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WHO

Radio

should be No. 14
on any "Top Market”

radio list!

50,000-Watt WHO Radio Covers

865,350 Homes In lowa

VERY time your marketing strategy calls for
radio in America's top radio markets . . .
50,000-watt WHO Radio belongs on the list!

There are only 13 markets in America in which
any radio station reaches a larger andience or
more buying power than does WHO!

WHO Radio reaches 865,350 homes in “Ilowa
PLUS!™ (96 of lowa’s 99 counties plus a number
of counties in neighboring states). 75% of all Iowa
retail sales are made in counties you reach with
WHO. (Metropolitan Des Moines accounts for only
9% of lowa's retail sales. AlL eight of lowa’s leading

PLUS!

metro areas, including Des Moines, account for
'jllSt 33 o.)

Many surveys, for 24 consecutive years, have
measured the lIowa radio audience, and have proted
that WHO is fowa's most listened-to radio station.
A 93-county area Pulse (March, 1961) gives WHO
the No. 1 position in every weekday quarter-bour
surveyed over 94 other stations.

Next time you make up a “top radio market™ list,
be sure No. 14 is WHO Radio! Ask your PGW
Colonel for the latest information on “lowa Plus.”

Sources: Prilse {March, 1961), NCS. No. 2, SRDS.

WHO

 for lowa g@_S!

Des Moines + = .

50,000 Watts

NBC Affliiate
WHO Radio iy part of Central Brgadeasting Company, which also owns and opctaits WHO-TV, Des Moines; WOC and WOC-TV, Daxenport

& Peters. Griffin, Woodward, Inc., Nutional Representutives
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NOW REACHES
OVER 100,000
HOMES

. . . 91% ADULT AUDIENCE

PER AVERAGE % HOUR 6 AM TO 6 PM

WLW Radio daytime audience
has soared to Number 2 spot
in the Nation among the more
than 4,400 U.S. Radio Stations!
That's quite a position —

second to onel

And In Cincinnati, WLW
still overwhelmingly holds the
first place crown—70% of the
daytime total audience and
35% o# the dayfime metro-

politan Cincinnati tiudience.

So when you're buying
Radio fimey take a good look
at these figures and charts. ..
and you'll see why you should
call your WLW Representa-
Hve ... you'll be glad you did!
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TOTAL AUDIENCE OF CINCINNATI RADIQ STATIONS (January-February 1961 NSI)
Number of Radio Homes Reached Per Broadcast—Average %A Hour Per 3 Hour Day Pairt—6 AM to 6 PM.

1,000 10,000 20,000 30,000 40,000 50,000 60,000 70,000 80,000 90,000 100,000 110,000
WLW O D 40

Station B

Station C ﬁ

Station D

Station £ P

CINCINNATI AUDIENCE (January-February 1961 NSI)
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WLW Radio Nation"s Highesf Fidelity Radio Station-Crosley Broadcasting Corporation
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OUNDINGS

/ news & interpretation

ALL-CITY RADIO PRESENTATION is being shown this month in six majoi-market areas by
station members of the San Francisco Radio Broadcasters Assn., a unique cooperative sales
and promotion enterprise which hits hard on the value of saturation radio to cover the en-
tire marketing Bay Area. Their theme: The best way around San Francisco is with radio.
Showings are slated for that city as well as Los Angeles, New York, Detroit, Chicago and
Philadelphia. Key pitch-man is Homer Odom, SFRBA president and v.p. of KABL San Fran-
cisco. Preview of the slide presentation in color was shown by CBS’' Maurie Webster in
New York the first week of August. Project shows pluses to be gained by cooperative sell-
ing among five major station competitors: in touting the advantages pf their market to '
agencies and clients.

BUSINESS IS BETTERING in all parts of the country. Radio stations report billings are rising
and new account activity as well as new sponsors are commonplace in most sections. Among
the purveyors of such good radio news: KABC Los Angeles, where V.P.-Manager Bob Hober-
man says second-quarter billings represent the biggest sales total in the station's 17-year
history; KNX Los Angeles, where Sales Manager Gordon Mason has tabbed as highest volume
in seven years a similar second-quarter figure, and KSDO San Diego, where June business is
highest ever tabbed by the station since its joining the Gordon Broadcasting group two years
ago. Week endirig July 1 at KSDO found 20 new sponsors sigried, says Manager Joseph Miller.

DOLLAR POSITION of radio stations dipped a bit last year but still holds significant profit
margin for owners. New National Assn. of Broadcasters summary shows average radio station
earned 7.6% before federal taxes last year, contrasted with the '59 margin of 7.7%. {This
compares with tv, which rose for those years from 14.3% to 15.4%.} NAB's James H. Hulber
says typical radio facility showed 5.6% gain in revenue, 6% hike in costs. ‘“Radio stations in
larger markets experienced a reduction in profits, while those in smaller market areas showed
a slight increase.”

BILLBOARD ADVERTISING, hit hard in the past few years, gets another body blow from RAB.
Latest summary shows consumer attitudes comparing billboards and radio draw a pattern
for radio of (1) telling about new products better, (2) creating more interest in products, (3)
making customers feel more favorably toward an advertising product and (4) better remind-
ing consumers to buy. Timeliness of the survey coincides with peak automobile traffic during
the recreational and vacation months in the summer when car listening peaks,

HYPOED PROMOTION for stations is the order of the seasorr as broadcasfers anticipate re-
newed interest and rising business. One strong move in preparing for more dollar signs in
the entry column has been made by WLEE Richmond, Va., whith is asking one of the two top
radio stations in each of the leading 75 markets to cooperate in a mutual sales promotion
effort. Elements in it: exchange a detailed report on all “unusual or successful sales ideas,
sales or station promotion schemes, contest and program ideas™ in the preceding month.

U. S. RADIO/August 1961




MUTUAL PRES. BOB HURLEIGH, in a fact-filled press confab in New York, pointed to some
marked audience trends for his radio network this year. January through May total audiences
far all four radio networks, he said, remained constant but this same audience has been “re-
distributed.” The shake-up has been to Mutual's gain, he noted, reporting a 23% rise in
over-all per-broadcast average audiences. The five-month comparison, MBS reports, puts the
network in “third place in attracting audiences” and in the single month of May MBS “came
within 5,000 listeners of moving into second place.”

ABC RADIO, with another network view and an encouraging sales position, said $2 million
in third-quarter biilings “point to the most successful year in the recent history of the net-
work” and indicate a sales gain of “at least 33%" for the July 1 through September billing
period. So says Jim Duffy, national sales manager, who adds “We have reason to believe
the upward trend will continue throughout the fall and winter season.” Among the gains:
sales of Don McNeill's “Breakfast Club"™ are up 24% from the same period last year; news
and sports programs, up 15%.

ONE-STOR RADIO is the new concept of Gerold O. Kays, board chairman of Friendly Frost
Inc., licensee of New York's new WTFM fm facility which begins operations next month in a
glass-enclosed studio building on Long Island. The “welcome visitors" sign will be out, with
residents invited to see the 20-story transmitting tower, recording studios and a sound salon
which will feature custom high fidelity and music systems, fine furniture, paintings, sculpture
and other art objects. Announcer staff and music selections will tie in with this sophisti-
cated continental theme, with international selections of music now being scouted by a sta-
tion team in Europe.

STEREO FM contifnues to make headlines—in the trade as well as the consumer press.
Among news of the month were key reports quoting John F. Meagher, NAB v.p. for radio, and
FCC Chairman Newton Minow. Said Minow: “Fm sterea offers a new kind of listening pieas-
ure.” His comments were circulated in the Electronic Industries Assn. booklet released at
a stereo symposium sponsored in conjunction with the Music Show in Chicago. Meagher,
discussing the "potential bonanza™ of stereo fm sales at the same Chicago meeting, said “Fm
licensees are going to be very reluctant to embark upon stereo without full assurance of full
cooperation from distributors and dealers.”” Cooperation among manufacturers, distributars
and broadcasters is essential, he said, in assuririg the full development of the medium.

Part 2 of u. 5. RADIO™S special report on broadecasting in the

public interest will appear, with emphasis on the news and

NEXT public affairs aspects based on analyses of industry reports

and of questionnaires sent to radio stations. There'll also

be a rundown on seasonal campaigns which move into

MONTH:« radio during the fall and a detailed report from Nation-
wide Insurance Co., which currently is launching an ins

tensive network and spot radio campaign. Complementing

the report on service to the public will be a rundown on

new service for broadcasters: Broadcast Clearing House,
offering automated buying and billing.

U. S. RADIO/August 1961
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RADIO'S REACH o

AM STATIONSON AIR* . . . . . . . . cc.u...ox.., 3,602
FMSTATIONSON AIR* . . . . . o s « w o s w5 +44: ... 889
SETS MANUFACTURED** . . . . .. .. ..-,.... 1,196,949
RADIOSETSINUSE. . « « « « ¢ = « o« -« .... 156,394,000
CAR RADIOS?; . . . . - . . dalthniisl g cw......42600,000
FMSETSINUSEf ... ..-.v..+........+« 15500,000

AM STATIONS ON AIR: The number of am stations on the air at the end of June 1s
3,602, an increase of 12 stations over the previous month. Applications pending total
519, while 155 stations are under construction.

FM STATIONS ON AIR: The total number of fin stations broadcasting at the end of June
number 889, representing an increase of 18 stations over the previous month. There are
69 applications pending and 203 stations under construction.

SETS MANUFACTURED: Total radio output in May is reported at 1,196,949 sets (latest
available figures), a jump of 72,025 sets above the previous month. Auto radios pro-
duced number 408,875, while fm radios number 49,705. Total radio production for the
year-to-date is 5,911,027. Retail sales, excluding auto radios, show a rise of 142,127
sets above the April figure, totaling 745,616. Total set sales for the year through the end
of May are 3,449,834, or 274,365 more than for a comparable period last ycar

SPOT SALES: National spot radio sales for the first quarter of 1961 are estimated at
540,805,000, a decrease of 7.9 percent over the estimated 1960 total of $43,803,000.
Estimnated gross time sales were released by the Station Representatives Association last
month in a report based on compilations of Price Waterhouse Co. Preliminary esti-
mates for the second quarter ending June 30 indicate considerable improvement in na-
tional spot billings, according to Lawrence Webb, managing dircctor, SRA. The esti-

mated time sales are subject 10 revision upon the release of official FCC figures for the
year 1960.

NETWORK SALES: Liggett & Myers Tobacco is the top network advertiser in termms of
total home broadcasts delivered for the four weeks ending June 4, according to A. C.
Nielsen Co.'s latest available figures. L&M delivered 313 broadcasts for a total home de-
livery of 141,091,000 broadcasts. In second place is Chevrolet with 218 broadcasts and a
total of 123,039,000 home broadcasts delivered. Following in third, fourth and ffth
places are R. J. Reynolds Tobacco, Standard Brands Inc. and the Mennen Co. Topping
the list for commercial minutes aired is Chevrolet with 200, and total commiercial minutes
delivered, 106.809,000. Liggett & Myers is sccond with 240 minutes aired and 100,133,-
000 minutes delivered. Standard Brands, Mennen and Pharmaco Inc. follow i thrd,
funth and hfth places. o

Voo, Fe  S“EDA, May  fIAIV esfimate, June 1960, TERAM eslimale, July 1961
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. AMERICAN HOME FOODS

Agency: Young & Rubicam Inc.
New York

Product: CHEF BOY-AR-DEE ITALIAN

FOODS

| Lack of available funds forced the

- agency to switch part of its advertis-
ing budget from television to radio
for Chef Boy-ar-dee Italian foods.
. Schedules, which began in late July,
. have been placed in several major
markets scattered throughout the
country. Some will run through Sep-
tmber and the remainder will con~
tinue until the end of the year. Fre-
| quencies range from 10 to 15 per
week for the minute and 30second.
announcements. Housewife times —

late morning and early afternoon—
' carry the bulk of the commercials.
| Timebuyer 1s Tom Viscardi.

. AZCO

Agency: McCann-Marschalk,
Cleveland

Product: MANURE SPREADERS

A one-month campaign beginning in
the middle of August opens for the
New Idea Farm Equipment divi-
sion’s line of manure spreaders. The
Irive will saturaie rural markets.
Timebuyer is Rosaly Goudek.

(For further information on farm
market buys see Hess & Clark and
]. 1. Case Co.)

[ &

BURLINGTON INDUSTRIES INC.
|

Agency: Donahue & Coe Inc.,
New York

Products sUPFORT 10OSE

The textile manufacturer is expect-
ed to launch a 57-market campaign
n early September for its Suppoft

. 5. RADIO/August 1961
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TIMEBUYS

Hose line. The diive will probably

tun for about nine weeks. Tjime-

buyer is Gerald Melum.

J. |. CASE CO.

Agency: IVestern Advertising.
Racine, Wisc.

Product; FARM 1MPLEMENTS

A seven-week campaign thag began
in early August is grinding out for
the manufacturer of farm equip-
ment. The announcements concen-
trate on selling the company's line
of tractors. Frequencies run about
10 commerciagls per week with rural
markets getting all the business:
Charles Wriglit is the timebuiyer.

CREAM OF WHEAT CORP.
Agency: BBDO, Minneapolis

Produci: cErREAL

In preparation for a fullscale canr
paign in the fall, the cereal maker
has purchased short schedules for
July and August in about 50 mar-
kets. The schedules run from Mon-
day to Friday at the rate of about
five per week. Two to three stations
per market are broadcasting the 20s
and 30s during the day and traffic
times. Timebuyer is Betty Hitch.

1. H. FILBERT, INC.

Agency: Young & Rubicam,
New York

Product: aRS. FILBERT'S MARCARINE

A 12-market eampaign along the
eastern seaboard was launched for
Mrs. Filbert's Margarine in mid-July.
The drive will continue for about
six weeks, using minutes during day-
time hours. Timebuyer is Gene Ca-
1moosa.

i

HESS & CLARK

Agency: Klau-von Pietersom-Dunlap,
Milwaukee

Product: POULTRY AND SWINE FEED
ADDITIVE

Schedules running through the sum-

mer and fall were placed by the ani-

mal products company for its nf-180
feed additive for poultry and swine.
Rural areas with large concentration

ol those animals have received the

schedules. Timebuyer is Ed Ritz.

NATIONWIDE INSURANCE CO.
Agency: Ben Sackheim, New York
Product: AuToMOBILE INSURANCE

The insurance company has moved
{ull force into radio to push its auto
insurance with the bulk of a $350,000
advertising budget earmarked for
237 stations throughout the country.
The campaign began in late July
and will run for abeut two months.
The commercials will stress the re-
sults of a recent survey which showed
that 90 per cent of Nationwide's
more than two million policy-holders
renew their coverage with the com-
pany. Dick Goldsmith Js the rime-
buyer.

REXALL DRUG CO.
Agency: BBDC, Los Angeles

More than 100 markets on the ABC,
CBS, MBS, NBC and Keystone net-
works will carry commercials this
fall as part of Rexall's “‘one-cent
sale” promotion. One of the largest
single promotions in the company’s
history, the “one-cent sale” is one of
five major campaigns planned by
Rexall for the latter half of this year,
No word yet on the company’s radio
plans for the other cmmpaigns.
Continued on page 11,
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CORRECTION

We have read with much interest in
your July issue the article entitled
Radio: Rx For Winter Drug Clients
and note in this article that it has
twice mentioned our use of radio.

We just want to correct one im-
pression, however, for in listing
Chap Stick with other proprietaries
using radio you refer to it as “a truly
wintertime item.”

Chap Stick is also truly a summer
item for those who love the great
outdoors. and for ithe past two
months we have been using NBC's
Monitor to tell them so. This is our
second summer season on Aonilor
and our campaign this vear on that
medium was double that of last
sumimer.

1 just thoughit I would like 10 set
the iecord straight.

EVERETT BOND
Yice Presideni

Chap Stick Co.
Lynchburg, Pa.

TEEN MARKET

Just today, T was looking over the
Jume 1961 issue of 115 rAbio, and
came across an article thae 1 think is
exceptionally good. This article, $10
Billion Teen Market—and Radio
Owns Them, begins on page 35.

I would like very much to have
five tear sheets of this article. In the
cvent this isn’t possible at this late
date, 1 would like very wuch to have
five duplicate capies of the eniire
Mmagazme.

JOHN P. STRENGTH, IR.
KFCR
Ndessa, Tex

10

LETTERS m—

WHY DETROIT LOVES RADIO

Please send us 10 copies of your
June edition of u. s. rRADIO, Or, pre-
ferably, 10 reprints of the article
Wiry Detrojt Loves Radio.

You are doing a good job with
u. s. Rapro. It has become a part of
my regular reading habit

ED CARROLL

President
IPGAD
Gadsden, Ala.

