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BUILDING PROGRAMS: In October, 1960, ABC Radio made a major program change — introduced "Flair“]
in the afternoon — gave ‘“The Breakfast Club'' a modern sound and put more freshness and vitality into its
News programs.

BUILDING LOCAL RATINGS: Immediate results showed in big and small markets alike with improved
ratings — KMBC, Kansas City — share increase from 23.39% to 37.59%; WWIN, Baltimore — 12 times the audi-
ence versus last year; KALB, Alexandria — led all rival stations 3 to 1 in all time periods; WNDU, South Bend —
“Flair'': Share 46.39% — double the preceding program and 120% higher than the next highest station —
WMNI, Columbus — increased share from 12.0% to 26.09% with Flair and increased share from 6.0% to
15.0% in Breakfast Club.

BUILDING NATIONAL RATINGS: As the new programming caught on in market after market, the
national Nielsen showed ABC Radio up in all program categories (Nielsen, February 1, vs. January 2). “‘Break:
fast Club' +13%, “Flair’’ +409%, Weekend News + 309, Weekday News, +539%.

BUILDING SALES: The end result — the one that means most to slations and advertisers — SALES FOR
THE FIRST QUARTER — Breakfast Club up 11.29%,; Weekday News up 11.09% Five Star Final up 23.3%.

BUILD WITH THE NETWORK THAT I8 BUILDING TOWARD THE MAGIC MARKET QF TH
80's —ABC RADIO.




An encore for three of
our “personalities.”
Good sports. Attractive
people interested in
the Metropolitan

way of life.

METROPOLITAN
BROADCASTING

5 Fast #7th Street, New York ¢}, N

> @

TELEVISIOX STATIOXNS
WNEW-TV New York. N.Y.
WTTG Washington.D.C.
KOVR Sacramento-
Stockton. California
WTVH Peoria,lllinois
WTVP Decatur. Ilinois

RADIO STATIONS
WXEW New York.N.Y.
WHE Cleveland.Ohio
WIP Philadelphix, Pa.

4 DITISION OF METROMEDIA4,INC
other divisions are:

Foster and Kleiser, Ontdoor ddveertising
operating in Washington, Oregon,
Arizona and California

Worldicide Broadeasting, WRUL Radio

GOWN: LANYIK-CASTILLO, FARIS, PHOTO: PETER FINKX







WOQXR wins George Foster Peahody

Award, hroadcasting’s highest
honor, for its musical “specials”
and its “total programming of music

...0f the highest order”

In its 25th year as America’s number one good judgment. And it underscores what nearly 400
music Station, WQXR has been awarded for advertisers know full well: that WQXR's fine
the second time tlie highest hortor in radio and musjc compels attentive listening and active
television—the George Foster Peabody Ayward response among 1,250,000 famities who con-
for distinguished achievement in broadcasting. sider WQXR their finest and most consistent
It is alsa the first Peabody award for radio source of good music.

entertainment made since 1956.
In citing WOQXR, the Peabody judges saidy

“During 1960 the line ‘For 25 years America’s
Number One Good Music Station’ was more
than a slogan in the case of WQXR, Its ‘musiczl
spectaculars’ and its total programming of
music were indeed of a high order. In recogni
tion, this station has again been chosen for a
Peabody award, tlie first having been presented
in 1949.”
L ] (] L J

Twelve years ago wher they first cited WQXR,
the Peabody judges said that “no station airy-
where has devoted more time or more intel-

ligent presentation to good music tlian has

WOXR." This year’s award reaffirms this ]560AM 963 FM

J. S. RADIO fApril-May 1961



Now Godlrey
can sell for
you morning!
noon &night
weekdays &
weekends

.with the

new Godirey
Extension Plan *
onthe CBS
Radio Network g




ODFREY in a varniety of peak
listening times. Godfrey when
men (and wives who work) are home!
Now vou can put Arthur Godfrey's
unrivalled salesmanship to work with
full flexibility. The new Extension
Plan offers the specific audiences
vou want, at strategic timnes, plus the
greatest salesman 1n broadcasting.

DVERTISERS who sponsor one ten-
Aminute segment of top-ranking
Arthur Godfrey Time can npw buy
six_additional program-integrated
Godfrey commercials—as only he
can deliver them—placed where they
promnse to do the most good.

HIS PLAN really extends your

Godfrey Time buy. Typically,
1t just about triples the number of
different people reached and gross
weekly audiences go up almost six
times. And this 1sn’t just more people
reached. This is more people reached
—by Godfrey! It is a most impressive
new advertising opportunity. We’'d
welcome your reaction to it. Call
your CBS Radio Network represen-
tative for full information.
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Latest rating figures* show:

WGN Radio h#s Chicago’s most
favorable image!

WGN Radio reaches more people!

WGN Radio has the highest aver-
age quarter-hour audience for en-
fire week!

WGN Radio is, No. 1 Chicago sta-
fion 1n total audience!

WGN Radio has highest average
hourly share of audience—12 mid-
night—& a.m.

WGN Radio delivers an adult au-
dience! More than 9 of every 10
listeners are adults!

For full facts on why adult listeners
like WGN Radio’s sound, adver-
tising and programming, write to
WGN Research for a study by
Market Facts, Inc., on the images
of Chicago radio stations.

*Nielsen — Dec./Jan., 1961. Pulse —
Dec., 1960, Post-midnight study. Pulse
1960, Audience composition reports.

In Cliicago

WGN RADIO

means quality progrannning
and dedicated community service

Chicago: 2507 Bradley Place,
LAkeview 8-2311
New dork: 220 E, 42nd Street,
MUrray Hill 2-7515

Represented by Edward Petry & Co., Inc.,
except in Chicago, New York, Philadelphia
and Mikeaukee

Membsr of Quality Radro Groap, Inc.

. S. RADIO/April-May 196




OUNDINGS

news & interpretation

There are indications that some radio advertisers are running counter to the
“flight” trend in radid. Ocean Spray Cranberry Juice, for example, had been buying spot-
tily in short flights in a limited number of markets in New England. Through BBDO Inc.,
New York, the company has just started 52-week buys jr about six rmarkets, inciuding
New England and Philadelphia.

As part of its campaign to alert U. S. advertisers and agencies to the potentia| of
radio advertising in foreign markets, international shortwave station WRUL, New York, is
taking the research bull by the horns. It has launched project INTERCAP (International
Continuing Audience Profile). This will provide a continuing survey of radio audiences in
markets that WRUL reaches (described as two-thirds of the civilized world—Latin America,
Africa and parts of Europe). The reports will feature qualitative and quantitative data and
tan be placed in a loose leaf binder that wil| be provided, First survey results are ex-
pected to the available in August.

Personal missionary on behalf of radio. The Colorade Broadcasters Association's
new effort to stimulate the buying of radio (and tv) time is based on an intra-state public
relations and promotion program. It has retained Dean Faulkner, Denver broadcast pro-
motion man, to act as the organization's spokesman. He will attend business group cop-
ventions and conferences within the state to boost the use of broadcast advertising. The
Chamber of Commercé meeting May 5 in Cdlorado Springs was the second effort in this
new promotion.

Targeting in on other media, as opposed td turning the gun on one's own house, is
something radio is learning to do more of each day. CBS Radio Spot Sales research, going
after magazine money, has provided an analysis of the number of homes in the WCAU Phil-
adelphia audience compared with the homesreached by six ieading consumer magazines.
The eight-county Philadelphia metropolitan area used in the analysis includes: Bucks,
Chester, Delaware, Montgomery and Philadelphia in Pennsylvania and Butlington, Camden
and Gloucester in New Jersey.

Here's what the figures look ]ike:

% OF 8-COUNTY AREA NO. OF HOMES
WAL RATI0 ... cseonscoesocsssseoge css ecsssssssspessesassssssess sengessens 763% 942,000
Good Housekeeping ........covveveeenne. - __ 10.9% __138.480
Ladies HOME JOUMNAD .vvvreriirernneinssreseemsncsssisenrosssssaseensnsnes 13.1% 166,669
R R T ) 183,530
I — 120% 152930
Saturday Evening Post ............ Cmp e R 11.1% 142,012
TIME oo — . T - 6.0% 76,746
Magazine criculation spplicd sgainse 1/1/60 Sales Management Homes. (Contin ued)

U. S. RADIO /April-May 1961



SOUNDINGS conines

news & interpretation

And speaking of meagazines, radio came in for an unexpected boost in a special study
for Seventeen magazine, based on depth interviews with 4,532 f{eenage girls. It shows that
this vast market, which according to the study represents about $4.5 billion annually, has
its ears tuned to the radio. Frank Boehm, director of research, Adam Young Inz., has pre-
pared a special presentation of the study covering, among other things, the following facts:
Radio led other mass media as the choice of diversion during the day and evening. After
getting up in the maorning, 16.5 percent listened to radio, 14.4 percent read newspapzars and
4.5 percent watched tv. After coming home in the afternoon and until dinner time, 16.5 per-
cent listened to radio, 11 percent watched tv and 5.8 percent read. After dinner until bed-
time, 22.1 percent listened to radio, 10.2 percent watched tv and six percent read for pleasure.

May is radio mionth. And across the country stations are busfly promoting the theme
“the best sound around.” Many radio operators are using the material provided by the
National Association of Broadcasters, including custom jingles produced by Faillace Pro-
ductions; promotion and program ideas; special announcement copy of all lengths; bump-
&r strips; news releases, and mats for newspaper promotion.

Negro-appeal radio is coming in for a big boost on the national scene. With the
appointment of public relations and research counsel by the Negro Radio Association's
bvard of directors, a major image-building push is expected to be launched. The objectives
of the NRA are many: to build advertiser-agency acceptance of Negro-appeal radio, to de-
velop and jmprove programing and to promote and disseminate news about this specialized
medium. The NRA was formed in the fall of 1960. President and chairman of the board is
Francis M. Fitzgerald, president of WGIV Charlotte, N.C.

In the June issue of v.s. RADIO, the lead story will present

an 1m-depth report on radio amd the auto makers, It will

NEXT tell how the Detroit giants use radio and why., A special

featurc of the report will chart each car company’s agencies,

MONTH. account men and timebuyers. Secondly, Governor L.eRoy

" Collins, president of the National Association of Broad-

casters, will reply to the open letter u.s. RADIO sent him this

month. The letter deals wrth the aspirations of the sound

medium and its hopes and needs for the future. Another

feature article will delve into the burgeoning teenage manr-

ket and its implications. A highlight of this analysis covers

magazine rescarch that shows radio is the favorite mass

media diversion for this mulu-billion dollar market. An

appraisal of the new sterco development and what it mecans

to radio will also be presented in the June issue. The story

will sound out comment [roin important exccutives in
broadeasting, advertising and nmanufacturing.

U. S. RADIO/April-May 1961




talk...

' is only as good as the talker, and the talkers on one New York radio
station bring entertaining and articulate conversation for more than
20 hours a day to America’s largest station audience. A recommen-
dation of your product by these personalities means a marked in-
crease in sales. That’s why, year after year, more advertisgrs use

; this radio station than any other in New York! The next tithe you
buy radio, why not make it the one station where talk gets results —

WOR-RADIO 710 /fm 987/ An RKO General Station
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When 1 was sick and lay a-bed,
1 had rwo pillows at iny head,
And all iy toys beside me tay
To keep me happy all the day

And sometimes for an hour or so

I watched my leaden soldiers go,

With different uniforms and drilis
Among the bedclothes, through the hills

And sometimes sent my ships in fleets
All up and down arnid the sheets,

Or brought my trees and houses out,
And planted citics all about.

I seas the giant great and still

Thar sits upon the pillow-hill,

And sees before him, dake and plain,
The pleasant land of counterpane,

Robert Louis Stevenson
e =)

Maybe it's leaden soldiers. .. or ships in fleets.. . or little
toy cities . . . sent by the WLW Stations to children in hos-
pitals that help Keep them “happy all the day.”

We hope so. Over the past nincteen years, the Crosley
Broadcasting Corporation Ruth Lyons Annual Fund has
collected almost two million dollars for children in thirty-
four hospitals, with last year's record vontribution of over
$315,000.00.

This is more than the policy . . . this is the spirit of the
WLW Stations — to serve their communities in cvery way,
especially to remember those who are forgotten . . . like
the little “giant great and still that sits uponthe pillow-hill.”

