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Nielsen now reflects Mutual
Radio’s new profile for coverage-l
better-looking than ever
where the buying is biggest.
T0°% of all drugstore sales

and 66% of all food store sales |

are in A and B markets,

Have you seen our profile lately? |

Mutual now ties up 66% of its |
radio audience in these markets
Mutuat also covers 87 of the
top 100 markets with local
affiliates —more than any other
network. Got a food or drugstore
accourt in the house 7 Buy
Mutual Radio—and you've gol it
covered at the point of sale.

MUTUAL RADIO

A Service to
Independent Stations

Subsidiary of
Minnesota Mining and
f Manufacturing Company €ZZ8
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ABC
RADIO NETWORK

June 6, 1961

Mr. Arnold Alpert
Asst. Publisher
U.S. Radio

40 East 49th Street
New York, New York

Dear Arnie:
Congratulations on your new "book."

And speaking for ABC Radlo, we're particularly delighted to see
your youthful and vital new look. You know, that!s what we sell,
toc - youth and vitality - backed by performance,

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 programming and promotion, This
Spring advertisers virtuzlly own the young adult market with
"Breakfast Club" on ABC Radio..."Flair" on ABC Radio...Sports on
ABC Radio...News on ABC Radle. That's why, program for program,
hour for hour, minute for minute; 1t costs advertisers less to
sell more with ABC Radlo.

And 8o sales are up...ratings are up...and of course our confidence
in the future of Radio is boundless. We're so pleased to see
that your confidence 1s showlng; too!l

Cordially,

-

A4 [

7)of-

Robert Pauley

Vice President in Charge of
ABC Radio Network

RP: jh

A BEYIS I ON O F “MER]JCAN BROADLAS . NG PARAMG: X7 HEAIRGEFS INC
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OFFICERS: Norman R. Glenn, editor/publisher; Bernard Platt, executive wvice president; Arnold Alpert,
vice presidentfassistant publisher; Elaine Couper Glenn, secretary/treasurer.
EDITORIAL BOARD: Norman R. Glenn, Arnold Alpert, John McMillin, Jane Pinkerton.

EDITDRIAL: Jane Pinkerton, managing editor; Mary Lou Ponsell, senior editor; Barry Mallin, assistant
editor; Maury Kurtz, art editor.

ADVERTISING. Sal Massimino, business manager; Shidley Allison, administration production; (Los
Angeles) Edith K. Whaley, 216 S. Vermont, DUnkirk, 7-6160; (San Francisco 11) Whalgy-Simpson
Co., 700 Montgomery Bldg., SUtter 1-4583.
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23 WHY DETROIT LOVES RADIO / the story of America’s automotive romance with
radio and how the big agencies buy for autos agains{ tncreased competition

28 THE GOVERNOR REPLIES TO OUR OPEN LETTER / LcRoy Collins, president of
the NAB, answers U.S. RADIO on “Radio’s Five Needs” and how they can be met

30 “MORE PERSONAL THAN TV” [ radio’s great closeness to its listeners makes it
unigue and important o Jerry Arthur,v.p. and media divector, Donahue & Coe

35 $10 BILLION TEEN MARKET—AND RADI0 OWNS IT / probing report on the teen

market today and why it is ever more important to radio and its advertisers

38 ANOTHER JOB THAT RADIO DID BEST / how radio repofled and communicated
the rise of the first American into space to millions of listeners across the land

42 650,000 SUCCESS / using radio and billboards as sole media, an unusual Mil-
waukee restaurant built success with classical music on WTM] Milwaukee

45 SUMMER RADIO IS HOT / A. C. Nielscn provides some auto-plus figures which
show car listening high all year "vound, peaks markedly during summer months
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Commercial Clinic 49, Letters 20, Names and Faces 58, Radio Focus/Ildeas 50,
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the simple
facts about
business
magazine
advertising
& readership
are these

In the 20 years
since 1940, adver-
tising dollars in-
vested in trade pub-
lications have in-
creased from $64,-
000,000 to almost
$600,000,000 annua)-
ly—a rate of growth
second only to tele-
vision.

Readership of busi-
ness publications,
according "%to Mc-
Graw-Hill study, is
up sharply since
1950. The reasqn:
Greatér demands
on the knowledge
and ability of busi-
ness executives
who must keep up
with the pace and
competition of
Amegican business.

Today a great need
exists for alert, cou-
rageous, profession-
al business publica-
tions in every field
—publications that
veally reach their
fields.

‘The top book in the
average trade field,
according to a
widely-quoted Mc-
Graw-Hill study, de-
livers 66% of the
executives allied to
that trade category. |
THe top three pub:
licatiohs deliver
92%. It was noted
that an increased-
cast-per-qualified
reader and a re-
duced-degree-of-in-
fluence accompa-
nied each publica-
tion in descending
order.




the simpie
facts about
SPONSOR
‘advertising
« readership

are these

PQONSOR tops its
ield by a wider
argin than the
verage leader. A
survey (not made
)y SPONSOR)

y-advertiser mail-
ng list of 4 big na-
ional rep showed
‘PONSOR ahead
ith 88.7% reader-
ip. A recent study
f New York ad
ency readership
onducted by a
neral ad publica-
n showed SPON-
OR leading the
xt broadcast book
{ 21%:; and 70%
ead in the “mag-
ine read most”
tegory.

ased on the agen-

SPONSOR's page
rate {$625) is about
8% less than the
magazine that rates
second in most' sur:
veys,

The busy ad execu-
tive is kept fully
posted and pro-
tected with one
broadcast bock spe-
cializing in the
things he wants to
know. Its new
SPONSOR-WEEK,
added to the eight
yellow pages, in-
terpretive articles
in depth, and in-
formative depart-
ments, provide
agency/advertiser
readers with a com-
piete weekly pack-
age.

Thus, SPONSOR is
the one publication
fully keyed to your
spot sales objec-
tives. It's the short-
est distance be
tween buyer and
seller.

SPONSOR

Shortest Distance
Between Buyer
And Seller
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Col. John J. Barton

Superintendent, Indiana State Pglice

Howard Seiler
Superintendenf, Michigan State Police

Col. L. E. Beier
Chief, Wisconsin State Patrol

Sherift Frank Sain )
Skheriff of Cook County; lllinais

Col. William Morris o
Superintendent, lllinois State Police

Governor Howard Pyle
President, National Safety Council

Orlando W. Wilson

Superintendent, Chicago Police Department

Flying Sergeant Clarence Erickson and
Flying Officer Irv Hayden

Safety Education Section, Traffic Division,
Chicago Police Department

Sergeant Tim McCarthy
Safety Education Officer, Indiana State Police

WON Koo fodwonthe

vice-president and general manager, WGN, Inc.




OUNDINGS

news & interpretation

New and rmore pointed hooks have appeared in the Radio Code of the National Assn.
of Broadcasters with the recent recommendation by the code board (subject to approval by
the full board at a meeting in Washington later this month). Sections which heretofore
warned against maltreatment of listeners’ “sensitivities” were augmented with specific
notice that:

“Advertising of certain intimate personal products which might offend or embarrass the
listening audience is unacceptable. Among these are products for the treatment pf hem-
orrhoids and for use in feminine hygiene.”

This is the first time a direct veto has been suggested against specific product types, bring-
ing to mind a recent (successful] radio test for a unique but highly unorthodox copy tech-
rique n behalf of a feminine hygiene item, Tassette through Weiss & Geller, N.Y.

Single-rate issue continues apace, with gaining number of stations converting their
rate cards so that national and local advertisers respond to sales lures of the same an-
nouncement and program costs. Among the newest in the one-rate lineup: WHAT Phila-
delphia and KRAK Sacramento. Former station, specialist in Negro-appeal radio, is headed
by President William A, Banks. His theory: ‘“The single rate is fair to all advertisers, is the
inevitable solution to many rate problems broadcasters and advertisers have faced.” Man-
ning Slater, president and general manager of KRAK, thinks the one-rate “is the only logical

L

answer to the ever-present problem of ‘who gets what rate when'.

New Negrp market information from the Keystone Broadcasting System, which an-
alyzed Negro-appeal programing for its 361 radio station affiliates in 23 states, finds that

tbe average station programs 43 quarter-hours weekly to this specialized audience.

The breakdown as to total hours {not quarters} of Negro-appeal programing for the
KBS Negro network: 20 hours or less per week, 318 stations; 21 to 40 hours, 36 sta-
tions; 41 and 100 hours, 6 stations; over 100 hours, 1 station. (Highest amount of air
time is for an Alabama affiliate, with 118 hours weekly of Negro-appeal programing.)

Progressive legislation was passed 1 June in California after strenuous efforts for 20
years by many groups, including the state’s Associated Press Radio and Tv Assn. and its
chairman, Don Mozley, news director of KCBS San Francisco, as well as the California
Broadcasters Assn. The issue: whether air newsmen would have the same privilege of their
print brethren in not disclosing confidential news sources. The victory: the state Senate
judiciary committee voted approval before sanction by the governor and the state legislature.

What makes selling ammuinition? A lof more than mimeographed station logs sent
to reps or a re-hash of a program schedule multilithed for agency buyers and media super-
visors. So said an agency media man commenting on the type of station information he
wants to see and citing a recent two-color folder issued by WQXR New York. What do buy-
ers want in a station folder? *“Market, market and MORE market information,” he said.
Among this station's facts: county-by-county primary and secondary areas with radio homes
in each, audience composition analysis as to family income, education, occupation; net
unduplicated homes reached dajly and weekly.

U. S. RADIO/June 1961




SOUNDINGS

news & interpretation

The “survey week"” rash is being treated in Canada, the Bureau of Broadcast Meas-
urement reports. Canadian stations followed the pattern of some U. S. colleagues in hypo-
ing activity before the scheduled measurement. But Duncan Grant, executive v.p. of the
bureau, says his investigating committee—set up to “study formal complaints and to make
recommendations for disciplinary action"—hasn't had anything to do so far

This month one of the nation's oldest ad agencies, Bozell and Jacobs,
observes its 40th anniversary at headquarters in Omaha with a “return to the fold” of more

than 100 executive staffers from 12 cities where branch operations are located. The an-
niversary coincides with an annual meeting of key personnel and a re-appraisal of work.
which has been done, which is still to be done in the vast area of advertising and allied
activity. A long-time radio pro who goes to these sessions, discussing the medium in New
York before leaving to attend the conclave, is V.P. (for broadcast) Harold Fair. Said he:
“No matter how big any other medium ever gets, the one which comes into the home local-
ly with a purely local stamp is radio. Tv, which for awhile assumed the mantle of showman-
ship and new excitement, turned ears and eyes from radio. But today, with radio’s news,
information, immediacy and reliability, the older medium still has a vast potential.”

If you consider Memphis, Tenn. a “typical Negro market,” you']l be interested irt get-
ting a copy of a new study, “Pilot survey of a Negro market,” published by Brick Muller &

Associates, Falls Bldg, Memphis. The cost per copy: $25; $7.50 for each additional. Facts
and figures on market, media, radio tune-in and consumer preferentes are pegged on per
sonal interviews:.

Fall buying tactics and patterns for products in the big and
booming drug field will kick-off the July issuc, with a full
report on what majar national advertisers in the cold and
headache remedy product categories, in particular. will
air next fall to market their merchandise. Thewr heavy-
up comes, of course, as the cold season descends on all sec-
tions of the country. Readers will also find a profile of a
30-year radio veteran, Harold Fair, broadcast v.p. for Bozell
& Jacobs, New York, whose radio theortes and practices are
N EXT keyed to his quote from Alistair Cooke: “Radio 1s almost a
talking wallpaper.” There'll also be a penetrating analysis
MONTH. of some of the reasons why FCC Chairman Minow’s con-
" cepts of “well advertised” public hearings for station b
censes and renewals “arc wrong.” And a rundown on how
a national radio advertiser. Pet Milk, tailors its own orig-
mal programn to a selected media pattern will highlight the
advantages of a sponsor matching the physical buy to the
cutertainment program surrounding if. 1.s. Rapio will also
print in their eatirety a sclection of autstanding editorials—
concerning much-fought-for issucs—aired by leading radio
stations throughout the country.

U. S. RADIO/June 1961




WHO Radio

should be No. 14
on any “‘Top Market”

racdio list!

50,000-Watt WHO Radio Covers

865,350 Homes In lowa

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

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

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

PLUS!

metro areas, including Des Moines, account fot
just 33%.)

Many suiveys, for 23 consecutive years, have
measured the Iowa radio audience, and have proved
that WHO is Iowa's most listened-to radio station.
A 93-county area Pulse (March, 1960) gives WHO
the No. 1 position in every weekday quarter-hour
surveyed over 85 other stations.

Next time you make up a “top radio market” list,
be sure No. 14 1s WHO Radio! Ask your PGW
Colonel for the latest information on “lowa Plus.”

Sources: Pulse (March, 1960), NCS No. 2, SRDS

WHO

for lowa PLUS!

Des Moines .

« . 30,000 Watts

NBC Affiliafe
WHO Radio i$ parc of Central Broadcasting Lompany, which also owns and operates WHO-TV, Des Moines; WOC and WOC.TV, Davenport

Col. B. ). Palmer, President
P. A. Loyet, Resident Managec
Robert, H. Harcer, Sales Manager

&- Peters. Griffing Woodward, Inc., Representatives

U. S. RADIO/June 1961
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The “color house” that quality
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Radio studio. Show in progress. Sales reception room,




nd integrity built

Color studio. Show yehearsal.

Mid-America Broadcast Center

finest in the nation

The only broadcasting center conceived, de
signed and built for color—WGN's new, ultra-
modern studios offer clients a total service.
There are three complete color studios, con-
taining every facility for the production of
color programs, from ID commercials to hout-
long musicals. And a mobile, remote-color-
unit covers any news break, sports event or
other program in any part of Chicago or its
suburbs. WGN's remote color facility is one
of only two in the entire country!

In addition to color . . . the exciting WGN
Broadcast Center is the finest, best equipped
broadcast plant in the land. Its facilities —
including a turntable stage for automobile
commercials —are unparalleled anywhere in
radio and tefevision, in audio and video tap-
ing and in all other related services.

Owned and operated by Chicagoans, this
great new WGN “color house’' is dedicated
to rendering greater service to all Chicago-
l[and—to advertisers, and to their agencies.

Radio and
Television

25Q1 Brad|ey Place, Chicdgo 18, Illinois
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RAD'O’S REACH / JUNE 1961

AMSTATIONSON AIR* . . . . .« . s« v s ooeae.... 3072
FMSTATIONS ON AIR* . . , . . ¢ v « o s o en e s evaae.. 3066
... 1,384,052
156,394,000
. 40,387,000
. 15,500,000

- e

SETS MANUFACTURED** , . . « ¢ s ¢ o o 5 « g

RADIOSETSINUSE . . . . . . .« s o s a5 o4

CARRAD'”STc.ocucp-c-'o.-'-.o--b

»

LY

FMSETSINUSE}! . . . . v v v c o v oo o o oun

AM STATIONS ON AIR: The 3,572 am stations on the air at the end of April represent
an increase of 11 stations over the previous month. Applications pending: 5415 stations
under construction: 153.

FM STATIONS ON AIR: Fm stations on the air at the end of April number 866, an m-
crease of 11 stations compared with the previous month. Applications pending: 73; sta-
tions under construction: 210.

SETS MANUFACTURED: Total radio production in March, 1,384,052, mcludes 384,227
auto radios and 75,044 fm radios. This total is 271,023 sets higher than the previous
month. Total radio sales for March, excluding auto radios, is 853,821, an increase of
187,593 over February. Cumulative radio sales for the year total 2,100,729, just above
last year's mark of 2,079,308 scts. Radio production to date this year totals 3,589,154 sets
against 4,465,706 sets produced last year.

