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BROADCAST RATINGS
TUESDAY, MARCH 5, 1963

HOUSE OF REPRESENTATIVES,
SPECIAL SUBCOMMIrrEE ON INVESTIGATIONS,
CO3IMEUEE ON INTI,
ÁISTATE ANI) FortEn;x CommEncE,
11"(Hhington, D.
C.
The special subcommittee met, pursuant to notice, at 10 a.m., in
room 1334, Longworth House Office Building, Hon. Oren Harris
(chairman of the subcommittee) presiding.
The CHAIRMAN. The committee will come to order.
The committee is starting hearings this morning. We observe there.
is a great deal of interest. We are sorry that the committee room
does not accommodate more people. We hope, however, that you will
bear with us and assist us in maintaining order insofar as possible and
that these proceedings will not be interrupted because today we
consider atopic that in my judgment has perplexed and disturbed even
the best informed and most dedicated persons in the broadcasting
industry.
We have initiated these hearings to try to find out what is determining the decisions made at several levels, the decisions which prescribe what the American people receive on their television and radio
sets in their homes and other places.
We seek to determine the roles served by audience measurement. or
rating services.
It will be recalled that during the hearings before the Legislative
Oversight Subcommittee, in 1959, repeated references were made to
the importance of ratings.
The rigging of TV quiz shows apparently took place as the result
of the desire of advertisers, producers, and networks to achieve larger
audiences. During those and subsequent hearings, members of the
committee repeatedly expressed their interest in the apparent control over programing by the rating numbers.
As a result, of the interest of the subcommittee in the subject of
ratings, the subcommittee decided to finance a blue-ribbon group of
statisticians in an effort to determine whether the ratings which appeared to have such extensive control over the broadcasting industry
were, in fact, accurate. Testimony before other committees of the
Congress and the Federal Communications Commission and statements made in the public press by broadcasters, programing executives, licenses, and others have stressed the importance of ratings.
All previous studies and investigations of rating services have accepted at face value the statements of the rating services regarding
the methods they use. This committee, however, had been concerned
1
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with learning not only whether the rating services say what they do
but also whether they actually do what they say.
Further, the mass of data collected by the subcommittee in its
study would have little meaning unless ratings are used, as has been
indicated by prior statements. It appears that entertainment programing decisions in network television are based ultimately on a
rating figure. The contracts and program schedules in networks in
both radio and television are likewise, it seems, based on rating numbers. The magic phrase, cost per thousand, is nothing more than a
rating. Without ratings, there could be no cost per thousand, the
basic figure which governs almost all purchases of broadcast time at
every level.
In.our consideration of the use of ratings, it is not the subcommittee's intention to judge whether such use as the industry makes of
ratings is necessarily right or wrong—not at this time, anyway.
We seek only to establish the extent to which ratings play apart
in programing decisions. Later, we may question the wisdom of the
use.
When the Special Committee on Broadcast Ratings, financed by
this committee, completed its study, there remained certain gray
areas which needed further clarification. Also, the technical language of the report issued by the American Statistical Association
in connection with this study was such that clarification was needed.
Further, there were some things which the ASA— that is, the American Statistical Association—special committee did not go into as
aresult of self-imposed limitations.
The subcommittee had in its files sufficient numbers of complaints
relating to the rating services therefor to justify further investigation.
So the staff was directed to proceed under the general guidelines which
Ihave just outlined relative to clarification of gray areas and technical
language.
The staff was also instructed to verify the accuracy of certain complaints against the rating services. It was anticipated that the inquiry would be completed in a brief span of time, followed by the
publication of abrief summary of the analysis. That this investigation proceeded for many months could only have occurred at the
discovery of aneed for adeeper, more intensive investigation by the
subcommittee. The work of the staff has resulted in these hearings
beginning today.
We are concerned here with the economic health of the broadcasting
industry at all levels. The subcommittee has no desire to propose dictation of programing decisions to networks or even to licensees of the
smallest radio stations in the smallest markets.
We are rightfully concerned with the adequacy of service to the
American people.
While we have no desire to dictate programing, it was not anticipated by the Congress that ratings should dictate programing when
the Communications Act authorizing broadcasting in the public interest, convenience, and necessity was first enacted.
We have no desire to see that these hearings are prolonged over
an extended period. This committee can fulfill its responsibility expeditiously if the witnesses who have been called respond with candor.
We have asked that many people come in to explain their use of ratings
and the importance of ratings in their operations.

BROADCAST RATINGS

3

We appreciate the cooperation that has been given to the staff and
the subcommittee. We appreciate the presence of the witnesses and
we will certainly appreciate the frank testimony that would save this
subcommittee agreat deal of time.
Today, as we initiate these hearings, the first witness will be Governor Collins, whose organization speaks for broadcasters everywhere.
We are confident that his statement will reflect many of the attitudes
and opinions of the great industry that he represents so ably.
Governor, we want to thank you for your appearance here today and
your offer of assistance and cooperation in this undertaking of the
subcommittee.
Do you have aprepared statement?
TESTIMONY OF LEROY COLLINS, PRESIDENT, MID MELVIN A.
GOLDBERG, VICE PRESIDENT FOR RESEARCH, NATIONAL ASSOCIATION OF BROADCASTERS
Mr. CoLurrs. Yes, sir.
The CHAIRMAN. You may proceed.
Mr. COLLINS. Thank you, Mr. Chairman, distinguished members of
the subcommittee, and members of the staff.
As the Chairman has indicated, I am president of the National
Association of Broadcasters. I first wish to express to the subcommittee my appreciation and that of the broadcasters for this invitation to appear and testify.
Ifeel that this committee is worthy of the highest compliments for
its continuing service to the public and its contributions over the years
toward the development of sound broadcasting in an atmosphere of
freedom.
The subject of audience measurement, or ratings, has been one of
great interest and deep concern to me since I first came to this job
alittle over 2years ago. This is ahighly complex and technical field
and, Iam frank to admit, one in which Ihave yet to develop special
expertise.
Iam convinced, however, that ratings play an extremely important
and influential part in the whole broadcasting process as the chairman
has stated. The nature of broadcast programing, the fate of the
talent identified with it, the investments made in it, the time it is
broadcast, the attractiveness of the medium to the advertiser, all are
strongly influenced by what comes out in the rating books.
At the outset, however, Iwould like to assure you that ratings are
only one of the factors involved in the program decision-making
process for both the broadcaster and advertiser.
For some time after I came into broadcasting, I seriously questioned and doubted the need for any audience-measuring efforts. A
rather large number of broadcasters had reported to me individual
experiences of what seemed to be clear abuses and gross inaccuracies in
rating reports. In the first public statement I made, I called out
strongly for reform.
Iam still convinced that reform is needed. But after talking with
many advertisers, people in the advertising agencies, station representatives, network officials, researchers, and individual broadcasters,
Inow feel that broadcasting has avery proper need for rating serv-
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ices. Every business in our free competitive system needs to develop
dependable means for assessing and evaluating the public reaction to,
and acceptance of, its product.
Iam just as convinced, however, Mr. Chairman, that rating data
and conclusions drawn therefrom should be more accurate and more
reliable. They should be developed through methodologies and procedures affording greater asurance of freedom from error than is
now the case.
As set forth in the statement which Chairman Harris released on
February 19, 1963, the purposes of this hearing include exploring
the use of broadcast ratings, their importance in determining what
is broadcast to the public, and the accuracy of these ratings. The
chairman also has placed emphasis upon the interest of the committee
in determining whether or not the rating services "do what they say
they do."
In my judgment, the central question in this investigation should
be: Do present rating reports deserve acceptance as reasonably accurate projections of the true broadcast audience? In fact, it is my
feeling that all the other concerns regarding use and influence actually
have a secondary importance to the primary concern over basic
accuracy. If such integrity of end product is not established, then I
do not see how they can be regarded as worthy for any significant use.
Ihad hoped that the report of the special committee for the American Statistical Association, referred to by Chairman Harris in his
notice of this hearing, and again this morning, would furnish your
committee, the broadcast industry, and the public with an answer
to this question of basic reliability. Unfortunately Ido not think it
has done that. I agree with Chairman Harris that the ASA committee "left some gray areas."
The report is extremely valuable, however, because of the very fact
that it points up its own shortcomings, raises unanswered questions,
and with impelling logic calls for additional extensive, scientific research in this field.
Some of the areas indicated by the committee as needing exploration are the following: Practical problems concerning interviewing;
determination of the magnitude and direction of error created by various research procedures; the degree of accuracy that may be reasonably required of ratings; adequacy of quality-control procedures;
statistical treatment. of data; potential value of sampling practices not.
presently used; extent and kind of analysis by the user; and the development of more qualitative data to interpret quantitative data.
When the ASA committee report was publicly released, there was
arather general assumption, as expressed through many public comments, that its overall effect was to approve the accuracy' of the rating
services. Idid not share this view, and so stated at the time. And I
submit that acareful reading of the report will disclose that the committee itself actually avoided any conclusions that it was placing a
stamp of approval on the soundness of any of the rating methodologies, or on the accuracy of measurements based thereon.
The committee stated (
underscoring in all cited statements
supplied) :
It has been impossible, Crithin our resources, to undertake independent
empirical and methodological studies and analyses that would demonstrate the
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magnitude of error created by various research procedures in the different
phases of the total method ( p. 7).

To me the committee placed too much emphasis on the idea that
its assessment of accuracy of necessity had to be colored, or shaped, by
the use to be made of the measurements, rather than concentrating
on basic deficiencies inherent therein. Over and over again this
crops out, as in this statement:
The committee has attempted to obtain views of various parts of the broadcast industry on the uses made of audience data. It appears that the values and
changes in the values of the various audience data mentioned above are what
most users require. The accuracy required of these data cannot be determined
from the information we have received. This question is left for further study
IPP. 13-14).

As well as in this—Icontinue to quote from the report:
There are many points where we feel they ( the rating services) should report
more, study more, and do different things, but we cannot claim that the market,
to which tlw rating services sell, will pay the price or welcome information
that makes it clear the data provided are not as accurate as they would like
(p. 12).

The finding is made of various compromises and the fact that the
result at times is bad data. However, this is minimized and explained
away in these terms:
But, is it serious enough to be worth the cost to change when only occasional
surveys produce bad data, and the clients seem satisfied? Obviously, to answer
this question requires information on cost of any demand for the data provided
by the rating services. We do not have this information (p. 12).

What appears, Mr. Chairman and members of the committee, to be
the nearest thing to a summarized general assessment is the following:
Our overall evaluation of the rating services is that they are, on the whole,
doing a reasonably good technical piece of work for the purposes to be served
(p. 12).

Mr. Chairman, the ASA committee, in my judgment, strayed from
the idealistic challenge with which it was confronted. Instead of
finding out if the rating services were developing products worthy of
being used at all, it got into the vast jungle of how ratings were in fact
being used.
In doing this the committee overlooked the time-tested truth that
"what is one man's meat may be another man's poison." The simple
fact that one person or business may find aprofitable use of arating
report, irrespective of its degree of accuracy, simply cannot, as Iview
it, give validity in an inaccurate measurement.
The reports issued by most of the rating services in the local television markets are now composed of much more data than just how
many homes are timed to, or how many people are viewing, a particular program or station. They include many other demographic
characteristics of the population.
Here, for example, is a rating report covering one of our major
American cities during September 1962. It is based upon information taken from 346 tabulated diaries. In a section entitled "SpotBuying Guide" ( aspecial service to the prospective purchaser of spot
time) this report gives the ratings of the three local television stations.
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On Monday at 8:00 p.m., for example, the report asserts that:
145,700 homes were tuned to station X; 201,300 homes to station Y,
and 203,500 homes to station Z.
Further, it is asserted that at this same time, viewing station X,
were: 53,000 men. Of these, 27,900 were between the ages of 18-29,
and 25,100 older; 95,300 women, including 51,500 between the ages of
18-39, and 43,800 older; 21,200 teenagers between the ages of 13-17;
175,400 children, 12 and under.
A like breakdown is given for each of the two competing stations
which were broadcasting at this same time.
However, there, in addition to the above data, some services further
extrapolate such information to include family income, education of
the head of household, and so forth.
Thus, the sample which may have totaled 250 or 300 or 350 to provide the original data of number of homes viewing a particular program is now being extended to provide further breakdowns. And, I
submit that, the result is a degradation of such data, and a further
decrease in reasonable accuracy.
Now, Mr. Chairman, Imay be naive—and Iknow Ilack sophistication in this matter—but Ibelieve that when information like this is
put out, there ought to be more, not less, accuracy. It should have an
established and definable degree of competence.
May I reiterate that ratings are important to broadcasting, just
as some form of measurement of public acceptance is important to
every business. Even our National Government feels that it should
know the attitudes of people in foreign countries if our national defense is to be properly served. Certainly, in a democratic society,
elected officials must know the views of people in order to respond to
their interests and aspirations.
Ratings are not only important to the broadcaster in his efforts to
be responsive to the needs and desires of his listeners and viewers, but,
these services are used to avery great degree by those in the business
of purchasing broadcast time for the placement of advertising.
Advertisers genuinely need methods for determining which, among
many possible outlets, will likely produce the greatest number of
listeners and viewers per dollar spent. Advertisers also have a very
legitimate and reasonable need for audiences to be measured for other
characteristics in addition to size.
I have frequently spoken out against overreliance by any broadcaster upon any factor outside his own independent judgment. This
is because Iam convinced that the responsible broadcaster must recognize and respond to his individual duty to serve the public interest
and cannot accept dictation or control from any outside source—
whether from the Government, or private influences.
This being true, the broadcaster must be deeply concerned about
the impact upon his listeners and viewers of what lie broadcasts. He
must understand, and respect, the diverse opinions and tastes of the
public. Ratings of dependable quality can be of substantial value in
assisting him in this process.
I am well aware that I have raised questions of serious need for
improvement here today, and I want you to understand that we, in
broadcasting, on our own initiative, are seeking to find valid answers
to them.
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The National Association of Broadcasters, within the past 2years,
has undertaken a broad, far-reaching research program designed to
develop answers to many questions dealing with the content and consequence of what is broadcast to the American people. This effort is
under the direction of our newly appointed vice president for research, Melvin A. Goldberg, a scholar of widely recognized competence. We confidently believe that this work will be of great advantage in advancing the whole art of broadcast communications.
As part of this overall effort we have proceeded to implement many
of the proposals of your ASA committee. In fact, preliminary steps
had been taken in this direction even before the report was issued. A
special project, which has been expressly approved by our board and
is now in its preliminary stages, is research on improving the methods
and techniques of obtaining,ratings and rating research methodology.
Mr. Goldberg is here, and if the committee would like, he will be glad
to discuss it further.
While the rating services are wholly independent of NAB and the
inch i
vidual broadcaster, we are deeply concerned with the quality of
their work for the prime reasons that what they do undergirds and
greatly influences the quality of ours.
This committee can render a real service to broadcasters and to the
public. You can build upon the helpfulness of the findings of the
ASA Committee. I am convinced that in the light of knowledge,
solutions to the problems which confront us can be found by the exercise of responsibility. This we are determined to see accomplished
through strong voluntary efforts.
Thank you, Mr. Chairman.
Mr. Moss ( presiding). Thank you, Governor Collins.
At this time the Chair recognizes Mr. Charles P. Howze, counsel for
the committee.
Mr. HOWZE. Ihave only afew questions for Governor Collins.
Governor, I would like to begin by reading back to you some of
your own words, which had been uttered pretty close to the beginning
of your term as President of the NAB.
'the first quotation is from the panel at Northwestern University,
which occurred, Ibelieve, in the summer of 1961, and ultimately appeared in abook called "Freedom and Responsibility in Broadcasting."
It comes from pages 8and 9:
I frankly worry about broadcasters becoming locked up in jails they build
for themselves. Creativity, for example, is now being curtailed by slavish addiction in some quarters to audience measurements or ratings of questionable valida
ity and administered outside any qualitative control of broadcasters. There are
broadcasters also who pull down the shade and refuse to benefit from constructive criticism, blandly attributing it to calculated competitive efforts of others
in the advertising business or to "crackpots" or to small groups of "eggheads"
with limited tastes. The advertising cost per thousand concept, rigidly embraced, encourages mediocrity, just as program-copying makes for dull conformity and serious curtailment of the diversity distinctive to a free society.

Do you remember making this quotation ?
Mr. COLLINS. I do remember that. I believed strongly, Ibelieved
at that time and Ibelieve it now.
Mr. HowzE. Your views have not changed?
Mr. COLLINS. Not at all. The only thing Iwould call your attention to is that Ihave felt, the more time has passed, that this question
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of validity and accuracy was central to this whole thing. So Ihave
shifted more emphasis of my own thinking and my own concern into
that area. Ithink if we go into this thing all involved with the different kinds of uses that are made of these things, then we get into
the situation of having ashotgun approach, so to speak, and Ithink
this whole subject needs first the rival approach to the basic matter
of quality and accuracy and truth.
Ithink most of the other things would resolve themselves if that
basic question could be resolved.
Mr. HOWZE. You may have partly answered what will be the next
question, taken from another speech given by you at an NAB board
meeting, Palm Springs, Calif., February 10, 1961. Iquote you again:
Now, Ido not here quarrel with the validity of these services, but Iam shocked
by their far-reaching influence in the whole broadcasting industry. In effect,
their reporting is determining in large measure not only what the American
broadcasting diet will be, but also at what times the meals will be served. And
yet NAB has no checkrein or overseeing status over what the raters do or how
they do it. Broadcasting is, therefore, allowing an outsider to become master
of its own house and does not even check his health card.

Mr. COLLINS. That speech was made, Mr. Howze, about 3 weeks
after Icame to this business. The only exception Iwould take to that
tiow is the statement about which Ido not quarrel with the validity.
Mr. 110WZE. Igather that from what you say.
Mr. COLLINS. .
At that time, I had no information whatever which
would cause me concern about the technical validity or competency of
the rating services. So Icertainly, at that point, made no charge in
respect to that.
As Ipointed out awhile ago, the longer Iserved in this job, the more
Ihad reason to question this basic validity and the more reason Ihad
to feel that broadcasting needed ahigh degree of competence and a
high degree of assurance in the accuracy of these reports.
You will find, as my speeches went along from that point, that I
stressed this more and I became very hopeful about this particular
thing when the so-called ASA Committee was first constituted and
charged with that responsibility. Ihad felt that out of that work, we
would find many of these answers.
As Ipoint out in my statement, Ithink that work was very significant and very helpful, but Ithink that the committee left unanswered
many questions about basic quality which Ifeel we still need to have
answered.
Iwould also like to point out, too, that as Iprogressed in this service, Ibegan to recognize the need of much more basic research into
the content and consequence of what was broadcast.
So Irecommended to our board that we create aresearch department
so that we could do amore significant job in this area. That recommendation was accepted and we did get this research department
created and that department was given by our board, as afirst assignment, the question of examining into the validity and the accuracy of
the methodology used in rating services.
Mr. HowzE. One thing Ido want to cast into relief here is the change
in your thinking with your growing experience in this industry. Your
emphasis originally was on use, as Iunderstand it, and you make sev-
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eral references to that in your statement, particularly on page 7, where
you say at the bottom of the page:
Ratings are not only important to the broadcaster in his efforts to be responsive to the needs and desires of his listeners and viewers, but these services are
used to a very great degree by those in the business of purchasing broadcast
time for the placement of advertising.

One of the things, as Isee it, that Ibelieve the subcommittee wants
to bring out is to find the extent to which these ratings are used by
people who are purchasing time; the extent to which broadcasting
may not be, as you said in your California speech, the master of its own
house.
Mr. COLLINS. I do not question the propriety of examining into
use. You have called before you many witnesses who have very specialized expertise and experience in that field, which Ido not have.
I do not want to give the committee any impression that I have
decided that the uses made of broadcasting are fine and good and Ino
longer have concern about how they may be used. But I did want
this committee to understand that my own feeling is that the real,
central, basic problem here, and basic concern, which Ihope the committee has, and the basic concern which we have is this question of
inherent validity and acceptability and competence and accuracy, because Ithink that if we stray off from that, why, then we get bogged
down very much as the ASA. Committee and we do not get the answer
to that.
Mr. HowzE. Irecognize your concern there, sir, but Isuspect there
will be people who will appear later before this subcommittee who
will suggest, if not say outright, that it is very difficult and perhaps
meaningless to make these abstract statistical studies outside the context of the use to which the information is going to be put. And you
take the ASA committee to task, as you have just suggested, for not
concentrating on the basic statistical validity of the reports and say
that the committee departed from its idealistic purpose and got too
much into questions of use.
Mr. COLLINS. Well, Iwould certainly like to have seen that committee, and Iwould like yet to see that committee get back into this area
and concentrate on whether or not the data and the projections made
from that data can be regarded as apresumptively sound and accurate
reflection of what it purports to represent.
And that the committee would not do. Every time it got close to
the question of quality, every time it got close to the question of accuracy, it said, "But this depends on how it is used."
In that respect, I think the committee was wrong. As a layman
from my own reflection about the matter, Isort of adhere to the basic
proposition of what is true and what is right, well, you do not have to
be too concerned about how it may be used. It is when something is
not or may not be accurate because of a lack of competence in the
development of that that you get into more trouble with respect to how
it may be used.
Mr. HOWZE. Ihave acouple more questions, for which you may like
to have Mr. Goldberg join you at the witness table, if there is no
objection.
Mr. Moss. The Chair hears no objection.
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Mr. GOLDBERG. Mr. Chairman and members of the subcommittee, my
name is Melvin A. Goldberg. Iam vice president for research at the
NAB.
Mr. COLLINS. Prior to coming to NAB, which was just recently
Mr. GOLDBERG. In August, I came to the NAB, and prior to that,
for 61/
2 years I was director of research for Westinghouse Broadcasting Co.
Mr. HOWZE. These questions you may consider as addressed to either
of you.
Beginning on page 8of your statement, Governor Collins, you describe briefly the NAB research program of which Mr. Goldberg is
present head, Iguess.
Is the initiation of that program aresult of achange from the time
you took office until the views you have expressed today ?
Mr. CoLœrs. No, sir; the initiation of that program is the result
of recognition, more and more, as Ihave served in this position, of the
need of basic research in many aspects of the content and consequence
of what was broadcast. Ihave felt all along that one of the prime
needs, if not the most important of all the needs, was the question of
some research and better understanding and better development of the
methodology of these rating studies.
Mr. HOWZE. The theoretical methodological considerations?
Mr. COLLINS. Not only the theoretical, but also Ithink there is a
grave need for research in the application of the methodology and
the procedures followed in order to effect the methodology.
Mr. HOWZE. By application, do you mean what we have referred
here loosely to as use, such as programing decisions?
Mr. COLLINS. No, No; I am talking about the rating services' own
efforts to accomplish the end product from their methodology.
Mr. HOWZE. You would be talking, then, about the quality control
over the interviewing processes?
Mr. COLLINS. Yes.
Mr. GOLDBERG. The problems that the ASA committee has brought
up in terms, for example, of interviewer control, of diaries, of the
sampling procedures for the "don't knows" or those who refuse to
respond, or those who have not been included in the sample and the
substitutions, all of those various procedures, we know there are errors
inherent in the basic procedures.
We do not really know the magnitude of the error and we do not
know the direction of the error for particular program ratings, as
well as the total sets in use.
Mr. HOWZE. What sort of progress would you say your study has
made to date?
Mr. GOLDBERG. At the moment, it is just talking. We have had
meetings with members of each of the rating services, as well as with
research directors of networks. We waited mostly until after the Federal Trade Commission report was issued and have gone over the
Madow report. Ihope we are ready to start it. The board has approved and we have the funds budgeted. There is another area. The
Madow committee report discussed the services and what the services
can do, but nothing was said really about what the stations can do—
the individual stations—and what they can do with the data as it
stands.
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Mr. HOWZE. Well, the board's decision to go into this research
project, Iassume, is regarded as carrying out the association's obligation to its membership ?
Mr. GOLDBERG. Yes. It covers more than just ratings. The research
program is designed to go into the whole communications process as
it relates to radio and television.
Mr. COLLINS. I would like to elaborate a little bit on that. Our
board has recognized that while there has been a vast amount of
research into the technology of broadcasting, there has been little,
really, basic research over the years into this highly important and
highly socially significant field of content and consequence. Our
board, representative of the broadcasters in our membership, has felt
that the NAB should provide leadership and means of filling agreat
vacuum of need there. That is one thing that has stimulated us. We
have been stimulated by many other matters aside from ratings and
the use of ratings and the methodology of ratings, but that certainly
was asignificant part of the reason for our interest and the reason for
the development of this overall broad program.
Mr. HOWZE. Has your research thus far gone, or will it go into
individual surveys and tabulation of, let's say, diaries for individual
surveys which have been made by the rating services?
Mr. GOLDBERG. Ireally could not say at the moment. It might.
Mr. HOWZE. It has not happened yet ?
Mr. GOLDBERG. No. Actually, Istarted in this job in August, and
Imust admit that between conventions and speeches, there has been
very little time to do very much.
Mr. HOWZE. What do you consider, Governor, the obligation of the
National Association of Broadcasters to its members in ascertaining
the validity from the factual, scientific, theoretical, point of view of
these audience measurement reports ?
Mr. COLLINS. Well, it is difficult to be definitive about that, but I
do think that the broadcaster should have abetter and more effective
analysis and check on the accuracy of these reporting services. We
had hoped that we could find some help in that respect through your
ASA committee, and we did. But as Isay, that committee pointed up
as many or more questions than they resolved so far as the broadcaster
having something he could depend upon as having had areview of the
validity of these services.
Now, I do not know how to respond precisely to your question,
because we have this research committee and it has been charged by
our board and by our membership through the board with the responsibility of finding ways in which the broadcaster can be better assured
of the soundness of these methodologies and these procedures, and
that is part of the exploration work that this committee and Mr.
Goldberg are now doing.
I do not have the competence to say precisely what direction or
what specific things will be done to accomplish that objective.
Mr. HOWZE. Just one more matter Iwould like to take up briefly.
There has been discussion in the trade press recently about meetings
between you, Governor, and representatives of advertisers regarding
guaranteed circulation plans, whereby an advertiser, as I understand it, would pay acertain amount of money for his time for spot annonneements. geared to agiven rating point and if that rating point
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was not attained, then the station licensee would agree to give the advertiser acertain amount of "free" spots until he had gotten what he
had guaranteed. Would you enlarge on that ?
Mr. COLLINS. Iam not aware of that report. Idid not read it and
Ido not know what basis there could be for it. I have not had any
meeting with advertisers, nor have I engaged in any such discussion
as that.
Mr. HOWZE. You have never heard of such a plan ?
Mr. COLLINS. No, sir; Ihave never been involved in the discussion
of any such plan with any advertisers.
Now, Imet with agroup of advertisers over ayear ago in New York.
and we had arather broad discussion of 'advertising and broadcasting,
and Iwould not say that somewhere in that meeting, this sort of thing
did not come up, but there certainly has been no specific discussion of
that. And Ido not recall any discussion of that there. So Ithink
somebody has been misled.
Mr. HOWZE. Perhaps the trade press has been indulging in what has
recently been called wishful thinking.
Ihave nothing further, Mr. Chairman.
Mr. Moss. Mr. Bennett?
Mr. BENNETT. Governor Collins, this is acomplex subject to me, and
you said something about it being complex to you. It is more complex
to me.
But Iam wondering, as Ihave listened to your statement, in what
respects this committee can deal with this problem. I assume that if
we have any jurisdiction over the matter at all, it must resolve itself
somewhat in how abroadcast station is operating in the public interest.
Now, to what. extent, in your opinion, do these ratings affect the operation of abroadcast station in the public interest ?
Mr. COLLINS. Well, Iam quite sure. Congressman Bennett, that that
would vary as between different broadcasters and different segments of
the industry.
One network will probably use the rating services in one manner
and another network may well use them in adifferent manner. And
all of them will tell you that the use of rating services is only one of
many factors that they are concerned with in the development of their
programing plans.
Now, Ithink, and Iam sure your staff and your chairman anticipate
just exactly that, that you will receive testimony from various users
of the ratings and that they will shed much light on the extent to
which they do use the rating services. Ithink they will develop here
experiences that they have had and from many witnesses you will
probably find beneficial experiences, and from some you will find the
contrary to that. I think that the simple fact that the committee is
bringing all this to light is going to be extremely helpful, and Ithink
the fact that you are having this discussion will certainly create a
higher dedication and abetter purpose in not only the rating services,
but all those who use the rating services.
I think in that respect, certainly, what you do here can be very
helpful.
Ithink, too, that we need more professional, scientific investigation
of this question of the validity and the correctness of these method-
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ologies, and perhaps this committee would find it in order to authorize
some further research in that area.
Now, we are trying to do something in that area ourselves and
we expect to.
Mr. BENNETT. Do you have any information that the public is
getting any bad programs because of the use of these ratings ?
Mr. COLLINS. Well, Ido not think you can deal with that question
that simply, Mr. Bennett. I wish I could. I think that there are
broadcasters—
Mr. BENNETr. You spoke at great length about the accuracy and
the validity of ratings and the need for more accuracy. You have
not said how that might be achieved, and I have not any idea how
it can be achieved, either. I can see how it could be important, if
somebody is going to use ratings, that they be accurate. What Iam
wondering is, if they are not accurate, does anybody know whether
the public is getting abad deal about it in their programing?
I hate to get into programing, because our committee has been
round and round and playing ring-around-the-rosy with programing
for years, and no matter how we deal with it, we always come up with
the same answer, that there is not anything we can do about it except turn off the TV set if we do not like the program.
Mr. COLLINS. So much of that turns, Mr. Bennett, on the individual broadcaster, the individual attitudes, and the individual desires
of those in broadcasting. In many respects individual rating reports
can be tremendously helpful and beneficial and in the public interest.
For example, the report I gave you in my statement, that report
can be used to advantage and it can be abused in the public interest.
You may recall that that report showed that at 8o'clock, the preponderant audience listening to that program were children under
12 years of age. Well, now, the effect of that on that broadcaster
is going to depend upon the individual broadcaster.
He well could benefit from that information. On the other hand,
he could well not benefit from it. This is a highly competitive, and
of course, it is a highly individual system of broadcasting that we
have. It. is the only one like it in the world. I submit that out of
it has come the finest broadcasting in the world by far.
At the same time, the flexibility that a free society provides is naturally going to allow for abuses, as we all understand. That is the
reason Icome back, every time Iget into this jungle of use, how one
would use it and how the other would use it, to the proposition
that the big thing, the tremendously important thing, is to
have the feeling that what he is getting is valid. Then, through
other means that the Government has and that the public has, it
can call for a sound and proper application of these services and
sound uses to be made of them.
Mr. BENNETT. Is it possible, in your opinion, for a rating service
just to test or to check 346 people or families and then project. that
to 145,000 listeners with any degree of accuracy?
Mr. COLLINS. Iwould have aserious question that it could. But I
think the scientists and the researchers should get that answer for us
and it is beyond me to give you adefinitive answer.
Mr. BENxErr. Do you think we could understand it if they gave
it to us?
99-942d-63—pt. 1-21
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Mr. COLLINS. Well, Ido not know.
Mr. BENNETT. Do you know in general how they project these, what
qualification figures they use to get the 145,000 or what rule they use
to achieve this? Is there astandard rule?
Mr. GOLDBERG. It is not astandard rule. The theory on all of these
samples is that the sample taken by the rating service is representative
of the entire population of television set owners. Under that theory,
if the sample is agood one, if, let's say, 10 percent of the sample then
views aparticular program 2then it is assumed that 10 percent of the
entire population of television set owners will also have viewed that
program. But that is in the whole theory of sampling, which the
ASA committee went into in some detail.
Mr. BENNETr. Whether that is avalid assumption or not, nobody
knows.
Mr. GOLDBERG. The problem we face is how accurate are the procedures and how far have we progressed in this science of opinion research or rating research or attitude research in this whole area of
sampling and interviewing and so on, and this is where we do have
problems, sir.
Mr. BENNETT. What is there, Mr. Goldberg, that the committee can
do about this, in your opinion? Your argument. Imean.
Mr. GOLDBERG. It is very difficult, sir, to understand, because we
have been trying—this is basically anew field. It started, you might
say, in 1935 or thereabouts. We have been trying to get through on
this. There have been studies, for example, on interviewer bias.
How does the interviewer bias arespondent? Mr. Gallup has clone
many studies in the area of questions. In sampling, again, we have
the problem. We know the probability sample is about the best you
can get. The census has done alot of work on that. But we do not
know what happens when you digress a little bit. I think we just
have to do more studies and what you are doing is bringing this all to
light again so that we can focus on some of these questions that have
been sort of passed by.
Mr. BENNETT. How might the use of the ratings by a broadcaster
affect the operation of his station in the public interest, in your
opinion ?
Mr. GOLDBERG. Well, sir, these ratings are essentially tools and they
can be used as the management sees fit, for his decisions.
Mr. BENNETT. Suppose, right there, the rating people have completely erroneous information about the number of people, the kind of
people who are listening, and so forth, and they sell that to the broad caster. He buys them. On the basis of that erroneous information,
he, together with some advertiser, sells some time and puts out aprogram. Now, is that necessarily against the public interest; would that
have any effect?
Mr. GOLDBERG. Not necessarily. First of all, that is not usually the
only tool that he uses. There are many different tools that he will use.
Mr. Br.xNrxr. Iam not assuming that. Iam just assuming that he
is buying or getting an erroneous rating report, the number of people
that are listening in acertain time to acertain station, and he buys
that report and then sells some time to an advertiser, who, in turn, puts
out or gets aprogram on the air at that particular time.
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Mr. GOLDBERG. It is conceivable, sir, and we do know there are some
biases, for example, in the rating report where people will say they are
watching, let us say, "Meet the Press," when they are actually watching awestern. Under those circumstances, "Meet the Press" will have
ahigher audience than it actually would have and possibly the public
interest would be served, let us say, better in that regard.
The problem is, you do not know how you are doing it. This is one
of the real problems we face. If it is in error, it could or could not be
in the public interest. We are not sure.
Mr. BENNETr. Well, take this sample that Governor Collins has
given us of the 346 tabulated. They come up with Monday morning,
85—
Mr. COLLINS. That is evening.
Mr. BENNETT. That is evening ? Oh, p.m.; excuse me.
P.m., 21,200 teenagers between 13 and 17 were listening and 175,000
children, 12 or younger. Would that be used to determine whether
they put on the "Lone Ranger" or some other type of children's program, adetective program, or a wild west program?
Mr. GOLDBERG. No, sir; this applies to the particular program on
that station at that time. If you change the program, you are going
to change the audience composition that views that particular program,
so that Ido not think we can make the assumption that these children
would then watch any show on at that time.
Mr. BENNETT. What Iam trying to figure out, if Icould, it is interesting to me to know whether anybody has any information as to
whether these ratings in any way are afraud on the public. Are they
responsible for bad television and radio programs in some way or
another? Iguess because if they are, it seems to me we have something
here. If they are not—
Mr. COLLINS. Mr. Bennett, I think those questions could better be
put to people who are responsible for programing. It is hard for us
to speak for them, because the only thing we have in that respect would
be hearsay and they are here and could speak for themselves.
Iwould like to say one thing, though, before Ileave, and Idid not
emphasize this in my statement, and Iwish Ihad. That is, that while
the complexities and difficulties are extremely involved in television,
that is more the case in radio, and the services that the radio broadcaster gets in the way of rating and the public has indirectly are most
meager, in my judgment, and we desperately need an improvement in
the quality of rating services in radio. That is basically true because
the greatest radio audiences are when the people are most mobile. The
highest of audiences occur when people are out in their cars and have
their portable radios, and not when they are home. Of course, the
possibilities and the means for measuring that audience are tremendously difficult.
Mr. BENNErr. Do you know what percentage of the broadcasters of
radio and TV use some type of rating service?
Mr. GOLDBERG. No Isir.
Mr. Comws. I think they all look at it. To what extent they use
it, Ido not know.
Mr. BENNETT. Do they all take aservice or buy aservice?
Mr. COLLINS. No, sir.
Mr. GOLDBERG. No, sir.
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Mr. BENNETT. Are these available for free, or do they have to buy
them?
Mr. COLLINS. They have to pay for them. They subscribe to them.
Mr. BENNETT. You say they all look at them.
Mr. COLLINS. Well, they hear from them and they are well advertised, the ones that get the fine ratings, they are advertised. The
question, the matter of ratings gets to all broadcasters. They are
all conscious of it.
Mr. BENNETr. Would there be asubstantial number of broadcasters
in the country using ratings—buying and using them ?
Mr. CoLLINs. Iwould say yes to that, that in television, more than
radio, but in all broadcasting, there certainly is asubstantial number
of broadcasters who are concerned with and assiduously examining
rating reports.
Mr. BENNETT. How many rating people are in the business? Are
there alarge number of companies or firms ?
Mr COLLINS. Well, like most any other business, there are big ones
and they trail off into minor ones down the line. Ithink the ASA
committee found that there were seven substantial businesses engaged in these operations.
Mr. BENNETT. Does it require alicense to operate arating service?
Mr. COLLINS. Not unless they are under some local law. They are
not licensed by the FCC or under the control or supervision of any
Federal agency.
Mr. BENNETT. Well, in this investigation or this study, you are
making, how much time are you going to devote to this particular
problem?
Mr. GOLDBERG. I could not say at the moment, sir. It is all part
of the problem of basic research in this whole area. For example, if
we could find out more about the impact of the medium, the whole
process of communications, then exposure is only one factor in this
whole relationship, and that is all this would be.
Mr. BENNETT. Although it has been regarded by your association
as a serious problem, Governor, for some time, you still have not
gotten down to really studying it yet ?
Mr. COLLINS. I think we have made pretty good progress, taking
into account all of the practical handicaps that we have had. We
have, within these 2years, developed the need for research, we have
developed an acceptance on the part of our membership to support a
research program, we had a very outstanding committee of broadcasters, headed by Mr. Don McGrannon, the president of Westinghouse,
that took some 6 months in making its study about how a research
program should be set up. That committee took into account the
possibility, for example, of having aresearch program centered at a
university, of having research services that would be headed up in
New York, the difference between having fragmented programing,
having acentralized one. It really made an outstanding study and
then made its report to the board. The board approved its report
unanimously, then we had to budget the money for it, and I think
taking into account all of the practical—
Mr. BENNETT. This is the study you are talking about, the study
you are going to make now?
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Mr. CoLLINs. No; the rating methodology is just one phase of
this overall, broad program, but it happens to be the No. 1project in
that program.
Mr. BENNETT. But as of now, if I understand you correctly, your
principal criticism of the ratings is the questions you have in your
mind as to their accuracy and their validity and something should be
done to check ?
Mr. COLLINS. That should be our No. 1 concern. That does not
mean that we should not be concerned with use and the abuse of use
and that sort of thing. But Ithink undergirding all of these various
questions of use is the basic problem of whether these things are worth
using at all, and to what degree are they worth using.
Mr. BENNETT. That is all, Mr. Chairman.
Mr. CoLLINs. At the same time, Isay very candidly, Ithink there
is asound need for valid, good, rating services in broadcasting.
Mr. Moss. Mr. Rogers ?
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
Of course, I am delighted to see Governor Collins here, having
known him for many years when he was avery competent, excellent
Governor of Florida.
Iam delighted to see him devote his talents to this industry.
It is my feeling, just offhand, from all that Ihave read and heard,
that the rating organizations can, in effect, determine the life or death,
in many instances, of programs and even broadcasting stations. If it
is avery low rated station, they get very little income, Ipresume, from
national advertisers. Where they have a hi gh rating with these
rating services, then Ipresume they get agood bit of national advertising, would that be true, generally ?
Mr. COLLINS. I think basically that is true, yes, sir. I do not say
the rating services determine the life or death. But Isay the measure
of an audience determines the prosperity of a local station, and its
means and ability to attract more income.
Mr. ROGERS of Florida. Now, depending on the reliability of the
rating service, if it is done properly, it would have one effect. If it
were done improperly, it could determine the life or death, could it
not ?
Mr. COLLINS. Yes, it could in either case.
Mr. GOLDBERG. Whether it is done, Mr. Rogers, sir, whether it is
done accurately or inaccurately, that same conclusion could prevail.
Mr. ROGERS of Florida. Iunderstand.
Now, what would be your feeling on requiring the FCC to license
these companies ?
Mr. COLLINS. Ihave given no thought to that, one at all, Mr. Rogers.
Mr. ROGERS of Florida. Well, to have certain standards set that
determine scientifically whether it is proper to take 348 people or 346
people. whatever has been shown, and project that into hundreds of
thousands—should there be some standard to avoid a fraud upon the
industry t
self, or do you feel that the broadcasting industry, through
your organization, can set standards that can be relied upon ?
Mr. Cor.rixs. Well, we would certainly like to try our hand at the
free, voluntary way. But I do not hesitate to say to you that personally, if it took a licensing program to give the broadcaster a
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sounder assurance of accuracy in these ratings, Ipersonally would not
look upon that with disfavor.
Mr. GOLDBERG. Mr. Rogers, sir, on that, the members of the American Public Opinion Research Association have long discussed this
problem of setting up standards or ethics for their practitioners.
Rating research is one part of the whole research area, of market
research, opinion research, attitude research. The technicians have
not yet gotten to the point where we know what real good standards
would be in this regard. We know that we have set up a code of
ethical practices with which we would hope all of our members would
comply.
But the other aspect of licensing them and then saying that what
they are doing, and this is in terms of the technical, would be OK and
give it astamp of approval, Ido not think the members of our association, that is, the researchers themselves, would agree on what are
proper, technical standards.
Mr. ROGERS of Florida. Well, would the industry, you think, be
willing to pay for larger samples?
Mr. COLLINS. Ithink if it were determined that larger samples were
necessary in order to have amore accurate reporting, it would. But I
do not accept that premise as asound one, that that is altogether what
is wrong, that they just do not have large enough samples. I know
some of the rating services point that out from time to time, that they
could do better if they took larger samples. But Ido not accept that
premise.
Mr. Roorrts of Florida. Of course, Ifeel, too, it would be better if we
could let the association set standards or go into this problem first.
But Iam pleased to know that von would not be adverse if this is not
PffPotive to handle the problem to at least consider licensing under
FCC. which Icertainly would be willing for this committee to consider, too, if this problem is not solved by the industry.
Thank you very much.
Mr. Moss. Mr. Springer?
Mr. SPRINGER. Governor Collins, Iwould like to come to one rim se—
whether this is small or large, I do not know—iust one phase of the
whole industry, and that is the networks and their relations to ratings.
It is afact, is it not, that practically all of the ratings that are set up
for nationwide network broadcasting are done by one service?
Mr. COLLINS. No; Ithink, Mr. Springer—
Mr. SPRINGER. Did you get all my question, Governor? Listen very
closely, if you will, please. Please read it back.
(Question read.)
Mr. COLLINS. Iwould say two, Mr. Springer.
Mr. SPRINGER. What are the two? Iam talking about the TV network nationwide only.
Mr. COLLINS. Nielsen and ARR.
Mr. SPRINGER. In percentage, how much does Nielsen do?
Mr. COLLINS. Icannot answer that.
Mr. GOLDBERG. In terms of dollars, are you referring to
Mr. SPRINGER. Tu terms of percentag.es. How much business do
they do of the two?
Mr notpttEno. T would guess, and it would only be aguess, that 75
percent.
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M T. SPRINGER. Well, it is nearer 95 percent.
Mr. Couurrs. Idid not know that.
Mr. SPRINGER. Now, Governor, it is a matter of fact that the TV
nationwide programs of the networks are governed by one servie,
is that right—that is, rating service?
Mr. COLLINS. I cannot accept the figures about percentage there,
Mr. Springer. I have always felt there are two major concerns in
this field, ARB and Nielsen. The Nielsen Co., of course, has amuch
further-reaching business scope than just broadcast ratings. In fact,
broadcast ratings is not the major part of its services. They are
engaged in all kinds of statistical ratings that affect marketing and
research and things of that sort, that are used, and their business
interests go much beyond broadcast rating. But I have always
thought there were two.
Mr. SPRINGER. Mr. Chairman, Ihave another question.
Mr. Moss. I just wanted to observe that the testimony we shall
hear later in the day is that the CBS network, in 1962, paid $271,100
to Nielsen, $36,700 to ARB. And Ibelieve that that is in about the
same ratio as payments by NBC.
Mr. COLLINS. I was not aware of that, but I have no reason to
question it.
Mr. SPRINGER. Now, let us assume for a second that these figures
are true. As amatter of fact, then, one rating service is going to be
the largest single factor that the networks are going to have in determining whether or not to put a program on its network, is that not
true ?
Mr. COLLINS. Mr. Springer, the networks will strongly contend,
and I do not know that I should speak for them, because they are
here and can speak for themselves, but they will strongly contend
that the consideration of these rating reports is only one factor that
they take into account in determining their program policies. They
have their own statisticians. They subscribe to all these services.
They have their own individual ways of determining what they regard as of public interest, and they have their own sense of responsibility to public duty and those sorts of things. They all enter into
this broad process of their program decisions. They will explain all
that to you, Iam sure.
Mr. SPRINGER. Do you know this for a fact, or is that what they
tell you ?
Mr. COLLINS. Ionly know it from what they tell me, sir. But Iwill
add this, Mr. Springer, that Ido not have any reason to question that,
and Ifrankly believe that is true.
Mr. SPRINGER. I want to refer back, if Imay, to the 1958 and 1959
hearings before the old Legislative Oversight Subcommittee. Here is
a letter from the Senator from Washington, Warren Magnuson, to
Harvey S. Firestone, Jr. Iwant to read aportion of this:
Included in Mr. Havens' testimony was a reference to the occasion when the
National Broadcasting Co. canceled your company's broadcast time on Monday
evening in order to make room for the Sid Caesar Show.

This is what happened: Here is areply from Mr. Harvey Firestone,
Jr., to Senator Magnuson:
The station in Richmond, Va., which had been carrying the "Voice of Firestone"
on NBC also had an affiliation with ABC. When we switched from NBC to
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ABC we asked all the stations which had double affiliations to continue to carry
the "Voice of Firestone."

When they said switched, they were fired is what they meant to say.
We asked all the stations which had double affiliations to continue to carry the
of Firestone." The station in Richmond informed us that it would do so
only if it felt that the public wanted the "Voice of Firestone" continued. We
knew of no way to prove to the station that the public wanted to continue the
"Voice of Firestone" except to insert an advertisement in the Richmond papers
advising the public that the "Voice of Firestone" would not be heard in the Richmond area unless the station received enough letters requesting its continuance.
-Voice

This same thing was done in Roanoke, when the stations had two
networks, many of them did. After they were out—they were able
to maintain their time on ABC, because by this time, there were some
3,000 letters and cards coming i
n saying that they wanted "Voice of
Firestone" continued.
Let me see what NBC said:
The reason given by the network for discontinuing our program was that it
did not have a high enough rating. The network pointed out that although our
program was of outstanding quality, the program preceding us had a higher
rating than our show and that the program which followed us could not get high
ratings because when our show came on, part of the audience tuned to other
networks and did not return to NBC after our show was off the air.

Now let me continue just another paragraph:
This was somewhat surprising to us because in February 1951, our company
asked the National Broadcasting Co. for its recommendations to provide Firestone with a more popular television and radio show. We emphasized that we
were willing to consider any type of television and/or radio program which would
maintain a quality format and be a sound investment of advertising dollars.
In that same month, Mr. Niles Trammell, who was then president of NBC,
and a group of NBC representatives came to Akron and made a presentation in
which they urged the continuance of the "Voice of Firestone" on both radio and
television. The net of their presentation was that the " Voice of Firestone" was
not only an excellent program for our company, but also a highly valued program
for the National Broadcasting Co., and they showed us statistics which indicated
that on a cost-per-listener basis it compared very favorably with other television
and radio programs.
I want to read as apart of that same letter aletter from David Samoff, chairman of the board of RCA. Iread from Dr. Sarnoff's letter:
We at the National Broadcasting Co. have a deep sense of pride in being able
to share in this anniversary observance with the Firestone Tire and Rubber Co.

This letter was written about 4months before the quotation Ihave
previously given, Ishould say in all fairness.
But our tribute must be to the leaders of that great company whose faith in
the public's love for fine music has been fulfilled and renewed over the past 25
successful years. The acceptance and stability of the "Voice of Firestone" goes
far beyond mere program duration. Many of its orchestra members have performed every Monday night for as many as 15 and 20 years. This is not an
anniversary of endurance. It is an anniversary of gratitude to a company which
for a quarter of a centuy has been bringing a fine and wholesome broadcast series
to American homes.

Five months later they canceled the contract.
This is what I am talking about, Governor, in this whole question
of where ratings stand. This is the classic example in television of
what happens with ratings. Now, was it justified ?
Well, actually, ABC went to atest of whether it should or should
not in the Roanoke and Richmond areas retain the program. It came
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to the conclusion that the program was of such quality and desirability
that they continued it, even though the program had been canceled
by NBC.
Iwant to put this question to you: Is not this pretty good evidence
that networks are listening very closely to what ratings are from month
to month ?
Mr. COLLINS. Icannot pass upon the individual example you have
given, Congressman Springer, but Icertainly assert that it is true that
the networks do pay a great deal of attention to what these rating
reports are.
Mr. SPRINGER. Now I want to come to the final part of it, the second part of my question.
You have said on page 1, and I quote you, paragraph 5:
But at the outset I would like to assure you that ratings are only one of the
factors involved in the program decision-making process for both the broadcaster
and the advertiser.

Now, Governor, will you take them one, two, three, four, live, the
other factors which you say make up their decision ?
Mr. COLLINS. Mr. Goldberg will respond to that.
Mr. GOLDBERG. ISit all right if I put in some of these, sir?
Mr. SPRINGER. I would rather it be the Governor who will answer,
but if you want to collaborate, that is all right.
Mr. COLLINS. Well, in the first place, sir, every net work and all
broadcasters project a substantial amount of programing that they
do without regard to what the rating figures may be.
Mr. SPRINGER. You understand, I am talking about prime hours.
This is avery restricted question which Iam putting out, and that is
prime hours of network broadcasting, nationwide.
Mr. COLLINS. Even so, Ithink you will find that all of the networks
now, in prime time, for example, broadcast documentaries that underline, give the answer to questions of why and how things occurred
that are important to the people in the current news that are not regarded as being responsive, precisely, to audience measurements. But
out of a sense of obligation and out of a sense of desire to serve the
public interest—Ithink that has importance in this picture.
Mr. SPRINGER. Governor, I am going to have to get this, if you
can, in a short sentence or two—I am not sure I understood you.
Iam asking—
Mr. COLLINS. I think, one, that they have many programs they
project that they regard as in the public interest that are scheduled
and programed without regard to the size of the audience that they
anticipate receiving for that program. I say there is some of that.
and some of that is done by all of the networks.
I also want to point out to you that there is sponsorship of some
programs that is made without regard to the size of audience anticipated. For example, and I mention this merely as an example, the
Hallmark programs, where Mr. Hall, for Hallmark cards, broadcasts,
in prime time, programs that he feels are of high cultural value to
the people, and that is scheduled without regard by Mr. Hall, Ithink,
to the size of the audience it might attract. Certainly, he is interested
in the size, but he feels that the type of audience that he will acquire
will provide him a sound audience for his personal and his business
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message, and he also has adeep sense of personal responsibility, Ithink,
as a man, and his company does as abusiness, to make that contribution to the American people. So I think that enters the picture.
Mr. SPRINGER. Will you yield, Governor, at that point? I want
to insert aquestion at this point.
Is it not true that what the Hall people are doing is one of the
finest programs that we have on the air, and he only does that on
rare occasions ? Is that not correct ?
Mr. COLLINS. Ithink he has one about every 3months.
Mr. SPRINGER. That is about once every 3months, or roughly four
times ayear.
Mr. COLLINS. Maybe more often, Iam not sure. They do not come
regularly, but I still say that is scheduled in prime time and not
scheduled in response to what the rating reports will be, or have been,
for the preceding one. You asked me to give you an example.
Mr. SPRINGER. Actually, though, is not that program very similar
to what United States Steel did with "Peter Pan" 7 or 8years ago,
which probably had the highest audience ever for any kind of entertainment in this country for that hour; ever before in history ? Now,
that has a high rating anytime, this program; does it not? This is
a program which everybody looks forward to three or four times
ayear.
Mr. COLLINS. Some of them have high ratings; some have high
audience acceptance; some do not. But I think Mr. Hall would be
the first to tell you that, regardless of the size of the audience, he
takes great pride in projecting to the American people something
he thinks is of exceptionally high quality, and I think that is the
case.
Mr. SPRINGER. Do you think that is another factor which the network takes into consideration, other than ratings?
Mr. Comaxs. Yes, sir.
That comes to the factor of sponsorship, of desire, and interest.
Mr. SPRINGER. Will you state another one?
Mr. COLLINS. Sometimes that is contrary to ratings. I have not
seen the rating, but you referred to the "Voice of Firestone." That
is currently being broadcast by ABC in prime time. I do not know
what the audience reaction is, but I frankly believe that inherent
in the decision of the Firestone people to project that, and inherent
in the decision of the ABC network, is not a controlling factor of
the size of the audience that it would attract. And that program,
incidentally, Isee, has been nominated for, and has recently received,
an award as very outstanding programing for the benefit of the
American People.
Mr. SPRINGER. Actually, if you want to know the whole history
of Firestone, I will relaie it to von. They liad a much better hour
than they have now with ABC. NBC let them off, so to speak.
Then ABC moved the hour back to 10 o'clock, which they did not
want because for some 20 years since 1928, or 25 years previous to
that, they liad the hour of 8:30 to 9o'clock on both TV and radio.
So they were moved back to an hour which they at least determined
was not nearly as good an hour as the one that they had before. So
the program effect has been downgraded, even though it is still on.
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Mr. COLLINS. Ihope you will ask that same question of these network people, Mr. Springer, and they can tell you all these factors.
Ican assert that I am satisfied the statement Imake here is true:
That they do take into account various other factors in their decision-making as to programing. I did not limit my statement to
prime time, as you limited your question, but Istill say that is true
as to prime time. Perhaps not to the degree that it is in nonprime
time, but take this into account, sir:
That there is avery valid reason for networks to program for large
segments of the population that is interested in types of programing.
We have avery democratic process here and, Ithink, that is necessarily true in our democratic society. Certainly, Ithink if the network did not pay some regard to what they felt was the public
interest in its entertainment and in its information in other programing; I think if it paid no regard to that, that it would be subject
to rather severe criticism for dictatorial assumptions and autocratic
attitudes and that sort of thing.
Ithink we must recognize that they ought to give regard to what
people want.
M T. SPRINGER. All right.
Mr. COLLINS. Just like Ithink you, as Congressmen, give regard to
what your constituents want, and just as every competitive business
operates in terms of what its constituents want.
Now, the basic fact is: Do they have the underlying information
which they can put credence in that justifies them in giving the consideration they may give in weighting this whole decisionmaking
process in regard to rating reports.
Mr. SPRINGER. Itake it, then, from this answer, that you feel that
ratings do have avery substantial effect upon the networks in determining what programs they are going to put on in the prime hours?
Mr. COLLINS. Ido not think there is any question about that, but I
do not think it is conclusive.
Mr. SPRINGER. Now, Iam just wondering, from something you said
here, and trying to end this on aconstructive note: Do you think there
is any better way to do this—I am talking about all networks, all
three of the networks—to divide the prime time based upon the five
or six major categories of interest, rather than upon ratings?
Mr. COLLINS. Would you state that again ?
Mr. SPRINGER. As you mentioned here, travel, news, adventure, culture would be another one, art, music and drama, Itake it, would be
apart of it, and documentary. Eight would be special events, Itake
it—the President, public events, and those types of things.
Mr. COLLINS. I am not following you. I do not know what you
are reading from or what you are alluding to.
Mr. SPRINGER. Iam reading from my notes, notes Ihave made here
of things you have said, plus some of the things Ihave put together.
Would it not be a constructive move by the networks to take the
major categories of interest and try to divide the time among those
major categories of interest rather than among this question of ratings
of programs?
That is what Iam trying to get before you as aquestion.
Mr. COLLINS. No, sir, Ido not think that we should devise astraitjacket of specific delineations of that kind. Ithink that under our
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system, there should be more flexibility and more freedom for the
broadcaster than that would allow.
Now, I do think that every network and every broadcaster has a
deep responsibility to program in the public interest, and to give to his
audience good, broad, high-quality programing.
Mr. SPRINGER. Is that not exactly what we are talking about here?
You mentioned some of these yourself.
Mr. COLLINS. Yes, Iknow.
Mr. SPRINGER. As one of the bases upon which he makes his decision other than ratings?
Mr. Commis. Yes, sir.
Ithink there should be some of all that in their programing, but I
understood your question to be whether the segment of time in prime
time should be divided so that the public would be assured of acertain
amount of concentration in this field in this half hour, in this field
in another half hour, and so on, through the whole prime-time schedule. I do not think the Government should impose that kind of a
restriction on afree broadcaster.
Mr. SPRINGER. Now, Governor, I will tell you why I brought that
forward as afinal question:
For the simple reason that, as aresult of the 1958 to 1959 investigations by the Oversight Committee, that is, in effect, the whole impact
of that investigation upon the TV industry nationwide—Iam talking
about the network level—we did get, as a result, more diversity of
programing.
That, Ithink, was the real result that we got, if we did get aresult,
from the 1958 and 1959 investigations.
Thank you, Mr. Chairman.
Mr. COLLINS. I think you would really destroy free broadcasting
if you set about to impose on the broadcaster that kind of aschedule,
sir.
Mr. SPRINGER. Actually, that is what has been happening. We have
been having parts of this program—and we hardly had any before
that—except you had programs like " Voice of Firestone." Now, we
have one station here in Washington that is doing practically nothing
except that—the big programing—nothing except that.
Mr. COLLINS. Soon after I came here, I made a speech—this one
was not read back to me, but Imade aspeech—in which Iadvocated a
blue-ribbon concept of programing under which—this was voluntary;
this was not anything the Government would impose us—the networks would voluntarily agree to schedule at least 2hours each during
aweek in prime time to very high-quality, blue-ribbon programing of
special contribution to the cultural advancement and information of
people, and that was not developed in response to that suggestion.
It never has been worked out, any formula to precisely accomplish
that. Yet, you can take these schedules now and, in reality, it has
been accomplished, because everyone of the networks are, in my judgment, scheduling at. least 2 hours in prime time of very high-quality
programing.
They did not accept it in the sense of adopting it as aprogram, and,
yet, they have accepted and accomplished, really, what Ihad in mind
when Imade that recommendation back some years ago.
Mr. SPRINGER. That is all, Mr. Chairman.
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Mr. HULL. Mr. Younger?
Mr. YOUNGER. Thank you, Mr. Chairman.
Governor Collins, do you know whether the ratings on anetwork
program are taken from samples in the area of each station affiliated
with the network?
Mr. COLLINS. Mr. Younger, not the nationwide ratings. Samples
are taken on the basis of having something from each market. The
nationwide ratings that the networks use for their program evaluations are not assured of having a sample from every market in the
country, and, as Iunderstand it, they do not.
Mr. YOUNGER. Then they could very well be inaccurate, couldn't
they, unless they do get the various audiences in the various markets?
In other words, if you took all of your samples from New York,
you probably would not get the same results in a program as you
would if you took the same sample in Seattle or Portland or San
Francisco ?
Mr. COLLINS. That would be true, but they will strongly urge that
the location of where they take these samples is determined on their
scientific methodology, and that, in reality, they do not give unnecessary weight to certain areas of the country; that they do provide a
sound distribution of areflection of opinion geographically as well as
demographically.
Whether that is true or not, of course, nobody really knows, and I
do not think anybody has really undertaken to determine the reliability
of the accuracy of these methodologies.
Mr. YOUNGER. The ratings are made on aprogram, not particularly
on astation ?
Mr. CoLLiNs. Both. They are made both ways.
Mr. GOLDBERG. Nationally, sir, they are based on the program.
Locally, it would be the program or the station.
Mr. YOUNGER. It would be on the program of the station, but you
would get a rating for astation in «Washington, for instance, at any
one time, it would depend on what kind of aprogram they had, would
it not ?
Mr. GOLDBERG. But that would not be in the national sample. The
national samples are based on adistribution throughout the country,
and apply not to local stations per se, but to the network programs.
At the local market level the people who do the tabulations would
then have it based on program and station. You do not have an individual station on anational basis. This is the problem.
Mr. YOUNGER. You were speaking about broadcasters using the
rating in, for instance, scheduling alocal program ?
Mr. GOLDBERG. Yes.
Mr. YOUNGER. In other words, they may not use the network program. They may buy aprogram and air it. But the rating would be
on the program and not particularly on the station ?
Mr. GOLDBERG. No, sir.
At the local level they would have them on both local programs and
network programs and the local station. It is all one.
Mr. COLLINS. What Mr. Younger means, and Ithink he is correct,
the rating of agiven station is reflected by the program it was playing
at the ti nie the sample is taken.
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Mr. GOLDBERG. In the local rating report; yes, sir.
Mr. YOUNGER. In other words, you do not get arating that station
X can count on 50 percent of all the sets tuned in to station X. They
do not have that ?
Mr. COLLINS. That is right.
Mr. YOUNGER. It might be for one program ?
Mr. GOLDBERG. That is right.
Mr. YOUNGER. But it might be only 10 percent for some other program ?
Mr. GOLDBERG. That is correct, sir.
Mr. YOUNGER. So your ratings, first, are all based on the programs
and their desirability. Are the costs which are charged to the advertiser based on the rating, or are they based on the time of the day ?
Mr. GOLDBERG. Both. The number of people who will be viewing
aparticular program, or any program, will tend to be larger in the
evening hours, prominently known as prime time, and during the day
you have fewer people available, and, therefore, the ratine will
usually be less, unless it is a special event like a World Series, or
something like that.
Mr. YOUNGER. That would be true of any program ?
Mr. GOLDBERG. Yes, sir.
Mr. YOUNGER. So that they know what the audience is, normally,
during each hour of the day, and that is why they have what you call
the prime time when people, normally, the family is congregated in the
home.
If you have arating of X program, and it is agood rating, and you
have another program that does not have quite as good arating, but
both of them are to be on prime time, does the price vary according
to the rating?
Mr. GOLDBERG. We have no way of knowing, sir. Each station has
its own way of setting up arate card, and you could not make aflat
statement and say it would or would not vary. It may or it may not.
But each station has its own.
Mr. YOUNGER. In other words, the networks charge accordingly ?
Mr. GOLDBERG. Ido not know, sir. You would have to ask them.
Mr. YOUNGER. Do you know whether the ratings are as accurate as
samples that would be taken by an appeal to the audience to send in box
tops for some gadget, and you would get acertain response? Is that
as accurate or less accurate than arating which might be made?
Mr. GOLDBERG. In my opinion, sir ' the ratings are much more accurate than that type of appeal would be.
Mr. YOUNGER. Much more satisfactory?
Mr. GOLDBERG. Yes, sir.
People who send in box tops or write letters really are not representative of the population. Every study has shown that. The researchers
are agreed that the people who write in on the basis of appeals or
specific requests are not representative, and ratings, in my opinion, at
least, are much more satisfactory as ameasure of audience than those.
Mr. YOUNGER. That is all Ihave.
Mr. Hcri.L. Mr. Brotzman?
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Mr. BitcerzmAN. Governor, in your testimony, in your statement, the
bottom of the first page, you make this statement:
For some time after I came into broadcasting, I seriously questioned and
doubted the need for any audience-measuring efforts. A rather large number of
broadcasters had reported to me individual experiences of what seemed to be
clear abuses and gross inaccuracies in rating reports.

And then Ithink on the next page you generally said that after you
liad assumed your office and became more conversant with the job, that
you had changed your opinion as to the need for arating service, but
you still believed the reform was needed ?
Mr. COLLINS. Yes, sir.
Mr. BROTZMAN. Ithink that would be afair paraphrase of what you
said.
Mr. COLLINS. Yes, sir.
Mr. BROTZMAN. Now, in an attempt to move out of the general into
the specific, Iwonder if you could give the Committee examples, first
of all, of these individual experiences that amounted to clear abuses,
in your opinion.
Do you have some examples of that specific thing?
Mr. COLLINS. Well, I had one broadcaster who brought to me a
showing that the sum total of the audience, the sum total of parts of
an audience, actually turned out to be greater than the projection of
the whole of the audience, which, of course, is obviously amathematical impossibility.
One broadcaster explained to me that he was in competition with another broadcaster in a neighboring county, and that a survey of his
county had indicated that that neighboring broadcaster was receiving a
larger measure of the audience than he was receiving, and that he called
one of the rating people out there and said, "I want to show you the
physical facts," and so he drove around his county and pointed out the
antennas on the top of people's houses, and ahigh proportion of those
were pointed to his station and not to the competing station, which
was given the larger reflection of audience from his own county.
Well, that was an obvious physical impossibility—Imean an obvious
impossibility for that to have hep n an accurate reflection, as the man
representing the rating company admitted, and in further sampling
and in further efforts made, adifferent result developed, which proved
the inaccuracy of the original one.
Some broadcasters came in to me to explain that they had protested
very strongly about the results of ratings which they regarded as completely unsound, and that the rating people would tell them that it was
possible that they had not taken alarge enough sample to get an accurate reflection of that particular market at that time, and that if arrangements would be made for defraying the cost of enlarging that
sample, why, perhaps adifferent result would be developed, and that
such arrangements had been made for enlarging the sample, with the
result that a more favorable rating had resulted from that enlarged
sample.
These are the sort of things that Ithink your staff is familiar with,
and I think that they have individual broadcasters here who could
testify very directly of instances of recognized inaccuracies.
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Mr. BROTZMAN. Irealize this is partially in the area of hearsay, but
I have the specific question to ask you at this moment that I think
you could testify to directly.
Mr. COLLIN s. Yes, sir.
Mr. BROTZMAN. Now, secondly, have any of these broadcasters reported individual experiences to you since you have had the position
of president of the National Association of Broadcasters?
Mr. CoLuxs. All of those Ihad reference to were made to me after
I came to be president of the National Association of Broadcasters.
Mr. BROTZMAN. "Broadcasters had reported to me individual experiences"—Ithought you meant—
Mr. Comaxs. 'Well, when Ifirst came to NAB, Ispent most of the
first month and ahalf, or month, exploring around and trying to find
out as much as Icould about this business as quickly as I could.
I went, for example, to New York and had conferences with the
highest officials of each of the networks, in an effort to learn as much
as Icould about broadcasting, and their attitudes and feelings about
what NAB should do to promote broadcasting, and I talked with
individual broadcasters the same way, and it was in that time that I
got those reports to which Ialluded.
Since that time other objections have been reported to me from our
members. But I do think, in all fairness, I should say this:
That the number of protests that Ihave received from broadcasters
about bad ratings has lessened as I have served in this job, rather
than increased. There are fewer that we hear from now than we
heard from ayear ago.
Mr. BROTZMAN. Specifically, has anyone complained to you that the
rating services rigged the particular test; that they employed or produced aparticular result by rigging ?
Mr. CoLLINs. Well, Iwill answer that question in two ways:
In the first place, there are some broadcasters who feel that way
about ratings generally, some. I do not say a substantial number.
There have been questionable rating operations that have come into
this broadcasting picture, and, so far as I know, those classified in
that. way have gone out. But there is no doubt that some of these
little, fly-by-night rating efforts have had obvious lack of integrity
involved in their operations.
Ithink that. that has been apart of this overall picture, but Ithink
it is arelatively small part of it.
Mr. BROTZMAN. Have you or your staff investigated these charges
specifically as of this particular time?
Mr. Comass. No, sir.
When these charges have been made, we have not made any field
investigation. For our purposes we accepted the statement made to
us by the broadcaster.
Mr. BR(YTZ3IAN. All right.
Now, I have another question. I think that either you or Mr.
Goldberg testified to the effect that a broadcaster pays money for a
rating service; is that not correct ?
Mr. GOLDBERG. If he is asubscriber; yes, sir.
Mr. BROTZMAN. Iwas not quite clear on one thing:
Does an individual or abroadcaster have access to a service? Can
he see aservice if he is not asubscriber, generally speaking?
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Mr. GOLDBERG. Usually, he is not supposed to, but I would say
usually he does, even though he is not asubscriber. He is not supposed
to use it. If he does use it, he is liable for cost, I understand, but
usually he does see it somehow.
Mr. BROTZMAN. With that background, back to the general area of
complaints that have 'been brought to your attention. llave any of
the broadcasters alleged or claimed that they were coerced into utilizing arating service ?
Mr. COLLINS. I do not recall an incident where abroadcaster claimed
that he was coerced, and, of course, I do not exactly understand how
you interpret that word. Ithink many broadcasters have felt impelled
in their business management to subscribe to rating services and to use
it to their advantage, so, in abusiness sense, they may have felt coerced,
but Ido not know of any instance where there has been any corrupt
effort, you might say, applied to coerce one to use it involuntarily.
Mr. BROTZMAN. You disclaim expertise in the area, and Iwould like
to do the same.
Mr. COLLINS. Yes.
Mr. BROTZMAN. But Iwonder if this could be apossibility. Would
astation be desirous of having agood rating, as someone brought out
in prior questioning, to attract national advertisers?
Mr. COLLINS. Oh, yes. Iwould say they practically all have avery
strong urge to have agood rating, because it improves enormously their
economic position.
Mr. BROTZMAN. Now, I wonder if it would also be possible that a
rating service could say to astation that, "If you do not subscribe to
our service, that your rating is not going to be as good as it might
otherwise be" ?
Mr. COLLINS. Ihave never heard of that, and Ido not think that is
true in regard to any major operation. The only time I have ever
heard of anything that approached that was a report to me of some
little, fly-by-night effort made in one of the States in amarket. The
company went around from broadcaster to broadcaster trying to sell
the service, and they agreed that whoever bought it would get the top
rating. But that is not characteristic, and Iwould say that has only
been used by these fly-by-night, shyster operators, as I characterize
them. That certainly is not applicable to the established services.
Mr. BROTZMAN. So you think there is no validity to such a charge
with the more, shall Isay, reputable rating services, is that correct?
Mr. COLLINS. No, sir. Iknow of no basis to accuse any reputable
service of being corrupt.
Mr. BROTZ3IAN. Back again to your original testimony for a moment. You say that you are still convinced that reform is needed?
Mr. COLLINS. Yes, sir.
Mr. BROTZMAN. Have you called upon any of these rating services
or have you had audience with them about some of these problems,
and specifically about some of the complaints that have been made
to you ?
Sir. COLLINS. Yes, sir.
As a part of my indoctrination I visited ARB, and Ivisited Nielsen, and I visited Pulse., and another one, Trendex, and sought to
learn something about their operations. I found them to be people
of fine manner and mien. They were anxious to be cooperative in
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their whole organizational structure; there was an appearance of
efficiency, and Ifound nothing to complain about, but Idid find much
that I could not understand from their explanations.
A great part of that, of course, is due to my own limitations, because, as Isay, this is ahighly complex field.
Now, Idid tell them of some examples and some illustrations of
protest and complaint that Ihad received, and they all had the appearance of being extremely anxious to do avery creditable job and
one that would reflect creditably to them and to the broadcasting
industry and to American business.
Mr. BROTZMAN. So, if Iunderstand your remark, you felt that they
were candid and open with you in answering your questions and revealing whatever you sought, whatever information you sought to
obtain from them?
Mr. COLLINS. Yes, sir; but Ido not mean by that that Ifeel from
that little study that Imade that you can put complete dependence
on the reliability of these vast extrapolations they make from such
little data.
But, so far as the individuals and personally, they seem to be very
fine people, and they seem to be operating good, clean, first-rate operations.
Mr. BROTZMAN. Now, after those interviews with them, did they
correct the things that seem to be clear abuses and gross inaccuracies,
as you said in your prior sentence? Do they make corrections in
these ?
Mr. COLLINS. Well, Ithink in the instances that Icarried to them,
why, where corrections were in order, they had been made, and, doubtless, we got a lot of complaints from people who were dissatisfied
with ratings; that the rating services would certainly not admit that
the complaints were valid, because they assume that the people that
do not get the best ratings are generally going to be unhappy, and
that, to alarge extent, is true.
So they cannot go around and correct everybody who is unhappy;
they simply cannot do that, nor could anybody expect that of them.
The man.Itold you about who had the antenna facing the wrong
way, he said that the rating man very happily and ve
ry q
uickl y
realized that there was something basically wrong there, and volunteered to take another sample and to make corrections, and Iassume
he did.
There are many complaints that the broadcasters make that the
rating service will not regard as valid. A lot of broadcasters think,
for example, that the location of these machines and the houses in
which these diaries are located are known, and that their competitors
make special efforts to influence those people who are sending in the
samples. Now, the rating services will not admit that that is true.
Mr. BROTZMAN. Are you alluding to amachine attached to aradio,
for example?
Mr. COLLINS. The Nielsen Co. has what they call an Audimeter
which is alittle machine they attach to aradio set or aTV set, and
that carries a film and makes afilm recording of precisely how that
set was tuned over aspan of time. They collect that film periodically,
and they have a precise showing, then, of how that set was, in fact,
tuned. And, of course, they know what programs were scheduled
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over that period of time, and so they pull the two together and take
from that film report aprecise showing of how that set was tuned over
that period of time.
Now, there are broadcasters who feel that they do not know where
those sets are, but that their competitors do. The Nielsen people will
quickly deny that, and I think there have been isolated cases where
it did become known where those sets were, and they will immediately
tell you that those sets were removed, and a substitute location was
provided.
Mr. BROTZMAN. I have one concluding question, Governor. It is
after 12, and Iassume the chairman would like to have arecess. But
you are convinced that reform is needed in this area, is that not
correct ?
Mr. CoLLixs. Mr. Brotzman, Ifeel that very strongly.
Mr. BROTZMAN. I wonder—and perhaps you have stated it sort of
in general terms to the subcommittee—Iwould like to ask you what
reforms are needed.
Let me ask you this:
Do you have anything prepared stating this specifically ?
Mr. COLLINS. Icannot be definitive about that. Iso wish Icould,
sir. But Ithink we have got to do some scientific research to determine what those reforms should be. Our immediate need is research
and a better understanding. After we get that, then I think that
will point the way to precise reforms that should be accomplished.
But I cannot answer the question without the benefit of that research, which simply has not been made.
And that is precisely what your ASA committee ran into. They
got into this thing, and they found that they could not say to this
committee or to the broadcaster or to the public that these people are
doing basically acceptable jobs of reflecting accurately what they
purport to represent.
They said, "We cannot determine that because we do not have the
information, and we do not have the research data required to accomplish that."
And I feel exactly the same way. I think that that should be
developed, and it is imperative that we get that additional research
information and get the answer to that question that you have just
posed: What is it now that we should do to better assure accuracy?
Mr. BROTZMAN. Realizing that ratings have certainly some significance to the people that use them, and taking your statement that
there are other factors that are utilized at its face value—between
the Government doing something about it and the industry doing
something about it—what would your attitude be?
Would the people that use rating services be willing to shoulder
the responsibility in this area to effect certain of the reforms, and
shouldering the responsibility, of course, would mean paying for it?
Mr. CoLLINs. Well, Ican answer for my association in that within
its means it will, but, at the same time, Ido not say that those means
will be adequate, and I think it very important that you ask that
question of some other witnesses who will be here before this committee.
You do not know how big this job will be or what the funds will
be that will be required. Research is something that you do not
have the answers to start with, or you would not nPed to res-eareli it.
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Voit get into it, and then you have to follow where truth leads
you.Sometimes that gets to be a far more complex need than you
anticipate when you start in, and that well could be true here. But
we are going to make a start, sir. We are going to do what we can,
recognizing, of course, that it is not the broadcaster's primary responsibility, but it is the primary responsibility of the rating services
themselves, and Ithink they recognize that.
Ithink they recognize the need for much more research.
There was this statement made the other day by Mr. Cash of the
TvB—that is the Television Bureau of Advertising—that was highly
publicized 3 or 4 days ago in the trade press. He pointed out that
there was afast-developing crescendo of need for more research and
more understanding in this area, and Ithink he is absolutely correct
about it.
Ithink it is getting to be avery general feeling in the business. I
think you will find that from your hearing: Ihope so.
Mr. BRozzmAx. Ihave no further questions. Thank you, Governor.
Mr. COLLINS. Thank you, Mr. Brotzman.
The GRAIRMAN. Do you have any further questions, Mr. Howze ?
Mr. HOWZE. No, Sin
The CHAIR3IAN. Governor Collins, thank you very much. I want
to say on behalf of the committee we appreciate your appearance here
this morning and your presentation to the committee on this very
important subject matter.
Mr. COLLINS. Thank you, Chairman Harris.
The CHAIRMAN. The committee will recess until 2o'clock this afternoon at which time Mr. James Aubrey, president, CBS—TV network ,
will be the first witness.
(Whereupon, at 12 : 15 p.m., the committee adjourned, to reconvene
at 2p.m., of the same day.)

AFTERNOON SESSION
The CHAIRMAN. The committee will come to order.
The first witness this afternoon will be Mr. James Aubrey.
Mr. Aubrey, it has been customary that our witnesses be sworn,
although Idid overlook it with Governor Collins this morning.
I have been reminded by the members that it was overlooked, so
will you please be sworn?
Do you solemly swear that the testimony you give will be the
truth, the whole truth, and nothing but the truth, so help you God?
Mr. AITBREY. Ido.
The CHAIRMAN. Mr. Aubrey, Ibelieve you have astatement which
has been filed with the committee. Will you proceed with your
statement ?
Mr. AunnEv. Thank you, Mr. Chairman.
TESTIMONY OF JAMES T. AITBREY, JR., PRESIDENT, CBS
TELEVISION NETWORK
Mr. AUBREY. Thank you, Mr. Chairman.
Mr. Chairman and members of the subcommittee, I am James T.
Aubrey, Jr., president of the CBS Television Network Division.
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Your staff has asked that we testify concerning the importance of
ratings. In what follows I will use the word " rating" to include
audience composition and coverage, as well as an estimate of the
number of homes tuned to aparticular program.
Our use of ratings is based on our need for a measure of audience
behavior to enable us to meet our obligation to furnish programs
that interest and entertain the public. Since our service is free., we
lack newsstand figures or box office information to aid us in the
determination of public acceptance of our programs.
Ratings are used by all advertising agencies with which we deal.
Since our sole financial support comes from payments by advertisers,
we cannot afford to ignore the tools they use in determining their
purchases of programs and time.
We recognize that ratings are useful only as estimates whose accuracy depends on the size and adequacy of selection of the sample and
on the techniques used in obtaining the viewing information.
Ideally, the public response to television programs would include
in-depth analysis of each individual's reactions and desires. It also
would establish the degree to which people like what they see on television, and indicate what people would like to see that is not available. In using the available information, we are mindful that it falls
short of the ideal. To the extent that ratings depart from this ideal,
we recognize their shortcomings.
Despite the limitations of ratings, we believe they serve useful purposes. No one to our knowledge has come forward with more practical methods of estimating audience size.
As our basic source of information concerning audience size, we
use the national television ratings of the A. C. Nielsen Co. and the
Nielsen television index complete reports.
We obtain from the American Research Bureau its network television reports and television market reports. We also use ARB's coverage service.
For the year 1962, our expenditures for rating services totaled
$307,900; $271,100 to Nielsen, $36,700 to ARB, and $100 to Pulse.
As for the use made of ratings, first let me review their role in the
selection of an affiliate and in the determination of the rate charged
to network advertisers for the use of time on that affiliate.
The factors involved in a decision to affiliate with a particular
station include—
The size of the community to be served and the number of
television homes in the community;
The desire on the part of the station for our programs;
Business experience and management qualifications of the station operator;
The willingness of the station to accept a mutually agreeable
arrangement with respect to the terms on which programs are
furnished;
The cost of transmission of CBS television network programs
to the station;
The extent of duplication of neighboring stations' services;
The number of homes reached by the station:
The station's share of audience among all stations in the
market: and
A station's overall ratings.
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No precise formula exists to produce automatically a decision in
each affiliation case, and the relative weight of each of the above
factors will vary from case to case. Share of audience is derived
from .ARB television market reports. The number of television
homes reached by the station is estimated from engineering contours,
population data and from ARB audience reports for the station's
market area.
The affiliate relations department periodically reviews performance
by individual affiliated stations through studies of ARB television
market reports.
Audience data also are used in the determination of a station's
network rate as indicated by the application of a formula which is
outlined in exhibit I. While ARB television market reports provide
some of the information used in the estimating process, engineering
factors are also used in arriving at an estimate of astation's network
audience.
Consideration is also given to several other factors, such as the
characteristics of the particular market and its growth potential, the
station's position in terms of overall share of audience ( which is
usually determined from ARB information), and its public service
and promotional activities.
Audience estimates also are important in sales activities. National
Nielsen ratings are used in soliciting new business and maintaining
existing business.
Ratings are not the only factor that affect sales. Some advertisers
choose programs whose audiences are expected to be smaller for the
special qualities which these programs provide.
The pricing of network time to advertisers is influenced by audience
size. Since potential audiences vary by time of day, varying prices
are charged for different time segments of the day.
Finally, let me discuss the use of ratings in the selection and
scheduling of programs. Our program lineup is the result of anumber of considerations.
The function of television is to enlighten and inform, as well as
to entertain. Experience has shown that. programs of an informational character attract smaller audiences than entertainment programs. Nevertheless, asubstantial portion of our schedule is devoted
to news and public affairs.
We believe, that the network's schedule not only should be balanced
between programs whose functions are to entertain and to inform,
but should also be balanced and diverse within these broad categories.
In all instances, no program which violates our standards of taste
and suitability is presented, regardless of the size of its potential
audience.
The network concern with audience size is based on the fact that
we are a mass medium and must provide programs of interest and
appeal to the national audience. The interests of our advertisers, our
affiliated stations and our viewers all are influenced to varying degrees
by ratings.
Most advertisers are primarily interested in audience size. There
are exceptions, such as the Prudential Insurance Co.'s long-time
sponsorship of "The Twentieth Century." General Electric's sponsorship of "G.E. College Bowl," sponsorship of the "New York
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Philharmonic" concerts by Ford Motor Co. and Shell Oil Co., and the
recently announced partial sponsorship next season of "CBS Reports"
by Travelers Insurance Co. But normally advertisers want to reach
the largest possible number of prospects.
To reach large audiences we must have affiliate acceptance of programs. Estimates of audience size play an important role in station
clearance since our affiliates compete locally for advertising and audience. Although we are amass medium, the significance of estimates
of audience size varies by broad program classification.
In the area of commercial entertainment, the prime objective is to
provide the best possible entertainment for the largest possible audience. With programs such as "The Ed Sullivan Show," "The
Garry Moore Show," "Gunsmoke," "The Beverly Hillbillies," and
"The Defenders," audience size is of the greatest importance.
Ratings indicate the popularity of a program; how it fares competitively; its relation to the programs that precede and follow; and
its audience trend over a period of time. Once a commercial entertainment program is on the air, its rating is continuously and carefully
watched. Cancellation of aprogram is never based on asingle rating,
since one rating can be the result of a variety of circumstances not
having to do with the program itself. Ratings over aperiod of time,
together with the experience of our program department, are the final
determinants of the continuance of a program of this category in
our schedule.
There is also entertainment of a special nature such as "Leonard
Bernstein and the New York Philharmonic," " Sports Spectacular,"
"Opening Night at Lincoln Center," and "Captain Kangaroo." The
importance of ratings is less in this type of programing since each of
these programs is selected to appeal to aparticular audience.
With programs designed to inform or educate, such as "CBS Reports," "The Twentieth Century," "College of the Air," and "The
Great Challenge," ratings are cif still less significance. These programs are not designed to compete with entertainment programs for
audience size.
News, regularly scheduled and special reports, such as "CBS News
With Walter CrOnkite," and coverage of political conventions, election
returns, the orbital flights of the astronauts, Presidential speeches and
press conferences, satellite transmissions, and the Cuban crisis are
provided as aservice to the public. Ratings play only asmall part in
their scheduling although ratings are of help in judging how effectively the content of such programs is presented. Some special reports are scheduled clue to their importance and timeliness without. any
regard to ratings whatsoever.
In each of the. program categories, we attempt to create programs
that appeal to the largest possible audience. Through the careful
observation of ratings, we attempt to improve the content. of all programs, and give them abroader appeal without sacrificing their essential qualities-.
I hope my testimony has provided an indication of the significance
of ratings to the CBS Television Network. Audience estimates help
us build and maintain anational network of affiliated stations; aid us
in establishing and reviewing rates charged for these stations; are useful in soliciting advertising from American business, %which consti-
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tutes our only financial support, and play arole in creating abalanced
program schedule which will serve the majority and minority interests
of the American people. Although as Ihave pointed out, we know of
no more practical method of estimating audience size than ratings, we
are conscious of their limitations, attempt to guard against misuse,
and are continually alert for improvement.
Thank you.
The CHAIRMAN. Mr. Aubrey, Inotice that you have an exhibit to
your statement on rate formula.
Mr. AUBREY. Ido, Mr. Chairman.
Mr. CHAIRMAN. Did you intend to include that with your statement ?
Mr. AUBREY. Ido intend to include that. Isee, however, no reason
to read it unless you care for me to, sir.
The CHAIRMAN. Let it be included with the statement.
(The document referred to is as follows:)
Exaffirr I
RATE FORMULA
1. Engineering standards are used to define a station's service contours. After
mapping these contours, the engineering department determines the number of
television homes within the station's service area. This figure is multiplied
by a factor which takes into account the number of stations in the market. The
result of this process—a technical measure of the station's potential—is called
the station's "anticipated television homes reached."
2. The research department supplies the number of "measured homes reached"
for the average nighttime CBS television network program on the station from
each of the three latest ARB television audience reports for the nationwide
measurement periods—March and November.
3. These three homes-reached figures are averaged with the "anticipated
television homes reached" figure.
4. This average—known as "composite homes reached"—is applied to a rate
curve ( a chart designed to produce a lesser rate per home reached in the larger
markets) to indicate the "unadjusted rate."
5. The "unadjusted rate" becomes the "adjutsed rate" after consideration of
qualitative factors.

The CHAIRMAN. Mr. Sparger ?
Mr. SPARGER. Mr. Aubrey, we would like to have you expand on a
very few points for the committee on what is basically a very clear
statement. First, has CBS canceled specific programs in the commercial entertainment or other fields on the basis of ratings ?
Mr. AITBREY. Yes, they have.
Mr. SPARGER. Second, has CBS established certain ratings of either
audience share or ratings below which CBS does not consider it feasible
to retain certain types of programing in its schedule during certain
time periods ?
Mr. AUBREY. No, it has not.
Mr. SPARGER. Would you separate for us or can you separate for
us briefly the amount of money that CBS pays for Nielsen network
surveys in comparison with what you pay for ARB?
Mr. AUBREY. I believe on the second page of my testimony, Mr.
Sparger, I indicate that we spend $271,100 for the Nielsen surveys
and $36,700 for ARB.
Mr. SPARGER. But Iwas delineating between the ARB national and
the ARB local.
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Mr. AUBREY. The network spends—Ido not have that.
Mr. SPARGER. Could you provide it for the subcommittee later?
Mr. AUBREY. We certainly will.
(The information requested follows:)
ARB national diary report services, $21,340;
$15,360.

ARB local market reports,

Mr. SPARGER. Doctor Stanton, in his testimony before the Antitrust
Subcommittee of the Committee on the Judiciary in the 84th Congress
said, "Well, ratings are the lifeblood of the business because they give
the operator and the advertiser some index of program popularity."
Would you say in television today that ratings are the lifeblood of
the busine,s's ?
Mr. AtraaEr. Ithink that that certainly is a fair statement within
certain definable restrictions.
Mr. SPARGER. Would you like to define the restrictions, sir?
Mr. AUBREY. If Imay.
Ratings by themselves, in the area of commercial entertainment,
are not the only measure which the network uses in making up its
schedule. We do believe that we have a responsibility to present a
very balanced schedule. Within the limitations of balance, ratings
in this particular category are the lifeblood of our schedule. But if
we were going for ratings alone and we knew that a certain type of
program would get the highest ratings, we would have nothing but
that type of program in our schedule. So that we do have comedy
programs which we are very interested in having as highly rated as
possible, dramatic programs which we are interested in having as
highly rated as possible, even though 1to the best of our knowledge, the
dramatic programs will not rate as high as the comedy programs.
Mr. SPARGER. In the advertising agencies with which CBS—TV
deals in selling network programs and programing, are there a majority of these advertising agencies which make their decision on the
basis of Nielsen information, or do they rely for their decision on the
basis of ARB information, to some extent? And if so, to what extent ?
Mr. AUBREY. The majority rely on Nielsen information.
Mr. SPARGER. Doctor Stanton has had much to say about the subject
with which we are concerned here. I rather expect that you are
familiar with the history of Dr. Stanton's experience in the audience
measurement field?
Mr. AUBREY. Iam.
Mr. SPARGER. Combining that with his experience as president of
the top-rated network at present, you would assume, of course, that
he could be an authority in this combined field of audience measurement and network programing sales, et cetera ?
Mr. AUBREY. Iwould say that Dr. Stanton's background would certainly qualify him as an authority, although in recent years, in spite
of his background in research, he has devoted himself to the broader
aspects of the broadcasting business and the particulars of the television network have been left up to me and my predecessors.
So in this particular area of network ratings, I am sure lie is an
authority, but he no longer devotes his time to it as he once did.
Mr. SPARGER. In the testimony of Dr. Stanton before other coin-
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mittees of the Congress and the FCC, he has expounded at great length
on audience flow and described it at great length. Do you think it
would be advantageous for this committee to include this type of information which was extracted from hearings in our hearing record to
make it more complete?
Mr. AUBREY. I am familiar with Dr. Stanton's testimony on this
subject. I would merely add that I think it is complete; there is
no reason at this time for the television network to have changed
its opinion in this regard, and if I can be helpful in this area, I
will attempt to do so, but I see no reason to go into it any further.
Mr. SPARGER. Right, sir.
I have no further questions, Mr.
Chairman.
Mr. Moss. Mr. Howze, did you have anything further for the
staff ?
Mr. HowzE. No, sir; except to request that the committee now consider whether that testimony of Dr. Stanton that Mr. Sparger referred
to be put into the record at this point.
The CHAIRMAN. Well, we will have to look at it to see whether
it should be included.
(The information requested follows:)
(Extracts from testimony of Frank Stanton, president, CBS, from hearings before the Antitrust Subcommittee, Committee on the Judiciary, House of
Representatives, 84th Cong., 2d sess., "Monopoly Problems in Regulated
Industries")
Page 5185-5187.
•

•

•

•

"Those objectives are important not only to the stations and to the public; they
are also important to advertisers. Both the overall schedule and the program
which precedes and which follows the time period which an advertiser has under
consideration are important to him, for he knows that audiences are built up and
retained through an appropriate flow in sequence of programing.
"The phenomenon of audience flow has been presented negatively before this
Committee. Audience flow does not mean, however, that a poor program has a
larger audience than it deserves because it follows a popular program. Rather,
it means that a program is not deprived of the audience it deserves by following
a poor program. People will not watch a poor program no matter how much
they like the program that preceded it. However, when two or more good programs are presented at the same hour over different stations in the same area,
a large part of the audience of one station may never know that a good program
is on the other station if their attention has already been attracted to the first
station by a preceding program on that station, which they enjoyed watching.
The importance of program sequence is illustrated by chart XXI which shows the
effects upon the program ' Stage 7' when the program which preceded it was
changed from one which received only fair audience acceptance to one which
received wide audience acceptance. ' Stage 7' had only 32.1 percent of the
audience when it was preceded by 'The Fred Waring Show' with a 32.8 percent share of audience. When 'The Fred Waring Show' was replaced with ' General Electric Theater' which attracted 54.6 percent of the audience, the audience
for ' Stage 7' increased to 45.1 percent, a40-percent increase.
"The phenomenon of audience flow may also be illustrated by the effect of
reversing the order of two adjacent programs, as in the case of ' Navy Log' and
'The Phil Silvers Show.' When 'Navy Log' was presented first. between 8 and
8:30 p.m. on Tuesdays, it attracted 28.1 percent of the audience. and ' The Phil
Silvers' show which was broadcast between 8:30 and 9 p.m.. on Tuesdays, attracted 26.2 percent of the audience. When the order of the two programs was
reversed, 'The Phil Silvers Show' attracted 40.4 percent of the audience, an in-
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crease of 44 percent, and 'Navy Log' attracted 31.3 percent of the audience, an
11-percent increase."
•

•

•

This additional testimony is of importance as to the attitude of Dr. Stanton
with respect to ratings:
At page 5017: "I do not think that we can legislate an advertiser into an uneconomic purchase, and unfortunately the facts of life are such, that on a costper-thousand basis—and I believe the advertiser makes his choice on that basis—
I think these moves can be justified, just as you were saying." [ Emphasis added.]
At page 5262: "The total number of families residing within that portion of
any television station's service area which is not otherwise served by a CBS
Television affiliate is a primary factor in decisions affecting affiliations, since
there is a direct relationship between this factor and CBS Television's objective
of reaching the largest possible number of homes at a competitive 'cost per
thousand'." [Emphasis added.]