Naturally, we are proud of our reputation in the com-
munications industry. Bul we are most proud when our
ratings and statistics, when our business and technology
are pleasantly lost for priceless moments in such lands of
counterpanc,

Yes, this is our pride — but also our privilege,

| WLW-T

Taleuicign
Cincinnati

WiLiwW-¢ WLW-D
Television the Television
Calymbus dynaunic Doyton

Crosley
Stations

wWLW-A wiw-|

felevision
Indianapolis

Television
Aflonto

Crosley Broadcasting Corporation,
a division of Aveco

13
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FMSTATIONS ON AIR* , . . . ., . . v = s c s o e o+.52. 856

.. 1,115,029
156,394,000
CARRADIOS: . ........v...........40387000
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SETS MANUFACTURED** , . . . « « « « “« 4 v
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L

S — R e, e R e el

AM STATIONS ON AIR: The nunber of am stations on the 2ir at the end of March, 3,561,
represents an increase of five stations over the previous month. Applications pending:
560; under construction: 150.

FM STATIONS ON AIR: The 865 fm stations on the air in March include 17 more than
the previous month. Applications pending; 71; under construction: 206.

SETS MANUFACTURED: Total radio production for February, 1,115,029, includes 307,-
973 auto radios and 50,421 fm radios. Total radio sales, excluding auto radios, is 666,228.
Total radio production cxcceded that of January, the previous month, by 24,956 scts.
However, the cumulative total for 1961 lagged behind the same period last year by 593,-
054 scts. Most of this decline is attributable to a decrease of 534,224 auto radio scts com-
pared with last year.

NETWORK: Standard Brands Inc. leads network advertisers in terms of total home broad-
casts according to A. C. Nielsen Co.’s monthly index for four weeks ending March 5. There
arc 220 broadcasts for a total of 118,641,000 honic broadcasts delivered. Pharmaco Inc.
registers in second position with 260 broadcasts and 110,592,000 home broadcasts delivered.
Following in third, fourth and fifth are R. J. Reynolds Tobacco, Sylvania Electric Prod-
ucts and Time Inc. For total commercial minutes delivered, Sylvania leads with 88,694.-
000. Standard Brands follows with 87,115,000. Pharmaco, Time and International
Mincral and Chemical Corp. rank third, fourth and fifth.

LOCAL: Total sales at KRAK Sacramento for the first quarter, 1961, show an increase
of 27 percent over a comparable period last year, according to Golden Valley Broadcast-
ing Co. Local business showed the greatest gain. increasing 95 percent.

" 0. Mareh, ?*FLA, Februsry, {ILAD estimats.
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utual coverage wraps up the buying dollars
Mutual Radio Is strongest where the buying is biggest. 70% of all
drug store sales and 667% of all food store sales are in A and B markets (ask
Nielsen) —and Mutual now wraps up 66% of its radio audience in these
markets! Mutual covers 87 of the top 100 markets with local affiliates —more

than any other radio network. Got a food or drug store account in the
house? Buy Mutual Radio—and you've got it covered at the point of sale.

MUTUAL RADIO

A Service to Independent Stations .
Subsidiary of Minnesota Mining & Manufacturing Company ,@

h"'_

NTION NAB CONVENTIONEERS! MUTUAL RADIO HOSPITALITY SUITE, E.420 SHERATON PARK HOTEL.
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Salesclerk
ina
$355,000,000*
SUPERmarket

in Toledo

WSPD — number one by
every audience measure-
ment — Hooper, Pulse,;
Nielsen. Alive 24 hours a
day with effectjve pro-
gramming and talent to
bolster your sales. More
national and local adver-
tisers than any other
Toledo station.

*annnal food sales in
WSPD's eirculation area

Let a Katz Representative help
you select the most persuasive
times.

WSPD -Radio
. NBC-TOLEDO
o STORER stution

Nalional Sales Offices:

625 Modison Ave., N.Y. 22
230 N, Michigan Ave.; Chi¢ago T

TIME BUYS

AMERICAN MEDICAL ASSOCIATION
Agency: Klau-Van Pictersom-
Dunlap Inc,, Milwaukee
Fm has picked up a nice chunk of
business from the AMA, which .is
using the *prestige” f{requency to
gain support for its opposition to
the administration’s old age mecdical
care programs. Fm stations in 40 top
markets started carrying the spots as
of April 24 and 26. Frequencies
reach a peak ol ]00 spots per station
for a maximum six-week period.
Spots are transcribed and take an
unusual tack: the agency selected
professional people —a doctor and
lawyer —and a housewife, among
others, to state why they oppose the
bill and voice support {or the AMA

choice, the Kerr-Mills bill.

The agency suggested fm because
the audience has a high percentage
of well-educated people who are apt,
to be influential opinion leaders in
their communities. Buyer is John
\Wussow.

AMERICAN TOBACCO CO.

Agency: BBDO Inc., New York
Product: Lucky STRIKE

Placements for Luckies have been
made in 50 markets for a start the
last week in April. Frequencies num-
ber from 30 to 60 spots a week. Some
markets are major, others selected.
Transcribed minutes will be on the
air for 15 weeks. Multi-station buys
were ordered. Timebuyer is Hope
Martinez.

BRIOSCHI CO.

Agency: Ellington & Co., New York
Produtt: BRIOSCII TABLETS

Brioschi kicks off anather flight in
May, this one o last for 6 wecks.

e R ]

Frequencies vary by markets, which
svill number from 10 to 12. A maxi-
mum of two stations in each market
will get the schedule. Minute an-
nouncements will be transcribed.
Dan Kane, media director, is making
the placements,

CITIES SERVICE cO.

Agency: Lennen & Newell Inc.,
‘ New York
Product: GASOLINE

On May 7, Cities Service 1961
summer driving campaign will break
in 30 markets. Drive-time is the
favorite for about 30 spots per week
per market. It’s a multi-station buy.
Bob Kelly is the timebuyer.

CRANBERRY ASSOCIATION
Agency: BBDO Inc., New York
Product; OCEAN SPRAY CRANBERRY
JUICE

After monzths of running small
flights in a few New England mar-
kets, Ocean Spray has signed a 52-
week contract for radio spots in six
markets. Starting date: May 1. New
England is still the stronghold, but
schedules have been placed with
Philadelphia stations. The first 13
weeks mark the heavier frequencies
for this one, tapering down after
that unless the advertiser decides on
more. All spots are minutes.

E. F. DREW CG.

Agency: Donahue & Coe Inc.,
New York

Product: T"RI-NUT MARGARINE

Spots opened in 10 markets the
week of April 20 for Tri-nut for a
I3-week campaign. Freguencies hit
4 high of 40 spots a week. The buyer
i Harry Dirando,

(Cont’d on page 74)
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Philadelphia’s Strongest Selling Force To 700,000 Negroes...

NOW FOUR TIMES STRONGER!

WHAT's 'big, new 1,000 watt all-directional wallop gives you
the only sure way to reach and sell all of Philadelphia’s Negro
spenders . . . America’s solid third Negro Market.

Now WHAT's prestige personalities are carfying quality
Negro Radio to thousands of new listeners. What's more, you're
looking at the “sellingest” group of air people in Philadelphia,
as scores of local advertisers will verify. Now, by a wider mar-
gin than ever, the strongest selling force you have to command
in more than 26%* of Philadelphia's homes.

WHAT is Negro Radio in Philadelphia!

Represented by John E. Pearson Co. °1960 U. S. CENSUS

GUARANTEEING A SINGLE EQUITABLE RATE TO ALL ADVERTISERS!

U. S. RADIO/April-May 1961 17




has New York

in the bag. Proven s
results have kept 1
out of every 5 wmca

advertisers on the air

five years or more.
Witica

THE YOICE OF NEW YORK

THE VOICE OF BUFFALO |
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Art McCoy has been selling na-
tional spot radio for 21 years,
not because he didn't have a
gaping opportunity to shoot at
the tv stars, but because he be-
fieves that “radio today offers
the greatest challenge in crea-
tive selling. Anyone with real
talent should stay in it.”

) He is convinced, too, that
{ national spot radio someday
L . soon will be shooting at the

: stars.

\J Y . "It's an exciting medium.
Ve believe strongly that radio was never imore effec-
e than it is today. If you examine the role of a sta-
lon over the past three decades, you can see quickly
hat radio never before meant as much to its listeners
ud its community as it does today. Radio is closer
o the people it serves and listeners know this.”

Mr. McCoy is quick to challenge the gloom mongers
on the showing of spot radio during the first quarter.

“Radio is no different from any other business. All
usiness activity has been off someswhat. I just saw a
tudy that showed that newspapers and magazines
vere off about 10 per cent for the first two months of
he vear.”

In the quest for increasing expenditures, Mr. Mc-
oy believes strongly that spot radio could stand some
hange.

“The selling of national spot today calls for new
echniques and methods. Based on the results of our
lair Group Plan, I sincerely wish (that other repre-
entatives would do something similar. If there were
hree or four other organizations selling this way, it
‘ould hasten the day when radio’s rocket would rise
nto orbit.

“We know the Blair Group Plan is our future. We
ave split our sales staff in New York, assigning three
salesmen (o the full-time selling of plans (leaving eight
alesmen [or regular spot radio selling).

“This means there are three men devoting all their
fforts to creating new dollars for radio. They are not

38
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ARTHUR H. McCOY

Executive Vice Presidenl. John Blair & Co.
Winner of the May Silver Mike Award

just presentation men; they do not appear for the sake
of making lectures and talks. They are there 10 present
and ulumately close sales of group plans. These men
are also backed by a seven-person department cover.
ing the other aspects of the BGP.

What are these group plans?

Mr. McCoy states that the “BGP was designed for
million-dollar usage of the medium by logical adver-
tisers, most of whom either have not used radio in the
past or who have not been active for some time.

“We go after a wide range of accounts and tailor-
njake each proposal to show how specific use of radio
can allow an advertiser to zero in on potential cus-
tomers. We also encourage radio buys that are longer
than the present trend to flights.

An indication of the diversity of accounts already
using BGP’s 1s this partial list: Mennen, Accent, Puro-
lator, Beech-Nut Coffee and Continental Casualty,

Through the plan, Blair offers a onestop, group
buy of radio through its own station list. It also has a
list of stations in non-Blair markets that it recommeénds
to suit an advertiser’s needs. This second list is com
piled through a special three-man timebuyer com-
mittee that Blair meets with regularly.

But the heart of the BGP invelves a range of serv-
ices—suggestions for copy platform, media planning
and budget estimating, and marketing and promotion
follow-through. Most of all, the BGP tries to excite
interest in radio through 1is power to move merchan-
dise off the shell.

Mr. McCoy was born in Roseville, Ohio, and was
graduared [rom Northwestern University in 1940 with
a degree in commerce. He joined Free & Peters, pio-
neer representative, in Chicago doing general office
work. (“I wanted to get into radio so badly I was
anxious to do anything.”

In 1944, Mr. McCoy moved to the firm’s New York
office (by this time he was a professional salesman). A
year later he helped found Avery-Knodel, serving as
treasurer and sales manager. He joined Blair in May
1955 as a salesman and about two years Jater was
elected vice president and sales manager. Mr. McCoy
became executive vice president in the fall of 1957.
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LISTEN FOR THE NE

Mel Allen, Betty Furness, Dave Garroway, Wayne Howell, Lindsey Nelson, Bert Parks—these {4
showbusiness persopalities now headline ‘“Monitor '61.” Such ‘“Monitor™ regulars as Mike Nichols:
Elaine May, Bob Hope, and Bob & Ray join them in a dramatically new format for NBC Radio’s popul

weekend network service, which makes wider use of the NBC news department’s world-wide facilitié



ISOUND OF MONITOR 6.

One new “Monitor” feature: "Ring Around The World"—a series of five-minute commentaries on wc

developments by top NBC news correspondents in strategic spots around the globe. Another: “Weeke

Report”"—A 25-minute study in depth of the biggest news story of the week, New stars,

| new programmmg, new excitement—this is *Monitor '611" NBC RAD'O NETWORK
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TRADE TALK
In the Maich issue of u. s. RADIO you
encourage readers to submit changes,
questions and comments on How
Good Is Your Trade Focabulary?
1 submit the following additions:
E. O. W.—Every-other-week. A
schedule which is to run only
every other week.
Donpt—The middle portion of
a recorded comniercial pro-
viding background music for
a “live” or recorded insert.
The commercial usually has a
jingle opening and closing;
with a “hole” in the middle
for specific product advertismg.
Wave—Same as flight. The pe-
riod during which an adver-
tiser runs his campaign.
Your magazine is most helpful to
me. [ have clipped the article {or
new personnel in our department.

GLENNA TINKLER
Timebuyer

Tracy Locke Co, Inc.
Dallas

I am writing with reference to your
glossary of radio broadcasting terms
included in your March issue.

I would like to inquire as to the
possibility of reprinting this article
as part of the appendix of ““The Ra-
dio Management Handbook.” This
publicition is in preparation by our
organization scheduted far a late
May relcase.