NETWORK: Pcpsi-Cola Co. leads network advertisers in terms of 1otal home broadcasts
according to A, C. Niclsen Co.’s monthly index for four weeks ending April 2, 1961.
Pepsi registers 341 broadcasts far a total of 133,585,000 home broadcasts delivered. In
the seccond position is Sylvania Electric Products with 239 broadcasts and 130.764.000
home broadeasts delivered. Liggett & Myers Tobacco, Pharmaco Inc. and R. J. Reynokds
T'obacco follow in third, fourth and fifth position, respectively. Mennen Co. leads in total
coumercial minntes delivered, broadcasting 112,211,000, Sylvania Electric Producis s
sccond with 103,941,000 commercial minutes delivered. In third, fourth and fifth posi
tians are Liggett & Myers Tobacco, Pharmaco and Studebaker-Packard Corp.

LOCAL: An audicnce participation program aived six nights a week on KOOIY Honolul
(formerly broadeast on another station there) began April 1 with 41 weekly sponsors. All
sponsars are on 52-weck comracts bringing §2.600 in billings monthly to the stavion
Other new business sigried by KOOD in April boosted the total increase in billings over
March 1o $3,300. L]

"PCE Sprll, TUEIA, Mareh, CRLAT o0 luidia
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The Big

Radio World !

...with audience among top 10 in

America!...and first in Cincinnati!

WLW RADIO now commands an overwhelm-
ing 70% of the daytime total audience, more
than twice as much as the other 4 Cincinnati
Radio Stations combined! And WLW Radio
also commands 38%, of the daytime metro-
politan Cincinnati cudiefi¢e.

WLW Radia has increased its daytime total

audience 50%, in one year! And has increased
its daytime metropolitan Cincinnati audience
27% in one year!

So when you're buying Radio time, take a
good look ot these figures and charts . . . and
you'll see why you should call your WLW
Representative! You'll be glad you did.

TOTAL AUDIENCE (October-November 1960 NSI)

Number of Radio Homés Reached Per Broadcast. Average Y% Hour Per 3 Hour Day Part—6 AM {6 6 PM,

1,000 10,000 20,000 30,000 40,000 50,000 60.000 70,000 80,000 90,000
WLW
Station B
Stafion C H
Stafion DH
Station E}.
CINCINNATI AUDIENCE {October-November 1960 NSI)
Wumber of Radio Homes Reached Per Broadcast. Average % Hour Per 3 Hour Day Part—6 AM to 6 PM—
projected against 320,200 radio homes in metro Cincinnati,
1,000 3,000 5,000 7,000 11,000 13,000 15,000 17,000 19,000
WLW
Station B H,
Station C
Station DH
Station Er

World's Highest Fidelity Radio Station

U. S, RADIO/June 1961
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AMERICAN TOBACCO COMPANY

Agency: Lawrence C. Gumbinner,
New York

Product: cIGARs

The tobacco company launches a
10-week drive beginning July 1 for
Roi-Tan cigars. Spots have been
placed in 15 top markets, predomi-
nantly on the west coast. Traffic and
week-end times will receive the ma-
jor portion of the schedule. Time:
buyer is George Blinn.

BRISTOL-MYERS

Agency: Dolerty, Clifford, Steers &
Shenfield Inc., New York

Producl: DEODORANT

With summer approaching rapid-
ly, Bristol-Myers opens an eight-week
campaign for Mum deodorant. The
fAight will hit 30 markets in the
south and southwest, beginning
July 3. Frequencies range from 12
to 30 per week for one-minute tran-
scribed announcements. Both day
and evening times throughout the
week will be used, Don Miller is the
timebuyer.

CHURCH & DWIGHT co.

Agency: Charles W. Hoyt Inc,,
New York

Product: saKiNG sobA

A onemonth campaign extolling
the versatility of Arm & Hammer
baking soda hits New York City and
four major markets in Tennessee
June 26. Besides its use in baking,
says timebuyer Doug Humm, the
product can soothe sunburned skin,
wash cars and douse fues. Six sta-
tions in Chattanooga, Knoxiille,
Memphis and Nashville and three
stations in New  York  (WOR,
WNEW, WAIGM)  will carry the

16

" TIME BUYS

spots both day and evening, prima-
rily during weekdays. Frequencies
range from 20 one-minufe announce-
ments per week in Tennessee to 25
to 50 20s and 30s per week in New
York, depending on the station,

HERTZ SYSTEM INC.

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

Product: AUTOMOBILE RENTALS

The¢ automobile rental service has
begun a foray into about 10 or 12 se-
lected markets. The starting time
was June 5 for the eight-week cam-
paign. Al} announcements areé min-
utes

PUROLATOR

Agency: J. Walter Thompson Inc.,
New York

Productz AUTOMOBILE FILTER

Blanketing the country with radio,
Purolator, the oil and air automo-
bile filier, opens an eight-week siag-
gered campaign in 8] markets on
June 26. Concentrating on traffic
hours, evening and weekends, the
spots will run 30 seconds and one
minute. Frequencies vary according
to location. The announcements
will be broadcast both live and re-
corded with the Blair Group forming
a major portion of the stations used.
Helen Davis is the timnebuyer.

SAVINGS BANK ASSUCIATION
OF NEW YORK STATE
Agency: Benton & Howles Inc.

New York
Product: savINGS ACCOLNTS
The Savings Bank Association enters
radio fov the first time when it opens
a 10-week campaign in New York
Stite on Juue 25. Tn an effort to

persuade the consumer to spend lgss
and save more, the association has
purchased spots in 15 major New
York State markets. About 30 sta-
tions will broadcast the one-minute
and 30-second transcribed announce-
ments, primarily during traffic, day-
time and weekend times. Bob Silber-
berg is the timebuyer,

TEXACO INC.

Agency: Cunningham & 1¥alsh Inc.,
New York

Product: GASOLINE

A ]00-market campaign, involving
about 200 stations in all sections of
the country, opens for Texaco on
June 29. The drive will run through
Labor Day, concentrating on traffic
and week-end times. Frequencies
average about 30 one-minute ets
per week per market. Timebuyer is
Bill Santoni.

VOLVO
Agency; Sind & Sullivan, New York
Product: AuTOoMOBILES

The Swedish import has begun a
drive nro 14 major markets from
coast to coast. Starting date was
May 22 for the 13-week siaggered
campaign. About 45 stations are in-
volved, broadcasting 20s. 30s and
minutes during traffic umes. Fre-
quencies range from 10 to 95 per
week, depending on the size of the
market. Timebuyer is Jean Simpson.

BROOKS FOODS

Agency: S. E. Zubrow Inc.,
Philadelphia

Product: roons

A big flight of spots in 10 to 12 mid-
western markets gets started the
week of July 10 for Brooks best sell-

U, S. RADIO/June 1961




ers; catsup, barbecue sauce and

baked beans. The Illinois food |

maker and packager, which uses
radio as its only ad medium, will run
this flight for four to six weeks, Mar-
kets to be saturated are St. Louis,
Detroit, Chicago, Louisville, Grand
Rapids, Peoria, Cleveland, Kansas
City, Cincinnati, Milwaukee and In-
dianapolis. The agency has ordered
a combination of 60- and five-second
spots, with [requencies varied by
market. The fivesecond announce-
ments will get the most play in most
markets. For instance, Chicago sta-
tions will be blitzed with 35 minutes
per week and 70 fives. Weekday,
daytime emphasis will lean toward
Wednesday, Thursday and Friday,
the favorite shopping days. Time-
buyer is Yolanda Tini.

FORD MOTOR CO.

Agency: Kenyon & Eckhardl Inc.,
New York

Product: FORD INSTITUTIONAL

The Ford Road Show, Tn progress
this year from March through July,
moved into Minneapolis June 14 for
a 10-day stay. A caravan of current
Ford models that goes from city to
city, the Road Show parks itself in
a shopping center from which jt
sponsors live disc jockey broadcasts
with commercials enticing the listen-
er to ‘“‘come see the Ford Road
Show.” In Minneapolis the show
will be heard on four stations, using
18 20-second spots and six one-min-
ute spots per station per day. All
spots are live, promoting the Ford
line. It is estimated that Kenyon
& Eckhardt spent $2,400 for the Min-
neapolis placements.

GROVE LABORATORIES
Agency: Doherty, Clifford, Steers &
Shenfield Inc.,, New York

Product: AMAIENS MEDICATED POWDER

A 13-week flight, centering on 20 ma-
jor eastern markets, was initiated on
May 22 by Grove for its Ammens
Powder product. A total of 40 sta-
tions are broadcasting the one min-
ute ets at the rate of 24 per week.
Week-days, both day and evening,
are handling the bulk of the sched-
ule, although some week-end time

has been purchased. Bob Widholm

is the timebuyer.
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*1 BILLION+

will pour into New England
during

 SUMMER
VACATION
MONTHS

ONLY
The Yankee Network

DELIVERS

3 Strategically Located
Radio Stations:

MAINE MASS.
*Boston
Augusta :
Fall River
Bangor i
Biddeford g*chbgf? ' 9 6 ; (o)
Houlton Hreen.|e
Lewiston Lg::ﬁ's of "-his
Portland
Northampton
Frompee s ioyvaibald RICH MARKET
N. H Springfield
Sl Ware
Claremont Worcester pLUS - Bonus
Concord CONN. mer“me
Hanover Bridgeport A gum . '
Keener Hartford vy
Manchester New Lendon ‘ OF
Torrington
VERMONT  Waterbury MILLIONS OF TOURISTS,
Brattleboro I; |.d SPENDING MILLIONS OF
Rutland reviderice DOLLARS, BUYING MILLIONS
Westerl !
Waterbury esterly dF PROTUETN!
*BOSTON
WNAC, 50,000 Watts
Key Station

w [fankee Network

2] Brookline Avenue, Boston TS, Mass
A Divisian of RKO General ~ Represented Nofionally by H-R

Sell Your Product to ALL New England

at 1 TIME WITH 1 BUY
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NOTHING FASTER...
NO HIGHER QUALITY!

The completely transistorized S5CPB features
perfect quality and greatest reliability. It is the

fastest automated audio unit you can get...

carefully designed and built to give you the
continuous, dependable service you need

A PERFECT compANIon! MacKenzie 1CPR
Instant Recorder —and single-channel
playback repeater —assures perfect pre-
recorded announcements...made in leisure
time. Provides natural live quality repro
duction...instant playback...instant auto-
matic erasure, interlocked against accidental
operation. Saves waste motion, lost time...
makes every precious second count...for you!

Check haw MACKENZIE “Instant”’ Audia
tan save you at koast faur minutes of
soleable time each doy ... or at Jeast 120
minutes of saleable time per manth!

Send caupon TODAYI

Proven by millions of hours of contin

® ® @ &8 o @

s ®© & © H & & S £ O 9 » e

5CPB FIVE-CHANNEL SELECTIVE PROGRAM REPEATER

A

UouUS service

MACKENZIE 5CPB Five-Channel Selective
Program Repeafer gives you quick returns on your
investment

Time 1S MONEY! And every second saved...every miscue
or fluff that you eliminate means more time to be sold...
fewer penalties...and all of these mean greater return
on your investment.

The ruggedly built, completely dependable MACKENZIE
5CPB contains five continuous loop tapes that may be used
simultaneously or individually...plays pre-recorded spots,
announcements, commercials, station breaks, jingles, music
bridges, sound effects...any material requiring precision
cueing and instantaneous stop-start operation. Saves
seconds-minutes-hours,,,puts money in your pocket!

[ F X XXX EREEERNY N AN R T A F RN RN NN AN WA N I RN RN NN

D Pleose cantack us immediafely.
Gentlemen,
D Pleasc moil me the camplete stary on
MACKENZIE money-moking equipment.
Name —
Title -
Compony. -=
Address S—
Ciiy. — State.
g .' Norman J. Ostby, General Manager
.00
o
ad
=
: @MACKENZIE ELECTRONICS, INC
3 : .
5 . 1028 HORTH Mc CADOEN PLACE. HOLLYWOODR 35, CALIF. / HOlywood 35186
L
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HOPE MARTINEZ

Timebuyer, BBDO Inc., New York
Winner of the June Silver AMike Award

She is not only the “happiest
and luckiest timebuyer in New
York”; she is also the most dec-
orated woman timebuyer in the
same city. Her name is Hope
Martinez and she recently be-
came the first woman to win
~ the Silver Nail Timebuyer of
| the Year award of the Station
' Representatives Association.
“Although reps may com-
plain about Hope because she
i1s a tough dindividual,” said
Frank Pellegrin, executive vice-
president of H-R Representa-
tives Inc., in presenting the award, “they know that
when they make a sale, BBDO has inade the top buy.”
Hope takes her reputation as a tough-minded buyer
with grace and good nature. This combination of qual-
ities has easily made her one of the best known and
most respected of female timebuyers along Madison

Avenue during the 15 years she has been with BBDO
Inc.

She stepped out of a “dull job in an accounting
office™ to walk into advertising in 1945. She did so on
the advice of a friend who thought she should give ad-
vertising a whirl,

And give i¢ a whirl she did. When she went to
BBDO she started in the accounting department there.
A year later she was in the hospital for the birth of
her only child, Claudia, now 14. Within four months
she was back in the office, this time in the media de-
partment as an assistant timebuyer.

It was during these years that television was a baby
and radio enjoyed the prominence of big billings—
whether stars or advertisers. Hope first worked on the
American Tobacco account for Lucky Strike (she still
does) and the New York Telephone Co. account.

“In those days I learned a lot about radio that I've
never forgotten. I think radio is terrific and I never
hesitate to tell an account group they ought to use it
if it's what the client needs,” she says. In the past few
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years she has bought time for United Fruit as well as
Luckies, two of the biggest radio users in the past
decade.

Her real name is Esperanza, the Spamish word for
hope. She was born in Spain, in the capital city of
Madrid. Her parents brought the family to New York
when she was very young.

She is married to John Anzolin, who works in New
York in the automobile finance and insurance field.
Of her career, she says, “Sometimes my husband doesn’t
exactly understand my work or why I find it so inter-
esting. But we have always been able to keep a happy
marriage in spite of my job. During a buying spree [
may be in the ofhice until 9 p.m., but we always make
allowances for this because it is just unavoidable.”

The Anzolins lived at one time in their own home
in Nassau County, Long Island. But they now live in
a Kew Gardens, Queens, apartment. “I just got slowly
sick of pulling up weeds, cutting grass and commut-
ing,” she explains. It now takes her one-half hour to
get to the office on the subway.

Hope says that daughier Claudia does not particu-
larly want to be a timebuyer. “But if she did, I cer-
tainly wouldn’t want to discourage her. I have loved
my job. Claudia would like to study the dance. If she
still wants to do that when she is old enough to start
a career, I'll be 100 percent behind her.” Claudia now
attends a private school in Queens. Her mother
would like to send her to college. But she thinks noth-
ing can replace the education of learning the ropes oii
the job.

Recalling her own education, Hope says that she
never planned on a particular career. She autended
Washington Irving High School and Benjamin Frank-
lin School of Business, both in New York City. “I
liked my business courses, but I could never staid
shorthand. All T knew was that I'd better train for
something because I had to earn a living some day.”

As the Silver Nail Timebuyer of the Year, Miss
Martinez has not doné badly at earning a living. Not
badly at all. =
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GO REGIONAL!

COVER ALL KELO-LAND!

There’s no stopping a radio spot
when you place it on KELO Sioux

Falls. 13.600-watt franklinized
power hurls vour message through-
out all KELQO-LAND. And KELO
program power (built on sensible
music picks, full NBC news, color-
ful weather reporting, on-the-spot
sportscasts) drives vonx message
home contincingly!

NBC

KELO

13,600 WATTS RADIATED POWER

Sioux Falls, 5. D. and all Kelo-land
JOE FLOYD, President
Jim Molohon. Mgr.; Evans Nord, Gen. Mgr.
Represented notionally by H-R
ln Minneapal's by Wayne Evans & Assotiates

aml M/DCO

AMidcontinent Broudcasting Grolip

KELO-LAND/tv ond rodie Sioux Falls, S. D.;
WLOL/em, tm Minncapolis-St. Poul, WKOW/om
ond tv Moadisen, Wiy ; K30 rodio Dcs Moincs

e ——— e E—p——
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U.S. RADIO

Results,

experiment

A HIT!

