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Dewey Compton L. O. Tiedt 

Farm Director Key To Rural Homes 
Farm Reporter 

Houston, Texas 
CBS 50,000 Watts 740 KC 

The great farm advertisers remain with these two outstanding farm personalities on con- 
tinuous schedules for leadership in both agricultural and industrial pursuits in this area of 
golden harvest. Represented Nationally by PETERS, GRIFFIN, WOODWARD, INC. 



75% of Iowa's 

retail sales are made 

in areas 

covered by 50,000 watt 

WHO RADIO! 

DES MOINES is the heart of Iowa. It is the 
state's largest city. But its Metropolitan Area 

accounts for only about 9% of Iowa's retail sales. 

In addition to Des Moines, there are seven other 
important metropolitan areas in the state. Together, 
these eight metropolitan areas account for approxi- 

IOWA POPULATION-DOLLAR DISTRIBUTION 

Population 
% of State 
Population CSI 

% of 
State's 

CSI 

Retail 
Soles 

IS000) 

of 
Stoti s 

Soles 

Des Moines 
Metro Areas 781.200 9% 581,110 12% 101,903 11% 

lowos 8 leading 
Metro Areas in- 
cluding Des Moines 915,600 55% 1,877,791 38% 1,259,097 56% 

Remainder 
of Iowa 1,901,100 67% 7,975.189 62% 1286,751 61% 

mately 385 of Iowa's consumer spendable income. 

This means approximately 625 of Iowa's retail 
sales are made outside of any metropolitan area. 

WHO Radio serves more than 800,000 radio 
homes in 96 of Iowa's 99 counties (plus a number 
of counties in neighboring states). 75% of all retail 
spending in Iowa is done in the areas you reach 
with WHO Radio. This remarkable area is WHO's 
"Iowa PLUS" . . . America's 14th largest radio 
market! 

WHO Radio is alert, alive, aggressive! It belongs 
on any list designed to cover as much as the 14 

largest radio markets. Ask PGW for all the 
supporting data. (Source: SRDS -Oct. 1, 1960) 

WFICO 
for Iowa PLUS! 

Des Moines . . . 50,000 Watts 
NBC Affiliate 

WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO -TV, Des Moines; WOC -TV, Davenport 

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

Robert H. Harter, Sales Manager 

Peters. Griffin, Woodward, Inc., Representatives 
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Wilbur Levering, 

WIBW FARM 

DIRECTOR 

Regional Vice - Presi- 
dent for West South 
Central Region of the 
National Association 
of Television and 
Radio Farm Directors. 

Chairman for the 
State of Kansas of the 
Agricultural Hall of 
Fame drive. 

Represented Notionally by 

Charles Ross, 

WIBW ASSOCIATE 

FARM DIRECTOR 

For the second con- 
secutive year, recip- 
ient of the Far m 
Safety Award from 
the National Safety 
Council for both 
WIBW - TV and 
WIBW- Radio. 

Closely allied with 
the farm activities at 
Kansas State Uni- 
versity participated 
in more than 250 farm 
organization meetings 
throughout 1960. 

\\ . CVERY-KNODEL //i l l 

Strong morning and noon -time form news, mar- 
kets, weather, technical and areo news, and 
feature material. 

Don Edson, 

WIBW ASSOCIATE 

FARM DIRECTOR 

On leave from 
WIBW with 
United States 
Army until April. 

SPONSORS: Ralston Purina, Gooch Feeds, 
International Harvester, Consumers Co- 
operative Association, Shawnee Milk 
Producers Association, Massey Ferguson, 
BMB Manufacturing Co., Olin Mathieson 
Chemical Corp., Spencer Chemical Co., 
KFU Hybrids, DeKalb Agricultural Associ- 
ation, Granite City Steel, Doane Agricul- 
tural Service, Willard Tablet Co., Pioneer 
Hybrid Corn, Davison Chemical Co., 
American Cyanamid, Sheffield Steel, 
Deere & Co., Oyster Shell, Kendall Mills, 
D -Con, MFA Mutual. 

O580 KC. 

CBS 5,000 W. 

Topeka, Kansas 
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airwaves 

Radio's Barometer 

1 

156,394,000 Sets in Use 

15,000,000 Fm Sets in 

Use (NAB Research) 

40,387,000 Car Radios 

(RAB est.) 

1,468,847 Sets Made 
(November -EIA) 

3,538 Am Stations 

801 Fm Stations 

Spot: A significant change in the representative field is due to go into 
effect at the start of next month. At that time, the sale of Headley -Reed 
to the Bolling Co. will become effective. The sale price has been esti- 
mated to be over $500,000. 

Network: The Pepsi -Cola Co. continued to hold its number one posi- 
tion as the top network advertiser in terms of total home broadcasts 
delivered, according to A. C. Nielsen Co.'s monthly index for the period 
ending October 2. The firm used 379 broadcasts for a total of 138,361,000 
home broadcasts delivered. Chevrolet -General Motors maintained its 
number two standing, and the Frito Co. moved into the third spot after 
having placed ninth in the previous four -week period. Pharmaco Inc. 
and Time Inc. filled out the top five positions. The three network leaders 
in total commercial minutes delivered, the Nielsen report shows, were 
Chevrolet -General Motors, Pharmaco and Time. Ligget R. Myers Tobacco 
and Sylvania Electric Products rounded the five leaders in this category. 

Local: Three stations -KNX Los Angeles, WEJL Scranton, Pa. and 
KSAN San Francisco - report increased billings. KNX sales for 1960, 

according to Gordon Mason, sales manager, showed an increase in local 
sales of 18 percent, and an over -all increase of 11 percent over 1959. The 
station also set a new record for orders booked in one week during 
December, Mr. Mason reports, reaching a total of $225,000. In another 
year -end report, \VEJL states that its 1960 billings showed an increase of 
17 percent over the previous year. Billings at KSAN during 1960 also 
showed a rise when compared to 1959. According to the station, there 
was a 20 percent boost in business. 

Stations: The number of am and fm stations on the air at the end of 
November totaled 4,339, an increase of 29 (12 am and 16 fm) over the 
previous month. 

Commercial AM Commercial FM 
Stations on the air 3,538 801 

Applications pending 621 61 

Under construction 112 211 

Sets: Total radio production in November was 1,468,847, including 
491,026 auto receivers, according to the Eelectronic Industries Associa- 

tion. Total radio production for 11 months in 1960, was 15,604,784, 

including 5,911,305 auto sets. This represents an increase in total radio 
production of almost 1.5 million units as compared to the same period 
in 1959. Total radio sales, excluding car radios, was 941,521; II month 
total was 8,326,275. Number of fm sets produced in November was 

86,323. The 11 -month cumulative figure for fin production was 852,329. 

Totals for the same period in 1959 were 480,894. 
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Account Executive of Fletcher Richards, Calkins & Holden whbn 

asked why he selects WLW Radio -TV stations 
for U. S. Rubber Farm Boots: 

Our WLW advertising enabled U. S. Rubber Farm Boots to open 
25 new dealerships in the WLW primary coverage area!" 

And this WLW campaign sparked dealers 
into unprecedented enthusiasm and 

cooperation in promotional tie -ins!" 

This first Radio attempt to sell these particular 
U. S. Rubber Farm Boots was so successful that we'll be back 
again and again on WLW with lots more advertising to boot!" 

Call your WLW Stations' Representative ... you'll be glad you did! The dynamic WLW stations ... 
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NATIONAL SAFETY COUNCIL 

"r. Edwin K. Wheeler 
General Manager 
WAY - Wlr'J -TV 

Detroit, Michigan 

Dear Mr. Wheeler: 

415 NO MICHIGAN VE. 
CHICAGO II. ILLINOIS 

October 27, 1960 

The march of time has caught up with me, and I'm retiring 
soon after 23 years as director of public information for the National 
Safety Council. 

In ending my tenure of office, I have had occasion to rzn 
through the list of recipients of our Public Interest Award, which we 
confer annually upon media for exceptional service to safety. And I 

know you are as proud as I am that: 

k:1J Radio 

Has won more Public Interest Awards than any other 

radio station in the country. 

Is the only radio station to win the award twelve 

consecutive times. 

Has won the award every year since it was created. 

Won the Alfred P. Sloan Award (administered by NSC) 

in 1948 and 1950. 

NwJ -TV 

U 

Has won more Public Interest Awards than any other 

television station in the country. 

Is the only television station to win the award 
eleven times. 

'n the Sloan Award in 1956. 

and many accidents 
messages your stations have broadcast. 

..juries avoided, 

safety programs and 

I bespeak for the Council, for my successor, John Naisbitt, and 
for safety in general a continuation of what you have done in the public 
interest. 

lly, , 

Paul Jones ) J _ 
Director of Public Information 

W V1/J RADIO 
0etro/Ya Bask Radio Station WWJ_TV 

Michigan's First Television Station NATIONAL REPRESENTATIVES: 
PETERS, GRIFFIN, WOODWARD, INC. OWNED AND OPERATED BY THE DETROIT NEWS 

l%. ti. N.11)l() .lannan 
1961 
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Changes in Farm Radio 
Revealed in Third Survey 

As farm radio keeps pace with growing technology and the nciv business 
aspects of farming, it is in the process of adjusting its programming con- 
tent. Diversification in programming is being aimed at offering the 
farmer more information, especially on markets, and at appealing to a 
wider range of farm listeners (the housewife, the young farmer) . These 
changes arc among the many that are revealed in u.s. PPAnto's third annual 
survey of this specialized medium (see Farm Radio Keeps face, p. 17) . 

Impact of "Great Debates" Reflected The cooperative efforts of the four networks in bringing the "Great De- 
In Nielsen Rating Index Change bates," between President John F. Kennedy and Vice President Richard 

M. Nixon, to the American radio audience marked an unusual departure 
in broadcast public service programming. The Nielsen Radio Index has 
surveyed the national in -home audiences reached by the "Great Debates" 
as a combined four -network broadcast. For the first of the debates (Mon- 
day, Sept. 26, 9 :30 -10:30 p.m. EST) Nielsen reports the total audience as 
1,879,000 homes. The Nielsen average audience was 1;139,000 houles and 
the share of the audience was 51.8 percent. 

Radio Set Sales for 1961 Expected to The general upswing in listener acceptance is reflected in increased set 
Better Last Year's Sales Increase sales for the past year. With the sale of fm sets nearing its all -dite 

record and the overall industry sales topping previous records, the 
Electronics Industries Association is looking forward with optimisai. 
Says L. Berkley Davis, president of the association, "Radio sales are sub- 
stantially ahead of last year with auto radios up perhaps as much as 15 

percent. Radios containing fin tuners continued to grow in popularity 
and to increase fm's share of the radio market." 

NAB Slogan and Material Set 
For National Radio Month in May 

Survey Indicates Public Reliance 
Upon Radio During Disaster Events 

BPA Selects New York Site 
For Fifth Annual Convention 

Farm Radio Adjusts to New 
Rural -Urban Interdependence 

"Radio ... the Best Sound Around" has been chosen by the National 
Association of Broadcasters as the theme for National Radio Month this 
coming May. For the third consecutive year, Faillace Productions, Inc., 
New York has been signed to prepare a new series of jingles for the event. 

The on -the -spot survey made by the Radio Advertising Bureau during 
the recent airliner crash in New York indicated public faith in the sound 
medium's ability to disseminate information at the time of a major dis- 
aster. The survey, which covered 596 households, revealed that 56.2 
percent of those aware of the crash, first heard the news on radio. 

The 1961 Broadcasters Promotion Association Convention has been set 
for November 6, 7 and 8. Meeting will be held at the \Valdorf- Astoria in 
New York. BPA President John F. Hurlbut has appointed Dan Be lts, 
director of advertising and promotion for Transcontinental Television 
Corp., as program chairman for the convention. Arrangements chairman 
will be James Mullen, promotion manager of WCBS New York. 

Report from WJAG Norfolk, Neb., reveals a major trend which faun 
radio programming is adjusting to. "Growing interdependence he- 
tween the rural businessman and the town businessman" is the theme of 
a program that will be kicked off at a local Chamber of Commerce ban- 
quet early in February. Concept behind the program is to insure greater 
prosperity of both fariner and city businessmen through rural -urban 
arca development. 
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FARM EXPERT NAMED DIRECTOR OF 

AGRICULTURAL RESEARCH FOR KSTP RADIO 
I)r. William E. Petersen, internationally known Personality," who provides entertainment, weather 
Professor of Dairy Husbandry, University of Min- and news reports. 
nesota, has been named Director of Agricultural Knighted by the King of Denmark, listed in 
Research for KS'l'P Radio and is now reaching the "Who's Who" and "American Men of Science." 
important farm family market with two shows Dr. Petersen provides the authoritative farm news 
each weekday on KS'l'P and commentary that builds faithful audiences. 

From 5:00 to 6:30 A. M.. and from 12:30 to For information on availabilities, contact your 
1:00 P. M., Dr. Petersen presents business and nearest Petry office or a KSTP representative. 
farm news, market and livestock trends and re- 
ports. plus interviews and discussions with visit - 
ing guests. 

Joining 1)r. Petersen on these shows is David 
Stone, popular KS'l'P personality and twice winner 
(I 959 -601 of the AFTRA award as "IUest Farm 

8 

RADIO 
1500 ON YOUR DIAL 

MINNEAPOLIS ST.PAUL 50,000 WATTS 
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time buys 

American Airlines 

Agency: Young and Rubicarn, 
New York 

Product: AIR TRAVEL 

American has added one more city 
to its 52 -week line -up for 1961: San 
Francisco. The Golden Gate City will 
get 40 spots per week. New York, 
Los Angeles and Chicago schedules 
have been renewed, with schedules 
closely following last year's. Special 
flights are in the offing throughout 
the year, but plans are not yet defi- 
nite. 

Braniff International Airways 

Agency: Cunningham & Walsh Inc., 
New York 

Product: AIR TRAVEL 

Braniff's recent move to Cunning- 
ham R Walsh means a great expan- 
sion in radio activity for the client. 
The airline used radio before in 
New York only, but now plans to go 
heavily in the key markets among 
30 where it now operates. Although 
plans did not call for any schedules 
in January, Braniff asked for a spe- 
cial two -week campaign this month. 
All 30 markets got special schedules 
for the period beginning January 16. 
Bob Palmer, media supervisor, di- 
rects the buying. 

E. T. Browne & Co. 

Agency: Kenneth Rader Co., New 
York 

Product: PALMER'S SKIN 
SUCCESS 

A February start is planned for 15 

to 30 markets. In the wind is a pos- 
sible buy of stations in Central and 
South America. The campaign will 
last from three to six months. All 
spots are minutes. Buying is directed 
by Arthur Briskin, executive v.p. 

Cerebelli & Co. 

Agency: Ellington & Co., New York 
Product: BRIOSCHI TABLETS 

A five -week flight starts for Bri- 

oschi in mid -February. Agency has 
added Chicago to the list of markets, 
which normally includes cities in the 
East and Northeast. From 20 to 25 
spots per week will be scheduled in 
a minimum of 14 markets. Dan Kane 
is the buying contact. 

Chesebrough -Ponds Inc. 

Agency: Norman, Craig & Kummel 
Inc., New York 

Product: VASELINE HAIR 
TONIC 

The first of a series of flights 
planned for the year starts this 
month in 75 markets. From six to 
15 spots per week will go to each 
station. All spots are minutes, ETs, 
scheduled in driving times. Alan Sil- 
verman is the timebuyer. 

Commercial Solvents Corp. 

Agency: Fuller f Smith f Ross Inc., 
New York 

Product: HI -D 

Aiming for the farm audience 
with its ammonium nitrate fertilizer, 
Commercial Solvents will go into 30 
markets for 13 weeks. Campaign will 
start in February with participation 
on farm programs. Bernie Rasmus- 
sen is the time buyer. 

Corn Products Co. 

Agency: Donahue dr Coe, Inc. 
Product: KASCO DOG FOOD 

A 13 -week campaign is planned for 
a February start. A minimum of 40 
markets will be in on the buy, which 
is double the number of markets in 
the flight just ended. Minute spots 
will dot the schedules of at least 45 
stations. Harry Durando is time- 
buyer. 

Corn Products Co. 

Agency: Guild, Bascom & Bonfiigli, 
New York 

Product: SKIPPY PEANUT 
BUTTER 

A ten -week flight for Skippy be- 

gins this month in up -state New 
York and Florida markets. As many 
as 40 spots per week will run on an 
undisclosed number of stations. 
Frank Gianatassio is the timebuyer. 

d -Con Co. 

Agency: Thompson -Koch Inc., 
New York 

Product: RIDEX 

Moving from network to spot ra- 
dio, Ridex started a 50 -week cam- 
paign in mid -January in 15 to 20 
markets. A minimum of five spots a 
week are scheduled to run during 
driving times. The client is aiming 
for suburbia with this product, a sep- 
tic tank cleaner. Timebuyer is Bob 
Hall. 

Ford Dealers 

Agency: J. Walter Thompson Inc. 
New York 

Product: USED CARS 

Ford dealers in the Minneapolis - 
St. Paul area are running a three - 
week spot radio drive featuring used 
cars. The campaign involves some 
63 stations in the twin cities terri- 
tory, with 15 spots a week on each 
station. Similar campaigns are in 
the offing for Ford dealers in Dallas, 
Memphis and Oklahoma City. Mad- 
eline Blum is timebuyer. 

Robert Hall Clothes 

Agency: A rkwright Advertising, 
New York 

Product: SPRING CLOTHING 
By February 19 or 26 the Robert 

Hall campaign for clothes for spring 
will be on the air in 100 to 150 mar- 
kets. At least 200 stations will be 
included on this campaign, which 
will run for 13 weeks with minute 
spots. The agency reports plans are 
afoot for a change in media strategy 
that will put even more emphasis 
than before on spot radio. Jim 
Hackett is media director. 

(Conf'd on p. II) 
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The media analysis team of Brooke, Smith, French & Dorrance, Inc. in a "do 
not disturb," "right- through -lunch" emergency session. L. James Schneider, 
Vice President and Account Executive; George Johnston, Vice President and 
Director of Media; John S. Pingel, Executive Vice President; Hal E. Rumble. 
Vice President and Manager of Media Department; Charles V. Hicks, Vice 
President and Creative Supervisor. 

DOUBLE OR NOTHING 
This decision calls for competent media information 

Situation' sudden change in client plans. 

Requirement: more space per ad; more time per commercial...u'ith the same budget! 

Need immediate access to capsuled reviews of the relative virtues of the 
media that had been painstakingly worked into the schedule before 
the change -order came through...and of others that may note be 
considered. 

Solution. check SRDS media listings, market data and whatever good, perti- 
nent information can be found in files, desk drawers and -they hope 
-in your Service -Ads in SRDS. 

Question. 111 of your selling actions have made their impressions on some or 
all of these decision makers -so have your competitors'- but right 
now, how well are you serving their buying actions? 

Opportunity: with competent strategically positioned Service -Ads in SRDS 

YOU ARE THERE selling by helping people buy 

.SRV S Standard Rate & Data Service, Inc. 
the national authority serving the media- buying Inaction 

C. Iaury MAI t'rrsirhvt! and Publisher 
5201 OLD ORCHARD ROAD. SKOKIE, ILL., YORKTOWN 6-8500 
SALES OFFICES - SKOKIE. NEW YORK, LOS ANGELES. ATLANTA 

10 

,Cl.f 0 
M4 4-1° 
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time buys 

(Cont'd from p. 9) 

P. Lorillard Co. 

Agency: Lennen & Newel! Inc. 
New York 

Product: OLD GOLD 
CIGARETTES 

Fifty -two week schedules for Old 
Gold were renewed this month in 50 
markets for a campaign of ID's and 
minutes. The campaign represents 
very little change from last year. 
Timebuyer is Sally Reynolds. 

P. Lorillard Co. 

Agency: Lennen dr Newell Inc., 
New York 

Product: KENT CIGARETTES 

Kent's renewal for 1961 includes 
52 -week schedules in 50 markets. All 
spots will be chainbreaks on 125 to 
150 stations. From three to six spots 
a week will run in prime time. Time - 
buyer is Sally Reynolds. 

The Mennen Co. 

Agency: IVarwick dr Legier Inc., 
New York 

Product: SKIN BRACER, 
SPRAY DEODORANT 

Mennen's broadcast lineup for 
1961 gives the budget exclusively to 
radio. Initial planning called for a 
heavy spot radio campaign, which 
began early this month, and spon- 
sorship of shows on three networks. 
The spot radio campaign started 
January 9, will run for 26 weeks on 
a flight basis ... four weeks in, 
three weeks out. Stations in the top 
50 "Mennen" markets carry from 18 

to 30 spots a week, all during driv- 
ing times. Minutes and 20's are 
scheduled for 150 stations. Heavier 
frequencies are scheduled for the 
summer. 

For network, Mennen is sponsor- 
ing sports fare: Phil Rizzuto on 
CBS, Howard Cassel on ABC and 
Bill Stern on Mutual. Approximate- 
ly 700 stations carry these shows. Joe 
Hudack handles the buying. 
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Nestle Co. 

Agency: Win. Esty Inc., 
New fork 

Product: INSTANT NESCAFE 

The end of January marks the 
start of a 75 to 125 market campaign 
for this product. Frequencies \t'ill 
range from 10 to 100 spots per week 
according to market size. Markets 
were selected by the agency as "Nes- 
cafe's top markets." Spots are all 
minutes. Campaign is expected to 
run from eight to 13 weeks. Phil 
\[cGibben is timebuyer. 

Lydia E. Pinkham Medicine Co. 

Agency: Cohen & Aleshire Inc., 
New York 

Product: PROPRIETARY 
MEDICINE 

\ campaign that started this 
month will run through May in 100 
markets. From 10 to 50 spots a week 
are scheduled for 120 stations. ET 
minutes run during daytime seg- 
ments to reach housewives. For this 
campaign, nearly 90 percent of the 
stations are either Negro or Spanish. 
Another campaign may run in Octo- 
ber. Bob Turner is the timebuyer. 

Potter Drug Cr Chemical Co. 

Agency: Kastor, Hilton, Cl:esley, 
Clifford & Atherton Inc., 
New York 

Product: CUTICURA AND 
CUTITONE 

A 13 -week campaign started in 
mid- January for both products. Cuti- 
cura (complexion soap) spots are 
running in 18 markets, and Cutitone 
(medicated make -up base) schedules 
are set in 22 markets. Frequencies 
for each run from 10 to 12 spots a 

week, all minutes. Markets vary 
from medium to large, but the audi- 
ence sought is the same: teenage 
girls. Rosanne Gordon is the time- 
buyer. 

