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Herb Plambeck. right, is
applauded by H. V. Kaltenborn,
noted NBC news analyst, and
Richard Kathe of the

American Feed Manufacturers
Association, as he receives

the 1960 National Animal
Agriculture Award.

WHO
for lowa PLUS!

Des Moines . . . 50,000 Wahts
NBC Affiliate

WHO Radio is parr of
Central Broadcasting Cnmpany. I

which also nwns and nperates
WHO-TV, Des Mnines:
wOoC and wOC-TV, Davenport
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=y Peicrs, Griffin, Woodwird, Inc., Representatives

WHO'’s

Herb Plambeck...

... qeceives

TOP Farm Award!

Every yéar the American Feed Manufacturers As-
sociation presents its “Animal Agriculture Award”
to one farm broadcaster, for outstanding services to
livestock and poultry farmers. This citation is the
most significant and most coveted award in the
farm radio field.

WHO-Radio is extremely proud that Herb Plam-
beck has added this distinguished 1960 award to
the 45 other state, national and international cita-
tions he has received in the past 25 years. Founder
and past president of the National Association of
Radio Farm Directors, Herb was the originator of
national plowing matches, is one of the best-known
farm directors in America, is “Mr. Agriculture” to
perhaps a million Midwest farm homes. Herb and
his staff at WHO-Radio are actually on the air
sixty times per week with farmr programs!

Ask PGW for all the facts that have made
WHO-Radio and Herb Plambeck’s Farm Depart-
ment a “must” for farm-products advertisers
in “Iowa Plus.”
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'WCCO Radio

TOP ACCEPTANCE! Check any market in the nation—even such giants as
New York, Chicago and Los Angeles. You won’t find a station of the CBS Radio Network
that matches the enormous WCCO Radio audience— 60,000 in-home families per quarter-hour.
What's more, this is a far bigger audience than that of all other Minneapolis-St. Paul stations
combined (69.2%, share of audience)! 1t's yours to sell at the Twin Cities’ lowest cost-per-
thousand—less than one-third the average of all other stations. Great record ... . great buy . « .
with great acceptance!

Source; Nie|sen Sfafion Index/6:00 AM-Midnight, 7-day week- Latest reports available as of July 1, 1941.
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' ' ' Minneapolis - St. Paul
Represerited by %

i I -~ SPOT SALES
Northwest'§ Orily 50,000-Watt 1-A Clear Channel Statién
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SOUNDINGS

news & lnterpretatlon

NEW BOOMS are anticipated for this winter season in the drug field, particularly @mong
the products which relate directly to ailments such as seasonal sniffles and cold-weather
affiictions (See lead story: “Radio: Rx for winter drug clients”). |n line with general ad ex-

pansion in this field is the recent move of Ted Gotthelf Assoc. Firm has organized a sub-

sidiary, Ted Gotthelf, Inc., in New York City under the supervision of David Hale Halpern.
The company's sole aim: to concentrate on radio and tv advertising for the ethical and the
proprietary drug agency.

SALES CURVES are moving upward with gaining momentum, stations from all over the
country report. Two notable examples: WAIT Chicago and WNBC New York, which reflect
business trends in the nation's largest market places. WAIT Manager Boyd Lawler says May
showed the highest monthly gross of the year and that business for the first five months
was ahead of last year by 22%. His spot business, he said, has gone up almost 100% since
January of this year. And WNBC Manager Theodore H. Walworth Jr. last month signed the
“biggest local radio buy ever made in a single week”. The client: Davega Stores, Inc.,
through Weiss & Geller agency. The order: A week-long saturation package for (1) complete
sponsorship of a midnight to 6 a.m. show six nights weekly for a total of 36 hours; (2) minute
announcements aired an average of every half-hour daily for seven days, and (3) eight re-
motes starring statign personalities,

LONG-TIME radio pro Paul McCliuver, now executive v.p. of Wade Advertising headquartering
in Los Angeles, had these wise words to say about radio before the Southern California
Broadcasters Association:

ON WEST COAST RADIO: “Radio in California has greater acceptance among listeners and
advertisers than it enjoys in the east and midwest. This is partially due to the climate, con-
ducive to a great amount of out-of-home listening in cars and recreational areas, but it
is also apparent that broadcasters are inventive, ingenious and adroit in programing. It's
also true there’'s more talent to draw from here, which helps to improve program quality.”

ON RESPONSIBILITY: “AN radio has a responsibility in the public interest ta report subjects
of community concern. A tadio station shoutd help give a community a conscience, at least
to take a stand against sin, as Calvin Coolidge said. “A station has an obligation to report
the jncompetence of public servants, public nuisances, swindlers, and certainly can take a
positive stand against delinquents, adult as wel|l as juvenile.”

ON FRESH APPROACHES: “Radio, like any other communication form, must be kept fresh
and alive. This requires infinite attention to small details as well as a flexibility in pro-
cedures and policies. Last year's practices should be perpetuated only if they cannot be
improved on. We should all guard against falling into the habit of continuing to do things
the way we used to do them. Sometimes we are even guilty of believing things that are not
true. As Josh Billings said: ‘It ain't the things that we don't know that make us so ignorant.
It's the things we know that ain't so.'”
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MORE THAN $10 MILLION has been deposited in radio station bank accounts as a direct re-
sult of an all-radio concept, the Community Club Awards, Inc. Company reports total gross
income to stations, through this sales-mierchandising device, has risen from $255,000 in 1955
to $2.7 million in 1960, with 1961 billings ahtead of last year. Through April 12, the 61 total was
$1.2 million.

IMAGINATIVE sales tactic is shown in a new personal pitch being given by CBS Radio’s Jim
Fuller. Although the immediate aim is to sell network radio, the tactical approach is applic-
able equally to any kind of radio selling. He quotes Cicero as saying that there are three
basic ingredients in any great oration . .. an oration is simply public speaking which, in
turn, is radio.

These three ingredients: logic, emotion and ethics. Reason in a radio selling spurs an
emotional reaction in the listener when someone believable (or ethical) is doing the speak-
ing. Fuller's point: Radio personalities such as Godfrey, Linkletter and Crosby are believable
personal salesmen in this vast medium which speaks to the public.

NEW NEGRO MARKET informiation is being compiled on the basis of the 1960 Census by
the Negro Radio Assn. for its member stations. Pres. Francis M. Fitzgerald has asked data
processors to break out national, local and area information on such factors as income,
sex, education, product ownership. The Census Bureau, he comments, dogs not provide
this type of detaj] on the non-white population, of which 95% is Negro.

TWO CBS o&o stations, KCBS San Francisco and WCBS New York, have developed a
unique way of building an out-of-home audience. The audience is not only out of home, it's
3,000 miles away. While west coasters are visiting the east this summer, and easterners are
vacationing in the west, they're being asked to tune to the sister station. KCBS and WCBS
traded time availabilities late last month to air each other's spot announcements.

RADIO CONTINUES as an advertising bulwark with the giant oil companies as they mergs,
enlarge their sales territories and change their regional jmages to a new national one.
Newest series of commercials is for American Qil Co., the outgrowth of three regional
petroleum marketers: American, Standard Oil of Indiana and Utah Qil Refining Cg. The pat-
tern: a singing commercial aired on 330 radio stations.

STATION and client-agency mandgement can take heart in a study conducted by Coniey
Assoc., Chicago executive placement firm. Traditionally harassed by the fast turnover of
executive pgrsonnel and the frequent difficulty of finding competent replacements, admen
see more than a glimmer of hope for stability in the fact that the whirl-around from job to
job slows down when the executive reaches the age of 40. Conley finds that admen switch
jobs about three times every 10 years until that age, when the average moves upward to a
tenure of four years per job and then, after 50, to five years. Most, stable: executives in the
food field. Least, stahle: young ad execs.

A wide-sweep rundown on the current status of food clients
NEXT using radio in this pre-fall buying season will lead off the
August issue of U, s. RaDIO. Among the other topical in-
dustry features: a report pn the thinking of Mathew J.
MONTH: Culligan, genéral corporate executive at Interpublic and
one of radio’s greatest personalities; reasons why playing
radio’s “numbers” is ill-advised and unprofitable in the
advertising gambling game; more top-notch editorials from
outstanding radio stations.
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RADIO'S REACH / wixuse

-

AM STATIONSON AIR* . . . ¢« 6 ¢ « ¢ ¢« o« o o »

cv ... 3,590

FMSTATIONS ONAIR* . . . . i . .. 2. vy voeas... 871

... 1,124,924
RADIOSETSINUSE . ... ............. 156,394,000

CARRADIOS! . ... .................40387,000

FMSETSINUSEf ................... 15500000

SETS MANUFACTURED* |, . v ¢ v ¢ w5 s o « »

AM STATIONS ON AIR: At the end of May theré were 3,590 am stations on the air, an in-
crease ol 18 stations over the previous month. Applications pending: 5217 stations under
construction; 149.

FM STATIONS ON AIR: Fu stations broadcasting at the end of May number 871, an m-
crease of six stations compared with the previous month. Applications pending: 80: sta-
tions under construction: 208,

SETS MANUFACTURED: Production of radio receivers shows a slight decline in April.
Total production for April (latest available figures) is 1,124,924 sets, compared to 1,384,
052 recorded for March. Included in the April total are 375,670 auto radios and 51,260
fm radios. Radio production from January through April is 4,714,078, or 381,951 sets be-
hind the toial for the same period last year. Retail sales of radio receivers, excluding auto
radios, also show a dip in April. Total sales of 603,589 scts is reported, off 250,332 sets
from March. However, the number of sets sold since the first of the year stands at 2,704,-
218, an increcase of 77,071 aver a comparable period in 1960,

NETWORK SALES: Liggctt & Myers Tobacco is tlie front-runner among retwork adver-
tisers in terms of total home broadcasts, according to A. C. Niclsen Co.’s monthly index
for four wecks ending May 7 (latest availablg figures). Liggett and Myers totals 352
broadcasts ddelivered. Chevrolet Motor Division, General Motors Corp., follows in second
spot with 219 broadcasts and 129,664 total home broadcasts delivered. In third, fourth
and fifth place, respectively, are Standard Brands Inc., R. J. Reynolds Tobacco, and
Pharmaco Inc. Liggett & Myers scores also as the leader among network advertisers in
the number of commercial minutes delivered during the same period. The company
aired 270 commercial minuies for a total of 116,757.000 cominercial minutes delivered.
In sccond place in this category is Chevrolet, with 200 commercial minutes broadcast for
atotal of 174,124,000 delivered. Standard Brands, Mennen Co,, and Pharmaco follow in
third, fourth and fifth places, respectively, u

FCO M § ""BIA. Aprld, FRAN estimair, June 1600,
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‘ RADIO HOUSEWIVES FAMILY OF
NETWORK UNDER AGE 50" 3 AND OVER'

ABC | 70%

“Source: Nielsen Radio Index — Distribution of 2 Network's
Average Audience for all programming excluding religious,
potitical and one-time-only programs. Jan.-Feb., 1961,

IF THE
YOUNG ADULT
IS YOUR
MARKET

ABC RADIO
IS YOUR
NETWORK

| VR ABC
[ Last summer ABC Radio researched the young adult market. Found it big, bountiful .
and burgeoning. Last fall ABC Radio went after the young adult market with program- RA D I o
I ming and promotion. This spring, for young adults your buy is “Breakfast Club” on ABC
, Radio..."Flair” on ABC Radio...Sports on ABC Radio...News on ABC Radio. On
the average — program for program, hour for hour, minute for minute, it costs yqu FOR A YOUNG ADULT

less with ABC Badio. Ask your ABC Radio salesman for all the facts and figures. AUDIENCE Q
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REGIONAL
RADIO

(KELO-LAXND STYLE)

IS NOT
JUST A
STATION
REACHING
oUT!

If’s also a

lot of cities
and townships
wanting you in!

KELO Regional Radio gets a hearty
welcome every mile of the vast area
it spans! That's because KELO-
LAND, big as it is, is one audience
in its eommunity of interests. Tts
scores of counties have listening
tastes in common —and KELO
RADIO knows those tastes like a
book ! I

NBG

KELO

13,600 WATTS RADIATED POWER

13,600

Sioux Falls, S. D. and all Kelo-land

JOE FLOYD, President
Jim Molohon, Mgr.; Evans Nord, Gen. Mgr.

Represented nationally by H-R
n Mnreapo s by Wayne Evans & Assoc atey

Midcontinent iroadcasting Coroup

KELO-LAND tv and radio Sioux Falls, §. D,; wLOL/
am. fm Minneapohis-St. Paul: WKOW am and fy
Madison, Wis., KSO radio Des Moines

10

' trafic times.

p s n, :-h_
535, men . ‘\f‘_“'
4 w¥ s -§
4 WETEEND ¥
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s each NG
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CHUN KING SALES INC.
Agency: BBDO Inc., Minneapolis
Product: cHOW MEIN

The food processor Taunches a one-
month campaign beginning in the
middle of July in a large number of
leading markets. Humorous com:
mercials, featuring the “Soy Broth-
ers” harmonizing about Chun King’s
chow mein "divider pak,” will spread
over the markets during day and
Timebuyer is Betty
Hitch.

CORN PRODUCT SALES CQ.

BEST FOODS DIV,

Agency: Dancer-Fitzgerald-Sample
Inc,Necw York

Product; HELLMANN’S A\TAYONNAISE

A 3G-market drive opens in late July
for the food dressing, it has been re-
ported. The schedule will run from
four 1o eight weeks with minutes, 30s
and 20s being used. Tumebuver is
L.. Salrberg.

FELS & CO.

Agency: Aithin, Kynett Inc.,
Philadelpia

Product: FELS SOAPS, DETERGENTS

The soap manufacuurer will scour
the country with a big second-half
campaign that begins in imid-July
and cextends through November. The
drive. utilizing 240 stations, will
reach into 120 markets from coast to
coast and Canada. Frequencies range
from 10 to 20 one-minute aumounce-
ments, primarily  during  morniag

M

“wie TIMEBUYS

'_f

and mid-day Bours. Products i6 be
pushed: Fels-Naptha soap, instant
Fels Naptha soap granules, gentle
Fels liquid detergent. Timebuyer is
Miss E. M. Gretz.

GENERAL MILLS INC,
Agency: Dancer-Fitzgerald-Sample,
Inc., New York
Product: GoLD MEDAL FLOUR
A one-month campaign annonncing
that Gold Medal flour can now be
used in all baking without sifting
started June 26 in about 90 markets.
Morning and day hours carry the
minute announcemerts at the rate
of 12 to 20 per week, About three
stations per marker are broadcasting
the commercials. Timebuyer is Frank
McCue.

GENERAL MOTORS CORP.

Agency: D. P. Brother & Co,,
Detroit

Produgf: GUARDIAN MAINTENANCE
DIV.

A seven-week drive, reaching into 63

markets, opened on July 3 for the

automobile manufacturer’s mainte-

nance division. Announceinents are

20s with the stress on traffic tintes.

Timebuyer is Dick Cullingford..

GULF OIL CORP.

Agency: Erwin Wasey, Ruthrauf] &
Ryan Inc., Pittsburgh

Product: Gut F serAY

From Maine to Texas, gnats, mos-
quitos amd other insects are sweep-

U. S. RADIO/July 1961




ing the country and the oil company
is pushing its insect killer in about
40 markets, most of them below the
Mason-Dixon line. The campaign
is in two parts: one started June 21,
the other July 5, to run for about
three months. More than 100 sta:
tions are broadcasting minute an-
nouncements at a frequency of 10 to
20 per week. Morning, daytime and
traffic times predominate.

NATIONWIDE INSURANCE CO.
Agency: Ben Sackheim, New York

A one-month drive, concentrating in
160 markets east of the Mississippi,
opens for the insurance company
July 24. Drive times carry the ma-
jor share of the one-minute commer-
cials at the rate of 10 to 20 per week.
Dick Goldsmith is the timebuver.

KORTHWEST ORIENT AIRLLNES

Agency; Campbell-Mithrin I'nc.,
Minneapolis
Product: JET SERVICE
The airline is using 28 markets
throughout the country to introduce
its new Boeing 720 jet service. Start-
ing date was late June with the
length of the campaign still unde-
termined. Traffic and day times head
the schedule. Timebuyer is Ben
Leighton.

PARKER PEN CO.

Agency: Leo Burnett Ijc., Chicago
In a move designed to blanket a
wider area, the pen manufacturer
will drop its spot tv schedule and
switch to radio during a 10-week
campaign beginning in mid-August.
Heavy frequencies will flood about
40 markets with minute announce-
ments aimed at the back-to-school
market.

CHAS. PFIZER & tO.