The “new” u.s. rADIO is a hit,

Format, editorial treatment and
content all add up to a book which
is truly representative of our in-
dustry.

Ed Papazian says radio “has no
central voice.”

The article entitled An Open Lel-
ter to Governor Collins notes “radio

. . needs a powerful, vibrant and

| truly natiomal voice of its own.”

U.s. RADIO fs a step in the right di-

rection.
ROBERT M. TETER
IYice-President-Radio
Peters, Grifin, Woodward Inc.
New York
Having just finislied reading the
first issue of the "new™ t.s. rapiO, ]
must take this opportunity to add
my congratulations to the many you
have already received.

We derive a great deal of pleasure
and mspiration from the fact that an
excellent publication such as yours
is dedicated to the same end we seek:
the increase of “radio’s power, pros-
perity and prestige.”

We contemplate your Tutare with
excitement and anticipate your suc-
cess with pride. May the coming
vears bring you that which you seek
for others.

JACK D. ALEXANDER

Executive I'ice-President

Futnrsonic Productions inc.

Dallas
1 appreciate the personal cupy of
the first issue of v.s. ramo under
your uew  prestige  format. 1m0
pleased 10 see this iinprovement in a
magazine that devotes isell entirely
to the subject of radio, which is so
often overlooked i other publica-
tions. Congratulations and keep np
the good work.

LETTERS m——

Best wishes from \WBZ, which this
year celebrates 40 years of broad-
casting in the public interest,

PAUL G. O'FRIEL

General Manager
WWBZ
Boston

I read the April-May issue of us.
RADIO from cover to cover upon my
return from the convention and find
it to be an allradio journalistic
masterpiece.

I was very much sold on the idea
and philosophy behind us. rabio
previously, but the new approach,
material and layout is certainly ouf-
standing.

There's no gnestion in my mind
but what you are going to help
radio’s case in the years to came.

SIMON GOLDMAN
President
WJTN
Jamestown, N.Y.

l just finished reading the April-
May issue of u.s. RADIO.

I am deeply thrilled tltat the -
dustry now has a fine magazine will-
ing to stand up and be counted for
radio.

PHIL PHILLIPS

General Managet
KBRS
Springdale, Ark.

DEAR GOVERNOR
I think your May issue of 1.5, rAniO
is great!

Believe me, t.s. RAmMo has come a
long way since its first publication
when as director of advertising for
WBRBM Chicago 1| placed an .

Your open letter to Governor Col-
lins is the sort of approach that will
cventually make v, ramo  the
spokesuiadt for radio that it should

be.
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Again, miy hearty congratulations
and kudos to the staff!

HARRY WILBER
General Manager

WBEE

Chicago
Seldom in 23 years of broadcasting
have we written to a trade paper.
Your Dear Gowvernor letter, April-
May issue, deserves commendation.
It realistically outlines radio’s chal-
lenges. It reflects mature and affirma-
tive hope for an unfettered competi-
tive mass media. It admonishes im-
passive industry leadership, selfish
devisive actions, ot petulant regula-
tory threats. We need greater unity.

BOB THOMAS

WJAG
Norfolk, Neb.

COMMERCIAL CLINIC

What a very nice article about our
Mr. Julian Koenig and our agency. 1
know Mr. Koenig enjoyed reading it
as I did.

I was wondering if you would
kindly send me four or five copies of
the magazine. Thank you for your
attention and assistance.

DIANE SHUGRUE
Papert, Koenlg & Lois Inc

New York
Thank you so much for the copy of
us. rapIO with the Falstaff story. I
think it is a great article and I am
sure that everyone from Buddy
Griesidieck on down at Falstaff will
be similarly delighted.

JOHN DICKSON

KAMPC
Los Angeles

SILVER MIKE

It was a most pleasant surprise to
pick up the March issue of u.s. raDIO
and find that I had won your Silver
Mike Award.

So often there is previous notice
when such an award is made, 1 feel
that a completely unexpected award
seems to have added luster. My sec-
ond surprise came when I received
the very handsome and useful ash-
tray bearing the miniature silver

mike. Itison my desk as I write you,
and it will always have a place of |
honor in my office. i

ROBERT E. DUNVILLE

President
Crosley Broadcasting Corp.
Cincinnatt
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.audience on
-Houston's
T0P
station-at" the
- LOWEST
COST PER
THOUSAND

‘NWT§;§{|4'ET'Ihl\|U|;![

>
THE LEADER IN HOUSTON — 24 HOURS
Aftiliated with K*QUE — Houston’s
TOP FM STATION
MEMBER OF TEXAS QUADRANGLE
IN HOUSTON, CALL DAVE MORRIS
JAckson 3-2581

: THE KATZ AGENCY. inc
MNational Representatives
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QUALITY BROADCASTING
SELLS RICH, RICH
SOUTHERN

NEW ENGLAND

QUALITY IN THE SADDLER'S CRAFT IS REPRESENTED BY THE WORLD FAMQUS SMITH WORTHINGTON
FORWARD SEAT SADDLE. CUSTCM MADE IN HARTFORD. CONNECTICUT. A HARTFORD FIRM SINCE
1794, THE SMITH WORTHINGTON SADOLERY COMPANY |S THE OLDEST ORGANIZATION OF ITS KIND IN

THE NATION,

QUALITY IN BROADCASTING 1S THE HALLMARK OF WTIC TELEVISION AND RADIO WHOSE FIRST

CONSIDERATION IS ALWAYS THE VIEWER AND LISTENER

WTIC'TV 3 CBS Affiliate

REPRESENTED BY HARRINGTON, RIGHTER & PARSONS, INC,

WTIC 50,000 watts nsc arriate

REPRESENTED BY THE HENRY |, CHRISTAL COMPANY
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With $25 million a year in radio,

the auto makers can hit drivers right

behind the wheel. This explains...

WHY DETROIT LOVES RADIO
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ily, became the medium on which
Detroit could most lean. By check-
ing business figures, (which auto-
makers do regularly and often Yo
map advertising), it was possible to
order radio schedules immediately
on the heels of a climb in sales. This
condition produced a more than
usual sporadic pattern for the bay-
ing of radio.

On the local scene, America’s
32,896 automobile dealers kept a
steady pace of local radio advertis-
mng. In most communities, dealers
who have not been off the air in
years insisted they do not intend. to
get off the air in 1961.

The introduction of eight new
compact cars—in Tess than eighteen
months—achieved part of Detroit’s
goal: Sales of imported cars in the
U.S. dropped in 1960 for the firsi
time in six years.

A rise in sales and production
began to be felt as the automotive
mdustry moved into the summer
months. The last week in May be.
came the second best production
period so far this year. But the year-
to-date total is 35 percent behind
that of a year ago.

It is known that in 1960 the five
major automotive manufacturers—
American Motors Corp., Chrysier
Corp., Ford Motor Co., General
Motors Corp. and Studebaker-Pack-
ard Corp. — spent approximately
$120,000,000 on advertising. 1t is
estimated that they spent $25,000,-
000—give or take a few—on radio
advertising during that year. This
hgure, of course, includes the out-
lays for introducing the 1961 cars.

Radio advertising for Chevrolet,
which spent $§3 million, this year
took three roads: national spot,
network and local spot. The na-
tional spot campaigns began at
intraducuon with 52-week coutracts,
while networks carried Chevy com-
mercials via CBS and NBC news
Cheviolet also matde extensive buys
on stations of Keystone Broadcasting
Systein, which the agency classifies
as network purchases. In local mar-
kets, most of Chevrotet’s 7,065 deals
ers  participated  actively in  caimne
saigis on their commnuity’s stations.

Chevy began its 29th year in radio
last [all with a ihree-week introdue-
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tory campaign that reached into 150
markets using 300 radio stations, ac-
cording to Robert H. Crooker Jr.
who is associate media supervisor on
the account at Campbell-Ewald Inc.,
Detroit. During the announcement
period Chevrolet’s frequencies hit
36 spots a week per station, concen-
trated in drive times and on week-
ends. The announcements were one
minute transcriptions.

"“We purchased spots on at leastk
two stations per market,” reports
Mr. Crooker. "During the introduc-
tion frequencies were as high as 36
spots a week including weekends.
Most of our spots were run during
drive times. The remaining 30 per-
cent Wwere scattered through the
schedule, with some dropped in on
weekends.”

When the introduction ended,
Chevrolet's radio campaign did not.
Spots continued in selected markets,
at least GO strong, on 125 stations.
However, according to the Camp-
bell-Ewald, frequencies dropped to
10-12 spots per week. Again, Chev-
rolet used at least two stations per
market. Spots were placed the same
way everywhere: a minute in morn-
ing drive timé¢ and another in the
afternoon drive period. 1Vhere 12
spots a week were bought, the extra
two ran on Saturdays.

The spot campaign is still running
in some markets. But some markets
were dropped at the end of March,
according to some trade sources.
Chevrolet denies dropping any mar-
kets, but the fact that it was done is
generally agreed.

As one industry source revealed,
“Chevrolet was on a large number
of stations in many markets on a 52-
week basis which was terminated
March 31." Another spokesman re-
vealed that Chevrolet broke off its
campaign in a “heartbreaking man-
ner. It first cancelled completely,
then reinstated some campaigns. It
later changed its radio advertising to
alternate-week-schedules in markets
that were reinstated.”

On the networks, Chevy has been
and continues to be extremely active.
CBS Radio reports that Chevrolet
has renewed sponsorship of the
“Chevy News” with Robert Trout
and Allan Jackson. The auto firm
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has sponsored Trout and Jackson
newscasts since July, 1954. It fakes
12 five-minute programs on Saturday
and Sunday. The long-term tie-up
between Chevrolet and these two
radio reporters has linked them ir-
revocably in the public mind, thus
providing a classic example of spon-
sor identification with a type ol
program.

Chevrolet has also sponsored such
CBS radio programs as "Challenge
of the Fifties,” and “Years of Crisis.”

On NBC, Chevrolet has 85 News
on the Hour programs per week.
The 10-minute newscasts are sched-
uled 17 a day, Monday through Fri-
day, and are shared by four spon-
sors. Each program has a one
minute announcement for the pri-
mary sponsor and 30second an-
nouncement for the secondary spon-
sor. Sponsors are rotated in such a
way that Chevrolet’s commercials
would be heard on eight news shows
one day, nine the next.

Chevrolet reports that when its
wholesale. cancellation of spot radio
was rumored its spot schedules were
[imited to those markets where there
were no NBC or CBS network out-
lets carrying its programs, accord-
ing to Carl Uren, assistant advertis-
ing manager.

Chevrolet dealers are active in
their localities, but not on the scale
of Ford dealers who benefit from
J- Walter Thompson’s determined
organization of their ad programs in-
fo a tight network.

Most Chevy dealers have long
contracts with one or more stations.
Others stay off the air for a while
and “heavy up” with saturation
campaigns at sales-projected in-
tervals.

The most spectacular local cam-
paign for Chevy this past model year
was the Chevrolet dealer association
buy of the complete commercial
schedule of a half-dozen stations in
the Portsmouth, Va., area for an en-
tire day.

“Chevrolet is heavy in radio, be-
cause, we feel that it gives us excel-
lent coverage in major markets. It
is sound and economical,” says Jack
Izard, Chevrolet’s advertising man-
ager since January, 1960. “We en-
courage our dealers to use radic

Carson Pontiac, St. Louis, celebrated
first anniversary with painted Tempests
Dealer aduvertised on 1I'IL all year.
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Rambler dealers of Philadelphia

co-sponsor IWCAU broadcasts of Eagles
football and weekday sportscasts.

whenever the opportunity arises.”
Campbell-Ewald coordinates ad pro-
grams for several dealer associations,
but the bulk of dealer advertising is
handled direct by dealers or through
local ad agencies.

In contrast, the Ford Division of
Ford Motor Co. has perhaps one of
the most streamlined dealer circuits
of any new car manufacturer. It
has been variously estimated that J.
Walter Thompson places from $5
million to $7 million every year for
Ford in radio. Most of this is spent
on the local level hy dealers. Less
$2 million, perhaps less than $1 mil-
lion has been spent on national spot
this year, the second year that Ford
has been all but off national airwaves
except for announcement time.

Last fall, according to Thompson's
chief timebuyer on the account,
Harold Veltman, Ford opened the
model year with national spot in fts
top 60 markets. The campaign was
shared equally by the Ford car, the
Falcon compact, with some time go-
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ing to Ford’s Thunderbird.

Ford went on the air for Fal-
con with a two-week campaign
beginning April 19 in 60 markets.
Using frequencies from 45 to 90
spots per week in this muliiple-sta:
tion buy, it is reported that Ford
spent $165,000 on the campaign.
Aost announcements were scheduled
during drive times, but they were
supplemented in a few cases. with
weekend spots.

The company used spot at one
other instance in the Fall, 1960. Says
Edward Rodgers, administrator of
broadcast. advertising for Ford Di-
vision, “We used radio to promote

L

L3
-

our 12-month warranty last Fall. We
went on the air so fast that we wired
live copy to our field representatives
and they had it on the air within
24 hours. This was a demonstration
of great flexibility. It certainly met
our demands. I would like (o learn
more about other ways in which
radio can be used for its flexibility.”

Ford does not advertise on net-
work radio.

But it remains for the local ac-
tivities of the 6,756 Ford dealers, or-
ganized into 36 dealer associations,
to tell the real story of Ford's siake
in radio.

In the New York district of Ford

Dealers Association, there are 126
dealers, according to Carl Rhodes,
JWT’s account executive for the dis-
trict. “The 1961 radio budget for
the New York FDA,” he says, "is
nearly one-fourth, or about 2214
percent of the total advertising
budget. Keeping in mind that the
local dealer is very much a part of
his own community, we often place
his schedules on low-power stations
to avoid too much overlap into an-
other dealer’s area. Sure, we like the
greater reach that the more powerful
stations provide; but a dealer has a
strong personal identification with
his community and he likes 1o show

The major automobile companies, their products, the advertising

ADVERTISER

ADVERTISING EXECUTIVES

AGENCY

American Motors Corp.

Rambler, Americarf

E. B. Brogan—AM

Geyer, Morey, Madden & Ballard Inc.,
N.Y., Detroit

Chrysler Corp.
CHRYSLER DIV.
Chrysler, Imperial

James L. Wichert—D0ir. Adv.
James A. Lawson—Dir. Sdles Prom.
Elmer W. Rupp—Adv. Coardinator

Young & Rubicam Inc., Detrbit

DODGE DIV,

Dodge Dart
Dodge Polara
Lancer
Dodge Trugk

Wendell D, Moore—Dir. Adv. & Sales Prom.
Arnold C. Thomson—Adv. Mgr. [Car}
R. L. Goodwin—Adv. Mgr. (Truck)

Batten;, Barton, Durstiné & Osborn
Inc., N.Y., Detroit

PLYMOUTH DIV.

Plymauth
Valiant

John C. Guenther—Adv. Dir.
William A, Hammond—Mgr. Adv.

N. W. Ayer & Son Ing¢., Philadelphia,
Detroit

Ford Motor Co.

FORD MOTQR DIV.

Ford
Falcon
Ford Truck

John R. Bowers—AM
Edward Rodgers—Adm. B'cast Adv.
David W, Lee—AM—Ford Truck

J. Walter Thompson Inc., N.Y., Detroit

LINCOLN-MERCURY DIV.

Comet
Lincoln
Mereary

Chase Morsey Jr.;Mgr. Gen. Mktg.—L-M Div.

Robeért J. Fisher—Adv. & Sales Prom. Mgt—
L-M Div.