Standard Brands Inc. 

Agency: Ted Bates & Co., 
New York 

Product: BLUE BONNE! 
MARGARINE 

Blue Bonnet will start a four to 
five week campaign January 23 in a 
niininttnn of 14 markets in the 
Southeast. Frequencies will be mod- 
erate to heavy. Daytime periods will 
be bought in the 9 a.m. to 4 p.m. 
segment. All spots will be minutes, 
ETs. Timebuycrs are Pete Schulte, 
Conant Sawyer. 

Standard Brands Inc. 

Agency: Ted Bates & Co.. 
New York 

Product: ROYAL DESSERTS 

A spot radio campaign is in the 
planning stages for the Royal des- 
serts. At least 100 markets are con- 
templated for the campaign, which 
calls for 15 spots per week on as 
many as [our stations in each market. 
Pete Schulte is timebuyer. 

The Travelers Insurance Companies 

Agency: Young & Rubicans Inc., 
New York 

Product: INSURANCE 

A month -long spot radio cam- 
paign for Travelers and its agents is 

in the works for stations in Oregon. 
The campaign will include as many 
stations as possible, with the total 
running upwards of 60. Frequencies 
will be heavy, and all spots will be 
minutes, delivered live. A similar 
spot campaign to cover agents in 
Illinois is also in the planning stages. 
Timebuyer is Eleanor Paulson. 

United Airlines Inc. 

Agency: N. IV. Ayer & Son, 
Philadelphia 

Product: AIR TRAVEL 

United has renewed its contracts 
for 1961 in all markets, but big 
broadcast changes are pending Unit - 
ed's acquisition of Capital Airlines. 
If the expected merger materializes, 
broadcast schedules will expand con- 
siderably. Timebuyer is Arne Ram- berg. 
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Over- the -Shoulder Look at 1960 
Shows Broadcast Industry Gains 

Three Steps that Kept Industry 
On Right Road Cited by NAB 

NAB Policy Committee Ends Its 
Temporary Role on Optimistic Note 

Station Activities Reflect 
Growth of the Medium 

McCollough Sketches in Four 
'Touchstones' of the Future 

In taking a backward glance at the events of 1960, the National Associ- 
ation of Broadcasters said "broadcasting emerged from its year of trial 
in 1960 to reach the threshold of greater freedom and influence." The 
industry's success, the NAB points out, was achieved "primarily by ma- 
ture and mutual efforts by individual stations and the networks to dem- 
onstrate their unmatched contributions to the public good." 

The NAB singled out three steps taken by broadcasters that helped to 
counteract the attacks of the industry's critics. These are: "The indus- 
try's fair and impartial handling of the presidential radio -tv debates with- 
out any legal requirements or restrictions for equal time. Its apparent 
success in winning acceptance of its view that broadcasters themselves 
should determine community needs and plan programming to meet 
them. Its determined effort to improve and expand its means of self - 
regulation through the NAB's radio and television codes." 

When Governor LeRoy Collins officially took over as NAB president this 
month, it marked the end of the special three -man Policy Committee. 
The Committee was established to oversee the operations of the organ- 
ization after the death of the former NAB head, Harold E. Fellows. Clair 
R. McCollough, president and general manager of the Steinman Stations, 
Lancaster, Pa., and chairman of the Policy Committee, said broadcasting 
has emerged "from its blackest days of 1959 and early 1960 to be accorded 
a higher degree of faith and freedom by the legislative and regulatory 
agencies of government. With initiative and vigor, the industry can now 
continue to move forward to grow in influence, both economic and so- 
cial, and to work for the public interest less hampered than ever before 
by archaic and unnecessary legislative and regulatory controls." 

The Policy Committee's year -end report highlighted a number of events 
which attested to the industry's growth. As of December 1, according 
to the report, there were 3,538 am and 801 fm radio stations on the air. 
This represents an increase of 82 am and 12 1m stations since last Janu- 
ary 1. NAB membership climbed to a new high -2,623 radio and tele- 
vision stations, plus all the national networks -an increase of 260 stations 
since the first of 1960. There was also a generous increase in the num- 
ber of stations that subscribe to NAB's Radio Code -a total of 1,093 
radio stations as of December 1. Around the middle of last year, the 
Radio Code was extended to non -members, its administration was 
changed from an honor system to one with enforcement provisions and 
a full -time code staff was added at NAB headquarters. 

In summing up the past 12 month period, and looking to the future, Mr. 
McCollough said "Broadcasting has much to talk about and to promote ... much of excellence in our programming, much of our influence 
upon domestic and world affairs." He offered the following "touchstones 
of the future" for the industry: "A determined organised effort to bolster 
the economy through ethical advertising.... A dedication, within our 
capacities, to the cause of better education.... A comprehension of the 
public interest in order that we may meet in a climate of decision freely 
made.... A concentrated, organimd effort to portray our industry to the 
public for what it is and aspires to become." 
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THIS MONTH: 

LEWIS HAVENS AVERY 

President, Avery -Knodel Inc. 

Industry Veteran Elected 

Head of SRA for 1961 

In keeping with his active participa- 
tion in industry affairs, Lewis Havens 
Avery has been elected president of 
the Station Representatives Associ- 
ation for the year 1961. Mr. Avery, 
president of Avery- Knodel Inc., 
brings to this post the experience and 
knowledge acquired over a span of 
30 years in all phases of radio. 

An enthusiastic advocate of radio, 
Mr. Avery made a prediction about 
the medium's future over 10 years 
ago. With the pressure of tv increas- 
ing daily, Mr. Avery said "... there's 
no reason why 10 years from now am 
broadcasting won't have as big or 
bigger billings than it has today." 
Sales figures recently issued by the 
Federal Communications Commis- 
sion and the SRA testify to the ac- 
curacy of that prediction. 

Mr. Avery succeeds H. Preston 
Peters, president of Peters, Griffin, 
Woodward Inc. Always interested 
in fostering the growth of the repre- 
sentative field, Mr. Avery was one of 
the organizers of the National Asso- 
ciation of Radio Station Representa- 
tives, the predecessor of SRA. He 
served that group as its first treas- 
urer, and later as its president. 

A native of Seneca Falls, N. Y., 
Mr. Avery started out with ambitions 
of becoming an electrical engineer. 
However, after three years at Myn- 
(terse Academy and Union College, 
Schenectady, he made the switch to 

business administration. He got his 
first taste of radio when he added an- 
nouncing chores at WGY Schenec- 
tady to his regular position in the 
publicity department of General 
Electric. That was in 1926, and two 
years later he found himself con- 
ducting a five -day home economics 
program on WGY as part of his du- 
ties as assistant ad manager of the 
Mohawk Power Co. 

The pace of his progress quick- 
ened. In 1930 he joined BBDO, and 
xt'as soon handling all local radio ac- 
tivities of clients from Albany to De- 
troit. After two years with the 
agency, Mr. Avery took his first po- 
sition in the representative field. He 
was sales manager of the Chicago 
office of Free and Peters until 1942, 
when he went to work for the Na- 
tional Association of Broadcasters as 
director of the Division of Broadcast 
Advertising. 

In 1945, Mr. Avery started his own 
representative office, and one year 
later was joined by J. W. Knodel to 
form the firm of Avery -Knodel Inc. 
Today, the organization has seven 
offices throughout the country, and 
employs the services of almost 100 

staff members. 
Taking little time out from his 

work for hobbies and sports, Mr. 
Avery lives in Scarsdale, N. Y., with 
his wife, Helen Elizabeth. The Averys 
have a son and a daughter. 

"The Heartbeat of 

the Corn Country" 

5,000 watts 960 KC 

Shenandoah, 
Iowa 

Covers 67 Counties* 
in 4 top farm states 

NCS #2 - Iowa, Nebraska, Kansas, Missouri 
Total population . 961,500 

69% 
KMA 

KMA 

live on farms 
or towns under 2,500 

has programmed to meet the needs 
of this WHOPPING majority for 
over a third of a century 

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

Total Consumer 
Spendable Income $1,350,273,000 

Gross Farm Income .. _._ $1,237,800.000 
Retail Sales _..._....- _____ $1,122,062,000 

1 Income and sales source -SRDS est. July '58 -'59) 

35 years of reliable 
farm service radio 

KMA- Two full -time farm service men. 

KMA- Two full -time veteran newsmen. 

KMA- Seasoned air personalities. Ten have 
an average of 21 years in radio. 

KMA- Proved audience appeal with a 

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

KMA- Full -time merchandising promotion. 

KMA- 35 years under same ownership. 

KMA- Publishes KMA Guide Magazine 
1$1 per yr.), 11,000 paid. 

KMA- Auditorium seats 800, popular 
meeting spot for farm, civic, po- 
litical organizations. 

KMA- Twin Bonanza, full -time pilot, to 

speed news, service, business. 

All adds up to 
SELLING KNOW -HOW! 

Represented by Edward Petry 8, Company 
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WFBM's Mid- Indiana 

leadership is earned! 



News 

sponsored 

before it 
happens- 

onWFBM 
Eckrich renews 

"blank check" 

news contract 

for third year! 

Wherever or whenever BIG news 
breaks in Indiana, WFBM keeps 
Hoosiers in touch with events as 
they happen. Eckrich likes WFBAi's 
exclusive "news beats" ... knows 
WFBM's mobile radio and televi- 
sion units will be in action at the 
scene, whether it's a fire in Elwood 
or a flood in Terre Haute. 

Eckrich trusts our judgment as 

to whether an event warrants pre- 
emption of regular programming 
(when it does, automatic sponsor- 
ship results). Doesn't such perform- 
ance of our 17 -man news operation 
justify your confidence, too? Next 
time why not call us first! 

Peter EtMcn & Sons. Inc.. Meat Speccaus 

TV 6NBC INDIANAPOLIS 

Radio 
ABC 

12GO 
Represented Nationally by The KATZ Agency 

LETTERS TO THE EDITOR 

1961 Airfax 
Your December 1960 book is one 

of the best in the young and vigorous 
history of u. S. RADIO. It will find 
many valuable applications in our 
organization throughout the year. 

Congratulations on a most useful 
compendium of radio facts. 

Ben H. Holmes 
Radio Vice President 
Edward Petry & Co., Inc. 
New York, N.Y. 

Negro Radio Issue 

Congratulations on the Negro 
Radio supplement (t. s. RADIO, No- 
vember) . It did an excellent job 
in presenting the story. 

Your editorial was especially ap- 
preciated. No one knows any better 
than I what it takes to get an associ- 
ation of radio station owners started. 
I do believe, however, that we are 
coming along nicely; and given a lit- 
tle time, the will start making the 
Association's presence felt in a big, 
big way. 

Francis M. Fitzgerald 
President 
Negro Radio Association 
Charlotte, N.C. 

A magazine publisher once told 
me that the amount of space pur- 
chased by a client had absolutely no 
connection with the amount of cov- 
erage the client would receive edi- 
torially in his publication. 

It is quite obvious, after careful 
examination of your Negro edition, 
that you are living up to these high 
ideals of the publishing profession. 
Congratulations! 

John McLendon 
President 
McLendon Ebony Rodio 
Jackson, Miss. 

I thought your Negro Radio sup- 
plement was very, very good. Con- 
gratulations. 

Stuart J. Hepburn 
President 
KNOK 
Fort Worth, Tex. 

Salesmen First 
I would sincerely appreciate your 

sending me a copy of your magazine 
directly to my home. Your book is 

so popular I have to beat my sales- 
men to the mail. 

Richard .1. Kelliher 
Eastern Sales Manager 
Adorn Young Inc. 
New York, N.Y. 

Media Aid 
I am very much interested in be- 

coming a subscriber to u. S. RADIO. 

As media director, I feel that such a 
publication would help this depart- 
ment immensely. 

W. F. Frensley 
Media Director 
Beals Advertising Agency 
Oklahoma City, Okla. 

U.S. FM 
Let me take this opportunity to 

congratulate you, and your staff, for 
a job well done. t'. S. FM is certainly 
a needed publication for a growing 
industry. Thanks to this fine publi- 
cation, the fin "message" will reach 
every major agency in the country. 

Ralph T. Hennen 
Sales Manager 
Eastern Broadcasting System, Inc. 
Brookfield, Conn. 

IVe have enthusiastically followed 
the emergence of u. s. FM. The future 
benefits that it will afford the adver- 
tisers considering FM are tremen- 
dous. Allow us to congratulate you. 

Could you please forward to me 
the names and addresses of some of 
the manufacturers of reliable multi- 
plex receivers. 

George J. Sliman 
Mayor Shrimp 6 Oyster Co. 
Biloxi, Miss. 

For the first time in three months, 
I took time out to read u. s. FM that 
I received in today's mail. 

I immediately began a search for 
back issues, which I vaguely recall 
my chief engineer going over. He 
was no help in locating them. 

Therefore, I have a favor to ask. 
I have Vol. 1 -No. 4 and am missing 
the first three issues. Could you 
please send me the three back issues? 

Your u. s. Fm, I have discovered, is 
a highly informative paper. 

Francis J. Strotman 
General Manager 
WCWC 
Ripon, Wisconsin 
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What station is best described by the word, "FRIENDLY ? "* 
'Pulse Special Survey, Washington 5 County Metro Area, May 31 -1une 15, 1960 
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WWDC -FIRST ... and a runaway leader in the popularity poll for the 
friendliest radio voice in Washington, D.C. Which proves the effect 
of our often -aired slogan ... "the station that keeps people in mind." 

ihrwrp Radio Washington 

REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 

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

And in growing Jacksonville, Fla.- it's WWDC -owned WMBR 

n.anr° January 1961 



The Minneapolis Grain Exchange, one of the nation's largest cash 
grain markets, is the scene of a WCCO farm market report. Here, 
Associate Farm Director Jim Hill interviews an exchange official. 

Farm Radio 
Keeps Pace 
Third annual U.S. Radio survey 
reveals many changes in 

programming content and format, 
and growing advertiser acceptance 

Also see: 

List of major national and 
regional farm radio clients p. 24 

Farm advertiser use story p. 26 

Capsule farm success stories p. 30 

U. S. RADIO JANUARY 
1961 

Il 

"There are a dozen differ- 
ent products that you could 
sell to the great benefit of 

your farm listeners -to the great 
benefit of the whole area." 

This statement on the influence 
of farm radio was written not as a 

sales inspiration memo from a gen- 
eral manager to a sales manager, 
but by a regular farm advertiser to 
a farm station urging it to bring to 
the attention of farmers, for their 
own betterment, the product mes- 
sages of the many new developments 
in the field of agricultural science. 

The writer of the letter, Roswell 
Garst of Garst & Thomas Hybrid 
Corn Co., whose personal reputation 
is known the world over, commented 
to WOW Omaha on the effectiveness 
of the station for his products and 
then took it to task for not bringing 

U. S. RADIO January 1961 17 



F 

A 
R 

RADIO 

In one of the many KFRE Fresno farm department field 
interviews, reporter Jim Miller gets the story on new 
techniques employed today in the crossbreeding of cattle. 

to the awareness of listeners the farm 
products and services of certain addi- 
tional companies. 

"I think you and your station," 
he wrote to the general manager, 
"have a Wonder fuI opportunity to 
help farmers produce better crops 
and that you are not taking full ad- 
vantage of your opportunity." 

Mr. Garst goes on to illustrate 
how the commercial messages of two 
nationally -produced products could 
make important differences in the 
outcome of farm production. 

Conviction of this type by an in- 
terested advertiser on the strength 
and importance of farm radio is tes- 
timony enough to the medium's af- 
fluence. 

And in the fast- changing world of 
agriculture, filled with wonderful 
new developments and beset with 
many critical problems, farm radio 
is attempting to keep pace with the 
needs of its listeners. 

Questionnaires returned by sta- 
tions to t.c. Remo as part of the third 
annual survey of farm radio indi- 
cates that many adjustments are 
taking plc within the medium: 

Programming is becoming more 
diversified to appeal to a wider 
range of farm listeners (i.e., the 
tsIwle farm I;unily) . 

Information covered in farm 
prograunniug is also broaden- 
big in scope across the county 
to include such things as gen- 
eral business news, gardening 
and expanded reporting on 
fa in markets. 
The trend to shorter segments 
of farm programming- without 

Farm personnel of WHO Des Moines are on location at 
the Iowa State Fair. L to r: Jack Dallas, farm dept. assist- 
ant; Herb Plambeck, farm director; Lloyd Albers, superin- 
tendent of the cattle show; Chet Randolph, farm news 
editor; Lee Kline, market editor, and Keith Kirkpatrick, 
associate farm editor. Scene is the last livestock fudging. 

a necessary reduction in total 
farm radio activity -appears to 
be growing, according to the 
survey. 
Questionnaires also point to the 
fact that stations are providing 
more service to advertisers. 

As a focal point for advertising, 
the fare market continues to grow 
in attractiveness. This is true for 
farm products as it is for standard 
consumer items. For a list of nation- 
al and regional advertisers who buy 
farm programming -as reported by 
stations in their questionnaires -see 
p. 24. 

The vastness of the farm market 
has been documented by \\rildrick R 
Miller Inc., New York, advertising 
agency that specializes in the agri- 
cultural, building and chemical in- 
dustries. its appraisal of the farm 
market, issued last year, presented 
the farm story in a 32 -page booklet 
called Fewer, Larger, Richer, a fol- 
low -up to a similar analysis pub- 
lished 10 years earlier. Calling upon 
government and industry figures, 
here are some of the facts the agency 
has gathered: 

The farming industry consumes 
6.3 million tons of finished steel 
each year, equal to almost half 
what the entire auto industry 
uses. 
Fanners spend $1.5 billion each 
year for petroleum products. 
They are the nation's biggest 
buyers of oil industry products. 
Farmers invest almost $5 billion 
each year in new buildings, 
equipment and machinery, 
more than $1.000 per farm. 

Farmers use enough rubber each 
year to put tires on six million 
automobiles. 
They spend more than $9 bil- 
lion annually for seed, stock, 
feed and fertilizer. 
Farm families each year buy 
about $16 billion worth of con- 
sumer goods and services like 
food, clothing, furniture, insur- 
ance, appliances, medical care, 
among other things. 

There is strong evidence that ad- 
vertisers in greater numbers are real- 
izing the value of the farm market 
for both specialized and consumer 
goods and services. 

"Radio sales in 1961 are expected 
to rise in all product classifications," 
states Sidney J. Wolf, president of 
Keystone Broadcasting System Inc., 
"but should be especially, marked 
among advertisers concerned with 
reaching the large farm market. Cur- 
rently, eight national accounts are 
selling their various farm products, 
equipment or services via Keystone 
facilities. Many general product ad- 
vertisers also are seeking this spe- 
cialized consuming group." 

Ile cites as an example the rise in 
automotive billing for Keystone in 
1960. "We have many manufac- 
turers using transcribed commercials 
to sell the general passenger car line 
to farmers as well as trucks." Mr. 
\\'olf credits much of Keystone's sales 
gain of 25 percent I¡tst year to adver- 
tisers anxious to reach the rural 
markets. 

Of the more than 1.100 stations 
in the Keystone network, 881 con- 
tain farm programming that collec- 
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Before the Heavy Machinery Rodeo held at Clemson College, S.C., Grady Cole, 
farm director of WBT Charlotte, interviews the 4 -H Club participants in the rodeo. 

tively cover 3.7 million farms. Key- 
stone states that these farms have an 
annual gross income of $26.6 billion, 
about 70 percent of the total U.S. 
gross farm income of $37.9 billion. 

There are many developments 
taking shape in farm radio today, ac- 
cording to questionnaire returns. 

"The farm director must spend 
more time in the field and less in the 
studio," states Herman Clark, direc- 
tor of radio, RrBAP Fort Worth. 
"There should be more interviews 
in the field, more first -hand reports 
on crop conditions." As for farm 
clients, Mr. Clark declares, "Adver- 
tisers expect more service - dealer 
calls, attendance at sales meetings, 
assistance with point -of -sale material, 
dealer letters, contacts with sales 
managers. Consumer product adver- 
tisers, too, are showing an interest 
in the high- income farm audience." 

The emphasis on markets and 
marketing information is explained 
by Maynard Speece, farm director of 
WVCCO Minneapolis: 

"The basics of farm service report- 
ing- markets, weather and news of 
agriculture- remain the same. But 
each year there is more emphasis on 
markets and marketing. One big 
reason is that market activity is no 
longer seasonal. 

"A few years ago, virtually all 
hogs came to market in the fall be- 
cause practically all farrowing oc- 
curred in the spring. Today, multi- 
ple farrowing is the rule and the 
farmer is bringing hogs to market 
the year around. 

"Also contributing to this picture 
is the fact that so many farmers are 
joining together in marketing groups 
to even the flow of livestock to mar- 
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Mike Nelson (I.), farm director of WJAG 
Norfolk, Neb., presents plaque to owner of 
prize -winning heifers at the Norfolk Chamber 
of Commerce- sponsored Baby Beef Show meet. 

Farm Director Arnold Peterson (r.) of WOW Omaha and 
Associate Farm Director Frank Arney prepare for on -the- 
spot interview to be run on one of station's farm programs. 

ket, eliminating the great seasonal 
price fluctuations. 

"Farm service broadcasting also 
has been greatly affected by the tech- 
nological revolution on the farm. 
The farmer simply cannot keep up 
with all the new products and meth- 
ods in such fields as chemicals, fer- 
tilizers, feed formulations and insec- 
ticides. He depends more and more 
on radio for news of these products 
and advice on when to use them. 
Often it is the kind of information 
the farmer needs now and he gets it 
now only on radio." 

Changes in farm radio program- 
ming reflect a desire to broaden the 
scope of information as s'eil as to 
appeal to a wider range of listener 
(for example, the farm housewife). 

"We have expanded the scope of 
women in our farm programming," 
declares Robert Miller; director of 
agricultural activities fór WVL1V Cin- 
cinnati. "More and more important 

is the part played by Jean Conner, 
women's director of the farm pro- 
gram department, and thousands of 
letters from listeners attest to their 
confidence and loyalty. For example, 
just before Christmas Jean Conner 
offered to send a reprint of a Christ- 
mas cookie recipe upon receipt of a 
self -addressed, stamped envelope. By 
Christmas, more than 2,100 requests 
had been received and acknowl- 
edged. 

"An increase in community rela- 
tions also has been noted. More 
time has been given to personal ap- 
pearances, speeches, remote broad- 
casts and activities at WLW's Every- 
body's Farm. Nowadays a farm 
broadcaster must have world -wide 
knowledge -he cannot limit himself 
to his own community." 