Mr. HOWZE. I have just one other thing, Mr. Chairman.
Mr. Aubrey, in connection with your network's use of ratings provided by the Nielsen and other companies, has the CBS research
department ever made a tabulation of a Nielsen or other survey?
Mr. AUBREY. I do not think Iquite understand the thrust of your
question.
Mr. HOWZE. I am referring to the fieldwork. In other words, has
CBS gone beyond the pocket piece or report that it received from
the rating company?
Mr. AUBREY. We have a large research department within the
television network which has almost doubled in size since Dr. Stanton
testified in 1956. The expenditure of this department approximates
ahalf million dollars ayear. Imust say that Iam not familiar with
the particulars of their work, but Ican assure you that if there were
any reason for them to feel that they should go beyond the information they get in the Nielsen pocket piece, this has been done. The
director of research of the network, Mr. Jay Eliasberg, is present.
If you care to ask him that question directly, I am sure he can
answer it.
Mr. HOWZE. If Mr. Eliasberg will help you out, the question was,
"Has the research department of CBS ever, in effect, second-guessed
the rating company by going through the same material that they
used and tabulated it in order to determine whether you agree with
the results?"
Mr. ELLASBERG. Mr. Howze, if I understand you
The CHAIRMAN. Well, now, we have to follow regular procedure.
Mr. Aubrey is testifying under oath. If there are other people going
to testify, they will have to be sworn, too.
Mr. AUBRE1«". Mr. Chairman, Ibelieve the reason Iasked Mr. Eliasberg to help nie with his answer is because Ido not quite understand
what it is that Mr. Howze wants from me in the way of information
in his question.
The CHAIRMAN. Will you be alittle more specific, Mr. Howze?
Mr. HOWZE. I Will try., sir.
To your knowledge, has CBS television ever tabulated the fieldwork
that underlies any report of any audience measurement rating service?
Mr. AUBREY. Mr. Howze, to the best of my knowledge, we have never
attempted to go beyond Nielsen in the research area.
Mr. Howm That answers the question Iasked.
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Mr. AUBREY. The reason for that, as I understand it, is because it
might be possible to do this with adiary study, but with audimeters,
it is almost impossible to conduct such an experiment.
Mr. HOWZE. That is all Ihad.
The CHAIRMAN. Mr. Moss, any questions?
Mr. Moss. Mr. Aubrey, in your statement on page 2, the first paragraph, discussing your use of ratings and their limitations, you make
the statement:
To

the

extent

that

ratings

depart

from

this

ideal,

we

recognize

their

shortcomings.

What are their shortcomings and what do you recognize at that
point ?
Mr. AUBREY. We recognize, Congressman Moss, that ratings cannot indicate to us in any depth the reaction of the people to the programs which they see on television. They do indicate to us, we believe,
whether or not they happen to be tuned to a particular program at
aparticular time.
Mr. Moss. That is all they indicate?
Mr. AUBREY. That is all they indicate.
Mr. Moss. In discussing the factors involved in adecision to affiliate aparticular station, ratings become very significant there, do they
not?
Mr. AUBREY. They do, sir.
Mr. Moss. The size of the community—well, that is a matter of
clear record. The number of television homes in the community—
is that taken from sales information; accumulated sales information?
Mr. AUBREY. That is taken from the ARB reports.
Mr. Moss. That is taken, then, from
Mr. AUBREY. Census and sales information as well.
Mr. Moss. The business experience and management qualifications—
that is amatter of judgment.
To the extent of duplication of neighboring stations' services; how
do you measure that ?
Mr. AUBREY. That is measured by engineering methods; that is,
the actual measurement of the signal, the coverage of the signal.
Mr. Moss. A strictly technical determination of the basis of the
signal strength of the stations and the extent to which they overlap?
P-Mr. AUBREY. That is correct.
Mr. Moss. And number of homes reached by the station—that would
be the same type of determination; is that correct?
Mr. AUBREY. As applied against the signal, the contour; yes, sir.
Mr. Moss. The station's share of audience among all stations in the
market; that would be from ratings?
Mr. AUBREY. That is correct.
Mr. Moss. And a station's overall ratings; that is a matter of
ratings ?
Mr. AUBREY. Yes.
Mr. Moss. The most significant factor in this is ratings; is that
correct ?
Mr. AUBREY. I would hesitate to say that it is the most significant
factor.
Mr. Moss. Can you think of one that is more significant ?
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Mr. AUBREY. Yes. We think the management qualifications of the
station operator is perhaps as significant a determinant.
Mr. Moss. Then let us say that you have two eager and willing applicants for affiliation. You have determined at this point that each
is well managed.
Mr. AUBREY. And each signal is comparable, sir.
Mr. Moss. And then you undertake to select one. Is the rating at
that point the most important item in the criteria you apply '?
Mr. AUBREY. Not necessarily, for this reason: I would like to believe that the station which carries the program schedule of the CBS
Television Network, everything being equal, will be the highest rated
station in that particular market. Therefore, were we to arrive at a
situation where we felt that the management and the signal strength,
the coverage, were all equal, the determination would not then be upon
ratings, it would have to be on another factor. Then it might be on the
type of programing, the service to the community which each individual station does.
Iam sure it is aselfish point of view but, Ibelieve that, if our network schedule were imposed upon the schedule of astation, it would
do much better in the market than it had done heretofore.
Mr. Moss. It might be the one that had taken the greatest part of
his programing from CBS?
Mr. AUBREY. That might have agreat deal to do with it; yes. sir.
Mr. Moss. Apart from that, ratings then become important ?
Mr. AUBREY. They do.
Mr. Moss. The others are purely business arrangements?
Mr. AUBREY. Ithink they are matters of judgment. as well as rating, sir.
Mr. Moss. You are not unaware of the impact affiliation has on the
audience growth of a station? If you were going to choose between
two unaffiliated stations, you would consider the fact that, if you could
«et a better agreement, perhaps you could increase the ratings by the
mere fact of affiliation?
Mr. AUBREY. That is correct.
Mr. Moss. In the sales of advertising, is there any factor of greater
significance than ratings?
Mr. AUBREY. It depends, sir, upon which of the categories we are discussing. Ihave attempted to break the different types of programing
into four categories.
Mr. Moss. Let's talk about the types of advertising. You sell advertising on anational basis, do you not, in sponsored station breaks,
and things of that sort, or do you sell only sponsorship of programs ?
Mr. AUBREY. We only sell sponsorship of programs or participation in the programs which we supply.
Mr. Moss. Strictly sponsorship of programs ?
Mr. AUBREY. Basically, that is correct.
Mr. Moss. As an advertising medium, what you sell is sponsorship
and not spots? Those are handled by agencies and sold directly to
stations, not through your affiliation with them?
Mr. AUBREY. That is correct. For the record, Iwould like to point
out that some of our programs carry spot announcements, but they are
participations within the programs themselves. They are not station
breaks which occur between the programs.
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Mr. Moss. They take a small part of it, rather than a major
sponsorship ?
Mr. AUBREY. That is correct, sir.
Mr. Moss. At that point, how important are ratings in the sale of
those limited participations in sponsorship?
Mr. AUBREY. It depends, once again, upon the type of programing
involved.
Mr. Moss. Well, you have a group of advertisers who like to have
certain types of programs. Within those categories, in determining
whether they go to program A, B, or C, what is the most significant?
Mr. AUBREY. Everything being equal, Iwould say that most advertisers would prefer to be in the more highly rated program.
Mr. Moss. The rating factor here is the most significant factor?
Mr. AUBREY. It is not, once again, the reason.
Mr. Moss. You are equivocating at this point.
Mr. AUBREY. Iam not attempting to.
Mr. Moss. We have finally brought it down to a category of program. You have an advertiser who likes this particular category of
program, this format of program, and you have three of them to offer.
What is more significant at that point?
Mr. AUBREY. In general, the most significant factor is the rating.
However, if Imay, just to make this point clear, in all fairness to the
advertisers and their agencies, Imust point out that there are advertisers who prefer a particular program even within that category to
the degree that they will sacrifice the rating on that program to be
associated with a particular program which they prefer.
Mr. Moss. Are they typical?
Mr. AUBREY. No, sir; they are not.
Mr. Moss. There were two or three where Ithink you have done an
excellent job of selecting your programs; your sponsorship. There
are many others that Ithink exercise less discretion in their selections.
Now 2in achieving this balance for aprogram, this is an intriguing
proposition, as amatter of balance. Do ratings play asignificant part
in determining the type of balance you achieve?
Mr. AUBREY. I have already indicated, I believe, that ratings are
significant in everything we do, but they are not the most significant
factor in determining balance.
Mr. Moss. What is the most significant factor in determining balance? You want to have variety on your programing; you will
recognize that.
Mr. AUBREY. I understand that. I would say the program and
broadcast judgment of the executives who run the network.
Mr. Moss. That is rather nebulous.
The CHAIRMAN. I think, for the record, you might describe what
you mean by "balance."
Mr. AUBREY. Well, Mr. Chairman, what I mean is the variety of
program fare which we have in the network schedule. Rather than
having a solid schedule of dramatic programs or a solid schedule of
comedy programs, in an effort to serve the interests of all the people
in the way that is the most popular, we mix up this fare so that we
have dramatic shows and variety shows and quiz and panel shows and
comedy shows. That is what Imean by balance.
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The CHAIRMAN. I think the most significant thing there would be
the Federal Communications Commission, would it not ?
Mr. AUBREY. Ibeg your pardon, sir, Idid not get that.
The CHAIRMAN. I said I should think the most significant thing
there would be the Federal Communications Commission.
Mr. AUBREY. We sometimes think so; yes, sir.
Mr. Moss. Well, when you say that you are going to reduce news
and public affairs and expand comedy, you say this is not based on
ratings but on management. Would you suggest, perhaps, that there
might be in these considerations a careful weighing of rating of
material ?
Mr. ArBREY. There is always acareful weighing of ratings, because
we do not like to lose our popular appeal in our program schedule.
Nevertheless, Iam very happy to point out that over aperiod of years,
the news and public affairs programing percentage on the network
programing has increased rather than decreased, so that that has been
adeliberate move on our part to put programs of the informative type
into our schedule, despite the fact that we know they will not rate
as highly as programs that we place.
Mr. Moss. What is the experience of CBS over the last 3years, and
Ido not expect you to tell me now, but Iwould like it for the record,
in the time devoted to public affairs and news in prime time?
Mr. AUBREY. Ican get that for you, sir.
Ican tell you this, that last year at approximately this time, Itestified that the percentage of news and public affairs in the schedule was
approximately 17 percent. This year, I happen to know it is better
than 18 percent, and I believe with the plans which we have for the
coming year, that it will approximate 20 percent.
Mr. Moss. Is this prime time ?
Mr. AUBREY. No, sir; this is not prime time. This is total time.
Mr. Moss. Iconfined my request only to prime time.
Mr. AUBREY. Iwill see that you receive that.
(The material requested follows:)
The amount of time devoted by CBS in prime time to public affairs and news
programs ( 6p.m. to 11 p.m.) follows:
1960: 217 hours and 20 minutes, 15.5 percent.
1961: 179 hours and 15 minutes, 12.8 percent.
1962: 203 hours and 25 minutes, 14.2 percent.

Mr. Moss. That is all the questions I have, Mr. Chairman, at this
time.
The CHAIRMAN. Mr. Bennett ?
Mr. BENNETT. Mr. Aubrey, this morning, our colleague, Mr. Rogers,
of Florida, suggested that possibly it would be well to regulate the
rating companies under the Federal Communications Commission.
Would you care to comment on that ?
Mr. AUBREY. Congressman Bennett Ido not agree with Governor
Collins in his remarks on that subject. Iwould be
Mr. BENNETT. Iwas not referring to Governor Collins, Iwas referring to our colleague, Congressman Rogers, although I guess Mr.
Collins agreed with him.
Mr. AUBREY. I would also take a dim view of the suggestion of
Congressman Rogers on that subject.
Mr. BENNETT. Why? Would you give us your reason?
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Mr. AUBREY. Well, sir, as amatter of opinion, Iam against Government regulation of any form, and I would suggest that it is never
necessary until the business involved has clearly indicated that it
is unable properly to handle its own affairs.
Mr. BENNETT. Now, there are a lot of areas where the Federal
Government requires licensing of businesses but not on the basis that
they are not able to govern themselves.
Mr. AUBREY. Well, sir, I recognize that. I was, speaking broadly
as amatter of principle.
Mr. Moss. If the gentleman will yield?
Mr. BENNETT.

Yes.

Mr. Moss. Your answer to my colleague, Mr. Bennett, intrigues me,
because you are dealing with an industry which, without regulation
and careful control and allocation of the spectrum, would be one of
complete and utter chaos, would it not?
Mr. AUBREY. That is correct, sir; but it is my understanding that
it would be chaotic because of the limited facilities within which it
operates.
Mr. Moss. You really could not invest in abroadcast facility with
any assurance that someone would not come along and either put you
out because of more power, or so confuse and scramble that nobody
would be able to listen or view; is that correct ?
Mr. AUBREY. Under those conditions, I can recognize the validity
of regulation. However, in the area of ratings, where there is no
such—
Mr. Moss. In this factor which has been described as the lifeblood
of the industry which we must regulate to make valuable, you would
object to any kind of regulation?
Mr. AUBREY. Yes, sir; Iwould.
Mr. BENNETT. I assume for the saine reason, you would object or
continue to object to any proposal to license the networks?
Mr. AUBREY. Yes, sir; Iwould.
Mr. BENNETr. That question, the question of whether the networks
should be regulated or licensed by the Federal Communications Commission has been before our committee from time to time for anumber
of years.
In fact, if Iremember correctly, we have issued reports recommending legislation to require that licensing of networks be adopted by the
Congress.
Unfortunately, that recommendation has not yet been followed.
But on this question of ratings, it is too complex for me to understand, but Iwanted to ask you about the networks themselves. Now,
in setting up a program, or deciding whether you are going to air
a program to be passed on to your affiliates, these ratings play an
important part. Yet the station which airs your programs has no
voice whatsoever in determining whether or not the program should
be aired.
Is that not true?
Mr. AUBREY. That is true.
Mr. BENNErr. That decision is made by the network.
Mr. AUBREY. The thing Iwant to get clear is you are talking about
the primary decision of the show going on the air, not whether or not
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it is carried by the station? 'Whether or not we offer it. There is a
difference, Congressman Bennett.
Mr. BENNETT. Well, whether you offer is the sole decision of yours ?
Mr. AUBREY. That is correct.
Mr. BENNETT. Whether it is aired by the station is-Mr. AUBREY. A sole decision of the station.
Mr. BENNETT. Well, if they refuse to air the programs you present,
what happens to them as far as your affiliation is concerned'?
Mr. AUBREY. Well, it happens to us constantly. They fill that time,
then, with aprogram which they feel more suitable for their particular
local audience.
Mr. BENNETT. You have no requirement or exercise no control over
stations as to whether they air, as to what part of your programs they
air ?
Mr. AUBREY. No, sir; we do not.
Mr. BENNETT. They could air 1percent, or 10 percent, and still not
violate their contract with you if they wanted to ?
Mr. AUBREY. If they so desired.
Mr. BENNETT. Would their contract be renewed if they aired 10
percent of your program?
Mr. AUBREY. Not if we could find another station who would air
20 percent.
Mr. BENNETT. If there is something wrong with the ratings, and I
am not saying there is, because Ido not know about it, but if there is
something wrong, and if it results in something that is adverse to the
public interest, the station affiliates of the networks throughout the
country have not asingle solitary thing to say about that or any control over it; do they?
Mr. AUBREY. Yes, sir; they always have the ultimate control.
Mr. BENNETT. But they have no knowledge of whether or not a
rating would have an adverse effect upon aparticular program or not,
any more than they did in the case of these great television programs
that we went into some years ago. The networks arranged for the
packaging, gave it to the station, the local station aired it. Is that
not true ?
Mr. AUBREY. That is correct.
Mr. BENNETT. The same thing would happen here, if there were
some fraud that resulted or could result in something adverse to the
public interest; there is not a single thing that the station operator
who aired the program could do about it, is there, because he would
not know anything about it?
Mr. AUBREY. Ican only assure you, sir, that it would only get on the
air if we knew nothing about it as well.
Mr. BENNETT. Yes. Well, that is perhaps true. But you have the
means of ascertaining the facts, whereas astation up in my congressional district, several hundred miles from New York City, where
the program originated, would not have such ameans.
Mr. AUBREY. We must assume the responsibility for what we feed
on the network, yes.
Mr. BENNETT. What do the ratings do other than determine the size
of the audience that is listening to the program ?
Mr. AUBREY. That is all they do, sir.
99-942-63--pt. 1-4
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Mr. BENNETT. Nothing more than that ? That is their sole and only
function ?
Mr. AUBREY. Well, we do get information from them as to the composition of the audience, as well as the size of the audience. But those
two items are their primary function; yes.
Mr. BENNETT. And you are satisfied, as far as the two companies
that you are dealing with, that whatever methods they are using are
appropriate—whatever methods they use to determine' the size of the
audience are satisfactory to you' ?
Mr. AUBREY. Yes ; within the limits or within the ability of our research department to determine their validity, we are happy with the
methods that are used.
Mr. BEN-xnrr. How can you check on their validity? Is there any
way of checking on the accuracy of arating? Iam thinking now of
something like the Gallup Poll, where Gallup takes this poll in a
political campaign, for example. After election. we can determine
whether he was right or whether he was wrong in his prognostications.
But is there any way of making asimilar check of arating?
Mr. AUBREY.
.I think one of the ways in which perhaps it can be
determined is by comparing the results of different rating services, because we know that they use different processes in arriving at their
conclusions. One might be adairy study, and one might be the Audimeter, which is amechanical system. We can doublecheck them against
each other in that manner. However, within the area of probable
error that exists in the system itself, as well as the fundamental errors
that might be applied or the technique of adiary system, we have no
way short of conducting asurvey in the same manner that they have of
checking the result.
Mr. BENyErr. You pay them a substantial amount of money and
you are satisfied with the information they furnish you and the results
that you achieve based on that information? Is that so?
Mr. AUBREY. As I have indicated, we are satisfied with it at the
present time. We are always eager, as Isaid in my statement, to find
abetter system to encourage competition in this field, because we believe that is always helpful as far as efficiency is concerned.
Mr. BENNETr. Can you conceive of any way in which the use of
ratings might be adverse to the public—the use of ratings either by
a network or by individual stations might be contrary to or against
the public interest ?
Mr. AUBREY. Yes, sir. In my opinion, if abroadcaster ignored ratings to the extent that they represent what the public would like to
have on the air and put only on the air what he felt the public should
have, in spite of the fact that it was low rated, Ithink that would be
an adverse use of ratings.
Mr. BENNErr. That would be misusing the ratings ?
Mr. AUBREY. That is right.
Mr. BENNErr. I am speaking the other way. Can you conceive of
any way, when a station owner, by using a rating, the use of the
ratings might result in something that might be contrary to the public interest ?
Ido not know if Iam making myself clear.
Mr. AUBREY. I am really not qualified to get into the station
operation.
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Mr. BENNETT. Or anetwork either.
Mr. AUBREY. From the network point of view—I must admit,
Congressman, that Ido not understand exactly what you are asking
Mr. BENNETT. Well, if a network buys the services of a rating
company and uses them in connection with its broadcasting, can you
conceive how anetwork following the recommendations made by the
rating company could result in asituation that would be contrary to
the public interest?
Mr. AUBREY. Well, Isuppose any information could be misused if
anetwork desired to misuse it. Ido believe, however, that since, in
our particular business, we live in a goldfish bowl, any such use of
ratings for a purpose such as you speak of would be quickly discovered and Ithink the public would object to it.
Mr. BENNETT. Counsel showed me aquotation from Governor Collins, aspeech by Governor Collins, in which he, speaking of ratings,
says this:
I frankly worry about broadcasters becoming locked up in a jail which
they built themselves.
Creativity, for example, is now being curtailed by
slavish addiction in some quarters to audience measurements or ratings of
questionable validity and administered outside any qualitative control of broadcasters.

Do you know what he means by that ?
Mr. AUBREY. Iwould venture aguess that that came from aspeech
that Mr. Collins made before he had become more familiar with the
ratings in the broadcast business. If I am not mistaken, he indicated this morning that that was made prior to his testimony here
today.
Mr. BENNETT. But in answer to questions this morning, he stated
that he stood behind what he said, even after his experience.
Mr. AUBREY. Well, it is unfortunate that I find myself in aposition of differing with Governor Collins, but Ido.
Mr. BENNETT. You see nothing wrong with these ratings, as I
gather it, and I have no information that there is anything wrong
with them.
So, Mr. Chairman, Ihave no further questions.
The CHAIRMAN. Mr. Hull ?
Mr. Hum,. Ihave no questions.
The CHAIRMAN. Mr. Younger?
Mr. YOUNGER. Thank you, Mr. Chairman.
Mr. Aubrey, in regard to the measuring of the coverage of the
station, which you say is done by an engineering process, do you
compare your results with the engineering reports of the FCC on
these stations?
Mr. AUBREY. To the best of my knowledge, we do, Congressman.
Yes, sir we do.
Mr. YOUNGER. You compare them, so that the figures that you use
will closely coincide with the coverage as determined by the FCC ?
Mr. AUBREY. That is correct, sir.
Mr. YOUNGER. How do do YOU determine, or how does the rating
bureau determine the composition of the audience? Could you enlighten us on that ?

48

BROADCAST

RATINGS

Mr. AUBREY. The composition of the audience can be determined,
insofar as I know, only by interviewing people who have looked at
particular programs. The audimeter itself will not give us an indication of who is looking at aset, just whether or not it was turned on
at aparticular time.
Mr. YOUNGER. You will remember the example which Mr. Collins
gave us this morning. You are familiar with that example, where it
was designated that there were so many in each age bracket listed ?
Mr. AUBREY. Iam, sir.
Mr. YOUNGER. Is it your opinion that this can only be determined by
interviews ?
Mr. AUBREY. As far as Iknow, sir. By diaries kept by the viewers
and by interviews, sir.
Mr. YOUNGER. In other words, there is no record made of acertain
trade area of acertain station that the owners of the receiving sets are
in certain classifications ?
Mr. AITBREY. Well, that would fall in the category of the diary reports. That is, certain owners are given diaries in which they are
expected to report the viewing habits within their household—that is,
who viewed, which members of the household viewed at what time.
Mr. YOUNGER. And then they—
Mr. AUBREY. They mail those, then, into the reporting service which
compiles the records and they are used, then, as ratings.
Mr. YOUNGER. You have those for each station affiliated?
Mr. AUBREY. That is amatter of affiliate choice. We do not have
such a service for the network. But I understand that most of our
major affiliates use such aservice.
Mr. YOUNGER. Do you use it for the stations which you own ?
Mr. AUBREY. We do.
Mr. YOUNGER. Refer to page 3of your testimony as to the station's
share of the audience among all stations in the market when you determine affiliates.
How do you determine that ?
Mr. AUBREY. That is determined by the local ratings in that marketplace.
Mr. YOUNGER. Would not the ratings of acertain station be different
as to the program that they might have on at acertain time ?
Mr. AUBREY. Yes, they would.
Mr. YOUNGER. So that you would have to use more than just the
rating, you would have to have other factors as to the type of program,
the time of the day. and so forth.
Mr. AUBREY. Well, as I attempted to point out previously, Congressman Younger, that is correct. In other words, the coverage—
that is, the signal strength of the particular station involved—the
management, the type of programs which it had on the air, all of
these things contribute to the rating of that station.
Mr. YOUNGER. How do you average for an overall rating of a
station ?
Mr. AUBREY. Well, that is the compilation and averaging of the
ratings from the time they sign on in the morning until they sign
off in the evening.
Mr. YOUNGER. Related to the type of programing that they have?
Mr. AUBREY. That is correct.
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Mr. YOUNGER. Has CBS ever increased the price of aprogram during acontract where the rating has gone up rapidly and the audience
acceptance has materially changed?
Mr. AUBREY. Talking about our price to the advertiser, sir?
M T. YOUNGER. Yes.
Mr. AUBREY. In all the contracts which we negotiate with our advertisers, there are escalator clauses which provide for increased prices
during the tenure of that program on the air, under the supposition
that those programs which are not successful do not continue long
on the air.
Mr. YOUNGER. Is that escalator clause based on ratings ?
Mr. AUBREY. Not always. The escalator clause is based upon talent
contracts by which performers who work a second year in a show
receive more money than they do when they work the first year, by
provisions for union increases, because we feel that our payments
to the unions go up from year to year. In other words, the factors
that enter into this can come from other than the program, the success of the rating of the program.
Mr. YOUNGER. Well, let's take an example. You have aprogram.
You have the same actors, the same performers, same music, everything is the same all year. But during that year, because of the written
material and acceptance on the part of the public the rating has
increased tremendously. Then it would only be on the rating. Now,
have you any examples, where, on the rating of that program, you
have increased the price to the advertiser ?
Mr. AUBREY. The answer to that is a qualified yes, but I would
like to qualify it on this basis: The program, whether or not it had
increased in rating, would cost the advertiser more in most instances
the second year than it did the first. If it so happened that we had
ashow that was very successful and had avery high rating and the
advertisers who contracted for it, for some reason decided to cancel
their sponsorship and this program was then thrown on the open
market, we would ask more for a higher rated program than we
would for aprogram which had alower rating, that is correct.
Mr. YOUNGER. That is on aproven product?
Mr. AUBREY. Correct.
Mr. YOUNGER. I am trying to get at where you have a case that
proves itself tremendously and is way beyond expectation. Have you
any cases where you have increased the cost to the advertiser due to
the success of the program?
Mr. AUBREY. No, sir. Iwould like to think we can get advertisers
who would enter into agreements with us like that, but the increases
on the programs are always spelled out when they first enter into a
contract with us.
Mr. YOUNGER. Does your escalator clause ever go the other way,
that if the rating of the program goes down, do you decrease the
contract price to the advertiser?
Mr. AUBREY. No, sir; we do not.
Mr. YOUNGER. He can get an increase, but he can get no decrease?
Mr. AUBREY. Well, we are in a position where, if the merchandise
is not suitable, the advertiser has the option not to continue sponsorship.
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Mr. YOUNGER. On what type of notice?
Mr. AUBREY. Well, we try wherever possible to sign business on a
firm 52-week basis and the advertiser has the right, for example, on
shows which are being put into the schedule now for next fall, our
notice date can be the 1st of March on those.
Mr. YOUNGER. Yes; but it is anew program
Mr. AUBREY. No, sir; I am talking about their picking up the
sponsorship on programs which they already have.
Mr. YOUNGER. Yes, Iunderstand. But if you start out with anew
program—
Mr. AUBREY. Yes, sir.
Mr. YOUNGER. And the sponsor and you agree on acertain price for
the advertising and it is not asuccess, the rating goes down. Does the
sponsor have to continue for the entire 52 weeks, or does he have an
opportunity in between to cancel it?
111r. AUBREY. Depending upon the terms of the contract, he has
an opportunity to cancel, he has an opportunity to remain in that
time period and we can jointly fill it with another program, which we
hope will be more successful.
What I am attempting to point mit is it is of no advantage to us
as a network to keep programs which do not get successful ratings
on the air within the balanced schedule which we are trying to
accomplish.
Mr. YOUNGER. Do all of your contracts provide for that, or only
part of them?
Mr. AUBREY. Only those contracts generally on successful shows—
that is, shows which' have proven track records, call for firm sponsorship for 52 weeks.
Mr. YOUNGER. Now, is there any relation, so far as you know,
through the increased sales on the part of the advertiser, related to the
rating of the program?
Mr. AUBREY. There certainly is.
Mr. YOUNGER. Then that is one of the measures which you have
to judge the rating, is that not right ?
Mr. AUBREY. Well, it works the other way, but generally the sales
follow successful ratings, yes.
Mr. YOUNGER. For instance, if you had a rating which was not
very high and yet you put the program on and the rating is not too
high, but it is asatisfactory rating, vet the sponsor finds avery ready
acceptance on the part of the, public over the country for the safe
of the article, would not that rather prove that the rating was not well
formed? Or would it ?
Mr. AITBREY. It would not necessarily prove that. because we are
dealing in such tremendous numbers in television that the sales response could come from what we would consider to be a low-rated
show, the sales response could be very satisfactory to asponsor of the
program.
Mr. YOUNGER. Take the reverse. If you had a program that had
avery high rating and yet the sponsor got no reception at all from the
audience so far as sales go?
Mr. AUBREY. That has happened to us, yes, sir.
Mr. YouNGER. Would not that somewhat indicate that the rating
was probably incorrect, or would it ?
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Mr. AUBREY. Not necessarily. It might indicate that the appeal
that the show had to the type of viewer was not the person who was
interested in purchasing the product which was advertised on it.
Mr. YOUNGER. Then you cannot relate the sales increase or decrease,
per se, to the rating of the particular show?
Mr. AUBREY. Only to the degree that the greater the circulation
of aprogram, the greater the number of people that are exposed to
the sales message or the commercial which is carried in the program.
Now, when you happen to have ahappy marriage of the program
which is high-rated and the commercial which appeals to the people
who look at it, the results are quite phenomenal. We have had instances where we have had highly rated programs which contain commercials which for some reason do not sell the product. We have had
low-rated programs which have commercials which sell the product
exceptionally well. But by and large, most impulse consumer products desire to have ratings which are as high as possible.
Mr. YOUNGER. Thank you, Mr. Chairman. That is all.
The CHAIRMAN. Mr. Brotzman.
Mr. BRorzmeig. Mr. Aubrey, in reviewing your testimony quickly,
on page 7of your statement you kind of sum up the importance of
ratings to your particular business; namely, you use them in determining affiliations, rates to be charged, sales and programing, Ithink,
basically.
That is your statement ?
Mr. AUBREY. That is correct.
Mr. BROTZMAN. There is one thing that isn't quite clear to me.
Inotice you have set forth atotal expenditure here at page 2for rating
services, for what Iassume would be the CBS Television Network, is
that correct ?
Mr. AUBREY. That is correct.
Mr. BROTZMAN. When you bring in an affiliate, is there acontractual
relationship you enter into with that particular station, alocal station,
shall we say ?
Mr. AURBEY. It is.
Mr. BROTZMAN. The $307,900, is this atotal expenditure by all of
the affiliated stations, or is this by "headquarters," if Imight put it
that way ?
Mr. AURBEY. This is by headquarters only.
Mr. BROTZMAN. I understand that. So that what, we are talking
about here is an expenditure by you at headquarters to assist you, but
that the affiliate stations possibly are subscribers to these various rating services of their own volition, is that correct?
Mr. AUBREY. That is correct.
Mr. BROTZMAN. Do you happen to have any sort of an estimate as
to the amount that you at headquarters and the various affiliates of
CBS pay for rating services across the Nation?
Mr. AUBREY. No, sir; I do not.
Mr. BROTZMAN. Now, Idon't like to use the word "headquarters."
What do you call the home shop or office ?
Mr. AUBREY. I think that is as good as any.
Mr. BROTZMAN. We will call it "home shop."
Now, I note that you have subscribed to three rating services at
the home shop.
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Mr. AUBREY. That is correct.
Mr. BROTZMAN. Do you do this to compare results between the findings of these particular rating services, or do they supplement or implement each other?
Mr. AUBREY. They supplement and implement each other.
Mr. BROTZMAN. Is there acorrelation between, let us say, Nielsen
and ARB that would enable you to evaluate the authenticity of the
rate or of the rating service?
Mr. AUBREY. This year we do not subscribe to a national rating
service of ARB. Last year we did. We did correlate the results,
and we did find a substantiation.
Mr. BROTZMAN. Your testimony was amoment ago that you were
satisfied with the result; is that not correct?
Mr. AUBREY. That is correct.
Mr. BitarzmAN. And Isuppose you are satisfied because you are in
business, isn't that correct? In other words, I mean the economic
results of what you are doing is what you judge it by, Isuppose, and
your shareholders?
Mr. AUBREY. At the present time we are satisfied in that area, too.
MT. BROTZMAN. All right.
Now, Iwould like to shift this just alittle bit to acarefully drafted
statement here on page 2, where you say: "Ideally"— Inote the word
"ideally"—"the public response to television programs would include
in-depth analysis of each individual's reactions and desires."
That is if you could know what every person in this country thought
about a specific program, this would be ideal, isn't that correct?
Mr. AITBREY. Yes, sir.
Mr. BROTZMAN. But you are mindful that the rating services you
say fall short of the ideal. This is the last sentence of that paragraph.
Mr. AITBREY. Yes, sir.
Mr. BROTZMAN. Now, is it your intention to state there that they
do not adequately go into depth, that the sample is not large enough?
Iam trying to find out what would be necessary to approach the ideal,
in your opinion.
Mr. AUBREY. I certainly do. Let me answer it in this manner:
I have been told by our research department, which is more expert
than I in this particular area, that to the extent that we could determine the number of sets that are tuned to aparticular program, the
size of the sample is not of major significance.
I also have been told that it is recognized that in any method of
reporting which depends upon the frailty of ahuman being's keeping
adiary or being influenced by an interviewer, there are bound to be
errors.
So Imust say to you as Ihave attempted to in this statement, if we
could determine a method by which we could accurately determine
how people felt about the programs they saw and what they would
prefer to have, rather than what we give them on the basis other than
lust numbers alone, that is, aqualitative analysis rather than quantitative, Ithink we could do abetter job and we would certainly be willing to do our share in underwriting such asystem.
Mr. BncrrzmAN. You have anticipated another question that Iwas
going to ask you, but Ithink it is an important one. Speaking for your
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particular network, you would be will ing to underwrite such ajob in
an attempt to improve this, is that correct ?
Mr. AUBREY. Our share of it; yes2sir.
Mr. BROTZMAN. Have your affiliates ever complained to you that
they were coerced into taking arating service ?
Sir. AUBREY. They have not.
Mr. BRO'TZMAN. That is all the questions Ihave.
The CHAIRMAN. What is adiary, Imean as the term is used here?
Mr. AUBREY. A diary, sir, is the detailed report of ahousehold as to
what programs it viewed and what members of the household viewed
those programs.
The CHAIRMAN. In other words, each report of aparticular household is adiary ?
Mr. AUBREY. That is generally how the term is used, as Iunderstand
it, in the trade; yes.
The CHAIRMAN. Governor Collins mentioned this morning atypical
example, based upon information taken from 346 tabulated diaries.
In this report that contains the conclusion that there are 145,700
homes tuned to station X, 201.300 homes to station Y, 203,500 homes
to station Z. That is 550,000 homes that he accepts as amatter of fact
from 346 tabulated diaries, and you say you have confidence in that
kind of areport?
Mr. AUBREY. Well, sir, let me point out first that this is alocal report which Governor Collins is referring to. Ideal only in network
ratings.
The CHAIRMAN. But the same principle applies, does it not?
Mr. AUBREY. Depending upon the sample and the techniques which
are used, my research department assures me that such projections can
be made quite accurately.
The CHAIRMAN. Mr. Aubrey, Ithink your statement is pretty well
summed up in the last paragraph on the first page when you say:
"Ratings are used by all advertising agencies with which we deal."
And that your sole financial support comes from advertising. Therefore you have got to accept the tools they use. It seems to me that an
industry which is as far reaching as yours is pretty much at the mercy
of whatever tool that particular business uses. Would you say that is
true or not?
Mr. AUBREY. Ithink we would only be at the mercy of the tool, sir,
if we did not have confidence in it. But insofar as the national rating
service which we use is concerned, we do have confidence in it.
The CHAIRMAN. There is a lot of power in one of those organizations, isn't there?
Mr. AUBREY. Yes, sir.
The CHAIRMAN. How many services do you have ?
Mr. AUBREY. On the national level ?
The CHAIRMAN. Yes.
Mr. AUBREY. Two at the presesnt time, Ibelieve.
The CHAIRMAN. Are they the ones you referred to?
Mr. AUBREY. That is correct.
The CHAIRMAN. What is the difference in the kind of service you
receive from Nielsen and the kind of service which you get from
American Research Bureau?
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Mr. AUBREY. The Nielsen service is the only service which we have
which measures on a weekly basis or gives us on a weekly basis the
estimates of the audience of our programing. The ARB service is not
used for that purpose.
The CHAIRMAN. What is it used for ?
Mr. AUBREY. It is used for determining the audience analysis, that
is types of audience rather than strictly the popularity of the program.
The CHAIRMAN. In other words, what you are saying then, is that
there is no way to check against one of these services by a similar
type service.
Mr. AUBREY. Not at the present time; no, sir.
The CHAIRMAN. Has there ever been ?
Mr. AUBREY. Yes, sir; there was last year, as I indicated. We
subscribed to a national audience estimate service which ARB had
as well as the Nielsen service.
The CHAIRMAN. But you rely upon one service primarily ?
Mr. AUBREY. That is correct.
The CHAIRMAN. On a national program do the other networks—
and they, of course, can speak for themselves, but for the purpose of
asking another question followin g this—do you know to what extent
the other networks rely on Nielsen ?
Mr. AITBREY. As ameasurement of audience, it is my opinion that
they rely on it primarily in the same manner that we do.
The CHAIRMAN. In other words, you have one rating service set up
here to serve all three of the major networks?
Mr. AUBREY. That is correct.
The CHAIRMAN. And that is the only such rating service that serves
all three of the networks, so far as you know ?
Mr. AUBREY. So far as Iknow.
The CHAIRMAN. Governor Collins said that he was well aware of
the need for reforms. You said you recognized the limitations.
Iwonder if it is correct then that you rely on this because there is
no other known method that you have available to you.
Mr. AUBREY. I would say, sir, that we rely on it because it is a
proven method that is available to us.
The CHAIRMAN. At least proven so far as you have faith and confidence in it, and insofar as its being acceptable by the advertisers
who are your sole financial support.
Mr. AUBREY. Yes,Msir.
The CHAIRMAN.
r. Aubrey, thank you very much. We appreciate having your testimony. It has been very enlightening.
Mr. AUBREY. Thank you, sir.
The CHAIRMAN. Mr. James M. Seward.
Sir, will you be sworn? Do you solemnly swear that the testimony
you give to this committee to be the truth, the whole truth, and nothing but the truth, so help you God?
Mr. SEWARD. Ido.
The CHAIRMAN. Have a seat, Mr. Seward. Mr. Seward, will you
identify yourself? You have astatement, which, ifyou care to read
at this time, you may do so.
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TESTIMONY OF JAMES M. SEWARD, EXECUTIVE VICE PRESIDENT,
CBS RADIO
Mr. SEWARD. Mr. Chairman and members of the subcommittee.
My naine is James M. Seward.
The CHAIRMAN. Speak up just a little bit, Mr. Seward, so the
members can hear. You may proceed, Mr. Seward.
Mr. SEWARD. I am executive vice president of the CBS Radio
Division which has the responsibility for the operation of the CBS
Radio Network.
Ithink the members of the subcommittee will have abetter understanding of the use of ratings at the CBS Radio Network if Idiscuss
the changed nature of radio and, in particular, of radio networking.
The appearance of networks on the broadcasting scene brought something new. It became possible to reach agreat number of people, and
agreat number of places, simultaneously.
This was a most important development in the long history of
human communication. The four radio networks enjoyed a commanding position in the broadcasting industry for many years as the
new major means of entertainment. Some of the greatest names in
entertainment were heard over networks and attracted huge audiences. Programs such as the "Lux Radio Theater," "Kraft Music
Hall," " Your Hit Parade," and stars like Jack Benny, Bergen and
McCarthy, Fred Allen, Bob Hope, and Amos 'n' Andy were highlights of this period of radio networking.
A. rough rule of thumb then was that, in a given city, networkaffiliated stations usually accounted for 75 percent of all radio listening with 25 percent divided among the nonaffiliated stations. But at
the time this kind of audience division existed there was approximately 1 nonaffiliated station for every 12 we have today. The
number of authorized standard broadcast stations has increased from
approximately 1,000 in 1946 to just short of 4,000 at the end of
1962. While this increase was taking place and the radio audience
was being split up among the greater number of stations, television
had its period of great growth. Radio networking was required to
change radically during these years because people began to listen
to aspecific radio station rather than special radio programs. This
trend continues today.
We reacted by changing our programing emphasis from entertainment, which had been substantially. preempted by television, to more
news and informational programing designed for integration in the
local programing efforts of the affiliates and to complement such local
programing efforts.
Radio listening has become mobile through automobile radios and
battery-operated sets. This development is most important to radio
and betters our competitive position. But mobility has compounded
the problem of audience measurement. I would like to stress that
this additional and difficult measurement problem is amost acute one
today. Radio is advertiser supported and until we have developed
networking techniques for showing, with reasonable accuracy, the total
radio listening on aper program basis, we are at aserious competitive
disadvantage. IVe cannot utilize, fully, what we have every reason to
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believe is alarge audience plus resulting from radio listening mobility.
We started to deal with this problem some years ago by subscribing to a new Nielsen audience measurement service. This service
was designed to provide information on the size of the automobile
radio audience for each 15-minute interval during the normal broadcast day. This has become known as auto-plus. Three years later,
asecond radio network subscribed to this increasingly important feature of radio- audience measurement and last year athird subscribed.
The equally important problem of portable battery-operated radio
listening remained. In July and September of 1961 separate nationwide studies, commissioned by CBS radio's research department, were
conducted to determine the extent of ownership of battery-operated
portable radios. Over 40 percent of the persons interviewed in each
study claimed ownership of one or more in working order.
Early in 1962, the A. C. Nielsen Co. started issuing special reports
twice yearly on battery-operated portable radio usage. These reports
reflect the number of U.S. radio homes using portable radios 15 minutes or more during each 30-minute time period, expressed as apercent
of homes using plug-in radios. This segment of the total audience
might be termed "portable- plus."
These are important advances but far from adequate to meet today's
radio needs.
The next step is to obtain data in these two areas of mobile radio
listening which reflect not merely aplus to plug-in radios in use, but
actual station-by- station listening which will then permit measurement of program-by-program listening.
I cite these studies, their results, and the additional information
which is needed, in order to underline the scope of the problem with
which we are confronted. It stands to reason that the techniques
which are being developed to measure this large mobile radio audience
can never be as accurate as some traditional techniques of audience
measurement. But it is, in our judgment, imperative to the economic
health of the radio industry to have this type of measurement. The
financial data for the calendar year 1961, which was released by the
Federal Communications Commission on December 6, 1962, indicated
that almost 40 percent of the 3,469 AM and AM—FM stations in operation for that full year reported aloss, and it is common knowledge that
radio networking has been an unprofitable business for a number of
years. We are confident that the development of techniques to measure this non-plug-in radio audience will be of material assistance in
bettering the economic picture in radio.
Now that Ihave expressed the concern of the CBS Radio Network
with an area of radio audience measurement which is still in the
process of development, Iwould like to turn to a discussion of the
amount of money expended by the CBS Radio Network with the several rating services and the use by us of present rating services.
During the calendar year 1962, the CBS Radio Network paid $171.348 to the A. C. Nielsen Co., $1,714 to The Pulse. Inc., and $75 to
Sindlinger & Co. for its National Media Activity Reports.
We use ratings primarily in the areas of affiliation decisions, time
sales and programing decisions. I will discuss each in that order.
The selection of the network- affiliated stations is n matter which
involves many considerations. Within the CBS Radio Network we
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have an affiliate relations department charged with the responsibility
of maintaining and reviewing our affiliated station structure and making recommendations in this area for executive review. The type of
research data which is used most extensively by this department in
carrying out its responsibilities is the county-by-county station circulation reports. The most recent of these, the 1961 Nielsen Coverage
Service, reflects measurements taken during the fall of 1960. Prior
to this, asimilar circulation report was released by the same company
in 1956. While these services are perhaps, in astrict sense, not rating
services, I would assume that they come within the scope of this
subcommittee's primary concern for they do provide research data
designed to measure individual radio station listening areas.
The CBS Radio Network subscribed to the 1961 survey known generally as NCS 1961, as well as previous similar surveys. We use a
study of this nature to determine the listening areas of our affiliates
and potential affiliates. The study indicates the extent of duplication of circulation between stations as well as the circulation strength
of any given station and it assists us in recognizing any weak spots
in our network coverage.
Where local area Pulse reports are available, these individual market
ratings are examined by our research department. They indicate a
station's relative standing with its competitors in the market.
It is difficult to evaluate in any overall sense the importance to us
of these research data. I am sure that you appreciate the need for
data indicating duplication of coverage between an existing affiliate
and a station interested in becoming affiliated with the CBS Radio
Network. Under these circumstances it is not only uneconomical for
us as anetwork to have such duplication, but also duplication reduces
the number of services available to the public in that area. When we
have a situation of possible duplication we do not rely alone upon
circulation data such as NCS 1961. We give very close attention to
engineering data indicating the respective stations' coverage areas.
Other elements which in amajority of instances may play amore
important part in the determination of station affiliation decisions are
the past operating record of astation in its community and the caliber
of station management; the line costs involved in network interconnection; the extent to which the addition of the station will contribute
to our network as an advertising medium; and the power and frequency of the station and its directional antenna patterns, if any, as
these affect the coverage of the station. All of these are weighed
by us in the appropriate circumstances.
Now to sales. Ihave stated previously that radio networking is
an advertiser-supported medium and is in competition with other
media such as television, magazines, newspapers, for advertising dollars. An advertiser is vitally interested in the size of the audience
to which his commercial message is exposed. Ratings provide auseful
tool in this area. With them the advertisers are able to approximate
audience potential and relative audience reach.
Our network sales personnel receive the monthly Nielsen Radio
Index reports which reflect radio program audience measurement
on anational network basis. From time to time upon request of the
sales department, our research people analyze local area Pulse reports
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for market-by-market information on CBS radio network program
audiences.
I want to reiterate that generally audience size is a fundamental
consideration in advertiser selection of media. Other factors such
as the personality who is to be associated with the advertiser's product
and the qualitative characteristics of the audience reached are, of
course, important. In time, we believe qualitative characteristics of
audience reached may achieve more importance as research techniques
in the area are further developed. I think it would be a mistake,
however, to anticipate any change in the fundamental importance of
audience size. This has been important in the past. This is important now. And we have no reason to believe that it will be less important in the future. Our major current problem in radio is one
of audience size definition. Until we are able to present reasonably
accurate and complete estimates of our full audience reach based upon
accepted techniques, we will continue to be placed at a substantial
disadvantage with respect to other major forms of communication
which are able to "count the house" with more facility.
Turning to the area of programing, I'd like to state what we consider a basic proposition. If we are to fulfill our obligation to the
public to inform and to entertain, we must be aware of the relative
success of the program vehicles which we have selected to accomplish
these ends. Rating services and other types of research studies afford
one basis of judgment. The weight which they are accorded varies
with the circumstances and the type of program involved. A program
intended to appeal to most people as entertainment fails if it is rejected
by many and heard by only a few. But one designed for a selective
audience can achieve its end with amuch lower rating.
As I have mentioned previously, the prevailing character of network programing has changed because of the substantial increase in
the number of radio stations, coupled with the rapid growth of television. Television made visible as well as audible what was our main
stock in trade—entertainment. The audience turned to television
for the dramatic, variety, and comedy programing, and radio turned
to music and personalities which the stations could produce locally.
Generally, listeners no longer tuned to their favorable radio programs
but rather to their favorite radio station. Radio is there when the
listener drives, eats, does housework, engages in recreation. These
conditions of listening contribute to this pattern. What our affiliated
stations required of us was more and more concentration on what we
could do best—news, public affairs and informational programing.
It. was and is important. to our affiliates that this programing complement their local efforts and we have designed an important part of
our network schedule to achieve this purpose. In these areas ratings
are not of substantial importance in preparing our program schedule.
We provide the best news broadcasts and information programs that
we can but their reception and success in any given area depends for
the most part on the local programing which surrounds them. But
we have not left the field of entertainment entirely to television. We
continue to provide the Arthur Godfrey, Garry Moore, and Art
Linkletter programs each morning, Monday through Friday. Ratings
are of significance in the traditional sense with respect to.these programs. Other factors which are important in our programing activi-
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ties are management policies, program preferences expressed by affiliated stations, sales response, and, of course, program costs.
Therefore, as Ihave discussed, ratings are of assistance in the three
crucial areas of radio network operations. Circulation studies provide us with valuable information in determining the station composition of the CBS Radio Network. Conventional ratings are an important means of attracting the revenue which pays for all programs,
sponsored or sustaining, entertaining or informative, mass appeal or
selective appeal. And finally, audience measurements are a factor in
management review of programing policies and of specific programs.
Let me stress again the point which Idiscussed in the beginning of
this statement. The most important problem to those of us in radio
in the area of ratings is a successful culmination of our continuing
efforts to measure more accurately in station and program detail the
total mobile radio audience.
Thank you.
The CHAIRMAN. Mr. Moss, any questions?
Mr. Moss. Ihave no questions, Mr. Chairman.
The CHAIRMAN. Mr. Younger.
Mr. YOUNGER. Mr. Chairman, Iwould like to get some information
relative to the AM and FM stations.
Do you have both affiliated with your network ?
Mr. SEWARD. The AM stations would be our affiliates, Mr. Younger,
but a great many of our AM affiliates, which also have FM stations,
will carry our network programs on the FM stations as well. They
have that privilege.
Mr. YOUNGER. Do you have any information or statistics as to
whether more people listen to AM than FM ?
Mr. SEWARD. There have been very few rating studies, on anational
basis, at least, of FM listening, but our general impression is that AM
is by far the more popular medium.
Mr. YOUNGER. Is that because you have more radio stations that
do not transmit FM ?
Mr. SEWARD. There are, of course, about 700 FM stations in the
country as against some 3,800, I believe. AM stations, and the AM
stations by and large have agreater coverage.
They cover greater territory geographically, and beyond that I
think that there has been a tendency on the part of FM stations to
appeal to selective groups, minority audiences, as such, and to leave
the mass appeal to the AM stations.
Mr. YOUNGER. And some of them have been very successful.
Mr. SEWARD. Yes.
Mr. YOUNGER. Financially.
Mr. SEWARD. Yes.
Mr. YOUNGER. We have one in San Francisco.
Mr. SEwAnn. Yes.
Mr. YOUNGER. It, has been tremendously successful, and it is not or
anetwork at all.
Do you also use a number of your newscasters, for instan .9., on
television and radio?
Mr. SEwAito. Yes.
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Mr. YOUNGER. Do you have any relationship as to whether the listening audience is greater on the radio than television, where you have
the same newscaster ?
Mr. SEWARD. I am afraid it is larger on televison, Mr. Younger.
Mr. YOUNGER. You think it is.
That is all, Mr. Chairman.
The CHAIRMAN. Mr. Hull.
Mr. Hum,. No questions.
The CHAIRMAN. Mr. Brotzman.
Mr. BROTZMAN. Why can't other forms of communication count the
house with more facility?
Mr. SEWARD. I don't think that television does count the amount of
in-home listening with more facility, but our problem, sir, has to do
with auto listening.
Mr. BROTZMAN. With what ?
Mr. SEWARD. Auto listening.
Mr. BROTZMAN. Yes.
Mr. SEWARD. Listening in cars, and also to the listening that is done
in homes or on beaches, in ball parks, on portable radios. Those are
the two areas of the problem that Itried to outline in my statement.
Mr. BROTZMAN. That is all the questions I have. Thank you.
The CHAIRMAN. I don't suppose you would know how to find out
just how many, what they refer to as plug-ins, there are ?
Mr. SEWARD. Iam sorry, Ididn't understand you.
The CHAIRMAN. I don't suppose you would know how arating service would find out just how many plug-ins there might be in agiven
market ?
Mr. SEWARD. NO
' I don't.
The CHAIRMAN. All you do is just take what figures they give you
and accept it as afact?
Mr. SEWARD. Well, as Isaid in my statement, we initiated the studies
ourselves in 1961 as to the ownership of portable sets, portable transistor sets, and we simply through these surveys, we found that just
about 40 percent of the people questioned at that time said that their
household owned one or more portable sets of the type that were not
measured by the Nielsen Audimeter service. And, of course, we have
statistics on the number of automobile radios.
The CHAIRMAN. I realize it is very valuable to you, but Iam wondering as to the accuracy of it. For example, I have one there in my
office right next door. I don't imagine that radio has been on half a
dozen times in the last year, but yet that would be counted.
Mr. SEWARD. No.
The CHAIRMAN. Among the rest of them ?
Mr. SEWARD. That would merely be counted as aset that is in existence, but at the present time the audience estimates of how much listening is done on that type of set is based on interviews, and as Isaid
in the statement, Nielsen gives us areport twice ayear of the percentage they estimate the portable listening augments in-home listening,
but they don't associate that listening with any particular station or
with any programing. They just say that in-home listening should be
up by 40 or 45 percent, and so on.
The CHAIRMAN. And the factors that are controlling with your
company in program activities are, No. 1, management policies ?
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Mr. SEWARD. Yes, sir.
The CHAIRMAN. And you make that determination yourself, don't
you ?
Mr. SEWARD. Yes.
The CHAIRMAN. And you have achance and opportunity to analyze
the management policies of any particular station that becomes affiliated with you?
Mr. SEWARD. That is right, and we also receive expressions of desire
on the part of the individual affiliated stations as to what type of programing they want from us.
The CHAIRMAN. Yes. That is No. 2, and, of course, you can get
that as a matter of record by your discussions, with decision, in the
matter.
M T. SEWARD. Yes.
The CHAIRMAN. Sales response is No. 3. That is very obvious, because that is the basis of your whole operation, is it not ?
Mr. SEWARD. I would say with us that it is associated primarily with
our three entertainment programs, the "Arthur Godfrey Program,"
"Linkletter Show." and "Garry Moore Show." Other than those three
entertainment strips, Monday through Friday programs—
The CHAIRMAN. Would you call that sales—
Mr. SEWARD. Yes, I would say so, but, of course, prospective advertisers are also interested in the amount of audience that we have for
our news programs and our other information programs that are for
sale, but the initial decision to put on the news programs, the type of
news programs, was not influenced by ratings, but simply by the desire
to put on the best news programs that we could, and this, in turn, fits
in with what our affiliates want from us.
The CHAIRMAN. And that becomes apart of your whole programing that you have developed yourself
Mr. SEWARD. Yee, sir.
The CHAIRMAN. And then program cost is something that is very
easy to obtain ?
Mr. SEWARD. Yes.
The CHAIRMAN. It is amatter of record ?
Mr. SEWARD. Yes.
The CHAIRMAN. But on ratings, all you know is that you are obtaining services from someone else who develops the ratings, and
you accept it without any method, or known method, or attempt in
any way to check on it as to the accuracy ?
Mr. SEWARD. Well, only to this extent, sir.
We know the basic techniques used by the rating services with whom
we deal, and our research people feel, and this is generally accepted
in the industry, that if these techniques are followed—
The CHAIRMAN. But you don't go in and see their records, do you?
Mr. SEWARD. Oh, no, no.
The CHAIRMAN. You don't know what homes they check ?
Mr. SEWARD. Oh, no.
The CHAIRMAN. You don't know who they see or who they talk
to, do you ?
Mr. SEWARD. NO, we do not.
The CHAIRMAN. Therefore you have to accept what they give to
you as to what they have done ?
99-942—OD—pt. 1-5
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Mr. SEWARD. Exactly.
The CHAIRMAN. That is what I wanted to find out, to be sure it
was a fact. I think that is pretty forceful. Not that I object to it,
but. it is amatter of fact, and that is what we want.
Mr. SEWARD. That is right.
The CHAIRMAN. What are the gross revenues from your advertisers
on your network as of last year ?
Sir. SEWARD. I don't like to object to a question, Mr. Chairman,
but that is information which we think is important from a competitive point of view.
The CHAIRMAN. You mean that is not public information ?
Mr. SEWARD. Oh, no.
The CHAIRMAN. I thought they published this, each network published their gross revenues for the year.
Mr. SEWARD. Each of the networks gives this information to the
Federal Communications Commission, and the Commission combines
the four figures and issues them as atotal.
The CHAIRMAN. Is that the way it is ?
Mr. SEWARD. Yes, sir.
The CHAIRMAN. Ihave seen reports in the press for certain network
revenues for certain years, so many hundreds of millions of dollars.
Mr. FISHER. Those are consolidated, Mr. Chairman.
The CHAIRMAN. And that is atotal ?
Mr. SEWARD. All the networks. Separate figures for radio and television.
The CHAIRMAN. You say they are separate figures, but you don't
mean they are submitted separately.
Mr. SEWARD. Imean that each
The CHAIRMAN. Idon't ask you to reveal anything, you understand.
Mr. SEWARD. No. Each of the television networks submits its figures to the FCC, and each of the radio networks submits its figures.
The FCC then announces to the public on an annual basis the total
of the television network revenue and the total of the radio network
revenue.
The CHAIRMAN. Well, that is what I was asking for. What is it
that you—
Mr. SEWARD. I thought you were asking for CBS radio's figure.
The total for the four networks or for the four radio networks, Ibelieve is in the order of $45 million.
The CHAIRMAN. Does that include CBS ?
Mr. SEWARD. NBC.
The CHAIRMAN. NBC and ABC?
Mr. SEWARD. And Mutual.
The CHAIRMAN. And Mutual.
This is for radio you are talking about now ?
Mr. SEWARD. Yes, sir.
The CHAIRMAN. Idon't suppose you would know the total for television ?
Mr. SEWARD. No, Ido not.
The CHAIRMAN. 1
.Will get that from another witness later.
Mr. ILIA,. Mr. Chairman, may Iask aquestion ?
The CHAIRMAN. Yes, Mr. Hun.
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Mr. Hum.. Mr. Seward, aren't you all on the stock market, on the
national board of the American Exchange, or somewhere ?
Mr. SEWARD. Yes, we are.
Mr. Hum.. Don't you make reports to your stockholders of your
gross income ?
Mr. SEWARD. For the gross income of the entire company, which
combines the revenues for the radio division, the television division,
the record division; yes.
The CHAIRMAN. Mr. Seward, may Ithank you on behalf of the
committee.
Oh, Iam sorry, Mr. Sparger.
Mr. SPARGER. Just afew brief questions.
CBS radio relies on the Nielsen report for all of its rating information on network radio, is that correct ?
Mr. SEWARD. Yes.
Mr. SPARO.ER. Do you this year subscribe to any other network
radio service ?
Mr. SEWARD. No, we do not.
Mr. SPARGER. Do es CBS radio provide program lineups for the
A. C. Nielsen
norder that it may produce it s re port?
Mr. SEWARD.
CoY.,es, we do.
Mr. SPARGER. Do you provide program lineups for any other network radio service?
Mr. SEWARD. Not at this time.
Mr. SPARGER. Now at the present time is Sindlinger & Co. providing). acompetitive network radio se rv i
ce ,
t
o y
our k
now l
ed
ge ?
Mr.SEWARD. Yes, it is.
Mr. SPARGER. Do you provide program lineups to the Sindlinger
Company ?
Mr. SEWARD. No, we do not at this time.
Mr. SPARGER. Would it make it more difficult for Sindlinger & Co.
to produce an accurate report without these program lineups?
Mr. SEWARD. Idon't know. Idon't think I can answer that question. Mr. Sparger.
Mr. SPARGER. Would you describe the Nielsen Radio Index service
as ratings of competitive network radio?
Mr. SEWARD. For CBS, NBC, and Mutual.
Mr. SPARGER. Not for ABC?
Mr. SEWARD. Not for ABC.
Mr. SPARGER. Then it is not anetwork radio report?
Mr. SEWARD. I believe it is a network radio report in respect of
those three networks.
Mr. SPARGER. A year ago, would you have defined it as a network
radio report?
Mr. SEWARD. Yes.
Mr. Srmionit. Then it was ayear ago anetwork radio report, in the
judgment of CBS?
Mr. SEWARD. Yes.
11Ir. SPARGER. Is the "Nielsen Radio Index" report the standard
used by advertisers and their agents as the measurement of network
radio by the advertising agencies at the present time?
Mr. SEWARD. To the best of our knowledge, yes.
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Mr. SPARGER. Generally, how high do ratings run in a, network
radio report; what range. generally do they run?
Mr. SEWARD. It normally ranges from about 500,000 to 1,500,000
homes.
M T. SPARGER. Could you convert that back, briefly?
Mr. SEWARD. Yes. FT0111 say ito 3.
Mr. SPARGER. One to three rating points?
Mr. SEWARD. Yes.
Mr. SPARGER. In comparing ratings of two radio networks, when
they generally run from a range of 1 to 3 rating points, when you
consider statistical variance, is there any significant difference between many of the ratings figures ?
Mr. SEWARD. Well, there are differences that we think of as significant, Mr. Sparger. Iam not sure that the people outside the industry
would.
Mr. SPARGER. Do you think that advertising agencies, in the placing
of national business on network radio, take into consideration that
there may, in fact, in some time periods be no significant difference
between the —
Mr. SEWARD. Yes; Ithink they do.
Mr. SPARGER. Do you think at this time, or have you at any time in
the past as CBS Radio, provided aguaranteed circulation figure to
advertisers ?
Mr. SEWABD. Well, I can't speak about the indefinite past, but I
would certainly say—
Mr. SPARGER. In the past several years ?
Mr. SEWARD. Well, the past 10 years we haven't.
Mr. SPARGER. If you had an increase of 1rating point with ratings
this small at CBS Radio across the board, which would mean ratings
would have to be subtracted from other radio networks, would this
aid CBS Radio significantly in the economic area?
Mr. SEWARD. Yes; substantially.
Mr. SPARGER. How substantially, could you guess or give us an
estimate ?
Mr. SEWARD. Well, assuming that the other networks held their
present positions, obviously this would put us in adominant position.
Mr. SPARGER. If you were in adominant position then it would increase your network radio business, right ?
Mr. SEWARD. Yes.
Mr. SPARGER. Will you tell the committee, sir, how many Nielsen
homes would equate to 1rating point? Would you say that it would
be 11 to 12 homes ?
Mr. SEWARD. Idon't know, Mr. Sparger.
Mr. SPARGER. Mr. Harris, could he consult with his research direcetor, Mr. Carraine ?
The CHAIRMAN. He can consult with anyone he likes.
Mr. SEWARD. That is right, Mr. Sparger, for plug-in listening.
Mr. SPARGER. It would be approximately 11 to 12 homes ?
Mr. SEWARD. Yes.
Mr. SPARGER. And these 11 to 12 homes, if they all tuned in and had
not prior to this time tuned in to the CBS radio, this would represent
asubstantial economic benefit to CBS Radio ?
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Mr. SEWARD. With the projection that would be made, yes.
Mr. SPARGER. With the projection that would be made from this?
Mr. SEWARD. Yes.
Mr. SPARGER. Ihave no further questions.
Mr. YOUNGER. Mr. Chairman, Ihave one question.
The CHAIRMAN. Mr. Younger.
Mr. YOUNGER. Does CBS in any way, shape, or form have any
interest in the A. C. Nielsen Co. financially or otherwise ?
Mr. SEWARD. No, sir.
The CHAIRMAN. Thank you very much, Mr. Seward.
Mr. SEWARD. Thank you.
The CHAIRMAN. On behalf of the committee we thank you for your
appearance here and for your testimony.
Mr. SEWARD. Thank you, sir.
The CHAIRMAN. Mr. Moore. May I inquire, Mr. Moore—I think
even though it is late, if you don't mind, Iwould like to proceed with
you this afternoon.
Mr. M OORE. Yes, sir. Did you say you would prefer to proceed
this afternoon ?
The CHAIRMAN. Iwould be happy to, if you don't mind.
Mr. M OORE. I would, too, thank you, sir. We would prefer that.
The CHAIRMAN. Mr. Thomas W. Moore, vice president in charge of
the American Broadcasting Co. Television Network.
Mr. M OORE. If Imay, may Iswear in Mr. Julius Barnathan, with
me, who can answer questions directly, too, or should he talk to me?
The CHAIRMAN. If you would like I will be glad to swear him in.
Mr. M OORE. Thank you, sir. I think that would be a better procedure.
The CHAIRMAN. Will you each hold up your hand. Do each of you
solemnly swear that the testimony that you give to this committee will
be the truth, the whole truth, and nothing but the truth, so help you
God ?
Mr. M OORE. Ido.
Mr. BARNATHAN. Ido.
The CHAIRMAN. Have aseat. Ibelieve you have arather short prepared statement. You may proceed, sir.
TESTIMONY OF THOMAS W. MOORE, VICE PRESIDENT IN CHARGE
OF ABC TELEVISION NETWORK, ACCOMPANIED BY JULIUS BARNATHAN, VICE PRESIDENT AND GENERAL MANAGER OF THE
ABC TELEVISION NETWORK
Mr. M OORE. Mr. Chairman, members of the committee, my name is
Thomas W. Moore, and I am vice president in charge of the ABC
Television Network. With me today is Mr. Julius Barnathan, vice
president and general manager of the ABC Television Network, who
will assist in answering questions of the committee.
The invitation for my appearance this morning indicates the interest
of this committee in the importance of ratings and the use of ratings
in all fields including programing, sales, and affiliation matters insofar
as the American Broadcasting Television Network is concerned.
We believe, Mr. Chairman and members of the committee, that the
entire subject of ratings and research data should be placed in the
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context of our basic program philosophy.
We have had occasion to
express our television network program philosophy to the Federal
Communications Commission during the recent hearings on network
programing. We would summariz: that philosophy as follows:
In assembling the overall program schedule of the ABC television
network, we seek to provide awide range of program choice in order
to serve both majority and minority tastes. We approach the building of an overall program st fracture with the objective of developing
and presenting the best possible programs of varied types. We are
aware that there are different likes and tastes, that there are different
segments of the total viewing public, and that within these various
groups likes and tastes change. The key factor is public opinion
itself, or perhaps we should say opinions, for we all know that often
opinions may vary.
Since our program practices and policies seek to determine the
wants of the people, we try to determine these divergent opinions
through the use of all reliable data available to us. These include
rating data from the Nielsen Television Index, the Nielsen Station
Index, the American Research Bureau National Reports, the American Research Bureau Local Reports, Special Trendex Telephone Coincidental Surveys, and by the use of qualitative data such as Tvgs,
audience reaction studies, letters from the public, and comments from
the press, affiliates and advertisers.
To help us meet the tastes and needs of the general public as well as
its many individual segments, we take. many factors into consideration.
These involve both research and non- research factors. To us, the
overall balance of our programing is the most important factor involved in the program decisionmaking process.
Since this committee is particularly concerned with the use of ratings in this process, we would like now to deal specifically with this
subject.
A rating, simply stated, is the statistical estimate of the number
of homes tuned to a particular program. Ratings reflect the popularity of the program. Ratings are not absolute standards. However, they do provide valuable guidelines in assessing the relative
popularity of competitive programs. We examine the trends reflected by the rating services and consider them as indicators of relative program acceptability by the public.
We recognize, of course, that great care must be exercised in their
usage, with proper allowances for the margin of error inherent in
any sampling procedure.
Of course there are other quantitative data which we must consider as well. For example, the composition of the audience of aparticular program, the age levels of segments of that audience, the educational level and the family size.
In some instances we obtain special studies which give us additional
data concerning audience characteristics such as the frequency of use
of a particular product or service, the intention to purchase a particular product or service and similar information.
In addition, there is available to us qualitntive information. This
would include data as to the relative familiarity of the public with
the particular program and the degree and extent of interest in that
program.
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In addition, experimental pretesting with audience juries of new
programs in pilot form provides us with subjective reac ti ons ofthe
jury concerning production values, characterizations, subject matter,
plot, appeal of the various performers, and overall indication of
viewer interest in the program. After broadcasting is commenced,
we also conduct special studies to determine the effectiveness or degree
of interest of particular aspects of the program.
While qualitative and quantitative data are of significance in a
program decision, there are many other factors which must be taken
into account. For example the acceptability of th e program i
n t
erms
of its quality, its content,
example,
people involved in its production anu
creation, and the performers; its suitability in a particular time
period, its compatibility with preceding and following programs in
the schedule; its sales potential; its distinctiveness and timeliness;
its cost; and most important, its contribution to the overall balance
of our network program schedule.
Now, how do we use ratings in connection with our sales? The
economic factors in the television medium today have been well publicized and, we are sure, are understood by all the members of this
committee. We are equally sure that the committee recognizes that
networks must remain economically sound in order that they furnish
acomplete program service in the public interest.
Sales which involve entertainment programing must be profitable
in order that the network continue to subsidize at a substantial loss
its news operations, other types of public service programing, and its
radio network service which are not financially productive.
Program costs are very high. Our annual program expenditure
is in excess of $100 million. In order to maintain and increase the
quality of the programs offered to the viewing public, we may expect
to continue to increase the size of our investment in the program
schedule. This we accept as part of our obligation to furnish, at
our risk, a complete program service in the public interest.
The cost of the program and the cost of the time period are the
obvious economic factors which are involved in an advertiser's consideration of a network television program purchase. If the total
cost is too great a burden for a particular advertiser's purpose, he
will simply not make that purchase.
The most common yardstick against which many advertisers evaluate their purchases is the cost per thousand of the viewing homes.
Such an advertiser would also normally consider the audience composition which might be expected for aparticular program in aparticular time period, the day or night of the week on which the program
is telecast, and the competitive programs on other networks or local
stations, as primary considerations in making, his selection.
This is understandable from the point of view of an advertiser who
is interested in the advertising values which the medium offers in order
to maximize the sale of his product or service at, the lowest possible
cost.
There are also a number of other advertisers who do not rely primarily upon this yardstick because of other advertising objectives.
Institutional advertis ers ,f
or examp l
e, may not b
e concerned primarily
with the number of different people who might view aparticular program at a particular tinte. They generally are more concerned with
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the types of people who might view the program, the corporate image
that might be created by association with such a program, the suitability of the program for institutional type commercial messages,
and the public service values of sponsoring such programs.
These are different standards from those mentioned above and quite
properly so in light of the different advertising objectives. At the
same time, this is entirely consistent with the network's objective of
providing abalanced program structure which will serve both majority and minority interests of the viewing public.
You have also indicated interest in the use of ratings in connection
with our affiliated stations.
First, we would like to explain these rating data do not play any
significant role in our determination of affiliating with astation in a
community where we had no such affiliation. Coverage data and other
factors are primarily considered. While we have defined ratings simply as the statistical estimate of the number of homes tuned to aparticular program, coverage, on the other hand, reflects the number of
homes which are available to the signal of any given TV station as
determined by engineering standards and audience surveys.
These factors include ownership, financial resources, experience in
television operation, a determination as to whether or not the community already receives adequate service from an affiliated station in
an adjacent community, the physical facilities of the new station, its
power, antenna height, channel allocation, its location in relation to
the area to be served, and its location with respect to other existing
stations.
Rating services do play arole following affiliation. In our continuing evaluation of each affiliate's performance we review local programing by the station. community participation and service, promotion and publicity, and maintenance of high engineering standards,
all of which are essential to the local acceptability of the station.
In addition, rating data are used to attain an estimate of the audience
watching the various network programs on the particular station, and
acomparison of this audience with the audience of competing stations
serving the same area.
Ratings and other factors are also used in the establishment of anetwork rate for affiliated stations. Other than rating data, these factors include the size and importance of the market, an estimate of the
total homes covered by the station, and the network rates of competing
stations. The rating data are used in this connection to estimate the
total number of homes viewing television in the area to be served and
the probable share of audience the station will have as an ABC affiliate.
All of these factors enter into the establishment of anetwork rate for
the station.
We should like to stress that, as in the case of the relative use of
rating data in the overall program decision-making process, so the
use of such data in connection with affiliates must be viewed as only
one factor in the total evaluation.
You have asked which rating services we subscribed to in 1962.
They were: The Nielsen Television Index, the Nielsen Station Index,
the American Research Bureau National Reports, the American Research Bureau Local Reports.
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In addition, from time to time, we have ordered special reports from
these services and other sources.
Attached, as an exhibit, is the amount of money we expended during
1962 for such services and reports. In this connection, the chairman
and this committee are aware that the ABC Television Network has
been operating for many years under ahandicap which is not shared
by either of the other major networks in that, due to a shortage of
available VHF facilities, we do not have primary affiliates in anumber of large metropolitan areas. Therefore, the National Nielsen
Television Index does not always reflect the true popularity of ABC
programing.
This is particularly true in the news and public affairs field, since
our news programs in most instances are carried only by our basic
primary affiliates. Because of these circumstances, it is necessary for
us to subscribe to the Nielsen Multi-Network Area Rating Report
which covers 30 markets in which the programing of all 3 networks
are directly competitive. This additional service is furnished at an
added expense to the network.
In conclusion, Mr. Chairman, we have attempted to state our views
on the relation of rating services to our broadcasting operations.
Stated in its simplified form, it is our position that rating services are
an essential tool of the broadcaster but are only one of many important
factors in programing, in sales and in station relations. We might
add that it is our hope and expectation that other, and perhaps more
meaningful, research tools will be available to us in the future to aid
us in fulfilling our responsibilities to the public.
The CHAIRMAN. You have an exhibit that you wish to go along with
your statement ?
Mr. MOORE. There is an exhibit attached, Mr. Chairman, on the ABC
Television Network expenses in 1962 for the indicated rating services
and that is attached to this statement.
The CHAIRMAN. Let it be included in the record for the information
of the committee.
(The exhibit referred to follows:)
EXHIBIT
ABC Televieion Network expellees 1962 for indicated rating services
A. C. Nielsen Co.:
Nielsen Television Index
Nielsen Station Index
Nielsen Multi-Network Area Reports
Total
Nielsen Special Studies
Total
American Research Bureau: ARB National and Local Reports
Trendex: Special Trendex Telephone Coincidental Surveys
Total

$224, 459. 24
1, 211.28
34, 014. 00
259, 684.52
38, 924. 36
298, 608. 88
31, 300. 04
18, 245.00
348, 153.92

The CHAIRMAN. Mr. Sparger?
Mr. SPARGER. Mr. Moore, in the 87th Congress, 1st session, you testified before the Dodd committee, and you said in part, and Iwill admit
that I am taking something a little bit out of context, but not completely:
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"ABC had to go into programing that it felt it could: one, sell to
the advertisers and; two, that would get an audience acceptance and;
three, that we begin to build audience acceptance for adjacent programing in subsequent years."
This is referring to the history of the origin of the ABC Television
Network and its attempt to get into competition. You said further:
"These decisions were not made looking at the schedule and saying
that the public deserves this kind of programing as such. It was a
means for us to get into an equal and competitive position with the
other two networks, and we built from this position to our present
position."
You further said today that: "The most common yardstick against
which many advertisers evaluate their purchases is the cost per thousand homes."
Now in this instance and in light of what has been said by earlier
witnesses, would you take the position that this is the way that it, was
when you carne into the industry and started to compete, and this is
the way it is now ?
Mr. MOORE. Yes, sir.
Mr. SPARGER. Would you say that ratings play a vital role in the
area of deciding what performers might appear in a program?
Mr. MOORE. I
C am sorry, I don't understand. What performers
might be in aprogram ?
Mr. SPARGER. Right. In your choice of performers for aprogram ?
Mr. MooRE. Are you referring to actors ?
M T. SPARGER. Yes.
Mr. MOORE. And stars?
Mr. SPARGER. Yes.
Mr. Mooun Idon't think that even ratings can relate directly to the
stars that appear. There is no question that certain performers with
substantial naines and proven popularity in other mediums such as
mot ion pictures could—
Mr. SPARGER. You would refer that to atrack record when it was
available on performs to see how they had been accepted in a rate
situation?
Mr. MooRE. Oh, yes.
Mr. SPARGER. Would the same hold true with many of the companies
with which you do business? If asyndicated producer or aproducer,
for instance, has had a number of successes, you would also refer
to this?
Mr. Moom Yes.
Mr. SPARGER. After you affiliate, with stations, isn't the rating figure
the most important determining factor in determining what the rate
for that affiliate might be ?
Mr. MOORE. After we have affiliated ?
Mr. SPARGER. After you have affiliated.
Mr. MOORE. Yes.
Mr. SPARGER. Then basically I think you are trying to say, or I
think you are saying, that ratings are probably the major factor in
certain types of television programing. I am referring specifically
to the commercial type of television programing today.
Mr. Moo. Yes.
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Mr. SPARGER. What services has ABC subscribed to since 1959 ?
Mr. M OORE. Idon't believe there has been asubstantial change from
these services that we have listed here.
Mr. SPARGER. Did you subscribe in 1959 to some of the Videodex
services ?
Mr. BARNATHAN. No. We subscribed to the Videodex service, only
one small facet of it, to get the income, the distribution of the audience
by income level.
Mr. SPARGER. When you evaluated the Videodex service, did you
ask for abreakout from their national sample for this information ?
Mr. BARNATHAN. Yes.
Mr. SPARGER. Do you recall approximately how large the national
sample was ?
BARNATHAN. Ido not recall.
Mr. SPARGER. Would it have been in the neighborhood of 9,200
homes ?
Mr. BARNATHAN. Ibelieve that is around the figure.
Mr. SPARGER. Approximately?
Mr. BARNATHAN. Yes.
Mr. SPARGER. And you used this data in sales promotion?
Mr. BARNATHAN. Yes.
Mr. SPARGER. And did you make any other major decisions in which
this would have been amajor consideration ?
Mr. BARNATHAN. No.
7.t r. SPARGER. It was used basically in sales?
Mr. BARNATHAN. Yes. This was a supplementary piece of information that we needed for selling aquality show, to show that there
was ahigh income level.
Mr. SPARGER. Was it offered to help influence an advertiser to purchase this show ?
Mr. BARNATHAN. Yes.
Mr. SrAtalurt. Do you think that in part the advertiser might have
based his decision to buy this show on the basis of this specific sales
presei itation, based on Videodex data?
Mr. BARNATHAN. Iam sorry. Solely on it, or primarily ?
Mr. SPARGER. No, in part.
Mr. BARNATIIAN In part, Iwould say yes.
Mr. SPA EGER. Since it was abreak of demographic characteristics?
Mr. BARNATHAN. Yes.
Mr. SPAIIGER. You have subscribed to the Nielsen MNA—multinetwork area--reports. Did you first approach Nielsen to put out these
reports, or did Nielsen first approach you?
Mr. Moon}... This was handled by my predecessor, and Ido not know.
Perhaps 11Ír. Barna than does.
Mr. BAimyrriAx. The Nielsen Co. has always had a multicity report. It was 9cities, it started as a9-city report, and it was put out
primarily to be competitive with the Trendex Service, and then it
went to 14 markets, and then Ibelieve it went to 19 and then to 24 and
then t
o) 30.
Mr. SPARGER. Prior to the time of the publication of the 24-market
MNA, did ABC basically rely on Trendex multimarket reports?
Mr. BARNATHAN. We relied quite abit on the Trendex, as well as
the Nielsen.
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Mr. SPARGER. Did you, after Nielsen started publishing its 24market report, still subscribe to the Trendex reports?
Mr. BARNATHAN. No. Nielsen went to the fast 24, which is when
they were coming out with aweekly report. We did not see the need
for the Trendex report.
Mr. SPARGER. Did you request of the Nielsen Co. that they publish
the multinetwork area report in a similar form to the network television pocketpiece?
Mr. M OORE. Yes.
Mr. SPARGER. What was their response to this ?
Mr. BARNATHAN. They said they would not do it.
Mr. SPARGER. Did they give any reasons why they would not do it?
Mr. BARANTHAN. They said it would be confused with the national
report.
Mr. SPARGER. If it had been in the same form as the national report,
would it have made easier the ABC—TV job in sales ?
Mr. BARNATHAN. Yes.
Mr. SPARGER. At the present time, are there any other competitive
multinetwork area reports?
Mr. BARNATHAN. No, none that Iknow of.
Mr. SPARGER. Does the industry accept basically the multinetwork
area report, or does it rely still on the NTI?
Mr. M OORE. I would say that they rely upon primarily the NTI,
but that the 30-market is avery effective tool and amuch quicker tool
to arrive than the other.
Mr. SPARGER. What services do you obtain presently from ARB ?
Mr. MOORE. We have the National ?it is listed here.
Mr. SPARGER. You do take the National ?
Mr. MOORE. Yes.
Mr. SPARGER. The National Report.
Mr. MOORE. Six ayear, every 2months, yes.
Mr. SPARGER. Do you rely on this for audience composition or do
you rely on it for asales tool ?
Mr. M OORE. I think we use it primarily for audience composition.
Mr. SPARGER. Primarily?
Mr. M OORE. And as a sort of check against the other system.
Mr. SPARGER. Would you say that the majority of advertising agencies with which you all deal rely basically upon Nielsen data?
Mr. MOORE. Yes.
Mr. SPARGER. Ihave no further questions, Mr. Chairman.
The CHAIRMAN. Mr. Hull ?
Mr. HULL. No questions.
The CHAIRMAN. Mr. Younger, any questions?
Mr. YOUNGER. I have only one. Does the ABC network have any
affiliation, ownership or any connection whatever with any of the
rating bureaus ?
Mr. M OORE. No, sir.
M T. BARNATIIAN. No, sir.
The CHAIRMAN. Mr. Brotzman?
Mr. BROTZ3IAN. Only one to clarify your statement. I was going
to ask you what VHF is.
Mr. MOORE. Very high frequencies. Those are the channels 2
through 13 that were the initial allocation by the FCC prior to the
lifting of the freeze, I believe, in 1952.
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All channels higher than that are in the UHF bands from 14 up.
VHF has been primarily channels in the maj or m arket
s ofth e cou ntry for expansion, very high frequency.
Mr. BROTZ3IAN. Thank you.
The CHAIRMAN. Mr. Howze?
Mr. HOWZE. I have just one clarifying question, too.
In your discussion with Mr. Sparger on affiliates, Mr. Sparger used
the term "the station rate." I would like to clarify whether we are
talking about the rate that the network pays the station for clearing
the program or the rate that the station uses for its advertising
purposes.
Mr. M OORE. We are talking about the rate that the network pays
the station for its time and resells it, the network resells that time at
a certain rate.
Mr. HOWZE. I just wanted that to be clear for the record.
Mr. BARNATHAN. The network rate.
Mr. MOORE. That is the network rate. Their local rate is controlled by them entirely.
Mr. HOWZE. Thank you. That is all.
The CHAIRMAN. Mr. Moore, thank you very much for your cooperation with the committee and your presence here today on this subject.
Mr. MooRE. Thank you.
The CHAIRMAN. The committee will adjourn until 10 o'clock in the
morning, at which time the first witness will be Mr. Mort Werner of
NBC television.
(Whereupon, at 4:45 p.m., the committee was in recess, to reconvene
at 10 a.m., Wednesday, March 6, 1963.)
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HOUSE OF REPRESENTATIVES,
SPECIAL SUBCOMMITTEE ON INVESTIGATIONS OF THE
COMMITTEE ON INTERSTATE AND FOREIGN COMMERCE,
Washington, D.C.
The special subcommittee met, pursuant to recess, at 10 a.m., in
room 1334, Longworth House Office Building, Hon. Oren Harris
(chairman of the subcommittee) presiding.
The CHAIRMAN. The committee will come to order.
The first witness this morning will be Mr. Mort Werner, vice president in charge of TV programs of the National Broadcasting Co.
Mr. Werner, do you have others of your organization :horn you
wish to have participate in this discussion this morning?
Mr. W ERNER. There are two other gentlemen from my organization who can provide ans wers if you cover an area th atIam not completely in contact with.
The CHAIRMAN. Do you want them to testify, or do you just want
to consult them if necessary ?
Mr. W ERNER. Iwould like them to testify if needed.
The CHAIRMAN. Let them come around. Ithink you should identify them for the record.
Mr. W ERNER. This is David Adams, senior executive vice president
of the NBC.
This is Dr. Thomas Coffin, who is director of our research
department.
The CHAIRMAN. Do you, each of you, swear that the testimony you
will give to this committee will be the truth, the whole truth, and
nothing but the truth, so help you God ?
Mr. W ERNER. Ido.
Mr. ADAMS. Ido.
Mr. COFFIN. Ido.
The CHAIRMAN. Mr. Adams, you can bring achair up with you.
TESTIMONY OF MORT WERNER, VICE PRESIDENT IN CHARGE OF
PROGRAMS FOR THE NBC TELEVISION NETWORK; ACCOMPANIED
BY DAVID ADAMS, SENIOR EXECUTIVE VICE PRESIDENT, NBC;
AND THOMAS COFFIN, DIRECTOR, NBC TELEVISION, NETWORK
RESEARCH DEPARTMENT
The CHAIRMAN. Do you have astatement you wish to present first,
Mr. Werner?
Mr. W ERNER. Ido, sir.
The CHAIRMAN. You may proceed.
75
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Mr. W ERNER. My name is Mort Werner. Iam NBC's vice president
hi charge of programs for the television network.
Mr. Walter Scott, executive vice president in charge of the television
network, was scheduled to be NBC's witness at this hearing, but he is ill
at home under doctor's treatment and Iam appearing in his place.
To cover properly the subjects on which the subcommittee wishes to
develop information from NBC—the way we use ratings and their importance in our operations—my statement also includes some discussion of the rating services we use and the sort of information they
provide.
In preparing this statement, I consulted with Dr. Thomas Coffin,
our director of research, who is with me today. Dr. Coffin is prepared
to answer questions on the techniques of ratmg services and how our
research staff analyzes them for use in various NBC activities.
Ibelieve Ican respond to most general questions of NBC policy you
may have in relation to the subject of these hearings, but if the questions go beyond my knowledge, Mr. David Adams, our senior executive
vice president, is also here, and he will be happy to answer such queries.
My purpose in appearing before you today is to outline why the
NBC television network needs program ratings and how we utilize
them in our operations.
First, I should define what we mean by ratings. As we use the
term, it refers to measurements of the size and characteristics of program audiences. These are developed through continuing surveys
by independent research organizations and supplied by them to a
variety of subscribers--advertising agencies, advertisers, program production companies, and broadcasters. NBC is one of the many users
of these services.
These subscribers use audience-measurement information for the
varying needs of their own operations. The NBC television network
employs the data developed from the rating services in two broad areas.
One is the program area, where the rating services give us systematic
information and guidance on how audiences are responding to our programs and those of our competitors. This information also helps us
in scheduling programs effectively, in the light of their relationship to
each other, the nature of the audience they attract, and the appeal of
competing programs.
Apart from these specifics, audience research material gives us a
general body of information about the public's tastes, viewing habits,
and program preferences that help us understand better how audiences
react and assist in judgments and plans for the future.
The other broad area in which we use audience-measurement information is in connection with the sale of time and programs. In this
area, ratings provide estimates, needed by advertisers and their
agencies, of the size and nature of the audience they are trying to reach
and the cost of doing so; and they give us selling tools to persuade advertisers that our programs will deliver the type of circulation they
want.
In both of these areas, broadcasting needs rating information because it has no built-in measure of audience size. Unlike movies,
theaters, and sports arenas, broadcasting does not have a box office
through which the size of audiences can be counted; nor can it count
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circulation, as newspapers and magazines do, by calculating the number of copies of the publication sold.
Yet broadcasters have the obligation of finding out as much as they
can about the unseen audience for their programs. Since the success
or failure of our programing efforts is determined by millions of viewers, making tens of millions of choices every day among all available
programing, we need to know as best we can how we are doing. This
freedom of choice by viewers is exercised in ahighly subjective way,
and we cannot, without some form of objective audience measurement,
know its effect.
In the earliest days of radio, before there were rating services, guesses
were made about stations' circulation on the basis of the number of sets
sold, on engineering maps showing the area covered by the broadcaster,
and on mail from listeners.
None of these really indicated the size and nature of program audiences, and rating services developed in response to the need of advertisers and broadcasters for this information—first on a very crude
basis, and progressively over the years with more refinements and
more types of information.
However, the various rating services provide only estimates and not
absolutes, and no single method has yet been developed that is satisfactory for all purposes. Each service has certain advantages and
certain weaknesses. Each uses a different measurement technique,
samples different homes, and supplies adifferent type of information.
In order to find out as much as we can about audience reaction, we
subscribe to several different rating services.
I should emphasize that the material furnished by the services to
which we subscribe is not usable in its raw form. It must be evaluated
and analyzed by our staff of research specialists, who have learned how
to take into account the strengths and weaknesses of the various types
of estimates and how to put the jigsaw pieces together to draw out
meaningful interpretations.
An individual rating figure usually means very little to us. It has
to be analyzed in relation to previous ratings, the number of sets in use
during the time period, ratings for competing programs, seasonal factors, the influence of adjacent programs and other elements. Through
this analysis, abody of research experience is developed which gives
some clues to the appeal of aprogram and the size and nature of the
audience it is attracting or may attract.
Even though most of the public attention seems to be focused on the
rating figure itself, the figures which are often of greater use in program analysis are those estimating "share of audience."
The share figures are estimates of how the homes using television in
aparticular period are divided among the programs being broadcast.
Although, like other estimates, they are far from perfect, these share
of audience figures tend to wash out such variables as time of day, day
of week, and season of the year, and permit comparison of programs
under more closely comparable conditions.
The television rating services our research department uses for
analysis are the national Nielsen Television Index, together with
Nielsen's subsidiary services—the multinetwork area reports, familiarly called MNA's, and the Nielsen Audience Composition Reports; the
ARB national and local reports; TvQ ratings; Trendex; and Arbitron.
99-942-63-pt. 1-6
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Iwill describe these briefly and, if you wish, Dr. Coffin can supplement with additional detail.
Iwould say that our primary rating service—and that of most major
advertisers and agencies in connection with network television—is the
Nielsen National Television Index.
It is a continuing service, 48 weeks out of the year, and provides
estimates of national audience size. Since it is based on meters attached to sets, it does not rely on what people say or remember about
their viewing, but records on an impersonal basis all the set tuning
activity of anationwide sample of television homes, and projects estimates from this sample. However, it does not give us other information we need, such as who is watching the program, or the audience
composition.
The Nielsen national data are supplemented by the ARB national
diary studies, conducted six times per year, and the Nielsen Audience
Composition Report, produced five times per year. These furnish us
with estimates of viewing by individual family members, broken down
by sex, age, education, and other groupings. This helps us judge
whether any given show is being watched mainly by adults or by children, by men or women, young or old. By furnishing us with data
on viewers per set, which can be combined with the Nielsen home
figures, we can arrive at estimates of total number of persons viewing
aprogram and the breakdown of this into the "audience composition."
Although this material is useful in program analysis, it has real
drawbacks in helping us with judgments about the " inherent strength"
of programs, and by that Imean the audience attraction power of the
program, uninfluenced by other factors such as length of station
lineup, audience to the preceding program, and variable competing
programs.
To try to offset this deficiency, we use various supplemental services.
One of these is the Nielsen MNA service which Imentioned before.
It covers 30 major markets in which all three networks have substantially equal opportunity to present their programs at their normal
times. This eliminates audience differences based on differences in
station lineup and delayed broadcasts, and gives us an indication of the
comparative appeal of the programs of the three networks.
Still another means we use to gage program appeal is the TYQ service, which does not seek to indicate how many people are watching a
program but how well they like all the programs available in agiven
time period.
This service also reports long-term trends in public attitudes toward
each program—attitudes which in many cases foreshadow future
changes in audience behavior.
On occasion we also use other rating services designed to permit
a quick spot check on aprogram, often on an overnight basis. These
include Trentlex and overnight Arbitren services, which we use
principally in connection with one-time special event programs, and
sometimes for checking audience trends in a program as an interim
guideline pending the receipt of the regular rating information.
For sales purposes, we may also use special surveys on product usage,
conducted from time to time by Nielsen, ARB, Pulse, and Trendex,
to show the potential of a program's audience as customers for the
advertiser's product.
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Our research is not limited to the organizations providing rating
services. Our research department also develops and commissions
studies in various aspects of audience, market opinion, and motivation research for various specialized purposes, and Dr. Coffin can describe these also if you are interested in them.
Attached to my statement is a tabulation of 1962 research department expenditures for rating services on behalf of the television network. These are broken down by the individual services, as requested by the subcommittee's staff.
In our day-to-day program operation and planning, two important uses of rating information which are often overlooked, are the
study of audience trends and the characteristics of program audiences.
The trend analyses indicate to us how the audience reacts to aprogram over a period of time, whether its appeal is growing or declining, whether it stacks up in the eyes of the audience with competing
programs of the other networks or whether it suffers under comparison. Our research analysts are aware of the qualifications with
which rating material must be used, but in analyzing trends some of
these deficiencies are neutralized, because they tend to hold constant
over the course of the program's history.
The material on audience characteristics gives us estimates of how
the audience is composed as among men, women, and children, age
group, educational level, and family size. From it we can draw various deductions, for example, regarding who is controlling the set at
agiven time of day and whether aprogram has special appeal among
rural or urban, big-city or small-town viewers.
When this material is properly analyzed, it is useful in a number
of ways. It can give us guidance on the period in which to schedule
aprogram with particular appeal to men, or to older people, or to the
whole family. .And it can indicate opportunities for effective counterprograming, as for example, where we find a sizable segment of
the audience not being served by existing programs in a given time
period and schedule a program that has particular appeal to that
segment.
I would like to turn now to the various steps in the programing
process to illustrate the ways in which audience measurement analysis comes into play at each step. We can begin with program
selection—the tough job of reviewing many alternatives for our
schedule and for a particular time period, and selecting from a mass
of possible programs the few that we think will be best in providing
an effective, balanced audience service.
This process starts with program development, coming out of the
consultation and discussion constantly going on between the program department and program producing companies.
We may develop aconcept for anew program or it may be initiated
and brought to us by an independent producer. The concepts which
seem most promising are developed to program outlines and then
to scripts. From the best of these, we may commission pilot films,
so that we may make abetter judgment on the execution of the program concept, and from the pilots and other submissions the program
department makes its final recommendations on the programs to be
selected.
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Throughout this process, we work closely with the creative people
at the production organizations, so that in many respects, the program development is a joint effort. In the process of development
and selection of programs, judgment is the principal ingredient, for
there is no track record of audience reaction or audience performance
with regard to new programs; and in this process, we rely heavily
on what we know of the experience and abilities of the creative people
behind the show—the producers, directors, performers, and particularly the writers.
some degree, audience-information analysis can be of help to us
in our evaluation, for example, in assessing the popularity of aperformer who has appeared on television before; or in drawing on the
general experience of the characteristics and nature of audiences to
programs of the same general type. But basically, the selection of
new programs rests on the judgment of people who have had long
experience in program operations and program performance. And
each selection is in the nature of an experiment, to be tested by public
reaction and viewer choice after it goes on the air.
The selection of programs goes hand in hand with the selection of
the time period in which the program is to be scheduled. Here
audience research data can give us a little more help, in connection
with analysis of the possible time periods under consideration, the
composition of audiences available in those time periods, and the degree to which major audience segments are being attracted to existing programs in those time periods.
An example is the audience research which helped NBC decide on
scheduling "Walt Disney's Wonderful World of Color" at 7:30 p.m.
on Sunday. Various weekday periods were considered, but the analysis of our research department developed that the availability of
children and total audience at 7:30 to 8:30 Sunday evening was greater than any other evening.
However, at 8p.m., there had been asharp dropoff in the number
of children actually watching television—the opposite of what was
occurring at other evenings of the week. Further investigation indicated that none of the programs in this time period had special
appeal to children. All of this evidence pointed to Sunday 7:30 to
8:30 p.m. as an ideal place for the Walt Disney program.
It was scheduled there, has filled an audience need, and has been
most successful.
In the same way, audience analysis can be helpful in connection
with rescheduling existing programs into different time periods.
Sometimes ashow has aparticular type of appeal which is not realized
fully because of the period in which it appears, because of the surrounding programing, the competing programs, or the nature of the
audience available in the time period.
A case in point was the move of " Bonanza," several seasons ago,
from early Saturday evening to Sunday at 9 p.m. Analysis of TV
data and other qualitative research suggested a greater popularity
potential for the program than its rating reflected, and time period
analysis indicated that Sunday 9p.m. could best bring out this potential and make it available to larger audiences. The move was made
and in this case—which does not always happen—the expectations
pointed to by the research were realized.
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As Isaid before, once aprogram goes on the air, it faces the test
of viewer interest and viewer choice in competition with other programs. It is in this area that our research department conducts continuing studies, using all available audience-measurement data, to help
us judge whether a series is showing an upward trend, is holding
its own against competing programs, or is losing audience.
A detailed history is kept of all the evidence of every program's
audience performance so that these trends can be identified. If the
audience, for an entertainment program, declines over a substantial
period of time, we regard this as evidence of decreasing public interest
in the program and we consider replacing it.
We have no fixed rules on the level of audience acceptance which
represents a successful program, because this varies with the type of
program involved. A general entertainment show is expected, by its
nature, to attract large audiences and wide popularity; at least a
fair share of the audience in its time period. There are other types
of entertainment programs which are not expected to attract maximum audiences.
We also schedule a great variety of more specialized programs,
ranging from educational series to operas, from news documentaries
to coverage of special events, each of which makes aspecial contribution to the diversity of our service and where broad popularity is
not aprimary consideration. But, in the general entertainment field,
we do not think we would be properly serving the public by keeping
on a program which all available evidence consistently indicates is
being rejected by the public.
It is here that much of the criticism of ratings arises on the part of
the minority which likes an unpopular program that is replaced, or
dislikes a popular program that is maintained. But the ratings
should no mere be blamed than the box office manager of aBroadway
play that closes because it does not attract an audience.
Indeed, Broadway plays often close for this reason after a few
weeks, before there has been a real opportunity for theatergoers to
sample the production; whereas in television, the programs stay on
for thorough sampling by the audience, week after week, and with
full opportunity for viewer choice.
This completes my discussion of how audience-measurement analysis
is used in the programing process, and Iwill briefly indicate its role in
the sale of time and programs.
Although Iam not responsible for sales at NBC, I can deal with
the subject on the basis of my knowledge of the operation within the
television network and my previous experience as the head of television for amajor advertising agency, as well as for amajor advertiser.
Television is not only aprogram service but an advertising medium
which operates in aframework of intense competition. The principal
value television has to offer an advertiser is audience, and the rating
services furnish us and our advertisers with the measurement of the
audience generated by our programs. This is abusiness requirement
of broadcasting, essential in soliciting and justifying the advertising
expenditures that support our program services.
Our first task in sales is to sell the television medium itself, in competition with other national advertising media; with this as abasis,
we can turn to selling the advertiser on the use of our network.
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In both of these tasks, our selling efforts go beyond these efforts;
our research people develop rating data demonstrating the overall
reach of television, the extent of viewing per day, the fact that it cuts
across all segments of the population, its impact, and its cost efficiency.
Much of this same material is used to document to the advertiser
the special advantages of particular aspects of television such as,
daytime television, nighttime television, the housewife audience, and
the audience for specialized types of programing.
More specifically, ratings are used to evaluate the effect of aparticular advertiser's campaign,. which may include use of a combination of programs attracting different kinds of audiences. While such
an advertiser may be interested in the total cumulative audience
viewing all of his commercials, he may also want to know about more
detailed elements estimated by the rating services: The total audience
for commercials advertising individual products; the location of the
homes he reached; and the cost efficiency with which he reaches them,
in total and by products.
Different considerations apply in developing sponsorship for a
single program. Here we must know whether the advertiser's principal concern is the use of television to enhance the image of his company and its product; to move goods off the shelf, or both. After
the advertiser's goals have been specified, our research department
assembles the audience analysis information to indicate the program
sponsorship that will best meet those goals; or where we are seeking
arenewal, to demonstrate the effectiveness of the sponsorship in terms
of type, size, and cost of the advertising circulation the program has
attracted.
Yet, as in programing, the research information developed by our
professional staff for use in the sales area is not confined to program
ratings. In recent years, advertisers have become more and more concerned with the qualitative impact of the various media, as well as
their relative reach in quantitative circulation.
NBC has designed and conducted numerous studies of its own that
demonstrate the unique advertising power of medium that combines
sight, sound, and motion. We have also developed qualitative studies
demonstrating the special effectiveness of color television, and rating
studies documenting the extra measure of tuning to color shows in
color homes. And our studies have emphasized the singular qualities
of specialized programing as effective commercial vehicles, particularly in the news and information field.
The subcommittee's staff has asked us to cover the use of rating
information in connection with station affiliations, and I can do so
very briefly, since audience measurement data have minimum application in this field. In doing so, I will distingush between coverage
studies and program ratings.
In developing atelevision network structure through station affiliations, it was NBC's purpose to provide nationwide coverage with the
least amount of duplication between the coverage of one affiliated station and another.
To accomplish this, we used coverage surveys and engineering
studies indicating the areas in which astation's signal could be effectively received. The coverage studies use reported viewing to asta-
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tion as their base, but only as an indication that the station's signal is
receivable in the area.
Since the network was developed, there have been very few changes
in affiliation over recent years. These few resulted from situations
where astation decided to switch its affiliation from NBC to another
network, or where we have changed an affiliation or added an affiliate to
get improved coverage.
Ihave tried to cover the uses of audience measurement material in
our television network operations. The points Iwant to stress in concluding is that data on ratings, audience shares, audience composition
and other aspects of program performance are estimates. They must
be interpreted and evaluated by specialists who understand their
deficiencies and take their weaknesses into account.
Each rating service has certain advantages and disadvantages. Our
research people use each for the things it. can do best and give us their
analyses based on acombination of the different types of information
each provides.
Even on this basis, all the rating services combined do not provide
complete and infallible data. But they do supply a broad range of
significant information and we make extensive use of it. Indeed, NBC
devotes a major effort, in terms of money and manpower, to audience
research and we would be remiss if we did not seek to learn as much
as we can about the reactions of audiences.
Although the guidance we get from audience analysis helps us in
deciding on time periods for programs and in judging whether aprogram designed for popular appeal has failed in its purpose, there are
many program decisions in which ratings are not an important factor.
In the process of new program selection, creative judgments, rather
than ratings as such, are the principal factors. Every new program is
an experiment, and by the law of averages, between one-third and onehalf of all network programs on the air one season will have to be replaced the next season by new programs, representing new experiments. We continue to try for innovation, as we have in the past, and
take our chances that the innovation will succeed.
Beyond that, our basic goal is to provide a balanced service of
diveiSified programs, which over the course of aweek or amonth will
offer the many different segments of the audience something rewarding.
Such aservice will appeal in the main to popular tastes, but will also
recognize more specialized interests with programing that does not
win—and is not designed to win—broad popularity.
If all program decisions were controlled by the objective of maximum ratings, we would not have su ch pres.entations as "Meet, the
Press" ; children's educational programs like "Exploring," and "Watch
Mr. Wizard"; the NBC operas; or even such entertainment programs
as "The Bell Telephone Hour" or " The Du Pont Show of the Week."
We would not go for avariety of program forms, but would concentrate on the narrow range of.the most popular forms and program
them back to back throughout an evening.
As a program man and a network official, Ibelieve there has been
far too much emphasis put on ratings in the broadcasting press and
even the general press. Because of this emphasis, ratings corne to be
falsely regarded as the end-all and be-all of programing, instead of
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what they really are—broadcasting's form of market research that
must be combined with creative judgment and program experience in
making program decisions. And they tend to acquire a false position as status symbols, in terms of top 10 programs and of differences
between programs of two or three rating points, which have little
significance.
As indicators of audience acceptance of programs, of trends in program popularity, of audience characteristics, and of advertising circulation, audience-measurement data are useful to us. When properly
evaluated and interpreted, they are helpful analytical tools. That is
the way we regard them, and that is their role in our operations.
Thank you.
The CHAIRMAN. I notice you have an appendix to your statement
with reference to your 1962 payments to rating services.
Mr. W ERNER. Yes sir.
The CHAIRMAN. You intended that to become part of your statement, did you not ?
Mr. W ERNER. Yes; Idid, sir.
The CHAIRMAN. That will be received in the record as part of your
statement.
(The document referred to is as follows:)
NATIONAL BROADCASTING CO., RESEARCH DEPARTMENT
Payment to rating service companies on behalf of the NBC television network, 1962
Nielsen
ARB
Trendex
Pulse ( product usage study)
TvQ
Total