Bruce E. Miller—Adv. & Sales Prom, Mgr—
Mercury & Comet

Harry L. Swan—Adv. & Sales Prom. Mgr—
Lincoln Continental

Kenyon & Eckhardt lge., N.Y, Detroit
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his loyalty to the community station.
The dealer and the station manager
are both local business men trying
to strengthen business in their
town.”

In other Ford districts, radio gets
an even larger share than the one-
fourth of total budget allocated in
New York. Murray Kester, vice
president and general sales manager
of New York’s newest Ford agency,
Gotham Ford Inc., has spent many
years with agencies in smaller mar-
kets such as Wilkes-Barre and Doyles-
town, Pa,

“In the smaller towns,” says Mr.

Continued on page 52
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No. 1 agency radio buyer

Some $5 million of Ford vadio
advertising is placed annually by
J. Walter Thompson timebuyers

_ under the supervision of Ruth

Jones, associate media director.

3

agencies and the men and women responsible for radio campaigns

ACCOUNT EXECUTIVES

MEDIA EXECUTIVES

TIMEBUYERS

John F. Henry Jr.—VP-AS-Det,
Neal Nylan—VP-Dealer Adv.-Det.
Allen Gage—AE-Det.

Arthur L. Terry Jr.—Media Dir.-Detroit
Jan van Emmerik—Assoc. Media Dir.,
Broadcast—NY

Eugene A. Letournéau—Detroit

L 1. Serigny—AS

Thomas R, Maynard Jr—Dir, Media
Relations

Calvin Nixon

Robert E. Anderson—VP-Det.

John McKee—AS-Det,

Albert J. Weinrich—VP-Adrin.-Det,

Scott Frampton—AE-NY

Don Grant—AE-NY

John Wilson—AE-Det. {Passenger Cars)
William Gerstenberger—AE-Det. (Trugks)

John Bestecki—Media Contact Liaison

Woodruff (Woody) Crouse—Detroit
Mal Murray—NY

R. T. O'Rei]ly—VP-Det,
Louis T. Hagopian—AS-Det,

Robert Rowen—Media Super.-Phila-
delphia

Don Heller—Phil.
Mrs. Billie Farren—Phil.
Betty Kaufmany asst.—Phil.

Franklyn R. Thomas—AE-Det.

Robert Smith—AE-Det. (Ford Car)

Ted Teagarden—AE:Det. {Falcon)

William Carpenter—AE-Det. (Used Cars)
Harry Clark—AE-Det. (Parts and Service)
Joseph Swoyer—AE-Det. {Ford Dealers Assoc)d
Burton Dutkee—AE-Det. (Ford Dealers Assoc.)

Richard Jones—V.P., Media-NY
Ruth Jones—Assot. Media Dir.-NY

Harold Veltmari—NY-Chief
Walter Riley—NY

Richard Macaluso—NY
Dorothy Thornton—NY
John Flynn-—NY

Madeline Blount—NY

Eric Selch—NY

G. P. C. Fry—Sr.VP-Det.

Robert Black—AS-Det.—Lincoln & Fotd Corporate
David J. Gillespie—AS-Det.—Mercury & Comet
Robert Fitzgibbon—AE-Det.—Llincoln Continental
Robert Ellis—AE-Det.—Mercury
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J. Clifford Wilson—V.P., Media-Det.

A. F. Yagley—Media Super, Lincolry
Continental-Det.

John P. Hickey—Media Super, Mer-
cury & Comet-Det.

Boh Marton—NY
Ray Fertakos—NY

SEE PAGE 60
FOR REMAINDER OF CHART
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Last month the editors of the new
president of the NAB,

THE GOVERNOR

U. S. RAD|O SAID:

“It 4s unfortunate that television and radio
are so often and so carelessly lumped under the
general title of ‘broadcasting” . .. . radio too fre-
quently is short changed. Its distinctive mission,
character and importance become blurred.

“Radio today has five great needs. They are:

1. Radio needs more identity. Radio men
must express and emphasize those things which
make the medium different, special and unique.

2. Radio needs greater pride. Many radio
broadcasters have developed a sense of inferiority
unjustified by the facts of radio’s achievements.

3. Radio needs higher goals. Not one of the
leading radio men we have talked to recently be-
lieves that the medium has yet achieved more
than a fraction of its potential as 2 medium of
communication and a medium of commerce.

4. Radio needs veal leadership. This huge
diversified business in which individual decision
by hundreds of individual operators 1s the strong-
est guiding forcc, has nevertheless an urgent need
for strong leaders.

5. Radio needs a truly mational voice.
Radio’s story must be told on a broader scale,
and it must be told in depth.

“These, Governor Collins, are the beliefs an
which we are building the new U.s. RADIO.

“We connmnend these same goals and objectives
to you in your radio work at the NAB.”
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U. S, Radio addressed an “Open Letter” to the new

Gavernor LeRoy Collins, outlining radio’s five great needs

REPLIES TO OUR OPEN LETTER

e

NAB'S PRESIDENT ANSWERS:

“It was with great interest and appreciation
that I read your ‘open report’ addressed to me
in your recent issue,

First, permit me to congratulate you on your
expanded format.

This dynamic medium is too significant, im-
mense and varied to be appraised briefly, and it
is good to see additional coverage devoted to it
in the trade press.

You have outlined five goals for radio—the
needs for more identity, greater pride, higher
goals, real leadership and a national voice.

They are all worthy, indeed necessary.

They are goals all of us who are interested in
the improved welfare and stature of radio broad-
casting support, and NAB welcomes strong allies
in its continuing efforts to improve the estate of
radio broadcasting.

As you know, NAB has been active in the pro-
motion of radio—through such efforts as the
‘Sell Radio With Radio’ campaign and the Na-
tional Radio Month observance. We intend to
intensify and broaden our activities on behalf of
radio in the months ahead.

At the NAB convention, I said that iith better
research we can find a much brighter future for
radio in this country, and I added that in the re-
search center I proposed for NAB to establish
one of the first broad areas, out of which specific
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assignments would arise, should be: “Where do
we go from here in radio?’

As for the increased stature of radio broad-
casting, I can recommend no better prescription
than an' intelligently and fairly executed pro-
gram of broadcast editorialization by radio sta-
In thig way radio cements its integral
position in the overall positive forces for com-

tions:

munity improvement.

We will need, of course, continued improve-
ment in and more effective enforcement of our
Code of Good Practice. This is the public’s best
assurance of our commitment to quality, and our
own best assurance of integrity.

By the combined efforts of all of us interested
in radio’s advancement; I am sure that we can
contribute significantly to the greater future
which will be radia’s.

Toward that goal we need a chorus of voices,
sounding in harmony the myriad virtues of radio
broadcasting. Yours is warmly welcome.”

Sincerely,
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“Radio has great flow. It follows people wherever they go. That's why it's a

Gervald Arthur, Denalue & Goe v.p., listens fo litstone vadio programs on chient joesentalion lafre he prepared
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good qualitative buy.”

J ERRY ARTHUR of Donahue & Coe Inc.

New York, is a soft touch for a radio schedule.

His job as vice president and media director
envelops all media, but he quickly confesses a warm,

personal interest in radio. "I have been

nuts about radio sinice I was a kid,” he recalls.
“YWhen I got out of high school I started to
learn everything I could about it. In college ,
(Harvard) , I wrote my thesis on radio as

an advertising medium.”

Today, he still takes an active interest,
both personal and professional, in radio. So
much so, that he has given hours of his time to the
preparation of a four and one-half hour
tape that tells the history of radio through
excerpts of famed programs. For this collection he
researched in network tape libraries.
~ Prowogohy by Hew L He plays the tape for anyone who has time to.
listen. Parts of it are integrated mto
the agency's radio presentation for its clients.
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Donahue & Coe clients use a lot oL
radio, and, if they follow Mr. Ar-
thur’s prescription, they use it wisely.

He likes to poinlt out to them that
radio is one of the best media for
reaching the qualitative audience,
the “wlo,” instead of the “how
many.” The “who,” Mr. Arthur be-
lieves, is one of the most important
elements in media selection.

“All advertisers should buy media
on a qualitative basis,” he is con-
vinced, “but some don't. They don't
because they have so much money to
spend that they will spend it on the
mass, reaching people who are not
even prospective customers.”

plays a vital role. “Radio,” says Mr.
Arthur, “being a highly personalized
medium, lends itself to the qualita-
tive approach. Unit-wise it is a low
cost medium that can deliver very
specific audiences.

‘Radio offers the greatest possibili-
ties for advertiser involvement in
personal life. Television is mass, but
radio is personal. You can get peo-
ple at different times of the day—as
they brush their teeth in the morn-
ing, cook breakfast, drive to work,
clean the house, wash the car, go to
bed. With this kind of personal lis-
tening, an advertiser can gel anass
unduplicated audience.

Taking time to relax in his office between client meetings, Jerry Arthur recalls
Amos ‘n' Andy days of radie when ratings were higher than W shows’ today.

Another reason advertisers favor
the quantitative reveals a new an-
gle. According to Jerry Arthur,
“A lot of advertisers have the mis-~
conception that they are national ads
vertisers. They are not. They may
be swong in 50 or 60 top markets.
Conversely, they inay be strong in a
few hundred small markets, weak in
larger ones. The knowledge of where
an advertiser is strongest determines
the media approach 1o his marketing
sttuation.”

When the agency finds out where
a chient’s prospective customers are,
and who they are, then a media se-
lection can be made in which radio
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“Radio has great flow. It follows
the people. This is its greatest vir-
tue. Aclvertisers must reahize this and.
change their creative approach olten
in order to match the listener's be-
havior at the thne of day he is lis-
tening.

“And radio has a physical ¢loseness
to the listener that no other medium
cait duplicate. Television is still in
a phase where it is a space uparf
from the viewer. Theve is a distance
between the viewer and the sef. But
the radio is so close that it is right
on the nightstand by the listener's
car as lic goes o sleep, or next to his
armchair as he relaxes, or in his car

as he drives to the office or to a re.
sort on a holiday.”

But to use radio properly for its
advantages is the trick, claims Mr
Arthur.

How does the medra director ad-
vise his clients to use the medium?

“Units of audience in radio are not
that big,” according to Mr. Arthur.
“You must use radio enough. We
sometimes use it for what we call a
‘tonnage’ effect of total exposure.

“For one of our clients we recently
ran. six- and foursecond announce-
ments of frequencies from 100 to 400
a week. Campaigns like this offer the
biggest challenge to an agency and
an advertiser. They should be based
on sound marketing judgment and
intelligent creative planning.

“Another way in which we used
the ‘tonnage® principle was in a cam-
paign a year ago for a drug company
that wanted to revitalize a product
that had been dormant for many
years. So we conceived an all‘media
test campaign that ran in several
markets. Radio announcements led:
up to the breaking of other media
ads in each market.

“We ran 275 to 300 spots a week
on behalf of this product. The re-
sults were outstanding and the cam-
paign went national shortly after
that.”

Jerry Arthur stands firm on his
opinion that it is foolish for an agen-
¢y to buy a station on the basis of
the “numbers.”

“To us, the Number 1 station in
a market is the station that can best
fulfill the needs of our client,” he de-
fines. “You cannot approach a sta-
tion buy in any other way. To do so
1s unrealistic.

“There is no slide-rule method of
buying radio. The idea of buying
the cost-per-thousand way is franght
gvith pitfalls.

“To be our Number ! choice, a sta-
von must reach the audience we want
to reach—efhiciently enough 10 get
inpact. \We go to great lengths to
choose the kind of station that fits
the bill for each campaign.

“The first step toward finding the
right station is to analyze all avarl-
able public information ow that
statior.

“The second step is to carefully
check the habits of people in the
community. We find out such infor-
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mation as waking times, shopping
habits, driving habits, community
events, whether the city has public
beaches, and so on. Our media re-
search staff is constantly alert for
changes in living and listening hab-
its so that we can find new uses for
radio.

“The third step js to take the pro-
gram log of a station and analyze it
carefully to see if it is truly pro-
gramed to its audience. If it is, and
if in its total audience sit the people
we want to reach, this is our Number
1 station.”

When he buys a station, Mr. Ar-

the station rate card. Buying on a
rotating plan would be better than
the present fixed position. The rate
card should provide some incentive
for an advertiser to buy on a total
exposure basis.

“Radio should be bought on a
weekly instead of a daily basis. But
a station must provide an advertiser
with incentives.”

Mr. Arthur believes that radio is
missing a big bet by not promoting
the use of regional networks. Re-
gional networks would allow an ad-
vertiser to have continuous markets
available to him. He could better

with stations was our recent mer-
chandising in coordination with a
radio campaign for Kasco dog foodl.
We asked stations to help us con-
duct a “Name the Pup’ contest. They
cooperated beautifully and I think
we had a campaign that was mnore
effective because of the way the mer-
chandising was handled. It added
depth to our campaign which
showed in supermarket sales.”
Donahue & Coe’s media director
stands apart from many of his indus-
try counterparts in one opinion he
holds. He has no axe to grind with
the rating services. “I don’t think

Walter Weir (second from I), chairman of Donahue’s & Coe’s execulive commillee, and Don West, agency president (7), dake
“five” for a hall conference with Jerry Arfhur (I; back to camera) before an important client meeting in New York office.

thur does not like to buy it in a re-
stricted way—weekdays, drive times,
for example. He believes he can do
a much better job for his clients by
faking advantage of more total ex-
posure.

“Agencies should unlock more of
the magic power that radio has at all
times of the day, or on weekends.
‘The practice of hmiting buys to a
few hours a day is not sound. The
logs are too crowded and impact is
reduced.

“1 would say that representatives
can help to solve this problem. And
the solution lies in the structure of
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follow his distribution pattern.

“He would also be more in a posi-
tion to benefit from station merchan-
dising services. In the past few years,
radio has become extremely mer-
chandisable on the local level. Ra-
dio stations help in a campaign be-
fore and after the campaign is on
the air, as well as during the cam-
paign.

“Some of our timebuyers go into
the field and do nothing but help a
station set up merchandising and
promotion programs for particular
campaigns.

“An example,” Mr. Arthur ex-
plains, “of how our timebuyers work

the rating services today hamper the
media buyer at all. The more ratings,
the more checks you have on what
you are doing and how right itis. A
central rating system is not only un-
feasible, it is unnecessary.”

But he does see ways in which ra-
dio would benefit by more research
In particular, he feels that more
should be learned about out-of-home
listening. He would also like to see
research on the relationship of radio
listening to magazine reading. And
he would like to see radio establish
more basic circulation values.

Another radio research ar¢a that
has remained a constant void has
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been fm. Donahue & Coe has been
exploring fm for a year and a half.
With no facts available, the agency
decided to go after them itself. Ie
has participated in a study with set
manufacturers and stations that
should be available soon.

“Fm can no longer be ignored,"
Mr. Arthur asserts. “We feel that it
is important enough that we should
give our clients all the facts about it
we can. But fm is not a medium on
itsown. Itis a medium within a me-
dium, just as Harper’s and Look are
each a medium within a medium.”

Jerry Arthur’s personal interest in
radio causes him to think pretty seri-
ously about it. And he nurtures a
few serious notions about what 1t
would take to make spot radio gathex
more steam.

tinue to change. It has changed so
radically that the name ‘radio’ no
longer applies. It is a misnomer and
should be replaced. During the post-
war period, a lot of people went into
radio to make a fast buck. These
non-broadcaster businessmen have
hurt radio’s integrity, And when
television came on the scene, 11 came
so fast that many of radio’s talented
people defected to the newer medi-
um. It took radie a long time to
recover.

“Radio today is a medium more
clearly defined than it has been for
15 years. It has gone through its
Dark Age and entered its Renais-
sance. Television has not.

“Radio’s process of evolution has
been reflective of the times. All me-
dia reflect the socio-economic condi-

“If children’s programs were to return

to radio, it is likely that radio's

defectors, the breakfast cereals and

other food advertisers, would come back.”