SUMMER RADIO

‘We are very much interested {ii an
article which appeared in the June
issue of u. s. RaDIO beginning on page
45, entitled Summer Radio, Big Auto
Tune-in for Sponsors.

We would appreciate receiying 10
reprints of this article.

J. A. LUCAS

]. A. Lyucas Co.
Los Angeles

PREDICTION

Your objectives are high, but 1 pre-
dict you're going 1o reach and s
Pass them. Lots of luck to you,

CECIL WOODLAND

General Manager

WEJL

Scranion, Pa.

THOUGHTFUL

[ appreciate your thoughtfulness in
seneling me a personal copy of vu. s.
rRanto nider ¢he new format. Con-

gratulations on the continued suc-
cess of your fine publication,

ROBERT W. SARNOFF

Chairman of the Board

National Broadcasting Co.
New York

IN AGREEMENT

I am looking forward to u. s. RADIO's
new emphasis and, as a longtime
subscriber, I wish you much more
success. | am in accord with your
announced policies.

ARCH HARRISON, JR.

Program Director

JWFVA
Fredericksburgy Va,

HGUTS"

I'd like o congratulate yofi [olks on
your “Minow” editorial. It takes a
certain amount of guts to stand up
and be counted these days, and most
of us are content to grumble to our
selves. w. s. RADIO increasingly ap-
pears to be the voice of the industry.

JUD ROBERTS

Manager

KBIN
Roswell, N. Xfex.

$650,000 SUCCESS STORY

Your staff did a fine job on the
article in the June issue, $650,000
Success Story, which we feel exempli-
fies radio’s great bur eften unsung
potential.

G. COMTE
Ceneral Manage?

WTAM]
Milwaukee

U. S. RADIO/August 1961



TIMEBUYS
Continued from page 9

STANDARD BRANDS INC.
Agency: Ted Bates & Co., New York
Prodyct: BLUE BONNET MARGARINE

In the second of a series of radio
tests, a 13-week drive will open for
the spread on August 28. Schedules
have been purchased in 15 major
markets in the southeast. Frequen-
cies for the minute and 30-second ets
range from 50 to 75 per market.
About three or four stations will be
used in each market. Bill Abrams is
the timebuyer.

STANDARD TRIUMPH MOTOR
Agency: DCS&S, New York
Product: MOTOR CARS

A 26-market drive, centering on the
east and west coasts, opened for the
automobile manufacturer in early
August. The schedules, using min-
utes during traffic times, will con-
tinue for about four to eight weeks
Timebuyer is Don Miller.

STERLING DRUG [INC.
GLENBROOK LABORATORY DIVISION

Agency: Dancer-Fitzgerald-Sample
Inc., New York

Product: ENERGINE CLEANING FLUID

A I2-week campaign that began 1n
the middle of July and is expected
to run for about 12 weeks is scour-
ing the country for the cleaning
fluid. A total of 15 markets are in-
volved in the drive. Commercials are
all minutes. Timebuyer s Fred
Ducak.

SUPERMARKETS AND FOOD
RRODUCTS

Agency: Co-Ordinated Marketing
Agency, Inc., New York

A number of supermarkets and food _I

manufacturers, including Safeway,
Daitch-Shopwell, Dugan Brothers
Bakers, Dorman Endicot cheese,
Treat potato chips, Ehlers coffee,
Aunt Millie’s sauces, Joyva Food
Corp. and French-import Bon Bel
cheese, will soon switch to radio in
a saturation campaign along the east
coast. For full details see Foods:
Radio’s $76 Billion Question page
15. ]

U. S. RADIO/August 1961
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THE LEADER IN HOUSTON — 24 HOURS
Affiliated with K-QUE — Houston's
TOP FM STATION
MEMBER OF TEXAS QUADRANGLE
IN HOUSTON, CALL DAVE MORRIS
JAckson 3-2581

THE KATZ AGENCY, inc
National Representatives
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In 1937, a young graduate of
Ohio Wesleyan University
landed a job at NBC as a
page boy. A bass soloist in his
college choir, he wanted to
make singing his career. In
those days NBC had the Page
Boy Quartet, occasionally
heard on the network. He
made the quartet but not the
career. For Robert E. East-
man, 48, now president of
the representative firm bear
ing his name, chose a career
in radio that applied his bass
voice to salesmanship instead.

His rep firm, which represents radio station exclu-
sively, is thriving with 43 busy accounts. It celebrated
its third anniversary in June by moving into newly
decorated offices at One Rockeleller Plaza.

Eastman is as enthusiastic about his company’s
future as he is about the prospects for radio. “Radio
is on the threshold of tremendous growth,” he says.
“In the next five 1o 10 years, spot radio volume may
reach the billion dollar level.”

Eastmim's projection is not a wild guess; it is based
on 21 years of experience in both network and spot
radio sales. He got his start in network,

Three months after joining NBG as a page, he took
au announcers’ andition; but the network gave him a
title—assistant castern local programh manager—and a
sialary—3$25 a week. Eastmaw wok hoth, turning dowp
an offer to sing for $90 a week.

In 1910, NBC Spot Sales tapped him. for a selling
job.  He stayed one year and then, still with NBC,
become the only local salesman for WEAF and WJZ
New York, flagship stations of the Red. and Blue
networ ks,

ABC Spot Sales was formed the following year, and
Lastnnin left NBC to join i sales foree,

Mis Joug term association with uational spot radio
continned the following year, whenn Eastman joined
Jolim Blair & Co.  Fle il risen o exeentive vice

12

ROBERT E. EASTMAN

President, Robert E. Eastman ¢ Co.
YWinner of the August Silver Mike Award

president fn charge of radio for Blair, when, in 1957,
Leonard Goldenson, president of the American Broad-
ing Co., offered him the post of president, American
Radio network.

Back in network with lvs colleagues at ABC, East-
man [fashioned far-reaching plans to reorganize and
vitalize network radio. But that summer their prog-
ress was interrupted and eventually halted by an
ironic, isolated development—the Asiatic flu. ABC,
dependent on revenues from American Broadcasting-
Paramount Theatres Inc., the parent company, was
caught short of funds; the flu scare forced scores of
movie-goers to stay home and theatre revenues
dropped markedly.

In April, 1958, Eastman resigned from the network,
and set to work making some plans of his own. He
transferred his office and installed a business tele-
phone in his home in Waccabue, N.Y. The first tele.
phone call came from Dick Buckley, then president of
WNEW New York. Would Eastman represent his
station? His next call was from John Box Jr., presi-
dent of the Balaban Stations Inc. Would he repre-
sent WIL St. Louis and WRIT Milwaukee?

Eastman gave the requests a week’s thought. His
affirmative answer put him into the radio rep busi-
ness by June 2. He still has the two Balaban stations
among his total of 43, but WNEW last spring an-
nounced it would represent itself direcily to national
advertisers.

Robert Eastman is obviously a man who loves bis
work. A combination of imagination and hard work
has made radio work for him: He is constantly look-
ing for better ways to scll the medium. His most
recent contribution is a radio presentation he plans to
show to decision-makers in agency and client ranks.
He thinks now is the time to break it—with long range
goals in mind. “It is significanl,” says Eastman, “that
there is now a growing awareness among agencies and
advertisers that they have been missing something i
spot radio: they have not understoad its basic appeal
and how 1o use it.” Bt they want to nnderstand and
nse it, he says, and hopes that liis radio presentation
will be as much an educarional force as a selling
implement =
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Radio’s

L 73 v |
billion A — |
Swutch to radie is move of Lester Wolff, I, whose
' - Co-Ordinated Marketing Agency, N'Y., is moving most
of its $8 million food billings to radio from papers. i
q u e S I 0 n At r, Harry Taxon, g.m., Daitch-Shopuwell. ]

Food 1s the Number One retail business in
America. It boomed right on through reces-
ston-ridden 1960 to an all time peak of about
$76 billion in total consumer spending; which
should pass the $78 billion mark by this year’s
end and push right on up to a staggering $105
billion by 1970. :
And food is both a joy and concern to radio. |
The joy arises from the fact that national |
and regional food advertising tops all other
product categories in radio investments
The concern stems from the awareness that _
it still is not enough. Of an estimated $500 |
mllion spent annually by national and re-
glonal food advertisers, television gets about
half, newspapers abotit a quarter, while radio
and magazines share the remaining quarter
—rith radio getting the smaller wedge. It
Is a situation that puzzles not only the radio
industry, but many knowledgeable persons in |
the food business.
Why, they ask, is radio’s economy and
proven reach not being put to betver use by
many food advertisers?
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BOTH PRODUCTS AND STORES
ARE TURNING TO RADIO

Paul S. Willis, r, president of Grocery Manufacturers of America, foresees U. S.
food business of $105 million in 1970. With him is Carl Shaver, president, Inter-
national Supermarkels, with whom he discusses upcoming international food fair.

“Tulk personalities,” both
local and network, are
used by many products in
their radio efforls. Here
Richard Herrle, v, brand
| manager for Nestle
Decaf, talks food 1¢tailing
| with CBS Radio star

‘ Garry Moore.

4

The fault is partly radio’s for too
often concentrating its pitches at
the national advertiser level before
first selling itself to the local food
retailers. The rest of the blame
rests with the advertisers who too
often are torn between an “an-
cestor worship” of newsprint or a
complete surrender to the blandish-
ments of television.

At any event, two recent devel-
opments hopefully point to a better
future for radio in the food adver-
tising field:

e In New York City, an agency
specializing n both supermarkets
and in packaged food products and
which for its 17 years has put most
billing in newspapers, is now switch-
ing the major share of its $8 million
billings to radio.

e In New Haven, a research insti-

tute turned up the rather astonish-

ing fact that children and teenagers
(although they are the chief con-
sumers of the heavily tv-promoted
breakfast cereals) show practically no
awareness of cereals’ value for health
—an indication that television inay
be a little stronger in glamour for
the advertiser than in communica-
dion to the public.

The New York shop that is lead-
ing nine of its food product and
supermarket chain clients into radio
is the Co-Ordinated Marketing
Agency, Inc, of 575 Lexington Ave,
(See first page of this report.)

The move is by no means a
haphazard one; it is based on the
successful results of a series of radio
tests conducted last summer by the
agency iw New ]Jersey, New York
and Connecticut wmarkets. Safeway
Stores, one of the agency’s super-
market chain clients, reports a 20%,
increase in sales volume since it has
goné into radio.

The other Co-Ordinated Markes-
ing food clients who are about to
join Safeway in saturation radio
along the East coast are Dugan
Brothers Bakers, Daitch-Shopwell
supermarkets, Dorman  Endicot
cheese, Treat potato chips, Ehlers
coffee, Aunt Millie's sauces, Joyva
Food Corp. and French-impart Bon
Bel cheese.

Behind the switch to radio is the
conviction (and the proof) that
image-stressing 1s the key to success
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in the highly competitive food busi-
ness. Radio will be used for insti-
tutional advertising to build the
food product and store images; only
the pricing data will be left to the
newspapers.

“Standing out from the crowd;”
says Lester L. Wolff, president of
Co-Ordinated Marketing, “is becom-
ing the prime objective of the food
industries. Competition is keener
than ever at the retail level. As a
result, price differentials are less
pronounced. One store is cheaper
today, another tomorrow. But there
is no significant difference in most
cases..

“To bring in business today,” says
Wolff, “a food outlet must rely
heavily on its service personality, on
the positive attitudes which a patron
has towards it. Our tests last sum-
mer showed that local radio spots
provide the best results for super:
markets.”

Since supermarkets are the prime
outlets for all food products (over
609, of all food sales are accounted.
for at supermarkets), it follows that
the advertising medium which best
serves the supermarket also serves
the food manufacturer most profit-
ably.

Wolff, who in addition to heading
the agency also is consultant 1o 4
string of retail food and drug con-
cerns in the New York area doing
over $1 billion a year, believes radio
will soon become the primary medi-
um. for food retailers and for food
manufacturers who are building a
company image. He points to radio’s
low cost per contact, its selected
(housewife) audience, its frequency
and flexibility, and the special ad-
vantages it offers retailers and food
packagers in using local radio per:
sonalities as food salesmen.

On the food front, radio has dce
quired a valuable ally in Wolfl and
his Co-Ordinated Marketing Agency.
His merchandising staff of nine men
under Manager Nat Argento all are
out of the retail food industry. Ar-
gento himself js a former food store
manager.

In addition to heading the agency,
Wolff, who was once a newspaper-
man, vaudeville entertainer and a
camouflage expert during World
Wor 11, is executive director of the
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RADIO'S FOOD $ POTENTIAL RISES
SHARPLY WITH FOOD CONSUMPTION

$105
BILLION

$41.5
BILLION

e

50 ‘55 59 ‘60 61 ‘65 70

Relail dollars spent on food in the U.S. ate expected 1o more tha_n double tn
the two decades between 1950 and 1970, Grocery Mfgrs. of A.merzca analyses
show. Now $78 billion, sales might peak at $105 billion in nine years.

105

95

75

65

55

45
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5,000-memmber New York Conference
of Retail Grocers, marketing consul-
tant to such supermarket chains as
Associaied Food Siores, Pioneer,
Sunrise, Grand Umion, Kings, Ein-
horn's, Fairmon!, Kollners, Dilbert
Brothers, Daitch-Shopwell, as well as
consultant to N.Y. State Food Mer.
chants Assoc, N.Y. State Pharma-
ceutical Assoc.,, NBC and CBS.
Commercial copy now in the
works for the various Co-Ordinated
Marketing clients is soft sell, aimed
at boosting store traffic and making
both products and stores attractive
to listening housewives. Both ets
and live copy will be used; and an-
npouncements range in length from
10 seconds to minutes. They will
run weekends as well as week days
with probable heavying up on

Thursdays and Fridays for end-of-
the-week shopping.

The suspicion that money tan't
buy everything when it comes to
food advertising was raised by the
New Haven study of children’s and

teenagers’ attitudes concerning their
knowledge of and the value they
place on various foods.

The study is by the John Slade
Ely Center for Health Education
Research, Inc., a non-profit and non-~
partisan. organization which con-~
ducts research into the public's prac-
tces and attitudes regarding health.
Associated with the Ely Center is
Better Broadcast Bureau, Inc., of
New York, which is able 1o direct
some of the organization's findings,
especially in the mass-consumed food
and drug areas, to the top echelon of
American corporations and adver-
tisers.

In this latest study, the Ely Center
found that the mass media approach
of many of the country’s largest food
companies apparently is not doing
the intended job, despite the lavish
expenditure of ad funds on highly
expensive media. In such heavily
iv-promoted items as cereals, the
largest group of consumers—child-
ren and teenagers—recorded negligi-

ble awareness of their wvalue for
health.

When queried on what foods they
considered important for “health,
strength and mental ability,” teen
agers showed only fractional aware-
ness of cereals, while children
showed virtually none. Categories
such as meafs, milk and vegetables
accumulated heavy response.

At present, the Better Broadcast
Bureau has placed the findings in
the hands of a major food advertiser
logether with a proposal on how
radio can become an integral part of
the total advertising strategy and
lrelp establisli the necessary aware-
ness.

“Many major food advertisers are
learning that the glamour of tv pro-
graming, the eye-appeal of a print
color spread can be matched by the
productivity of a well-conceived,
comprehensive radio campaign,” says
Clifford ]. Barborka, Jr., president
of BBB.

Continued on page 48

RADIO AND CCA MOVE

CARLOADS OF FOOD

ABOUT 175 local grocerles across the coun-
try along with scores of national food manu-
lacturers have experienced dramatic proof of
radio’s potency as a food-seller during the past
six years of an advertising-merchandising cam-
paign called Community Club Awards. i

One 13-week cainpaign last fall, for exam-
ple, on WGBS Miami, heaped up a “proof-of-
purchase” pile that included: 72,897 Wise
potato chip bags, 1,051,468 Coca-Cola bottle
caps, 20,081 Orange Blossom fruit juice con-
tainers, 71,232 Velda Dairies milk cartons, and
$3.347,837 in Food Fair supermarket cash reg-
ister tapes.

Another CCA campaign last April on
WMHL Marshall, Miun, resulied in an im-
pressive mountain ol “golden garbage™ worth
$7,961,690 belore it became garbage, included
wver 50,000 Pepsi-CoJa bottle caps and -10.000

Continued on page 48
Proof-of-purchase test shows \Villiaws port, Pa.,
cubwonien checking mles of
grocery tapes and emptics to WP in com peting
for Cammunily Club Awards.
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U. S. RADIO study shows striking contrast !!
with NAB survey of 1958 on how, and how
many, radio stations are now editorializing.

e

Part } 8 3 tenopt sorwrs 44 208 Camg e UpKRS 11 ST Ihynkmg

O THE-MIR EDITORIALUZING Pord (a0t $7E bidsr queton
Wey Reyn) FOrw iy 3 sbant 1poeece

brosccastang w1 tne Dublic Tsrent

THE editors of u.s. RADIO have just completed what looks like a
most significant sampling of radio station editorializing.