Agency: Ted Gotthelf Inc., New York
Product: BONADETTES MOTION

SICKNESS TABLET

Saturating the coastal areas where
people are likely to go out in boats.
the drug firm is plugging its sea and
motion sickness pill in about 50
markets. The campaign began in
mid-June and will stretch for about
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three moiiths. Frequencies average
about 15 per market per week with
one-minute announcements. The
company has requested that commer-
cials be aired adjacent to marine
weather and tide reports. David
Halpern is the contacts

BAY PETROLEUM CO.

Agency: Reach, McClinfon & Co.
New York

Prdduc€t: TENNECO GASOLINE

The petroleum producer is saturat-
ing the southern market with con-
tinuing schedules in nine southern
and southwestern markets and new
buys in 12 markets. The new sched-
ules begin early this. month and will
run for about four weeks. Frequen-

ctes for the minutes and 30s range

from 15 to 30 per week, depending
on the market. Trafhc and week-end
times carry the bulk of the com-
mercials. The continuing schedules
are mainly for six weeks with about
15 to 40 announcements per week
per market. Most markets are two-
and threestation buys. Timebuyer
is Margo Teleki.

STERLING DRUG INC
GLENBROOK LAB. DIV.

Agency: Thompson-Koch, New Yark
Product: CAMPHO-PHENIQUE
Summer time is chigger time in the

south and southwest and the drug

company is pushing its insect bite
product in about 30 markets. The
campaign began on July 2 and is ex-
pected to extend for 13 weeks. The
commercials average three to 15 per
week, depending on the market.
Traffic and weekend times are re-
ceiving the bulk of the schedule.
Timebuyer is Boh Hall

VIC TANNY GYMS

Agencys Kastor, Hilton, Chesley,
Clifford and Atherton Inc.,
New York

The gym chain flexed its muscles in
radio for the first time when it
launched a two-week test in Chicago
on June 26. The frm purchased
schedules on four stations and used
one minute commercials at the rate
of 20 to 40 per week. As yet, the
company has not decided its radio
plans for the future. Timebuyer is
Rosanne Gordon. L]
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Review, please,
the latest

accepted survey
of your choice:

ANY or ALL!

The unbelievable Family
audience in the
Louisville Metro Area

belongs to WKLO

Need we say more?

Call Bl Spencer
or

robert e.
eastman & CO., .

Other Air Trails Stations:
WING, Dayton, O,
wcot, Columbus, 0.
WIZE, Springfield, 0.
WEZE, Boston, Mass.
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“Now, Joe, If only
= you could polish off
. -my big problem. . "

1!"Sure 1 have a problem. Listen . . .
promoting an advertising medium like
ours calls for dramatics. We blast out
our one biggest, sales point, loud and
pretty —

4|*Well, Mr. Smith, I don't polish off
many problems, but I shine up three
agencies right across the street, and all
the time, day or night, I see them looking
up where they're going to spend the
money in a directory sort of thing ="

2|“—but as promgtion manager [ worry
about not registering the eight other big
points in our total sales story for an
advertiser. We could be losing contracts
to competitors who claim to ‘have the
other values.

51“Oh, sure, Joe, you mean SRDS. We
have a smasharoo blurb in there on
our main sales point same as — hey .. .
that's it! Why don't 1 put all our good
points in Standard Rate, right where
they have to look when they're compar-
ing us with the competition. Thanks, Joe,
you sure polished off atough one for me.™

3|“Actually we have stronger arguments
on all eight angles than any competitor,
but we can’t crowd ‘em all into our rm-
pression ads. How can I plug this gap
in my promotion plan, Joe?"

6| With compelend, strategically placed
information in SRDS

YOU ARE THERE
selling by helping people buy

SRDS o =

Standard Rate () am

& Data Service, Inc.

the national authority serving the
media-buying function

C. Laury Botthof, President and Publisher
$201 OLD' ORCHARD ROAD, SKOKIE, ILL.—YORKTOWN &-8500
SALES OFFICES—SKOKIE, NEW YORK, ATLANTA, LOS ANGELES
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WILLIAM H. OBERHOLTZER

Media group supervisor, Leo Burnett Co., Chicago
Winner of the July Silver Mike Award

Radio today is often baffled by
its own personality. Twenty-
five years ago radio was a pam-
pered child, confident of its
hypnotic power over the mass
audience. Its virtual monopoly
over the national market made
radio’s life relatively simple.
Today, however, when it has
grown older but not always
wiser, radio finds itself in a
' world of intense competition.
So suggests Bill Oberholtzer of
Leo Burnett, He thinks a mas
jor question posed in recent
years, and still debated, is whether radio can continue
to compete successfully as a mass medium or whether
its most lucrative potential lies in seeking out other
paths, particularly in trying to reach a selective
audience.

Many of the bright young men in advertising today.
who don’t remember the good old days, are leaning
more and more toward this selective approach. This
is in line with the thinking of Oberholtzer, U. 5. RADIG'S
Silver Mike Award winner for July.

He's one of the brightest young men on Chicago’s
Michigan Ave. and recently was named “timebuyer of
the year by Chicago members of the Stations Repre-
sentatives Assn. They agreed that he exemplifies the
type of imaginative young men in advertising who are
searching for new ways to harvest profits from radio:

Five years ago, Oberholtzer walked into the Burnett
agency, his army discharge papers in one hand and a
master’s degree from Northwestern U. in the other,
and landed a job as a media analyst. He didn’t stay
on the ground long.

In half a decade, the 29-year-old young executive
has climbed meteorically from analyst to Emebuyer
to associate group supervisor to media group super-
visor. Oberholtzer now directs media planning for
five major accounts: Bauer & Black, Cracker Jack,
Pfizer, Pillsbury and Swift.

Radio is a medium with tremendous potential,

U, S. RADIO/July 1961

Oberholtzer believes, but it still has one leg dangling
in the past.

“We're still suffering from the way radio was being
sold to us—by the ton—in terms of 200 and 300
announcements,” Oberholtzer says. “It got to the point
where the salesman would walk in and tell us how
many tons we could get for how many thousands of
dollars. It was like weighing corn meal. This gave
people the idea that you needed a lot of radio to be
good. This is not true,” he says. “We've found that
it doesn’t take 300 plugs a week to sell a product.”

Although he doesn’t discount the value of mass camn-
paigns for some products, Oberholtzer contends that
selectivity offers the best potential for radio. “Pro-
graming today is becoming more varied, especially with
the increase of fm stations, which leads to more selec-
tive audiences,” he says.

Oberholtzer believes that in competition for the
local dollar an advertiser’s best bet is radio. “Radio
is the most selective of the local media,” he argues.
“There aren’t many tv stations operating on a local
level and the local newspapers aren’t selective enough.”

But he points out, the advertising agencies can only
help those stations who help themselves. He claims
local radio stations often are penny wise and pound
foolish by not spending money to obtain an analysis
of their listening audience:

“We'd like to see more studies of local radio mar-
kets,” Oberholtzer says. "We don’t know who's listen-
ing to the stations, we don’t know if they have money
to spend, what their ages are, where they work. That's
the kind of information we're looking for.”

According to Oberholtzer's associates at Barnett, his
pfime asset is the ability to boil down complex audi-
ence data in the search for the right media buy for a
particular product. He is an indefatigable worker,
often putting in 16 hours a day doping out his media
selections. The long hours have paid off for both
Oberholtzer and Burneit's clients.

Two years ago, Oberholtzer decided to make media
planning his permanent career. Why? “It's very re-
warding to be in a position to see a campai&n pay off,”
he explains. *“This is what we all look for.”

In Oberholtzer’s case, he hasn't had to look far. M
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This issue
of U.S. RADIO
is representative of
those
to come

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

U. S. RADIO
is dedicated to radie.
It prebes radie
problems, checks
radio facts, presents
the true importance
of radio—
constructively,
forcefully.
impressively. It is
yotr window to
better nse of radie.
Its dedication to
radic advertising
is total and complete,
You need
U. S. RADIO
in your own name,
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LETTER TO THE GOVERNOR

I wish to congratulate you on your
recent Open Letter to Gov. Collins
concerning NAB and radio. This
letter posed questions very important
to our industry today.

For some time, I have felt that ra-
dio has taken the blame for actions
peculiar to television. As long as
radio and television are lumped into
one word—broadcasting—this will
always be. Radio stations fight tele-
vision for a share of the audience and
the advertising dollar. Why should
they be tied together-except for legis-
lagive and legal matters?

I think it is time we had an alf
radio national association.

JIM HAIRGROVE
President
KBRZ
Freeport, Tex.

We were so impressed with your
Open Letter to Gov. Collins in the
April-May issue of u. s. RADIO; that
we have excerpted it for publication
in “Of Mutual Interest.” Particu-
Iarly important in the article was
the statement: “We believe, first of
all, it is unfortunate that television
and radio are so often and so care-
lessly lumped together under the
vague title of ‘broadcasting' and

e

‘broadcast media’.

ROBERT HURLEIGH
President

Mutual Broadcasting Co-
New York

1 have been in the radio broadcasting
business for a number of years, and
during the past few years I have been
doing a slow burn.

My red hot gripe is this: Why do
people and most organizations, as
well as newspaper writers, always
refer to television stations as part of
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the “broadcasting” industry. They
should be referred to as “telecasters”
and the “telecasting” industry. Why,
when these “telecasters” are being
dragged over the coals, are they
called “broadcasters?”

It’s time the broadcast industry
stopped getting the black eyes over
practices in which they are not in-
volved. The recent blast at television
station operators by the FCC and
NAB heads brought considerable
comment from people in this area.
And yet, the blast was not at the
broadcasting industry at all.

So perhaps your magazine, as a
radio publication, can get the ball
rolling and see that the television
end of thé business is referred to as
“telecasting” and radio as “broad-
casting.”

C. E. ROYE

‘General Manager

WPRY

Perry, Fid.
WELCOME BACK
Sometimes a guy has to have a house
fall in on him to bring realization
of his oversight and negligence. Well,
the walls came “a-tumblin’ down” on
me when I found that I had not
written my congratulations on the
return of Arnie Alpert to SPONSOR
and the consolidation of your publi-
cations, SPONSOR and U. § RADIO..

You are wonderful guys of sich
vast experience that this re-associa-
tion can’t help but be beneficial to
your publications and broadcasting,

too.
WiILLIAM C. BRYAN

General Manager
KTRH Houston

I don’t suppose you are old enough

to remember the ad campaign,
“Gable’s back—and Garson’s got
him!”

And you probably don‘t remein:
ber the jubilation that followed the
announcement that prohibition was
over and whiskey and beer were
back.

Well, I remember, and I guess the
news that Arnie Alpert is back with
SPONSOR is just as big and just as
heart-warming.

EDWARD LAGRAVE JR.

Truppe, LaGrave & Reynolds
Des Motines

IT'S "A-OKAY"

The new u. s. RADIO is “A-Okay.”

B0B HYLAND
V.P., General Manager
KMOX St. Louis

RADIO TERMS

You might be gratified to know that
I have received comments from many
station and agency people about the
radio glossary in the March issue of
U. s. raDIO. It should be rewarding
to you to know how well the maga-
zine is read.

Two errors were pointed out to
me. Instead of “amplitude modula-
tion” for am radio, I had listed
“audio modulation.” So sorry. Also,
in the process of editing, someone
reduced the words *“cost-per-thou-
sand” to “c-p-t” instead of “c-p-m.”

I have also thought of some addi-
tional definitions:

Air Check: A tape of a breadcast,
or part of a broadcast, taken
directly from the air, rather
than being specifically re-
hearsed as an audition would
be.

Contiguous: Applies to programs
immediately adjacent to each
other and to contiguous dis-
vounts which are sometimes
given for such programs. As
an example, two consecutive
15-minute programs by the
same sSponsor are sometimes
given a contiguous discount
and treated as one half-hour
program.

Delayed Broadcasf: A program
which has been taped at the
time of its initial broadcast
and put on the air at a later
time. Abbreviation: DB.

LEONARD F. AUERBACH
General Manager

Ohio Stations Representalives
Cleveland
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Mutual coverage Wra,p up the buying dollars

Mutual Radio is strongest where the buying is biggest. 70% of all
drug store sales and 66% of all food store sales are in A and B markets (ask
Nielsen) —and Mutual now wraps ujp 66% of its radio audience in these
markets! Mutnal covers 87 of thie top 100 markets with local affiliates —more
than any other radio network. Got a food or drug store account in the
fmuse? Buy Mutual Radio—and you've got it covered at the point of sale.

MUTUAL RADIO

A Service to Independent Stations -
Sulisbltafy of Miunesota Mining & Maunfacturing Company f@@)
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RADIO:

R for winter
drug clients

Drug makers to swoop into spot and net
radio campaigns for fall/winter season

By W. F. MIKSCH

A NYBODY who is not in the drug industry
but claims to understand it, is only kidding him-
self. It 1s a complex, competitive and highly-
splintered business.

But since the annual advertising investment
of its proprietary imedicine branch runs well
over $300 million, and since a considerable
amount of this will be spent between this Oc-
tober and next spring on campaigns to coincide
with the wave of colds, assorted viruses, and
other ailments the flesh is especially heir to
when winter comes, almost any facts about it
should interest radio broadcasters who hope ta
cut themselves in for a slice of the billings.

With this in mind, U. s. RADIO set out to ex-
plore the drug industry in general and its “'win-
ter ailments” division in particular and came
up with these findings:

‘ U, S. RADIO/Juiy 1961
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How cold remedies
sell through the year®

FEB.
MAR.
ATRIL

*Based on datafrom Nielsen Drug index.

Typical annual pattern for volume of dolar
sales of proprietary medicines in the cold
remedy field, according to the Nielsen Drug
Index. The figure 100 represents maximum
retail sales volume. Nielsen sulvey covers
ovérlapping three-month periods of a year.




¢ Radio is getting more business
from the proprietary medicine field
than it did a few years ago, but
should be getting more.

e The copy story for a packaged
medication can be told as effectively
on radio as on any other medium,
and often more tastefully (than, for
example, on television with pic-
tures) .

e The flexibility and economy of

radio is perfectly geared to the mar-
keting aims of the proprietaries.

'I

o
{‘-

A A
By

e The future should see an in-
creasing number. of proprietary drugs
which should have a long-range effect
on radio advertising.

A
"- 4
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=
33
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e Package medicine producis do
not need—and most don’t insist on—
only so-called “prime time.”

e No one is more important to
the remedy advertiser than is the
American housewife; she 1s the
watchdog of the family’s health, and
also the family shopper. Anyone who
can’t build a radio pitch on this
alone isn’t trying.

e Fm has been “discovered” by
the American Medical Association.
Will some proprietary medicine—or
even some ethical ones—use it in-
telligencly this winter?

Since the foregoing conclusions
came largely from questions put to
admen, broadcasters and experts in
the drug industry, the rest of the
story now becomes a “‘question-and-
answer” session for the reader’s con-
venience,

Q. When will buying begin for the
big “winter ailments” push?

A. If radio timebuying by cold rem-
edy advertisers follows the pattern
of the past few years, most buys in
both spot and net will take place be-
tween 1 and 15 October. (Some, of
course, are in all year round; after
all, headaches and constipation are
not seasonal.) Many buys will run
for 20 to 26 weeks to cover the period
of the year when the incidence of
winter ailments is highest (see chart
on page 17).

Some f{lights will be ol shorter
duration, concentrating mostly on
December, January and February
when both cokds and drug sales are

18 U. S. RADIO/July 1961



Fighting colds and headaches is big business#*

Spending for drugs and health aids is digested from 1959 survey of U.S.
drug siore sales by marketing ré&search depri. of DRUG TOFICS. Only
“winter ailments.”
Important to note that classifications include prescriplion ‘mlgs along with

items have been excerpted which seem pertinent to

propnetm’y zlf!ms

{ADD 000 TQO ALL DOLLAR FIGURES)

Products

Civilian
spending m
all gutlets’

Spending in
drug stores
only

PRESCRIPTIONS
PACKAGED MEDICATION

Vitamin contentrates
BEERCID T NS foece o e B Moo nonsoon
QRIS oot

Cough & cold items

Drops, Iozenges, gums, troches .......coeenemne
Cough drops ... :
Lozenges, troches ..o
Gums .. =

Cough syrups, axnectnrants
Salves & cintments ..
Cold tablets, capsules, vaccmes
Antihistamines ......;cocimnnnnnn
Nese draps, sprays, ﬁnﬁal“ants ]
Nose drops ...
Nasal sprays
All ather inhalants .. __
AR U T ot v e,

Laxatives
Tablets, pills, gums, 102enges ....cccoviveeecne
Milk of magnesia liquids ................., B e s
R OO T e et e o S T s s .