Appealing to a wider range of lis- 
tener with farm programming is 
pointed to by many stations as one 
of the newer developments in farm 
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radio. 
"\\'e are still employing our regu- 

lar pattern of farm interviews, mar- 
ket information and news directed 
to the farmer, all the while direct- 
ing more thought to the young farm- 
er and participating more with the 

20 

FFA and other groups," says Leslie 
Kennon, vice president, KWTO 
Springfield, Mo. "We have also en- 
larged our scope of markets to in- 
clude all important quotations in 
livestock and grain in the middle 
west." 

And Jay Gould, farm director of 
\VOWO Fort Wayne, adds the fol- 
lowing emphasis to the growing di- 
versification in programming con- 
tent and approach: 

"Two types of changes have come 
into our farm broadcasting. One 
type in program material and the 
other in program format. Emphasis 
has been changed considerably from 
our former efforts to raise produc- 
tion of crops and livestock to the 
problems of marketing and adjust- 

This trio bids welcome to visitors to Everybody's Farm, owned and operated by 
WLW Cincinnati. L. to r.: George Logan, farm service director; Robert Miller, 
WLW's director of agricultural activities, and Jack Conner, manager of the farm. 

U. S. Sentate radio room is the scene of this farm broadcast by WGY Schenectady, 
N. Y. Station set up special two -way radio broadcast between these senators and 

four farmers in its home studios. Don Tuttle (r), WGY farm director, handles the 
Washington end of the discussion with Senators (I to r) Milton Young, William 
Proxmire, George Aiken and Allen Ellender. Northeast problems were aired. 

ment of quality and amount to de- 
mand. There is also a considerable 
increase in the amount of time spent 
in explaining farm problems to non- 
farm people and the problems of 
non- farmers to the farmers. As with 
the extension service, farm broad- 
casting now includes an ever increas- 
ing amount of attention to suburban 
non -farm listeners. 

"Our farm broadcast format has 
evolved to parallel an apparent 
change in listening habits -shorter 
information segments (for example, 
four -minute rather than I3- minute 
markets), shorter interviews (maxi- 
mum six minutes) and general agri- 
culture information. Along this line, 
local, national and international 
news is now embodied within our 
farm broadcasts." 

Bill Hoeft, farm director of WTMJ 
Milwaukee, also states that "more 
consideration is being given to the 
non -farm listener in farm program- 
ming." 

Some stations report adjustments 
in programming to appeal to urban 
listeners. 

"Our farm programming attempts 
to bring the urban listeners closer to 
the farmer, providing information to 
the urban listener which tends to ac- 
quaint him with the farmer's prob- 
lems," declares Robert (Doc) Web- 
ster, farm director of WJTN James- 
town, N. Y. "1Ve have not sacrificed 
the farm content in the program, 
but tend to present it in a manner 
that will be not only of interest to 
the farmer, but the urban listener as 
well. We are keeping interviews to 
a maximum of three minutes in an 
effort to keep the program fast - 
moving." 

Conway Robinson, farm director, 
WB,\L Baltimore, underscores a 

similar point: "Farm programming 
-particularly in our eastern area - 
must include sufficient human and 
general interest material to attract 
the suburban 'farmer' since our so- 
called strictly agricultural listening 
area now is changing and to a large 
extent is assuming a more suburban 
appearance." 

The appeal to the distaff side is 
explained by 1- Toward Heath, farm 
director, \VPAG Ann Arbor, Mich. 
"We are aiming the commercial 
pitches more and more toward the 
woman of the house, knowing very 
little is ever spent without her con- 
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sent." 
An example of the increasing va- 

riety in information covered in farm 
fare is provided by Vern Stedry, man- 
ager of KRGI Grand Island, Neb. 
"Our farm director, Bill Macdonald, 
is making his farm program a bit 
more diversified. He covers lawn 
care, shrubs and plants a little more 
than he did a few years ago and has 
received excellent response to this 
programming." 

Radio's ability to provide the 
farmer with fast and accurate report- 
ing is being accentuated by a num- 
ber of stations, according to ques- 
tionnaire returns. 

"Farm radio is continually becom- 
ing speedier and more informative 
in its reporting," states Orion Sam- 
uelson, farm director, \VGN Chica- 
go. " \Vith the stepped -up pace of 
today's agriculture, farmers need up- 
to- the -minute market and veather 
reports and news of new agricultural 
developments." 

And Wally Ausleg, farm director, 
WPTF Raleigh, N. C., declares, 'The 
pace has been quickened. Shorter, 
but more meaningful interviews. 
More market reports. Wider diver- 
sification on farms, operators inter- 
ested in more items. In our area, for 
instance, on broilers, eggs and live- 
stock, farmers desire more informa- 
tion on prices in distant markets, 
which affect local markets. Farmers 
are becoming better businessmen. 
They want to keep up with new de- 
velopments." 

In line with this, George Shannon, 
farm director of W \VL New Orleans, 
says, "General business news is want- 
ed by farmers." He also states that 
farmers want more markets, weather 
and live interviews. 

"More emphasis on the business 
side of agriculture; farm market re- 
ports, too, are heavier," comments 
Ted Capener, farm director, KSL 
Salt Lake City. 

In the area of remotes, Grady 
Cole, farm director of WBT Char- 
lotte, N. C., believes major changes 
in programming include "more tapes 
of talks with agents and farmers as 
well as interviews at farm shows and 
exhibitions." 

Carl Collins, farm director, WKZO 
Kalamazoo, also believes that "farm 
radio programming is more mobile 
these days. Examples on WKZO are 
direct reports from the Chicago 

U. S. RADIO January 1961 

The WMT Cedar Rapids booth at the Iowa State Fair features such services as 
weather forecasts and market reports. Station has similar booths at all local fairs. 

Collecting facts for his WBAP Fort Worth 
farm program is Calvin Pigg (L) station's farm 
editor. This is one way the station keeps 
ab.e.st of the views of cattlemen and farmers. 

Ex, - 
FULL-RANGE PROGRAMMING 
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Stockyards, the local stock exchange 
and the area weather bureau. An- 
other service that has been successful 
for us is Spray Guide, beeper reports 
from agriculture specialists in the 
field advising area fruit growers of 
spraying conditions and advice on 
what types of spray to use." 

Another example of the far- reach- 
ing capabilities of today's farm pro- 
gramming is provided by \VGY 
Schenectady, N. Y. Last spring, Don 
Tuttle, farm director, set up a two - 
way radio broadcast between four 
area farmers in its studios and four 
U. S. senators in Washington. The 
senators, members of the Senate Ag- 
ricultural Committee, were George 
Aiken (R -Vt.) , William Proxmire 
(D- Wisc.), Allen Ellender (D -La.) 
and Milton Young (R -N. D.). 

ri r- 
KWKH Shreveport operates remote broadcasts 
from its own booth at the Louisiana State Fair. 
Farm Director Jack Dillard is shown getting 
farmers' opinions on the success of the show. 

The farmers in the \1'GY studios 
fired questions dealing with north- 
eastern agricultural problems at the 
lawmakers. Listeners to the Farm 
Paper of the Air were given a chance 
to hear these matters discussed by 
these leading legislators and the lo- 
cal farmers. 

A further indication of farm ra- 
dio's increasing mobility is offered 
by George Haefner, farm director, 
WHAM Rochester, N. Y. "No long- 
er are stereotype news or agricultu- 
ral releases used. Rather, the story 
is re -told in specific terms of the 
WHAM farmer and his farm condi- 
tions. Each month we travel greater 
distances with our tape recorder, 
tailoring the farm programs to the 
highly- specialized needs of today's 
competitive farm business." 
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The importance of on- the -scene 
reporting and the de- emphasis of 
news releases i: underscored by Ras 
Wilkinson. pram director. \WCE(. 
Rocks Mount. N. C. "Best result: 
todas are :whined bs personal con- 
tact on the Luau and full -tinte stlilh 
of local anti area problems through 
counts agent: and the state extension 
service. No more just reading bulle- 
tins and .sire service report:. Com- 
plete coverage of all events in area. 
from on-the-farm demonstrations to 
livestock ;ales and auttion." 

With the rapidly changing farm 
picture adding new re:px)nsibilities 
to faim broadcasters, mans stations 
are in the protes: of modifying or 
altering their farm format and coy - 
erage. 

One sut h station. WOW Omaha, 
reports it has just had the most ex- 
tensive program "overhaul" in 38 
tears. Bill Wiseman. manager. de- 
scribes the changes in farm content. 
"Our new format sites increased em- 
phasis to three vital farin sers ices - 
current complete markets. current 
complete weather and current com- 
plete farm n_ vs. Fhe:e will be 
brought to the farmer in -depth twice 
daily. 

"-1-he award-winning program. 
Farel Senn( Reporter. featuring Ar- 
nold Peterson. faun director. and 
Frank Ames , associate Lunt director, 
has been split into two segments- 
at 6:13 to 6:30 ,a.m. and 12:13 t i 

12:30 p.m. This doubles \\'O\\-': 
farm sen ice. ln addition, retogniz- 
ing that the farm family likes music 
and entertainment, we have added 
Rise and Shine. a musical show at 
5:30 to f, a -nl. and 6:30 to 7 a.m-. 
with both programs gis ing frequent 
weather ut ports. time and fame fta- 
till Cites. 

"WOW ' also has increased its ti 

a.m. news to 15 minutes and has in- 
serted first market estimates and 
complete farm %%tallier 1 hut, the 

00 

KDHL Faribaulf M ;nn., and the Ralston Purina Co. co-sponsored the 
Royal Show and Sale." Farm Director Dean Curtis (I.) gets report on 

entire period from 3:30 to 7 a -m. 
offers great's improved Earn serv- 
ice." 

Farm programming has always 
tonsisted basicalh of providing in- 
formation the fariner needs in his 
es-ersda operation. However. the 
grossing complexity of farm technol- 
tlgc coupled with new product tle- 
selopanents are bringing about an 
expansion of information offered. 

"Besides the usual weather, news. 
markets. l'.S- 1).. \. and state school 
agricultural news. our station has 
added two new features within the 
Last two sears." states Harold J. 
Stalin.) Schmitz, fame director. 

KFEQ St. Joseph Mo. "From Febru- 
ary- to August. we tarn a weekly In- 
sect Rep nt consisting of taped inter- 
s lest-s matte with the extension ento- 
mologist of the University of Mis- 
souriStlhol of Agriculture. This is 

a 10- minute feature. usual( sold and 
broadcast on Mondays. 

"Since last spring, KFEQ has car- 
ried special weather forecasts at 6:55 
a.nl. and (i:23 p.m.. \londay through 
Friths, from Midwest Weather Seri- 
ice of Kansas (:in, \I s. These fore- 
casts are beamed at farmers." 

The trend towards shorter farm 
program units, ss hich started a few 
sears ago. appears to bt gaininL in 
acceptance. 

"We are in the process of shorten - 
ing our program segments." sass 
John Chase, farm prog,am director, 
\ \'HFB Benton Harbor Mich. "t'e 
are try ing to streamline the informa- 
tion segments. but maintain the 
saute amount of markets and weath- 
er. .\ctualls, we are nsising our 
Michigan Farm Hour (12:15 to 1 

p.m.) despite the fact that the pro- 
gram was selected as the outstanding 
farm program in Michigan by the 

"Beautena 
the scene. 

Associated Press in 1958 -1959 and 
1959 -1960. 

'The objective is to pros-ide a 

hider variety of information on each 
program- \\-e have also expanded in 
the last nso sears our weather pro- 
grams and local market coverage. 
During our morning program (3:311 

to 6:15 a.m.), we are featuring more 
entertainment, but we still maintain 
basic farm feature." 

And Chuck Bill, faun director o! 
\\ -1 ì Chicago. tlet tares. "There's a 

definite trend toward short segment 
programming. \C LS has a one -hour 
morning show. Farel Special, which 
leaturts short segments or vignettes 
bs farni editors, interviews, market 
reports. among other things. Between 
these segments. we feature regular 
music, new: and weather reports." 

At noon. Mr. Bill notes. \ \'LS has 
a half -hour news show, .11id -Days 
which features three voices. Five - 
minute segments include local news. 
regional news. markets. weather, na- 
tional news and a fise- minute news 
sunumarV. 

" \lore short items. more music.- 
states Stan Torgerson, station mana- 
ger. \ \'MC Memphis. "The major 
change in faun programming is to a 
more listenable format with less 
long discussions." 

\Walk Erickson. farm director, 
KFRE Fresno. analszes the tlesclop- 
nunts in shorter programming this 
\sri\: 

"-1-rend is not definite, but some 
stations are going into shorter pro- 
gramming, segments. The National 
Fin m a'id Home Hour was dropped 
bs NBC. ss hick now uses farm short 
subjects prepared by farm broadcast- 
ers for .\l on it rr. Bs the same token. 
a less stations hast Eliminated block 
farm pi 11141.1111)111W; for more fre- 
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quent short segments; however, this 
is not a general practice. 

"Most of its are streamlining our 
farm ¡)rograuuuing somewhat by 
keeping the features shorter, at- 
tempting to get frequent change of 
voices." He also states that many 
farm directors in more metrupolitat 
areas are doing special service fea- 
tures (consumer tips, gardening) for 
urbanites. 

"Capsule type reports inside of 
longer programs are becoming quite 
popular," declares Loyd Evans, farm 
director, KGBX Springfield, Mo. 
"Our Fartnarama programming each 
morning is built around the NBC 
Monitor format with a farm slant all 
the wa)." He says the station has re- 
ceived "much good comment" from 
listeners on the market and weather 
briefings given every 20 minutes. 

" \Ve are scheduling more five-min- 
ute farm shows than ever before," 
asserts Howard Langfitt, farm direc- 
tor, WJDX Jackson, Miss. "We're 
providing our listeners with more 
thorough and complete market re- 
ports and information as well as 
more material of interest to con- 
sumers." 

In support of the movement to 
shorter segments of farm program- 
ming, are such comments as these: 
"Farm programming includes short- 
er interviews and a greater number 
of them," says Mike Nelson, farm 
director, \ \'JAG Norfolk, Neb. 

"We have made a marked change 
in farm programming. The farm 
shows are worked into the news and 
morning record shows as one- to 
three -minute spots," states Wayne 
Rothgeb, farm director, \VKJG Fort 
Wayne, Incl. 

"Shortening of features to allow 
more variety is a major trend," de- 
clares Homer Quann, farm director, 
WSVA Harrisonburg, Va. 

One of the big pluses of farm ra- 
dio advertising is the merchandising 
and other services that a station pro- 
vides a client. And reports from sta- 
tions indicate that these services are 
taking on additional importance in 
the station -client relationship. 

"More emphasis is being put on 
service to the farm radio client," 
states Phil Evans, fa-tn director, 
KMBC -KFRM Kansas City, Mo. He 
cites such services as addressing and 
attending client sales meetings and 
working with area dealers as well as 
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providing mailings and point -of- 
purchase displays. 

"Farms directors are putting more 
emphasis in helping co-ops and farm 
organizations market and utercliau- 
(lise their products," declares Clill 
Allen, Para director, \\TNOX Knox- 
ville, Tenn. 

Bob Nance, farm director, \VMT 
Cedar Rapids, Iowa, believes that a 
major change today is "more per- 
sonal service to clients." In line with 
this, the station's merchandising and 
promotion activities are extensive. 

Last October, \\'MT broadcast di- 
rectly foi- a week front the site of the 
National Dairy Cattle Congress in 
Waterloo. About 35,000 people reg- 
istered at the station's "Farm Serv- 
ice" booth in the main exhibition 
hall to register for prizes and to meet 
station personalities. One General 
Electric transistor radio and a 17- 
inch GE portable tv set were award - 

ed daily. 
Remote broadcasts included four 

Farm Cavalcade Cattle Congress re- 
ports sponsored by Northrup R King 
Co., seed and feed company. 

An example of a well -rounded 
merchandising campaign is provided 
by WSJS Winston -Salem on behalf 
of one of its clients, International 
Harvester, sponsor of the Piedmont 
Farm Program. 

Among the features of the mer- 
chandising support are: Personal 
visits by Harvey Dinkins, farm serv- 
ice director, to IH dealers; personal 
letters to dealers explaining this sup - 
poi-t; on -air work during the Dixie 
Classic Fair, conducted with person- 
nel from the Forsyth -Stokes Tractor 
Co., an IH dealer; promotional plac- 
ards for dealer showrooms; air pro- 
motion on behalf of the program; 
personal appearances at dealer meet- 
ings, and goodwill field trips. 

Plans for the next Dixie Classic 
Fair will include on -air interviews 
from the IH display. 

Questionnaires returned by sta- 
tions also indicate that certain struc- 
tural changes are being made in the 
station -client relationship as far as 
the handling of commercials is con- 
cerned. 

"More leeway is being given farm 
directors by their advertisers in the 
presentation of commercials," states 
Jack Dillard, farm director, KWKH 
Shreveport, La. 

"Some stations seem to be weaning 
the farm director away from corn- 

As a part of the farm programming at WWL 
New Orleans, George Shannon, farm director, 
often interviews members of the Louisiana 
chapters of Future Farmers of America group. 

-------- * t 

Harvey Dinkins (I.), WSJS Winston -Salem 
farm director, talks over his Piedmont Form 
Show with sponsor D. C. Rankin, IH dealer. 

AM. 

Each year WOAI San Antonio reports on the 
Southwest Texas Soil Conservation Tour. Shown 
discussing conservation improvements are Bill 
McReynolds (r.), farm and ranch editor, and 
John White, Texas Commissioner of Agriculture. 

mercials, thereby making it possible 
for competitive accounts to be on his 
program," comments \Vilbur Lever- 
ing, farm director, \VIB\V Topeka. 

And in the selling of farm radio 
time, Bill McReynolds, farm direc- 
tor, WOAI San Antonio, states, " \Ve 
have been giving increased attention 
to the participating spot campaign 
within the farm show as well as sell- 
ing in five -minute segments." 
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Farm Radio Advertisers 
The following is a list of national and regional adver- 
tisers who regularly use farm radio in their advertis- 
ing. The clients, arranged by product category, are 

taken from station questionnaires. Asterisk ( ) in- 
dicates regional client. 

EQUIPMENT, IMPLEMENTS & 
CONSTRUCTION 

Alcoo Aluminum 
Allis Cholmers 

(farm machines) 
Americon Steel & Wire 

(fencing) 
Automatic Equipment Co.' 

(farm machines) 
Bevis Construction' 

(shell homes) 
Black, Sivalls & Bryson 

(storage tanks) 
J. I. Case 

(farm machines) 
Chevrolet Trucks 
Deere & Co. 

(tractors and implements) 
DeLovol Seporator Co. 

(milk machines) 
Delco Botteries 
Dodge Trucks 
Eaton Metal Products 
Electric Service Systems 

(electric fencing) 
Eveready Batteries 
Firestone Tires 
Flex -O -Gloss 

(glass substitutes) 
Ford Troctors 
Ford Trucks 
GMC Trucks 
Gehl Bros. Mfg. 
B. F. Goodrich Tires 
Goodyear Form Tire Service 
Gronite City Steel' 

(flat rolled steel) 
Homelite Chain Sow 
Honneggers & Co. 

(farm buildings) 
Internotionol Harvester 

(farm machines) 
Koiser Aluminum Roofing 
The Kendoll Co. 

(milk filters) 
Kennecott Copper 
Keystone Steel & Wire 

(fencing) 
Long Mfg. 

(balers) 
Massey Ferguson 

(farm machines) 
Walter Moy Form Implements' 
McCulloch Choin Sows 
Minneopolis Moline 

(farm machinery) 
Mono Chain Sows' 
Nationol Pressed Steel' 

(corrugated metal) 

The Oliver Corp. 
(farm machines) 

Pennsylvania Tire 
Pioneer Choin Saws 
Plymouth Cordage 

(baler twine) 
Remington Chain Saws 
Reynolds Form Buildings' 
Schwartz Mfg. 

(milk filters) 
Sensation Mower 
Sheffield Steel 
Solar Permanent 

(milk coolers) 
Southlond Tractors' 
Speedy Mfg. 

(farm machinery) 
U. S. Rubber Co. 

(tires/ 
U.S. Steel 
Willys Motor 

(trucks) 

SEED & FEED 

Allied Chemical 
(feed supplement) 

Allied Mills 
(feeds) 

Americon Salt' 
C. S. Bell 

(seeds) 
Cargill 

(seeds and Nutrena Feeds) 
Cocker's Pedigreed Seed' 
Cooperative G. L. F. Exchange' 

(seeds and feeds) 
The Corn King Co.' 

(feeds) 
Dannen Mills' 

(feeds) 
DeKalb Seed Corn 
Delto Pine & Land 

(cotton seeds) 
Diamond Crystal Salt' 
Doughboy* 

(feeds) 
Form Bureau Co -Op 

(seeds and feeds) 
Former's Hybrid Seed Corn 
Foxbilt Feeds 
Funk Hybrids 

(seeds and feeds) 
Gorst & Thomos 

(seeds) 
Gooch Feed Mill' 
Hubbard Milling' 

(feed) 
Jocques Seed' 
Louisiono Seed' 
Eorl May Seed 

McMillen Feed Mills' 
McNoirs' Yield- Tested Seed' 
Moorman Feeds 
Murphy Products' 

(feeds) 
Northrup -King 

(seeds and feeds) 
Oelwein Chemical 

(feeds) 
Oyster Shell Products 

(feeds) 
Pay Way Feed Mills' 
Pfister Hybrid Seed 
Pioneer Seed Corn 
Quaker Oots 

(seeds) 
Ralston Purina 

(feeds) 
J. C. Robinson Seed' 
Schreiber Mills' 

(feeds) 
Southern Stotes Co -op 

(seeds and feeds) 
Spencer Kellogg & Sons 

(feeds) 
Steckley Hybrid Corn Co.' 