‘Radio is so unique that it needs
the concerted attention of those peo-
ple who hold it apart from other
media. I think there should be two
pational associations of broadcasters
—one for television, the other for
radio. As it stands today, television
constantly overshadows radio in in-
dustry functions. Even on the local
level, I don’t think it's a particularly
good idea for both a radio and tele-
vision station to bhe owned by the
samc person.

“I also think it would be a good
idea for radio stations 1o form a bu-
rcau of exchange so that there would
be cross-pollination of ideas from
market 1o market.”

Onc of Mr. Arthar’s pet subjects
is how radio has <¢hanged and
“grown up” since its birth. In face,
radio’s history is important in the
agency's client presentation an the
medium. The presentation tells of

radio’s evolution, its recoyery from,

the television threat.
“Radio has changed auntl will con.
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tions of the culture they serve and
which, in turn, sustains them. For
instance, in the '30s, 12 of the top 15
radio programs were comedies. Peo-
ple wanted to laugh during those
depression years, and they got what
they wanted—some of the best radio
comedy of all time. Amos 'n’ Andy
got ratings in the 70's then, ratings
never since equaled, even by a tele-
vision program.”

The evolution of radio, particu-
tarly as it has signaled the rise of
independeirt stations, has shifted the
responsibility for refreshing pro-
gram ideas from national nctworks
to local stations, Mr. Arthur notes.

“In the large markets, the inde-
pendent stations have to live with
the problem of *How do we stand
out?” These stations have finally re-
sorted to the advantage of radio’s
innate ‘soundt.” They have developeid
a continual sound or identity that
is not unlike an advertiser’s logo-
type in an advertisement. ‘The iden-
tity they have developed has, in a
sense, been dictated by the prefer-

ences of the people the station wants
to reach.

“These sounds and identities vary
in every market. That's why sta.
tions under group ownership have
to be programed carefully. I think
it is a big mistake for a group to
have identical program philosophies
or formats for each station it owns.
The smart group owner will pro-
gram each station to the audience
he wants to reach as characterized
by th market in which it is Jocated.”

Radio programing has become
jmaginative on the local level, Mr,
Arthur observes, but there are still
some old program types and new
program tastes to be developed. He
particularly singles out children’s
programing as being neglected by
most radio stations.

“Radio has lost completely the
children’s audience. Many radio sta-
tions are able to put on fine chil-
dren’s programs. Radio through
sound can create word pictures that
stimulate the imagination of a child.
Television cannot do this. Tele-
vision, in fact, robs the young view-
er of his imagination by supplying
the picture to go with the words.

“If children’s programs were to
return to radio, it is likely that ra-
dio’s defectors, the breakfast cereals
and other food advertisers, would
come marching back.”

And what of the future? How will
radio fit into the vast changes that
will come into our lives through the
achievements of science?

“In 15 years, we may not have
broadast media as we know them to-
day. Instead, we may be able to go
to entertainment stores and buy or
rent taped shows. We may be able
to take them home and play them on
our own machines. This may be our
leisure entertainment. Toll televi-
sion will give us live coverage ex-
clusively of sports, news.

“The houscwife may use closed-
circuit television to do her market-
ing. Through automated tclevision
she may see the supermarket shelves
from her home, push buttons for her
sclections, and hase the groceries de-
livered.

“1f these chaiiges occur, of course,
the role of the advertising agency,
the advertiser airdd mexdia will be con-
siderably different and considerably
more compley.” -
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| O.\'E subject seems to have
produced a maximum of thought,
| wonder, amazement, despair and ut-

ter confusion: the teenager.
$10 B I L L I O N In dealing with the irascible teen,

parents more often than not feel like

a third baseman trying to pick up a

T E E N MAR KET ground ball with a basebal} glove on
each hand.

If the teen’s bubbling, ebullient

AN D R AD I 0 world produces more than its share
———
of flial headaches, the marketing

man can thank his siars.

4 For the lure of the teenage mar-
ket 1s proving more attractjve each
— i T - —‘E——---.
L

. ; — = R

Radio provides teenagers with companionship without invading privacy; thus, it enjoys grealer acceptance than other media. {

Radio, Seventeen study proves, can Jure the day. Greater independence, assert-

iveness, speed-up in communications

i i have all shaped a marketing universe

teenagers, unique among consumers, to the advertiser that currently accounts for about $10
billion a year in expenditures on all .
types of items and services. f

And habit studies are continually

demonstrating that the mass media

choice of teenagers is radio.

In a study conducted for Seventeen

magazine by the Eugene Gilbert re-

search vrganization, teenage girls

said they lister an average daily

who taps the resources of the airways
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RADIO OWNERSHIP AMONG TEENAGE GIRLS®

53.4% own portable radios

7‘35.8% own table model radios

23.8% own clock radfos

TIME SPENT BY TEEN GIRLS WITH RADIO*

Average daily (median) time girls spend with radio: 2 hours and 13 minutes.

Weekdays Weekend days

Don't listen 3.0% 2.7%

15 minutes or less 3.6 . 4.0

30 minutes - 19.4 34 -
45 minutes 87 - 8.5

1 hour r 19 232 B
2 hours 171 17.1

3 hours o 18.8 19.0

More than 3 hodrs 14.0 152

No answer 75 6.9

* Seventeen Magazine—Eugene Gilbert Research Organization,

(median) time of two hours and 13
minutes; about a third listen three
hours or more a day.

The study was conducted among
4,532 teenage girls. The survey tech-
nique was in-depth interviews.

Radio’s influence with this group
can be seen in answers Teceived to
the lollowing questions:

o “What did you do after geiting

ttp in the morning?”

Listened to radio, 16.5 percent;
rcad newspaper, 14.4 percent,
and watched television, 4.5 per-
cent.

e “Iram ihe time you came home
in the afternoon until you ate
dinner, what did you do?”
Listened to radio, 16.5 percent;
did homework, 16.3 percent;
talked on phone, 15.4 percent;
watched television, 11 percent;
read, 5.8 percent (among other
Iesponses) .

w “After dinner untib bedume,
what did youn do?”

Listencd to radio, 22.1 percent;
watched television, 10.2 percent;
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read for pleasure, 6 percent; did
homework, 53.9 percent; talked
on phone; 43.7 percent.

Indications of the growing size of
the teenage market are these facts
from the Bureau of Census. The
Census grouping of ages 15 to 19
alone shows that in 1960 there were
13.5 million teenagers in this cate-
gory, representing eight percent of
the total population. A decade Dbe-
fore that in 1950, there were only
10.7 million, accounting for severr
percent of the populace.

Intriguing from a marketing
Standpoint is the projection for 1970.
According to estimates, there will be
19.2 million teens from 15 to 19, rep-
resenting 9.2 perceht of the total
population.

And the lure of the teenage mar-
ket is not because of her and his
toles as homemakers or wage earn-
ers, or as buyers of cars or wedding
gowns or as purchasers of homes and
furniture in the future.

The appeal of this purchasing
group is in the present, too.

In the study conducted for Seven-
leen, it was reporied that 800,000
teen-age girls become engaged each
year; 565,000 own their own cars;
3.8 million work full or part time.

Teen girls, the study states, spend
$300 million annually on cosmetics.

They spend approximately $3.2
billion annually on apparel and foot-
wear. The average teenage girl
spends $300 a year on her wardrobe.

More than three million girls from
13 to 19 years of age drive a car.

Two out of five influenced the
purchase of the last family car in
some way.

51 percent of the girls interviewed
in the Seventeen study traveled with
their families on vacation and in-
fluenced decisions about the trip.

Four out of five teenage girls cook
or bake everytliing from cookies to
casseroles.

46 percent make their own break-
fast.

51 pércent who eat lunch af home
or take their own lunch to school
prepare it themselyes.

4.8 million teenage girls have hob:
bies.

What makes the teenager tick?
And why is he or she a special mars«
ket?

PROGRAM FAVORITES OF TEENAGE GIRLS"®
AGE CLASS
13:-15 16-17 18-19
DISC JOCKEY 80.5% 71.2% 75.4%
‘OTHER 11.8 155 17.8
NO ANSWER 1.7 133 6.8
* Soventeen MagazIne—Fugene Gllvert Research Organization,
. e - P -
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Psychological research on the atii-
tudes of teens can be related to mar-
keting:

e A cultural lag between the age
of physical maturityand the age
of assuming adult responsibility
obviously makes them different
from any other group in the
population.

» Awareness of their physical de-
velopment combined with the
need to submit to parental con-
trol or restraint engenders an
atmosphere of rebellion and un-
willingness to accept established
patterns of social behavior.

e Teenagers, therefore, find a bas
ic ned to be “in" with their own
group and sometimes “out” with
all others. 7

e Such thinking embodies their
reactions not only to social situ-
ations and issues, but also to
products and services.

e Most teenagers like to feel that
they exercise considerable con-
trol over purchases intended for
them even when the parent ijs
providing the necessary financial
support.

« Similarly, for goods and services
intended for family use, the
teenager is keenly aware of his
voting rights in a family system
based on democratic ideals and
will use considerable leverage to
motivate parental choice in a
purchase that he or she prefers.

e As evidenced by their attraction
to trends, teenagers exhibit
more symptoms of mass condi-
tioning than any other segment
of the population.

« And because of this, all types of
mass stimuli have a greater
chance of acceptance and for re-
sponse with teens than with the
adult audience.

And when it tomes to mass media
selection, studies continually prove
that radio is the teenager’'s prime
choice, the medium with which they
spend the most time.

It is also ironic that advertisers
with goods and services to sell to
teenagers have not been standing on
line with commercials in hand.

Part of the problem has been a
lack of concerted selling effort by ra-
dio to show these advertisers the po-
tential of sound advertising.
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Another probleril is one of radio’s
traditional hurdles—to overcome the
“picture’” argument. At the close of
the story is a list of advertisers who
are in the May issue of Seventecn.

Suffice it to say that only a small
percentage can also be ranked among
the users of radio. But those that
are radio customers demonstrate that
it cain be done, even though they fall

What follows is one company’s
evaluation of the four major mass
media and their ability to influence
the teenage market:

Newspapers are the least used and
least effective influence on teenagers.
The small percentage of teens who
pick up newspapers rarely do more
than scan headlines and photographs
or fpllow comic strips. Local news

WHEN DO TEENAGERS LISTEN ON WEEK DAYS?*

What did you do after getting up (in the morning)?

Watched television

45%
Read newspaper 144
Listened to radio —16.5

From the time you came hame in the afternoon until
you ate dinner, what did you do?

Watched television

- 110%
Read . 5.8
Listened to radio 16.5
Did homework - ' 16.3
Practiced instrument 28
Talked on phone 15.4
Prepared or helped with dinner da 38.3
After dinner, until bedtime, what did you do?
Watched television 10.2%
Werpleasure ) o N 6.0
Listened to radio 7 221
Did homework 53.9
Talked on phone 437
Visited with friends 11.2
Had date 3.6

* Seventeen Magazine—Fugene Gilbert Research Organizaflof:

into thie cosmetics, appare] and foot-
wear categories that represent the
bulk of specialized magazine adver-
tising.

Radio’s power in reaching the
teenage market can be easily docu-
mented quantitatively. It has also
been demonstrated qualitatively by
a major research firm that deals in
market research.

affecting them personally seems to
be the only major factor which will
induce active perusal of a news item.
Magazines—Those of a specialized
nature having direct identification
with teenage interests — hobbies,
sports, fashions—enjoy some accept-
ance as major forms of escape. Asa
factual springboard to fantasy, they
Continuyed on page 57
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Radio news re-proved its drama and power during the
man-into-space Jaunch by relaying the stary to a waijting nation

ANOTHER JOB THAT RADIO DID BEST

IN Los Angeles on the morning of
May 5 as the clock passed 7:15, &
highway authorities confirmed that
trafhic was moving across arteries
more slowly than wusual. Drivers
were going light on the gas and
heavy on the radio volume.

While across the country in New
York at about the same time, a Man-
hattan policeman—as the minute
hand reached 10:20 EDT—was ob-
served forgetting about traffic and
listening to a radio in an illegally
parked taxi. '

These two incidents were not iso-
lated. They were re-enacted that
morning in various forms in cities, |
towns and villages from Washington |
to Willa Walla and from Benning-
ton to Bakersfield,

The turned-up radio represented
for miljions upon millions of Amer-
jcans the only way they could be
part of the on-tlie-scene reporting
of the most historic news story of
this generation—the launching into
space of the Redstone rocket with
Connnander Alan B. Shepard Jr. !
aboard.

Instantaneous coverage of the 13-
minute space ricle was a radio tri- l
umph in every sense of the word. As
radio’s transmicters spanned a wait-
ing nation with the story, the sound
niedium scored more than its share
of exclusives as a purveyor of news
and interpretation.

The radio delivery was exclusive
to those busy Americans who were
ou the go and could keep up with ‘

Colonel john Powers (center), Project !
Mervcury information director, shows

astronaut pressure suit to Roy Neal (right)

and James Kitchell, NBC newsmen. ’
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Robert Trout, veteran CBS newsman, is ab the microphone at the network’s Gape Canaveral headquarters.
Dan Bloom (left), managing editor, CBS Radio News, was producer of the network’s broadcast and project coordinaltor

the story na other way.

Moreover, while radio and tv
shared portions of the coverage,
radio was the only medium that kept
up with Commander Shepard’s ex-
ploits once he was out of camera
range.

Typical of the plaudits handed to
radio was this comment on the fol-
lowing morning by Jack Gould of
the New York Times:

“The occurrence of the flight in
mid-morning brought radio very
much into its own on networks and
independent stationss. With so many
persons away from home at that
hour, it was the older medium that
brought the news probably to as
many millions as tv."”

How was all this accomplished?
\Who were the personalities involved?

The nature and extent of the
broadcast coverage was such that the
four national radio networks and
three tv networks agreed to pool
their facilities for the basic story.
The job of coordinating and direct-
ing the pool effort was assigned to
Roy Nea! and Jim Kitchell of NBC,
following a drawing of names.

They worked with the trews of

ABC, CBS, MBS and NBC.

The coordinated radio coverage
was fed simultaneously to all net-
works, but each was free to exercise
its own individuality in the handling
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of the commentary and news pres:
entation.

Once the astronant was in flight,
Colonel John Powers, information
director for Project Mercury and of-
ficial spokesman for the National
Aeronautics & Space Administration,
provided listeners with audio-only
bulletins every two minutes. Operat:
ing from Mercury Control, brain
site of the entire space experiment at
Cape Canaveral, Colonel Powers
provided progress reports on Com,
mander Shepard’s journey into space,

Radio was also present at the two
key locations when the astronaut re-
turned to earth.

The first effort was spotted witls
one of the destroyers near the site
where Commander Shepard was
picked out of the water. Mutual cor-
respondent Fred Vandeventer coordi-
nated this portion of the radio
coverage.

The second location of radio’s
operation was Grand Bahama Island,
where the astronaut was taken for
preliminary examination. Charles
Batchelder, also of Mutual, handled
this pool assignment.

All the pooled facilities were fed
1o a main switching center, a uniqué
control facility that is the equivalent
of an entire network master control
room contained in two 33-foot trail-
ers. The center was constructed

specifically for the pooled coverage
of Project Mercury and for similar
presentation of developments in. the
future.

The center was designed, according
fo assignment by the pool, by tech:
nical supervisor Warren Phillips of
NBC, and was constructed by net-
work engineering personnel using
NBC equipment.

Here’s how the individual net-
works handled the presentation of
the space story:

ABC Radio’s Arthur Van Horn
was the network's radio anchorman
at the site. The frst special broad:
cast over ABC occurred at 10:22 a.m.
EDT.

The network then stayed with the
story until the astronaut had success-
fully completed the space flight and
had been picked up by the helicopter
in the Caribbean and flown to the
carnier U.8.S. Lake Champlain.