$285, 000
39,000
2,500
3,000
13,000
342, 500

The CHAIRMAN. Mr. Rogers?
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
Referring to the amount that you pay out for these rating services,
is there any particular reason why you use one over the other?
Mr. W ERNER. I think I can answer that question myself. We feel
that the most effective audience-measurement service that we have is
Nielsen.
Mr. ROGERS of Florida. Why?
Mr. W ERNER. From the program department's position, we feel
that the research information as developed for us by Nielsen and then
analyzed for us by our own research department gives more of a
qualitative as well as aquantitative analysis and we find it more useful within the program department. For deeper thinking on it, Dr.
Coffin could enlarge on it if you like.
Mr. ROGERS of Florida ( presiding). Ithink it might be helpful just
for aminute. You say you have aresearch department that considers
this information given to you by the rating services?
Mr. W ERNER. Yes; we do.
Mr. ROGERS of Florida. What personnel are devoted to this?
Mr. W ERNER. Dr. Thomas Coffin, the head of the research department, is here on my left. While I do not know the total numbers, I
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think they spend alarge amount of money, in excess of half amillion
dollars ayear. Dr. Coffin can give you the numbers, if you like.
Mr. COFFIN. I am Thomas Coffin, director of research for NBC.
We have a research staff of 32 persons. We have a total research
expenditure, as Mr. Werner indicated, of well over a half million
dollars per year.
Mr. ROGERS of Florida. Is this confined to rating services, programs
rated, or research?
Mr. COFFIN. Not entirely. A rou gh approximation would be about
two-thirds on ratings research and about one-third on other than rating research—other types of research.
Mr. ROGERS of Florida. What types of research do you carry out on
ratings ?
Mr. COFFIN. Sir, the breakdown of that is given here. The principal component would be the Nielsen service and we have included
in here the analysis of data that they do for us.
Mr. ROGERS of Florda. What factors make, in your mind, Nielsen
abetter service than, say, Pulse ?
Mr. COFFIN. Qualitatively, it would be my judgment that the service is superior in its methodology. From the standpoint of the use to
which we put the data, they provide a great deal more richness, a
great deal wider variety of information which, therefore, we can use
in agreat deal more analytical development of the information than
would be the case in the other services.
Mr. ROGERS of Florida. Could this be obtained from the other
services if you requested it?
Mr. COFFIN. Not in as great detail, principally because of methodology, the fact that Nielsen uses agreater panel, for instance, and
time given to these people.
Mr. ROGERS of Florida. Could you give us the differences in methodology that are important ?
Mr. COFFIN. The important difference, basically, is that Nielsen uses
ameter which is attached to all the sets.
Mr. ROGERS of Florida. A meter?
Mr. COFFIN. Yes; an electronic recorder, which records on motion
picture film when the television set, each one in the house is attached
to this, when the television set is in use and which channel it is tuned to.
Mr. ROGERS of Florida. How many sets are used ?
Mr. W ERNER. There is a nationwide sample of about 1,100 homes
which have an Audimeter in them. In the home, all sets are attached
to the meter and recorded on it.
Mr. ROGERS of Florida. What does Pulse do ?
Mr. COFFIN. Pulse uses a personal interview technique. They send
persons around to talk to people in their homes and ask on arecall basis,
"What were you watching some hours ago ?" As an aid to this they
show aroster, as they call it, of what programs were on those periods,
and ask, "What programs were you watching then r
Mr. ROGERS of Florida. Isee. Do any other services use adifferent
method than the two you have just described?
Mr. COFFIN. Yes; another common method is what is called the telephone sample, which is commonly done in terms of calling asample of
persons listed in the telephone book to ask them, "Was the set on when
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the telephone rang? What channel was it turned to; who was
watching
Mr. ROGERS of Florida. The Nielsen selection is 1,100—I guess you
have gone into the selection of the families used ?
Mr. COFFIN. '
Within the limits we are able to, yes; but we have not
had access to all their information.
l‘Ír. Roomis of Florida. You say they go back to the same families?
Mr. COFFIN. They use the saine homes in this panel for quite along
period of time, yes.
Mr. ROGERS of Florida. How long would you estimate ?
Mr. COFFIN. There is aregular turnover process in that some of the
homes drop out of the panel and are replaced with new homes, but on
the average, a particular home would probably stay in the panel as
long as some years, possibly.
Mr. Roomis of Florida. A number of years ?
Mr. COFFIN. Yes.
Mr. ROGERS of Florida. They represent all economic strata, I presume?
Mr. COFFIN. The Nielsen sample attempts to get agood geographic
representation of all the economic strata, and so on.
Mr. RooEns of Florida. I understand that some have been in since
1947, some in the same panel ; would that be possible?
Mr. COFFIN. That could be possible, yes. Iwould think aminority,
but it. could be possible.
Mr. ROGERS of Florida. Do you, yourself, do any actual direct resea7•:1 with families using television as to ratings ?
Li'. COFFIN. Not as to ratings as such. We do other, as Iindicated,
other sorts of research, often having to do with audiences' feelings
about programs. but not in the sense of ratings.
Mr. ROGERS of Florida. You do not actually go out and spot check
yourself to see if maybe this Nielsen rating is correct ?
Mr. COFFIN. No.
What we would do would be rather, from time to time, we might
commission another special rating from adifferent service, as was indicated in Mr. Werner's statement. For example, an overnight Arbitron or aTrendex rating.
Mr. YOUNGER. '
Would the gentleman yield on that point ?
Mr. ROGERS of Florida. Yes.
Mr. YOUNGER. Do letters you receive from the listeners have any
influence at all with your research department ?
Mr. COFFIN. They« are taken into consideration within NBC as a
company, or anetwork, hut it is not apart of the research operation.
Mr. Yormain. Do they have influence on whether they coincide with
the Nielsen report to whether amajority of letters which come in are
favorable or unfavorable to aprogram ?
Mr. COFFIN. Not agreat deal of bearing.
Mr. Youxur.R. That is all.
Mr. ROGERS of Florida. Do you know if your studies or the information you get from Nielsen in«dicate that people whom they say they
have been testing since 1947 are still watching television ? Maybe they
ha ve gotten tired of it if they have, been watching television since 1947.
Mr. COFFIN. This is aconsideration to which we have given thought.
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For example, Nielsen does not make use of the records from the given
home until they have been on the Audimeter for several months, in
order to let them get accustomed to it. After that period, it is felt
that the homes get so they pay relatively little attention to this,
because it does not demand anything of them in the way of recording
what their viewing is, as some of the other methods would.
Mr. ROGERS of Florida. Thank you very much.
Thank you, Mr. Chairman.
The Cii.unmAN ( presiding). Mr. Springer?
Mr. SPRINGER. Mr. Werner, is anybody from your advertising
department here?
Mr. WERNEr:. Anybody from our advertising department? From
our sales department.
Mr. SPRINGER. Yes, sir.
Mr. WERNER. No one is here from our sales department, but Ithink
Ican answer that question.
Mr. SmixoEii. You take a program like "Bonanza." Who is the
advertiser on " Bonanza"?
Mr. WERNER. The current advertiser on " Bonanza" is the Chevrolet
division of General Motors.
Mr. SPRINGER. When did you start that contract with Chevrolet?
Mr. WEitxEa. I believe this is Chevrolet's third year. They are
in their second season now and this is the middle of their second
season.
Mr. SPRINGER. With " Bonanza"?
Mr. WERN ER. With " Bonanza"; yes, sir.
Mr. SPRINGER. Suppose tomorrow that Chevrolet should withdraw
from " I3onanza," you probably would then offer that to somebody—
Ford, Lux, Lucky Strike, Old Gold. I would assume that they
probably did not know too much about "Bonanza," except someone has
seen it. When you sit down across the table to talk with Lucky
Strike about, " Bonanza" what would you say to them with reference to
the program ?
Mr. 'WERNER. Taking that hypothetical situation, whatever we
would tell them, they would undoubtedly know, because as advertising
agencies, they have somewhat. the sanie information that we have as to
what its audience level seems to be and its performance. They would
probably also know, as we did, how effective commercials seem to have
been in this program because they have done a wonderful job for
advertisers ever since they entered " Bonanza."
We would discuss with them the advisability of purchasing 9to 10
on Sunday night, as one of the, if not. the best. time periods in television,
one of the best viewing time periods in television because of the available audience, the sets in use, the all- family structure of the audience,
the performance of "Bonanza" ever since it started on the air on Saturday night. at. 7:30 and what we think from the program department is
its longterni possibilities for continuing as asuccessful program.
Mr. SPR ING ER. What do you mean by its performance?
Mr. 'WERNER. Its performance both for the network as a recruiter
of audience
Mr. SPRINGER. Who are you going to rely on to inform them as to its
power as arecruiter of audience ?
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Mr. W ERNER. We rely in the case of "Bonanza" on its track record
from the data we have on hand, and on Nielsen. And its share of the
audience.
Mr. SPRINGER. If you are going to sell any program to any advertiser, the first and big and only thing they are going to want to know
is, outside of is it a good program, how many people have their sets
turned on between 9and 10 o'clock on Sunday night; isn't that right?
Mr. W ERNER. I think the first thing they would ask, other than
their general knowledge of the performance of the program, qualitywise, is would the same people be in it, would the same people be
behind it, would the same producers be behind it, would they do the
program ?
I think the other important point would be what do we project as
the possible share of audience for "Bonanza"? They will have done
their own figuring based on some of the same material that we have, as
will have their agency. And when you are projecting futures, it is
just anybody's guess as to what the future will be, based on what
knowledge you have.
Mr. SPRINGER. All right. But it is based upon somebody's estimate
of how many sets are turned on on Sunday night and how many out
of those sets that are turned on are watching "Bonanza."
Isn't that the crux of the problem ?
Mr. W ERNER. That is correct, Mr. Springer, adding one more thing,
which is, we do not know—if we know at that time what our competition will be for the following season, this might change our projections, but it is, as you say, based on sets in use and available audience.
Mr. SPRINGER. And the probabilities are that General Motors goes
to the same sources that you do, Nielsen, to get their information, don't
they? If it is for sale to you, Iassume it is probably for sale to them ?
Mr. W ERNER. Icannot speak for General lUotors; but Iwould indicate that they would undoubtedly subscribe to the Nielsen service, as
does their advertising agency.
Mr. SPRINGER. All right.
"Bonanza" has ahigh rating on Nielsen's index, does it not ?
Mr. W ERNER. That is correct.
Mr. SPRINGER. One of the highest?
Mr. W ERNER. That is correct.
Mr. SPRINGER. Would your charge be the same if you moved Walt
Disney up to that hour ?
Mr. W ERNER. Ihave to answer that by defining "charge." There are
two things that are sold to the advertiser. There is the time which
is aconstant figure, as published in our rate card. Then there is the
program. To say that one would charge the same for one program as
another would have a lot to do with what the program cost us, because all programs do not cost us the same amount.
Mr. SPRINGER. Assume they cost the same: Are you going to charge
the producer the same for "Walt Disney" that you are going to
charge him for "Bonanza" ?
Mr. W ERNER. Well, let's see if Ican try to answer that. If we move
"Walt Disney" to 9o'clock on Sunday night, and we paid the same for
"Walt Disney" as we pay for " Bonanza," would we charge the same?
Iwould say probably it would be very much in the same area.
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Mr. SPRINGER. Mr. Werner, as a matter of fact, if "Walt Disney"
did not get all the people viewing that " Bonanza" has, you could not
possibly charge the same as you do for "Bonanza."
Mr. W ERNER. But we would not know that at the time we made the
decision.
Mr. SPRINGER. But that is what you are paying he $230,000 for,
for someone to tell you how many people are watching " Bonanza"
tonight and then to project it ahead for the coming year to know how
many people are going to be watching " Bonanza" in 1963.
Mr. W ERNER. We use the ratings as you have generally stated, but
the first thing we would have to point out to you is we would never put
"Walt Disney" at 9 o'clock, because automatically, in our own judgment, we know that because there are alot of children, whom we know
from past experience are watching "Walt Disney," who aren't going to
be in the audience.
Mr. SPRINGER. I am just alayman. But Ihave had some experience
with TV in an election year. Iam, in my small way, doing it the same
way General Motors must be doing. Iwent to three TV stations and
the simple thing I asked them is, how many people are watching at
this 5- minute period in the day. They tell me. Isay, "Where do you
get that rand they say, "We got it from the ratings," and they pulled
the book out and there it was.
Idid not know anything else, so Itook it.
The 5-minute periods that had the greatest audience, which is what
Iwanted, I paid considerably more for than the 5- m i
nu t
e per i
od
s
where the ratings indicated the audience was quite low.
Mr. W ERNER. That could not happen if you were buying time from
anetwork because our rates are prescribed for time periods. The program itself is what may generate more audience and subsequently
change the cost of that program, because the cost of that program
may go up. But the time charges are specified.
Mr. SPRINGER. But you charge more for "Bonanza" than you do for
some other program on prime time, don't you ?
Mr. W ERNER. Icould say we charge more for some other programs
than we do for "Bonanza."
Mr. SPRINGER. But you are not charging any more for other programs than "Bonanza" who draw substantially less people on TV,
do you ?
Mr. W ERNER. Icannot answer that directly, because Ireally do not
know, but if Imay go back for just amoment—we pay so much for
aprogram. That is the first thing we buy. When we resell that pro(Tram it has escalation clauses in it so that the advertiser will know
what his or her costs will be as each year goes on. There are programs
on NBC that cost more than "Bonanza," yes, there are, now that I
think of it.
Mr. SPRINGER. Iwould suspect that there are. You have not many
people in "Bonanza." Do you have Mitch Miller?
Mr. W ERNER. Yes; we do.
Mr. SPRINGER. You probably have at least five stars every time
Mitch Miller is on, that I see. You have the Uggams girl, Mitch
Miller and two or three others. In the lineup at the end there are at
least 5people in the front row and Iassume you have 40 people. The
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cost of that is going to be more than producing "Bonanza," which has
no more than six or seven people in it.
Mr. W ERNER. There are quite afew more than six or seven people.
The people on Mitch Miller's show are not actually stars.
They have become very important people because' they are on quite
often and you watch them all the time. Iam sure you did not know
them before you began to watch the Mitch Miller show.
To know the cost of Mitch Miller, I would have to go to the front
office.
But to sell aprogram before it goes on the air, we specify a price
and the advertiser has options to continue. During the term of that
contract, regardless of whether the rating goes up or down and if we
continue the program and the advertiser stays with us, the cost of that
program does not fluctuate to the advertiser other than as specified
by contract.
Mr. SPRINGER. Mr. Werner, name, me two programs now that will
not appear on next fall's program that you have already decided. Is
that for public information?
Mr. W ERNER. Yes. On next year's, a program called " Saints and
Sinners" will not appear and a program called " Don't Call Me
Charlie" will not appear.
Mr. SPRINGER. I do not, know anything about "Charlie," but let's
go to " Saints and Sinners." Iknow about " Saints and Simmers"; why
are you taking it off ?
Mr. W ERNER. Because it was an audience failure.
Mr. SPRINGER. How did you find out it was an audience failure?
Mr. W ERNER. By the trend as shown to us over asubstantial period
of time by our Nielsen surveys.
Mr. SPRINGER. By ratings?
M T. W ERNER. Right.
Mr. SPRINGER. After getting through all this examination, Mr.
Werner, Icome to this as the crux. Suppose that in the course of this
committee's hearings, we should show that Nielsen does not always
do what it says it does, how great reliance would you place on Nielsen
then ?
Mr. W ERNER. If you were to show that Nielsen does not do as it
says it does, which in fact would then make the material we have subject to enormous question, I would then personally be very concerned
and I think our research department would be working overtime to
figure out, what steps, if any, could be taken at that point.
Mr. SPRINGER. Mr. Werner, suppose that as aresult of these hearings—I do not know what the chairman and the rest of this committee is going to want to do—suppose that in order to have some kind
of supervision in the public interest to lend confidence, that we were
to pass some law making it necessary for rating services which rate
TV and radio to be registered or to be licensed with the Federal Communications Commission ?
Mr. W ERNER. My own immediate reaction to that would be that
to the best, of our knowledge, and having worked with the Nielsen Co.
for agreat, number of years and other companies, they seem to be very
responsible people, and that we are not within the network structure
concerned with their responsibility or their reliability as organizations,
while we are concerned with increasing new trends in methodology
to improve.
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Iwould think that, as in any other private enterprise, they should
have the ability to work out their own problems should there be any
that exist.
Mr. SPRINGER. You have mentioned here and you have used these
words, Ibelieve, "An individual rating figure usually means very little
to us."
Mr. W ERNER. That is correct.
Mr. SPRINGER. Now, has not the testimony you have just given here
in the case of " Bonanza" and every other program you have been talking about meant either a success or a failure depending on what the
rating was ?
Mr. W ERNER. Not an individual rating. An individual rating, if I
may cite an example for you, is that, when a program begins on its
opening night at the beginning of the season, the rating it gets is interesting, but really does not mean agreat deal, because agreat deal
of sampling has gone on that night because it is something new.
Over the first 4 or 5weeks, you watch the rating carefully, be cause
as the various shares of audience come in, they may have competing
programs starting different weeks than we did.
The only value the rating share of audience has is when it comes
over aperiod of time, when it settles down to normal viewing.
Mr. SPRINGER. That is perfectly normal, but still when you get back
to that., you are back at ratings.
Mr. W ERNER. Not an individual rating.
Mr. SPRINGER. Not an individual rating? You are separating it
from all the rest of the programs, right ?
Mr. W ERNER. Let me clarify it. When Isay an individual rating,
Imean arating from any Tuesday night of the "Dick Powell Show."
That individual rating is meaningless to me. It is only valuable in
context with a string of weeks or months to see how this program is
performing.
You will find quite often that a share of audience will drop substantially one night with a program because of different competition
on one night.
Mr. SPRINGER. Well, is it not afact that the ratings of Nielsen come
from the same homes ?
Nielsen ratings come from exactly the same homes ?
Mr. W ERNER. I do not think that really, though, is related, because
those same homes may perform differently one night than another
night and we will find that out.
Mr. SPRINGER. But still, when you get to the end of it, even if it i
s
the same homes, you are usi ng th e rating as an indication of the percentage of the audience watching "Bonanza" on Sunday night, the
percentage of the nudience ?
Mr. W ERNER. We are certainly using aNielsen, but not an individual rating.
Mr. SPRINGER. I think we are engaged alittle in semantics there.
But since you have said ratings, you do use them. The part that
no one on this committee is convinced of yet, is, that there is very little
substantially that you take observation of other than ratings: You
just name me one, two, three, four, five—the things other than ratings
which you use in determining whether or not you are going to retain
aprogram on NBC.
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Mr. W ERNER. In relation to retaining of aprogram on NBC?
Mr. SPRINGER. Retaining or putting one on. I said retaining because you have ratings already.
Mr. W ERNER. The category of aprogram and what our basic objection for that program is is the most important. For example, we
mentioned "Saints and Sinners" amoment ago. When that program
was put on the air, it was designed to reach mass audiences, sold to advertisers on that basis, and programed in avery high, in-use time period. That program did not live up to its objective at all. As amatter of fact, it performed probably as badly as anything has on our
network.
Mr. SPRINGER. Did you say that is the purpose of the program ?
Mr. W ERNER. The purpose of the program was to achieve mass
audience.
Mr. SPRINGER. The purpose—this is another thing besides ratings ?
Mr. W ERNER. The objective of the program.
Mr. SPRINGER. In order to determine that, you had to find out
what the rating was ?
Mr. W ERNER. That is correct.
Mr. SPRINGER. Because this is aquestion of mass appeal, right ?
Mr. W ERNER. Right.
Mr. SPRINGER. Go on to your second one.
Mr. W ERNER. Another, exactly the opposite case, where the main
objective was to have a program that we felt was important in our
schedule for the balance that we always try to maintain at NBC,
would be the "Bell Telephone Hour." The rating of that program is
of secondary importance to both us and to the advertiser.
Mr. SPRINGER. Now, why?
Mr. W ERNER. For two reasons. One, as broadcasters, we try to
have a schedule that contains some measure of stability in various
kinds of programing. The "Bell Telephone Hour," to us, is aprogram
that has been on NBC for some time, is an important addition to the
schedule, and the advertiser and the network realize that, regardless
of what time period it is in, it will reach its group of people and
therefore, we do not register concern whether its rating is high or not,
because that was not our objective or our purpose.
Mr. SPRINGER. Is its rating high?
Mr. W ERNER. No; by comparative standards, it is not.
Mr. SPRINGER. In that class of program, though, it is at the very
highest, isn't it ? Comparable with Firestone ?
M T. W ERNER. I think—
Mr. SPRINGER. It is classed at the very peak with "Firestone Hour."
In the cultural program, on music, it is at the very peak?
Mr. W ERNER. Icannot answer that, because Ido not have the ratings. But I would think its rating would be higher than Firestone.
Mr. SPRINGER. They are up there in the same category. But still it
has an excellent rating. Igot your point, that you put this on because
you want to have balance of programing. Now let's go ahead to the
third one.
Mr. W ERNER. That is correct.
Well, take the "Du Pont Show of the Week" which is on Sunday
night at 10 o'clock. NBC feels strongly that live drama, contem-
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porary drama, is an important segment that should be included in our
schedule.
Here we are after quality contemporary drama by the best performers and writers available to television. Here the advertiser is
happy if his rating is better, but the objective is not to be in the top
10, because we know we will not be.
Mr. SPRINGER. Let's go to another point there. In that particular
program, who is your advertiser?
Mr. W ERNER. The Du Pont Co.
Mr. SPRINGER. What are they attempting todo?
Mr. W ERNER. They have avariety of objectives. As you know, the
Du Pont Co. is arather big company that has anumber of different
divisions, and depending on the objective of each division, which may
be the antifreeze division or may be—I cannot think of their trade
name—this is an embarrassing thing—but their synthetic fiber division, or whether it be their corporate structure, talking about the Du
Pont Co. as awhole—they may all have different objectives.
Mr. SPRINGER. One of the things they are appealing to is an economic group in acertain class, aren't they ?
Tremendously ?
Mr. W ERNER. Each division may have its own objectives.
Mr. SPRINGER. But it gets that advertiser that purpose, they are
getting the people they want. But we are talking about who they are.
We are talking about an economic group they are talking to, at avery
high level.
You are finding that out and they are finding that out through
ratings ?
Mr. W ERNER. Through qualitative ratings, yes.
Mr. SPRINGER. And is this why you have that selective kind of program that they are attempting to reach ?
Mr. W ERNER. That is correct.
Mr. SPRINGER. Do you have another one?
Mr. W ERNER. In the news and documentary field, we have individual programs by Chet Huntley and David Brinkley that reach
less than maximum audiences, but are aregular part of our schedule,
again because we feel that this is an important segment within our
basic overall structure.
Mr. SPRINGER. This is still back at the news level, and Iwill admit
you are all doing that, without regard, probably, to ratings, although
you certainly look to see whether Chet Huntley competes with the
fellow at CBS, don't you, at the same time?
Mr. W ERNER. No; Iam not talking about the "Huntley News Report." I am talking about the special Chet Huntley weekly show.
This brings back awhole area of adifferent kind of program.
Mr. SPRINGER. Are you through with the number of points you
wanted to make?
Mr. W ERNER. Ican make agreat many more, if you like.
Mr. SPRINGER. All of these, though, Mr. Werner, come back to the
same thing—you are either trying to get a mass appeal or you are
trying to appeal to acertain economic group. But in the overall picture, you are trying to bring as many people as you possibly can to
the feeling that NBC has good programing, aren't you ?
Mr. W ERNER. That is correct.
99-942--65—pt. 1-7
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Mr. SPRINGER. And you are attempting to get the biggest part of
the audience, aren't you ?
Mr. WERNER. I would think the maximum objective would be, of
course, to get as large an audience as we can but not in any way sacrifice our overall schedule to do it. In other words, if by taking off the
"Du Pont Show of the Week," for example, and putting in another
show at 10 o'clock to follow the very high-rated "Bonanza," there
would be no problem in selling that hour and putting in a program
that would get a much higher rating than the Du Pont show. But
that is the furthest thing from our mind.
Mr. SPRINGER. Actually, you are trying to get abalanced program,
if you can, and still keep the mass of people you can to listen to your
network, aren't you?
And you are trying to find out the economic group and the appeal,
what that appeal is, through ratings ?
Mr. WERNER. That is true.
The CHAIRMAN. Mr. M OSS?
Mr. Moss. Ihave no Questions.
The CHAIRMAN. Mr. Younger?
Mr. YOUNGER. Ihave only one question.
Does NBC have any control, interest, or is it otherwise connected
with any of the rating bureaus?
Mr. WERNER. No, sir.
Mr. YOUNGER. That is all.
The CHAIRMAN. Mr. Brotzman ?
Mr. BROTZMA/ç. Mr. Werner, would you say that you are satisfied
with the services which are being afforded to you by these rating
services?
Mr. WERNER. I do not. think Iwould use the word "satisfied," Mr.
Brotzman. Iwould say that on the basis of our research department's
analysis and on having viewed the rating trends over many years in
television, Ithink that the ratings, in fact, do give agood 'indication
of what audience trends may be, but that Icertainly subscribe to, as
does our research department in the network, to any improvements
in methodology that can make our analysis more accurate, if that can
be done.
Mr. BaurnIAN. I think your statement in your colloquy with Mr.
Springer has been very helpful to me in understanding how you operate and the significance you give to your ratings. But now let's turn
our attention to some of the ways that you believe these services could
be improved to do abetter job, shall we say, in helping you do your
work.
When Isay "you" Iam talking about, of course, not only your top
organizations, but your affiliates.
Mr. WERNER. Ithink Iwould like to break that into two areas, that
question, if Imay.
If you talk about us as the network and how it could be improved,
I am not sufficiently schooled in the methodology of rating practices
to offer any solutions or suggestions, although I believe Dr. Coffin
has had many conversations and continues to have conversations along
those lines. And he would be glad to answer that for you if you so like.
As to the stations themselves, my area of knowledge and activity is
in the NBC television network and I personally have no connection
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with the stations. So as to how they could improve the use of the
rat ings, Iam afraid Iam not qualified to answer that for you.
Would you like Dr. Coffin to answer that for you ?
Mr. linoTzmAx. Iam correct, Ibelieve, in assuming that one of the
affiliates may enter into acontract with one of the services, independent
of what you may do ?
Mr. WERNER. Ithink so; yes.
Mr. 1WirrzmAN. This is within their own prerogative?
Mr. WERNER. Yes, sir.
Mr. linerzmAN. Iwould assume that they do this?
Mr. WERNER. Yes.
Mr. BitorzmAx. You make no top-level recommendations or state
that they should follow the same pattern of hiring the rating services
that you do ?
Mr. WERNER. No, sir.
Mr. BROTZMAN. ÑOW, Iwould like to direct your attention and perhaps Dr. Coffin would like to testify in this area—to areas where there
might be weaknesses and if you have opinions as to how they might
be improved, Iwould like to hear from you also.
Mr. COFFIN. Iwould distinguish sharply between the national services and the local services. Our reliance at the network level is placed
principally on the national service.
Mr. BROTZMAN. Iam sorry; Icould not hear that reply. Would you
state it again or read it back 1
Mr. COFFIN. Our reliance at the network level would be placed
principally on the national service rather than the local services. It
will be my judgment that the national service does serve its purposes
reasonably well. It is a pretty good service—not completely satisfactory, but substantially so. And I think this was the conclusion
that they, as acommittee, came to also.
Mr. BROTZMAN. Doctor, I hate to interrupt, but could you project
just alittle bit more? Icannot hear your answers very well.
Mr. COFFIN-.It would be my judgment that the national ratings,
and in particular the Nielsens, are reasonably satisfactory for the
purposes for which we use them. And Ithink this was also the conclusion of the ASA report as Iread it.
However, distinguishing the national from the local rating services, Ithink the local rating services leave a great deal to be desired.
These are not nearly às well developed, techniquewise; which also
was, Ithink, consistent with the conclusion of ASA.
Mr. BROTZMAN. All right; let's talk briefly about the national, because. Ithink this is an important distinction, is it not ?
Mr. COFFIN. Yes.
Mr. BROTZMAN. Let's talk about the national services. What are
your answers concerning the national aspects, as to how
Mr. COFFIN. How it should be improved ?
Mr. BROTZMAN. Yes.
Mr. COFFIN. I would say the principal point we would like to see
improved in the Nielsen service is to bring its sample up to date. It
is our feeling that the Nielsen sample has not been brought up to fully
reflect the changes which have occurred in the population of the country over the last several years.
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Mr. BROTZMAN. All right. Could we take that point right there?
Mr. COFFIN. Yes.
Mr. BROTZMAN. This might have been answered before, but Iwould
like to get back to this figure of 1,100 homes.
Did Iunderstand that to be stated in the prior testimony ?
Mr. COFFIN. Yes • that is correct.
Mr. BROTZMAN. Does that mean that there are 1,100 homes with these
particular devices in them ?
Mr. COFFIN. That is right.
Mr. BROTZMAN. 1,100 throughout the whole country ?
Mr. COFFIN. That is correct, sir.
Mr. BROTZMAN. Ithink this was brought up amoment ago, but I
would like to pursue it alittle further.
Did Ialso understand that some of the machines have been in the
particular homes since 1946 ?
Mr. COFFIN. I would not know of my own knowledge how long
it has been in a particular home but it is possible that several have
been in for some years.
Mr. BROTZMAN. How many affiliates does your network have?
M T. COFFIN. SOIlle 200, roughly.
Mr. BROTZMAN. 200?
Mr. COFFIN. Right.
Mr. BROTZMAN. Ithink the last census showed we had about 185 or
186 million people in this country; isn't that correct?
Mr. COFFIN. That is correct, sir.
Mr. BROTZMAN. So what you are really saying is that this is avery
infinitesimal part of the whole population of this country?
M T. COFFIN. That is correct, MT •
'yes.
Mr. BROTZMAN. Now, how long have you been doing business with
Nielsen ?
Mr. COFFIN. Approximately since the mid-forties.
Mr. BROTZMAN. What number of homes were covered at that particular time?
Mr. COFFIN. Just about the same number; actually, about 1,200
homes at that point.
Mr. BROTZMAN. So there has been no change—you do not know
how much the population has increased in that number of years, do
you ?
Mr. COFFIN. Oh, quite substantially. I do not know exactly, but
Iam certain it would be many millions of persons.
Mr. BROTZMAN. Does this not cause you agreat deal of concern in
placing reliance upon this particular sampling device ?
Mr. COFFIN. Not in terms of the size of its sample as such, so much
as in terms of the composition of the sample. The size of the sample
required to properly reflect a population of 150 million is about—it
is not significantly different from the size of the sample required to
reflect 200 million persons, when you get up that high.
Mr. BROTZMAN. It would strike me that a change resulting from
very few homes would have agreat effect on the result that is reported
to you in the rating; is that not correct?
Mr. COFFIN. That is true, and that is one reason, among others, that
we do not regard arating figure as being an exact measurement, which
states precisely what the audience is.

BROADCAST RATINGS

97

We regard that as alevel around which there is arange of variation,
that the true figure might be somewhat higher or somewhat lower
than that, in fact.
Mr. BROTZMAN. So, assuming that someone did want to rig or control these they could by changing the result in a very few homes
actually ave atremendous impact upon that particular rating?
Mr. COFFIN. It would be my guess they would have to change quite
anumber of homes because of this point that we do not base judgments
on any single rating which comes out regarding some single evening,
but rather over aperiod of time.
Mr. BROTZMAN. Well, yes; but if they had control of afew homes
and could control it over a few evenings—Iunderstand your point,
Ithink. But you would have to have some constancy to the rigging,
if Imight say that.
Mr. COFFIN. It would have to be rather extensive, because the homes
that would be watching the show this week would be different from
the homes that watched it the previous week and who might watch
it the following week. So the number watching this week does not
represent the total of homes who will, over aperiod of time, be found
watching this show.
Mr. BROTZMAN. But because of the size of the sample and the fact
that over aperiod of time they have been in this same spot for along
period of time, it would not be so difficult to find out where they were,
Isuppose ?
In other words, they might be accessible to somebody who might
want to misuse them ?
Mr. COFFIN. That is conceivable. I am sure the Nielsen Co.
takes precautions against that. I, for example, do not know where
they are.
Mr. BROTZMAN. It would also be true, I think, to make a quick
mathematical computation, that it would take 10 or 11 homes to make 1
rating point difference. Isn't that correct ?
Mr. COFFIN. That is correct. This is again one illustration of
why we do not use or base judgments on any single figure which comes
out, or why, wherever possible, we check the Nielsen figure against
figures obtainable from other sources, where that is the case.
Mr. BROTZMAN. Well, now, do those in your position in the industry
generally recognize this as aproblem ?
Mr. COFFIN. I do not quite understand your question, sir.
Mr. BROTZMAN. I mean you said that you recognize this to be a
problem, the size of the sample. Have you heard others in your
position at other networks say the same thing?
Mr. COFFIN. Ibeg your pardon if Iconveyed the impression that I
regard size of sample as important. I do not substantially regard
that as amajor problem.
What Iwas referring to was that the sample should be kept more
up to date in the sense of reflecting the development of new homes as
they are generated in the population, shifts in the population from
one region of the country to another, and that sort of thing, rather
than size.
Mr. BROTZMAN. I was going to get to this point. Iknow there is
agreat population shift. Ihappen to live out in the western part of
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the country, and we are getting a lot of people out there. I do not
know, but it seems to me that it would be important in order to accurately reflect what people are thinking about programs to recognize
this growth.
Mi.. COFFIN. Iagree.
Mr. BROTZMAN. Taking your statement at face value, do others
similar to you in the industry share the same concern?
Mr. COFFIN. The concern that the Nielsen sample should be more
frequently updated ?
Mr. BROTZMAN. Yes.
Mr. COFFIN. Yes; Ithink they do.
Mr. BROTZMAN. Have you made demands upon aparticular agency
to do this ?
Mr. COFFIN. We have made demands upon Nielsen a number of
times to do this, yes.
Mr. BROTZMAN. I would glean from your answer that nothing has
been done?
Mr. COFFIN. They are in the process of doing it. We want them
to do it faster.
Mr. BROTZMAN. In the process of doing it—are you alluding to the
fact that they are going to update it as to the areas that are going
to be covered ?
Mr. COFFIN. Iam really alluding to the fact that over the last several years they have progressively updated the sample and shortly
they will be incorporating the base of anew sample which they have
recently drawn, as soon as the 1960 census figures become available.
They started drawing a new sample which they will gradually
be moving to and we would like to see them move to this new sample
alittle faster than they intend to move.
Mr. BROTZMAN. I would assume they intend to change it in that
regard, but not as to size of sample ?
Mr. COFFIN. That is correct.
Mr. BROTZMAN. There is no demand from you, at least, that they
increase the size of the sample?
Mr. COFFIN. That is correct.
Mr. BROTZMAN. This is a weakness that you mentioned in regard
to the national picture. Are there other national weaknesses, if I
might put it that way?
Mr. COFFIN. There are others, but of relatively minor character.
I would again agree with the ASA report that substantially it gives
us figures of reasonable accuracy for the purposes for which it is
used.
Mr. BROTZMAN. Let us just hit a few of those minor points, if you
do not. mind ?
Mr. COFFIN..I would say probably the first one to consider is the
homes who refuse to accept ameter when the sample is chosen and the
fi el dmen go out to try to get the meters placed.
Mr. BROTZMAN. How do they get these into the homes? Do you
know how they do this?
Mr. COFFIN. Nielsen maintains a staff of field engineers who spend
their time going around. After the sample is drawn, first, then they
have to go to the home and say, "We would like to attach an Audi-
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meter to your set. In compensation for this, we shall assume half
the costs of the maintenance and your repair bills, your TV repair
bills, and your responsibility or your job here will be to switch the
rolls of tape every week or two—film—and every time you do that,
you get aquarter or a50-cent piece."
Mr. BROTZMAN. Icould not hear that. Every time you do that, you
get aquarter or a50-cent piece ?
Mr. COFFIN. Right, and the problem is that not all homes agree
to have this device attached to their television sets. This is the problem which we call that of " refusals." They refuse to have this done.
I would say that is probably our most important problem, after the
updating of the sample. The fact that these people who then do
not get into the sample may have different tastes and characteristics
might affect the ratings.
Mr. BROTZMAN. That is going to be pretty hard to change, Iwould
think, unless they give more than quarters or 50- cent pieces. That
is not much of an incentive, if a person has to be walking around
changing the tape in his house. It has to be more than that.
Mr. COFFIN. I would say, sir, the problem is deeper than that.
In almost all kinds of surveys, and even in many censuses, one is never
able to get replies from absolutely every member of the population
or sample that he would like to get replies from. So we share that
problem here.
Mr. BROTZMAN. Are there other minor problems that you could
name at the national level ?
Mr. COFFIN. Associated with this problem is that of the characteristics of the people who are then substituted for the people who
cannot be persuaded to cooperate with Nielsen, and the question of
whether they have accurately reflected the character of the portion
of the sample not obtained.
Another problem, but less severe than this, is that, as with any
mechanical device, the meter is subject to some failures once in awhile.,
and the film which is mailed back to the Nielsen headquarters in Chicago sometimes is inadequate for making records on, the tape has to
be discarded from some particular home for some particular day, so
there is a loss of some degree from the ideal.
Mr. BROTZMAN. You mean if something is wrong with the mechanical device, you cannot read the particular result?
Mr. COFFIN. You cannot read that tape for that day from that
home, yes.
Mr. BROTZMAN. That could be quite amajor catastrophe as far as
producing aparticular result. If 11 homes had afailure out of 1,100,
you have apretty bad situation.
Mr. COFFIN. That is correct, sir, and since it could be, we have required of the Nielsen Co. that they each month send us a record
of how many usable tapes had entered into that month's rating figures.
Typically, the figure is on the order of 10 percent of the tapes. Any
time the number of tapes falls below 90 percent, we call Nielsen in
and have ameeting with them and try to find out what the trouble is
and urge them to fix up the trouble.
Mr. BROTZMAN. Let us say that there was a 9-percent failure
instead of 10, would you call them in?
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Mr. COFFIN. Nine percent is about the normal or average level,
judged from past experience over the years. We would not call
them in at that point.
Mr. BscrrzmArr. Well, arithmetically, counting the homes, back
to our formula of 9percent, it would be 99 homes, would it not?
Mr. COFFIN. Yes.
Mr. BROTZMAN. On the basis of 1 rating point to 11 homes?
Mr. COFFIN. It is probable that these failures of mechanical equipment and film are distributed relatively randomly throughout the
sample. I see no great reason to believe that they would be concentrated in some particular type of home, necessarily. Therefore, it
would be my expectation that this depresses the overall size across
the board, rather than in some particular specialized area, so that the
overall rating. Iwould think, would
Mr. BROTZMAN. Do you know where they come from, these failures?
Mr. COFFIN. No, Ido not.
Mr. BrioTzmAx. If you have the 99 homes all in one area of the
country, it would give you apretty distorted figure of what the people
in that particular area were actually thinking about, would it not?
Mr. COFFIN. That is true. Iwould think if as unlikely ahappening
as that were to corne about., Nielsen would notify us of this, because
that would make adifference.
Mr. BROTZMAN. So maybe that would be amajor point rather than
aminor?
Mr. COFFIN. Yes; if that carne to pass, that would be major. I
think that would be very infrequent.
Mr. BROTZMAN. Are there other minor points which you can tell
me of?
Mr. ADAMS. I wonder if I could add this: I have discussed this
with Dr. Coffin. Our research people have visited Nielsen and others
of the rating services we have used, at their headquarters to examine
their procedures and methods. We have not gone into the field to
any extent to check on the actual implementation of the design of the
research. That. produces a rather unknown area to us. So in your
questioning of Dr. Coffin as to whether there are other deficiencies,
all Iam trying to do is point to an area where there may be deficiencies
with which we have not gotten experience or knowledge.
Mr. BROTZMAN. The real question I have you can say this many
different ways, is how much do you folks rely upon ratings? Ihave
heard testimony from several people here, and it varies as to how they
say it, Iknow that. Some say this is the lifeblood of the industry, or
words to that effect. Some of them put. it in different context, as you
have here today. But it is apretty vital thing, it seems to me, in your
consideration.
Mr. ADAMS. In one way or another, audience measurement information is used extensively. In our case, it is used with some reserve and
caution. If an audience measurement figure were to indicate 10 million homes viewing a program—and do not hold me to this figure,
please, Iam just using this as an example—we would look on it as an
indication of between 71/
9 and 12 million homes.
Iam saying we do not use the material literally as absolutes.

BROADCAST

RATINGS

101

Mr. BROTZMAN. Now, taking this general statement, that they certainly have significance, we shall have to admit that, whether you
call it market research or some other factor, they are important, and
Ican see how they are important to you in making judgments in several
areas.
Now, in avery few minutes here, you have pointed up some places
where there could be failures in the system. Ithink you would have
to honestly admit that this is true.
Mr. ADAMS. Yes.
Mr. BROTZMAN. Because of the significance of the role these ratings
play, my question now is, what are you doing to try to assure yourself
of their validity and to try to improve upon it? What, are you doing
in this particular area? Would you think they are all right the way
they are ? This is what Iam driving at.
Mr. ADAMS. We think they leave much to be desired. Ithink Dr.
Coffin can deal in greater detail than I, as to what we have been doing
about it. But we have suggested the same proposal that the Madow
Committee suggested: an industry effort. Because it is not only
broadcasters that use audience-measurement information, but advertisers and advertising agencies.
On that basis, we have proposed an all-industry effort of all users
to establish some continuing methodological investigation which
would seek, point by point, within the limits of these abilities, to
improve the reliability of the services.
We have proposed to the Advertising Research Foundation, which
is a major organization on a tripartite basis, in which advertisers,
advertising agencies, and all media are represented, an effort along
these lines. The ARF has appointed acommittee to consider methods
and feasibility, and that is the stage at which it is now within the
industry.
Mr. BROTZMAN. We were talking a moment ago about the western
part of the country. Ido not want to belabor this point, but naturally,
I am interested in the State of Colorado. Do you know if there is
one of these devices in the State of Colorado?
Mr. COFFIN. For the national sample, there would not be. They
leave out the mountain time zone.
Mr. BROTZMAN. So in my State, there is not one of these measuring
devices in a home there. And my people have an interest in these
programs; Iknow they do.
The CHAIRMAN. Would the gentleman yield ?
Mr. BROTZMAN. Yes.
The CHAIRMAN. I have listened to a great deal of this discussion
about these sampling devices. Ihave been waiting for something to
come out. Ithink this would be a good time, if the gentleman will
permit.
You say you, as an industry, know that there are 1,100 such devices?
Mr. COFFIN. To state precisely, we are told this. Ihave never seen
them.
The CHAIRMAN. You are told by whom ?
Mr. COFFIN. By the A. C. Nielsen Co.
The CHAIRMAN. And you rely on that as being correct?
Mr. COFFIN. Ido.
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The CHAIRMAN. Then you have answered questions which I think
have been exceedingly well put here this morning in the development
of this thing, as to the application of it. You seem to have a great
deal of information about how they operate, the business of them ' but
then you say you do not know anything about them. Imean by that
where they are located.
If that is the case, how do you know there is not one or more in
Colorado?
Mr. COFFIN. Of my own knowledge, Ido not know.
The CHAIRMAN. What?
Mr. COFFIN. Of my own knowledge, I do not know. I am told,
and this has been true of the Nielsen service all these years, as Ihave
been told.
The CHAIRMAN. Does the Nielsen service tell you there are so many
in New York and not any in Colorado, so many in California and not
any in Arkansas?
111r. COFFIN. Those latter points about Arkansas and California, no,
he does not tell us that, but about the mountain time zone, no, there
are not.
The CHAIRMAN. None in the mountain time zone, but he does not
mention States?
Mr. COFFIN. The mountain time zone is technically defined to include certain States.
The CHAIRMAN. He does not tell you how many are in New York?
Mr. COFFIN. I have an approximate understanding of how many
are in New York, not of where they are.
The CHAIRMAN. Well, you have an approximate understanding,
then, of how many of these 1,100 are in the East, how many in the
South, and how many in the West, do you not ?
Mr. COFFIN. I do not know how many of the meters as such are in
each of those areas. Ihave been told, and Ihave not disbelieved, that
the representation is approximately proportional to the population
in each of these areas. That. is the basis on which the assignments
to various areas have been made.
The CHAIRMAN. Well, the point is, it is very interesting to me how
much you do know about. it, and then immediately after that, how
little you know about it., and how much then, you depend on what.
was stated here yesterday, as the lifeblood of your industry.
Thank you, Mr. Brotzman.
Mr. BROTZMA1V. Did you have anything further, Doctor, that you
would like to state about these minor imperfections at the national
level ?
Mr. COFFIN. None that. come to mind at the moment.
Mr. BROTZMAN. Now, a few paragraphs back, we were talking also
about local level, if you will recall. Now, Iwonder if we could draw
upon your knowledge in this particular area and talk about the. weaknesses, or shall we say areas that. need improvement, at, the local level?
Mr. COFFIN. First, Ishould say that Iam not as familiar with local
details as with the national, because we do not use them very extensively. In fact, they just have a supplementary function only.
In the local—are we now referring to local Nielsen specifically, or
local ratings in general ?
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Mr. BROTZMAN. Let us take it, from the general, if you do not mind.
Mr. COFFIN. In general, then, local ratings use different methodologies than are used on the national level by Nielsen. The principal
method used by local rating services in televison is the diary, and a
great many of the problems, then, I think, stem from the fact that
the diary does now require human cooperation, human memory, and
requires people to enter what they did, what viewing they did, and
these are all points at which the human being may fall short, and
therefore introduce imperfections.
Mr. BROTZMAN. The diary could ?
Mr. COFFIN. The diary, yes. This is one of the reasons why we
prefer the meter, feeling it is somewhat more objective and more free
from human error.
Mr. BROTZMAN. Just quickly, could you explain to me how the diary
system operates?
Mr. COFFIN. Basically, asample is drawn from telephone directories,
and those people are then called on the telephone and asked to keep a
diary for the subsequent, week. If they agree, the diary is sent to
them and the, method of handling it is that there is asingle diary for
each television set. and the family is supposed to write into the diary
what programs they watched at what times during that week.
Mr. BROTZMAN. Are they compensated for doing that ?
Mr. COFFIN. Not normally; no.
Mr. BROTZMAN. Is it avoluntary effort on their part?
Mr. COFFIN. There is a. different way between the different services.
I believe the Nielsen service does and the local ARB does not.
Mr. BaorrzmAx. So in local areas, there is no incentive, and Iguess
people do not care much what they put. down. If they have no incentive, they do not take the time to put it down carefully.
Mr. COFFIN. Ithink that is true in an immediate sense, except that
we find in market, research in general, most, people tend to be cooperative. They sense that the person doing the research has aneed 7 and
being reasonably agreeable, they cooperate with us. But not entirely,
of course.
Mr. BROTZMAN. All right., now, that is one of the problems, generally
speaking. Are there others ?
Mr. COFFIN. That. leads to several other problems such as, again,
the same. problem we have in any survey of any sort, the degree of
cooperation. There is a considerable proportion of people who do
not, either accept. the diary in the first place, or who do not, complete
the filling out of it and sending it back in. In the case of a diary,
this is obviously a problem, because people have to fill it out for the
whole week.
Another problem, of course, is that the source of the sample tends
to be telephone directories, which confines itself to the telephone-listed
population.
A problem in the diary is the concern we have over whether people
fill out the diary record at the time that the viewing is actually done.
Perhaps they let it, go to the end of the day, or something like that.
Another concern, analogous to that., would be whether the person
who did the viewing fills it out. or whether somebody else fills it out
in the household, asks them, and then puts down what they said.
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The problem of, even if they can keep the diary, do they get it back
into the office, the central headquarters, and does it get there in time
to be tabulated for the report, is there, too.
Mr. BnoTzmax. It is not really too scientific, is it? That is a relative term, but it is not really very scientific ?
Mr. COFFIN. It is an approach which has tried to build aservice that
will have utility to us, but not have ultra-accuracy, Iwould agree with
that.
Mr. BROTZMAN. Do we have a problem here, the same problem we
talked about before, relative to size of sample as related to accuracy?
Mr. COFFIN. Normally, the diary samples tend to be somewhat larger
than the meter samples. With respect to size, and this would apply
to any of the rating services, I would obviously be happy to have
larger samples, but it would be my judgment that the diary sample is
large enough for the ratings.
Now, however, when it comes to breaking the diary reports down
into fine detail about just how many of what kind of persons were
watching; there, Ithink, the sample size problem becomes very acute.
Mr. enoTzmAx. Are there any others you would like to mention?
Defects at the local level ?
Mr. COFFIN. The problem of correct identification of channel and
program comes up in the case of the diary, which is more automatically taken care of in the case of the meter. Likewise, we concern
ourselves over the point that there may be some biases entering into
the question of just what program aperson notes down. There may
be some kinds of programs, for example, which suffer from what we
call prestige bias. Too many people want to claim that they have
watched programs which have ahigh value in people's eyes—anews
program, for example—and not enough people are willing to admit
that they watched programs which are socially less well regarded; the
same kind of problem that we have in other research, in which everybody wants to claim they read the New York Times and nobody will
admit that they read True Confessions. This is always a problem
when you are working on the basis of reports.
Mr. BROMAN. Thank you very much..
The CHAIRMAN. Mr. Howze, do you or Mr. Sparger have questions?
Mr. Howzn. Iwould defer to Mr. Sparger.
Mr. SPARGER. How long has the present Nielsen national sample
been in effect? Do you have any knowledge about this?
Mr. COFFIN. That is adifficult thing to say because of the fact that
the sample turns over continually.
Mr. SPARGER. How long has the basic sample been in effect, and I
might ask you to expound, have you been advised by Nielsen that the
homes remain the same, even though the family changes?
Mr. COFFIN. The sample consists of the homes, so I do not see
how—
Mr. SPARGER. Has Nielsen told you that the family changes, but
that the sample homes remain the same whenever possible?
Mr. COFFIN. Perhaps you refer to the point that if afamily living
in a given dwelling unit should move from that dwelling unit and
another family move in, then Nielsen attempts to persuade that other
family to accept the application of the Audimeter to their set?
Mr. SPARGER. Yes.
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Mr. COFFIN. Yes; that is correct
Mr. SPARGER. How long has the same sample been in effect, basically ?
Mr. COFFIN. Ido not know how to answer that, because of the fact
that it turns over and I would have difficulty in picking an average
figure. But would presume it to be on the order of some years.
Mr. SPARGER. Has Nielsen told you that the same sample was deed in 1947 that they are using Coday ?
.COFFIN. It is not my understanding that the sample currently
in use today is the same sample drawn in 1947.
Mr. SPARGER. Let me ask you this, sir: Since you have not gone in
and seen the homes, what other things are important? You said
sample size is not significant if the other criteria are met. What would
these other criteria be?
Mr. COFFIN. Representativeness is the principal criterion.
Mr. SPARGER. In other words, the sample design itself would probably be the most important factor ?
Mr. COFFIN. Right.
Mr. SPARGER. Since you have not been able to go out and check the
sample, has NBC made astudy or has it evaluated the sample design
of the Nielsen Co., the method they used in drawing their sample?
Mr. COFFIN. In general, but not in particular. In general aprobability sample is regarded as the best kind of sample, and we have
general representations from Nielsen as to the steps that they take in
drawing this. But we have not verified those steps by observing
them taking those steps.
Mr. SPARGER. Did they provide you with asmall brown book which
is entitled "A Description of Broadcast Sampling Procedures?"
Mr. COFFIN. Ido not remember it specifically, but Iwould presume
yes.
Mr. SPARGER. Here is a Thermofax of this booklet, which is the
same, with certain data extracted. Is this what you used in basically
going through their sample and evaluating it ?
Mr. COFFIN. I cannot recall as to whether I have ever seen this
specifically and whether we have ever been provided with this. I
simply do not know at this point.
Mr. SPARGER. Have they told you that they have 178 counties that
are sampled on acertain basis?
Mr. COFFIN. Yes.
Mr. SPARGER. Have they told you there are 300 county clusters and
that they select asample county from each of these clusters ?
Mr. COFFIN. Ido not remember the precise numbers, but that is the
kind of thing, yes.
The CHAIRMAN. Ithink you should let him have that.
Mr. SPARGER. He has it.
The CHAIRMAN. I know he has that down there, but he has not
identified it. Let him have acopy of it and present it and see if he or
anybody with him can identify it.
Mr. COFFIN. Can you tell me what date this was put out?
Mr. SPARGER. 1957.
Mr. COFFIN. It. is possible that we have received this, but we do not
recall having seen it.
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Mr. SPARGER. Then starting from the first page, sir, where it says:
The first stage of the Nit! and NTI sample,

Nielsen says that—
First we select 178 counties.

This is what they have told you?
Mr. COFFIN. Yes.
Mr. SPARGER. Then they say, acouple of lines down:
The remaining 2,892 counties are grouped into 300 clusters of counties.

Mr. COFFIN. That has been my understanding, again, not with
respect to the 300, but this process.
Mr. SPARGER. Then it says:
Within each of the 300 county clusters, a single county was selected with the
probability of this proportionate population size.

Is this what Nielsen has represented to you that they do?
Mr. COFFIN. Yes. Iwould say that that has been my understanding
of the county selection.
Mr. SPARGER. That has been your understanding.
Then on the next page they show amap which outlines the county
clusters. I will admit it is not very clear, as it is photostated. Is
that how they have represented it to you?
Mr. COFFIN. I do not recall ever having seen such a map, myself.
Mr. SPARGER. Then next they select a sample county and they describe that the one sample county that they select in the cluster has
aself-weighting feature, and so on.
Mr. COFFIN. May Ijust skim through this, please?
Mr. SPARGER. Yes.
Mr. COFFIN. Yes.
Mr. SPARGER. Is it your understanding from what this says here,
and has been represented to you, that they select only one county in a
sample cluster?
Mr. COFFIN. I cannot recall specific representations in that detail.
It would be my understanding and impression that that is the normal
procedure.
Mr. SPARGER. That is the way you understood it was represented,
at least the way it was represented to you ?
Mr. COFFIN. My recollection is not that precise as to how exactly
they represented it.
Mr. SPARGER. Did you not, in fact, evaluate the way their sample is
designed?
Mr. COFFIN. Yes.
Mr. SPARGER. Well, when you evaluated their sample design, was
this information provided to you, or this type of information ?
Mr. COFFIN. As I have said, Ido not remember whether this specificially was. In general, yes. This type of information, and I
would have found that kind of astatement acceptable.
Mr. SPARGER. To the best of your knowledge, you would say that
they represented that they select one sample county from the sample
cluster ?
Mr. COFFIN. That would be my general impression, yes.
Mr. SPARGER. Then going back further in the book, they have a.
demonstration showing the sample, which we are not actually in-
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terested in here. Then they say that they select within that county
certain sample segments. it is on page 4—no, excuse me, that is the
sampling materials used.
On page 5, they start on this. They say in the second paragraph
that they are setting up alist of finite geographical areas of segments.
Is this what they have told you generally that they would do ?
Mr. COFFIN. This would be my understanding of how they have
done it. That would be the normal technique.
Mr. SPARGER. Then on page 7they describe their selection of their
system for selecting segments which would be in the sample. If you
would like to skim briefly through that, Ishall be happy to have you.
Mr. COFFIN. Yes.
Mr. SPARGER. Then on page 8—
The CHAIRMAN. What is your answer ?
Mr. COFFIN. Yes, Ihave skimmed through it.
Mr. SPARGER. And this is the way it has been represented to you?
Mr. COFFIN. Yes.
The CHAIRMAN. Mr. Sparger, you are referring to something here
that—
Mr. SPARGER. I am going to ask that it be included in the record.
The CHAIRMAN. This, whatever you have, has not been identified
and I think as a matter of procedure, if you are going to refer to
something which you have before you, somebody liad better identify it,
at least so we shall know that it is authentic.
Mr. SPARGER. This was provided to the committee staff by the
A. C. Neilsen Co., and it was represented to the stall that this was
their description of their sampling procedures for determining their
national samples for their Radio Index and the Nielsen Television
Index.
The CHAIRMAN. And it is authentic?
Mr. SPARGER. It is the document which was given to us by the A. C.
Nielsen Co., yes, sir.
The CHAIRMAN. All right.
Mr. SPARGER. Then would you say from this, sir, that they select
an individual sample segment within the sample county to be the
segment that they will use in their sample?
Mr. COFFIN. That would be my understanding.
Mr. SPARGER. Then on page 8, they begin to describe how they determine which household will be selected and put into the sample, and
they say that they use not infrequently the entire city or town as the
second stage of the field survey?
Mr. COFFIN. Yes, that is true, they do say that.
Mr. SPARGER. And this is as it has generally been represented to
you ?
Mr. COFFIN. That would be reasonable, yes.
Mr. SPARGER. Then on page 9, sir, they discuss the third stage,
which is the actual selection of the household which will be the sample
dwelling unit. And they say in the first paragraph:
We were endeavoring to locate only one sample home within each segment,
except for those cases where new construction had increased the particular
segment enough that it should be permitted to continue more than one home
to the NRI-NTI sample.
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Is this as it has been represented to you?
Mr. COFFIN. I find myself now a bit confused as between their
former techniques and their coming techniques in their new sample.
In the new sample it had been my understanding that they were
going to select more than one, they were going to select additional
homes which could be used as replacements if the original home
refused.
Mr. SPARGER. But basic homes are what we are discussing.
Mr. Cormr. As basic homes, yes, sir.
Mr. SPARGER. This is as it has been represented to you ?
Mr. Comic. Yes.
Mr. SPARGER. One other question, sir, relative to this: Would you
say generally that this document, what you have looked at of it, is
basically as Nielsen has represented their sample design to you?
Mr. COFFIN. Basically so, yes.
Mr. SPARGER. You have not evaluated this particular document, to
your knowledge?
Mr. COFFIN. Not this particular document, to my knowledge.
Mr. SPARGER. Could you verify and supply for the record whether
or not this document has been presented to you by the A. C. Nielsen
Co. for this purpose?
Mr. COFFIN. Yes, sir.
[EDITORIAL NoTE.—The information supplied on this point by NBC
was that their files did not show such a document, but that "NBC
believes that the substance of the information contained in this document may well have been made known to the NBC personnel by the
Nielsen Co."]
Mr. SPARGER. Mr. Werner, how long have you been with NBC, sir?
Mr. WERNER. I joined NBC in July of 19'61. Prior to that, Iwas
with NBC from approximately the middle of 1951 to the middle of
1957.
Mr. SPARGER. The statement which you presented to the committee
relative to your use and the importance of ratings generally reflects
the feelings' of NBC for how long aperiod? Is this anew thing?
Mr. WERNER. No. I can speak specifically as to my use of the
ratings from the middle of 1961 until the present, but I think that,
generally, this reflects the general attitude of the National Broadcasting Co. in prior years.
Mr. SPARGER. Mr. Adams, you have been with NBC for aperiod, I
believe, beginning in 1948?
MT. ADAMS. 1947.
Mr. SPARGER. Would you say that the statement NBC has presented
today generally reflects their attitude on the importance of use of
ratings during this period?
Mr. ADAMS. I would say generally so, although we have been talking primarily here about national television ratings and the use of
ratings and the analysis of ratings in that area would go back essentially to the beginning of television networks.
Mr. SPARGER. Yes, sir. In 1951, did not NBC come out with, in network radio, aguaranteed circulation plan ?
Mr. ADAMS. I have arather hazy memory, but let me speak to my
memory.
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I believe there was aperiod where an experimentation, which was
rather significantly unsuccessful, was undertaken in connection with
guaranteed ratings. Although my recollection is not precise on this,
Ithink that experiment was never continued.
Mr. SPARGER. Yes, sir; but it was designed, was it not, for television
originally '?
Mr. ADAMS. That Ido not know.
Mr. SPARGER. 1 have this question of Mr. Werner.
Does NBC presently have any guaranteed circulation contracts with
any advertisers or agencies ?
Mr. W ERNER. NO.
Mr. SPARGER. If you had aguaranteed circulation to an advertiser
or to an agency, would you not, in effect, be using ratings to point out
where you were down past a10th of arating point ?
Mr. W ERNER. That is ahypothetical question, of course, and Imust
again reiterate, we do not have any guaranteed circulation plans with
any advertisers, nor do I project that we ever will. Therefore, to
answer your question, I do not know if that would really be of any
value.
Mr. SPARGER. Let me ask you this, Mr. Werner: If you make a
decision to change a program from one time period to another and
it is necessary to convince an advertising agency or an advertiser that
this is a good change, would you present this on the same basis as
your reasoning when you made the decision ?
Mr. W ERNER. Basically, yes.
Mr. SPARGER. Is Mr. Don Durgin still with you in that work ?
Mr. W ERNER. Yes.
Mr. SPARGER. In hearings before the Subcommittee to Investigate
Juvenile Delinquency of the U.S. Senate Committee on the Judiciary,
87th Congress, 1st session, a letter was submitted from Mr. Don
Durgin, who was at that time in charge of sales. The letter is dated
December 3, 1959, to Doyle, Dane & Bernbach, Inc. That is an advertising agency; is it not, sir ?
Mr. W ERNER. That is correct.
Mr. SPARGER. They represented one company, and I understand
William Esty was also involved. It was relative to the program, "The
Man and the Challenge," its time period, and changing it with "The
Deputy."
In this, it states that:
In moving from the 8:30-9 p.m. period to 9-9:30 p.m., "The Man and the
Challenge" will have the advantage of 54 percent more adult viewers. As the
following chart shows, the time periods' edge in seta in use begins with the
considerably greater number of adults per set to provide the availability of more
than 20 million additional adults.

Would you say this is basically the reason the change would have
been made ?
Mr. W ERNER. I cannot address myself to that particular change,
but I would think that the figures there that were presented by Mr.
Durgin for making that change were drawn from the existing data
that we have on the existing performance in that time period, and
the long background of sets in use in that time period, and the background of what the audience composition would be. On that basis,
it would seem to me that. that is why those figures were pulled together.
99-942-83— pt. 1 8
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Mr. SPARGER. Your research department compares figures on time
period potential in situations such as this?
M T. W ERNER. Yes; they do.
Mr. SPARGER. The letter states only in relation to sets in use that
Saturday, 8:30 to 9, has a sets-in-use figure of 63.8. Saturday 9 to
9:30 has a sets-in-use figure of 64.6. This question occurs to me, sir:
You are recommending achange on the basis of less than one rating
point; are you not, sir ?
Mr. W ERNER. Well, the first thing that comes to my mind, and
again I am dealing in something that I do not have exact knowledge
of, but if those sets- in- use figures were quoted and numbers then were
projected from that, there may also be other things such as the lineup
at 9o'clock might have been different than that at 8:30, which might
have allowed for further projection of more homes to get to those—
Iheard you say 20 million additional adults.
Mr. SPARGER. Yes, sir, but the time-period potential, as reflected in
this letter from Mr. Durgin to Mr. Dane relates homes watching to
sets in use, which must be related to sets in use. Sets in use, as I
understand it, and you can correct me, is the combination of the rating
points to reflect the number of homes that actually are viewing or
listening in aspecific period ?
Mr. W ERNER. That is right.
Mr. SPARGER. So if you are saying to an advertiser or its agency
that you should make a change based on a difference between 63.8
rating points and 64.6 rating points, you are urging adecision based
upon less than 1rating point.
Mr. W ERNER. We are urging adecision based on, very definitely, an
estimate there; that is correct. And Iam sure
Mr. SPARGER. Well, it is an estimate of one rating point.
M T. W ERNER. That is correct.
Mr. SPARGER. So this decision, possibly, was made on the basis of
one rating point—actually less.
Mr. W ERNER. Again, speaking to adecision that Iam not familiar
with, Iam sure—you are talking now of Don Durgin.
The CHAIRMAN. Ithink we are going to have to recess. The House
is in session and Ihave been asked to come over there for the program
we have today. Ithink it would be agood time to recess until 2o'clock,
since this is one of your on-the- record cases. Perhaps you can get
familiar with it.
So we shall recess until 2o'clock.
(Whereupon, at 12:15 p.m., the hearing recessed until 2 p.m., this
same day.)
AFTERNOON SESSION
The CHAIRMAN. The committee will come to order.
Mr. Sparger, you may proceed.
Mr. SPARGER. Mr. Werner, when the committee went into recess we
were discussing the letter from Mr. Durgin to Mr. Joseph R. Dane,
dated December 3, 1959.
We were discussing the fact that the sets- in- use figure from which
projections are made on the time- period potential was a change of
less than arating point.
Mr. W ERNER. That is right.
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Mr. SPARGER. I also have a question relative to the adults per set.
Isn't that a feature of the program, rather than the time period?
Mr. W ERNER. I think that that could be a feature of the time period—at 9 there are more adults available than at 8 :30. Also Ithink
it could be a function of the program attraction at that time.
Mr. SPARGER. Well, to review briefly, then, you are actually making
projections for the purposes of this decision, which is discussed in
this letter, of changing ashow on the basis of less than arating point,
.are you not ?
Mr. W ERNER. Well, I think it is in conjunction with several other
things.
First of all Iwould like to point out to you that this is not adecision,
but a recommendation. That is the first point. And this was not
acted upon because the agency decided they would prefer to stay
where they were. This was also made in conjunction not only with
the history of from January to June 1959, but aspecial tabulation of
.audience composition, giving us a 6-month history of this period.
In addition to that we had aspecial Trendes, Ibelieve, and special
TyQ information available, to us. And in the letter we do state a
•combination of circumstances led us to believe that this would be
more effective if we made the switch. The agency chose to disagree
,and the switch was never made.
Mr. SPARGER. You mentioned TYQ. In this case were you projecting, trying to get a projected audience rating on the basis of TvQ
information?
Mr. W ERNER. I think that on the basis of Tv(4 information, we
were trying to hind out at that point the appeal to younger people for
•one of these programs. And I believe TyQ, if 1 can refer to this
letter just amoment—quoting the letter, it shows that "The Man and
the Challenge" is especially strong with younger people.
Mr. SPARGER. Does TyQ feed a rating into the base of their data
when they are going to project ?
Mr. W ERNER. No; Ido not believe so.
Mr. SPARGER. Let me ask you this: On page 2you refer to the Nielsen
multinetwork "share of audience" and you refer under "The Deputy"
show that as of October 31, 1959, NBC's "Deputy" had 34 percent, on
November 7 it had 26, and on November 14 it had 30 percent.
If you were going to convert this to a rating figure, assuming a
sets in use level of approximately 50 percent or slightly higher, if you
could use 50 percent, you would in fact be talking about a rating of
12 and arating of 13 and arating of 15; is that correct?
Mr. W ERNER. Iwill turn to Dr. Coffin.
Ie sa ys " Yes"; that would be correct.
Mr. .e.utonR. There are similar situations under the CBS program
amid t
he ABC program—Ithink you would agree.
Mr. W ERNER. Yes.
Mr. Se.monft. In this case you are saying that there is a 25-percent
'increase. and you are using the audience share in this case, in an
instance where you are referring to three rating points; is that correct?
Mr. W ERNER. Yes, yes; that is right.
Mr. SPARGER. Now, when you refer to three rating points with the
Nielsen multinetwork area information that you are using, all of these
would fall within statistical variance; would they not?
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Mr. W ERNER. That is correct.
Mr. SPARGER. So actually there is no significant difference between
the 24-percent share and the 30-percent share? And the base which
you are using for your judgment in this case, there really is no significant difference between these, is there?
Mr. W ERNER. I think there is a somewhat significant difference.
First of all, we are showing avery definite trend here as evidenced by
the October 31, November 7, and November 14 rating. In addition
to that, as I said a moment ago, there seem to be a combination of
factors that made this out to be adesirable move on the part of NBC,
other then just ashare of audience.
Mr. SPARGER. Now, you say this is atrend. Does NBC as amatter
of policy consider 3 weeks, three MNA reports, as a trend?
Mr. W ERNER. As a matter of policy, 3 weeks is the beginning of
the trend, whereas 1 week, as we stated previously in our testimony,
does not really mean a great deal to us. And that when you start
to see a regular trend, 24, 26, 30, although I do not have the figures
past this, the trend may have continued.
Mr. SPARGER. Let nie ask you this question, sir:
When a new show goes (*)
ii to the network and it is decided that
show will be canceled, is this normally in the first, 13-week cycle?
Mr. W ERNER. The decision or the cancellation ?
Mr. SPARGER. The decision.
Mr. W ERNER. Well, a decision to cancel aprogram can come about
for different reasons, such as atrend in the first 13 weeks, or achange
of competition or achange of audience structure.
Mr. SPARGER. Let me ask you about aspecific program.
Mr. Kintner, in his speech before the affiliates, December 5, 1962,
said:
In relation to the show "It's a Man's World," it did not succeed, it had oneof the lowest station lineups of all our evening shows, and although it got
good sampling from the audience in the initial episodes, the audience kept going
down until it became our lowest rated evening show.
The advertisers could
not justify buying it.
So that as of midseason it was going to be without
sponsorship. After extending the life twice, hoping it might develop more response, we had to conclude that it was not satisfactory to the public, the stations, or the advertisers, and decided to drop it from the schedule.

Is this what substantially did, in fact, occur?
Mr. W ERNER. That is substantially what did in fact occur.
Mr. SPARGER. When did this show go on the air and when was it
first broadcast ?
Mr. W ERNER. I do not remember the exact. date, but I would estimate that it was around the 17th of September. If that was aMonday night in September, Ibelieve that was the date.
Mr. SPARGER. When did the show go off the ail"?
Mr. W ERNER. The show went off the air—I believe its last broadcast was about the first of February—end of January.
Mr. SPARGER. The last week in January or the first week in Febniary!
Mr. W ERNER. Yes.
Mr. SPARGER. Now, sir, you have a contractual obligation of some
sort when you purchase aprogram?
Mr. W ERNER. That is right.

BROADCAST RATINGS

113

Mr. SPARGER. If you were going to purchase a replacement to go
on the air the first of February, how much notice would you have
to give aprogram syndicator or producer ?
Mr. W ERNER. Depending on the type of program that you would
indicate that you were going to purchase—let's say another hour
film show—I would say that if you did not give at least 90 days,
you would be in serious trouble to meet your production dates. And
that would be aminimum for doing afilmed program.
Mr. SPARGER. Did you replace "It's aMan's World" with afilmed
program ?
Mr. W ERNER. We replaced "It's a Man's World" with a type of
filmed program; namely, feature motion pictures.
Mr. SPARGER. Major feature motion pictures ?
Mr. W ERNER. That is right.
Mr. SPARGER. Let me go back alittle further, sir. You have also a
contractual obligation to the producer and to the packagers of ashow
to give them some notice that they will be canceled ?
Mr. W ERNER. That is correct; depending on how your contract is
written. Or you may purchase a specified number of episodes from
asupplier with the right to purchase more.
SPARGER. Right. And in that case, sir, would you have to give
them notice as to whether you wanted to continue or not ?
Mr. W ERNER. That is right.
Mr. SPARGER. When would you have had to give that notice?
Mr. W ERNER. Ido not have the "Man's World" contract with me,
but I remember that the original purchase on "Man's World" was
for 13 episodes.
Now, in that 13-week period there was adate sometime before the
expiration of that 13 weeks which would be considerably in advance,
where we would have to advise them whether we were going to buy
more episodes or not.
Mr. SPARGER. Well, this speech was made by Mr. Kintner on December 5. The show went on the air September 13. The decision
evidently had been made prior to that date.
Mr. W ERNER. Yes.
Mr. SPARGER. Could you clarify for us as to when that decision
was made ?
Mr. W ERNER. If I had a calendar in front of me—well, maybe I
can estimate.
First of all, we bought, more than 13 episodes of "It's a Man's
World," so that whatever our contractual date was to notify for additional episodes, we did in fact buy more epsidoes of "It's a Man's
World."
Ibelieve we bought, and Icannot make this astatement of fact, but
Ithink it is accurate that we bought 3more, to atotal of 16, and then
3more, to atotal of 19.
SPARGER. Let me ask you this, sir.
In this situation, when did you decide to cancel "It's a Man's
World"?
Mr. W ERNER. The cancellation decision must have been made, of
course, prior to the statement by Bob Kintner, but it was after the
latest Nielsen report at that time, so we could take alook at the longest
number of MNA's to spot our trend.
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Mr. SPARGER. Then you use the MNA's as the basis for your program.
Mr. W ERNER. In this case we had more MNA than we had National,
because of the time lag, and we used both sources of information. We
used the MNA's, as I recall, right, up to the last MNA that came in,
because this was aprogram that we had high hopes for.
Mr. SPARGER. Then you are basically concerned with, in this instance, at least—with the top 30, or at least largest 30 cities in the
country, and what they think of the show, rather than the reception in
the other areas?
Mr. W ERNER. There were two reasons for that. Our basic concern
was, (
a) we would have more MNA information available to us. And
also this program did not have as long alineup as many of our existing
programs do, so that the National Nielsen could be a little bit misleading to us anyway. because of our smaller lineup.
As aresult, we made our judgment—and this is only in the rating
area—based on all information we had, in addition to our own program judgment as to the way the program was performing, because
we saw episodes long before they went on the air.
Mr. SpArtcut. Do you believe that the National Nielsen television
sample is large enough to give you an adequate reflection of popularity of aprogram in order to make ajudgment?
Mr. W ERNER. Yes.
If we have enough National Nielsen reports
which we can take alook at.
Mr. SPARGER. Well, now, how large a sample would you say is in
the MNA?
Mr. W ERNER. The MNA shows how the program operated competitively in its 30 markets, so we could get a good idea of its
performance.
Mr. SPARGER. That is not my questien, sir. How large do you
think the sample is?
Mr. W ERNER. The number of people?
Mr. SPARGER. Yes. sir.
Mr. W ERNER. Iwill have to consult. About 500.
Mr. CoFFix. About half the size of the total Nielsen.
Mr. SPARGER. Approximately half the size of the total Nielsen.
Do you believe that it would be as accurate as the National Nielsen,
as the NTI ?
Mr. W ERNER. I would think so, yes.
Mr. SPARGER. YOU think it would be as accurate?
Mr. W ERNER. Ithink we have to qualify it. Would you state your
question again, please?
Mr. SPARGER. Do you think that the MNA would be as accurate
as the NTI ?
Mr. W ERNER. Iwould like to have Dr. Coffin answer that in detail.
Mr. SPARGER. Dr. Coffin?
Mr. COFFIN. I would say that any single figure out of the MNA
would not, be as accurate as
.any single figure out of the National Nielsen, definitely not. However,' 1
he thing ', hat we are looking for here
also is trend, as was explained. We are looking at the pattern of
growth or lack of growth over aperiod of several weeks.
Mr. SPARGER. When did the first MNA report come out after the
first showing of "It's a Man's World ?"
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Mr. COFFIN. The MNA's are typically available within about a
week.
Mr. SPARGER. Within about. aweek
Mr. COFFIN. Yes.
Mr. SPARGER. And if you made your decision, say, the first week in
November, you have had approximately four MNA's.
Mr. W ERNER. I think our decision was made later than the first
week in November. Near the end of November, Ibelieve.
Mr. SPARGER. Excuse me?
Mr. W ERNER. Near the end of November, Ibelieve, would be more
accurate.
Mr. SPARGER. Well, we have this other question relative to this particular program. You said that there were other program considerations. Iwould like to hear what the other programing considerations.
were in addition to the rating.
Mr. W ERNER. "It's a Man's World" was a program that was purchased without a pilot. This was purchased on the background and
record of probably one of the most creative writer- producer- directors
in the business, named Peter Tewksbury. It was presented to us by
his representatives. We liked the concept. But. more than that, we
liked Peter Tewksbury, his background, his record, and his devotion
to this particular property.
When we first saw the original episode, the first episode came in,
which would have been a pilot had we operated in the more usual
procedure—like all first episodes they leave something to be desired.
This one we felt, had some major problems within it.
There is a long history of conversations from our creative end and
the review productions of which Peter Tewksbury at that time was.
operating for, for changes, for some ways to add other elements to,
the program that would make it more compatible for viewing. This
was prior to its going on the air.
However, the creative head, Mr. Tewksbury, prevailed, and he did
the program the way he saw fit, and when it comes to that point,
we would certainly agree he is about the best man there is. But in this
particular case it did not work. And when the program went on
the air it had, as Irecall, excellent sampling due to audience promotion
and due to some very excellent promotion prior to it going on the air,.
such as closed circuit press conferences with Mr. Tewksbury and the
showing of the filin, something that we do not do as a regular basis.
But we were so intrigued. with the prospect. of this kind of a7:30 show
that we pulled out all stops to go in favor of it.
But as it went on the air, from the time it was first. sampled, the.
audience levels seemed to drop rather alarmingly.
Mr. SPARGER. This is the rating?
Mr. W ERNER. Beg pardon ?
Mr. SPARGER. This Is the rating?
Mr. W ERNER. This is the rating. But again, because these were
first ratings, and first samples in the first and second week, we watched
this one very closely. And after some date near the end of November, we felt that the quality of the program, high as it was, was not
living up to its anticipation either as a whole unit of entertainment,
and that the indications were it was not appealing to large numbers.
This indication was further brought about by the advertising agen-
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cies and the clients coming to us saying "maybe we have all guessed
wrong on this—it doesn't seem to be working."
Then we began hearing from our affiliated stations as to the fact
that this program does not seem to be catching on as we had all
hoped. And after seeing everything that had been on the air, plus
more episodes yet to be aired, the program department judgment was
that this program just did not look like it was going to live up to our
creative anticipation, and whatever information we have available up
to that date, both in Nielsen national books that were published, plus
the additional multicity Nielsens, we made the decision to cancel the
program.
Mr. SPARGER. Then what you say, sir, is that insofar as NBC was
concerned, it did not have ahigh enough rating, and so far as your
affiliates were concerned, it did not have ahigh enough rating. And
further, so far as the advertisers, as represented by their agencies
were concerned, it did not have ahigh enough rating?
Mr. W ERNER. That was one of the very important factors.
Mr. SPARGER. Now, you say it was one of the very important factors.
Mr. Kintner, in his speech, pointed with a great deal of pride to
the affiliates about the investment in how this was afresh approach.
And yet the reason that he gave as president of your network, was
that it was not satisfactory to the public, again reflected in ratings
to the stations, or the advertisers.
Mr. W ERNER. That is correct.
Mr. SPARGER. Now, is this ratings or is this something else ?
Mr. W ERNER. No; in echoing what Mr. Kintner said, that is absolutely correct. I simply added to it that there were additional
factors as well as that which were not covered in the speech.
Mr. SPARGER. He also said, in this same speech, that just as there
ediversity in the public, there has to be diversity in the schedule.
NBC has the obligation to put on substantial programs for the great mass
audience, programs like "Disneyland," " Bonanza," "Mitch Miller," and "Dr.
Kildare."