KIRK 6. WOODWARD

President
Station Seruvices Lid.
Peoria, Tl

I hope the glossary pleases you as
miich as it pleases me, I would ap-

preciate it if you would send me
eight or J0 copies.

LEONARD F. AUERBATH

General Manager

Ohio Stations Represeniatives
Clerveland

MILNOT AND RADIO

Accolade! Your spread on the Mil-
not radio campaign was expertly
done—as interesting and readable as
the client’s spots are attention get-
ting and listenable. Bob Ogle and
Dolan Walsh (account executives),
enjoying notoriety, are extremely
pleased with the story and have
asked me to obtain 10 additionalk
copies for office circulation and to
send to the client.

We certainly are grateful to you
for your interest in the Milnot story
and the expert job you did in pre-
senting it.

RICHARD T. GREER

Divector of Public Relations
D’Arey Advertising Co.

5t. Louis

PROGRAM SERVICES

We want to thank you for the very
interesting writcup and directory
listing you gave us in your March
issue,

As a result of this writeup we
have received inquiries from stations
all over the country in markets of
all sizes, We were truly amazed! 1
might add that we now caiegorically
helieve that it proves v. s. rAbIo has
its own tevrific image in the industry.

All our best wishes for your merg-
er with sroxspr, another “tops” in
the trade,

HAROLD L. RAPHAEL
ADELE M. PURCELL
Ad Image Inc,
New York

U. S. RADIO/April-May 1961




LIVE MODERN

If for no other reason than to prove
I enjoy 1. s. Ravio 1 thought you'd
like to know I'm urying to keep up
with modern radio.

Back when I was proipotifig [m in
the '30s, am was “:un])liuul’_c modur-
lation.”

Will somebody some day help me
to ind out how “nemo’” became the
log symbol for “remote pickup’?

ROBERT T, BARTLEY
Comniissioner
rcc

Washington

CONGRATULATIONS

Now that you have had sufficient
time o sift through the multitudes

of congratulatory letters, let me add |

another with best wishes and con-
gratulations.
MICHAEL RUPPE IR.

Director of Promotion
WIL S§t. Louis

Please accept this as oul most sin-
cere congratulations for perhaps
what will be one of the most bene-
ficial moves in the coverage of our
trade.

It is with great excitement that
our entire operation received the
news that SPONSOR, U. §. RADIO, CANA-
piaN spoxsor and U. s. FM have
joined forces to provide a unified
service [or all phases of our fast-
paced industry.

DAVID GREEN

Vice President
KXTR (FM) Kansas ‘City

The new [ormat of u. s. ran1o should
really be a blockbuster. It will be
an interesting development to watch.

STEVE SHANNON

Assistant to the

Execttive Vice President

Meredith Broadcasting Co.
Gmaha

Congratulations on your merger
with sponsor. I hope that the new
arrangement brings you all the re-
wards for which you have worked so
hard.

Best wishes from everyone at
B.TS.
PETER P. THEG

Execulive Vice President
Broadcast Time Sales
New York

(Cont'd on page 77)
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of course we're being followed*

1CNUZ

THE LEADER IN HOUSTON +« 24 HOURS
FIRST I[N NEWS + PUBLIC SERVICE AND PERSONALITIES
*BY 1,825,860 PEOPLE!

MEMBER OF THE TEXAS QUADRANGLE
NATIONAL REPS. THE KATZ AGENCY; INC;

* NEW YDRK + ATLANTA * SAN FRANCISCO
* CHICAGD = ST LDUIS * LDS ANGELES
» DETROIT A DALLAS

IN HDUSTDN, CALL DAVE MDRRAIS, JAckson 3.258f
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How WHO-radio services
aid food advertisers in

America’s 14th

LARGEST

radio market!

Feature merchandising services offered
in high-traffic food stores!

WHO - Radio’s Feature Merchandising Services

provide wnmatched in-store attention for
the products of qualifying advertisers.

These outstanding services are performed in high-
volume chain and independent supermarkets in every
city and town of over 5,000 population, in 28 of
lowa’s most heavily-populated counties. These coun-
ties account for 46% of all retail food sales in lowa !

Experienced staff members make a minimum of
480 store calls for your products over any 13-week
period. They work with grocers to assure that your

WHO

products get maximum facings, better shelf positions,
S0 one-week displays of suitable products, and 24-
days of Bargain Bar participation.

50,000-watt WHO reaches 865,350 homes in 96 of
lowa's 99 courities plus a rumber of counties in nen'gl:-

boring states. Only 13 other stations in America offer

you more audience or moré buying power than WHO!

WHO-Radio 1s equipped and staffed to blend your
advertising with professional, "big market” program-
ming. Talk to your PGW Colonel soon about WHO
Radio and America’s 14th Largest Radio Market!

Sources: NCS No. 2 and Palse, March, 1960.

for lowa PLUS!
Des Moines . . . 50,000 Watts

NBC Atilllate
WHO Radio is pare.of Central Broadcastitg Company, which alse owns and aperates WHOIV, [Jes Moines; WOC and WOC-TV, Davenport

Col. B. ). Palmer, President
. A, Loyet. Resident Manager
% Robeee 1. [larter, Sales Maniger

=3~ Peters, Griffin, Wandward, Inc.. Repeeseniaiives
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DEAR GOVERNOR:

U. S. RADIO/April-May 1961

WE are presenting to you here a spécial report about radio—
the “most challenging of all your responsibilities,” and one of the
greatest, but least appreciated of all American media.

It 1s particularly appropriate that we do so at this time.

For you, Governor Collins, the 39th Annual NAB Convention
marks your first appearance before the full NAB membership
since you assumed the presidency of the association.

For us this issue of u.s. RADIO marks the first appearance, under
new ownership and in a new form, of a publication that is dedi-
cated to increasing radio’s power, prosperity, and prestige.

What we propose to outline for you in this letter are our convic-
tions about Tadio’s enormous and distinctive importance, our be-
liefs about what radio, as a separate mediuin, needs and must have,
and our plans for filling these needs and building radio’s future.

We shall welcome your reactions to our remarks. Indeed we
solicit your attention and help in our radio crusade. And we
pledge to you our support in the constructive steps you will take
forthe radio medium in the months ahead.
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AN OPEN LETTER TO GOVERNOR COLLINS

Radio’s Distinctive Importance

We believe, first of all, that it is unfortunate
that television and radio are so often and so
carelessly lumped together under the vague
general title of “broadcasting” or the “broad-
cast media.”

While there are sound historical and prac-
rical reasons for doing this (and even sounder
reasons why the NAB should represent both)
the failure to distinguish between radio and tv
usually works to radio’s disadvantage.

As the older and less wealthy member of the
broacdcast family radio too frequently gets short
changed. Its distinctive mission, character, and
importance become blurred. Its unique role
and influence are overlooked and forgotten.

For the record then, let us restate some basic
facts.

» Radio, of and by itself, fs the largest, most
pervasive medium of communjcations which
this or any country has ever known.

e With more than 969, of U.S. homes radio-
equipped and with over 156 million radio sets
in use, radio spcaks to more people than tele-
vision, newspapers, magazines, or any other
medium.

e Therc are in America today nearly two
and a half times as many radia stations as there
are daily newspapers (4,395 vs 1,755) and al-
most cight times as many fadia as tv outlets
(545)

e last year Americans bought over 17 mil-
lion new radio sets, more than twice the nume
ber of tv receivers purchased.

Yet these facts, impressive as they are, do not
begin to tell radio’s story.

Radio’s Role In American Life

Even more significant 3s the umique role
which radio plays in American life. It is at once
the country’s onc great fpersonal medium and

26

special respect.

the country’s one great local medium.

Radio, with sound alone, provides a dimen-
sion of conmunication which the more literal
media of tv, magazines and newspaper can
never provide.

Radio’s appeal is to the mdividual, and radio
listening involves a degree of personal partici-
pation which is unmatched elsewhere.

Beyond that, radjo today has becoine the
greatest medium of local and community ex-
pression ever deviséd. It bespeaks the life, news
and special interests of millions of Americans
an hundreds of individual cities and towns.

It 1s, beyond question, the country’s most
democratic and representative medium, and
offers, potentially, more outlets for freedom of
speech, freedom of expression, and the develop-
ment of new local talents than any other.

In an age of alarming trends toward bigness.
consolidation, and conformity, radio stands as
the one great bulwark for the individual Amer-
ican, and the individual American community.

For all these it demands special atterttion,

1. Radio's Need for Identity

Unfortunately however, due to the way
which the air media have developed, radio also
faces certain special problems and needs.

First and foremost among these we place the
need for radio and radio men to rediscover and
rcestablish a sense of its own identity.

Radio must redefinc and restate those things
which make it different, special. and unique.
Radio nen must express and emphasize those
1hings which make them, not merely communi-
cators, not mercly broadeasters, but specifically
andt significantly radio operators.

While it is true that within the industry there
arc many cases of joint ownership of radio and
tclevision propertics, by far the largest nunber
of radio stations have no 1¢levision tics,

U. S. RADIO /April-May 1961




And evenwhen radio and tv outlets are joint-
owned, there is a decided differerice in the
eeds, problems, and even operating philoso-
hies of the two types of stations.

We propose in u.s. RADIO to point out and

ividual and distinctive assets and to build,

erstanding of radio’s special. virtues.

arify these differences—to give radiq man-
gement an increased awareness of its own in-

nong agencies and advertsers, a widened un-

We hope that you, in your NAB work, will
also direct your attention to rebuilding radio’s
sense of identity.

2. Radio’s Need for Pride

Second on our list of radio’s needs is the need
for pride.

Perhaps this will surprise you. But we feel
that the day has come when radio men should
feel a reawakened pride in their own achieve-
ments.

During the 1950s when tv was marching
ahead with giant steps, many radio broadcasters
developed an acute sense of inferiority—an in-
feriority that was not justified by the facts but
natural enough in wiew of tv’s spectacular and
well publicized accomplishments.

This sense of inferiority was heightened too
by certain dramatic changes in the character of
the business. The sudden wholesale granting
of radio licenses by the FCC which, between
1947 and 1957, nearly tripled the number of
radio outlets, brought into the industry certain
men not wholly qualifted as operators, and
whose philosophies and practices reflected little
credit on the husiness.

Violent internecine battles with radio’s ranks

GOVERNOR COLLINS TO REPLY

Just at presstime the editors of U.S.
RADIO received word from NAD head-
guarters that Governor Collins is drafting
a reply to this “Open Letter About Radio.”
His comments will be published in the
June issue of the magazine. We shall alse
welcome letters from other lcaders abont

their reactions to “Radio’s 5 Needs.”’
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AN OPEN LETTER TO GOVERNOR COLLINS

also contributed ta a sense of inadequacy and
shame among many radio men.

And the memories of radio’s supposed “‘gold-
en age” played a part in downgrading the medi-
um in the minds of many engaged in it.

But, as so often happens, such reactions were
grotesque and unjustified. Any fair-minded ob-
server, looking at radio today, knows that the
medium has made tremendous. strides in the
past decade

Radio’s recent achievements in the field of
news, public affairs, community service and
imaginative, creative programing should be
sources of satisfaction to every radio man.

We at u.s. raDIO believe that genuine pride
in genuine accomplishments is a healthy condi-
tion for any business, It builds enthusiasm. It
stimulates progress. And we shall do our best
by presenting the record of radio’s real achieve-
ments to stimulate a healthy respect for the
medium both inside and outside the industry.

We commend this objective to you at NAB.

3, Radio Needs Goals

But if radjo has a right to be proud of past
and present triumphs it must, like any progres-
sive business, set its sights even higher

One thing which has impressed us most in

1. Radia needs more identity
2. Radio needs greater prid?_
3. Radio needs higher goals
4. Radio needs real Ieadership'
5. Radio nieeds a national voice

— "

28

our recent talks with leading radio men is thi
not one of them believes that radio has y
achieved more than a fraction of its potenti
as a2 medium of communication, and a medi
of commerce.

They aré¢ constantly looking ahead for n
forms, new programs, new services, new opp
tunities to broaden and develop the indust

A substantial part of the editorial work
U.s« RaDIO will be to describe and report th
new, higher goals which creative radio men
setting for themselves in programing, in pub
service, add in commercial effectiveness.

We are certain, Governor Collins, that tl
matter of higher goals for radio is very closc
your heart, too.

In your Palm Sptring speech you said,
must become involved more effectively in i
proving the kind, quality and diversity of p
graming, and the extent and quality as well
the nature of advertising, and the machin
for assuring effective self-discipline within th
areas."

We are happy that we are working toget
toward such objectives.

4, Radio Needs Leadership

If, however, radio has rcason to be proud
its accomplishments and of the goals which de
cated broadcasters are setting, it has, nevert
less, as urgent a need for strong leadership
you will find in any industry.