The network later interrupted dts
programing at about 11:48 a.m. EDT
to carry various reports and com-
ments regarding the successful flight
and the physical condition of Com-
mander Shepard.

Several hours later in the after-
noon, ABC kept up with the Project
Mercury story and presented a re-
capitulation of the astronaut’s flght
and a tape recording of his arrival
on the aircraft carrier.
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In the evening highlights of the
space shot were presented at 9:30 ta
9:55 p.m. EDT. In total, ABC Radio
carried 17 special reports on the day
of the shoot.

On the following Monday, May 8,
the network carried a special broad.
cast from Washington, where Com-
ander Shepard received the NASA
medal presented by President Ken-
nedy. And the network’s radio cov-
erage was in on the news conference
held by Commander Shepard and

At ABC Radio's news headquarters at Cape Canaveral, Jules Bergman, ABC
science editor, scans monitor as he interprets the dramatic developments.
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the other six astronauts.

CBS Radio, after leading up to the
historic event with preliminary pro-
graming the week before the space
shoot, launched its actual news cov-
erage at 10:25 a.m. EDT. Under the
direction of veteran network news-
man Robert Trout, the network pro-
vided a running description of the
quarter-hour sub-orbital space ride
including the moment when Com-
mancter Shepard actually assumed
manual control of the flight

Durning the final critical moments
of the flight, CBS Radio preseated
reports from Charles Von Fremd at
Mercury Conwrol, Richard Bate at
the Forward Observation Post and
Robert Lodge from the U.S.S. Lake
Champlain.

The commentary-broatdcast con-
cluded with a detailed post-flight
mission report of the officers respon-

sible for the various technical groups
at Cape Canaveral.

The program was produced by
Dan Bloom, under the supervision
of Robert Skegdell, assistant direc-
tor, CBS News. Almost three hours
were devoted by the network to the
space ride that day.

The day that Commander Shep-
ard arrived in Washington [or the
nation’s official welcome Robert
Trout was stationed at the \White
House. He was assisted by Bill
Downs, who reported the arrival of
the space man and his party at An-
drews Air Force Base.

As the astronaut boarded heli
copters for the short trip to the
\White House, Mr. Trout took up the
commentary describing the Presiden-
tial party as it awaited the whirly-
bird landings on the lawn.

Mr. Trout observed that the
flight from Andrews to the White
House took almost as long as the 15-
minute ride through space, 115 miles
up and 302 miles down range. Lafery
the network's news facilities moved
to cover the astronaut’s first news
conference.

An example of the many interest-
ing background programs that were
carried by the networks and stations
was the CBS Radio “Mercury: The
First American Spaceman.”

These types of informational pro-
grams aired before the astronaut
launching afforded American radio
audiences with the same type of in-
sight and detailed knowledge that is
usually gained from a newspaper.

Four days before the launching
CBS Radio interviewed on this pro-
gram Dr. Kurt Debus, dnector of
launch operations at Cape Canav-
eral.

Dr. Debus pointed out that the
Redstone booster was one of the “old:
est and most reliable” rockets the
United States had developed.

As one of the developers of the
German V-2 rockets. he declared that
all the knowledge gained by the Ger-
man scientists who workeil on the
weapon had been incorporated into
the Redstone.

In another program interview, Dr,
Clark Randt, of NASA'S office of life
science pwograms. said that radia-
tion effects on the astronaut is what
aorries the doctors most.

U, S. RADIO/Jurie 1961




He said that scientists are also
concerned “with man's reaction over
a long period of time to the exposure
of a single gas, such as 100 percent
oxygen.”

Certain cardio-vascular problems
niay confront the astrofiaut, stated
Dr. Randt, such as faulty circulation
of the blood to the vital organs. He
also expressed concern that the space
ride would have an effect on the
astronaut’s nervous system as well.

Mutual had a full complement of
news executives and correspondents
blanketing the space story for its
listeners. Norman Baer, news and
special events director, was in charge
of the MBS Canaveral set-up. He
was aided by newsman Bill Evenson
of the Washington staff, who served
as anchorman for the broadcasts.

In addition, MBS used the serv-
ices of Earl Ubell, science editor,
New York Hevald-Tribune, and Ed
Williams, correspondent for affiliate
WMNMB Melbourne, Fla., who served
as Canaveral on-the-scene specialist.

On the programing and technical
sides, Mutual supplied Frank Miller,
program director, as production ex-
ecutive for the pool feeds, and had
available for its own broadcasts its
chief Washington engineer, Charles
Ray, plus engineer Sam Hacker.

One feature of the MBS coverage
was that it maintained silence on its
news commentary while Colonel
Powers ‘was providing reports of
Commander Shepard’s flight through
space:

News Director Baer would not let
his newsmen either talk over M.
Powers’ commentary, nor would he
let them talk during the eight- to 13-
second pauses between the ofhcial
interpretation. Mutual felt that these
pauses actually accented the tense-
ness and drama of the situation from
a listener’s point of view.

Mutual also presented two 25-
minute specials that day, wrap-ups of
the flight itself plus domestic and
overseas reactions. The World To-
day show featured an in-depth repore
of the space shoot.

In addition, the network provided
a special informational closed-circuit
for its affiliates throughout the morn-
ing starting at 6:15 EDT. These
were fed via Washington, which had
its lines open directly to Mr. Baer at
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Cape Canaveral. When the count-
down finally got under way, the
closed-circuit broadcast gave the sta-
tions sufficient time to switch to the
live broadcast at 10:25 a.m.

NBC Radio covered tlie flight in
full both on its regular news pro-
grams and in special reports, some of
which were nearly two hours in
length.

Afhliates were kept posted ori spe-
cial developments through the net-
work’s “hot line” to affiliates. The
radio coverage featured NBC News
correspondents Merrill Mueller at
Cape Canaveral and Peter Hackes
with the recovery operation down
range. NBC Washington newsman
Russ Tornabene produced the radio
presentation.

A spegcial NBC Radio show evalu-
ating and summarizing the space de-
velopment was heard at night in an,
hourly presentation.

On the day of Commander Shep-
ard’s official welcome in Washing-
ton, NBC Radio provided affiliates
with complete on-the-scene reporting
and commentary.

Radio Press International pro-
vided its subscribing stations with
voice reports and actualities direct
from Cape Canaveral during Project
Mercury’s man-into-space triumplr.

RPI’s Gene Cobb, who has cov-
ered every missile shot from the
Florida location, was joined by cor-
respondents Dick Kidney and Paul
Pierce. This special event wvas fed to
the service’s stations at no additional
cost.

In addition, RPI's global team of-
fered stations and their listeners
overseas reaction to the astronaul
feat. A special interview with the
parents of Commander Shepard was
a coverage highlight of the day.

Recently, as part of its background
informational offerings, RPI's Mr.
Kidney had traced (he development
of the astronaut training program,
aind Mr. Pierce had covered rocket
and missile shots from Edwards Air
Force Base, Calif.

For radio, the space achievement
added up to a job well done.

For the networks, the cooperative
effort represented a unique oppor-
tunity to show to the listening world
what a coordinated pool effort can
deliver in the way of reportage. ®

ABC’s Bergman checks script as
he prepares post-launching commentary
on the astronaul’s ride inlo space.



Recording sessipn at WTM] Milwaukee is divected by Willy Kelle v (¢). Gilbert Jaskowski pulls record as Gordon Hinkley announces

Milwaukee restauranteur expands with Jocal radio
diet that draws diners through an hour of classical music weekly

$650,000 SUCCESS STORY

IN just 10 years, a Trestauramt
placing 75 percent of ns budget in
radio skyrocketed its gross rveceipts

from $200,000 10
$650,000.

The local businessman hasn’t the
weans to “sample” radio. He can't
run a “iest” of the medium's effec-
tiveness on & budger that could ga
for a new neon sign or a new canopy
over Ins entrance.

better than

But on¢e In radio, he can learn;
as did Sam Perlson, owner of Mil-
waukee's Chalet on the Lake, that
the “personal mediiim™ is a ‘most ef-
fective nieans ol attracting cus-
L0NICTS.

“I'he Chalet on the Lake is located
m  suburban Milwaukee, on the
shore of Lake Michigan. And the
single prograni that has enabled Samn
Perlson 10 develop his restaurant
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into one of the most successful in the
Midwest, is a one-hour, Sunday
morning classical music show en-
titled Inwitation to Beauty.

On July 1, 1961, this program,
broadcast over WTM]J Milwaukee,
will celebrate 10 solid vears of serv-
ing up customers to the Chalet on
the Lake.

This success has enabled Mr. Perl-
son to completely remodel his op-
eration. Ten years ago the Chalet
seated only 235 diners; it can now ac-
commodate 510. Owner Perlson has
recently added the Motel Chalet,
located close ta the restauranf. As
with most local radio stories, this
one has a personal aspect. The Char
let success was not made “‘by-the-
numbers”—it was achieved through
Sam Perlson’s “hunch” that radio
could put his restaurant on the map.
But there’s nothing “folksy” about
gross receipts that now approach the
" three quarters of a million dollar
mark.

When Mr. Perlson, a Mlhwaukee
lawyer, bought the restaurant 1in
1947, it was a run-down, out-of-the-
way night spot. First, he renovated
it and then looked around for the
medium that would best expose it to
the Milwaukee citizenry.

Donald Hacker of the Dajton
Johnson & Hacker advertising agency,
Milwaukee, and Mr. Perlson scruti-
nized all available media and finally
picked radio for the lion's share of
the budget. Once the medium was
selected, they gave the job of de-
livering the message to WTM]J. Burt
when it came to deciding just how
that message should be delivered, dis-
agreement arose between advertiser
agency and station as to the most ef.
fective means of creating a successful
<campaign.

A spot campaign was considered,
but Mr. Perlson, highly concerned
about creating the proper, definitive
image for the Chalet, felt that spot
was not the answer. More and more
ideas were tossed into the hopper
Finally, Mr. Perlson decided that
what e wanted to sponsor was a
classical music program. It was
argued that this would have no draw
(this was before hi-fi and the classical
music rage had begun to take
hold), The station feared for the
hold on its established audience if it
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were to begin playing Beethoven.
Mr. Hacker, of the agency, feared the
restaurant would lose what few cus-
tomers it had, because no one would
listen to Tschaikowsky. But Sam
Perlson was firm in his decision.

The second ‘“taboo” he broke was
to suggest that, rather than advertise
the Chalet’s “fine food,” the copy
should concentrate on the mood and
atmosphere of the restaurant. He
wanted to develop an elite clientele,
and to do this the restauranteur felt
it was not necessary to “hit them
over the head.” At last, the title of
the program was chosen, Invitation
lo Beauty. This would be the key-
note of the whole campaign, sug-
gesting the romance of a restaurant
thalet in the woods, overlooking the
lake.

And so it was, that on Sunday,
July 1, 1951, Invitation to Beauty
took to the-air ... with a rousing
rendition of “The Mexican Hat
Dance.”

It should be noted that the Cha-
Tet does not use radio exclusively.
“The restaurant also maintains two
billboards,” says Mr. Hacker. He
states that the radio expenditure of
about $12,500 yearly represents 75
percent of the total advertising
budget (for every $1 Mr. Perlson
spends on radio, he gets back $52).

When the program went on the air
in 1951, it was only a l5-minute
show. But as adjacent tiine segments
became available, it expanded. On
August 1, 1951, it was lengthened to
30 minutes; then to 45 on May 17,
1953, reaching its current, full-hour
proportions, November 6, 1935.

Just as the program grew in
lengtly, so did its image begin to take
a specific shape. A highly important
radio factor—the “personal touch”—
was established on that furst broad-
cast. This “touch” was given by
Gordon Hinkley, the only personal-
ity the show has had. Listeners soon
began to associate Mr. Hinkley and
his manner of presentation with a
few satisfying moments of pleasur-
uble listening each Sunday morning.

Identification with the personality
will often come more quickly than
any other element of a program, and,
this according to Mr. Hacker, “cer-
tainly proved to be true witlt /nuvita-
lion to Beauty” The mello-voiced

announcer pitches his talk m a low
key, so as not to intrude upon the
congenial atmosphere of the classical
music. Speaking of Hinkley’s part
in the program, Mr. Hacker says,
‘His job is to provide very brief in-
troductory remarks about each selec-
tion and featured artist and to pres-
ent the Chalet’s commercials, which
are spaced 15 minutes apart.”

The prosperity of any program de-
pends, in large, upon the careful
weaving of the commercial copy into
the over-all pattern. The weaver, in
this instance, is Robert Vail, copy
writer at Dayton Johnson & Hacker.

“In our copy,” says Mr. Vail, “we
try to make the point that ‘to dine
at the Chalet is to do the adventur-
ous thing . . . to go out and beyond

BEFORE

Ten yeais ago the Chalet on the
Lake restaurant had a sales gross of
$200,000 in an out-of-theway location
12 miles from downtown Milwaukee.

AT

AFTER

Today, after a decade of program
sponsorship, the restaurant is grossing
more than $630,000 annvally and
at{racts customers fiom a wide area.




the usual and the commonplace . . .
to seek out a new and thrilling ex-
perience. . .

“We want listeners o feel that
no matter what the time of year, it's
always rewarding to drive to the
Chalet for an experience above the
commonplace . . . an experience that

fascinating place to dine. The food,
of counrse, is positively out of this
world. But further than that, there’s
always “something new” at the Cha-
let . ..as if yon had never been there
lefore. Each season, each month,
each week brings new and delightful
changes to the Chalet, with its mag-

Sponsor, agency and station men Iftuch fo discuss coming program. Sam Perison
(¢). operator of restanrant, talks with Gordon Hinkley (1), WTMJ Milwaukee
announcer, and Rober! Iail, copywriier, Dayton, fohnson and Hacker advertising.

can be provided only by the Chalet.
Of course we talk about the usual
too,” Mr. Vail contnues, “such as
‘service’ and ‘menus,’ but we make
an effort to endow these tlrings with
a special romantic charm. \We might
say, for instance, that ‘the entire pur-
pose in being of the Chalet is to
please you . . . 1o please you superla-
tively well.” We tell the listener that
‘it is a matter of personal pride that
the Chalet on the l.ake offers menus
beyond compare . . . deft and cour-
teous service .. . and all in a manner
of magnihcance that is mmatched
anywhere in America.’”

The following excerpts from Cha-
let copy will indicate a few of Mr.
Vail's wmethexls of auwracting  cus-
toners:

There are many reasons why the
Chalet wn the Lake continues, year
after year, 1o be Milicanhee's muost

4

mificent setting high on Lake Mich-
igan’s inviting shore. . .

.. . Here on Milwankee's very door
step, 1s the dining showplace of the
nation, with magnificent menns
created by oue of America’s traly
greal chefs. Herve at the Chalet on
the Lake, yon will forget the worrics
and tensions of the day . .. heve is
beanty nnsarpassed, high on Lake
Michigan’s beantiful shore just wait-
ing for yon. To dine at the Chalet
on the Lake is to do the adventnr-
wns thing—to go ont and beyond the
usuel and the commaonplace . . . (n
seek ont a new and thrilling expen-
ence thal yon uwill want o rnjoy
again, and yet agoin.

The Chalet invites yon Lo hold
that snmmertime parly, wedding re-
ception, bangnet or business confer-
ence i the Pansien clegance of the
new Butbo Room overlooking the

magnificent Chalet Esplanade. Here,
all the cliff-high lake shore beaunty of
the Chalet surrounds your affair with
« special, continental character . . .
Here is all the fabled beauty ahd
romance of an Adrviatic paradise—
and yet, the Chalet on the Lake is
just a short drive into subnrban Mil-
wankee on the new Expressway 141.

The cumulative effect of copy, an-
nouncer and programing has devel-
oped a large and faithful following
to Invitation to Beauty. Loyal listen-
ers have become loyal customers.
Many express their praises in a com-
tinual flow of letters to the station.
The following is representative of
the program’s devoted following:

Gentlemen:

For many years now I have been
listening to your program, “Invita-
tion to Beauty.” ] have thoroughly
enjoyed the music on this hour every
Sunday, and felt it was about time
to thank you for sponsoring a pro-*
gram of such high calibre.