Tpeey

Internal analgesics

Baby aspirin
All other aspirin
Aspirin-salicylate compounds ............occvemee.
Effervescent __.. e
Non-effervescent
Arthritic pain relievers ..........;coeeiennnnn %
Other internal analgesics .............ccrmom e

External analgesics
Salves, ointments, balms ..
Liniments & other liquids ....
Rubbing alcohol ..................

A S —
Antacids

Tablets, pills, gums, Jozenges ... .cocu
[ 3y e A ———

Liquids .. e
Milk of magnesla Tabletsu

Other medicafion
Lip protectors ...,

s sy sl s s nuanre

$2,058,360
$1,635,660

$341,220
94,180
247,040

§ 309,350
44,400
30,330
11,930

2,140
76,100
27,250

- 65,090
32,400
44,560
20,260
20,000

4,300

19,550

$ 152860
38,940
23,690
90,230

$332,670
68,880
5,480
63,400
213,580
60,650
152,530
24,890
25,320

$ 90,220
39,650
21,210
23,320

6,040

$ 56,530
23,690
7,260
17,500
8,080

3,560

$2,017,780
$1,094,400

$.2532,860
93,050
160,810

8217150
15,110
6,040
7,890
1,180
59,850
19,050
41,130
29,840
36,900
16,460
16,410
4,030
15,270

§ 99,930
18,050
11,390
70,490

5 153,160
29,330
4,710
24,620
88,420
27,840
60,580
23,000
12,410

$ 56,770
28,040
10,660
13,450

4,620

5 28090
10,980
4,300
8,520
4,290

2,500

——
*Drug Toples
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figured to be at peak volume. But
weather conditions and epidemics
don’t always abide by a timetable.
The smart advertiser will be in for
the whole six-month period, and
ready to fatten schedules on short
notice. Cold remedy manufacturers
and their admen follow winter con-
ditions carefully; the Asiatic flu epi-
demic a few years ago set off a real
scramble to get on the radio band-
wagon. Generally, proprietary drug
billings on radio in winter increase
two to five times over summer.

Q. When are cold remedy sales at
their peak?

A. The Nielsen Drug Index-based
chart on page 00 shows when retail
sales are highest in the cold remedy
field. Yet within this six-month span,
many unpredictable things can hap-
pen. A long Indian summer in the
autumn can lower the incidence of
colds and depress the sale of cold
medicines. By the same token, a bit-
ter cold spell in February with near-
zero temperatures, crisp days and
clear nights also tends to cut down
the cold remedy market. People
don’t catch colds in extremely cold,
bracing weather.

The “ideal” conditions for catch-
ing cold are freezing temperature,
sleet, fog, and plenty of stush under-
foot. This is what the cold remedy
advertiser must be ready for all win-
ter long, and radio is ideal for his
purposes because of the flexibility it
offers for copy-switching and. sched-
ule-fattening.

Q. Who uses cold remedies and
other proprietary medicines?

A. Just about everyone. If you get
through the next year without catch-
ing at least one cold, then you are
simply shot through with luck, since
it is estimated that the average
dweller in the U. §. suffers between
two and three colds annually.

An article in the National Educa-
tion Association Journal once put
the incidence of the common cold in
the U. S. at more than 400 million
a year. More than an estirhate on
the present incidence of the common
cold (or coryza) is impossible. Not
only is the common cold still a mys-
tfery to science, but statisticians can't
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Promotion: An ingenious “medicine cabinet” piece once used by NBC Radio
to woo drug clients. Lover was mirror; inside (above) was sell to drug industry.

even count them, for a great majority
go unreported. The statistical pic-
ture is further clouded by virus, in-
Huenza and other plagues that act
like colds. But it is generally ac-
cepted that about 95 percent of all
illness can be attributed to only
about five percent of the known dis-
eases such as colds, flu, rheumatism,
etc.

For some idea of just one segment
of the drug industry—laxatives—
Time recently reported some 100
million Americans are regular users,
spend $148 millioir a year on them.

Q. Who shops for packaged medi:
cines?

A. The American honsewife, almost
always. Husbands and children have
been found quite negleciful where
minor ills are concerned (they comn-
plain but they don’t do much about
it), so it is up to “mom” to pur-
chase, and often administer the medi-
cine. Unless the man of the house is
a hypochondriac, it is the wife who
keeps the medicine cabinet stocked
Of the nearly 40 million American
housewives, 93.7 percent listen to ra-
dio 16 hours and 15 minutes weekly
Many proprictary medicine adver-
tisers appreciate this and have no
fetish about so-called “prime” or
traffic time. They can reach her day-
time, nighttime and weck-ends.

Q. What advantages does radio offer
the packaged medicine advertiser?

20

A, Quite a few, and here are some:
¢ Economy. To get the brand name
across to the consumer is the chief
aim in the highly-competitive drug
field—a job radio has proved it can
do expertly and economically.

Biggest marketing problems, facing
a manufacturer of packaged medica-
tion is usually at the point of sale.
The drug store is the main outlet.
Yet the average drug store is crowded
to over-lowing not only with com-
petitive brands, but with hundreds
of “up-front” items ranging from
shower sandals to French perfumes
which all but snow-under alittle box
of headache pills or vitamin tablets.
Shelf space is at a premium, but even
if it weren't, the medicine advertisers
would still stand little chance of such
grand displays as soap or cereal pyra-
mids at the supermarkets.

Most proprietary medicines come
in relatively small bottles, jars and
boxes. They are neither as beautiful
as lipstick displays nor as large and
colorful as candy boxes. In many
crowded-forspace independent drug
stores, packaged medicines are lucky
not to be tucked completely out of
sight under the counter or stuffed
away in drawers. The druggist can
find them, but the customer bhad
hetter know what 10 ask for.

So in advertising these items, the
brand name becomes of utmost im-
portance. The picture of the pill
box on television <doesn’t mean

much; the customer probably won’t
see it on display anyway,

s Efficiency. The housewile, as has
been pointed out, is the decision-
maker and purchaser of medications
for the family. Radio reaches her
throughout the day, is most times
her last contact with advertising be-
fore she sets out for the shops.

There are still some five million
U. S. homes without television, and
many of these are in areas where self-
medication is popular.

Negro radio, Latin-American and
other foreign language radio pro-
graming are extremely efficient ways
for the proprietary drug advertiser
to reach audiences who are much
given to self-medication,

In many areas, radio outstrips tv
in reaching different homes. As a
daytime medium, it also enjoys an
edge. But in large markets, where
tv impact and coverage are needed
by the drug advertiser, radio comple-
ments tv effectively. For awhile after
the tv bandwagon got rolling (in the
early and middle "50s) , a lot of pro-
prietary medicine brands mistakenly
pulled out of radio and boarded the
newer, more glamorous medium.
Their error has gradually been com
rected. For the past few years, drug
advertisers have been coming back
into radio, and staying with it. Ex-
ample: F & F cough lozenges which,
after some years exclusively in spot
tv and newspapers, is now back in
radio with Mutual Broadcasting
System.
¢ The packaged medicine commer-
cial story can be told as well on radio
as any other medium, and often with
more Laste.

A happy jingle, a humorous com-
mercial such as the one comedy stars
Bob & Ray did for the antibiotic
lozenge Candettes, straight and sin-
cere scil, or the public service type
of copy (... take an Aspirin, go 10
bed and call the doctor . . .”) all get
across the brand name and what this
product does

Probably no otlier industry fis
watched as closely by the FTC as is
the drugs, and no drug manufacturer
in his right mind is going wo far
out on a limb with rasli claims which
may upset that suspicious body. An
intelligently-handled radio conumer-
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cial can communicate rightful claims
and product story with taste. A tele-
vision commercial seems to invite
the use of unappetizing anatomical
charts, more extravagant claims, and
actors-not-quite-posing-as-doctors  to
the point where it just looks awful
to the public, and maybe more so to
an FTC.

s Fits the drug marketing pattern.
Radio is everywhere, in about 97
percent of all American homes and
even follows us about in our auto-
mobiles. It is about as omnipresent
as cold germs. The packaged medi-
cine also saturates the country, Thus
radio advertising matches both prod-
uct distribution and the incidence
of headaches, chapped lips. sniffles
and other miseries.

« Flexibility. Radio offers advers
nsers a chance to heavy up schedules
quickly when weather conditions
suddenly produce a rash of colds or
when epidemic strikes. It offers the
advertiser of remedies a chance to
switch commercial copy almost over-
night to meet the vagaries of health
and weather. If ets or live copy are
on hand in the studios of spot star
tions or networks, about 24 hours
notice will tie advertisers’ copy to
the emergency. In both flexibility
and exposure, radio and newspapers
stil]l offer the best quick communica-
tion in the country.

Q. How can radio broadcasters get
still more drug business?

A. By better serving the industry, of
course. Here's how:

e Watch out for product conflict!
1t may seem reasonable to the broad-
caster to air an announcement for a
cough drop, and then, three minutes
later, slip in a spot for a chest rub.
After all, he thinks, they are not com-
peting cough drop brands; one is an
internal medicine while the rub is
external. So where's the conflict?
Well, it's there! Both products are
cough-and-cold remedies: Simply
avoiding brand conflict is not
enough. Any commercials for any
kinds of cold remedies should never
be run back-to-back.
e Work on local drug stores and
regional drug chains. Sell them on
using radio for themselves, for spe-
cial sale days and the like. Investi-
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gate what co-operative advertising
plans they may have through manu-
facturers.

e An occasional public affairs pro-
gram or just a spot dealing with pub-
lic health, winter ailments, cold-in-
ducing weather conditions, etc. cre-
ates a good atmosphere for remedial
advertising. Or ‘why not point out
in some editorial, that while apparels
are up 166 percent in cost, foods
up 150 percent, housing up 72 per-
cent—all between 1940 and 1960—
packaged medications are up ouly
30 percent for the same period. Pric-
ing is a touchy subject with the drug
industry since the Kefauver investi-
gations last year. They might appre-
ciate some “voice in the wilderness”
on their behalf,

¢ Documentation. If radio ever gets
over its inferiority complex and de-
cides to go after more business than
drifts in through the transom, it will
have to come up with some solid doc-
umentation. In the case of proprie-
tary drugs, radio needs to show what
leaders in the medicine field are giv-
ing it business, and how much. Sit-
ting on success stories doesn't help
either. But this is radio’s problem—
not the drug industry’s.

Q. How big is the drug store busi-
ness?

A. In 1960, according to Drug
Topics, national newspaper for re-
tail druggists, 54,126 U. S. drug
storés comprising 49,074 independ-
ents and 5,052 chains did a total
volume of business amounting to
over $7.7 billion. (This, of course,
included prescriptions and also suclr
“up-front” non-drug items as toilet-
ries, candy, tobacco and ice cream
sundaes.)

It represents a $0.5 billion increase
in sales over 1959. (For some idea
of how the American drug store busix
ness has grown, total sales volume
back in 1941 were $1.7 billion, ac-
cording to Drug Topics. And as
recently as 10 years ago, sales totaled
only $4.4 billion.)

Last year, prescription sales
amounted to nearly $2.2 billion,
while all other business (“up-front™)
sales came to slightly more than $5.5
billion. Per-store average of up-front
sales for the chains was $303,624

nearly four times that of independ-
ent drug stores where up-front per-
store sales averaged $81,545.

Up-front sales naturally include
the packaged medications with the
non-drug items. For a comparison of
how specific cold remedy types of
packaged medicines sell, see chart on
page 19.

Q. How big is the proprietary drug
field, and what does it spend on ad-
vertising?

Continued on page 52

Personalities such as CBS* Arthur
Godfrey are used by some drug clients.
Others just “buy radio® do reach women.

1V, R. Hesse, Benton & Bowles presideit,
sees drug industry future 3
“more specialization.”




- HOW RADIO CAN PROFIT

Tv today is in serious trouble with critics and government. Radio stands

P UT down the first 5ix months of 1961 as
ty’s darkest hour.

Not even the quiz scandals of 1959 produced
such a storm of hostile criticisin of the video
medium as have erupted since the first of the

year, It’s been an active one.

FCC Chairman Minow, Senator Dodd’s Sen-
ate subcommittee, a host of wrtnesses at the FCC
hearing on tv programs, and dozens of éduca-
tors, intellectuals and other critics have been
blasting the young broadcast-medium ta a fare-
thee-well.

Some of the criticisn. has been biased and un-
fair. But u.s. raDIO is convinced that much of it
stems back to serious mistakes which tv men
have made in the past 10 years—mistakes which
hold valuable leéssons for the older medium of

radio, which can profit fram them.

If radio men will study and take to heart the
most common shortcomings of television, they
will find golden opportunities for building
radio’s own popularity and prestige.

Here are tv's six big nistakes—together with

the opportunitics they lold for radio.

HERE ARE TV's SIX BIG

1. A very tarnished image

2. Limited community identity

3, Limited program spectrum

4. Network pragram control

5. Excessive rating madness

6. Poor advertiser relations
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'FROM TV'S MISTAKES
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to gain if it wisely assesses the mistakes of its yowwrger broadcast brother

MISTAKES AND THE OPPORTUNITIES THEY HOLD FOR RADIO

Tv’s error

Tv, once the “glamor medium®, has allowed poor pro-
graming and ineffective public relations to tarnish its
image. Tv no longer has the “excitement factor” it had.

Radio’s opportunity

Radio has less to fear from tv today than at any time
since 1948, Radio’s own image can be built by intel-
ligent and aggressive total industry public relations.

Tv stations, except in rard instances and in occasional
programs are not identified with the life of their com-
munities. Most tv programs are network or film shows.

The structure of tv programing gives radio a tremendous
opportunity to become an even more significant factor
in local community affairs and jn advertising volume.

Today all but a handful of tv shows are westerns, adven-
ture, comedy, news, sports, movies. Tv's program hori-
zons, instead of expanding, are betoming mare limited.

Creative radio men with bright ideas can find more and
more program areas in which tv is not doing, or cannot
do a good job. Radio programing is not “locked tight.”

Today control of most prime-time tv programing is cen-
tered in three networks in N.Y. Despite many fine net-
work contributions, the situation stifles tv creativity.

The structure of radio today allows affiliates to get
valuable service, but not be stifled by networks. Both
affiliates and “indies” are creatively much more free,

‘ The soariig costs of tv advértising have put a sharp

premium on the statistical, slide rule approach. Tv's
brand of “rating madness” is worse than any radio had.

Radio, with much smaller unit costs than tv, can sell
time on the more solid grounds of superior program-
ing, more loyal audiences, greater community impact.

Many thoughtful tv men are increasingly disturbed by
the atmosphere of antagonism and hostility between
agencies and advertisers, and tv stations and networks.

Radio, by staging an aggressive .campaign to prove that
it is “easy to do business with,” can win a host of friends
and good customers away from the ranks of television.

[
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THE COMPLEAT

RADIO MAN

Harold Fair sees radio as ‘high-flying bird’

rather than ‘depressed rhinaceros’

How radio soars for B & J advertisers

Safeway Stores; throngh the Omaha
offiee; has npped its spot radio budget
regularly fer the past five years. Its

Public Service of Indiana, through the
Tudianapolis office, airs 470 one-min-
tite caanmercials monthly on 21 sta-

Sioux City office serviees 11 loeal
radio aecounts: Andes eandies, Divi-
dend Bonded gas, First Federal Savings

-

Omaha headquarters of the agency
services 24 radio accounts, niost of
them loeal.

Budgets range from lows

pattern: 30 30-second annonncements
weekly per station with most schedules
on air 32 weeks per year, mainly day.

tions with news adjacencies o a 532~
week bhasis. Client, pleased with radio.
is spending $23,000 ou it this yé¢ar.

& Loan, Greater Siouxland Merchan-
dising Couneil, plus jewelry, bread.
car, dairy, stationery, banking firms.

of $1,000 for a florist and a clothing
store to highs of $124,000 for Safeway,
$103,000 for Storz Brewing each year.




“T

b. HEY'RE not buying all diose radio sets o put flowers onl™

Harold Fair says, emphasizing that radio continues with. its opportunity to
flourish in a golden era though a somewhat tarnished onc,

He's broadcast v.p. for Bozell & Jacobsin New York Gity, and he’s been a radio
pro in every phase of station, association and agency activity for four decades.
Fair, unlike the radio medium he talks about, has moved consistently with the
times, shacing his views of advertising as new methods emerge, finding




Philosapher

new techniques when the old ones
palled, seeking out a better or dif-
ferent or more fulfilling way to make
radio serve its dual masters best of
all.

The twwo masters are, of course,
the public and the advertisers, with
the station people functioning be-
tween them and, sometimes, caught
in the middle.