He goes on to say he believes these should be supplemented by shows
which do not have such wide appeal, such as the operas.
We at NBC have the policy of buying from every source we can.

Now, was this to be acommercial entertainment program or would
you classify this program in the saine category as you would an opera?
Mr. W ERNER. No; this was to be an entertainment program desi,oned to reach amaximum audience.
Mr. SPARGER. Well, the next sentence of his speech was—
We have a policy of quality production, of getting the best people behind the
camera as well as in front, because so much depends on writers, directors, and
producers. I have to be frank with you in saying that sometimes we don't
succeed, and when we don't, it sometimes costs us millions of dollars.

Then he uses "It's aMan's World" as an example.
Now, he is saying, when he says "succeed" that it does not get the
rating in entertainment programing.
Mr. W ERNER. That certainly was one of the major factors.
Mr. SPARGER. Mr. Sarnoff, in testimony before the 84th Congress,
2d session, in the television inquiry before the Senate, said that the
sale of national advertising opportunities furnished by the simul-
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taneous nationwide broadcast of the program is a specialized advertising function filled by anetwork.
In conducting this advertising function, a network competes with
every other network and all other national media for the patronage
of national advertisers.
He goes on to say:
To achieve its national network, NBC has to deal in two kinds of minimums,
and it must continue to deal in them. One is a minimum audience. NBC
must be able to assure a sponsor of the minimum audience or he will not pay
the amount necessary to cover the cost.

Do you think this accurately reflects the policy of NBC?
Mr. W ERNER. Are you saying this in relation to " It's a Man's
World," or just generally ?
Mr. SPARGER. Generally.
Mr. W ERNER. I think that generally, where our objective is mass
audience, and we do not reach mass audience, we then look very
favorably upon changing that program—if our original objective was,
as in the case of "Man's World," to reach maximum audience. But
then again Ithink you must go on acategory-by-category basis that,
yes, "Man's World," and yes, other programs such as " Bonanza"
are designed for maximum audience, and as we stated earlier in the
testimony, programs like the "Du Pont Show of the Week" and the
"Bell Telephone Hour" and our news actualities, we do not anticipate
that they will reach maximum audience, such as our other programs do.
Mr. SPARGER. Mr. Sarnoff also said:
Providing a good advertising value for a network, this means delivering
national circulation large enough to meet the needs of national advertisers.

W ERNER. That is correct.
Mr. SPARGER. Now, in this instance he was saying we have to get
the ratings in order to finance the entertainment shows, in order that
we can finance our public service programs. Is that correct?
Mr. W ERNER. Will you repeat that ?
(The reporter read the question.)
Mr. W ERNER. I think that is substantially correct.
Mr. SPARGER. Well, that basically is the policy of NBC, is it not?
Mr. W ERNER. Of course, that is stated within aspeech. And Iam
not quite sure what the whole-Mr. SPARGER. This is within testimony before acongressional committee.
Mr. W ERNER. I would say that basically our policy is to have abalanced schedule. Our maximum audience programs will undoubtedly
be profitable to us. And we must do, because of our responsibility and
our desire, other programs that will not reach maximum audience, and
in some ways will not be economically as happy for us.
Mr. SPARGER. Let me ask you this question, sir. Also in your statement you refer to the fact that NBC does not take ratings into consideration in its decision to affiliate with aparticular station.
Mr. W ERNER. That is correct.
Mr. SPARGER. However, in hearings before the 84th Congress, Antitrust Subcommittee of the Committee on Judiciary, Mr. Robert Sarnoff
inserted amemorandum from Mr. Harry Bannister, of your organization, which said in part—
Mr.

We now have an opportunity for a change in television and radio affiliations
In Richmond, and I recommend that we do so. In share of Richmond radio
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audience, he runs a poor fourth, well behind the CBS and ABC and Mutual
affiliates, and this is an indication of where he may be in television when it loses
his monopoly and has to compete with two other VHF stations which will be in
operation within the coming year.

Now, in this case don't you think that ratings were playing some
kind of apart ?
Mr. W ERNER. Ithink Mr. Adams is most qualified to answer that.
Mr. ADAMS. In that case, Mr. Sparger, as you say, ratings played
some sort of apart. Mr. Werner's statement points out that in connection with affiliations, we have had so few changes in recent years.
That is also a fact. The changes that we have had in recent years
have been ones where an affiliate has decided to switch the network
with which he is affiliated, and we have to seek another affiliate—ones
where we have added an affiliate to obtain better coverage—and ones
where we have initiated an affiliation move to provide better coverage.
This goes back some years before that. And this is one case where
the audience performance of the station was one among a number of
factors that prompted our seeking achange of affiliation.
These changes in affiliation were much more prevalent as television
networks were being built and developed, and as new stations came
on the air, and as there was competition between networks for favorable affilations, and competition between stations, among stations, for
favorable networks—affiliations that were favorable to them with one
network or another.
The taste of affiliation changes has considerably slowed down as the
medium has matured in its facilities. The primary factors that motivate us to add an affiliate or to change an affiliate is relative coverage.
Mr. SPARGER. Let me ask you this, sir. When you decide to establish the network rate, for an affiliate, do you use acost per thousand or
rating factor in determining that rate ?
Mr. ADAMS. In the first establishment of arate, in the first instance,
we have to look at what competitive rates are in the market for other
stations with similar coverage and similar facilities.
We have a rate formula. This gets rather technical.
Mr. SPARGER. All right. Would you provide the rate formula
for the record of the hearing?
Mr. ADAMS. Certainly.
(The material referred to follows:)
N.B.C. AFFILIATE RATE FORMTJLA
The " indicated" rates are derived from a rate curve which provides a 95-percent
increase in "indicated" rate for each 100-percent increase in circulation. The
construction of the rate curve produces the following " indicated" rates at the
levels of circulation shown below:
"Indicated" rate
(nearest $ 10)

TV home circulation:
25,000
$370
100 000
1. 390
500,000
6,430
The " indicated" rate is derived by applying as the "circulation" factor ARB
estimates of average number of television homes reached by the station per
quarter hour, between 6 and 10 p.m. daily, averaging the most recent March and
November reports.
Statistically expressed, the formula underlying the rate
curve is R=17.5465 A 0.95 ( where R is the "indicated" rate and A is the circulation estimate described above).
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Mr. ADAMS. May Iadd to the submission of the submission of the
rate formula that the rate formula provides a theoretical rate which
we use to keep some framework on where our actual rates are going.
And on the network as it is today, Ithink there are only two affiliates
whose actual rate is the same as the indicated rate derived from the
rate formula.
Mr. SPARGER. Let me ask you this, sir. Why does NBC subscribe
to local Nielsen reports if they do not play any role in ratemaking
for affiliates or in evaluating the affiliates?
Mr. ADAMS. I do not say they did not play a role, Mr. Sparger.
In our rate formula—
Mr. SPARGER. Well, in evaluating your affiliates?
Mr. ADAMS. The two elements are a rate curve, which provides
a declining cost as units of circulation rise, which is built into the
rate structure as it is in most media, and homes delivered—the homes
delivered are indicated by ARB ratings over the course of a year.
That is our present method of deriving indicated rates.
What I said is the actual rates of an affiliate are not identical
to the indicated rates. The rate formula Iam talking about provides
a theoretical rate structure and gives us guidance that we do not
depart, too far from in our total network rate, so that we will be uncompetitive, and so that relationships between the rates of one affiliate
and another affiliate won't get completely out of gear.
Mr. SPARGER. When you make your reports to advertisers, in this
instance, the one Ihave in my hand is aprogress report to Ford Division of the Ford Motor Co., and J. Walter Thompson, which is an
advertising agency, I assume, you discuss on page 7 of this, cost
efficiency.
In keeping with its superior overall performance, the Ford show is a top media
buy as judged by the critical measure of cost efficiency. Assuming the $38,000
gross program cost reported by Neilsen, the Ford show delivers a thousand
homes per commercial minute for $2.41, or put another way, reaches 415 homes
per dollar.

Now, in this instance you are using ratings to quite an extent.
Mr. ADAMS. Yes, sir.
Mr. SPARGER. And it says further this is 34 percent more efficient
than the performance of the average evening program.
Now, when you get homes per dollar per commercial minute, down
to 415, you are using the rating as ascience; are you not?
Mr. ADAMS. No, Ishouldn't think so, Mr. Sparger. Ford Motor Co.
and its agencies had the same information as given there.
Mr. SPARGER. Let's trace how you are using this, how you are obtaining this figure.
You obtain a rating which you project to homes, approximately—
one rating point projected to 500,000 homes. Then you are starting
back down the ladder. You are cutting that up, down to the hundredth of arating point in order to project afigure, present afigure of
homes per dollar per commercial minute.
Now, Iwould consider that using ratings to apretty fine point.
Mr. ADAMS. Well, Ithink you would get the same result if, as the
Madow committee suggested, instead of using that form of expression,
if the expression were in terms of numbers of homes per hundreds of
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dollars. Ido not think you would make the same criticism of that sort
of afigure. Yet it woulà mean about the same thing.
Mr. SPARGER. Well, of course, when we get into cost per thousand,
which is an expression of asimilar nature, you again are getting down
to apretty low rating point.
Now, let me ask you this, sir.
Do any of your advertisers come to you and say "We must reach a
cost per thousand between—we will buy on acost per thousand basis
between $3 and $5 ?" Does that ever happen?
Mr. ADAMS. I cannot answer of my own knowledge. I would believe that within those ranges some advertisers, whose primary purpose is circulation and cost efficiency rather than the mood of the program, or the identity of the program, or enhancement of their company
in general, will buy within ranges of that magnitude on a cost-perthousand basis.
Mr. SPARGER. If you are, buying on cost per thousand, this range of
$3 to $5which is apretty good range, according to the information we
have seen, at least—if you related this back to adifference in ratings,
what would be the difference in arating for the same show, same cost,
to provide a $5cost per thousand and to provide a $3cost per thousand ?
Mr. ADAMS. Dr. Coffin is better at calculation than I am. Ithink
he is calculating it.
Mr. COFFIN. Iam not that good at calculation, to do it right off the
bat. Perhaps you have already calculated it. I would be willing to
accept your figures.
.
Mr. PARGER. Iwould be happy to have your figures.
M T. W ERNER. We Can calculate that for you, if you would like.
Mr. SPARGER. Would you say it would be a very, very, very few
rating points ?
Mr. COFFIN. In terms of whole numbers of rating points it would
be afew, yes.
Mr. SPARGER. In terms of whole numbers. Would it be less than two
rating points ?
Mr. COFFIN. My mental arithmetic skills are not sufficient to answer
that right off the top of my head.
Mr. SPARGER. Isee you have someone figuring it back there.
But when you are dealing in cost per thousand, and you have a
cost-per-thousand range, in many cases, which is less than this $3 to
$5, are you not dealing in minute rating points?
Mr. COFFIN. Yes.
Mr. ADAMS. You are dealing in small rating points, Mr. Sparger—
but again, an advertiser who lays down such arange as his specification
is comparing that with other ranges and other types of buys. So we
are on acomparison basis.
Mr. SPARGER. We do not, debate that point at all. All we want to
find out is how you are using them, how important they are.
That is all the committee is interested in.
Mr. ADAMS. The facts that you have stated Ibelieve are true. There
are advertisers whose specification for cost efficiency will include a
range of the magnitude that you have indicated.
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Mr. SPARGER. If you were to provide us with the progress reports
of every show for which you related cost-per-thousand figures during
the past 5years, about how many of these would we have?
Mr. ADAMS. We would have alarge number.
Mr. SPARGER. Well then, advertisers are interested in it, are they
not ?
Mr. ADAMS. They certainly are. What Iwas saying before is that
not all advertisers are interested in it; many are. Advertisers of mass
produced goods are.
Mr. SPARGER. In commercial entertainment programing they are interested in this rating figure, are they not ?
Mr. ADAMS. Yes, but to different degrees of magnitude and different degrees of interest.
Mr. SPARGER. What is the widest cost-per-thousand range, which
again is ratings, that you are ever faced with ?
Mr. ADAMS. Icannot answer that question. Idon't know.
Mr. SPARGER. Would you say it is hundreds of dollars ?
Mr. ADAMS. Could you repeat that? I don't get the thrust of the
question.
Mr. SPARGER. Would you say that the cost-per-thousand range is
hundreds of dollars, or would it be a few dollars as a maximum?
Mr. ADAMS. Ithink afew dollars—$5, $6, $7.
Mr. SPARGER. In some cases would it be afew cents ?
Mr. ADAMS. No, I doubt that very much, because—as you have
pointed out, when you get the underlying material that lies behind
the difference of afew cents, if that is your question—
Mr. SPARGER. Well, would it be less than adollar on some occasions?
Mr. ADAMS. Ithink advertisers who believe they are buying with
great precision, and who probably place undue weight on the precision
with which they are buying, may be interested in adifference in cost
per thousand within the range of adollar. Ithink that is an overprecise measurement from their point of view.
Mr. SPARGER. Iwould say that would be pretty scientific, wouldn't
it ?
Mr. ADAMS. It sounds scientific, but Ido not think it is.
Mr. SPARGER. Well, let me ask you this question, sir.
•
When "Saturday Night at the Movies" went on, you had adifferent
situation than you do with sponsorship of aprogram. You virtually
are selling spots within that time.
Mr. ADAMS. We are selling 1-minute participations to avariety of
advertisers, and that is atype of advertiser that is particularly interested in circulation rather than in identity or sponsorship.
Mr. SPARGER. That ought to be apretty good indication that you
are interested in the ratings as aresult of the fact that you have just
announced programing or have started programing 2nights aweek
with nothing but movies.
Mr. ADAMS. That is correct.
Mr. SPARGER. And 2hours on each of those nights.
Mr. ADAMS. That is right.
Mr. SPARGER. SOwould you say that this is aprincipal consideration and is in the entertainment programing area the lifeblood of this
business
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Mr. ADAMS. Well, " lifeblood" is a colorful phrase. Dr. Stanton
used it; Idid not. Ido not know quite how much it, covers and how
much it means.
If you are asking whether audience measurement information is used
extensively in the sale of network time, the answer is "Yes."
Mr. SPARGER. Now, in the situation of " Saturday Night at the
Movies," when you started it, and it proved to have higher ratings
and new advertisers through their agencies were coming in to participate in this—after, say, the first 8 weeks, what happened to your
rates on NBC's " Saturday Night at the Movies"?
Mr. ADAMS. For new advertisers?
Mr. SPARGER. For new advertisers, after it had been on 7 or 8
weeks.
Mr. ADAMS. I believe, and maybe Mr. Werner can correct me, because he is closer to the program sales area than I am—the rates
which were started in the case of these participation buys, in terms
of time and talent charge per minute, were increased for new advertisers.
Mr. W ERNER. That is correct.
Mr. ADAMS. The questions you were asking yesterday, I think,.
went to the increases in rates within the term of a contract, depending on the increased audience success of the program.
Mr. SPARGER. You mean this was not aresult of increased audience
success ?
Mr. ADAMS. No, no. I was saying that we do not, increase rates
for advertisers who are already in the term of the contract.
Mr. SPARGER. Who have acontract ?
Mr. ADAMS. That is right. An advertiser who comes in and takes
a chance on a show will often have a protected rate, so that he is
protected at a lower rate than the program may justify in future
periods through increasing audience.
Mr. SPARGER. Let me ask you this, sir:
You have, as Iunderstand, the top-rated news show in the " Huntley- Brinkley Show"?
Mr. AnAms. That is correct.
Mr. SPARGER. And you do not have any problem selling it ?
Mr. ADAMS. No. The show is sold out.
Mr. SPARGER. The show has been sold out.
Now, would you consider that in relation to the fact that this show
has received an "Emmy," that this was advantageous to NBC from
a prestige factor, and also possibly from an economic factor?
Mr. ADAMS. It is advantageous to NBC from both factors. It is
a successful show, it meets an audience need, it provides what we
think is a fine daily news report, and it is a profitable operation.
When you have all of those put together, you are reaching the best
of all possible worlds in television.
Mr. SPARGER. Well, let me ask you this, sir: Are there lots of employees of NBC that are members of the American Academy of Television Arts and Sciences?
Mr. ADAMS. Yes.
Mr. SPARGER. Is membership in this academy which selects the
Funny Awards— is it a voucherable expense at NBC?
Mr. Antms. Yes, it is.
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Mr. SPARGER. Does NBC encourage their employees to join ?
Mr. ADAMS. Yes, it does—this and other organizations.
Mr. SPARGER. Iam just interested in this one now.
Now, does NBC, when these people get ready to get their ballots to
vote on the Emmy Awards, particularly in the NBC news department 2
years ago—did amember of the publicity staff of the news department
collect those ballots from the people that had been requested to join,
at the request of NBC ?
Mr. ADAMS. Idon't know the answer to that question. Did amember of the publicity department collect the ballots ?
Mr. SPARGER. Did Mr. Arthur Hepner, who is in charge of NBC
news publicity, collect those ballots and fill them out ?
Mr. ADAMS. I just don't know. He may have collected them. I
would doubt whether he filled them out, unless he filled them out. on
the instructions of the people from whom he was collecting.
Mr. SPARGER. Well, Ithink we probably should get. into that alittle
bit. Ithink we will verify that.
Do you think this would be athing that would be of economic value
to NBC, if they could control acertain number of the ballots for the
Emmy Award ?
Mr. ADAMS. Economic value to NBC ?
Mr. SPARGER. Economic value. A moment ago you said it had an
economic value.
Mr. ADAMS. It has an economic value because of its cost in relation
to circulation permits charging of rates which then returns a profit
to NBC. Ihad no reference, and Iwas not thinking of such awards as
it may have won. Our rates are not based on aw ards t
o a program .
We are
. proud of awards we get.
Mr. SPARGER. Has NBC ever had the locations of any Nielsen
homes?
Mr. ADAMS. Not so far as I know. I think the answer to that is
"No." Ithink Ican make it more specific than "not so far as Iknow."
Mr. SPARGER. Does Colgate-Palmolive sponsor any shows on NBC
at the present time?
Mr. W ERNER. Yes, they do.
Mr. SPARGER. Have they made any requests or demands on NBC to
provide them with aguaranteed audience minimum?
Mr. W ERNER. Not to my knowledge.
Mr. SPARGER. Would you check that and advise us for the record?
Mr. W ERNER. Yes, Iwill.
(The information referred to follows:)
(Information submitted by the National Broadcasting Co. states
that on the date the question was asked, Colgate-Palmolive had not
made arequest or demand for aguaranteed audience cost per thousand.
However, since NBC's appearance at the hearing, "* * * arepresentative of the Colgate-Palmolive Co. has asked NBC to consider the
proposal.")
Mr. SPARGER. Ihave no further questions.
The CirAnimAN. Mr. Brotzman, do you have anything further ?
Mr. BROTZMA N. I have no further questions.
The CI' AIRMA N. Mr. Moss, do you have anything further ?
Mr. Moss. Ihave just one or two, Mr. Chairman.

124

BROADCAST RATINGS

Mr. Coffin, you indicated that you did not regard sample size as of
any great importance.
Mr. COFFIN. Idid not think Ihad indicated—
Mr. Moss. Specifically discussing Nielsen.
Mr. COFFIN. What Iwas trying to say, sir, was that Iwas reasonably
satisfied with the size of sample which their national service had. I
regarded it as of importance. But Idid not place an increase in that
size of sample as of major importance.
Mr. Moss. You emphasized that you were more concerned with the
representative nature of the sample.
Mr. COFFIN. That is correct, sir.
Mr. Moss. Something that interests me—I have in the past few
weeks inquired among some of my friends, to get a reaction, and I
find very few of them say they would be willing to have either adiary
or ameter in their house.
What kind of studies have been made by anyone to determine the
types of persons willing to take one of these boxes in the house and
have it on their television, or take the trouble to fill out adairy?
Mr. COFFIN. This is one of the sorts of questions which the office
of research methodology would want to address themselves to. There
has been some but not avast amount of research on this sort of thing.
Mr. Moss. Isn't it most important ?
Mr. COFFIN. It certainly is.
Mr. Moss. Isn't it important that you have asample, which we will
say is representative of an economic group, or a cross section of the
economy, across section of the professions, vocations or occupations—
that you have some understanding of the types of persons in any of
these groups willing to take on the burden of filling out adiary or of
having ameter in their house ?
Mr. COFFIN. Yes, Iwould certainly agree to that. Ithink we have
ageneral feel as to what types of persons are so willing—not in terms
of such categories as occupation, because the samples are not set up
in those categories.
Mr. Moss. If there are common characteristics among persons willing to do this, doesn't it make your sample far less representative of
the whole ?
Mr. COFFIN. It certainly does. But by and largeour understanding
is that the people at the highest ends and the lowest ends of the occupational or income ranges are the least likely to accept cooperation in
these things. So we probably cut off some very high income, highly
educated people, and some very low income, low educated people, and
have aforeshortened representation.
Mr. Moss. Now, you also, in some of these ratings, exclude those who
have no telephone.
Mr. COFFIN. That is correct.
Mr. Moss. You also exclude those who have telephones but do not
list them.
Mr. COFFIN. That is correct.
Mr. Moss. I noted recently where it was of major concern to the
telephone companies across the Nation the growing number of Americans who do not want to list their telephone. And it now is approaching 10 percent in some areas or more.
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You have not determined the characteristics of those who do not
want their telephones listed. You have excluded this group. You do
not really know too much about the characteristics other than you
asstune that economic forces work to keep a person from having a
telephone at all—although there may be others.
Mr. COFFIN. Also Ithink it is our understanding, though perhaps
not documented with agreat deal of precise detail, that the desire not
to have one's phone listed is probably more prevalent at the top end of
the income range, so that again, as Iindicated—
Mr. Moss. Well, now, I think that was the original assumption of
the telephone companies. But Inoted in the article Iread just afew
days ago they now feel perhaps it is becoming a status symbol. So
this brings about another type, then, doesn't it ?
Mr. COFFIN. It could well be, yes.
Mr. Moss. Sometimes it is asimple matter of retreat from unwanted
intrusions. But if it is a status symbol, then you have excluded
another type.
Mr. COFFIN. That is certainly true.
Mr. Moss. The total number is about 10 percent.
Mr. COFFIN. I thought I understood you to say it reaches as high
as 10 percent. On the average perhaps it would not be as high as
10 percent.
Mr. Moss. The averages were beginning to climb up near this point.
In some communities Ithink they cited instances as high as 14 percent.
Ihave ahunch these very communities might be the ones where there
would be the greatest concentration of polling activities—metropolitan areas.
Mr. COFFIN. That perhaps might be the case. I am not familiar
with the figures you are referring to.
Mr. Moss. But aren't all of these questions which go about in my
mind very pertinent to the validity of the conclusions or the usas to
which you put any kind of apoll ?
Mr. COFFIN. That certainly is true.
Mr. Moss. Or arating?
Mr. COFFIN. Yes, that is very true. And this is one of the reasons—
not the only—but one of the reasons that we make more use of the
Nielsen national sample than of the ARB sample.
Mr. Moss. A national sample is this one that has the 1,100 and
some-odd meters.
Mr. COFFIN. Yes.
Mr. Moss. Well, now—how long ago did they stake out these 1,100
meters ?
Mr. COFFIN. There is a constant process of turnover here, and as
some people drop out and new ones are added.
Mr. Moss. Well, don't they try to keep them in the very same
neighborhood? As one person moves out of number two, they try to
either get the incoming tenant to take it, or they get number three.
Mr. COFFIN. That is correct.
Mr. Moss. So then if that is the turnover you are referring to—
that is aturnover within fixed limits.
Mr. COFFIN. Roughly.
Mr. Moss. On a sampling which was projected a number of years
ago.
99-942- 63-pt. 1-
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Mr. COFFIN. Yes.
Mr. Moss. Now, we have had some very interesting things occur.
In my home State there has been a tremendous growth. .My congressional district that I represent, in the last 11 years has grown
almost 100 percent. And these areas where the consideration of
viewer preferences are completely overlooked, the mountain time zone,
we have aState with dramatic growth—Arizona.
How can you—unless this is a very current, carefully evaluated
placement of meters—how can you rely on this for anything ?
Mr. COFFIN. It was that very sort of thing which I had in mind
when this morning I answered a question whose general intent was
what are your complaints about the Nielsen service, what would you
like to see improved about it. And if Irecall correctly, Istated that
one of the things we have pushed for hardest with Nielsen is to update their sample. And it was exactly that sort of thing Iwas thinking of.
Mr. Moss. Well, take this matter of the overall mobility of the
American population in recent years. It reaches avery high percentage of the total population.
Now, this apparently is overlooked in the placement of these meters.
Mr. COFFIN. I do not think completely overlooked. My understanding of the figures run on the order of about 20 percent of the
homes moved, or families moved each year.
Mr. Moss. All right. Let's take it as amatter of trying to freeze
one of these meters within the neighborhood. If the present occupant of the home moves out, they try to get the incoming tenant to
take on the responsibility. I suppose these selections were based on
economic factors. Or what were they based on? You are going into
aneighborhood, and you say in this neighborhood we should have, in
order to make up the totality of our effort, aset. But in recent years,
in many parts of the Nation, there has been substantial redevelopment. I live over in Alexandria. I have lived there in the same
neighborhood for 7years. The whole character of the neighborhood
has changed in the 7years.
How much lag time do you think you can have in locating these
fixed recording stations and retain the validity of the sample?
Mr. COFFIN. It would be difficult to specify aspecific amount of lag
time. But Iagree with the burden of your point that they should be
updating these and improving the representativeness of them periodically.
Mr. Moss. We are talking now about the most significant rating
device employed in television—the Nielsen survey.
Mr. Conax. That is right.
Mr. Moss. Taken from meters—the most significant.
Mr. COFFIN. Right.
Mr. Moss. It is the one upon which primary reliance is placed. Its
impact is upon programing, upon the sales of advertising. And yet
\ve can agree, we can stipulate that it is of very questionable validity
at this point.
Mr. COFFIN. I would not use language quite as strong as that myself. But it certainly has not kept up—
Mr. Moss. Would you tell me precisely how you would modify it?
Mr. COFFIN. I would say it is questionable, without putting the
very" in.
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Mr. Moss. Is it only moderately questionable?
Mr. COFFIN. It is liard to separate out the exact intensity of language here.
Mr. Moss. Would you say it is moderately questionable?
Mr. CoFFix. Definitely; Iwould agree.
Mr. Moss. You do not think it would go beyond the bounds encompassed within adefinition of "moderate" ?
Mr. COFFIN. Iwould be willing to use astronger word than "moderately." Ijust did not want to use "very."
Mr. Moss. Then we agree it goes beyond the point of moderation?
Mr. COFFIN. That is correct.
Mr. Moss. In the degree of invalidity?
Mr. COFFIN. Taking all things into consideration, I think that
it is—
Mr. Moss. It is not avery good tool, then, is it? When you talk
about the projections, where it becomes the most significant component, and you reduce them to fractions of a percent, that is an
awfully long way to travel with apretty weak undercarriage.
Mr. COFFIN. Before making decisions, we endeavor to gather numerous figures, instead of just afew, in which case
Mr. Moss. I realize that. That is your job. But you rely upon
many things which basically are derived from other forms of rating
polls?
Mr. COFFIN. That is true.
Mr. Moss. And basically to all of this there is the fact that many
people who are willing to cooperate in these polls have never been
examined as agroup to determine whether they are typical or atypical
of the groups you assign them to.
Mr. CoPrix. There has been one recent investigation and earlier investigations of less elaborate character of this sort of thing. So that
we have ageneral feel for the kinds of shortcomings that it probably
has.
Mr. Moss. In fact, Ithink if we just took the case of taking alist
out of the telephone book and trying to engage people in conversation, we would find that perhaps the average you contact would not
be very responsive.
Mr. COFFIN. I would think that the average would be reasonably
responsive. If I recall correctly, the ASA report addressed itself
to the question of the net effect of these things on the representativeness of a telephone-based sample, telephone listings. And I don't
remember the precise figures, but Ithink it was on the order of in the
60 percent, 60 to 70 percent of the desired population would be able
to be picked up through atelephone basis sample.
Mr. Moss. Ihave talked alittle on advertising with some of these
people out in my district who complain bitterly about the department
store that calls up to solicit them for some magazine subscriptions or
someone else calls to tell them that you just won a free course of
dancing instruction at our studio, and all these other gimmicks. And
Iimagine if you followed with your polling call shortly after aneighborhood had been inundated with that type of inquiry, you might
get less than aresponse.
Mr. CoFFirr. We certainly would, sir. This is an object of considerable concern to us. And one of the functions that the Profes-
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sional Organization of Researchers have concerned themselves with
is the misuse of the telephone to solicit sales under the guise of pretending to be doing asurvey.
Mr. Moss. How do you determine the economic makeup of this
group if you pull it out of atelephone directory ?
Mr. COFFIN. We don't
Normally, in these days, sampling techniques, one does not specify
quotas of so many of such and such an economic group, or so many
of such an age group. Rather the specifications in terms of an attempt
to draw people at random into the sample in which each person has
either an equal or if not an equal aknown chance of entering into the
sample. This is considered asuperior technique to setting up quotas
of so many of high income, so many medium, and so many low.
Mr. Moss. That is all the questions Ihave at the moment. Iwanted
to get your view as to the validity of some of these groups.
The CHAIRMAN. You have testified rather vigorously in your support of the rating procedure, as has been, I assume, developed and
approved to meet your requirements over aperiod of time.
You have been very frank with the committee in giving information about the problems from your own experience.
You have testified about the information made available to you as
a network from the rating services—these services are purchased, as
you have so explained.
Is this information made available to you also made available to the
advertisers?
Mr. W ERNER. Yes, sir.
The CHAIRMAN. Is it made available to advertisers by you or by
the rating services ?
Mr. W ERNER. It is made available to the advertisers by the rating
services on the assuinption that they are subscribers to the rating
services.
The CHAIRMAN. In other words, the rating services then sell to the
local stations, to the networks, to the advertisers.
Mr. W ERNER. That is correct. And the advertising agency.
The CHAIRMAN. And the advertising agency?
Mr. W ERNER. Yes, sir.
The CHAIRMAN. That is really an important service, isn't it?
Mr. W ERNER. Yes, sir.
The CHAIRMAN. What percentage of the total ratings would you say
the one company had that has been talked about so much in this
discussion so far?
Mr. W ERNER. You mean of the different rating companies?
The CHAIRMAN. Well, there have been three or four or five mentioned here during these discussions, and each one of the networks has
given information about how much you purchased from Nielsen, how
much you purchased from ARB, and how much from Pulse. Ithink
one had $ 100 from Pulse.
Mr. W ERNER. I would answer that by saying that from the testimony I heard yesterday, and also the experience of NBC, that the
Nielsen service is the one most widely used by the networks.
The CHAIRMAN. Well, apparently from this information we have
here, it is not only the most widely used, but almost to the point of a
monopoly, isn't it?
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Mr. COFFIN. In our own expenditures, I don't have the exact percent, but I would guess that it will run between 85 and 90 percent of
our ratings expenditures are made to the Nielsen Co.
The CHAIRMAN. Well, now, how much of that is for the national
poll ?
Mr. COFFIN. The majority of that. Idon't remember the exact figure. But Ithink we have only about athousand dollars of our Nielsen
expenditures spent on the Nielsen local reports, and by far the great
majority is on the Nielsen national, together with its supplementary
services of MNA.
The CHAIRMAN. Well, it is quite amazing to me that in view of the
fact that we have got three major networks in television, and your
networks in radio, that some other competitive company has not developed during these years, if it is such an important part of this
whole industry.
Mr. COFFIN. There have been several such developments over the
past several years. There have been a number of other companies.
It is, however, acomplex, as is obvious, business, and adifficult one to
run properly. You have to know a lot of different things. It requires asubstantial amount of capital oftentimes to get into it, and so
forth, so that many of the other businesses have not been able to
succeed in this area. But there have been many.
The CHAIRMAN. Well, Ithink admittedly, they must be avery fine
company certainly to ha ve th e vonfidenee of three major network's that
serve the whole United States and the market that we have in the
United States—the television stations throughout the United States—
with an industry that is as competitive as your industry is. It is amazing to me that such acompetitive industry uses the same company to
obtain the information which you rely on so heavily for your income.
Mr. COFFIN. We definitely do make use of the other st:rvices. And
it might perhaps be worth'
The UllmamAx. Oh, yes; you make use of the other services. Somebody, as I said, included $ 100 for one of them.
Mr. COFFIN-.One of the reasons--The CHAnt3rAx. how much impression does that make to anybody,
when von are putting $300.000 or more into another? So l
ei' s j
us t
recognize the fact that t
here is virtually one company. I am not
passing judgment that it is bad. But Ijust raise the question to find
out if any thought had ever been given to— under a system that we
have here in this country—to mom competition it in this field.
How is it that each of you great networks will rely on the same
individual ? Are you trying to get as close as you can to watch what
your others—what your "sister" is doing somewhere?
Mr. COFFIN. My answer would be, though Icannot speak directly
for the others, it certainly is true of me—that this is because we feel
this is the best of the services.
However, it is also worth observing that due to their methods of
collecting information, services such as ARB and Trendex can produce ratings at a much lower cost—therefore, the fact that our expenditures are in lower ratio doesn't necessarily mean that our attention to these is that much lower. The Andimeters cost alot of money.
This is one of the reasons the Nielsen service costs alot of money.
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The CumintAs. Well, you get in a particular market, and you
get a report from these rating services as to the share of the market,
a particular market, that you have—whether it is 26 percent or 60
percent--you get that ; don't you?
Mr. Corny. Yes, sir.
The CifmratAx. Then Iassume by deduction you find out what the
others are doing.
Mr. Corrlx. Normally they would be directly reported, if you are
speaking of the ratings still:
The Cif.‘nrmAx. Yes. Well, do you obtain information as to what
rating-- is there a book that is put out showing what the ratings are
given in adifferent market?
Mr. COFFIN. Yes, sir.
The Cir.unmAx. For all of the stations in that market?
Mr. CoFFIN. Yes—typically all. Not absolutely everyone. Some
might have an audience which naturally censor whatever the service
found itself unable to measure, and they.would leave ablank for that,
indicating why.
The CHAIRMAN. As competitive as NBC, CBS, and ABC are, how
did it happen you never did develop one of these services yourself?
Mr. COFFIN. The users of this service represent three different sets
of interests—the broadcaster, the advertiser, and the advertising
agency. And Ido not think it would be very acceptable to the other
representatives at interest here to have aservice which was supported
or designed and run just by one arm of the business.
The CHAIRMAN. Well, in that way whatever information you developed, you would keep it in the family, wouldn't you?
Mr. COFFIN. Yes; except that some of our purpose in having this
information, of course, is not to keep it in the family, but to pass it
on to others.
The CHAIRMAN. Particularly the advertisers.
Mr. COFFIN. And his agency.
The CHAIRMAN. And then in this way, the advertisers can go
around you, with an end run of some kind, or a long forward pass,
and find out themselves.
Mr. COFFIN. Surely. They have this information, in most instances those advertisers we feel have the same information we do.
The CHAIRMAN. Now, did I understand you to say earlier in the
day. again, that you have no information, and so far as you know,
your company has never had any information as to the location of
these devices
Mr. COFFIN. That is correct, in the sense of specific locations, yes.
The CHAIRMAN. In the sense of specific locations?
Mr. COFFIN. Yes.
The CITAIRMAN. Even in the town or city itself ?
Mr. COFFIN. I know, for example, that there are meters in New
York. One could hardly sample the country as awhole without having some meters in New York. And in such large cities as Chicago,
Los Angeles. and so forth. But where they are in New York, I do
not know.
The CHAIRMAN. But as an example, you do not know whether there
are one, none, or half adozen in El Dorado, Ark.?
.1r. COFFIN. Ido not.
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The CHAIRMAN. Well, I was going to talk to you later if you did.
[Laughter.] Now, Ido not want to detain you any longer. I know
you have to make another meeting tonight.
But I must ask
this very brief line of questions.
Do you have anything to do with whether or not aparticular rating
service obtains information on the basis of the metropolitan area of
aparticular city or community or market ?
Mr. COFFIN. Idon't—
The CHAIRMAN. Or combined metropolitan areas?
Mr. COFFIN. Not substantially, if Iunderstand your question correctly. We have little to say in the choice of how that would be
done—that would be a local rating. We are not a major subscriber
to the local ratings. We play a small part in the overall purchase
of local ratings.
The CHAIRMAN. Yes. But you consider this in the question of
affiliation, don't you?
Mr. Comx. Not substantially in recent years.
The CHAIRMAN. And your ratings are based on what you have
and accept from aparticular rating service ?
Mr. COFFIN. Nationally more than locally.
The CHAIRMAN. Well, if you have acommunity in which you have
a particular market, and there is a city grade service over that particular market, and then a few miles away, there is another community, maybe. half the size, and a city grade of service over that particular community, why aren't both of those communities considered
when you deal with your advertisers and give ratings and show the
extent of the coverage of that particular facility?
Mr. COFFIN. That would be taken into account. Though again, in
dealing with advertisers, we normally are talking national ratings
rather than local.
The CumumAx. Well, let's talk about local right now where you
have affiliates which cover a particular area, and the difference in
what you give to the facility in a smaller community than you do
where the facility is giving city grade service to both communities.
And is it not true that in that instance you consider primarily the
major market, which is the larger known city that facility covers?
Mr. COFFIN. If that is the facility in question, located in that larger
city, would that be home county von' have in mind ?
'Ile CI
(
AIRMAN. Well, it could be, and it may not be.
Mr. ConIx. We would look at both the metro area rating and the
entire coverage rating to the extent we would concern ourselves with
the rating.
The CHAIRMAN. Well, I have in mind one of those situations in
which a particular rating service had been requested to include the
two counties where the smaller communities are, and where its city
(made service is provided. And I must say this happens to be one
of your affiliates. Do you receive and accept and use the information
from this rating ser,ice in which there is ignored the smaller community, though it has, within the city limits itself, a population of
more than 50,000 people ?
Mr. Comx. We may protest about the definition that the rating
service uses in rating a particular area. Whether those protests are
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oing to be very effective in influencing the actions of the rating service is abit dubious.
The CHAIRMAN. Well, let me give you just a little information as
to what happens, then.
At a given time of day, in the market so designated, which you
and your advertisers give most. of your attention to, and go by, one
station has a share of 19 in this particular market, another 29, and
another 52.
Now, in the smaller community there is a share of 23, 49, and 28.
In the, combined market the shares are 20, 34, and 46.
Now, the point is what you go by there, the station which at one
time was affiliated—called rather by the naine of the smaller community, and is now a part of the large community-, gets a rating of
29, where if you give full consideration to what they covered it was
34.
Now, can you say that that is afair procedure with agiven facility
who gives coverage?
Mr. COFFIN. From our standpoint, in using these figures, we would
look at, both parts of this. From the advertisers' standpoint, he
might prefer to place more emphasis on an area defined in one way
than emphasis on an area defined in another way, because of his particular marketing program.
The CHAIRMAN. But you do not question the decision of the rating
service which refuses to include in its rating reports the combined
metropolitan service that is given where city grade service is provided
by that facility ?
Mr. COFFIN. In this instance, Idon't know whether we did or not.
But yes, we would at times question that sort of thing.
The ClIAIRMAN. Well, the question has been raised—and you should
have a copy of it, because it was provided by one of the rating
services.
Apparently, with these reports on each station, it seems to me that
there is an injustice being done. And if it is being done in this instance, Iam sure it is being done in others. As amatter of fact, it is
the same problem, Mr. Adams, that Ihad with you about the station
in my hometown about ayear or so ago, when the policy apparently
that was being pursued with the industry—even though the same
service was given, city grade, the result was to try to move the facilities to the well recognized, more populated area.
Mr. ADAMS. Was that, Chairman Harris, a case where a station
proposed to move its transmitter to cover two areas ?
The Ciiminr.vx. The last one was, yes. And the question that I
raise, just for your consideration here—we are talking about inequities—if a. city grade service—or grade A—you call the city grade,
grade A and grade B ; is that right?
Mr. ADAMS. Yes, sir.
The CHAIRMAN. And then city grade service is to throw a certain
DIM on that area. What is the minimum, 79 ?
Mr. ADAMS. Iam sorry, Chairman Harris, Idon't know.
The CHAIRMAN. Well, it is something along in that neighborhood.
And that comes in with these ratings that you receive, with reference
to how many homes and so forth get aparticular service; doesn't it ?
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Mr. ADAMS. I am not sure it comes in through rating services as
much as through covering surveys.
They are both based on unit of homes to signals. One concerns
itself with the estimated audience to a program, the other concerns
itself as to whether a signal is receivable and the intensity of that
signal.
The CHAIRMAN. But Mr. Adams, isn't it a fact that the industry
generally, in dealing with advertisers, takes into consideration the
large metropolitan area where the market is known ?
Mr. ADAMS. Yes, sir.
The CHAIRMAN. And the smaller outlying communities that get the
same services are ignored as far as these ratings are concerned ?
Mr. ADAMS. Ido not know, Chairman Harris, if they are ignored.
The CHAIRMAN. But they are not included.
Mr. ADAMS. In connection with affiliations and in connection with
advertisers' orders, an advertiser will buy those he wants in his lineup.
An advertiser will often select astation that includes large coverage
and omit from his order smaller stations on the periphery of that,
coverage.
We have on the network asales plan which encourages the purchase
by network advertisers of smaller market stations by making the
purchase of stations more attractive to an advertiser through a discount system that reduces their costs to him.
The CHAIRMAN. I want to hasten to say I am not critical about
what, happened, what we referred to in our hometown service, because
that worked out very satisfactorily.
The station stayed where it ought to be. But I am raising the
question because I have had in mind all the time what appears to
me must be a gross inequity when you consider the area of coverage
of city-grade service known to aparticular market.
You call it say, Shreveport. You say Shreveport as a market.
Mr. ADAMS. Yes, sir.
The CHAIRMAN. Well, then, when you give no consideration to the
population in Homer, for example, or some other community around
there, though the population is much smaller, it does add up to it.
Mr. ADAMS. Yes, sir.
The CHAIRMAN. I cannot see why these surrounding areas are not
included.
Now, is it, not afact that if you include the total audience measurement where, if they would all be included, it would show your rating
of 34 instead of arating of 29, if that would not enhance the prestige
of that particular station where the facts are shown ?
Imean by that, is there not adifference between 29 and 34 for this
purpose ?
Mr. ADAMS. Ithink there is, Chairman Harris.
The CHAIRMAN. That is what Iam trying to show.
Mr. ADAMS. Advertisers would so regard it. I should say that in
connection with network station rates, the indicated rates which are
general guidelines take into account for every station the total viewing
to that stat ion from whichever area it comes.
So that the factor of duplication of coverage is eliminated in that
context..
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The CHAIRMAN. Well, there is a substantial difference between
city-grade service, grade A and grade B, though, isn't there, from
the standpoint of selling advertisers?
Mr. ADAMS. That is true. Iwas addressing myself to the rate for
the stations. The indicated network rates for stations is based on
total viewing as per 1year of ARB reports. It is for all the viewing
stations, whatever its area.
The CHAIRMAN. Ihave been wanting to raise this question, because,
coming from arural area, Iam alittle bit sensitive to it. In aplace
like New York, the metropolitan area, Ican very well recognize there
would not be a problem there at all. But in certain areas of the
country, I can understand, and the way Ihave viewed it, from what
experience I have had with two of these situations, it seems to me a
little unfair to a station, the way it has been treated by the national
advertisers and they get their information from the rating services.
Mr. ADAMS. Yes, they do, Mr. Chairman.
The CHAIRMAN. I bring that to your attention for whatever consideration might be given to it.
Mr. ADAMS. I should mention, Chairman Harris, that over the
course of the past 3 or 4 or 5 years, we have greatly increased the
lineups ordered by network advertisers, the number of small market
stations, by providing special incentives through discounts which
NBC absorbs by encouraging the order by national advertisers in
small market stations.
The CHAIRMAN. Well, that is commendable, and for the rural
people of the country, or those who live in rural areas, I want to
thank you for it.
We did not intend to keep you here this long, but Ihope you make
it in time. Let me thank you on behalf of the committee, each of
you, for your appearance here and the information you have given
us. You are excused.
Mr. William K. McDaniel.
Mr. McDaniel, will you be sworn ?
Do you solemnly swear the testimony you will give the committee
will be the truth, the whole truth, and nothing but the truth, so help
you God?
Mr. MCDANIEL. I do, sir.
TESTIMONY OF WILLIAM K. McDANEEL, EXECUTIVE VICE PRESIDENT IN CHARGE OF THE NBC RADIO NETWORK
The CHAIRMAN. Mr. McDaniel, you are in the radio end of NBC ?
Mr. McDANreL. That is correct.
The CHAIRMAN. You have a statement, but I would suspect that
most of the questions have already been asked. Icannot think of anything that has been left off. But if you have a statement, you may
present it.
Mr. McDANIEL. All right.
My name is William K. McDaniel.
I am executive vice president in charge of the NBC radio network.
In preparing my statement, I, too, have consulted with Dr. Coffin.
Also here with me is Mr. Howard Gardner, director of sales administration and development, of the NBC radio network. These two gen-
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tlemen are prepared to answer your questions on the techniques of
rein« services and how our staff uses them.
The regular program schedule of the NBC radio network consists
mainly of news, information, and public affairs programs. Approximately 80 percent of our programing falls in these categories. The
remainder is avariety of entertainment and sports programs.
The radio network's program structure has been devised primarily
to meet the needs of our affiliated stations for quality news reporting
and to provide a maximum information service to the public. Since
the bulk of the schedule is news coverage, there is no great change of
programs from season to season, although the content of the programs
varies with the news.
In this situation ratings are rarely used in connection with programing on the radio network. The structure of radio programing,
the nature of radio listening—which is spread over multiple home
sets, portable and car radios—and the difficulties of measuring the
radio audience with sufficient precision, all combine to prevent ratings
from being an important programing factor in network radio.
The NBC radio network uses audience measurement data almost
exclusively as a sales aid. It is important for that purpose because
advertisers must have some measure of the size and characteristics
of the audiences they can reach with network radio.
The NBC radio network subscribes to the Nielsen Radio Index,
which serves as our basic service for measuring circulation. As in
television Nielsen uses meters attached to sets to measure listening
to network radio. The homes in the Nielsen radio sample are also
in the sample used for the Nielsen television ratings.
The Nielsen Radio Index provides us with cumulative audience
estimates of an advertiser's campaign as well as estimates of his commercial frequency—that is, how many times the average tuning home
hears the advertiser's message over a 1-week or 4- week period.
Because Nielsen measures the television viewing of the radio sample,
it can also provide us with information as to how network radio can
be used by advertisers to supplement their television campaigns. As
far as it goes, this is helpful information, which we can use in selling
campaigns on the NBC radio network, and in obtaining renewals of
sales, based on the circulation the advertiser has obtained.
Nielsen also provides information on the characteristics of the radio
audience, the number of young homes, old homes, large families, small
families and urban and rural families that are tuned to network radio
programs.
One of the advantages of the Nielsen service is that the ratings are
based upon the advertiser's lineup of stations. Another advantage is
the fact that the measurements cover the entire broadcast. day for 48
weeks of the year. However, Nielsen provides no measure of the composition of the radio audience, such as the number of men, women, or
children listening to a particular program, and this is a real disadvantage. Also, Nielsen principally measures the audience to plug-in
sets, and does not give us adequate information on the growing audience to portable ami ear radios.
Although our research department, on behalf of the radio network,
also subscribes to the Pulse local radio reports for all markets covered by that organization, these reports are used very little by us.
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Unlike Nielsen, which reports listening on a national basis, Pulse
provides reports on listening in individual markets.
Pulse covers most of these markets only once or twice ayear. In
only 25 of them does Pulse rate the weekend, when an important part
of the NBC radio network schedule is broadcast. Because of these
differences, we use Pulse only to answer specific questions raised by
advertisers about NBC's programs in a particular market or group
of markets.
The NBC radio network spends $175,000 a year on Nielsen network radio service and $2,200 ayear for all the Pulse local radio reports.
There are various other services providing some sort of radio rating
data, but they are so inadequate for our purposes that we do not subscribe to them.
Unhappily for us, none of the existing services adequately measures
the total audience for network radio. For that reason, network radio
has been unable to obtain evidence which will convince advertisers
of the real extent of our entire audience. This had hindered us in
our competition for the advertiser's business and in the rates we can
charge, since our true circulation is being sadly underrated.
I do not mean to imply that the measurement services have done
this deliberately. The fact is that measuring the radio audience in
our present state of electronic technology poses some extremely difficult problems. This is due to the fact that three-quarters of the 25
million radios sold annually in the United States do not plug into
the wall. In other words, 80 percent of the sets are self-powered.
They are in automobiles. They are in shirt pockets. They move.
They cannot be measured by stationary mechanical devices.
For example, Nielsen's meters are too large to be attached to many
sets, and cannot readily be moved from place to place as the radios
move—a problem which did not exist when all radios were of the
plug-in variety.
The NBC radio network has been trying for some time to find a
solution to this problem. We have conferred with measurement services. We have commissioned special studies. We have tried to
arouse the industry.
But the techniques for accurate and comprehensive measurement
of the total radio audience continue to elude us. One fear I have
is that even if it were possible to develop these techniques, they might
be too expensive for practical use. Even with the present inadequate techniques, the costs of the Nielsen Radio Index are tremendously higher for us, in relation to radio network revenue, at any rate,
than the costs of the Nielsen Television Index in relation to the television revenue.
At present, we are concentrating our efforts on trying to stimulate
an improvement in the Nielsen service. Several years ago Nielsen instituted periodic measurements of gross car radio usage.
In 1961 Nielsen began twice yearly estimates of the audience to nonplug- in radios. Although progressive steps, these are simply measurements of the overall listening to portable and car radios. They do
not indicate the station or program tuned in. This is not good enough.
What we need is a technique for measuring the total audience to
NBC network radio and to the programs and commercial messages we
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carry. We hope that our continuing efforts to obtain asuitable service
will be successful.
TIle CHAIRMAN. Mr. Sparger, do you have any questions ?
Mr. SPARGER. Yes, sir.
In what general range, sir, do the NRI ratings run?
Mr. McDAxiEr.. For the four networks ?
Mr. S 'URGER. For the four networks.
Mr. McDAxiEr.. They run from 0.3 to Ibelieve 2.5. Maybe during
a "World Series, you would have a large thing, but your average ratings during the year are from 0.5 to 2.5.
Mr. SPARGER. On an average day, would this be about how they
would run ?
Mr. MCDANIEL. An average of 1.8, 1.7.
Mr. SPARGER. On some occasions, do they run less than this?
Mr. MCDANIEL. Yes; Iwould say Sunday evenings.
Mr. SPARGER. Would you say most of the ratings within the network radio report would fall within statistical variance ?
Mr. MCDANIEL. Variance ?
Mr. SPARGER. Yes.
Mr. MCDANIEL. Yes, they would.
Mr. SPARGER. Would you describe the NRI report or the NRI service as ameasurement of network radio?
Mr. MCDANIEL. It is an inadequate measurement of network radio.
Mr. SPARGER. The report is described as anetwork radio index ?
Mr. MCDANIEL. That is correct.
Mr. SPARGER. Is the NRI report the standard used by advertisers
and their agents as ameasurement for network radio ?
Mr. MCDANIEL. Yes, it is.
Mr. SPARGER. Are there any other competing network radio reports ?
Mr. MCDANIEL. There is anew one called Sindlinger Service. This
came into being in the fall. "We have been in touch with them, they
have made a presentation to us, we have not decided what we are
going to do, whether we will take it or not.
Mr. SPARGER. How many homes does it take to make a Nielsen
rating point, do you know ?
Mr. MCDANIEL. 11 or 12.
Mr. SPARGER. So actually the range of 0.8 would be less than 10
homes, up to a maximum for another network of 22 homes. Would
there be an economic advantage to NBC radio to have anet increase,
of one rating point across aday's schedule ?
Mr. MCDANIEL. I would always like to see it increased, but the
way people buy our network, they buy cumulatively. They buy
across the board, not one particular spot.
Mr. SPARGER. If you could in essence be assured of 12 Nielsen home
being tuned in during every period of the day to NBC, would this
have asubstantial economic advantage ?
Mr. MCDANIEL. In other words, if our ratings doubled, or across
the board ?
Mr. SPARGER. Yes.
Mr. MCDANIEL. Yes; very definitely so.
Mr. SPARGER. That is all the questions Ihave, Mr. Chairman.
The CHAIRMAN. Mr. Moss, any questions?
Mr. Moss. No.
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The CHAIRMAN. Mr. Springer ?
Mr. SPRINGER. No.
The CHAIRMAN. Mr. Younger?
Mr. YOUNGER. No .
The CHAIRMAN. Mr. Brotzman, do you have any questions ?
Mr. BROTZMAN. No.
The CHAIRMAN. Thank you very much, Mr. McDaniel, for your
presentation and the information which you and your associates have
presented here today.
We appreciate it and Ihope we have not detained you too long.
Mr. MCDANIEL. Not at all.
The CHAIRMAN. Thank you again.
Mr. Rand Dixon, Chairman of the Federal Trade Commission.
Mr. Dixon, we have a general procedure here of witnesses being
sworn.
Are you going to have some of your associates join you ?
Mr. IlDixoN. It is possible you may want to ask Mr. Tobin or Mr.
Downs aquestion, sir.
This is Mr. Charles A. Tobin, who was the investigator for us when
we looked into several questions.
The CHAIRMAN. If you don't mind, and to save any question later
on, suppose they just be sworn ?
Mr. DixoN. All right. This is Mr. Fred Downs.
The CHAIRMAN. Do you and each of you solemnly swear that the
testimony you will give to the committee will be the truth, the whole
truth and nothing but the truth, so help you God ?
Mr. DIXON. Ido.
Mr. TOBIN. Ido.
Mr. DOWNS. Ido.
TESTIMONY OF HON. PAUL RAND DIXON, CHAIRMAN, FEDERAL
TRADE COMMISSION; ACCOMPANIED BY CHARLES A. TOBIN AND
FRED DOWNS
The CHAIRMAN. Mr. Dixon, we invited you here because the Federal Trade Commission is charged with certain responsibility in
connection with the commercial part of advertising and so forth,
about the broadcasting industry, and in carrying out your responsibilities, you have, as we know, and as is generally known, been involved
with rating services to some extent.
We are fully aware of the recent action of the Commission, and
since it has to do with the study of this committee over the last few
years, we thought it would be most appropriate for you to give us a
report of your activities, such as you are able to disclose at this time.
Mr. DIXON. Thank you, Mr. Chairman.
I would like the committee to know that I am grateful for its
invitation to appear for the purpose of reporting on the activities of
the Federal Trade Commission in the field of radio and television
ratings or audience measurements.
Preliminary to the taking of any corrective action in this area,
it was necessary for the Commission to conduct a comprehensive investigation of the industry in order to determine whether any of the
laws administered by it were being violated. In other words, we
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had to find out whether any industry members were engaged in unfair
methods of competition in commerce or were deceiving or misleading
anyone as to the efficiency of their methodology or as to the accuracy
of their ratings or other measurements. This included far more
than the gathering of information from which conclusions could be
drawn. We had to gather sufficient evidence that would stand up in
a court of law to prove any charges that we were to bring.
Since there are many facets to the problem of radio and television
ratings, and since we have only so many people that we can detail to
an investigation of this nature, it was necessary to make ajudgment
at the outset as to the perimeter of our investigation.
Consequently, it was limited to the methodology of the industry,
in part because the congressional hearings had disclosed this to be
the most likely area of violation. This investigation involved not
only adetailed study of the methodology established by various industry members, but also required an extensive time-consuming field
inquiry, including the interviewing of hundreds of persons to determine factually the extent to which the methodology as established in
principle was actually carried out. Imight state at this point that
the various companies that we investigated were generally helpful
and cooperative.
At the conclusion of our field investigation another judgment had
to be made. Based upon an analysis of the massive volume of prospeCtive evidence thus collected, what violations of law could be proven
and against whom? We also had to make ajudgment as to whether
such violations of law as we thought could be proven were of sufficient public interest to warrant corrective action on the part of
the Commission.
The Commission issued complaints against three of the rating services. A number of factors such as their size, the type of service
rendered, the representations made and the public interest were controlling in the Commission's selection of the three companies against
whom complaints were to be issued at that time; namely: A.C. Nielsen
Co., the Pulse, and C—E—I—R, Inc.
The three companies against whom the Commission issued complaints all sell syndicated services. They are the dominant members
of the industry and their ratings can be characterized as having a
definite and substantial competitive impact upon the broadcasting
industry.
While the complaints that were issued in this area were disposed of
by the entry of consent orders to cease and desist, which obviated the
necessity of proving the charges, such adisposition of them could not
be anticipated at the time the complaints were written; therefore,
those complaints contained only such charges as the staff had recommended to us it felt could be proven by competent evidence available
at the time they were issued. For this reason we do not contend
that these orders cure all of the ills of this industry and that all will
be sweetness and light in the future.
The complaints that Ihave mentioned charged that the respondents
named therein represented that their datings and other measurements
were arrived at through the use of techniques or procedures that are
free from error. The complaints go on to state that such respondents
use techniques and procedures that result in bias or error which
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adversely affect the represented accuracy of their ratings or other
measurements and that such ratings or other measurements are in
fact nothing more than estimates. Each of these complaints contains
a list of practices engaged in by each of the respondents which
adversely affect the accuracy of its measurements.
Each complaint also contains alist of statements or representations
deemed to have been made by each respondent which are considered to
be false, misleading, or deceptive. These complaints further allege
that the respondents named therein, by selling their reports and data,
have also placed instrumentalities in the hands of some radio and/or
television stations whereby they are enabled to compete unfairly with
other radio and/or television stations.
By consenting to the orders, the respondents did not admit that
they violated the law in any respect, but they did agree to be bound
by such orders, and they are subject to the same penalties for violating
these orders as had the cases been tried and such orders issued.
We feel that the action taken by the Commission in this area is a
positive step forward notwithstanding what we have read to the contrary in trade publications and elsewhere. It is true that the orders as
issued in these cases do not directly assure or require that radio and
television ratings or other measurements be any more accurate in the
future than they have been in the past. They do, however, require
the publication of sufficiently detailed explanations of methodology
as actually practiced to allow buyers of radio and/or television time
to make their own assay of the value thereof.
This would seem to be in keeping with certain conclusions and
recommendations of the so-called Madow report. It is anticipated
that, in addition, the orders may have the indirect effect of improving some aspects of the methodology, inasmuch as the rating services
might well prefer to improve methodology rather than disclose any of
its shortcomings.
It has been said by some apologists that the users of ratings are
sophisticated individuals who are aware of the inaccuracy of the ratings and thus no one is deceived. Even though this were true, which
we seriously doubt, the Commission felt that from a competitive
standpoint the situation would be improved if the services were required to tell the truth about their methodology and the results attained thereby.
The ideal situation, of course, would be precisely accurate ratings,
but that appears to be impossible of absolute achievement from either
an economical or astatistical standpoint.
Furthermore, the Federal Trade Commission does not have direct
authority to require the seller of any product to improve on that
product. We can require a seller to tell the truth about his product
and not misrepresent it in any manner.
In the present posture of the cases in which the Commission has
acted, those three services are required to disclose, among other things,
that their ratings are estimates, and nothing more. If, after knowing
the truth about these ratings, the users are still willing to buy them
and be guided by them so be it. It could well be like the inveterate
gambler who was told that the roulette wheel at which he continually
lost was crooked, to which he replied, " Iknow, but it is the only wheel
in town."
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Having told you what the Federal Trade Commission has done about
radio and television ratings, I hasten to add that we have a vital
interest in the hearings of this committee and have requested that we be
supplied with adaily copy of the transcript of your hearings and we
intend to have arepresentative in attendance at every session.
In this way we will be aware immediately of the development of any
situation which would appear to warrant further attention by the
Federal Trade Commission, and of course we will be most receptive to
any recommendation that this committee would care to make at the
conclusion of its hearings.
Mr. Chairman, Ithink it is also incumbent upon me to state to you
that although these are the only three complaints and orders that we
have issued and obtained in this field, we are still actively investigating
the problem, sir, from several other aspects.
The CHAIRMAN. Thank you, Mr. Dixon.
Does that conclude your statement ?
Mr. DIXON. That concludes my written statement, sir.
The CHAIRMAN. Mr. Howze, do you have some questions ?
Mr. HOWZE. Yes, sir.
Mr. DIXON. Iwould, before you start, sir, suggest if you do not already have it that attached to my statement and requesting that there
be made apart thereof are the three complaints and orders that were
issued and obtained that Ihave referred to in the statement.
The CHAIRMAN. Ithink they should be received for the record, in
view of the fact that you have alluded to them.
(The documents referred to are as follows:)
UNITED STATES OF AMERICA BEFORE FEDERAL TRADE COMMISSION
DOCKET NO. 0-289
IN THE M ATTER OF C-E-I-R, INC., A CORPORATION
COMPLAINT
Pursuant to the provisions of the Federal Trade Commission Act, and by virtue of the authority vested in it by said Act, the Federal Trade Commission,
having reason to believe that C- E-I-R, Inc., a corporation, hereinafter referred to
as respondent, has violated the provisions of said Act, and it appearing to the
Commission that a proceeding by it in respect thereof would be in the public
interest, hereby issues its complaint stating its charges in that respect as follows:
Paragraph One: Respondent C-E-I-R, Inc., is a corporation organized, existing
and doing business under and by virtue of the laws of the State of Delaware, with
its principal office and place of business located at One Farragut Square South,
Washington, D.C.
Paragraph Two: Respondent, through its American Research Bureau Division,
is now, and since September 30, 1961, has been, engaged in the measurement of
television audiences and in the compilation, analysis and publication of data and
reports containing television audience size and composition information and in
the sale of such data and reports to broadcasters, advertisers and advertising
agencies.
Paragraph Three: Respondent causes the said data and reports, when sold, to
be transported from its places of business in the District of Columbia, and in the
State of Maryland to purchasers thereof located in various States of the United
States and in the District of Columbia. Respondent maintains and at all times
mentioned herein has maintained a course of trade in said data and reports in
commerce as "commerce" is defined in the Federal Trade Commission Act. Respondent's volume of business in such commerce is and has been substantial.
Paragraph Four: In the course and conduct of its business, at all times mentioned herein, respondent has been and is In substantial competition in commerce
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with corporations, firms, and individuals in the sale of data and reports containing television audience information.
Paragraph Five: In the course and conduct of its business, as aforesaid, respondent publishes and sells data and reports compiled by it which include
television station and program " ratings" expressed In mathematical terms to the
exactness of one per cent and audience "totals" in mathematical terms to the
exactness of one hundred homes. Respondent represents directly or by implication that such "ratings" and "totals" are accurate measurements of television
station and program audiences, arrived at through the use of techniques and
procedures that are free from error other than sampling error when such
"ratings" and " totals" are in fact estimates.
Paragraph Six: In truth and in fact respondent uses techniques and procedures that result in bias or error other than sampling error which adversely
affect the accuracy of its "ratings" and " totals." Among and typical of respondent's techniques and procedures are the following:
1. It fails to disclose the number or percentage of a sample that refuses
or fails to respond or cooperate, or otherwise to account for the statistical
effect of non-response.
2. It uses data derived from diaries, some of which contain hearsay reports and estimates of the diarykeeper.
3. It projects from a sample composed entirely of telephone homes to "all"
television homes, both telephone and non-telephone.
The techniques and procedures above set forth result in bias or error and
adversely affect the accuracy of respondent's " ratings" and audience " totals."
Therefore, the representations that respondent's "ratings" and audience " totals"
are other than estimates and that they are accurate to any precise mathematical
value or definition are false, misleading or deceptive.
Paragraph Seven: In the further course and conduct of its business, as aforesaid, respondent has represented directly or by implication in its reports:
1. That its measurements are based upon a probability sample.
2. That the only error to which its data are subject is sampling error.
3. That the accuracy or reliability of its data can be fully determined by
the use of a statistical reliability chart which is set forth in its reports.
4. That repeated contracts are made with diarykeepers for the purpose
of assuring that the diary is understood and properly maintained by them.
5. That all viewing by all members of the family is recorded in diaries
at the time of viewing.
6. That respondent's techniques and procedures produce measurements,
data and reports that are accurate to a precise mathematical value or
definition.
Paragraph Eight: In truth and in fact:
1. Respondent's measurements are not based upon a true probability
sample.
2. Respondent's data are subject to errors in addition to sampling error.
3. The statistical reliability chart set forth in respondent's reports is
applicable to data obtained by means of a probability sample, and since
respondent does not use a true probability sample, the reliability of its data
cannot be fully determined by the use of the aforesaid chart.
4. In some instances the only subsequent contact made with diarykeepers
after the initial contact is to provide them with a diary.
5. All viewing by all members of the family is not always recorded in the
diary at the time of the viewing.
6. Respondent's techniques and procedures do not produce measurements,
data or reports that are accurate to any precise mathematical value or
definition.
Therefore the representations contained in Paragraph Seven above are false,
misleading or deceptive.
Paragraph Nine: In the course and conduct of its business respondent by
publishing and selling the aforesaid reports and data places instrumentalities
in the hands of some television stations thereby enabling them to compete unfairly with other television stations.
Paragraph Ten: The use by respondent of the aforesaid false, misleading, or
deceptive statements, representations and practices has had, and now has, the
capacity and tendency to mislead the purchasers and sellers of television time
into the erroneous and mistaken belief that said statements and representations
were and are true and into the purchase of substantial quantities of respondent's
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data and reports by reason of said erroneous and mistaken belief. Said practices of respondent also have had, and now have, the capacity and tendency to
mislead purchasers of television time into the purchase thereof because of the
aforesaid erroneous and mistaken belief that the aforesaid statements and representations were and are true. As a consequence thereof, substantial trade in
commerce has been and is being unfairly diverted to respondent, and to sellers of
television time from their competitors, and substantial injury has thereby been,
and is being, done to competition in commerce.
Paragraph Eleven: The aforesaid acts and practices of respondent, as herein
alleged, were, and are, all to the prejudice and injury of the public, of respondent's
competitors and of sellers competing in the sale of television advertising time,
and constituted and now constitute unfair methods of competition in commerce
and unfair and deceptive acts and practices in commerce in violation of Section
5 ( a ) ( 1) of the Federal Trade Commision Act.
Wherefore, the premises considered, the Federal Trade Commission on this
28th day of December A.D. 1962, issues its complaint against said respondent.
By the Commission.
[tem.]
JOSEPH W. SHEA, Secretary.
UNITED STATES OF AMERICA BEFORE FEDERAL TRADE COMMISSION
DOCKET NO. C-289
Commissioners: Paul Rand Dixon, Chairman, Sigurd Anderson, Philip Elman,
Everette MacIntyre, A. Leon Higginbotham, Jr.
IN THE MATTER OF C—E—I—R, INC., A CORPORATION
DECISION AND ORDER
The Commission having heretofore determined to issue its complaint charging
the respondent named in the caption hereof with violation of the Federal Trade
Commission Act, and the respondent having been served with notice of said
determination and with a copy of the complaint the Commission intended to issue,
together with aproposed form of order; and
The respondent and counsel for the Commission having thereafter executed
an agreement containing a consent order, an admission by respondent of all the
jurisdictional facts set forth in the complaint to issue herein, a statement that
the signing of said agreement is for settlement purposes only and does not
constitute an admission by respondent that the law has been violated as set
forth in such complaint, and waivers and provisions as required by the Commission's rules; and
The Commission, having considered the agreement, hereby accepts same, issues
its complaint in the form contemplated by said agreement, makes the following
jurisdictional findings, and enters the following order:
1. Respondent C—E—I—R, Inc., is a corporation organized, existing and doing
business under and by virtue of the laws of the State of Delaware, with its
principal office and place of business located at One Farragut Square South,
Washington, D.C.
2. The Federal Trade Commission has jurisdiction of the subject matter of
this proceeding and of the respondent, and the proceeding is in the public interest.
ORDER
It is ordered that respondent C-E-I-R, Inc., a corporation, its officers, agents,
representatives and employees, directly or through any corporate or other
device, in connection with the publication, offering for sale, sale or distribution
of television or other audience measurements, whether in the form of reports,
data or otherwise, in commerce as "commerce" is defined in the Federal Trade
Commission Act, forthwith cease and desist from:
1. Representing directly or by implication:
(a) That its measurements, data or reports are based on a probability sample unless the term "probability sample" is properly qualified
in immediate conjunction therewith, and unless the difference between
a probability sample and respondent's sample is clearly described in its
reports.
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(b) That sampling error or any other single error is the only error
to which its measurements, data or reports are subject.
(e) That the accuracy or reliability of its measurements, data or
reports can be fully determined by the use of any chart or formula
which is not wholly applicable to such measurements, data or reports.
(d) That any steps or precautions are taken to assure the proper
maintenance of diaries unless such steps or precautions are in fact
taken.
(e) That diaries used or relied upon by it reflect or contain all viewing by all members of a family as recorded at the time the viewing is
done.
(f) That the numerical terms in which respondent's measurements,
data, or reports are expressed are other than estimates or that its techniques and procedures assure that its measurements, data or reports are
accurate to any precise mathematical value or definition.
2. Failing to disclose the statistical effect of nonresponse unless the number or approximate percentage of a sample that refuses or fails to respond
or cooperate is clearly disclosed in each report, together with a statement
that such nonresponse may affect the accuracy of such report.
3. Using data derived from diaries without clearly disclosing in each
report that the diaries may have been maintained in part on the basis of
hearsay or the estimate of the diarykeeper.
4. Projecting samples to "all" television homes when certain of such
homes have been excluded from the universe without clear disclosure in its
reports that such projections have been made.
5. Misrepresenting in any manner the accuracy or reliability of its measurements, data or reports.
6. Using any technique or procedure in making measurements or compiling data or reports that impairs the accuracy or reliability of such measurements, data, or reports unless the deficiencies or limitations of such
technique or procedure of which respondent is, or should be, aware are
clearly disclosed in its reports.
It is further ordered that the respondent herein shall, within sixty ( 60) days
after service upon it of this order, file with the Commisison a report in writing
setting forth in detail the manner and form in which it has complied with this
order.
By the Commission:
JosEra W. SHEA, Secretary.
[SEAL]
Issued: December 28, 1062.
UNITED STATES OF AMERICA BEFORE FEDERAL TRADE COMMISSION
DOCKET NO. C-290
IN THE MATTER OF

A.

C. NIELSEN COMPANY, A

CORPORATION

COMPLAINT

Pursuant to the provisions of the Federal Trade Commission Act, and by virtue of the authority vested in it by said Act, the Federal Trade Commission,
having reason to believe that A. C. Nielsen Company, a corporation, hereinafter
referred to as respondent, has violated the provisions of said Act, and it appearing to the Commission that a proceeding by it in respect thereof would be in the
public interest, hereby issues its complaint stating its charges in that respect as
follows:
Paragraph One: Respondent A. C. Nielsen Company is a corporation organized.
existing and doing business under and by virtue of the laws of the State of
Delaware, with its principal office and place of business located at 2101 Howard
Street, Chicago 45, Illinois.
Paragraph Two: Respondent is now, and for more than one year last past has
been, engaged in the measurement of radio and television audiences and in the
compilation, publication and sale of data and reports containing radio and television audience size and composition information, and in the sale of such data
and reports to broadcasters, advertisers and advertising agencies.
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Paragraph Three: Respondent causes the said reports, when sold, to be transported from its place of business in the State of Illinois to purchasers thereof
located in various other states of the United States and in the District of Columbia. Respondent maintains, and at all times mentioned herein has maintained,
a course of trade in said reports in commerce, as " commerce" is defined in the
Federal Trade Commission Act. Respondent's volume of business in such commerce is and has been substantial.
Paragraph Four: In the course and conduct of its business, at all times mentioned herein, respondent has been and is in substantial competition in commerce
with corporations, firms and individuals in the sale of reports containing radio
and television audience information.
Paragraph Five: In the course and conduct of its business, as aforesaid,
respondent publishes and sells reports and data compiled by it which include
radio and television station and program " ratings" expressed in mathematical
terms to the exactness of one-tenth of one percent, and audience "totals" expressed in mathematical terms to the exactness of one hundred homes. Respondent represents directly or by implication that such " ratings" and " totals" are
accurate measurements of radio and television station and program audiences,
arrived at through the use of techniques and procedures that are free from
error other than sampling error, when such "ratings" and " totals" are in fact
estimates.
Paragraph Six: In truth and in fact, respondent uses techniques and procedures that result in bias or error other than sampling error and which adversely affect the accuracy of its " ratings" and audience " totals." Among and
typical of respondent's techniques and procedures are the following:
1. It excludes segments of the population from the universe without making full disclosure th'ereof.
2. In its Nielsen Station Index Reports it fails to disclose the number or
percentage of a sample that refuses or fails to respond or c000perate, or to
otherwise account for the statistical effect of nonresponse.
3. In connection with its Nielsen Station Index Reports it assigns equal
statistical value to data secured by means of meters, diaries and ballots,
each of which has a different statistical reliability, and over which respondent exerts a different degree of control.
4. In connection with its Nielsen Station Index Reports it bases station
total audience partly upon measurement and partly upon projection based
on obsolete ballot surveys.
5. In connection with its Nielsen Station Index Reports it bases area
definition upon obsolete ballot surveys.
6. In connection with its Nielsen Station Index Reports it combines data
secured at different times into consolidated rating and audience size values
as though all of such data had been derived during the time period embraced
by a given report when some of such data were derived during a different
time period.
7. In its Nielsen Station Index Reports it uses data obtained from samples disproportionately dispersed through the universe.
8. In its Nielsen Station Index Reports it uses data derived from diaries
containing hearsay reports and estimates of the diarykeeper.
9. In its Nielsen Station Index Radio Reports it publishes what purports
to be complete radio audience data although it does not measure portable
and transistor radio listening or tuning.
10. In its Nielsen Station Index Radio Reports it uses automobile radio
listening data obtained from areas larger than the areas reported on.
The techniques and procedures above set forth result in bias or error and
adversely affect the accuracy of respondent's "ratings" and " totals." Therefore
the representations that respondent's " ratings" and audience "totals" are other
than estimates, and that they are accurate to a precise mathematical value or
definition are false, misleading or deceptive.
Paragraph Seven: In the further course and conduct of its business respondent
has represented, directly or by implication:
1. That the sample sizes set forth in its reports are the effective sample
sizes governing the data contained in such reports, and that all data obtained
from such samples are of equal statistical value.
2. That data contained in its Nielsen Station Index Radio Reports are
based upon the " Base Cases" figures set forth therein and that such "Base
Cases" figures are respondent's sample sizes for such reports.
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3. That its measurements are based upon aprobability sample.
4. That the only error to which its data are subject is sampling error.
5. That the accuracy or reliability of its data can be fully determined by
the use of a sampling error formula which is set forth in its reports.
6. That all data contained in its Nielsen Station Index Reports were derived within the time period embraced by such reports.
7. That the data contained in its Nielsen Station Index Reports are based
upon information obtained from diaries and an approximately equal number of meters.
Paragraph Eight: In truth and in fact:
1. The sample sizes set forth in respondent's reports are larger than the
effective sample sizes governing the data contained in such reports, and all
of the data obtained from such sample sizes are not of equal statistical value.
In some of respondent's reports the data contained therein are obtained from
diaries and ballots and have less statistical value than do the data contained
therein which are obtained from a few meters.
2. The data contained in respondent's Nielsen Station Index Radio Reports
are not based upon the "Base Cases" figures set forth therein, but instead
are based upon sample sizes smaller than the stated "Base Cases" figures.
3. Respondent's measurements are not based upon a probability sample.
4. Respondent's data are subject to errors in addition to sampling error.
5. The sampling error formula set forth in respondent's reports is applicable to data obtained by means of a probability sample, and since respondent does not use a probability sample, the accuracy or reliability of its data
cannot be fully determined by the use of the aforesaid formula.
6. Not all of the data contained in respondent's Nielsen Station Index
Reports were derived within the time period embraced by such reports.
7. While the data contained in respondent's Nielson Station Index Reports are based upon information obtained from diaries and meters, the
number of meters from which such information is obtained is substantially
smaller than the number of diaries from which such information is obtained.
Therefore the representations contained in Paragraph Seven above are false,
misleading or deceptive.
Paragraph Nine: In the course and conduct of its business respondent, by
publishing and selling the aforesaid reports and data, places instrumentalities
in the hands of some radio and television stations thereby enabling them to compete unfairly with other radio and television stations.
Paragraph Ten: The use by respondent of the aforesaid false, misleading, or
deceptive statements, representations and practices has had, and now has, the
capacity and tendency to mislead the purchasers and the sellers of radio and/or
television time into the erroneous and mistaken belief that said statements and
representations were and are true and into the purchase of substantial quantities
of respondent's data and reports by reason of said erroneous and mistaken belief.
Said practices of respondent also have had, and now have, the capacity and
tendency to mislead purchasers of radio and/or television time into the purchase
thereof because of the aforesaid erroneous and mistaken belief that the aforesaid statements and representations were and are true. As aconsequence thereof.
substantial trade in commerce has been and is being unfairly diverted to respondent, and to sellers of radio and/or television time from their competitors,
and substantial injury has thereby been, and is being, done to competition
in commerce.
Paragraph Eleven: The aforesaid acts and practices of respondent, as herein
alleged, were, and are, all to the prejudice and injury of the public, of respondent's competitors and of sellers competing in the sale of radio and television
advertising time, and constituted and now constitute unfair methods of competition in commerce and unfair and deceptive acts and practices in commerce in
violation of Section 5(a) ( 1) of the Federal Trade Commission Act.
Wherefore, the premises considered, the Federal Trade Commission on this
28th day of December A.D. 1962. issues its complaint against said respondent.
By the Commission:
[SEAL]
JOSEPH W .SHEA, Secretary.
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UNITED STATES OF AMERICA BEFORE FEDERAL TRADE COMMISSION
DOCKET NO. C-290
Commissioners: Paul Rand Dixon, Chairman, Sigurd Anderson, Philip Elman,
Everette Macintyre, A. Leon Higginbotham, Jr.
IN THE M ATTER OF A. C.NIELSEN COMPANY, A CORPORATION
DECISION AND ORDER
The Commission having heretofore determined to issue its complaint charging
the respondent named in the caption hereof with violation of the Federal Trade
Commission Act, and the respondent having been served with notice of said
determination and with a copy of the complaint the Commission intended to
issue, together with a proposed form of order; and
The respondent and counsel for the Commission having thereafter executed
an agreement containing a consent order, an admission by respondent of all
the jurisdictional facts set forth in the complaint to issue herein, a statement
that the signing of said agreement is for settlement purposes only and does not
constitute an admission by respondent that the law has been violated as set
forth in such complaint, and waivers and provisions as required by the Commission's rules; and
The Commission, having considered the agreement, hereby accepts same, issues
its complaint in the form contemplated by said agreement, makes the following
jurisdictional findings, and enters the following order:
1. Respondent, A. C. Nielsen Company, is a corporation organized, existing,
and doing business under and by virtue of the laws of the State of Delaware with
its office and principal place of business located at 2101 Howard Street, in the
City of Chicago, State of Illinois.
2. The Federal Trade Commission has jurisdiction of the subject matter of
this proceeding and of the respondent, and the proceeding is in the public interest.
ORDER
It is ordered that respondent A. C. Nielsen Company, a corporation, its officers,
agents, representatives, and employees, directly or through any corporate or
other device, in connection with the publication, offering for sale, sale or distribution of radio or television audience measurements, whether in the form of
data, reports, or otherwise, in commerce, as "commerce" is defined in the Federal
Trade Commission Act, do forthwith cease and desist from:
1. Representing, directly or by implication:
(a) That the numerical terms in which its measurements, data, or
reports are expressed are other than estimates, or otherwise representing that such measurements, data, or reports are accurate to any
precise mathematical values or definitions.
(b) That all data obtained from a sample that is made up of diaries
and/or ballots and meters are derived from sources which are of equal
statistical reliability.
(e) That its measurements, data, or reports are based upon a probability sample.
(d) That sampling error, or any other single error is the only error to
which its measurements, data, or reports are subject.
(e) That the accuracy or reliability of its measurements, data, or
reports can be fully determined by the use of any chart or formula which
is not wholly applicable to such measurements, data or reports.
(f) That the data contained in any report are based upon information
obtained from diaries and meters unless such diaries and meters are
approximately equal in number or unless the approximate percentage of
each is clearly disclosed in such report.
2. Misrepresenting the size of its effective sample through the use of
"Base Cases" figures or otherwise.
3. Using data or information gathered by it as a basis for reports, which
data or information is not reliable due to the lapse of time.
4. Using data in a report that were derived during a time period other
than the time period embraced by said report unless the time period during
which such data were derived is clearly disclosed in its reports.
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5. Using in report automobile radio listening data that were obtained from
an area larger than the area covered by said report without clearly disclosing
such fact and without clearly disclosing when such is the case, that such
automobile radio listening data are not measurements of individual station
shares of automobile radio listening.
6. Publishing radio audience measurements without disclosing that such
measurements do not include portable and/or transistor radio listening or
tuning, if it be a fact.
7. Using data derived from diaries without clearly disclosing in each report
that the diaries may have been maintained in part on the basis of hearsay or
the estimate of the diarykeeper.
8. Using data obtained from diaries disproportionately dispersed throughout the universe, without clear disclosure thereof.
9. Failing to disclose the statistical effect of nonresponse, unless the
number or approximate percentage of a sample that refuses or fails to
respond or cooperate is clearly disclosed in each report, together with a
statement that such nonresponse may affect the accuracy of such report.
10. Excluding segments of the population from the universe, unless each
category of the population excluded from measurements is clearly disclosed
in each report.
11. Misrepresenting in any manner the accuracy or reliability of its
measurements, data or reports.
12. Using any technique or procedure in making measurements or compiling data or reports that impairs the accuracy or reliability of such measurements, data, or reports unless the deficiencies or limitations of such technique or procedure of which respondent is, or should be, aware are clearly
disclosed in its reports.
It is further ordered that the respondent herein shall, within sixty ( 60) days
after service upon it of this order, file with the Commission a report in writing
setting forth in detail the manner and form in which it has complied with this
order.
By the Commission:
[SEAL]
JOSEPH W .SHEA, Secretary.
Issued: December 28, 1962.
UNITED STATES OF AMERICA BEFORE FEDERAL TRADE COMMISSION
DOCKET NO. C-291
IN THE M ATTER OF THE PULSE, INC., A CORPORATION
COMPLAINT
Pursuant to the provisions of the Federal Trade Commission Act, and by virtue
of the authority vested in it by said Act, the Federal Trade Commission, having
reason to believe that The Pulse, Inc., a corporation, hereinafter referred to as
respondent, has violated the provisions of said Act, and it appearing to the Commission that a proceeding by it in respect thereof would be in the public interest,
hereby issues its complaint stating its charges in that respect as follows:
Paragraph One: Respondent, The Pulse, Inc., is a corporation organized,
existing and doing business under and by virtue of the laws of the State of New
York. Its office and principal place of business is located at 730 Fifth Avenue,
New York, New York.
Paragraph Two: Respondent is now and for more than one year last past has
been engaged in the measurement of radio and television audiences and in the
compilation, analysis, and publication of data and reports containing radio and
television audience size and composition information and in the sale of such data
and reports to broadcasters, advertisers, and advertising agencies.
Paragraph Three: Respondent causes said reports, when sold, to be transported
from its place of business in the State of New York to purchasers thereof located
in the various other states of the United States and in the District of Columbia.
Respondent maintains and at all times mentioned herein has maintained a course
of trade in said reports in commerce as "commerce" is defined in the Federal
Trade Commission Act. Respondent's volume of business in said reports in such
commerce is and has been substantial.
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Paragraph Four: In the course and conduct of its business, at all times mentioned herein, respondent has been and is in substantial competition in commerce with corporations, firms, and individuals in the sale of reports containing
radio and television audience size and composition data.
Paragraph Five: In the course and conduct of its business, as aforesaid,
respondent publishes and sells reports containing data compiled by it which
include radio and television station and program " ratings" expressed in mathematical terms to the exactness of one-tenth of one percent and audience "shares"
expressed in mathematical terms to the exactness of one percent. By so doing
respondent represents directly or by implication that such "ratings" and audience " shares" are accurate and are reliable measurements of radio and television
station and program audiences, arrived at through the use of techniques and
procedures that are free from error other than sampling error.
Paragraph Six: In truth and in fact, respondent uses techniques and procedures that result in bias or error other than sampling error, and which adversely affect the accuracy and reliability of its "ratings" and audience "shares".
Among and typical of respondent's techniques and procedures are the following:
1. It includes all "Not-At-Homes" in its sample base.
2. It credits listening or viewing to "Not-At-Homes" according to a
formula that has not been validated by adequate research.
3. It adjusts " Sets-In-Use" figures upward by 20% for morning programs
and 40% for afternoon and evening programs without research to justify
such adjustments.
4. Its sample is clustered which has the effect of reducing the sample size.
5. It uses data from reports containing interviewees' general preferences
as opposed to what they actually listened to or viewed during the period
covered by the survey.
6. It uses hearsay data given by those interviewed.
7. It uses data obtained from individuals or households not a part of the
preselected sample.
8. It conducts special surveys wherein the area surveyed is defined by one
of the stations being measured and in which the resulting audience levels
or ratings of said station and of competing stations are controlled by the
signal pattern or area of popularity of the station defining the area to be
surveyed.
9. It uses data obtained by interviewers over whom respondent exercises
a degree of supervision and control insufficient to assure the accuracy or
reliability of such data.
10. In some reports, it has combined the ratings and audience shares of
two or more stations into a single rating and share, while other stations,
not serving the entire area served by the combined stations, are listed therein
with their individual ratings and audience shares as though they were competing with such combination of stations for the audience in the entire area
covered by said reports.
The techniques and procedures above set forth result in bias or error and
adversely affect the accuracy or reliability of respondent's " ratings" and
"shares". Therefore, the representation that respondent's " ratings" and audience "shares" are accurate to the degree indicated by the precise mathematical
terms in which they are expressed, and that they are reliable are false, misleading and deceptive.
Paragraph Seven: In the future course and conduct of its business, as aforesaid, respondent has represented, directly or by implication:
1. That the sample size for each survey is the number of quarter hour
reports upon which such survey is purportedly based.
2. That all of its measurement data are obtained by the use of rosters.
3. That the measurement data contained in its reports are all based exclusively upon actual listening or viewing.
4. That its employment of a "Time-Line" technique eliminates the inflation of its measurements.
5. That its interviewers are provided with a preassigned plan as to where
to conduct interviews and that such interviewers da not deviate from such
plan.
6. That its measurements are based upon a probability sample.
7. That respondent's sampling method is statistically accurate.
Paragraph Eight: In truth and in fact:
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1. Respondent's sample size for each survey is smaller than the number
of quarter hour reports upon which each such survey is purportedly based.
2. Rosters are not always employed by respondent in obtaining measurement data.
3. Some of the measurement data contained in respondent's reports are
based upon general listening or viewing preferences as opposed to actual
listening or viewing as of a specific time.
4. Respondent does not always use a "Time-Line" technique.
5. In conducting interviews respondent's interviewers sometimes deviate
from the preassigned plan and conduct interviews elsewhere.
6. Respondent's measurements are not based upon a probability sample7. Respondent's sampling method is not completely accurate either statistically or otherwise.
Therefore, the representations contained in Paragraph Seven above are false,
misleading, and deceptive.
Paragraph Nine: In the course and conduct of its business respondent, by
publishing and selling the aforesaid reports and data, places instruments of
deception in the hands of some radio and television stations thereby enabling
them to compete unfairly with other radio and television stations.
Paragraph Ten: The use by respondent of the aforesaid false, misleading, and
deceptive statements, representations and practices had had, and now has, the
capacity and tendency to mislead the purchasers and the sellers of radio and/or
television time into the erroneous and mistaken belief that said statements and
representations were and are true and into the purchase of substantial quantities
of respondent's data and reports by reason of said erroneous and mistaken belief.
Said practices of respondent also have had, and now have, the capacity and
tendency to mislead purchasers of radio and/or television time into the purchase
thereof because of the aforesaid erroneous and mistaken belief that the aforesaid
statements and representations were and are true. As a consequence thereof,
substantial trade in commerce has been and is being unfairly diverted to respondent from its competitors, and to sellers of radio and/or television time from
their competitors, and substantial injury has thereby been, and is being, done
to competition in commerce.
Paragraph Eleven: The aforesaid acts and practices of respondent, as herein
alleged, were, and are, all to the prejudice and injury of the public, of respondent's
competitors and of sellers competing in the sale of radio and television advertising
time, and constituted and now constitute unfair methods of competition in commerce and unfair and deceptive acts and practices in commerce in violation of
Section 5(a) ( 1) of the Federal Trade Commission Act.
Wherefore, the premises considered, the Federal Trade Commission on this
28th day of December A.D. 1962, issues its complaint against said respondent.
By the Commission:
[SEAL1
JOSEPH W .SHEA, Secretary.
UNITED STATES OF AMERICA BEFORE FEDERAL TRADE COMMISSION
DOCKET NO. C-291
Commissioners: Paul Rand Dixon, Chairman, Sigurd Anderson, Philip Elman,
Everette MacIntyre, A. Leon Higginbotham, Jr.
IN THE M ATTER OF THE PULSE, INC., A CORPORATION
DECISION AND ORDER
The Commission having heretofore determined to issue its complaint charging
the respondent named in the caption hereof with violation of the Federal Trade
Commission Act, and the respondent having been served with notice of said
determination and with a copy of the complaint the Commission intended to
issue, together with aproposed form of order: and
The respondent and counsel for the Commission having thereafter executed
an agreement containing a consent order, an admission by respondent of all the
jurisdictional facts set forth in the complaint to issue herein, a statement that the
signing of said agreement is for settlement purposes only and does not constitute
an admission by respondent that the law has been violated as set forth in such

BROADCAST

RATINGS

151

complaint, and waivers and provisions as required by the Commission's rules;
and
The Commission, having considered the agreement, hereby accepts same, issues
its complaint in the form contemplated by said agreement, makes the following
jurisdictional findings, and enters the following order:
1. Respondent, The Pulse, Inc., is a corporation organized, existing and doing
business under and by virtue of the laws of the State of New York with its
office and principal place of business located at 730 Fifth Avenue, in the City
of New York, State of New York.
2. The Federal Trade Commission has jurisdiction of the subject matter of
this proceeding and of the respondent, and the proceeding is in the public interest.
ORDER

It is ordered that The Pulse, Inc., a corporation, its officers, agents, representatives and employees, directly or through any corporate or other device, in connection with the publication, offering for sale, sale or distribution of radio or television audience measurements, whether in the form of data, reports or otherwise,
in commerce as "commerce" is defined in the Federal Trade Commission Act, do
forthwith cease and desist from:
1. Representing, directly or by implication :
(a) That such measurements, data or reports are accurate to any precise
mathematical value or definition.
(b) That the number of quarter hour reports upon which a survey is
based is the sample size for any report or survey.
(e) That all of its measurement data are obtained by the use of rosters.
(d) That it eliminates inflation of measurements, by the use of a " TimeLine" technique or otherwise.
(e) That its interviewers do not deviate from a preassigned plan in conducting interviews.
(f) That it uses any form of probability sample.
(g) That its sampling method is accurate statistically or otherwise.
2. Using data based upon general listening, or viewing preferences as opposed
to actual listening or viewing.
3. Including "Not-At-Homes" in a sample base by any formula not validated
by research.
4. Crediting listening or viewing to "Not-At-Homes" by any formula that has
not been validated by research.
5. Adjusting " Sets-In-Use" or other figures unless justification therefor has
been validated by adequate research.
6. Using clustered samples unless such fact and the extent thereof is clearly
and conspicuously disclosed in each report.
7. Using data based upon hearsay reports, estimates or guesses.
8. Using data obtained from individuals or households not a part of a preselected sample.
9. Publishing or selling reports containing the results of special or other surveys wherein the area surveyed is defined by one of the stations being measured
or surveyed and in which the resulting audience levels or ratings of this station
and of competing stations are determined by the signal pattern or area of
popularity of the station defining the area to be surveyed, unless such reports
are distinguished by format and title from all regular metro and county reports
and the identity of the station or stations defining the area covered by such
special reports is prominently disclosed.
10. Using data obtained by interviewers over whom respondent does not maintain supervision and control sufficient to assure the accuracy or reliability of
such data.
11. Misrepresenting in any manner the size of the effective sample used in any
measurement.
12. Misrepresenting in any manner the accuracy or reliability of its measurements, data or reports.
13. Publishing or selling reports in which the ratings and audience shares of
two or more stations are combined into a single rating and audience share and
in which other stations, not serving the entire area served by the combined
stations, are listed with their individual ratings and audience shares as though
they were competing with such combination of stations for the audience in the
entire area covered by said reports.
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14. Using any technique or procedure in making measurements or compiling
data or reports that impairs the accuracy or reliability of such measurements,
data or reports unless the deficiencies or limitations of such technique or procedure are clearly and conspicuously disclosed.
IT IS FURTHER ORDERED that the respondent herein shall, within sixty
(60) days after service upon it of this order, file with the Commission a report
in writing setting forth in detail the manner and form in which it has complied
with this order.
By the Commission:
[suAr.,]
JOSEPH W .SHEA, Secretary.
Issued: December 28, 1962.