(seeds) 
Supersweet Feeds div. of 

Internotionol Milling Co.' 
Tennessee Formers Co -op 

(feeds) 
L. Tewles Seed' 
U. S. Industrial Chemical 
Vigortone Products 

(feeds) 
Wolnut Grove Products' 

(feeds) 

FERTILIZERS & CHEMICALS 
Agricultural Loborotories 

(chemicals) 
American Agricultural Chemicol 

(fertilizer) 
Chilean Nitrote 

(fertilizer) 
Davison Chemicol 

(fertilizer) 
Dow Chemicol 
Federal Chemical 

(fertilizer) 
Geigy Chemical 
Hi -D Commerciol Solvent 

(fertilizer) 
Internationol Minerals and 

Chemical 
Nitrogen, div. of Allied Chemical 

(fertilizer) 
Monsanto 

(fertilizer) 
Olin- Mathicson Chemical 

U. S. RADIO January 1961 



Pox 
(fertilizer) 

Pfizer Laborotaries 
(chemicals) 

Planter Cotton Oil & Fertilizers' 
Rohm & Hass 

(chemicals) 
Royster Guano 

(fertilizer) 
Shell Chemicol 
Sohio Chemical' 
Spencer Chemicol 

(fertilizer) 
Stouffer Chemical 

(fertilizer) 
Swift & Co. 

(plant food) 
Tennessee Former's Co-op' 

(fertilizer) 
Union Corbide 

(chemicals) 
Virginio- Carolino Chemicol 

(fertilizer) 

ANIMAL HEALTH 
Abbott Laboratories 
Americon Cyonamid 
American Scientific Loborotories 
Armour Laboratories 
Dr. Legeor Inc. 
Dr. Salisbury Lobarotories 
Geigy Agriculturol Chemical 
Hess & Clark 
Merck & Co. 
Myzon 
Natianol Serum 
H. W. Noylor 
The Smith Agriculturol Chemicol 

INSECTICIDES, PEST & WEED 
KILLERS 

BHC Insecticide 
Carbolo Chemical 

(insecticides) 

Chopman Chemical' 
(insecticides) 

Chernarga 
(insecticides) 

d -Con 
(pesticides) 

Niagora Chemical 
(rat paison) 

Esso 
(cotton weed killer) 

Swift & Co. 
(insecticides) 

Worforot 
(rat poison) 

Woodbury Chemical' 
(insecticides and pesticides) 

ASSOCIATIONS 
The Burlap Council 
Doirymen's League Cooperative Assoc.' 
Doone Agriculturol Service 
Grange League Federation 
Milk Producer's Assoc.' 
Rurol Electric Assoc. 

PETROLEUM PRODUCTS 

DX Sunroy Oil 
Ohio Oil' 
Phillips 66 
Pure Oil' 
Sincloir Refining 
Standard Oil 
Sun Oil 

CONSUMER PRODUCTS 

Brown & Williamson Tobocca 
Burrus Mills' 

(flour) 
Chottonaoga Medicine 

(Black Draught) 
Coco Colo 
Creomulsion 

Dr. Pierce's Golden Medicol Discovery 
General Mills 
Greot Atlontic & Pacific Teo Ca. 
Hopkinsville Milling' 

(flour) 
Luzianne Coffee' 
McCall's Mogazine 
Montgomery Word 
J. C. Penny 
Pet Milk 
Prince Albert Tobacco 
Reynolds Tabocca 
Royol Crown Cola 
SSS Tonic 
Safeway Stores 
Seoly Mottress 
Sears & Roebuck 
Tubrose Snuff 
Union Corbide 

(Prestane anti -freeze) 
Willard Tablet 

MISCELLANEOUS 
All -State Insurance 
Bank of Americo' 
Burnette- Corter' 

(stock yards) 
DX Sunray Form Information 
Dixie National Stack Yords* 
Farm Bureau Insurance 
Hamilton Corhartt Overall Co.' 
Hercules Powder Co. 

(explosives) 
Household Finance 
MFA Insurance' 
Mobile Homes' 

(house trailers) 
Northern Stotes Power' 
Oshkosh B'Gosh 

(clothing) 
Poole Troiler Sales' 

(house trailers) 
South Memphis Stock Yards' 
Wilson & Co. 

(meat packers) 

0 7 ! 
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Station Sampling 

Replies from the following stations were received for the farm survey: 

KCMO Konsos City, Mo. 
KDHL Fariboult, Minn. 
KFEQ St. Joseph, Mo. 
KFH Wichito, Kon. 
KFKA Greeley, Colo. 
KFRE Fresno, Colif. 
KFRM Concordia, Kan. 
KGBX Springfield, Mo. 
KGNO Dodge City, Kan. 
KHOW Denver, Colo. 
KMBC Kansas City, Ma. 
KRGI Grond Island, Neb. 
KRVN Lexington, Neb. 
KSL Salt Lake City, Utah 
KSMN Mason City, lo. 
KVKN Monohons, Tex. 
KWKH Shreveport, La. 
KWTO Springfield, Mo. 
KYW Clevelond, O. 
WBAA W. Lofayette, Ind. 
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WBAL Baltimore, Md. 
WBAP Fort Worth, Tex. 
WBEN Buffolo N.Y. 
WBT Charlotte, N.C. 
WCCO Minneapolis, Minn. 
WCEC Rocky Mount, N.C. 
WGN Chicago, Ill. 
WGY Schenectady, N.Y. 
WHAM Rochester, N.Y. 
WHDN Boston, Moss. 
WHFB Benton Harbor, Mich. 
WHO Des Moines, la. 
WHOS Decatur, Ala. 
WIBC Indianapolis, Ind. 
WIBW Topeka, Kan. 
WISR Butler, Pa. 

WJAG Norfolk, Neb. 
WJDX Jackson, Miss. 
WJTN Jomestown, N.Y. 
WKJG Ft. Wayne, Ind. 

WKTY Lo Crosse, Wisc. 
WKZO Kalamazoo, Mich. 
WLS Chicago, Ill. 
WLW Cincinnati, O. 

WMAZ Macan, Ga. 

WMC Memphis, Tenn. 
WMT Cedar Rapids, lo. 
WNOX Knoxville, Tenn. 
WOAI Son Antonia, Tex. 

WOW Omaha, Neb. 

WOWO Fart Wayne, Ind. 
WPAG Ann Arbor, Mich. 
WPTF Raleigh, N.C. 
WRFD Worthington, O. 

WSJS Winston- Solem, N.C. 

WSVA Harrisonburg, Vo. 

WTAX Springfield, III. 
WTMJ Milwoukee, Wisc. 
WWL New Orleans, La. 
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Radio Plows Sales 
for 

CYA NA. IS? I 

Farm Drugs 
Farm Directors Form Nucleus 

For American Cyanamid's 52 -week 

Campaign for Aureomycin; 40 Stations 

In ' Aureomycin Radio Network' 

One of the most outstanding 
examples of cooperation be- 
tween agency and station 

has developed over the past 10 
months in [arm radio. 

Farm directors of -10 radio :tations 
play the key role in radio advertis- 
ing for the American Cyanamid 
Company, which manufactures Au- 
reomycin for agricultural use. 

Cunningham & Walsh Inc.. New 
York, American Cyanamid's agency, 
calls its lineup of stations the :\ureo- 
ntycin Radio Network. When the 
program was initiated in April, 1960, 
there were 25 stations in the "net - 
work." Since then 15 station: have 
heen added. (It is estimated that 
American Cyanamid trill spend 
5150.0011 this year in farm radio. in- 
cluding special spot cantp.tigns that 
arc not a part of the 52 -week "net - 
work" schedule. The budget for the 
"network" alone has been doubled 
since last tear. according tu Robert 
Palmer. Cunningham \ \1-.ilsh me- 
dia supei%isor.) 
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"Our whole program hinges on 
the farm directors," explains Mr. 
Palmer. "As a matter of fact, we do 
not select stations simply on the 
basis of ratings or coverage. We feel 
that the farm director is in close con- 
tact with the people in his area and 
exerts a great influence through his 
personality. He not only knows 
farmers, but local businessmen, and 
many on a personal basis. He is a 

key factor in our decision as to what 
station to buy," Mr. Palmer says. 

Once the station is selected, Cun- 
ningham 8: Walsh buys farm pro- 
grams solely where possible. The 
usual practice is to sponsor a five- 
minute slot of a program, using an 
opening and closing billboard and a 
one- minute commercial. The fre- 
quency ranges from three to five pro- 
grams a week. If time is unavailable 
on a farm program, the agency buys 
three one -minute adjacencies per 
week. 

"All spots must be delivered live 
by a farm director." \fr. Palmer ex- 
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plains. "and this is the basis for what 
we believe to be a rather unique 
copy approach. The farm director 
receives no copy, transcription or 
fact sheet from the agency. Instead, 
we send him literature on Aureomy- 
cin and a list of 'ground rules' which 
covers the 'don't's' instead of the 
'do's'." 

Agency Suggestions 

Here are excerpts from agency in- 
structions to the farm directors: 

"Enclosed you will find a booklet 
titled 'What An Antibiotic in Feed 
Can Do for You.' The first six pages 
of this booklet contain the basic 
story of Aureomycin, ivhat it is, how 
it works and why it works. The re- 
mainder of the booklet discusses Au- 
reomycin as a feed additive. Second 
is a folder called 'How to Use Aureo- 
mycin.' In its pages you will find a 

brief summary of the uses of Aureo- 
mycin in animal health (veterinary) 
products. The third book bearing 

the label of 'Aureoinycin Crumbles' 
is a rather comprehensive fact sheet 
on this new and important health 
product. The fourth item is a set 
of 13 'ground rules' governing com- 
mercial structure." 

Armed with this material, the 
farm director prepares his own copy. 
Cunningham R Walsh prefers this 
method for a number of reasons: 
First, the [arm director flavors the 
commercial with his own personali- 
ty; second, he is aware of changes in 
agricultural conditions that would 
call for a change in copy; third, he 
can write the commercial on what- 
ever farm animal is predominant in 
his area -livestock, poultry-. 

A fourth reason for giving the 
farm director a wide latitude with 
copy is the testimonial. Often a 

farm director, when in the field, will 
interview a farmer who uses one of 
the Aureontycin products. The farm- 
er will explain why and how he uses 

Aureomeciu and give a run -down of 
the results. Whenever adaptable, an 
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Farm directors prepare their own copy from background material fur- 
nished by C&W. They exercise almost complete autonomy in promotion, 
copy and sales contacts. Here John McDonald, RFD for WSM Nash- 
ville, gives commercial during one of Cyanamid's three weekly programs. 
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How C &W Selects Farm Directors 

1. Does the RFD work for a qualified station? (Ability to 
reach a sizable farm listenership). 

2. Agency man must have met RFD personally. 

3. Is he a member of the National Association of Tele- 
vision and Radio Farm Directors? 

4. How active is the RFD in the NATRFD? 

5. Airchecks of programs taken periodically. 

6. Does station management have an active interest in 

farm programming? 

7. Which geographic region is the RFD from? 
(Farm areas in order of importance: Midwest, North- 
east, Southwest, Southeast and West.) 
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interview is used for a testimonial 
commercial. 

"This approach gives the station's 
farm director standards commensu- 
rate with his position and gives the 
advertising the benefit of the farm 
director's experience. He can, and 
does, contribute a helpful editorial 
background to the commercials," ac- 
cording to Newman F. MacEloy, 
agency media director. 

As an example of a farm director's 
activities in promoting American 
Cyanamid, here is part of a report 
from Chuck Muller, farm director at 
KOA Denver: 

"Got together with Cyanamid's 
animal feed salesman, Rex McCul- 
lough, and developed special West- 
ern flavored commercials for Aureo- 
mycin in beef feeds. 

"Imprinted Aureomycin Radio 
Network promotional material dis- 
tributed to feed mills, farm stores 
and druggists in Colorado, Wyoming 
and Northern New Mexico. 

"Learned that a prominent feed- 
er- breeder featured in our Aureomy- 
cin testimonial commercials was 
showing at the Colorado State Fair. 
Invited listeners to stop by his show 
pens, view his cattle and find out 
face -to -face just what this cattleman 
thinks of Aureomycin. 

"Visited with Cyanamid sales and 
technical people at the American 
Veterinary Medical Association Con- 
vention in Denver." 

Typical Commercial 

Here is one of the commercials 
that Mr. Muller prepares for Amer- 
ican Cyanamid. It shows the ad- 
vantage a local farm director has in 
knowing his territory and being able 
to personalize his commercials. 

You've often heard us say 

that cattle fed a ration con- 
taining Aureomycin, that 
powerful broad spectrum an- 
tibiotic made by American 
Cyanamid Company, stay 
healthier and produce low 
cost gains at every stage of 

life. More and more West- 
ern ranchers are learning 
about the advantages of 
feeding Aureomycin every 
day. But if you want to hear 
a real success story, talk 
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to some of your neighbors 
who have fed Aureomycin. 
For example, here's the ex 
perience of Dick Dickerson, 
the manager of the South 
Park Cattle Company up at 

Jefferson, Colorado. Dick 
reports that they have fed 
Aureomycin mixed with their 
creep ration for the past 
five years, and wouldn't be 
without it. As many other 
ranchers have found, Dick 
reports that he believes it 

has reduced the general run 
of sickness in small calves, 
and that there has been a 

noticeable increase in the 
gain of their feeder calves. 
That is the finding of Dick 
Dickerson in South Park, 
but ranchers and cattlemen 
in all parts of the region - 
up in the mountains or out 
in the plains- report the 
same thing. Talk to your 
dealer or feed manufactur 
er's representative about 
Aureomycin. By cutting 
down on diseases you permit 
the cattle to produce the 
best gains of which they are 
capable. Again, that's 
Aureomycin, a product of the 
American Cyanamid Company. 

Both Cunningham & Walsh and 
American Cyanamid have expressed 
enthusiasm with the farm "network" 
plan. Frank Cappy, American Cyan- 
amid's advertising manager for the 
agricultural division, says, "We think 
the farm directors are doing a good 
job. They are helping considerably 
to merchandise our products." 

Dr. Larry Groves, Cyanamid's pro - 
motion manager for feed and health 
products, comments that "We're very 
happy with results since last spring, 
and we think the farm directors are 
doing a wonderful job. During the 
five years before we tried the net- 
work -type operation, we varied our 
use of broadcast. We used some 
spot radio, and bought a 13 -week 
television participation. We went 
into the 'network' lineup of farm 
directors on an experimental basis. 
It has worked out very well. The 
farm directors, in effect, are 'sales - 
men -on -the -air' for our products." 

As Bob Palmer explains it, before 
the "network" operation was pro- 
posed, the agency took a long look 

U. S. RADIO January 1961 

at American Cyanamid's agricultural 
advertising and decided to develop 
much stronger local identification. 
"Since the 'network' plan has come 
into being, we have found that it has 
succeeded especially in bringing 
American Cyanamid salesmen closer 
to the company's advertising. One 
farm director was in contact with a 
company salesman 15 times in one 
month. Often when the farm direc- 
tor meets a farmer who has a need 
for one of the Aureomycin products, 
he will immediately contact a sales- 
man." 

Regular Radio User 

Aside from its "network" plan 
which operates on a continuing 52- 
week basis, American Cyanamid is 
still active in spot radio, as it has 
been for the past 10 years, according 
to Mr. Palmer. 

"Spot radio is important to our 
advertising because it enables us to 
get on the air quickly when regional 
circumstances demand it," explains 
Edward B. Shaw, promotion mana- 
ger for pesticides. "Radio is one 
step away from the consumer and 
product, and is the first thing we 
turn to when anything unforeseen 
comes up." 

As an example, he cites the spot 
campaign for Malathion that ran 
from April 11 to May 6 last year. "In 
this case, it was discovered that in 
certain states in the East there was 
a residue build -up in forage that 
threatened the purity of milk pro- 
duced by cows. We went on the air 
almost immediately with spots for 
Malathion, a pesticide that can kill 

ROBERT PALMER, Cunningham & Walsh 
media supervisor, directs the Aureomycin 
radio campaign for American Cyanamid. He 
says radio has brought Cyanamid salesmen 
closer to the company's advertising program. 

the insect without harming the ani- 
mal eating the forage." 

For the \falathion campaign, 
atuericau Cyanamid bought seven 
spots per Iseek on lI eastern sta- 
tions, according to Frank Vernon, 
Cunningham R Walsh media buyer. 
In addition to the Malathion cam- 
paign, American Cyanamid used 
spot radio for six other products in 
1960. The first campaign broke in 
February for a special two -week em- 
phasis on Aureomycin Feed on 14 

stations. At about the same time, a 

five -week campaign started ou sta- 
tions in the South and Southwest for 
Aureomycin Feed for egg layers. Also 
on the air at the same time was 
a four -month campaign in the mid - 
west for Pigdex, a vaccine. In May 
and June, 12 stations in upper mid - 
western states carried 10 spots a 
week for Amino Triazole, a weed- 
killer. Cyprex, a chemical for treat- 
ing cherries, got a one -month sched- 
ule on several New York State sta- 
tions in April and \lay. 

"At the present time," says AIr. 
Vernon, "two or three spot cam- 
paigns are scheduled for 1961. There 
probably will be more, but the sched- 
uling will depend pretty much on 
local conditions. When the weather 
and marketing conditions are right, 
we are in a position to move in 
quickly with a spot radio campaign." 

Anticipated Conditions 

"We try to anticipate conditions 
as far ahead as possible," explains 
Mr. Shaw, "and usually have copy 
prepared ahead of time. All com- 
mercials for spot campaigns are pre- 
pared by the agency, not by farm 
directors as in the 'network' cam- 
paign. In some cases the commer- 
cials are in the hands of regional 
distributors who give the go -ahead 
to a spot radio drive if there is need 
for a crash program." 

With its spot and "network" cam- 
paigns, American Cyanamid is one 
of the leading spenders for agricul- 
tural chemicals, according to Mr. 
Palmer. The company is one of the 
largest manufacturers of agricultural 
products in the United States, with 
about 20 percent of total revenue 
attributed to this source. In 1959, 
according to Mr. Cappy, the com- 
pany's total revenue was $500 mil- 
lion. 
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Farm Radio Advertiser Case Histories 
The following capsule success stories are reported by stations to U.S.RADIO. 

Cas- Pyrane Gas Co., a local Benton 
Harbor, Mich., distributor, used 
mostly weekly newspapers and direct 
mail in its advertising until 1959. 
It then bought on WHFB a five - 
minute weather program at 12:30 
p.m. Monday through Friday for 26 
weeks. \\'hen the contract expired, 
the client renewed for a full year at a 
cost of $42.50 a ,reek. The company 
has just renewed a second time for 
another year and claims his business 
has increased in three counties de- 
spite additional competition and ex- 
tension of natural gas lines. Direct 
mail has been dropped and weekly 
newspaper ads have been cut down. 

Farm Buildings - Customcraft Inc. 
last fall contracted for a campaign 
on \VG\' Schenectady, N. Y., to run 
from October 10 through January 6 
on the Farm Paper of the-Air (12:15 
to 1 p.m.). Using a one -minute spot, 
Monday through Friday, the client 
after seven weeks received more in- 
quiries and effected more sales than 
it could handle that it had to change 
copy to sell another product. 

Livestock Dealer - Henry Conklin 
C Sons. Plain City, O., first bought 
time on the farm programs of WLW 
Cincinnati to promote a cattle sale 
that was to start in January 1960. As 
part of the station's follow -through, 
Jack Conner, manager of \ \'CNN's 
Everybody's Farm. attended the sale 
to check on the turn -out of farmers. 
Pleased with the results in terms of 
the crowd and sales volume, Mr. 
Conklin later telephoned Mr. Con- 
ner Irom Plain City (100 miles 
awa)) expressing his satisfaction with 
the pact radio played. The result? 
The firm bought six spots on Chore - 
time (6:10 to 6:45 a.m., Monday 
through Friday) one week per month 
to promote its 12 monthly sales of 
the year. Henry Conklin & Sons 
started their second scar of advertis- 
ing on WLW January 6. Last year, 
the Intu spent s1,100 with the suc- 
tion. 

Equipment - Coushatta Farm Imp- 
lement Co., an International Har- 
vester dealer, sponsors a 15- minute 
program per wick on KWKII 

Sn 

Shreveport, La. One example of the 
success the company has had was the 
sale of five used mechanical cotton 
pickers as a direct result of the spon- 
sorship. A one- minute commercial 
was used in each of two programs 
calling attention to the sale. 

Feed -Ralston -Purina Co. has been 
advertising on \ \'JAG Norfolk, Neb., 
for over 15 years, according to How- 
ard Murphy, district manager. The 
company now sponsors Purina Mar- 
ket Time, Monday through Friday, 
a program aimed especially at live- 
stock feeders. During the years it is 
reported that Ralston -Purina has 
scored a 500 percent increase in busi- 
ness. 

Chemicals -The Stull Chemical Co. 
of San Antonio had never done any 
radio advertising until it bought 
five minutes on the \VOAI Farm 
News (6:25 a.m.) three days a week. 
The campaign started about a year 
ago with a 13 -week buy. The cam- 
paign for the remainder of the year 
was renewed each time for 13 weeks, 
until recently when the company or- 
dered a 52 -week contract. Increased 
sales coupled with the "realization 
that the farm editor represented a 
highly respected 'travelling sales- 
man' " are the reasons credited for 
the continuing radio use. 

Rodenticide - The Lowman Co., 
\Vaterloo, Ind., manufacturer of 
Acorn Cheese Rat Killer, recently 
finished a campaign on \VOWO Fort 
Wayne. L. L. Lowman last month 
commented on the results of the 
drive: "Even though our advertising 
budget was small, our early morning 
and Jay Gould's Notebook times 
were most effective. Without reveal- 
ing any figures, we can say that 
WOWO was responsible for increas- 
ing out- business 50 percent over last 
year. You can rest assured that we 
will be back on the air again next 
fall." 

Construction- .\tlantit Aluminum 
& Supply Co., Staunton. \'a., bought 
one spot daily on \VS \'r\ Harrison. 
burg, \'a., to promote the construc- 

tion of farm buildings. The spots, 
heard between 6:16 and 6:45 a.m., 
were done from the advertiser's fact 
sheet with the content entirely the 
farm director's choice. In less than 
two weeks, 12 inquiries were re- 
ceived: three definite sales totaling 
$7,500 were directly attributed to 
radio. The client has reportedly re- 
quested the assistance of \\'SVA in 
using other radio stations with the 
spots to be done by its farm director. 

Feed - Ralston- Purina Co. for its 
Purina Chows has been a continuous 
advertiser on KC\IO Kansas City 
since January 1954. At a weekly cost 
of $330, the company uses six 10- 

minute programs a week, Farm 
News with George Stephens, farm 
director, \ fondar through Saturday, 
12:10 to 12:20 p.m. Ralston Purina 
reports tonnage increased each year 
since the start of the program. 