It's this middleman ~ the station
executive — who is the pivot for
change in today's radio world, says
Harold Fair, He approaches his own
job — whatever it is — with the goal
of being a “compleat” man — a pro-
fessional who brings to his tasks of
creativity or skill a rounded view of
his work.

“Yon cim’t ever know too much
thout too many things,” says Fair,
“and the radio nan is, in many ways,
the ultimate in breadth and depth
becanse his job denviinds extraordi-
niy knowledge and — perhaps even
niore importnt — feeling.” e him-
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Pictures by Betsy Breed

self started in radio as a solo pianist
in 1922. Since then he's been an an-
nouncer, program director, salesman
and manager, writer, promotion spe-
cialist, administrator, timebuyer, ac-
count executive and broadcast con-
sultant.

Broader and deeper interests in
other fields, he thinks, have helped
him be imaginative and inventive
about broadcast. He's still a pianist,
a heavy reader of serious literature,
a homespun philosopher who loves
to chat with [riends on almost any
subject, an oil painter, a hobbyist
who makes furniture and ship’s
maoclels, a gardener.

He's also an avid radio listener,
with twe receivers in his country
home at Okl Lyme, Connecticut;
three in lis midtown Manhattan
apartment (bathroom, kitchen, lx-
ing room) and one in his car.

His personal listening peaks in tle
morning before walking to the B&]J
offices on Park Avenue and m the

Artist

evening when he’s at home or in the
country. This listening backgrounds
some of his comnients on radio,
mixed; of course, with his profes-
sional appraisal of the medium in
which he has worked for 39 years,

His analysis of radio today and in
the future starts with the premise
that nostalgia about the great days
of radio is fine —as nostalgia. But
as a way of radio life it has become
extinct. “Radio had a priceless thing
for a long time, almost a proprietary
relationship between the audience
and the broadcasters. The listener
had complete confidence in what the
station had. on the air.”

Harold Fair recalls a fong-gone
day when an elderly lady fan en-
dorsed a $10,000 check, sent it to him
and asked that he return $1.000 and
invest the remainder in U.S, E bonds.
The complications he ran into in
safeguarding the check and commu-
nicating with her via phone and let-
ter took may howrs. “It’s the kind
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Humorist

Fair (v) auditions tapes with
Producer Keith Taylor (l) and
|"viter Colin MacLachlan

of relationship the broadcaster had
with an audience—and which disap
peared when tv came in."”

Alhough this relationship, he
thinks, can never be repeated, he
suggests many things which radio
men can do to recapture some of
this rapport. And with listener rap-
port will come advertiser dollars.

Among his recommendations:

& Make the station useful. “Make
a station so useful it is indispensable
in the community. Hit hard on lo-
cal news, reports of local activities,
place social, political and civic afl-
fairs issues before the audience.
These aren’t necessarily audience
killers if they're properly handled.
A station should have roots in its
OWn community.

e Sell people, not numbers. “A
salesman has to use numbers, but
sharp agency and client people

Continued on page 53

Hobbyist

Advertising man

Pianist
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THE Pet Milk Co. is pacing a
trend among national advertisers in
its evolution from a generalist to a
specialist in its advertising patterns.

The key to this concentrated spe-
aahzation: pinpointing specific audi-
ences with specific media vehicles.
In the case of radio, this means a
two-fold effort:

1. Using 200 stations in the Key-
stone Broadcasting System network
to carry a weekly half-hour program,
Pet Mill’s Grand Ole Opry, special-
ly tailored by client and agency to
meet the advertiser's marketing
needs.

2. Buying intensive spot an-
nouncement. schedules in 70 ma-
kets In flight patterns to promote a
thematic sales concept, stuch as “Cash
for Christmas.”

The bigger effort is the program
buy, amounting to more than 5,200
hours of program sponsorship an-
nually in an era when most national
advertisers have chosen to slot an-
nouncement schedules and forego
the multiple advantages of shows.

What arve these advantages? Earl
Hotze, account executive for the Pet
Milk products at Gardner Advertis-
ing, St. Louis, provides some of the
thinking whiclt went inte the de-
cision four years ago to buy time

gram vehicle because it provides the

PET M I LK right environment for our commer-

ing-advertising milieu is the exten-

' ‘ PR GRAMS sive merchindising available with a
program.

L slots into which Pet wonld schedule

; e its own program.
B4 ' g Says Hotze: “We selected a pro-

”
roran,
afy

cials.”" But another factor which has
significance in the over-all market-
The program tleveloped four years
ago 4s a half-hour version of the

Half-hour transeribed ‘Grand Ole Opry’ famous Grand Ole Opry aived by
\WSA Nashville each Saturday night
gives both program and comunercial identity for the past 26 years. The Pet Milk
variation is a transcribed half-hour
to three Pet Milk Co- ])l'o(lllct lines tapedd in Nashville and sent weekly

to the 200 stations in the line-up as
it 52-week feature. The show stars
top name performers on the original
Opry and is triggered to the atten-
tion of fans of countr and western
music, the Oy specialty. \lthough
starions in all parts of the country
carry the program, concentration is
in sonthern and western markets,
These pertonmers, as known vadio
pensonalities. ofler an endorsement
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Fourth annual finals in Pet Milk’s radio competition for country and western
music talent took place at WSAI Nashville, Show is aired 52 weeks on 200 stations.

Winner lhis year is Johnny Rose (r) entrant from KBIA[ Roswell, N'. Mex,
shown with Robert Piggott, Pet ad manager. Seven semi-finalists, each
représenting a station carrying Pet progran, won fram more than 7,000 entries.

or star testimonial for the Pet prozl-
ucts which are advertised. These en-
compass four lines: Sego evaporated
milk, distributed in a limited west-
ern area, Pet Riwiz pie, Pet non-fat
dry milk and Pet evaporated milk.

A major corollary effort to the pro-
gram sponsorship is an annual talent
contest which seeks out amateufs
who excel in this brand of musical
performance. Last mouth, the fourth
annual contest 'was conducted for
seven semi-finalists in Nashville.

The winner, Singer-Guitarist
Johnny Rose, won the local compe
tition aired by KBIM Roswell, N.
Mex., one of the Keystone stations
participating in the radio contest.
Rose won a recording contract with
Columbia Records as well as a con-
tract for six personal appearances on
the Pet Milk radio show.

He follows a succession of per-
formers who have won the contest
and gone on to become stars or star-
lets in the country and western music
field.

Robert Piggott, advertising man
ager of Pet Milk, in commenting on
the success of the radio prograrm
schedule, says “There is a tremend-
ous drawing power and merchandis-
ing value in country music.” Ample
evidence to. this audience loyalty is
seen in the fact that more than 7,000
contestants entered the contest. And,
commented Ray Morris, product ad-
vertising manager of Pet, "“The
quality of the entrants this year was
better than ever before . . . and the
quantity surpassed last year by al-
most 2,000.”

Account Executive Hotze sees “a
loyal and respectful following, with
the same kind of reaction brushing
off on our commercials. Our pro-
gram is steeped in this, and a run-of-
the-mill spot announcement schedule
could never bring wus these advan-
‘tages.”

This is the kind of specialization
which the company aims for in all 1ts
media buys, after varied experiences
—and less successful ones—wirth a
more generalized approach.

So says Albert G. Hodor, general
products manager for che client com-
pany. A former Pillsbury executive,
he’s been with Pet five years and
helps translate the company’s mar-
keting needs into successful media
patterns. His thinking: “The con-
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Contest is conducled on the Keystone Broadcasting System stations and is
incorporated into program vehicle developed by WSM Nashville, Pet Milk and
Gardner Adv. L to r, Bob Cooper, gen. mgr,, WSAM Nashuille;

Sidney J. Wolf, KBS pres.; and Earl Hollze, Gardner account execulive.

sumer is becoming much more selec~
tive, and this is mosl evident. in tv
statistics we see. This is one reason
why we've (lropped network ty
schedules.

“Audiences were oo generalized;
we weren't hitting our specific iar-
get and much of the expensive cov-
erage we had was wastedh Advertis-
ing emphasis, after all, is related di-
rectly to sales and to sales potential,
In some instances we found tv ad-
vertising in a certain market was
costing twice as much as the actual
cost of the product!”

Last February, the company di.
verted its network tv funds into spoy,
using both radio and tv in major-
market areas in flights with commer-
cials written arouncd a specific, ear-
and eye-catching theme. [t’s been
experimenting and testing, stancard
practice for Pet planners.

Says Al Hodor: “We never think
m fixed, rigid patterns.  We don't
lock ourselves into long-term com:
miunents.  We look for new and
better ways 1o to things always, even
though what we've done may be
eminently successfuk

“But one factor we always look
for: concentrating ont sales messages
o the people we want 10 sell. In
some cases, these people are in arcas
where we are ahead of the competie
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tion and want to stay that way. Some-
times they live in markets where we
have a problem, and want to raise
our share of the product market.”

In general terms, sales of the Pet
products have risen slowly but steadi-
ly in the markets where the radio
program is aired. This reflects, he
thinks, the consistent use, week in
and week out during the year, of a
program vehicle which features stars
already known: to most radio house-
holds in a climate which can best
carry the commercial messages.

The commercials are live, handled
by top Grand Ole Opry pros headed
by announcer T, Tommy Cutrer and
by such “name” performers as Roy
Acuff and Faron Young. They're
low key and persuasive, written in a
friendly aned informal style but with
a sales punch,

About half of the commercial em-
phasis is given 1o evaporated milk.
Houze explains, with the remainder
of the announcements about evenly
divided beuween the non-fat dry milk
and the Riw frozen pies. The copy
ractic is to it hard in a lhuited num-
ber of commercials antl not o in-
ainckate the listener with e much
frequency.

The hadl-haur sfot gives the com-
pany time m which to “isolate” its
commercials so there’s extra audi-

ence attention. To maximize this
identification, the agency and. client
worked out a pattern of an average
of three commercials per program
“although we could easily get in five
or six mentions,” says Hotze. In the
competition for radio audiences and
their attentiveness and subsequent
response; Pet trys to line up as mapy
odds as possible in its favor.

This tactic, as Hotze explains it
“To bolster. pressure; to give fewer
unpressions but to have them be-
lievable. This works hand-in-hand
with our concept of merchandising
a vehicle, much easier with pro-
graming than with announcements.
There are media tools available, of
course, to merchandise a straight spot
schedule — shelf talkers, window
cards, and the like. But when we
promote names, who in turn have
promoted our name and products, it
becomes much easier to design store
displays and contests and to get the
retailer behind them.”

The amateur contest for couniry
and western talent is keyed specific-
ally to the local grocer, for con-
testants must get entry blanks in a
food store. These stores are con-
tacted on a continuing basis by inore
than 300 field men.

A similar air effort last year was
focused on the Negro market. Then,
too, the client and agency developed
a tailormade Negro-appeal show
called Sunday Morning, aired on a
selected list of Keystone stations as
a weekly feature. This effort was
suspended when Pet marketing men
—hewing to their concept of speciali-
zation rather than generalization—
decided that the show reached the
Negro market but was most popular
with older Negroes who were not
their prime prospects.

Al Hodor says, “We're still very
much interested in the Negro mar-
ket, and will be working hard to at-
tract it with our advertusing. But
our prospects weren't pinpointed
ancl this is what we must have.” But
the philosophy of buying a special
show for this special audience was
sound, he sand.

Pet, currently approaching the
$200 million mark in gross annual
sales, is embarked on a diversifica-
fion and expansion program which
will influence future marketing and
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advertising patterns, It’s been buy-
ing small companies, adding to its
new product line, plowing more
money into product development.

A coordinated effort of production
with distribution and sales is pre-
liminary to its specific blueprinting
of marketing and advertising. De-
spite its changing patterns, the
Grand Ole Opry radio vehicle is ex-
pected to remain a staple in its media
diet.

Says Hotze: “We have fine coop-
eration from the stations, in pro-
moting the contest as well as in help-
ing us with the local food retailers.
Most of the markets are small, and

Merchandising is an inlegral part in Pet's radio program
sponsorshipe, Ralph Hartnagel (r), Gardner's mdsg. wgr.
checks straw hats jor finals with Cliff Thomas, prod.wriler.

this meafls the general manager of
the radio station knows the manager
of the local AXP on a personal basis.
Together they get excited about the
contest and launch a successful pro-
motion.”

The seven radio stations from
which the semni-finalists were selected
were KBIM Roswell, N. Mex,, with
the winner; KTFS Texarkana,
Tex.; KBLL Helena, Mont.; WEBZ
Birmingham, Ala; WCTT Corbin,
Ky.; WBRG Lynchburg, Va.; WVOP
Vidalia, Ga.

Finalisis as well as wexecutives
from the radio station each repre-
sented were guests at the Nashville

finals on a four-day all-expense paid
trip at which Pet Milk executives
were hosts, Key men attending, in
addition to those mentioned pre-
viously, were Bob Jenkins, vice presi-
dent for fresh milk products; Jim
Dodge, v.p. and marketing director,
and Robert Vanasse, broadcast super-
visor.

Other Gardner Advertising agency
people were also there: Ken Runyon,
account supervisor; Bill Fisher, v.p.
in charge of broadcast programing;
Walt Stradal, account executive; Jim
Faszholz, broadcast supervisor, and
Ralph Hartnagel, merchandising di-
rector. L

Clienl eats a Pet product as Jin Dodge (1), v.p,,
mkig. dir,, for Pet, chats with Ken Runyon (r);
Gardner agency account supervisor, over Pet Ritz cherry pie.

Rehearsal for the finals
feature 3 contestants from
seven ralo stations. L

to v, Marvin Hughes, WWSM
mus. dir.; Cliff Thomas,
prod.-writer, and Ray
Pillow, finalist representing
IVBRG Lynchbyurg, i'a
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Remarks made by FCC Chairman Newton
N. Minow at the NAB convention in Wash-
ington last May:

“You (station mandgement) are Free
to communicate ideas as well as relaxa-
tiou, as Gov. Collins said to you yesterday
when he encouraged you to editorialize.

**As you know, the FCC has eucouraged
editorializing for years. We want you to
do this. We want you to editorialize. Take
positious. We ounly ask that you do it in
a fair, responsible mauner.

“Those stations that have editorialized
have dewmonstrated to you that the FCC
will always encourage a fair and respon-
sible clash of opiunious.”

THE (wo most vocat and influential voices in radio
—FCC Chainnan Newton N. Minow and NAB Presi-
dent LeRoy Collins—continue to urge radio stations
to take editorial positions on the air. A gaining num:
ber of the stations are doing just this.

u. 5. Rapro jn this summary presents 111 rheir com-
plete on-the-air forin a series of what its editors con-
sider to be outstanding editorials. They cover a wide |
range of issues for which the stations are fighting, a |
variety of subjects in which station juanagement has 1

taken a viwal interest.

In all instances the editorials seem (o reflect an aware-
ness of a general community responsibility as well as
a specific outline of action which radio management '
wants 1o see taken. The selection, difficult to make be-
wuse of the geueral excellence of most of the broad-
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IN TAKING SIDES

Remarks made by Gov. LeRoy Collins,
president of the National Assn. of Broad-
casters at the annual convention in May.

“To earn greater respect, to develop
adequately your full potential, more

broadcasters must take sides; help Ameri-
cans to understand better this complex,
rapidly-changing world; show them how
they can become more significant parts of
its movement.

“This requires developing greater skill
and a high sense of objectivity and publiec
dedication. Your voice must be great as
well as strong, so that beyond soothing
people it will challenge them; beyond
praising right it will damn the wrong.”

cast editorials and because of the growing quantity of
them, is based generally on effectiveness of presenta-
fion, the subject at issue and its scope.

The selection is also an attempt to show the varia
tion in subject and treatment among radio stations
in different sections of the country and in varying sizes
of markets. In all cases, the topics seem to be reflective
of a community need and to pose a possible apswer to
a problem in the area.

The editorials were submitted by station manage-
ment in what v. s. rRapIO hopes may be a continuing
series showing the imaginative and responsible efforts
of stations in bettering their radio audiences and alert-
ing them to issues in which each listerfer has a per-
sonal stake. X
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Station: KONO San Antonio
Station position: For anti-loan shark legislation

Democrat or Republican, there’s one proposition on
the November general election ballot all Texans
should agree upon. It's Amendment No. 4, which is
designed to eliminate the loan shark evil. This is one
area in which Texas lags far behind most states. Effec-
tive laws curbing the activities of loan sharks are on
the legislative books in 45 states, including even the
newest states, Alaska and Hawaii.

It’s high time Texas became known once again as
the “Lone Star State” instead of the “Loan Shark
State.”