Mr. HOWZE. First, Mr. Chairman !Iwould like to get into the background of the Federal Trade Commission's "comprehensive investigation" of the industry, as you call it in your statement.
Would you fill us in on some of that, sir ?
Mr. Dixoisr. Well when this committee, as well as the Senate Committee, interested itself in this field, the Commission, I understand
at that time, although Iwas not there, had the matter brought to their
attention.
The reports and findings, the Madove report, came to the Commission's attention, of course. What might have occurred at that time,
sir, was that both of these committees heard from eminent statisticians
on what Iwould term the rating surveys. There seemed to be at that
time a great unanswered question. That seemed to be ' was the
methodology being actually carried out and applied so that whatever
the results were that were flowing from it were at all reliable and
probative.
The only results that seemed to be determined appeared to the Commission to be that within the realm of manageability, the Commission
had an obligation, based upon what the committees had uncovered on
this subject, to look into it in depth. The Commission looked at the
matter from the standpoint of the large rating services, together with
some regional ones, but not a large number— I thi nk possibly seven
or eight—and this meant goin g in great detail to the people who were
actually supposed to be performing these services for these survey
rating companies.
Mr. HOWZE. Mr. Chairman if Imay interrupt you, you are getting
into something I am
Chairman,
going
ask about later; namely, the subject
matter of the investigation itself.
Mr. DIXON. Yes, sir.
Mr. HOWZE. As I understand it, at some time, the Senate Commerce Committee or the subcommittee which had held hearings, I
believe, in the summer of 1958 handed over to the Commission its
files on the subject of ratings. At what time did that occur?
Mr. DixoN. I do not know what the record actually discloses on
that.
Mr. Downs, do you know the actual time of that ?
Mr. DOWNS. That was in 1958, the latter part of 1958.
Mr. HOWZE. Could that have been shortly after the conclusion of
the Monroney subcommittee hearings?
Mr. DOWNS. That was turned over to the Commission in 1960 or
1961.
Mr. DIXON. The Magnuson committee gave it to the Commission in
1958. The one you are alluding to, Ibelieve, came in 1961.
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Mr. HOWZE. Well, tell me what Mr. Earl Kintner, during his confirmation hearing, was alluding to. I am reading an excerpt from
Mr. Kintner's confirmation hearing. Ido not have the date. Ithink
it was in 1959.
The CHAIRMAN. Mr. Kintner, there has been a great deal of talk in the
press about the so-called rating services. This committee has been interested
in this subject for some time and held preliminary hearings in the last Congress. Extensive work was done with reference to surveying the field by questionnaires and significant material developed with regard to the rating services.
Many thought that the committee had forgotten about this particular project,
but as you know, this isn't so. Just so the public will know, this committee
has made available all of its data to the FTC.

Mr. DowNs. Iwould think the FTC the first time. At this time,
it was the FCC, I believe. It was after this that Mr. Kintner told
the committee to send the material down, that we would look into it.
The committee at first contacted the Commission when Judge Gwynne
was the chairman down there. That was in 1957, and again in 1958.
At that time, we did not get anything from the committee. It was
after the confirmation of Mr. Kintner that the material from the
Magnuson committee was given to the Commission.
Mr. HOWZE. And you would put that somewhere in 1960 ?
Mr. DOWNS. Yes, sir; 1960.
Mr. HOWZE. When did the Commission's investigation, or at least
that phase which led to the complaints and orders—when did that
phase of that end?
Mr. DIXON. When did the investigation actually end that led to the
complaint ?
Mr. Howzn. Yes. Would it be, would you say, with the date of the
orders ?
Mr. Dixox. Within, actually, weeks of the complaint, sir, because I
was riding pretty hard herd on these things to see that they were
finished.
The complaints were issued on the 28th day of December 1962. The
investigations must have been finally summarized and brought together late in the fall of 1962, isn't that right ?
Mr. DOWNS. No; the investigations were completed early in 1962.
These complaints, under the Commission's procedure, are mailed to
the respondents, to the proposed respondents; after that, we negotiate
for the consent agreement., and then the date of issuance of the complaint sometimes follows months after the date it was originally
mailed. These complaints were originally mailed in May or June of
1962. That meant the investigation was completed prior to May of
1962.
Mr. HOWZE. So that would mean that a period of 6 to 7 months
elapsed between the original mailing of the complaints to the respondents and the final issuance of the complaints and the orders?
Mr. DOWNS. That is correct.
Mr. DixoN. That is correct, sir.
Mr. HOWZE. Which bureau in the Commission conducted the investigation, or was more than one involved?
Mr. DIXON. Well, we reorganized the Commission after I came
down there in 1961. At the time that the investigation was started,
they were conducted by the Bureau of Investigation. The trial bureau,
after Icame down in 1961 ultimately became responsible not only for
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the investigation and the ultimate follow-through of trial, if necessary,
or the negotiations which took place here, was the Bureau of Deceptive
Practices.
Mr. HOWZE. And you now have a Bureau of Litigation? That is
what was reorganized.?
Mr. Dixox. That is correct, sir. We have organized ourselves now
on a kind of functional basis. Our work normally falls in the field
of deceptive practice and restraint of trade—in the straight antitrust
field, we have aBureau of Restraint of Trade. We have aBureau of
Textiles and Furs, which is specialized.
Mr: HOWZE. Has the Bureau of Restraint of Trade participated in
the investigation of the rating services?
Mr. DixoN. They have, sir.
Mr. How«. At what time did they begin; before your coming to
the Commission ?
Mr. DixoN. They began after Icame there, sir.
Mr. HOWZE. Could you pinpoint the date for us?
Mr. DIXON. As to the time they began to move into the thing?
Mr. HOWZE. The date.
Mr. Dixox. The actual date would be difficult for me. I would
say it would be early 1962 before aphase that was interesting enough
to bring them in developed, sir.
Mr. HOWZE. Is there any way of estimating how many of the Commission's staff have been engaged in the investigation ?
Mr. DIXON. Five in addition to Mr. Tobin in the investigation
stage—this is the field of investigation—Mr. Downs. I suppose we
have had with Mr. Downs and Mr. Sweeney and within the Bureau,
probably there have been three or four that have been in consultation
on it, besides, of course, all the time the Commission has spent on it.
Mr. HOWZE. How many of those were devoting their full time to
it and how many just along with other work ?
Mr. DIXON. The investigators had primarily full time upon this.
A trial attorney, like Mr. Downs, when the situation develops where
he is required to put his time upon it; that is, to be utilized fully as
trial attorney. But he moves from one case to another, sir.
Mr. HOWZE. Did the staff in its investigation ever make an actual
tabulation of the field results of any of these services?
Mr. DIXON. You mean afinal report ?
Mr. HOWZE. No, sir ; Imean did they sit down and go through, let
us say, the diaries. Let's speculate about a company which uses a
diary method. Did you ever sit down and go throne' the processes
the company itself goes through to try to see whether you get the same
results they did or asimilar result ?
Mr. Tomx. If by diary you mean the basic source material, yes:
we did.
The count of the actual tabulation was made and compared against
the work product that produced the tabulation.
Mr. HOWZE. Mr. Tobin, could you estimate on how many surveys you
went through that process?
Mr. TOBIN. Ithink in the case of one.
Mr. HOWZE. Would you tell the committee which one that was?
Mr. DIXON. I do not have any secrets from a congressional committee. If you have to have the name, Iwill give it to you, if you feel

BROADCAST

RATINGS

155

it is absolutely necessary. Ithink it would be just as valuable if you
did not have the name, but Iwill rest on the Chairman's instructions.
The CHAIRMAN. What was the question ? Iam sorry.
Mr. HOWZE. Which particular survey was tabulated.
Mr. Tobin testified—off the record.
The CHAIRMAN. Is it essential to have it ?
Mr. HOWZE. Imyself do not think so.
Your statement, Mr. Dixon, says your staff interviewed hundreds
of people. Could you give me acloser estimate?
Mr. ToEnsr. 350 to 400.
Mr. HOWZE. Who comprised the bulk of these people functionally?
Did you talk to interviewers?
M T. TOBIN. Yes, sir.
Mr. HowzE. Did you talk to field supervisors or people who would
have some such title?
Mr. TosiN. Yes, sir; and panel members.
Mr. HOWZE. And I assume you talked to people in the rating
services ?
Mr. TOBIN. Time buyers, people in the rating services, radio operators, radio executives, broadcasters.
Mr. HOWZE. On page 3, of your statement, the first full paragraph:
The three companies against whom the Commission issued complaints all sell
syndicated services. They are the dominant members of the industry and their
ratings can be characterized as having a definite and substantial competitive
impact upon the broadcasting industry.

How do you know they have adefinite and substantial competitive
impact upon the broadcasting industry?
Mr. DIXON. I think our investigation very clearly showed that,
sir, Ithink our allegations in the complaint summarized those impacts
that could be normally expected to substantiate that statement. There
is still aquestion here that has not been yet resolved on that word
"dominance" that we are still looking at, sir, very carefully.
Mr. HOWZE. That, Iassume, would be the activity currently engaged
in by your Bureau of Restraint of Trade?
Mr. DixoN. Ithink, sir, that is afair characterization.
Mr. HOWZE. Have you found in that connection that these services
are—the reports of the services are widely used by station licensees
and advertisers ?
Mr. TOBIN. No question about it.
Mr. HOWZE. Advertising agencies? No question about it?
Mr. TOBIN. No.
Mr. HOWZE. Would you go as far as Governor Collins did in his
testimony yesterday, or rather some testimony that he got thrown at
him, where he used the word "slavish" addiction, Ibelieve, to numbers ?
Mr. DIXON. Ido not know whether we would go that far. Ithink
he was in abetter position to characterize that than perhaps we would
be. Ithink that the conclusion, certainly, that we could substantiate,
if we were driven to proof in one of these matters, is to show that they
are relied upon considerably by the industry, all facets of the industry, sir. Certainly, they are not just an exercise of futility. They
are being used.
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Mr. HOWZE. '
Well, we have had some people in the last couple of
days testify that they spend into six figures ayear for these services,
and Iwould assume that they must be put to some use.
In this next question, 1run the risk of falling under your heading
of -apologists" on page 5 of your statement. 1 do not know that
am an apologist for the rating services: I may be. All of the network witnesses who have testified in this hearing before the subcommittee have said that they regarded these reports as estimates, certainly as not 100 percent accurate. Do you think they learned that
from the decree, the consent decree of the Corrunission, or do you
think they may have known that before ?
Mr. DIXON. 1do not know, sir. 1cannot answer that. But Ithink
they are on notice now of that fact because of the consent order.
Mr. HOWZE. I believe you mentioned that the Commission had
looked into some eight rating services. Have you had complaints
regarding services other than the ones against whom Commission
complaints were issued ?
Mr. DixoN. No, sir; we have none.
Mr. HOWZE. 1 mean complaints from the public or from station
people. You never have?
Mr. Duos. We have talked about them. Once I talked about
them with Governor Collins, but nothing materialized from it to indicate that we should go beyond an initial stage where we went. We
found that this subcommittee had been very active at the place where
we had gone. And you had obtained the information we were looking for sir. We found you quite active in this field.
Mr. liowzE. Is that acompliment?
Mr. DIXON. Is is a compliment, sir. That is the reason we are
watching with such interest these hearings.
Mr. IrowzE. Do you still have live files on some of these other companies you have looked into but against whom you do not issue
complaints ?
Mr. DIXON. Yes, sir.
Mr. HOWZE. That is all we have, sir.
The CHAIRMAN. Well, Mr. Dixon, since you have just mentioned
that, Ithink it is worth pursuing for just amoment.
Have you had the benefit of the Madow report, which has been
developed and filed into adocument of this committee, made in 1961 ?
Mr. DIXON. Yes, sir.
The CHAIRMAN. In 1958 the Senate Commerce Committee submitted to the Federal Trade Commission information with the suggestion that they look into the matter of ratings ?
Mr. DIXON. That is correct, sir.
The CHAIRMAN. That was a long time before your time, and naturally, you can only relate to what the record shows.
Mr. DIXON. Yes, sir.
The CHAIRMAN. Now, it was in 1960 in the hearing referred to a
moment ago, that the committee was advised that such an investigation of rating services began in April of that year, 1960. But now,
the Madow report was filed March 23,1961.
Mr. Dixorr. Yes, sir.
The CHAIRMAN. Have you had occasion to compare with the Madow
report the complaint and order which you have'?
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Mr. DIXON. Yes, sir.
The CHAIRMAN. There is a great deal of similarity, isn't there?
Mr. DIXON. There is agreat deal of similarity, sir. Icompliment
the report and Ithink that it was most helpful to us, sir.
The CHAIRMAN. When was the complaint filed against the three
companies that you refer to ?
Mr. DIxoN. May of 1962, sir.
Just a word of explanation there, Mr. Chairman. Under our procedure, which we had adopted in 1961, in order to afford parties under
our rules the opportunity of consenting, we do not in a sense file a
formal complaint until that period passes.
Now, these parties avail themselves immediately of that opportunity
and our staff banged their heads together along time until ultimately
in December we came up with something which the Commission
thought would serve the public interest.
The CHAIRMAN. Isn't it a little bit significant, Mr. Chairman, the
fact that it became well known that our staff has also been working
on these matters for some time, since the Madow report, and the
cooperation between your people and our people has been very good,
of course, and we made available at all times any information that
you wanted and you have been very cooperative with us at the same
time.
But it became generally known throughout the industry last fall
that we had virtually completed our investigation and I was asked
as chairman of the committee when hearings were going to get underway.
It had become generally known throughout the industry that we
were going to conduct these hearings, had it not ?
Mr. DIXON. Yes, sir.
The CHAIRMAN. It is arather interesting thing that when that investigation by the staff had been virtually completed and we were
getting ready for hearings, that those who were concerned about it,
some facts regarding which will be developed later on, developed a
willingness in part to enter into aconsent order ?
Mr. DIxoN. I think you were very much a party to those negotiations, sir. Imean by that—they were aware of the interest of this committee and I think the background was there and the sum total of all
the facts that had been disclosed—plus our final investigation—there
was achoice. If they wanted this record to be played, it was available.
All they had to do was file adenial answer and we would have played
the whole record.
The CHAIRMAN. Well, I just thought it would be appropriate to
note that significant development, after some 4 or 5 years, when we
had been trying to get something specific together.
Mr. Springer, do you have aquestion ?
Mr. SPRINGER. Mr. Chairman, just one or two.
Mr. Chairman, Iwant to say that Iam glad you did something on
this, because Ithink really it needed to be done. Iwould like to read,
if I could, a short paragraph here from Broadcasting magazine,
page 26.

99-942---62—pt. 1-11
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I am not the one subcommittee member mentioned in here, I can
say that to you. But I want to read what he said and I want to see
if this is acorrect appraisal.
One subcommittee member was highly critical last week of the Trade Commission's effort on the ratings field. It was pointed out that the FTC's consent
decrees do not go beyond recommendation made by the 1961 report on rating
services for the subcommittee by the American Statistical Association, ( Madow
report) in all major provisions. The Congressman said that the consent decrees could have been prepared simply by reading the Madow recommendations.

Mr. DIXON. Well, Ido not know what that adds up to, but Imight
say this, that we think that this is aproper order which we have issued.
Now, some, perhaps, would say that surveys ought to be abolished,
just taken right off the market. But we find ourselves in this position at the Federal Trade Commission. You, the Congress, have
given us our mandate and our jurisdiction. We must prevent in this
field deception and misleading statements—to require truth. Now,
what we must attempt here to do is to say to at least three parties, " If
you are going to go out and peddle survey reports, you must tell the
truth."
Now, if the person who buys it, you might say, could make something out of acomplete, open, truthful disclosure, beyond that point,
Iam hard put to see how he can do it. If these services must reveal
that they have not followed methodology—that there has been a
breakdown and they are going to state that the best thing we are
giving you is a guess, an estimate; then, if somebody wants to rely
upon aguess or estimate, let them rely upon it, sir.
Mr. SPRINGER. Mr. Chairman Imight ask you one more, just reading one more sentence, and would you comment, on this?
The head of one of the major radio firms agreed with the Congressman's
evaluation of the consent decrees. He said the only other areas covered by the
Trade Commission were "assinine" and of no importance.

Now, first, could you tell me what other area you covered than the
Madow report and then what you think is really the importance of
those others not contained in the Madow report ?
Mr. Dixort. Well, I would say certainly that our men interviewed
actual panel members and charges
upon
were based in this complaint
the fact that a lot of hearsay information was being furnished as a
basis for these surveys. Ithink there
Mr. SPRINGER. Mr. Chairman, so that I understand, that last sentence which you have used, is that one of the other areas than the Madow report covered ?
That is what Iam trying to bring out.
Mr. DIXON. The interviewing of panel members certainly is one
other area that was not covered.
Mr. SPRINGER. Can you name the other one ?
Mr. Dixox. Ithink the general purport of the Madow report was to
suggest perhaps, or recommend, or conclude that certain disclosures
should be made i
n connection with the selling of survey reports. If
you will notice our orders in these three cases, you will find certain
absolute prohibitions against practices that we had charged that they
were engaged in.
Ithink that is quite different from what the Madow report was driving at.
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Mr. SPRINGER. In other words, this is another area, other than what
the Madow report covered ?
Mr. DIXON. Ithink that really is the correct summation of the real
difference between the two.
Mr. SPRINGER. Now, those are two, investigations and the fact that
you have alegal document to rely on to prohibit, ?
Mr. DIXON. This is true.
Mr. SPRINGER. Can you name athird one?
Mr. Dixox. Well, Iwill give one as an example. In the Nielsen Co.
complaint—
Mi. SPRINGER. Ihave that one right here.
Mr. DIXON. Under the order to cease and desist, look at paragraph
No. 6.
Mr. SPRINGER. Is this paragraph No. 6 ?
Mr. DIXON. Yes, sir; there are one, two, three, four, five, six, on page
3, No. 6, in the middle of page 3.
Here is aprohibition, an order to cease and desist from representing directly or by implication publishing radio audience measurements
without disclosing that such measurements do not include portable
and/or transistor radio listening or tuning, if it be afact.
Ido not think that is in the Madow report, sir.
Mr. SPRINGER. .
iknow that is in there. Ido not find it in six, though.
Mr. DIXON. Imust view—it is on the back, the order, sir.
Mr. SPRINGER. Oh, the order.
You think, then, that the strength and what, you have really contributed down at the Commission has been that whereas the Madow
report merely set out information and suggested recommendations as
to what the industry ought to do, you as a matter of law have said,
this is what you are going to do?
Mr. DIXON. Yes, sir; we have tried to circumscribe here, sir, that
we could prove these things by facts, that they were false, misleading,
and deceptive. That is what we charged in the complaint and that is
what we insisted upon, an order, that they either agree to it or we go to
trial and see if we could not get such an order, sir.
Mr. SPRINGER. Just one thing, sir; Iwant to see if we can reduce it
to the irreducible, where we are, today—Iam talking about 1963. Before this order was entered, they did in fact say this was the truth
when as amatter of fact it was not quite true.
Is that what they said ?
Mr. DIXON. Ithink that is correct, sir.
Mr. SPRINGER. Now, you have modified what. they are doing only to
this extent, that they now say, in all probability, this is right.
Mr. DIXON. Well, plus all the other things that they must not do,
and if they do a thing—for instance, under No. 1 of that order,
(a), they cannot represent directly or by implication that the
numerical terms in which its measurements, data, or reports are expressed are other than estimates, or otherwise representing that such
measurements, data or reports are accurate to any precise mathematical
values or definitions.
Now, you could describe this as saying that if they go out, to sell
one of these things, then they cannot sell it as an absolute, they must
say this is an estimate.
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Mr. SPRINGER. All right. In effect what you have said today by
virtue of these reports, and they are in this position today, they can
still do exactly what they did before, but the way in which it is
represented is the only change that has been made. Is that correct?
Mr. DixoN. No, sir; that is not quite correct, because there are
enumerated things they were doing before that they absolutely have to
stop.
Now, also, the last paragraph in this order, on the back page,. if you
will look, is No. 12. They are prohibited from usinc,any technique or
procedure in making measurements or compiling data or reports that
impair the accuracy or reliability of such measurements, data or reports unless the deficiencies or limitations of such techniques or procedures of which respondent is or should be aware are clearly disclosed
in its reports.
Now, that is abroad admonition there, sir.
Mr. SPRINGER. I want to take to see if you are right on this
news release which was made by A. C. Nielsen on January 8, about 2
months ago, Iam quoting them:
It may be that recent press coverage of our signing of an FTC consent order
has given you a misleading impression. Here are the facts: First, the order
does not challenge our research methods and no changes in Nielsen methods are
required or contemplated, except as your needs dictate.

That is one.
2.—I will leave out 2, because Ido not think it is pertinent.
3. There will be no change in the way Nielsen audience data are prepared or
reported. None are required.

Mr. DIXON. If he can sell his reports by telling them that they are
no better than aguess or an estimate, he is pretty good, sir.
Mr. SPRINGER. Well, then, Mr. Chairman, I want to get back to
this and see if we have reduced this to where we are, March 6, 1963.
You have used a little bit different language and I hope we are not
depending on semantics to arrive at this. I used the word "problematical." You used the word "estimates" and one other word, Ican't
remember which. But he can sell this report and he can do practically
the same thing he did before. At least he said the methodology and
everything can be done. You say now he can go ahead and sell this
service, but he has to say these are no more than estimates.
Is that afair statement?
Mr. Dixox. Among other things, and then he has to make a lot of
disclosures along with that which will prove that it is an estimate.
He cannot just say it is an estimate. There are a lot of other things
in here.
For instance, No. 3of that order, he must stop using data or information gathered by them as abasis for reports, which data or information is not reliable due to the lapse of time.
He has to stop that.
Mr. SPRINGER (reading) :
There will be no changes in the way Nielsen audience data are prepared or
reported. None are required.

Let me pin this down. Is that atrue statement or not?
Mr. DixoN. Imight say to him, "Ithink he or whoever wrote that
was editorializing." Isay now he has to come to us on acompliance
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matter, sir, and if he does not change his ways, it will cost him $5,000
per day for each time he violates it. So I think the writer of that
press release had better read it again.
Mr. SPRINGER. Are you familiar with this ?
Mr. DixoN. I was told about it, sir. Ihave seen a lot of people
write press releases.
Mr. SPRINGER. Iquote:
People who are familiar with research methods will find the expanded explanatory notes add little to their knowledge of our services.

Isn't he in effect saying there, the fellow who wrote this—that if
you are familiar with what we are doing, whatever we tack on behind
us does not make much difference ?
Mr. DIXON. Iguess that is what he is saying. I wonder if he can
sell it.
Mr. SPRINGER. Now, in justice to them, Ishould say they say, "However, we feel the fullest explanation should be decided."
Now, they do give illustrations. But in all of these, as Iread these
seven which they set out, about all they do say is that—
We are giving these estimates and they are probably, from what we find, these
are the probable results; these are what we believe probably to be true.

Now, Iam coming back to see if we can reduce this to the irreducible.
About the only change that has been made in this is what he is saying
now to the fellow who buys his service is, these are our best estimates ?
Mr. DIXON. Sir, he has 60 days within which to come into compliance with that order to cease and desist, so his 60 days have just about
passed—they just passed a few days ago. I would say that what he
is presently doing will be looked at very carefully by the Federal
Trade Commission, because we are obligated to see that he is complying
with the terms of this order.
We did not ask these people to sign this order, sir, this was avoluntary act on their part. Nobody made them sign it.
Mr. SPRINGER. Mr. Chairman, Ibelieve that is all.
The CHAIRMAN. Mr. Moss ?
Mr. Moss. Mr. Dixon, Iam interested in what happens now to the
person or firm buying these reports and using them in dealings with
others. What are they required to disclose?
Mr. DixoN. They are not aparty to this lawsuit, sir. If they misrepresent these things, they might very well get a complaint against
them and maybe they would end up with something similar to this.
Mr. Moss. Well, now, your agency knows the end use of these surveys. Has it acted at all to determine whether the users of surveys are
directing their presentations made to their clients to give the same
disclosure you now require the polling or rating organization to make
to theirs ?
Mr. DIXON. No; we have not; we have not, to my knowledge, received any complaints from anyone.
Mr. Moss. You are able on your own motion, without acomplaint,
to act ?
Mr. Dixox. We are.
Mr. Moss. And one of the major objectives of the establishment
of your agency is to prevent unfair or fraudulent practices in business, is that not correct ?
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Mr. DIXON. Among others, sir, unfair competition, unfair or deceptive acts and practices is the basis of this statute. It is very broad and
includes fraud.
Mr. Moss. Here you had acase, the question of the validity of these
rating surveys. You know that when the surveying organization sells
them, it is not just to satisfy the curiosity of the buyer. These are a
significant part of the overall procedure or the basic information upon
which much of the commercial advertising in this nation is placed.
Now, there was aletter read this morning by amember of the staff
to one of the representatives of NBC, where the network used very
precise citations of ratings. They reduced it to fractional percentages.
They used these figures derived originally from surveys to convince
an advertiser that he should make achange.
Now, they are free to do this, even though you have determined that
these are not precise measurements, but at best, only reasonably informed guesses or estimates.
Mr. DixoN. Iwould agree, sir. These parties of the submatter you
are alluding to, Iwould understand the network would be negotiating
with astation that you are talking about and the negotiations would
be, Iassume, on what price would be paid or—
Mr. Moss. No; Iam assuming that the network will be negotiating
with its principal source of support, abuyer of advertising.
Mr. DIXON. Yes, sir.
Well, Iwould be hopeful, Mr. Congressman, that in view of at least
the three orders we have put out, sir, when these negotiators sit down
next time, there will be questions, perhaps. Ido not know what you
can do any more than to educate these people as to what the true facts
are.
Ido not know how you can change the negotiation. And if one of
the parties wants to say to the other party, whether it is aguess or not,
"This is the basis upon which we want to trade with you," the other
party should say to him, "Iam not going to negotiate on aguess; let's
start some place else," they should be free to do that.
Mr. Moss. We are not talking about the rating surveys as such, we
are talking about an overall business, with millions of dollars, but not
an overly impressive figure in its total.
But when we are talking about the placement of advertising dollars
on anetwork, or in other media relying upon—well, we are talking
only here of media, the broadcast and television media, because they are
the ones who place reliance upon this type of survey.
But this Iwould guess, and Ihave not taken apoll, runs into billions
of dollars, and frequently the use of this information in an advertising agency determines whether this station out here is going to live
prosperously or suffer acute financial distress.
This is where the real impact of the faulty methodology is felt—
not the buyer of the survey, but the employment by that buyer in present iig it to his clients, to advertising agencies, your networks, your individual stations—it plays avital part in determining whether they are
going to have afair consideration or the opportunity to make a' fair
evaluation.
Mr. DIXON. I think, sir, prior to the congressional hearings and
these complaints which we have issued with these orders, that the
surveys were pretty well accepted as the gospel, you might say, sir.
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I do not think they will be accepted so much as gospel any more,
unless some great changes are brought about in the way that they are
going about their methodology, sir.
Mr. Moss. I listened the last couple of days to representatives of
many networks and I did not find many backsliders in the group.
This religion seems to be firmly planted.
Mr. DIXON. Iam hoping that the smaller guy will be the doubting
Thomas sir.
Mr. Moss. The smaller guy does not, have much chance if the bigger
one, in this instance, wants to regard this as the true measurement.
Mr. DIXON. The smaller stations pretty well have to compete with
other stations. Networks do not have to worry about stations—they
just worry about other networks.
Mr. Moss. Stations are dependent upon national advertising to a
very major degree.
Mr. DIXON. And upon networks for amajor portion of their income,
sir. Yes, sir; Iunderst and, sir.
Mr. Moss. And then even in their negotiation with the networks
for the continuation of the affiliations, the matter of how they stack up
on the surveys is an important one.
Mr. DIXON. Well, I do not know where we are, sir. We have this
broad law and power down at the Federal Trade Commission to require truth, in asense.
Now, we have tried to do that job. Now, whether someone can
take truth and turn it around as an instrument remains to be seen.
In the wrong hand, I assume. maybe it could happen. But if it
does happen, sir, we would welcome the complaint. I would suggest
to those parties that. read this record, when this happens they just
pick up their telephone and call me or one of the members of this
Federal Trade Commission and let's take a look and see whether
truth is being abused, sir.
Mr. Moss. Sir, Iwould respectfully suggest that having found out
that the basic tool is faulty, you would make it your business to be
interested in the use of that tool beyond the point of the first buyer.
Mr. Dix«. Iam so interested.
Mr. Moss. And not wait for the complaint.
Mr. Ihicoisr. I am interested, sir, but Iusually like to have astarting point. When we get 7,000 complaints ayear, we must try to use
the funds that Congress gives us to produce the greatest public interest,
and usually we get pinpointed complaints.
Mr. Moss. Here I think there i
s a great public interest, because
what these advertisers determine to sponsor finally ends up on your
viewing screen as what you get.
Mr. DixoN. Iagree with that, sir.
Mr. Moss. And Ithink there is avery persuasive need here to be
concerned with about as broad a spectrum of public interest as you
will encounter in the Federal Trade Commission.
Mr. DIXON. A false survey has the same evils in it, Iguess, as payola
has.
Mr. Moss. But this goes to all the programs and not just to those
adaptable to payola.
Mr. DIXON. That is correct, sir.
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I assure you we will be as diligent as we can, sir, and shall make
some periodic checks of this. If anything comes to your attention,
Iknow that you would send it to us very quickly.
Ithink that if something cooks up hero
Mr. Moss. Ihope that you are more alert than Iam.
Mr. DIXON. Well, we get enmeshed in our problems and sometimes
some of these things may be happening very close to us and we do
not see them because we are not looking—we're looking somewhere
else—but Iwould certainly hope that those members of this industry
who feel that this is being abused will begin to look at the law of the
land and turn to the law of the land for protection, sir.
Mr. Moss. Mr. Chairman, that is all the questions Ihave.
Mr. YOUNGER. Mr. Dixon, originally, when the Commission entered
into this case, where did the complaints come from to cause the start
of an investigation?
Mr. DixoN. They came right straight from the congressional hearings that were taking place, by both this committee and the committees over in the Senate.
Mr. YOUNGER. You mean they filed the complaints with you or you
picked them up ?
Mr. DixoN. They referred the matter there for attention and study
to determine whether there was alaw violation of our Act.
Mr. YOUNGER. They were turned over to you by both the Senate
committee and this committee?
Mr. DIXON. This is not uncommon, sir. The committees that hold
these hearings do this and much of the work that we do comes from
these hearings, sir.
Mr. YOUNGER. That is what originally started your investigation?
Mr. DixoN. This is correct, sir, and when Icame in as chairman in
March of 1961, Igot inquiries both from the staff of this committee
and the staff of the Senate committee and Ihad no special knowledge
of it because I had been up on the Senate working up there as a
counsel. But Iimmediately made inquiries of the staff and began to
try to determine where was the background of the matter and where
were we and why could we not get through. We drove those things
right up to where we had the investigations pretty well completed
by early 1962, sir, although they had been there.
But this was not asimple job, sir.
You see, the only way this system could be checked was to, in effect,
follow it all the way through to see if the fellow that was making the
survey got cold one night instead of going to the house out in the
suburbs and did not stop in an apartment house and make his survey
there, to see if methodology was being carried out, if you please.
Now, if it was not, what was it? It was just something that somebody imagined, or at least it was not at that point part of asurvey; it
was something else and nobody was being told that that had happened,
sir.
Mr. YOUNGER. Normally, do you start cases on your own or on
complaints ?
Mr. DIXON. Sir, we are not tied to the mailbag, although we get
about 7,000 ayear. Ican give you an example of this. We had probably acomplaint or two in one industry that resulted in 250 complaints
which we issued, sir, out of just one matter.
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But we turned to see if it was an industry practice and we broadened it far beyond the one that there might be acomplaint against.
This we are trying to do as amatter of course, sir.
Mr. YOUNGER. Now, if the rating bureau follows out all of your
instructions as to making known to their client that the rating is a
guess, everything which you require him to do, and it is passed on
to the advertiser but the advertiser has no other guess on which to
rely except this, is it not just as effective as though the rating bureau
did not tell him about the weaknesses of the report, if he has nothing
else to guide him?
Mr. DixoN. I have talked to many advertisers and advertising
agencies, the big people in this field. Ithink that they are going to
look at a lot of facets besides the surveys before they jump or place
something.
Now 1 there is nothing we can really do beyond this. We can say,
"Here is what is being handed to you; if you want to pay for it, you
are at least getting the truth."
Now, if adecision wants to be made upon that, what could we do?
What could anyone do ? And it certainly gives acompetitor atalking
point against the acceptance of such information, I would think. I
think you have interjected something new here, sir, by your hearings
and by these orders, Ithink something new has come here.
I do not know what will take place. But I think that there are
going to be alot of people walking all around these figures for awhile
and asking alot of questions.
Mr. YOUNGER. While the testimony here shows the importance of
the ratings so far as the broadcasting industry is concerned, do you
really think that the advertiser or the advertising agents feel that the
reports were absolute or final or correct in every way?
Do you not think they all had an idea that these reports were pretty
much about the best guess that could be made, but it was aguess?
Mr. Diicorr. Ihave no knowledge on that, but Irather doubt if they
knew that these were just guesse.s, or that there were this many errors
in methodology, inaccuracies.
I do not think they knew that; no, sir. They may have wondered
about it, but Ido not think they knew that. Someone was selling something and said, " You have this kind of a rating, an absolute rating,"
what do you have to question it with ?
An inaividual ?
Mr. YOUNGER. Ihave alittle difficulty, in reading your final item 6
in your order:
Using any technique or procedure in making measurements or compiling data
or reports that impairs the accuracy or reliability of such measurements.

Now, you start out with the premise that the measurements are unreliable, and then they are not accurate, and then in your last statement
you give credence to the fact that they may be accurate, but if they use
some method that might impair the accuracy of them, they have to disclose what that change is.
But as Iread this, it starts with the premise that the accuracy and
the reliability is there.
Mr. Dixoisr. Ithink that maybe the word " further" might have been
in there somewhere, but this No. 12 is after these absolute prohibitions,
perhaps some of them with limitations.
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It is rather the catchall here. There, in addition to all these things,
now, you have to stop using any technique or procedure in making
measurements or compiling data or reports that impairs the accuracy
or reliability of such measurements, data or reports, unless—unless.
Now, in other words, we are saying, you have to quit using one of these
things unless you want to tell the truth that you are using it.
Now, he has his choice. If he wants to stop it, he can stop it. But
if he wants to go along and use something that comes up with aphony
answer or aphony thing, he has to say, "This is phony; this is aguess."
If he can sell that, that is what he has to sell.
Mr. YOUNGER. I think I can read English. I am not alawyer, as
you are. But Ithink Ican read English. When this says " that impairs the accuracy or reliability of something" you are assuming in the
first place, that it has accuracy or reliability. Otherwise you could not
impair it. After all your statements and. all the things you say he is
doing which is unreliable and inaccurate, then you go right back and
make astatement that this is accurate and reliable, but if he does anything that harms that reliability or that accuracy, he should make it
known.
Mr. DIXON. Ido not read it that way, but Iwill tell you the purpose
we had in mind, sir.
Mr. YOUNGER. Iknow the purpose you had in mind.
Mr. DIXON. We had the purpose in mind of catching anything else
that we did not know anything about at this time. If we missed it, we
got it in that language. It is in there.
Mr. YOUNGER. Following that, let me tell you of the complaints that
Ihave had with your decisions and Ihave had some just recently from
constituents and constituents from another area.
It is that after you make your decision, they cannot find from your
Commission what they should do to keep out of trouble.
Mr. DIXON. Well, sir, this is like somebody saying this, we get this
complaint, and certainly they come to Congress. They say, "We just
cannot understand this order which says we have to cease
. and desist
from giving discriminatory prices."
They say, "We can't understand this; they don't tell us all the ways
we have to stop it."
Itell you, sir, Ican sit here and think probably of ahundred ways
to do it. We just say quit discriminating in price. That is what the
law says.
It is not mysterious; alot of people, if they worked alittle harder
staying inside this law, they would not be so mystified, in my opinion.
Mr. YOUNGER. That may be true, but if you were to say to me that
my process was accurate and reliable, but if Ido anything to tamper
with the reliability or accuracy of that, then Iought to tell them.
But I may not do anything to tamper with the reliability or accuracy of it, and Iam all right.
Mr. DIXON. He is going to be facing acompliance matter if he did
not do it.
If what he is doing is not an inaccurate thing, we ought not to tell
him, "stop that."
The CHAIRMAN. Mr. Brotzman ?
Mr. BROTZMAN. I will make my questions very brief, Mr. Chairman.
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How much time was consumed in your field inquiry ?
Mr. DIXON. Iwould have to go back and get my controller to run
that infernal machine down there to find out how many hours are in
it, but I would say considerable, five men's time, making some 450
interviews, chasing those people down, making computations—considerable.
Mr. BROTZMAN. Over what period of time, Mr. Chairman ?
Mr. DixoN. Iwould say 3years-21/
2 years, Iwould say.
Ido not
think this was fast enough, if that is what you are going to ask me.
Mr. BROTZMAN. Don't anticipate the questions. Iwill ask the questions.
Idid not ask that one, either. Imay not even ask it.
The next question ; you say hundreds of persons were interviewed.
Now, Ibelieve Mr. Tobin testified that 350 to 400 persons were interviewed, is that right ?
Mr. TOBIN. A conservative estimate, yes.
Mr. BROTZMAN. I will direct this to you, Mr. Tobin. Generally
speaking, where were these people located ?
Mr. Tosusr. Throughout the Northeastern section of the country.
Mr. BROTZMAN. Throughout the Northeastern section. In other
words, your investigation was not on anational basis ?
Mr. TOBIN. Well, to the extent that the headquarters of broadcasting companies and so forth, even though it is anational operation,
were in New York, the interviews would occur there, and similarly in
Chicago.
Some of the advertising agencies serving the West and Midwest are
in Chicago, and we conducted some of the interviews there.
Mr. BROTZMAN. Did you try to interview all known rating services,
or what standard did you use in this area?
Mr. TOBIN. All known rating services—well, initially, adetermination was made that the investigation should be conducted and we
investigated them without regard to their location, if that is the
burden of your question, sir.
Mr. BncezmAx. Did you only pick acertain size of rating service?
Mr. TOBIN. No; we picked those that had the most national impacts
and possibly the greatest public interest from the standpoint of competition. But we did get small ones, too.
Mr BROTZMAN. Could you tell me roughly how many rating services
you interviewed in your investigations?
Mr. TOBIN. Ibelieve it was seven or eight, sir.
Mr. BROTZMAN. Seven or eight?
Mr. TOBIN. Eight.
Mr. BROTZMAN. Do you have any idea how many rating services
there are?
Mr. TOBIN. Beyond those eight, Ido not know of any. There might
be some with some local impact, but we would not know about them.
Mr. BncerzmAN. You are leading into the area that Iam really interested in. Your investigation was directed more at the national rating
services, and not the impact at the local level, is that right?
Mr. TOBIN. On the contrary, Iwould say that the greater impact
of the investigation was addressed to the local activity, of national
services. For example, Nielsen's local services, the NSI, the local
surveys that they conduct. The industry does not break down into
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firms that concern themselves exclusively with local surveys and those
that concern themselves exclusively with national.
Nielsen, for example, is an illustration of afirm that concerns itself
with both. The investigation was directed toward Nielsen's activities
in local areas.
Mr. BROTZMAN. When you interviewed them, now, the statement
says that you were trying to determine factually, "the extent to
which," and I am supplying emphasis, "methodology, as established
in principle, was actually carried out."
Now, when you say "methodology as established in principle," is
that synonymous with "methodology as represented"?
Mr. Tonix. As revealed from the inquiries at the services, the headquarters of the services themselves. In other words, we established
first how they operated or purported to operate, and then conducted
a field inquiry to determine whether in fact, those operations were
carried out in the field.
Mr. BROTZMAN. All right. Now, the question Ihave specifically—
they carried their business out acertain way. They all have amethod
of operation. And I understand that. But were you interviewing
them to ascertain whether or not they carried it out as they represented it to those who would be relying on that particular service?
Is that what you were trying to ascertain ?
Mr. TowN. Yes, sir.
Mr. BROTZMAN. In other words, "representation"? It is what they
told the public or the people they were doing, they made statements
or represented they were doing business acertain way, and you tried
to find out if they were in fact complying with that representation?
Mr. ToniN. That is right.
Mr. BROTZMAN. When you say that those you investigated were
"generally helpful and cooperative", the word "generally" suggests to
me that there were some who maybe were not helpful and cooperative.
Is this correct?
Mr. TOBIN. No, it does not break down by firm. I guess it could
be said that every firm we dealt with was generally helpful and
cooperative.
Mr. BROTZMAN. You mean there is no exception to the fact, then,
they were all helpful and cooperative to you, is that right?
Mr. TOBIN. Generally.
Mr. BROTZMAN. This word "generally" is not going to hang us up
for long. Iam going to put it another way.
Were there some who were not helpful and cooperative when you
talked to them ?
Mr. TOBIN. Iwould say no.
Mr. BROTZMAN. Your answer is " No." OK.
Ido not want to get into an area concerning enses that may be under
consideration here, and with that statement, I notice your concern
over methodology, and I also remember another statement that you
were in fact still investigating.
Now, do you have any opinion as to whether or not methodologies
are improving, or the representation of methodologies is improving?
Mr. DIXON. We are going to find that out with these three very
shortly, because the compliance date is here. We have to find out
whether they are going to change methodology to where it is so cor-
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re,ct that it would stand up and be acceptable by any expert statistician,
whether or not it has not been corrected and they are carrying it out
as they did, and therefore must tell its deficiencies.
Mr. BacrrzmAx. Back to the scope of your investigation, Inote that
you have selected three companies here. Ithink you gave certain reasons for this selection in your statement. Iwould assume you do not
want to represent to us that there are not more that might fall within
this same scope, is that correct
Mr. Dixori. Iwould not want that impression, sir, to be left here.
There may be others that fall in here, and Iwould not want to leave
the impression that maybe these same three might not be being investigated from another aspect.
Mr. BROTZMAN. Ihave no further questions.
Mr. YOUNGER. Ihave just one question, Mr. Chairman, following
that.
You say you have investigated seven or eight, and you made complaints against three. Then are we to assume that the others that
were investigated and not complained against were performing an accurate and reliable rating service?
Mr. DIXON. No, sir, not completely; no, sir.
Mr. YOUNGER. I think that is all.
The CHAIRMAN. You do not agree with the head of the rating firm
as referred to by Mr. Springer as to the action of the Commission?
Mr. DIxox. Let us hope that we were not engaged in an asinine
operation when we did this, sir. We do nót think so.
The CHAIRMAN. I do not think so at all, Mr. Dixon. I think it
was a very objective operation. As a matter of fact, procedures in
the agency require, I suppose—it looks as if they do in all these
agencies on very important matters—a long, long time to bring
matters to a head. As you know, we have been concerned with
delays in regulatory agencies over along period of time. Isuppose
that if this thing had not been delayed on and on, it could have been
brought to a head long before this. And maybe more objective action could have resulted from it.
I think that the efforts of the Federal Trade Commission have
been laudable and commendable and have added to clearing this highly sensitive and most important problem.
Mr. DIXON. Mr. Chairman, there is one thing Ithink Ishould say
to you before I leave here. We have adopted some new procedures
at our place. We have a feeling that it definitely was the intent of
the Congress that we should give as much guidance as we can to
industry, and in that respect, one of the new tools that we have
promulgated is anew type of trade rule. We call it ageneral trade
rule, where after we have had a pretty good predicate for an action, if we think there are others in the field that need alittle guidance, that perhaps we could promulgate such a broad rule and by
this new procedure, then, if some transgressed, we would intend to
take care of the lag, because we would then issue acomplaint and take
notice of the record upon which that rule is predicated and issue
a show cause on the parties as to why they should not have an order like this. That is still before us.
If it is supposed that this committee should develop that there
are others in this area that need attention—if it was an alarming
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number, or something—this is before us. We have always hoped
in the past, as you know, that the agency actions, whether they would
be against a single member or not, would be accepted as guides
that others would voluntarily follow. This did not work out so well,
sir. People waited until their number came up.
The CHAIRMAN. Well, I think it is very commendable that the
Federal Trade Commission is anxious to be helpful to the industry,
and it should. I want to say that insofar as we can on this committee, we shall give our wholehearted cooperation in every way.
On the other hand, I have been rather firm, myself, in my feeling that the Commission should, just as you indicated a moment
ago, go only so far and your duty and responsibility did not take
you beyond that. I think that that is a very good principle to
recognize. And we are just as vigorous in our determination to
protect industry from the excessive power of an agency as we are,
when we can, to assist the agencies as they carry out their duties and
responsibilities.
Mr. Dix«. Yes, sir.
The CHAIRMAN. SO we shall be, at all times, I hope, vigilant on
this highly important and sensitive area.
The thing that is of great interest to me, as Ihave already said here
today, is how this great industry, as big and important and competitive as it is, can be so dependent upon one particular large group in its
operation, and be so satisfied with that service. I know there are
great and capable people in these industries, some of the finest have
been before us in the last 2 days, Ithink, and the most able that we
have in our country, in our business community, people that certainly
have the confidence of the industry. We have to regard them as of
that character. It is a little puzzling to me that people of that category will rely so heavily and become so dependent. Without knowing
more about it thus far, and particularly since these companies decided
in the latter part of the year, just before this Congress convened, that
it might be to their best interest to settle that matter down there in
your shop and agree to a. consent order—it is just an interesting
proposition.
Thank you very much on behalf of the committee for your presence
here and your testimony.
Mr. Dix«. Thank you very much, Mr. Chairman.
The CHAIRMAN. We have Mr. Sylvester Weaver here. He very
much wanted to get away today. Mr. Weaver is a former president
of the National Broadcasting Co., and is chairman of the board of
McCann-Erickson Corp., International, Ibelieve, at the present time.
Mr. Weaver, we are sorry that you have been detained. In view of
the urgency that you have to leave, and because of the committee's
desire to hear you, we shall, at this late hour, under the circumstances,
hear your testimony.
Will you be sworn?
Mr. W EAVER. Yes, sir.
The CHAIRMAN. Do you solemnly swear that the testimony you will
give will be the truth, the whole truth, and nothing but the truth, so
help you God ?
Mr. W EAVER. I do.
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TESTIMONY OF SYLVESTER "PAT" WEAVER, CHAIRMAN OF THE
BOARD, MeCANN-ERICKSON CORP., INTERNATIONAL
The CHAIRMAN. I understood from the staff that you have no prepared statement?
Mr. W EAVER. No, sir, I am here to give whatever information you
would like to have me give and then to answer any questions.
The CHAIRMAN. Have you submitted astatement to the committee/
Mr. W EAVER. No, sir, Ihave not.
The CHAIRMAN. Mr. Sparger?
Mr. SPARGER. Mr. Weaver, in conversations with Mr. Richardson
and me, among other things you said, "The industry has become
mostly interested in the numbers, and it is ashame that television has
gone downhill to the 'B' picture programing in order to make more
money and appeal to the ratings."
You further said, "There is an overemphasis on ratings in all or
most of the industry today," and that "in some cases the emphasis is
very great."
hat sort of effect has this actually had upon the industry in television programing, this overemphasis on ratings?
Mr. W EAVER. The rating system, of course, is necessary in the
advertising business, since you have to have some sort. of ahead count,
since what you sell as a broadcaster or what you buy or sell as an
advertising man is also circulation. There are some other values,
but the primary value is circulation, which, of course, means people,
the size of the audience.
What has happened in radio, going through the whole span, with
the early Crosley ratings, and the Hooper ratings—those were radio,
but in television, Hooper came in, too—those ratings all worked.
But since the beginning, many of us have always felt that they were
very limited, and we would take into account the basic high margin
of error.
•Suppose, if you got arating that was a25, you did not pay too much
attention to it in terms of its being 26-24. This is now aprofessional
evaluation.
I am afraid that what has happened in the last 10 years is that
there has been an acceptance, particularly about Nielsen, with its
very small sample, with all of the problems that you were discussing
earlier, trying to follow the growth rate, trying to follow the mobility
of our society, trying to really get into group representation, to get
any kind of atrue sample.
This is a scientific matter which I do not feel I am competent to
discuss, except to say that I would never accept a projected Nielsen
figure as anything more than a relative figure with other Nielsen
projected figures.
So if you are buying, the error is probably fairly constant between
buying different shows, but the eventual cost per thousand, or something like that, probably is not very accurate.
I should say I feel exactly the same way about the rating services
of all the print surveying establishments. But why do men get into
this position? I am afraid it is because the true judgment is so
subjective, so difficult to grab hold of in terms of the business of
influencing people, advertising, that they have to rely on whatever
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they can see that looks like it is real, and they kind of talked themselves into the fact that it has more reliability than is really there.
Because actually, whether it is reading in anewspaper, which is a
starch figure, or aplayback of arating figure, it is all really aquestion
of, have you seen it or have you heard it? It is not aprovable thing
that somebody listened to and reacted to and had. The provability
of it is still very tenuous today, with all of the so-called modern
scientific methods.
It is easier to get the number of people actually watching the show,
and I think that Nielsen is a very accurate method, with certain
technical difficulties, like not telling us who is in the room while
the set is on—that is, the audimeter system is agood system. It does
not tell you if the man is really there. You get into these absolutely
incredible problems, as were brought out today, like 12 Audimeters
in radio doubling the rating of the National Broadcasting Co., which
shows you that you are in anever-never land, and it is just one step
from the entrails of the chicken at this point.
But basically, as we developed earlier television, we had the Nielsen's giving us a count per show, a very valuable figure from the
standpoint of selling a program, but we also had massive Trendexes.
This has limits, too, because alot of people do not have telephones.
But if you call up 5,000 while the show is on, while there are many
technical reasons why you cannot project that figure, you have a
pretty good idea as to its reliability within its limits.
We used to use them both.
Then the 30-market Nielsen came in and the Arbitron, so that that
particular method of doubling your ratings has gone out the window.
Then I think another thing is with all the troubles they have, an
acceptance of reliability of measurement methods, sort of keeps one
area out of the trouble you have in all the other areas, so there is
really no use in going after it, because it is relative.
In other words, let us say the Nielsen has proved to be utterly unabsolute. The fact is that in the top 10 shows, while the differences
may have a high margin of error, the same errors should apply in
fairly the same way. So if you are spending money for Coca-Cola,
the question you want answered is where to spend it. The Nielsen
is not really an accurate way to tell you, but there is not any real
accurate way of telling the cost per convinced consumer, either, so
that you are in the middle of a series of a kind of measurements in
which you are trying to get down to the real cost which is how much
did it cost to sell that new customer for your cigarette or your soap,
or something?
Or, in the case of just viewers, what kind of people did you attract
to your show? Take the breakdown, take the other rating systems,
and you can get a lot of very valuable information. The fact that
it is not very accurate, if you approach it professionally, while it
seems odd, is not very important. Because what it does show you is
extremely important.
It just does not actually measure the number of people. It is not
projectable to the American society, but it is very valuable to you as
ashowman who is trying to attract audience or put shows together in
certain sequences.
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I am thinking now of things like the regional breakdown, the A
market, the B market, the C market, the D market, the age groups,
the small families, the large families, the whole audience composition
factor.
And of course, most important of all, the cumulative audience,
which has always been the basic starting point, for me, since I first
learned the truth about ratings, frankly, in the first major New
York job Iever had when Igot back to New York from California,
where Iknow some of you are from. This was aGallup check that
we made at Young and Rubicam, when Iwas doin g the "Fred Allen
Show," in which you asked people, do you listen to the "Fred Allen
Show ?"
Almost three-fourths of the total population said they never missed
it, in effect. Well, the Crosley rating in those days was running 20
to 25. So it became obvious that people never did what they said
they did, which we should have known anyway, but said what they
thought they did. What they thought they did was listen to Fred
Allen every week. Working on that premise, I have never varied,
during my career, from listening to people when they said what they
thought they did and measured it against what they were likely to do,
and what you know they are likely to do, knowing their needs and
aspirations, and what not.
So in a long-way-around answer to those questions, I think the
measurement methods are extremely valuable, overly stressed, inaccurate, but necessary.
Mr. SPARGER. There was a situation in relation to "Matinee Theater" which you discussed with Mr. Richardson and me, where the
show was canceled basically on the ratings, and there was a tremendous audience response. Would you recall that?
Mr. W EAVER. You mean an audience response from the viewers?
Mr. SPARGER. From the viewers, yes, sir.
Mr. W EAVER. Well, that "Matinee Theater" was a big daytime
television project, where we were trying to answer this question—
again, it got to cumulative ratings. If you take the cumulative rating,
which is the basic important rating, as against the per program rating,
the thing that most of the fellows have been talking about here is
really not the important element; it is valuable in many ways. But
the important element is really, how many people do not like that
show? That is the important element.
If you take a show and the cumulative rating is the number of
people who watch it often enough to be considered viewers to the
show, they would know it, they would be familiar with it, they would
watch it once a month. If you subtracted that number from 100,
that shows you the number of people who do not like the show, because they are not watching it because of having other interests, because of it's being on at night, the time of day it is on, and so on.
In the daytime, you can take the whole of daytime television, take
the cumulative of soap operas. Lots of women do not like soap
operas at all. That is important, you know. You get that from
ratings. Whether it is accurate or not does not matter within 20
percent, because half the women do not want to watch soap operas.
Then you take the people who do not want to watch personality
shows, game shows, and you have 35 percent of the women who do
99-942--63—pt. 1--12
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not want to watch daytime television until you do something about it.
This is the thinking behind "Today," in the morning, which is really
for men, or the "Home Show," which was really for advertisers, because there was a lot of money getting away from the advertisers,
because that show screamed out what women were interested in, children, home, garden, beauty, fashion, aspecialized audience. It treated
them specially. The ratings on that, as in the case of "Matinee,"
were not as high as some of the other shows, but it was not the heavy
viewing daytime women, it was anew audience—more valuable, really.
Again, the rating evaluation is not the important one in this case.
"Matinee" was a nighttime quality, 5-hour dramatic show that we
did as a major project, really, to develop talent—new stars, writers,
actors, and so forth. We sold it to advertisers on the basis that they
really ought to have some blue chip association in the daytime with
all the money they were throwing into all this stuff, because somewhere along the line, the American woman might suddenly say,
"Maybe Ishould buy something a little higher grade."
This was agood story and it worked, and we were sold out on that
show for quite awhile. As amatter of fact, it was after Ileft that it
was dropped. The problem with it undoubtedly was, again, acomptometer evaluation rather than the application of intelligence to the
problem.
There is adifferent way of approaching these things than just counting heads, dividing by numbers.
Because each one of us, as I am sure you realize, is many, many
people in one. Your mood is different depending on the days and the
nights; tonight, held over because of me not wanting to spend 1day
down here, you will be more tired and less likely to want some rewarding, demanding, perhaps difficult show to watch tonight. If you had
closed on time, you might have been in amood to go and do something
more difficult. Nights of the week, days, time, sequence of shows, all
of these things have atremendous bearing-. The mood of the people,
the anticipation, or the blank-eyed, moronic stare in the seventh hour
of continuous viewing and flipping with the thing in the chair, where
you do not even get up—these do not all come out with the numbers.
And yet they are basic to the business we are in, which is the attraction
of people, what kind of people they are. That is why the study you are
having is important, because the pressure of just numbers goes against
the very first basic premise that is down in the old NBC policy book,
which says:
Never let television get into the terrible, terrible example of the motion picture business where, betrayed by their box office dollars, they let their business
just go away from them until 85 percent of their money comes from teenagers.
Because they did not pay attention to the needs of the American public in all of
its segments and try to program for that public.

We know from hi-fi records, from 25-cent bookstores, the cultural
explosion, we know all kinds of things about Americans and what they
want, need, will do. We got 30 million viewers for the "Sadlers Wells
Ballet" on television. That is the Nielsen figure, in this case accurate
enough, give or take 10 or 15 percent.
People will do thaw good things, but you will not get a ballet on
every week at the same time in competition with the spy story, the
detective story and the western, and get 30 million viewers. It has to
be done a different way.
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This is abit off the point, but it is to the point that the pressure of
numbers pushes everybody into more popular type shows and begins
to fail to serve more and more of the total 100 percent, or taking quintile studies—that is 20 percent each—you take the heavy viewers at
the bottom and go up to the light viewers and get the practically nonviewers in the top 20. This was not the case in early television. It
had enough commitment and new things going on so we got the top 20
and the next one and the next one. Now you have the bottom 60 making up most of the rating figures. This is a serious problem for the
networks, the advertising agencies, all of us.
Ithink it. is going to be. solved by the law you gentlemen passed last
year, 10 years late—an editorial aside—on the UHF situation. That
will give us competition in the major markets. That will immediately,
I think, begin to see the beginning of real program competition and
advertiser support of different kinds of operations, which are not possible under the networks, for the very simple reason, if you want to put
on aconcert and pay $ 150,000 an hour for your time, one., they will not
sell you the time, and two, you do not want to pay it for the kind of
audience you get for $ 150,000.
There are other solutions. They do not mean you will not need ratings. But the pressure of the ratings, the present service has helped
people disregard the light viewer, in my opinion, play more and more
to the heavy viewer, go more and more to the B picture diet, which is
not really admirable, not try to do all the things that this real miracle
that we have here can do.
I have been working abroad the last 4 or 5 years, and the service
that you see in Japan, Australia, England, Italy, the other countries,
while they do not have our great professional ability with major productions, they have abalance. The culture of those countries is being
seen by those people on television, whether it is the Kabuki in Japan
or the Old Vic or the Royal Festival Hall. There is away, whether
it is government network or whatever it is, there is a way that the
people of those countries, including the school children, are not deprived of participation in the basic national culture because of the
interplay of private enterprise elements that do not, necessarily start
with the public good, but on the contrary are in our best traditions of
fighting it out. It is all right to fight it out, but the leadership to be
sure we get into these other matters, or Government intervention to
be sure we get into abroader scope of coverage, is extremely important.
The rating's are, without any doubt, definitely in the picture, but leaving off the people who do not really understand anything about the.
ratings—I will not mention them by name, but many of them are
prominent. writers—admitting an inaccuracy of 20 percent in the
Nielsens, the fact is that it is arelative measure of the relative popularity programs, and it is important to have it used. If it can be improved so that instead of being 20 percent inaccurate, it is 2or 3percent inaccurate, as it, is supposed to be—and perhaps it is. I do not
happen to think it is, but perhaps it is.
As Isay, you have to get the games and probability scientists first
and move do'wn through that whole area of populace, and you know
whether the 1,100 sample will really work or not. But whatever it is,
it must be replaced by something else like that, and the real problem
will never be solved just by getting after the rating services. It will
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be solved only when we have genuine competition of attractions for
the American public on the facilities that will be coming.
The CHAIRMAN. If Imay interrupt, would you say then, or are you
not saying here that the lack of adequate competition in the broadcasting industry, and Iam sure you are referring to TV now—
Mr. W EAVER. Yes.
The CHAIRMAN. And because it is falling into agroove or asort of
rut here, that it will become more and more dependent upon the rating
situation for lack of anything else to take its place, and therefore,
broadcasters are becoming slaves to something that hardly recognizes
what is going on, and how we are falling into it ?
Mr. W EAVER. Yes, the rating effect is—well, it is not to increase the
attempt to get new, fresh innovations, program developments, into
television. It is to go the safe way, the copying. It has abad effect if
it is badly used. By that Imean slavishly used, where they do follow
these very, very absurd refinements of the ratings, through small number changes, all within the margin of error, or whatever you call it.
The CHAIRMAN. We have heard from three networks in the last
3 days—TV networks. We have listened to them and they vigorously support this as aprocedure which is highly satisfactory to them,
and they insist that it is one of several things that are used as
guidelines in their decisions. But I am impressed by the fact that
when it is all summed up, the decisions come right back to the
rat ings.
Mr. W EAVER. They are still in show business in many ways, and
the hit is the important thing in that business, and no one can really
tell on judgment until the curtain goes up and you put the show on
the air and the people react, whether it is bad. It may be well intentioned, but whether it is a success, and there is nothing wrong
with a commercial success or a runaway rating hit. In tact, the
return of the big hits this year is going to help television a great
deal, I think, because the real threat was the last few years, where
all westerns against each other split the audience just enough so
that nobody was in any trouble. Now they are in plenty of trouble
and plenty of trouble usually means they will open up the program
situation more and try to find other different hits.
This is again abit on the technical side, but as Isay, ratings you
have to have. You cannot measure the size of audience except with
measurement methods. They may be inaccurate, but if you have
to go back to the telephone check, that is not bad, you know.
As I say, if you start calling up thousands of people all over the
country at agiven hour, you will find out something about what they
are doing. It is not projectable.
That is the trouble with Nielsen and the 1,100 sample. They have
gotten into the position now where there is an acceptance of it as
an authentic projectable figure with all of these refinements of tenths
of points, that I think is a bit childish. I mean they, themselves,
in addition to being forced to say these are estimates, ought to know
they are estimates.
'Ve who are in the business Iam sure all know they are estimates,
but again, with all the other problems, you do not go around trying
to persuade your client that the one reliable thing that looks like it

BROADCAST RATINGS

177

is safe, that you can talk about, is not safe, either. It is not human
nature to work that way.
The CHAIRMAN. Well, of course, it can determine the success or
failure of the program, can it not'?
Mr. W EAVER. Yes, and it should, with all the inaccuracies. If a
program like "It's a Man's World," that they were talking about
today, gets on the air and people reject it, in terms of what it is
supposed to do, with its price structure—this is one of the problems
of the television service. There comes a point where special attractions which are well liked by small audiences—a small audience in
television terms is 10 million of us—that is not worth having time
on the air.
The example I gave you of 30 million at the ballet, to show you
the kind of business that still, unfortunately, exists, the big story
in Variety was—at that time, "I Love Lucy" and Arthur Godfrey
were on at that particular time period. The headline was, "Godfrey
and Lucy Clobber Culture," because they got 38 million people.
Now, Iknow the real story. Idoubt if amillion Americans have
been to aballet, and when 30 million watch for 90 minutes, it should
have been aheadline story that culture is ready, we are here, let's go.
Instead of which, because of the ratings, they said, "Culture Clobbered
by Lucy and Godfrey."
Mr. YOUNGER. Will the gentleman yield?
The CHAIRMAN. Yes.
Mr. YOUNGER. Iwould like alittle information. A while ago, you
said all of them are in plenty of trouble. Who are in trouble and
trouble of what kind?
Mr. W EAVER. I meant that CBS with its new comedy shows and
personality shows has jumped further ahead than they have ever
been, and .ABC has fallen behind in this season's audience measurements, and therefore, in this season's flow of money, and next season's
flow of money—you cannot any longer keep renewing the old, nice
B pictures made out there in Hollywood that are not much different
from the other ones, because of the fact that no one is going to buy
them if there is achance that ahit might be available.
Therefore, where ayear ago, let us say, you might buy one or three
shows against each other, all of which look like they might do ashare
of around 30 or something, and there was not too much difference
between the best and the worst, now you can buy ashow that might
be twice as good as the first one, for about the same price. This causes
consternation all over. Clients do not like to be on the side that buys
the worst show, and the agency loses the account—ferment, you see.
This is happening now.
Mr. YOUNGER. You mean the agencies are in trouble?
Mr. W EAVER. It is not that they are in trouble. It means that the
safest way of walking in with Nielsens and projections and all that
is not possible any more. This is a good thing. Not for me personally, since I happen to run the television division of a major
agency, too. But your study is agood thing.
Mr. YOUNGER. That is all Ihave.
The CHAIRMAN. Mr. Sparger?
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Mr. SPARGER. Mr. Weaver, you were with NBC radio when NBC
radio had a guaranteed circulation plan. Was that plan originally
designed to be used by the television network?
Mr. W EAVER. I really do not remember that. But from the very
beginning, we discussed the potential of guaranteed circulation for
television, because it does give such tremendous capability for the
network to use a lot of innovations and new talent in programing,
because you make up for rating. You sell somebody a show and if
it fails, you make up the points adifferent way. It is not exactly like
magazine guaranteed circulation. We had a plan for guaranteed
circulation for television. We never put it into effect. I do not remember that we had guaranteed circulation while I was at NBC. I
think that was afterward. Ihad laid the groundwork for it on television, but Ido not think we had it on radio.
Ithink on "Monitor," for instance, which was my show, we sold that
by selling cumulative audience—that is, 10 announcements at 2points
each is the same as buying Jack Benny at 20 points 5years before.
Mr. SPARGER. That brings me to one other question. Can you get a
cumulative rating that would show you much in 6or 8weeks with a
television show ?
Mr. W EAVER. Yes, it could show you quite a bit. It really could.
Because you would have a4-week cumulative audience, and if you have
arating of 20 and your cumulative audience was only 30 at the end of
6weeks, you would know it had avery limited appeal.
Mr. SPARGER. In the case of Nielsen data, let us assume the show
was put on at the first of the season and it was decided it would be canceled say, 2months later. They would only have one NTI report; is
that correct ?
Mr. W EAVER. Yes.
Mr. SPARGER. Would that present an adequate cumulative?
Mr. W EAVER. In that case, it would be not so much your measurements that you would get to show that the show was in trouble and
would drop, not so much the cumulative audience. It would probably
be the downtrend of any coincidental survey or major market Nielsen.
It should be, if they really think the show has something, some kind of
special investigation—aTrendex audience check. anything.
Mr. SPARGER. A downward trend, would that. be several rating
points down or one rating point down ?
Mr. W EAVER. For afailure ?
Mr. SPARGER. Yes.
Mr. W EAVER. The downtrend ought to be, I would say, substantial.
With good publicity and agood opening rating, it ought to be down
20 percent to be aflop, unless it is against ahit. It might be agood
show against ahit, in which case it would go down 25 percent anyway.
Mr. SPARGER. One other question. Getting away from programing
for the minute, since you are. the only agency person we anticipate hearing, time buyers who buy spot television and radio announcements, do
they rely on ratings, even in some cases to the tenth of apoint in their
purchases?
Mr. W EAVER. I should be more aware of this, since it is under my
command, but Ireally am not the best witness on that point. Iknow
that, of course, spot buying is rating buying, nothing else. It is
either buying by gross points, by cumulative points, and there are other
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values you can talk about. But essentially, you are buying circulation
when you buy spot—position, time are factors, but you want the gross
tonnage delivered of 100 points in such and such atime.
Mr. SPARGER. Thank you very much.
Ihave no further questions, Mr. Chairman.
The CHAIRMAN. Mr. Howze?
Mr. HOWZE. Ihave one sort of general question.
In an essay which I believe was about drama, Samuel Taylor
Coleridge used the phrase, and Ibelieve Iquote him correctly:
A willing suspension of disbelief.

Do you think that phrase has any applicability to the state of
mind of the people we have been hearing from in the last 2days?
Mr. W EAVER. I really do not know why the research people have
accepted the Nielsen sample without more argument. As Isay, in the
last years I have not been in this country, I could not have cared
less about Nielsen, except owning some stock in the company, which
I will sell.
No, Iam kidding, Ido not own it any more.
But I am sure that out of this will come some changes. I must
say again, on Nielsen, that, for instance, although Iam not up to date
on this either, I know that their store operations that they do for
major marketing companies in this country are just fabulous, and
without it, major consumer goods companies would be really hardpressed to know how to run their companies. So if there are flaws
developing in your studies on this matter of the Nielsen sample and
whatnot., you will have to convince them, because Iam sure that they
believe that they are doing a very scientific job in terms of their
sample. And you will have to convince them that they are not.
The CHAIRMAN. Well, you heard the Chairman of the Federal
Trade Commission testify amoment ago that they came in and agreed
to aconsent order. If that is not convincing, Ido not know what it
would be.
Mr. W EAVER. He was not talking about the sample, just that it was
an estimate, you mean ?
The CHAIRMAN. Well, whatever various things are included in the
order to cease and desist. Of course, I amalso reminded that they
said that they did not do it, anyway. Iguess that will keep going on
for awhile.
Ithink probably the record should reflect, when were you president
of NBC ?
Mr. W EAVER. Iran the television network from 1949 to the 1956-57
season, under alot of titles. Iwas president in 1953, 1954, and 1955.
The CHAIRMAN. Evidently you worked for some other broadcasting
company before then, from what you said ?
Mr. W EAVER. I started with CBS in the beginning of radio, then
went to Young & Rubicam, then to American Tobacco, many other
war problems, then back to Y. & R., then with NBC.
The CHAIRMAN. Were you with NBC when you had what you referred to as the " Fred Allen Show" ?
Mr. W EAVER. No, I was with Young & Rubicam at that time, the
advertising agency. That was the time when the agencies really
took the power away from the networks. Then Imoved over with it.
The CHAIRMAN. In other words, you want to go with the power.
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Mr. W EAVER. Ilike to be where the operation is.
The CHAIRMAN. Well, you have been very closely associated with
these particular media in our country and with show business and so
forth, Isuppose, during all these years ?
Mr. W EAVER. Ihave been on all sides of the business, and I think
that is one reason why my approach is somewhat different from some
of the other fellows, because Iwas aclient for 9years, Iwas the head
of 2major agencies three times, and Iwas through all the early travail
in radio, which was quite similar to the early travail in television.
But having been through radio, we tried to change television so that
it would not come out the same way. Ithink we did.
The CHAIRMAN. On behalf of the committee, I want to thank you
for your appearance here today. Iam sorry we detained you longer
than necessary.
Mr. W EAVER. Iam sorry Ihave made you stay late, Mr. Chairman.
Iappreciate your seeing me today.
The CHAIRMAN. Ihope we have not caused you too much inconvenience.
Mr. W EAVER. Not at all, Mr. Chairman.
The CHAIRMAN. We are in recess until tomorrow morning at 10:30
a.m.
(Whereupon, at 5:45 p.m., the committee recessed, to reconvene on
Thursday, March 7,1963, at 10 :30 a.m.)
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HOUSE OF REPRESENTATIVES,
SPECIAL SUBCOMMITrEE ON INVESTIGATIONS OF THE
COMMITTEE ON INTERSTATE AND FOREIGN COMMERCE,
Washington, D.C.
The special subcommittee met, pursuant to recess, at 10:30 a.m., in
room 1334, Longworth House Office Building, Hon. Oren Harris
(chairman of the subcommittee) presiding.
The CHAIRMAN. The committee will come to order.
The first witness this morning will be Mr. Peter Tewksbury.
Did Ipronounce it correctly ?
Mr. TEWKSBURY. Excellently. It took me 10 years. You did it
very quickly.
The CHAIRMAN. Will you be sworn, please?
Do you solemnly swear the testimony you give will be the truth,
the whole truth, and nothing but the truth, so help you God ?
Mr. TEWKSBURY. I do.
TESTIMONY OF PETER TEWKSBURY, DIRECTOR, PRODUCER,
WRITER
Mr. TEWKSBURY. My name is Peter Tewksbury. Until recently
I have been producer and di rect
or ofa t
el
evi
si
on series called "
It's
aMan's World."
The CHAIRMAN. What is your address?
Mr. TEWKSBURY. My address is Los Angeles, Calif., Box 12—AA.,
Route 2.
The CHAIRMAN. Are you in business by yourself, now, or with
someone ?
Mr. TEWKSBURY. No, sir; I am presently working with MGM on
the direction of a feature picture entitled "Sunday in New York."
That is afree plug.
The CHAIRMAN. You said that until recently you were the producer
of "It's aMan's World."
Mr. TEWKSBURY. Yes, sir.
The CHAIRMAN. Does that mean that someone else has taken over
the production of it?
Mr. TEWKSBURY. That means the production of it ceased rather
arbitrarily and suddenly.
The CHAIRMAN. I think it was referred to yesterday as going off
next year.
Mr. TEWKSBURY. Yes, sir. It is off now. The last program was
on January 28.
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The CHAIRMAN. Are you the producer of "Father Knows Best"?
Mr. TEWKSBURY. No, sir, Iam the director of that.
The CHAIRMAN. YOU are the director of it.
Mr. TEWKSBI7RY. Yes, sir.
The CHAIRMAN. Can you vouch for the fact that that is the truth?
Mr. TEWKSBURY. Ithink Icould support that all right.
The CHAIRMAN. That father knows best ?
Mr. TEWKSBURY. Oh, that father knows best. Well, by knowing
less he sometimes knew best.
The CHAIRMAN. Do you have a further statement you would like
to make ?
Mr. '
TEWKSBURY. Ido not have a prepared statement other than a
letter that Isent to Mr. Sparger. If you care to read that for your
help, that is fine with me.
The CHAIRMAN. Mr. Spargrer ?
Mr. SPARGER. Mr. Tewksbury, when did "It's a Man's World" go
nn the NBC television network ?
Mr. TEWKSBURY. September 17, 1962.
Mr. SPARGER. When were you notified that the program, "It's a
Man's World" would be canceled ?
Mr. TEWKSBURY. Definite notification came on December 3.
Mr. SPARGER. Did you have an indication prior to that time ?
Mr. TEWKSBURY. About a week earlier than that we received what
Iguess could be easier termed an uneasy attitude from the network
when they asked for a postponement of their option date to pick up
for the production of more shows beyond that which we were doing.
Mr. SPARGER. Who notified you of the cancellation or the impending cancellation ?
Mr. TEWKSBURY. Iwas told by Mr. Walter Scott, vice president of
NBC.
Mr. SPARGER. What reasons did Mr. Scott give you for cancellation
of the program, "It's aMan's World"?
Mr. TEWKSBURY. There were three reasons: One, that it had alow
rating; two, that there was unrest among the sponsors; and three,
that there was nervousness among the network affiliate stations.
Mr. SPARGER. Mr. Tewksbury, when Mr. Scott referred to unrest
among the sponsors, from your experience in the industry, what
would this relate to?
Mr. TEWKSBURY. The ratings.
Mr. SPARGER. And when you referred to nervousness among the
affiliates, what would this relate to, sir?
Mr. TEWKSBURY. The same thing, the ratings. That is the only
thing, really.
Mr. SPARGER. Tell me this, sir: What kind of promotional budget
did they have for "It's aMan's World"?
Mr. TEwilsnunv. To my knowledge, there was no specific budget.
Mr. SPARGER. Had you had promotional budgets for the shows you
were associated with before ?
Mr. TEWKSBURY. Oh, yes.
Mr. SPA RGER. Were they adequate or large ?
Mr. TEWKSBURY. Ithink they were adequate. There was no attempt
to force the "sell" but there was adequate effort to bring it to the
attention of the public, anyway.
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Mr. SPARGER. How much promotion was done relative to "It's a
Man's World" ?
Mr. TEWKSBURY. They did the normal things, such as contacting
newspapers, syndicated colunmists, et cetera, editors of television
columns, and passing out information about the program by mail and
asking them to come in for specific interviews.
The also did on the air promotional spots which we put together on
film clips.
Mr. SPARGER. You were also associated with at one time "My Three
Sons" ?
Mr. TEWKSBURY. That is correct.
Mr. SPARGER. What was your position ?
Mr. TEWKSBURY. Iwas producer- director of that show.
Mr. SPARGER. Comparing the amount of promotion done by the network in relation to "My Three Sons," what percentage of that promotion for "It's aMan's World"—how would you relate these two?
Mr. TEWKSBURY. Well, just as a guess, without being able to be
that specific, really, on that question, I would say that maybe "It's a
Man's World" got 5or 10 percent of what we got on "My Three Sons."
Mr. SPARGER. What is the effect, in your opinion, from your experience of promotion of ashow ?
Mr. TEWKSBURY. Well, I think that is an excellent way to buy a
good rating. In fact, Ithink it has been pretty true all throughout,
that if you want to get agood rating, you will lure yourself abunch of
publicity men, and by golly, there is your rating for you, if you are
willing to spend that kind of money.
Mr. SPARGER. To your knowledge, do you know if any stars or program producers have required that certain promotional budgets be
provided before they will put their show on the network ?
Mr. TEWKSBURY. Well, it is acommon practice to require that, and
believe me, Icertainly will the next time.
Mr. SPARGER. How many Nielsen national television index reports
were out during the period between the time " It's a Man's World"
went on the air and the time it went off the air—the time it was
canceled ?
Mr. TEWKSBURY. Well, to my knowledge, the national rating—there
was only one at the time we were notified.
Mr. SPARGER. That is, the national rating
Mr. TEWKSBURY. Yes, sir.
Mr. SPARGER. Now, what period was that rating for ?
Mr. TEWKSBURY. It covered the period of September 15 to October
15.
Mr. SPARGER. Was "It's a Man's World" on every week during
this period?
Mr. TEWKSBURY. No, sir, it was preempted the third week.
Mr. SPA RGER. Why was it preempted, sir?
Mr. TEWKSBURY. There was a network public affairs program,
"Mississippi," an on-the- spot, live show that they felt was important
enough to preempt the show.
Mr. SPARGER. Would you say, sir, as aresult of its not being on the
air that week that this would depress the cumulative audience for
the show in the report?
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Mr. TEWKSBURY. No question about that, particularly at that point
in its happening.
Mr. SPARGER. Do you know, sir, how many of the Nielsen multinetwork area reports were out in this period., between the time the
show went on the air and the cancellation ?
Mr. TEWKSBURY. Ithink eight.
Mr. SPARGER. Was the show on during all of the eight periods which
they measured and reported?
Mr. TEWKSBURY. No, sir; aside from the one that Imentioned that
it was preempted in the third week, it was preempted in about 50 percent of the major population areas on November 5, the night before
election.
Mr. SPARSER. What effect do you feel, from your experience, that
these preemptions would have had upon your ratings?
Mr. TEWKSBURY. I think it is a very material effect, particularly
on the kind of show this was, that required watching over a period
of time and not just being able to understand it or even like it the
first time.
Mr. SPARSER. How many of the Nielsen 30 markets which it measures for its fast report was "It's aMan's World" shown in as scheduled by the network?
Mr. TEWKSBURY. Well, I know it was not shown in Memphis at
any time and that in Miami, it was delayed to 5 o'clock Saturday
afternoon.
Those two, Iknow. Iam sure Miami did not even know it was on
the air.
Mr. SPARSER. Would you say this would have an adverse effect
upon your rating ?
Mr. TEWKSBURY. Oh, yes; it must have. I actually never got too
deeply into the 30-market report, being mostly associated with the
24-market report.
We seemed to come across it mostly, anyway.
Mr. SPARSER. Are there other cities that you are not certain about
whether you were carried at the network scheduled time?
Mr. TEWKSBURY. Yes, there are some I do not know about. I do
not know about New Orleans and Ido not know about Nashville, and
Iam not too sure about Denver. Of course, Denver is not in the list
anyway, so it does not make any difference.
Mr. SPARSER. Let me ask you this, sir. The time period in which
"It's aMan's World" is scheduled, what sort of share of audience did
you have, normally?
Mr. TEWKSBURY. I am not too clear on the exact figures. It wad
somewhere in the neighborhood of 22 to 27, in that area. It started
off alittle stronger than that and settled down into that area, Ibelieve.
Mr. SPARSER. What sort of competition did you have against your
program, "It's aMan's World".
Mr. TEWKSBURY. We had two panel shows opposite us, "I've Got a
Secret" and "To Tell the Truth" and an hour-long western called
"Cheyenne."
Mr. SPARSER. In the light of the testimony of Mr. Weaver yesterday,
do you feel that you were providing, with this program—since there
was aformat western on one network and format panel shows on the
second network—aservice to the live viewers or do you feel your pro-
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gram contributed substantially to providing for the American people abalanced program during this period ?
Mr. TEWKSBURY. I do not know what Mr. Weaver said yesterday,
but Ifeel it did perform that function, yes.
Mr. SPARGER. '
What is the effect of the time period in which you are
scheduled on arating?
Mr. TEWKSBURY. A great deal, obviously; something I have gone
into very deeply, as amatter of fact. If Iam going to continue in this
business, Ihad better know what controls it and why. The time slot
of 7:30 nationally for us was not good for the kind of show we were
doing, as it proved out, particularly since in the whole Midwest chunk
of Nielsen cities, it was on at 6:30. That is an almost impossible time
to get involved deeply in a television show, and 7:30 is just about as
bad.
Mr. SPARGER. Did NBC approach you about rescheduling your show
into adifferent time period ?
Mr. TEWKSBURY. No, sir, it didn't.
Mr. SPARGER. Was it ever suggested that it might be rescheduled
against different competition on another night ?
Mr. TEWKSBURY. They never brought that up.
Mr. SPARGER. Did NBC make any effort to change either time period
or day of your program ?
Mr. TEWKSBURY. No, sir; they did not.
Mr. SPARGER. Do you think possibly in alater time period or adifferent time period on adifferent night against different competition,
there might have been amaterial change in your rating?
Mr. TEWKSBURY. Yes, sir, Ido.
Mr. SPARGER. If there had been a material change in your ratings,
do you think your show would have been canceled ?
Mr. TEWKSBURY. NO, sir, Idon't.
Mr. SPARGER. In your experience as a producer and director and
from your vast knowledge of the industry, are you familiar with other
instances where networks have canceled shows specifically on ratings
without making any effort to reschedule them ?
Mr. TEWKSBURY. Not personally, no. I know it must have happened along the line, but Ireally do not know.
Mr. SPARGER. What would you say as a producer and director the
importance of arating is? Could you expound on that for amoment,
sir ?
Mr. TEWKSBURY. Well, I would say that the entire television industry is completely controlled by the Nielsen rating.
Mr. SPARGER. Ithink that is pretty clear, sir.
Ihave no further questions, Mr. Chairman.
The CHAIRMAN. Mr. Moss, any questions?
Mr. Moss. Ihave no questions.
The CHAIRMAN. Mr. Springer?
Mr. SPRINGER. Mr. Tewksbury, I was not here, but I think I got
the general tenor.
Have both of your shows, "Father Knows Best" and "It's a Man's
World," been taken off?
Mr. TEWKSBURY. No, sir; actually, "Father Knows Best" is in reruns right now and has been for a couple of years and "My Three
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Sons" is still on the air and still being shot. Iam not, connected with
it any more.
Mr. SPRINGER. You are not connected with either one?
Mr. TEWKSBURY. No, sir. Idid the last "Father Knows Best" and
we stopped filming it. It was filmed for 6years and we stopped by
mutual consent.
Mr. SPRINGER. Did you produce this for NBC by contract ?
Mr. TEWKSBURY. "It's aMan's World," you mean ?
Mr. SPRINGER. "Father Knows Best."
Mr. TEWKSBURY. 1directed that and it was produced by Gene Rodney. It started off on NBC, then went to CBS, then back to NBC
again.
Mr. SPRINGER. And it is being shown in reruns now ?
Mr. TEWKSBURY. It is in rerun now on ABC.
Mr. SPRINGER. Rerun on ABC?
Mr. TEWKSBURY. Yes; they bought the whole flock.
Mr. SPRINGER. Is this done by a movie firm or filmed separately ?•
Mr. TEWKSBURY. No; it was filmed by Screen Gems under some kind
of partnership arrangement with Mr. Rodney's company.
Mr. SPRINGER. You make the statement here that this is entirely
controlled by Nielsen ratings. Itake it by that that what you actually
mean is that you have to have a very high rating regardless of the
quality program in order to stay on?
Mr. TEWKSBURY. That is right-, sir. In my opinion, that is the way
it runs.
Mr. SPRINGER. In your experience, is there anything else other than
Nielsen that really counts on ratings?
Mr. TEWKSBURY. Not significantly, no.
Mr. SPRINGER. I am talking now about nationwide TV and radio,.
Nielsen is the only one that is really regarded by the networks?
Mr. TEWKSBURY. In my own experience, that is true.
Mr. SPRINGER. And that is—
Mr. TEWKSBURY. That is symptomatic of how important it is.
Mr. SPRINGER. Just for the refreshment. of this committee—Iam not
going to extend this question—approximately what percentage must
a rating have in the prime hours from 7 to 10 o'clock in order to
qualify ?
Mr. TEWKSBURY. Well, Ithink you would be marginal, but safe, if
you could maintain a rating of, oh, in the twenties-22, 23, around
in there.
Mr. SPRINGER. In other words, a minimum would be in the low
twenties?
Mr. TEWKSBURY. Yes.
This, of course—excuse me for interrupting, but there are still a
few sponsors who will continue to foot the bill of aprogram which they
approve of and justifies the kind of thing they want to say, regardless
of ratings. There are very few, but there are afew who will.
Mr. SPRINGER. You are talking about the advertiser now ?
Mr. TEWKSBURY. Yes; Iam speaking now of the advertiser.
Mr. SPRINGER. Iam talking about the network, what will they do.
At what minimum level is the cutoff point for them ?
Mr. TEWKSBURY. That is hard to say. Ido not know that it is even
consistent. Ido not know enough about their policies to understand.
Mr. SPRINGER. You are talking about the advertiser now.
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Mr. TEWKSBURY. Yes; Iam speaking of aspecific program, with a
specific advert iser who sponsors the whole program.
Mr. SPRINGER. The wailing wall has already started. According to
Lawrence Laurent—Iam reading here:
ABC is doing a major overhaul—
s() it Says—
and probably will bring to an end such programs as "The Jetsons," "The Rifleman," " Going My Way," " I'm Dickens, lie's Fenster," " The Gallant Men," and
"77 Sunset Strip."

In what range would they be ?
Mr. TEWKSBURY. In the rating ?
Mr. SPRINGER. Yes; what rating range would they be in ?
Mr. TEWKSBURY. Idon't know, to tell you the truth. Iwould have
thought some of those would have been very high.
Mr. SPRINGER. I would have thought -77 Sunset Strip" would be
pretty high. In my home it is. anyway. 1am only one.
Here is one that does sort of shock nie and Iquote from Lawrence
La ti rent from t
he Washington Post:
The loudest moans, one may be certain, will come from those followers of two
of television's finest programs. These are " Howard K. Smith—News and Cornaient" ( 10:30 p.m. Sunday, ABC WMAL-TV), and the "Voice of Firestone"
(10 p.m. Sunday, same network and station). The fine programs attract too
few viewers, say the statisticians and you just cannot argue with the rating
book.