And strong leadership within radio’s rank
a ptculiarly difficult problem.

Unlike tv, radio is not dominated by the n
works. Unlike most industries, radio is not ¢
trolled by a handful of big corporations. Ra
today is a huge, diversified business in wh
the individual decisions of hundreds of indi
ual station operators arc its strongest guid
lorce. {Cont’'d on page

U. S. RADIO/April-May



Falstaffers quaf] own brew, cheer San Francisco Giants and Los Angeles Angels
at exhibition game, Joseph Griesedieck (i clteckered shiyt) is Falstaff president.

REWER'S GOLD IN RADIO’'S POWER

hird-place Falstaff mixes radio brew of sports, national and distributor

spot to stimulate heer flow on estimated $1 million spot radio budget

THE nation’s third largest breweg, intent ofi ihcreasing its position in
the market place, is using a potent advertising brew fermented by a
three-pronged use of radio.

Falstaff Brewing Corp., St. Louis, activates sales with radio through:
[) seasonal sponsorship of major league baseball and professional foot-
ball, 2) year-around national spot radio campaigns arid 3) local radio

in cooperation with its distributors.
One of the fastest risers in the brewing business in the past decade,

Falstaff boosted its sales 3.5 percent in 1960, while spending an esti-

mated §1 million in spot radio.
The company’s radio expenditures outdistanced the average amount

spent by the top 20 brewers, who together plunked nearly $17,500,000
on radio last year. This amount was more than the brewers spent on
magazines and newspapers combined.
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Baseball bound, Falstaf] exees arrive in Palm Springs, Galif., for Angels and
Front (I}: Joseph Giiesedicck, Falstaf| president;

Glanis pre-season game.

(radio’s) beginning,’”” says Eugene
O'Brian, account executive at Danc-
er-Fitzgerald-Sdmple Inc., New York,
Falstaff's long-standing agency.

“The company’s radio strategy;’
he explains, “is keynoted by a desire
to reach the young male listener.
This is, implemented especially by
Falstaff's sponsorship of game broad-
casts of two major league baseball
teams and five professional football
teams. &%

“Sports is a natural for a beer
sponsor like Falstaff,” Mr. O’Brian
declares, “but we recognize that rot
all of our potentiil customers listen
1o these broadcasts. To spread our
audience coverage, we have national
spot radio campaigns running all
year long in at least 100 markets.”

And Falstaff doesn’t stop with
sports and national spof: It pene-
wrates even further into U. §. mar-
kets with a comprehensive local ra-
dio program through its distributors.
“We have 170 of the company's 489
distributors cooperating in 52-week
campaigns for Falstaff,” accovding to
Mr. O'Brian.

David Whan, D-F-S acconul exee.; Alvin “Buddy” Griesedieck [r., markel.
ing dir. Back (l): George Holtmann, adlvertasing divector [or the brewery.

For ity aver-all advertising last
year, it is estinated that Falstafl
spent §H1 million, 80 percent of
which was carmarked for broadeast.
The rest went o outdoor, news-
papers and magasines,

“Talsall has used vadio frony its

30

Jerry  Branson, Falstall's  media
manager, estimates that his com-
pany “reaches 500 markets through
the distributor program aloue.”

“T'he company has traditionally
placed a0 good slure of its radio
money in sports,” My O'Brian re-

calls. With the move of major leagu
clubs to the West Coast in 195

where Falstaff has been establishin
a marketing stronghold since 195

the brewer hopped aboard the spo

sor line-up of San Francisco Giant
broadcasts. Still a Giants’ spons

in 1961, Falstaff is taking one-thire
sponsorship of all the team’s game
The broadcasts originate with KSF

San Francisco, which feeds them t
19 stations from northern Californi
to Washington State.

This year Falstaff moved into th
American League, signing up fo
one-third of 1the new Los Angele
Angels’ 162 games plus 15 pre-seaso
contests. The Angels’ broadcasts ar
arried by KMPC Los Angeles a
well as a 22-city network coverin
southern Calilornia, Arizona an
Nevada.

KMPC owns tlie rights for the va
dio broadcasts. Owner of televisior
rights for the Angels’ games is KH]J
TV Los Angeles. The combine
rights cost the siations $750,000 fo
the 1961 season.

“We offered the broadcasts i
package degal to sponsors for §I,
200,000, a KNPC spokesman re-
veals. Thus Falstaff, which shares
the games with two other sponsors;
J. .. Folger Co. (through Fletcher
Richards, Calkins & Holden Inc.),
and Brown & Willimnson Tobacco
(through Ted Bates & Co.), pays
$400,000 for its third.

“Falstaff and its co-sponsors signed
wo-year contracts for the .Angels
games,” KMPC reports. “If Falstaft
excreises its opLion, il may sponsor
the games for a third year il it signs
before the final game of the second
season,” according to the station.

In cach game Falstaff uses from
five to six minuges of conimercial
time, scheduled in a three-inning
block. The blocks rotate among the
sponsors. 1f a game goes into extra
inntings, the sponsor of the frst three
innings will wake the 10th inning,
the sponsor of the sccond three s
nings the 11th inning, and so on.

The brewer's arrangements with
KSFO far the Sin Francisco Giants’
games are similin to those made with
KMPC. Both stations are owned by
Golden West Broadeusters.

Falstalf goes on the air with buse-
ball from April through September.
Just as the baseball season grinds 0
a close, e football secason kicks off.
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‘I'nus Falstaff, carrying heavy spon-
sorship of professional football
games, will be on the air with both
baseball and foothall for a few weeks
in September. The foothall season
runs through December. Therefore,
there are only three months—Janu-
ary, February and March—in which
Falstaff does not have regular radio
sports broadcasts.

The games of five professional
foatball teams go to radio listeners
under Falstaff sponsorship: Los An-
geles Rams, San Francisco ’49ers,
Dallas Cowboys, St. Louis Cardinals
and Detroit Lions. The stations car-
rying these games in each of five ra-
dio networks number from 30 to 60.
According to Mr. Branson, “‘Falstaft
sponsors [rom one-fourth to one-half
of each game.”

More than a sponsor’s interest
is demonstrated by Falstaff’s associ-
ation with the St. Louis Cardinals.
Company president Joseph Greise-
clieck, who represents the third gen-
“eration of his family o lead Falstaff,
recently purchased an interest in the
team. His investmment was instru-
mental in moving the club from Clii-
cago to St. Louis.

Sports are not the only radio fare
Falstaff employs to win sales for its
popular-priced beer. Its vigorous 52-
week spot radio campaigns run in
100 selected markets of all sizes.

“The national spot campaigns are
shaped into quarterly efforts. e
usually concentrate our spot budget
on the warm-weather. beer-drinking
spring and summer quarters,” ex-
plains Mr. Branson.

“Frequencies go as high as 150
spots per week per station in some
markets in our heavy seasons,” Mr.
O'Brian says. “In some ol the small-
er markets the number of spots may
number only 20 or 30 per week per
station. But if we buy 150 spots a
week on a station, the frequency
remains that high throughout the 13«
week cycle. We favor scheduling
spots toward the end of the week on
peak shopping days. And we like
weekends, when beer consumption
J1s at its height. We always buy more
than one station in a market.”

D-F-§ has five copywriters serv-
icing the Falstaff account. For the
radio campaigns, they turn out one-
minute and 30-second commercials
which are transcribed for broadcast.
Five men form the account team for

U. S. RADLO /April-May 1961

AMERICA’S 10 TOP BREWERS

(In terms of 31 gallon barvels)

Brewery . 1960 17959 GAIN/LOSS CAI P??I.OSS
Anheuser-Busch, inc. . ...cwovcimivcsincciionen. 8,477,099 8.064,756 +412,343 5.1
los. Schlitz Brewing Co. ...~ 5694000 5863000 .—169,000 — 29
Falstaff Brewing Corp. .. ... _ 4915000 4750000 165,000 35
Carling Brewing Co. ..o 4,822,075 4418484 4403591 9.1
Pabst Brewing CO. ... rreen. 4738000 4,500,000  +238,000 5.3

P. Ballantine & Sons ... 4408895 4,324,563  + 84,332 20
Theo. Hamm Brg. Corp. .. ... ... 3,907,040 3,551,859 4355181 100
F. & M. Schaefer Brg. C0. ................. 3,202,500 3050000 4152500 50
Liebmann Breweries .................. T -« 2850268 2,929,000 + 21,268 8
Miller BreWing C0. .....cocoeree oo 2376543 2358976 4 17,567 7

Copyrightt 1961, Modern Brewery Age.

T'alstaft, headed by an account super-
visor and senior account executive,
There are three account executives.

“Unusually heavy spot campaigns
ran this past January, February and
March,” according to Mr. Branson.
“S8uch a heavy effort at that time of
year is a departure from tlie normal
strategy. But,” he explains, “second
and third quarter expenditures in
1€61 should be as high as last year.”
This would put Falstaff’s national
spot budget above 1960 unless there
is an extreme cutback im the final
quarter.

While the national spot radio
campaign enables Falstaff to achieve
great range 1 its radip advertising,
its distributor program gives the

tompany depth and breadth and pro-
motes goodwill at the local level.
The distributor phase ol Falstaft
raclio is so extensive in scope that it
1s handled by a full-time director of
distributor advertising—Gus Gustaf-
son. He is matched by at least oné
account executive at D-F-S.

“We go into 500 markets with 52-
week contracts,” Mr. Branson says,
explaining that “preparation of copy
and placement of time is handled by
the advertising agency. But the 170
distributors cooperating in the pro-
gram report to Mr. Gustalson at Fal-
staff.”

Distributor markets are not neces-
sarily chosen to supplement markets
where national spot is running, Mr.

{Cont'd on page 75)

FALSTAFF SCORE BOARD

SPOT RADIO EXPENDITURES:

$1 million annually*

SPORTS LINEUP:

Two major league basebal| clubs
Five professional football clubs

NATIONAL SPOT:

over 100 markets

DISTRIBUTOR SPOT:

over 500 markets

FREQUENCIES:

30 to 150 per week per station

GOAL.:

Nation's No. 1 Brewer

‘I-isUmaw

g
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RADIO’S IMAGE:
a problem
and a challenge

What is the real state of radio? Is it oy the
threshold of its greatest era as its enthusiasts
believe? Or is it a medium in trouble as its
detractors asseri? To yet the story, U.S. RADIO
laanches a series of interviejes with key ageney
executives interested in radio. The first is with

Ed Papazian, viedia executive, BBDO, New York.

R ADIO’S biggest problent is communicating its worth
to communicators. Translated into a question,

“Why is radio, which revolutionized commercial com
muntcations in the '20s, '30s and '40s, unable

today to project its own image to the national
advertising agencies?”

This query is proffered by one who is himself a key
advertising communicator—Ed Papazian, manager of
media analysis and planning, BBDO Inc,, New York—
m an exclusive interview with u.s. RaDIO.

Radio today, he says, 1s a local medium of
outstanding values for national as well as local clients.
But because it is local in nature, “radio’s
biggest problem is communicating its tmage to national
agencies. Jt has no central voice.”







BBDO )juedia team examiies fiuit of labor—S$pot
Radio Pocket Piece. From I: Elizabeth Grief, analyst;
Mr. Papazian, Dorothy Nicholls, assistant to George
Nuccio, broadcast analysis supervisor; Mr, Nuccio.

The BBDO executive, whose job
it is to analyze the usage and poten-
tials of all media for one of the three
largest agencies in the United Siates,
illustrates his arguments with ex-
amples.

“We hear isolated repoits about
radio programing being upgraded
with better music and expanded
news and talk shows. But how do we
know whether this is happening to
six stations or 6002 We certainly
can’t base a media buying decision
on a handful of comments tliat, often
take the form of ramors.

“Local sales successes can be the
most important yardstick of a sta-
tion. But it s a problem to present
this information with authority to
an agency. Nevertheless, local suc
cess stories may be very imporiant to
a national advertiser in terms of rec-
ognizing that a station can produce
resulgs.”

He believes that radio’s share of
the advertising dollar would soar if
the industry were to solve its prob-
lem of getting its message through to
the larger agencies. \Why? Because
radio is already endowed with many
characieristics that nake it an ex-
ceptionally effective advertising ve-
hicle.

“One of radio’s greatest assets is.
its ability 10 ‘profile’ a market,” says
Mr. Papazian. “Depending on lis
product, the advertiser can aim for
young listeners or old, families with
high income or low, men or women.
The advertiser can further use ra-
dio’s ‘profile’ by buying daytime or
nighttime. He can use station per-
sonalities if he tlinks that will ap-
peal o the listeners hie would like (o
reach. He may waut o sponsor a
7 an. newscast neross-the-board o
reach a ‘hard core’ of regulur listen-
ers.