Three years ago, at the 1958 Fall Conferences, the NAB asked
stations to fill out a qusstionnaire inclicating if they were editorial-
izing regularly.

PART { OF A There were 46 replies in the affirmative, and of these stations by

TWO-PART far the greatest majority had been editorializing for more than a
year.

FEATURE ON Recently, with the co-operation of leading station representative

RADIO'S PUBLIC t firms, u.s. RADIO queried a sample of comparable size (62 stations)

and found that 659%, had begun editorializing since 1958.
SERVICE IN In other words, there seems to be a rapid step-up in the rate 4t
1961 | which stations are undertaking editorializing responsibilities—a

fact which should encourage both the NAB and the FCC, which
have long urged this development.

Of the 62 stations in the u.s. RADIO satfiiple (see box on page 20)
80 indicated that they were now editorializing regularly, 32 oc-
casionally.
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There are 21 who say they began
editorializing in either 1960 or 1961.

But such statistics, hawever com-
forting, do not begin to measure the
vitality of the editorializing move-
ment.

Responses to a U.S. RADIO question
on the subjects of “your last three
editorials” brought an astonishing
variety of answers, ranging across
such a broad scope as: behavior of
Americans in Mexico, volcano erup-
tion in Hawaii, whether beer should
be sold in grocery stores, the first

dalism (WWDC Washington), a
local bond issue for Houston
(KNUZ Houston), Criminal Court
relocation (WBBM Chicago), police
and weapons (WKRC Cincinnati),
the Manhattan power failure (WCBS
New York), the reorganization of the
city's government (KQBY San Fran-
cisco) .

State and regional problems which
command broadcaster attention in-
cluded such diverse subjects as State
Commission for Albany Rehabilita-
tion (WTRY Albany-Schenectadys

Most radio editorials concern local issues

Local or state politics and issues

23

Local civic issues

21

Federal government, politics and policies

17

Traffic, driving, pérking, automotive safety

15

Young people, education, schools

12

Health
Recreation

— ——— — ——

11
11

Business corditions, issues

International subjects, issues 8

Ethics

5

Farming

4

Acrording to replies sent lo U.s. RADIO in @ recent questionnaire, 499 of currenl
radio editorials are concerned with local issues, and 169, with regional and state
problems. An analysis of 136 editorials picked at random showed this breakdown,

-

space shot, putting ‘'vacant store
windows to work,” federal aid to
education, and the depressed look of
down-town areas,

A breakdown of subjects showed
that roughly 49%, were concerned
with local issues, 16%, with regional
or state issues, angl 35%, with nation-
al issues.

Local subjects on which broad-
casters took editorial sides included
such topics as: the Lake Washing-
ton Bridge (KOL Scattle), city zon-
ing (KYW Cleveland), school van-

18
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‘Troy), unemployment (KMOX St
Louis), the Indiana legislature
(WXLW Indianapolis), an amend-
ment to the Texas Constitution
(KONO San Antonio) and narcotics
laws (KTLN Denver).

Ou the national scene, four sta.
tions sent in editorials on the recent
Tractors for Freedom movement
{KRAK Sacramento, WICC Fair-
field, WOAI San Antonio and
KRUX Phoenix) .

The post-war refationship between
Germany and Israel was the subject

of editorials on a number of stations
including WMCA New York and
WJTN Jamestown, N.Y. Commu-
nism was discussed on \WDOK Cle-
veland and KQBY Sai Francisco as
well as on many more.

Among more general subjects,
broadcasting’s equal time contro-
versy got editorial treatment on
KCBS San Francisco and on WWDC
Washington, among others. WDSU
New Orleans discussed violence on
tv, and WKRC Cincinnati spoke
against pacifists. WPBC Minneap-
olis took up the Berhin issue:

Typical of the diversity of ap-
proaches which even stations rela-
tively new at editorializing are now
using is the report from WSPD
Toledo.

WSPD began its editorials on Jan-
nary 2, running them once weekly
for the first six months of the year,
and stepping up its schedule to five
iveekly on July 3.

Its last three editorial subjects
have been (1) The need for indus-
trial development of the Greater To-
ledo Area; (2) controversy between
a State legislator and a Toledo hos-
pital over an. addition to the hos-
pital; (8) the need for better candi-
daies to file in the upcoming City
Council election.

WSPD's Managing Director Reg-
gie Martin writes: “We regard our
editorializing as one of the finest
moves we have ever made. Public
reaction has been enthusiastically
and overwhelmingly favorable.”

Among the editorializing veterans,
WJAG Norfolk, Nebraska believes
it may have broadcast the first radio
editorials on the air in 1922, and
after 89 years is still going strong.

Its most recent editorials included
these subjects: (1) freedom isn't
fiee (4th of July); (2) the pros and
cons of the 23rd amendment: (3)
don't condemn broadcasting for the
personal shortcomings of a few en-
tertainers.

As to editorializing results. WTVN
Columbus reports that a single edi-
torial which raw five times on one
day only, and branded the Tractors
for Prisoners decal as "blackmail.”
drew 10,045 letters from listeners.

Sonie broadcasters such as Dick
Gilbert, KYND Tempe, Ariz.. have
a record of editorializing which goes
back many years and covers many
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stations. Gilbert claims such experi-
ence at WHN New York (now
WMGM), KTYL Mesa (now KBUZ),
and KPOK Scottsdale, Arniz.

Typical of stations which have ve-
cently joined the rush to editorial-
izing are WSVA. Harrison, Va., and
WFBM Indianapolis, who have re-
ported to u.s. rRavio that their edi-
torial schedules were beginning in
August.

At a majority of stations, editorials
are delivered in person by the station
manager or owner.

But this is by no means a universal
custom. WPBC Minneapolis, for ex-
ample, says that its efforts “have
taken many forms.” For a year and
a half WPBC had a full ume com-
mentator whose sole function was to
write three or four editorials a day
on “any and all pertinent issues.”

In addition, station President Wil-
liam V. Stewart has been on the air
for 10 years with a 1 to 1:30 p.m.
Scrapbook program in which he has
broadcast. editorial opinions. The
station news editor, Bob Bradley,
also editorializes “as the interest de-
mands’’ on specific local, national or
international issues. And Mrs. Beck
Ann Stewart presents in One Wom-
an’s Viewpoint a series of one-minute
statements on her own views.

WPBC also broadcasts via tele-
phone recording opinions of listen-
ers, and many stations go out of their
way to present opposing viewpoints
to those of station management.

One such example of this was the
recent appearance on WBBM Chi-
cago of Mrs. Margaret Mahoney,
representing the United Property
Group, to answer an editorial by
General Manager E. H. Shomo on a
proposed Garfield Park site. All
CBS-owned stations make a policy
of encouraging on-the-air rebuttal
for their editorials.

The fact that alert radio station
managements are not hesitating to
take vigorous editorial sides in bit-
ter community battles was born out
by an incident last month in Miami.
WAME seized on the firing of City
Manager Melvin Reese, as an ex-
ample of City Commission efficiency,
and blasted the commissioners with
10 editorials a day, calling them
guilty of “political railroading” and
“power politics of the worst sort.”
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A few of the many
broadcasters who
editorialize regularly

R. Peter Straus, WMCA
New York Cuty

E. H. Shomo, WBBM Chieago

.S:imon Goldman, WJTN
Jamestown, N.Y.

Manny Slater, KRAK
Stockton, Cal.

Literally hundreds of thoughtful and
responsible radio statipn operators
are now editorializing on a regular
basis. Shown here are four who were
selected only to illustrate that radio
editorializing is vigorously pursued at
the top management level in both
large and small cities, and by both
network and independent stations.
Some stations have been editorializing
since the early 1920s.
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Interestingly enough, a Miami tv
outlet, WTV] also carried editorials
on the Commission fight but, accord-
ing to the Aiami News, “WAME
took a stand on the Reese issue so
firm that WTV]J's much acclaimed
editorials sounded like tentative
whispers in comparison.”

Among ‘radio broadcasters noted
for the vigor of their editorial views,
few have received such nationwide
publicity as Peter Straus, president
of WMCA New York, who is pur-
suing the same active editorializing
policy instituted by his (father,
Nathan Straus. WMCA provoked

a storm of both praise and hostile
comment in the last presidential
election when it came out editorially
for John F. Kennedy.

Such ncidents, unthinkable as
short a time ago as 1946, are dra-
matic episodes in 2 movement which,
according to reports received by us.

A SAMPLE OF U.S. RADIO STATIONS WHICH ARE NOW

Recently, when U.s, RADIO with the help of leading station representative firms sampled a cross-
section of stations on the subject of editorializing, it found that more than half had begun to air

CALL LETTERS & CITY

REGULAR

OCCASIONAL

YEAR BEGUN.

KENS San Antonio, Texas

1959

KFOR Lincoln, Neb.

L}

1960

KFYO Lubbock, Texas

1959

KGCMB Honolulu, Hawait

1961

KGMC Denver, Colo.

1958

KGMI Bellingham, Wash,

KMO Tacoma, Wash.

KNGS Hanford, Calif.

KNUZ Houston, Texas

KOL Seattle, 1Vash.

L

KONO San Antonio, Texas

KOTE Fergus Falls, Minn.
KRVN Lexington, Neb.

KTUC Tucson, Ariz.

KVFO Ft. Dodge, lowa

KVEC San Luis Obispo, Calif.

KVWO Cheyenne, Wyo.

—_RWNO Winona, Minn.
KXO El Centro, Calif.
KXXX Colby, Kan.

KYND Tempe, Ariz.

WACO Waco, Texas
WADK Newport, R.1.
WAZL Hazclton, Pa.
WBOF‘V{;girT:T Beach, Va.
WCAO Baltimore, Md.
WCAW Charieston, . Va.
WCHS Charleston, V. Va.
WCSC Charleston, §.C.
WDAE Tampa, Fla.
WDRC Hartford, Caonn.

20
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RADIO, Is gaining power, momentun,
depth, courage, and supporters every
day.

Pennsylvania Gov. David L. Law-
rence. speaking last month at a festi-
val lield by station WBCB, Levit-
town, Pa., voiced, the opinion about
editorializing wlhich, is beld by most

responsible industry leaders: “We
are approaching a new epoch in
American broadcasting. The days
when a radio station was supposed
to keep its hands off community af-
fairs and maintain a discreet silence
on controversial issues are passing
from the scene.

“l1 am grateful for their demise,
for they caused far too many valua-
ble communications outlets to muz-
zle themselves and drown in the
clatter of musical fads and gimmicks.
The radio station of today has
awakened to new vesponsibilities. 1t
has a new sense of direction.” ]

EDITORIALIZING SHOWS THAT MANY BEGAN IN '60—'61

editorials in the past two years. This partial list of stations—uwith starting dates—shows the grow-

ing movement which has FCC, NAB backing. Frequency is shown,

CALL LETTERS & CITY REGULAR OCCASIONAL YEAR BEGUN
WDOK Cleveland, O. Q 1957
WEAQ Eau Claire, Wis. — N 1960
WEMP Milwaukee, Wis. R o 1960
WEDF Flint, Mich. N e 1960
WEYI Mineola, N.Y. v o '
WGHQ Saugerties, N.Y. - " o o
WHIM Providence, R.1. - ® o - 1960
WHIT New Bern, N.C. o N 1961 -3
WIKY Evansville, Ind. : 1960
WITH Baltimore, Md. 7 o 1959
WIZZ Streator, 1l. o - o : 1958
WIJAG Norfolk, Neb. B : 1922
WHKAN Kankakee, 11} — x ~ I 1960
WKRE Cincinnati, O, o T 1958
WKST New Castle, Pa. . L 1961
WLAC Nashuille, Tenn. ¢ 1946
WLOS Asheville, N.C. - ) 1961
WLSM Louisville, Miss. . 1960
WMAL Washington, D.C. . 1960
WMAX Grand Rapids, Mich. . g 1953
WOCB Cape Cod, Mass. . 1958
WOOD Grand Rapids, Mich. o - 1961
WPBC Minneapolis, Minn, . 1959
WRRR Rockford, Iil. - . 1956
W§OTCImrlou-c, N.C. - 1961
WSPD Toledo, O. e i s 1961
WTCM Traverse City, Mich. . . 1959
WTVN Columbus, 0. . 1961
WVAM Altoona, Pa. o R ) 1959
WVIP Mt. Kisco, N.Y. 3 " 1957

WWIL Ft. Lauderdale, Fla.
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WHAT JOE CULLIGAN
THINKS OF RADIO TODAY

A praofile of the man who, after 10 years in tv,
made network radio an exciting advertising medium;
what agency man Culligan sees in radio’s future

IF you accept the opinion of a man’s business friends who know him well,
Matthew Joseph Culligan is perhaps the closest 2 man can come to being a
broadcasting legend.

It's not unusual for entertainers to wear legendary gatb in the eyes of their
audiences; it's samething else again when a behind-the-scenes man can achieve
this rapport with his business associates. A close friend has called Culligan
“the most magnetic man in the business.”

Perhaps it was this personal magnetism that drew Marion Harper Jr.,
president of Interpublic to offer Culligan jobs, as Harper publicly stated,
“over scveral years.”

Culligan and Harper finally got together in April 1960 when Joe’s
conlract as exccutive vice president of the NBC Radio network expired.

He left that post to become a director and general corporate executive for
Interpublic (the parent company of McCann-Erickson Inc., New York).
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The Cuiligans at home prefer out-of-doors life, here perch atop the family's
jungle gym. From left to vight are: Joe, his daughter Eileen, son Kerry, daugh-
ters Cavolyn and Susan, and his wife, Doris, an accomplished equestrienne.

Culligan tntrodueed programs like Life and the World, which combined maga-
ine-radio journalism, te pep up NBC Radio in 1957, [le discusses il here
wth Andrew Heshell, Tone Die, bl dinin, and Robert Sarnoff, NBC bd. chmn,

24

What has made Joe Culligan the
kind of man who is worthy of tliis
persistent bidding?

One of Joe's closest associates In
the NBC days has said that Joe Cul-
ligan has three assets thag make him
a great executive. ‘‘First, Joe has
amazing energy. He never let any-
thing stand still in his lile. Second,
he has a phenomenal ability to sell
and administer, Third, and perhaps
most important, Joe has an infinite
capacity [or getting along with
others.”

Robert Sarnoff, president ol tire
National Broadcasting Co., was im-
pressed with the Culligan touch, too
in 1956 when he asked him to take
the. NBC radio helm and steer in a
new divection. Culligan had already
been with NBC since 1950, but had
put all of his boundless energy into
promotion and sales management
for the television network.

His first job at the network demnon-
strated his ability to take a foser amd
make it win. He was hired as a spe-
cialist for Teday, an NBC property
that had the potential ol a great
show, but was collapsing financially.
Culligan, the master promoter and
salesman, restyled the sales approach
into a lormat that has been success-
ful for more than 10 years.

With Today back on, its [eet, the
network decided to wy the same [or-
mat for late eyening and put Culli-
gan to work on the Tonight show.

Culligan’s next job was o develop
a variation of these techniques [or
the day-tine Home show stawring
Arlene Francis.

His success as a sales amd promo-
tion expert for these programs led
NBC 1o install him as national sales
manager for the NBC television net-
work, and eventually, vice president
for sales, NBC tclevision.

By 1956, then, Joe Culligan had
risen to a post ol high command in
television, the most glaniorous medi-
win in America. Television network
billings in that year reached 3367
million: network radio hit a low of
$15 mullion.

Why, then. i the face of televi-
stan’s prosperity and glumouwr. did a
man like Joe Culligan move o néi-

Contisteed an page 43
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Radio’s destiny:
creative consideration |
not ratings |

Cliff Barborka of Better Broadcast Bureau

outlines what's wrong with radio’s numbers game

By Clifford J. Barborka

RADIO’s fight to free itself from the present strait
jacket in national billings has to be based. on one under-
lying preinise.

Radio must be creatzvely considered and not overly re-
searched.

C. F. Kettering, the genius of General Motors and one
of the most maginative industrialists of our time, stated
it clearly when he said: “All research is simply finding
out what’s wrong with a thing, then fixing it.”

Radio’s battle to move its national sales curve from the
horisontal to the vertical has not been becausé of an in-
Irerent weakness in the medium’s selling strength. But
radio has allowed other media to do the complete selling
job, while it concerns itself with half the sales cffort.

There are basically two halves to the selling task of
any medium.