Under our present inadequate laws, fantastic abuses
of small borrowers occur every day. Documented cases
show many borrowers have been forced to pay intetest
rates of 2209, to 1200%,.

For instance, the Texas Legislative council investi-
gated one case in which a borrower started with three
$50 loans. In four-and-a-half years, the borrower re-
paid $10,000 in installments and still owed $2,284.

As you can see, Texas right now is a lucrative
field for unscrupulous small loan operators. It is esti-
mated that they take in somewhere between 50 and
100 milliow a year, practically alf of it from those who
can least afford it.

However, the borrowers are not the only victims of
loan sharks. The whole practice has a depressing
effect on the movement of honest consumer goods.
Money that goes now into exorbitantly high interest
rates could be used to purchase clothing, appliances,
furniture, tires and many other articles boerrowers
want and need.

Amendment No. 4 on the November ballot will en-
able the legislature to enact enforcement provisions
with penalties severe enough to put the loan sharks
out of business in Texas. However, the powerful loan
sharks are fighting Amendment No. 4 down fo the
wire. Your vote is needed to defeat these vultures.

KONO urges you to vote for Amendment No. 4.
Honest and conscientious lean comnpanies are joining
in the fight against the loan sharks and with vour
help they can win.

Station: KYW Cleveland
Station positions Against secrecy in loéal gavernment

We have a special distaste for needless secrecy in
government and we have been pressing for official re-
lease of the 1958 Planning Comnrission study on zon-
ing adininistration. We believe the public has a right
to examine the full facts behind city hall decisions.
After all, the city is doing business for tie people—
for you and for me.

We believe it is against the public interest to keep
under wraps an official report which can shed light
on the current zoning controversy. Something is
wrong when the careful research and recommenda-
tions of the chief city planner in charge of zoning arce
buried in ity hall for two and a balf years.

Through confidential sources, KYW has obtained
a copy of the much-discussed aune much-denied 7oning
study. Qur clear-cut duty to you and our sincere inter-
est in the welfure of the commumity leads ns to iden-
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SEND US YOUR EDITORIALS

If your station has ome editorial of
which you are especially proud .
ane which strives for or accomplishes
the type of editorial objective held by
your management . . . one which has
aroused and interested the public be-
cause of your “taking sides,” wu.s.
rRabpio would ke a transcript of your
on-the-air copy. Please send it, along
with a statement from someone in a
management position on why that par-
ticular one was chosen. Address it to
U, 5. RADIO, 40 E. 49 St., New York 17,
N. Y.

=
=
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tify the study and describe its contents. The report is
titled Zoning Administration and the Board of Zoning
Appeals. It was written by Allen Fonoroff, a chief city
planner in charge of zoning, for the Cleveland City
Planning Commission in July of 1958. It is a care-
fully researched paper which outlines the highest type
of good zoning administration and points out the seri-
ous flaws in the application of Cleveland zoning laws.
The report deals specifically with Cleveland case rec-
ords and decisions of the Cleveland Board of Zoning
Appeals.

Mr. Fonoroff sets down the standards by which the
Board of Zoning Appeals should operate. To illus;
trate his points, he has detailed 27 cases wherein thg
board has granted variances without sufficient lega
grounds. In summing up one section he suggests tha
a1 fresh approach is needed in order to restore confi
dence in the administration and enforcement of out
zoning laws.

Mr. Fonoroff's report concludes with positive pro
posals for changes in the city charter, the zoning code
and the over-all reforms required to up-date th
Cleveland zoning administration. His suggestion
would achieve for Cleveland a working system ver
similar to the highly-praised Los Angeles and Denvy
zoning regulations.

This kind of reporl from the city’s top zoning e
pert should not be buried in a confidential file. W
believe the special skills and the convincing logic ¢
Mi. FonorolF's study should be considered in the res
lution of Cleveland’s planning and zoning problems

We think Mayor Cclebrezze should lead Clevelar]
ahead in this giant step. We believe he should relea
this 31-page roning study for public evaluation.

Station: WITN Jamestown, N.Y.
Station position: Fast strike settlement §

As the i\rt Metal sirike approactres its second mony
we are becoming increasingly concerned with t
threat it holds to the communiry.
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We feel lubor disputes are matters fo be settled by
management and labor . . . not by news media. The
u fact remains—Art Metal is such a large part of James-
. town, the loss or severe reduction of the company’s
working force here would deal Jamestown such a stag-
gering blow, that all of us must be vitally interested
in a settlement before a settlement comes too late.
' The appeal by the company to the IAM for a full
[ day's work does not seem unreasonable, unfair or in-
consistent with honorable union practices. There was
a time when a few companies, including Art Metal,
spread-eagled the office furniture field. Art Metal
' could afford to absorb losses from questionable labor
practices and still make money. Business was good.
It was so good the inevitable happened. Nore and
" more companies got into the field. Some of them turn
out good products at lower cost than Art Metal. How?
Not by paying poor wages, but by getting full produc-
. ” tivity for good wages.
| The company takes the position that it’s got to call
L a halt. That it's got to end the premium wage plan
| to stay alive in a highly competitive field. That com-
promise in this case means more loss in Jamestowq
¢ than it can absorb in its other plants.
; | The company could be bluffing. Frankly, it is our
v belief that the company is not bluffing. The com-
Y pany’s transfer of its executive offices, its acqusition of
+ | other interests, are not just moves in the game!
4 Art Metal's pri]nary. obligation is to turn out. a goodl
product to compete in world markets. Its primary
s | obligation is to make enough money to provide its
«) workers a decent standard of living and have some-
u| thing left over for the stockholder. It is not obliged
| to provide work for hfteen hundred Jamestown work-
te¢ ers unless the other provisions are filled first.
i The company's sentimental and traditional ties with
kel Jamestown have largely been severed. We believe the
gl company wants to stay in Jamestown. But we further
fatf believe the compaiiy is being run on a sound business
a4 basis and that if good business calls for a ynove, then
af  Art Metal will make that move.
| We believe that Art Metal is fighting to scrap the
pof premium wage plan for its workers’ benefit as well as
oy its own. The employee who does not do a day’s work
i for a day's pay Toses business for his employer and for
fn{ himself.. Any business must stay profitable and com-
petitive or lock its doors.
The company says its workers are giving it 55%, of
a fair day’s work under the present plan. We do not
know if the company's figure is correct. We do know
the time needed by the average Art Metal employee
to fill his daily quota is only a fraction of the time he
spends on the job. If the union doesn’t admit it pub-

. licly, plenty of cons¢ientious workers are willing to
4nf admit it privately.
i The International Association of Machimists has a

national reputation for honesty and fair dealing. Its
president, Al Hayes, is everywhere considered an out-
standing labor leader. On the local scene, we know
and respect many IAM leaders.

A spokesman for the company has said the union
negotiating committee is as fine a group as he has ever
een across the bargaining table. We don't believe the
mion or most of ils members want a strike. Then
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what's holding up 4 settlement?

We suspect with the union it’s a matter of prin-
ciple. We respect principle but believe it can be
wrongly applied. We believe some union leaders leel
scrapping of the premium wage plan would be a step
backwards. But is a fair day’s work for a fair day’s
pay a step backwards?

To you, the workers at Art Metal, we ask these
questions: Have you let your leaders know how you
feel about the strike? They represent you and they
will act in your best interest. If you haven’t spoken
up, you can’t blame your leaders fox representing
those who have spoken up.

Are you guilty of “What's the use?” thinking? Are
you against the strike, against the premium wage plan
principle, against half a day's work for a full day's
pay, vet are afraid to speak up because you don’t
speak as forcibly as others? Write letters! Let men
like Claude Townsend know what you are thinking.

Has labor asked management: “Are you willing to
give Art Metal employees a contract with the same
type of dncreases given other 1AM Lodges in James-

LN OO0 00O 0O &
FOLLOW-UP IN AUGUST

Because of the importance of this
broad-scope editorializing concept,
U. 8. RADIO in its August issue will de-
lineate major trends and patterns
emerging in this crucial area of broad-
casting in the public interest. Watch
for this special feature on radio sta-
tion editorializing next month.
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town? Are you willing to improve plant facilities so
that employees are assured of the best equipment?
Are you willing to sign a long-term agreement with
logical reopening clauses so the employee can plan on
a good job and not be fearful that Art Metal will
move? Are you willing to state publicly if you get a
workable contract you will stay and improve your
plants so that Art Metal will be as vital a force in
Jamestown’s future as it has in its past?” If the an-
swer to these questions is “Yes,” then there’s nothing
to hold back a healthy, progressive Art Metal organ-
izataion for the benefit of workers, management, and
the community alikes

Station: KMOX St. Louis
Station position: By combat recession thinking

An old and frightening ghost seems to be coming
back to haunt us these days. This specter calls up
visions of bread-lines, shuttered factories and Friday
nights without a paycheck. It recalls meatless Sunday
dinners, frayed shirt-cuffs and, most of all, a general
atmosphere of gloom and pessimism.

This is the ghost ol the thirties. And it has been
called up by a series of reports from all parts of the
country. Tliese reports include the Labor department
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How can a department store

draw crowds without cutting prices?

Shoppers swarm to the microphones lo shake the hands of favorite air personalities at [. L. Hudson’s Detrorl “Radio 11'eek”
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Hudson’s did it by bringing

local radio right into the store

RADIO GOES TO MARKET

D EPARTMENT siores, histori-
cally reluctant to rely on radio and
traditionally conservative in using
newspapers as the bulwark of their
local advertising, are rapidly devel-
oping o more liberal frame of mind.

A case in puint was a recent joint
radio and deparument store promo-
tion in Detroit. So snccessfiul was the
J- L. Hudson Co.'s recent campaign
with six rvadio stavons, that the
store, hithergo a searce radio adver-

tiser, s busily working on a similar
promotion for next year.

Hudson, for 80 years one of De-
troit’s most popular stores. has al-
ways liked to promote the image J
that “Hudson’s 1s an exciting place
to buy.” To prove i1, the swore last
spring asked Detroit’s radio stations
to get in on the act.

Six radio stations were invited
participate by broadcasting directly
from Hudson’s 183th floor music cen-
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ter. “We asked them if they would
bring their radio personalities to
Hudson’s and broadcast throughout
the day during our regular shopping
hours.”

Detroit stations, 4t that time {in
the throes of planning National Ra-
dio Month promotions, couldn't
have beerr more willing. Coordinat-
ing plans through Harry Lipson,
vice president, WJBK Detroit, and
chairman of Michigan's National
Radio Month observance, the six
stations put together a solid week of
Hudson remotes that built some of
the biggest traffic the store has ever
seen.

Hudson management watched the
promotion carefully. Commented
Roy K. Erickson, the store's special
events manager: “We felt this week-
long salute to radio was one of the
most exciting customer events ever
presented here.”

Another Hudson spokesman, in an-
nouncing plans for Hudson’s Radio
Week, remarked: “Observance of
National Radio Month seems to us
an appropriate time to recognize the
remarkable resurgence of radio as a
medium. Sales of radio receivers at
Hudson's has doubled in the past
three years and represented annual
sales in 1960 of over $1 million.”

The objectives sought in staging
the event were three-fold: (1) to
build substantial traffic in the music
department; (2) to impress on visi-
tors the tremendous assortment and
depth of the radio inventory, and
(3) to contribute to the store’s image
of an exciting place to shop and buy.

According to Erickson, “These
objectives were definitely achieved.
However, we did not plan this event
with the expectation of immediate
gains. We felt this event would
have long-range benefits and that
the effects of the radio promotion
would be felt for many weeks to
come.

“We are already thinking about
National Radio Months plans for
1962. Although our promotion was
unusually successful, we hope to use
a variation next year. We think that
the more original we are in our
thinking, the more interested our
shoppers will be in participating.

“Our response to the radio pro-
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motion was gratifying,” he poirits
out. “We not only achieved our un-
mediate goal of building traffic and
increasing sales, bue customers took
the uouble to write or telephone
telling us how much they enjoyed
seeing their favorite radio person-
alities.”

The impottance of the announcer
personality in radio’s influence was
dramatically scored in the Hudson
promotion. The store’s executives
worked on the premise that many
radio listeners have never seen their
favorite air personalities. To capi-
talize on listener curiosity, Hudson’s
decided that offering the listener a
chance to meet the disc jockey would
be the best way to get a buyer into
the store.

Six Detroit stations, including
one fm outlet, sent their announcing
and engineering crews. No newcom-
ers to remote broadcasts, each sta-
tion was thoroughly familiar with the
job to be done. From Monday, May
22, through Saturday, May 27, one
station broadcast each day from the
store during its regular shopping
hours.

The stations. participating were
WXYZ, WW], WJBK and WLDM-
FM Detroit, as well as CKLW Wind-
sort, Ont. Because of Canadian li-
censing, CKLW is not permitted to

Roy K. Erickson, special events
manager at Hudson’s, calls 1adio
promotion “the most exciting.”

origifate live programing from a
store location. So the CKLW pro-
grams were taped in the store on a
previous day, and broadcast on the
station during the promotion.

Hudson supported the promotion
by scheduling 20 to 25 announce-
ments per day on each station the
day before it would appear in the
store. The spots did not advertise
particular merchandise, Erickson re-
ports, but emphasized National Ra-
dio Month and the opportunity to
see radio personalities on the job.

Each station followed its regular
program format. One station, which
regularly programs a show called
“Phone-Opinion,” in which listeners
dial the station with comments on
public issues, solicited opinions
from store shoppers during the pro-
motion.

“We decided to include WLDNM-
FM in this promotion,” says Erick-
son, “because we have been favor-
ably impressed with the growth of
fm. Fm is here to stay and growing
stronger all the time.”

Hudson is now carefully reviewing
its advertising strategy with thoughts
of strengthening its radio use. Once
a regular radio advertiser, four years
ago the store dropped sponsorship
of the Minute Parade, an early morn-

Continued on page 54

J. L. Hudson Jr., store president
since April, has exciting plans for
the company's expansion,
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Miss Teenage

America will

Wless

ring radio’s cash

register

O.\'E of the most ambitious radio
promotions ever attempted on a na-
tional basis will be showcased for the
public next month.

Backed by money and ideas, the
promotion hopes to capitalize on one
of the country’s most affluent mar-
kets: the teenagers. \With their pur-
chasing power expected to grow from
$11 billien to an estimated S18 bil
lion by 1970, the teenagers represent
a dollar-mine of vast resources. (See
L. s. RADIO, June 1961, p. 35.)

Masterminding the promotion s

Teen American Associates, Inc. of
Dallas, a non-profit organization
created to provide financial aid to
college students. If the scheme—
painsiakingly prepared down to ithe
last spot announcemeni—proves suc-
cessful, stations throughout the
country camn. expect to garner more
advertising and increase their audi-
ences.

The path toward the hoped-for
riches centers around a hunt for
“Miss Teenage America.” Although
the promotion is being directed na-

TEENS: A booming market

Miss Teenage America contest officials have projected 1960 figures
through 1970 for a growth figure spanning the next decade. In 1970,
the teen will directly control $18 bitlion annual spending, influence
another $89.1 biltion worth of consumer expenditures.

Total market

TEEN-AGE MARKET |

Population increase

up 18.3%...creemm

up 66.6%

Consumer purchasing up 35.3%

up 80.0%
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tionally, the object is to penetrate
deep into local markets. The design
calls for local merchants, who cater
to teenagers, to join hands with fran-
chised stations in sponsoring contests
10 pick a “Miss Teenage Home-
town.” The merchants, according to
the plans, will purchase plugs pub-
licizing the teen contest along with
their products. In October, local win-
ners will journey to Dallas for the
national finals.

So far, response has been excellent,
the contest promoters repott.

In Cincinnati, for example, Shil-
lito is bringing all of its branch stores
into sponsorship of the contest with
WCPO.

The number of stations in the
“Miss Teenage America” network
has increased from 35 1o 60 within
the last month, according to contest
officials. In addition. thev are send-
ing information to 100 other stations
who have asked to sponsor local
queens. By the end of Augnst, the
contest promoters predict, there will
be a radio statian within hearing of
every teenager in the conntry.

Stations mterested in franchises in
mcommitted areas can obtain infor-
matiom from Futursenic Prodnctions,
Inc.. 3103 Routh St.. Datlas. Futnr-
sonic is national sales representatives
tor 1".\.\. 1
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COMMERCIAL
CLINIC

The schism that has existed ifi the
advertising copy world for the past
decade—between the humorists on,
one hand and the solemnists on the
cther—is growing wider with each
passing commercial award.