“Radio’s power to ‘profile’ an au-
dience is part of its oft-cliscussed flex-
ihility. It is probably the most flex-
ihle of all media. Tlhis quality also
includes 1adio’s (1) great reach and
(2) coverage. A third way in which
this fictor is important 10 an adver-
tiser is speed, He can get on the aiF
m a week or less if he has (0.

3

“The problem is one of communication.

How can 3,000 stations compmunicete

local images and niarizet facts

without some kind of cendralization?”™

“Another important Rexibility fac-
tor is frequency, a quality importaiit
in terms of the advertiser’s specific
goals. Does he want to saturate a
market with an all-day across-the-
board campaign that may literally
brainwash listeners with facts about
a product?> Or does he simply want
a few effective 10-second spots adja-
cent to women’s shows?

“Along with profile, reach, speed
and frequency, radio can deliver
maximum efficiency. Radio is the
most eflective advertising ineelizm
available tuday among the big four,

“Radin’s efficiency is measured i
terms of cost-per-thousangd. Its cost
ethciency is closely tied to delivery,
more so than spot (clevision.

“Another important radio asset is
a lack of seasonal decline. It is
well-known that television viewing
takes a big dip during the summer
months. 1t is known, but perhaps
not well enough, that although ra-
dio’s in-home audience declines
somewliit in the summertime, radio’s
eut-nf-home  audience  rises  more
than erongh 1o make up for it. This
may be taken o memn that radia lis-
tenmiug is at a peak in the summer.
But acwally it sulters ne audience
loss at any ume hecause ol séason.”

These are some of the important
gualities ol radio—especially spot
radiio—as 1his agency man sees them.
“But what happens,” he asks, “wheir

we ltave to take all 1he positive
values we know to be true of radio
and support thiem with lacts?”

The advertising agenties have
some facts, he says, but not enough.

“Radio is not being sold properly.
Salesmen run in and out with num-
bers. Everybody seems to be con-
cerned with purely quantitative data
on how many households are being
reachied. 1 would also like 0 know
who these people ave.

“These sume salesmen will come
in with a handful of figures, say on
drive-time listening. Station A leads
station B during drive-time, and so
forth. But this is not important un-
til radio and the importance of
‘auto plus’ is first sold 10 an agency
as a2 medium. What dees the media
man care whether stxtion A has
more listeners from 4:30 1o 6:(0)
p.m. than stations B, ¢, and 1) com-
bined?

“What he really wants 1o know
is—are more people listening to auto
racdios at that 1ime than ave reiling
HC\\'SI)ZII)CTS on Slll)\\'a)'éi, ll'.’lill.\' ;ln(]
buses? Are they spending more time
with radio tan with nagazines Later
it the evening? Will the feliow lis-
tening to his auto radio abo read the
newspaper when he gets homer 1
havertt seen auny studics that 1wouch
on such ('()Illl)ill’i‘i()llﬂ.

“The same is true of magazines.
Magazine salesmen come in with
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“If radio is going to be the power
that it ouce was, if it’s going to realize
each ounce of its sales poteptial,

it must go out wad sell the big agencies and

bring back the soups and foods.”

similar presentations. Magazine A
leads magazine B. But these things
alone don’t mean anything to us for
overall media planning. We want to
know why radio, tv or magazines
should or should not be used from
a media viewpoint. And we want to
know the qualitative, ‘\What kind of
people read the magazine?' as well
as the quantitative. \WVhat about the
content of the magazine? \What does
it say to its readers?

“Not only are stations and magas
gines guilty ol this kind of negative
selling. Industry organizations rep-
resenting media do the same thing.
Their representatives walk in with
a presentation listing all the reasons
why their medium is best without
giving comparative media values or
backing up their claims. They over-
sell and crusade. I'd rather forget
the ‘big’ numbers and have them
explain ‘What is radio today? Who
listens? Why do they listen?’

“Radio continually undersells it
self by overlooking convincing ways
in which the medium should be soid.
Some stations do themselves and
their medium great harm. When
they lose a schedule they sometimes
run to the agency to bargain and cut
rates. This kind of selling makes
radio look like the bargain basement
of media. It isn’t. Radio is effi-
cient and economical, true, but the
image of bargain basement ‘cheap-
ness’ is one that radio ineptly
stamped upon itself. It is the second
largest medium in number of hours
that people spend withit. Why can’t
broadcasters take these values and
translate them into important na-
tional growth?

“If you look at the revenue curve,
he says, “radio has stayed pretty flal.
Back in 1954-55 it lost revenue. It
has gained since, and more recently
it has accelerated its climb. But its
dollar progress is hardly what should
be expected of a medium of its mag-
nitude.”

Mr. Papazian thinks that radio
must do more than sell itself prop-
erly in order to skyrocket its billings.
Selling is a key step. But the trick,
he believes, is in interesting agencies
in selling it themselves. Outside of
BBDO, Wm. Esty and a few others,
there are few agencies that are active-
ly selling radio to themselves and
their chents.

[Coni'd on page 80)
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Back at the NAB —

David ]. Mahoney, 37, presi-
dent of Good Humor Corp.
who grew up tn advertising.

THE scene: the NAB conventiont
in 1955 in Washington. Radio was
in a state of despair.

And it seemed 1o all observers that
the problem was as much psycho-
logical as it was substantive,

The dam had opened to the
launching of new v stations. Na-
tional advertisers had started their
cxodus from network radio, almosi
overnight upsetting the apple cart
of radio’s cconomy and forcing the
soutid tueditm o begin a complete
re-evaluation of the way it had been
doing business for neacly 30 years,

Radio also saw its gross billings
drop for the first time in its history,
And if this wasn't enough, the cco-
nomie storm that had been rocking
riliv's bulkhead prompted many ex-
perienced hands 1o desert ship in
favar of 1wlevisions bright promise.

Rudio wus an its way ont, thre story
wents)
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Radio men gathered one morning
at the 33rd annual convention for a
“separate” meeting. A young ad
whiz of 31, David ]. Mahoney, had
ventured down from New York ta
talk to them, taking important hours
from his oven newlysiarted advertis-
ng agency.

What could this man, who canghi
ihe inagination of Madison Avenue
by being elected vice president of
Ruthraufl & Ryan at age 27, have to
sity to radio men? Perhaps it was all
a mistake; perhaps he veally was
supposed ur address the tv meeting.

But soon there was no douby in
the minds of listeners as he began:

“First, 1 think I should say thin
vadio is the most heavily used 1me-
dium, dollar for dollar, in our agen-
cy. This statement, in this year of
onr Lord 1955, should establish me
as a sincere fricad of yonr great
nrechimm.

U.S. RADIO previews the

whose rousing uddress at the

“Maybe we like radio so much be-
cause our agency Is 00 young to re-
member the great radio days of the
inrties. All our boys can. do is
measure radio’s present effectiveness
against all comers. It's a new medium
to us—and we find it works. It pro-
duces, ume after time, increased

sales for our chents at a minimum.

cost. And I'm not talking about an-
cient sales figures. I'm talking about
1953—1954—1955.

“In the hey-day of television, we
have seen radio do a better sales job
again and again—under the particu-
lar sel of circumstances we encoun-
tered. I would like to say right now
that we also use television when the
circumstances point toward that
great medium.

“This will not be an anti-tv speech
because I do not [eel that radio’s
problem is an anti-tv problen. The
trials and tribulations of Radio 1955
lie within itself!”

He then outlined five areas ol ra-
dio that he felt needed healthy dis-
cussioh and attention so that radio
could “stand back and say, ‘We've
created a new meditun—and look at
her go."”

“These were the five areas:

o Rate cards—"Are your pub-
lished rates fair for what you have to
offer?” [ they are, he stated, “stand
behind them to all.”

o Progiaming — Mi. Mahoney
called for “a healily injection of
fresh, yvoung hlood,”

e Research — He expressed inter-
ext i oan nduswysupporied rating

U. & RADIO fAprit-May 1961
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THE GOOD HUMOR MAN

9th convention remarks of ex-agency president David Mahoney,

55 broadcaster meeting in Washington was « radio milestone

iervice, similar to tlie newspaper
ABC.

o Tv psychosis—"Stop selling
»gairist our newer sister and thus
ving the family bonds of radio and
v even closer. . . . Lets put the word
ell’ back into radio.’

s Sales promotion — “Most radio
romotion is a waste of money . .
1eeses from Wisconsin, fruit cake
rom Georgia. . . ."” Instead of mail-
ng gimmicks, he urged radio to tell
t sales story about a successful use
f radio on the station.

Mr. Mahoney concluded by say-
ng, “Think big with the confidence
if selling a desirable product—not
vith fear and trembling, but with
nthusiasm and daring.

“The future of radio is limited
nly by the extent to which those in
he radio profession allow tliemselves
o be intimidated.”

A year later, in 1956, Mr. Ma-
ionecy became president of Good
Humor Corp. His convictions about
adio were not a “sometime thing."”
“he company today places the ma-
or portion of its ad budget in radio.

U. s. RADIO has asked Mr. Mahoney
nce more to evaluate the state of
adio, built around the five points
f 1955, the last time the NAB con-
ention met in Washington,

What follows 1is that analysis.
sased on his experience as an adver-
ser, he states, “\We know that radio
its hard.”

“Six years ago, speaking to an
IARTB convention, I had some
arsh things to say about the state

. S. RADIO/April-May 1961

[ .. RADIO WAS ON ITS WAY
¢ % OUT, THE STORY WENT

To most observers, radio’s problems in 1955 were as much

psychological as they were substantive, True enough, the

sound medium had been handed a number of severe blows

that could be calculated n

dollars and cents. like the

exodus of network radio sponsors and the drop in gross

advertiser expenditures. At

the same time, radio was
creating its own problems.
Its Jeadership was fleeing to
tv and the panic was on. Mr.
Mahoney called for radio to

keep a cool head.

_~ in the six years
since the NAB
last met in Wash-

ington, radio has made a busi-
nessdike adjusrment to 1its
own problems and has over-
come many. It's a different
medium today. Mr. Mahoney
observes. and radio is the bets
ter for it. 1n analyzing radio’s
present status, Mr. Mahoney
is quick to stress that from his
own experience, Good Hu
mor spending in radio has
been wise and fruitful

37



“IT"S A NEW MEDIUM TO US”

“*Maybe ive like radio so much because our agency is too
young to remember the great radio days of the thirties. All
our boys can do is measwre radio’s present effectiveness
against all comers. I’s a new medium to ns and we find it

tweorks. . . . In the hey-day of television, we hurve seen radio
do a better sales job again and again. . .. It seems the radio
industry is spending so wmuch time chanting about the num-
ber of radio sets that you forget to mention the obrvious—
that radio can sell goods off the retail shelf. . . . Let’s ad-
just to our changing markets and forget the wailing. Radio
is a business. Every other business adjusts and radio rates

no favors. Fight to hace radio a separate medinm.”

of the radio business. You’'ll recall
the way things were then: (I) rate
card wars, (2) rigid programing,
{3) untrustworthy arnd self-serving
research, (4) panic in the face of
1v's competition and (5) irrelevanc
and uninspired sales promotion.

“1 felt that I could say those things
irr all frankness because 1 had been
a proven {riend of the industry, and
as I had hoped, my criticism was re:
ceived as constructive. Since that
time, 1've becone a sporsor, one that
has leaned strongly —and 1 think
wisely —on the flexibility of radio
ir advertising our company's prod-
uct, Good Humor Ice Cream.

“I've been asked 1o re-assess my
criticism of the radio industry i the
light of the past six years' experi-
ence. Overall, I'd say that there has
been « spectacular comeback in
many areas; and yet today, from the
cusiomer’s point of view, ratlio is the
most troublesome and uncertain me-
dium he can boy. Let’s analyze eaclt
one af the five points 1 made six
years ago, sce wint's happened in
each arca and make clear what ve-
mains to be done.

“l. Rate Cards. You'll rememDer
the time wheu almost every station
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had wvo separate rate cards—for lo-
cal and national media—and alt the
prices were ‘asking prices.” Further-
more, they were complicated and
confusing, practically inviting a buy-
er to tear them up and start hard
bargainifig. Radio wasn’t selling ra-
dio, 4t was selling price—and the
pricecutting made the whole indus-
try cheap.

“What's happened ii1 the past six
years? Two very good things: first,
most rate cards have been simplified
to a point just about equal with an
income tax form. This was quite an
improvement. Secondly, high fre-
«uency packages have been intro-
duced 10 the industry. Selling a pack-
age of 60 or 80 spots for a flat fee
lowered costs of selling, induced
many advertisers to try saturation
rathio. campaigns for the first time,
and proved to a lot of skeptics that
‘ampopular’ time slots could deliver
strprising sales.