Tobacco Market -For the first time, 
Faquay -Varina Tobacco Market last 
year scheduled daily minute an- 
nouncements on the 6 to 6:15 a.m. 
farm program of \VPTF Raleigh, 
N.C. The announcements ran from 
opening day of the market in Sep- 
tember until it closed in November. 
Announcements reported sales vol- 
ume for the previous day, the average 
price paid to farmers and listed sev- 
u-al sales by individual farmers. To- 
bacco market credited \VPTF for 
making it the best year, with more 
tobacco sold than ever before at 
higher average prices for farmers 
from a wider area than ever before. 

Services -Utah State Farm Bureau 
candy recipes were provided recently 
on This Business of Fanning on KSL 
Salt Lake City. In one brief men- 
tion, Jeanne Lesson, ladies day direc- 
tor, stated that these candy recipes 
could be had by writing to the pro- 
gram. The next two mail calls 
brought nearly 150 requests from the 
station's coverage area. 

Implements - lialster's implement 
& Parts Co., Scotch Grove, Iowa, 
which sponsors Tomorrow's Agrinti- 
lure on \V \fT Cedar Rapids Sunday 

V. S. lt 11)Il) 1961 



7:15 to 7:30 a.m., ran two 1- Minute 
commercials last year to promote 
tractor chains. It sold over $1,000 
worth of chains in one week as a re- 
sult of the radio campaign. 

Stockyard & Broker-The South 
Memphis Stockyards Co. and the 
Burnette- Carter Co., livestock brok- 
ers, have sponsored a Monday - 
through- Friday, 15- minute program 
(12:30 to 12:45 p.m.) on WMC 
Memphis for nearly 15 years. The 
two firms alternate sponsorship each 
day. J. H. Kiersky, general manager 
of South Memphis Stockyards, made 
this comment on the program: 
"From time to time, we make peri- 
odic checks with the customers on 
the stockyards and by the salesmen 
who solicit business for the stock- 
yards - directly inquiring as to 
whether or not they listen to our 
radio programs. Our reports have 
always been extremely favorable and 
we are pleased with the results." 

Tractors - International Harvester 
Co. is now in its fifth year on KFRE 
Fresno, Calif. The company con- 
tracts for one year at a time and is 
presently sponsoring five minutes 
twice a week at 12:25 p.m. The sta- 
tion's farm department works close- 
ly with local dealers in promotion. 
KFRE reports that the dealers get 
much reaction from the show and 
that the local sales curve on the prod- 
ucts advertised have been rising 
steadily. 

Tractors & Equipment - Interna- 
tional Harvester Co. for the past 
seven years has sponsored on WCCO 
Minneapolis the Farm Service Re- 
view each Monday, Wednesday and 
Friday at 6:30 to 6:45 a.m. A fea- 
ture of the program is the "Bell 
Ringer" in which Jim Hill, associate 
farm director, who is featured on the 
show, rings a bell and salutes a farm- 
er who has just purchased a new 
piece of I -H equipment; the indi- 
vidual dealer is also saluted. \WCCO 
reports how this feature has been re- 
sponsible for actually selling items 
in at least two cases. Paul Nelson, 
an I -H dealer in LeSeur, Minn., de- 
clares that a customer and he were 
having difficulty closing a deal on a 
new $4,000 tractor. Finally, the 
fariner asked, "1f I do buy this trac- 
tor, will Jim Hill give me a 'Bell 
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Ringer' on WCCO ?" Mr. Nelson as- 
sured him that Jim Hill would and 
the farmer reportedly purchased the 
tractor on the spot. In another case, 
says the station, a St. Peter, Minn., 
fanner who was saluted following 
his purchase of a new tractor, re- 
turned to his dealer and said, "I 
guess I'll have to buy a new four row 
corn picker ($700 item) if I am 
going to live up to the build -up Jim 
Hill gave me this morning." 

Feed -The Ralston Purina Co. and 
32 dealers in southern Minnesota 
have sponsored the Purina Farm 
Forum on KDHL Faribault, Minn., 
for eight years. The program, aired 
twice a clay from 6:45 to 7 a.m. and 
6:15 to 7 p.m., features farm inter - 
views. The results are attested to by 
the Purina sales organization which 
states that Purina Chows have shown 
the biggest growth of any feed in the 
area. 

Feed -Dannen Mills Inc. is a regu- 
lar sponsor on KFEQ St. Joseph, 
Mo., presenting the Market Gossip 
program I to I:15 p.m., Monday 
through Firday. The show contains 
market information, general farm 
news and musical entertainment by 
Slim and Mary, western entertainers. 
In addition, Dannen last fall spon- 
sored the station's coverage of the 
State and National 1960 Mechanical 
Corn Picking Contests. In fact, the 
KFEQ studio and facilities were 
located at the Dannen exhibit dur- 
ing the national event. On October 
19, the coverage consisted of four 5- 
minute "beep" telephone reports di- 
rect from the contest site near Chilli- 
cothe, Mo., by Harold J. (Smitty) 
Schmitz, farm director. On October 
20, the national contest was held at 
the farm site with contestants from 
about IO states. KFEQ broadcast 
interviews with winners and people 
in attendance as well as programs 
covering the events in general. The 
overall cost of the coverage to Dan - 
nen was S500, including the line 
charges. It is interesting to note that 
Dannen Mills for the last three 
years has also used a participating 
one -minute announcement during 
the 154 -game season broadcasts of 
the St. Louis Cardinals' baseball 
team on KFEQ. Because last year 
was Dannen's 25th anniversary, the 
first 10 seconds of each minute spot 

i a cried a brief recap of the Cardivat 
game played 25 years ago, featuring 
the names of the famed St. Louis 
Gas House Gang. The commercial 
then lead into the anniversary copy 
and closed with a promotion for a 
specific feed product. 

Seed - Garst & Thomas. Coon 
Rapids, Iowa, grower- distributor of 
Pioneer hybrid seed corn, has been 
using the \ \'U\W Omaha Farm Serv- 
ice Reporter for 12 years on a 52- 
week basis. Its first year it grew and 
sold 3,000 bushels. This year it sold 
over 600,000 bushels before October 
15, greater than last year's April 1 

total. The company credits its year - 
around advertising as a major fac- 
tor. Roswell Garst last November 
had this to say to WOW: "You cer- 
tainly have done a grand job helping 
us increase our sales ... in recent 
years. We had by October 15 taken 
orders for more Pioneer hybrid seed 
corn for planting in Nebraska than 
we delivered in the state last year. 
Because you are our main station in 
Nebraska -the one we have most 
consistently used -I think you sim- 
ply are deserving of a good deal of 
the credit." 

Seed -Pfister seed corn started sev- 
eral years ago to use a few seasonal 
spots on \\TMJ Milwaukee. It now 
has a 52 -week schedule and sales in 
the station listening area have con- 
tinued to climb. 

Animal Health - The American 
Cyanamid Co. is a sponsor of the 
RFD Review on KFKA Greeley, 
Colo., Monday, Wednesday and Fri- 
day from 6:25 to 6:30 a.m. The 
sponsorship is part of American Cy- 
anamid's "aureomycin network" (see 
story, p. 26). The station reports 
that all the local feed manufacturers 
have noted a significant increase in 
"both the inquiries about and the 
usage of feeds containing aureo- 
muycin." 

Tobacco Market - Winston-Salem 
Leaf Tobacco Market Committee for 
many years has sponsored a quarter - 
hour segment of Piedmont Farm 
Program (I2:15 to 12:30 p.m.. Mon- 
day through Friday) on \WSJS Wins- 
ton-Salem beginning each June and 
running through mid -December. The 
program is beamed to farmers and 
tobacco growers. The show's aim is 
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CASE HISTORIES (Cont'd) 

to improve tobacco production and 
to advertise Winston -Salem as a trad- 
ing center. Upon the opening of 
the Winston -Salem tobacco market, 
daily remote broadcasts are arranged 
to cover all selling warehouses. Mar- 
ket information and a complete re- 
port on the day's activity is provided 
by Bryan Harper, sales supervisor. 
These programs are fed to an addi- 
tional six radio stations to reach all 
growers in the Old Belt market. The 
Winston -Salem Leaf Tobacco Mar- 
ket Committee feels that this is the 
most successful advertising it pur- 
chases because it sells the city not 
only as a tobacco market but also as 
a trading center. 

Breeders Association -The Heart 
of the Ozarks Hereford Breeders As- 
sociation, a small advertiser, spent 
$18 on KWTO Springfield, Mo., to 
advertise its public sale. Two days 
prior to sale time, there was a bliz- 
zard. The advertiser called the sta- 
tion at 11:10 a.m. asking that it an- 
nounce postponement of the sale. At 
noon, the association contacted all 
consignors and found that each had 
heard the spot over KWTO at 11:14 
a.m. 

Auctioneer -Harris Wilcox, a farm 
auctioneer in western New York 
State, has used WHAM Rochester, 
N.Y., for many years to advertise his 
sales in the upstate area. The sched- 
ule usually includes three I- minute 
announcements per auction with as 
many as three auctions being adver- 

MARTHA BROOKS 

"MARTHA BROOKS 

SHOW" 
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tised per week on Farm Director 
George Haefner's County Fare pro- 
gram between 5:30 and 6:30 a.m. Re- 
peated large turnouts and successful 
sales from listeners in both rural and 
urban areas offer continuing proof 
of the radio buy. 

Sheller- Gravette Shelling Co. ran 
a one -week saturation campaign of 
10 spots per day on KGBX Spring- 
field, Mo., to appeal to farmers to 
sell their walnuts to it. Daily cost of 
the drive was $27.50. The company 
commented, "We've been running 
two hullers with double crews 17 

hours a day ever since the got our 
program underway with you." 

Bank -The Marine Trust Co. of 
Western New York has been a regu- 
lar participator on the WBEN Buf- 
falo farm program conducted by Al- 
den Fox, farm director, for over five 
years. Thomas Heard, senior vice 
president in charge of the bank's 
farm department, stated: "From 
comments made to us and surveys 
conducted, we know that this pro- 
gram, heard between 5 and 6 a.m., 
gets a fine reception throughout 
western New York. Al Fox does a 
grand job for us, not only as far as 
the program is concerned, but also 
because he attends many farm events 
throughout the area and has a wide 
personal acquaintanceship with farm 
people." 

Insurance -MFA Mutual in its ad- 
vertising over KRGI Grand Island, 
Neb., offered red flags to those who 
wrote in for them during National 

Farm Safety 1Veek. As a result of 
that one -week promotion, about 800 
flags were sent out. The company 
regularly has a spot on the Monday, 
through- Saturday Bill McDonal !j 

show (6:30 to 6:45 a.m.) 

Feed -P. J. Oesterling & Son Inc 
used a 10 -day campaign on WISR 
Butler, Pa., to introduce its new dog 
food. About 40 spots were used be- 
tween the hours of 6 and 8 a.m. 
More than 600 inquiries were re- 
ceived in response to a free sample 
offer. There was also an increase in 
tonnage of more than 25 percent. 

Feed -Dannen Mills Co. has been 
using three 10- minute programs per 
week on KHOW Denver at a cost of 
$82.50 a )week. In addition to the air 
activity, the station's farm director 
conducts field work for the sponsor. 
Dannen Mills has renewed for the 
second time. 

Bank -The First Federal Savings & 

Loan Association of Kalamazoo has 
used the WKZO noon -time program 
for over 15 years. During this time, 
the association has successfully in- 
creased the number of its rural cus- 
tomers. 

Milk Filters -Kendall Mills, which 
runs three spots a week at $11 each 
on WKTY La Crosse, Wis., asked 
farmers over a three -week period to 
send in two box tops of the Kendall 
brand for a box of filters. The mail 
pull was reportedly high with re- 
quests still coming in as long as three 
months later. 

These People Capture Listeners! 
WGY offers advertisers a unique (for its area) 

opportunity to sell specific adult 

Through personality shows such as the "Martha 
Brooks Show" and "Farm Paper of the Air," 
WGY captures specific and mature audience 
groups in its market area: Northeastern New 
York and Western New England. This varied 
programming earns top listenership among all 
adults- listeners who spend the money for your 
products. With spots on WGY, you can pin- 
point your sales message to individual buying 
groups (farmers, housewives, sports fans, many 
others) -an advantage no competing station 
offers. Varied programming makes WGY your 
best area buy for a class or mass message. For 
availabilities, contact the Henry I. Christal Co. 
or WGY, Schenectady, N. Y. 982 -m5 
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8' Radio Brings Home 
da,. 

ai The Rice 
Inc. 

R 

le When Carolina Rice met ra- 
In i- dio, it was love with the first 

flight. Today, after 13 years 
of going steady, River Brand Rice 
Mills, Inc., and its agency, Donahue 
& Coe, Inc., know that Carolina Rice 
and radio are a combination that 
continues to have lots of sales appeal. 

It all began in 1948. The River 
Brand Company's sales for that year 
were $18 million. The company 
states its sale for 1960 were over $31 

d million. 
s "The prime reason for Carolina's 
n sales success has been the consistent 

heavy use of radio over these years," 
says A. B. Churchill, account super- 
visor for Donahue & Coe. "Though 
we use newspapers, magazines, tele- 
vision and car cards, the backbone of 
the campaign is radio. Our radio 
outlay is three times as great as all 
the other Inedia expenditures com- 
bined." (It is estimated that the ra- 
dio budget for 1960 is near the 
$500,000 mark.) 

James Bergman Jr., senior vice 
president of River Brand Rice Mills 
Inc., says, "Our sales figures are far 
more eloquent than any praise I 
could give to radio. When you are 
distributing a low -cost, mass pro- 
duced item such as our rice package, 
you want to sell through a low cost 
medium that will hit the greatest 
number of consumers. 

"No other medium can touch ra- 
dio's ability repeatedly to stand out 
among all the impressions constant- 
ly made upon the people, and still 
accomplish this feat so economical- 
ly," says Mr. Bergman. 

Carolina Brand Extra Long Grain 
Rice is the most popular of the four 
rice packages produced by River 
Brand Rice Mills Inc. The other 
packages are River Brand White 
Rice, a regular grain natural white 
rice; River Brand Natural Brown 
Rice, and Aunt Caroline par- cooked 
rice. 
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Since 1948 Carolina Brand Rice 
has kept its pretty sales figure 
with a steady diet of radio. 
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carotina rice 

When Carolina opened up in ra- 
dio," says Samm S. Baker, the agen- 
cy's account executive for River 
Brand, "the New York market was 
our first target. Since then, our mar- 
ket expansion has been cautious but 
steady. We are now firmly en- 
trenched in the East, with continu- 
ous expansion in the Midwest and 
some new openings on the West 
Coast. Among the many key radio 
markets now using Carolina sched- 
ules are New York, Philadelphia, 
Chicago, Cleveland, Baltimore, New 
England, Washington and Puerto 
Rico." 

The scheduling within these mar- 
kets has shown a marked improve- 
ment too. To illustrate how the 
agency has maintained pace with in- 
dustry changes, Mr. Baker points to 
a product improvement that brought 
about an additional flight for the 
summer: "Preparation of rice for 
the table used to be a lengthy and 
hot procedure. The housewife had 
to let the rice steep for 30 minutes 
before it could be served. With im- 
proved processing, she can now ac- 
complish the task in half that time. 
This means that a rice meal does not 
have to be a cold weather specialty. 
Whereas we ran our spots only in the 
cooler seasons, we now carry a sum- 
mertime flight as well, stressing the 
ease with which the food can be pre- 
pared. During this warm weather 
period we run on Saturdays and Sun- 
days, too, especially at the hours 
when the family is likely to be re- 
turning from a trip to the beach or 
the country." 

Three Flights Used 
"Our three flights vary in length 

up to 13 weeks," says Marie Cole- 
man, timebuyer for the River Brand 
account. "We kick off in early Jan- 
uary with a 13 -week cycle that car- 
ries us through the big Lenten sea- 
son; then we pick up again around 
Decoration Day and carry beyond 
Labor Day. We come right in again 
with our fall cycle beginning late in 
September and running through the 
first week in December. Then a lay- 
off for the holiday traffic until the 
first of the year when we resume with 
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the flight that carries us through 
Lent." 

Speaking of the radio strategy, 
past and present, Gerald Arthur, 
media director for Donahue & Coe, 
states that when Carolina Brand was 
introduced in 1942, the first objec- 
tive was to build up sales in the 
New York market. "The agency de- 
cided that radio would provide the 
best coverage," lie notes. "At first, 
the campaign was directed toward 
the Negro consumer, traditionally a 
heavy user of rice. As the Puerto 
Rican population of the city blos- 
somed, we began scheduling spots 
on Spanish stations as well. 

"As the increasingly popular Car- 
olina jingle established itself," says 
Mr. Arthur, "we began placing our 
spots on personality programs on a 
rotating basis. The reason for this 
was that we wanted to reach the 
greatest possible number of separate 
households while keeping within our 
budget. We would run our schedule 
on one personality show (this would 
often be the station's leading disc 
jockey) for a few weeks and then 
shift to another "name" announcer 
who was likely to have a different 
following. This rotating system 
proved successful enough to warrant 
its continuance. Though we don't 
use network, we take local spots on 
network stations, especially adjacen- 
cies or local cutaways on such shows 
as the Breakfast Club:' 

When the shift to suburbia gained 
momentum, Carolina merely fol- 
lowed the trend. "Our object is to 
reach the young housewife who is 
looking for thrifty meals," Miss 
Coleman points out, "and at the 
same time wants to prepare an in- 
teresting fare. We usually run the 
suburban spots early to catch the 
news, school and road report listen- 
ers. In the city we try to air our an- 
nouncements during the mid -morn- 
ing period when the housewife is 

doing her cleaning and is beginning 
to think about the evening meal. We 
also use the evening driving times in 
order to catch the husband on the 
way home. The live tags often fea- 
ture menu suggestions that will ap- 
peal to the then. We currently have 
schedules on 25 stations in the inetro- 

politan area with a total weekly spot 
frequency of 200 on the city stations 
alone." 

"When we established radio in 
New York," says Mr. Baker, "sales 
nearly tripled. By 1951 we led this 
market in rice sales. We then felt 
we were ready to extend our reach 
to other parts of the country. 

"Carolina's market expansion has 
been cautious but steady. It is dif- 
ficult to enter a new area because 
of the local and regional producers 
that are already firmly entrenched 
there. But when the underlying 
need for a national product is re- 
alized, and a solid distributorship 
has been established, Donahue & 

Coe begins its initial promotion. The 
first target is usually the Negro seg- 
ment of the population (and /or the 
Spanish if it is warranted). When 
that portion of the market has been 
achieved, then the rest of the market 
is substantially covered. 

Type of Station Sought 

"We look for the solid, general 
appeal station that has a strong per- 
sonality announcer," Mr. Baker 
states. "The distributor is alerted to 
have Carolina well stocked and open- 
ly displayed in the independent and 
chain groceries. Our saturation 
scheduling often results in a close 
working relationship with the sta- 
tions who offer their merchandising 
facilities to promote the product. 
Shelf talkers that tie in with the 
commercial are a valuable aid to any 
campaign because they renew inter- 
est in the consumer who lias re- 
ceived her first impression on radio 
and now has it strengthened at point - 
of- sale. The agency purposely strives 
for a close working relationship with 
the station in order to achieve maxi- 
mum benefits in the areas of sched- 
uling and merchandising." 

Mr. Baker feels that rice, in its 
various forms, has a tremendously 
broad appeal. As noted earlier it 
is a traditional food for the Negro 
and Spanish peoples. This is largely 
due to its lost' cost, especially when 
purchased in bulk packages such as 
the popular three pound box that 
Carolina distributes. 'l'o higher in- 
come groups, rice has a specific ap- 
peal because of its versatility. "In 
the past few years," Mr. Baker says, 
"gourmet recipe, have gained na- 
tional recognition, especially in the 
Sunday supplements and the worn- 
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en's magazines, and rice is often one 
of the basic ingredients. In order to 
reach this substantial group we 1611 
place some of our spots on good mu- 
sic and even classical stations. At 
the opposite end of the rice spec - 
trum there is the real delicacy, wild 
rice. Unpredictable as a vintage 
wine, the wild rice crop will vary in 
size each season and we must wait 
wait for a large crop before there can 
be any value at all in radio advertis- 
ing. This year's crop was abundant 
enough to warrant some spot radio. 
We placed a small schedule on two 
Ne«' York stations, one a classical 
and the other a good music station. 

"And yet, despite sound market- 
ing strategy and careful planning," 
Mr. Baker points out, "we can't help 
but feel somewhat lucky to be 
blessed with a jingle that has been 
the backbone of Carolina's radio suc- 
cess since it was first heard 13 years 
ago." 

The jingle utilizes the soft -sell 
approach. So, once it became well 
established the agency decided to 
add some variations. The first meth- 
od was to alter the tempo. For the 
housewife, the classical touch was 
added; for Negro appeal, a Dixie- 
land beat, and for the Spanish, the 
cha- cha -cha. A later variation on 
this approach was to have a fellow 
at a piano apparently improvise 
these three beats. 

Ever ready to wax enthusiastic 
over the jingle, Mr. Baker says, 
"When we occasionally take the jin- 
gle off the air for a short respite, we 
invariably get letters of complaint 
from listeners -or perhaps you could 
call them fans -demanding that it 
be returned to radio. The disc jock- 
eys like it, and will often give it a 
mention before they play the ET. 
In print ads and car cards, we com- 
bine product advertising with radio 
merchandising by displaying the jin- 
gle in an impressionistic reproduc- 
tion of a musical bar simulating the 
score and lyrics. 

"Now that the jingle is so well en- 
trenched," says Mr. Baker, "and we 
have firmly established the Carolina 
image in our older markets, we are 
eager to promote a sister package 
known as River Brand, an inexpen- 
sive, regular grain rice. To accom- 
plish this, we take 10 seconds of the 
Carolina jingle, use it as an ID with 
a 50- second live announcement de- 
livered by a radio personality." This 
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is an example of the new copy ap- 
proach: 
E. T. Carolina 10- Second 
Jingle Personality: 

Serve the happiest meals to 
your family - luscious, 
low -cost "banquet dishes" - made with the famous 
RIVER BRAND Medium Rice, or 
Carolina Brand Extra Long 
Grain Rice, your best buys 
for nutrition, economy and 
flavor. They're the finest 
natural white rice, with 
that delicious RIVER BRAND 
and CAROLINA fresh natural 
flavor. You actually get up 
to three times as much rice 

box. This is one time when 
the best costs less ! So 
don't forget - get RIVER 
BRAND Medium Grain or 
CAROLINA Extra Long Grain 
Rice -next time you're 
shopping. 
Personalities arc given several 

copy sheets similar to the one above, 
and are then encouraged to revise 
and deliver it in their own words 
using their own best selling styles. 

