 Rogow. New York 

BBD&O, New York, 
San Francisco 

BBD&O. Nerv York 
Compton Adv., San Francisco 

Lawrence C. Gunrbinncr, New York 

Harrington 6' Miner, San Francisco 
Harrington 6 Miner, San Francisco 

Miscellaneous 
Aluminum Corp. of America 

Chip N' Digs Mfgs. 
Allied Mills Inc. 
American Cyanamid Inc. 

Malathion 
American Laundry Machine Co. 

Econ -O -Wash Farson, Huf and Northfch, Cincinnati 
American Machinery 

Pat Rite Canning Equipment Harris D. McKinney, Philadelphia 
American Motors Corp. 

Kelvinator Div.- Ranges Geyer, Morey, Madden 6' Ballard, Detroit 
Armco Steel Corp. 

Sheffield Div. N. IV. Ayer 6 Son, IVashington 
Beam Products Long- Skoló[uercher, Milwaukee 
Boeing Airplane Co. Fred Baker, Seattle 
Walter N. Boysen Co. 

Boysen Paints Reinhardt Advertising, Oakland, Calif. 
Brun swick -Balke -Col lender 

Bowling & Billiard Div. McCann -Erickson. Chicago 
Buena Vista Distributing Co. Monroe Greenthal, New York 
Bulova Watch Co. McCann- Erickson, New York 
Cannon Mills Inc. N. IV. Ayer 6' Son, Philadelphia 
California McGulloch Co. Merlo Advertising, Los Angeles 
J. I. Case IVestern Advertising, Racine, Wisc. 
Colonial Stores Inc. Lille., Neal, Battle 6' Lindsey, Atlanta 
Columbia Pictures Donahue 6 Coe, New York 
Cook & Dunn Paint Corp. The Pam Institute, Newark, N. J. 
Del Air Photo Service Levenson Bureau, Philadelphia 
Diamond Match Corp. 

Need Heet Charcoal Briquets Gardner Advertising, New York 
Dictograph Products Inc. 

Acousticon Division- Hearing Aids lVexton, New York 
E. I. du Pont de Nemours Co. BBD&O. New York 

Fuller E Smith 6 Ross. Pittsburgh 
Western Advertising, Chicago 

Cunningham E Walsh, New York 
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Flex -O -Glass Inc. Presba, Fellers E Presba, Chicago 
Florists Telegraph Delivery Assn. Keyes, Madden 6' Jones, Chicago 
Fort Howard Paper Company Clinton E. Frank, Chicago 
General Electric Corp. 

G. E. Lamps BBD6O, Cleveland 
G. E. TV Picture Tubes Maxon, New York 

Glidden Paint Co. Meldr um 6' Fewsrrrith, Cleveland 
Grand Union Supermarket 

Kastor, Hilton, Chesley, Clifford 6 Atherton, New York 
Granite City Steel Co. Gardner Advertising, St. Louis 
Gulton Industries 

Life Lite Flashlights IV. B. Douci, New York 
Hupp Corporation 

Gibson Refrigerators 
Hamilton Watch Co. 
Hotel Corp. of America 
Jacobsen Power Mowers 
Illinois University Bond Issue 

Creative Group, Appleton, Wisc. 
N. IV. Ayer 6' Son, Philadelphia 

Chirug 6' Cairns, New York 
Aves, Shaw 6' Ring, New York 

Erwin IVasey, Ruthrauff 6 Ryan, Chicago 
Young 6' Rubicann, San Francisco 

Honig Cooper 6' Harrington, Los Angeles 
Fuller 6 Smith 6' Ross. San Francisco 

Donahue 6' Coe, New York 
Riedl 6' Freede, Clifton, N. J. 

BB76O, Minneapolis 

Kaiser Aluminum Corp. 
Kerr Glass Mfg. Co. 

Home Canning Products 
Keystone Steel & \Vire Co. 
Loew's Theatres 
Marcall Paper Mills, Inc. 
Minnesota Mining & Mfg. Co 

Scotch Brite 
Moto -Mowers Inc. Ken Seitz 6' Assoc., Milwaukee 
Murray Corp. of America -Eljer Div. 

Plumbing Equipment Fuller 6' Smith & Ross. Pittsburgh 
NashKelvinator Geyer, Morey, Madden ô Ballard, New York 
National Carbon Co. William Esty, New York 
National Home Study School 

Correspondence Courses 
IVillian Warren, Jackson 6' Delaney, New York 

New York State Republicans McCannMarschalk, New York 
Paramount Pictures Direct, New York 
Parker Bros. Inc. 

Games Badger, Browning 6' Percher, Boston 
Pittsburgh Plate Glass Co. 

Pittsburgh Paints Maxon, Detroit 
Ogla Coal Co. Bayless Kerr, Cleveland 
R.C.A. Society of Great Music Schwab, Beatty 6' Porter, New York 
Remington Rand 

Chain Saws BB06O, New York 
Royal Mcßee Corp. 

Royal Typewriters Young 6' Rtsbicam, New York 
S & H Green Stamps Sullivan, Stauffer, Colwell 6 Bayles, New York 
Sandura Co. Inc. 

Sandran Floor Covering Hicks 6 Greist, New York 
Scot Foto Co. Gramercy Advertising. New York 
Scott Outboard Motor Co. Campbell-Mil/non, Minneapolis 
Scott Paper Co. 

Cut -Rite 
Standard Packing Co. 

Fonda Container Div. Smith, Hagel Et Knudsen, New York 
Stewart Warner Corp. Macfarland, Aveyard, Chicago 
H. S. Stuttman Inc. -Cookindex Div. 

Colorfoto Recipe Cards Joe Gans, New York 
Sylvania Home Electronics Kudner Agency, New York 
Top Value Enterprises Inc. CampbellAlithunn, Minneapolis 
Twentieth -Century Fox Film Corp. 

"Esther And The King" Direct, New York 
"Sons and Lovers" Direct, New York 

United Artists Corp. 
"The Fugitive Kind" Direct, New York 
"The Unforgiven" Direct, New York 

United States Steel Corp. 
Tennessee Iron & Coal Div. BBD&O, New York 

Union Carbide Corp. 
CRAG Sevin Albert Sidney Noble, New York 

Universal -International Charles Schleifer, New York 
Wander Co. Clinton E. Frank, Chicago 
Waring Products Corp. 

Guardaire Air Purifiers 
Maxwell Sackheim- Franklin Bruck Inc., Nery York 

Warner Bros. Co. 
"Sunrise at Campobello" Blaine -Thompson, New York 

Warp Brothers Co. 
Flexo -Glass Presba, Fellers ô' Presba, Chicago 

Westinghouse Electric Corp. 
Westinghouse Radios Grey Advertising, New York 

J. Walter Thompson, New York 
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Somebody 
went network 

and stayed 
local 

"Somebody" like WJQS i 
Jackson, Miss., a station that 
liad a wallet -stuffing boost in 
business of 100% since they 

became a Mutual affiliate. 
As Lew Heilbroner. General 
Manager. puts it: "We did 

not know what we were 
missing before we signed 

with Mutual. WJQS now does 
more local business than 

any other station in .Jackson.'' 
There's money for YOU in 

a Mutual Radio Network 
affiliation. Mutual gives you 

the most and requires the 
least. Mutual gives you 12. 

hours of news weekly to sell 
locally -Mutual asks 12 hours 

of local time for their use. 
Your station has the Mutual 
advantage. too -the prestige 
of world -wide network news, 
plus sports and music. And 

you are still free to (lo 

your own profitable local 
programming-personalities. 

features, immediate 
area coverage. 