Because of the delightful hour of
fine music, 1 have made it a point to
visit your lovely Chalet on the Lake
and found it even as you claimed it
to be—"An Invitation to Beauty"
and trul]y a delight to the palate, . .

Sincerely yours,
Pauline Goeltz

According tor Mr. Hacker, it is
more than a little surprising that the
programn has brought the restaurant
such success, due to the Chalet's out-
of-the-way location. “The restaurant
is far from being readily accessible.
It is located 12 miles from downtown
Milwaukee and 15 well off the beaten
track,” Mr. Hacker explained.

Reflecting on his 10-year sponsor-
ship of Inwtation te Beanty, Mr.
Perlson considers the program “in-
dispensable™ and adds that he plans
no change in its highly successful
forniat,

On the subject of radio’s effective-
ness, Mr. Hacker states, “There is no
secret in how 1o use radio as 1 medi-
um. We as an agency use a lot of
radio for our clients with remarkable
snccess. Frequency and consistency,
«ombined with the buyving of time
adjacent 1o progrims already estab-
lished, are thie keys 10 successful use
of radic as a medium.” "
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SUMMER RADIO: BIG
AUTO TUNE-IN FOR SPONSORS

OUT-OF-HOM'E radio listeming,
too seldom taken into account by a
buyer in consideration of cost-per-
1,000, nevertheless is a vital element
in the media strategy of advertisers
moving into the medium and. most

particularly, to those who sponsor

radio during the summer months.

These are the months of peak
tune-in to automobile and portable

1adios. During the hot spell, when

people are driving to and fromn en-

Summer radio sponsors get a surpiising bonus in their time
buys. This A. C. Nielsen analysis, for example, shows vividly
that nighttinie tune-in in automobiles adds 46° to the

marning (Monday-Friday)

Auto-Plus

ons of’homes =
in-home

é am 7 8

oge for hour beginning
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millions qf homes

awerage for day part  J-A'60 J)-F 61

afternoon (Monday-Friday)

tertainment spots, to weekend re-
sorts and on vacation, the out-of-
home radio audience swells even. be-
yond its gigantic all-year-round pro-
portions.

Week in and week out during tlie

afternoon evenin

{(Mon.-Fri.)

morning
{Mon.-Fri.)

J-AY60 J-F'al

fu-home audience (based on a week-long average for July
and dugust, 1960). The minimum bonus for sponsors, whose
cpmi’s are based on irnr-home sets, is 199, even in wintertime,

6 pm 7 8 3

g

7 days)

J.A 60 J-F 61

evening {7 day?)




year, car listening is high because of
the number of radio-equipped cars
and the number of people who drive
to and from work. But summertime
adds to the car tune-in a sizable seg-
ment of persons with portable radios
or tliose listening to receivers in pub-

lic places (restaurants, hotels).

A. C. Nieclsen, in its “Radio 61"
report, details more precisely the
auto-plus audience in giving racio’s
dimension it this year of a new
decade.

It shows, for example, a whopping,

RADIO REACHES 49.5 MILLION HOMES

millions of horhes

*Continental U.5:

49.5*

41.4

1950 ‘61

Chart above contrasts the number of homes reached jw 1950 and 1961: 414
million vs. 49.5 million. Below, charl shows the growth of vadio stations
from 2,781 in 1950 to 3,955 this year. Facts from A. C. Nielsen, ‘Radio 61",

3955*

2781

number of stationé

*Continental U.S.
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1950 ‘61

469, of the in-home audience as the
nuto-plus contribution during the
July-August period of last year for a
week-long evening average. But even
the comparable winter period, Jau-
uary-February of 1961, shows a high
of 409, added by car listening.

And auto-plus listening peaks dur-
mg the summer in the evening
hours, a reversal of the winter pat-
tern. For example, a winter measure-
ment in the chart on page 45 shows
an evening tunean of 2.8 million
liomes which compares with 3.2 mil-
lion for the same time period in the
summer measurement.

The relationship betiveen in-home
and out-of-home tune-in remains
fairly constant from hour-to-hour
throughout the day in the 7 a.n. to
8 p.m. span, with the peak between
4 and 6 p.nx. (presumably as drivers
return from work and shopping).

Here’s a daylong rundown on
auto-plus audiences by day parts for
a winter period (January-February,
1961), in millions of cars in terms of
the average for the hour.

Morning (Monday through Fri-
day): 6 am,, .5 million; 7 am., 1.6;
8 am. 1.7; 9 am., 1.3; 10 amm., 1.5;
11 am., 1.2 million.

Afternoon (Monday through Fri-
day): 12 noon, 1.3 million; 1 p.m,
15; 2 pm, 1.3; § pm, 1.7; 4 p.m,,
22; 5 p.m;, 23 million.

Evening (averaged for all seven
days): 6 p.m., 1.5 million; 7 p.m,, 1.6;
8 p.m, 1.4; 9 p.m, 9; 10 pm., .7; 11
p-m., .7 million.

Listening is less evenly* spread
throughout the davtime hours for in-
home receivers. A typical weck an-
alyzed by Niclsen for March, 1960.
for exaniple, shows tliat 317 of the
week’'s radio listening in the home
occurs between 6 am. and noon on
Monday through Friday.

The in-home tune-in as a percent-
age of the total week’s listening by
day parts shows in addition: 23°7 of
the listening takes place on week
days from noou to 6 pm.; 119, o
Saturdays from 6 a.m. to 6 p.m.; 89,
on Sundays rom 6 am. to 6 pam.
1897, from 6 p.an. to midnight (seven
night average) and 6% from nrid-
night to 6 a.m. (seven-day average) .

During this measured wecek, 0.7
million families or 82.39, of the
total 17 .8. rudio homes tuned to
radio [ar an average of 16 hours and

Continiied on page 51
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This issue
of U.S. RADIO
is representative of
those
o come

If radio
advertising is
important to you

then U. S. RADIO
is, toa

U. S. RADIO
is dedicated to radie.
It prebes radio
problems, checks
radio facts;, presents
the true importance
of radio—
constructively,
forcefully,
impressively. It is
your window to
better use of radio.
Its dedication to
radio andvertising
is total and complete.
You need
U. S. RADIO
in your own name,

USE CARD ATTACHED!




...and there’s this
that keeps
snatching awa
advertising
contracts...

monster €3

s

4

/'\
i\

'

I/
2|“As promotion manager, I'm responsi+
ble for the ads that create a basic im~
pression of our advertising medium,

1|“This is the fourth time I've had that
nightmare. But I think I've figured
out what's bugging me.

-

1"but suppose some advertisers need
‘'what we've got, for some other good
reason. We have at least ten reasons
besides the one we're promoting, but
how are those advertisers going to know
we've got what they want? Get it?”
)

I used to work at the ad agency I
remember everybody using Standard
Rate when they compared media. Why
don’t you put an ad in,,.”

information in SRS

YOU ARE THERE
Selling by helping peaple by,

5| “I think so. Amtl 1 have an ideat When 6|~

3|*“So, naturally, we play up our strong-
est sales point — to register a simple,
convincing impression. But this puts all
our eggs in one basket. It’s a good, hon-
est basket and we get business from it...

thanks. sweetie,
but we haue an ad in there featuring
our one big—hey —

..in SRDS. Wel,

8| with competend, strategically placed

:
L.

’I"—hvy-thnl's it! That's the place to
put all aur sales angtes. Every last one
of them, anchored here where every
prospect has to look hefore his schedule
is frozen. Thanks a million, honey —
that does it.”

$201 OLD ORCHARD RQAD, SKCKIE, ILL.

Q @ % ow

SEDS Standard Rate & Data Servicey Inc.

the national authority serving the media-buying function

C, Laury Botthal, President and Publisher
YORKTOWN 6-8500
SALES OFFICES — SKOKIE, NEW YORK, ATLANTA, LOS ANGELES
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COMMERCIAL
CLINIC

| S BN

The great Amerlcan steel and alunt-
nuny industries are waging the Battle
of the Bumpers in Detroit and the
radio airwaves are the battleground,

Commercial spots, using humor as
the fire cap, have been cannonading
back and torth challenging the mer-
its of the opposing products.

The two antagonists are “Lulu La
Lumiom,” a misguided young thing,
anmd a rascally old steel pair called
“Rusty” and “Salty.” The cause is
the automobile bumper. The spoils
will be (he automotive and bumper
manufacturers’ business.

On April 17, WJR Detroit Jisten-
ers first heard the beguiling tones of
“Lulu La Lumium,” pretty, but of
dubious character. “Lulu” repre-
Great Lakes Steel Co.’s ideas of new
aluminumn automobile bumpers and
parts that Reynolds and other alumi-
fium manufacturers are trying to sell
to the auto imdustry.

Two years ago, Reynolds produced
several comic radio spots featuring
“Rusty” and “Salty” (Reynolds’ im-
age of the “old [ashioned” sieel
bumper) who were depicted as two
characters continually fatting them:
selves upon auto parts not made of
aluminum.

Iy answer to this “affrontery,”
Great Lakes Steel, a division of the
National Steel Corp., had its agency,
Campbell-Ewald, Detroit, create a
series of commercials that would de-
pict alumirum parts as pretty, but
Aimsy.

The campaign, a 13-week scheclule
on WJR only, is aimed directly at
the automotive industty and is sup-
plemented by space ads in several
automotive and business magazines
and the Midwest edition of The
IVall Street Journal.

Campbell-Ewald has prepared 11
of these one-minute comic spools
Conceived and written by C-E's ra-
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dio-tv writer, Ken Raught, all but
one (the first) of these commercials
feature just two characters: “The
Old Steel Bumper” and “Lulu La
Lumium.” In the first commercial
Mr, Raught created, there is an addi-
tional character: a young, naive steel
bumper. But all of them follow a
very tight format intended to pro-
vide quick and easy identification.

Here are the basics of the format:
Using a soap opera-type theme, an
organ introduces an announcer who
delivers a limerick on the topic of
the playlet, then follows the dialogue
between “Lulu” and the “Old Steel
Bumper,” The story concentrates on
banter between the two about “Lu-
lu's” doubtful merits. At the end,
the organ plays a few sharp “stinger”
chords, to indicate the plight of
"Lulu's” situation (very much like
the ending on a Helen Trent Show).

Among the titles of these commer-
cials are “The Ram Test,” “Locked
Bumpers,” “The Bumper-to-Bumper
Brigade” and others that indicate
the various scrapes “Lulu” finds her-
self in.

This is a portion ol the first com-
mercial that includes the third
bumper:

(A new and an old steel bumper,
who can “bump with the best of
em,” are talking)

(Sound of “Lulw’s” car driving up)

New Steel Bumper; Gee, you're
cate.

Old Steel Bumper: WVatch i, soi.
She’s one of that light metal
tithe. In a few months she’ll
look ike a crumpled gum wrap-

er.

Lulu (mad): Look, old, crabby
and frustrated: why don’t you
go out and bump a bulldozer?

(Luli’s car revs up and she pulls
away)

.mf» BATTLE OF THE BUMPERS

New Bumper:
Loe . « .

Old Bwmper: Yea . . .soft enough
to be dented by a rubber baby
buggy bumper. . . . Remember,
youw're Greal Lakes Steel, son.
Stick to your own kind. You
wouldn’t want an old cook-pot
for a mother-in-law.

She looked so soft,

“We feel this campaign has been
most effective,”” says Gerald Yar
brough, C-E account executive for
Great Lakes Steel. “This aggressive-
ness has set a precedent in the usual-
ly staid steel industry. But it was
worth it. Almost all the comment on
these cominercials, and we have had,
a lot of response, has been [avorable.
This shows us we have been able,
through this comic approach, to
reach the very people (engineers and
management) we were aiming to hit.
It ts interesting to note,” Mr. Yar-
brough added, “that Reynolds has
brought ‘Rusty’ and ‘Dusty’ out of
their files and are running them in
competition to our spots.”

“Aluminum’s advertising and sales
promotion got ahead of its product
development efforts,” says Willred
D. MacDonnell, president of Great
l.akes Steel Corp. “Public opinion
sampling revealed that many people
think the aluminum bumper already
is an accomplished fact on American-
made automobiles. And we found
that too many people think this
non-existent aluminum bumper is
superior to a steel bumper and less
costly. Of course, the competitive
aluminum bumper is still a dream.

“The consequence of the unusual
marketing strategy has been to place
the steel bumper in competition
against a product which does not
even exist,” he added. “And now, we
are taking our gloves off t00.” ®
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LUCKY KEY was needed to unlock disc jockey Keith James THIS SPECIAL “Radio Month'” exhibit was put in the win-
from his cage. In the promotion WGH Norfolk, Va., dis dow of the Trenton Trust Co. by WTTM Trenton, N.]J.
rtbuted 25,000 keys to promote a new local shopping center. Proniotjon was typicql of many otheys around the U.S. in May

PICNIC prizes for listeners to WIL St. Louis are “WHIRLING DERVISH" is the name of this hady rotating tape cart-
provided by this WWIL Picnic Patrol wagon. Listen-  ridge file. Styled after the paper book racks you see in drugstores, this
ers call [n place of picnic and wagon meets them. file was crealed by Richard Parks, asst. chief eng., KGO San Francisco.
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HAVE TAPE, will travel . . . is the yaessage of Wil
liam M. McCormick for WNAC Baston as he covers
the country wisiting fimebuyers i various cities.
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‘ SUMMER RADIO

‘ Continued from page 46
52 minutes for the week. On the
average, each of these homes allottec!
three-fourths of its listening time to
daytiine hours.

LEven without the addition of auto-
plus figures, racdio listening 1s up.
A. C. Nielsen figures show that in
the past year the daily rate of in-
home listening had ranged fromn one
and one-half to two hours per home,
with the January-February level up
from 1960 (one hour, 49 ninutes,
and one hour, 57 minutes, respec-
tively, contrasted with one hour and
52 minutes for January of 1960 and
one hour, 49 minutes for February
of last year).

1:52

T1:49

The month-by-month per home
tune-in for the other months of
1960: March, one hour, 59 minutes;
April, 1:52; May, 1:55; June, 1:50;
July, 1:41; August, 1:35; September,
:48; October, 1:40; November, 1:49;
December, 1:39.

Nighttime listening follows pretty
much the same pattern in all sections
of the country, but daytime gine-in
varies widely. The West central
ection, for example, has a consider-
bly higher rate of listening than
ther sections of the country
r Monday-through-Friday daytime
eriods.

Here are the sectional minutes
pent with radio per home per day,

day parts:
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Morning (Monday through Fri-
tay): Northeast, 53 minutes; East
central, 52 minutes; West central, 6!;
South, 50; Pacific, 43. Afternoon
(Monday through Friday): North-
east, 31 minutes; East central, 38;
West central, 47; South, 35; Pacilic,
28. Evening (averaged for all seven
nights): Northeast, 19 minutes; East
central, 20; West, central, 23; South,
19: Pacific, 20.

Radio’s growth continues to be
phenomenal. Even though the coun-
try long since has had nemr-satura-
tion of radio receivers as radio pur-
chasé grows with population growth,
the speed with which additional
radip stations have been agdded is
even more marked.:

_Moy

Mor.  Apr, June July

Between 1950 and early this year,
the number of radio stations has
grawn from 2,781 to 3,955 within
the continental limits of the U. S.
The numbér of homes equipped
with one or more radios inx this same
period of time rose from 41.4 million
to 49.5 million, also within the con-
tinental Limits.

Accumulated audiences—anc¢] this
is what advertisers buy—show that
in a measured week more than seven
in 10 (70.99,) radio homes have
tuned in at somé time during the
morning hours for an average of
more than six and one-half hours
per home and that more than five
in ]J0 (53.5%,) of these radio homes
have tuned in during the evening

Aug.

ltours (6 p.m. to midnight) for an
average of four and three-fourths
hours per home.