“That was all o the good. But
after six years, 1 regrec to say that
integrity in a rate card is still a
rarity in our business. There has
been some tightening up, aud a
small percentage of siations mean,
what they say on their rate cards and

stick to it, but the grear majorit
can be ‘talked to." As an advertise
with my first responsibility to m
own company and its stockholders,
am forced to tell our buyers to tak
full advantage of the rate-cuttin
that exists. Nothing would deligh
me more than for those buyers to re
port that stations were holding th
line, with our company as well a
our competi tors—because that woul
mean that a simple, honest buy wa
also the best buy that could be mad

“The secoml point still unresohec
under rate cards is that there is stil
a local-national duality in prices
Radio is local selling and should
priced accordingly. There shoul
not be one rate forr national adve
tisers, one for local. Perhaps it do
cost slightly more to handle nationa
business, with national reps, but
rate for all spots could be set tha
utakes allowances for differing pro
potential. .\t the Good Hum
Company, we come out with over
Havors in the course of a season, ‘Tl
profit in each item varies, buc
price of Good Humor does not—
know that we need all the items t
serve and satisfy our public. We'
be foolish to charge 11 cents for
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ranilla Good Humor and 16 cents
or a strawberry shortcake Good Hu-
or—yet that is exactly what is hap-
ning in radio. I submit that you
re losing valuable time and effort
making change.’

“Most importang of all under the

it's just too much trouble for
he advertiser to bargain for, and
hen pay for radio time.

“Haggling over the rate card is
ad enough, but I don't think there
s a business in America today with
s antiquated a system of billing as
n radio. So many stations have a
ariety of forms for invoices, which
ickle in to the advertiser sloppily
ade out and often two to three
ponths late. You have no idea how
luch business is lost because spon-
rs have the ordinary business de-
ire to be billed in a prompt, neat,
niform manner.

“2. Programing. Only half a dec-
de ago, radio was ‘cribbed, cabin'd
nd confined’ by the rigid quarter-
our system. Breaking out of this
attern into a flexible, mobile meth-
d of operation is the greatest stride
dio has made. Making the most of
dio’s unique capability for local

. S. RADIO fApril-May 1961
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“A SPECTACULAR COMEBACK"

service, individual stations have tak-
en on their own identity. No longer
are local stations dominated by a few
personalities; today, the personality
of the station ftself dominates, each
of its performers fitting into the
‘sound’ or pacing of the individual
station. And since stations them-
selves have come individualized, the
individual groups that make up the
audienceé can find a ‘home’ on the
dial.

“This development serves both the
commercial interest and the public
interest. It provides the advertiser
with choice of an audience; it pro-
vides the listener with choice of a
'sound.” And in an age of special-
ists, the new fm stations have carried
out a unique and exciting role.

“But all good developments, un-
happily, lead to abuses. The success
of the news-weather-music-traffic ‘to-
tal service’ concept has all too often
hardened inte a pat formula that
milks an area of its immediate
profits, with little thought for the
future. The scramble for consistent-
Iy high ratings . .. has brought in a
danger to the industry—the specu-
lagor who pays too much for a sta.
tion, squeezes every drop of profit

¢ Some six years ago, speaking to an NARTR convention,
I had some harsh things to say about the state of the radio
business. ... I felt that I could say those things in ail frank-
ness because I had been a proved friend of the radio indus-
try, and as I had hoped, my criticism was received as con-
structive. Since that time, Pve become a sponsor, one wcho
has leaned strongly—and I think wisely—on the flexibil-
ity of radio in advertising our company’s preduct, Good
Humor Ice Cream. P’ve been asked to re-assess my criti-
cism of the radio industry in the light of the last six years’
experience. Overall, P’d say that there has been a spectac-
ular comeback in many areas....””

out as quickly as he can and who
then sells and gets out. This is the
same breed of cattle as the corporate
raider on Wall Street, always trailed
by suckers who are bound to get
hurt.

“Radio suffered quite a black eye
during the payola scandals, and
made an admirable —and I think
successful — effort to clean up the
mess. The memory of those days
should be a powerful incentive for
every station to keep the community
interest constantly in mind.

“Radio needs more of the kind of
ownership that programs for the
long haul, constructing a station per-
sonality that will make money,
make friends and build long term
equity. In recent years, Metro Me-
dia, Westinghouse and Corinthian
are all good examples of the kind of
investors who have become citizens
of the communities they serve.

“8. Research. Six years ago, most
radio research was defensive in na-
ture, aimed at selling against tele-
vision, conflicting and generally un-
reliable. There have been real im-
provements here. More and more,
radio research became qualitative,

{Cont’d on page 71}
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Checking in at NAB? Be sure to

Nielsen Station Index (NSI) nas been
expanded to include all tv stations in the nation. .

over 560 of them. Here, for the first time, is a com-
prehensive source of station audience facts showing:;
\ tv use seasonally, market by market, station by sta-

tion . . . with time period totals, ratings, audience

composition; and other significant performance data

T'O N‘e sen SL“'tg D . all, validated

T i

Similar information is available for radio in 32 major
market areas which account for the bulk of U.S.
radijo listening.

Get the whole story:
Visit Suite A100 in the Sheraton-Park Hotel, in Wash-
ington, D,C., May 7 tqo 11. A
complimentary copy of the new
NSI Directory of TV Stations
and Cities is waiting for you.

Nielsen Station Index

providing actionable facts on radio & tv station audiences
...for markeling decisions

3 a service of A. C. Niefsen Company

2101 Howard Street ~Chicago 45, lliinois
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- check out the facts of NSI and NCS!

Nielsen coverage Service (NGS ’61) gives
both buyers and sellers of time current information
(projected to 1960 U.S. Census) on which to base

£. sales and marketing strategy. Here, for each station,
(radio and tv) are reliable figures showing:
. T .. . the number of homes reached
.. » county by county
. . day, night; daily, weekly

If you are a buyer of time, NCS ’61 tells you whether
the facilities you have selected cover your market
tas adequately, or need supplementation.

If you are a seller of time, NCS "61 spells out your
station’s strong paints in covering the area it serves.

For dauthoritative answers to:

how many? . . . where? . . . how often?
visit Suite A100 in the Sheraton-Park
Hotel in Washington, D.C., May 7 to
11, or write to the address below.

Nielsen Coverage Service

providing actionable facts on radio & v circulation
...for marketing decisions
a service of A. C. Nielsen Company

/ NCS and NSI are Registered Service Marks of

U. S. RADIO/April-May 1961 41
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14 viEwPOINTS ON RADIO

Ajan Newcomb, WBT Charlotte, N.C., commentator, gestuves as he describes the station’s
Radlio Maoscow series, recorded nitits of Radig Moscow commentary plus six minuies of reply.

14 broadeasters have
14 different
viewpoints on public

service programing

42

WITH the mounting cmphasis
radio stations are placing on com-
munity involvement, public service
programing is receiving newly-won
{rention.

Representative of the diversity in
vatlio approaches were presentations
heard last nronth in Pitsburgh at
the Fourth Local Public Service
Programming Conference, spansored
by Westinghouse Broadcasting Co.

No fewer cthan 14 individual
broadcasting  executives  uddressec
themselves to such matiers as *What
lies alicad for radio programing in
the commumity?” ind “How should
o radio station handle its rvesponsi-
hility to report the news?”

Mark  Olds, program  nnager,
WNFW New York, asks, “Should a
sation be all things ta all people?”
He tiinks not. He believes o sta«

tion should define the kind of audi-
ence it wants to pursue and then go
after it with appropriate programing.

The practice of comparing various
1ypes of radio should be halied, Mr,
Olds comments. "“The good in each
1ype should be acknowledged and
stations should be evaluated in terms
of how well they succeed in serving
the audiences they are aiming at.”
In selecting programing, Mr. Olds
tlecliues there is no substitute for a
broadeaster’s “owen professional juilg-
ment.”

In the area of public service pro-
graming. the program exccutive be-
licves the most impariant factor is a
station’s “intem,”

Do you just want to be a ‘good
Joe' or do you want to do some-
thing and rreate something? The
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Methods that “geneval” broadcasters can use lo give  “There is an essential pattern of change in
grealer altention to specielized groups ave radio that is evolutionary,” contributes Dom Quinng
L explained by Arnold Hartley, Key Broadcasting pragram manager, KDKA Pitisburgh.

[0 the right of Mr. Quinn, Ivan Smith, Australian
Wroadcasting Co., believes that
sWmerican radio needs “quality speeclr programs.”

Meark Olds (foreground), program manager,
WNEW New York, declares that a station
should define Uhe audience it wants to reach.




=

form ot the public service effort is
not the primary thing.

“We believe in spots. WNEW
pioneered in short-take program-
ing. We sell radio in spot sched-
ules because of its cumulative reach
and we program the same way. We
believe you cair create more atten-
tion through a senes of spots. There-
fore, our public service programing
is done this way.”

There are three different. types of
public interest spots on the station:
(I) routine announcements that an
orgariization provides; (2) spots that
are written and produced by the sta-
tion fox special causes that it wanés
to chanipion, and (3) announce-
ments performed by a station per-
sonality in his owatr individual style.
Mr. Olds cautions that the last type
of spot must feature a cause in whicle
the personality believes if it is to be
effective.

Jules Dundes, vice president arnl
general mnanager, KCBS San Francis-
co, believes that “radio is neither a
business nor an art, but an exciting
mixture of both. Radio must adjust
ta the rapid changes of our tiving™

One of the great challenges to
broadcasters, he says, is how to satis-
fy peaple with changing forms of
radio.

“If listeners ever wanterl more

than wmusic, then they want more
now.”

To 1llustrate, Mr. Dundes refers
to Dimcension, short segments of re-
corded talk designed for integration
into the local schedules of CBS-
ouned radio stations. “It is fore-
ground programing for foreground
listening.”

The elements of Dimension are
talk (but mot chatter) and conver-
sation, he explains. The object of
the program is to provide or discuss
an idea. "It gives a local air per-
sonality a chance to talk intelligent-
ly with his audience (before or after
the recorded piece) adding dimen-
sion to the station and the personali-
b

Dimension takes many different
[orms:

o Celebrity buman interest pieces.

¢ “Year 2,000” — projections on
what life will be like then (for ex-
ample, an interview with ATZT
executive on what the telephone will
be like then).

e Bennett Cerf anecdotes.

o Dorothy Kilgallen intersiews
with “people you'd like to know.”

» “Yesterday's Hero”—interviews
with American heros of yesteryear
and accounts of their accomplish-
ments.

o Dramas— featuring Americam

IVith his back to the camera at right, Jules Duntes, vice presidend,
KCBS San Francisco, outlines the features of Dimension, short

44

recorded segments of talk programing on CBS-owned radio stations

portraits and life (for example, Ray-
mond Massey m *“Stonewall Jack-
son”).

AMr. Dundes states that the Dimen-
sion library now has over 1,000 cuts,
not counting special local pieces that
stations make on their own,

Alanr  Newcomb, commentator,
\WWBT Charlotte, N. C., host of the
station’s Radio Moscow series, terms
Russian radio a “formula station.”
He says “it is a carefully planned
format to promote the Communist
line.”

WBT records on tape abous 20
hours of Radio Moscow a week. It
selects the most representative com-
mentary and breaks this down into
five- or six-minute units for on-air
presentation. After each segment,
ihe station provides about six min-
utes of reply to the Radio Moscow
commentary.

Based on his experience in moni-
toring Radio Moscow, Mr. Newcomb
tleclares, “We need some of the com-
munist dedication in serving our
own purposes. Totalitarian radio
has declared war on private radio.
The Communists play on what they
consider our chiefl weakness—no con-
scious coordination of effort directed
towards a single goal. We must as-
sure cooperative effort through en-
lightened self-preservation.”

If broadcasters are going to do
their share protecting the things
America holds dear, they should ad-
mit their “personal involvement and
do something to preserve the profit
and loss statement itsell.”

Ken Draper, program director,
RSTT Davenport, lowa, says public
service shoukl underlie everything
that a radio station does. He pre-
sents a simple lormula that his sta-
ton used in finding out what to
program. “Go to your listeners and
ask thenr what they need and want
from their radio station.”

The station did just that i trans-
forming its farm programing from
a 45-minute block to a streamlined
Accent on Agriculture, m which
markets and prices are siressed in
slort segments.

In the area of public service dis-
cussion programs, Mr. Draper says
KRSTT's Public Forum (daily, 9 Lo
9:55 a.m.) Has created considerable
comment :md has been responsible
{or bringing many necded coni-

(Caut'd on page 83)
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new world |
of radio
equipment ...