Go netwo'k -stay local -that's 
the Mutual success story. 

MUTUAL 
RADIO NETWORK 
A Service to Independent Stations 

Subsidiary of 
Minnesota Mining 

and Manufacturing 
Company 



PART II - Network Advertisers 

The following information on 1960 

clients is reported by each network. 

CBS 
1960 Clients 

AFL -CIO Textile Workers Union of America, AI' Parts Corp., 
Aluminum Co. of America, Amara Refrigeration Inc., Ameri- 
can Express Co., American Laundry Machinery Co. (Small 
Equipment Div.), American Molasses Co., American Oil Co., 
American Telephone & Telegraph Co., I'. Ballantine & Sons, 
Ben -Mont Papers Inc., The Borden Co., Brigade Record Co., 
Bristol -Myers Co., CBS Electronics (Div. of Columbia Broad- 
casting System Inc.), Calgon Co., California Packing Corp., 
Campana Sales Co., Campbell Soup Co., Chrysler Corp., 
Clairol Inc. (Div. of Bristol -Myers Co.), Coats & Clark's Sales 
Corp., Cowles Magazines Inc., Curtis Circulation Co., Helene 
Curtis Industries Inc., Dumas -Milner Corp., Elgin National 
Watch Co., Ex -Lax Inc., Fels & Co., Foster -Milburn Co., Fram 
Corp., R. T. French Co., The Frito Co., General Cigar Co., 
General Electric Co. (Large Lamps Div.), General Foods Corp., 
General Mills Inc., General Motors Corp. (Chevrolet). Cen- 
ral Motors Corp. (Oldsmobile). General Motors Corp. (Service), 
Grove Laboratories Inc. (Div. of Bristol -Myers Co.), Hartz 
Mountain Products Corp., Hearst Publications. Kellogg Co., 
Kitchens of Sara Lee. Liggett & Myers Tobacco Co.. Longines- 

NBC 
1960 Clients 

Academy of Motion Picture Arts & Sciences. A.F.L: C.I.O., 
A.L.D. Inc., Allis -Chalmers. :Vuntinunt Co. of America, Amer- 
ican \lotors, American 'Telephone & Telegraph Co. (Long 
Lines I)iv.), Anderson Co., Associated Products (5 Das. Labs), 
Bankers Life & Casualty Co.. Bills. Graham Evangelistic Assoc., 
Bowes Seal Fast Corp., Champion Spark Plug Co.. Chopstick 
Co., Christian Reformed Church. Chrysler Corp.. Curtis Cir- 
culation, DuPont de Nemours Co., El Producto Cigars, Electric 
Autolite Co., Evangelical Foundation. Ex.I.ax Inc.. Fedders 
Corp., Formica Corp., Foster- Milburn. R. T. French Co., Frito 
Co., Gabriel Co., General Mills Co., General Insurance Co., 
General Motors Corp. (Buick), General Motors Corp. (Chevro- 
let), General Motors Corp. (Fisher Body), General Motors 
Corp. (Oldsmobile). General Motors Corp. (Service), General 
Motors Corp. (Truck & Coach Div.), Gillette Safety Razor Co., 
Greyhound Corp., Grove Laboratories. Hamilton Beach, Hazel 
Bishop, Hess & Clark. Ilollingshead Corp.. Hygrade Food 
Products. 1. J. Grass Noodle Co.. ILGWUT Committee. S. C. 

ABC 
1960 Clients 

Apple Valley Development (real estate), .VI Purpose Gelatin 
Products (gelatin capsules). AFL -CIO, American Home Prod- 
ucts- Whitehall Products (Dristan), Assemblies of God, Amer- 
kan Laundry Machine Co.-Small Equipment Company Div. 
(coin operated laundries). American Telephone & Telegraph 
(long distance telephone service)..\.L.D. Inc. (Westinghouse 
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Vitunauer \Vatc) Co., Magnus Organ Corp., Maico Electronics 
Inc., \larentont Automotie Products Inc., McCall Corp., 
Mennen Co., \lentholatum Co., Meredith Publishing Co., 
Philip Morris Inc., Mutual Benefit Health & Accident Assoc., 
Nationwide Insurance Co., Niagara Therapy Mfg. Co., Nor- 
cross Inc.. Northants Warren Corp., Pepsi -Cola Co., Peter Paul 
Inc., Pittsburgh Plate Glass Co., Puritron Corp., Real -Kill Co. 
(Div. of Cook Chemical Co.), R. J. Reynolds Tobacco Co., 
Thomas I). Richardson Co., Sandura Co., Joseph Schlitz Brew- 
ing Co., Scholl Mfg. Co., Scott Paper Co., Sea -Breeze Labora- 
tories Inc., Seven -Up Co., Squirt Co., A. E. Staley Mfg. Co., 
Standard Brands Inc.. Sterling Drug Inc., Stewart -Wainer 
Corp. (:Uemite), Stttckt+akct- Packard Corp., Sweets Co. of 
America Inc., Sylvania Electric Products Inc. (Electronic Tubes 
I)iv., Lighting Div., Photolamp Div.), Tetley Tea Co., Texaco 
Inc., Time Inc., Travelers Insurance Co., Turtle Wax Inc., 
Tyrex Inc.. William Underwood Co., United States Plywood 
Corp., Vitamin Specialties Corp., \Varner- Lambert Pharma- 
ceutical Co., Welch Grape Juice Co., Westinghouse Electric 
Corp., Whitehall Laboratories Inc., William Wrigley Jr. Co. 

Johnson, Johnson Motors, Kiplinger, Lewis Howe. Lever 
Brothers (Pepsodent), Liggett & Myers (Tobacco Co.), Lock. 
heed Aircraft Corp. (Missile I)iv.), Longines- Wittnauer Watch 
Co., Lutheran Laymen's League, Mack Trucks Inc., McCall 
Corp.. McCulloch Chain Saws, McGregor- Doniger, Mennen 
Co., MetroGoldwyn- Mayer, Metropolitan Life Insurance Co., 
Midas Muffler, Minneapolis- Honeywell Regulator Co., Mogen 
David, Morton Salt Co., Mutual of Omaha. Pepsi -Cola Co., 
PurOlator Co., Quaker Oats Co., Radio Corp. of America, 
Raybestos Div. of Raybestos- Manhattan Inc., Reader's Digest, 
Renault Inc., R. J. Reynolds Tobacco Co., Savings Sc Loan 
Foundation, Scott Paper Co., Sinclair Refitting Co., Socony 
Mobile Oil Co., Standard Brands Inc., Sterling Drug Inc., Sun 
Oil Co., Sunsweet Growers Inc., Sylvania Electric Products Inc., 
Textile Mills Co., Time Inc., Tipon Corp., Turtle Wax -Plas- 

tone Co., Tyrex Inc., Union Carbide Chemicals Co., United 
Insurance Co. of America, Vick Chemical Co., Voice of Pro- 
phecy Inc., Wagner Electric Corp.. William R. Wrigley Jr. Co. 