Que of radio’s most vocal proponents and hardes?
lutting salesmen is Cliff Barborka, who two
months ago formed the new Better Broadcast
Bureau jn New York after nine years as a radio
sales executive with the John Blair station
representation. firm. His most recent post
there: v.p. for creative and marketing serv-
ices. He's worked for Lever's Pepsodeni
division, as a sales consultant for the B. F.
Bills Co., Northwestern Univeisity instruc
tor in salesinanship and as an account
cxecutive at NBC Spot Sales in Chicago.




WHAT RATINGS
CAN po

They provide a measure of how effec-
tive a station 1is, programing in various
time periods and whether a personality is

doing the intended job

They can prouvide a barometer for the
rise and fall of certain program types by
indicating trends of acceptance.

T hey can set up warning signs for sales

problems.

‘The first and most imporfant con-
sists of creating excitement and
strong interest for the medium
through the development of an. idea.

The second half concerns itself
with the justification of rhat origi-
nal idea by analyzing cost, reath,
frequency and other chiefly numeri-
cal evaluations.

What radio must do—because fjts
major media competitors are doing
it or having it done for them by
agencies—is to create dramatic inter-
est for a campaign through “sound”
selling copy, a marketing plan 1ak-
ing into consideration radio’s ability
to sell a specific product and a me-
dia plan designed to reach the ad-
vertiser's prime purchasers.

Radio for too long has been sell-
ing itself solely on the basis of num-
bers.

Alone among major media, radio
has substituted the system for the
purpose.

Much like the science fiction
stories of the runaway automatic
brain that suddenly exercises suze-
rainty (sovereignty) over its opera-
tors, radio is all oo often in the
position where the numbers or rat-
ings system—originally intended as
a management (ool and guide—has
become more important than what
the medium stands for and conveys.

The rating services themselves are
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WHAT RATINGS |

CAN'T po

Numbers are not a substitute for pro-
graming or selling.

They will not help establish community
1dentification.

They will not establish listener and ad-

vertiser loyalty.

They will not help create the wecessary
station sound image that influences and
produces sales at the retail counter.

They are not a substitute for image-

building promotion.

cogmzant of this. Leaders of these
services would be the first to agree—
the use of ratings has been misdi-
rected.

It is interesting to obsérve that 'n
its numbers dilemma, radio bears
one of its very few similarities to tv.

Lets set up a compact balance
sheet: The assets and liabilities of
numbers.

Numbers have a most important
place in radio management. And by
this we mean both sales and pro-
graming. Numbers provide a meas-
ure of how effectively a station s
programing in various time periods
and/or whether a particular person-
ality i1s doing the intended job.

Numbers can provide an impor-
tant barometer for the rise and fall
of certain types of programing by
indicating trends of acceptance. This
type of program f[orecasting fis an
imaluable tool in any alert opera:
{ion.

Numbers can also set up warning
signs for sales problems ahead in
certain time periods and segments.

However, numbers are not a sub-
stitute for programing or selling.
Numbers do not communicate in-
formation, entertainment, service,
music, or commercials to listeners.
Numbers are also not a substitute
for image-building promotion.

Nuwmnbers will not help establish

community identification and they
will not help create the necessary
station sound image that influences
and produces sales at the retail
counter. Numbers will not establish
listener and advertiser loyalty, that
great intangible that creates aware-
ness and moves people to buy.

The true value of national spot
radio advertising lies in its consider-
ation as a medium of communica-
tion—its ability to reach people, its
ability to influence and to produce
impressions.

The future of radio is unlimited.
The movement of spot billings be-
yond its present level of $190 million
—to $300 million or $500 million—
can be achieved. But only by putting
the horse in front of the cart. Re-
search or numbers should be used in
support of the basic sales argument,
but it should not be substituted for
imaginative, aggressive selling of
radio values.

What can be rlone to bring about
these changes as the medium digs in
for the challenge of the future?

For one thing, otr Canadian
broadcast brothers have a much
more precise deflinition of spot ra-
dio. Thev call it selective radio.

National spot radio should be
looked upon as a dynamic, local force
that can be selectively purchased by
national clicits according to desired
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geographic location, marketing and
promaotion cbjectives,

It is, in essence, the national pin-
point on fhe marketing director’s
map.

Radio is the only mass medium
that comes closest to being all things
to all advertisers—its great value is
its ability to target the broad range
of consumers —the many different
publics that make up the American
complex.

From a national advertiser’s point
of view, this adds up to a selective
medium—selective radio.

Here's what national spot can do
1o free itself from the status quo:

L It must assume the creative
initiative.

2. It must evaluate the marketing
problems of advertisers in the
light of radio’s ability to aid in
solving these problems.

3. These marketing objectives
must be related to a media plan
that suggests the frequency,
geographic areas and time pe-
riods.

4. Radio copy plans can be devel-
oped that are consistent and
in harmony with the total ad-
vertising objective.

5. Tailor-made plans must be
evolved to stimulate and excite
advertisers and agencies over
the use of the sound medium.

Alert spot radio selling capitalizes
on all areas of knowledge and ex-
periences.

Radio must key this knowledge
and experience to the needs of in-
dividual advertisers. Radio has con-
cerned itself for too long with its
own problem rather than the adver-
tiser's problem.

The medium no longer needs
time selling, it needs idea selling.

What happens when an art director
creates a rich fourcolor design for
ar ad or a dramatic gatefold cover?
The idea stimulates and excites. The
major part of the budget now has to
be in the magazines. The people in
charge of the “numbers” are then
called in to see if the buy is in the
broad area of practicability.

The idea comes first and then che
numerical justification.

In tv, a special variety or dramatic
show is called to the client’s atten-
tion either by the agency or the mex
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dia seliers. Sometimes, instead of
programing, it's a commercial with
a special humorous twist or new ani-
mation technique. In either case,
the ideas command attention; im-
agination is allowed to expand.

The cost-per-thousand, reach, im-
pressions are then checked merely
to justify whether the program or
the spot campaign is practical or
not,

Again, the idea came first.

In newspapers, we've recently seen
a case where dramatic use of pic-
tures, headlines and dominant space
placed a major oil company’s total
budget in this print medium.

What came first? The spectacular
strategy for employment of news-
papers in this dramatic way? Or the
numbers?

But radio, alone among ifs com-
petitors, has been trying to sell itself

standing on one leg.

It fights hard for the national dol-
lar, but it does it primarily through
“numbers” selling, abdicating half
of the total media selling job.

If agencies won'’t create the excite-
ment for the medium, then let the
medium create the excitement for
the agencies.

National spot radio is selling a
penetrating, local medium that in-
trudes on and pervades the market
place. It is one of the basic aids to
the missionary salesmen concerned
with the point-of-purchase sale of
the great mass consumed items.

But radio must make its own op-
portunity.

Spot radio can be either major or
minor advertising strategy, depend-
ing on the company, product and
advertising goals,

If given creative consideration, it
can. force a marketing explosion. B

New gloss on radio’s creativity is provided by BBB poriable sales tool, a new
presentation in which company execulives make maximum use of sound to sell
radio concepts. BBB Pres. Cliff Barborka | checks device with Esther Rauch, v.p.
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Late last month, a distinguished
media man in agency circles and a
respected one in Chicago, specifically,
was asked to address the Quality
Radio Group on radio matters of
mulual concern. He is Blair Vedder
Jr., vice president and media divec-
tor of Needham, Louis & Brorby.
Some extracts from his thoughtful
appraisal are Yeprinted here.

VEDDER’S “assignment” was to
give impressions about *what may
be wrong with radio today” and
what areas he feels could perhaps be
improved. He sees radio’s crucial
issues centering in four areas:

L. The technical problem. of seil-
ing and scheduling commercial
time in radio;

2. The manner t which radio is
imeasured today;

3, The attitude of station owners
and managers toward their

MEDIA MAN ASKS 5., The sature of present sadi

programing and its potential.
He develops his thinking along

cach of these major areas, “attempt- |

S HAR P E N I N G O F FO U R ing to outline the main problems in |
each and to suggest at least ane pos-
sible solution.”

1. Scheduling time: “The rate
structures of many stations are far

too complex, which wmakes every
minor change in a schedule a major

i ia di . job for agency clerical people and
Blair Vedder JI’., i and media drreCtor of huyers to unravel and reconcile so
Needham, Louis & Brorby, Chicago, tries to clarify that what we pay you agrees with

awhat you say we owe you.”

He asks for raie simplification, so
that “a minor shift in a commercial's
position will not cause a complete
revamping of schedule costs,” and B
suggests also that it might be pos-
sible “to greatly reduce or completely
climinate some of the so-catled flexi-
bilities in the rate siructure.”

radio’s problems before station group
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He also thinks “there is great
danger that the afhdavit system of-
fering proof of performance is fast
losing acceptance,” because stations
are “too casual.” He suggests con-
sideration for “establishment of an
mmdustry-wide service to audit, cost
to be shared by stations, representa.
tves, agencies and possibly clients,
each paying in relation to his ex-
penditures in or income from the
medium."”

Vedder, referring to barter radio,
called it “a surprisingly prevalent
practice in your industry which
should not be permitted to continue
in its present form. ‘Can any of you
tell me,” he asked, “why an adver-
tiser who shows his confidence in
radio and in a station by buying
time at the full rate should be dis-
criminated against in favor of a
sharpie who would only use the
medium if he was given the time
and the transmitter was thrown in to
boot?> There is a shocking break-
down of ethicsin such shenanigans.”

2. Radio measurements: “We be-
lieve current measurements of radio
audiences are inadequate to the na-
ture and dimensions of the radio
universe today. We are not satisfied
with validity of existing measures of
out-of-home listening, particularly
in automobiles.”

He urged more research “on the
manner in which people listen, their
attitudes to radio, the effect of mul-
tiple spotting on thelr perception of
a commercial—offering these as some
ultimates in aucdience measurement
and not as a first order of business.”

3. and 4. Attitude and program-
ing.

Vedder charged he “senses a de-
fensiveness about radio on the part
of station owners and salesmen
which is simply not justified. There's
too much talk of radio as a supple-
mentary medium, primarily to tv,"

Radio, he asserts, “is and ahfays
has been far tnore than a tv set with-
out a picture tube and has no more
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to do with tv than with skywriting.
Radio has become the step-child of
tv, and the common ownership of
tv and radio stations may be making
it much more difficult for radio to
overcome this complex. Radio has
and can still persuade peoples’ ideas
and attitudes in a way unique to
itself.”

What can radio still do? Vedder
gives some answers: “It has the abil-
ity to create a memorable image
through words alone; it can transmit
an idea in an intimate, personal way,
relying on the listener’s imagination
to create his own picture, and this
picture can often be more powerful
than one actually seen.”

He credits Mike Nichols and
Elaine May, Bob Newhart, Bob and
Ray and Stan Freberg as “masters of
the image picture,” and cited “im-
agery through words alone” as being
used successfully by such advertisers
as Spry, Ac'cent, Chun King. *“No
other medium is able to achieve
quite the same level of iimagery that
these examples represent. People
listened to radio 10 years ago and
radio deeply stirred their imagina-
tions. They still listen, but I wonder
if the sounds they hear are quite as
stirring, and, consequently, I wonder
if they listen as well.”

As for programing, Blair Vedder
is “disturbed” by three things: “the
aparent unwillingness on the part of
stations to freely experiment with
new programs and techniques; the
tendency of stations to imitate each
other; the failure to make people
listen.”

He says “rdadio today is largely a
musicnews medium. Both music and
news have an important place in
radio. Their appeal is broad, bue
they are not the only sounds to
which people will listen. And music
does not necessarily create listeners;
sometimes it, does little more than
fill silence.

“We have watched with some con-
cern and amazement the mereoric

rise iu audience popularity of sta-
tions programing the top 40 tunes
to the virtual exclusion of everything
else. What disturbs us is not that
such programing appeals to a sub-
stantial part of the listening audi-
ence but that one success with this
type of programing has immediately
led to two, three or a half-dozen imi-
tators in the same market to the
same [oimat, each with a bigger echo
chamber, louder sirens, intrusive, un-
intelligible and—sometimes—insult
ing announcers.

“Such programing has a place on
the dial but it should not be all over
your dial.”

In his view, “there is a real need
for experimentation an what could
be called listener programing. The
presentation of new, distinctive, ver-
bal techniques in draima, comedy,
satire, discussion, is so rare I'm not
aware of it."”

And this programing, he suggests,
should be aired at times when all the
family can hear it. Later, if it suc
ceeds, it could be switched to the
times of radio’s “doldrums.” Vedder
also sanctioned the suggestion of
Gov. LeRoy Collins, NAB president,
who urged broadcasters to take a
more active interest in community
life and to reflect this in their pro-
gram schedules.

Savs Vedder: “Tlis means edi-
torializing (see 1961 Editorializing,
page 17). and must be done through
qualified, mature commentators:
must be fair, factual, complete andl
candid.”

And if editorializing is done, says
Vedder, “it will require the full par-
ticipation of the station’s manage-
ment and cannot be left to conti-
nuity writers and staff announcers.”

His conclusion: “I believe radio Is
a tremendously powerful means of
communication with grear masses of
people, but much remains to be done
to develop the potential that is in-
herent in it.” L]
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CAN A SPONSOR BE SILENT AND SELL?

Yes, says Keyes Fibre, which choases to eliminate all

selling commercials on its 14-year-old commentary program

Fourteen ‘years ago, on a iy sta-
tion in central Maine, an experi-
ment was tried that went one step
beyond the soft sell. It was the
silent sell.

The Keyes Fibre Co. of Water-
ville, Maine, a manufacturer of
paper products, was in the market
for a vehicle that would boost its
status with the local community.
The company turned to radio, but
added an unusual twist: it decided
to sponsor a program without com-
mercials. |

i

The program turned out to be a
gold mine in the heart of the Maine
lumber country. It is now New
England’s longest running show
with the same sponsor.

For more than 500 broadcasts, the
program, Little Talks on Common
Things, has yet to broadcast its first
commercial. The man who delivers

the “little talks” is Ernest C. Mar-
riner, a former college professor who
speaks like Franklin D. Roosevelt.
For 15 minutes every Sunday; Mar-
riner chats about the folk and folk-

4 _':ra

A local aud respected citizen who handles the show that boosts comnunily
interest [or Keyes Fibre is Ernest Marriner (1). He is chatting with two of
Maine's oldest citizens about history of Waterville where show ongmates.

o

lore of the state of Maine.

The program was an early success.
Sen. Margaret Chase Smith in a
(ribute to Marriner printed in the
Congressional Record this vear said
the show is “undoubtably the most
popular local radio program in the
state of Maine.”

Sponsoring a program avithout
commercials is not a foolproof meth-
od of improving local public rela-
tions, but Keyes found the key by
identifying itself with a respected
member of the community. This
was the strategy from the begin-
ning.

Recalling the early attempts to
garner a sponsor for the program,
Carleton D. Brown, president of
WTVL Waterville, said, “We were
convinced that in Ernest Marriner
we had found a colorful local per
sonality who could build stature for
both a good sponsor and for our
station, so we selected Keyes as our
best potential. They had the money,
and we felt the company manage-
ment had a good record of cont
munity responsibility.

“We proposed that the concern
undertake a public relations pro-
gram sponsorship. We knew that
Marriner had the capacity of achiev-
ing an unusually high degree of be
lievability with any audience, partic-
ularly a radio audience. We pointed
out to Keyes that they could get a
franchise on what could be an ex-
treinely valuable insurance policy.”

Marriner was not a professional
performer when ke began his broad-
casts in the fall of 1918, In fact, he
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Consistency in radio adverlising is demonstrated as Ralph H. Cutting (r), president of Keyes Fibre, presents
Ernest Marriner with gold record of 500th broadcast. Carleton Brown, pres., WTVL Waterville, Me., looks on,

originally appeared on the program
in response to a plea from Brown,
his close friend and neighbor. Brown
needed a temporary replacement for
a 15-minute spot on Sunday evening.
“It will only be for a few weeks,”
Brown told Marriner, who was hesi-
tant about going before the micro-
phone. “I didn’t care what he talked
about as long as he would talk,”
Brown recalls.

Marriner did talk—and hasn’t
stopped since. He has talked about
everything from Waterville’s first
murder to ‘the history of Maine's
narrow gauge rallroads.

Soon after Marriner took to the
air, happy listeners swamped the
station with letters. The volume of
mail has been so huge that since the
third broadcast, the grey-haired
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formerr Colby College dean has
found ir unnecessary to do his own
digging for material.

Listeners send him old Jefters,
newspapers, dairies, account books
and maps, keeping him submerged
in a pool of Maine folklore.