KEYED TO THREE TRENDS

These are the pacesctiers at the 1961 NAB
equipment display: Transistorization,
Miniaturization and station Autemation

I N the continuing effort to refine and stream-
line broadcast equipment, the transistor has be-
come not only the keynote of this year's equip-
ment display at the 39th annual NAB conven-
tion, but also the pivot upon which future
developments are turning.

Linked to this is the trend taward miniaturk
zation—smaller and more compact units, from
the transmitter console to the tape recorder.

Indications are that automation which was
just appearing on the horizon at last year's NAB
meeting 1s now coming into clear focus.

What does all this mean?

It means a greater ease in the handling of
station equipment by non-technical executives.
It means greater flexibility and quality in such
areas as the remote broadcast through the port-
ability of items like the miniature tape recorder.
It means increased operational efficiency in time
and manpawer that can free the broadcaster
from heavy and awkward burdens.

Here is a sampling of products being dis-
played in the new world of radio equipment by
manufacturers and distributors responding to
the u.s. RapD10 NAB survey. All equipment dis-
plays, listed in ftalics as Exhibit space, are at
the Shoreham Hotel. Many of the equipment
manufacturers also have hospitality suites listed
on p. 50,

ELECTRONIC APPLICATIONS’ AKG D-19 MICROPHONE AND ST-200 STAND
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SWISS MADE NAGRA PORTABLE TRANSISTORIZED TAPE RECORDER

o Radio Corporation of America is highlighting several
new products at this year'’s NAB convention. The
BTA-IR, a 1,000 watt am transmittev, according fo
RCA, *integrates the vavious vequivements for in-
creased power, remote control and Conelrad while stay-
ing within the limits of standard circuitry.” One
special featuve of this transmitter js its easy adaptabili-
ty to remote control operation.

Another featured transmitter is RCA's new 1,000
avatt fnT transmitter capable of handling either con-
ventional or multiplex operations. An added con-
venience of this transmitter is the accessibility of the
exciter which tilts out for easier servicing. The RT-21,
a new professional audio tape recorder, features “an
all-transistor design, easy speed change, interlocked
record operation, variable cue speed control and half-
or quarter-track recording.”

The RT-7, the firm’s new cartvidge tape recorder
features automatic cue, an all-transistor design, re-
mote control, plus interlocked recording and accurate
siming. (Exhibit space Main Ballroom)

» Collins Radio Co. is fealuring its automatic tape pro-
graming cquipmenl along with many of its other
broadcast products. Of special interest is the Collins’
Tostyled and redesigned am and fin transmiiters and
a new threcchannel remote. Because it is self-con-
tained, the new fim transmitter can be adjusted without
taking it off tlse air. Also new is the 20V-3 am transmit-
ter whose key parts are described as easily accessible.

‘Collins states its entirely transistorized 212H three-
channel remote amplifier is “about the size of two
stacked Scars Roebuck catalogs.” It has a built-in
|rhone equalizer on two of the three channels which
allows quick switching between the phono and mike
positions.  (Lxhibit space 31)

o Gates Radio Cé. is [eaturing several mew products
mdlmling an automatic Spot Tape Recortler, a port-
able cartrudge tape productivn unit, a new transistor-
ired plug-in amplifier system and new fm vansmiters
for 20, 15, 10, seven and a half, and five kilowaits.

(1 thie Spot Tape Recorder, remote call-up can be
made on any onc of the 100 tape tracks by meuans of
selection of a digital number froo, scro through 99.
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RCA'S. NEW RT-21 AUDID TAPE RECORDER

The portable tape ustit enables vecording at any station
Tocation.

The new I[m ftransmitters feature such cevelop-
ments as built-in remote control, longer tube life,
lower cost and quieter operation. (Exhibit space 30)

» Ampex Audio Co. is displaying its 351 sevies of radio
broadcast recorders and its 601-2 portables.

The new Ampex 354 model features a dual-channel
chassis that fits into the same space as the single-
channel of the 351 model. This provides “a two-chan-
net console model and a rack mount version that fits
into the same rack space previously occupied by a
single-channel recovder.” The 601-2 portable: two-track
stereophonic recorder accomodates tapes with “50
percent extra playing time” that gives the broadcaster
48 minutes of stereophonic recording time at seven
and a halfl ips. from a seven-inch reel. (Exhibit
space 28)

o General Electric’s custom work for the new WFAA-
AM-FM-TV Communications Center in Dallas is de-
scribed as being of particular interest to broadcasters.
The audio system 1s completely transistorized. A stereo
master control switching facility for am, fm and tv
sound contains 11 steveo or 22 monophonic input
channels. (Exhibit space 29)

» Programatic Broadcasting Service isshowing the latest

'model of its completely automated radio service and

will pravide demonstrations by playing the tapes of
Programatic’s “O-Vation-Music™ programs. The ma-
chine will operate antomatically for up te eight hours
a day. [Exhibit space 5)

o International Transmitters & Antennas Inc. is featuring
its hine of onc and five kw am transmitters; two- and
three-channel and sterco consoles; one, five, 10 and
35 kw [ transmitters; the instant locating. instant
cucing, maximuni capacity Simplexer for station auto-
mation as well as other allied cquipmens. (Exhibit
space 24)

e Fisher Radio Corp. is disphliyitig its new fin tuner,
the Fisher fm-broadeast monitor, model FM-1000. The
tuner can be used for relay reception and ve-broad-
tasting of fm transmissions. Aunother product, the
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AMPEX 351 AND 352P TAPE RECORDERS

model X-1000 stereo control and power amplifier will
“handle the most complex music wave forms without
any trace of distortion,” Fisher says. The Fisher Spacex-
pander, model K-10, supplies “the reverberation nor-
mally heard in acoustically perfect concert hall.”

The Fisher fm-broadcast monitor, model FM-200-R,
is the rack-mounted version of the FA-200 wide-band
fm tuner. (Exhibil space 34)

o Schafer Custom Engineefing, a division of Textron
Electronics Inc., s displaying these products: Broad-
cast automation system (Model 1200) providing com-
plete station automation; new Schafer spotter, S-200A;
all new Schafer cartridge recorder 3000; the Schafer
remote control system 400-R, and tlie firm’s major at-
traction, the model 600, new minimum cost*broadcast
automation system. (Exhibit space 21}

» Tower Construction Co. has two new product types.
One is the microwave prebuilt portable buildings that
are shipped by rail or truck already assembled. These
are designed for quick and easy installation. The elec-
trical components are installed before being shipped
from the factory. Tower is also introducing its new
fibre-glass antenna covers. (Exhibit space 42)

o Bauer Electronics Corp.'s 707 model, a 1660/250 watt
am transmitter, is being displayed again this year in
kit form. Other featured products include the “'Spot-
O-Matic” cartridge tape system and a new remote con-
trol system, the SEL model TC-22. (Exhibit space TA)
ment. (Exhibit space 18)

s Standard Elettronits is presenting its new 20 kw fin,
amplifier. The new amplifier can be driven by an ex
isting 5 kw transmitter to effect a total output of 30
kw, To do this, Standard Electronics incorporates
into the design of the amplifier its 5924-A vacuum
tubes which are now i use in all its existing fm equip-
ment. (Exhibit space 18)

« MacKenzie Electronics Inc. is displaying its “Mac-
Kenzie Instant Audio” automated multi-channel pro-
gram repeaters, single-channel program repeaters and
recorder playback units. (Exhibit space 15)

U. S. RADIO/April-May 1961

A sample of the new and
wonderful world of
recoviders, transmitters, and

program repeaters
displuyed at the NAB mect

GATES' NEW 20 KW FM TRANSMITTER (FM-204)

- -

THE MACKENZIE ELECTRONICS “INSTANT AUDIO” PROGRAM REPEATER

o Continental Manufacturing Inc. is introducig an
fm/multiplex modulation monitor. *“Frequency and
modulation of both main channel and sub-channel are
monitored separately and simultaneously,” says Con-
tinental. Other new items include a completely tran-
sistorized fm multiplex receiver designed for fm music
services, and two transistorized audio/PA amplifiers
at eight and 32 watts each. (Exhibit space 23)

¢ General Electronic Laborateries is demoustrating its
Rust remote control system plus one and 15 kw trans-
mitters. According to the firm, the basic features of
the transmitter line include *“a crystal-control modula-
tion system, a field-proven multiplex exciter and sub-
channel combination and direct power output deter-
mination by a self-contaiped wattmeter, (Ex/ubit
space 12)

» Hughey & Phillips Inc. is exhibiting its new tower
lighting isolation transformers, its remote lamp failure
indicator system as well as demonstrations of tower
light control and alarm units. (Exhibit space 4)

» Gotham Audio Corp. is showing its line of Neumann
microphone systems and the Neumann AM-131 disc
recording lathe that features a three-speed synchron-
ous motor drive without belts, gears or chains. (Ex-
hibit spaces 34A and 34B)
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Collins creative engineer-design team is about to unveil
three new Collins creations: an AM transmitter; FM
ttansmittersy and a 3-channel remote amplifier. But the
fact that these three broadcast units have so many out-
standing features is the real news. It’s also the reason
the Collins creative team looks so proud in this picture.

COLLINS RADIO COMFANY
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The three new pieces of equipment were not only de-
signed at Collins, but will also be Collins manufactured.
This is to assure the quality controls that are respon-
sible for Collins reputation. Obviously, these units

haven’t been unveiled yet — they're still in the crates,
but here are the drawings and some initial information,

CEDAR RAPIDS * DALLAS » BURBANK

}
COLLINS AOW - AR TRA N T e
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Collins AM TRANSMITTER: completely and conven-
iently accessible throughout because the RF and
audio chassis swing out and the power supply tilts
up so that all components are exposed. The new
AM transmitter's highly stable crystal - a concept
pioneered by Collins — eliminates the necessity for
‘the old-fashioned crystal oven. The transmitter
also features direct forced air cooling, not just
ventilating fans, as in many other AM transmitters.
These are just some: of the features of the new
Collins 20v-3 1,000 watt AM Transmitter. Of
course, one of its biggest advantages is that it's
quality manufactured and custom tested at Collins,
where each component is a personal thing with
Collins engineers,

Collins FM TRANSMITTER: based on the outstand-
ing, time-proven Collins 730 series, the new Collins
250 watt 830B-1 FM Transmitter is shown here
with an accompanying amplifier which boosfs its
power to 5000 watts (830E-1). This FM transmit-
ter has been '*humanized” to make operation
exceedingly simple (its vertical panel construction
150ne of the reasons)-all components are quickly

accessible and all adjustments can be made with-
out taking the transmitter off the air. Each part
has been carefully assembled, tested and inte-
grated into the transmitter, at Collinss You'll also
be surprised at the Collins FM transmitfer's ex-
ceptional efficiency.

Collins REMOTE AMPLIFIER: a compact (about the
size of two stacked mail order catalogs), 3-chan-
nel amplifier that is transistorized throughout. The
212H-1 has a built-in phono equalizer on two of
its three channels to provide immediate cuts be-
tween phono and mikes. Elfminates equalizer and
egualizer pre-amp. This new amplifier also in-
cludes a multiple tone generator: 100, 1000 and
5000 cps for immediate frequency response checks.
Best of all, this remarkable new Collins remote
amplifier is competitively priced.

This, and other new Callins braodzast equipment
will be shawn far the first time at the NAB Shaw,
May 7-10. Far descriptive literature and camplete
specificotions write Callins Rodio Campany, Broad-
tast Sales, Cedar Ropids: lowo




Where They Are at the NAB

A listing of the exhibit space and hospitality suites for: equipment manufacturers and
distributors, radio netwworks und vepresentatives, program serviceg and service groups.