Laundromat Stores), Bankers' Life & Casualty (White Cross 
Hospital Plan), Billy Graham Evangelistic Assoc., E. L. Bruce 
& Co. (cleaning wax and floor wax), Bristol -Myers Co. (Vitalis, 
Trig, Bufferin), Burma -Vita Co. (Burma-Shave), Curtis Pub- 
lishing Co. (Ladies' Home Journal and Saturday Evening Post), 
Chrysler Corp. (Chrysler performance in Economy Run), Dr. 
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Pepper, Dow Chemical (Saran \\'rap), Esquire Inc. (Coronet). 
Ex -Lax Inc., Exquisite Form Brassiere Inc., Fiat Motor Co., 
Foster -Milburn (Doan's Pills), R. T. French Co. (Worcester- 
shire Sauce), Frigikar Corp. (Air conditioners for cars and 
trucks), Frito Co. (Frito Corn Chips), General Foods -Perkins 
Div. (Kool -Aid, D- Zerta), General Mills (Cheerios), General 
Motors (Cadillac), General Motors (Guardian Maintenance), 
General Motors (Oldsmobile), General Motors (Pontiac), Gen- 
eral Nutrition (vitamin catalog), Gospel Broadcast Assoc.. Grey - 
Rock Div. of Raybestos- Manhattan (brake linings), Grosset & 

Dunlap (books), Hastings Mfg. Co. (Castite oil additive), High- 
land Church of Christ, Hudson Vitamins, International Mill- 
ing Co. (Robin Hood Flour), ILGWU (political speech), John- 
son Motors -Div. of Outboard Marine, Kiplinger Washington 
Editors (Changing Times), I:VP (freezer and wrapping paper), 
Lewis Howe Co. (NR Tablets), Levolor Lorentzen Inc. (vene- 
tian blinds), Lindsay Co. (water softeners), Magla Products 
(silicone ironing board cover), Martin Co. (institutional). Mc 

MUTUAL 
1960 Clients 

A.L.D. Inc. (Westinghouse Laundromat Stores), America's Fu- 
ture Inc., American Assoc. of Retired Persons, American 
Machine & Foundry Co. (Pinspotter Div.), American Tele- 
phone & Telegraph (Long Lines Div.), Beltone Hearing Aid 
Co., Cadie Chemical Products Inc. (Glasskleer), Carter Prod - 
ucts Inc. (drug products), Champion Spark Plug Co., Christian 
Herald Magazine, Christian Reformed Church, Chrysler Corp., 
Curtis Publications, Church & Dwight Inc. (baking soda), 
d -Con Co. (anti -pest products), Dawn Bible Students Assoc., 
Denver Chemcial Co., Dictograph Products Inc. (Acousticon 
Div.), Ex -Lax Inc., F &F Laboratories (cough drops), First 
Church of Christ, Scientist, Franc Corp. (oil and air filters), 
R. T. French Co., General Foods Corp. (various Jello prod- 
ucts), General Foods Corp. (other dessert products), General 
Mills Inc. (Wheaties), Billy Graham Evangelical Assoc., High- 
land Church of Christ, Hudson Vitamin Corp.. H. D. Lee 

KEYSTONE 
1960 Clients 

Albers Milling Co. (Friskies), American Cyanamid Co. 
(Aureomycin Cattle Feed), American Motors Corp. (Ram- 
bler), American Tobacco Co. (Hit Parade), American To- 

t bacco Co. (Lucky Strike), American Tobacco Co. (Pall Mall), 
Arizona Brewing Co. (A -I Beer), Associated Sepian Prod- 
ucts (Sulphur 8, Swamp Root and Skin Success), Carnation 
Co. (Evaporated Milk, Instant Milk and Instant Choc. 
Milk), Chattanooga Medicine Co. (Black Draught), Chilean 
Nitrate Education Bureau (Fertilizer), Continental Baking 
Co., Chrysler Corp. (Dodge), Chrysler Corp. (DeSoto), Dem- 
ocratic National Committee, Dow Chemical Co. (Zoamix 
Cattle feed additive), Ford Motor Co. (Lincoln -Mercury), 
Forci Motor Co.. (Ford Trucks & Cars), Forci Motor Co. 
(Tractors & Farm Implements), General Foods Corp. (Sure 
Jell and Certo), General Foods Corp. (Post cereal), General 
Foods Corp. (Calumet Baking Powder), General Mills Inc. 
(Cheerios), General Mills Inc. (PurAsnow Flour and Red 
Brand Flour), General Motors Corp. (AC Spark Plug), 
General Motors Corp. (Oldsmobile). General Motors Corp. 
(Cadillac), General Motors Corp. (Pontiac), General Motors 

(:all Cot p. (April issue, \h.Calls), Mennen Co. (deodorant, 
skin bracer, shaving cream[), National Ll' - (:as Council 
(bottled gas), Oral Roberts Evangelistic Assoc. Inc., Parker 
Pen Co., Pepsi -Cola, Pharniaco Inc. (Feen- a- mint, Chooz), Half 
American Sales Corp. (sewing machines), Profit Research 
(books), Philco Corp., Peter Paul Inc. (Mounds, Almond Joy), 
Peelers Co. (calmed shrimp products), Plantabbs Corp., Radio 
Bible Class, R. J. Reynolds (Cancel and Winston), F &M 
Schaefer Brewing Co., Scholl Mfg. Co. (Zino fads), Sofskin 
Inc., Standard Labs Inc. (Sloan's Liniment). Swanson Cookie 
Co. (Archway Cookies), Standard & Poor's. Standard Oil of 
Indiana, Standard Brands Inc. (Chase & Sanborn), Sylvania 
Electric Products (flash bulbs), Tara 5th Avenue (jewelry). 
Tan -O -Rama Inc. (ta g lotion), Union Carbide ((ii -12 Insect 
Repellent), Vick Chemical Co. (Vicks Vapo -Rub), Voice of 
Prophecy, Vitamin Corp. of America (Rybutol), \World Vision 
Inc., Dr. Thomas Wyatt, \Winegard Co. (tv antenna), Wo olite 
Inc. (\Woolite soap). 

Corp. (overalls), Resere Camera Co., Lever Brothers Inc. 
(Pepsodent products), Lewis Food Co. (pet foods), Liggett & 

Myers Tobacco Co. (L &M), Liggett & Myers Tobacco Co. 
(Oasis). Lutheran Laymen's League, Mennen Co., Minnesota 
Mining & Mfg. Co. (household tape products), Mohawk Busi- 
ness Machines Corp. (portable dictating machines), Monroe 
Automotive Equipment Co. (shock absorbers), National Brew- 
ing Co., Norwich Pharmacal Co. (Unguentine), Nylonet Corp. 
(foot lotion). Outdoor Life Magazine, Pepsi -Cola Inc., Phar- 
maco Inc., Popular Science Magazine, R. J. Reynolds Tobacco 
Co., Radio Bible Class, Scott Paper Co.. Sinclair Refining Co., 
Standard Brands Inc. (Chase & Sanborn), Sterling Drug Co., 
Voice of Prophecy, Walker Marketing Corp. (automotive prod- 
ucts), 1Vatchmakers of Switzerland, Wings of Healing, Word 
of Life. 