In one broadcast, Marriner told
about a letter sent to him that was
written by a soldier in the Civil
War. Marriner explained that “the
greater part of the letter is confined
to ordinary details of life in the
Civil War camps, but what distin-
guishes this letter is the writer's sud-
den injection of astounding news,”
He then quoted from the letter:

“Iwill tell you (the writer’s cousin)
of a strange circumstance that hap-
pened here a few days ago. Per-

haps you will think it a rather in-
delicate subject, but 1 must tell yout
about it and ask you to excuse me, A
corporal it a New York regiment
near us, while on picket a few days
since, was delivered of a child. Per-
haps you will think that incredible,
but such is a fact. He, or I should
say she, came with the regiment as a
soldier and has been with it since
its organization. Her sex has re-
mained undiscovered until now, but
most likely she will now get her dis
charge.”

Throughout the 14 years, Keyes
has remained quietly in the back-
ground as a silent partner. In his
500th broadcast in May, Marriner
paid tribute to his sponsor. “An im-
portant aspect of this program,” he
said, “is that it is one of the very
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few radio prvograms in the whole
nation that has continued for 39
weeks each year—and under the
same spPONSOT.

“Putting and keeping Little Talks
on the air would have been quite im-
possible without the sponsorship of
the the Keyes Fibre company. I am
sure listeners appreciate that, from
the day these broadcasts started, they
have never been interrupted by ad-
vertising. Never once has the com-
pany sought to control the contents
of the program. I am completely
free to sav anvthing I please.”

company.

good will.
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Keyes .

Keyes believes this policy of non-
intervention has paid off in better
community relations.  This was the
compiny’s original goal in sponsor-
ing the program and Keyes intends
to maintajn jts policy of no com-
mercials,

The company's view is explained
by Jolm S. Parsons, the advertising
uirnager. “The program developed
frow quite a different point of view
than the sake of products. In fact, we
have neser commerdialized this pro-
graw iir any way but have cousidered
it as a conununity relations vehicle
throughout, [y Itas wnquestionably
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Why Keyes Fibre sponsors
a program without commercials

Keyes Fibre 14 years ago decided to embark on & radio pro-
gram that was designed to foster community respect for the
For more than 500 broadcasts it has maintained
this policy of attracting community interest and developing
This is the Keyes Fibre philosophy as explained
by John S. Parsons, the company's advertising manager:

He says: “The program on WTVL developed from quite a
different point of view than the sale of products. We have
never commercialized this program, but have considered it
as a community relations vehicle
altempted Lo promote the company’s line of products via
the program, although we have used the program to en-
courage support of various community fund-raising drives
.« < It has unquestionably helped build many friends for

buill, many triends tar Keyes,” lhe
said.

Most of Matriner’s programs us-
ually begin and end with the short
announcemeny that “This program
is. brought to you by your good
friends, Keyes Fibre Company of
Waterville and Shawmut.” From
time to time, Keyes will use the
show fo encourage support of vari-
ous community fund-raising drives.

Besides supporting the Marriner
program, Keyes relies heavily on
radio 10 push its consumer line ot
molded paper plates. Last year, the
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company van a spot campaign dur-
ing the summer in nine major cities
throughout the country.

Parsons explained that they have
found “local radio particularly effec-
tive for warm weather promotions,
when we want o push oor molded

paper plate and dish line for picuic

and other outdoor uses,”

Most of the advertising budget i3
allocated to trade magazines because
the bulk of Keyes® product sales are
made to justitutions, superinarkets
and shippers.

The company prodaces more than
300 different varieties of paper pro-

ducts, including fruit packing ma-
terials, egg flats and egg cartons.
The company’s domestic sales last
year totalled more than $19.5 mjl

lion.

Regional sales offices are scattered
over the United States from Boston
to San Francisco and as far south as
Jacksonville. Keyes also has licensed
operations in Canada, England, Ire-
land, Denmark, Norway and Aus-
tralia.

The company was founded in
1903 in Shawmut, Maine, where it
slill maintains its ground wood pulp
mill. The principal manufacturing
plant is located in nearby Waterville.

Since the late forties the company
has been literally bursting at the
seams. Increased sales prompted
the company to build a plant at
Hammond, Ind., to serve the middle
west. In 1957, Keyes doubled the
capacity of the Hammond plant.
Meanwhile, the company modern-
ized its Waterville plant to speed up
production.

Keyes is far from finished. Last
month, the management arinounced
that ground had been broken i
Sacramento, Calil., for a multi-mil-
lion dollar pulp molding plant. The
new plant will be the largest indus:
irial addition to Sacramento in the
{ast nine years.

Keyes expects to open the plant
in the middle of 1962. The factory
will manufacture molded paper
producis for the food industry, in
cluding plates, pre-packaging meat
and produrce trays, [ood service trays,
cake circies, apple packs and egg
trays. It will serve 11 western states
as well as Hawaii and Alaska,

The company cstimates rthat about
$5 illion worth of products will be
produced anuually for the first few
VEars.

More thau five years of planming
and vesearch hacked up the com-
pany’s decision to launch its latest
veuture in Sacramento. The man-
agement made the choice after an
extemsive study of several possible
west coast locations.

Keyes is a compiany on the move.
Aud one remon for its success is its
desive to maiutain friendly relations
with its local commuunity, particy-
larly with the local labor force. This
spurs its continuance of a radio pro-
gram without conunercials. ]
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‘TREBLE-PLUS’

COMMERCIAL
CLINIC

For the millions of Ainericans who
each weekend hop into their auto-
mobiles and rumble out to the
mountains and seashore, summer-
time is the season of noise.

This is the premise of an imagina-
tive new commiercial approach being
taken by Cunningham & Walsh, New
York, for its clients. Its theory:

From, the moment Mr. and Mrs.
John Doe and all the little Does
crawl into their car, they are sub-
jected to a plethora of road sounds:
the steady hum of spinning tires, the
blasts of impatient horns and the
coughs of motors turning over.

Amid all this extraneous noise,
the car radio is struggling to be
heard. To counteract the noises, the
average car listener—according to
C&W philosophy—will tune his
radio down toward the bass register,
eliminating much of the treble pitch.
When outside sounds interfere with
the sound of the radio, the bass pitch
1s far easier on the ear.

This is fine for listening to back-
ground music, but when spoken
commercials are sent out, the an-
nouncer’s voice comes in muddled
and raspy. The listener loses a por-
tion of the sound.

In a season when radio reaches its
peak audience—primarily because of
the increase of outdoor listening—a
fuzzy commercial can be a serious
deterrent to successful advertising.

This is the theorizing of Tom De
Huff, director of commercial pro-
duction for the agency, who has put
into practice his idea about low-
register tune-in in cars. It’s a reveal-
ing approach for several reasons: (1)
it indicates the importance of com-
mercial listening by people driving
in cars; (2) it makes for better and
more thorough radio listening; (3)
it develops a higher quality of pro-
duction. Values may be subliminal
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in terms of their noticeable effect by
the Listener, but the pluses accrueing
to an advertiser are far less subtle.

Two sets of statistics recently re-
leased by the Radio Advertising Bu-
reau point up the importance of
summertime listening. The RAB re-
ports that the growth of car radios
tripled in the past 1] years, from 14.8
million in 1950 to 42.6 million this
year. Secondly, RAB says that in
terms of millions of adulis Teached,
radio led television last summer by
400,000 listeners during a week in
July to better than four million in
September.

Taking into account the impor-
tance of summer radio, C&\V looked
into the problem of muddled recep-
tion of commercials, and thinks it
has come up with an answer.

The problem is an old one, but,
like a leaky faucet, nobody did any-
thing about it until Tom De Huff
decided to test his theories.

While riding in his automobile,
De Huff discovered he invariably
tuned his car radio to the bass end
to achieve a softer tone. He found,
however, that the spoken word was
lost in the process.

“I wanted to find out if other peo-
ple also did this,” De Huff explained,
“so I took an informal survey of the
art and production staff here. I asked
them to check their car radios to see
where they set the tone.” De Huff
reported that all said they favored
the bass register.

“The combination of outside
noises and the high, scratchy sound
of the treble pitch forces the listener
to compensate by overloading with
bass tones,” he said.

De Huff came up with a technique
designed to add clarity to the spoken
word heard in car radios. He calls
the technique: “treble-plus.” In the

CLEARS THE AIR

studio, DeHuff instructed the engi-
neers to increase the treble sound
during the recording of commercials.

Cunningham & Walsh first used
“treble-plus” last year during a radio
campaign for Watchmakers of Switz-
erland. The results were so encourag-
ing that the agency now offers this
service to all clients planning to use
radio in the future.

De Huft believes Cunningham %
Walsh is the only agency using the
“treble-plus” technique for its radio
announcements. He has already
demonstrated the technique for sev-
eral sponsors, but is still in the proc-
ess of preparing additional tapes to
give clients a lucid picture of what
it means in terms of over-the-ajy
listening,

De Huff is arranging to purchase
tapes that will simulate not only
road sounds but also the noises peo-
ple encounter at the seashore or in
the mountains.

“The problem of outdoor naises
in the summer is constant,” De Huft
contends. He says that the same
principle invalved in tuning the car
radio applies also to the places peo-
ple visit with their portable sets. For
example, he said, “the noise of the
wind and the waves at the beach cut
into the sound of vour radio.”

What happens. however, when
you're listening at home and the tone
is not overbalanced toward the bass
register? De Huff explained that the
technique adds more treble, but does
not increase the volume.

“We don't add that much more
treble to make the commercials
sound Marsh while listening in the
home,” De Huff said. “\We attempt
to make the commercial message
clean and clear, but we don’t give
them a hlgh shrill sound that would

make it irritating at home." [
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BROADCASTER'S CREED

FOR AMERICAN BUSINESS

We believe that business should earn a

profit, and that it should wear its profits
proudly. Top long have 'we permiited
short-sighted critics ta point the finger of
shame at profits, as something to be
schemed, bargained and taxed out of ex

istence.
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We believe that business should be nrore
eloquent and evangelistic in explaining and
defending the profit system, otherwisc
known as free enterprise. We have failed
lo convince the peoplc that out of profits
musl come fhe inoney to make jobs, {0 pro-
niote philanthropy, to support the govern-
ment, and to finance the growth of the
country. We have erceted what we fondly
hope are adequate defenses for the physi-
cal targets of the Communists, hut we have
failed to provide for the defense of their
nltimate targets, our profit system, our tle-
mocracy and our faith in God.

Frank P. Fogarty’s seven-point creed was delivered to the
Henry Monsky Lodge o} the B’nai B’rith, Omaha, on his ac-
ceptance of an Americanism Citation Award from that organi-
zation, Only a small group heard the speech, but it aroused tre-
mendous interest among businessmen with the result that Mere-
dith Broadcasting Company, of which Mr, Fogarty is executive
vice president, was deluged for copies locally. Copies of the full
speeclr can be obtained by writing Meredith WOW, Inc., Oma-
ha, of which Mr. Fogarty is vice president and general manager.
He is also Chairman of the Board of Radio Advertising Bureau.

We believe that a husiness should be deep-
ly integrated into the community it serves,
so that it will know the needsy desires and
problems of that community.

We believe that a business should accept
its full share of responsibility for the
things that make a community a bhetter
place in which to work and live. Concrete-
ly, this means that a business should inter-
est itself in schools, churches, hospitals,
parks, museums, settlement houses, health
and welfare organizations, old people’s
homes, and nurseries, among other institu-
(ions.

We helieve that a business should be a
good citizen in the fornial or political sense
of the word. It should of course pay its just
share of taxes fully and promptly. Over
and above that, it should take an interest
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in government and encourage its employ-

ees, customers and associates to do so.
Business should support city planning and
foster soundly conceived public works,
looking upon them, not as a hurden, but as
af, 1nvestment..

We believe that business should sweep
broad horizons in its thinking, that busi-
ness should be accurately informed about
and emotionally involved in the problems
that confront the United Stutes, both in so-
called normal times, such as you and I
have seldom experienced in our lives, and
| also in these days of cold war and hot
peace. We helieve business should con-
tribute 1o the nation its full share of think- (i
ing and leadership. We think business
should speak out more frequently, more

clearly, more bravely.

an industry service of
We Dbelieve that a business should con- {

tribute to the economic health of its com- u s RA D I o
mnuunity. It should work vigorously for a e >
political climate in which husiness can

prosper, thereby ‘broadening the base for
M taxation, creating jobs and developing op-

fo—

portunity for the young. Business should
lay out the welcome mat for other busi-
nesses, even though of the same type.

e
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BEACH BEAUTIES fromn three states competed in second annual “Beach Ball” of IWOWO Ft. Wayne.
Ind., themed to station’s “umbrella” promotion and the “cooles! sound around.” Other summer
ideas: naming the mobile unit the “cooler cruiser,” giving 500-pound chunks of ice as listener prizes.

=

FLING DAY at a local park was idea SICK SALES get “treated” by this duo from WCMS Norfolk, I'a.; Roy LaMere ().

of WWING Daxton, winch pulled big. gen. mgrs; and George Dail (r), eml. mgr., whe visit ailing businesses in station “am:
2est attendance in the purk’s history, bulance” to give first-aid radio ideas. Chief suigeon and intern report siccess.
TRADING STAMP grieawcay combined efforts of BEHIND THE BARS is D jay Clark of WAT'Z
AQI" Piuttsburgh and Top Talue Enterprises. New Haven, Conn., who was “errested” and *“im.
sulled vecord 164,712 entries in an eight-week frisoned” by gendarmes in a local promotion.
period. Two million stamps were  dispensed. Listeners offered aid, sustenance . . . avd files.




RADIO FOCUS ideas

Promotion

OId radios never die, they just turn
up in contests. Three stations in
different parts of the country—
WGLI Babylon, N. Y., KBOM Bis-
marck, N. D., and WFLA Tampa-
St. Petersburg—each staged promo-
tions to uncover the oldest radio in
the area. WGLI came up with a set
constructed in 1890. The radio
still works and uses two different sets
of batteries. . . . An injured bird in
the hand 1s worth many phone calls,
a station in Seattle discovered: A
KING engineer, working on Vashon
Island in Puget Sound, [ound a
wounded hummingbird stretched
ont by the station’s transmitter. He
phoned the office on the mainland
and asked for advice on caring for
the bird. Deejay Jim Roberts broad-
cast the appeal and immediately the
station was flooded with calls offer-
ing aid and sympathy. One woman,
known as the “Bird Lady of Seattle,”
gave a prescription [or keeping the
animal alive: a solution of sugar
water every 15 minutes. The engi-
neer nursed the bird until a rescue
party reached the island. The pa-
tient was turned over to the “Bird
Lady,” who makes a hobby of caring
for birds. The station is still receiv-
ing calls on the health of the bird.
Reports the “Bird Lady™: It will be
bhack on its wings very soon. . . .”
CKGM, Montreal campaigned an
entire month on its news commen-
tary program for a water system.
WIBG, Philadelphia, which has
already handed out $16,000 in con-
test prizes this year, decided to turn
tables on its listeners. The station
is offering to send a statement of 25
words or less to any listener who
sends in a check for $10,000. Any-
one who sends the station a fully
equipped 1961 convertible will re-
ceive a best last line. . . . A chicken
in the pot of every KBIG Catalina,
Cal., performer 3vas the goal of a pro-
motion staged by Chicken Delight
restaurants, recently signed up as a
sponsor. The company wanted all
the station’s personalities to sample
its product before tliey sounded off
about it on the air. But the restau-
rant chain had no outlet on Cata-
lina. The solution: The company
hired an airline and parachuted
buckets of chicken to the station’s
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mountain-top studios. . . . Accepting
clares is Dick Spangler’s hobby. Asa
result, the KORL Honolulu deejay
recently broadcast his program from
a tank filled with man-eating Tiger
and Hammerhead sharks. An ex-
perienced skin-diver, Spangler spent
eight hours in the tank, equipped
with a throat microphone. He lrad
one close call when he scurried out
of the pool, pursued by the gleam-
ing white teeth of a 18-foot shark.
Hundreds of spectators were attract-
vd to the promotion, . . . The dean
of radio commentators, H. V. Kalten-
born, has donated $500 as tle top
prize in a national radio contest
sponsored by American Foundation
for the Blind. Participating jn the
contest are college groups studying
drama or radio writing. The object
is to create the best hall-hour pro-
gram dealing with the problems and
potentialities of blind persons.
Deadline for subniitting tapes is
May 1, 1962. . .

More than half a ‘million travelers
arrive and leave New York every day
and WCBS New York is going after
these potential listeners before they
reach the city. With the help of
CBS network stations WCBS ran
spot announcement in major cities
around the counfry, asking travelers
to tune to the station when they
stayed in New York. Sample plug:
“What happens when a married
‘man from Boston travels to New
York? Well, the first thing he does
when he gets off the plane is to find
a radio station that sounds as good
as WEEI (Boston). Eventually he
discovers WCBS—880 in New York.
And he’s happy.” .. . Last summer,
radio led tv in total listeners for
eight out of 13 weeks, according to
Sindlinger and Co., media analysts.
How many weeks will radio lead tv
this summer? The Radio Advertis-
ing Bureau is offering $250 to the
agency man or advertiser who comes
closest to predicting the number of
weeks radio will lead tv and the
number of listeners in millions that
radio draws over tv. Last year, ra-
dio’s lead ranged [rom 400,000 dur-
ing a July week to more than four
million in September, according ta
Sindlinger and Co.