Mr. Bergman notes, "Because our 
major competition produces a pre- 
cooked rice that actually costs the 
consumer more per pound than does 
Carolina, we try to stress the 'natu- 
ral flavor' and quality of the prod- 

Donahue & Coe personnel who handle the River 
research material that will enable them to keep 
are (I. to r.) Samm S. Baker, account executive; 
Arthur, vice president in charge of media and 

-and for more nutrition - 
for your money ! And what a 
difference in flavor! No 
flat, "pre- cooked" or 
"cooked out" taste when you 
use RIVER BRAND or CAROLINA 
Rice. They're wonderfully 
fluffy and naturally fresh - 
tasting every time. So 
quick and easy, too -fast 
as pre -packed combina- 
tions. And -you get up to 
three times as much rice - 
and far more nutrition- - 

for your money ! Look for 
simple, fast -cooking in- 
structions and many de- 
licious recipes on every 

Brand Rice Mills account, are shown examining 
abreast of the current market trends. Present 
A. B. Churchill, account supervisor; Gerald T. 

River Brand Rice timebuyer, Marie Colemand. 

ucts, and the fact that the housewife 
will get up to three times as much 
rice . . . and nutrition, for her 
money." 

On the subject of long and medi- 
um grain rice, Mr. Baker states, "The 
average American was at one time 
traditionally a short grain rice eater. 
But long grain rice gained its popu- 
larity during World War II when 
the military appropriated most of 
the available short grain rice for the 
troops. When short grain rice did 
return to the markets after the war, 
it would probably have resumed its 
former importance had it not been 
for the Carolina Extra Long Grain 
Rice campaign." 
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Trends in 
Programming 

RTES Round Table session 
on February 23 will 
feature second annual 
radio -only meeting; 
panelists will present 
changes and new 
developments in 
programming 

Innovations and trends in 
radio programming will be 
featured at the Radio & 

Television Executives Society's sec- 
ond annual radio -only Round Table 
luncheon next month. 

Date of the session is Thursday, 
February 23. Place: Hotel Roosevelt, 
New York. 

In what is now an annual event, 
the RTES for the second year in a 

row will devote this monthly Round 
Table meeting to radio exclusively. 
This year's subject, "New Trends in 
Radio Programming," will deal 
with the forward strides radio is 
making at re- shaping programming 
content and formal in cities across 
the country. 

Many regard the programming de- 
velopments in radio over the past 
year as among the most significant 
in recent memory. More effort and 
air time devoted to news; increased 
editorialising; better balance u, 
music, and development of "talk" 
and information fare are among th:: 
manly things that are happening. 

'l'he meeting will feature a panel 
of four key radio executives who 
will over different asp(l is of pro- 
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Presiding at the RTES radio -only Round Table 
session will be Al Shepard fir.), member of the 
RTES board of governors, and Ed Reynolds, 
chairman of the Round Table committee. 

gramming. 
The panel will comprise: 

Robert Hyland, general man- 
ager, KMOX St. Louis, who will 
deal with the station's after- 
noon "talk" concept which has 
achieved much recognition; he 
also is expected to comment on 
editorializing. 
Frank Gaither, general manager, 
WSB Atlanta, who will talk on 
the general concept of radio pro- 
gramming with particular em- 
phasis on radio in the public 
interest. 
A representative of the Storer 
Broadcasting Co., who will ex- 
plain the group's new "beauti- 
ful music" concept which it re- 
cently installed at three of its 
stations. 
Cordon McLendon, McLendon 
Stations, who will discuss 
changes in the popular music 
concept. 

Presiding at the radio session will 
be Al Shepard, sales manager. Select 
Station Representatives and member 
of the R'l'ES board of governors, and 
Ed Reynolds, assista ut director of 

press information, CBS -TV, chair- 
man of the Round Table Luncheon 
Committee. Mr. Shepard will mod- 
erate the panel session and Mr. Rey- 
nolds 1'i11 introduce it. 

RTES intends to make this year's 
session a dramatic experience. Dur- 
ing lunch, each panelist will be able 
to play a five -to- eight -minute tape 
demonstrating the area of program- 
ming with which he is concerned. 

'I-hen, following lunch, eight min- 
utes will be allotted to each partici- 
pant to explain his views. After this, 
the discussion will be thrown open 
to the floor for questions. Any or all 
of the panelists will be permitted to 
answer the questions in true round 
table fashion. 

Special mailings as well as per- 
sonal calls by RTES members are 
expected to produce a heavy attend- 
ance of ad agency personnel. 

"RTES belies-es that programming 
is the most important area in radio 
and the one that is undergoing great 
development," states Mr. Shepard. 
" "This session will demonstrate 
radio's vitality, initiative and impact 
to advertisers and to the American 
public." 
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question NAB LIBRARY and answer 

THE QUESTION: 

' 'III IIIIIIII' 

A 
A New York or Chicago buyer can request copies of newspapers in outlying 
markets to judge framework for his ad. Similarly, he may watch network 
iv to learn of programming changes that occur in other markets. How can 
the buyer best keep up on programming changes in radio? 

11 l i 

Richard Olsen is a media supervisor with 
Doherty, Clifford, Steers & Shenfield, 
Inc., New York. He notes that sudden 
fluctuations in ratings often indicate a 

programming change. If a buyer can 

study the ratings for one year he can 
pick up trends. Listening to station 
tapes is best, he says. 

..¡,.,,, ' " ,opro 11111111111111111 .11 'I c- 

RICHARD OLSEN ANSWERS: 

2 
There are many ways that a 
timebuyer here in New York 
can learn about program 

changes. Essentially they are: a. 
through the representative, b. from 
visiting station personnel, c. listen- 
ing to tapes, d. sudden mushroom- 
ing ratings. 

I am firmly convinced that local 
New York media men are extremely 
well informed. Often we are told of 
program changes before they actually 
occur, and occasionally far in ad- 
vance of the kick -off date. 

Of course, the most common meth- 
od by which we timebuyers learn of 
radio program changes is through 
the representatives. Most stations 
keep their representatives abreast of 
program changes. Frequently these 
changes are instigated by the repre- 
sentative who finds his station not 
performing well enough to share the 
business going into the market. It is 
also true that if a programming for- 
mula proves successful in one mar- 
ket, usually representatives will 

L Illli . qru,'. fit I '. IIII 

suggest that the same change may 
prove successful in another market. 
Yet, generally speaking, most sales- 
men do a satisfactory job for their 
station by notifying the buyer of the 
latest program modifications, there- 
by enabling the buyer to do a more 
effective job. 

'Station Men' Welcome 
At DCS &S, the buyers are encour- 

aged to see and speak with visiting 
"station men" when they are in 
town. This is an ideal method of 
getting first -hand information. Us- 
ually these station personnel (gen- 
eral managers, sales managers or 
commercial managers) bring with 
them the latest news of program re- 
visions. The visitor will candidly 
appraise the change and the antici- 
pated results that they expect. 

It is also true that a buyer can 
learn valuable information about 
program changes by visiting station 
men from competitive stations. 
These competitors will give you the 

other side of the story plus their 
opinions about the change. With 
both of these appraisals the time - 
buyer will get a comprehensive pic- 
ture. 

Of course, the best manner to ac- 
quaint oneself with program revi- 
sions is to listen to them. Whenever 
possible we have our timebuyers lis- 
ten to program tapes to learn what 
various program types sound like. 
Then, either by request or volun- 
tarily, stations send us tapes of their 
programming and we all listen to 
the "new programming." When we 
buy radio we are purchasing sound, 
and by listening to a station's voice 
one can learn more than from listen- 
ing to numerous pitches. 

If a timebuyer has the opportu- 
nity to study the ratings in a market 
for at least one year, he can find 
trends. Then, if there is a sudden 
revolution in the ratings, or appar- 
ent wide fluctuations in the position 
of one station, the ensuing investiga- 
tion usually ,turns up a program 
change. 

I must admit that the most pru- 
dent radio buyers are those who have 
lived with radio for some time. It 
takes considerably longer to become 
a top flight radio man than it does 
in other media. Modern radio is in- 
tricate, and it possesses many facets 
all of which should be considered in 
making a purchase. Every radio sta- 
tion on the air today has a story to 
tell and has a minimum of one good 
selling point. In conclusion, the 
timebuyer who employs this cotnbi 
nation of tools will remain informed 
of program changes. Again, I think 
the New York timebuyer is the best 
informed in the U. S. 
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focus on radio 
A Quick Glance At People, Places 

And Events Around Radio -Land 

RADIO FREE EUROPE 

MAJOR GENERAL Bela Kiraly (r.), Co- 
Chairman of the Hungarian Freedom 
Fighters Federation, exhibits model of the 
Iron Curtain to Henry M. Schachte, ex- 
ecutive vice president of Lever Bros., Inc., 
and coordinator of the Radio Free Eu- 

rope Fund advertising campaign. The 
General spoke at a kick -off meeting of 
the 1961 nationwide campaign for RFE. 

. sr 

. t 14' 7. 
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"WHOOPS!" Down goes Jackson Weaver on the 
ice at the Sheraton -Park Hotel in Washington, 
D. C. His nottoo- helpful friend is Frank Hardin, 
the other half of the Hardin & Weaver comedy 
team of WMAL Washington, The hotel invited 
the pair of zanies to enliven the atmosphere at 
the recent opening of its new ice skating rink. 
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GENEROUS citizenry of Seattle saw their names in lights during the Post- Infelligencer 
Yule Fund. Station KOL offered the use of its moving letter sign to the newspaper so that 
Fund contributors could have the opportunity of seeing their names as they drove by. 
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JOE NIAGARA, disc jockey for KBIG Catalina, Calif., 
asked his listeners to send in the best of their worst Christ- 
mas ties. The results were horrendous ... but good. Ties 
were then auctioned at a Cancer Clink rummage sale. 

A NEWS BROADCASTING conference sponsored by WSB Atlanta gave 
100 high school news editors and their teachers the chance to learn the 
latest techniques in news broadcasting. Presiding were (I. to r.) Frank 
Gaither, manager of WSB radio, John E. Drewry of the University of 
Georgia School of Journalism, and Marcus Bartlett, manager of WSB TV. 

THE LADY in the picture won the house cleaning services of these four KYW 
Cleveland deejays in a contest, "Why I'd like the KYW disc jockeys to clean my 
house." (L. to r.) Big Wilson, Ronnie Barrett, Tom Griffiths and Swingin' Sweeney. 

FORSAKING REINDEER for a more modern method of chimney 
hopping, Santa is about to embark on a tour of the WCAU Phila- 
delphia area where he passed out candy and supermarket "coupon 
specials." Santa is being interviewed by Bob Kimmel of WCAU. 

EACH SATURDAY station KLIV San Jose, 
Calif., comes up with a new promotion stunt 
to publicize the station. The one pictured 
above was used during the Christmas holiday 
season. The man with the hat is Continuity 
Director Tom Winther and his friend in the 
swaddling clothes is announcer Larry Mitchell. 

THANKS are given to Milton H. Klein (L), general manager of 
KEWB Oakland, Calif., by Richard H. Baird of the Christian Broad- 
casting System. KEWB has donated the 1,000 watt transmitter 
shown to the religious broadcaster for use in Korean radio station. 
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EDITORIAL INDEX 
JULY 1960 - DECEMBER 1960 

ADVERTISERS 

tBuloca Watch Co. 
Consolidated Royal Chemical 

tE. I. duPont de Nemours 
tCrosset & Dunlap 
'[John Hancock Mutual Life 

Insurance Co. 
fHarper's Magazine 
*tHire's Root Beer 
*Mary Ellen's Jams & Jellies 
tPet Milk Co. 
tMountain Valley Water Co. 

Oldsmobile 
Rek -O -Kut's FM Success 
Swiss Cheese Association 

Mo. Pg. 

Aug. 29 
Sept. 39 
Oct. 32 
Oct. 28 

Aug. 29 
July 37 

Sept. 25 
Sept. 32 
Nov. 36 
Nov. 41 
Oct. 41 
Aug. 64 
Oct. 58 

AGENCIES 
N. W. Aver's Princess Phone 

Commercials Sept. 
'tBBDO's Telar Success Oct. 

D. P. Brother on Oldsmobile Buy Oct. 
'[Friend- Reiss' Grosset & Dunlap 

Success Oct. 
tJoe Gans' Harper's FM 

Campaign July 37 
*tGardner's Pet Milk Campaign Nov. 36 
*[Guild, Bascom & Bonfigli's 

Regional Campaign for 
Mary Ellen's Jams Sept. 

*Katz Advises Stations on Na- 
tional Spot Sales Oct. 

fMaxon's Radio Course for Hires Sept. 
tMcCann- Ericksoñ s Bulova 

Watch Campaign Aug. 29 
tMcCann- Erickson's Strategy for 

John Hancock Aug. 29 
MacManus, John & Adams on 

Compact Cars July 68 
Reach McClinton's Timebuyer on 

FM Buys Nov. 62 
Tilds & Canti s Cant?' on Listener 

Apathy Aug. 63 
Pete Winters Assoc. Examine 

Station Image Nov. 61 

ASSOCIATIONS 

Mo. Pg. 

RAB Hourly Listener Breakdown Sept. 23 
*RAB-Pulse Study on Audience 

Characteristics Oct. 26 
RAB Management Conferences July 5 
RAB "Sound Selling in the 

Sixties" Presentation Sept. 53 
RAB Speaker Service July 66 
RAB on Single Rate Policy Sept. 7 

BROKERS 
*Broker's See Big Year Sept. 35 

BYLINES /SILVER MIKES 
LeRoy Collins 
William Field 
Walter Guild 
Arthur Hull Hayes 
William Hoffman Jr. 

46 William K. McDaniel 
32 George C. Neumann 
41 Charles F. Rabell 

Marvin Richfield 
28 Jack Walsh 

Nov. 
Sept. 
Sept. 
Oct. 

Aug. 
Aug. 
Nov. 
July 
Nov. 
Oct. 

CANADA 
BBC Announces Rules Change Aug. 
Broadcasters Ask Liquor Code 

Changes Sept. 
32 CBC Expands in Canadian North Oct. 

26 
CBC Programming Philosophy July 

27 
Sociologist Finds Radio Impact 

High Nov. 

COMMERCIALS 

AAAA Report on Spot Radio Oct. 
NAB Annual Convention July 
NAB Award handbook Sept. 
NAB Financial Survey Aug. 
NAB Board Sets Goals July 
NAB Opposition to FCC 

Suspension lower Aug. 
NAB on Radio News July 

'NAZI Survey of Public Service 
Programming Oct. 

NAF\IB Formation July 
NRA Formation Nov. 
NRA lie- eareli on Negro Market Sept. 
RAI' Ilai k to. School Campaign Aug. 
RAIL on Building Supply Market Sept. 
It \ It Department Store 

Campaign Oct. 
lt\It on Fall llu)ing Trends Sept. 

56 
12 
14 
15 

15 
39 
16 
18 
43 
20 

Station Managers View FM 
Yearly FM Survey 

GOVERNMENT 
FCC Controls on Programming 
FCC on Daytime Broadcasting 
FCC on Political Broadcasts 

Voice of America Gets Louder 
See Washington every month 

Mo. Pg. 

Sept. 55 
July 25 

Nov. 12 
July 11 

Sept. 12 
Sept. 29 

GROUPS 
Peoples Broadcasting Views 

on Radio Nov. 49 
Westinghouse Approach to Radio Oct. 45 

PRODUCT CATEGORIES 
APPLIANCES 

Air cooler 
44 Appliance dealer 

Appliance dealer 13 
44 
41 

67 

57 
62 
70 

Nov. 85 
July 65 

Sept. 51 

AUTOMOBILES AND 
ACCESSORIES 

Automobile dealer 
Automobile dealer 
Automobile dealer (Fm) 
Automobile dealer (Negro 

appeal) 
Import dealer 

56 Oldsmobile 
tTelar anti -freeze 

AT&T's Commercials for 
Princess Phone Sept. 46 

Carlsberg Beer's "Quaffmanship" 
Commercials July 62 

Jazz in Commercials Nov. 52 
Jingle Impact at Production Line 

Price Aug. 60 
Relationship between Jingle 

Producer and Agency Oct. 48 

FOREIGN RADIO 
Australian Radio Aug. 
Mexican Radio Aug. 

FM RADIO 
12 Concert Network July 

Equipping an Fm Station July 
15 FM Buys in National Campaign Nov. 
11 FM Car Radios July 

FM Equipment July 
37 FM Gets Swiss Cheese Promotion Oct. 
27 Fin Station Key July 
22 Heritage Stations July 
7 New FM Auto Radio July 

61 Fm Representatives July 
7 FM Success Stories July 

QXR FM Network July 
54 Receivers July 
22 Rek- O -Kut's FM Success Aug. 

lndirates ¡rature length article -t Use Story 

33 
34 

30 
33 
62 
34 
32 
58 
45 
38 

Aug 
Nov. 
July 

Nov. 
July 
Oct. 
Oct. 

DEPARTMENT STORE 
Department store Aug. 
Department store (Fm) July 
Department store (Fm) July 
Department store (Negro appeal) Nov. 
Sears, Roebuck & Co. Sept. 

FASHIONS, CLOTHING 
Hosiery (Fm) 
Shoe Store (Fm) 
Shoes (Negro appeal) 
Women's Fashions 

July 
July 
Nov. 
Nov. 

60 
58 
42 

31 
65 
41 
32 

60 
43 
42 
31 
5] 

42 
42 
31 
58 

FOOD AND BEVERAGES 
Beer (Fm) July 40 

f Mottled Water 
(Mountain Valley Water Co.) Nov. 41 

Bread (Negro appeal) Nov. 31 
tCanned Milk (Pet Milk Co.) Nov. 36 

Cheese (Swiss Cheese Assoc.) Oct. 58 
Food Broker Oct. 53 
Ice Cream (Fm) July 43 

5 *t Jams, Jellies (Mary Ellen's Inc.) Sept. 32 
tlloot Beer (Hires) Oct. 24 

40 Wines Nov. 32 

HOME FURNISHINGS 
Draperies Nov. 31 

30 

30 
34 
64 
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Mo. Pg. 

Furniture store Sept. 
Furnitore store tNrgro appeal) Nov. 
Rug company July 

INSURANCE 
Insurance company (Fin) July 

*tJohn Hancock Mutual Life 
Insurance Co. Aug. 

INVESTMENTS 
Investment securities (Fat) July 

JEWELRY, WATCHES 
Jewelry store (Fm) July 

*t Bulova Watch Co. Aug. 

PUBLISHERS 
* Grosset & Dunlap 
*tHarper's Magazine 

Magazines (Fm) 

REAL ESTATE 
Real Estate broker (Fm) 
Real Estate broker (Fm) 
Real Estate broker 

(Negro appeal) 

51 Snub 
31 Stationery 1Fnt) 
40 Supermarket 

Theatres 

45 

Mo. Pg. 

Nov. 32 
July 54 
Nov. 58 
Nov. 35 

NETWORKS 
*Audience Promotion Aug. 37 
ABC's Flair Aug. 66 

29 *tABC's Grosset & Dunlap 
Campaign Oct. 28 

CBS Modifies PCP Sept. 56 
51 Convention Coverage Aug. 51 

PUBLIC SERVICE 
40 Public Service Programming 
29 Survey by NAB Oct. 37 

PROMOTION, 
MERCHANDISING, 

SALES TECHNIQUES 
*Network Audience Promotion Aug. 41 
RAB Department Store 

Campaign Oct. 54 
RAB Bark-to-School Campaign Aug. 61 
RAB "Sound Selling in Sixties" 

Presentation Sept. 53 

RADIO EQUIPMENT 

Oct. 28 
July 37 
July 44 

July 54 
July 45 

Nov. 31 

RECORDS, RADIOS, HI- FIDELITY 
FM Radios 
Hi- Fidelity Sets 
Record Distributor (Fm) 
Record Store (Fm) 

TOILETRIES 
Krank's Shave Kreem 

(all -night radio) 
Hand lotion 
Soap 

TRAVEL 
Airline 
Tours 
Travel Bureau 

MISCELLANEOUS 
AT &T's Princess Phone 
Cleaner 
Dollar Store 
Exchange and Lithographs 
General Supply 
Home Service 
Hotel 
Pianos 
Public Utility 
Restaurant 
Restaurant (Fm) 
Savings & Loan 
Savings & Loan 
Service Station 

July 
July 
July 
July 

40 
42 
42 
40 

Sept. 39 
July 65 
Nov. 32 

July 42 
Aug. 60 
Aug. 60 

Sept. 46 
July 40 
Nov. 35 
July 42 
Oct. 53 
Oct. 53 
July 40 
July 42 
July 54 

Sept. 51 
July 44 
July 43 
Oct. 53 
Nov. 31 

Automat ion 
Equipping an FM Station 

*FM Equipment 
FM Car Radios 
FM Receiver Line Expands 
Graneo Auto Radio 
RAB Transistor Study 

July 33 
July 33 
July 32 
July 34 

Sept. 55 
July 5 
Nov. 59 

RADIO RATES AND 
EXPENDITURES 

*How Simplify Rate Cards? Aug. 25 
Spot Radio Figures -1959 Nov. 3 

RADIO SERVICES 
Kinco's Monitoring Service July 57 

REPRESENTATIVES 
Avery- Knodel on Rep Advances Sept. 53 
CBS Radio Spot Sales Audience 

Mail Study Aug. 5 
Fm Representative Raises 

Commissions Aug. 5 
Fm Representatives July 30 
Feltis /Dove /Dever "Cannon's 

Marketing Service Aug. 62 
Katz News Exchange Sept. 53 
Meeker Unites Stations for 

Group Buy Nov. 7 

NBC Spot Sales Study of 
Station Merchandising Nov. 60 

Mo. Pg. 

National Timc Sales' Gordon on 
Alaskan Radio July 67 

°PGW- Nieren Study of National 
Spot Radio Oct. 26 

PG\V launches Car-\ a Nov. 7 
Petry "Shift- Timt" Study Sept. 23 
Spot Time Sales Inc. Formed Sept. 53 

RESEARCH 
Automobile Driving Studied 
Broadcast Research Changes 

Proposed 
Collins Radio Study of 

Radio Income 
Hooper on FM Audience 
Kinco Monitoring Service 
NAB Financial Survey 
NAB Editorial Survey 

*NAB Public Service Survey 
*Nielsen -PG \V National Spot 

Study Oct. 
Nielsen's NCS '61 Survey Aug. 