Corp. (Chevrolet), Gospel Broadcasting Assoc., Junket 
Brand Foods, Lever Bros. (Breeze). Lever Bros. (Sider Dust), 
Liggett C Myers Tobacco Co. (L &M and Picayune), Lipton 
Tea, Lydia E. Pinkhan Medicine Co., Massey- Ferguson 
Inc. (farm machinery), McCulloch Motors (chain saws), 
Miles Laboratories Inc. (Alka- Seltzer), Myzon Co. (Super 
Iron Plus), National Carbon Co. (Eveready batteries and 
Prestone Anti- Freeze), Nehi Beserage Co., Northeast Air- 
lines Inc.. Pepsi -Cola Co., Pet Milk Co. (Evaporated milk, 
Instant milk, and Pet Ritz frozen pies). Pierce's I'roprie- 
taries Inc.. Pillsbury Co. (feeds). Procter & Gamble Co. 
(Tide). Rexall Drug Co. (One Cent Sale), R. J. Reynolds 
Tobacco Co. (Camel, Winston and Salem). Shell Chemical 
Corp. (Endrin), Shell Oil Co., Sinclair Refining Co., Star 
Import Co. (clocks), Sterling Drug Inc. (Bayer Aspirin and 
Phillip's Milk of Magnesia), Studebaker -Packard Corp. (Lark), 
lick Chemical Co. (Va -tro -nod), Voice of Prophecy Inc.. \War- 
ner- Lambert Pharmaceutical Co. ( Bromo- Seltzer). \Wirtlimore 
Feeds Inc. 
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PART ID Radio Advertiser Strategies 

These National and Regional Spot and Network case his- 
tories are condensed from in -depth articles which appeared 
in U.S. RADIO and U.S. FM in 1960. 

1 
EARLY in 1960, Air France em- 

barked on one of the most exten- 
sive advertising campaigns in its 40- 
year history -a campaign precision - 
tooled to power the inauguration of 
the airline's regularly scheduled 
transatlantic jet service. The com- 
pany's budget for 1960 continued to 
provide, with substantial increases - 
for radio support in 10 major mar- 
kets across the country. 

What was new for the sound medi- 
um was the doubling of its dollar 
share of the budget in the last two 
to three years, according to Paul 
Burrows, advertising manager for the 
firm's North American division, 
which has headquarters in New 
York. 

\Vith this increase, Air France and 
its American agency, BBDO Inc., 
New York, revamped their entire 
radio strategy, changing over from 
sponsored good music programming 
to spot announcements in all its 
markets. 

"While we are still primarily on 
good music stations," Mr. Burrows 
said, "the switch from program to 
spot seemed to be in keeping for 
several reasons with the airline's ma- 
jor move from conventional engines 
to jets. 

"We felt that a jolt in our radio 
maneuvers, which had remained 
largely unchanged for eight or nine 
years, would make our listening pub- 
lic sit up and take notice. We needed 
a new method to announce a new 
product. 

Both the airline and agency were 
convinced that spot commercials 
could hit harder and generate great- 

Air France 
Agency: BBDO Inc., New York 

Marketing Objective: To introduce the airline's first regu- 
larly scheduled transatlantic jet serv- 
ice. 

Radio Solution: Double previous expenditures in ra- 
dio, coupled with revamped radio 
strategy. 

(Digested from U.S. RADIO, January 1960, p. 35) 

er immediate impact than institu- 
tional announcements between musi- 
cal selections by a good emcee. 

One factor in Air France's opera- 
tions which had not changed was its 
cooperative relationship with the 
French Government Tourist Bureau, 
New York, with whom the airline 
co- sponsors all radio activities. 

The tourist bureau and the airline 
shared 17 one- minute spots a week 
over WQXR in the New York mar- 
ket. Each organization got eight 
spots one week and nine the next. 
In the other nine radio markets each 
company got three announcements 
per week. Neither sponsor referred 
to the other in its commercials -the 
only connection from the public's 
viewpoint being the subject matter 
-Franc c. 

Aim For Family 
The spots were aired primarily 

during the evening hours, aimed at 
reaching the entire family when it 
was most likely to be together. 

"Both men and women arc impor- 
tant to tts," said Mr. Burrows, "be- 
cause while the husband pays for the 
tickets, the wife can influence the 
choice of air carrier. 

"We stick to good music stations 
for the obvious reason that we are 
selling a luxury product and we feel 
our best market is among the finan- 
cial and cultural upper brackets. Our 
theory is that a family must have 
both the means to use our service 
and the desire to see faraway places." 

In addition to New York, Air 
France and the tourist bureau aired 
regular schedules in Los Angeles, 
San Francisco, Philadelphia, St. 

Louis, Baltimore, Boston, Chicago, 
Washington, I). C. and Miami. 

The regular schedules in these 
cities were often supplemented with 
extra spot buys to advertise special 
travel features. For example, when 
the airline introduced its "Parisian 
Holiday" package tour in Septem- 
ber, a seven -week campaign of addi- 
tional spots was purchased on each 
station carrying the regular cam- 
paign. And in New York, the air- 
line bought 26 -week schedules on 
two stations beside the seven -week 
flight added to its regular station. 

To stimulate interest in world- 
wide travel in general the airline's 
commercials emphasized the comfort 
of flying via Air France and the 
French atmosphere on the planes. 
This was in addition to the publicity 
given in each market to the new jet 
service. 

The major copy points included: 
Largest and most dependable airline, 
jet speed, excellence of cuisine, in- 
terior comfort and Parisian decor, 
fares, schedules and addresses of dis- 
trict offices in each city for inquiries. 

Air France, whose total revenue, 
according to Mr. Burrows, increased 
by 32 percent in 1959 over 1958, an- 
ticipated great growth in the Amer- 
ican market as the result of its jet 
services. 

"With seating capacity of our jet 
aircraft almost double that of con- 
ventional planes, and with the sup- 
port of our advertising, it won't be 
long," Mr. Burrows declared, "be- 
fore Air France makes a few new 
records in passengers carried and in 
revenue received." 

, 
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2 

L AST April 1, after 11 years off the 
soundwaves, the Bulova Watch 

Co. returned to a spot radio schedule 
in 25 markets, reminiscent of the 
B- U- L -O -V -A time announcements 
introduced to radio in the 1920's. 

Tad Jeffery, vice president of ad- 
vertising for Bulova, said, "Radio 
spot announcements enable the com- 
pany to concentrate its advertising 
messages around major gift- giving 
occasions -in conjunction with print 
advertising during those periods." 

Bill Frame, print /broadcast media 
supervisor at McCann- Erickson Ad- 
vertising (U.S.A.), Bulova's agency, 
explained what Bulova wanted. "We 
were interested in reaching as many 
people as possible as often as pos- 
sible. For this purpose, we sched- 
uled 10- second ID's on a six -day basis 
with heavy emphasis on morning and 
evening traffic hours. These reached 
a total of up to 50 announcements 
per week in many markets." 

Although Bulova had not used its 
famous time signal for 11 years, the 
agency found that people remem- 
bered the spot, and many thought it 
was still on the air. 

"The relationship between the 
time signals and Bulova was a nat- 
ural one, and one which had been 
established over a long period of 
time in radio's early years," stated 
William Fricke, associate media di- 
rector who supervised media strat- 
egy for Bulova. "To take advantage 
of this situation, we decided to go 
back into radio last spring." 

To insure the most efficient sched- 
ule, the agency in mid -March inter- 
viewed representatives from all mar- 
kets involved, according to timebuy- 
er Phil Stumbo. "In order to facili- 
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Bulova Watch Co. Inc. 
Agency: McCann -Erickson Advertising (U.S.A.) 

Product: Watches 

Marketing Objective: To reach a mass audience with heavy 
impact only at certain specified times 
o f the year. 