Although in quantity the serious,
hard-sell commercial and its creative
proponents still have a near-monop-
oly share of broadcast time, the gag
commercial produced by the young
talented Hollywood school of enter-
tainment-sell is making itself heard
and holding its own.

In doing so, the humorous com-
mercial has moved into award col-
umns with no showof modesty. Two
examples: the Contadina Tomato
Paste commercial (“Who puts eight
great tomatoes in that huie bitty
can?”’) selected by Advertising Age
in 1956 as one of the two top jingle
commercials; and the Chun King
chow mein “hot dog” commercial,
second this year on the Radio Ad-
vertising Bureau’s Iist of the top ten
in 1960.

Nobody in advertising will argue
the fact that the humorous commer-
cial is an entertaining one or a work
of talent; but there is bitter contro-
versy raging over whether these same
commercials fulfill their first fync-
tion: to sell

The argument of the “funny™ ad-
men has perhaps found its most artic-
ulate voice in a man who did much
to start the concept of humorous ad-
vertising: Stan Freberg. Freberg in-
sists that humor and satire win happy
customers. Writing in The Journal
of Commercial Art, Freberg once
criticized: “. . . the (advertising) in-
dustry has allowed tasteless advertis-
ing to exist on the air. Let’s take
some of those splendidly revolting
commercials like Carter’s Little
(Liver) Pills, or Dristan Sinus De-
congestants, for example. How
ridiculous, how tasteless, how down,
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right  insulting, are confmercials
which blatantly insist that these
products are something short of the
greatest thing since Penicillin. And
in so insisting, imply that Science,
Industry and Ted Bates are working
together for one common end
Carter’s Little (Liver) Pills.”

Freberg's opponents in the crea~
tive hassle are equally articulate and
equally convinced of their superiori-
ty—as salesmen. As one of the most
well-known, Rosseir Reeves, board
chairman of Ted Bates & Co., New
York, writes in his book, Reality in
Advertising: “A campaign is not for
the individual expression of his (the
advertising man’s) ego. It is, actual-
ly, a tool, and.it has a functional pur-
pose, which is the most complete
communication with the public, the
maximum projection of the message.
Commercials that are often dazzling
in their art are miserable as sales-
men.” Reeves continues by observ:
ing that sometimes the lack of sales:
manship “may simply be a famous
comedian, doing an integrated com-
mercial, but attracting more atten-
tion to himself than to his message.”

Says Freberg; “My way creates a
lasting, warm, product image.”

He admits that although their ap-
proaches are absolute opposites, both
work at the sales level. And he can
cite examples of Freberg-created
campaigns that have moved mer-
chandise. However, he agrees, “Hu-
mor for humor’s sake is not enough.
It has to accomplish something. All
humor is a weapon, sometimes a
rather cruel weapon. That same
weapon can be shaped to a purpose.
That is what I try to do in selling a
product. I may amuse the listener,
but I never forget that my goal is to
sell the product.”

Here is an excerpt of a commnrer-
cial done by Stan Freborg for the
Chun King Corp.:

- DOES IT PAY TO BE FUNNY?

GUY: Do you remember me? I
was th here last week .., had a
bad wiheel on my grocery cart.
MAN: Uh ... yes.

GUY: Wounld you mind ex-
plaining to me again about thaf
Chun King Chow Mein thing?

MAN: You mean the Divider/
Pak?

GUY: Yah . how does that
work again?

MAN: Well, the sauce is in a

separate can from the vegetables.

GUY: Oh, yah . . . side by side.

MAN: No, no, no . . . one on

top of the other.

GUY: Well, what keeps the top

can from falling off?

MAN: They're taped together.

GUY: (clears throat) Alaybe

you better have those Chinese

folk singers explain it to me
again.

MAN: AUl vight. Now here’s

“The Soy Brothers” for Chun

King Chow aMein.

GUY: I thought you were going

to call them the Chun-Kingston

Trio?

MAN: We couldn’y get w

cleared.

The arguments between the tiwo
schools of copy may never be fully
resolved. Both have proved the con-
tention that they can sell. It may
simply be a question of how long the
principles will work. But today, both
Stan Freberg and Rosser Reeves are
very much in business. u

Freberg, in yickshaw, is taxied by Jeno
Paulucci, Chun King pres., who lost bet,
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EARLY-BIRD in stereo [ programing was Zenith’s Chicago
station, 1VEFM, which took to the air June |. Transmission
demonstration was cheched by (1 to r) Sum Kaplan, exec. v.ps;
Carl Falers, ehgineer, and J. E. Brown, engineering v.p.

NINETY-MINUTE soninl and wvideotape presentalion intro-
dnced KSD St. Louis to sales representatives at Katz, N.Y.
which starts to repy the station this month. Avthnr Casey (1)
ASD migr.. absa previews stary for 1T, H. Dalaney, commercral

manager of W AVE Lowoandle, wheo is seated next to am.

WORLD’S LARGEST radio station is WAUG Angvsta, Ga.,
which is sole occupant of one-tinee 400-room hotel. Reason:
lease continues and insurance company insists lights and
power xemain on. Owldodr sigi for station atlrvacts possershy.

SPRING HOUSECLEANING contest win-
ner in Tampa, Fla., found WFLA slaff
on hand, with distaff side getting big-
gest workout. She’s Jean Morris, ac-
companied by (I to vy DJs Bob Jones,
Dan [obnsou and Beb Bradley.

MERITS OF LIFE in Cincnnati area are

foted in WCPO's new wvocal, "Qur
Song.” Cincinnaly Nayor 1Walton Bach-
rach () and Norwood, Ohio, Mayor
Joseph Shea (c) recewe disk from H
Puatrick Crafton; station manager.
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Programing

A new surge in local pablic service
was evidenced recently, according to
reports from several stations. Three
stations began programs of medical
tips to listeners. WSAZ Huntington,
. Va,, timtroduced Health Capsule,
a feature of short messages by physi-
cians broadcast five time daily. De-
signed by the station to acquaint lis-
teners with common health prob-
lems, the program is written and pre-
pared by doctors in cooperation with
the Cabell County Medical Society.
Subj'ects cover immunization, polio,
medical care for the aged, heart dis-
ease, diets and other health topics.
. . . Following the same trend fis
WCAU Philadelphia, which tlris
month inaugurated Doctor's House
Call, a five-minute program sched-
uled Monday through Friday [rom
8:25 to 8:30 p.m. The feature is nar-
rated by a physician and will feature
information on preventative and
corrective medicine. . . , Dental pfob-
lems are highlighted once a week by
WEEI Boston on its new Dental Col-
umn of the Air as part of the sta
tion’s over-all talk and information
program Listen! The first four pro-
grams dealt with dental care for chil-
dren. WEEI also airs Rx With Care
in cooperation with the Massachu-
setts Medical Society.

Traffic safety received fts share
of summer-driving emphasis this
month, with such groups as the Her-
old Tribune radio network, ARBRC
owned-and-operated stations, mem-
bers of the Georgia Assn. of Broad-
casters and WTTM Trenton, N. J.,
reporting heavy safety campaigns
during holiday weekends.

On the employment front, two sta-
tions reported starting programs this
summer to help students locate tem-
porary jobs before picking up the
books this fall. . KDES Palm
Springs, Calif., broadcasts daily the
Student Summer Placement Bureau.
. . . WBZ Boston’s morning man,
Bruce Bradley, runs announcements
for teenage jobs on his daily Summer
fob Clinic. Bradley collected infor-
mation from job-seeking teenagers
and teenage seeking employers, air-
ing facts for exchange.

Radio drama staged a come-back
this month both locally and nation-
ally. WPEN Philadelphia started an
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hour-long dramaric series, seven
nights a week, featuring Ay True
Story. The station reports the pro-
gram was sold immediately to Mor-
rel] Park Homes, Philadelphia hous-
ing development. . . . Alter a six-
month hiatus, the radio drama Sus-
pense returned last month to stations
of the CBS Radio Network in the
25-minute Sunday evening slot for-
merly held by Gunsmoke. The pro-
gram’'s return marks the beginning
of its twentieth broadcast year.

Speaking of old radio programs,
WOW Omaha recently honored its
two thousandth consecutive broad-
cast of Chapel Service, a Sunday
morning religious program heard
since April 8, 1923. The station be-
lieves the program to be the “world’s
oldest continuous radio program.”
The Rev. Dr. R. R. Brown, founder
of the program, has not missed one
broadcast.

Highlighting the conflict of the
communistic and democratic ideolo-
gies, station KBTO ElL Dorado.
Kans., broadcast recently a special
two-hour program, Men i Space.

that he obtained a 45-minute docu-
mentary from Radio Moscow and
coupled the tape with a 60-minute
Voice of America program. Both
programs featured interviews with
astronauts, scientists and others con-
nected with the projects and record-
ings of the transmissions from space
made by Commander Shepard of the
United States and Soviet Major Yuri
Cagarin. Kansas State University
requesied a duplicate of the station’s
documentary materials for a similar
program on KSAC, the university's
educational station. The program
dramatically highlighted, says the
station, the differences in Soviet and
U. 8. news coverage. . . . A new five-
minute radio programn, Know Your
Enemy, now on fifty stations, is avail-
able from Hurst B. Amyx Produc-
tions; Tucson, Ariz. The program is
designed to acquaint Americans with
Communist doctrines, so that “they
can study and recognize the subver-
sive elements and know what to do
about them,” according to Amyx.
Weed Radio Corp. is offering a
brochure profiling four successful ra-

Dick Burch, station manager; reports dio programing formats, entitled
This new Collins designed and manufactured AM trans

mitter features unparalleled accessibility: the RF and

audio chassis swing out and the power supply tilts np

to expose all components. Its bold, clean-cut appearance

is in keeping with its advanced interior. It’s the new COLLING]
Collins 1,000/500/250 watt 20V-3 AM Transmitter, I:UNS

COLLINS RADIO COMPANY § CEDAR RAFIDS, [OWA * DALLAS, TEXAS * NEWFORT BEAGCH. CALIF.

features: stable crystals to eliminate crystal ovens ® conservatively-rafed components ® thermal
fime-delay circuitry * automatic voltage sequencing * air forced directly on iubes * For infarma-
Yion, contaét your Colling sales engineer, or write direct.
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INTRODUCING THE NEW

DRYDEN- EAST

HOTEL

39th St., Easl of Lexingfdn Ave,

NEW YORK

Salon-size rooms & Terraces « New
appointments, newly decorated *
New 21" color TV » FM radio *+ New
controlled air conditioning ¢ New
extension phones in bathroom ¢ New
private cocktail bar ¢ Choice East
Side, midtown area ¢ A new concept
of service. Prompt; pleasant, un.
obtrusive.

Singlg $15 to $22 Suites to $60
Special rates by the month or lease

Robett Sarason, General Manager

ORegon 9-3900

DINING

af New York's elegant

MALMAISON

is a delightful experience

MALMAISON
RESTAURANT

10 East 52nd St., New York

LUNCHEON... COCKTAILS ... DINNER
At the piano: Jules Kuli, 5 ta 1] P.M.

PLaza 140845 « Closed Sundays
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“Which Hat Should You Wear?”
The four formats: the “Modern Sta-
tion,” the “Good Music Station,” the
**Classical Station” and the “Person-
ality Station.” . . . The Katz Agency
Inc. is oftering a new programing
service (o its vepresented radio sia-
tions under the tide *Sound Ideas."
Purpose is 1o exchange and distrib-
ute new approaches to programing
and promotion among stations. . .
WAOK Atlanta announces the [or:
mation of AOK Management Serv
ices Inc. to act as consultant for Ne-
gro-programed. radio stations and
other enterprises.

Promotion

Music to mail letters by was provid-
ed by WOQXI Atlanta when the sta-
tion posted packages containing
transistor radios in mail boxes at the
busiest street corners, shopping cen-
ters and office buildings. The radios
were turned up Jfull volume and
tuned to the station’s frequency.
Post office collection times were
checked to assure that the radios re-
mained in the boxes for maximum
time. . . . A popular craze ol the
1920s — dance marathons — was re-
vived by KIMA Yakima, Wash., with
a new twist. Instead of dancing, the
contestants went bowling. Nine
bowlers started the endurance test.
Some 84 hours and 45 minutes later,
one man remained. He rolled 322
straight games aiid maintained a 160
average. The winning prize: a color
v set. . . . Residents of Oregon have
more time on their hands than most
people. Poking fun at the varieties
of time that are observed in the
state, including Pacific, daylight,
sundial and slow time, KISN Port-
land simplified matiers orre week by
supplying listeners, at the rate of six
| per lour, with a standard time
clieck: the time of day in Hong
Kong. Chinese gongs provided back-
ground music,
Everything's coming up roses for
WELM Elmira, N. Y., since it plaut-
led 3 large rose garden on the
| ground of its new studies. Open to
the public, the garden is the only
| one of its kind in the area. bt fea-
tares over 50 varieties of roses with
the rows of beds arranged by eolor.
Rreadcasters' Promotion Assn. has

arinounced 1he following judges for
iis first annual BPA promotion
awards for on-the-air excellence:
Eugene Accas, wp., station and net-
work relations, Grey Advertising
Inc.; Arthur Bellaire, v.p. and asso-
ciate copy director for broadcasting,
BBDO Inc; Harold Graham Jr.,
v.p., program planning, M-E Produc-
tions, division of McCann-Erickson
Inc.,, all New York. Winners will be
announced at the BPA convention,
November 5-8, Waldorf-Astoria, New
York.

Business

Mack Trucks Inc., Plainfield, N. J.,
iy broadcasting a nationwide radio
program this summer to tell of the
trucking industry's contributions to
the economy, with special emphasis
on the industry’s substantial tax sup-
port of the nation’s highway build-
ing program. The program is heard
on Monitor, using approximately
200 stations, every weekend from
July 1 through August 27. The se-
ries began in 1956. . . . Ford Dealers
of Southern California have renewed
for 13 weeks the KNX Los Angeles
program Today in Los Angeles,
marking the eighth consecutive year
of Ford sponsorship. ... Among
new sponsors at ABC Radio: The
Seven-Up Co. (J. Walter Thompson
Inc), Candy Gram Inc. (Dunnan &
Jeftrey Inc.), Bankers Life & Casualty
(Phillips & Cherbo Inc.), Pepsi-Cola
Co. (BBDO), P. Lorillard Co. (Len-
nen & Newell), Curtis Circulation
Co. (BBDO), Lanolin Plus Inc
(Dunnan & Jeffrey) and Tidy House
Products Co. (McCann-Marschalk).
.+ . Chel Milani, radio food com:
mentator, began recently a six-month
promotion for Bonnie NDog Food Co..
Sacramento, over KBIG Catalina,
Calif. Spots amd in-store merchan-
dising feature Dog-E-Stu.

Recent represemiative  appoint-
ments: WMGM New York to Daren
F. McGavren Co. Inc. . . . WEOK
Poughkeepsie, N. Y., (o Adam
Young Inc. . . . KDEO San Dicgo.
KEXM San Bernardino, KAFY Bak-
ersfickl. Calil.. to Robert E. Eastiian
Co. . . . WCAW Charleston, W. Va..
to Ohio Siations Representatives,
Cleveluud, for Ohio market repie-
sentation. . . . KULA Honolulu to
Spot Time Sales Inc. . .. Spot Time
Sales’ Chicago offices moves to 100
N. Michigan Ave. Chicago 11. =
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IOWA BROADCASTERS Assn. members toured the Collins Radio Co. during their annual meeting. L to 1,
H. V. Bob Hite of Collins broadcast product line shows equipment to Ken Hastie, WAMT Cedar Rapids, owl-
going president of group; Don Mouw, KRNT Ft. Dodge; Kent Adams, KRNT; Jim Bowermaster, TVAT,

L J-

NEW PRESIDENT of N.¥Y. chapter of Broadeast Pioneers is
Phil Edwards (r) board chairman of Broadcast Advertisers Re-
portsy congratulated by Gordon Gray, national chapter pres:

2,000TH regular
show by The Rev.
R. R. Brown (l) is
marked with plaque
from Frank P. Fogar-
fy (r) executive v.p.
of Meredith Broad-
casting and IO
Omaha. Rev. Brown
has appeared coutin-
uously for 38 years.

GATHERED AT AWRT
penthouse party in New _ T A KINGSTON TRIO /ield a reunion backstage in Seatile with
York ave (1 to r): Bob : 'l-’ & Bill Terry, KING dj who is credited with having discovered
» g > :
"2

Hurleigh, Mutual pres.; the singing group. Terry emceed the trio’s local concert.
Bill  McDaniel, NBC
b
%

radio exec. v.p.; Jack

Cunningham, bd. chm.,
Cunningham & Walsh,
New York, and Jonah
Gitlitz, wv.p., Better
Broadcast Bureau,

[3
New York. _‘ g




the one
and only
radio
advertising
magazine
devoted
only to

radio is

U.S. RADIO

46

4

|
|
!