* Pulse ".Advertiser Area" Concept Aug. 
Pulse Country- Western Music 

Survey 
Pulse's 16 FM Studies 
RAB -Pulse Audience Study 
RAB Study on Transistors 
Sindlinger Auto Market Study 
Sociologist Studies Radio in 

Canada 
Station Merchandising Survey 

SALES 
*Outlook for Radio's Fourth 

Quarter 

Sept. 58 

Nov. 68 

July 5 
July 26 
July 57 
Aug. 15 
Nov. 12 
Oct. 37 

Oct. 
July 
Oct. 
Nov. 
Sept. 

Nov. 
Nov. 

26 
68 
41 

61 
27 
26 
59 
58 

66 
59 

Sept. 21 

SPOT RADIO 
FCC Figures for 1939 \ov. 3 
PGW- Nielsen Study of National 

Spot Radio Ort. 26 

TIMEBUYERS 
D. P. Brother Tintehuver Explains 

Auto Buy Oct. 41 

SPECIALIZED RADIO 
FARM RADIO 

Peoples' Broadcasting Views on 
Farm Radio Nov. 49 

NEGRO RADIO 
Negro Station Key Nov. 

*Pet Milk Co. Negro Radio 
Strategy Nov. 

*Third Annual Survey on 
Negro Radio Nov. 

Index to December Airfax Issue 

ADVERTISERS Pg. 

Fonda Container Corp. 70 National Spot Advertisers (A Listing) 
Pg. 

The Frito Co. 71 Paramount Pictures 
Air France 64 Grosset & Dunlap 72 Pet Milk Co. 
Borden's Jingle Copy 110 Hamilton Watch Co. 73 Switzerland Cheese Assoc. 
Bulova Watch Co. 65 John Hancock Mutual Life Ins. Co. 74 Texaco 
Champion Spark Plug Co. 66 Harper's Magazine 75 Twentieth- Century Fox 

Charms Candy Jingle Copy 110 Charles E. Hires Co. 76 Wm. Underwood Co. 

Columbia Pictures 79 Howard Clothes, Inc. 77 United Artists 

il-Con Co.'s Rodenticide 68 Mary Ellen's, Inc. 78 Universal- International 

E. I. duPont de Nemours & Co. 69 National Biscuit Co. 80 Western Mineral Products Co. 

34 

36 

21 

Pg. 
51 

79 

81 

82 

83 

79 

84 

79 

79 

85 

* Indicates feature length article -t Use Story 
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AGENCIES 

N. W. Ayer's Campaign for Hamilton 
Watch 

BBDO's Air France Strategy 

Pg. 

73 

64 
BBDO's Campaign for duPont's Telar 69 

BBDO Comments on Commercials 107 

Cunningham & Walsh's Texaco Success 83 

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

D'Arcy Comments on Commercial 
Jingles 109 

Friend -Reiss' Grosset & Dunlap 
Network Campaign 72 

Joe Gans' Fm Strategy for Harper's 
Gardnei s Campaign for Pet Milk 81 

Guild, Bascom & Bonfigli Comments 
on Jingles 111 

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

Kenyon and Eckhardt's Underwood 
Campaign 

Maxon's Hires Root Beer Campaign 
84 

76 
McCann- Erickson's Bulova Campaign 65 
McCann- Erickson's John Hancock 

Campaign 74 
McCann- Erickson's National Biscuit 

Campaign 80 

Mogul, Williams & Saylor's Howard 
Clothes Campaign 77 

Needham & Grohmann on Charms 
Candy Jingles 110 

Smith, Hagel & Knudsen's Fonda 
Container Campaign 70 

J. Walter Thompson's Champion Spark 
Plug Campaign 66 

Thompson -Koch's d -Con Campaign 68 
Williams & London's Fm Campaign 

for Switzerland Cheese Assoc. 82 
Young & Rubicam on Humor in 

Jingles 110 

COMMERCIALS 

BBDO Comments on Commercials 107 

C /Hear Services, Jingle Specialists, 
on Commercial Jingles 108 

D'Arcy Comments on Jingles 109 

Guild, Bascom & Bonfigli Comments 
on Jingles 111 

Jingle Mill, Jingle Specialists, on 
Commercial Jingles 109 

Music Makers, Jingle Specialists, 
on Commercial Jingles 108 

Needham & Grohmann on Charms 
Commercials 110 

Young & Rubicam on Humor in 
Commercials 

FM RADIO 

Collins Survey on Fm Equipment 
EIA -FCC on Number of Operating Fin 

Stations 
Fm Stereo Multiplexing 
Gates Radio on Fm Transmitters 
Hamilton Watch Co.'s Usc of Fm 
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Harper's Use of Fm 

Sample List of Receivers on 1961 
Market 

Swiss Cheese Assoc. Uses Fm 

NETWORKS 
ABC's Advertisers 
ABC's Grosset & Dunlap Campaign 
CBS's Advertisers 
CBS and Texaco's Operacasts 
Keystone's Advertisers 
Networks and Their Executives 

(A Listing) 
MBS's Advertisers 
NBC's Advertisers 
Underwood Deviled Ham Uses Godfrey 

on CBS 

PRODUCT CATEGORIES 
AUTOMOBILE AND 

ACCESSORIES 

Champion Spark Plugs 
DuPont's Telar Anti- Freeze 
Texaco 

BUILDING AND 
CONSTRUCTION 

Western Mineral's Zenolite 

CLOTHING 
Howard Clothes 

FOOD AND BEVERAGES 

Frito Corn Chips 

Charles E. Hires Root Beer 

Switzerland Cheese Assoc. 

Underwood Deviled Ham 

PUBLISHERS 

Grosset & Dunlap 
Harper's Magazine 

WATCHES AND JEWELRY 

Bulova Watch Co. 

Hamilton Watch Co. 

MISCELLANEOUS 

Airline -Air France 
Paper Plates -Fonda Container Corp. 
Insurance -John Hancock Mutual Life 

PROGRAMMING 
Peter Frank Organization 

110 Harry S. Goodman Productions 
Program Development & Research 

Corp. 

Programatic Broadcast Service 

100 Radio Programming Service, Inc. 

George Skinner Radio Featurctte 
23 Public Affairs Radio Corp. 

102 Record Source Inc. 

100 Roffman Associates 

73 RCA Recorded Program Service 

Pg. 

75 Allen Sands Productions 
Trand Associates 

104 

49 

62 

72 

62 

83 

63 

97 

63 

62 

84 

RADIO EQUIPMENT 

Collins Equipment Survey 

EIA on 1960 Set Production 
EIA on Radio Production 1922 -1959 100 

EIA on Radio Retail Sales 1922 -1959 102 

Sample List of Receivers on 1961 
Market 

Pg. 

119 

119 

102 

99 

104 

REPRESENTATIVES 

John Blair's Prize -Winning Commer- 
cials 110 

Representatives and Their Stations 
(A Listing) 87 

Adam Young on Spot Radio Market 
Research 39 

RESEARCH 

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

66 EIA -FCC on Number of Stations in 

69 Operation 
83 EIA on Radio Retail Sales 1922 -1959 

EIA on Radio Production 1922 -1959 

EIA on 1960 Set Production 
FCC on Radio Revenue 

85 Nielsen on Audience Composition 
Nielsen on Auto Tune -In 

Nelsen on Average Daily Radio Usage 

77 Nielsen on In -Home Radio Audience 

Number of FM Stations in Operation 
Hooper's New Rating Experiment 

71 IMS Report on Broadcast Equipment 
76 Number of Am Stations in Operation 
82 16 Pulse Reports on Fm 
84 Pulse on Cumulative Audience in 

35 Markets 
Pulse on Radio Families in 100 

Markets 

75 Report on Research Organizations 
Activities 

Spot Radio Growth 1954.1960 

SRA -FCC on 1959 Dollar Value in 
247 Markets 

Adam Young on Spot Radio Market 
Research 

72 

65 
73 

64 SPOT RADIO 
70 Spot Radio Growth Since 1954 
74 SRA -FCC on 1959 Dollar Volumes in 

247 Markets 
Adam Young on Spot Radio Market 

114 Research 
116 

118 

120 

116 

118 

118 

119 

120 

113 

18 

23 

102 

100 

99 

17 

26 

28 

28 

25 

17 

41 

102 

17 

49 

29 

25 

19 

17 

19 

39 

17 

19 rt 

39 

SPECIALIZED RADIO 
FARM RADIO 

d -Con's Rodentieide Campaign 68 

NEGRO RADIO 
l'ct Milk Co.'s Campaign 81 

Nabisco's Millbrook Bread Campaign 80 

SUMMER 
Nabisco's Millbrook Bread Campaign 

T 



hometown USA 
Commercial Clinic 
Station Log 

BPA Memo 
(Local Promotion) 
Radio Registers 

there 

Qualitative Research 
Helps Establish 

Local Image 
According to the latest fig- 
ures from the Federal Com- 
munications Commission, 

are 4,339 am and fm stations 
currently on the air. In keeping 
with the evolutionary process which 
radio has been undergoing in recent 
years, it appears safe to assume that 
each of these 4,339 radio stations is 
making a major effort to develop 
and improve its individual image. 
This applies both to the station's 
role as a medium of advertising and 
as a member of the community. 

The roads which local stations 
have been travelling in their quest 
for a separate and distinct personal- 
ity are many and varied. One of the 
most widely used tools is qualitative 
research. By employing this research 
technique stations have been able to 
check on the effectiveness of their 
programming, listening habits, a 
profile of audience characteristics 
and many other items of importance. 

An indication of the scope of qual- 
itative research can be seen in some 
of the special studies conducted for 
stations throughout the country b 
The Pulse, Inc., during 1960. In- 
cluded among these research projects 
were audience shares by occupation 
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of listeners, a qualitative news study, 
station and personality preferences, 
income level and family size of 
listeners, age and sex of listeners, 
radio habits and audience character- 
istics, and so on. 

An example of the type of data 
that can be obtained from a qualita- 
tive research study is one conducted 
by Pulse in the Los Angeles area. 
The survey centered around three 
broad areas- station image, audi- 
ence image and radio listening hab- 
its. To achieve these objectives, 
three sets of questions were used. 
These were: 

A. Radio Listening Habits 
I. Time spent listening to select- 

ed stations. 
2. Automobile ownership. 
3. .automobile usage, including 

purpose and age and sex of 
driver. 

4. Time of day selected stations 
are listened to. 

5. Person responsible for initial 
radio usage. 

B. Station Image 
1. Station preferred for news. 
2. Station preferred for emer- 

gency announcements. 

3. Station giving confidence in ad- 
vertising. 

4. Station playing music most 
liked. 

5. Station preferred for retention. 
6. Personality description of sta- 

tion. 

C. Station Audience Image 
1. Ownership of pets. 
2. Ownership vs. rental status. 
3. Education. 
4. Family income. 
5. Age and sex. 
6. Occupation. 

The results of such a study can, 
obviously, provide a station with ad- 
ditional support for its sales argu- 
ments, uncover new sales approaches 
and indicate new areas for possible 
sales on both the local and national 
levels. For example. a station may 
discover that it has the audience with 
highest proportion of pets. Armed 
with this information, the station's 
salesmen could contact the pet shops 
and pet departments of the local de- 
partment stores, kennels, and so on. 
On the national level, the station 
could see that its story is told to ma- 
jor advertisers of pet foods and simi- 

(Conf'd on p. 50) 
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HOMETOWN U.S.A. 

commercial 
clinic 

Words Commonly Used in Copy May 
Have Low Emotional Impact 

Aspiring copywriters take note: A 
good many of the "standard" adver- 
tising words, hallowed by years of 
advertising agency tradition and use, 
turn out to have relatively low emo- 
tional impact on housewife radio 
listeners. according to a recent sur- 
vey by a Seattle radio station. 

Some of the results are surprising. 
Among the low fun -content words 
are "saving." "economical," "rich," 
"generous," "sophisticated" and that 
old stand -by, "magic." The word 
"instant" is a real clinker, the sur- 

Following is a partial list of the 
words in order of their preference: 

Word % Check 

rhythm 69.6 
excitement 65.2 
relax 60.8 
lovable 60.1 

alive 59.4 

variety 58.6 
informal 56.5 
company 55.0 
tuneful 54.3 
take part in 50.7 
easy -going 47.1 

tempo 47.1 

fragrant 45.7 
comfort 44.2 
warm 43.5 
fresh 42.7 

after dinner 42.0 
planning 40.5 
smooth 40.5 
on- the -go 39.9 

color 39.9 
bright 39.9 
shopping 39.1 
athletic 38.4 
freedom 36.3 

vey revealed. It evokes feelings of 
enjoyment in only 7.3 percent of the 
housewives. 

Radio station KOL Seattle con- 
ducted the survey to help im- 
prove station written commercials. A 
printed questionnaire was sent to a 
random sample of women listeners 
who had been in contact with the 
station for some purpose. Of the 250 
listeners polled, 138 filled out and re- 
turned the questionnaires. Answer- 
ing housewives ranged in age from 

19 to 69, with the average age 37.4 
years. 

Topping the list are "rhythm," 
"excitement," "relax," "lovable," 
"alive." The word "color" rated 
relatively high. Specific color words 
meant "fun" to the housewives in 
this order: "Red," "green," "blue" 
and "yellow." 

As a result of the survey, KOL has 
eliminated some words from general 
usage, and adopted others not used 
previously- dutifully following the 
dictates of housewives' fancies. . 

Word °ó Check Word % Check 

energetic 36.3 rich 21.8 
masculine 35.5 feeling 21.8 
new 34.8 safety first 21.8 
quiet 
easy 

34.8 
34.8 

afternoon 
hit 

21.0 
21.0 

stimulate 34.8 bargain 21.0 

get things done 34.8 spending 20.3 

take it easy 34.0 helpful 20.3 

emotion 34.0 fast 19.6 
bounce 34.0 saucy 19.6 

cooling 
impulse 
satisfy 

31.9 
31.2 
31.2 

red 
agile 
dynamic 

19.6 
18.8 

18.8 

modern 29.0 green 18.8 
feminine 28.3 morning 18.1 

blue 17.4 
exotic 27.6 grownup 17.4 
familiar 26.8 frivolous 16.7 
sip 26.1 
informative 25.4 hot 15.9 

curiosity 25.4 liberal 15.2 

economical 14.5 

downtown 24.6 sophisticated 13.8 

generous 23.9 important 13.0 

smart 23.9 
light 23.2 first 13.0 

alert 23.2 swift 13.0 
saving 13.0 

but worth it 23.2 purpose 12.3 
magic 22.4 strange 12.3 
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HOMETOWN U.S.A. 

Station log 
eos rte. 

News: 

The concept of radio editorializing 
using the talents of either the sta- 
tion's staff, responsible citizens in 
the community or the listeners them- 
selves has been gaining impetus in 
the past few months. Among the 
many stations reporting their addi- 
tion of this feature to their program- 
ming is KQBY San Francisco. Sher- 
wood R. Gordon, president of Gor- 
don Broadcasting and owner of 
KQBY, delivers the editorials him- 
self. He states "Our approach to 
editorializing is based on our belief 
that the broadcast medium has a re- 
sponsibility to stimulate thought on 
matters of community concern." 

WLOD Ft. Lauderdale has fol- 
lowed the trend by introducing its 
"Minitorials." KMOX St. Louis in- 
cludes in its lineup a daily program 
entitled "Sounding Board," featur- 
ing different civic or business lead- 
ers who answer questions phoned in 
by listeners. A similar programming 
plan has been reported by WTOP 
Washington, entitled "Opinion 
Please." Volatile topics such as 
crowded court dockets, crowded hos- 
pitals and segregation have led to 
the creation of a one -hour broadcast 
series carried by station WMCA New 
York. 

Radio editorialists have been hon- 
ored recently with a number of 
awards. Reporter Dick Blumenshine 
of WOOD Grand Rapids was hon- 
ored by the Radio and Television 
News Directors Association, accord- 
ing to the station, for presenting his 
editorial series "The Wasted World," 
a discussion of Grand Rapids' skid 
rots. Another award winner for edi- 
torializing on the air was Carl (le 
Suze, WBZ Boston. The New Hamp- 
shire Council on World Affairs 
awarded Mr, de Suze the Annual 
World Affairs Citation for his broad- 
casts on world affairs. 

A continuous news service has 
been reported by WIS Columbia, 
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S. C. The \V1S "Radio Newsreel" 
service is produced in 15 minute 
blocks, each with five minutes of 
world news from NBC and 10 min- 
utes of local news, sports and weath- 
er. Listeners can tune in anytime 
from 10 p.nt. to midnight Monday 
through Friday and hear a newscast 
within 15 minutes. 

Programming: 
A new idea in audience participation 
programming has gathered some mo- 
mentum over the past few months as 
stations have picked up the "sing 
along" format. 

Based on the "Sing Along" type 
of recordings made popular by 
Mitch Miller, the program depends 
on audience participation. Listeners 
who wish to participate send their 
names and phone numbers to the 
station. If they are called by the sta- 
tion and can sing the lyric to the 
recording on the air, they receive a 

prize. 
WEBR Buffalo, one of the first 

stations to use the "sing along" 
format, devotes its entire program- 
ming structure to the theme. In the 
program's promotion, \1'EBR pre- 
pared a newspaper tabloid section 
that carried lyrics to 200 songs which 
listeners can use if and when they 

are called. Other promotion schemes 
include taped station ID promos bs 
Mitch Miller and Les Paul and Mare 
Ford. Six "sing along" numbers are 
played on the ail' each hour. 

WABC Nov York used the "sing 
along" format for two days; other 
stations applying the format to 
either programming or promotion 
are \VMNI Columbus and WMIL 
Milwaukee. 

Public Service: 

Four Chattanooga stations, \1'APO, 
WDEF, \VDOD and WDXB last 
month banded together for an "in- 
tra-city network program" to help 
sell Christmas seals. Disc jockeys 
programmed music alternately in 15- 

minute segments, using public serv- 
ice ET's and spots provided by the 
Hamilton County Tuberculosis As- 
sociation. Transcriptions featured 
the voices of local people speaking 
for the drive. Fact sheets provided 
by the association listed such facts 
as "84 percent of the money collected 
stays here," and "you got your 
Christmas Seals in mail today .. . 

mail back tomorrow." Stations cut 
in and out of each segment with the 
cue "This is Int-a City T.B. Net - 
work." 

CALIFORNIA BROADCASTERS ASSOC. elected new officers and directors at annual 
meeting held in Fresno. Back row (I. to r.): Ellsworth Peck, District 3 Director (KWIP 
Merced); William E. Goetze, outgoing president and ex- officio member of the 1961 

Board (KFSD San Diego); Hugh Turner. District 2 Director (KTIM San Rafael); M. F. 

Woodling, District I Director (KHSL -TV Chico). Front (I. to r.): Alan Lisser, re- electea 
vice -president for radio (KWIZ Santa Ana); Joe Drilling, president (KJEO (TV) 
Fresno); and Louis S. Simon. the vice -president for television (KPIX San Francisco). 



BPA memo 

Homebuyers See Land Tracts 
From Helicopter Flight 

The birds didn't have a thing on 
nearly 300 prospective homebuyers 
who toured a new homes tract as 
part of KFMB* San Diego's opera- 
tion Bird's Eye View. 

The homebuyers got a look at the 
community from the air, riding in a 
helicopter as part of a station pro- 
motion coupled with spots run by 
the builder, Berlin Construction Co. 

In addition to the 300 air -borne 
visitors, an estimated 500 persons 
toured the homesite on the ground. 

Montreal Station Aids IGA 
Promo to "Check" Response 

Working with the independent gro- 
cer chain, IGA, station CJBS Mon- 
treal mailed out 320,000 numbered 
$50 checks throughout the station's 

coverage. Twice daily winning num- 
bers were announced over the air, 
and the holder of a lucky check was 
asked to call the station within 30 
minutes. To redeem the check, win- 
ners took them to their local IGA 
managers to have them stamped. 
IGA assisted in it's own promotion 
by carrying banners relating to the 
contest. Both the station and the 
grocer reported high response to the 
campaign that was booked directly 
by Guy Hudon, advertising manager 
for IGA. 

Free Movies Offer Mass 
Baby Sitting For Mothers 

How can Mom get the kiddies off 
her hands while she does her Satur- 
day afternoon shopping? In Palm 
Springs, Calif., she lets them attend 
free movies provided by KDES and 
a selected group of the station's spon- 

sors. For the past five years, the 
KDES Kiddies Klub has been pre- 
senting free movies for children at 
the Palm Springs Theatre. Various 
public spirited local merchants make 
the tickets available to parents at 
their stores. 

For this participation, the spon- 
sor receives daily advertising on the 
theatre screen, announcements on 
KDES, periodic newspaper ads, a 

poster for his store and a new supply 
of tickets each week. 

Ad Execs Are Feted 
By Twin Cities Station 

Over $7,000 in prizes were distrib- 
uted among the winners of an ex- 
clusive treasure hunt sponsored by 
KDWB Minneapolis -St. Paul. In 
this instance, the fortune hunters 
were comprised of media and agency 
executives from the Twin City area. 

LEADS ACJAIN! 
DURING 1960 WRFD RAN MORE ADVERTISING 

FOR FARM PRODUCTS AND SERVICES THAN 
ANY OTHER OHIO STATION 

Partial Lisi of 1960 Advertisers 

EQUIPMENT 
International Harvester 
Massey- Ferguson 
Minneapolis -Moline 
Ford Tractors 
Speedy Manufacturing Ca. 

John Deere 

FEEDS & SUPPLEMENTS 
Allied Mills 
Armidexan 
McMillen Feed Mills 
Moorman Manufacturing Co. 
Murphy Products Co. 
Oyster Shell Products Co. 
Ful -O -Pep Feeds 
Myzon, Inc. 
Honnegger Mills 

SEED & FERTILIZER 
Funk "6" Hybrids 
Davison Chemical Co. 

De Kalb 

Farm Bureau Co -op 

Federal Chemical Co. 

Sohio Chemical Co. 

Spencer Chemical Co. 

Allied Chemical 
Northrup -King 

ANIMAL HEALTH 
Anchor Serum 
Geigy Agricultural Chemical 
Hess & Clark, Inc. 
Dr. Salsbury Labs 

... Why not jnin this group u/ satisfied advertisers? 

"THE VOICE OF OHIO AGRICULTURE" 
COLUMBUS - WORTHINGTON, OHIO 

Heprexn/ea hY GILL- I'EItNA, INC. 