Programing
Radio continides to capitalize on
its status as a local medium. Note-
worthy programs delving into local

problems and events were broadcast
in these cities: Boston—Following
the destruction by fire of a 116-year-
old burlesque theatre, the *“Old
Howard,™ which was once the stomp-
ing ground of many of today's stars,
WRZ conducted telephone inter-
views with some of the entertainers
who grew up on the stage of the his-
torical theatre. The program fea-
tured Bud Abbott, Red Buttoris,
Phil Silvers and Bert Lahr remi:
niscing about thejr early days in the
“Old Howard.” . . . St. Louis—Tlie
first of a series of 12 documentaries
cxploring the social problems and
progress in St. Louis was aired on
KMOX. The initial program, titled
“The Big Lift,” probed into the
problems of narcotics addiction.
Actual case histories supplied by lo-
cal police and interviews with drug
addicts formed the basis of the docu-
mentary. . . . Cincinnati-—WSAI
started a new program called “Open
Mike” which features community
leaders discussing topics in, the news.
In a recent program, Pepper Wilson,
manager ol the Cincinnati Royals
prolessional basketbal]l feam, dis-
cussed the college basketball betting
scandal. Topics to be covered in the
future include legalized gambling
and the building of an underground
garage in downtown Cincinnati. .
Pittsburgh—For the past 12 years, a
redevelopment project in suburban
Pittsburgh has progressed only to
the point ol the demolition of lhe
old buildings. KDKA decided to find
out why the project was bogged
down and the result was a series of
five broadcasts examining the situ-
ation. The programs probed into
the conftict between public and pri
vate officials and offerecl possible so-
lutions to sdmulate construction in
the area.

Radio’s ability to broadcast a
news story as it happens was demon:
strated by the coverage of a power
failure in New York City and a $5
million fire in Ayer, Mass.

In. N. Y., Radio Pulsebeat News, a
new audio news service, sent two
fully equipped mobile units into ac-
tion when midtown Manhattan was
blacked out by the power [ailure
Within 20 minutes, RPN was trans-
mitting accounts of the blackout to
its clients around the country. One
of its reporters climbed 13 flights of
steps in 90-degree temperature to
vecord the conversation between

37




“I'm King Mike — Ruler of
Midas-Land, U.S.A. T've got
the Golden touch on nearly
15 million subjects in my
kingdom, ‘who just can’t help
spending over 38 billion dol-
lars a year. You’ll see more
and more of me in months to
come. I'll be appearing on all
mailings, ads, and awards of
WNTA — The Golden Sound
of Radio. There’s hidden
treasure in Midas-Land, tool
— Ask about our pinpointed
coverage of Northern Jersey,
Connecticut, and Brooklyn

For a Golden Opportunity
write:

WNTA RADIO

32 Green St., Newark 1. N.J.

970 AM - 94,7 FM
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members of a rescue party and peo-
ple who were trapped in an elevator
for three hours. . . . A telephone
tip from a local merchant alerted
WEIM Fitchburg to a huge fire
raging in nearby Ayer. Within 15
minutes, the station's mobile unit
was on the scene. The unit fed four
separate broadcasts to the Yankee
network and four other radio sta-
tions in the area. After WEINM went
off the air, the mobile unit remained
at the fire gathering material for
early morning broadcasts. The sta-
tion capped its coverage with a re-
port from a helicopter hovering
overhead.

A radical new approach to pro-
graming—an all-news station broad-
casting 24 hours a day—is being at-
tempted by a new station in Holly-
wood, X-TRA. To get itself off the
ground, the station launched an ex-
tensive advertising campaigin  in
newspapers, trade publications, tele-
vision stations, on billboards and
with direct mailings to agencies and
advertisers. It’s still too early to
gauge the results of the campaign.
. .. Muzak celebrated its 25th anni-
versary this month. Radio broad-
casters, who double as dispensers of
background music to restaurants and
supermarkets, flocked to New York
for the company’s three-day con-
vention.

Business
The recent speech by FCC Chairman
Newton Minow urging broadcasters
to assume more respousibility in pro-
graming and other areas has prompt-
ed the Kansas Assn. of Radio Broad-
casters to issue six clieckpoints for
station operators. The group recom-
mends that broadcasters: 1) check
their latest license renewal to make
sure today’s operations conform to
yesterday's rencwal application; 2y
schedule educational and culwural
programing: 3) editorialize (The as-
sociation says that it's clear the FCC
wants stations to assuine civic respoik
sibilities and this includes editori-
als); 1) schedule programis about lo-
cal issues—controversial and uther-
wise; 3) keep a file of letters to and
from community leaders aml organ
irations, indicating whar the station
has done o support local projects
(This is especially helpful at license
tenewsl pme): 6) chicck techiical

and logging procedures closely, go-
ing over specific FCC rules with the
entire staff.

An unusual method of selling
dealers on a consumer advertising
program has been develaped by the
R. M. Hollingshead Corp. for its
Whiz Automative Chemical prod-
ucts. Whiz is bringing the sales pitch
to the dealers via a mobile sales
demonstrator in which the dealers
listen to samples of the company’s
mdio advertising and see product
demonstrations. For the first time,
Whiz is using local radio on a satu-
ration basis with dealer tie-ins. A
total of 12 markets, mostly in eastern
and central Pennsylvania, is bemng
used by the company. Additional
markets are scheduled for the fall
and winter.

Recent success stories: Moore's
Furniture Store in Topeka swung
a portion of its advertising budget
to WIBW with the result that the
store equalied in 10 days the same
sales it had made in 30 days at simi-
lar time last yeain Moore is using
lwo 30s arid two ids per day with a
total cost of $217. The results have
prompted the clieat to cut his news-
paper budget in half. . . . Within
hours following the review of a new
book on WSB Atlanta, all the book
stores in the city reported they were
sold out. The book reviewed was
The Tractenberg Speed System of
Basic Mathematics. . . . KDKA has
issued a promotional booklet, de-
scribing a success story for every let-
ter of the alphabet. . . . Tlie Geor-
gia Assn. of Broadcasters enrolled its
100th radio station—WEKIG Glenn-
ville—io become the fourth largest
state broadcasting association in the
country. . . . Cliarles C. Hoffman, a
leading sales and business consult-
ant in Canada, was namedl president
of the newly farmed Radio Sales Bu-
veau. The Burean was created to
develop new sales techniques for Ca-
nadian stations.

The first step in effort o make this
fall “the biggest fall ever” {or radio
was taken by the Radio Advertising
Burcau when it released plais for a
inassive direct nail campaign aimed
at local advertisers. The RAB has
prepared a direct mail package for
stations that includes: fact sheets,
sample letters. a mailing format and
sugpestions  for  successful  selling
driyes.

U. S. RAD]O/August 1961




——

U. S. RADIO/August 1961

This issue
of U.S. RADIO
is representative of
those
to come

If radio
advertising is
important to you
then U. S. RADIO
is, too

U. S. RADIO
is dedicated to radio.
It probes radio
problems, checks
radio facts, presents
the true importance
of radio—
cortstructively,
forcefully,
impressively. It is
your window to
better use of radio.
Fis dedication to
rudio advertising
is total and complete.
You need
U. §. RADIO
in your own nume.
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TIMEBUYER GUEST at KDKA Piusburgh business
fanch in New York was Hape Martinez, BBDO. Wiih
her are Rege Cordic (I), station “wake-up” persanality,
and Donald ]. Trageser (1), sales ingr., and asst. gen. mgr.

NEW OWNER of KIOA Des Mornes (with Gilbert Swan-

son) is George Bolas (¢). v.p., Tatham-Laird, Cgo. Wel-
/[ coming him: James C. Dowell, v.p.gen. mgr, KIOA;
(). K. R. Greenwood, exec. vice pres., Star Broaa'cusling.

SIGNER of ncw representation agrecment
5 Shevey Gordon (), pres., Gordon Broad-
casting, for KQBY San Franasco. At (1),
ldam Young of the 1efp frron of that nawme;
(). Charles A, Black, w.p. of station group.

TRAVELER is AMariel Bullis, dir. of broad-
cast media for FWRER, Los Angeles,
who won KXdA Scattle Furopean trip.

25-YEAR-WATCH gocs to {anl |
Miller (r), mgr. dir, WHUA IV heel-
mg, I, Va.. from William E, Rine,
adm. v.p. of Stoter Broadcasting.
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Agéncies

Two changes at Street & Finney,
New York: James R. Cashel moves
from Benfon & Bowles to take over
as research director and John A.
Zalud, formerly research director,
appointed as account executive . . .
Marshall H. Ward, Jr. joins Geyer,
Morey; Madden & Ballard, New
York, as an account executive for
Lysol, in the Lehn & Fink Products
Corp. account group at the agency.
Ward previously was a product man-
ager for the Colgate-Palmolive Co.
. Lee Hughes, formerly with the
]. Walter Thompson Co., joins
Doherty, Clifford, Steers & Shenfield,
New York, as an account executive
2 Ganh N. Montgomery rejoins
the creative services cdepartment of
Kenyon & Eckhardt, New York,
after 22 months at Compton Ad-
vertisinig . , . Ralph Countryman,
formerly of the Cleveland office of
the D’Arcy Advertising Co., joins
the agency’s regional marketing staff
lor Anheuser-Busch, Inc. in St
Louis.
Lee Albright takes over as ¢ice-presi
dent in charge of creative services at
Moss Assoc., New York. In addition,
Albright will work directly with sev-
eral of the agency’s clients as an ac
count executive. Albright comes
Irom BBRD&O, wliete he worked on
the du Pont account
years. . . . William H. Monaghan
named an account executive for
Harold Cabot & Co., Inc, Doston.
Floyd O. Flint, former Seattle
manager of the ]J. Walter Thomp-
son Co,, appointed manager of Ben
Sackheim’s new west voast office.
The office is located at 1331 Third
Ave., Seattle. . , . John Cameron re-
joins Lennen & Newell, Inc., New
York, as a copy supervisor. -. . Jack
F. Keilson takes over as head of the
Yardis Advertising new New Yark
office. Yardis recently purchased
Keilson Co., Inc., and deciled to re-
tain Keilson as head of the new
branch. . .. John L. Del Mar named
assistant vice president in charge of
the American Assn. of Advertising
Agencies’ new central region office
in Chicago. . . . Succeeding Del Mar
as assistant vice president at the
western region office in San Francis-
co js Thomas V. Mahlman, Jr, . . .
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for several

Edward Y. Papazian appointed an
associate media director with BBD
%0, New York. . . . Mickey Tren-
ner joins Kenyon & Eckhardt, Los
Angeles, as head of the firm’s radio-
1v and commercial production ac-
tivities. . . . Kevin A. Leonard moves
in as a copy writer for Olian and
Bronner, Inc., Chicago. . . . Leon-
ard Goldberg joins BBD&O, New
York, as coordinator of broadcast
media and planning. Goldberg was
administrator of sales and program-
ing research at NBC-TV. . .. Rob-
ert Widholm appointed assistant me-
dia supervisor at Doherty, Clifford,
Steers & Shenfield, Inc., New York.
He also continues as broaclcast. me-
glia supervisor. . . . Gerald Epstein,
formerly with the media research
tepartment of Geyer, Morey, Mad-
den and Ballard, New York, named
a media analyst at Wade Advertis-
ing, Chicago. . . . Vincent F. Aiello
elected vice president of Geyer, Mo-
rey, Madden & Ballard, Inc.

Representatives

Wend€ll Parmelee appointed sales
manager of Broadcast Time Sales’

Detroit othce. Parmelee’s appoint-
ment is in line with the company’s
expansion in Detroit and a move to
larger quarters in the Penobscot
Bldg. William N. Davidson
named vice president of Advertising
Time Sales, New York, a newly
formed company . .. John Brennan
promoted to manager of the Minne-
apolis office of The Katz Agency.
David H. Sandeberg named San
Francisco manager of the Weed or-
ganization. The company also com-
pleted its west coast expansion plans
by appointing James C. Gates and
Hank Stanley 1o Weed's Los Angeles
sales staff. .. . Herb Hahn jnins the
Meeker Co., New York, as an ac-
count executive. Hahn moves over
Lrom the sales staff of Forjoe & Co.

Stations

Two new appointménts at WONE
Dayton: Charles J. Thornquest
named national sales director and
Louis G. Frolich, commercial man-

ager of the station . ., A. J. Frano
appointed executive director of
KH]J Hollywoad, Cal. . Ken De

accounts.

Buckingham leery

349 E.76th St., N.v.c.YU 8-2200
$9 per hour. Diners Club honored.

Hire a
Rolls Royce
Limousine

For just a trifle higher cost, enjoy
the luxury of a chautffeur-driven
1961 Rolls Royce. Special theatre
and shopping rates. Airport and
pier service. Inquire about cor-
porate and personal charge

\“"”
r.s L=

dluh
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GOOD
NEWS!

6 out of 10 copies
of SPONSOR go to

BUYERS OF TIME!

42

RADIO FOCUS/peopIe

Vaney named managing director of
the California Broadcasters Assn.
.. Arnold Smith appointed national
sales coordinator of WFYI Garden
City, N.Y. . . . Thomas R. Bishop
named general sales manager of
WSAI Cincinnat . Tim Crow
appointed director of the newly
created department of quality con-
trol and. program development at
the Rollins Broadcasting-Telecasting
Co. . . . Robert B. Gordon, former
comptroller of the Gresh & Kramer
Advertising Agency, joins the staff of
WIP Philadelphia as business man-
ager . . . Alan Henry appointed gen-
eral manager of KWK St. Louis.
Reed M. Badgley appointed market-
ing and sales promotion manager of
WKMH Detroit. . . . Michael P.
Mallardi joins Radio Press Inferna-
tional as assistant to the general
manager. . . . Herman Maxwell
named sales manager of WINS New
York. Maxwell was formerly direc-
tor of sales for WNBC, radio. «
YWeston C. Pullen, Jr., a vice presi-
dent of Time Inc., appointed presi-

" dent and a director of Time-Life

Broadcast, Inc. Vice presidents and
directors of the company, which will
consolidate all the broadcasting ac-
tivities of Time Inc, include F. S.
Gilbert, formerly general manager of
Time Magazine, and Sig Mizkelson,
formerly president of CBS News.
. Ward M. Cornell appointed
manager of CFPL London, Canada.
Cornell moves up from the post of
program manager. . . . Monte DeVon
named manager of KIMA Yakima,
Wash. DeVon previously was in the
sales department of KIMA-TV. . .,
Earl R. Harper, a sportscasger for
WHIH Tidewater, Va,, named the
station’s sales manager. ... John T,
McLean appointed director ol sales
development for WDAF Washing-
ton, 1. C. McLean was fornterly
manager of radio promotion and
rescarch at WDAF. . . . Oliver Allen,
former program director at WRAP
Norfolk, moves to WAOK Atlanta
to take over the position of coordi-
nating  director  and  production
manager. Allen also will be produe-
tion manager of the newly formed
AOK  Management  Services, Inc.
.» Dale Drake moves into the post
ol nationalregional sales manager

tor KXOL Fort Worth. . . . Wen-
dell B. Campbell, managing director
of KGBS Los Angeles, and John C.
Moler, managing director of WIBG
Philadelphia, both elected vice presi-
dents of the Storer Broadcasting Co.
- . . Rogert Garett, general manager
of WBOY Clarksburg W. Va, elect-
ed mayor of the city.

Networks

Everet H. Erlick elected vice presi-
dent and general counsel of Ameri-
can Broadcasting-Paramount Thea-
tres, Inc. Erlick moves over fromn
Young & Rubicam, where he was a
vice-president in the radio-tv de-
partment.

Elmer W. Lower, manager of NBC
news in Washington, named NBC's
director of news and public affairs.
.. . William B. Monroe Jr., news di-
rector of WDSU-TV New Orleans
and president of the Radio-Tele-
vision News Directors Assn., replaces
Lower as manager of NBC news in
Washington. . . . Jack H. Mann pro-
moted to post of director of ABC
Radio Pacific and ABC Radio West.
« - . Harry E. Hobbs Jr. appointed
to position of central division sales
manager for NBC. Hobbs was pre-
viously eastern sales yanager.