Radio Solution: Heavy use of spot radio during gift - 
giving occasions. 

(Digested from U.S RADIO. August 1960, p. 28) 

tate the purchase of time, we pre- 
pared individual forms, with infor- 
mation on the time and length of 
the campaign, frequencies we were 
considering and requests for avail - 
abilities and costs. These were sent 
to about 50 firms representing about 
250 stations. With the forms went 
a letter explaining what we were 
looking for. The representatives, in 
turn, sent them on to the stations 
where they were filled out and re- 
turned. 

Market Data 

" \Ve then set up appointments for 
the representatives to met with us 
concerning each market in which 
they had a station. We found that 
as a result of this procedure, we were 
well informed on what the stations 
had to say, and the representatives 
were satisfied that they had had the 
chance to give us all the information 
they felt necessary. 

"We were quite satisfied with re- 
sults," Mr. Stumbo continues. "And 
since then, one of the agency's other 
big radio advertisers has begun to 
use similar forms to obtain timebuy- 
ing information." 

Bulova aims for the mass market, 
explained Mr. Fricke, and radio 
meant that the client had the ability 
to saturate 25 markets across the 
country within a limited budget, at 
specific periods during the year. 
Since the greatest number of watch 
sales are made at those times of the 
year which are considered gift -giving 
occasions, the company wanted ad- 
vertising which would provide the 
greatest impact at those times. 

As for budget, it is estimated that 
Bulova's total allocation for radio in 

1960 was $451,000. (Fiscal 1960 ends 
in March, 1961.) No funds were set 
aside for television advertising dur- 
ing needed for high quality jeweled 
medium used by Bulova in conjunc- 
tion with radio. 

"Eleven years ago, we moved into 
spot television," says Mr. Jeffery. At 
present, however, Bulova finds the 
tight market a difficult one in which 
to obtain the type of television sell- 
ing needed for high quality jeweled 
watches and other products. 

TELE- BROADCASTER STATIONS 

IN Hartford 
(CONNECTICUT) 

IN Kansas City- 

IN Los Angeles- 
(SPANISH LANGUAGE 

MARKET) 

WPOP 
KUDL 

IN San Francisco - 
(SAN MATEO) 

* TOP RATINGS IN 

AUDIENCE 

* MORE LISTENERS 

PER DOLLAR 

* SPONSOR PREF- 

ERENCE AFTER 

TRYING "BOTH" 
STATIONS 

KOFY 
BECAUSE WE 
PROGRAM TO 

PLEASE LISTEN- 

ERS AND TO 
PROMOTE SALES 

For facts & figures CALL 

A TELEBROADCASTER STATION 
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RADIO was the spark that set off 
buying action for the Champion 

Spark Plug Company. At peak sell- 
ing seasons, when it's time to turn 
advertising into sales, the company 
takes aim at the automotive market 
and hits the buyer Tight in his car. 
In W60, Champion spent in excess 
of $100,000 in the sound medium. 

The radio schedule consisted of 
two flights, each of six to seven weeks 
duration, beginning in the early 
spring and fall, the peak sales peri- 
ods. The spot schedule covered 130 

stations in about 40 markets. 
In addition, 25 percent of the 

radio budget was allocated to net- 
work buys on NBC and NIBS. 

Distribution Pattern 

"The reasoning behind the spot - 
network combination was based on 
Champion's distribution pattern," 
explained Warren Kruger, associate 
media director at the Champion 
agency, J. Walter Thompson Inc., 
Detroit. "There are two markets to 
ward which the radio advertising 
must be geared. One is the car 
owners, whom we reach through the 
more than 40 million radio- equipped 
automobiles now in operation. The 
other is made up of the 350,000 out- 
lets that sell spark plugs to motor- 
ists," he continued. 

"Champion had two objectives in 
its overall advertising effort," ex- 
plained Richard Kudner, account 
representative. "One was to build 

Champion Spark Plug Co. 
Agency: J. Walter Thompson Inc., Detroit 

Product: Spark plugs 

Marketing Objective: To turn `image -building' advertising 
into dollars at point -of- purchase. 

Radio Solution: Spot and network radio saturation at 
peak selling seasons. 

(Digested from U.S. RADIO, June 1960, p. 30) 

the image of the Champion product 
anti tante to the public. Our exten- 
sive magazine program. carried on 
throughout the year, was intended 
to serve this purpose. The other ob- 
jective was to spur car owners to ac- 
tion. For this we used radio tied in 
with point- of-sale, and supplemented 
by spacial magazine advertising." 

Champion began using spot radio 
in 1958. During the past three cam- 
paigns, the use of the radio budget 
has been varied in order to take Tull 
advantage of the medium's flexibil- 
ity, according to Nit-. Kruger. "In 
1958, we used radio for 39 weeks in 
about 37 markets. In 1959, the num- 
ber of markets was increased to 49 
and the campaign was scheduled in 
two flights, one in the spring and one 
in the fall, for a total of 17 weeks. 
The new element in the 1960 cam- 
paign was the networks," said Mr. 
Kruger. 

Robert Corby, Champion time - 
buyer in the agency's New York of- 
fice, explained how the radio mix 
worked. "Spot radio alone did not 
seem to convey the impression of na- 
tional advertising support to the 
dealers. On the other hand, dealers 
were impressed by the fact that we 
advertised on two national networks. 

"Even more important, besides the 
prestige of a network buy, we were 
able to insure national coverage for 
the campaign. The two networks 
covered at least 95 percent of the 
country. 

"As for the spot schedule, it gave 
us added weight in major markets, 
and provided flexibility, in both time 
and man kets. We prefered conuuer- 
cials aired during traffic tinie. Be- 

cause of the time differentials and 
local Options, we couldn't always ar- 
range this with the networks. 

"Spot also gave us the freedom to 
choose the station we wanted in any 
market," Mr. Corby continued. "Our 
objective, of course, was to find the 
station whit h would give its our most 
efficient buy. In some markets we 
purchased spot announcements on 
stations already covered by our net- 
work schedule, because those stations 
also did the strongest local selling 
jobs. 

Bought Packages 

"To provide greater efficiency, the 
company also bought some weekly 
package plans," Mr. Corby added. 
"Among the packages bought were 
helicopter reports in traffic tines 
and sports capsules." 

Champion employed extensive 
merchandising efforts that tied in 
with the national campaign. "The 
radio strategy was an integral part of 
the merchandising plan," according 
to Mr. Kruger. "With radio rein- 
forcing the impact of our point -of- 
purchase material, we can provide an 

excellent link between Champion's 
leadership image at the national 
level and the product as it was 

sold at the local level." 
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Acceptance of WSB radio proves ... a radio station 

CAN please its audience, serve the community, satisfy 

sponsors and still maintain dominance in its market! 

"WHITE CoLCHNS." The home of WSB radio, Atlanta 

For 38 years WSB Radio has been the overwhelming favorite of Georgia listeners. 
The latest Nielsen Station Index (July- August) for Atlanta shows WSB led in 213 

of 216 rated quarter- hours. This is a direct result of WSB's imaginative program- 
ming devoted to the public interest. Melodic tunes and fanciful games are combined 
with coverage of community activities and programs devoted to farming, religion and 
news. Get the most out of your promotional dollars in Atlanta by advertising on 
WSB Radio. A member of the Quality Radio Group, Inc. 