Is that apretty fair statement ?
Mr. TEWKSBURY. That you cannot argue with the rating book is a
very fair statement.
Mr. SPRINGER. In other words, that is actually what is taking place
in TV and radio today ?
Mr. TEWKSBURY. Ithink so.
Mr. SPRINGER. What Lawrence Laurent has said in this column is
fairly emblematical of what other responsible commentators in the
press believe?
Mr. TEWKSBURY. From what Iknow and understand, Ithink that is
fairly representative.
Mr. SPRINGER. And this is also what is commonly known among producers like yourself ?
Mr. TEWKSBURY. Yes.
Mr. SPRINGER. That is all Ihave.
The CHAIRMAN. Mr. Younger.
Mr. YOUNGER. No questions.
The CHAIRMAN. Mr. Brotzman.
Mr. BROTZMAN. If you do this again, you said you are going to do
more promotion, or get somebody to do more promotion. Would you
elaborate on that alittle bit?
Mr. TEWKSBURY. Yes; Iwould be happy to.
It is my feeling, accepting the premise that the rating is what you
have to get in order to stay on the air, one way and afairly sure way
of getting that rating is via the normal or abnormal areas of publicity
and promotion, so that, you are willing to put up enough money or to
allocate it in your budget when you are doing anew series or a new
show for promotion and publicity, you will almost, surely get a high
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rating on that show. Now, naturally, whether you keep that
rating—
The CHAIRMAN. Say that again, Iwant to hear that.
Mr. TEWKSBURY. If you are willing to allocate and use enough
money in the promotion and publicity of the show, you will almost
automatically get ahigh rating on that show.
The CHAIRMAN. Who are you talking about, " if you"?
Mr. TEWKSBURY. The producer of the show and his partners, whoever he is in business with. If he is in business with astudio, it can
be done by them. If he is in business with anetwork, it can be done
by them. But in almost all cases of high-rated programs, they have
had, coincidental with the producing of their show, apretty thorough
publicity campaign and spent agood deal of money on it.
The CHAIRMAN. Are you telling this committee that from experience
you have had, it is the promotion angle of agiven show that determines
the rating which is sent in by the rating services largely, instead of the
show itself ?
Mr. TEWKSBURY. Idon't think it can be made on quite that general
a level, but I think that is the major contributing influence to the
program's initial rating.
Now, whether it continues to get ahigh rating over aperiod of time,
Ithink, must have something to do with the program itself. But it
certainly is much easier to start high and stay there.
Mr. SPRINGER. Would you yield just so Ican follow?
Mr. BaarzmAx. Go ahead.
Mr. SPRINGER. This, then, is a problem of promotion between the
producer, the network, and the advertiser?
Mr. TEWKSBURY. Yes, sir.
Mr. SPRINGER. Those are the three main problems that get the program off the ground?
Mr. TEWKSBURY. That is correct.
Mr. SPRINGER. And it will probably get an initial high rating if
you give it a good forward program of advertising?
Mr. TEWKSBURY. Yes, sir.
Mr. SPRINGER. Thank you.
Mr. BROTZMAN. Back to the point I was driving at and this is all
related, but I want to be sure Iget the relationship that you append
to the initial promotion to the rating itself. Do you follow my
question ?
Mr. TEWKSBURY. Yes, sir.
Mr. BROTZ3IAN. Would you go ahead and expand in that area?
Mr. TEWKSBURY. As Isay, I think this is predominantly a matter
of the initial impact. Just to take an arbitrary show for an example,
there is aseries on the air now called "Beverly Hillbillies." It has had
many slings and arrows shot at it for various reasons. It also happens to be the highest rated show on the air and continues to get
higher. I do know that they, very wisely, I think, retained a large
force of publicity men for 6months in advance of ever going on the
air, and that show was a hit before anybody ever saw it, largely for
that reason.
Mr. BROTZMAN. This is the point exactly. In other words, the mere
fact that the promotion is done gets it off the ground rapidly before
anyone has ever heard or expressed any opinion as to whether they
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liked it or indicated via the devices that they have been tuning in on;
is this correct ?
Mr. TEWKSBURY. That is correct; before any critical evaluation
could possibly come out, that is true.
Mr. BROTZMAN. Now, this is the initial aspect of the thing.
M T. TEWKSBURY. Yes.
Mr. BROTZMAN. Now, would it be your opinion that continued promotion—
Mr. TEWKSBURY. Would help ?
Mr. BROTZMAN. Would help.
Mr. TEWKSBURY. Ido not say that it would make the difference, but
it would help. Ithink you would have to have something for people
to look at after awhile.
Mr. BROTZMAN. There has been some testimony presented to this
committee, up to this point. I believe the testimony was generally
yesterday that it was understood that about 1,100 homes have the devices in them that record the effect, or record whether or not they are
listening to aparticular program.
Now, do you think the continued promotion has the effect of causing
more people to listen or do you think that it is some arbitrary type of
opinion that creeps into the rating?
Mr. TEWKSBURY. No; Ithink that the promotion will then feed on
the higher rating and if you continued it, it would have the effect of
making more people continue to watch.
I think in some cases, even when they weren't really too sure
whether they liked it or not. It is like selling cigarettes, you say the
name often enough and people buy it. It is the same kind of massaimed promotional activity which can influence people to look at it because that is the thing that comes to mind at that time of day and
people tune it in.
Mr. BROTZMAN. What was your rating, once again, at the time your
show started to sag?
Mr. TEWKSBURY. Abysmal. Let's see, Ithink it got down to somewhere around 9 or 10 at the time it was canceled—that is about as
low as it got, and stayed down there in the cellar. It made a brief
flurry in December, but only up to about 12 and ahalf. It never made
asignificant climb.
Mr. BROTZMAN. At the time of the flurry, had you gone into any
promotional activity at that juncture ?
Mr. TEWKSBURY. Yes; we had. This was the immediate factor.
Imade afool of myself, Iguess. We complained loudly about being
knocked off the air when we heard about it on December 3, and the
rise in rating was the next week, December 17. It was very brief and
got taken over by the holidays, Ithink, right after that.
Mr. BROTZMAN. I want to be sure I understand that. After you
raised the need about going off the air and the fact that it was down,
did the network then put on aflurry of promotion, or who did this?
Mr. TEWKSBURY. No; Ithink we did all the noise by ourselves with
the help of the equally irate and unhappy columnists across the country, who volunteered, really. It was not an organized campaign.
There was no attempt to buy publicity. It was simply apretty spontaneous response from newspapers and out of our own office, really.
It did definitely go up the following week. I do not know whether
99-942-63—pt. 1-13
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completely as aresult of that. We were told the reason it went up was
because the Philharmonic was on against us and not the two panel
shows. Maybe that was the reason.
Mr. BROTZMAN. How many more points would you have needed
along toward the latter part to get into the win column instead of
losing ?
Mr. TEWSKBURY. Ithink if we had shown any change in an upward
direction that looked consistent, we might have been all right. I
think even as low as we were on those first seven or eight programs,
if there had in the course of the fifth, sixth, or seventh been a significant upward trend, even though it did not get very high, they
would have kept it on.
Mr. BROTZMAN. What would five points have done for you?
Mr. TEWKSBURY. Probably kept us on.
Mr. BROTZMAN. Then tying your testimony together, if 55 more
homes had recorded yes, they listened to your program, you would
have been in business instead of out of business on this show?
Mr. TEWKSBURY. Ithink so.
Mr. BROTZMAN. That is all Ihave.
The CHAIRMAN. Mr. Rogers?
Mr. ROGERS of Florida. Mr. Tewksbury, are there any discussions
that you know of that go on bet ween the rating services, say, and
the networks between the 1
intes the ratings are made ?
Are producers aware of this?
Mr. TEwKsounv. Not that Iknow of, no.
Mr. RooRRs of Florida. Producers are not brought in on that ?
Mr. TEWKSBURY. 1do not know Nvliet her they exist even, to tell you
the truth, discussions of that sort.
Mr. Roor.us of Florida. Do you know how often ratings are
made?
Mr. TEwKsontv. Yes; they are made on a fairly prescribed basis.
They make their fast rating every week.
Mr. Roof:Rs of Florida. They make one every week ?
Mr. TEWKSBURY. Yes; the so-called 24-market rating and the socalled 30-market rating are made every week. Then about every 4
weeks they make a national rating, covering more than just 30 principal population markets ami getting into more rural areas.
Mr. ROGERS of Florida. What. about, a rating that is given from a
particular radio station in aparticular conununity ?
M T. TEWKSBURY. That is alocal rating.
Mr. ROGERS of Florida. Yes. Now, are those ratings made. at a
time that is picked out with the local station, or how is that done?
Mr. TEWKSBURY. Yes; as far as I know, Ibelieve that is the way
that is done. At the time our program was canceled, there had been
no local ratings, that Iknow of, anywhere.
It usually takes them longer. Ido not know whether they do amore
thorough job, or it is just atougher area to cover in deail. They do
not usualy come out until mid-December on the local areas, so we did
not get, of course, too involved in the local ratings because it was all
over by the time they came out.
Mr. ROGERS of Florida. Would Nielsen, for instance, as far as you
blow, use their same contacts ?
Mr. TEWKSBURY. Techniques and methods, you mean ?
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Mr. YOUNGER. Do you have as good a signal in Kalamazoo as
WOOD and WKZO?
Mr. W ODLINGER. No, sir; We do not.
Mr. YOUNGER. Do you reach the Kalamazoo area with an acceptable signal ?
Mr. W ODLINGER. Yes, sir; WO do.
The CHAIRMAN. What signal, if you will pardon me?
Mr. W ODLINGER. I have an engineering map. I can tell you
exactly.
The CHAIRMAN. What grade signal is it, Imeant to ask.
Mr. W ODLINGER. It is a B sigmal. They had the decibel units on
it, sir, if Ican find it here; 47 decibel units goes south of Kalamazoo.
Our grade B or 56 decibel units goes just north of Kalamazoo.
I might add that I know that we have viewers because of some
telephone company incidentals that we have taken down there.
Mail response has been quite good from Kalamazoo. So we would
obviously have to have viewers to get agood mail response.
The CIIAIRMAN. Do you throw acity service over Grand Rapids?
Mr. W ODLINGER. Yes, sir; all three stations do grade A city service over Grand Rapids.
The CHAIRMAN. Thank you.
Mr. YOUNGER. Is the signal of WOOD and wKzo as good in
Muskegon as your si anal is in Kalamazoo?
Mr. W ODLINGER. Their signal is better. Ihad better qualify that.
WOOD puts agrade B signal into Muskegon, as does WKZO. They
both put good signals into Muskegon. They were the only service for
là years into the Muskegon area. So there is 100 percent reception.
Mr. YOUNGER. In other words, coverage of the three major markets,
Muskegon, Grand Rapids, and Kalamazoo, are about the same way
by each of the three stations?
Mr. W ODLINGER. With one exception. We have more of aproblem
in Kalamazoo because of the orientation of antennas that have been
on the existing homes for some 15 years because of the length of time
the stations have been there. So we have more of aproblem in Kalamazoo. They have no problem in Muskegon, Grand Rapids, or
Kalamazoo.
Mr. YOUNGER. And from that standpoint, there is no reason why the
market survey should not include all of that area for every station?
Mr. W ODLINGER. That is my point, sir.
Mr. YOUNGER. Because you cover it with the same type signal
reaching the receivers?
Mr. W ODLINGER. Yes, sir.
Mr. YOUNGER. Inotice you started your statement by saying you
were seeking apermanent license. You do not mean that, do you?
Mr. W ODLINGER. Yes, sir; this is one of the three stations in the
country that is operating on an interim basis. There are four competing applicants for this station that are involved before the Federal
Communications Commission in a comparative hearing.
Mr. YOUNGER. I did not know there are any such things as permanent licenses. Ithought they were only for 3years.
Mr. W ODLINGER. You are right, Congressman. I used this term a
little loosely. You are absolutely correct. We are even more interim
than anormal licensee.
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Mr. YOUNGER. What is contained on these diaries that people keep?
Mr. W ODLINGER. Ihave asample here. If you would care to see it,
sir, this is a. blank diary, in which they list time from 6a.m. every time
period by quarter hours all through the day and night periods.
A person is supposed to signify whether the set was off or on, the
call letters of the station which they are viewing, and whether the
persons that are watching are over 18, if they are men or women, or
teens or children.
They should cheek how many of each category. This is the type of
thing they keep.
They also place in here their age, and the following people who are
expected to be home most of the time. They want to know what the•
family size is and what the family does. But they do not get this
information, you understand, until this diary is returned.
Mr. YOUNGER. That is correct. Are these people who keep the,
diaries paid by the rating bureaus?
Mr. WomaxoEa. Nielsen, as I understand, pays them a dollar for •
the week for keeping the diary, and ARB pays them nothing.
Mr. YouNoim. You mean adollar aweek for staying home 12 hours
aday ?
Mr. WomixoEs. Ithink in fairness, they pay them $ 1for the week
to record when they are viewing within their home. I do not think
they expect them to stay at home as much as Iwould like to have them,
all stations there, 24 hours a day, watching television. But it is to •
record their habits. If they are home and the set is on, they are supposed to record in here what they saw, what station, how many people
were watching, what age group.
Mr. YOUNGER. When you reviewed these diaries, just, on an average,
how much of the time were the recorders at home?
Mr. W ODLINGER. Congressman, that would be awfully hard. There
was a great variance from one diary to the next. You get all sorts
of comments. Some would apologize because Aunt Mary was sick
and they were at the hospital. one lady was having ababy.
You yt
.'ould get the darndest comments.
It was interesting, some
parts of it. Ireally cannot give you any answers. There was agreat
variance.
Mr. YOUNGER. Kind of a family history, as well as TV viewing record?
Mr. W ODLINGER. You would get some of that. I agree with you,
taking purely my own feeling, because of some of the comments you
can read in these diaries when they let, you see them, that alot, of children keep the diaries if it is alarge home.
But the amazing thing was the older category of people keeping the diaries. Nielsen, you see, attempts to send the diaries to the same
families, survey after survey.
Mr. YOUNGER. Certainly at adollar aweek, they would not lose their social security by earning more than the required amount?
Mr. W ODLINGER. No; they would still be eligible, I am sure, Congressman.
-Mr. YOUNGER. Iget. more confused when Ifind out how these records .
are. kept as to the validity of the records.
Mr. W ODLINGER. Congressman, Iwould have to agree with you. I, .
too, get more eonfused. This is the first, time that I have been in a
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Mr. ROGERS of Florida. In other words, the same television sets
to make their local ratings?
Mr. TEWKSBURY. Ithink they obviously must have more if they are
making a local rating. I know that Houston, for example, its local
rating is based on 55 sets in the Houston area. This was told to me by
the Houston television station owner. That is the only one I know
about specifically.
Mr. ROGERS of Florida. If they give ratings for various stations
like Houston, they must use so much of the listening public and
project it ?
Mr. TEWKSBURY. Yes, sir.
Mr. ROGERS of Florida. Does the station know when they make
those tests?
Mr. TEWKSBURY. Specifically when?
You mean can they prepare their programing to take advantage of
the ratings ?
Mr. ItooEits of Florida. Yes, or advertise to get people to listen
to those stations.
Mr. TEWKSBURY. They know roughly within a 2-month period of
\
time, when the ratings are being taken. They are the customers, obviously. The station buys the rating. That is where Mr. Nielsen gets
his income.
Mr. Rtx;Eits of Florida. So if the station bought this rating service
to be rated in the community, they would know within acertain period
of time of the rating and they could advertise ahead of time to get a
listening public to build the rating up?
Mr. TEWKSBURY. Yes; Ithink they could.
Mr. leocwas of Florida. Do you think this is often done ?
Mr. TEWKSBURY. Yes; Ithink it is.
Mr. ROGERS of Florida. Is this atrue reflection of the overall listening public ?
Mr. TEWKSBURY. No; I do not, think that could be possible on the
,
basis the rating system works. I think its whole basis is such that it
,
would be impossible.
""\
Mr. ROGERS of Florida. This could give a false impression to ad' vertisers?
\\k x
Mr. TEWKSBURY. Yes; I thi nk it cou ld, they could be seriously
L eluded.
, r. ROGERS of Florida. And it would not be acorrect one ?
M .TEWKSBURY. No; I think it would be highly inaccurate. And
Ipre me they are intelligent men and they know that.
Mr. FOGERS of Florida. Thank you very much.
Thank you, Mr. Chairman.
The CHAIRMAN. Mr. Victor A. Sholis.
Mr. Sholis, will you be sworn ?
Do you solemnly swear that the testimony you will give to the committee will be the truth, the whole truth and nothing but the truth,
so help you God ?
Mr. SHous. Ido.
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TESTIMONY OF VICTOR A. SIM'S, VICE PRESIDENT AND DIRECTOR,
WHAS, INC., LOUISVILLE, KY.
The CHAIRMAN. Mr. Sholis, will you identify yourself for the
record, please?
Mr. S-Homs. My name is Victor A. Sholis. Iam vice president and
director of WHAS, Inc., in Louisville, Ky. It is the licensee of WHAS
radio, which went on the air in July of 1922, and the licensee of
WHAS television, which went on the air in March of 1950.
In television, we are affiliated with the CBS network, and since
last Monday, we have been affiliated with the ABC radio network.
Prior to that, for 31
/ years, we operated as an independent radio
2
station, and prior to that, we had been aCBS radio affiliate for some
28 years.
The CHAIRMAN. Is your association operated by the Louisville
Courier-Journal?
Mr. SHoms. Well, it is separately incorporated but the ownership
is the same.
The CHAIRMAN. All right, proceed.
Mr. Snoms. As abroadcaster, Ihave been deeply concerned about
the subject of your hearing for many years. The actual preparation
and compilation of ratings has been pretty much an impenetrable
mystery. Therefore, there has been no way to gage validity, reliability
or integrity. Nonetheless, the numbers produced have long been
adopted as the broadcasting industry's principal research and sales
tool—widely promoted and sorely misused.
I am sure many responsible broadcasters have welcomed the light
this committee has begun to focus upon this cloudy area of ratings
mystery. The Madow report lifted some of the curtains that we
have never been able to penetrate. The ensuing consent decrees have
illuminated other dark corners.
My only reason for accepting your invitation to appear here stems
from the hope that the perspective of station management might be
of some assistance to you in finally etching into sharp detail the actual validity of existing ratings and thereby inspiring substantial
improvement. As broadcasters, we have been unable to do this. It
should be done, however, for such improvement not only is urgently /
needed for the industry's business stability, but also involves, I feel/
,ere
important questions of public interest.
May Istate clearly that, in my opinion, resolution of this problem
does not require enactment of new law. I strongly recom men d
against it. Though not an attorney, it is my understanding tha,r ex i
st_
ing statutory provisions are more than adequate. This heareinz will
perform an adequately constructive service if it produces the evidence
that will compel effective administration of these existing regulations.
Broadcasters are obliged by the Communicatims Act to operate in
the public interest, being answerable to the Federal Communications
Commission for their performance.
This statement, Ishould point out, was written before the hearings
opened and prior to yesterday afternoon's testimony.
Furthermore, our attorneys tell me, all persons engaged in interstate commerce—including broadcast licensees, rating companies and
advertisers—are subject to the provisions of the Federal Trade Corn-
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mission Act, outlawing "unfair methods of competition in commerce"
and "unfair or deceptive acts or practices."
It seems to us that the FTC has ample authority to investigate, issue
reports and enforce cease and desist orders. Being familiar with the
Kentucky tobacco industry, Iam also aware of the FTC regulatory
technique of promulgating trade practice rules.
This, to me, seems law enough. More urgent is the need to illuminate, as your hearing is doing, clearly, specifically and in detail how
ratings are concocted and how they are used.
The issue before you is not anew one to the broadcasting industry.
Ratings have been cussed and discussed for many years.
In the summer of 1952, for example, the affiliates of the Nation's
then leading radio network devoted much attention to what role
ratings might have played in inducing the ailments beginning to
afflict that medium.
Addressing the affiliates, I contended at that time it was ironic
and tragic that—
after 30 years we still don't really know what radio is worth.
the research we've had, and have yet to get the research we need.

We've misused

During that 1952 meeting, Iinsisted that the advertisers knew that
radio still reached—
more people, in more ways, at more times. In more places and at lower cost than
any other basic medium, only they would like to be shown the evidence. And
In all the millions of rating statistics, we not only fail to produce it, we obscure
It.
No other advertising medium—
I

continued—

bas deliberately impaled itself, as have we, upon statistics that pit network
against network, station against station, hour against hour, minute against
minute. We've been so busy selling against each other that we never get around
to selling the merits of radio as an advertising medium. And the rating pocketpiece—our principal sales tool—fails utterly to contribute anything to that
knowledge about radio. Selling by ratings, as we do now, is just plain stupid.
It is a sales tool that misleads the advertiser to his own disadvantage and
certainly cheats us.

The fact that these hearings have to be held today proves not only
that the stranglehold ratings held on radio in 1952 has never been
broken, but now has been extended to embrace television. Actually,
it's even tighter in TV because the industry's radio experience gave
us the know-how to use ratings more destructively and extensively.
Efforts have been made to chart new paths in research—to replace
the numbers game with meaningful, valid, qualitative research measuring all dimensions of broadcasting.
In the winter of 1952, 11 radio stations in major markets undertook
such a research venture in association with our national sales representatives, the Henry I. Christal Co.
Here, as other witnesses have, Ihave to disclaim any serious personal competency in the details of research techniques.
Along with most broadcasters, Iam readily confused by technical
terms that are bread-and-butter language to statisticians. But it takes
no special skill to know you are ill and seek out acompetent doctor.
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Recognizing rating addiction as an industry disease, our search led
us to Alfred Politz Research, Inc. Among other accomplishments
which impressed us, his firm, which basically was not and still is not
a rating firm, pioneered the use of probability sampling in nongovernmental research.
These 11 stations asked Politz to provide broadcasters, advertisers
and agencies with afresh perspect ive on the radio medium, its inherent. values and characteristics.
We wanted him to concentrate upon the dimensions of radio and
not on any competitive statistics that might be of specific usefulness
to our individual stations. In short, we wanted him to depart from
the pattern of the industry's measurements which traditionally compared one broadcasting facility or program with another.
The Politz study was published in the summer of 1953. It represented asubstantial departure in that1. The first pages made full disclosure of all procedures and techniques employed that were relevant to a critical evaluation of the
reliability of the research.
2. In examining radio as amedium, it reported in terms of people
and not homes. How long overdue this had been became manifest
when the resulting evidence described radio as an indispensable and
universal medium with an unmatched ability to penetrate and reach
people wherever they were, indoors and outdoors.
In essence, the evidence portrayed radio as the "constant companion"
of an American people on the move. This could not have been divined
from the ratings of that day. Nor, peculiarly enough, from the radio
ratings of today, for, even adecade later, these are still done in terms
of homes rather than mobile people.
3. The Politz study stated it was based upon 4,985 personal interviews in 41 television areas throughout the country. There were no
reservations, qualifications, ifs, ands, or buts about it.
4. It met the full, rigid demands of research based on probability
sampling.
5. It measured listening wherever it. occurred—in cars, with transistor radios, on the beaches, wherever it happened.
This pioneering study produced asharp profile of radio as amedium.
Broadcasters, however, have a responsibility of providing advertisers
with additional information pertinent to their individual stations and
markets. This includes competent, meaningful circulation figures,
reliable data on the nature and character of its audience and ameasure
of how the audience uses the programs and how it regards the station.
Not a rating made has ever given the advertiser this basic data—
quantitative and qualitative.
In 1955, station WJR in Detroit, WGY in Schenectady in New York,
and our station, WHAS, commissioned Politz to undertake research
into these areas of major importance to us as operators and to advertisers buying our time. The results of this study confirmed the continuing vitality of radio as the constant companion of American
people—in the face of an exploding TV medium.
Next, the study discovered that people are much more selective than
ever supposed in their listening. In each market, listeners chose a
particular station as their favored companion from among the many
services available.
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'1'lle study proved the existence of very great differences between
stations when they were examined on each of the factors that influence
circulation and impact. Here was the kind of qualitative research
that provided meaningful information to station licensees and
advertisers.
Again, not arating statistic has ever been manufactured that could
furnish such useful information.
Now, what was particularly meaningful about the Politz studies
and the station circulation data they developed in 1955? Just the
previous year-1954—the Advertising Research Foundation had
warned:
Technically inadequate program audience size measurements can do more harm
than good, because they will frequently lead to unreliable estimates and wrong
decisions.

To guard against such—
unreliable estimates and wrong decisions-the

ARF specified the—

audience size measurement should be based upon a probability sample.

This was exactly the basis of the Politz sample. What further impressed us as operators was that, though based on a total sample of
1,227 personal interviews for just the WHAS area alone, this organization informed us that valid circulation figures could not be
produced for the fractional time periods then the rage. So it was
that WHAS circulation figures were tabulated in 3-hour brackets
throughout the broadcast, day.
In contrast, then, as they are still doing today, rating services offered
numbers that presumed to delineate total circulation in 15-minute
periods or even down to a specific minute. Though we could never
determine the exact sample size for these splinter ratings, we knew
they were substantially smaller than the Politz survey. This alone subjected them to statistical questioning. But lately your investigations
have disclosed a further serious delinquency—the ratings were not
based on atrue probability sample.
This, in light of the Advertising Research Foundation's warning as
far back as 1954 that circulation estimates based on nonprobability
samples fail the test of sampling bias and cannot be measured for
reliability.
Consequently—

declared that ARF report—
any confidence in the reliability of program audience size measurements based
on nonprobability samples must be based on faith alone.
Faith alone—

hardly the touchstone for investment of millions of advertising
dollars.
In subsequent efforts to persuade the radio industry that comprehensive research rather than ratings was imperative, additional Politz
studies on a station, regional and nationwide basis were made in
1956, 1957, and 1961. These made only modest dents in radio, and
fell upon completely deaf ears in television. Ratings were king.
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To avoid any misunderstanding, I am not promoting research by
Politz as the be-all and end-all of the problem. It is the quality,
character, reliability, and informative scope of that type of research
that Iurge upon the industry.
Unfortunately, economics preclude its being turned out three or
four times ayear, and no individual or group of stations can afford it
on acontinuing basis. There is no bargain basement price tag for
sound research. But, in light of the millions of dollars presently
being spent by the broadcasting industry to support, promote, and
publicize questionable research, it would not seem unreasonable to
suggest that radio and television as a group could afford sound
research.
So, with ratings being run up the flagpole and virtually everyone
saluting, it would certainly be appropriate for this committee to
determine the validity of what is flying up there. This seems particularly mandatory since the Madow report and the subsequent FTC
consent decree revealed an assortment of unseemly tatters in the flag.
Up at the top, of course, are national ratings. They are being used
by networks as finite sales tools—one network or another boasting
slide rule percentage superiority over its competitors in audience.
Network practices set apattern for buying and selling throughout
the broadcasting and advertising world. They pretty well shape the
practices prevailing at the station level. Yet, at this local level, the
Madow report found ratings were not strong enough to carry the
weight placed upon them. Furthermore, it believed the probable
sampling and nonsampling errors in ratings of local stations together
were often larger than the differences between stations in the pocketpiece report.
Obviously, it is necessary first to define the accuracy of national
ratings. 'then many broadcasters would gratefully welcome this
committee's shattering of the secrecy enveloping the manufacturing
of local ratings.
Never, during the years Ihave discussed rating services with people
selling them, have I been able to get clear cut, documented answers
to four very simple questions. What was the exact size of the sample
used to produce the rating? Exactly how was the sample drawn?
What was the exact manner in which data was obtained from the
sample? And, finally, what was the geographic distribution of the
sample?
The answers have not been obtainable even to rationalize such peculiar statistics as turned up several years ago in a TV rating report
on the Louisville area. This report stated that between 6and 6 :30 p.m.
on Thursday the audience watching our station was below the reportable minimum, and, therefore, we got zero for homes and zero for
share of audience. Isuggest that during that year in atwo-station
television market, at that particular time of 'lay even if we were
televising atest pattern at the dinner hour, we would attract areportable group of viewers who might think they were watching arigged
quiz game. The zero-zero result for Thursday seemed even more queer
since on the other 4days of the week we were credited with an average
36 percent share of audience in the same time period.
The rating service representative offered no explanation. Could
the answer be found in the Madow report's general complaint that
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sample sizes were too small to produce precise, reliable, and accurate
measurements of local station audiences ?
There still remain many other questions to be answered about the
validity of ratings. The Madow report and the subsequent FTC
consent decree have opened aPandora's box of doubts that should disturb any responsible broadcaster.
It is startling, for example, to learn just recently that one rating
service puts into its sample size interviews with 88 percent of people
who weren't even home. Why people who aren't home should have the
same listening habits and tastes as those who are at home—or why
should it be 88 percent of the not- at-home, rather than 95, 60, or 100
percent—all this is beyond my statistical ken. But I wonder how
many subscribers to this service knew last year they were paying for
interviews with people who weren't there. Or how many advertisers
knew they were buying specific times and stations to broadcast to
people who weren't there ?
Also disturbing is an FTC consent decree revelation that "base ease"
figures, which ostensibly represented the sample size of another rating
report didn't mean that at all. Instead, the report was based on a
smaller sample.
So it ,«oes, and where it stops no broadcaster knows, unless this committee's hearing provides the answer.
Thus far no significant changes have appeared in the use of ratings
as aresult of the Madow report or the FTC orders. It is correct that
rating services have promised more small type disclaimers as to the
accuracy of their figures and truer descriptions of the methods used to
obtain them. One such disclaimer has already reached print, and it
reads:
Errors in measurement cannot be computed for these measurements because
the standard area formulas usually employed refer to a true probability sample.
Thus, no claim is made as to the true degree of preciseness of these measurements. The usual standard error formulas are not applicable for these measurements.

As Iread this, it simply tells the buyer he is getting numbers for
which no one will claim reliability or authenticity.
If such small-type disclaimers meet the objectives of aconsent decree, and are accepted as asatisfactory resolution of the ratings problem, then I would suggest we have simply turned our backs on the
challenge.
Instead, along with other conscientious broadcasters, Iwould hope
these hearings will reveal the realities of the dilemma plaguing the
radio and television industry, and inspire it to fulfill its responsibilities.
The CHAIRMAN. Mr. Sparger, do you have any questions ?
Mr. SPARGER. Yes, sir.
Mr. Sholis, would you compare the costs of the Politz studies with
the costs of an individual rating study ?
Mr. Simms. In our market, ARB for ayear would cost about $5,700
to us.
Mr. SPARGER. How many reports, sir?
Mr. Simms. Three, I believe. Nielsen would cost about $10,000
for a similar number of reports. Our Politz study cost us about
$12,000. This was the individual station study. And then there
were, Ithink, another $3,000 to print up the data and disseminate it.
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Mr. SPARSER. So this report cost you $12,000 for a one-time
report—
Mr. Snoms. That is right.
Mr. SPARSER (
continuing). Compared with $5,700 in one instance
for three reports, three separate surveys by ARB, and approximately
$10,000 for three separate reports—
Mr. Snoms. Well, of course, in Pulse, it would be much cheaper to
measure radio.
Mr. SPARSER. Do you recall what the Pulse and Hooper figures would
be in measuring radio?
Mr. Snoms. At that time, no. Ibelieve that now it would be about
$700 per Pulse report.
Mr. SPARSER. Do those figures include both radio and television?
Mr. Snarls. This is just television, the $10,000 figure being for
Nielsen.
Mr. SPARSER. DOyou know what it is for radio ?
Mr. Snorts. No, ido not.
Mr. SPARSER. In your discussion of sample sizes, you referred to the
fact that the Politz study referred to the exact sample size used. I
would like to hand you some documents and ask you to tell us how the
sample size is represented in television audiences. The first is "Louisville Television Audience" for March 1962, produced by American
Research Bureau. What, was the total homes reached datit, for the report—what sample size would you say this is ?
Mr. Snoms. 160.
Mr. SPARSER. This second one is from the "Louisville Television
Station Audiences" report, November 6-December 3, 1961, average
week. What is the sample size represented in this Nielsen report?
Mr. Snows. 205.
Mr. SPARSER. This is the "Per-Broadcast Ratings Radio Supplement" for the Louisville area by Nielsen for December—January 7,
1962. What. would you say is that, sample size represented there, sir?
That is the December—January 7, 1962, average week.
Mr. Snoms. For aquarter hour, 150 different homes.
Mr. SPARSER. Would you say that is aminimum, sir ?
Mr. Snows. That would be my impression.
Mr. SPARSER. This is for the Dayton area, "NSI of Radio Basic
Report," July—August 5, 1961. What would the metropolitan sample
be represented as in that report, sir?
Mr. Snoms. 155.
Mr. SPARSER. This is the Hooper October through December 1961
report for Louisville, Ky. What would you represent the sample
size to be in that report, sir
Mr. SHOWS. Apparently 900 per half hour in the daytime.
Mr. SPARSER. This is the Pulse, Louisville ( Ky.) Metropolitan area,
November 1961, report. for Louisville. What, would you represent the
sample size for that to be, sir ?
Mr. Snoms. For each quarter hour, 500.
Mr. SPARSER. We have no further questions, Mr. Chairman.
The CHAIRMAN. Mr. Sholis, could you give us alittle further explanation of what these figures mean that you have just given us?
Mr. Snoms. In these ?
The CHAIRMAN. Yes.
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Mr. Simms. Mr. Chairman, those, I would say, are the representations of the rating services as to the size of the sample used in preparing those figures.
The CHAIRMAN. Well, now, I believe you had one that was 160.
What does the 160 mean ?
Mr. Simms. That 160, whether it was interviews or meters or homes
was contacted to produce the data for the ratings.
The CHAIRMAN. That did not necessarily mean the ratings you
received ?
Mr. Suous. Oh, no; the rating numbers would be derived from
that sample.
The CHAIRMAN. And each of these numbers, Ibelieve, Mr. Sparer,
that you asked for had to do with the number of contacts in arriving
at the rating ?
Mr. SPARGER. Yes, sir; as represented in the report.
The CHAIRMAN. Mr. Moss, any questions ?
Mr. Moss. Ihave very few questions, Mr. Chairman.
Iwould like to compliment you, sir, on what Iregard as an excellent
and most helpful statement.
Mr. SHOLIS. Thank you.
Mr. Moss. Iwonder if you could give me some clarification on eight
and nine? You refer to discussions with people who sell rating services. You make astatement: "Never have Ibeen able to get clear-cut
documented answers to four very simple questions."
Could you give us some of the ratings services you talked with during this period?
Mr. Snows. We have talked with Nielsen, ARB—I have done that
personally. Our sales directors have discussed rating services with
both these firms and with Pulse. Many years ago, while the late
Mr. Hooper was still alive, Idiscussed it with him.
Mr. Moss. Were you in the. audience yesterday
Mr. Simms. Yes. Not completely, but
Mr. Moss. Were you here at the time Idiscussed this with the Chairman of the Federal Trade Commission ?
Mr. SHOLIS. Yes, sir.
Mr. Moss. Would you agree that in representations to you or your
clients, there should be an appropriate quotation of the deficiencies of
the rating material which is quoted?
Mr. SHOLIS. Very much so.
Mr. Moss. And that the advertising that we see in trade publications,
we get these measurements down to atenth of apercent. Ithink you
used the tenu "finite." It certainly is areduction to that point.
Mr. Slim's. It takes agood slide rule.
Mr. Moss. And nothing in the consent decrees, nothing so far in the
hearings, would indicate that that degree of reliability could be placed
upon these figures?
Mr. Slim's. That is right, sir. Well, as amatter of fact, this first
disclaimer that I have seen just says, "We cannot vouch for the reliability of the figures."
Mr. "Moss. While Irecognize that you have not represented yourself
as an expert. in this field, Iwonder if there are any ?
Mr, Simms. Yes; Ithink there are.
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Mr. Moss. Ihave not met one yet. But you quote this disclaimer—
tell me the name of the rating service.
Mr. Simms. Pulse.
Mr. Moss. Do you believe that they—it says here:
Errors in measurement cannot be computed for these measurements because
the standard area formulas usually employed refer to a true probability sample.

Do you think that is acorrect statement ?
Mr. SHous. Well , whatT _—
Mr. Moss. Iknow your statement, sir.
Mr. Snoms. What Ithink they are saying is that hitherto, the impression had been that the study was based on a true probability
sample. They have agreed to cease and desist claiming that, so they
cannot use the tables of errors and margin of errors that go with a
probability sample.
Mr. Moss. As Iread it, "The standard area formulas usually employed"—oh, Isee, yes.
That is all the questions Ihave, sir.
The CHAIRMAN. Mr. Younger?
Mr. YOUNGER. Thank you.
Mr. Sholis, in regard to statements you made on page 5about Mr.
Politz' study which is based upon 4,985 personal interviews, how did
you know that those interviews were actually made any more than
we can tell if the Nielsen personal interviews are made? We had
testimony yesterday as to the criticism of those reports.
Mr. SHOLIS. Well, all the basic data in the Politz survey was available to us for examination.
Mr. YOUNGER. But how do you know that the interviewer actually
interviewed the people?
Mr. Sitcoms. Oh, to that extent, we did not pursue it to verify it
that far.
Mr. YOUNGER. In other words, this report could have been just as
inaccurate as the other report if your reporter, because of the rain or
snow, just decided that he would go the nearest drugstore and get a
malted milk rather than make the interview ?
Mr. SHous. Yes, Mr. Younger; but Ithink we had something additional going for us here. That was the nature and the character of
the firm doing the work. We went to Politz because of his reputation
as aresearch firm, not arating firm. He did work for management of
some of America's largest corporations, not for publication in that
sense, but for guidance and assistance. We were paying agood price
for this. He has many interviewers that lie employs pretty well
throughout the year. They are paid on an hourly basis, not. per interview, so that there is no premium on doing afast, sloppy job just to get
alot of interviews.
Now, this would give me a greater measure of confidence in his
statement that these were the interviews made. And then there were
the basic data that were collected by these interviewers that was available to us, after he did his tabulating, for inspection. This you can
never get out of the others. They will invite you to their plant, but
you cannot pursue the data that is shown you.
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Mr. YOUNGER. 1can see the difference in that, but Ihave difficulty in
concluding that one management is honest and the other management
is not honest. In other words, if you had honest management of a
rating bureau, you would have an honest, accurate rating. If you
follow your logic to its ultimate.
Mr. Simms. Mr. Younger, Iam not accusing the rating services of
dishonesty, but I do become a little suspicious when 1cannot get answers as to what was done and how. Here Ihad all this disclosure. I
must concede that Idid not. go out with an interviewer to supervise his
taking of the interview.
Mr. YOUNGER. Then if I understand you correctly, in the Nielsen
ratings, the buyer is not furnished the research data on which the
ratings are made?
Mr. SHous. That is right.
Mr. YOUNGER. If that data were furnished, do you think the use of
the rating would be any more. accurate or reliable ?
Mr. Slums. I think we would be on the road to soinething. Iam
not sure that you can do the kind of quality research that our industry needs at the price schedule that Nielsen is providing it now. I
think, automatically, you limit the accuracy of your research.
Mr. YOUNGER. That is all, Mr. Chairman.
The. CHAIR 1%JAN. Mr. Rogers ?
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
As I understand it, then, you are not able to determine from the
rating service the actual size of the sample used for the survey you have
requested and paid for?
Mr. Snot's. That is right, the exact size of the sample.
Mr. ROGERS of Florida. Ithought this information, which was just
in the booklets referred to as acertain number, was the size of their
sample.
Mr. Simms. But the numbers are qualified, Mr. Rogers. You read
some more small type and it starts to get alittle fuzzy. It is aminimum and then it is not aminimum, and there are other factors thrown
in.
Mr. ROGERS of Florida. You feel you are not getting atrue picture.
from the prospective ?
Mr. Simms. Ihave never felt so.
Mr. ROGERS of Florida. And you do not know how the sample is
drawn, I believe, or the exact manner in which it was obtained?
Mr. Snous. That is right.
Mr. ROGERS of Florida. Nor the geographical distribution ?
Mr. Snows. That is right.
Mr. ROGERS of Florida. Is this prett,y much so for all of the rating
services you have tried ?
Mr. Slim's. Yes, sir.
Mr. ROGERS of Florida. How many would that be? Could you.
name them ?
Mr. SHoms. Yes, Nielsen, ARB—I have not talked directly to,
Pulse; this has been the experience of our sales people—and then
years ago, with Hooper.
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Now, Iwas not asking them to tell me what homes they were going
to interview or where they were going to put the meters in advance,
because then you could rig it. Iwas asking for the information after
the study had been done.
Mr. ROGERS of Florida. If you feel that the information is not reliable, do you think it should be permitted in interstate commerce?
Mr. Simms. I think if it is represented as it is being represented
here, as being—not vouching for its reliability, I do not know how
you can keep it out. As Isaid, Iam not alawyer, Ido not know under
what law you could. They are now saying, "we are not vouching for
the reliability of these numbers." It is a sort of buyer beware, I
guess.
Mr. ROGERS of Florida. Do you think it is sufficiently stated that
the buyer should beware ?
Mr. Simms. Well, it is going to take conscientious buyers to read
all the small type.
Mr. ROGERS of Florida. Do you think the Federal Trade Commission
should require greater revelation of the inaccuracy ?
Mr. Simms. Well, the revelation is there. The display of it may
be alittle inconvenient to find or to read.
Mr. ROGERS of Florida. Should it be more prominently displayed?
Mr. Simms. Iwould think so.
Mr. ROGERS of Florida. In larger print, for instance ?
Mr. SHOLIs. Skull and crossbones on the cover.
Mr. ROGERS of Florida. And you feel that the industry has pretty
much become aslave to these rating services ?
Mr. Simms. Ratings are the dominant sales tool and the dominant
research of the industry; yes, sir.
Mr. ROGERS of Florida. And they should be labeled with a crossbones and skull ?
Mr. SHOLM Yes, sir.
Mr. ROGERS of Florida. Thank you very much.
Mr. ioss ( presiding) . Mr. Brotzman ?
Mr. BROTZMAN. Ihave no quest ions.
Mr. Moss. Mr. Sholis, I want to thank you on behalf of the committee for your appearance here this morning. There being no further
questions, you are excused.
Mr. Slim's. Thank you.
Mr. Moss. The committee will now recess until 2o'clock this afternoon.
(Whereupon, at 12 o'clock noon, the committee recessed until 2p.m.,
this same day.)
AFTERNOON SESSION
The CHAIRMAN. The committee will come to order.
Mr. Mark Wodlinger.
Mr. Wodlinger, will you be sworn, please ?
Do you solemnly swear the testimony you give will be the truth, the
whole truth, and nothing but the truth so help you God ?
Mr W ODLINGER. Ido.
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TESTIMONY OF MARK L. WODLINGER, VICE PRESIDENT AND GENERAL MANAGER, TELEVISION STATION WZZM—TV, GRAND
RAPIDS, MICR
The CHAntm.tx. Would you identify yourself for the record, Mr.
Wodl i
tiger ?
Mr. WODLINGER. My name is Mark L. Wodlinger. Iam vice president and general manager of WZZM—TV, owned and operated by
Channel 13, Grand Rapids, Inc., Grand Rapids, Mich.
The C11 AIRMAN. That is atelevision station ?
Mr. Wom.INGER. Yes. WZZM—TV, Grand Rapids, Mich.
The CHAIRMAN. Do you have astatement ?
Mr. WonuNclut. Ido.
The C HAIRMAN. Please proceed.
Mr. WODIANGER. WZZM—TV is owned and operated by Channel
13, Grand Rapids, Inc., a Michigan corporation. This station is
operating on an interim basis pending the outcome of acomparative
hearing among four applicants for a permanent license.
The shareholders of Channel 13, Grand Rapids, Inc., are the corporations who are seeking the permanent license. Iwas hired to build,
staff, and operate the station shortly after the construction permit was
issued last summer. Work was commenced on August 15, 1962, and
on November 1, 1962, the station commenced telecasting. The station
is licensed to Grand Rapids, Midi. The transmitter is located 23 miles
northwest of Grand Rapids, Mich., in the southernmost part of Newaygo County. Our tower is approximately 12 miles from downtown Muskegon, Mich. Having been in the broadcast business since
1948, and niore specifically, in the television business since 1949, I
am aware of the problems of building anew station, and more specifically, the problems of obtaining good ratings on anew station, or for
that matter, good ratings on an existing station.
In the early part of October 1962, Iwas called on by representatives
of the A. C. Nielsen Co. of Chicago and the American Research Bureau
of Beltsville, Md., with regard to our subscribing to their rating services for the Grand Rapids-Kalamazoo market. Each indicated to me
that this company was impartial, responsible, and experienced.
I was told that the survey was based on scientific samples selected
so that the precise viewing habits in the designated geographic area
could be determined. Muskegon County is ageographic area. Each
representative indicated his company could give me complete information and show me how to use it as a sales tool. Each wanted to
work closely with me in the use of the reports to generate advertising
sales.
At this time, Imight mention that prior to our coming on the air,
there were two stations in what is known as the Grand Rapids-Kalamazoo market, WOOD—TV and WKZO—TV. WOOD—TV is the
NBC affiliate and is owned and operated by Time & Life Broadcasting
Co. which also owns and operates television stations in San Diego,
Calif.; Indianapolis, Ind.; Denver, Colo.; and Minneapolis, Minn.
WKZO—TV in Kalamazoo, Mich., is owned by the Fetzer Broadcasting Co. and is the CBS affiliate in our market. The Fetzer Broadcasting Co. also owns and operates television stations in Lincoln, Nebr.;
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Grand Island, Nebr.; Sault Ste. Marie, Mich.; and Cadillac, Mich..
Both WOOD—TV and WKZO—TV have their transmitter locations
south of the Kent County line between Grand Rapids and Kalamazoo,
Mich., approximately halfway between these two cities.
In each instance when the representatives of ARB and Nielsen called
on me, I pointed out the fact that in their past ratin g histories the
metro areas or the central core areas for this market, had been Kalamazoo County, two less populous counties in between ( Barry County
and Allegan County) and Kent County.
Iwould like at this time to pass out amap or two, so you gentlemen
will be alittle clearer on what Iam speaking of.
The CHAIRMAN. I would like to get, if you will permit, a little
clearer picture about where your tower is in comparison with where
the tower is for the other stations.
Mr. W ODLINGER. Yes, sir; this little map I handed to the committee, along with this larger one, is actually taken from the Nielsen
front page, showing the area surveyed. This is the city in white,
Grand Rapids.
The city of Kalamazoo tower is down here.
This mark is where the WOOD's towers are. WZZM is nearer
Muskegon.
Our tower is approximately 20 miles from Grand Rapids, but we
are northwest, whereas the other two stations are south of Grand
Rapids about 23 miles.
Ithink this map shows it alittle clearer than the small map.
The CHAIRMAN. You are slightly north and a little west of Grand
Rapids, 23 miles ?
Mr. W ODLINGER. Yes, sir.
Tho CHAIRMAN. And the other two towers are south and a little
east, about the same distance ?
Mr. W ODLINGER. Yes, sir; the same distance. We are just about
equidistant to Grand Rapids, the city to which we are licensed, as is
WOOD—TV. However, Kalamazoo is the market, where WKZO is,
known as the Grand Rapids-Kalamazoo market.
I suggested to them that with our coming on the air the pattern
of metro would certainly have to be altered. Muskegon County is a
metropolitan area as designated by the U.S. census. The signals of
all three stations reach into Muskegon County and Ifelt that it should
be included in the metro or central area.
If this could not be done .then the metro should be limited to Kent
only, so that all three stations would have an equal opportunity to
receive metro rating points on an equitable basis. Our transmitter
is approximately 73 miles northwest from Kalamazoo. The map outlining the areas involved you have before you.
Among other problems in starting anew station is the orientation
of the existing antennas on homes in the direction of the new station.
This is particularly acute in this situation of WZZM—TV since our
transmitter is in adifferent direction than the other two stations. The
problem of coverage is being corrected with astrong campaign of promotion directed toward Kalamazoo viewers and the servicemen.
Such apromotion was launched before we went on the air November 1, 1962, and has continued ever since. However, in analyzing
our market situation, I knew that we would be at adistinct economic
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disadvantage if we were forced to compete nationally in ametro or
central rating area that included Kalamazoo and did not include
Muskegon, an almost equally large metro area.
In early October, Imet with Mr. Ralph Crutchfield, vice president
of ARB, in New York City, and discussed this matter with him.
Mr. Lon King, who is vice president in charge of research for our
national representatives, Peters, Griffin, Woodward, Inc., was also
present at this meeting.
Out of this meeting, actually nothing came except the promise that
ARB would take alook at our situation and would perhaps discuss
it with our two competitor stations, WOOD-TV and WKZO-TV.
As amatter of fact, Mr. Crutchfield asked me to go to the competing
stations and see if they would allow ARB to include Muskegon County or redefine the metro area to Kent County only.
I discussed our problem with the station manager of WOOD-TV
and he agreed to the change. The following day, Idiscussed the same
matter with the general manager of WICZO-TV who indicated he
would never consent to changing the metro area unless Calhoun
County were added to the new metro area. The following day, Iwas
advised by the WOOD-TV station manager that he had thought this
over and could not go along with this change in the metro area. That
is acounty, you will notice, just to the east of Kalamazoo.
The CHAIRMAN. Before you go any further, let me get alittle clearer
picture of this.
Your station is WZZM—where?
Mr. W ODLINGER. Our tower is northwest—
The CHAIRMAN. Is it called Grand Rapids ?
Mr. W ODLINGER. We are licensed to Grand Rapids.
The CHAIRMAN. And WOOD and WKZO are stations also called
Grand Rapids?
Mr. W ODLINGER. WOOD is actually licensed to Grand Rapids,
whereas WKZO is licensed to Kalamazoo.
The CHAIRMAN. All right; what is the population of Grand Rapids ?
Mr. W ODLINGER. A television set count, sir? Ihave that at the tip
of my tongue.
The CHAIRMAN. No; the census population, 1960.
Mr. W ODLINGER. I am sorry; I do not have it at the tip of my
tongue. I can tell you there are 101,000 television homes in Kent
County, whereas there are 47,000 television homes in the town of
Kalamazoo.
The CHAIRMAN. How many in Muskegon?
Mr. W ODLINGER. 41,000 television homes.
The CHAIRMAN. And as you have described, they include Kalamazoo?
Mr. W ODLINGER. Yes, sir.
The CHAIRMAN. With Kent in the metro area ?
Mr. W ODLINGER. Yes, sir.
The CHAIRMAN. But they will not include Muskegon with Grand
Rapids in the metro area ?
Mr. W ODLINGER. As it exists today, yes, sir. That is the problem
Iwish to discuss with you.
The ellArnmAx. Up to this point, they have refused to include it—
Ibrought this up yesterday in trying to get it clear.
99-042-63-in. 1-14
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Mr. W ODLINGER. Yes, sir.
The CHAIRMAN. To see if Idid get afair picture yesterday without
using the specific names, if Iwas giving aclear picture of it.
But the reason they do not give you an equal economic opportunity
by including Muskegon in your metro area is because WOOD ami
WICZO are opposed to it?
Mr. W ODLINGER. Yes, Sir; that basically is it.
The CHAIRMAN. Even though they do include Kalamazoo in their
metro area ?
Mr. W ODLINGER. Yes, sir.
The CHAIRMAN. That, then, up to this point is the position of two
of the rating services, Nielsen and ARB ?
Mr. W ODLINGER. Yes, sir.
The CHAIRMAN. Ijust wanted to be sure Igot it straight.
Mr. W ODLINGER. Yes, sir; you have it correctly.
During the latter part of October 1962, and during November 1962,
Italked with the representative of A. C. Nielsen Co., Mr. Gene Wolpert, who is the sales representative who called on us, and also Mr.
John Churchill of the Nielsen Co. I received assurances that they
would examine the situation and give me an answer to my request for
arevised metro area after the first rating books, to which we subscribe,
were issued.
A. C. Nielsen conducts surveys three times a year in this market.
Our first Nielsen rating period started on October 29 and ran 4weeks
through November 25, 1962. Our first ARB rating period began NoveniherT. 1962, through December 4, 1962.
I will discuss the A. C. Nielsen situation first. When their books
came out, it was obvious that they had started their survey before we
were on the air. Imentioned earlier we had not gone on the air until
6: 30 p.m. on November 1, 1962. When looking over the ratings in the
book itself, Idiscovered that we were reported as if we had been on the
air the full 4weeks; however, it was quite obvious that we did not go on
the air until 6: 30 p.m. on the first of November, whi ch mean tth atwe
were at adistinct disadvantage on the 4days of October 29, 30, 31, and
afull day of November 1.
Nielsen's rating book states on page 6under operating notes as follows, and Iquote:
All time periods summarized in this report assume all stations operated full
time during this measurement period. Thus the reported averages include various combinations of two-station and three-station operation by day of the week,
coinciding with the start of commercial service for WZZM at 6: 30 p.m., Thursday. November 1.

Now, abusy time buyer looking at abook like this would certainly
gain little significance out of such a statement. However, what it
really means is that during this rating period we were on the air only
3 of the 4 weeks of the period. Consequently, on these 4 days these
rating books imply that we were on the air when in fact, we were not.
Ihave managed and sold for television stations for 15 years. In my
experience the sale of our time t
o na ti ona lagenc i
es is predicated upon
two factors. One, the metro rating and secondly, the total homes
delivered.
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It has also been my experience that when the metro ratings are low,
it follows that the total homes, except in intermixed markets, that is,
aV and aU, will be low.
Idon't know why because these rating services have never divulged
their formula but for some mysterious reason, this holds true. So
long as the rating services and my competition refuse to redefine
the metropolitan area that we serve, I will be at an economic and
competitive disadvantage. Furthermore, I will never be able to use
these books to determine the. needs of the area in which Iam serving
because there are not enough people being surveyed to come up with
any conclusive evidence as to their tastes, wants, and desires in programing. I point this out because after the books are published
and sent to the advertising agencies, our station through our sales
manager, our national representative and myself, must call on these
agencies to solicit advertising. The two accepted methods of rating a
station on which buys are made are the American Research Bureau
and the A. C. Nielsen Co. In these books, Iam sure you gentlemen are
familiar with them by now, they not only give the total homes reached
but they also give the metro rating points..
This is one of the reasons Iasked that either Muskegon be included
in the metro area to give us afair opportunity to reach ametro which
is about as big as Kalamazoo County or that the metro area be limited
to Kent County only.
As you have seen on the. map, all stations would have equal opportunity to be rated fairly in aKent County metropolitan area. Kalamazoo County has approximately 47,000 television homes and Muskegon County has approximately 41,000 television homes. These figures
are taken both from the Nielsen and ARB studies. From this, you
can see there is very little difference in the size of these communities.
Both the rating services have taken the arbitrary position that I
must ignore Muskegon County and forget our viewers there and concentrate on viewers as far away as 73 miles from our tower.
Prior to the rating books coming out, I continued to call on both
ARB and Nielsen in person at the expense of our company to try to
convince them of the unfairness of their present rating methods in
our community.
In late November 1962, I called on John Churchill of the Nielsen
Co. in Evanston, Ill. I reviewed this whole situation with him and
at that time he said:
Iwill give you an answer in 30 days—you have a good case.

He then said:
However,

I must visit

with

the

other

stations and

get

their approval.

Ileft this meeting convinced that something had been accomplished,
and that A. C. Nielsen Co. would make a cha
-nge.
In the middle of
December 1962, I went to Beltsville, Md., with Mr. Lon King of our
national representative's office and spent a day with Mr. Crutchfield
going over this same situation.
From this meeting, I came away convinced that ARB would do
something about the unfairness of the situation. However, at this
time, Mr. Crutchfield also informed me that he must go back to
'WOOD--TV and WKZO—TV and seek their approval of such a
change. He also stated that they had discussed this with him and
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indicated to him they did not want any change. In fact, he said he
had been threatened by them that they would cancel if he made any
change in the metro rating method in our market.
This concerned me quite a bit because the rating services liad told
me that they set up their markets and did their research on an impartial basis and not on the basis of whether or not a subscriber
would cancel if changes in their methods were made.
In early January 1963, both the Nielsen and ARB rating books
came out and I, of course, was quite concerned because of the low
ratings that we had. I was more concerned that both companies
were apparently not very interested in correcting the situation. I
was thoroughly alarmed by their reasons for not wanting to correct
the situation, the reasons given by both of them being that the
other two competing stations did not want any change and if they did
make achange, that said stations would cancel both Nielsen and ARB.
Gentlemen, I would not be the least surprised if when the representatives of these two companies appear before you that they deny
that this was ever said to me. But, I have the clear and distinct
impression from every meeting that I had with these two firms that
they were more desirous of keeping my two competitors as subscribers than in keeping me as a subscriber. The facts of television life as they are today are simply this: No station can sell and
operate without using one or both of these services.
Now, I realize that I am running a one- station operation, incidentally an interim, which will eventually be owned by one owner,
whereas my competitors are large companies. Time and Life Broadcasting Co. operates five large st ations in big markets. Fetzer Broadcasting Co. has five stations and they are certainly a much larger
subscriber than WZZM—TV.
However, being an optimist., Icontinued to feel that if Iwent back
to these people and reviewed the situation with them that they would
understand the fairness of my position and they would make the required changes.
I felt also that the threats of the other two stations were more or
less meaningless because apart from ARB and Nielsen, there was no
other research service they could turn to to obtain the ratings so
essential to sales.
In early January 1962, Ivisited jointly with Mr. Wolpert of A. C..
Nielsen Co. and Mr. Bill Tynan of our Chicago Peters, Griffin, Woodward, Inc., office, about the Mukegon situation. In addition to this,
I visited with Mr. Wolpert about the unfairness of giving a rating
picture when we were not on the air.
After much discussion, he agreed that he would talk to Mr.
Churchill of the Nielsen Co. and see if they couldn't put out asupplement that actually showed the true rating picture for the times that
we were on the air.
The Nielsen Co. then agreed to do this but they wanted to supply
the figures to me only, and not to send them out to their subscribers.
After much heated discussion, Iinsisted that they put out this letter
addressed to me which they would then mail to all of the subscribers
who received the Grand Rapids-Kalamazoo report.
I have a copy of that, if the committee would like to see how it
actually turned out. You can take alook.
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Incidentally, I had to pay for this tabulation and for the mailing
and the handling of this. Iasked them to reissue the book in the same
form and to replace the original one and they refused to do this. So,
in essence, all Ihad was aletter, which Ishow you here, saying that
there were certain errors in their reporting and actually these were the
true ratings for WZZM-TV.
This letter was not received until the 15th of February 1963, and
only after several conversations and much insistence on my part. In
these 30 days thousands of dollars' worth of time were purchased on
the other two stations. It is interesting to note that on these revised
ratings our audience increased by as much as 50 percent.
Actually, it was 50 percent across the board in those days.
FIowever, once again they do not appear in the regular book and
Nielsen refused to put out a new book and withdraw the old book.
Even though by giving me this letter and sending it out to subscribers,
Nielsen admitted its original book was wrong.
It was at this meeting that Ibegan to inquire about taking alook
at the diaries, upon which the ratings are based. We got into quite
adiscussion about that and Mr. 'Wolpert thought perhaps it could be
arranged for me to see these diaries subject to certain restrictions.
These conditions were that someone from the A. C. Nielsen Co.
would have to accompany me at all times when I looked at these
diaries, that the names of the people who filled out the diaries would
have to be masked and that Icould only take down certain information.
I agreed to all of these things and he said he would see what he
could do. The following week, I contacted Mr. Wolpert again and
he said he thought it could be arranged for me to take alook at these
Nielsen diaries in Evanston, Ill., its home office.
Finally, on Tuesday, January 22, 1963, Mr. Tynan, of our Chicago
national representative's office, and Mr. Wolpert and I, spent several
hours going over diaries. First of all, for the county which is just
adjacent to our tower and only 12 miles from downtown Muskegon—
Muskegon County Iam referring to—Ifound that there were a total
of nine diaries for the entire 4-week period. Not nine diaries a week
but alittle over two diaries per week.
This is acommunity, by Nielsen's own figures, of 41,000 television
homes. Ithen took alook at Kalamazoo, Allegan, and Barry Counties, which are the counties that are considerably south of us. Ifound
that in these counties there were approximately 23 diaries per week
for atotal of 96 diaries for the 4- week period.
In Kent County , which is our principal county served by all 3 sta tions, there were also approximately 23 diaries per week again for a
total of 96. Now the shocking thing to me was that there were only
2 diaries per week in the community of 41.000 television homes. I
spent approximately $50,000 on promotion of our station from October 15, 1962, to the end of the year. During this time the rating periods
were going on and Ihad to spend money not only because of our being
anew station but because of the efforts to secure good ratings.
We spent approximately $ 18,000 in Muskegon County, to promote
our station. Throughout our coverage area we used 250 billboards, we
used 500 radio spots aweek, we used signs on buses on both the outside
and inside. We used airplanes with moving signs underneath them,
we used newspapers, dailies, weeklies, and every conceivable
promotion.
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When I think of the $ 18,000 that we spent in Muskegon County to
reach nine people Ishudder to think of our cost per 1,000 in Muskegon.
This sounds ridiculous and it seems ridiculous to me that we should
spend $18,000 to encourage nine people to watch our station.
I had no idea that the sample was this thin. I also found abook
that was supposedly attached to the Muskegon area from atown called
Carson City. Carson City is approximately 40 miles northeast of
Grand Rapids and has no connection with the Muskegon area.
It was my understanding and has been my thought over the years
that both Nielsen and ARB are reporters of popularity of programs
and stations. At least this is what they purport to do in their selling
of their services to the agencies and to stations. In fact, the first
paragraph on the inside front cover of the "ARB Television Market
Report" states as follows:
This report is a compilation of television audience estimates resulting from a
survey conducted by the American Research Bureau in the market indicated.
Its purpose is to furnish television station, advertiser and agency cliente of
ARB with a reliable aid in evaluating television audience size and type for buying
and selling decisions.

It is because of my complete agreement with ARB that its report
actually is an aid to both advertiser and agency clients in evaluating.
television audience size and type for buying and selling decisions.
that I am here today discussing our problem with you.
On numerous occasions advertising agencies have specifically asked,.
"What is your metro rating?" Metro rating points actually serve.
as the basis for the placing of advertising by these agencies. Ihave
been told many times by both the rating services that to get good
ratings you must promote your station, spend money to develop new
program ideas and various things that. will develop audience reaction..
Now we did all of these things and I honestly believe we did them
well.
Now after visiting on January 23, 1963 at the, Nielsen Co. office in
Evanston and where I reviewed the diaries, I had arranged for an
interview with John Churchill, inasmuch as I understood he was in
charge of the Nielsen station index. At that meeting, Wolpert and
Churchill from the Nielsen Co. and Mr. Tynan and Isat down and
reviewed all of these things and again Clnirchill told me. " You certainly have a ease - and he turned to Wolpert and said, " You will
have to go to the other stations and tell them of this change," and
"that we are going to include Muskegon in the metro along with
Ottawa County," which is asmall county south ofM us kegon adj acen t
to the metro area.
Irecall his saying to Mr. Wolpert that :
You will have to take the pressure on this one and Iam sure the other fellows
are going to be unhappy because I have already talked to them.

I left this meeting feeling confident that at least they were going
to give me some relief and we would be able to compete oit an equal
level for ratings. Again, at this conversation, the matter was brought
up about pressures being brought to bear and threats from the other
stations. At this time Mr. Churchill said "Well, we will just have to
face those things as they come." I felt encouraged.
On Thursday, January 24, Mr. Lon Kin g ,our national representative, and I went, to Beltsville, Md., and met with Mr. Crutchfield at
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ARB. We reviewed their diaries and again found the samples concentrated in these four counties.
Again I must add that the ARB samples were considerably more
than what Ifound at Nielsen and we were given, from ARE, complete
freedom of all the samples.
To keep the record accurate, ARB did have a relatively larger.
sample in Muskegon County. We reviewed this situation with Mr.
Crutchfield and at this time he told us about the pressures that had
been brought to bear by WOOD and WKZO and also their threats to
cancel if ARE made any change in the rating areas.
This disturbed me, as you can imagine, and at this point I was
unable to restrain my indignation any longer inasmuch as it appeared
that there existed some form of joint effort on the part. of the other
two stations and the rating services to prevent WZZM—TV from participating on an equal basis with its competition in obtaining accurate.
ratings.
Itold Mr. Crutchfield that our economic survival depended on this
change being made. I tried to convey to Mr. Crutchfield that the
situation was both serious and unfair, as it existed. It was at this .
time that he indicated to me after reviewing this problem that I was
right and that. he would make achange.
It was his feeling that. the metro should be Kent County only.
With this commitment from him verbally, Ithen asked him to confirm
our discussion by letter so that we could plan accordingly. He agreed
to write me within afew days. He told me it would be impossible to
make achange by the February-March survey and that he was reluctant to do anything until July 1963 when the ARE contract ended with
all three stations concerned. However, Ipointed out to him that the.
other two stations had not ordered their June survey and that I felt
any contractual obligation with them ended with the publication of the
February-March book.
The exact time of change was left open by Mr. Crutchfield. The.
only qualification he put on this change was that he would visit with
James Seiler who is the president of ARB and he indicated that there
would be no problem with Mr. Seiler because he invariably approved .
any recommendation that he ( Crutchfield) made.
From Mr. Crutchfield's office, Icalled John Churchill of the Nielsen
Co. to obtain consent to the addition of Muskegon to the metro area.
Mr. Churchill told me they had reconsidered it and they could do
nothing. When I returned. to Grand Rapids the following Monday,
which was .January 28, 1963, Itried to determine why the Nielsen Co.
had reversed its position. I called Gene Wolpert, Nielsen's sales
representative in Chicago, and asked him what. had happened. He
told me that Churchill had recommended the change but that a Mr.
Henry Rahmel, who was in charge of all the Nielsen surveys, had
vetoed it.
The following day, January 29, 1963, I called Mr. Henry RahmeI
and explained my situation to him. During this conversation he said
that Mr. Churchill had told him that we certainly had acase. However, Mr. Rahmel was in ahurry to catch aplane to go to Cincinnati
but promised to make a. conference call to me on Thursday, January
31, 1963.
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Mr. Rahmel did make the call to me and on the conference call he
had Bill Wyatt, who is vice president in charge of sales for Nielsen,
John Churchill, who is the head of research department for the station
index, Gene Wolpert, and myself.
After an hour's discussion, the sole position of Nielsen was that we
should buy additional surveys and pay for additional diaries in Muskegon. Nielsen would be happy to sell me a special report that I
could then take to the agencies. I explained to them that unless it
was published in the same form and included the same area with the
addition of Muskegon County as part of the metro, it would be
impossible for me to use it as asales tool.
They agreed that as far as pure research, I was right but with the
other stations being unwilling to go along with any change, nothing
could be done. On February 4, 1963, Isent. aregistered letter to Mr.
Rahmel outlining our entire position and again asking for help. On
February 6, 1963, Mr. Tynan of our Chicago national representative's
office, and I met with the Nielsen people. After we spent 21/2 hours
discussing the situation, the Nielsen people stated that they just
wouldn't do anything at this time without the consent of both WOOD—
TV and WKZO—TV.
On February 19, Iwrote to Mr. Rahmel asking what progress had
been made toward Nielsen's compliance with the consent order of
the Federal Trade Commission dated December 28, 1962, as it related
to our situation in Grand Rapids.
I think I have passed this out to you gentlemen. Should I read
this into the record; his reply ?
The CHAIRMAN. Please.
Mr. W ODL1NGER. The letter is addressed to me, signed by John
Churchill. It starts off:
DEAR M ARK: Henry Rahmel is out of town on an extended business trip this
week and I am therefore taking the liberty of acknowledging your letter of
February 19 in his absence.
With reference to your February 4 letter, we had felt it was answered, to the
best of our ability, at the joint conference which you attended along with your
station representative and other representatives from Nielsen. Subsequent to
that meeting we have tried to keep you fully informed. As of this date, Mark, I
do not know what more you expect from us along these lines.
We have acknowledged your special interest in a revised central area to include
Muskegon and have submitted proposals designed to meet your needs on either a
special analysis or special report basis. In addition we have initiated a poll of
agency users of the Grand Rapids- Kalamazoo reports to determine possible
future changes in these reports.
In connection with your comments on the FTC consent order, Ibelieve we made
it clear that this deals primarily with the descriptive text in our reports. The
spring cycle report for your market will incorporate appropriate text changes
when released.
Yours very truly,
Joint K .CHURCHILL, Vice Preeident.
I also requested that Nielsen and ARB send me the number of diaries
that they expect to receive from each one of the counties that we serve.
Here is Nielsen's reply. It is somewhat long? Do you want me to
read it or just put it in the record ?
The CHAIRMAN. I think we should have it in there, obviously.
Mr. W ODLINGER. All right, sir. This is their reply to my letter re-
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questing the information I certainly thought I was entitled to if I
were going to spend money for additional diaries as they asked me to.
DEAR M ARK: In reply to your letter dated February 20, Ifeel Imust once more
point out that NSI sample sizes are released in totals only for central area, NSI
area, and adjacent areas. This policy is based on the practicalities of operating
a syndicated report service in which the intensity of measurement in a given
county is dependent on the sampling needs for either the originating stations or
adjacent area stations—whichever is the greater. Let me illustrate:
If Grand Rapids-Kalamazoo were the only market under measurement we
would assign a normal sample of 165 net cases for the central area and ( for
Illustration purpose) 100 cases in the balance of the NSI area. Within each
of these 2 basic units the sample would be proportionate to TV homes by county.
But Grand Rapids-Kalamazoo is not measured alone.
Identical basic sampling procedures are then designated for adjacent markets
out to the limit of their NSI areas. This creates areas of overlap and new minimum sample specifications for overlapping groups of counties. The sample used
in a specific overlap area is then the largest required for any market so specified.
It too will be proportionate by county within the overlap area.
It is this system which brought the Grand Rapids-Kalamazoo NSI area sample up to the 480 total shown in the November book. Without these overlapping
benefits the sample might have been 265 as shown by my first illustration. Areas
with more complex service have thus been intensified but the samples for each
such area represent only the TV homes in that small group of counties. Incidentally, Mark, the county list you supplied goes beyond the NSI area and includes an unidentifiable county "Tosco." But in view of the foregoing this is
academic.
I should point out that in addition to the above normal sampling we do accept
orders for sample intensification for groups of counties either under a blanket
order from a subscriber for uniform intensification of the central or outer NSI
areas or under recommendations which we submit to such clients when we
understand their problem and interests. It was under this latter situation
that led to our suggestion that the three county area including Muskegon County
might be an area of interest to WZZM for sample intensification and possible
separate special analysis.
Cordially,
JOHN K. Cauacurii., Vice President.

All Iasked for was how many diaries they expected back from each
county. This is what Igot back.
I asked ARB for the saine thing and I immediately got acountyby-county report of what ARB expected to get back from each county.
I am still awfully confused by what this says, but I do know at least
what ARB expects from its diaries.
The same week Ireceived acall from Mr. Crutchfield of ARB and
he told me he had discussed this with Mr. Seiler and that Mr. Seiler
felt that the pressures that he would be subjected to from both the
other stations at this time would be unbearable, but that he would
make achange to withdraw the metro area back to Kent County.
However, he said that he would not be able to do that until the fall
ratings. My experience to date has left me unsure as to when and if
Iwill get relief. Iasked him for aletter to this effect but he refused.
Ihave spent 3months trying to get some relief from this situation and
to date have received no help. Iam appalled that we in the broadcast
business, in effect, place our economic life in the hands of these two
independent companies. As you can see, I have tried every method
possible to get some relief from research organizations that profess to
deliver pure research but yet they seem to be influenced by their clients
and not by the facts.
Gentlemen, let me read to you from the contract regarding Nielsen.
When Iconsulted my local counsel in Grand Rapids about what action

214

BROADCAST

RATINGS

to take, one of the areas where Ithought relief might be possible would
be the area of a lawsuit. My counsel then pointed out on the back of
acontract which Isigned with Nielsen—Iread now from the back of
an actual contract:
Client agrees not to use or attempt to use any NSI report or data in any legal
proceedings.

They have another paragraph which says the saine thing, that if
once Isign this, Icannot use anything, any error that Nielsen makes,
in any litigation. I think I should quote this one sentence into the
record, too:
If any errors or inaccuracies occur in any NSI data, it will be Nielsen's policy
where feasible to furnish correction notices.
Client expressly waives any claims against Nielsen for any loss, injury, or
damage of any kind, directly or indirectly, resulting from any such errors or
inaccuracies or from any action or inaction, whether or not the negligence of
Nielsen, or any officer, or employee of Nielsen in compiling or publishing any
NSI report.

Mr. BROTZMAN. Mr. Chairman, I wonder if we should not have a
complete contract of that particular form of contract for the record.
The CHAIRMAN. How long is the contract ?
Mr. W ODLINGER. It is atwo- page contract. Iwill be glad to have a
photostat made and returned to you.
Mr. BROTZMAN. May Iask aquestion, Mr. Chairman?
The CHAIRMAN. Well, supply us acopy of it and we will determine
whether to put it in the record or not.
Mr. W ODLINGER. It iS just atwo-page contract.
I had agreat opportunity to study the sampling methods of both
of these companies quite extensively during the last several months.
Ifind regarding sampling methods, that Nielsen on page 5of its NSI
report says:
NSI samples are designed so that ( a) homes are distributed in proportion to
the geographic location of all homes in the metro area, and (b) proportionate
by county within nonmetro areas.