RADIO EQUIPMENT MANUFACTURERS

(All “space” locationts are ir the Exhibition Hall,
Shoreham Hotel; parentheses indicate location of hos-
pitality suites). Aitken Communications Inc., space
25-4; Alto Fonic Tape Service, space 41 {Shertton
Park, C-252-4); Ampex Audio Co., space 2§; Auto-
matic Tape Control Inc., space 6 (Shoreham, F-207) ;
Bauer Electronics Corp., space 7-A; Collins Radio Co.,
space 31 (Shoreham, E-300); Continental Electronics
Mfg. Co., space 16 (Shoreham, E-200); Continental
Mfg., space 23 (Shorecham, G-200); Electronic Ap-
plications Inc., space 43; Fisher Radio Corp., space 34;
Gates Radio Co,, space 30 (Shoreliam, E-100) ; General
Electric Co., space 29 {Shoreham, G-600); General
Electronic Laboratories Inc., space 12 (Sheraton Park,
D-}O~l-G); Gotham Audio Corp., space 34-A & 34-B
(Sheraton Park, B-223-5); Hughey & Phillips Inc.,
space 4 (Shoreham, E-209); International Business
Machines, space 37-A; ITA Electronics Corp., space
24 (Shoreham, G-309) ; MacKenzie Electronics Inc,
space 15; Magne-Tronics Inc., space 37 (Shoreham,
E-709) ; Minneapolis-Honeywell Regulator Co., space
45; Minnesota Mining & Mfg. Co., space 22; Moseley
Assoc., space 35-B; Profit Programming Inc., spaces
35-C & 35-D (Sheraton Park, A-406-8); Programatic
Broadcasting Service, space 5 (Sherton Park, B-423-5) ;
Radio Corp. of America, Maid Ballroom (Shoreham,
G-100) ; Schafer Custom Engineering, space 21 (Shore-
ham, C-404} ; Sony Corp. of America, space 36; Stand-
ard Electronics, space I8; Sarkes Tarzian Inc., space 1
(Shoreham, D-802); Tower Construction Co., space
42; Utility Tower Coa., space 7 (Statler Hilton) ; Visual
Electronics Corp., space 11 (Shoreham, G-609) ; Vitro
Electronics, space 20 (Sheratoii Park, B-523-5) .

NETWORKS

ABC Radio (Sheraton Park, B-220); CBS Radio
(Shoreham, C-500); Keysione DBroadcasting System
{Sheraton Park, D-700-02) ; MBS (Sheraton Park, E-
420) ; NBC Radio. (Sheraton Park, B-320).

RADIO REPRESENTATIVES

Alaska Radio Sales {Ambassador)s AM Radio Sales
(Jeflerson) ; Avery-Knodel (Sheraton Park, E-126-8);
Elisabeth M. Beckjorden (Shorehan); Charles Bernard
and Country Music Network (Mayflower) ; John Blair
(Hotel Washington, 203-06-07); Bolling (Sheralon
Park, B-500) ; Branham (Magflower) ; Broadeast Thme
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Sales (Willard); Henry I. Christal (Sheraton Park,
M-158-60); Devney Inc. (Mayflower); Bob Dore
(Sheraton Carlton); Robert E. Eastman (DuPont
Plaza); Everett-McKinney (Shoreham); Gill-Perna
(Sheraton Park, E-320-22); George P. Holingberry
(Sheraton Park, F-340-41) ; Bernard Howard (Shore-
ham); H-R Reps (Sheraton Carlion, 400); Katz
(Sheraton Park, E-520-22) ; Jack Masla (Statler Hil-
ton); Daren F; McGavren (DuPont Plaza); Meeker
(Sheraton Park, E-620-22); NBC Spot Sales (Shera-
ton Park); Peters, Griffin, Woodward (Mayflower);
John E. Pearson (Hay-Adams) ; Edward Petry (Shore-
ham 100-C) ; Radio-Tv Reps (Sheraton Park, D-600) ;
Paul H. Raymer (Sheraton-Carlton); Roy V. Smith
Assoc. {Ambassador) ; Spot Time Sales & Western Fm
Sales {DuPont Plaza); Vernard, Rintoul & McCon-
nell (Sheraton Park, 489-91); Walker-Rawalt (Shera-
ton-Carlton) ; Grant Webb (Sheraton Park); Weed
(Mayflower) ; Adam Young (Sheraton Park, C-140) .

SERVICES

Associated Press (Sheraton Park;, Franklin Room);
Broadcasy Advertisers Reports Inc. (Sheraton Park,
M-658-60) ; Broadcasters’ Promotion Assoc. (Sheraton
Park, E-330-2); Futursonic Productions Inc. (Statler
Hilton) ; Harry S. Goodman Productions Inc. (Shera-
ton Park, A-211-15); Hal Holman Co. (Shoreham,
A-601) : Lang-Worth Feature Programs Inc. (Shore-
ham, G-509); A. C. Neilsen Co. (Sheraton Park,
A-100) ; Pams Productions (Sheraton Park, B-G23-5);
The Pulse Inc. (Sheraton Park, F-140-41); RCA Re
cordlecd Program Services (Shoreham, D-204-6) ; Record
Source Inc. (Sheraton Rark, M-589-91); Ravmond
Scott Enterprises (\Windsor Park) ; SESAC Inc. (Shera-
ton Park, B-520-22) : Standard Rate & Data Service
Inc. (Sheraton Park, E-120-22) : Richard H. Ulnan
Inic. (Shorcham, C-103); World Broadcasting Sysieni
Inc. (Sheraton Park, M-689-91) .

TRADE PUBLICATIONS

Advertising Age (Sheraton Park. D-200) ; Broadcast-
img and Television Magazine (Sheraton Park, Madi-
son Room); Printers’ luk (Sheraton Park, S-510-41);
Radio-Television Daily (Shorecham, E-100): Sponsor
(Shoreham, G-803) ; Television Age (Sheraton Park,
E-526-8) ; Television Information Office (Sheraton
Tark, A-511-15) ; Tv Gnide-Tv Digest (Sheraton Park,
D-706-8) ; v.s. Ramo and s, ¥y (Shoreham, G-808):
Variety (Shoreham, 13-300) .
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WWRL GIVES 50,000 WATTS,
WHAT'S WATT? THAT'S WHAT!
[asked the Time Buyer) {soid the Time Salesman) 1;‘;

T A S L R A e S R i

OWT WWRL GIVES 50,000 WATTS

Effectlve Radiated Power)

There's a big new sound in fown . . . aimed af New York's big Negro/Puerto Rican market,
And WWRL gets to the heart of this market with 50,000 watts of effective radiated power {thru
high efficiency antenna array) in its major lobe . . . the area where most Negro/Puerto Rican
families live. Remember: your dollar buys sell an WWRL,

New power! Louder & clearer to reach New York's big Negro/Puerto Rican Market
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COMMERCIA

CLINIC

Coimpetition for the listener’s ear
prompts ad agencies across the coun-
try to seek out special techniques
that create attention, Very often
these methods, because they stem
from an agency’s operating philos-
ophy, actually become an ad, shop’s
hallmark.

Use of humor is currently at tlie
forefront of attention-getting de-
vices. And the way humor is applied
very often represents an agency's
trademark.

A highly defined image can be at-
tributed to Papert, Koenig, Lois,
New York, the talked about adver-
tising firm that has taken such strides
in its short history. An indication of
the tack that is followed in the use
of humor in its creative work is giv-
en by Julian Koenig, the young
agency’s young president and former
copy specialist at Doyle, Dane Bern-
bach, New York. “We don't use a
humorous approach to the copy.
The humor is derived from the re-
ality of the situation; so if we put it
in terms of a human experience, the
humor will take care of itself.”

JULIAN KOENIG s copy specialist
and president, Papert, Koenlg, Lois.

While he doesn’t deny the value
of humor, Mr. Koenig asserts that
the use of humor can be overdrawn.
“To our way of thinking, hirmor js
only a tool, but the basis of the copy
is in reality. And to this we add good
taste, steering clear of the conven-
tional and hysterical nonsense that Ts
inflicted upon much of today's ad-
vertising. We are trying to avoid the
stereotype and I think we accom-
plish this by showing people as they
really are.”

Humorous effect, as opposed to
affected humor, was the result of a
PKL effort. to sell pickled green
beans.

Last summer, two New Jersey
school teachers went to PKL with
their own home made product, Dilly
Beans. The prime challenge for
PKL was to develop a commercial
program that would introduce this
unusual product into the highly
competitive New York market.

The key 10 success lay in the care-
ful creation of the commercial copy
which was, presented over WQXR-
AM-FM.

DILLY BEAN campaign is typical
of the agency’s creative trademark.
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REALITY I[N HUMOR GOOD COMMERCIAL MIX

The radio copy generally features
a man and a woman involved in
cocktail party chatter discussing the
merits of the Dilly Bean:

{COCKTAIL PARTY SOUNDS)

GirL: Do you think Dilly Beans
will replace peanuts and pret-
zels?

Man: I never discuss politics.

AxNcr: We will now have 45
seconds of music to eat Dilly
Beans by.

MUSIC BRIDGE

Axxcr: Dilly Beans are crisp
green beans pickled in vinegar
and dill. If your friendly
neiglborhood grocer doesn’t
have a jar—knock something
off a shelf on tie way out.

Because demand far exceeded sup-

ply at the beginning of the campaign
(before PKL, distribution was about
25 cases a week; this figure jumped
lo 1,500 weekly once the campaign
was under way), listeners reported
trouble in finding grocery stores that
carried them. Once again PKL dis-
played its agility in easily adapting
to the situation by coming up with
this one:

SHE: Let’s go byy Dilly Beauns.

He: Great.

Sue: Bundle up.

HE: /t's 90 degrees ontside!

Sue: It may be the middle of
winter before we can find a
store that'’s got them,

HE: We now have 45 seconds of
music to hunt Djlly Beans
with,

(VOLGA BOAT SONG)

As a tool, humor is fine garnishi-
ment of copy (an example of PRKL's
well4ooled humor: “‘Break the smok-
ing habit—eat Dilly Beans). s the
single mcans to the end of selling, it
can smother the advertiser's purpose.
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WFAA - 820 - RADIO

“SOUTHWEST CENTRAL’™. .. a completely new format
with the emphasis on electronic journalism is the key to the
great pew sound on WFAA-820 RADIO in Dallas! Backed by
the biggest advertising campaign in WFAA’s history, all North
Texas is finding a radio “home” that’s informative and delight-
fully entertaining day and night! Originating from our new
multi-million dollar “Communications Center” with all new
equipment, WFAA-820’s powerful 50,000 watt clear
channel voice beams “Southwest Central” to an area of over
5 million people!

NEWS NBC News on the Hour followed by 5 minutes of State & Locaf News!

FEATURES Brief cut-ins all day lohg from WFAA's staff meteorologist, woman's
editor, sports director, farm editor, and other human interest stories.

GOOD MUSIC with aspecial appeal to the young adult, comprising the best of the a]bums
and the current top popular hits.

Your Petryman has an Audition Tape of the New
“Southwess Central” from WFAA Radio . ., Call Him!

Represented by

e M”‘f” ...... 820 RADIO

The Original Station Representative qr"“"""ﬁ : m 2 DALLAS

- -_\—————
BROADCAST SERVICE OF THE DALLAS MORNING NEWS —
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RADIO FOCUS: IDEAS

TELLING workers behind the Iron Curtain a little
about the American way of Ife are these two union
stewards al the Pabst Brewing Co. The Voice of Amer-
i¢a broadcast was recorded at Milwaukee's WTAM],

CELEBRATING the KBIG Santa Calalina promoiion
of Trewax are: (I to ry Harry Fox, Trewax presideni;
Bob McAndrews, station manager, jon Ross of the
Tilds ¢& Cangz agency and jerome Fox, Trewax v.p.

RADIO NEWSMEN George Brown (seated) of WOR New
York and Len 1Vhariman, resident correspondent for MBS, pre-
pare copy for their newscast on the Eichmann trial. The ligh
colored box on IWhartman’s belt is special recetving sel leased
by Israeli government that provides funr separale iranslations.

NATIONAL DEFENSE promation at KTHRIT Houston invelved
the placing of disc jockey Eric Goldmar in a sealed shelter

"._'/ ROSIN ou (he bow and away they go in Portsmornth, N.H,

where WIIEB held its Spring Hay Ride. Over 200 towns-
KTR H OPERATI'?.NRSUWWAL people joined in the fun and festivities. While the station
TUNI rﬂ sponsoved affair, Heast Fuud contyibntions were accepted.

OPERATION SURVIVAL

RADIO FOCUS: IDEAS
continued p. 58



Michigan Week
May 21-27

New harizons are dawning everywhere in mighty Michigan, center of the dynamic
Great Lakes region. Irt industry, science, transportation, community development, and
other fields, exciting new projects are pdinting the way to even greater economic
strength and vitality:

We invite yaou to march forward with Michigan—to shate in the benefits of its growth
and expansion. A good place to start is the WWJ Stations in Detroit, basic sales media
in the business heart of the state.

W WJ Rabio

Deétroit's Basic Radio Station

=l WWJ-TV

Michigan's First Televjsion Station

NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. « OWNED AND OPERATED BY THE DETROIT NEWS

U. S. RADIO/April-May 1961
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Now ready to use...SRDS consumer market

SRDS May issues reflect actual market \
conditions reported in the 1960 census !

Now you have at your fingertips the final, authoritative figures based on - — - - Jﬁ
the 1960 census (the-once-in-ten-year anchor figures upon which interim- '

year population and household estimates will be based.) This consumer
market data in SRDS, current as of January 1, 1961, is selectively com-