WSB 

radio 
The Voice of the South" 

ATLANTA 

Affiliated with The Atlanta Journal and Constitution. NBC affiliate, Represented by Petry. Associated with WSOC'WSOCTV, Charlotte; WHIO. WHIOTV, Dayton. 
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WITH the nation's rat "bill" 
estimated to be millions of dol- 

lars a year, radio -and farm radio 
in particular -has played an impor- 
tant part in combating the problem. 

One of the most effective adver- 
tisers is the d -Con Co., a member of 
the Sterling Drug family. d -Con has 
been using farm radio to the tune of 
75 to 80 percent of its total adver- 
tising expenditure each year since 
the product was marketed in 1951. 
(It was estimated that the firm 

spends $500,000 in radio each year.) 
In its winter drive early in 1960, 

d -Con was running spot campaigns 
in 312 farm markets over 321 sta- 
tions. The firm also bought seg- 
ments of the Grand Ole Opry, the 
National Barn Dance and a few oth- 
er local farm programs. 

Farm Radio Used 

"Farm radio was the only medium 
used to test the rodenticide when it 
was first introduced in 1951," ex- 
plained Frank A. Corbct, d -Con's 
president. "A small number of test 
spots were used to tell the story of 
the new product, and listeners were 
requested to send orders directly in 
to the company. Using no other 
form of advertising," he continued, 
"the response was so great that with- 
in two weeks orders poured in at a 
rate that taxed the production facil- 
ities of the plant. Radio got this 
company going, and it is still our 
most important medium." 

d -Con's radio advertising philos- 
ophy hews closely to the line fol- 
lowed by the firm's education depart- 
ment. "Otte of our most important 

d -Con Co. 
Agency: Thompson -Koch Inc., New York 
Product: Rodenticides 
Marketing Objective: To reach a specialized audience in 

farm areas at certain times of the 
year. 

Radio Solution: Selection of farm radio as the major 
medium in promoting d -Con's roden- 
ticide. 

(Digested from U.S. RADIO, February 1960, p. 28) 

tasks," Hamilton Hicks, the firm's 
educational director, said, "is to in- 
form and educate the farmer in the 
proper use of our rodenticide." To 
accomplish this aim, he devotes con- 
siderable time to travel and inter - 
views on the air with farm directors. 
"We try to pass along the latest in- 
formation abort the rat problem, 
and how the farmer can most effec- 
tively get rill of these pests." 

d -Con's agency, Thompson -Koch 
New l'ork, found that the best re- 
sults front commercials came front 
programs designed to inform rather 
than entertain the fariner, according 
to Robert Hall, tintebuyer. 

"We concentrate our spots in the 
early morning and noon -time slots, 
since these arc usually the segments 
devoted to farm news, market data 
and other 'use' material for farmers," 
he said. 

The frequency of the cl -Con spots 
varied with the individual market, 
with three to 12 announcements a 
week the average. The company 
placed its heaviest blanket of spots 
in five key states -Illinois, Missouri, 
Ohio, Indiana and lowa -which rep- 
resent the heart of the nation's corn 
belt. 

The firm's advertising program is 

built around pointing out the ad- 
vantages of the product, and the 
importance of correct application. 
Copy for the radio spots followed 
these general lines. Where possible, 
d -Con prefers that its announce - 
ments-52 seconds in length -be de- 
livered by the station's farm director. 
The company believes that he lends 
his personality and knowledge of the 
market to the message, and thus can 

more accurately peg a message than 
can an ET or rigid copy. 

Fully aware of the importance of 
the merchandising support provided 
by farm stations, cl-Con was continu- 
ing with a promotion designed to 
stimulate and reward these activities. 
For the past two years the company 
lias presented a "Fact Award" to the 
station giving the most merchandis- 
ing assistance to the company. 

Station Cooperation 

"As an indication of the appeal 
the award appears to have with farm 
stations," said Walter Camas, d -Con's 
advertising manager, "for our first 
award over 9(1 stations submitted 
material outlining their merchandis- 
ing efforts for d-Con." 

As an example of station merchan- 
dising cooperation, Mr. Captas cited 
the efforts of a station in Portland, 
Ore. "The station used a billboard 
facing a busy Portland street that I 

had an estimated daily circulation 
of 6;100. The copy carried a station t 

message and played up 'Featuring 
d -Con Rodenticides.' A total of 350 
copies of a display card was sent to 
our primary outlets, 100 feed and 
seed stores, 100 hardware stores and 
150 grocery stores. 

"The card prominently displayed 
a tl -Con ad and suggested that re- 
milers hear the pre -sell on the sta- 
tion. To round out the promotion, 
the station ran a full -page back cov- 
er in a local magazine with 50,000 
weekly distribution through a gro- 
cery chain, and a trade advertise- 
ment in the official publication of the 
Oregon Food Merchants Associa- 
tion," Mr. Camas concluded. 
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AS cold weather snapped down 
around the ears of car -owners 

more than 500 stations in 150 mar- 
kets were beaming a new word in 
the anti -freeze vocabulary to list- 
eners. 

The new word was "Telar," the 
name of a new "all- purpose, perma- 
nent" anti- freeze developed by E. I. 
du Pont de Nemours iZ Co. And du 
Pont was engaged in one of its most 
extensive campaigns in years to make 
the introduction of Telar a success. 

With its entry into the anti -freeze 
market, du Pont's Telar was bring- 
ing over $400,000 in business to spot 
radio. This figure was just about 
double the amount du Pont spent in 
spot radio in 1959, when du Pont 
allocated spot money to Telar's sister 
products, Zerone and Zerex. 

To put new Telar in the running 
with competitive anti - freeze prod- 
ucts, du Pont's advertising manager 
for anti -freeze, William W. Carty, 
reported, "Our advertising for Telar 
was running 'across the board' in all 
areas where it is distributed." 

150 Markets 
With the $400,000 radio budget 

set up exclusively for Telar, du Pont 
was reaching into 150 radio markets. 
In each market, the company was 
buying the maximum number of sta- 
tions. The range was from three to 
six stations per market, sometimes 
more. Mr. Carty considered an esti- 
mate of 500 stations in the total 
campaign a bit "conservative." 

In scheduling the campaign, he 
explained that du Pont found radio's 
flexibility an extra "plus" for Telar. 
Depending on the whims of freezing 

E. I. du Pont de Nemours & Co. 
Agency: BBD &O 
Product: Telar Anti - Freeze 
Marketing Objective: To establish a new product in an al- 

ready crowded market. 
Radio Solution: Saturate 150 markets with radio 

spots. 
(Digested from U.S. RADIO, October 1960, p. 32) 

weather's entry in various markets, 
the Telar schedule had to have stag- 
gered starting states. 

Spots, which were all minute 
ET's, broke as early as September 15 

on northern stations. On the other 
end of the weather vane were sta- 
tions in the south. Some started the 
Telar campaign as late as November, 
others waited until early December, 
Mr. Carty explained. 

"In order to break the campaign 
in a market at the right time, we 
needed to know when the area would 
get its first freeze. Calculations were 
made in advance by a team of re- 
searchers, working with weather serv- 
ice firms," he said. 

"We knew, for instance, that in 
Wilmington, Delaware, the first 
freeze was likely to be around No- 
vember I1. Accordingly, our radio 
campaign there was scheduled to be- 
gin around that date." 

Whether a campaign started early 
or late in the fall, he said, it was 
scheduled to run through December. 
Thus, the peak of the Telar push on 
radio was reached in all the 150 
markets by the middle of November. 