Now, Churchill and the Nielsen people told me that they got their
names out of the telephone book. Ifail to see how they can pick out.
at random, out of the telephone book, a geographic distribution of
homes in ametro area. The same thing with the county, how they can
pick out geographically, certain areas-. They then say the samples
are not clustered. By chance, this is probably true.
The third paragraph indicates these samplings typically include
large and small families: families living in apartments and houses,
families of varied education, income, and etlmic groups; city and
noncity locations—proportions similar to those expected or found
in these markets.
When they are picking names at random, out of a telephone book,
they have no idea whether a person is living in an apartment, living
in ahouse, or if they have alarge or small family, what their education background is, what their income is, the ethnic group which they
belong to; whether they are living at the edge of the city or in the
city.
Now, Iwould challenge anyone to pick up atelephone book here in
Washington and tell me the income, or the size of the family, or the
ethnic group which they belong to by picking names out of atelephone
book at random.
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Nielsen goes on in the fourth paragraph, page 5, to say:
NSI uses continuing quality not ordinarily found in samples used but once.
'Continuing samples have the further advantage of providing more stable audience-trends than those offered by shifting samples.
This is an interesting statement. In going over the diaries for our
.area, the impression that Igot is that the diaries are kept by actually
two categories of people. The amazing thing to me was the older
.group that keep the diaries. Iam speaking of 65- 75- 80-year-old people, who are couples in most cases.
Iwould say that agreat number of the diaries are kept by this age
group. The other people who keep diaries seem to be families with
large numbers of children. Handwriting and the comments indicated
that in families with alarge number of children it appeared that the
children were the ones who kept these diaries. Basically, it appeared
that there are two types of people keeping diaries. One, older couples
who have the time to keep the diaries and two, children.
As you read further, page 5describes the measurement service and
.
audilog measurements. "Audilog" is rather ahigh sounding word but
_actually, an audilog is adiary. It is not mechanical. It is just adiary
that is put in a home. That last paragraph on this page is rather
interesting because they say these techniques along with the unique
.
ability of NSI to compare results from large meter-based measurement panels, along %dill station totals and average week measurement ( pioneered by NSI), contribute to the accuracy and usefulness
•
of reported data. This is nice to put into abook, but again there were
no meters at all in the Grand llapids-Kalamazoo area.
In conclusion, Ihope that Ihave left no doubt in this committee's
mind of the importance of ratings to the economics of a television
station. In spite of occasional denials to the contrary, the national
time buyer uses these books as the absolute truth. If my station has
10 metrorating and one of my competitors has a 9.3, the chances
are that 9 times out of 10, I will be able to get the business because
Ihave afew fractions more of arating point than he does.
In selling, there is no such thing today as station image, or as we
used to talk about the prestige of a station or quality of a station.
The whole thing today boils down to how many rating points do you
have, how many homes you are delivering at any one given quarterhour period. This is the situation as it exists today.
Ithink that the method is entirely wrong. Iknow that the rating
.services also say that these are just guides but then they tell the
agencies, of course, that, this is the way to do your buying.
What concerns me most is the only avenue for relief suggested to
me by the services and particularly Nielsen is to buy more and more
of their services and pay them for. additional diaries, breakouts, and
special surveys. I can't afford to do this as long as they dictate a
metroarea which is basically unfair.
The CHAIRMAN. Does that conclude your statement?
Mr. W ODLIN'GER. Yes, sir.
The CHAIRMAN. Mr. Sparger ?
Mr. SPARGER. Mr. Wodlinger, I would like to give you a copy of
the "Louisville, Ky., Television Station Audiences.' report, November
6to December 3. 1961. issued by Nielsen, and Twould like for you to
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tell me, if you can, what the sample size is for the metroarea, as the
impression given you by Nielsen ?
Mr. W ODLINGER. 205.
Mr. SPARGER. Ihave here the "Louisville Television Audience" report, 1962, for the American Research Bureau. What is your impression as to how the metroarea sample is represented by ARB?
Mr. Womaxorn. 160.
Mr. SPARGER. Would you say, sir, that when anew station goes on
the air and this, of course, would relate to both UHF and VHF,
would that station's principal problem be concerned with the fact
that he first must make a showing in the rating books before that
station can begin to grow economically with national spot business?
Mr. W ODLINGER. There is no question about it. Without rating
points, the station cannot sell advertising.
Mr. SPARGER. When you referred on page 17 of your statement to
people who kept diaries in two age groups, were you speaking of both
services as reflected in your studies of the diaries, or simply the one
service?
Mr. W ODLINGER. Iwas actually referring to Nielsen.
Mr. SPARGER. Did you review the diaries of ARB ?
Mr. W ODLINGER. Yes, I did. I found, I might add, on the ARB,
this was not, in my opinion, as true with ARB. I think the reason
probably is they use adifferent sample each time.
Mr. SPARGER. Have you had any further indications as to possible
relief from the rating services since you prepared this statement?
Mr. W ODLINGER. The only thing is that Idid visit yesterday afternoon briefly—Mr. Seiler from ARB was here in the hearing room and
came up to me and said that he thought the answer was to withdraw
the metro back to Kent County only, but that they were making
further studies. This morning, Ithought—
The CHAIRMAN. When was this, now ?
Mr. W ODLINGER. Yesterday afternoon.
The CHAIRMAN. That was here in this hearing room ?
Mr. W ODLINGER. Yes, sir.
The CHAIRMAN. A representative of who ?
Mr. W ODLINGER. ARB.
The CHAIRMAN. Approached you?
M T. W ODLINGER. Yes, sir.
The CHAIRMAN. And said what ?
Mr. W ODLINGER. He said we are considering withdrawing—we are
reviewing the situation in your market and we think the answer
would be to withdraw the metropolitan area back to Kent County
only.
This morning I went up to him and said, "Do I understand you
are coing to do this ?"
He said "No; we are reviewing the situation."
Mr. SPARGER. The staff has no further questions.
The CHAIRMAN. Mr. Younger?
Mr. YOUNGER. Mr. Wodlinger, I am somewhat confused as to
exactly what you mean by your metro rating. Does your station have
abetter signal in Muskegon than it does in Grand Rapids ?
Mr. W ODLINGER. No, sir; Iwould say that in Muskegon and Grand
Rapids, the signal would be equal.
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posit ion where, just out of pure economic survival, I have taken the
tnne to insist. on seeing these diaries.
Mr. YouNcER. This morning, when Mr. Sholis was here, I understood in his testimony that the rating bureaus would not divulge to
him their records.
Mr. WomiNGER. I heard that.. 1 can only speak for myself, that
1did have a little bit of difficulty getting to' see the Nielsen diaries,
and under certain circumstances, which I described in my testimony.
The ARB welcomed nie and there was no problem whatsoever and
110 question about seeing the diaries at ARB.
Mr. YOUNGER. In talking with other operators of stations, was the
privilege granted to you of viewing the diaries an exception, or did
you find that other managers of stations were privileged to review the
diaries?
Mr. W ODLINGER. As far as ARE, other managers have viewed
them. I feel, from what I have been able to check with other management people in this industry, that I am one of the few who has
seen the Nielsen diaries.
Looking back on these past 3months, Ihave afeeling that this FTC
consent decree or something has somewhat changed their attitude
toward letting people see these. This is just my impression. Prior
to that, Ido not think very many people saw these diaries in individual
markets.
Mr. YOUNGER. It may just be the old adage, that the squeaking
wheel got the grease.
Mr. W ODLINGER. Ialso thought of that, and Ineed a lot of grease,
or something. So obviously, Ihave been squeaking.
Mr. YOUNGER. Could it be that you were asubscriber to the service
and possibly Mr. Sholis was not ?
Mr. W ontaNGER. That could have been.
Mr. YOUNGER. Ido not recall in his testimony that he said he was a
subscriber.
Mr. W ODLINGER. I felt that I went into these rating services with
my eyes wide open from past experience. Iknew Iwas going to have
trouble with anew station as far as ratings, Iknew when Isaw what
they had designated as a metro area, what it had been. But I also
knew that unless Isubscribed to both these services, Ihad no chance of
getting in the front door to get my story across. Icannot blame them.
But as asubscriber, Ifelt that Iwas entitled to view these.
Mr. YOUNGER. How is your station doing now, financially?
Mr. W ODLINGER. Well, I am making all my payments to General
Electric and the bank, and we are, Iwould say, making alittle bit of
money. Not. anywhere near what the other two stations are making.
But Imust also say that Istarted a type of operation that Iconsidered arather lean one and ahungry one, and have that type of person
working for me and everyone is doing many jobs. If Ihad not gone
into it, with that type of operation in mind, Iam afraid we would be
losing quite abit. of money at this point.
Mr. YOUNGER. You do not have anetwork ?
Mr. W ODLINGER. Yes, sir. we are primary affiliate for ABC in
western Michigan.
Mr. YouNoER. And all three net works have affiliates in that area ?
Mr. W ont,t NGER. Yes, sir.
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The CHAIRMAN. Mr. Moss?
Mr. Moss. Iwould like to defer to Mr. Brotzman.
Mr. BROTZMAN. To refresh my recollection, how long have you been
with this station, Mr. Wodlinger?
Mr. W ODLINGER. I started to work there August 15, 1962.
Mr. BROTZMAN. Well, how long have the other stations been
operating ?
111r. W ODLINGER. WOOD was a prefreeze station, as I recall. It
was originally WLAV and started in 1949. WICZO, Iam alittle hazy,
started in 1953. It was right after the freeze, as Irecall.
Mr. BROTZMAN. You indicated, however, that you cannot sell your
wares, which would be advertising, without the utilization of these
rating services; is that not correct ?
Mr. W ODLINGER. Ido not think Isaid Icould not sell them without
it, but nationally, I must have them, yes, to use as a tool, a selling
tool. Because this is an accepted method of buying.
Locally, advertisers do not depend as heavily on ratings.
Mr. BROTZMAN. You are selling advertising, though, obviously?
Mr. W ODLINGER. Yes, sir; we are.
Mr. BROTZMAN. Ido not know anything about your business, but in
the rather short time, it looks like you have made some progress.
Would that be afair statement?
Mr. W ODLINGER. Yes, but I must also be perfectly fair in saying
that that was a two-station market and the 28th television market
in the country and we are getting alot of overflow business where the
others just do not have availabilities. That is where we are getting
some of it, where the other people cannot take care of them. Ihate
to admit it, but it is the truth. Ihate to say we are getting it by the
fact that they are full and we are not.
Mr. BROTZMAN. Your testimony is, though, that unless the rating
services, ARB and Nielsen enlarge this area, you are not going to do
very well?
Mr. W ODLINGER. That is correct, because obviously, you can see
from the map the disadvantages geographically.
Mr. YOUNGER. Will the gentleman yield right there?
Mr. BROTZMAN. Yes, sir.
Mr. YOUNGER. Would you get more for your advertising if you had
a better rating?
Mr. W ODLINGER. No question about it. I am having to do things
today that Ihave never done before with astation, to compete. Ihave
to give additional spots to get metro rating points up to where these
other two stations are before Ican get business.
Mr. YOUNGER. That is all.
Mr. BROTZMAN. What would you say the percentage differential is
between what the two competitors are able to get for advertising and
what you can get?
Mr. W ODLINGER. Are you speaking of their gross business, or per
spot ?
Mr. BROTZMAN. I suppose we should put it on the basis of gross
business, first of all.
Mr. W ODLINGER. Iwould have to take an estimate. I do not think
I would be off very far, but I would have to guess that they are running currently per month—just one station, not combining them both—
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they would be billing at least three to four times as much as we are—
four times as much, each one of them.
Mr. BROTZMAN. Now, let's take the same ad, shall we say, for want
of amore descriptive term, at some particular spot. What would the
differential be between what they are able to get and what you are
able to get ?
Mr. WODLINGER. Well, first of all, Ihave not reduced my rates because Ifeel that the longer we are on the air, our ratings will go up,
and particularly if I can have this situation remedied.
But in answer to your question, where they would get, for example,
$300 for a20-second spot, Itoo might charge $300, but Imight have
to include three or four additional spots to come up to the same number of rating points as they do.
Mr. BROTZMAN. Could that be explained by the fact that they have
been in the business longer than you have ?
Mr. WODLINGER. Ithink that is certainly part of it.
Mr. BROTZMAN. SO it is not all directly related to ratings; is that
correct ?
Mr. WODLINGER. No. If Ihad the ratings, Iwould be able to compete on pretty much an equal basis. But the thing that I foresee is
that unless the metro is revised or we all have an equal opportunity
to get at this metro area, Iwill never be able to compete on an equal
basis.
Iam really not so concerned now. Iam going to improve in these
February-March rating books under this system. But I will never
be able to compete on an equal basis unless Iam given an equal opportunity, sir, to get metro rating points.
Mr. BiturzmAx. Are there other rating services available to you
than the two you have mentioned?
Mr. WODLINGER. I have not been solicited by anyone else. There
are others, but they are just not really accepted. If I were to buy
them, Iwould be wasting my money.
Mr. BROTZMAN. When you say that, is that because the advertisers
do not recognize the other rating services?
Mr. WODLINGER. In television yes, Iwould say that is true.
Mr. BROTZMAN. Then
television,
your
in this particular area is
that these are the two rating services that are essential to moving
ahead in this business ?
Mr. WODLINGER. Yes, sir • absolutely; no question about it. I am
speaking of a local level. "Whether Trendex nationally has the importance, I honestly could not tell you. But for running a local
station, the two are ARB and Nielsen. There is no question about it.
Mr. BuarzmAig. You are asubscriber to both of these services now?
Mr. WODLINGER. Yes, sir.
Mr. BitarzmAN. In the calendar year—Idon't know if you do calendar or fiscal year bookkeeping, but whatever you use, how much did
you spend for these services last year ?
Mr. WODLINGER. Ican tell you what I will expend this year.
Mr. BROTZMAN. All right.
Mr. WODLINGER. I am talking about the basic services, because
I have had to buy some additional things, trying to develop asales
story.
99-942- 63— pt. 1
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Mr. BROTZMAN. Before you answer this question, do you have a
copy of that contract there that you were referring to ?
Mr. WODLINGER. Yes. Would you care to see it
Mr. BROTZMAN. You go ahead and answer the question, if you
want to, and Iwould like to look at the contract.
Mr. WODLINGER. I am spending $204 a month—$204.18 a month
for 12 months. That is a little—almost $2,500 to Nielsen. And
with ARB Iam spending $4,322 per year.
Would you like to see both of the contracts, sir ?
Mr. BROTZMAN. Yes.
Iwould like to ask one preliminary question: Is there any lawsuit
in progress concerning either of these contracts?
Mr. WODLINGER. With me?
Mr. BacerzmAN. Yes.
Mr. WODLINGER. NO.
I might answer that I do not really feel I have any reason. I
signed these agreements knowing what I was going into. Iam only
trying to get them to remedy it. Ido not feel Ihave any litigation
against them in acourt.
BROTZMAN. I. only asked that question. Idid not want to get
into asituation that is presently being litigated.
Mr. WonumEa. No; all right.
Mr. BROTZMAN. Referring briefly to the Nielsen contract, you get
so many reports a. vear for $375 and you have certain payments scheduled; is that right
Mr. WODLINGER. Yes, sir. I pay by the month on the easy credit
plan.
Mr. BROTZMAN. Is it in fine print on the Nielsen contract, or did
Iunderstand you to say these could not be used as evidence in acourt
of law?
Mr. WODLINGER. Iam sorry.
Mr. BROTZMAN. Did I understand you to say in your testimony a
moment ago that it is in these contracts that they cannot be used as
evidence in acourt of law ?
Mr. WODLINGER. Yes; Ithink Iunderlined that. Ithink my local
counsel, however, said that would not hold up in court. Iam not an
attorney. Ionly listen to him.
Mr. BROTZMAN. Is there a similar provision in the ARB contract
that you know of?
Mr. WODLINGER. No, sir; Ido not believe there is.
The CHAIRMAN. You Will supply us copies of these contracts?
Mr. Womarzom. Yes, sir; I could leave you mine if I could get
them returned to me at some point.
The CHAIRMAN. We cannot put a blank form in the record here
and have it referred to. If it is going to be a contract, it has to be
acontract and not amere form.
Mr. WODLINGER. Ican leave this. I will leave it with you.
Mr. BROTZMAN. Iwould like to have an opportunity to study those
in more detail, Mr. Chairman. I probably should not take the time
right now to cover all of the particulars in the contract.
To sort of recap your testimony, first of all, I would assume that
you do not have a lot of faith or place a lot of credence on the
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ratings themselves because of imperfections that you pointed out
in your testimony; is that correct?
Mr. WODLINGER. Yes, sir.
Mr. BaorzmAN. But as a matter of economic survival, you feel
you have to have these, anyway, in order to be able to sell your
merchandise?
Mr. WODLINGER. Yes, sir.
Mr. BROTZMAN. I have no further questions.
The CHAIRMAN. Mr. Moss?
Mr. Moss. Mr. Wodlinger, I am sorry that I missed hearing you
give your testimony.
I have hurriedly read your statement. As I understand it, the
basic complaint is that the metro area is arbitrarily designated by
the rating services rather than being determined by a fact of viewer
preference or the application of any uniform standards to determine
a metro area?
Mr. WODLINGER. Yes; the term "uniform standard," Ithink Iagree
to that; yes, sir.
Mr. Moss. Actually, a metro area, where certain stations are competing for amarket, should be determined through an application of
standards which would reveal the actual preference of the viewing
public, and not the economic interests of competition or the sensitivity
of an organization to their clients.
Now, you are faced with the fact that you have been unable to
convince either of the two ra ti ng services whose ratings are essential
to you in economic operation of your business that they should in
any way modify the present metro area; is that correct?
Mr. WODLINGER. As of today, I have been unsuccessful in making
that change.
Mr. Moss. And it is your understanding that one of the reasons
for the reluctance i
s th e opposition of your two competitors to any
change?
Mr. WODLINGER. Yes, sir.
Mr. Moss. If this is the fact, then it would appear that there is
almost here a combination of restraint of trade, isn't there?
Mr. WODLINGER. Well, that is a strong word, but it appears that
Iam being restrained.
Mr. Moss. Let's say that you are being faced with some unfair
competition. You are not being evaluated on the same basis applied
to their operation, and translating this into terms of the tool necessary for the sale of time on your station, you are at a competitive
disadvantage?
Mr. WODLINGER. Yes, sir; your analysis is correct.
Mr. Moss. And your contract says you cannot take this matter
into a. court of law; is that correct?
Mr. WODLINGER. As my local counsel in Grand Rapids has told me
and as Iread it myself.
Mr. Moss. What about taking it to the Federal Trade Commisison?
Mr.WomixoEa. I noted with interest Mr. Dixon's visitation here
yesterday and the chairman asked him about cases and I plan next
week to bring this to his attention.
Mr. Moss. Ihope you do. because it seems to me that if competition
can apply pressure on a service to prevent it from doing justice to
you, it has been pretty well strained.
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Mr. W ODLINGER. That, too, is my feeling, sir.
Mr. Moss. And certainly such actions were intended by Congress
in its enactment of the Federal Trade Commission laws, to be illegal
or improper.
Mr. W ODLINGER. Well, Icertainly intend to pursue that. The one
thing Idid not say, which Ithink Iought to mention, too, is that both
of the rating services in the beginning told me they had contractual
obligations. Iwill leave these two contracts with you and in both of
them they have the right to change their method or area with, Ithink,
notifying the client, the other two stations and myself, and if we do
not like it, we have the opportunity to cancel within 30 or 60 days. I
pointed that out to them and they said, "Well, yes, but morally, we
should not make these changes until the contract expires." Then is
when the part came out about the other two stations not wanting to
agree.
Mr. Moss. You have indicated it is a fact of life that they have to
have these rating reports?
Mr. W ODLINGER. Yes; I have known of stations that have gotten
mad at the rating services, dropped out for 6 months or a year, but
they are always back.
Mr. Moss. Because the results of these rating services are the bibles
to buyers of time throughout the industry ?
Mr. W ODLINGER. Yes, sir.
Mr. Moss. Those are all the questions Ihave, sir.
The CHAIRMAN. Mr. Younger, do you have another question?
Mr. YOUNGER. Yes.
In regard to this metro area you are talking about, they include the
Grand Rapids market and the Kalamazoo market now; is that right?
Mr. W ODLINGER. Yes, sir.
Mr. YOUNGER. And you want them to include the Muskegon market; is that true?
Mr. W ODLINGER. I want them to do either that or withdraw the
metro back to Kent County only. The reason for that, Kent is the
largest county. It is 101,000 television homes. Because if they withdraw it to Kent County only, as you notice, our tower is about 23
miles to Grand Rapids and their two towers are about 20 miles to
Grand Rapids.
So we would be having opportunity to participate on an equal basis
in the metro ratings in the large county which we all serve.
Mr. YOUNGER. It is a little difficult for me to understand why, if
you have about the same coverage which you say you have with the
same signal power in the area; namely, Grand Rapids and Kalamazoo,
there should be any difference as to the rating with the exception that
you were not on the air during certain periods when the study was
made? Ican understand that. But where otherwise is the difference?
Mr. W ODLINGER. You see, in a metro area—you will notice in one
of these diaries. I do not know if you have seen actually the book.
They list in here metro rating. The metro rating is determined out
of what they calf the metro area, those four counties you see there.
Now, they still have diaries in the outlying counties, but not as
many and that has nothing to do with the metro rating.
Today, many agencies, and Ihave agroup of availability requests of
business that I lost in January and February, of which, oh, a good
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half of it the agency requests so many metro rating points, you see.
So that metro rating points are an important part of our selling.
The metro will not affect my total homes as such. But Imust have
an equal chance to obtain metro rating points, because certain clients
are concerned about city coverage.
They do not want the country coverage.
Mr. YOUNGER. If the same area is included, namely, the Grand
Rapids area and Kent and the Kalamazoo area, and you cover the
area to the same extent that the other two stations cover it—
Mr. W ODLINGER. I do not quite as well. I have a long 73 miles
down the middle of Kalamazoo. But right next to me is Muskegon
County, practically the same as Kalamazoo, that they do not include.
Mr. YOUNGER. That is true, they could enlarge the area to include
Muskegon. But the other two stations reach that market with the
same strength you do ?
Mr. W ODLINGER. Yes, sir, they reach that as well as I do. I do
not happen to reach Kalamazoo quite as well as they do, because Iam
alittle further away.
Mr. YOUNGER. So it is just aquestion of whether they would enlarge
their survey area to include another market ?
Mr. W ODLINGER. That is correct.
Mr. YOUNGER. That is all.
The CHAIRMAN. In order that the record may reflect it., the two
rating companies that you have referred to, Nielsen and American Research Bureau, hold themselves out as providing service to anyone
who is in the business of broadcasting or any related business to broadcasting.
Mr. W ODLINGER. Mr. Chairman, I am not quite sure if I understand your question entirely. Iam sorry.
The CHAIRMAN. The question is, do these two companies, Nielsen
and ARB. hold themselves out to perform a service to those in this
business of broadcasting?
Mr. W ODLINGER. Yes, sir.
The CHAIRMAN. And your complaint is that they hold themselves
out for such service, and when they do that, they are to provide fair
and equitable service to all people?
Mr. W ODLINGER. Yes, sir.
The CHAIRMAN. And your contention is they are not doing that
insofar as your own station is concerned ?
Mr. W ODLINGER. Yes, sir; that is correct.
The CHAIRMAN. Do the advertisers depend upon reports from these
services
Mr. W ODLINGER. Yes, sir.
The CHAIRMAN (
continuing). For their purchase of advertising at
agiven station ?
Mr. W ODLINGER. Yes, sir; they do.
The CHAIRMAN. And consequently, since these two companies hold
themselves out to perform a public service, public in the nature of
those who have broadcasting facilities, then they have, under the present situation, full and complete authority at their own whim or otherwise to do whatever they want to with reference to any particular
station under acontract?
Mr. W ODLINGER. Yes, sir; that is correct.
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The CHAIRMAN. And that is what is taking place, is it not?
MT. WODLINGER. Yes, sir.
The CHAIRMAN. Do the services, from your experience publish these
ratings on the basis of given stations ot:'
given markets?
Mr. WODLINGER. They take given markets and report. all stations
within that. market.
The CHAIRMAN. Are those markets determined on the basis of the
location of the antenna towers of given stations?
Mr. WODLINGER. In some cases, yes, in some cases, no. They seem to
have agray area here. Ido not mean to be evasive but it is the actual
fact.
There are some places where towers are located apart from each
other and they include them in the same metro. There are other cases
where they are together and they are, of course, in the same metro.
So it. is not consistent.
The CHAIRMAN. In other words, the published reports on which the
expenditure of hundreds of millions of dollars is determined in the
economy are based on information that is inequitable and does not
present Ihe true picture.?
Mr. WonmNam Ican answer only our case, and I would say yes.
I have heard of others, but I am not that familiar with them, Mr.
Chairman.
The CHAIRMAN. Well, I am asking you from your own experience
and what you know.
Mr. WopurçoER. Yes, sir.
The CirmintAx. Do you have any suggestions as to how we might
develop a procedure that would require fairness and the actual facts
obe published, on which people. who depend upon those facts can act
on the basis of what is true and not some guesswork, or inequality?
Mr. Wom,txor.n. That. is a. difficult question to answer, Mr. Chairman. If Ifirst were that sold on the accuracy of our research. Imight
have a. suggestion. But I am really not that sold on it.. I do feel
this, and it may come, it may sound alittle out of place—it probably
does not, but our business is a‘ regulated business and we are all operaiing under the. Federal Communications Commission.
The CHAIRMAN. Apparently this part of it is not regulated.
Mr. Womurrom That is what I was going to say, that perhaps it
seems strange to me that if we are all regulated, and we have two
companies that control our business that are not regulated, I think
perhaps the solution might be that these companies lie put under the
same form of regulation or same type that we are.
Iam probably saying avery unpopular thing, but Ifeel that way;
if we are regulated, there is no reason why they should not be regulated. They control, according to Broadcasting magazine this past
week, about $1.3 billion aweek of television sales and these companies
have alot to do with the distribution.
The CHAIRMAN. What would you recommend we do to regulate,
other than channel assignments itslef ?
Mr. WODLINGER . I think that would be very good. Ithink that we
could have alot of self-regulation within our own industry, even without. the rules of the Commission.
The CHAIRMAN. We heard something about that about 4or 5years
ago.
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Well, what would be your reaction to any rating service that holds
itself out to all who are in business, being required' to state the actual
fact of any given facility in order that the advertiser may know precisely what. he is doing when he negotiates acontract for agiven service of that facility ?
Mr. W ODLINGER. Ithink that would be excellent if it could be done.
The problem Isee with that—Ibelieve, if Iunderstand you correctly,
Mr. Chairman, when atime buyer buys out of one of these books, the
whole facts should be explained at, that point that these are not accurate or that they are entirely accurate—is that what you are saying?
The CHAIRMAN. No; what Iam talking about is that if you have a
facility that covers a certain area and serves so many homes in that
area, so many people in that area, and the engineering facts are public
on every facility.
Mr. W ODLINGER. Ithink that would be excellent.
The CHAIRMAN. What would be your thought as to some standards requiring the act ual facts to be recited in apublished report of a
given service of a facility which is licensed to serve the public?
Mr. W ODLINGER. I think that would be excellent. And you perhaps could go a step further, then. You see, today the media, the
television and broadcast, stations, we are the ones supporting this research. The agencies receive just atoken payment, really, so basically
it is the broadcasters paying these services. What you are suggesting
is that we have acirculation figure, and then any other yardstick the
agency wants to apply against, an individual program would certainly
be, Ithink, afair system. Ithink you have agood point.
The CHAIRMAN. Well, the facts are that a given facility serves a
given area as determined by the tower and the height of the tower?
M T. W ODLINGER. Yes, sir.
The CHAIRMAN. And engineering determines that area?
Mr. W ODLINGER. Correct.
The CHAIRMAN. Engineering determines the grade of service,
whether it is city grade, grade A, or grade B, engineering determines,
depending upon the area, the decibel units of the milivolt; the power.
Mr. Wodhnger, would there be difficulties encountered, if this is
going to be a public service, and these hundreds of millions of dollars determined on the basis of it, if there were some way of requiring these actual facts to be presented for the consideration of whatever advertiser or station or network or whoever might depend upon
that particular information ?
Mr. W ontarroER. Ithink that would be good, but you still have the
further problem—we have so indoctrinated these time buyers or
these purchasers of time on this popularity idea of the program. This
circulation idea you are speaking of is excellent, but Iam wondering
if the next step is, if you have any form of rating book, they are
p
o•
oin
tr to go right, back to the saine thing of saying "I Love Lucy"
is more popular than " Ben Casey" or something like that.
The CHAIRMAN. That is the way the competitive system works with
reference to a given program and the capability of developing the
program and the amount of effort that goes into the promoting of the
program.
You would not want to disturb that kind of competition, would
you?
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Mr. W ODLINGER. No, sir; I would like to see it returned to that.
I can remember back about 1949 to 1954 in the market I operated,
we had no rating books and it was a delightful period of selling.
The CHAIRMAN. Does that mean that you believe in the old adage,
"Oh, for those good old days" ?
Mr. Womarniza. Yes, sir; to a certain extent. Certainly in this
field of ratings.
The CHAIRMAN. Thank you very much, sir. We have been happy
to have you with us.
Mr. Robert Pauley.
Will you be sworn, please? Do you solemnly swear that the testimony you will give to this committee will be the truth, the whole
truth, and nothing but the truth, so help you God ?
Mr. PA17LEY. Ido.
May I request that Mrs. Elizabeth Harris be sworn at this time,
also? She is manager of research of ABC radio and will assist me
in answering questions.
The CHAIRMAN. Very well.
Do you solemnly swear that the testimony you will give will be
the truth, the whole truth, and nothing but the truth, so help you
God?
Mrs. HARRIS. Ido.
TESTIMONY OF ROBERT R. PAITLEY, PRESIDENT, ABC RADIO NETWORK, ACCOMPANIED BY MRS. ELIZABETH HARRIS, MANAGER
OF RESEARCH, ABC RADIO
The CHAIRMAN. First, identify yourself for the record.
Mr. PALMY. I do have a prepared statement as requested, which
Ishall read at this time.
The CHAIRMAN. First identify yourself; who you are, where you
live, and so forth.
Mr. PALMY. My name is Robert R. Pauley. Ireside in New Canaan, Conn.
The CHAIRMAN. Very well. You may proceed with your statement.
Mr. PAULEY. Mr. Chairman, members of the committee, my name is
Robert R. Pauley, and Iam president of the ABC radio network. With
me today is Mrs. Elizabeth Harris, manager of research for the ABC
radio network, who may assist in answering questions of the committee.
Iwelcome the opportunity to appear before this committee to discuss with you the ratings and the use of ratings in all fields, including
programing, sales, and affiliation matters, insofar as the American
Broadcasting Co. radio network is concerned.
Let me state, first, that it is my considered opinion that the ABC
radio network feels that it is necessary to utilize program audience
measurement data because1. In order best to serve some 426 affiliated radio stations in
America and ultimately to apotential of 96.3 percent of all U.S.
radio homes and nearly every individual, we must be able to determine the extent to which our programs have listener and station acceptance in the public interest.
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2. As a commercial enterprise, dependent on income derived
from advertisers, we are obliged to provide sponsors with reasonably accurate estimates of the audience which our programs are
reaching in order to help support our radio network and provide
several hundred hours ayear of sustaining public service broadcasts in the public interest.
We at ABC radio endeavor to sell many advantages of our program
service to the advertiser; namely, type of program, personality, time
period, station facilities, clearance of our programs on these facilities,
merchandising value of the program or personality, and success history
of prior advertisers. The final determination by the advertiser, however, usually rests upon his evaluation of the cost per thousand.
Further, if network radio's audience suffers by comparison to other
media or if the reported audience is so small that it simply doesn't
interest the advertiser in terms of accomplishing his objectives of selling his product, then we fail to obtain his support and the total industry, as well as the public at large, may suffer.
On the commercial success of network radio lies the future of a
totally national and instantaneous news and information service to
the people of America.
The ABC radio network makes payment to its regular affiliated
stations as compensation for carrying network commercial programs.
This payment is alarge determinant in the affiliates' support of the
network or even becoming or remaining an affiliate. Currently, due
to the depressed audiences reported by NRI ( Nielsen Radio Index), the
networks are not able to attract sufficient advertiser support at ahigh
enough price to compensate these affiliated stations for even aminute
fraction of that which they would be able to obtain for their commercial time by selling it directly to advertisers.
The networks must seek out a realistic audience measurement of
their programs or continue to suffer adecline in revenue until, by the
simple laws of economics, they are forced to perish.
It is the considered judgment of the ABC radio network that radio
listening generally was not pushed down by the emergence of television to the degree reported by NRI or generally believed by those
advertisers who are compelled to justify their purchase of time on the
basis of NRI. It is our feeling that radio listening generally moved
outward instead of diminishing. Everything concerned with radio has
grown during the past 20 years; the number of radio homes, the number of sets in the home, the number of auto radios, the rapid emergence of the transistor set and total radio set sales.
Radio is the only truly universal medium. It is everywhere and
singularly enjoys the ability to go everywhere with the American
people. Yet until very recently, national audience to this dispersed
medium was measured only in the home where there was a fixed
plug-in set. All other attempts to measure anything other than fixed,
plug-in, in- home usage were based on plus factors to this diminished
base.
At certain time periods during the day, reported in-home audiences
to plug-in sets could be zero. .Auto listening or transistor listening
could be sizable, yet there would be no reported audience by NRI.
In 1962, radio set sales reached an alltime high estimated at 22 million
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sets, yet aside from the morning hours, NRI has shown almost steadily
declining sets in use.
The Nielson Co. which owns our traditional national rating service
and the only available one until just recently, also endeavors to measure the radio audience in 32 local markets, NSI—Nielson station index.
Comparing network programs locally ( NSI) with the national
measurement ( NM), we found large discrepancies. For example,
one network program on five stations reached cumulatively 118,400
homes ( NSI), both NSI and NRI based on total audience homes,
while for the same report period, the same program reached 99,000
homes ( NRI), both NSI and NRI based on total audience homes, on
179 stations, including the original five stations. By this standard,
174 stations had anegative audience. Yet this is the basis upon which
the advertiser makes his evaluation. We haire many more examples.
We do not believe that, as anational medium, it is our job to compete with spot radio, or local radio, but rather with magazines and
network television. The basic reasons an advertiser buys spot radio
are different from the reasons for buying network radio.
However, in evaluating radio, national advertisers have observed
several times that our programs must be comparatively poor indeed
to get such small audiences ( NRI). They have noted that they could
buy 10 or 15 stations locally and reach as many homes ( NSI) as we
con.ld reach on a network basis using NRI. They could accomplish
this, according to Nielsen data, and these could be locally available
spots in our network programs on our affiliated stations.
Examination of the performance of ABC radio network programs
in comparison to surrounding local programing reveals that. the network programs attract. as high an audience and many times a higher
audience than the local programs, according to NSI:
We repeatedly asked Nielsen to explain these enormous differences
between NSI and NRI. In June 1961, Nielsen admitted that the local
station information was projected to the 1956 NCS ( Nielsen coverage
study), which was overstating the extended audience for some stations. They said they were in the process of updating the NCS to
1960 and stated that these discrepancies would be corrected. In the
autumn of 1961, after the corrections were presumably made, we still
found substantial discrepancies between NSI and NRI for individual
programs. For example, one ABC radio network program on 14
stations reached 313,800 homes, according to NSI—both NSI and NRI
based on total audience homes.
During the same report period, the same program reached 297,000
homes on 245 stations, including the original 14 stations—both NSI
and NRI based on total audience homes.
Therefore, 231 stations had a negative audience by this standard.
ABC worked with the Nielsen Co. prior to Nielsen's cancellation
of their service to us for over 2 years to improve their service. We
made seven recommendations for improvement. Nielsen representatives have stated several times they could do a better job measuring
audiences but that the radio indus.try would not pay for it. At no
time did Nielsen propose a better method or indicate what it would
cost to provide this better service. ABC radio has never indicated
that, it, would not. consider paving, within reason, more for research
which more accurately reflected total radio activity.
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We urged the Nielsen Co. to take positive steps to correct their
displayed discrepancies and establish abetter base for radio measurement and do a better job in the area in which they were operating
before venturing forth into the transistor plus stage.
It was our gelid that a possible further projection of obvious
fundamental errors would not be in the public interest. ABC radio
network was perfectly willing to continue to purchase the NRI in- home
studies at an approximate annual cost of $110,000 to ABC radio network. Nielsen, however, stated that we must purchase the new transistor plus study at an additional cost or we would be deprived of the
in-home studies.
We strongly felt that further additional support of such controversial material was not in the best interest of our industry or the
public. Based upon this conclusion, we notified the Nielsen Co. that
we were unwilling to purchase transistor plus. Shortly thereafter,
we received cancellation of the in-home service from Nielsen.
Until this time Nielsen provided the only national radio measurement service. In keeping with our previously defined obligation to
stations, the public and the advertiser, it was our responsibility to
endeavor to seek out acompetent audience measurement service which
would measure as accurately as feasible the total audience to radio;
that would measure the program appeal to people no matter where
they happened to be listening, as opposed to measuring in-home
activity and then reporting the rest as plus factors. Our objective
was to obtain an audience measuring service for radio which was people
oriented reflecting the highly individual and personal medium it
has become over the past 12 years, whereas prior to television, it was
ahome fixture, as television is now.
Many national advertisers have stated to us that radio is the "poorest
researched" of all the media. In making a change, therefore, we
sought a service which could also provide demographic information
firsthand, as opposed to aprojection based on "plug-in" activity.
We sought out. many market research, as well as rating companies,
and concluded that the best available service could be obtained through
the Sindlinger Co. of Norwood, Pa., whom we engaged to evaluate
network radio for us.
With a monthly national sample of 24,000 people, Sindlinger,
through the personal recall method—incidentally, Ishould like to point
out to the committee that the word " personal" should be stricken and
the word "telephone" substituted. It is apersonal telephone call, but
it is atelephone recall.
With a monthly national sample of 24,000 people, Sindlinger,
through the telephone recall method, provides audience estimates to
all radio network programs. The important advantage is that all
listening to individual programs is being sampled and reported regardless of where it occurs. This, in fact, is a measurement of total
radio activity which we feel better serves the radio industry, the
advertiser and the public.
Amounts of money spent by ABC radio on audience measurement
services are included in the exhibit attached.
ABC radio wishes to make clear that we support the work of Chairman Harris and this committee in these hearings.
That concludes my prepared statement.
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To explain further and to clarify this difference between NSI and
NRI, Ihave available some slides and if your facilities permit, Iwould
be very happy to show them to the members of the committee.
The CHAIRMAN. You have an exhibit to your statement. Do you
wish that included ?
Mr. PAULEY. Yes, sir.
The CHAIRMAN. It may be included.
(The document referred to is as follows:)
EXHIBIT
ABC eopenditures for 1962 research data
NSI $102 per month
NRI $9,000 per month January-June 1962
NRI special
Nielsen total
Pulse reports
Trendex—Special Breakfast Club study
Sindlinger-1962

$1, 224
54, 000
2, 121
57,345
2,272
1,500
65,000

(Whereupon, slides were shown with commentary as follows:)
Mr. PAULEY. In my prepared statement, Ialluded to this difference
between NSI and NRI.
The CHAIRMAN. NSI is what?
Mr. PAULEY. NSI is a local rating service done by Nielsen in 32
markets.
The CHAIRMAN. What does NSI mean?
Mr. PAULEY. NSI is Neilsen's terminology for their local rating
service.
The CHAIRMAN. Iwish you would say for the record it is Nielsen
station index.
Mr. PAULEY. Nielsen station index.
The CHAIRMAN. YOU cannot put this picture in the record.
Mr. PAULEY. NRI is Nielsen radio index which is Nielsen's national
measurement of network radio.
The CHAIRMAN. Ithink for the record, you had on there that the
two of these equal something.
Mr. PAULEY. The question is, Mr. Chairman, should they not have
some relationship to each other.
As amatter of explanation, and only explanation NRI, which is
the national radio index—this is the measurement of total network
radio—is accomplished with 1,200 audimeters which provide national
audience statements for the approximately 1,300 stations comprising
the Mutual, NBC, CBS, and .ABC radio networks.
We do not quarrel with the size of the sample. We are simply stating this as amatter of fact.
About 2 years ago, I was in Chicago talking to our local station
manager, WLS-Chicago, and he commented that the radio network
shows, especially in the evening, were doing extremely well. This
was our evening service bloc that Ireferred to specifically, starting
at 6:30 New York time and running through 7:15 New York time.
It included at the time Alex Dreier and John Cameron Swayze and
Art Van Horn, including,i Edward P. Morgan from Washington.
Our local station manager nChicago said:
You fellows are doing a good job with your programing.
homes out of your network service bloc.

I get 106,000
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Isaid " By what service?" and he said "NSI, local Nielsen."
We came back to New York and it was renewal time for the Alex
Dreier portion of this evening bloc, 6:30 to 6:40 New York time. I
think Dodge was the sponsor. We looked at our national Nielsen
index and found that it reached some 300,000 or alittle over, homes.
Iwondered how in the world one station could represent one-third of
our total network audience.
So we looked at some other stations and this is what we found.
These 17 stations are not necessarily the 17 top markets because we
had to select rating reports that were absolutely the same rating period
as the national report. As this committee may know, NSI does not rate
every month, so we had to select those which corresponded in time
with NRI.
According to NRI, this is "Alex Dreier and the News" on our network. This is 2or 3or 4months after Alex joined us, replacing John
Daly in this time period. We had 218 stations at the time clearing
the show. According to NRI, we reached 371,000 homes. However,
by adding up the local Nielsens for the same show—"Alex Dreier and
the News," during the same rating period, on NSI we found that 17
stations of the 218 reached 368,206 homes.
Therefore, 17 stations reached 99 percent of the estimated audience
of the 218 stations, or 201 stations had virtually no audience whatever
according to these standards.
Now, we brought this to the attention of the Nielsen Co., and they
stated, as Istated in my report, that they had been overextending the
reach of some of our stations and they were in the process of altering
this.
At that same time, they were then inaugurating their transistorplus measurement. This was an effort on the part of the Nielsen Co.
to measure the transistor activity, the audience of transistor radios.
They had been presenting this transistor-plus factor to us and requesting that we buy it.
We did not commit ourselves one way or another. We felt that
they had some very basic problems that first must be overcome before
we were willing to venture into more of this sort of thing.
In the fall of that year—that would be the fall of 1961, when the
Nielsen Co. came to us and said:
We have corrected our problems between the NSI and the NRI; you will not
see these discrepancies any more; we now request that you agree to purchase
at an additional cost our transistor-plus service.
We said all right, fine; we will take alook at it. And we looked at
the most recent pocketpiece that we had. This presumably was after
the corrections were made. Since the early spring, Alex Dreier's
clearance had gone from 218 stations to 243 stations. His total homes
reached, according to NRI, had dropped to 297,000 homes. Iam not
quarreling with this. Let's just assume that nobody likes Alex Dreier.
The important factor here, however, is that now it only took 14 stations to eclipse the national audience of "Alex Dreier and the News,"
so that 14 stations2by Nielsen standards, reached 6percent more homes
than 243 stations, including the 14.
So 229, if my subtraction is correct, 229 stations did not reach anybody—it reached anegative audience.
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We told Nielsen at the time:
Until you correct these obvious inequalities, we do not see any reason to support further your service—that is, your transistor-plus, at an additional cost.
Clean house first and we will take a look at it.

Whereupon Nielsen said:
You must buy our transistor-plus service. We have decided to go into it and
you must buy it, or else you will not have our in-home rating service.

We had never at any time said we would discontinue it. We liad
said we could continue their in-home service and continue to work with
them to make improvements. .No improvements were forthcoming,
however, and we indicated we would not like transistor- plus at an
additional cost. Shortly thereafter they notified us they were canceling their service to us.
Alex Dreier does not stand alone as one case. There are many, as
I stated in my previous prepared statement. Another example,
"Speaking of Sports," which is on our network, 10:25 eastern time,
Saturday night., carried at this time by 179 st
ati ons ,
accor di ng to NRI ,
the national Neilsen rating service, reached 99,000 homes. The same
show on five of these stations, according to the other Nielsen rating
service, reached 118,400 homes, which is some sort of magic. Five
stations, then, reached 120 percent of the estimated audience of 179
stations, including the 5, 20 percent higher than the national report.
This is true of Garry Moore, as well, on CBS. Iam sure all of you
are familiar with him'. According to NRI, it reaches 593,000 homes.
According to NSI, on. 21 stations, it reaches 478,000 homes, or 81 percent of the estimated audience of 200 stations.
Arthur Godfrey, a similar situation: 201 stations, reaches merely
80 percent of his total audience.
That concludes our portion of the presentation of the difference between NSI and NRI and Iappreciate the indulgence of the committee
in viewing these slides.
(The charts referred to by Mr. Pauley in his presentation are as
follows:)
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ALEX DREIER AND THE NEWS ( ABC)
218 STATIONS
371,000 HOMES

NS I

ALEX DREIER AND THE NEWS ( ABC)
17 STATIONS
368,206 HOMES
17 STATIONS.99
ESTIMATED
AUDIENCE OF 218 STATIONS
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ARTHUR GODFREY ( CBS)
201 STATIONS 593,000 HOMES

NS1

ARTHUR GODFREY ( CBS)
20 - STATIONS
469,000 HOMES
20 STATIONS79Y ESTIMATED
AUDIENCE OF 201 STATIONS

NRI

SPEAKING OF SPORTS ( 10:25 PM SATURDAY)
179 STATIONS
99,000 HOMES

NS I

SPEAKING OF SPORTS
5 STATIONS
118,400,HOMES
STATIONS=I20% ESTIMATED
AUDIENCE OF 179 STATIONS
OR 20/ HIGHER THAN
THE NATIONAL REPORT
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AUDIENCE OF 215 STATIONS
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630-6:40 PM,

243
14

STATIONS -STATIONS L-4.

14

STATIONS ;a=

EST

297,0.00 HOMES
313,800 HOMES
6% MORE HOMES
THAN n3 STATIONS

The CHAIRMAN. Mr. Sparger, do you have any questions ?
Mr. SPARGER. Yes, sir; nave some questions.
Mr. Pauley, when you approached Nielsen with this problem and
asked them what the solution might be for you to have, in essence,
higher national ' ratings, what type of facilities did they tell you that
you needed to attain ahigher rating?
Mr. PAITLEY. Well, they said that ABC specifically suffered because
of lack of high-powered facilities.
Mr. SPARGER. In other words, they said that you needed more 50,000watt stations ?
Mr. PAITLEY. That is right. They said we, compared to NBC and
CBS, had alesser number of 50-kilowatt stations.
Mr. SPARGER. Has it ever been represented to you by the A. C.
Nielsen Co. that the sum of the NSI parts equal the total NRI?
Mr. PArrzny. Well, aside from fundamental, simple logic, yes; they
have.
Mr. SPARGER. You have adocument there, would you identify that,
please sir ?
Mr. PALEY. This is a Nielsen station index promotion piece, or advertisement, published by Nielsen.
Mr. SPARGER. Does it relate to this subject ?
Mr. PAULEY. It does.
Mr. SPARGER. Would you read in what way it relates ?
Mr. PAITLEY. It states. " NSI"—this is local Nielsen now
is completely compatible with Nielsen radio and television indexes.

That is NRI, which we have discussed here.
,
which

measure and report national network audiences.
information for each individual station in the network.

NSI supplies parallel
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Mr. SPARGER. As a broadcaster, what would you say " compatible"
means in this instance?
Mr. PAULEY. I would say compatible, there must be some relationship between the station and its network and among the network shows
on the network as measured by NRI and on the local stations as measured by NSI.
Mr. SPARGER. It said completely compatible. What would that
mean it your judgment ?
Mr. PAELF.y. In my judgment, the sum of the parts should be
somewhere near the total.
Mr. SPARGER. You also advised the committee that at one time you
have canceled the Nielsen service, or rather, Nielsen canceled you.
What occurred after that time, sir?
Mr. PAI7i.r.r. Well, in 1962. Nielsen canceled us.
Mr. SPARGER. Do you presently use the Sindlinger service?
Mr. Pst-LEy. Yes: we are. It was our obligation and responsibility
as sellers of aproduct to provide research data to our buyers, to the
advertiser and his agency.
It was therefore our job to seek out somebody who could do the
job for us as correctly as possible.
Mr. SPARGER. Does ABC radio continue to supply lineups to the
Nielsen Co.?
Mr. PAITLEY. Yes, it does; even though we do not subscribe and
we are not reported.
Mr. SPARGER. You are not reported, sir?
PAT'LEY. No; we are not reported in the Nielsen NRI pocketpiece.
Mr. SPARGER. I believe I have an NRI report, sir. How are you
listed in it
Mr. PAITLEY. ABC call letters are indicated here and there is a
blank space which says" ionsubsçribing network."
Mr. SPARGER. This is in the NRI pocketpiece report for October
1962, nat ioiial Nielsen radio ratings.
Mr. Pauley, has ABC, in an earlier period, not been listed in Nielsen
reports ?
Mr. PAULEY. Yes; to the best of my recollection, the ABC Radio
Network canceled the Nielsen Co. back in 1958, Ibelieve it was, and
we were similarly not listed in those pocketpieces during that period.
Mr. Se.‘npER. Did this affect you economically ?
Mr. PAULEY. Yes, it did.
Mr. SPARGER. Can you tell me, sir, if you later resubscribed to the
--Nielsen index?
_Mr. PAULEY. Yes, we were compelled to dp so.
-Mr. SPARGER. Was this as aresult of the fact that you did not receive
opportunities to participate in some national business?
Mr. PAULEY. That is correct.
There were many cases, some cases
at least that we knew of, where the advertisers had laid down the
ground rules that all presentations should be submitted based on
Nielsen data and without Nielsen data, we were unable to submit and
compete for the business.
Mr. SPARGER. Was any other national data available at that time?
Mr. Pm -r.Ev. Not in the true sense of the word. At that time, the
ABC Radio Network engaged the service of Pulse, which was a 26-
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market survey only, in an endeavor to project that nationally, which
was not acceptable to the advertiser.
Mr. SEAMIER. Pulse was not anational report ?
Mr. PAULEY. They were not a network or national report. The
sample was not national and they were not in atrue sense anational
report.
Mr. SEAMIER. One or two years ago, were the national Nielsen network ratings rep rented as aradio network report?
Mr. PAULEY. Yes; it was.
Mr. SPARGER. ISit today represented as anational network report?
Mr. PAULEY. Not in my estimation.
Mr. SEAMIER. Do you have asituation where availabilities are requested based on national Nielsen radio index data only where you
could not participate in seeking the business?
Mr. PAULEY. Well, the ground rules were laid by some national
advertisers 7 that we know of, that were willing to tell us, that we
must submit on the basis of Nielsen radio index.
Mr. SPARGER. Was this in the period following the first cancellation
of Nielsen'?
Mr. PAULEY. Yes, it was.
Mr. SPARGER. Has it occurred since?
Mr. PAULEY. Yes, it has.
Mr. SPARGER. Could you tell us, sir, if you know specifically of
business that has been placed on another radio network since your
recent cancellation and nonlisting in the NRI that is presently scheduled on another network?
Mr. PAULEY. Yes; very recently the American Express Co. purchased aschedule on CBS and the basis on which this was evaluated
was NRI, which we did not have and we were not able to supply to
this agency or client.
Mr. SPARGER. You were therefore not able to submit availabilities
within the information as required by the American Express Co.'s
advertising agency?
Mr. PAULEY. We did submit the availabilities and did everything
we could, but without Nielsen, we were left out of the picture.
Mr. SPARGER. Could its advertising agency have obtained this information from the Nielsen Co.?
Mr. PAULEY. I believe so. Of course, we do supply the lineups,
as Iindicated earlier, and Ido believe that Nielsen rates us and that
this information is available someplace.
Mr. SPARGER. ISit available on any unsponsored sustaining program on ABC?
Mr. PAULEY. I do not know.
Mr. SPARGER. ISit available for any programs on which Nielsen
does not have asubscriber which is a sponsor?
Mr. PAULEY. I don't believe it is.
Mr. SEAMIER. Let me ask you this, sir: What specific business, to
your knowledge,was lost after the earlier cancellation of the NRI?
Mr. PAULEY. This was through the Wade Advertising Agency in
Chicago. Idon't recall the account. This information Ican get for
you. But the Wade Advertising Agency specifically laid down that
nobody need apply for the business who did not have the Nielsen
data.
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Mr. SPARGER. Was that Miles Laboratory, sir?
Mr. PAULEY. That would have been Miles Laboratory; yes, Mr.
Sparger.
Mr. SPARGER. Have you had any other similar circumstances occur
to your knowledge?
Mr. PAULEY. Well, during that period of time, Iwas with the ABC
Radio Network and Iwas told by at least one national advertiser that
we would not be considered under any circumstances until we felt
obliged to indicate what our circulation factor was by Nielsen.
Mr. SPARGER. That was by Nielsen, sir?
Mr. PAULEY. Yes.
Mr. SPARGER. What advertiser was that, sir ?
Mr. PAULEY. That was the Procter & Gamble Co., Cincinnati, Ohio.
Mr. SPARGER. Let me ask you this question, sir: In relation to another matter: This is the San Diego area Nielsen station index from
March to April 15, 1962. Where it says reportable stations, sir, would
you read that into the record and tell us what it means to you, sir ?
Mr. PAULEY. Reportable stations:
Radio stations originating in or serving the metro area having sufficient audiences during the average reporting interval of two or more day parts to meet
NSI reporting standards. See report pages for station lists.
Mr. SPARGER. What does that mean to you, sir?
Mr. PALMY. It means that any station that has an audience in San
Diego will be reported.
Mr. SPARGER. If it meets certain standards ?
Mr. PAULEY. Yes.
Mr. SPARGER. This is from the NSI basic radio report, Dayton area,
July-August 5, 1962, on reporting standards. Would you read that
into the record?
Mr. PAULEY (
reading) :
Reportable stations are those tuned in by 10 percent or more of the NSI sample
homes in the metro area during the average week of this report and that deliver
audiences meeting the minimum rating standards during two or more 3-hour day
parts. The minimum standards for metro rating for this report are 0.8 for per
broadcast audiences and 1.2 for 5-day Monday-Friday and 4-day SaturdaySunday cumulative audiences, and are applicable to both NSI radio basic report
for this market and its per broadcast supplement. Audiences for outside stations are reported if they meet the above standards and are amaterial factor in
the market.
Mr. SPARGER. It says "are amaterial factor in the market." Would
you consider asituation where ABC has an O. & O. owned and operated station, in Los Angeles, that if that station met the reporting
standards as outlined here in the San Diego market, it would be listed
in the San Diego report?
Mr. PAULEY. I would say that if it had an audience there meeting
these standards, it would certainly be amaterial factor and would be
reported.
Mr. SPARGER. Are there any periods where service is provided by the
Los Angeles ABC affiliate when it is not at the same time provided in
the San Diego market?
Mr. PAULEY. Yes.
Mr. SPARGER. Would you please tell us what those are ?
Mr. PAULEY. Well, our San Diego affiliate is KGB. It does not
carry, on aMonday-through-Friday basis, our 6:55 a.m. news. This
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is a 5-minute news. Los Angeles, however, KABC, which is our .
affiliate there and astation which we own, does carry news live, 6:55
a.m. Our 11:55 a.m. news is not carried by KGB. This is carried .
by KABC, and delayed to 12:05.
Our 5:55 p.m. news is unavailable on KGB, but carried live at 5:55.
p.m. by KABC, Los Angeles.
Mr. SPARGER. You would say, then, sir, that your Los Angeles station provides programing which is not being provided at that same.
time in San Diego ?
Mr. PAULEY. That is correct.
Mr. SPARGER. In this case, would you consider that such programing would be amaterial factor in the San Diego market ?
Mr. PAULEY. This would be speculation on my part, Mr. Sparger.
Icould not say. But Iwould certainly say with our power and coverage pattern
Mr. SPARGER. Would you say they are providing the only ABC network radio service in the market in that period of time?
Mr. PATTLEY. During these periods; yes, sir.
Mr. SiurtoEn. You referred in your statement to Nielsen telling you
that they were working on their new 1960 NCS, which is Nielsen
coverage survey data, and that they were going to correct the errors
in projections on the NSI, Nielsen Station Index reports. Is that
correct, sir ?
Mr. PAITTLEY. That. is correct,.
Mr. SPARGER. Let me ask you this question: What method does
Nielsen use or did Nielsen use in their 1960 NCS in obtaining the
coverage data ?
Mrs. HARRIS. They used a. mail ballot, to obtain that information.
Mr. SPARGER. Mrs. Harris, have you been in the research business
in radio and television for sometime?
Mrs. HAmus. Yes, Ihave, sir.
Mr. SPARGER. Were you, prior to joining ABC, with other networks ?
Mrs. HARRIS. Yes, Iwas: Iwas with NBC for 10 years.
Mr. SPARGER. Did you have anything to do with coverage?
Mrs. HARRIS. Yes, Idid.
Mr. SPARGER. When Nielsen made its first coverage study, did they
make this on amail ballot ?
Mrs. HARRIS. Idon't believe so. They were using apersonal interview with their field staff.
Mr. SPARGER. Did they advertise that they were using a personal
interview with their field staff ?
Mrs. HARRIS. Yes, they did.
Mr. SPARGER. Prior to that time, there had been aservice known as
BMB ?
Mrs. HARRIS. That is right; Broadcast Measurement Bureau.
Mr. SPARGER. This used what type of measurement in collecting
their coverage data ?
Mrs. HARRIS. They used apost card ballot system.
Mr. SPARGER. Did the Nielsen organization refer to the fact that
they were offering an improved service with their first NCS ?
Mrs. HARRIS. Yes; they did, sir.
Mr. SPARGER. What happened to BMB?
Mrs. HARRIS. It went bankrupt, Ibelieve.
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Mr. SPARGER. May I ask you this: Was an official of BMB aMr.
John Churchill, to your knowledge ?
Mrs. Timms. Yes; he was.
Mr. SPARGER. Did Mr. Churchill leave BMB ?
Mrs. Hmtius. He went with Nielsen. Ido not remember what the
dates were on this.
Mr. SPARGER. Would you remember approximately what year he
joined the Nielsen Co. ?
Mrs. Ilmtars. On the new NCS study.
Mr. SPARGER. That. would be on NOS No. 1 ?
MPS. HARRIS. Right.
Mr. SPARGER. Let nie ask you this, Mrs. Harris: After the one NCS
which was taken with persoital interviews, has Nielsen ever produced
an NCS report based out personal interviews ?
Mrs. HAtuns. After t
lie first one, not to my knowledge. Subsequent
ones were done on mail ballot.
Mr. SPARGER. Does anyone else in radio produce coverage data ?
Mrs. HAaats. Not to my knowledge.
Mr. SPARGER. On anational basis?
Mrs. HARRIS. No.
Mr. SPARGER. Would you have a similar situation in Milwaukee,
being near Chicago, to what you might have in Los Angeles, in relation to San Diego
Mr. PAULEY. Yes; we would. We have a Milwaukee station,
WISN. And we also have avery powerful Chicago station, 50,000watt clear channel station, which covers Milwaukee very nicely.
Mr. SPARGER. Do you have particular programs that your Milwaukee
affiliate feels are covered more for this market ?
Mr. PAULEY. Well, traditionally, yes; the Milwaukee station joined
us quite some time after the Chicago station joined us. Milwaukee
does not carry Don McNeil's Breakfast Club in the morning.
It is a 55-minute show. Their reason for not. carrying it is that
WLS-Chicago had established that show in the market to such a degree that they felt it was foolish also to program the show. So they
do not carry the Breakfast Club. WLS-Chicago does carry it.
Mr. SPARGER. Did you, when you enlisted the Sindlinger service,
improve your standing with respect to rank among the networks?
Mr. PAi7LEY. No; we did not.
Mr. SPARGER. Are you ranked first in many periods in the Sindlinger reports ?
Mr. PAULEY. No; overall in Sindlinger, as in Nielsen, CBS Radio is
No. 1for all commercial programs, excluding religion. NBC and ABC
were fluctuating back and forth, in first and second place. many times
tied. The other network maintained a fourth position, according to
Nielsen, and also according to Sindlinger now.
When we came to the. parting of the ways with the Nielsen Co., however, and this I would like to mention, we did not cancel Nielsen or
come to aparting of the ways with them because of sour grapes. Many
broadcasters, when they do not have the ratings they like, say it is the
fault of the rating company or the sample is not big enough. But at
that time, we had the five top-rated shows in network radio. But this
did not mean anything to us, because atop rating could mean a million or amillion two hundred thousand homes.
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This was not the kind of measurement we were looking for. We
were looking for something that would provide acount of total radios
for the whole network radio industry.
Mr. SPARGER. What would the general percentage of change or increased audience be for all Sindlinger ?
Mr. PAULEY. Taking the Nielsen and projecting it to people, which
we have to do based on some old figures, as near as we can find out,
Sindlinger delivers for all network radio, indicates an audience twice
the size of that which Nielsen indicated. This is based on people, now.
Mr. SPARGER. In your statement, you referred to the fact that you
had made several recommendations to the Nielsen Co. Did ABC or
any of its representatives make recommendations on means to measure transistor radios ?
Mr. PAL-LEY. Irecommended both in automobile and in transistor,
and Iam certainly not an engineer, nor am Iaresearch man. But I
did have acouple of suggestions where they might measure transistor
with asmall device of some sort, which is certainly up to their engineers to figure out. Also, Ihad aconcrete suggestion on how to measure automobiles with a far greater sample and far greater accuracy
than they are doing now.
Mr. SPARGER. Mrs. Harris, did you at any time make recommendations to the Nielsen Co. on methods to measure automobile or transistor
listening?
Mrs. HARRIS. Yes, Idid.
Mr. SPARGER. What was that recommendation ?
Mrs. HARRIS. As far as the possibility of measuring transistors, to
put some kind of agadget in atransistor, or if that could not be done,
determine the life of abattery. This alone would tell how many sets
are in use.
Mr. SPARGER. Did they feel the use of abattery was worthy of extensive investigation by them ?
Mrs. HARRIS. Not to my knowledge.
Mr. SPARGER. Did they feel that the battery measurement would not
be the answer?
Mrs. HARRIS. Well, they said that the life of the battery could not
be determined because of the volume. Idon't think that makes that
much difference. Some people might listen to it quieter.
Mr. SPARGER. Did they say to you that they would prefer to use a
mechanical device, if possible?
Mrs. HARRIS. No; Idon't believe that they ever really stated it that
way.
Mr. SPARGER. Mr. Pauley, when you were preparing your figures for
the presentation which you gave here today, did you use the total
home figures which Nielsen gives in both the network report and the
local report ?
Mr. PALMY. Yes; in both cases, and that Idid not indicate in my
prepared report, but that is indicated in a footnote in my prepared
report.
Mr. SPARGER. No further questions, Mr. Moss.
Mr. Moss. Mr. Springer.
Mr. SPRINGER. In amarket like Chicago, where you might have six
radio stations with three networks, when Nielsen makes areport, they
do not show anything with reference to any radio stations done by
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Mr. PAULEY. I did not hear the last part of your question, Mr.
Springer. Iam sorry.
Mr. SPRINGER. Unless you purchase Nielsen service, they do not
show anything with reference to what the share of the audience is
that that particular station has, do they?
Mr. PALMY. That would be by NSI, and Ithink in the case of NSI,
they do report all listening they find.
Mr. SPRINGER. Do they report even stations that do not purchase
any service from them ?
Mr. PAULEY. Ibelieve that is correct, sir.
Mr. SPRINGER. Are you sure
Mr. PAULEY. Iam not sure.
Do you know ?
Mrs. HARRIS. They report all stations that meet their minimum
standards.
Mr. PALMY. Of listenership level.
Mr. SPRINGER. I
Sthis true in all markets ?
Mr. PAULEY. Ibelieve it is true in all 32 markets where NSI does
operate.
Mr. SPRINGER. That is all, Mr. Chairman.
Mr. Moss. Mr. Rogers ?
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
Mr. Pauley, from your testimony so far, Itake it that your national advertisers almost wholly depend on Nielsen, is that true?
Mr. PAULEY. It has been for the past several years the only national measurement service in network radio, and they do de.pend
upon them to get an idea of the circulation of the programs which they
purchase.
Mr. ROGERS of Florida. When you were canceled out, did you
consider consulting the Justice Department about any monopoly practice by Nielsen ?
Mr. PAULEY. Ido not believe that Idid. Iwas faced with an immediate problem and Ihad to solve it as quickly as Ipossibly could.
Ithink Idevoted most of my time to seeking out another market research agency that could do something for me.
Mr. ROGERS of Florida. Would you say that Nielsen now, as far
as national advertising is concerned, is the dominant one. in the field
and perhaps has control of national advertising as far as the broadcasting industry is concerned ?
Mr. PAULEY. As far as network radio is concerned, which I feel
best qualified to speak on, Istated earlier in my prepared testimony
that we endeavor to sell all aspects of our product, including the rating, of course. However, in most cases, it does get down to cost per
thousand, and for the most part, that cost per thousand is based upon
the Nielsen NRI, because three of the four networks are reported and
do subscribe to Nielsen.
Only one subscribes to another service.
Mr. ROGERS of Florida. And as far as you know yet, the Justice
Department has not initiated any antitrust action against Nielsen?
Mr. PALMY. Iam not aware ol any, Mr. Rogers.
Mr. ROGERS of Florida. You stated in these figures that you showed
us that there were 10 or 15 stations that had agreater market than
some 100 or 200 stations, even though the 10 or 15 stations were included in the 100 or 200 figures?
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Mr. PAULEY. Yes; we got down to as low, Ibelieve, as five stations.
Mr. ROGERS of Florida. Now, this was a difference between NRI
and NSI ?
Mr. PAULEY. Yes, sir.
Mr. RooElas of Florida. What did Nielsen tell you; what explanation
did they give for that difference?
Mr. PAULEY. Well, we asked them for an explanation. We asked
them mainly to correct it, because an explanation as far as we were
concerned was of no value, because this was the material the buyer
believes and the buyer sees, the one he makes adetermination on.
What we wanted was acorrection but we were also very curious to
know what the explanation was. And we got no answer for several
weeks at all, of any kind, despite our repeated requests for a reason.
We finally did receive information from the Nielsen Co. indicating
that they had been overestimating the outside coverage area of some
of our major stations and this accounted for the discrepancy and that
they would take steps to correct this.
Mr. ROGERS of Florida. Now, the individual station can or cannot
subscribe for the home market, for its own home market, and yet it is
still rated, is that right ?
Mr. PAULEY. That is right.
Mr. ROGERS of Florida. But in the national market, the network is
subscriber or your large stations are still subscribers?
Mr. PAULEY. The NRI is strictly the network subscriber service.
No stations have anything to do with this; just networks.
Mr. ROGERS of Florida. Are there any advertisers that subscribe to
this service ?
Mr. PAULEY. Ibelieve there are a few advertisers left who do subscribe to NRI. That is one reason of several that we continue to
provide lineups to Nielsen.
Mr. ROGERS of Florida. And yet they still do not rate you.
Mr. PAULEY. They do not rate us—they do not print this material
in the rating book.
Mr. ROGERS of Florida. Unless you actually subscribe.
Mr. PAULEY. Unless we actually subscribe; that is correct. That
is what has happened to us now twice.
The CHAIRMAN. Now, your 10 largest affiliates, you say that they are
reported in NSI and those reports said they had alarger audience in
the
Mr. PAULEY. Yes; by NSI.
The CHAIRMAN. Do you happen to know? Perhaps you would
know this, if they are also individual subscribers to the Nielsen
service.
Mr. PAULEY. Offhand, Ido not. But we can certainly find out.
Mr. ROGERS of Florida. Is there any set budget that you have for
Nielsen service ?
Mr. PAULEY. Yes; we, of course, budget all departments of our company like most companies do and they are based on their charge
to us, whatever that would be.
Mr. ROGERS of Florida. Is that charge the same to all networks?
Mr. PAULEY. I don't believe it is. I think the charge was graduated originally by revenue of the networks when Nielsen started the
service many long years ago.
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Mr. Roomts of Florida. ln other words, a larger network with a
larger income would pay ahigher price?
Mr. PALMY. That is correct.
Mr. ROGERS of Florida. Are these ones that have continued to re•
ceive the highest ratings, the ones who pay the highest prices or not?
Mr. PAULEY. Mr. Rogers, I would say there would be no correlation here.
Mr. ROGERS of Florida. You feel there is none?
Mr. Paur.Ey. Ido not feel there is any.
Mr. RooEas of Florida. What about individual stations?
Mr. PALMY. In this area Iwould not be qualified to observe.
Mr. ROGERS of Florida. Do you think it would be wise to consider
licensing through the FCC of rating services?
Mr. PAITLEY. I do not think that is the answer, Mr. Rogers.
I think it is up to the broadcaster and the individual businessman
to spend his time making these corrections himself. For example, if
•broadcasters had spent as much time cleaning up this problem that
Ipresent to you today as they spend protesting hearings and investigations, I am sure there probably would not be a hearing today.
This is my fervent hope, that broadcasters will take it upon themselves to walk away from things we had walked away from.
Possibly, if other people had walked away from it, the corrections
would have been made and there would not have been a hearing.
Mr. ROGERS of Florida. But those who benefit by the service, do
you presume they will walk away from it ?
Mr. PAULEY. I feel an awful lot have not benefited from that
and these people certainly exercise an influence. If they were to
take astrong, firm stand and walk away from something which they
know is wrong for their industry, then I think perhaps the rating
services would try, perhaps, a little bit harder to do a little bit
better job.
Mr. ROGERS of Florida. I just question whether, for instance, a
network which has ahigh rating, which they can show to advertisers
and advertisers have over the years been used to using this service,
even though it may be put in big print, "Not Reliable," would not use
such service.
Do you think that is the answer?
Mr. PAULEY. I am not quite sure I understood your question, sir.
Mr. ROGERS of Florida. In other words, do you feel that we can
-get action from those radio stations or networks which are presently
benefiting by showing a particular rating in conjunction with the
advertising programs that are placed in their stations?
Mr. PAULEY. Ithink alot of broadcasters think they are benefiting
from ratings, when in fact they may not necessarily be benefiting.
I think that broadcasters must also, and I am talking about radio
broadcasters now, must place less reliance on ratings and more reliance on other things which they should have to sell, if they do not.
Ithink a hearing like this will go a long way toward awakening
them.
Mr. ROGERS of Florida. But this is also, of course, a determining
factor in this—the advertiser himself ?
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Mr. PAULEY. The advertiser. The broadcaster as a salesman of
a property has a responsibility and an obligation to provide the
advertiser some information on what the circulation is.
Taking that one step further, and let's now create a hypothetical
case: Let's assume there were no ratings at all, unheard of, nobody
ever had any. Would not then the broadcaster have to figure out
some way, to sell his property, other than by the ratings? I think
this is where he should turn his attention and place less reliance
upon the ratings and convince the advertiser that he has something
to sell besides numbers.
Mr. ROGERS of Florida. I agree that this is a very fine approach,
but Iwonder how practical it is as long as you have rating services
and you have advertisers that use this as a basis of telling their
clients, "We are getting you so many people listening to your
program."
Mr. PAULEY. There is always atrend in something, it will always
go up and always go down. I only hope and firmly believe there
will be a trend away from the total dependence in some areas of
broadcasting upon the ratings.
Mr. ROGERS of Florida. Let me ask you this: You say the ratings
are not good?
Mr. PAULEY. Insofar as the NRI is concerned, yes.
Mr. ROGERS of Florida. Now, what is your objection to requiring
alicense where standards and some supervision can be .given in aid
to the broadcasting industry, and in effect, to the public, m protecting
the public from false reports?
Mr. PAULEY. I simply feel it is the first and foremost obligation
and responsibility of the broadcasters themselves, whether it is
through their association or a special group or whatever, to try to
tackle this problem and solve it.
Mr. ROGERS of Florida. I agree; Ithink that would be excellent.
What time limit v-suld you allow the industry to do this?
Mr. PAULEY. They have had these ratings along time and Iwould
not be willing to venture aspeculation on this.
Mr. ROGERS of Florida. Then should we proceed to move to the
suggestion of perhaps legislation in this field ? Do you think it might
be worth considering, that it might spur the industry on?
Mr. PAULEY. I would prefer to see what the broadcasters themselves might do in this regard. If nothing, this might be an alternative answer.
Mr. ROGERS of Florida. How long should this committee, for instance, wait for the broadcasting industry to straighten out its own
house ?
Mr. PAULEY. Ithink that is up to the individual broadcasters to get
together and decide how long they give themselves.
Mr. ROGERS of Florida. How many broadcasters are there ?
Mr. PAULEY. Well, there are 4,000 radio stations and several television. I do not really know how many individuals comprise the
industry. Quite afew.
Mr. ROGERS of Florida. You think they can get together and get
moving on this ?
Mr. PAULEY. Well, they have gotten together through various associations—through their own association, to acertain extent. They
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are not all members of it. But some leadership group, Ifeel, should
take the initiative here to do something.
Mr. ROGERS of Florida. Your testimony has been most revealing
and helpful to me; thank you.
Mr. PAULEY. Thank you, Mr. Rogers.
The CHAIRMAN (
presiding). Mr. Younger?
Mr. YOUNGER. Thank you, Mr. Chairman.
There is only one question that, personally, I can see no answer
to which is the question of trying to get at the number of radio
receiver sets in action at any one time beyond the plug- ins—that is,
the transistor and the automobile radio.
I am just trying to figure in my own ca ,:e. We have two car
radios two transistor radios, and two plug-in radios. I could not ,
for the life of me ' give any accurate data as to the use of those
radios that would be of any value to anybody.
Mr. PAULEY. Well, Mr. Younger, I think that you have a point
and Ithink all rating services will always have some bias in them.
They will never be absolutely perfect. But I think it is our responsibility to try to find the best methodology that we can and
then apprise everybody of any biases or discrepancies that might be
in it and let them use their own judgment from there on in.
Our own feeling in this regard is that the only way to get total
radio listening is to talk to the people that are responsible for
total radio listening—that is, not put adevice on aset but by talking
to people within atime when their memory factor has not left them,
when they can indicate with some degree of accuracy when they
listened and what they listened to. If they do not know what they
listened to, Ithink it should be reported as "don't know." Radio has
become apeople-oriented medium. It goes everywhere with people.
So it is people you have to talk to and people you have to reach
to get any kind of evaluation of it.
Mr. YOUNGER. Ithink that is true. Iknow of my own experience,
Iturn on the radio in the car most of the time Iam driving. Sometimes Iam listening to it and sometimes Ijust automatically mentally
eut it off and do not listen to it—I am looking out the window or
something.
But if you asked me how much time Ispent listening to it, Iwould
say, "Well, Ilisten to the newscasts and that is about all."
Mr. PAin,Er. I felt that way, too, until I had the privilege of
listening to several hours of tapes of interviews conducted by a
research company, to radio listeners, and the method of interviewing
was so adept and they dealt so carefully and did such a thorough
job that it convinced me you could do a reasonable job by the
personal recall method—that is, talking to people about their radio
habits during the past 24 hours.
I think anything beyond that period of time they tend to forget. But in the immediate past, I think you have a pretty good
chance of getting an indication of what has happened in terms of
radio audience.
Mr. YOUNGER. How did Nielsen Co. arrive at their transistor-plus
service ?
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Mr. PAULEY. By the use of adiary stuck on the back of some. 500 .
to 700 sets, and the listener was supposed to fill out the diary on what
he listened to or when the set was in use.
Mr. YOUNGER. That is all.
The CnAmmAx. Mr. Moss?
Mr. Moss. Mr. Pauley, how did the listener—what did he receive
for filling out this diary ?
Mr. PAULEY. Ido not know, sir.
Mr. Moss. Do you think a person who will fill out a diary is a.
typical radio listener?
Mr. PAULEY. According to the research services these are supposed
to be carefully selected and stratified. They would be more qualified
to say whether they are typical than I.
Mr. Moss. You have no judgment?
Mr. PALMY. No.
Mr. Moss. What we have here apparently is a national standard,.
Nielsen.
Mr. PAULEY. Well, we have the NRI, which is a national radio.
index.
Mr. Moss. That-is Nielsen's?
Mr. PAULEY. Yes.
Mr. Moss. It becomes a national standard because the advertiser
insists on its being used ?
Mr. PAULEY. Over the period of years. Nielsen has become established. And with the decline of the radio industry, most especially
the radio network industry. I do not think that any other research
companies were really attracted into this area to do anything
competitively.
They felt it was a declining field. Our industry has gone down
from a $ 160 million business to alevel of $35 million last year.
These companies felt there was not any future in it, so they did not
offer any competition.
Mr. Moss. But if it is a standard, it is a very faulty one, isn't it? .
Mr. PAULEY. In my considered judgment, it is an extremely'
faulty one.
Mr. Moss. And in your presentation, citing compilations from the
product itself, you have proved it is not only faulty but bordering
on the ludicrous, the ridiculous.
M T. PAULEY. I would feel free to use those ternis.
Mr. Moss. It would have to be believed that through some process,.
totally incomprehensible, people disappear.
Mr. PAULEY. That is right.
Mr. Moss. When you took more, you came up with less.
Mr. PAULEY. That is right; the more stations you cleared and
bought, the less audience you had.
Mr. Moss. Now, after this magic has worked, what goes into.
NSI ? What did they put into an NSI radio report?
Mrs. HARRIS. To my knowledge, sir, this is made up of diaries and
audiometers, where they exist within the area.
Mr. Moss. Have you ever examined diaries?
Mrs. HARRIS. No, sir; Inever have.
Mr. Moss. We had testimony a little earlier that they appeared to.
be by the older age group or, in many instances, by youngsters-.
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That is, in fact, they have little or no value, unless you want just
to test the preferences of an ag.e group.
Now, what goes into the NRI rat ing? How do they assemble the
information ?
Mr. PAULEY. The NRI is comprised of 1,200 electronic devices,
1,200 sets throughout America, hooked to the radio set which records
the radio activity to that plug-in set. Now, the Nielsen company has
stated that somewhere around athousand or 1,050 of these are always
in perfect working order, so we have to assume, therefore, that
the sample really is not 1,200, it is 1,050.
Mr. Moss. Do we have at the present time as many radio sets as
we have television sets?
Mr. PAULEY. We have more.
Mr. Moss. How many do we have, do you know ?
Mr. PAULEY. We have now over 200 million radio sets—past the
200 million mark.
Mr. Moss. Well beyond the population?
Mr. l'AuLEv. Oh, ves; it now exceeds the population and it is
growing faster than the population. New radio sets are being bought
faster than people are being born.
Mr. Moss. Measuring the 200 million radio sets with a sample of
1,200, which excludes, perhaps, the bulk of the sales in recent years,
it will not reflect the battery power of the tube type, nor reflect the
battery power of transistor ?
Mr. PAULEY. That is correct., which is really the backbone of .
oir industry now.
Mr. Moss. And does not reflect the mobile?
Mr. PAULEY. No; it does not, not to the programs.
Mr. Moss. Then we have an illustration of the difference between.
'SRI and NSI.
Mr. PAULEY. Yes, sir.
Mr. Moss. The fact that when you take two unrelated and uncorrelated methods to arrive at a broad national projection ora local projection, that you are bound to come up with a given
answer.
You cannot take diaries to arrive at the local station rating and
use 1,200 sets strategically placed and prove anything excepting that
one of the methods being used is very faulty, can you ?
Mr. I'Aurx.r. That is our feeling, yes.
Mrs. Timms. They both could be faulty.
Mr. Moss. Now, it could be that they are both very faulty.
Mr. PAULEY. Right.
Mr. Moss. But it is obvious that one is extremely faulty because.
you have people disappearing when you take the other poll.
Mr. PAULEY. Right.
Mr. Moss. This is the standard.
Now, Mr. Rogers asked you about some form of regulation. Do.
you not think that as a minimum, in keeping with the traditions..
of our society over ninny, many years, that when there is a need formeasurement—after all, you measure your spectrum in which you
broadcast—when there is a need for measurement, that some standard be uniformly applied?
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Mr. PAur,Ey. Ithink there should be astandard uniformly applied.
Mr. Moss. Now, it is not feasible, because at least I know of no
parallel, where the standard of measurement is applied by a part
of the industry.
You have your National Association of Broadcasters, for example.
Mr. PAITLEY. Yes.

Mr. Moss. This is representative of what percentage of the
industry?
Mr. PAITLEY. Oh, I think perhaps—I am only speculating, Mr.
Moss, now, but Iwould say 60 percent; alittle over a half.
Mr. Moss. These standards of subscribers, or standards of measurement, or measurement of the spectrum, they are applied by only
60 or 70 percent of the population, but, we would still end up with
afair amount of—
Mr. PAULEY. We must remember that in many of the smaller
markets, there are no rating services, and many of the smaller broadcasters feel no need for them.
Mr. Moss. Not only that; we have an entire time zone that does
not exist.
Mr. PA1TLEY. Many of these broadcasters are ones who are not
members of the NAB.
Mr. Moss. But if we are going to use this tool to the extent that
it is now employed, it should be reliable.
Mr. PAITLEY. Ibelieve it should.
Mr. Moss. The interest here is not just the interest of the broadcasters. The immediate economic need of the broadcasters is certainly deeply involved. But the interest of the public is also involved. You can dream up the best of programs, but you cannot
put all of them on on asustaining basis, can you?
Mr. PA1TLEY. That is right.
Mr. Moss. So you have to have sponsorship.
Mr. PA1TLEY. Right.
Mr. Moss. And sponsorship now appears to use only this standard. Do you not think there is a requirement for an acceptable
standard, although it may be imperfect?
Mr. PAITLEY. I certainly do.
Mr. Moss. Uniformly applied.
Mr. PA1TLEY. I certamly do.
Mr. Moss. That is all; thank you, Mr. Chairman.
The CHAIRMAN. Mr. Brotzman?
Mr. Baurzmitiq. Mr. Pauley, when these rather incredible figures
were presented to Nielsen, what, again, did they say to you? Did
they try to explain or justify the figures?
Mr. PAITLEY. When these were first presented to them, they did not
say anything. They looked at each other—they were two of them
there—and they said "We will get back to you."
Several weeks went by and we did not hear from them on this
specific matter. Iwould say,it was months later that they came up
with adefinite explanation of what had happened.
Mr. BROTZMAN. Now, would the addition of the transistor-plus
rating materially change these figures you have presented to us?
Mr. PAITLEY. Oh, we have taken in-home only because this is the
only standard we could go on. There was no transistor-plus then.
Some of us had auto-plus, some did not. So we stuck to the base,
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which was the home, anyway, which was what they measured. The
addition of transistor-plus presumably would have increased both
these sets of figures which Ihave shown you. That is, if we are to
assume that there is anybody listening to transistor radios.
Mr. BROTZMAN. Now, would you be able to tell the committee what
the average rating per period is for each of the radio networks?
Mr. PAULEY. By Nielsen?
Mr. BROTZMAN. Yes.
Mr. PAULEY. Ican give you aspeculation if this is satisfactory to
you.
Mr. BROTZMAN. Iwill accept the answer that way.
Mr. PATILEY. Ithink the last time we averaged these out, and this
was before we canceled Nielsen, because we do not have the data now,
but CBS was the No. 1 radio network and it had probably a 1.1
or 1.2. ABC and NBC were second, approximately the same with
roughly a 0.9. I know for a fact that our weekend program was
completely parallel with NBC for some time.
And Mutual was somewhat less than ABC and NBC, on the average
basis. This would exclude commercial religion.
Mr. BROTZMAN. Iwould agree with my colleague that certainly the
public interest is involved, but trying to arrive at the point of what
the economic value of apoint is, would you be able to state an estimate as to what the value of one Nielsen rating point across the
Nation would be to your particular company?
Mr. PAuLry. Well, if you will again accept a speculation on my
part—
Mr. BROTZMAN. All right.
Mr. PAULEY. Iwould like to be able to do it for the whole industry,
if I could. You have to make some basic assumptions, and that is
the advertiser is buying circulation. Ithink that is the basic fundamental of the advertising world, that the advertiser buys circulation for this message to reach people.
If the four networks were to average 1.0 and suddenly they
averaged 2.0 and if we were to deduce that ratings had adirect correlation to income, which we may be right in doing, this would then
double the gross for the radio network industry. It would therefore take it from $36 or $37 million to $74 or $75 million.
So it would amount to $36 million or $37 million by this process
-of deduction, if this is acceptable to you.
Mr. BROTZMAN. Back to your sample problem. Ithink you mentioned 1,200 homes, is that correct?
Mr. PAULEY. Yes, sir.
Mr. BncrrzmAN. How many homes would it take to make one
point difference, according to that particular rating service?
Mr. PAULEY. One point difference would take about 11 or 12
homes. One audimeter home represents to us 50,000 homes in its
projection. If one audimeter home is inoperative, we lose 50,000
homes in our ratings. Therefore, it would take 11 or 12 homes to
equal one rating point.
Mr. BROTZMAN. And quite afew million dollars?
Mr. PAULEY. And quite a few million dollars, without any
question.
Just how many, Ireally do not know ; certainly plenty.
99-942-63-pt. 1-17
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Mr. BROTZMAN. Have you checked any on the locations of these
particular homes that were used in the sampling?
Mr. PAULEY. We have endeavored to check on the locations of
these homes, but we have not been able to do so through the Nielsen
Co.
Mr. BROTZMAN. You have received no satisfactory answers as
to where these homes were located ?
Mr. PAULEY. We did not receive any answers; except that the
data was unavailable.
Mr. BROTZMAN. So you do not have any idea as to where the
particular areas are being drawn upon ?
Mr. PAULEY. Specifically, Ido not, sir; no.
Mr. BitorzmAx. Ihave no further questions.
The CHAIRMAN. Did you have a letter that you referred to for
the record?
Mr. PAULEY. Ido not think so.
The CHAIRMAN. Do you think under the procedures that have been
developed and are acceptable to the industry, these rating services
have been established and set up as a public service, meaning the
public to the extent they are available to serve those that are in the
broadcasting industry, advertisers, producers, and so forth?
Mr. PAULEY. The rating which we specifically referred to, no.
The CHAIRMAN. They do not hold themselves out, then, these
companies, as available to serve all the broadcasting industry?
PAULEY. Oh, Iam sorry; Imisunderstood your question. The
NRI does make itself available to the four radio networks. NSI
does not make itself available beyond the 32 markets which they
survey.
The CHAIRMAN. But within those markets, they are available to
everyone who comes in the same category of service?
Mr. PAULEY. As far as Iknow, Mr. Cbairman, yes.
The CHAIRMAN. And in view of the fact that they have then
established themselves to provide this service, the industry—that is,
the advertising industry—has come to rely on it as a fact?
Mr. PAULEY. Yes '
•it lias.
The CHAIRMAN. And with such reliance, they determine their
advertising on the basis of it ?
Mr. PAULEY. That is certainly one of the determinants, and a
very important one.
The CHAIRMAN. Do you have any suggestions to make on how
the situation can be corrected?
Mr. PAULEY. Ithink that is primarily up to the rating companies
themselves and certainly it is up to all broadcasters as a group, but
primarily to the people who are in the rating business and purport to
do aproper job.
The CHAIRMAN. Do you think there should be requirements that
they serve fairly all people ?
Mr. PAULEY. I think there should be a set standard, a preestablished standard.
Tile Crimam AN. Should that be done by legislation?
Mr. 1
1.0 un -.Ido not think at this time.
At a later clit e, that may be an answer, as T told Mr. Rogers.
But Ido not think at this time it is necessary.
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The CHAIRMAN. In other words, all that you have outlined has
been going on ought to remain open and anybody who wants to
engage in that kind of activity is free to go and do likewise?
Mr. PAULEY. Ithink, Mr. Chairman, that as aresult of your hearing here, hopefully, some action will be taken by the broadcasters
and by the rating companies.
The CHAIRMAN. I think this would be about the best time to
make this statement that I can think of. It has been referred to
one time before by somebody else. But I want it understood very
well that. this committee is not holding hearings just for the purpose of spending time and spinning our wheels. If we do not.
have an objective to reach, if we cannot accomplish some good by this
activity, we do not want anybody to get the implication that we are
doing this just to expose somebody, to threaten somebody that we will
do something.
This is not our purpose at all.
Mr. PAULEY. Iunderstand.
The CHAIRMAN. I want everybody to understand that that is
a fact. If there is any skullduggery going on, trickery, fraud, or,
as I said in my statement at the outset, if they are not in fact
doing what they say they are doing, we ought to know that.
And if that is a fact, then the broadcasting industry and the
advertisers and the networks ought to be the first of those who do
something about it.
Mr. PAULEY. Iconcur.
The CHAIRMAN. As I said the other day, I do not see how an
industry with hundreds of millions of dollars involved can sit
idly by and see a procedure go on where they are absolutely economically strangled and, as was said by somebody the other day,
the lifeblood of the industry is tied up in it.
Mr. PAULEY. That is exactly why we took the steps we did at
ABC Radio.
The CHAIRMAN. Thank you for your cooperation here before the
committee.
Mr. PAULEY. Ithank you for permitting me to attend.
The CHAIRMAN. We will recess until 10 tomorrow.
(Whereupon, at, 5 p.m., the committee recessed, to resume Friday, March 8, 1963, at 10 a.m.)
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FRIDAY, MARCH 8, 1963
HOUSE OF REPRESENTATIVES,
SPECIAL SUBCOMMIrre..k. ON INVESTIGATIONS OF THE
COMMITTEE ON INTERSTATE AND FOREIGN COMMERCE,
Washington, D.0 .
The special subcommittee met, pursuant to recess, at 10 a.m., in
room 1334, Longworth House Office Building, Hon. Oren Harris
(chairman of the subcommittee) presiding.
The CHAIRMAN. The subcommittee will come to order.
Mr. Arthur Mundorff. Is Mr. Mundorff here?
Will you be sworn?
Do you solemnly swear the testimony you give will be the truth,
the whole truth, and nothing but the truth, so help you God?
Mr. MUNDORFF. Ido.
The CHAIRMAN. Mr. Mundorff, would you identify yourself for the
record ?
TESTIMONY OF ARTHUR MUNDORFF, OWNER AND MANAGER,
STATION WPM, ST. PETERSBURG, FLA.
Mr. MUNDORFF. My name is Arthur Mundorff and Iam the owner
and manager of station WPIN in St. Petersburg, Fla., where Ireside.
The CHAIRMAN. Do you have astatement you wish to present?
Mr. MUNDORFF. No, Sin
The CHAIRMAN. Pardon?
Mr. MUNDORFF. NO, Sin
The CHAIRMAN. You are here at the invitation of the committee
then ?
Mr. MUNDORFF. Yes, sir.
The CHAIRMAN. Mr. Sparger.
Mr. SPARGER. Mr. Mundorff, as a licensee of station WPIN, St.
Petersburg, approximately what have been your ratings on the past
couple of years?
Mr. MUNDORFF. Those that I have observed, Mr. Sparger, have
been very low—in the neighborhood of 0.4, 0.2, 0.1.
Mr. SPARGER. Do you subscribe to any rating services, sir?
Mr. MUNDORFF. No, sir.
Mr. SPARGER. What percentage of your business comes from
national spot advertisements, sir?
Mr. MUNDORFF. Over the past 3years our national spot business,
which is business that originates from the agencies in New York City
and Chicago, et cetera, has been less than 0.05 percent of our gross
sales.
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Mr. SPARGER. Then you have no problem selling your station
advertisements locally but you do have a great problem in reaching
the national time buyers?
Mr. MITNDORFF. Y es, sir.
Mr. SPARGER. Let me ask you this, sir. Did you take steps to try
and get some national business?
Mr. MUNDORFF. Yes, sir, I made many, many trips to New York,
particularly, up until a few years ago. Through personal contacts,
having worked in New York a good many years, I knew a great
many agency people personally and I made trips and visited these
people on behalf of WPIN. I was unsuccessful in getting any
spot business.
Mr. SPARGER. You were formerly associated in the earlier days of
radio with CBS radio network and later with WPAT, which is
a New Jersey station but covers New York, is that correct?
Mr. MUNDORFF. Yes, sir, I was with CBS for 18 years and with
the other in the neighborhood of ayear.
Mr. SPARGER. Were you in contact in New York when you went
on these trips to check on your national business with those you
had long been acquainted with from your prior radio experience?
Mr. MuNnoaFF. Yes, sir, Icounted on this.
Mr. SPARGER. Can you name some of the people you went to see,
sir?
. Mr. MUNDORFF. Mr. Dodge, Miss Reggie Schubell, Ed Cashman,
Phil Cohen—the list is long.
Mr. SPARGER. And these are people that are in high levels of
advertising agencies today?
Mr. MUNDORFF. Yes, sir.
Mr. Semiomi. What did you request of them, sir?
Mr. MUNDORFP. I made the call and requested that we be given
consideration for spot schedules placed in the Tampa- St. Petersburg market. They were most helpful, took me down to the time
buyer, and suggested that we be given complete consideration—and
nothing happened.
Mr. SPARGER. What did the time buyers tell you, sir?
Mr. MuNnoarr. Well, they took me to the chief time buyer, the
head time buyer, who in effect has nothing directly to do with the
buying. The buying is done by a subordinate behind a desk who
then projects these ratings on a slide rule. If you have no ratings
then you come up with a cost per thousand that is too high in their
estimation, and you don't get any business.
Mr. SestoEn. Then you were faced, sir, with the situation where
even in spite of close personal relationships they still relied on the
ratings for their purchases?
Mr. MUNDORFF. Further than that, Mr. Sparger.
In the 13
years I have had the station I have had local representatives, local
distributors, local dealers, contact their home office, when we
knew a national schedule was coming up, with the urgent request
and suggestion that they use our station. The request would then
filter over to the agency and on down to the time buyer and that
was the end of it.
Mr. SPARGER. Can you give us an example of that, sir?
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Mr. MUNDORFF. Well, specifically, yes, I have a few of them as
-a matter of fact. Recently on Lincoln-Mercury, the LincolnMercury dealer in St. Petersburg called the representative here in
Washington and he called the agency with the urgent request that
we be used. That it was the type of station he felt would do a job
for Lincoln-Mercury and that was the end of that.
Another one—Ihave correspondence here.
Mr. SPARGER. Did you also have the Phillips dealer?
Mr. M UNDORFF. The Phillips dealer, the local distributor for them
in Tampa. We called at our expense to Oklahoma City, which is
their home office, with the urgent request that they use the station.
As I understand it, it was forwarded to the agency and that was
the end of it.
Mr. SPARGER. Was the schedule placed on another station?
Mr. MIIRNDORFF. Yes, sir. Ihave another one, which was the wire
that was sent to Mr. Roosevelt here in «Washington on behalf of Wynn
Ross, the Fiat dealer in St. Petersburg. He sent a wire urgently
requesting St. Petersburg local radio coverage—Tampa stations
are not adequate for purchase purposes—saying they think they deserve consideration, and suggesting hereafter consideration be given
to local dealers' opinions.
Mr. SPARGER. So we have asituation here, do we not, sir, where even
though local distributors for large corporations desire to have your
station used still that has little or no effect?
Mr. MIINDORFF. That is true, sir.
Mr. SPARGER. Would you say, sir, then that the—that for national
business, since you received less than 1percent of your income at the
station from national business, that when it gets down to national
business, it is just ratings, is that correct ?
Mr. MUNDORFF. Absolutely, sir.
Mr. SPARGER. What type of programing do you do, sir?
Mr. MUNDORIT. Well, Iam not familiar with the Washington stations or Icould compare it but we do program, in our opinion, what
would be adult programing: good music, standard show type music,
not rock and roll in other words.
Mr. SPARGER. How do you feel that the ratings as they presently
exist—affect the programing of aradio station ?
Mr. M IINDORFF. Programing of my station or of any station?
Mr. SPARGER. Of stat ions generally.
Mr. M UNDORFP. Oh, Ithink it is most effective in the type of programing aman might decide to do in order to get ratings.
Mr. SPARGER. Then, sir, would you say what you would have to do
in order to get ratings? Do you feel that you would have to change
your programing and program not what you wanted, but program
just for the rating?
Mr. MUNDORFF. Iwould have to program for ratings and run contests and giveaways and that type of thing.
Mr. SPARGER. Would you say then, sir, that as a licensee, in order
to attract national spot business, you would have to give your programing virtually to the rating services?
Mr. M uNnoaFF. Generally so, Iwould say so, Mr. Sparg,er.
Mr. SPARGER. Ihave no further questions, Mr. Chairman.
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The CHAIRMAN. That is apretty extreme statement. What do you
mean by giving the program to these rating services?
Mr. MUNDORFF. Well, sir, when we apply for a license to the
Commission, we make certain representations in percentages of how
we will program: agricultural, educational, talk, discussion, et cetera.
The license is given to us on the presumption that we will comply
with what we suggest to the Commission we will do. In my opinion,
in order to get ratings we would have to ignore the proposal to
the Commission of what we propose to do on the basis of which we
got our license.
The CHAIRMAN. Why would you have to ignore that?
Mr. MUNDORFF. Well, because normally as it has been brought out,
discussion programs, educational programs, agricultural programs,
of which we have very little in the market would have no interest
to the general mass public.
The CHAIRMAN. I think you made a good point here today, but
it seemed to me as if you have thrown a cloud over it by some
statement you just made about the rating services telling about the
programs.
Mr. MIINDORFF. They don't tell us, sir, but if we want to get a
rating we would have to program in an entirely different manner
than we presently do.
The CHAIRMAN. Then it is something that Ihave not heard. Do
you mean to say that the rating services tell you in order for you
to get a rating from them you have to comply to a certain demand
they make on programing?
Mr. M IINDORFF. No, sir. No, sir. I didn't make it very clear,
Mr. Chairman.
The CHAIRMAN. Apparently you didn't.
Mr. MIINDORFF. In my opinion, in order to get ratings we would
have to program in an entirely different manner than what we
presently do. The rating services do not tell us what to program
but generally speaking in our particular market—
The CHAIRMAN. What you are saying to the committee is that
the kind of programs that you have, the rating service tells you,
do not get ahigh rating?
Mr. MIINDORFF. Yes, Sir.
The CHAIRMAN. And they do discuss with you the kind or type
of program that they do receive high ratings for ?
Mr. MrrNDohirr. No, sir.
The CHAIRMAN. They don't do that even?
Mr. MIINDORFF. No, sir. I don't think I have made it clear yet,
Mr. Chairman, the point Iam trying to make.
In our particular market No. 1 rated stations are rock and roll
stations. Ihave no objections to these but it is typical rock and roll ;
aloud noise and screaming type of an operation which in my opinion
as a licensee Idon't want to program for my public. Yet they get
the ratings. We program for instance in the early afternoon from 1
to 3 o'clock semiconcert music—semiclassical music, and yet in the
most recent rating they show us with no listeners, absolutely no listeners. Yet this program's Pulse consistently—
The CHAIRMAN. I thought you said you didn't take the rating
service ?
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Mr. MUNDORFF. We don't.
The CHAIRMAN. You mean they rate you anyway?
Mr. MUNDORFF. Oh, yes.
The CHAIRMAN. Do you mean these rating services will on their
own give a rating which goes to the advertisers of all stations in
aparticular market?
Mr. MUNDORFF. The national advertisers, yes, sir.
The CHAIRMAN. Whether you want it or not?
Mr. MUNDORFF. Yes, sir.
The CHAIRMAN. Now then do you mean, do Iunderstand you very
clearly, that from your experience that if you would take the rating
services it could have something to do with your rating?
Mr. MUNDORFF. Ibelieve this is so.
The CHAIRMAN. No. 2, if you would change your programing to
meet more the type of programing the rating services suggest, you
would have a higher rating?
Mr. MUNDORFF. They don't suggest but the rating reports indicate
what it takes to get ahigh rating in that market.
The CHAIRMAN. The rating services what?
Mr. MUNDORFF. Indicate by their results that that type of programing gets a high rating. They don't tell us or suggest.
The CHAIRMAN. Do you have any reason to doubt that result as
reached by the rating services?
Mr. MUNDORFF. Yes, sir.
The CHAIRMAN. You do have doubts?
Mr. MUNDORFF. Yes, sir. In our particular case here, Mr. Chairman, a point of interest, I checked with the members of my
staff, people that are connected with the radio station, and in total
years of association in the radio business of the nine people it totaled
134 years including my own. In that time only one man, my sales
manager, had ever been called and he was called on an unlisted
private number. Yet out of 134 years total experience, none of us
or our families or intimates have ever been called or surveyed.
The CHAIRMAN. Been called by whom?
Mr. MUNDORFF. By the rating services or interviewed by them.
I don't know where they get these figures from but they must talk
to somebody.
The CHAIRMAN. Maybe so. I have been listening to the radio
agood many years, Ihave never been called either.
Mr. MUNDORFF. This is my point, Mr. Chairman.
The CHAIRMAN. I don't know that that gives me the intimate
knowledge that they do not spot check on a basis they can depend
upon. I •don't know myself. I know what happened to Literary
Digest magazine back in the old days but I also know that it seems
that the country now, is pretty high on this business of ratings and
spot reports.
Mr. MuNnonFF. Well, we have also, Mr. Chairman, more than one
rating service that works the market. Invariably they come up with
different answers every time between Hooper and Pulse and Nielsen.
The No. 1station will be different in many, many cases and our position in the market will be different in many cases. Western Union
has taken surveys down here.
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The CHAIRMAN. That being true and that is what puzzles me,
Mr. Mundorff, about a great industry such as the broadcasting industry, serving the public in this country and the advertising industry
which becomes such an important integral part of our lives, the
economic and social life of the American people, and where hundreds
of millions of dollars are riding on it, how can you say that such an
important industry would have such great confidence and rely to the
extent they do on it ? What is the explanation for this?
Mr. MUNDORFF. They have a slavish opinion of these ratings, they
have to grab on something in New York when they buy. Now locally
we don't have this problem with our local advertisers.
The CHAIRMAN. DO you think that this is a traditional procedure
that has grown up on Madison Avenue which led to the control of
most of this, and for lack of anything else, they are using ratings
which they depend on?
Mr. MuNnonFF. Iwould say for the lack of anything else they are
using it. They have to use it, they have to justify the buy. But
in mv opinion, Mr. Chairman, if Imay, the unfortunate part of these
rating services whether they are correct or incorrect is that the ultimate decision to buy a spot schedule in the Tampa-St. Petersburg
market and the amount of money
The CHAIRMAN. But the whole thing boils down to this, that this
is a. procedure that has grown up and been accepted by the industry
whereby as amatter of fact those who participate and accept. it benefit, and those who do not are left out.
Mr. MUNDORFE. Yes, sir.
The CHAIRMAN. And that is what you say here today ?
Mr. MuNnorirp. Absolutely, sir.
The CHAIRMAN. Mr. Younger?
Mr. YOUNGER. Mr. Mundorff, do you have anetwork affiliation?
Mr. MITNDORFF. No, sir.
Mr. YOUNGER. Have you ever taken a poll, atelephone poll or any
kind of a survey of your own to ascertain how many listeners you
have?
Mr. MurgooRnp. Yes, sir. We have been very encouraged by the
results of our spot checking of our listenersliip. We also ran a
survey, oh, some many years ago, which, of course, would not be•
applicable today, by Western Union. We came out fairly well but
Western Union in this particular case will run asurvey in any manner that yon wish.
Mr. Youxonn. Will you explain how they run their survey ?
Mr. MUNDORFF. They will do whatever you want.
Mr. YousnEn. You don't mean to convey that they will give you
any kind of areport you want?
Mr. MuNnonFr. You can tell them what area you want them to
call. You could even specify the homes if you wanted to and they
will give you a report and put the Western Union name on it. We
can come up No. 1 in the market. We have a ease in Tampa- St.
Petersburg where a local station on the beaches down there ran
one of these Western Union surveys in which they told them what
categories of businesses they waded them to call. Then they got
their report and they put a big, full page ad i
n th e newspaper
that they had more listeners than the other three stations in St.
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Petersburg combined, which was aridiculous statement. Yet it gave
us aconsiderable amount of trouble because of the name of Western
Union in back of it.
Mr. YOUNGER. I don't understand yet. You say that they will
give you any kind of a report you want or do they cover any sector
of your trade area ?
Mr. MumionFF. They will do it in any manner that you direct
them to do it, Mr. Younger.
Mr. YOUNGER. Well, do they make the calls, does Western Union
make the calls?
Mr. MuNnoaFF. Yes, sir.
Mr. YOUNGER. And you make up the questions that you want
asked ?
Mr. MUNDORFF. Yes, sir.
Mr. YOUNGER. And that is the way you determine the result?
Mr. MUNDORFF. Yes, sir.
Mr. YOUNGER. In other words, you are telling the committee then
that any survey, telephone survey of that type, will produce the
kind of a result you want, but you can control the questions, is that
correct ?
Mr. MUNDORFF. Surely, yes, sir.
Mr. YOUNGER. That is very interesting. That has not been introduced yet.
Mr. MUNDORFF. It iS very simple, Mr. Younger.
Mr. YOUNGER. Then are we to conclude that the Western Union
rating is not too acceptable ?
Mr. MUNDORFF. It is accepted.
Mr. YOUNGER. Or it iS reliable ?
Mr. MUNDORFF. It is reliable in view of the fact you told them
what questions to ask. You do not divulge this to your potential
advertisers.
Mr. YOUNGER. The rating that they might give of your station
as No. 1might not necessarily be the No. 1station if adifferent type
of aquestion was asked ?
Mr. MUNDORFF. Yes, sir, that is true.
Mr. YOUNGER. That is all.
The CHAIRMAN. Well, the same question asked in a different way,
you say that would change the result?
Mr. MUNDORFF. Yes, sir.
The CHAIRMAN. Does Western Union carry this service on?
Mr. MUNDORFF. They have a division, as I understand it, that is
countrywide that will run surveys for you in any manner that
you direct.
The CHAIRMAN. But they control the questions?
Mr. MUNDORFF. No, sir; you tell them what you want them to
ask and they will report the results.
The CminimAx. Well, if they work on the questions that you
ask them to work on, you cannot have any complaint about that, can
you ?
•Mr. MuNpoarr. The only complaint I have is that it is a loaded
survey. When I ask them to ask questions that will make me No.
1 in the market, and put Western Union's name under it, and we
do not disclose the questions that were asked.
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The CHAIRMAN. Another point I raise is: What could be the objection of anybody's asking or developing a question if they want
to ask a question that would be misleading to themselves?
Mr. MUNDORFF. They would recognize this when they set up
the survey with Western Union, but the net result—
The CHAIRMAN. But the station is doing it itself, isn't it ?
Mr. MUNDORFF. If they are paying for it, but all they want is—
The CHAIRMAN. Who gets the information?
Mr. MUNDORFF. All they want is areport from Western Union.
The CHAIRMAN. All who wants ?
Mr. MUNDORFF. The station.
The CHAIRMAN. What do they do with it?
Mr. MUNDORFF. They can go to the advertisers and say they
had a survey run by Western Union and they came out No. 1.
The CHAIRMAN. The station provides what that result is if it is
carried to its conclusion then, and the station under that kind of a
situation is authorized in cooperation with Western Union to practice fraud in advertising?
Mr. MUNDORFF. Not necessarily, Mr. Chairman.
The CHAIRMAN. That is what you are saying.
Mr. MUNDORFF. The station does not divulge what questions were
asked, but there is no fraud involved if they come out No. 1 and
the survey is conducted by Western Union.
The CHAIRMAN. If the questions are tricky and are misleading,
what is it if it isn't fraud?
Mr. MUNDORFF. I suppose it could be, sir, under those circumstances. I had not carried through the thought to that extent. I
personally have not done it recently, but this particular situation
was one where they had more than all three stations in the market
combined.
The CHAIRMAN. Mr. Mundorff, Ithink you are one who has avery
serious problem who we have found out a great deal of information
from. There are broadcasters who have refused to program for
ratings because of the effect it would have on their business.
I am very strong for this business of the broadcasting industry
policing itself, but we have had this same question up over and
over again. It looks as if this record is begmning to show more
and more abuses and practices on the public and on the content that
goes into this thing.
In my judgment it is going to call for some very serious consideration as to what should be done.
Mr. MUNDORFF. Iconcur, Mr. Chairman.
Mr. YOUNGER. Ihave one other question. It does not apply solely
to this investigation, but it is connected with the question that we
have been dealing with on the suspension of section 315. Now if I
follow your line of reasoning, in a newscast or in a documentary
or something like "Meet the Press," do you think that a station can
so frame the questions that it asks as to indicate an endorsement or
leaning toward one candidate as against another candidate if it
were in apolitical fight ?
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Mr. M UNDORFF. Iwould say this could be done, Mr. Younger. The
human voice can create all kinds of impressions publicly by the
way you project it.
Mr. YOUNGER. The way you project the question you can—
Mr. M UNDORFF. You can draw forth a " Yes" answer or you can
draw forth a "No" answer depending on how you project your
question.
If you wished, as a station operator, you could reword the news
to give adifferent impression. This is the power of radio. That is
why it is under the control of the FCC and should be.
Mr. YOUNGER. Thank you.
The CHAIRMAN. Again, in order that the record may be clear
on this, do the advertisers accept the type of rating that a station
presents to them ?
Mr. MUNDORFF. You are speaking of the local advertisers or
the national advertisers?
The CHAIRMAN. Any of them, Ido not care, national or local.
Mr. MUNDORFF. On a local level some of them do. On a national
level Idon't believe that these time buyers, that these agencies would
pay an awful lot of attention to aWestern Union survey. Certain
agencies rely on Pulse, other agencies only use Hooper's, other
major agencies will only use Nielsen's.
This is a policy set forth by these agencies. If you have a good
rating in Pulse you get the business, regardless of whether it is teenagers you have as an audience, you will get the Cadillac business.
There is no conception given to the frequency, whether you are nondirectional or directional, your type of programing, your type of
audience or the quality of your audience, they just buy on the
numbers.
This is why I don't go to New York any more. I found myself
spending $500 to $1,000 on trips to New York, going up and down
Madison Avenue; calling; giving my story; and my station lust
doesn't mean anything; there is no sense coming up any more unless
you have the ratings.
The CHAIRMAN. In other words, you just do not get in the door
with that type of rating?
Mr. MUNDORFF. Absolutely. Even where it is urged by the local
distributor. For instance with Coca-Cola, we had the Coca-Cola
business from the local bottler, he was extremely happy with it and
then because of company policy they turned it over to an agency.
Despite the fact that the local bottler wanted to use us ' we didn't
have the numbers so we lost the business. We cannot break it down.
The CHAIRMAN. Thank you very much.
Mr. MUNDORFF. Thank you very much.
The CHAIRMAN. We appreciate having your testimony.
Mr. Robert Hurleigh.
Mr. Hurleigh, will you be sworn?
Do you solemnly swear the testimony you give will be the truth,
the whole truth and nothing but the truth, so help you God?
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TESTIMONY OF ROBERT F. HURLEIGH, PRESIDENT, MUTUAL
BROADCASTING SYSTEM
The CHAIRMAN. Mr. Hurleigh, will you identify yourself for the
record, please ?
Mr. Hummon. My name is Robert F. Hurleigh, I am president
of the Mutual Broadcasting System which operates one of the four
national radio networks.
Mutual Broadcasting is not in the television business, either as a
network or as astation operator. Hence, my testimony today will be
limited entirely to the field of aural broadcasting.
I think it would be helpful to the committee if it understood, in
advance, the special nature of our network operations and the limited
areas in which audience rating surveys touch upon that operation.
Mutual Broadcasting does not own or operate any radio stations.
In this sense, we are quite different from the other three radio networks, each of which owns and operates either six or seven highpowered stations in major markets of the country.
Hence, the other networks would be interested in audience ratings
both for their network as a whole, and for their owned 'and operated
stations in these major markets. Mutual does not have this latter
interest.
The most distinctive feature of Mutual Broadcasting System's
operation is the fact that we are the world's largest network. There
are 467 stations directly affiliated with the Mutual Network, and an
additional 46 stations are affiliated with us through the InterMountain Network. Thus, our programing is made available to a
total of 513 stations. The overwhelming majority of these stations
are in small markets.
In fact, in 200 markets, the Mutual affiliate is either the only station in the market., or the only network station in that market.
Mutual operates under the basic concept that its programing is most
effective when it is received via the listeners' local, hometown station,
rather than from a high-powered station located many, many miles
away.
With this background, let me now turn to the question of the
accuracy and reliability of national rating surveys on the two major
questions with which this committee has been concerned this week.
The major national rating service for network radio programing
is the Nielsen survey.
It is my understanding that Nielsen
conducts its surveys in approximately 32 major markets, and has
1,100 to 1,200 audim' eters throughout the whole country.
I think the committee will understand how a survey which is
limited to 32 major markets and 1,100 to 1,200 audime.
ters cannot
possibly come up with accurate and reliable figures as to the size
of Mutual's audience, which is to be found in 513 markets, most of
them small and scattered throughout the United States.
Moreover, Nielsen does not take into account out-of-home listening
which is so important to radio today. Thus, it is our feeling that the
Nielsen method of surveying leaves much to be desired.
The second question which this committee has been considering is
the use of the audience rating surveys by networks in planning their
program service. hiere, too, it is very important for the committee to
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understand the nature of Mutual's operation and the extent to
which its programing concepts differ from that of the other radio
networks.
At Mutual, we view ourselves as a service network, whose object
is to serve our local affiliates by providing them with a well-rounded
fare of news, public service, and public interest programing, which
these stations can use or not use at their individual election.
Thus, we make available to our affiliates, agricultural programs,
religious programs, discussion programs, forums, a wide variety of
news and public affairs programing, business news programs, news
commentaries, programs of symphonic music, sports shows and the
like.
We require our affiliates to take only the 5- minute newscast on the
half-hour, which we endeavor to sell in order to provide the income
with which to operate the network.
Of course, we are very much interested in the kind of ratings
that we get for this 5- minute newscast since the livelihood and
income of the network is dependent on our ability to convince advertisers to buy this period.
However, the rest of the program fare which we offer to our
affiliates is really not touched by what Nielsen says, or what any of
the other national rating service's say as to the size of our audience.
As I previously indicated, this material is offered purely as
service to our affiliated stations and they can accept and use the
programing, or decline to do so, at their own election. We will
continue to offer all of these public interest programs, and I hope
a good many more, and will do so even if the rating services show
that such programs are less popular than hour-long personality
shows, for instance, soap operas, or other entertainment features.
I don't. mean to imply that Mutual's news, discussion, and other
public affairs programing do not enter into the rating picture at the
local level.
On the contrary, our files contain many, many letters from affiliates reporting adramatic improvement of their ratings and share of
audience after they began to offer Mutual programs to their listeners.
Obviously, when astation can make available to its local audience
a well-rounded newscast originating from Washington, D.C., the
Nation's Capital, voiced by a nationally known newsman, and dealing in depth with international and national news events, this kind
of news program is bound to attract more listeners than would a
routine newscast of the kind which might be prepared by a small
market radio station from news ticker material.
Similarly, we give live coverage to political conventions, manin-orbit shots from Cape Canaveral, and so forth, which stations could
not otherwise broadcast. We at Mutual are conscious of this and,
hence, try to present, the best quality of programing that we know
how to present, so that our programswill be attractive to our affiliate's audiences and will gain for them a larger share of local
audiences.
This, in turn, has made it possible for our affiliates to have greater
success in local, regional, and national sales and thus has brou glit
them more income.
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In summary, we at Mutual recognize the need in our industry for
estimating the size of radio audiences. We feel that the only practical way to estimate this audience is through ratings. But we're
very conscious of the limitations of the present audience rating survey methods insofar as national radio network programing is concerned.
The national service we use does not reach out adequately into
the many, many small markets upon which Mutual relies to build
up its vast audience. Mutual would favor and would support any
practical proposal for improvement of the methodology used m
arriving at ratings so that its share of audience would be more
accurately reported.
However, the nature of our operation is such that the overwhelming bulk of the program service which Mutual makes available to
our affiliates would remain unaffected by the "numbers" revealed in
surveys.
Unless we are convinced by our affiliates, or by more reliable data
than we now have, that audiences need and want different programing than that which we now offer, we will continue to offer the
kind of fare in the future as we have in the past.
That is my statement, Mr. Chairman.
[EDITORIAL NOTE.—Mutual Broadcasting Co. did not supply the
expenditures for audience research at the time of the hearing and the
following has been supplied for the record: "Fiscal 1962, $105,879,
A. C. Nielsen Co."]
The CHAIRMAN. Mr. Sparger.
Mr. SPARGER. Mr. Hurleigh, do you presently or have you ever had
mutual guaranteed circulation contracts where if you did not meet a
certain number of Nielsen rating points you would have to give
additional spots to an advertiser?
Mr. HURLEIGH. Yes, we have, sir.
Mr. SPARGER. Let me ask you this, sir: In a period several years
ago Mutual canceled the Nielsen service; is that correct?
Mr. HURLEIGH. That is correct.
Mr. SPARGER. How did you appear in that period in the Nielsen
rating books ?
Mr. HURLEIGH. I have no real knowledge on that, it was before I
took over as president of Mutual. It is my understanding at that
time we lost business and had adifficult time at the agencies.
Mr. SPARGER. Were you listed in the Nielsen rating books?
Mr. HURLEIGH. No, Ibelieve there was ablank where we normally
would have appeared.
Mr. SPARGER. Are you presently subscribing to the Nielsen Radio
Index ?
Mr. HURLEIGH. YDS.
Mr. SPARGER. Why would you say Mutual resubscribed after previous cancellation?
Mr. HITRLEIGH. It is used by 99 percent of all the nationally known
agencies as a yardstick to measure the radio networks.
The CHAIRMAN. What networks are you talking about?
Mr. HURLEIGH. Iam talking about almost every nationally known
agency you would know from, say, J. Walter Thompson on down to
those agencies that have any national business.
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The CHAIRMAN. Well, Isuppose you are talking about advertising.
Mr. HIIRLEIGH. Iam sorry, sir, advertising agencies.
The CHAIRMAN. All right.
Mr. SPARGER. Did you during the period when you were listed as a
nonsubscriber in the Nielsen book, lose business because you could not
submit availabilities based on Nielsen information ?
Mr. HTJRLEIGH. We could not show our share of audience and we
could not make our presentations based on the Nielsen figures which
were requested by the advertising agencies.
Mr. SPARGER. How high do the ratings usually run in the Nielsen
network radio report?
Mr. HURLEIGH. You mean what would the Nielsen rating for
Mutual or other radio networks be ?
Mr. SPARGER. Yes, sir.
Mr. HURLEIGH. It runs about one point. We all average—the four
radio networks are rather close together, I would say about 50,000
homes separates, many times, the top network from the low network.
You will find about 1.1 sometimes for either CBS or NBC which
most of the time are at the top of the heap, and you will find a
1or an 0.9 for ABC or Mutual. We run third and fourth.
Mr. SPARGER. Would you say, sir, that the ratings in the Nielsen
Radio Index run generally within statistical variance during many
time periods of the day ?
M T. HITRLEIGH. Yes.
Mr. SPARGER. Let me ask you this, sir: How many homes would
it take to make one rating point in the Nielsen survey?
Mr. HIIRLEIGH. Iwould say somewhere between 10 and 12.
Mr. SPARGER. Let me ask you this, sir: What would you say the
value to Mutual Radio or to network radio generally, would be
if there was a—if you could have the net increase across the board
of one Nielsen rating point?
Mr. HURLEIGH. Assuming that there is approximately $38, possibly
$40 million worth of national business on network radio today on all
four networks, if each of the four networks could gain another rating
point, I would not think that we could assume to get double the
amount as you would be doubling the point ratings from 1 to 2,
but you could certainly get about $10 million more after a certain
period of time. It might mean as much as a million, amillion and
ahalf dollars to Mutual, alone.
Mr. SPARGER. You have said, sir, that the advertising agencies
all rely on the Nielsen rating reports in network radio; is that
correct ?
Mr. HITRLEIGH. That is right.
Mr. SPARGER. Would you describe the present Nielsen service as a
network radio report?
Mr. HITRLEIGH. In which way, Mr. Sparger?
Mr. SPARGER. In the pocket piece, the NRI, is this anetwork radio
report ?
Mr. HURLEIGH. Yes, it is.
Mr. SPARGER. Let me ask you this, sir: Did your company in
August 1961, in Wonewok, Mum., hold a con f
erence with directors
and directors for advertising agencies?
99-942-63--pt. 1-18
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Mr. HITRLEIGII. An affiliated company of Mutual's, the National
Advertising Co., Mutual's parent company is the Minnesota Mining
& Manufacturing Co. and an affiliated company of Mutual's is
the National Advertising Co., an outdoor company.
It had been holding these media conferences at Wonewok and
asked if we wanted to come in. We came in for the first time in
1961. This is the media conference you are referring to?
Mr: SPARGER. Yes, sir.
Was the purpose of this to give Mutual an opportunity to present
asales pitch to advertising agencies and advertisers?
Mr. HURLEIGII. Yes, sir.
Mr. SPARGER. I would like for you to identify for me, sir, this
doucment which says "3—M Media Directors Conference, 1961," and
purports to be atranscript without names.
Would you identify that for us, sir?
Mr. HURLEIGH. Yes.
Mr. SPARGER. IS this a transcript, to your knowledge, that was
produced from that conference?
Mr: HURLEIGH. Well, Isee some statetnents in here that is evident
to me it was. I have never seen the transcript. I know there was
a tape made of it and I can see that there are in here—yes, many
things that would indicate to me that it is a transcript of it.
Mr. SPARGER. Let me ask you this question, sir: Since the advertising agencies rely so greatly on this, did an advertising agency
executive, to your knowledge, reply to a question stated: "To think
that Nielsen should measure network radio today is just beyond
discussion"?
Is this the general tenor of the discussion of the meetings?
Mr. HITRLEIGH. I recall that statement having been made by one
of those attending.
Mr. SPARGER. Did the same man or adifferent man say, "We know
that Nielsen can't do the job; Pulse can't do this job; in fact, nobody
is doing this job."
Do you recall that statement, sir?
Mr. HURLEIGH. Yes, Ido.
Mr. SPARGER. Did one of these media men also say, sir, that: "The
time buyer and advertising agency leans upon this thing and it is
the only crutch that he has?"
Mr. HURLEIGH. Yes.
Mr. SPARGER. Did an advertising agency executive in discussing
the rating services say, " Yet, we go and we seriously show these
things to a client and the client seriously considers them, and we
never discuss the fact that they are not worth adarn" ?
Mr. HURLEIGH. Yes.
Mr. SPARGER. Did an advertising agency executive say, " But the
truth is nobody wants research; nobody wants solid research because
they are afraid it might come back and bite them—if we want it we
can get it" ?
Mr. HIIRLEIGH. Yes.
Mr. SPARGER. Mr. Hurleigh, since this appeared to be the attitudes
of some of the executives, do you feel that this is the general attitude
of the advert is;ng agency executives that were present at this conference ?
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M r. Huni.mnit. Well, let us say it certainly was the attitude of
many of them at the conference.
SPARGER. And .
vet, sir, it has been stated here before and
would you agree that in spite of these statements these same executives siill rely and use the Nielsen data extensively in purchasing
spot radio ami Mutual radio?
Mr. Huin.Emt!. Yes, sir.
Mr. SPARGER. Did you ever request of Nielsen information as to
what you might do to increase your rating?
Mr. HuRr.Eum. Yes, sir.
Mr. SPARGER. Did they advise you that you should obtain acertain
type of facility in order to help increase your ratings?
Mr. HURLEI'GII. Yes, sir.
Mr. SPARGER. What type of facility was this, sir?
Mr. HURLEIGH. They suggested that we obtain as our facility
50,000-watt, stations in as many of the major markets as possible.
Mr. SPARGER. Let me ask you this, sir: After you came back and
started purchasing the Nielsen service again nationally, do you feel
that if you had not purchased the Nielsen national service, Mutual
would not have been able to survive economically ?
Mr. HURLEIGH. There would have been grave doubts whether we
could have or not.
Mr. SPARGER. In other words, sir, you are saying that in order
for a radio newtork to operate it must have—or in this period in
1957 and 1958 when Mutual was not listed in the Nielsen reports—
they must have subscribed to this service in order that they could
economically survive ?
Mr. HIMLEIGH. We have found it wise to keep Nielsen for that
reason.
SPARGER. No further questions, Mr. Chairman.
The CHAIRMAN. Mr. Moss.
Mr. Moss. Mr. Hurleigh, do you use both NRI and NSI?
Mr. Hummott. We use NRI, Mr. Moss, and from time to time
we have the NSI.
Mr. Moss. Do I understand you supply services to your affiliates
and these are supported, if I interpret your remarks correctly, by
the sale of the 5-minute newscast on the half hour?
Mr. HURLEIGH. The network is, sir.
Mr. Moss. This is the principal network support ?
Mr. HITRLEIGH. It is our only income other than the religious programs that we sell.
Mr. Moss. And this is sold what, national advertising?
Mr. HI
I:LEIGH. National advertisers.
Mr. Moss. And at this point the NRI rating is of significant
importance?
Mr. Huni.nroir. Yes, sir.
Mr. Moss. You do not, however, use the Nielsen station reports?
Mr. Huni.Emi 1. No, sir; not for the same reason. I should like
to add, that in 1959 we made comparisons using Pulse, which is
another rating service, and using the station indexes of Nielsen
and with our top 10 or 20 markets came up with more audience
through the. station index and through Pulse than we were given by
Nielsen in the national rating picture of their Nielsen Radio Index.
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So it is rather confusing to us that we have such asmall audience in
NRI comparatively with 438 stations that may be clearing at one time
than they will report in the Nielsen Station Index for perhaps 20.
Mr. Moss. Well, your experience is similar to that of what .ABC
told us yesterday that NRI for 5stations gave them 99,000 listeners
and the NSI for 175 stations for the same period of time gave them
an audience of 138,000.
Mr. HURLEIGII. Very confusing, Mr. Moss. Also, if I may say
so in this same connection, and as I mentioned in my statement,
my prepared statement; we do not feel that we get credit for the
200 stations that are in the smaller markets, particularly stations
where we are the only network, markets where we are the only
network station.
Mr. Moss. If I understand you correctly, you have an associate
affiliation in Inter-Mountain ?
Mr. HURLEIGH. The 46 stations of the Inter-Mountain with headquarters in Salt Lake City.
Mr. Moss. They do not exist for the purpose of national radio?
My understanding is that the mountain time zone is excluded.
Mr. HITRLEIGH. That is right.
Mr. Moss. Well, this important part of your market is just overlooked completely ?
Mr. HURLEIGH. We feel there are many areas where we do not get
credit. If you realize that we will clear 435, 440 stations at one
time for a national advertiser and if you figure that a market of
some 50,000 where we have a network station should have an
audience. I heard the testimony of an owner that he has no audience in his locality or has none given to him by the rating service.
If we have 1,000 people or homes tuned into that station and we have
438 stations, we certainly should have alarger audience than Nielsen
will give us at any one time.
I am not even counting our major market stations that certainly
have many times that amount.
Mr. Moss. Are advertisers interested in reaching the people who
reside in Colorado, Wyoming, Montana, Utah, New Mexico, and
Arizona ?
Mr. HURLEIGH. Mr. Moss, they buy those numbers, they buy
those figures. If we come in and we show less figures that increases
our cost per thousand sales, and our pricing has to be competitive
with the other network. What we have in asmaller market does not
seem to count.
Mr. Moss. Do you regard the ratings as alone reliable ?
Mr. HURLEIGH. I have never questioned the basic integrity of
the service that we use insofar as what they do with the figures
when they get them. I do quarrel with, and have in the past, the
methods that they use. Ithink it is inadequate.
Mr. Moss. It does not question integrity to method ?
Mr. HURLEIGH. It could, sir, but I am not in a position nor do
Ifeel that Iwish to question their integrity.
Mr. Moss. Well, do you question the integrity of the figure without questioning the integrity of the individual ?
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Mr. HIIRLEIGH. No; Isay if Nielsen would put more audimeters in
other areas' if they would go outside of the 32 markets to measure,
then we could get some credit for this, you see.
I also believe that they are following an archaic method in suggesting that we get 50,000-watt stations. This was predicated on the
old idea when programing on radio stations was of the Jack Benny,
the Fred Allen programs, the Fibber Magee and Mollie, when, taking
acity like Chicago, the 50,000- watt stations could beam that program
out many, many miles, and obviously you would have listeners in
other areas because there would be no network affiliation in these
other areas tuning to these programs.
We had no television. But with the advent of television the programing, per se, of this nature went off radio stations. The 50,000watt station certainly does not do any more of a job in a given
market than a 5,000- watt station that has power enough to adequately cover the area.
If a station has a good disc jockey, and I will show you many
instances where a 5,000-watt station does a better job and gets a
higher rating than a 50,000-watt station. But Nielsen still figures
on the number of homes covered by astation.
So if a 5,000 station comes up with one point and a 50,000 station
tomes up with one point, Nielsen then has a way of figuring the
number of homes that would be in the 50,000-watt area and would
give them a final rating larger than the 5,000-watt station which
would not be assumed to cover as much distance; but you won't
find the people in Connecticut and Hartford listening to the New
York stations as much today as you did years ago when they were
listening for the big programs. They want to know the weather;
what is happening in the town; local programing. This is our
philosophy, to allow the local station to do the local programing
and we give the stations those things nationally that they would not
otherwise have.
The CHAIRMAN. Will the gentleman yield?
Are you saying then, Mr. Hurleigh, the methods used, as you
have described, result in false reports of what the actual facts are
on which the national advertisers depend?
Mr. HURLEIGH. Misleading; certainly. We get no credit. In California we have 30 stations. We have nine in your State, sir. I
believe that the nine stations that we have in Arkansas certainly
give us an audience that would be competitive with and perhaps
higher than several stations in your major markets that would have
none of the buttressing that we give from Helena, Ark., and places
of that sort.
The CHAIRMAN. You say " misleading." I used the word " false."
Let's analyze that just amoment.
You have just said that with regard to those stations serving a
certain area, and you call that amarket ?
Mr. HIIRLEIGH. Right.
The CHAIRMAN. And you have just said that the station with 5,000
watts in community " B" is included in that market?
Mr. HURLBIGH. No, sir; I don't believe I said that or I am misunderstanding you. I said there could be two stations in Chicago,
two with their license granted for the city of Chicago and then
the market is Chicago and environs.
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Now the 5,000- watt station licensed for Chicago would obviously
not have the power to go out as far. In other words, it would not
be considered to take in Milwaukee, but. a 50,000-watt station would
be given the coverage to expand over Milwaukee.
Now in the days when you had the other kind of programing and
no television where they had to tune to that Chicago station, that
50,000- watt station in order to get the programs they wanted if they
resided in Milwaukee or a little further north of Milwaukee, perhaps up the lake, these people would bring up the total audience
for the 50-000-watt station, but today with the advent of television
that 50,000- watt station does not do anything more than the 5,000watt station, and the 5,000- watt station could conceivably have a
better lineup of talents, disc jockeys primarily, and news and things
of this sort. So it would gain a better audience in the Chicago
market, yet the 50,000- watt station would get a larger rating or a
higher rating because Nielsen gives them credit for the number they
would normally cover by their 50,000 watts because Nielsen is still
using the method that they used back in those days.
Iquarrel with them and want them to try to rate it for the practical environs of where the listening habits of the person would
direct them to follow the station.
The CHAIRMAN. In other words, you say then, that, the very.fact
that the 50,000-watt station covers Milwaukee, that Nielsen is giving
a report that includes Milwaukee when actually the report has
nothing to do whatsoever with the service that it is rendering in the
Milwaukee area?
Mr. HURLEIGH. That is right, sir.
The CHAIRMAN. Now, if that is not false, what would you call it ?
Mr. HURLEIGH. Misleading, sir.
Mr. Moss. Ihave no more questions.
The CHAIRMAN. Mr. Rogers of Florida.
Mr. ROGERS of Florida. Mr. Hurleigh, as I understand it, your
mum income from your affiliates is brought about by the purchase
of your news program, is that correct?
Mr. HURLEIGH. Not from our affiliate, sir. We get no income from
affiliates for advertising. The contract is, that, an affiliate gives us
5 minutes of its time in effect on every half-hour and we give
them 5 minutes of our service. It is a swap, you might say.
Now, in some areas, obviously you get into a position where you
go into promotional endeavors to help a station in a major market.
Mr. ROGERS of Florida. So, then, you have that 5 minutes to sell
to anational advertiser?
Mr. HURLEIGH. Yes.
Mr. ROGERS of Florida. Isee. Now, Ibelieve you stated that when
you dropped—canceled—the Nielsen service, that it definitely
affected the national advertising.
Mr. HURLEIGH. It did, sir.
Mr. ROGERS of Florida. Any particular accounts that it dropped,
that, you recall ?
Mr. HURLEIGH. No, not at the moment. •
Mr. ROGERS of Florida. Could you get that information?
Mr. HURLEIGH. Yes.
Mr. ROGERS of Florida. Could you furnish it ?
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Mr. HURLEIGII. Yes, indeed.
[Enrromm, NOTE: Information not supplied by Mutual Broadcasting System.]
Mr. ROGERS of Florida. And the amounts of the contracts involved ?
Mr. Hum.r.mii. Yes.
Mr. Rooms of Florida. And perhaps the dates when you stopped
the service, and how quickly it affected your revenues on national
advertising ?
Mr. Ruiti.mon. There is this, too, to be said: Our sales staff, without this tool, is at a disadvantage as he competes for a sale with
the salesmen from the other networks.
Now, if the salesman
works harder, and obtains a contract, it might not necessarily show
up as much as it would really be plaguing us, from the standpoint
of having our salespeople coming back very unhappy that they do
not have the same sales tool, as they call it, that their competitors
have.
Mr. ROGERS of Florida. Now , from what I have understood, the
rating does not vary greatly between the various networks; is that
true ?
Mr. HURLEIGH. That is right, sir.
Mr. Roomis of Florida. It is quite close?
Mr. FIURLEIGII. Yes.
Mr. ROGERS of Florida. Is there any other service besides Nielsen
that actually rates all of the networks?
Mr. HURLEIGH. No, sir; radio networks, no.
Mr. ROGERS of Florida. No other service?
Mr. Huar,Eioll. There is no other service available to measure, even
as Neilsen attempts to measure it, the national radio audience, other
than Neilsen.
Mr. ROGERS of Florida. So, they have acomplete monopoly in this
field ?
Mr. HURLEIGH. They are alone in that field.
Mr. ROGERS of Florida. Yes. Did you ever discuss with the Nielsen people, or any of your staff discuss with Nielsen, an improvement of their methodology ?
Mr. HURLEIGH. Yes, sir. Ihad arunning feud with them in 1959.
Icarried on quite acampaign to try to obtain what Irequested to be
an audit bureau of circulation, which is used for publications, particularly newspapers; one that would be as Caesar's wife—that
we all believed; that the agents could believe; that the clients
could believe.
The client is the most important person here; this is the one that
believes he is getting this circulation, and depends entirely upon the
Nielsen figures as submitted to him by his advertising agency.
So, Ihave called for this as recently as last November in aspeech
here at the Advertising Club in Washington. Isuggested that, with
the money being spent by radio stations and television stations, and
the television networks and the radio networks; we spend $105,000
ayear with Nielsen, and, if you combine all of this money that is being spent by the different agencies—may I add, too, that advertising
agencies pay apretty penny for this service, too.
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Mr. ROGERS of Florida. You mean Nielsen also charges the advertising agents ?
Mr. HURLEIGH. Yes.
Mr. ROGERS of Florida. For the same service that they have been
paid for by the networks ?
Mr. HURLEIGH. That is right, sir. Now, if we could get all of this
into one pot; that is why Iwonder about your questioning; is it solely
in this field? Because, ABC is alone in the field of measuring the
circulation of newspapers. If it could be the kind of ameasurement
that we could rely on, and we would all believe in as the ABC figures
are believed in, then we should not question whether it is alone in
the field, perhaps.
Mr. Roams of Florida. Your suggestion would be to have an industry group do this?
Mr. HunLEmn. That is right. That was my suggestion in November, and has been my suggestion since 1959.
Mr. ROGERS of Florida. Through your National Broadcasters
Association ?
Mr. HURLEIGH. Isuggested the Radio Advertising Bureau because,
you see, Ido not feel Ican speak for television or television stations.
The Radio Advertising Bureau is an organization similar to NBA,
excepting that RAB has nothing to do with legislation or FCC; it is
trying to sell radio.
Mr. ROGERS of Florida. What specific suggestions did you make as
to methods in obtaining acorrect result for radio ?
Mr. Hultman. I did not get into the methodology. I suggested
that the RAB call in all of the major rating services, try to decide
which of their ways of measuring was the best, try to combine them,
perhaps, and to come up with aRadio Audit Bureau.
Mr. ROGERS of Florida. Has there been any acceptance of your idea ?
Mr. Hunuzian. Ibelieve that there will be, in the next several weeks
almost, a meeting in connection with this. I was told this about 2
weeks ago.
Mr. ROGERS of Florida. And you have been talking for this for how
long ?
Mr. Hultman. Since 1959, sir.
Mr. ROGERS of Florida. Now, in talking to Nielsen, did you make
some specific suggestions as to changes you thought they should make?
Mr. HURLEIGH. Yes. Iasked to have ameasurement of our smaller
stations. Isuggested that Idid not believe that they are right, in the
way they are requesting the 50,000-watt stations, and the ABC radio
network is now out on acampaign to try to get 50,000-watt stations.
Idon't believe that you need 50,000-watt stations in these markets,
particularly if you have stations around there. The weather can
change in 50 miles.
Mr. ROGERS of Florida. Iunderstand. Now, has Nielsen made any
changes according to your suggestions ?
Mr. HURLEIGII. I don't believe they have; yes, Ihave aletter here
which may be interesting, if Imay re
. ad it, Mr. Chairman.
This is from the Nielsen organization, dated March 1, 1963. It is
concerning the NSI, which is the Nielsen Station Index.
For some time we have recognized the increasing need for two major changes
In NSI measurements and reporting of local radio audiences, to reflect trends
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taking place in radio itself and to maintain Nielsen's standards of accuracy
and statistical significance. The primary needs are:
1. Inclusion of more of the sources of listening such as: personal portables,
transistors, etc., auto radios, FM and AM, both in-home plus out-of-home and
by stations.
2. Larger samples, to help delineate real differences between audiences of the
ever-increasing numbers of radio stations.