The A. C. Nielsen analysis for the
week’s cumulative audience:

Five weekdays: morning—70.99%,
of total U. §. radio homes or 35.1
mmillion homes tune for six hours
and 38 minutes; alternoon—57.89,
of all radio homes or 28.6 million
ltomes listen for five hours, 28 inin-
utes.

Saturday; moming—46.19, of all
radio homes or 22.8 million homes
tune for one hour, 44 minutes; after-
noon—34%, of all radio homes for
16.8 million homes listen for two
hours and eight minutes.

Sunday: morning—35.99, of radio

Sept.  Oct, Nov. Dec. Jon.'41 Feb.

Radio listening i the home keeps rising, Nielsen shows. In the pasi year, for example, the daily rate has changed from one
and one-half io lwo years per home. The January-February level tigs year is slightly higher than a year ago, as shown anbove.

homes or 7.8 miliion homes for one
hour and 38 minutes; afternoon—
31.1%, of radio homes or 15.4 mil-
lion homes tune for one hour and
58 minutes.

Seven nights: from 6 p.m. to mid-
night—>53.5%, of radio homes or
26.5 million homes for four hours
and 44 minutes; from midnight to
6 a.m.—16.4%, of all radio homes or
8.1 million homes listen four hours
angl 36 minutes.

Entire week: 8239, of all U, S.
tadio homes or 40.7 million homes
listen to radio for an average of 16
hours and 52 minutes per home.

Accumulated audience are what
the preponderance of sponsors
seek. =

51




NOW we can offer you

PROVEN
RESULTS"

with these

TELE-BROADCASTER STATIONS

v Hartford -R'/ g 1]y

{ CONNECTICUT}

IN Kansas City-mm

IN los Angeles-

{SPANISH LANGUAGE
MARKET}

IN San Franciscm
{SAN MATEO) ,

% TOP RATINGS IN
AUDIENCE

Jc MORE LISTENERS
PER DOLLAR

~ SPONSOR PREF-
ERENCE AFTER
TRYING “BOTH"
STATIONS

For facts & figures CALL
A TELE-BROADCASTER STATION

==

BECAUSE WE
PROGRAM TO
PLEASE LISTEN-
ERS AND TO
PROMOTE SALES

Cuisine Exquise . Dans

ey

Une Atmosphere Elégante

|

575 Park Avenue at 63rd St
NEW YORK

ch and D nner
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WHY DETROIT LOVES RADIO
Continued from page 27

Kester, “radio is the car dealer's big-
gest friend. Radio will reach the
people far more effectively than
newspapers or television, and it Js
certainly more economical. In the
small town, the dollar spent for
radio is the best dollar you can
spend.” He believes that identifica-
tion with a single announcer as well
as a station is very effective, and that
public service, news and weather
are the best programs for spot ad-
jacencies. And he notes that use of
summer radio is good because “We
can hit them while they're driving.”
Ford Motor has commissioned a
lengthy study of media effectiveness
which is expected to be completed
in about one year. The research will
examine comparative media values
and is said to be the first such work
undertaken by an automotive adver-
tiser. It is being conducted under
the supervision of George H. Brown,
marketing research manager, in co-
operation with J. Walter Thompson.
Radio spending for Chrysler
Corp.’s Plymouth Division may
have neared Chevrolet’s output this
year if production had remained
steady. It was revealed by an agency
source {hat Plymouth radio spending
for this year may hover around the
$2 million mark and total advertis-
ing outlays will reach $11 million.
Plymouth started at announce-
ment time with intentions of carry-
ing spot radio campaigns in about
65 markets for 52 weeks. Introduc-
tion started in 65 markets with fre-
quencies ranging from 25 to 100
spots per week, the heavier amount
going into Plymouth’s top 10 or 15
markets. The goal of the campaign,
according to Robert Rowen, media
supervisor at N. W. Ayer & Son, was
toreach as many radio homes as pos-
sible as often as possible. Another
goal, Mr. Rowen explains, was to
concentrate on reaching men
throngh heavy spot buys during
drive tmes. But il a station demon-
stratedd 2 good male audience at
other times of the day, Mr. Rowesi
recalls that he woulkd place Ply-
mouth spots there. The campaign
used a varicty of commerciitl lengths,
but the main vehicles were minutes
andd 30s,
Although the tume purchased by
Plymaoutly was split about 50-50 be-

tween the Plymouth and compact
Valiant, Mr. Rowen maintains that

the agency strives for individual en-

tity for ecach car.

“After four to six weeks our cam
paign tapered off in all markets,”
Mr. Rowen admits. But other media
were cut, too, he says, and Plymouth
altvays spends a proportionate
amount on radio. “Of course, at an-
nouncement time radio is a major
ingredient in our plans. During the
rvest of the year we use it more as a
supporting force, or as @ major part
of the total effort during special
promotions. But we would like to
use more radio all year apound, as
was our intention this year:"

Plymouth, like Ford, this year ob-
served and capitalized on radio’s flex-
ibility and ease of buying. A me-
chanical feature of the Plymouth
and Valiant this year, first to appear
n American-made cars, is an alter-
nator instead of the conventional
generator. The advantages of the al-
ternator are especially felt in cold
weather, which generally causes the
generator to perform. below siand-
ards.

To promote this feature, Ply-
mouth went to radio as the result of
long-range weather forecasts re-
ceived in mid-winter. A bad snow
storm was predicted for the mid-
western states. N. W. Ayer quickly
whipped up radio copy on the alter-
nator vs. generator, wired the spots
ta stations in Detroit, Cleveland,
Chicago and Pittsburgh for a major
saturation on a weekend.

“We were extremely impressed
with the speed and efficiency witht
which we were uble to get this spe-
cial campiagn ou the air,” remarks
Louis T. Hagopian, account super-
visor for Plymouth at Ayer in De-
troit. Mr. Hagopian iIs a client
alumnus, formerly director ol adver-
tising and sales promotion for Ply-
mouth-DeSoto-Valian; Division of
Chrysler before joining the agency
1 the past year.

Neither Plymouth nor Vahant
participaite in nctwork radio spon-
sorship.

But Plymonth-Valiant activity on
the Tocal scene is akin to Ford in its
coordination by Ayer. Plyniouth tots
up 3573 «calers this year. They
arc orgamized into 18 dealer associa-
tions, all of which work throngh N.
W. Ayer in placing their time. Ac
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cording to an N. W. Ayer timebuy-
er, most dealers use radio and news-
paper heavily, and it varies from
market to market which medium is
first. Very few dealers use television.

Rambler, the network radio suc-
cess story of the “b0s, continues this
year to follow its established pat-
tern as a newscast sponsor on NBC’s
Monitor. American Motors is going
into its sixth year on the NBC week-
end schedule. Each weekend it takes
from 20 to 24 five-minute newscasts
in which it uses one-minute and 30-
second announcements. In spof ra
dio American Motors has been ah-
sentee. Even at announcement time,
‘the company uses spot radio in only
a few selected markets, according to
its agency, Geyer, Morey, Madden &
Ballard Inc., Detroit.

American has 2,975 dealers through-
out the country who are extremely
active. An example of their partici-
pation is the sponsorship by the
Southern California Rambler deal-
ers of 15-minute segments before and
after games of the Los Angeles An-
gels baseball team broadcast by
KMPC Los Aneles. The dealers
share with two other sponsors the
quarter-hour Angel Warmup preced-
ing the game and the 5-minute
Angel Report immediately follow=
ing the broadcast.

In Philadelphia, the Rambler
Dealers of Philadelphia are similar-
ly sports-minded. Four months be-
fore the start of the Philadelphia
Eagles pro football season, the deal-
ers have already signed for one-half
sponsorship of the 14 league games
to be broadcast by WCAU Philadel-
phia. They will share these broad-
casts with Household Finance Corp.
and Dow Chemical Co., who each
have bought one-quarter sponsor
ships.

Also competing for the dollar in
the low-priced car field is Stude-
baker-Packard Corp., which, with its
Studebaker Lark and Hawk models,
1s also consistently more active in
network radio than in national spot.
Studebaker, whose estimated annual
radio budget is well above $500,000,
made a broad purchase at announce-
ment time, according to James W.
Orr, the company’s director of ad-
vertising and merchandising. At
that time the national campaign in-

volved from 1,300 to 1,800 radio sta-
tions.
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On network, Studebaker is active
with newscasts on weekdays and
weekends. On ABC Radio, the car
company sponsors 15 five-minute
news shows Aonday through Friday,
taking three newscasts per day. On
weekends, Studebaker is heavier on
ABC, with a total of 21 news pro-
grams scattered throughout the Sat-
urday and Sunday schedule. These
shows are in flights of three: the
first ran four weeks from March 20
through April 16; the second from
May 1 thiough May 28, and the
tliird from June 12 through June 28.

“We like to use network radio,”
says Mr. Orr, “because it is much
easier for us to cover our dealers
this way. By using the network we
have exposure on 350 to 400 stations
which covers 90 percent of our deal-
ers. We also feel that network radio
15 far more economical for us from
a production point of view. For in-
stance, if we were on national spot
radio in 400 markets, with one sta-
tion in each market, we would have
to cut 400 transcriptions. The cost
of this is enormous. But on network,
we have to produce and pay for just
one ft.”

Studebaker also sponsored on ABC
on March 13 one-half of the net-
work broadcast of the heavyweight
championship broadcast, plus the
pre- and post-fight programs in five
markets.

The dealers lend good support o1
the local level, Mr. Oir explains.
“We always encourage them to use
tadio,” he emphasizes, “and we have

—

found that the smaller the market, !

the more important radio becomes
to the dealer.” Studebaker has
2,258 dealers in the U.S., and with
Cadillac and Chrysler, was one of
the three companies or divisions that
scored gains in dealerships in 1960.
The firm's advertising agency is
D’Arcy Advertising Co., St. Louis.

Chrysler's Dodge Division, by de-
sign, has moved into a marginat po-
sition where it has models that com-
pete with the low-priced cars, Ford
and Chevrolet, and the medium-
priced cars, Oldsmobile, Mercury
and Pontiac.

Hitting both the low-<ncome and
medium-income consumer, plus the
family who has the money for a sec-
ond car compact like the Lancer
Dodge has done well this year, al-

Continued on page 55

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 Bill Spencer
or

robert e.
eastman & CO., .

Other Air Trails Stations:
WING, Dayton, O.
WCoL, Columbus, Oi
WIZE, Springfield, 0.
WEZE, Boston, Mass.
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WATCHMAKERS of Switzerland atvard for merchandising
given by Cunningham & Walsh Inc, New York, to 1WCOL
Columbus, is hield by Lee Lahey of Robert Eastman Co.

FIRST ANNUAL California Mental Health Award presented
to Evangeline Baker of KNBC San Francisco. Presenting the
plaque to Miss Baker and KNBC program manager Jack
IWagner (l), is California Governor Edmund G. (Pat) Brown.

TOASTING the new all night news cast schedule over KSFO
San Francisco are Herb Kennedy KSFO, Anne Tuten, Simon
Siegle and Paul Lucido. Mr. Siegel and Mr. Lucido are presi-
dent and general manager of Lucky Lanes, sponsor of new
program format of newscasts to run from midnight to dawn.

ROCKIN' CHAIR RAGE swept over the BPA hospitality
suite at NAB Convention in Washington. fohn Hurl-
but, BI'A president, rocks and talks to (I to 1) L. Wal-
ton Smith, WROC-TV Rochester, N.Y., Don Curras,
ABC Radio, and Doug Holcomb, IVGBI Scranton, Pa.

TOP GUNS at Alctropolitan Broadcasting Corp. recently met
fa New York. Seated (I to r): Jack Thayer, general manage:,
WK Cleveland; John Kluge, president and board chairman
of MetroMedia ine., and John B. Sullivan, general manager,
WNEN New York, Standing: Harvey Glascock, general man-
oger, [VHE Philadelphia; Dawiel Hydrick, assistant to Kluge.
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thouglr expectations have fallen
short of the projected goal, accord-
ing to one Dodge executive. And
when production falls short, so does
advertising, because the company
does not generate as many funds.
Dodge, like all other auto manufac-
turers, budgets its advertising per
car produced,

“We have used radio every year,”
says Wendell D. “Pete” Moore, di-
rector of advertising and sales pro-
motion for Dodge car and truck.
“We have used it more heavily in
1961 than in 1960, he says, attrib-
uting the rise in radio expenditure
to the counsel of the BBDO Inc,
Detroit, the company’s agency. “Ra-
dio is an eftective medium, a medi-
um that 1s necessary to use when
we want to reach large masses of
people in a hurry.”

It has been estimated that Dodge
spent nearly $1.5 million in nation-
al spot radio this year, while its
dealers spent approximately $2 mil-
lion. The combined expenditures
nearly parallel the funds allocated
to radio by Chevrolet and its dealers.

Dodge opened the model year on’
radio with minute announcements
in Dodge’s top 50 markets, accord-
ing to Woody Crouse, BBDO, De-
troit, timebuyer. Beginning in No-
vember, the campaign ran for eight
consecutive weeks. Frequencies were
extremely high, and the agency
tried for total exposure including
drive times and others for undupli-
cated reach. The campaign, as its
successors, was split 50-50 between
the Dodge Dart and the Lancer.

A second national spot campaign
came out of BBDO for Dodge in
January. A flight opened January
22 and ran through March 18, again
in Dodge’s most productive 50
markets.

In February, Dodge opened a cams
paign sponsoring Alex Dreier on
ABC Radio in behalf of Dodge
truck and the nsupplemented it with
a spot buy in their top markets.

The network campaign began
February 6 for 13 weeks, and has
been renewed to run through Au-
gust 4. The schedule consists of one
10-minute newscast per day, Mon-
day through Friday, 6:30 to 6:40
pm. EDT.

This campaign was so successful tn
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behalf of Dodge lruck, says the
agency, that the client decided to
supptement it with national spot
support. By March 20 Dodge truck
announcements were on the air in
the top 40 Dodge truck mrarkets for
u campaign of six to eight weeks.
The spots were scheduled in the
evening and early in the morning,
the strategy being to hit the small
business man in the market for a
delivery truck. Morning spots were
placed around 7:30 a.m.; evening
spots went in between 6 and 6:30
p-m. Most of tliese spots were heard
during local newscasts; outside the
peak traffic time, the frequency was
12 newscasts per week.

Dodge car began its third radio
campaign of the model year on May
15. Again, Dodge went into its {op
50 markets in flights of two. After
a run of two weeks and a two-week
hiatus, the commercials were back
on the air June 1l for two weeks
for a total of four on the air.

“The Dodge Division,” remarks
the Detroit manager for one of the
leading station representatives, “has
unquestionably been the most active
car division from Detroit in 1961.”

“BBDO has a rather unique way
of measuring radio stations in
their respective markets,” he con-
tinues. “It is a combination of the
circulation pattern in conjunction
with the sound of the station’s pro-
graming. They keep a sheet on each
market this is continually updated
as stations change format, rise or fall
in circulation. This approach al-
lows them to gain for Dodge the
largest unduplicated audiences as
they purchase the highest circula-
tion stations in each of three differ-
ent ‘sound’ categories.”*

He also explains that the largest
percent of the Dodge budget for the
market goes to the station whose
audience has the largest spendable
income. And if there is money left
after the buy 1s complete, the time-
buyer might go back and buy more
frequencies on the lower-priced
stations.

Dodge dealers are heavy in local
markets, too, spending an estimated
$2 million this year. BBDO does not
currently buy for all dealer associa-
tions, although it is trying to estab-
lislk a thoroughly coordinated plan
for the division’s franchises. It now

accounts.

Buckingham Livery

349 E.76th St.,N.Y.Cc.YU 8-22Q0
$9 per hour, Diners Club honored.

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 about cor-
porate and personal charge
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