Industry

Mike Schaffer, director of promotion
and advertising at WFIL Philadel-
phia, elected to the board of lirec-
tors of the Broadcasters’ Promotion
Assn. . . . Charles A. Sobel joins
Universal Marketing Rescarch, an
affiliate of Alfred Politz Research,
Inc., as a senior project director . . .
Charles J. Wade named i vice presi-
dent of the Lanolin Plus Co. . , ,
Frank Lander appointed vice presi-
dent for national sales of Teen
America Associates, Inc.  Lander
previously was an account executive
with Dunnan and Jeffrey, Inc.

Dr. L. Curtis Foster elected vice pres-
ident of Zenith Radio Research
Corporation, Menlo Park, Cal, a
sbsidiary of Zenith Radio Corp.
.. . Herminio Traviesas, vice presi-
dent of BBD&O, named chairman of
the Radio and Television Execu
tives Society’s membership commit-
tee for 1961-62. The Society now
boasts fts highest mnembership in its
21 years with a rostey of 1.208. ®
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WHAT JOE CULLIGAN THINKS OF RADIO TODAY

work radio in its era of decline?

Primarily, Culligan is never happy
unless he is in the midst of a great
challenge. “l was happy to take the
job,” he recalls. “l have always had
an instinct to fight for the under-
dog.”

Network radio is a superb comn.
munications system, Culligan once
said, “but 1 marters little if your
communication isn't sound and clear
and well thought out.” Capitalizing
on network radio’s flexibility and on
television’s physical inability to pre-
sent news instantly, Culligan’s first
step toward restyling network radio
was to introduce the famed News on
the Hour.

A former Culligan associate re~
marked recently that the toughest
job Joe ever had to do was go out
and sell News on the Hour to the
affiliates. “Most of the affiliates had
rock-firm commitments at certain on-
the-hour periods for news programs
with long-time local sponsorship. In
Los Angeles the NBC affiliate had
programed the Richfield Reporter at
10 p.m. for 20 years. They didn't
want to give up that program. But
Culligan sold them. He charmed
them right off their feet. His selling
point was the future of the NBC
radio network, and how it depended
on program changes such as the
News on the Hour concept, how it
would help them to resist the rock
‘n’ roll craze dominating the inde-
pendent stations.”

With News on the Hour cleared
by 90 percent of the affiliates, and an
immediate hit when it went on the
air on January 14, 1957, Culligan
mioved to strengthen news by intro-
ducing the NBC Hotline, the net-
work-to-affiliate quick communica-
tions system that allowed fast news-
breaks to bulletin on the network,
or be taped for later presentation on
stations that could not interrupt
programs in progress.

Together the Hotline and News
on the Hour produced $4,200,000 in
new revenue for NBC the first year
of their operation. Clearly, these in-
novations were moving the network
in the right direction, filling a pro-
gram need by striking a responsive
chord 13 listeners and advertisers
alike.

Marking Culligans NBC radio
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career, too, were such Cullinganisms
as “imagery transfer,” (the listener’s
capacity to shift the image he receives
of a product from television to the
same product advertised. on radio)
and “engineered circulation” ({the
ability of an advertiser to scientif-
ically reach an audience at various
levels of activity).

He still nurtures the dream chat
his “engineered circulation” theme
will be picked up by other broad-
casters and usher in a new day for
radio. “It is the next biggest thing
for radio.” he says, “because radio is
the orne medium that is scientifically
designed to reach audiences at levels
of acuvity, Once a person buys the
advertised product, it can become its
worst enemy if it stands unused on
the shelf. Radio can remind the con-
sumer of a product’s usefulness, and
can reach him as he is about to buy.”

Culligan's “engineered circula-
tion” has gained attention from sell-
ers of spot radio, some of whom have
recently tied spot frequency to fre-
quency of purchase. The plan usual-
ly works best for fast turnover prod-
ucts such as cigarettes, groceries,
gasoline, candy, toiletries.

Culligan firmly believes that the
next 18 months will be amazingly
like the first 18 months of the '50s in
shaping the broadcasting industry
for the next 10 years. International
radio and television are just over the
horizon, and Culligan is certain that
the two media will become global in
dhnension. Interpublic has already
focused the attention of broadcasting
men on international communica-
tions, says Culligan, citing the work
of Sylvester L. (Pat) Weaver (Cul-
ligan's former NBC boss) in his role
as president of McCann-Erickson
Corp. (International).

Radio is entering this decade with
a fully developed sense of its
strengths, Culligan believes, and the
continued cultivation of its natural
gifts should make the medium grow
vigorously.

“Radio’s greatest function and
most important contribytion is the
offering of news and commentary,”
says Culligan. “Radio cannot be
primarily an entertainment medium,
Radio must inform, because it is the
only medium capable of informing
while news is happening.

“But a second tunction is special-
ized entertainment. Music provides
this in part. But a station that is
aware of audience preference cannot
ignore other types of entertainment.
To do so is to forget the desire of the
listener to hear a program that will
stimulate him intellectually as well
as entertain him.

“The recent emergence ol bright
comics and satirists like Elaine May
and Mike Nichols, Mort Sahl and
Shelley Berman is important for
radio because their fare calls for
mental participation by the audi-
ence.”

In Culligan’s network days, long
before quiz scandals broke or New-
ton Minow’s “vast wasteland” speech
became famous, he was one of the
most vocal advocates of public in-
terest programing. He personally
directed the creation of linage Rus-
sia, 40 hours of tapes programed at
night in segments. The program was
well received by listeners and won an
award. But it went sponsorless, savs
Culligan, because it was too "con-
troversial” a subject for advertisers
who are too “sensitive.”” He followed
Russia with Image Miporities. That.
too, went on the air without a spon-
sor. Bur he was so convinced that
these programs were good for the
public and good for radio, that NBC
footed the bill for the broadcasts.

“No rating,” he says, “can ever
correctly measure the service that an
advertiser renders the public and
itself with public interest program-
ing. But if the public is going to
demand escapism, it should get it.”

Culligan says he would like to see
programing upgraded as much as
would FCC Chairman Newton
Minow and NAB President LeRov
Collins. “But,” he qualifies, *“con-
tinued general criticism is not good,
for two reasons. For one thing, the
broadcasters who do not deserve
criticism bear the brunt of it. On the
other hand, those who do deserve the
attacks hide behind the generalities
of eriticism. When charges are made
they should be specific and isolate
the few culprits who now give the
whole industry a black eve.

“After all,” he continues, “broad-
casting is a terrifically demanding
business. All businesses suffer crises.
maybe once a month, mavbe less.
But in broadcasting there are two o
three crises every dav that put a
heavy drain on talent. Working un-
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WHAT JOE CULLIGAN THINKS OF RADIO TODAY

der such pressures iF is a lutle difh~
cult o produce overnight the ide-
alistic medium that those in power
liave come to expect.”

Because Culligan has been away
from a direct involvement with radio
for the last 16 months, he has taken

| on an agency man's perspective of

the medium. Perhaps more than dur-
ing his radio days, he is keenly aware
of the necessity for getting radio’s
story .across (o agency management.
One of the first steps radio must
take, he says, “is to promote to ma-
tional advertising agencies the idea
of hiring a high-ranking radio spe-
cialist.”

Radio stations can make an tmpor-
tant stride themselves, simply by
raising rates. ‘‘Rates are too low,”
accuses Culligan, “and this alone
tends to understate and undersell
the medium’s importance."

It is unfortunate for broadcasting
that Joe Culligan’s responsibilities at
Interpublic are not more directly -
volved with the sound medium. But
he is always on the fringe of broad-
cast acuivity. With his somewhat
nebulous title of general cornorate
executive, he is apt to be in the midst
of any agency skull session Bx the
nsinagement level.

The advanced projects ivision of
Interpublic is under Culligan’s conl-
mand. Tt includes basic research and
the corporate informaton depari-
ment.

Culligan i3 heavily involved in
projects that will help the clieuts
business grow, for “we grow only as
cur clients grow.”

Currently, he is busy investigating
all forms of commercial and public
service communications. “*We are
pioneering,” Culligan explains, “ii
the area of non-verbal communica-
tions. This is an important area, be-
cause even the successful verbal ap-
proach can be restricted by a break-
down  in woneverbal  rommunicas
uons.”

Culligan ilso cited the TV Facuor
Analydis study prepared by MarPlan
Inc., a division of Communications
Afhhates hue., itself a division of In-
terpublic. “This study serntinized
himndreds of television commercials
o factor ont the highr and low interest

Contintted from preceding puge

elements. It is available to out clients
for their consideration in \\elghmg
certain elements of a campaign,” he
explains, adding that seme of the
data pertaining to sound may have
application to radio.

The complexity and multiplicity
of Interpublic affairs that pass
through Culligan’s hands would
ntake the average advertising dyna-
mo limp. But Culligan thrives on va-
riety and delegates authority freely:

One secret to the Culhg.m success
in dealing with people is intimated
by a long-time friend and former
NBC associate: “Joe accepts his
aides as knowing more about their
specialdies than he does, If he dis-
agrees with them, he will always hear
them out before making a contrary
or compromising decision. He is nev-
er an unpleasant man. And I don’t
think that Joe ever fired anyone with.
out first helping them get another
job. He listens to the problems of
people who work for him, sifting
details, airing ideas, trying to reach
conclusions and determine new di-
rections.”

Away from the office, Culligan
puls as much enthusiasm nto (5as-
times as he does into work. He is
president of the Radio and Televi-
sion Executives Saciety, a group he
has enjoyed even more in the year
and a half since he left NBC, be-
cause it gives him a chance 1o keep
up old friendships and talk casually
about the broadecasting industry he
ts so Tond of. But his association
with RTES fs wore than a casual
one. His willingness to serve in the
top post is a key to the Culligan
personality: he welcomes responsi-
bility.

He is a trnstee of the .Anierican
f:hild Guidance Foundation. which
conmrbats jurenile delingueney at the
prevention level. And he is chair-
niam of the aunual fund-rasing drive
for (he Bov Scouts of America,

It is significant that of the thiee
“groups” Culligan  aswsociates most
with away from the office. two are
concerned with the welfare of chil-
dren. He gives his time [reely to his
own children, pussing much of his
weekends with them when he is not
on the golf course at either Appaws-

U S. RADIO/August 1961




mis or Westchester country clubs 1n
Rye, New York, where he lives.

Cuiligan and his wife, Doris (he
met her when they worked at Hearst
Corp., she as an assistant editor, he
as a salesman}, live on a small estate
that is, for recreational purposes,
nearly self-sufficient. They have a
swimming pool, enough ground for
Joe to practice golf shots, a pony
that the kids ride, and jungle gym
that keeps the children happy and
Joe fit.  Kerry, Joe's l4-year-old
son, fishes with his dad (he is named
for County Kerry, lreland, birth-
place of Joe's father) and is now
n Key Largo, Fla., on a fishing trip.
His three daughters—Susan, Carolyn
and Eileen—are all younger than
Kerry and home for the summer,
pursuing their favorite Culligan
sports—horseback riding and swim-
ming.

Although he doesn’t like to be
away from home, Culligan finds him-
self traveling to various agency and
cliént offices throughout the country
an average of two weeks per month.
While on the road ({or in the air,
as reality would have it) he gets a
thance to read the latest books. Not
a college graduate (he attended Co-
lumbia University at night for a
tvhile), he is one of the most well-
read men in business. He has books
in his office and often picks one up
during a lull between meetings or
appointments, or on an occasional
lunch hour when he is in the office
alone. He reads on the train from
Rye to the city and back. He reads
in the barbershop.

The latest novel is always a topic
for brisk conversation with Joe. But
his reading of the novel is only for
pleasure. The bulk of the books he
reads are histories. His preoccupa-
tion has become, more and more,
the study of the "anthropological
view of the human condition. There
is no more fascinating subject to me
than the history of human civili-
sation.”

One of Culligan’s favorite, off-beat
schemes is his dream-<concept of a
revolutionary plan to solve the popu-
lation explosion. He gcalls this plan
the “bridge ¢ity,” and has an artist’s
drawing of such a city on his office
wall. The bridge city is one built
over bodies of water; it evolves from
a simple fact that Culligan is quick
to point out "Al} the congested
metropolitan centers of the world
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are localed on great bodiés of water
—a lake, an ocean or a river. Why
hot make use of tlie millions of
‘acres’ above these waters,”

For inland congestion, Culligan
proposes the “ridge city.” ‘“The
glaciers of the ice age,” he says, “left
great valleys and ridges in the earth.
Whole cities could be suspended
from one ridge to the next.”

He envisions these cities as mod-
ern utopias, embellished with germ-

free air conditioning, car and pas-
senger elevators and surveilling
beautiful, unobstructed views.

One of Joe Culligan’s greatest per
sonal trademarks, like the man 1n
the Hathaway shirt, has been the
patch on his left eye. It sets him
apart from other men, creates an air
of uniqueness. Typically, he devel-
oped an improved patch when he
didn’t like what was available on the
market.

For years he has received hun-
dreds of letters from persons with the
same problem, asking how they can
get a black patch just like his.
Whether they can purchase them or
not, Culligan always sees to it that
these letters are answered with a
black patch enclosed. He taught his
secretary, who has been with him
for 10 years, how to make them.

Culligan has not always had the
distinction of the eye patch. It came
to him in World War II, when, as a
first lieutenant in the st infantry
division, he led a combat infantry
forward mission in the Battle of the
Bulge. Fragments of an enemy gre-
nade struck him jin the face. His left
eye was severely damaged and was
later removed.

One of the truly remarkable hu-
man interest stories of the war re-
sulted when Culligan awoke from
the operation to find his sister at In3
bedside in Liege, Belgium. She was
an army nurse, serving in the same
sector, and had been rushed to his
hospital by an alert doctor.

But there are many facets to Joe
Culligan’s charm and ability that
mingle freely together to produce a
man who is truly unforgettable.
Perhaps the key to it all is his philos-
ophy ctoncerning his relations with
others: “If you sincerely trust and
respect your friends and associates
and try to lead them primarily by
example, they will generally perform
better than they themselves think
they can.” ]
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THE MEANING OF TODAY'S NEWS. .

“GLOBECASTS"—by the pewsmen
of BROADCAST EDITORIAL RE-
PORTS, INC. who are knowa "round
the world—will be heard throughout
the entire world (begiuning Sept. 4)
WRUL, International Short
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NAMES & FACES

Henry G. Fownes Jr, vice president and New
York othice manager of MacManus, John &
Adams, Bloomfield Hills, Mich., has been se-
lected to head the newly created radio-tele-
vision division of the agency. The agency's
broadcast activities, which previously were
handled by Fownes within the New York
office, will now constitute a separate division
with headquarters in New York and offices in
Los Angeles. Broadcast billings now accourit
for about 25 percent of the agency's total busi-
ness. As manager of the new division, Fownes will coordinate broadcasting
acuvities in all of the agency's offices. He will supervise program origina-
tion, purchases, commercial copy and production. Fownes has been con-
nected with, activities relating to broadcasting since the mid-lorties.

Naomi Andrews, network copy chief in the
sales promotion and advertising department
of Columbia Broadcasting System since 1956,
"has been appointed to the position of director
of advertising for the CBS Radio network, In
her new post, she will direct the network’s
advertising agency, Sudler and Hennessey Inc.,
in the creation of CBS Radio’s consumer and
trade press advertising. Mrs. Andrews also
- will handle the network’s direct mail cam-
paigns and other related advertising efforts.
Mrs. Andrews joined the CBS Television network in 1948 as manager of tlie
company’'s sales promotion services. Since joining the CBS organization,
Mrs. Andrews has handled a variety of promotion and advertising assign-
ments. She is a native of New York and 21 graduate of Hunter College.

Jack H. Mam, who joined the American
Broadeasting Co. three vears ago, has moved
up to the post of director of ABC Radio Pa-
cific and ABC Radio West. Mann will oversee
the operations of the western sector of the net-
work from the ABC offices in Hollywood.
Mann assumed his new position after serving
as the network’s ridio director af advertising,
sales development and rescarch. He became
a member of the ABC organization in June
1958 us an account executive. During the pre-
ceding two veirs, he was a radio and television program packager. Mann
performed the hat trick when hie jomed ABC by having associated himsell
with all of the three big networks, Previousiy, be worked as ap accoyut
excautive with NB3C and CBS.
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LeRoy A. Emmerich, broadcast production
manager of Geyer, Morey, Madden & Ballard
Inc, New York, has been named a vice presi-
dent of the organization. Emmerich has served
in his present post since 1956. At the time he
joined the company in 1953 to supervise the
production of live shows, Emmerich was the
head of his own independent production firm.
Emmerich has been associated with radio for
more than 20 years. In 1941, he joined the
international division of the National Broad-
casting Co. as a writer, commentator and producer. After the war, Emmer-
ich returned to NBC, then moved to WAAT Newark as a disc jockey. Be-
fore forming his own company, Emmerich worked as a program director of
WEKOX Framingham, Mass.