RADIO FOCUSpeaple

Agencies

Peter F. M. Stewart appointed ac-
count group head for E. I. duPont
de Nemours & Co. automotive prod-
ucts advertising at BBDO Inc., New
York. Stewart was formerly in ac
count management at N. W. Ayer &
Son, Philadelphia, for Cannon Mills
and Corning Glass. . . . John Rigor.
formerly with Grey Advertising Inc.,
joins Sullivan, Stauffer, Colwell &
Bayles Inc., New York, as account
supervisor. . . . Ernie Brant becomes
account executive, Fuller & Smith &
Ross Inc., Fort Worth, after serving
on food accounts with a San Antonio
agency. . . . Perry Thomas named
account executive [or Beltone Hear-
ing Aids by Olian and Bronner Inc.,
Chicago. He was recently with R. L.
Polk and Co. as account executive.
. . . Robert Powell, formerly owner
of Robert Powell Assor., Detrofit,
joins Ogilvy, Bensou and Mlather
Inc., Chicago, as account represent.
ative for Shell Oil midwestern re-
gion. . . . Jerome O’Leary Advertis-
ing Agency, Boston, now affiliated
with the First Advertising Group.

Three Kenyon & Eckhardt Inc,,
New York, executives elevated re:
cently are: Hilton N. Wasserman,
formerly director of personnel sery-
ices and vice president since 1960,
now administrative vice president;
Fred Hauser, who becomes director
of personnel services and vice presi-
dent, and Alfred Norcott, elected
ontroller in addition to former du-
ties as secretary. . . . Edward E. Roth-
man, president of Cyrogenics Corp.
and  formerly general advertising
and sales promotion manager, Ford
Motor Co., elected to the board of
directors, Meldrum and Fewsmith
Inc,, Cleveland. . .. Warren J. Eggly.
M&F weasurer, also elected. to board
of directors.

Representatives

Richard E. Farnham, formerly with
NBC Radio Spot Sales, New York,
joins Peters Griffin, Woodward Ine.,
Boston, as wanager of radio divi-
sion. . . . John T, King, former-
Iv Boston manager of radio for
PGW, appointed manager of the
new Boston dffice of T'he Katz Agen-
a1 Inc. ... Robert E. Eastman & Co.
appoints Williim R. Furnell o the
sales staff of the San Francisco office.

He was previously with KCRA-TV
Sacramento in sales. . . . Eastman has
also named Jack Kabateck, formerly
with Torbert, Allen and Crane, 1o
the sales staff of the firm's Los An-
geles ofhce. . . . Bob Stephens, for-
merly with Headley-Reed, appoint-
ed to the San Francisco radio sales
staff of The Katz Agency Inc. . . .
Dick Calender, sales manager for
KEWBE San Francisco, rejoins NBC
Radio Spot Sales, San Francisco, as
account executive. . . . William H.
Ensign, recently an account execw
tive for CBS Radio, New York,
named by John Blair & Co., New
York, to the sales staff of the Blair
Group Plan. . . . Marvin Davis, [or-
mer media buver with Grey Adver-
tising Inc, New York, becomes ac-
count executive for National Time
Sales. New York. . . . The Chicago
offices of John Blair & Co. have
moved to thie new Blair Building,
Michigan Ave. and Erie St

Stations

Norman Boggs, president and gen-
eral manager of KGIL Los Angeles,
elected chairman of the board of the
Southern California Broadcasters
Assn. . . . William J. Gallagher Jr.
takes over position of general sales
manager at WACE Springfield,
Mass. . . . Uie Altman promoted to
local sales manager at KOGO San
Diego. . . . WFAA Dallas appaints
W. C. Woody Jr. as regional sales
manager and Deuson Walker as lo-
cal sales manager, a position for-
merly held by Woady. Al Saun-
ders mioves from the post of opera-
cons director at WSBA York. Pa,,
to the position of general nianager
at WHLO AkronCanton. O. . . .
Charles E. Gates elevated from gen-
eral sales manager to station mana-
ger at WGN Chicago. .. . Raymond
J- Cheney named sales manager for
WXNFB Binghamtwon, N. Y. Prior to
joining the station Cheney was co-
owner and general manager of
KRES st. Joseph. Mo. . . . Dick Doty
resigns as gencral manager of Flor
ida Air-Power, Inc., to become vice-
president of programing. news and
public relations at the Rand Broad-
casting Co. . . . Fred H. Kaufman
moves up from acvount executive to
director of sales at KOMO Seaude.
. .. Two changes have occurred at
KRGV Misoula,  Mont.  Dale
Waods, fanmerhy division inanager
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at ¥he Radio Advertising Bureau,
becomes station's manager and Rob-
ert Churney, former manager, pro-
moted to the post of national and
regional sales manager. . . . Felix
Adams becomes national sales man-
ager at KRAK Sacramento.

Howard M. Girouard, former NBC-
TV account executive, named to the
newly-created post of national sales
manager for the Ivy Broadcasting

Co. . . . Paul H. Martin tapped for
the position of general sales mana-
ger at KGB San Diego. . . . Louis

H. Pellis moves up to general sales
manager at WEOK Poughkeepsie,
N. Y. ... George K. Dunlevy named
national program director for the
Elliot Stations, WICE Providence
and WLOW Norfolk. . . . Kent
Burkhart  appointed  operations
manager for WOQXI Atlanta. . .

Leon Ridings, former station direc-
tor of WBIR Knoxville, shifts to
the position of general manager for
WFCT Knoxville. . . . Lew Claw-
son moves up from sports director
to program manager at WWVA
Wheeling, W. Va. . . . Louis Wolf-
son, vice presideny of Wometco En-
lerprises, appointed director of the
company’s broadcasting interests.

Networks

James H. Fuller, formerly director
of creative sales and member of the
board of djrectors, Robert E. East-
man & Co., New York, has rejoined
CBS Radio as an account executive.
Fuller had been with, Eastman since
August, 1959, and had served CBS
Radio on the metwork sales staff
from 1955 10 1957. Tmmediately be-
fore joining Eastman, he served a
year-and-a-lialf as sales manager,
SPONSOR. . Robert Holmgren
for the past seven years budget ad-
ministrator in the cost contirol de-
partment for ABC Radio, promoted
to director of sales service and busi-
ness administration. . . . The hon-
orary degree of Doctor of Humane
letters was conferred on Arthur
Hull Hayes, president, CBS Radio.
by LeMoyne College, Syracuse, N. Y.
ar recent comimencenient exercises.

. Domr McNeil}, host of ABC Ra-
dio Breakfast Club, honored as Sales-
man of the Year by the National
Assoe, of Direct Selling Companies.

U. S. RADIOf July 1961

Industry-wide

Leslie R. Shope, advertising and
press relations manager for The
Equitable Life Assurance Society of
the United States until his retire-
ment in 1960, elected president ol
the Radio Free Europe Fund, New
York, succeeding John M. Patter-
son, who has resigned to enter gov-
ernment work in Washington, D. C.
. . . L. Berkeley Davis, vice presi-
dent of General Electric Co. and
general manager of tlie electronics
components division, Owensboro,
Ky., reelected president of the Elec-
tronics Industries Association, Wash-
ington, D. C. . . . William E. Rob-
erts, formerly executive vice presi-
dent, Bell & Howell Co., named
president and chief executive offi-
cer, Ampex Corp., Redwood City,
Calif. He succeeds George I. Long,
Jr., who continues as a director. .
Roy Thompson, formerly special
projects editor, Radio Pulsebeat
News, New York, appointed chief of
RPN’s Washington news bureau.
. A. 8. Timms, tormerly with the
broadcast division, Industrial Trans-
mitters & Antennas Inc., Lansdowne;

Pa. Timms will represent the com-
pany in the northeast. . . . Appoint-
ed o head the broadcast media com-
mittee of the American Association
of Advertising Agencies by the board
of direciors: William 8. Matthews;
Young & Rubicam Inc.,, New York,
chairman, and Ruth Jones, J. Wal-
ter Thompson Inc., New York, vice
chairman. . . . Governor LeRoy Col-
Jins, president of the National Asso-
ciation of Broadcasters, appointed
chaiman of the National Public Ad-
visory Committee on Area Redevel-
opment by the United States De-
partment of Commerce. . . . Collins
Radio Company, Cedar Rapids, la..
announces the resignation of R. S.
Gates, executive director, and the
following appointments: E. A. Wil
liams, vice president, to assume cen-
tral management responsibility for
corporate controller and treasurer
functions in addition to his present
activities under operations control;

. B. Tuthill, vice president, to as-
sume broadened responsibilities in
financing and banking relations and
financial analysis; R. J. Flynn and
R. C. Mullaley joined the firm as
assistant vice presidents. u

Hire a

Rolls Royce
Limousine

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

Buckingham leery

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




“. .. a total commitment
designed to
enslave a total world”

- JEFFERSON STANDAR ROABCASTING COMPANY
CHARLES W.CRUTCHMIELD ONE JuLiAN PRICE Grall
ErCEUTivE viC{ PagSlpTnT CHARLOTTE B, NORTh TAROLiNA

AND CEMEAAL MaNAGER

March 10, 1961

Mr. Norman R. Glenn
Editor & Publisher
SPONSOR

40 East 49th Street
New York 17, New York

Dear Norman:

Enclosed 1s an exact copy of a letter which a young Commmist
sent to a friend of hids back in the United States.

The letter appeared in ''Presbyterian Survey" - - a very fine
publication of the Presbyterian Church. In reproducing it,
the editor made one of the most profound and thought-provok-
ing observations I've ever read. He said, 'We think this
letter shows more graphically than any editorial what total
comnitment means."” He went on to say, "Are we as committed
to the truth as this young Commmist and millions like him
are comnitted to an empty hope?"

To a great majority of people in the Free World, particularly
geople in America, this kind of dedication is unheard of.

hey simply cannot believe that the architects of Commmism,
Karl Marx, Lenin, et al, could possibly bave such influence
on any human being. I feel that to defend and protect free-~
dom as we know it today, it is imperative that all people in
“the Free World understand the inner feelings of those who are
determined to destroy it. I am hopeful, therefore, that you
~ = through your widely read publications - - will give the
enclosed letter as much publicity as you see fit.

We simply must convince Americans and as many of our friends
in the Free World as possible that Communism is by no means
Just another political party. It is a form of religiom......
a complete dedication......a total commitment designed to
enslave a total world.

Sincerely yours,

el




A young commllnlst wrltes « « « "What seems of first importance to ybu is to
me either not desirable or impossible of realization. But there is one thing about which |
am in dead earnest—and that is the socialist cause. It is my life, my business, my religion,
my hobby, my sweetheart, wife, and mistress, my bread and meat. | work at it in the day-
time and dream of it at night. Its hold on me grows, not lessens, as time goes on. I'll be In
it the rest of my life. It is my alter-ego. When you think of me, it is necessary to think of
socialism as well, because I'm inseparably bound to it.

“Therefore, | can’t carry on a friendship, a love affair, or even a conversation without relat:
ing it to this force which both drives and guides my life. 1 evaluate people, books, ideas,
and notions according to how they affect the socialist cause and by their attitude toward it.

“l have already béen in jail because of my ideas, and if necessary | am ready to go before
a firing squad. A certain percentage of us get killed or imprisoned. Even for those who
escape these harsher ends, life is no bed of roses. A genuine radical lives in virtual pov-
erty. He turns back to the party every penny he makes above what is absolutely necessary
to keep him alive. We constantly look for places where the class struggle is the sharpest,
exploiting these situations to the limit of their possibilities. We lead strikes. We organize
demonstrations. Wg speak on street corners. We fight cops. We go through trying experi-
ences many times each year which the ordinary man has to face only once or ‘twice ih a
lifetime.

“And when we're. not doing these rore exciting things, all our spare time is taken up with
dull routine chores, endless leg work, errands, etc., which are inescapably connected with
running a live grganization.

“Radicals don't have the time or the money for many movies or concerts or T-bone steaks &r
decent homes and new cars. We've been described as fanatics. We are. Our lives are
dominated by one great, over-shadowing factor—the struggle for socialism. Well, that's
what my life is going to be. That's the black side of it. Then there is the other side of it.
We Commupists have a philosophy of life which no amount of money could buy. We have
a cause ‘to fight for, a definite purpose in life. We subordinate our petty personal selves
into a great movement of humanity. We have a morale, an esprit de corps such as no
capitalist army ever had; we have a code of conduct, a way of life, a devotion to our cause
that no religious order can touch. And we are guided not by blind, fanatical faith but by
Ibgic and reason, by a never-ending education of study and practice.

*And if our personal lives seem hard or our egos appear to suffer through subordination
to the party, then we are adequately compensated by the thought that each of us is in his.
small way helping to contribute something new and true, something hetter to mankind.”

reprinted from the
PRESBYTERIAN SURVEY

A SERVICE OF SPONSOR PUBLICATIONS 1INC.
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KFAL RADIO

FULTON, MISSOURI
DOMINANT FARM RADIO SERVICE

16 hours of farm radio a week
. » Interesting, pertinent and

factual information and pro-
gramming for farmers,

“Smack in The Middle” of the Cross-
roads of the Nation! Déminating a
vast moving audience, travelers, and
vacationers going everywhere all year
long , ., . On US. 40, and US. 50—
both transcontinental highways, and on
US. 54 Chicago to the Southwest.
From Border to Border in Missouri,
KFAL RADIO reaches the great auto-
radio, and portable-radio audience,
with news, information and entertain.
ment. Are you represented here?

Represented by John E. Péarson Co.

KFAL RADIO Te!t Midway 2-3341
Fulton, Missouri
900 Kilocycles 1000 Watts
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Cuisine Exquise . .. Dans ]

Une Atmosphére Elegante

[ \7“8? 7N

-1-;

575 Park Avenue at 63rd St
NEW YORHK

l
|
:

| Lunch and Dinner Re

i Miehel ! T¢mpleton

OPEN JULY AND AUGUST
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Lee Fondren, sgation manager #nd sales direc-
tor of KLZ Denver, has been elected president
uf the Advertising Assn. of the West, an event
that could foreshadow* the eventual mergey
of that organization with tlie Advertising
Federation of America. Fondren, a vice presi-
dent of the AFA, is one of the leaders in the
eftorts to persuade the two organizations to
wvork more closely on common problems. He

I
is past president of the Denver Advertising

|
|
H Club, the only group in the country with

l]]ClI]bClShlp in both the AFA and the AAW. Fondren also was instru-
mental in gellmg the two groups to collaborate in the observance of Na
‘tional Advertising Week. Fondren is a 25-year veteran in bloa(](mtmg
Belore joining KLZ in 1941, he worked in his home state of Texas. as a
comedian, script writer, prodicer, aannouncer and salesman,

; [ as a rating analyst and rising Lo assistant direc-

tor of research. Prev 1ousl\ she was assistant 1o the supervisor of ratings at
the ABC television network. Miss Sanchirico is a graduate of St. John's U'ni-
| versity. Her new position avas one of six posts recently created by H-R

1 move o expand the coml):m}"s services.
company. the post of national sales manager

\
& will serve as a cenwvral poiat for Eastnan’s

sales strategy. From his oflice in New York, Goll will kccp i eyve on sales
perlormance in all of the comp: iy s oflices. Before jonnug Eastman thiree
vears ago, Cull worked ine the national sales division of the Hearst Adver-
Lising Service,

Mary Ann Sanchirico, a specialist it broad-
cast research, has been named to the newly
created post of radio research manager at H-R
Representatives Inc., New York. According
ta H-R President Frank M. Headley, the post
was created to meet the meeds of stations,
agencies and advertisers [or a more extensive
coverage ol the radio market, particularly in
the field ol spot advertising. Miss Sanchirico
has worked at H-R for five vears, beginning

Joseph C. Cull was one of several execuitives
recently promoted in a shakeup of manage-
ment at Robert E. Eastman’s New York and
Chicago oflices, Mr, Culf, eastern sales man-
ager at Eastman since 1959, was elevated to
national siles, manager. He will conrdinate
sales activities in all cight Easuman oflices and
will act as a lidison between his company ki
the 13 stations it represents. \ccording o the

U. S. RADIO/July 1961




i

George C. Haich, a leading figure in broad-
casting in the mountain states area, has been
elected chairman of the radio board of direc-
iors of the National Assn. of Broadcasters. At
present, he is chairman of the board of the
Intermountain Network, which represents 52
affiliates in six mountain states. Hatch’s back-
ground includes a long history of broadcasting
work. He is founder and president of KALL
Salt Lake City and a major office holder in
several broadcasting corporations in Utah,
Montana and Idaho. As chairman of the radio board, Hatch contends that
the NAB radio code will be the most powerful single influence toward im-
proving the standards of station operation and the quality of programing.
Hatch pretlicts a trend toward more emphasis on the selective audience.