Ifi 

PETROLEUM PRODUCTS 
Sinclair 
Standard Oil Co. 

Sun Oil Co. 

Ohio Oil Co. 

Pure Oil Co. 

MISCELLANEOUS 
D -Con 

Livestock of Omaha 

Ohio Guernsey Breeders 
Ohio Holstein Ass'n. 

Ohio Rural Electric Coop Assn. 
Ohio Wool Growers Ass'n. 

Producers Livestock Ass'n. 

Independent Livestock Ass'n. 
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Meeting at the Criterion Restau- 
rant in St. Paul, 50 contestants were 
given their first clues that carried 
them on a wild chase through town, 
and even brought them to a haunted 
house where a "corpse" was discov- 
ered. When the course was com- 
pleted, a drawing was held among 
the four members of the winning 
team. The grand prize went to Art 
Lincoln of the Bolin -Smith Agency 
in Minneapolis, who received an am- 
fm combination stereo and tv set. 
Other prizes included stereo sets, 
cultured pearls, wrist watches, cam- 
eras and transistor radios. After- 
wards, the hungry hunters were pro- 
vided a dinner and a program 
emceed by Don French, KDWB's 
Program Director. 

Radio Contest Improves 
Department Store Sales 

There were 5,000 entries in the re- 
cent Brandeis $1,000 Christmas Con- 
test on KBON Omaha. Brandeis, a 
large Omaha department store, re- 
portedly moved a great deal of mer- 
chandise in the final Christmas shop- 
ping weeks as a result of the contest. 
The object of the game was to iden- 
tify a mystery object. In the two 
weeks that the contest ran, 28 clues 
were given. Clue announcements 
totaled nearly 250; and 500 promo- 
tional announcements were also 
aired. 

Contest For Retailers Helps 
Promote New Candy Bar 

In support of a ten -a -day, six -week 
saturation schedule to introduce a 
strawberry flavored candy bar made 
by Cadbury, CFPL* London, Can- 
ada, set up a "Mystery Shopper Pro- 
motion" designed to gain attention 
of retailers in the city. The "mys- 
tery" shopper was sent into the 

, stores to ask for candy. When the 
clerk recommended the Cadbury 
Strawberry Bar, he was awarded four 
silver dollars. If the store featured 
CPFL radio display tie -ins, and had 
a radio tuned into the station, the 
clerk would receive additional silver 
dollars. By the end of the second 

L 

k, 75 percent of London's candy 
nters were featuring the Cadbury 

the station reports. 

Denotes stations that are members of 
A (Broadcasters' Promotion Association) 
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radio 
registers 

FURRIER 

Unable to obtain spot time for a weekend "unexpected 
sale," Holt- Renfrew, Furriers, of London, Ontario, 
purchased a four -hour remote from station CFPL. The 
remote was scheduled from 10 am to 2 pm on a Thurs- 
day and Friday. The results, said the store manager, 
were "phenomenally high for the fur business." The 
radio remote resulted in the sale of 50 coats, jackets 
and stoles, ranging in price from $100 to $1,000. 

REAL ESTATE 

The cost of a six -hour remote, plus 72 one -minute 
spots, resulted in the sale of at least eight homes at 
the opening of the new Shamrock Homes sub -division of 
Bismark, N. D. The station providing this high -result 
program was KBOM. Lyle Porter, the real estate 
agent, was so pleased with the results of the radio 
response that he submitted a testimonial letter to 
KBOM stating that during the two day ceremonies, over 
10,000 persons attended the opening. Cost of cam- 
paign was $458. 

Il 

OIL COMPANY 1 

When KAPE San Antonio contracted for a Conoco Oil 
Company campaign, the station promised to bring in 
2500 customers. After a six -week schedule was com- 
pleted, the response had nearly quadrupled the origi- 
nal estimate, the station reports. As an incentive to 
buy Conoco gas, listeners who purchased 10 or more 
gallons were entitled to receive a thermos jug at a 
special price of 99 cents. According to the station, 
more than 9,000 jugs were sold during this radio -only 
promotion. 

CLOTHING CHAIN 

When the Richman Brothers clothing store ran a close- 
out sale, because they had lost their lease, they 
turned to station KMEO Omaha to promote the end of the 
sale. Purchasing a 100 spot saturation package at a 
cost of $400, the store did more business on the first 
day of the radio promotion than on any previous day 
of the entire sale, the station reports. Until radio 
entered the campaign, only newspaper advertising had 
been used. 
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in 

FAR 

X 

M 
PROGRAMS in 

MISSISSIPPI... 

WJDX has 
the only 
full -time 
radio farm 
department 
in Mississip- 
pi. 

Howard Langfitt 
and Forrest Cox, NATRFD 

accredited members, 
broadcast 6 hours, 35 
minutes weekly. 

First in 
Nielsen, 
Pulse 
Area 
Surveys 

5kwDay, lkwNight 

radio 620 
JACKSON, MISSISSIPPI 

See Hollingbery 

report from RAB 

Quiz on Some Important 
Facts About Radio 

In the business of buying or selling 
radio tinte, it's important to know 
all you can about your product. As 
an informal barometer of your own 
knowledge, take a minute out for 
this brief quiz on some pertinent 
facts about radio. 

Some of the questions are based 
upon information contained in "Ra- 
dio Facts Pocketpiece," a guide to 
the latest in radio's dimension, pre- 
pared by the Radio Advertising Bu- 
reau. You can request a copy of this 
booklet by writing to Radio Adver- 
tising Bureau, 460 Park Ave., New 
York 17, N. Y. 

Radio Questions 

(1) Radio is the advertising me- 
dium which most closely approaches 
complete saturation of the nation's 
homes. According to RAB's 1960 
estimate, how many million working 
order radio sets are there in the U. S.? 
100 146.2 156.4 181 

(2) Recently, RAB estimated that 
1960 would be the biggest year ever 
of radio set sales. The Bureau esti- 
mated radio set sales at better than 
20 million, toppling a record set 
some years ago. The old record was 
made in: 
1935 1916 1958 1952 

(3) Radio constantly rates as the 
number one "necessary accessory" 
for automobiles. According to the 
latest RAB estimate, how many mil- 
lions of cars are radio equipped? 
36.2 38 40.0 41.6 

(4) People rely upon radius in 
bedrooms to wake than in the morn- 
ing, with music, news, time checks, 
weather t spot ts. I low many families 
have at least one radio in their bed- 
rooms? 
50% 66% 75;b 90% 

(5) Housewives arc a force in most 

product purchases, and radio com- 
mands a large, faithful female audi- 
ence. Housewives, for example, lis- 
ten to radio every week a total of 

10 hours, 20 minutes 
12 hours, 9 minutes 
16 hours, 46 minutes 

(6) Japanese transistor sets are be- 
coming more popular all the tithe. 
In 1959, how many of these com- 
pact radios were sold in the U. S.? 
3 million 4 million 5 million 

(7) Many of the nation's leading 
advertisers invest heavily in spot ra- 
dio sponsorship. In 1959, which of 
the following advertisers was trot a 
heavy spot advertiser? 
Ford R. J. Reynolds 
Chrysler Hershey Choc. 

(8) Which medium attracts more 
adults -the people with the buying 
power- during the daytime? 
Radio Tv Skywriting 

(9) "The radio says its going to 
rain," is a phrase commonly echoed 
by disappointed picnickers. But ac- 
tually how many people do turn to 
their radio sets to learn what the 
cla's weather will be? 
40% 0 50.5ío D55.5 %D65.5 E 

(10) One of the world's largest ad 
agencies did a study of media costs. 
Radio was by far the most economi- 
cal medium. The agency discovered 
that with radio it cost $1.09 to reach 
1,000 adults. What does it cost to 
reach the same 1,000 adults with 
newspapers? 
$4 FI $6 SS SIO 

'ors' 
(or) `Ow5'cc (6) :o,pu21 (a) :.lar/s 
rajf (L) .uo111!ut ¡. (9) fsaNturut 91. 

`s.urnry 91 (5) !°I.799 (t) !"611111" !'oP 
(i) `ItGr (i;) ::ro!llrnt I'9SI (1) 

:_trrb s,f/p,l ot cr 7nrctttr arl ¡ 
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report from 
representatives 
Advertisers Eager for More 
Calls from Representatives 

Why is it that the national spot ra- 
dio medium, despite outstanding 
cost efficiency advantages and a 

proven selling force, is sometimes 
bypassed for other media? 

Long asked and often unanswered, 
the question was recently put to ex- 
ecutives of the top 120 advertisers 
headquartering in New York by 
Trendex Inc., in a study for Broad- 
cast Time Sales Inc., New York. Carl 
Schuele, BTS president, outlined a 
plan to improve selling, based on 
the survey's results. 

Major revelations of the survey 
are these: National radio salesmen 
are not making enough calls on the 
client level; those who have made 
calls are making only fair impres- 
sions, generally speaking; clients 
would be willing to hear more often 
from radio salesmen with creative 
ideas. 

Here are seven questions that 
Trendex asked, with summaries of 
the responses: 

1. Have you had any spot radio 
presentations (not informal pitches) 
lately? 

Some 42.8 percent answered "no," 
with many indicating they never had 
contact with radio salesmen. 

2. Have the radio salesmen made 
as convincing presentations as print 
and tv men? 

Voting in the affirmative were 
57.2 percent of the respondents, as 
against 21.4 percent who replied 
"no." 

3. Are tv and print salesmen out- 
selling spot radio salesmen? 

At least 48.1 percent replied "yes," 
while 18.5 percent said "no." One 
executive summed it up with the 
words, "We see more print people. 
It does not necessarily mean they 
outsell tv or radio people." Anoth- 
er commented that "When radio 
people do show up, they can be quite 
convincing." 
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4. Does today's programming 
have a bearing on radio's national 
sales? 

A lopsided 57.7 percent of the re- 
spondents thought that it did, 
against 19.2 percent who held the 
opposite view. 

5. Do advertising agencies "short 
change" radio? 

Only 38.8 percent of advertisers 
felt that this was true, compared to 
57.7 percent who believed the op- 
posite. However, of those who re- 
plied in the affirmative, many felt 
strongly that agencies designate too 
small a role to radio. 

6. Are you willing to devote time 
for presentations on what today's 
spot radio has to offer your product? 

A strong majority of 80.8 percent 
said they would, against 19.2 per- 
cent who would refuse. One execu- 
tive commented that "It would not 
hurt if radio salesmen came around 
with valid research findings that 
proved they have been successful 
selling products like ours." 

7. What have been your chief 
gripes about radio? 

Advertisers pointed to rates, re- 
search, lack of consistency as to bill- 
ing being local or national. Some 
pointed out that radio does not of- 
fer enough product separation, ac- 
cording to the survey. Others re- 
plied that radio cannot be used 
properly to reach a specific audience. 

Study Points Way 

"Such comments as these," said 
Mr. Scheele, "prove that spot radio 
has failed to put over a number of 
the medium's basic advantages and 
sales points. "This survey points the 
way for the spot radio industry to 
triple its billings," he summarized. 
"But this can come about only if all 
national sellers adopt a comprehen- 
sive program to plug the holes re- 
vealed by this survey." 

WJA G-KCSR 
Covering Nebraska's 

Rich Beef Empire 

Where 

Agri- Business 

is Big Business 

KCSR' 
Chadron 

,Nebraska 

NEBRASKA 

BEEF EM If 

WJAG 

WJAG 
Norfolk 
Nebraska 

1000 w. -780 K.C. 
Independent farm voice 

NE Nebraska since 1922. 

29 -county (NCS) market - 
$498,675,000 Consumer 
Spendable Income - Re- 

tail Sales $424,447,000- 
124,740 radio homes - 
42% more listeners. 

KCSR 
Chadron, Nebraska, "Beef 
Empire" market - $411,- 

870,000 Consumer Spend- 

able Income - $297,120- 

000 Retail Sales - 70,540 

radio homes. Commands 

22% to 56% more "un- 
duplicated homes." 

Represented Nationally By 

WALKER- RAWALT CO. 
New York-Chicago-Boston 

Kansas City -Los Angeles 
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report from 
agencies 

Agency Teams Up with Sound 
Medium on Public Service Campaigns 
Agency cooperation in the area of 
public service broadcasting is well 
exemplified by the Ted Bates & Co. 
volunteer participation in the Radio 
Free Europe campaign. The agency 
works hand -in -hand with The Adver- 
tising Council, organizer of the RFE 
and similar campaigns. 

"Since RFE itself is a broadcast 
operation," says Allen Patterson, a 

Bates vice president and head of the 
agency RFE task force, "radio is one 
of the most important media for dis- 
seminating information on its ac- 

tivities." 
The basic operation follows the 

general pattern applied to any 
client with the exception that there 
is, of course, no fee involved. The 
campaign is developed by Jeremy 
Fury and Norman Metcalf copy- 
writers in the Bates creative depart- 
ment. Patterson then submits the 
plans to the Advertising Council 
and RFE for approval. When this 
is accomplished he turns the format 
over to the radio -tv production de- 
partment which prepares RFE Radio 
Kits containing spot copy for 15 one - 
minute, 20- second, 10- second and 
two three- minute spots, plus a radio 
fact sheet of general information on 
the campaign. 

Transcriptions and tapes are pre- 
pared from recordings of well known 
personages such as Benny Goodman 
and Eleanor Roosevelt, endorsing 
RFE. Once the production is com- 
pleted, the Ad Council assumes the 
task of distributing the packages to 
every radio station in the country. 

"Our work load reaches its peak 
in the summer and fall," continues 
Mr. Patterson. "At this time we re- 
search and create our copy platform. 
In 1958, 1 spent a month in Europe 
inspecting RFE installations in or- 
der to gather material for our next 
:uiipaign. This year, our chief 

source of copy canoe Iroui no less a 

PR pian tliait Nikita Khrushchev. 
Ilis :attics at the f'N this past sum- 

nier proved to he excellent source 
material. In fact our lead phrase 
"},our grandchildren will grow up 
under communism!" is a direct quote 
from the Premier. Since we began 
servicing this account three years 
ago, our copy approach has remained 
unchanged, but we have varied the 
slant each year. The basic aim is to 
educate the American people, in 
their own self- interest, to the needs 
of the oppressed nations behind the 
iron curtain. The need for an un- 
derstanding of freedom and democ- 
racy. 

"Our campaign then offers answers 
to these three questions: "\\'hat is it? ... Does it work? ... What is it's 
significance? The slant will vary in 
order to point up the various tech - 
niques applied by one side or the 
other in the cold war. Last year we 
broadcast letters from RFE listeners 
and exhibited posters of the fight 
against communist propaganda; this 
year we utilized the Khrushchev 
speeches. But in every instance we 
try to impress upon the American 
public that RFE can only exist 
through dollar support." 

In its annual report, the Adver- 
tising Council points out that their 
13 major campaigns over the past 
year were fully supported by broad- 
casters and their advertisers who con- 
tributed their time and talent to the 
worthy causes. (A few of the Coun- 
cil's campaigns are: Better Schools, 
Red Cross, Mental Health, Savings 
Bonds.) Over a billion and a half 
radio home impressions were made 
for these and other causes, according 
to the A. C. Neilsen Company. 

John M. Lydell, vice chairman of 
the board for Bates says, "The Amer- 
ican people too often take their own 
free radio for granted. They are un- 
aware that many areas do not have 
this same privilege. but our cam- 
paign can bring home this point 
through the combined efforts of net- 
work and local broadcasters." 

HOMETOWN (Cont'd from p. 43) 

lar items. To provide a better "cli- 
mate," the station might also con- 
skier inserting some programming 
into its schedule that would appeal 
directly to this segment of its audi- 
ence. 

On the subject of programming, 
more and more stations are modify- 
ing or completely changing their for- 
mats. Qualitative research has been 
helping to check on the results of 
these changes, and indicate areas 
that might require additional change 
or study. An example of this type 
of research is a survey conducted by 
Pulse for a station in Seattle that 
had changed its format. The study 
was designed, in part, to show the 
likes and dislikes of the respondents 
according to sex. 

The results showed that, in gen- 
eral, the format had greater appeal 
to males than females. For example, 
16.2 percent of the males said they 
like the station's personalities while 
only 6.3 percent of the females ex- 
pressed the same opinion; 16.7 per- 
cent of the males liked the news or 
weather programs, and 12.6 percent 
of the females. It is interesting to 
note, however, that only 3.8 percent 
of the males said they liked the gen- 
eral programming, while 4.9 percent 
of the females held a similar opinion. 

Additional Light Shed 

A recent Pulse study in Philadel- 
phia throws additional light on the 
kind of data that can be developed 
to provide a complete picture of a 

radio station's image. For example. 
the study brought out some reveal- 
ing facts about the radio audience in 
ternis of expenditures for food and 
groceries. 

According to the survey, only 19 

percent of one station's audience 
spent less than S21 per week for 
food. However, this same station 
showed that 50 percent Of its audi- 
ence spent $30 to S35 per week for 
food and groceries - nine percent 
above the average -and 9.8 percent 
spent S.10 or over -almost two per- 
cent above the average. This infor 
mation could be of considerable in- 
terest to grocery chains and adver- 
tisers of food products. 

in this saute category, the survey 
showed that the station with the 
highest percentage of listeners spend- 
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HOMETOWN (Coned.) 

ing from $30 to over $40 a week for 
food and groceries showed up fifth 
(out of a list of six) among radio sta- 

tions listened to in the past 24 hours. 
It can be seen, therefore, that there 
are many ways to interpret a sta- 

tion's comparative standing. In the 
case of this particular station, ad- 

ditional proof that it appealed to 
a particular segment of the audience 
was found in the data on family in- 
come. This station, the survey 
showed, had 13.3 percent of listen- 
ers with a family income of $10,000 
and over. This compared to the 
average of 7.4 percent for all sta- 

tions. 
Specialized markets is another 

area which has been making use of 
qualitative studies to help define and 
broaden its scope. In addition to 
such obvious special interest mar- 
kets, such as Negro, foreign Ian - 
guage, farm and others, research is 
being done to shed more light on the 
elements that make up such groups 
as the country -western music audi- 
ence. 

Purchasing Habits 

A Pulse study in this area pro- 
vided some insight into the purchas- 
ing habits of this group. The survey 
showed that 65A percent of the 
families responding smoke, and that 
Winston was the favorite filter 
brand, and Pall Mall the non -filter 
favorite. It was interesting that 73 

percent of the respondents slid not 
serve beer or ale in their home. In 
other product categories, the study 
showed that 71 percent of the coun- 
try- western music families served 
regular coffee; 55 percent used in- 
stant coffee; 69 percent served tea. 

In the important area of family 
income, the study revealed that over 
31 percent earned $3,000 to $4,999; 
over 34 percent had incomes of 
S5,000 to $7,499, and almost nine 
percent earned $7,500 to $9,999. 

As can be seen from this partial 
review, qualitative research can and 
is uncovering new dimensions to the 
radio picture. This applies to a sta- 
don in selling itself to the public 
and advertisers, and to advertisers 
seeking more effective and econom- 
ical ways and means of reaching his 
potential customers. 
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report on 

Grace Lines Moves Travelers 
On Board with Heavy Fm Campaign 

(For full details see t'. S. rsl, p. 3) 

Fin has attracted a long list of na- 
tional advertisers in the travel cate- 
gory. .Among them are Pan Ameri- 
can Airlines, Simmons Tours, and 
British Overseas Airways. One of 
the heaviest purchasers of the me- 
dium from the travel business is 

Grace Lines, Inc., New York, which 
broadcasts in 25 cities for its passen- 
ger cruises. 

Grace Lines will start its second 
year on the fin airways this spring 
with a 15 -week campaign to seek 
spring and summer travelers. An- 
other campaign will follow in the 
lall, beginning in September for 13 

weeks. 
"Our investment for 1961 repre- 

sents an outgrowth of what began as 

a trial of the medium last spring," 
according to Frederic P. Sands, who 
directs the company's advertising. 
"\\'e started then with programs on 
\\'QXR and the QXR Network sta- 
tions," he sail. "By the time the fall 
campaign was ready to start, we had 
added more fin stations, bringing the 
total to 25 stations." 

The company advertises on a sea- 

sonal basis in order to accommodate 
travel cycles. For instance, the spring 
campaign develops summer business, 
which is traditionally larger than 
winter tourist activity. For that rea- 
son, the campaign is longer than the 
fall program. 

For the spring campaign coating 
up in March, April and May, the 
station and market lineup will fol- 
low the pattern set last fall. In addi- 
tion to the QXR stations, Grace will 
use \\'I:JF Pittsburgh, WFMF Chi- 
cago, \\'JBR Wilmington, \YGHF 
Brookfield, Conn., and WLOB 
Cleveland. All of these stations, ex- 

cept WFMF, fall into what Mr. 
Sands calls Grace's "primary" mar- 
ket area. 

"Our primary market area in- 

dudes points that are one clay's trav- 
eling distance from New York b) cal 
or train. States in this area are New 
York, Connecticut, New Jersey, 
Pennsylvania, Rhode Island, Massa- 
chusetts, Maryland, District of Co- 
lumbia, northern Virginia and east- 
ern Ohio, including Cleveland. 
Sixty -five percent of our cruise busi- 
ness comes from people living in this 
region." 

On each station the company 
sponsors at least one half -hour pro- 
gram per week. On one station 
Grace buys two programs, and on 
others there are six one -minute spots 
a ts-eek in addition to the program. 

In relating his company's enthusi- 
asm for [m, Mr. Sands recalls an 
early promotion on WQXR. "We 
offered a kit of travel literature, 
'Caribbean \'acationlands,' to listen. 
ers who would syrite in. In tWs'o 

weeks there were 1.000 requests. We 
had to discontinue the offer because 
we were running out of booklets." 

Although basically a newspaper 
advertiser, Mr. Sands explains that 
Grace is not satisfied ts-ith newspaper 
advertising alone, because of the 
limited coverage based on cost. 

Fm, therefore, is an important me- 
dium for Grace in several ss-ays, Mr. 
Sands points out. "lt has greater se- 

lectivity than other media and 
enables us to reach a prestige audi- 
ence. 

"The medium gives us greater 
flexibility in our advertising, because 
the travel business depends on fluc- 
tuations in the weather," he con- 
tinues. "Fm has the additional value 
of giving us a chance to concentrate 
our advertising toward a specific au- 
dience in our primary market area." 

As time goes by, Mr. Sands points 
out, the fm advertising may be ex- 
panded to cities beside Chicago out- 
side the primary market. Detroit is 

a possibility, as well as stations in 
Florida. 
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