Jerry Bess has been named to the newly-
created post of executive assistant to Hatha-
way Watson, vice president in charge of broad
cast operations for RKO General Inc. In his
new position, Bess will report directly to M.
Watson and will be assigned to special proj-
ects covering all phases of the company’s
broadcasting operations. Bess resigned as ex-
ecutive vice president of Arkwright Advertis-
ing, Inc., to accept the new assigmment. For
the past 13 years, Bess has been closely iden-

tified with the Robert Hall clothes account, supervising all of its radio and
television advertising. Robert Hall is a major user of spot radio. Previously,
Bess was associated with Emil Mogul Advertising and with Louis Cowan
Productions.

Robert A, Dearth, president and general man-
ager of Morse International, Inc, will soon
join Kenyon & Eckhardt Inc., as senior vice
president in charge of the agency’s Detroit
office. Dearth began working at Morse in
1936. Before becoming president, hie had the
responsibility of supervising advertising for
all national, Canadian and international Vick
Chemical lines. For seven vears prior to his

stay at Morse, Dearth was with Ross Rov, De-
ta troit, rising to the position of vice presiilent.
During that time he was in charge of Ross Roy’s New York, Chicago and
Hollywood offices. Before joining Ross Roy, Dearth was with the Cleveland
office of McCann-Erickson, At that agency, Dearth started as copywriter
and left as an account executive.
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CARLOADS OF FOOD
Conlinued ftom page 16

empty half-gallon cartons of QOak
Grove Sundee milk.

UgI Sugar Co., which took part in
a KCPX Salt Lake City campaign,
had a return of empty sugar sacks
which represented purchases of 475
tons (over 47 railroad carloads) in
13 weeks.

Such records have become almost
commonplace to Community Club
Awards of Westport, Conm., and its
participating stations and advertis-
crs. Says John C. Gilinore, president
of CCA (which has recently expand-
ed beyond the U. S. to radio cam-
paigns in Canada, Australia and
Puerto Rico), “CCA has already
turned about six million American
bousewives into garbage collectors.”

A CCA campaign is a cooperative
venture between that organization,
a local radio station, local merchants,
national and regional aivertisers,
and members of the local women’s
clubs. Merchants and advertisers sign
up for radio time on a local station
at slightly premium rates for a cam-
paign of 13 to 16 weeks. The CCA
director for the station holds a "kick-
off” party in the local hotel for rep-
resentatives of the community’s vari-
ous women’s groups, and the promo-
tion gets under way. Cash money
prizes (ranging up to $10,000, de-
pending on the size of the market)
are offered to the clubs avhose mem-
bers turn in the most substantial
piles of “proof-of-purchase™ on arti-
cles sold by the participafing ad,
vertisers and retailers.

In its first five years, more than $3
million in prizes was awarded dur-
ing some 500 campaigns in over 200
markets. Food retailers took part in
abont 759 of these campaigns. This
fall, CCA expects to have campaigns
on about 130 stations.

Among the national and regional
food advertisers who use CCA are:
Sealtest, Ralston-P'urina, Hormel,
Stokely-Van Camp, Quility Bakers,
Swift, My-T-Fine, Gokl Medal Flour,
Tetley Tea, Folger's Coffee, Pet
Milk, IXL Faods, Donald Duck
Frosen  [uices, Buiteni Macaroni,
Chock Full O Nuts Coffee, Leved

iros,, Fritos, Breast Of Chicken
Tuma, H. J. Heintz Co., Oscar Mayer
Meats, Sesane Chips, Holsum Bread,
Lav's Potate Chips, Borden, plus
most major soft drinks |
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FOODS: RADIO'S $76 BILLION QUESTION

“What are rhe necessary ingredi-
ents of such a food campaign?” Bar-
borka continued. “An exciting com-
mercial that is framed in the proper
time periods and programing in
order to pinpoint the chief pur-
chasers and consumers of the par-
ticular item in question. In the
case of cereals, of course, the house-
wife is the clrief purchaser and the
moppets and teeners the main con-
sumers.

“Radio’s additional ability to take
a major food campaign and drama-
tize it both on the air and off through
local promotion and follow-through
makes it one of the soundest media
buys.”

Both these developments suggest
what will have to be done before
radio comes into its deserved share
of food advertising billings:

(1) Radio must sell itself harder—
at both the local and national levels
to food clients through more re-
search and documentation.

(2) Food advertisers must. re-
evaluate their media-buying with a
closer look at radio and its advant-
ages—especially in the area of eco-
nomical mmage building

The retailing of food has under-
gone many changes since the day in
1930 when a grocery worker named
Mike Cullen rented an abandoned
garage in Jamaica, Long Island, ad-
vertised himself to a depression-con-
scious New York as “King Kullen,
the World's Greatest Price Wrecker,”
and introduced the self-service sup-
crmarket concept.

By 1936, there were 1,200 such
self-service markets in the US. To-
day, there are some 23,000 markets
which <o $500,000 or more annually.
Some 2,200 of these supermarkets
were added last year despite the
general econoriic slump,

This year, trade publication
Chain Siore Age esumites 2,300
more will open, about 1,000 of them
in the big suburban shepping cen-
ters.  With the boom of the shop-
ping centers in areas well beyond
the metropolitan limits, some footd
people arve beginning to wonder il
therr old reliance on newspipers
for advertising is sound.  Studies
show that meiro l)ill)(‘l's are not
following the suburban populationt
drift, hue that air media are.

Continued from page 16

The supermarket explosion has
mutated the whole food picture.
Where the old corner grocery of
another era used to stock about 500
or 600 products, today's supermar-
kets stock 6,000 to 8,000 items. Even
the cities’ “bantam” stores (usually
controlled by a supermarket chain)
stock 1,000 or more items.

Paul §. Willis, president of the
Grocery Manufacturers Assoc., fore.
sees the larger supermarkets of the
end of this decade “carrying some
12,000 items in stock, and half of
fhem will be different from those
sold today.”

The “independent” grocery, as
grandpa knew it, is all but extinct.
Now tliere are supermarkets, super-
ertes angl small (or bantam) stores—
so classified on the basis of their
annual volume ($375,000 or more
down to $75,000).

They are generally of two types:
{I) Co-ops in which retailers control
the warehouse and warehouse man-
agement, such as IGA; (2) Volun:
taries where warehouses are con-
troled—not by the retailer—but by
an outsitde management which con-
trols everything; this is the true
chain such as an A%P.

The public attitude to shopping
also has been changed by the super-
market. A N.¥. Times article stated
that more people are exposed to
supermarkets than to schools,
churches or movies. “Once a week,"”
the article said, “the housewife (or
her husband) will go to a big region-
al, semi-department store kind of
super, as far as 20 miles from home
io do the major shopping; between
tires she will fill in at the necarést
bantam.” 1t has made the housewvife
an entirely different type of shopper
than was her grandmother.

The shopping list, [or exampsle,
has all but disappeared. A\ recent
survey revealed thit only ovne in
five women carry a cetailed list of
articles.

“Supermarket buying s basically
impulse buying,” says Arthur D.
Greason, president of Food Entei-
‘!)riscs. luc., a food brokerage firm
im Rye, N.Y. "Advertising or pack-
aging may help plant the impulse,
but it won't have any cflect unless
the goods are prominently displayed
m the swpermarket, It's a constant
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battle wa get the item oir the shelf
and keep it there.”

Gerting displays in aisle gondolas,
pyraids and other prominent areas
is the chief problem facing a food
packager. In 20 minutes to half an
hour of shopping, iris impossible for
a housevwife to see every one of the
5,000 to 6,000 items stocked. It has
been estimated that an aisle display
in a supermarket will up the sale of
that brand from 183%, to 207,

Here is where radio can do a job.

Sometimes it is accomplished
through a radio personality—local or
national, Edward C. Parker, presi-
dent of Tetley Tea Co. which uses
Arthur Godfrey on CBS Radio, says
of this personality: “The trade re-
sponse Tias been enthusiastic. This
15 extremely important for us be-
cause we are an independent tea
company and sell no other product.
Dealer cooperation in giving our tea
prime shelf position has a decided
effect on our sales.”

Of the same CBS Radio personal-
ity, James D. Wells, v.p. and direc
tor of marketing for William Under-
wood Co. (meat spreads), says} “God-
frey commmercials outpulled two
half-page color ads in leading maga-
zines by far. And on top of that, his
approach to our in-store advertising
program has produced top display
results.” Radio networks along with
local stations across the country are
constantly aiding brand adveruisers
in their battle ro get supermarket
displays. A trend appears to be
developing i “talk” programing
aimed especially at housewives,

In New York, WOR aggressively
woos the food advertisers through
such programs plus vesearch and
merchandising. Personalities such as
its Martha Deane and food authori.
tv Carlton Fredericks pull listener
requests of about, 30,000 in introduc-
ing new food products; with that
kind of consumer interest, a super-
market operator is usually glad to
tiesin with point-of-purchase dis-
plays. These are ways 1n which
radio can help the retailer.

Since 1t is the supermarket opera-
tor who controls the impulse buy-
ing, radio’s challenge 1s to be of
stilt more help to lim. It is the way
to open the gate to more national
brand advertising. ‘The biggest ap-

peal radio can offer the local retailer |

is to help him run his store more
effictently.
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The food profit picture is a dis
couraging one,

A&P, the largest food chain, does
more than $5 billion volume annu-
ally yet winds up with a net profic
of only about 19;. According to
Food Topics, supermarket trade
journal, the average $1 million-a-
year supermarket only shows a gross
profit of 19.25%,. Out of this gross
profit must come the major store ex-
penses: payroll, 9.3797 of sales; rent,
1.479,; supplies, 1.0°; fixtures and
equipment, 1.26%, and advertising,
2.139,. Of every dollar paken in,
over 80 cents must be re-ipvested in
merchandise.

“The road to profits in the super-
market business is not in raising
prices but in more efficient opera-
tion,” says Leroy M. King, editor of.
Food Topics, who once ran his own
S$1 million-a-year supermarket and
later developed a whole suburban
sliopping center.

King can give admen a retailer’s
tview of the food business. *Just
remember,” he says, “that the store
operator has between 5,000 and & /00
items, most of which are nationally
advertised. He is only interested. 1n
handling and selling 'merchandise
that has been pre-sold to his custo-
mers. He expects you 1o advertise.
Quit advertising, and he will throw
you out of the store, Make the most
of it by translating it into terms of
local impact. “What is in it for me?
—this is the language market opera
tors all over the country under-
stand.”

Although supermarkets are gecting
bigger (they may average 13.000
square feet), they still suffer from
congesfion. Part of this is due to
the operator often adding all sorts of
department store items such as

records, clothing and lawn mowers;
but this he does to offset the low-
profit foods with higher-profit mer
chandise. Yet despite the crowding.
the average food store is offered more
than 16,000 point-of-purchase in
store promotions a yvear.

He also is offered about 40 new
items to stock every week. If he takes
on any of these, then something else
inevitably is thrown our to make
room—most likely rejects are low-
profit items, brands that don’t ad-
vertise, or brands whose advertising
is not helping the retailer.

Radio has an opportunity to work
with the retailer in many ways. One
way is to enlist the national adver-
tiser in a creative approach to in-
store merchandising. For example,
the supermarket’s most profitable
food items are green groceries, fruits
and meats. Most packaged foods are
sold at brea%-even prices—or even
below; their main value to the re-
tailer is in traffic-building.

So if radio has a packaged barbe-
cue sauce account, for instance, a
welcome way to an in-store display
for this account is to tie it to the
retailer’s profitable meat counter. Or
a packaged cheese account can be
of help 1o the retailer by being tied-
in with its high profit fresh fruits
such as cheese-and-apples. cheese-
and-grapes (which incidentally are
sold at about a 359 profit) .

Some other opportunities for radio
lie in taking more interest in co-
operative advertismg plans and in
retailers” private label advertising—
with the retailer’s interests upper-
most. Private labels, after all, were
born of a desire for a store “image.”
which brings everything around
again to the move taken by Co-ordi-
nated Marketing Agency. n

KEEP YOUR EAR ON . ..

RAapio PULSEBEAT

NEWS

Bringing the news sounds of the nation ALIVE!
—SOUNDS THAT ATTRACT LISTENERS

AND RING CASH REGISTERS—
JOIN THE GROWING RPN FAMILY OF STATIONS NOW!
RADIO PULSEBEAT NEWS
153 - 27 Hillside Ave., Jamaica 32, N. Y.
AX 14320 (For Sample Feed—AX 1-6677)
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EDITORIAL PAGE

THE CHANCE TO BE A MAN

IN this issue (page 17) we're taking a comprehensive look at one of
the most vital and significant developments in modern broadcasting,
the steady growth of editorializing by responsible radio men.

It is 4 tremendous subject and a great deal has already been written
about ir. But, in our opinion; the best things have not yet been said.

Editorializing is more than just a branch of radio’s wide range of
public service, more than another device to justify a license renewal.

With all due respect to Chairman Minow and’ Governor Collins, who
have both urged an increased amounnt of station editorials in order to
“help Americans better understand this complex world,” through “a
fair and responsible clash of opinions,” we think there is an even finer
reason for the movenient.

We welcome the rise of editorializing because it offers the individual
broadcaster the chance to be a man—in the truest, most mature sense.

The station manager wha is not afraid to take sides, to speak his
mind on controversial issues, to "“sign his name” to what he says, and
to accept the consequences, whatever they are, is demonstrating the
kind of vigorous manhood which America and the entire free world
stand greatly in need of.

We are delighted that there is already so much evidence that radio
men are accepting this challenge. It speaks well for the virility of the
industry itself.

In the past, many nervous critics have wosried that “most stations
aren’t equipped to editorialize.”” They have cautioned against cdi-
torializing without trained personnel, thorough research.

Undoubtedly their poitts are wetl-taken. But, in our opinion, theiy
fcars are groundless,

Nothiug hiatures a man more quickly than the assumption of respon-
sibitity. Nothing makes a man more acutely aware of the need to back
up his epinions with facts than voicing thent openly in a public forum.

We think editorializing is great stuff, great for the country, and even
greater for the individual broadcaster. =

U. S. RADIO/August 1961



QUALITY BROADCASTING SELLS
RICH, RICH SOUTHERN NEW ENGLAND

QUALITY IN SEAMANSHIP |S EXEMPLIFIED BY THE TRAINING RECEIVED BY CADETS OF

THE UNITED STATES COAST GUARD ACADEMY NEW LONDON,; ON SUMMER CRUISE ABOARD

THE USCG EAGLE.

IN RICH: RICH SOUTHERN NEW ENGLAND: QUALITY IN BROADCASTING IS THE HALLMARK

OF WTIC.-TV ANOQ WTIC RADIC WHOSE FIRST CONSIDERATION IS ALWAYS THE VIEWER

AND LISTENER.

WTIC_TV 3 CBS Affiliate

REPRESENTED BY HARRINGTON; RIGHTER & PARSONS, INC

WTIC 50,000 watts nsc assiiate

REPRESENTED BY THE HENRY I. CHRISTAL COMPANY




A dairy advertiseron  Dick Kollmar and Dorothy Kil- The dean of women Noted food authorities, Al and The distinguishet
‘Rambling WithGam- gallen’s program aloneac- commentators Dora McCann pulled 14,000 re- nutrition authority
bling' for 4 straight counted for 60% of the totat re-  prompted 26,455 re-  plies for a sponsor’s cookbook, received 30,000 re
years says:“This pro- sponses from 12 radio stations quests for a spon-  as aresultof justtwoannounce- quests for a sample
gram has proved our for a premium offer by a frozen  sor’s offer of a sam- ments. Said the sponsor: “Tops  bottle of salad dress
mosteffectivesource food packer, and at the lowest ple package of in- anything | have seen in many ing within 5 days of
of advertising.” cost-per«return of any statii:n. stant coffee. years." the offer.

...and advertisers get the same powerful results every day on WOR’s RADIO NEW YORK with JIM COY, ARLENE
FRANCIS AT SARDI'S, THE FITZGERALDS, and radio’s finest line-up of newscasters: LESTER SMITH, HARRY
HENNESSEY, HENRY GLADSTONE, JOHN SCOTT, JOHN WINGATE, LYLE VAN, and PETER ROBERTS. I

}

TALK ABOUT FOOD!

No one does it better than WOR-Radio grocery product advertisers (accountsi!
personalities, newscasters, and mer- using only one station) use WOR as us I
|
d

chandising experts who work for you on all other New York stations combired.
both sides of the supermarket counter.

In food, as ir any business, talk is only
That's why every year more food and

grocery product advertisers use WOR
than any other station in New York—2
times as many as use the #2 station.*
1

as good as the talker. That's why you

L ——

words are worth more on the mos
widely listened-to station in the nation

the one station where talk remains th
What's more, as many exclusive food and liveliest art. o s

e FM 98.7/An RKO General Station
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