John M. Haerle, who has risen steadily since
he joined the Collins Radio Co. five years
ago, has moved up to the position of director
of advertising and public relations for the
equipment manufacturing firm. He succeeds
R. 8. Gates, executive vice-president, who has
resigned from the company. In his new posi-
tion, Haerle will coordinate all advertising and
public relations activities of Collins’ divisions
and subsidiaries from the main office in Cedar
Rapids, Ta. Haerle joined the company in
1956 as manager of the firm’s broadcast product line. He has since served
as southern region sales manager and later as assistant general sales manager.
At the time of his promotion, Haerle was director of product lines for Collins.

Jane Pinkerton, sefiior editor of spoNsor mag-
azine for the past five years, has joined Air
Media, Inc., as managing editor of its two
publications, u. s. rRaDIO and uU. s. FM, re-
cently purchased by Sponsor Publications.
Miss Pinkerton was formerly employed as a
senior preséntation writer for the Radio Ad
vertising Bureau in New York and as midwest
editor of Broadcasting magazine in Chicago,
She was graduated from the Medill School of
Journalism at Northwestern University, where
she also attended graduate school, and holds membership in several broad-
casting and advertising organizations, including the Radio-Television Ex-
ecutives Society, the Advertising Women of New York and the American
Women in Radio and Teleivsion.
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BRUADL A ] |
N Hartford - Y T
{CONNECTICUT)
IN Kansas Gity- )

iN Los Angeles-

{SPANISH LANGUAGE
MARKET)

IN San Francisco -

(SAN MATEO)

+ TOP RATINGS IN
AUDIENCE

s MORE LISTENERS W°¥"
PER DOLLAR )

% SPONSOR PREF.
ERENCE AFTER &
TRYING “BOTH” W
STATIONS

0 . 5 0
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FINER HOTELS

On the city's most famous
thoroughfare, S5th Avenue in
exclusive Washington Square;
Spacious single rcoms from $10
daily. With air-conditioning from
$12-$14. Lavish 2 & 3 room apart-
ments with serving pantries;
Television available.

SPECIAL RATES
on 2 monthly
basis. Additional
substantial
savings, on
unfurnished and
furnished
apartments

on lease.

Write for desériptive brochure
N. Scheinman, Managing Director

ﬁ:il\Avemxe

Hotel

24 FIFTH AVENUE at 9th STREET |
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RADIO: Rx FOR DRUG CLIENTS

Continyed from page 21

A. The Proprietary Assn. of Wash:
ington, D. C., whose members repre-
sent most ol the leading package
medicine manufacturers in the na-
tion (Warner-Lambert, American
Home Products, Miles Labs, The
Mentholatum Co., Sterling’s Glen-
brook Labs, Carter, etc) estimates
that its membership firms do ap-
proximately $1.5 billion in drug sales
annually (and this does not include
duplication in the wholesale areas or
sales in fields that are not specifically
considered drugs; if those were in-
cluded, it would come to more than
$3 billion).

The annual advertising investment,
by these same Proprietary Assn.
members is estimated at about $300
million.

Q. We've been using the term “pro-
prietary” a lot. What exactly is the
difference between a “proprictary”™
and an “ethical” drug?

A. The only difference is advertis-
ing. A proprietary drug is one that
is advertised to the public; an ethical
drug is not advertised to the public.
A vitamin pill which is not adver-
tised is an cthical product, but an-
other vitamin pill which is advertised
is a proprietary. All prescription
drugs are ethical, but not all ethical
drugs are sold by prescription only.

Sanitary napkins once were an
cthical product (they didn’t adver-
tise) ; now they advertise and so have
become proprietary.  Prophylactics
arc bought without prescription, but
since they don't advertise, they are
ethical products. Thus advertising
has further complicated a business
alrcady made complex by division n-
Lo prescription, non-prescription, sur-
gical accessories, dicting aids and vet-
crinary medicines.

Of what use is this side excuision
into senfantics 1o the radio industry?
Only this: An cthical drug can be-
tome a proprietary one, and then it
is i potential buyer of air time.

Q. How does the proprictary drug
business compare with the ethical?

A. Back in 1939, according to For-
tune, sales of all drugs at the marnu-
facturing level came 1o $300 million,
with the proprietaries accounting for
inore than halfl that total.

52

By 1959 — 20 years later — total
drug sales by the manufacturers
climbed 1o §2.3 billion. Only now,
the proprietary drugs represent léss
than one third of the business.

What has happened is that a tre-
mendous growth has taken place in
the ethical field, spurred by research
and the discovery of such modern
“wonder” drugs as antibiotics, tran-
quilizers, steroids, etc. Today, the
gthical drug dominates the industry

Naturally, many of the big compa-
nies produce both ethicals and pro-
prietaries. Bristol-Myers, a proprie-
tary house, has its Britstol Labs. divi-
sion which makes ethicals. Vick
Chemical, another proprietary com-
pany, has its Merrell Labs. for ethica]
drug manufacture, Schering, on the
other hand, is an ethical drug house
that has set up a proprietary division
—White Labs. makers of Feen-A-
Mint and Aspergum. But the fact
remains that the ethicals, which do
not atlvertise 1o the public, dominate
the trug industry.

Q. Is there a chance that more ethi-
cals may turn proprietary?

A: Yeés—at least, that more proprie-
tary drugs will come out of ethical
research. It is how many of the pro-
prietavies—many of which are on ra-
dio—got their start, and iv is possi-
ble that some medications now in
the ethical field may leap the fence
into the pioprietary pasture. The
public would like to see it; “won.
der” tlrugs have whetted its desire
for more specialized. packaged prepa-
rations.

William R. Hesse, presideitt of
Benton & Boswles, in an address af
the 80th wmual meeting of the Pro-
prietary Assn. held last moath in
White Sulphur Springs, told the
mcmbers  that specialized proprie-
taries are the key to future growth in
Uic industry. Hesse said the consum-
er has developed “specialized” buy-
ing tastes, and called this market
trend “segmentation.”

“Segmentation,” said Hesse, “has
become a way of life in other arecas,
and those companies who started the
trend were those who gained the
most.” He cited as an example the
shaving cream wrarket which in
creased 0 percent between 1952 angl
1959 largely through the introdug-
tion of acrosol containers.

The consumer now «emands that

products be custom-tatlored to a
specific need as well as to l)rovfde a
special appeal, and here is where
proprietary drugs have a chance to
enlarge both product lines and
market. I

But segmentation is a relatively
recent frend. The Vick Chemical
Co., for example, began ar the urn
of the century with a single cold
product—Vaporub. In 1950—abouy,
a half century later and only 10
years ago—it still had only four
brands on the market. Today, Vick
is marketing 13 products spread over
six product classifications, but still
all in the cough-and-cold remedy
field.

Says Hesse, “The avalanche of new
products, all vying for the attention
of the consumer—his sophistication
as a result, the complexity of the
new market might seem to create a
discouraging picture for your con-
sumer franchise.,” But, he explains,
the interesting aspect of segmenta-
tron is that even though one brand
might have a smaller share of the
total market, thie over-all profits for
a company become greater because
the total market is increased.

Antibiotic cough lozenges, plastic
squeeze-bottle nasal sprays and the
like are already expanding the pro-
prietary line, and further expansion
would seem to be in sight. This will
mean more products to advertise.

it also is possible that some adver-
tising may eventually come from the
ethicals theroselves. There are signs
that this may now be in progress.
About a year agoy following the at-
tack on the ethical drug industry by
Kefauver’s Senate committee, the
tUrug manufacturers began to realire
that because of their traditiomal ab-
stention from advertising or indeed
front any communication with the
public, it was pretty much at the
mercy of any kind of charges and
with no way to tell its side of the
story. It was like finding oneself i
a fight with one's hands tied.

Since then, the Pharmaceutical
Manufacturers  Assoc,  acdvised  fts
members to becoune a littde more
communicative with its ultimate
consumers. Many cthical drug firms
hive now begun putting executives
out on the banquet-speaking circuit,
are also enlarging their public rela-
tions departments. Not long ago,
Abbott Labs.. an cthical firm, cven
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ran an institutional type ad in Life,
with the blessing of the PMA.

Q. Where could. fm radio fit inta
this expanding picture?

A. Tle American Medical Assn.
has become an fm radio user this
summer with a campaign to combat
socialized medicine, choosing fm to
reach an adult audience with its in-
stitutional copy. Now think back
to that ad which Abbott Labora-
tories ran in Life. Would not fm
be a good ntedium for an ethical
drug house to tell an institutional
story to adults? And, along with
am radio, fm could also expand the
audience for proprietary cold rem
edies rhis winter.

What “wintér ailment” remedies
will be on radio this winter?

A. Since the bulk of the buying and
the fattening of schedules will take
place nearer October, it is too early
to say. But here are some of the
proprietary brands which were in
radio during last Winter:

e Network: Grove’s 4-Way cold
tablets and Bromo-Quinine; Men-
tholatum cough syrup (was quite
heavy during last year’'s flu epidemic)
and Deep Heet; Luden’s cough
drops; Bromo-Selizer; Vick cough
drops, cough syrup, cold tablets and
Theracin; Ex-Lax; Foster & Milburn
(F&M) lozenges; NR tablets; Ster-
ling's Milk of Magiiesia; F&F cough
lozenges; Feen-A-Mint; Carter’s pills;
Doan’s pills; Foley cold tablets; Nor-
wich Pharmacal (Pepto-Bismol, T-
Mist nasal spray, etc.). Hudson
Vitamins and Rybutwol were among
other proprietary advertisers, as was
Chap-Stick, a truly wintertime item.
» Spot: Bufferin; H.C. cough drops;
Musterole; Pertussin  and Pinex
wugh remedy; 666 rold remedy;
Alka Seltzer; St. Joseph aspirin;
Dristan; Minute Rub; Bayer aspirin;
Mist-O-Mist  nasal spray; Baume
Pengue; Colex cough medicine;
Coldene; Listerine, Bromo Selizer;
Anahist, Anadrex inhaler, Super
Anahist tablets, and Stim-U-Rub;
Grove 4-Way cold tablets and Bromo-
Quinine; Mentholatum cough syrup
and Deep Heet; Vick cough drops,
cough syrup, cold rablets and
Theracin.

Among the seasonal though non-
cold remedy proprietary brands were
Chap-Stick and, for that holiday
over-eating—Brioschi. v
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Continued from page 21

know zhac real people are behind
those numbers. Salesnien should
never forget this.”

@ Music should be selective. “The
question of what kind of music, how
often and in what climate still re-
mains in minds of buyers. Recorded
music most certainly will be the
mainstay of radio entertainment,
but the issue is the manner in which
it is selected and presented. Radio’s
major function, however, is not and
will not be entertainment: this is
™’ bailiwick.”

e Experimeni with everything!
“I'm not running a station and meet-
ing a payroll, but it seems to me sta-
tion men would be smart to tvy a
few experiments, spend a liule
dough. The golden hours of daytime
radio are going to waste, as one ex-
ample of an area in which explora-
tion needs to be made. Why not try
a litde live public discussion and
drama?”

o Bend rather than resist. “I hate
to see industry people who stand up
and say ‘no!" Yet it seems to me too
many station merr are resisting the
views of FCC Charman Minow and
NAB President Collins.

“It seems to me they'd be better
advised to bend than to resist and
that in this resisting they are asking
for pressures if not absolute control
in certain areas of government. They
seem to me totally negative and de-
fensive. This kind of an attitude
can’t bear fruit.”

Harold Fair spent several years 1n
a variety of executive and plans jobs
at the National Assn. of Broadcasters
in Washington where—aniong other
assignments—he organized and di-
vected its first program department.
{Some of his phrasing still appears
in the radio and television codes of
station practice.)

During his tenure there, under
the guidance ol Judge Justin Miller,
former NAB president and a recent
keynoter at the NAB national con-
vention in Washington, he sat in on
many a smoke-filled session of broad-
cast conversation and philosophy
with the former lawyer and judge.

“With hint I learned something I
never forgot—and which broadcast-
ers in these crucial days might well
ifemember. And thac is simply that

we should all examine views criti-
cally and closely for what might be
a grain of truth. Only with exami-
nation, the Judge used to explain,
are we able to be objective and to
come up with an evaluation.

°Il broadcasters should do any
one thing, I think it should be to
seek objectively and honestly for the
kernel of truth. Yet I find an ahmost
mechanical resistance to this kind of
search, to amr analysis of the criticism
which we hear.”

He thinks a basic philosophy
which perhaps leads o this direct
rejection of criticism is the view that
“My station is different!” In dozens
of NAB district meetings, “this
phrase becomes the standard by-
word. Some suggestion would be
made and many a station man would
say ‘Well, that's fine for THEM but
my operation is different.””

Maybe it IS different, says Harold
Fair, bue “even if it is, this does not
mean people should persist in habits
just because theyre established.
Maybe they can be improved!”

Modern radio men of a progres-
sive bent, however, are re-evaluating
their efforts. “They're looking for
new ways to attract an audience.
They're vividly aware that radio in
any crisis i1s absolutely vital for im-
mediate information, that people
depend on the medium and that the
era in which we live makes us pro-
gressively dependent on news and
niformation.

“Broadcasters have a golden op-
portunity to take advantage of cer-
tain indications of stagnation and
stereotyped programing and to do
sometling about these stale quali-
ties.”

He sees great advances in musical
programing and likes the fast devel-
opment of local station networks
and of fm operations. His own
tastes, he realizes, often are more
sophisticated than those of many
people throughout the country. Be-
cause he is a “compleat” radio man,
lre tunes to sports and discussion and
local gossip shows as well as 1o classi-
cal music.

But if he has any favorite, it's clas-
sical music. Fair has a large grand
piano in his apartment living room
but, in consideration for his wife
Ruth, takes to a nearby Manhattan
study during heavy rehearsal peri-
ods. He's just furished a year of in-
tensive practice —as well as horse-
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RADIO GOES TO MARKET

Continued from page 39

ing program. “Radio then was un-
dergoing rapid changes, and we felt
that we were not prepared just then
to adjust to them,” Erickson recalls.

The results of the Hudson Radio
Week promotion will have direct jn-
fluence on the company’s plans.

However, Erickson advises, the
promotion avill not be the sale con-
sideration. "“We have been extreme-
ly interested in the Radio Advertis-
ing Bureau's study of the Higbee
department store experiente with
radio in Cleveland. We have seen
the results of this study, and they
are impressive. We will continually
try to work out ways in which we
can adapt radio to our adveriising
needs.

Though little known outside
southeastern Michigan, Hudson's is
second only to New York’s Macy's
among U. S. retailers operating in a
single metropolitan area. Hudson's
gross last year was $220 million,

THE COMPLEAT RADIO MAN

{Continted from preceding page)

play —in connection with his New
York “debut.”

A year ago, to bolster Lis resolve
to have a concert evening in his
home for a few choice friends, he
assued engraved invitations asking
them to a recital a year hence (a
month ago). Every other month he'd
send them a dummied-up news-
paper announcing such news bits as:
FAIR PLAYS MOZART: MOZART
LOSES; FAIR HAS GUTS: NO
TALENT; WE LOVE HIM ANY-
WAY (in his hométown of Council
Bluffs, Ia.).

As the fifth in a chamber music
quintet (the other four artists ap-
pearing on high-fidelity recording
to his piano accompaniment), he
romped through a Mozart in three
movements for woodwind quintet,
the first movement of a Schubert
and a Mendelssohn trio. At mid-
night, as guests were wining and din-
ing, the doorbell rang as a messen~

The new era of radio, however,
has some of the old common denom-
mators. The main ones: flexibility
and usefulness, which add up to “a
selling medium”.

“Radio is coming along pretty
well right now and there’s a lot of
business. Many budgets are tailored
to accommodate good radio sched-
ules. You just can’t laugh off the
fact that radios are being sold and
are in more constant use.”

But he has some advice for adver-
tisers as well as for station men.

“Sponsors are foolish to set a pre-
scribed radio buying pattern. Pat-
terns should be set only to accom-
plish a client's immediate objective.
It's evident that radio, to be effec-
tive, must be used to the fullest ex-
tent, And this means it should be
bought as nearly to the saturation
point as the budget permits and that
it should be used consistently.

*“The technique: to build up big,
accumulated audiences and thus to
reach a maximum number of people,

“New radio advertisers should