"du Pont took 30 spots a week per 
station," reported Bob Syers, du Pont 
timebuyer at BBDO Inc., New York, 
the company's agency. With. all the 
500 or more stations carrying the 
spots during November and Decem- 
ber, the total coverage per week ran 
to 15,000 spots. 

"We wanted to reach people when 
they woke up, while they drove to 
work, while they drove home. With 
radio we could be close to people 
wherever they may be," said Mr. 
Carty. 

Although Telar is sold in service 
stations and auto supply stores, du- 
Pont did not attempt dealer tie -in 
promotions for Telar, Mr. Carty 
pointed out. 

"However," said the Telar ad 
manager, "transcriptions of our ra- 
dio commercials were made available 
to our anti -freeze distributors at no 
cost to them. Many of our distribu- 
tors sponsor local radio shows, and 
were able to use our commercials 
during their regular broadcasts. The 
distributor paid for the time. du 
Pont tloes not have a cooperative 
advertising program for any of its 
products." 

Tie -In Material 

"But," he added, "we offered tie - 
in material to radio stations which 
often added effectiveness to the spots 
themselves. Stations were informed 
that the services of our Anti- freeze 
field representatives were always 
available to them. Their contribu- 
tions might be helpful, for instance, 
in arranging programs on the proper 
care of a car." 

With its budget enlarged over last 
year's for the annual anti -freeze cam- 
paign, du Pont was aiming to make 
a high brand impression on the con- 
sumer. In light of the heavy line-up 
of advertising for competitive 
brands, the bid for brand impression 
was a strong one. 

Du Pont's radio campaign, with 
high traffic time frequencies, was 
aimed where it would hit the target 
closest to home -when the consumer 
was driving his car. 
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bee- 

Lo 
since the family made a bee- 

line for the barbecue pit, mother 
has been looking for ways to cut 
down on work so she can join the 
family fun. One of her biggest boons 
was the paper plate. It ended the 
after dinner drudgery of dish wash- 
ing, and freed her from the kitchen 
sink. 

It seems logical that the housewife 
would know the brand naine of the 
paper plate she buys. However, 
when the Standard Packaging Corp. 
surveyed the field for its Fonda Con- 
tainer Division in 1959, it discovered 
that the housewives interviewed 
were not completely familiar with 
the brand names of paper plates they 
bought. 

Brand Identification 

As a result, Smith, Hagel 1: Knud- 
sen Inc., New York, agency for 
Standard Packaging and its divi- 
sions, undertook a campaign to en- 
courage the housewife to buy the 
Fonda naine. One of the big parts 
in building the brand name was 
played by radio. 

In its 1960 campaign, Fonda in- 
vested 35 percent of its total adver- 
tising budget in radio. A total of 42 
markets were covered by the cam- 
paign, which ran for 12 clays on 58 
stations. 

To spread the Fonda name when 
it would do the most good, two 
flights were scheduled: three- day -a- 
week flights during two weeks be- 
fore Memorial Day, and two weeks 
before the Fourth of July. Frequen- 

Fonda Container Corp. 
Agency: Smith, Hagel & Knudsen Inc., New York 
Product: Paper plates 
Marketing Objective: To establish brand identification for 

paper plates. 
Radio Solution: Radio saturation in 42 top retail food 

markets. 
Digested from U.S. RADIO, June 1960, p. 38) 

cies varied with cities, with single 
station markets airing 12 to 15 spots 
a week, and multi- station markets 
as many as 60 a week. 

For 1961, the agency reported that 
the spot radio schedule would be ex- 
panded to three two -week flights. 

Strategy Considerations 

"Our advertising strategy depends 
on our distribution, our sales curve 
and our budget," said Edward Van 
Horn, agency vice president. "Fonda 
used spot radio in 1960 for the first 
time. When radio was' bought in 
1959, we were on a network sched- 
ule. Since Fonda's distrilnnion pat- 
tern did not fit the coverage of the 
network, we decided to support 
markets where our distribution was 
strongest with spot radio. 

"We chose the 50 top markets for 
retail food sales, compared this to 
the distribution of our paper plates 
and cups, and selected our radio 
markets with these two factors as a 

basis." 
As for sales curve, 65 to 70 per- 

cent of Fonda sales are made be- 
tween Memorial Day and Labor Day. 
"The radio campaign was designed 
to give a boost to the sales curve as 

it begins to go up for the summer. 
The Fonda radio schedule began 
just as the housewife started to think 
of paper plates for the Memorial 
Day weekend," said Mr. Van Horn. 

The best time to reach her, ac- 
cording to Eric Ainsworth, agency 
media director, is when she is think- 
ing about her shopping list. "For 

this reason the schedule was concen- 
trated on Wednesday, Thursday and 
Friday. Thursday and Friday are 
the big shopping days of the week. 
Our Wednesday schedule allowed us 
to plant the Fonda mine as the 
housewife started to plan her shop- 
ping list," he said. 

"Announcements were scheduled 
from 9 a.m. to 1 p.m., based on the 
assumption that this is housework 
time," \fr. Ainsworth explained. In 
selecting the stations there were 
three considerations. First, the house- 
wife listening figure. Second, the 
availabilities that presented them- 
selves when it carne time to buy. 
Third, the merchandising support 
offered by the stations. 

"For Fonda's purposes, a company 
with a small sales force and no de- 
tail men covering the outlets, the 
help a station could offer in setting 
tap Fonda displays and sparking en- 
thusiasm among distributors was an 
important consideration," said Mr. 
Van Horn. 

Campaign Strategy 

By combining marketing common 
sense with a fresh creative effort, the 
agency developed a campaign strat- 
egy that included: Summer advertis- 
ing when most sales were macle; ra- 
dio advertising at the beginning of 
the peak selling time; radio markets 
based on retail food sales figures; an- 
nouncements scheduled on big shop- 
ping days; creative approach com- 
bining music, hard sell and a light 
touch. 
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TAKE a snack product that has 
the ability to keep taste buds 

tingling coast -to- coast; add an effec- 
tive network of national distribu- 
tion; mix in a consistent program of 
advertising and sales promotion with 
generous portions of radio. This is 
the recipe for sales success that has 
made it possible for The Frito Com- 
pany, Dallas, to boost its sales by 
$42 million since 1954. 

A consistent user of radio since 
1932, when the company was found- 
ed, Frito employed the sound me- 
dium in 1960 to spearhead its adver- 
tising and promotion efforts. It is 
estimated that $950,000, represent- 
ing 35 percent of the company's to- 
tal budget, was spent over the facili- 
ties of NBC, CBS and ABC to tell 
the story of Frito corn chips. 

"This was the largest radio net- 
work buy the company had ever 
made," said Thomas K. Denton, vice 
president of Dancer- Fitzgerald -Sam- 
ple in Chicago, Frito's agency. After 
checking the coverage maps and the 
number of stations (700) that carried 
the Frito story, we determined that 
this campaign penetrated every 
county in the United States but 
one." 

Citing depth as well as coverage, 
Mr. Denton pointed out that an av- 
erage of 21,000 spot announcements 
were used each week, with listener 
impressions in the multi- billion cate- 
gory. 

"Radio has always been one of our 
most important outlets," said John 
R. McCarty, advertising merchan- 
dising vice president for Frito. "Ra- 

The Frito Company 
Agency: Dancer -Fitzgerald -Sample Inc., Chicago 
Product: Fritos Corn Chips 
Marketing Objective: To create and sustain a strong trade- 

mark and name identification for 
Frito corn chips. 

Radio Solution: Pre -condition the shopper through 
repetition with heavy network radio 
saturation; use of seasonal tie -in pro- 
motions geared to the radio advertis- 
ing. 

(Digested from U. S. RADIO, April 1960, p. 22) 

dio was the first medium employed 
to introduce corn chips when the 
company started. We have been reg- 
ular users ever since. 

"Our product," he continued, 
comes under the heading of an im- 
pulse item. In order to get the shop- 
per to pick up a package of Frito 
corn chips, we have to 'pre- condi- 
tion' her. This is done through con- 
centrated exposure. Repetition and 
heavy frequency, therefore, are two 
of the things we look for in our ad- 
verting and promotion efforts. We 
have found that we can get this with 
radio. We have discovered that with 
the proper type of copy we are even 
able to get appetite appeal across on 
our radio announcements. 

Varied Audience Croups 

"In order to hit as many different 
audience groups as possible, the com- 
pany bought announcements around 
news shows, comedy, drama, adven- 
ture, music and almost every type of 
program aired on the networks. 

An example of the broad audi- 
ence base was the Frito schedule on 
NBC. The Frito campaign involved 
participations on News of the World, 
People Are Funny, a news analysis 
show, Emphasis and Monitor, in- 
cluding the Paul Winchell show, 
Ernie Kovacs, Bob Hope and Duffy's 
Tavern segments. 

To speak most directly to the wide 
variety of listeners tuned to these 
programs, and the programs on ABC 
and CBS as well, the agency pre- 

pared as many as 15 copy ap- 
proaches. 

The company used extensive 
point -of- purchase promotion displays 
to tie in with the radio advertising. 
In order to keep the in -store displays 
fresh and interesting, the company 
conducted a new promotion each 
quarter year. The radio campaign 
was carefully geared to fit into the 
pattern. During one promotion, a 
radio commercial called attention to 
a free flower seed offer to purchasers 
of Fritos. 

Each of the networks provided 
Frito with a variety of merchandis- 
ing support designed primarily to 
alert the organization's selling force 
and dealers to the extent of the ra- 
dio campaign. For example, one of 
the networks placed ads in food 
trade publications drawing attention 
to radio activity. Letters went out to 
dealers and distributors explaining 
the on -air support by Frito. Tele- 
grams, post cards, books, dollar 
pocket watches and records were 
also part of the networks' efforts to 
back Frito's well- integrated mer- 
chandising concepts. 

In addition to Frito, a national 
product, the company produces and 
sells six brands of potato chips sold 
wider different brand names on a 
regional basis. Radio is used to 
merchandise these products, too. 

"Since radio has always been able 
to reach our number one customer," 
Mr. McCarty says, "we expect the 
medium to retain its important 
place in all of our basic promotion 
planning." 

U. S. RADIO AIRFÀX 1961 71 



Radio Strategies 

8 

U1'IL recently, the giant book 
publishing industry had never 

made use of nationwide radio as an 
advertising ned' . But late in 1959, 
Grosset A Dunlap Inc. broke with 
tradition by putting radio to use to 
sell its line of juvenile books in book 
shops across the country. At that 
time, the first bought an eight -week 
schedule on Don McNeill's Break- 
fast Club over the ABC network. In 
addition, book dealers purchased lo- 
cal spot announcements to tie in 
with the radio campaign. 

"As a result of our first experience 
with radio," said Nils A. Shapiro, 
achcrtising director of Grosset & 

Dunlap, "we are repeating our cam- 
paign with an increased network air 
time of 25 percent. The previous 
campaign resulted in dealer partici- 
pation in 160 markets, and we have 
experienced an even greater response 
this year." 

The recommendation to use radio 
came from Lee Friend, president of 
Friend -Reiss Advertising agency 
Inc., agency for the publishers. "The 
client presented us the problem of 
finding a sales -impelling replace- 
ment for the customary promotion 
efforts used in the book field," Mr. 
Friend explained. "Under Grosset's 
ground rules, there could be no give- 
aways; no cut prices; there had to be 
full children's and juvenile line pro- 
motion; continuity, originality, re- 
tail interest and participation, and 
of course, sales." 

"Mail was ruled out," Mr. Friend 
said, "as this approach was already 
in use. Newspapers were hackneyed 
and could not give a fresh approach. 
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Grosset & Dunlap Inc. 
Agency: Friend -Reiss Advertising Inc. 
Product: Children's and juvenile books 
Marketing Objective: To develop and utilize new ways to 

reach potential customers for a line 
of nationally distributed children's 
and juvenile books. 

Radio Solution: Spotlight the pre -holiday campaign 
with a contest tie -in through the com- 
bined efforts of network and local ra- 
dio coverage. 

(Digested from U.S. RADIO, October 1960, p. 28) 

Television was discarded because of 
its excessive costs when purchased at 
a time when you can most effectively 
teach your target. The one medium 
that stood up against all our require- 
ments, including the important one 
of cost, was radio ?' 

Since it is generally agreed in the 
children's book field that women 
constitute the background of the 
market, the mother was considered 
to be the primary target. The im- 
mediate problem, then, was to de- 
termine how this group could be 
reached most effectively. 

Develops Campaign 

Working closely vvitlt the client, 
Friend -Reiss began to develop the 
campaign around Don McNeill and 
the Breakfast Club. Channeling the 
bulk of the promotion budget into 
network and cooperative local radio 
participations, a complete program 
was developed for the sound medi- 
um. Window material, counter ma- 
terial and newspaper ads were all 
geared to localire the national im- 
pact of the network show, and to 
take advantage of the strong audi- 
ence appeal of Don McNeill. 

The 1960 network and local radio 
effort for Grosset & Dunlap was 
launched on October 20. In addi- 
tion to the increased amount of air 
time purchased, other changes were 
made. Of these, the most significant 
was a college scholarship contest. 
Entry blanks were made available to 
the public only in the local book 
store. Through the combined efforts 
of Don McNeill's network show and 

local spot announcements, potential 
contestants were guided to the stores. 

Another important change front 
the previous campaign, made by the 
publisher, was the method of deliv- 
ering the commercials. In 1959, ali 
the sales messages were given by Don 
McNeill, both on the network and 
the local spots with open end ET's. 
For this year's pre- holiday sales ef- 
lort, the announcements had lead - 
ins by Nil-. McNeill, but the actual 
selling message was delivered by a 

Grosset & Dunlap salesman. In this 
manner, Grosset effectively person- 
alized their sales approach. 

An indication of the effectiveness 
of the new radio -oriented approach 
was seen in a letter which a station - 
owner in upstate New York wrote. 
He said, "I have yet to see a better, 
more effective follow- through than 
that clone by Grosset - Dunlap. 
Their tie -in was a pre -sold job, and 
in our case, the book department of 
our largest department store con- 
tacted us because they wanted the 
complete package. The sane was 
true of other dealers in our arca." 

"The best way to convince any 
businessman of the value of a new 
approach to promotion," \fr. Sha- 
piro said, "is to show him that it 
brings in added business. The Gros - 
set & Dunlap line of juvenile and 
children's books sold better than 
ever during and after the initial 
1959 radio promotion. From indica- 
tions of increased participation in 
the 1960 campaign, we at Grosset 
are convinced that radio can and 
definitely does do a very effective job 
of selling." 
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