If you notice the date, sir, March 1, it seems apparent to me that
perhaps your committee, Mr. Harris, is having some effect.
Mr. Moss. Who signed that ?
Mr. HURLEIGH. Signed by Mr. John K. Churchill.
Mr. Moss. Iask that that be made part of the record, Mr. Chairman.
Mr. CHAIRMAN. Have you read all the letter ?
Mr. HITRLEIGH. No.
The CHAIRMAN. Let it be included in the record.
Mr. HURLEIGH. This is acopy from Nielsen. Idid not bring mine.
Ihad this copy here.
Mr. ROGERS of Florida. Mr. Hurleigh, let me ask you this: Is it your
feeling since Nielsen is the only rating service that rates networks that
they have not had to make any corrections according to suggestions by
the various networks because they are the only ratmg service that is
available ?
Mr. HURLEIGH. This is possible, sir.
Mr. ROGERS of Florida. Well, is it or is it not ?
Mr. HURLEIGH. It would appear to be; yes, sir.
Mr. ROGERS of Florida. So, in effect, they have amonopoly here and
they ignored suggestions of improvement; is that true or not ?
Mr. HURLEIGH. They have not taken our suggestions for improvement to help us. Now the point might be, and Ido not wish to defend
Nielsen but Ithink in fairness Ishould say that we were asking for
measurements which would help us. We believe our philosophy is
proper and right that we are not getting credit for these stations.
Our whole idea of the Mutual network, as it was first established,
was not necessarily to go into the major markets and, be adominant
factor but to give the advertiser those markets which he would not
normally get.
We are twice as large as NBC and CBS in numbers but we seem not
to get credit for it. Iwas asking for something specific and it might
not have been in the idea of the Neilsen people that this would be for
all of the networks.
Mr. ROGERS of Florida. That is all. Thank you.
The CHAIRMAN. Mr. Hull, do you have anything ?
Mr. Hum,. No.
Mr. Moss. Mr. Hurleigh, do you agree for all practical purposes, the
Nielsen Radio Index has become astandard in the industry ?
Mr. HURLEIGH. Yes, sir.
Mr. Moss. A standard, should be relied upon ?
Mr. HURLEIGH. Yes, sir.
Mr. Moss. To the extent it should be possible to make it so ?
Mr. HURLEIGH. Yes, sir.
Mr. Moss. This standard is not reliable because on its face without
examination of methodology you can take two products from the same
firm, NRI and NSI, and come up with totally irreconcilable differences, in fact, you arrive at the impossible because you can take more
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stations covering the same period and get fewer listeners than you can
by taking a fractional part of the number of stations and get more
listeners ?
Mr. HURLEIGH. That is right, sir.
Mr. Moss. Rather it borders on fantasy; does it not ?
Mr. HuRLEIGH. It certainly does, sir.
Mr. Moss. And if this fantasy becomes the stand,ard, then it is difficult to regard it as reliable ?
Mr. Hui/LEIGH. That is right, sir.
Mr. Moss. Thank you.
The CHAIRMAN Thank you very much, Mr. Hurleigh. We appreciate having your testimony.
Mr. HURLEIGH. Thank you, sir. Thank you, gentlemen.
The CHAIRMAN. Mr. Gordon McLendon.
Do you solemnly swear the testimony you give will be the truth,
the whole truth, and nothing but the truth, so help you God?
M T. MCLENDON. I do.
The CHAIRMAN. Would you identify yourself for the record?
TESTIMONY OF GORDON McLENDON, PRESIDENT, McLENDON CORP.,
DALLAS, TEX.
Mr. MCLENDON. Gordon McLendon.
The CHAIRMAN. Of course we knew your name. Will you further
identify yourself, please ?
Mr. MCLENDON. Dallas, Tex., is my residence. I am the president
of the McLendon Corp. which owns and operates six radio stations
in the United States.
The CHAIRMAN. Do you have astatement?
Mr. MCLENDON. Ihave not got aprepared statement.
The CHAIRMAN. Do you have any comment of your own you would
like to make ?
Mr. MCLENDON. Yes, Ihave. Ithink perhaps some questions that
may be asked me will furnish me with abackground for making these
comments, but I can go ahead and make these comments before the
questions are directed to me if you wish.
The CHAIRMAN. Very well, you may proceed.
Mr. McLExoox. I have no particular comments to make here this
morning about either Pulse or Hooper. Iwish, however, to say that
in our own experience and for reasons which I will set forth here,
we regard the Nielsen rating as acolossal and meaningless absurdity.
Among other factors. let us take first of all an actual comparison of
ratings in Louisville, Ky.
Our corporation owned a station in Louisville, Ky., at the time
that these ratings were made. In the period from October through
December 1961, while we owned WAKY in Louisville, at 7 o'clock
in the morning Hooper showed that station with a42-percent share of
audience. Pulse showed the station with a29-percent 'share of audience
at 7 o'clock in the morning. Nielsen showed the station with a 5percent share of audience.
At 7 :30, Hooper shows us with 33.1 percent, Pulse with 30 percent,
Nielsen with 9percent.
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Ineed not point out to you gentlemen that those figures are quite
disparity.
We have asituation existent where this disparity runs throughout
the comparison between Nielsen and Pulse. We have asituation now
in Chicago which is even more absurd where our radio station which at
times approaches first place in the Chicago market in both Pulses and
Hooper is not even listed by the Nielsen report.
We understand that the Nielsen people simply have not gotten
around to recalibrating whatever instruments or audimet,ers they
have in the Chicago market.
Our question is how much longer do we suffer before these people
xecalibrate? Nielsen has just circulated a letter of which Mr. Hurleigh has read apart. They say,
We have now discovered that we need about four or five times as great a
sample as we presently have in order to be accurate.

What has happened to all these reports in the past ? If they assume
that they need a much greater sample to be accurate, they, of course,
.admit that they have not been accurate in the past. And how about
the millions upon millions of dollars of damage that have been done
to American radio stations by their inaccuracy of the past? Are we
merely to ignore the fact they
. now say "We better have afour or five
times greater sample"?
What will happen about all these hundreds and hundreds of millions
of dollars damage clone to the radio business down through the years
past ?
Nielsen further says, and it is always interesting, that—
Audiences for outside stations are reported if they meet the above standards
and are a material factor in this market.

Well, is Nielsen to set themselves up as God and say which stations
are material factors in the market ?
Iwould like to have somebody at Nielsen explain to this committee
or any other committee what they regard as a "material factor." It
is not set forth at any place.
For quite a long time after we became first in the Oakland- San
Francisco market in Hooper, we were not even listed by the Nielsen
report in Oakland and San Francisco and the reason that we were not
listed for quite a spell was because of a statement in a letter from
Nielsen that—
Nielsen resists including a station in the report until we are assured of its continuing stability.

How long does a station have to go until Nielsen is assured of its
"continuing stability"? And besides that, in amatter of true research,
if a station has 33 1/
3 percent of the audience, or 5 percent, or 1 percent, or 100 percent, it should be reported. Its "continuing stability"
has no place whatever in reporting of audience measurement.
Mr. Moss. Would you identify the station in San Francisco?
Mr. MCLENDON. KÀBL in Oakland, Calif.
We have any number of instances in our radio stations where damage lias been done, traceable damage, and we have on occasion notified
the Nielsen Co. of that damage.
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Ihave amemorandum here of March 8, 1957, in which we notified
Nielsen that our station in San Antonio, KTSA, had just lost Silver
Dust, 11 spots per week for 24 weeks at our cost of $25 each. The
memorandum goes on to say,
The total amount of the order loss amounts to $6,600.

On May 29, 1957, we wrote Nielsen,
For your information the business placed for Merrin through J. Walter Thompson
was placed as a result of Nielsen NSI in 1957; the amount of money was $9,000
over a 13-week period.

Another quote:
I called on the agency with Paul Ray of John Blair's office in Chicago and
talked to Mary Kay, time buyer, and Ed Fitzgerald, head of Media, and they
both gave me the same story, that they only use Nielsen.

The Daren McGavren Co. writes,
Mike Schwartz was pitching Extra News, a station located in Tijuana and for
which our corporation holds the U.S. sales rights.
J. Walter Thompson pretty much honors the Nielsen rating as per our discussion and at your recommendation Mike asked the buyer to call for the figures
allocated to Extra News. The buyer did so and somebody at Nielsen told him
that no figures for Extra News in Los Angeles were compiled at all.
For some strange reason in the San Diego book they put us in with a funny
little box which says we have no audience there. At any rate, they will not give
any Nielsen figures for Extra News. They refuse to acknowledge the fact that
we exist.

Ihave, Ithink, pointed out also that in Buffalo the manager of our
station WYSL in Buffalo, Arthur Holt, wrote me on March 17, 1961:
I have just returned from a sales trip to Chicago where the really great importance of being listed in Nielsen was impressed on me by the attitude of the buyers. Currently we are not being considered a factor in the market despite Pulse
and Hooper acceptance, et cetera.
When such New York accounts as Pall Mall and Nescafe are also following
this line of reasoning, it becomes obvious how absolutely essential it is that we
be listed by Nielsen in their next report for Buffalo. Without attempting to
exaggerate the significance, I believe that annual money equal to a normal
month's billing is being withheld from us because of our failure to appear in
Nielsen.
Any personal attention that you are able to give this problem will be greatly
appreciated since it affects our earning power to such a great extent.

Gentlemen, as Isay, so that you will not have the impression that

I am complaining about rating services because our programing is

poor and we have low ratings, I do not wish to have this committee
misunderstand me. Ihave no comments about Trendex, Pulse, Hooper. Iam only pointing out the absurdity of and the damage done to
the broadcasting industry by this one rating service. The others I
have quarreled with here and there, but they are complaints that Ican
work out privately with the rating services involved.
Icome before you to complain about radio ratings not as amatter
of sour grapes but to complain of one rating service specifically, and
that is my statement.
The CHAIRMAN. Mr. Sparger.
Mr. SPARGER. Mr. McLendon, you, in the summer of 1962, requested
that your advertising representative, the Daren McGavren Co., contact Nielsen and find out why Extra News was not listed in Los
Angeles ?
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Mr. McLErtoort. Ican't recall, but Isure hope Idid.
Mr. SPARGER. Did you receive from your rep this memoranduml
Mr. MCLENDON. I see. This was Bill Morgan, our station manager,
contacting McGavren, but Idid receive acopy of this memorandum;
yes.
Mr. SPARGER. In this memorandum the director of research, Mrs.
Horn, of McGavren & Co. stated:
I have been told the company policy is that the publication of station totals
is not mandatory when the station in question is not licensed to the market
for which the report is issued.
In the case of Extra News, it is not licensed to Los Angeles.
2. It is not licensed to San Diego, but stations totals were published in this
market report because of past relationship to XEAK.
Station totals were
withdrawn from the book at the request of station management.
3. Therefore, since the station is not licensed to either market, they are not
obliged to publish the station totals in either report.

Now, you have stated, sir, that according to the Nielsen pocketpiece
that the station must first be amaterial factor in the market. On another occasion you were told that the station must show up in San
Francisco with stability and in this third situation, you were told
that the station must be licensed to the market.
Mr. MCLENDON. There is one other line there that you didn't read.
It said they repeated that subscription to the L. A. salesmen that
station totals will be published in the L. A. book. Apparently, that is
afourth criteria.
Mr. SPARGER. Yes, sir; Iwas going to get to that next.
Mr. McLendon, you have stations in several markets. Generally
what types of programing do you use on these stations?
Mr. MCLENDON. We have various types of programing which we
use. We have popular music stations in Dallas, Houston, San Antonio.
In Oakland and in Buffalo our stations are what we would characterize as good music stations. In Chicago our station is oriented toward
Chicago's very large Negro audience, and the station for which we
have the sales representation in Tijuana is an all-news radio station.
Mr. SPARGER. In testimony yesterday, Mr. Peter Tewksbury discussed television programs and how it was necessary for them to
start in order to make an appearance in the rating books. He mentioned that it was necessary to promote with the new show to get
audience originally and that the programing had to be good to keep
the audience, but continued promotion would. help.
Have you found this true in radio?
Mr. MCLENDON. Yes. I believe there are some shows, some few
shows, that are so unique and so very good that without any promotion at all they seize an audience.
As for instance, the "$64,000 Question" was so unique and so big
that even without anything more than the word-of-mouth promotion,
it would have gotten an audience; but by and large, the average radio
show must have initial promotion to attract attention to it. Then if
it is agood show, it can retain it itself without too much promotion.
Mr. SPARGER. Do you continue promotion after the first operation,
after the first opening of astation in the establishment of astation?
Mr. MCLENDON. We do. We have continuing promotions on all
of the radio stations where we have anything to do with the programing.
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Mr. SPARGER. Have you done these promotions recently and if
so what type would they be?
Mr. McLENnoN. Yes. We are constantly involved in programing,
in promotion. For instance, some of the promotions involve themselves with giveaways, many do not. As for instance, the other day
we had a contest which was a kind of humorous contest in Chicago
which the listeners were advised if they would send us $500 we would
send them 25 words or less.
(Laughter.)
It caused a lot of comment and to niy absolute amazement we got
two checks for $500.
(Laughter.)
Which we had to return, of course.
In another instance last week our station in Dallas, trying to, Isuppose, capitalize on the publicity being given the President's endorse ment of 50- mile hikes staged w'-hat we call a forced march from the
Sheraton Hotel in Dallas to the Southland Life Insurance Co. building which is a distance of approximately 50 yards and some 1,000
people joined the announcer in this forced march of 50 yards.
So it takes all kinds of promotion and continuing promotion to keep
the people talking about the radio stations. I make no apologies
whatever about promotion. Ithink it is important., vital—and show
me the station that has no promotion or poor promotion and I Will
by and large show you astation which is not operated in the public
interest as well as it should be.
Mr. SPARGER. Have you used devices such as window stickers on
automobiles?
Mr. MCLENDON. Yes.
Mr. S(URGER. HOW would this work, sir ?
Mr. MCLENDON. After—well we have worked in many wars. In
some cases we have sold it to aclient, that is, we go to aclient and say:
If you will pay us so much money we will advertise that rear- window
stickers for this radio station, which also will bear your name, can be
had at acertain place and we will get the audience' to come and get
these stickers and post them on the back of their car windows. In
other cases we have not received money, we have merely printed the
stickers ourselves without any sponsor identification on them and
induced, oh, for instance, a chain of filling stations to distribute the
stickers for us. Ihope Iam being responsive.
Mr. SPARGER. Yes, sir. Would you say that this keeps your name,
the naine of the call letters of the station before the public?
Mr. McLENDoN. It is certainly one of the devices which we feel
keeps our name in front of the public.
Mr. SPARGErt. Do you feel the methods used by some survey companies that it is important that people be made familiar with your
call letters ?
Mr. McLExDox. Iam sorry.
Mr. SPARGER. In the methods used by some of the survey companies
do von feel that as aresult of these methods that it is important that
yolir call letters become known to the public?
Mr. McI,Esnos. Ithink it is important for everyone except Nielsen
because Ithink Nielsen is so ridiculous Idon't know.-what. is important.
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Mr. SPARGER. Tell me, sir, do you know what the sample size of the
Nielsen survey is in Chicago?
Mr. MCLENDON. I do not know for a fact. Icould only guess. If
you would care to have my guess Ishall.
Mr. SEAMIER. Would you estimate it for us, sir ?
Mr. MCLENDON. I would guess 300 in the city of Chicago and of
those Iwould guess that only avery small fraction of those are actually
on meters, that the rest of the sample of perhaps 300 is probably a
diary sample.
Mr. SPARGER. Then approximately how many homes would it take
to make up aNielsen rating point in Chicago?
Mr. McLENDox. Approximately three homes to make up one rating
point.
Mr. SEAMIER. If you were able to have a net increase across the
board of one rating point in the Chicago Nielsen survey what effect
would this have on your local and national business?
Mr. McLENnox. My answer will be related to our station in Chicago,
WYNR. I would say an increase of 1 Nielsen rating point could
mean $25,000 amonth to our station in Chicago.
Mr. SPARGER. Would that be locally ?
Mr. McLExnoN. The majority of that sum would come from Chicago
advertising agencies since that is the city in which Nielsen is most
accepted.
Mr. SPARGER. IVOUld you say, sir, that in Chicago even locally that
advert i
sin!! agencies rely great I on the Nielsen data ?
Mr. McLENnox. Icertainly would.
Mr. SPARGER. Would you say that. most of the time purchases by
advertising agencies in Chicago are based on Nielsen rating data ?
Mr. MeLExDox. Icannot answer that. I would rather rephrase it
and say that of purchases made by Chicago time buyers based upon
rating services far more purchases are based upon Nielsen than are
based unon any other rating service.
Mr. SPARGER. Are you a subscriber to any Nielsen reports in any
market ?
Mr. McLENDox. We are in Houston.
Mr. Sr.+ nonn. Why are you asubscriber there, sir ?
Mr. MCLENDON. Becau.se we are No. 1.
Mr. SPARGER. Are you listed in any reports in which you are anonsubscriber in any market ?
Mr. MCLENDON. Yes.
Mr. SEAMIER. Are there any markets in which your station is not
listed by Nielsen ?
Mr. MCLENDON. Yes.
Mr. SEAMIER. I want. to give you this, sir. This is the Louisville
area per broadcast radio supplements, July-August 20, 1961. Iwould
like you to tell me, sir, what sample size is represented to you in your
judgment
.
in that report ?
M E. MCLENDON. It reads:
In

general, however, there are not less than 150 different homes.

Mr. SPARGER. Would you be under the impression, sir—would it
be represented to you from your understanding, of this, that there
would be aminimum of 150 homes?
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Mr. MCLENDON. Yes, that would be my understanding of what it
says there. In fact that is what it says.
Mr. SPARGER. Would you have a problem getting certain station
representatives if your station did not materially improve in its
ratings ?
Mr. MCLENDON. Definitely.
Mr. SPARGER. After you bought the station in Louisville, when you
improved your ratings in the market, did you have a substantial
increase in national business from aresult attributable to ratings?
Mr. MCLENDON. A tremendous increase.
Mr. SPARGER. Was it over 3,000 percent, sir?
Mr. MCLENDON. I am not certain but that sounds like an accurate
figure.
Mr. SPARGER. What position was your station in the market when
you took over the station ?
Mr. MCLENDON. Well, I would characterize it as in last place.
Mr. SPARGER. Within ashort period of time what position was it in ?
Mr. MCLENDON. In first place.
Mr. SPARGER. At one time, sir, it was reported that you paid your
disc jockies on the basis of their Hooper rating. Did you do this, sir?
Mr. MCLENDON. Idid.
Mr. SPARGER. Are you still paying your disc jockies on the basis of
their Hooper rating?
Mr. MCLENDON. No, we discontinued it.
Mr. SPARGER. For what reason, sir ?
Mr. MCLENDON. Idon't think disc jockies were quite able to understand it. So we discontinued it, not because it didn't seem to be
working for us, we still think it was a most legitimate method of
compensation if they just could have understood it.
Mr. SPARGER. Did you pay them on the basis of the 30-minute
period listed in the Hooper report ?
Mr. McLENDoN. To the best of my memory, yes.
Mr. SPARGER. This question, Mr. McLendon, in conclusion. When
the advertising agencies buy time using the Nielsen report, to your
knowledge do they rely on the average audience figure or upon the
cumulative audience figure ?
Mr. MCLENDON. The average audience figure.
M T. SPARGER. No further questions.
Mr. Moss. No questions.
The CHAIRMAN. M T. Springer.
Mr. SPRINGER. No questions.
The CHAIRMAN. Mr. Hull.
Mr. Hum,. No questions.
The CHAIRMAN. Mr. Younger.
Mr. YOUNGER. Just one. Do you have any network affiliate ?
Mr. MCLENDON. Ido not, sir.
Mr. YOUNGER. They are all independents.
Mr. MCLENDON. They are all independents, yes, sir.
Mr. YOUNGER. That is all.
The CHAIRMAN. Mr. Rogers.
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
Mr. McLendon, what reaction did you get from Nielsen when you
brought these matters to their attention? I believe you wrote them
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certain letters about the loss of certain business. What reaction did
you get?
Mr. MCLENDON. I find it difficult to answer that question, sir, because the answer Igot Iwould term doubletalk. Icannot remember
doubletalk so Iwould say that is the answer Igot.
Mr. ROGERS of Florida. Was it in a letter or a telephone call or
what ?
Mr. MCLENDON. Yes, Ihave any number—Iwill not say any number, Ihave afew letters from Nielsen which impressed me as being
doubletalk. Maybe somebody can understand them, Ican't.
Mr. ROGERS of Florida. Can you furnish them to the committee ?
Mr. MCLENDON. Ihave already furnished that to this committee.
Mr. ROGERS of Florida. All right. Could you give us maybe an
example of this doubletalk you are talking about if you recall it?
Mr. MCLENDON. No, sir, Ido not at this moment recall it.
Mr. ROGERS of Florida. Have you tried to subscribe to the Nielson in
some of these areas?
Mr. MCLENDON. No, sir; we have not. The first time that we ever
subscribed to Nielsen was in the last couple of years when suddenly
we turned up No. 1in Houston. It seemed to us since this—it seemed
senseless to us since we were No. 1that we should not go ahead and use
it for asales tool, although Ihave tried to make clear here Ido not
believe it. But if some agencies do, as amatter of good common sound
business sense it makes sense for us to buy it when we are No. 1.
Mr. ROGERS of Florida. Have you tried to use any other agencies in
your sales pitch to advertisers, national advertisers?
Mr. MCLENDON. In any other rating services?
Mr. ROGERS of Florida. Yes.
Mr. McLENnoN. Yes, we do constantly. We use Pulse. We use the
Hooper service. We have used at different times the Trendex service.
We have quarrels from time to time, we disagree with them that we
are too low here or that they are not doing certain things right but
we are able to iron these things out privately. It is only when asurvey in our opinion has no vague relevancy to the facts that we feel
that we must come before this committee or else seek other redress.
Mr. ROGERS of Florida. Let me ask you. Those advertisers who
cancel or refuse to continue their advertising with you because you
did not have Nielsen ratings, were they willing to accept another
rating at all ?
Mr. MCLENDON. Icannot answer that in every case. However, sir,
Ican testify definitely that there are several major agencies where a
Nielsen rating is mandatory. No other rating will satisfy them if
there is aNielsen rating in the market.
Mr. ROGERS of Florida. That is all.
The CHAIRMAN. Mr. Springer.
Mr. SPRINGER. Where there is aNielsen rating you say an advertiser
won't accept it ?
Mr. MCLENDON. No, as I said there are certain agencies that will
accept nothing else.
Mr. SPRINGER. Certain agencies?
Mr. McLErmoii. Certain major agencies.
Mr. SPRINGER. To that extent and in that respect Nielsen has a
monopoly, does it not ?
99-942-133—pt. 1-19
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Mr. McLENno N. Yes, it does. The answer is yes. I want to make
it clear I am not here to complain about monopoly. If monopoly
is gained genuinely and through competency, if any concern is so good
and so accurate and serves such aworthwhile function that it gains a
monopoly through merit, that is fine. Where the monopoly is gained
through other than merit I would complain and here it is certainly
gained through other than merit.
Mr. SPRINGER. Thank you, Mr. Chairman.
The CHAIRMAN. Thank you very much, Mr. McLendon. We want
to thank you for your presence and your testimony.
Mr. MCLENDON. Thank you, sir.
The CHAIRMAN. Mr. C. Van Haaften.
Will you be sworn Mr. Van Haaften ?
Do you solemnly swear the testimony you give will be the truth,
the whole truth, and nothing but the truth, so help you God?
Mr. VAN HAAPPEN. I do.
The CHAIRMAN. Will you identify yourself, please?
TESTIMONY OF C. VAN HAAFTEN. MANAGER OF STATION KTUC,
TUCSON, ARIZ.
Mr. VAN HAAFTEN. Iam part owner and manager of aradio station
in Tucson, Ariz., KTUC, and we also have an FM station, KFMM.
The CHAIRMAN. Are you also president of the Arizona Broadcasting
Association ?
Mr. VAN HAAFTEN. Yes, sir.
The CHAIRMAN. Do you have astatement that you wish to present
at the outset?
Mr. VAN HAAFTEN. I should like to. I am sorry that I am not
quite as prepared as your previous witness with figures but Ihave a
lot of information Iwould like to pass along.
I think I will qualify as a small station operator rather than a
large station operator. In Tucson, we have 10 radio stations. One
is currently off the air and is expected to go on again in 3or 4weeks.
It went off because of changing ownership and losing money. We
also have two other applications that have been approved. I only
give you this information to show you that it is aseverely competitive
market.
We have never subscribed to rating services at KTUC in the 5years
that we have owned it, partly because Idon't believe they are accurate.
Iheard you discussing amoment ago the number of homes involved
and I am always doubtful that a300-home sample in Chicago and a
300-home sample in Denver, Colo., and a 300-home sample—if such
it be—in Tucson, Ariz., will always come up with the same figure. I
doubt ratings generally. Ihave had instances in other television stations. I at one time was associated with KOA in Denver, Colo.,
wherein the American Research Bureau gave us a rating on a show
that had not yet begun.
It also gave us arating on ashow when we were off the air. It was
not a good rating, I will grant, but it was as much as the show deserved because it was not avery good program and it was not on the
air that night, because of technical difficulties.
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For this reason we have never subscribed to the ratings but let me
also say
The CHAIRMAN. Could Istop you there just aminute ?
Mr. VAN HAAFTEN. Yes, sir.
The CHAIRMAN. How did you come out with the advertisers on those
ratings ?
Mr. VAN HAAFTEN. That happened to be ashow that was not much
of aprogram in the first place. We were never able to sell it, ratings or
no. And it didn't come out with agood rating anyway. To give you
acomparative figure, agood figure would have been 40 or 50. This
show came out with a 10 so you can see it was pretty far down the
list.
Let me say that KTUC, not subscribing to ratings has not suffered,
because we have been fortunate enough to remain in either the top,
second, or third spot. We are behind what we term the rock and roll—
this is astation devoted to the teenage trends and it usually comes in a
pretty good first. In my own mind Iquestion how accurate that rating is in view of the fact in my own home Ihave ateenage daughter
who listens and—who always answers the telephone. So if they were
to call my home, they would get my teenage daughter who would naturally enough give the rock and roll station. However, since she is
affiliated with me, she would not because of loyalty.
Ihave been dismayed by ratings for another reason. Ithink that
quite frequently an advertising agency will use arating as acrutch I
am speaking now agreat deal more on anational scale than on alocal
scale. If atime buyer runs down alist of stations in Tucson, Ariz.,
and he sees ours with 250 watts in second or third position and he sees
the top station with 10,000 watts of power, it is far easier for the time
buyer to justifying the purchase of that station whether or not it serves
his particular client. As acase in point, we program for the family
audience, we are thinking more of mother and father rather than the
youngsters. We also program sports so we get dad listening pretty
well. The Cadillac agency had placed the announcements on the
top station which was the rock and roll station. The local Cadillac
dealer was quite upset by this because he preferred to buy KTUC, our
station. So he went back to his agency and complained and they
gave us some business, too. Iwill admit we encouraged him to complain but it was more or less his idea. He was shooting for adifferent audience than the "rock" station gave him. Ionly use this as an
illustration of the problem of rating services generally. It is a
crutch by which you can justify the buy if you don't pursue this far
enough to relate it to your product and the audience reached by that
particular station.
Let me give you another little illustration. We have in Tuscon
what is called a " Christian" station. This is our term for the station
meaning that they program religion every day of the week, Monday
through Sunday. Generally a radio station feels that the audience
does not want religion on every day. We will take it on Sunday
but want the news and music and time signals in the morning rather
than religion. We therefore avoid putting religion on except on Sunday. The Christian station, however, having avery low rating, and
Iwould say in amarket of 10 stations it is probably ninth or eighth,
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has avery loyal following. The people who want that religious station realize that their attention to the client's messages, will keep this
Christian station operating, so generally they are very loyal audiences.
I make this as a sales point. You have a low-rated station that can
do a good job for a specific client in spite of the fact that it is way
down at the bottom of the heap.
In the matter of economic injury on the local scene, this becomes a
real problem if you have alow-rated station. Please remember that
this is not a problem at KTUC because we are second or third. If
you have alow-rated station and you have a rating coming out about
every 6months, you have roughly 60 days after a rating comes out
and is somewhat forgotten, to go out and begin to build your income
again. You can do this on the basis of results. You encourage a
client to try your station; he does; he gets results from his advertising, so he is happy. You begin to build up your income to a point
where you can almost break even. About this time another rating
comes out which shows you seventh or eighth or ninth in the market
and your clients call and cancel. They cancel because advertising
agencies say, "Look, you don't want to be on this station, it does not
have the audience you need." So they switch that account to another
higher rated station. The low- rated station must then begin all over
again trying to build up a sizable number of advertisers in order to
defray his operating costs. He can do this after the rating has been
somewhat forgotten because in between they can always say "3
months have gone by; how do you know the rating was correct ?" We
have ratings circulating around Tucson, and Imust admit that since
Mr. Sparger and Mr. Richardson have been there, we don't have tnem
circulating quite as much as we did before, but almost any time you
can get a copy of the rating even though it is supposed to be given
only to those who subscribe to it.
I.have one more instance to call to your attention of astation that
had a very low rating, began a promotional campaign and hired a
lesser used rating service. I am not saying this very well, but it is
not one of the generally accepted services—to do a rating for them.
At the end of this period, in spite of the fact that Pulse and Hooper
had shown them to be fifth, sixth or seventh in the market, the Conlan
survey suddenly showed them to be in top position. This rating only
lasted until the next Hooper or Pulse came out when they resumed
their status at the bottom of the list. This raises agood deal of question in my mind as to its authenticity. If you can buy aspecific rating and because you are the only station purchasing that rating, you
can occasionally come out on top, it does not lend much credence to
the authenticity of the ratings generally. Ihave alittle bit the feeling—maybe this is not pertinent here—that it is like the story of
the flea. They were doing research on the flea and they pulled off a
leg and snapped their fingers and the flea jumped. So they pulled
off another and snapped their fingers and the flea jumped. They
pulled off all its legs and snapped their fingers and the flea didn't jump.
So they found out by this logical research that a flea without legs is
deaf.
Iwant to reiterate that my complaint is not for my specific station.
We do not subscribe to ratings, we don't use them to sell with, although
Imust admit that our national representative in New York, Chicago,
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Los Angeles, encourages us to subscribe to arating service because then
they feel they will have more material to offset their sales problem
which is against, two things; one, that we are not the top rated station
and secondly, that. we only have 250 watts of power which actually is
adequate to cover Tucson and greater Tucson. We don't have quite
the same problem in the West that you do here. Outside of Tucson it
is mostly cactus, very few people. So we cover the main audience
that we are trying to cover and each little city outside of Tucson has
its own radio station.
Thank you.
The CHAIRMAN. Mr. Sparger.
Mr. SPARGER. Mr. Van Haaften, you referred to the fact that on
many occasions flyers would be distributed in the market that listed
the ratings for all of the stations. Did they list them by call letters?
Mr. VAN HAAFTEN. They did, yes. Ihave copies of mimeographed
copies that were sent out not to other radio stations but to other
agencies and they of course let them be circulated. If you have a
friend in the agency he will call you and say, "Van, would you like
to see the latest Pulse ? 1will send you acopy. And he does. Sponsors receive them first, of course.
Mr. SPARGER. Have you ever noted in the rating service booklets
that if they quote from them in advertising material they are supposed to designate stations as A, B, C, rather than giving call letters?
Mr. VAN HAAFTEN. Yes.
Mr. SPARGER. Would this in your opinion be a violation of this
provision?
Mr. VAN HAAFTEN. Yes, indeed.
Mr. SPARGER. Then would you feel this provision is effective?
Mr. VAN HAAFTEN. No, it has not been in Tucson; although, as I
said earlier, since your visit we have not seen quite as many of them
floating around.
Mr. SPARGER. In relation to the national business, sir, would you
say that the time buyer is the one that relies on the ratings, for your
market ?
Mr. VAN HAArrEx. Yes, Ithink generally they do.
Mr. SPARGER. Does he not normally have copies of what your ratings
are even though you don't subscribe?
Mr. VAN HAAFTEN. Yes.
Mr. SPARGER. That is all the specific questions, Mr. Chairman.
The CHAIRMAN. Mr. Mass ?
Mr. Moss. No questions.
The CHAIRMAN. Mr. Younger?
Mr. YOUNGER. Just one.
You referred to the fact that probably in Chicago or somewhere
else 300 or 200 houses is not avery good sample for arating. If it is
true that out of the 300 you have a certain member of viewers who
are not interviewed, but make up the reports from memory or without
the interview, if they doubled the number of samples they would have
maybe the same percentage of faked interviews so that your results
would not be any better?
Mr. VAN H AAFTEN. Their contention is that the ratio of error, at
least in the meetings Ihave attended, their contention is that the ratio
of error is very slight in this 300 sample and that increasing the num-
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ber makes very little difference. If they increase the size of the sample
they say it makes very little difference in that error ratio. Does that
answer your question, sir?
Mr. YOUNGER. Yes, if you grant that there is very little error in the
smaller sample; but the point that I was making is that we have had
testimony to the effect that where the sample was gathered by interviews that a number of the interviewers preferred, if it was raining
or snowing or something else happened, they would prefer to get a
malted milk somewhere rather than make the interview but they would
report it and you had acertain percentage, whatever percentage that
was, maybe 10 percent or say for instance 5'percent, and you doubled
the number of samples and you had the saine number of people who
are interviewers who did not interview, it would not be any better
as arating than the other one, would it?
Mr. VAN HAAFTEN. No, sir.
Mr. YOUNGER. So the fact that you necessarily increase the number
of samples, it does not necessarily give you abetter rating or amore
reliable rating necessarily.
Mr. VAN HAAFTEN. Not necessarily, but, on the other hand, Ithink
of instances in the ARB situation in Denver and Iwas in Denver for
7years, that is why Irefer to the occasionally—to Denver, and there
we did subscribe to arating service at KOA and Iknow where adiary
was kept by someone entirely prejudicial.
The chief engineer of one of the television stations at one time kept
the diary. And another time my neighbor kept it. It should have
been beneficial to me except that lie disagreed with our program policy
completely. So if you have avery small sample and then you get some
prejudiced persons involved in this diary you are going to distort it
somewhat.
Mr. YOUNGER. Would you not have about the same percentage of
prejudiced people regardless of how many samples you took?
Mr. VAN HAAETEN. I don't feel that you would and I think that
the ratio of prejudiced people would be smaller in agreater number.
Mr. YOUNGER. Is your station in Tucson very successful financially ?
Iam not inquiring for the Internal Revenue.
Mr. VAN HAAFTEN. Thank you. There are three of us who own it
and all of us have been in the radio business for a good number of
years. Ihave been in 25 years and Ben Slack, who is sales manager,
has been in about 20 years, our chief engineer and business manager
who is part owner has been in the business about 18 years. We work
good, long hours to keep this working, and yes, it is moderately successful, the KTUC portion. KFMM is not.
Mr. YOUNGER. Would you be more successful if you had ratings you
could use ?
Mr. VAN H AAFTEN. If we had the top rating very possibly we would
be more successful, yes, sir.
Mr. YOUNGER. Do the Nielsen reports in that area report your station regardless of the fact that you do not subscribe?
Mr. VAN HAAFTEN. Ido not recall seeing aNielsen on that market.
Mr. YOUNGER. Do the others?
Mr. VAN HAATTEN. Yes, they do report the station. So you might
say that Iget the benefit of that report without subscribing to it.
Mr. YOUNGER. Do you think your station is treated fairiy ?
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Mr. VAN HAAFTEN. If Iaccept in my own mind the theory of rating
as being an accurate proposition, Iwould say it was treated fairly and
in view of the fact that Ido not subscribe and Istill rate well, either
indicates that they endeavor to be completely honest and successful or
else Ihave an extremely potent radio station.
Mr. YOUNGER. That is all.
The CIIAIR3IAN. Mr. Rogers.
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
Do you feel that if you did subscribe to any of these services your
rating might improve ?
Mr. VAN HAAPTEN. Iwould not want to say that that would be true,
no, sir. The feeling is among broadcasters—but Ithink this is done in
a lighthearted vein—that if you will subscribe you will gain acouple
of points.
Mr. ROGERS of Florida. Ithought you gave some examples where a
station did subscribe and got atop rating ?
Mr. VAN HAAFTEN. With alesser known survey group, yes. In that
case there was much speculation as to how they managed to go from
the lowest position—or not lowest, but among in the bottom half—to
the very top station and in the business in Tucson no one accepted this
for amoment as being authentic; no, sir.
Mr. ROGERS of Florid,a. Do you feel that because the station subscribed this rating was obtained ?
Mr. VAN HAAprEN. Indeed we did.
Mr. ROGERS of Florida. So there was some feeling this had some effect on the rating you are given ?
Mr. VAN HAAPTEN. Yes, sir, but again may I say that this is not
one of the Tucson recognized services. Ithink generally in Tucson,
Pulse is considered to be more authentic than any of the others.
Mr. ROGERS of Florida. Do you have any national advertisers on
your station?
Mr. VAN HAAFTEN. Not as many as Iwould like.
Mr. ROGERS of Florida. Well, I realize that, but do you have some
on it?
Mr. VAN HAAFrEN. The ratio to local advertisers is about 85-15
I would say or 90-10; 10 percent national and 90 percent local.
Mr. ROGERS of Florida. How does that compare to stations that have
ratings ?
Mr. VAN HAAFFEN. With more power and better ratings you get
more national business.
Mr. ROGERS of Florida. Now let me ask you this. You say Nielsen
does not come into your area at all ?
Mr. VAN HAAFrEN. Excuse me, sir, Ididn't mean to say they do not.
Ithink Isaid Iwas not aware of their entering the market.
Mr. ROGERS of Florida. Isee. Iwondered if they give you any rating nationally? Is the Tucson area included in any national ratings?
Mr. VAN HAAYrEN. Iam sorry, sir, Idon't know.
Mr. ROGERS of Florida. They are not ? As far as your knowledge is
concerned, it is not?
Mr. VAN HAAFTEN. As far as my knowledge, no.
Mr. ROGERS of Florida. So that you are completely excluded in the
national ratings in this area?
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Mr. VAN HAAFTEN. To my knowledge. If Imay inject this, at one
time the ABC Radio Network asked for asurvey of aparticular ezii
gram on all ABC radio stations. In that case we would have
involved.
Mr. ROGERS of Florida. Now you don't feel that ratings are helpful
to the industry as Iunderstand it?
Mr. VAN HAAFTEN. No, Ido not, sir.
Mr. ROGERS of Florida. What have you done as amember of your
association to get the industry itself to—
Mr. VAN HAAFTEN. The only thing Ihave tried to do is discourage
the ratings within the city itself. Ihave encouraged the other radio
stations to discontinue the practice of subscribing.
Mr. ROGERS of Florida. Have you had any success?
Mr. VAN HAAFTEN. No. You will get the bottom five stations on
your side, but the top two or three say, "No thank you, Iwant this
rating."
Mr. ROGERS of Florida. Now have you taken any action in your
State organization?
Mr. VAN HAAFTEN. No, sir.
Mr. ROGERS of Florida. Have you introduced resolutions asking that
certain standards be set by the association and that research be done
and if these rating services don't match the standards or come up to
the expectations of the industry that they be refused by the industry as
servicing it?
Mr. VAN HAAFTEN. Are you asking me, sir, as of the Arizona Broadcasters or as aperson ?
Mr. ROGERS of Florida. As an individual broadcaster.
Mr. VAN HAAFTEN. Ihave only been president since the first of the
year and have not had occasion.
In answer to your other question, no, Ihave not..
Mr. ROGERS of Florida. Do you think it would be wise for this service if it is anational service used in interstate commerce to be licensed
by the FCC where certain standards could be checked into and subscribed so that the public interest could be protected?
Mr. VAN HAAFTEN. It is adifficult question.
Mr. ROGERS of Florida. Ishould not think it would be so difficult,
either there should be standards or there should not. be. If the industry is not going to do it, how do you feel ?
Mr. VAN HAAFTEN. Generally Iam not in favor of additional Government restrictions but in this case
Mr. ROGERS of Florida. Well, Iam not either.
Mr. VAN HAAFTEN. In this case since we have seemingly no way to
protect ourselves Iwould say " Yes."
Mr. ROGERS of Florida. You feel that something must be done in
other words?
Mr. VAN HAAFFEN. Yes, sir.
Mr. ROGERS of Florida. That is what we want to know because if
this hearing continues Imust say that I agree that something must
be done. We talk about a. Red star over Cuba. Iwould say anational
rating service which has amonopoly is aRed star over the broadcasting industry.
Mr. VAN HAAFTEN. Iwould agree with you.
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The CHAIRMAN. Thank you very much, Mr. Van Haaften.
The
committee will recess for the noon lunch hour and come back at 2
o'clock.
(Whereupon, at 12:20 p.m., a recess was taken until 2p.m. of the
same day.)
AFTERNOON SESSION
The CHAIRMAN. The committee will come to order.
Mr. Peter Straus.
Do you solemnly swear that the testimony you will give will be
the truth, the whole truth, and nothing but the truth, so help you
God ?
Mr. STRAUS. Ido.
TESTIMONY OF R. PETER STRAITS, PRESIDENT, STRAUS BROADCASTING GROUP AND PRESIDENT, STATION WMCA,NEW YORK
Mr. STRAUS. Mr. Chairman, my name is R. Peter Straus. I am
president of the Straus Broadcasting Group and president of radio
station WMCA, an independent radio station in New York City.
The CHAIRMAN. Do you have a statement that you would like to
present ?
Mr. STRAUS. Ihave abrief statement, if Imay, Mr. Chairman.
The CHAIRMAN. You may proceed.
Mr. STRAUS. If a radio licensee is to serve the needs, tastes, and
interests of his listening area, he must strive to know as much as possible about the people within it.
There are, of course, anumber of ways to get to know your audience
—through the analysis of the quantity and nature of mail, careful
attention to phone calls from listeners, evaluation of advertising results, as well as through personal contact with listeners at major public
events, such as remote broadcasts, community functions, meetings, and
the like.
In a market the size of New York, however, such indicators can
only supplement, but never fully take the place of, the recognized
audience measurement services as prime sources of useful data.
Let me tell you briefly how we regard ratings at WMCA when
we use them for programing and policy decisions. WMCA's broadcast philosophy is fairly simple to enunciate, although admittedly
difficult to implement to our complete satisfaction at all times.
We attempt to reach, appeal to, entertain, inform and educate
the largest possible number of listeners within our signal area. Our
strategy is to compete for alarge share of the general interest or, if
you prefer 9,"mass" audience. Having appealed to their existing
tastes and interests as we perceive them, we then inject into our programing schedule a measure of more serious material through editorials, special programs, documentaries, and discussions.
By means of this formula we hope to accomplish two objectives:
(1) to gain the interest and loyalty of alarge audience which
we know to be primarily responsive to entertainment, news broadcasts, and everyday utilitarian information such as weather, time,
traffic conditions, and so forth; and
.
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(2) to serve that minority of listeners who tastes and aspirations go beyond those of the largely entertainment- oriented majority. In so doing, of course, we give the majority an opportunity—
and, hopefully an attractive one—to enlarge its horizons and to
acquire new interests.
WMCA subscribes to all the major rating services in radio. In
addition, we commission special reports from time to time, and in
one recent case we engaged the services of the Psychological Corp. to
carry out what is probably the most intensive and extensive qualitative
study of the New York radio audience ever conducted. It is a red
book and Ibelieve some are available.
When making decisions about WMCA programing and in planning
the implementation of our company's objectives, we analyze, evaluate,
and compare the various rating reports. We bear in mind that each
of the rating services uses somewhat different methodology, and each
has resulting advantages as well as recognized limitations.
We believe that ratings represent the single most weighty body of
objective data available to a broadcaster. We also recognize that
these data will never be able to be free of all of their imperfections.
Hence, we are careful to avoid making hasty or unwarranted decisions
or changes based on periodic fluctuations, statistical variations, or,
since we operate in amarket served by more than one rating service,
the differences among them.
We try, therefore, to keep ratings in proper perspective and do not
worship "numbers" as though they were themselves ingredients of a
station's programing. In our view, music, news, information, editorials, personalities, discussions—these are programing ingredients.
The so-called numbers are merely an attempt to describe how the
programing ingredients are working. Numbers worshippers—
whether broadcasters or advertisers—often lose sight of this vital
distinction.
Neither do we judge all radio station activities primarily on the basis
of ratings. Let me offer you contrasting examples. If, to take a
hypothetical example, we experiment with our music and, let's say,
play hit tunes of the past 20 years all day Sunday for aperiod of 6
months, we would consider ratings to be amajor barometer by which
to judge the relative success or failure of such an experiment.
If, to take an actual and current example, we research the housing
problems in New York for 18 months and subsequently broadcast
aseries of documentary reports in order to stimulate thought, arouse
indignation, and contribute to corrective action by city officials and
others involved, we would not consider ratings to be amajor test in
such aprogram.
What we look for in such acase are the various types of reactions
which show us whether or not we have succeeded in forcing the
attention of the community and its leaders to a major, substantive
issue.
The distinguished members of this subcommittee—who are themselves engaged in a vital aspect of mass communications—know all
too well how often the opportunity presents itself to rack up impressive new vote totals at the next election by championing a cause
which carries with it, the corresponding version of big " rating" values.
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Yet important principles must prevail, and even though some votes
are sacrificed in the process, the national interest will have been
better served.
Whether we are dealing with votes or ratings—in politics or
broadcasting—achievement is not to be measured by numbers alone.
We would be happy if advertisers and their agencies regarded ratings in the same perspective as we do, weighing in all other relevant
factors beyond bare statics. We would also urge upon our agency
friends that abalanced view of the role of ratings—often well understood by high-level agency functionaries—be extended to those who
make numerous buying decisions, so that they, too, may have the
benefit of the same understanding and the same philosophy.
It is alittle discomforting, we feel, when an agency executive makes
a speech urging broadcasters not to be enslaved by the "numbers
game," only to have a buyer in his employ insist the very next day
that your station's sales presentation consist almost wholly of pure
arithmetic.
In general, we find advertising agencies which use radio schedules
52 weeks, year after year, to be the best informed about the use of
ratings and the least concerned with occasional variations and minor
fluctuations. Such advertisers can get amuch clearer and more valid
picture of astation's long-term performance than can the advertisers
who buy radio schedules in the all-too-familiar 5- or 8-week "cycles."
In fact, probably the best and most practical judges of radio's
sales effectiveness are the innumerable local retail advertisers, most
of them can't decipher unfamiliar ratings but can easily recognize
the familiar ring of the cash register.
Unfortunately, the difference of a rating point one way or the
other—involving a major New York radio station—can result in an
advertising •buy which costs that station a substantial amount of
money. Conversely, such a difference can cause another station an
unexpected windfall.
It is our job as broadcasters to convince the advertisers and their
agencies of the need to take the longer view and consider all the other
applicable circumstances involved. What the rating services can
contribute for their part is to perfect their methodology, so that if
we do lose or gain, say, $50,000 by virtue of the difference of asingle
rating point, we are at least being penalized or rewarded because of
afactual occurrence.
What is truly exasperating is to lose asubstantial order based on a
fluctuation which might have resulted from astatistical variation, an
unstable sample, incomplete supervision, faulty interviewing, careless
tabulating or any one of aseries of other possible errors.
That is really- a case of being caught in an impossible squeeze between the advertisers who worship numbers without reservations and
the rating services which furnish statistics about which everyone has
reservations, including the rating services themselves.
WMCA joins with others in our industry who are currently urging
all of the radio rating services to examine and to continue.to reexamine their methods and to try to cope with the admittedly knotty
problem of trying to uncover and measure the vast amount of scattered
and diffuse listening which characterizes radio patterns today.
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Our population is more mobile than ever before; radios are used in
every room in the home and in every conceivable place outside the
home—in automobiles, in public places, on boats and beaches, in business establishments, and—especially during newspaper strikes—even
on subways and commuter trains. There are reported to be over 200
million radio receivers of all types in use in this country, and we sympathize with the problem the rating services have in finding and properly measuring all of this listening. Nevertheless, we urge them to
'continue their efforts to do a far more complete and far more thorough job.
WMCA is willing to stand or fall on the results of valid audience
information. If you believe the good, you must believe the bad; and
we disassociate ourselves from those whose primary object in complaining about ratings seems to be explainable largely in terms of their
own disappointing rating performances.
We constantly seek, and are fortunate to have found—year in and
year out—a major share of New York's listeners. But this happy
circumstance does not preclude our recognizing both that ratings
serve as only one of several crucial bench marks for the broadcaster
.and that rating analyses must be improved.
We would, of course, be most happy to furnish this subcommittee
with any additional data or documentation which may lead to abetter
understanding of audience measurement as it affects a major market
radio station.
Thank you, Mr. Chairman.
The CHAIRMAN. Mr. Sparger, any questions?
Mr. SPARGER. Mr. Straus, Ihave in my hand the NSI basic report
for the New York metro area for September to Oetober 1962 to which
you were asubscriber; is that correct?
Mr. STRAUS. We are asubscriber, yes.
Mr. SPARGER. Would you tell me, sir, what the sample size as represented to you for the metro area is in this report?
Mr. STRAUS.
.
Metro area, 300.
The CHAIRMAN. What metro area?
Mr. SPARGER. The New York metro area.
If the sample size is 300, sir, then how many homes would it take
for 1rating point ?
Mr. STRAUS. I don't know the answer to that, Mr. Sparger, without
doing alittle more arithmetic.
Mr. SPARGER. There are 100 rating points in the whole, potentially ?
Mr. STRAUS. A hundred points. It sounds like it would take three
families for one rating point.
Mr. SPARGER. Tell me what generally is the range of ratings in this
New York report?
Mr. STRAUS. Someplace between one and three or four in rating
points.
Mr. SPARGER. In rating points?
Mr. STRAITS. Yes.
Mr. SPARGER. Could you tell me, sir, what the value would be to
WMCA if you were to have anet increase of one rating point acrossthe-board for your station ?
Mr. STRAUS. It is difficult to know precisely, but I would guess it
would be in the middle of six figures in the course of ayear.
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Mr. SPARGER. Thank you, sir. We have no further questions.
The CHAIRMAN. Let me see. That could mean alot—in the middle
of six figures.
Mr. STRAUS. Mr. Chairman, it really is hard to judge. My best
guess would be that a one-rating-point increase across-the-board for
WMCA in Pulse, the most important measurement in our area, or in
Nielsen, would mean something in the area of hundreds of thousands
of dollars, but whether that figure is 200 or 500 or 600, Ireally would
not know.
The CHAIRMAN. Just by the change of one rating point?
Mr. STRAus. For 52 weeks across the board, yes.
The CHAIRMAN. Mr. M OSS.
Mr. Moss. No questions.
The CHAIRMAN. Mr. Younger.
Mr. YOUNGER. Just one question.
This report from the Psychological Corp. seems to be quite astudy.
Would it be fair to ask what you paid for this service ?
Mr. STRAUS. Yes, sir; I don't think there is any secret about that.
By the time we include the costs of printing the studies and so on,
about $25,000.
Mr. YOUNGER. About $25,000?
Mr. STRAUS. Yes, sir.
Mr. YOUNGER. Do you consider that you received value out of it
in relationship to the advertising agencies ?
Mr. STRAUS. Mr. Younger, if Imay back up just alittle to answer
that question, this has only been out a few months, I don't know
whether in fact we have $25,000 more of billing on WMCA already
as a direct consequence of that study. I would doubt it; but we are
an independent radio station, and independent radio stations are the
major part of radio broadcasting in the United States presently,
nonnetwork, independents.
We have asubstantially larger total billing and we felt it important
for us to know our own audience better, both for our program judgments and for advertising sales.
Mr. YOUNGER. Did your advertisers accept this or were they pleased
with it or did they consider this was aproper comparison with Nielsen
or the other bureaus ?
Mr. STRAUS. We did not present it to them as aproper comparison
because this goes further into depth and is not directly comparable to
what the other services purport to measure. They did accept it; they
were impressed with its methodology and the soundness of it. We
presented it to many of them, and they were extremely interested.
I think it is fair to characterize all that have seen this report as
being extremely interested, and they found it valuable, yes.
Mr. YOUNGER. What other markets do you have?
Mr. STRAUS. We also operate anews service for about 120 radio stations around the country, Radio Press International. This is our only
radio station.
Mr. YOUNGER. That is all.
The CHAIRMAN. Thank you very much, Mr. Straus. We appreciate
your presence here today.
Mr. &lulus. Thank you, Mr. Chairman.
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The CHAIRMAN. Mr. Murry Woroner.
Do you solemnly swear the testimony you give will be the truth,
the whole truth, and nothing but the truth, so help you God ?
Mr. W ORONER. Ido.
TESTINONY OF MURRY WORONER ,MANAGER OF STATION WAME,
MIAMI,FLA .
The CHAIRMAN. Would you identify yourself for the record, Mr.
Woroner ?
Mr. W ORONER. My name is Murry Woroner, and Iam station manager of Station WAME in Miami, Fla.
The CHAIRMAN. Do you have astatement, sir?
Mr. W ORONER. Ihave abrief statement.
The CHAIRMAN. Very well.
Mr. W ORONER. In September 1962, on a trip to New York City,
discussions with certain advertising agencies indicated to me that Mr.
George Thorpe of Radio Station WVCG, Coral Gables, Fla., had uncovered certain facts which indicated that the Pulse, Inc., might be
having some difficulty in conducting door-to-door surveys in Dade
County, Fla. Upon my return to Miami from New York, Icontacted
WVCG and was told that certain communities in Dade County prohibited door-to-door solicitation of any kind. The station was reluctant to pass any further information to me, and I decided that
since
Research
the Pulse
Report
was
that
currently
would indicate
proposing
Radio astation's
to releaseaudience
aQualitative
not only by
size of audience but by age, sex, occupation, and size of family, I
should make an attempt to determine if, in fact, it would be possible
to determine this when the bulk of the upper income area of the communities were reportedly closed to them for surveying purposes.
In an attempt to determine how many communities were opened
or closed to Pulse, I wrote the head of government in each of the 27
municipalities that compose Dade County ( exhibit No. 1).
During the month of November, I received answers from six communities indicating surveys could be made in their communities in
some cases with certain restrictions ( exhibit No. 2). In addition, I
received letters from 13 communities indicating either surveys would
not be permitted under any conditions, or very stringent regulations
under which the survey would have to be made (exhibit No. 3). Since
the communities which indicated the rigid restrictions were, in almost
every case, the upper income communities and represented more than
25 percent of the total population of this area, Ifelt that it threw considerable question into the validity of the Pulse studies made in this
market. Idiscussed this matter with the owner of WAME and with
other persons for whose judgment I had great respect and on their
advice submitted copies of what Ihad gathered to Mr. Rex Sparger of
this committee.
In December of 1962, Dr. Roslow of Pulse, Inc., was in Miami and
discussed this situation with me. At that time, Itold him Ihad this
correspondence and he told me, "Idon't care what they say, Isay we
survey anyway and if one of our interviewers is stopped by apoliceman in agiven town, we leave and then come back and finish." Itold
Dr. Roslow Iwas looking into the matter further and Iwould defend

BROADCAST RATINGS

299

the position we are taking by showing this correspondence to any person who was interested. Itold him at that time Ifelt these communities were taking astrong stand that would indicate an almost impossible position for him in this area. Ithen questioned his ability to deliver aqualitative analysis or even aquantitative study of the Miami
market when so much of the upper income area was closed to him. Dr.
Roslow repeated his position that he surveyed these areas anyway and
remained adamant on the point.
In January, on another sales trip to New York, Philadelphia, and
Atlanta, Ishowed the file to various time buyers. Some said regardless of what Ishow them, the policy of their agency was to buy strictly
by the Pulse numbers and they had to be guided by that policy. Others
indicated they had seen similar things in the past but since Dr. Roslow
maintained that he did survey these communities anyway, they would
still go along with him. At least one buyer indicated he would like to
look further into the matter with the agency's research department.
On this same trip, I discussed this matter with my representative
who indicated that since his salesmen had to represent many stations,
he felt he could have no part of afight or controversy with a rating
service which might be detrimental to his overall sales effort. I further discussed the matter with Robert Pauley, president of ABC
Radio Network, who further encouraged me to submit the material to
Mr. Sparger.
During the month of January, the Pulse, Inc., released areport purporting to be astudy conducted during the last 2weeks of October and
for 3weeks in November. On the third page of the survey report ( exhibit No. 4) appears this statement:
A total of 30 days of interviewing was conducted in the following eommunities:
Bay Harbour Island, Biscayne Park, Coral Gables, Miami Shores, Miami Springs,
Miami Beach and West Miami. This amounts to 23 percent of the total sample
for this report.

Since several of these communities were among those that indicated
they would not permit surveys, Icalled each of them and discovered
that five of the seven didn't feel these surveys were made.
On February 5th, Iwrote Dr. Roslow referring to this paragraph
and quoted what Ihad been told. Isent copies of this letter to Mr.
Sparger, Mr. Pauley, and our representative ( exhibit No. 5).
On February 7, Dr. Roslow wrote me two letters. One, in answer to my letter of February 5th, warned me he could prove the
surveys were conducted, that my statement had caused him severe
damage and unless stopped would cause additional damage and he
could not permit this to go on. Dr. Roslow demanded an immediate
answer from me concerning this and saying I would stop issuing
statements and would refrain from doing so in the future ( exhibit
No. 6). Simultaneously with this letter, I received a second letter
from Dr. Roslow, evidently one of agroup sent to many station managers in this area. He referred to the fact that these communities do
have restrictive ordinances and asked for the help of the Miami broadcasters to get permission to survey there. He further stated that these
ordinances are seldom enforced. He offered a plan to petition the
townships on behalf of the broadcasters to permit the surveys to be
made ( exhibit No. 7) .
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On receipt of Dr. Roslow's letter with its implied threat, Ipersonally visited the offices of the heads of government of each of the communities involved. Italked to the city managers or chiefs of police
in each case. Iasked them to check thoroughly to determine whether
or not what they had told me on the phone was accurate and asked
them to write me their findings.
On February 12th, Ianswered Dr. Roslow's letter and acopy of
my answer is attached hereto ( exhibit No. 8). On the day following
the mailing of my letter to Dr. Roslow Ireceived aphone call from
him asking why he had not received an answer. Iadvised him my
answer was en route and discussed briefly with him the position we had
taken. He told me then he would wait until he received my letter
before he took any action. Itold him then as Ihad told him in my
letter that Iwas here in Miami and would not be running away and
if he could prove the authorities in these communities didn't know
what they were talking about, Iwould publicly apologize.
Later in February, Ireceived answers from five of the seven communities identified as having been surveyed for a total of 30 days.
To quote from those letters, which are attached hereto ( exhibit No. 9) :
Deputy Chief of Police Peter Stewart of Miami Beach:
I feel certain that a spot check of the residential areas named, by telephone,
would reveal that no such operation has been conducted. Further, and for your
information, the city of Miami Beach does enforce its solicitation ordinances
rigidly and is most meticulous in scrutinizing the requests and the operatives
Involved.

C. B. Wright, chief of police, West Miami:
Please be advised that in my opinion, the possibility would be remote and
to my knowledge none has.

W. G. Kimbrough, chief of police, Coral Gables:
It is possible for this to have been done, but it is most unlikely that it could
have been done without the knowledge of the police department and to my
knowledge it was not done. This company applied to this city for a permit to
do this about the time mentioned, but the permit was denied at that time.

James H. McDonald, chief of police, of Miami Springs:
Pulse, Inc., has never made a request in Miami Springs for conducting a poll
or a survey and Ifeel, to my own knowledge, that such a survey was never made
in Miami Springs.

Edward H. Preble, town manager of Bay Harbor Island:
I can assure you that between the activities of our police department and tee
quick information which we always get from our citizens concerning door-t,o-door
solicitation, that there is more than extreme degree of doubt in my mind that any
survey of this type was made in Bay Harbor Island.

Mr. Preble further sent me acopy of aletter, atrue copy of which
is attached ( exhibit No. 10) in which he denied Pulse, Inc., permission
to survey on January 21, 1963.
An interesting sidelight on the Coral Gables reported survey is
contained in my letter of February 12th ( exhibit No. 8) on page 1,
paragraph 3. Mrs. Muriel Levy applied for permission to survey for
Pulse, Inc. in November and was denied permission to survey until the
processing of her application was completed. She then applied for
permission in .
Tanuary, it too was denied She finally was authorized
to survey in Coral Gables from February 11 through March 14.
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In view of the foregoing, one cannot help but question the validity
of the October- November study released by Pulse and the subsequent
LQR, Qualitative Analysis released by Pulse for this market.
Since the economic life or death of the individual broadcasting station is so tightly controlled by ratings, Ifeel all rating services must
be of such character as to be not subject to question in matters of integrity or honesty.
Attached hereto as exhibit No. 11 is agroup of letters and memoranda from our representative, typical I am sure, of correspondence
received by radio and television stations all over the country and indicate just how much the numbers gaine affects a station's income.
Ihave heard broadcasters say, " Sure, Isubscribe to various ratings
simply because Iam afraid not to."
Ido not know, of my own knowledge, whether or not a station's
ratings would rise or fall depending on whether or not that station was
asubscriber. However, in all honesty, we did not have the courage to
be anonsubscriber and find out. However, these hearings have given
us the courage to act, and we have now canceled our subscriptions to
Pulse, Hooper, and Nielsen, Exhibit 12.
As abroadcaster who for 15 years has managed and owned parts
of radio and television stations, I strongly urge the committee to
pursue this investigation of the rating service to the bitter end and
then prepare legislation to protect the broadcasting industry in this
country from the rating abuses now suffered, to establish once and for
all that rating books do not have the status of the Constitution, the
Bill of Rights, or the Holy Bible, and that, in fact, they should be
accepted with not a grain but abarrel full of salt.
I fully believe that the battle for the numbers is responsible for
and a great contributor to Mr. Minow's vast wasteland. When a
broadcaster must fight for economic survival, he unfortunately, under
the present system, is more often than not forced to program down
rather than up to his listeners. In radio—screaming disc jockeys, rock
and roll, in television—violence.
Ihave always been concerned by one facet of the rating services.
Since these services' basic sources of income are the advertisers, their
agencies and the broadcasters, would not there be at least asuspicion
or the slightest smidgin of question that major contributors might
receive preferential treatment? Ifirmly and honestly believe that the
ratings exert more influence over the programing of the radio and
television stations of this country than does the Communications Act,
or the Federal Communications Commission, and that only the broadcaster with unlimited financial reserves or aone-station market can
buck the numbers and program what he believes honestly is best for
his market.
That concludes my statement, Mr. Chairman.
Thank you.
(Exhibits Nos. 1, 5, 6, 7, 8, 9, 10, and 11 are included for clarity
of the preceding statement.)
99-942-63-pt. 1-20
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EXHIBIT No. 1
M IAMI, FLA., October 31, 1962.

M T. M ELVIN L. REESE,
City Hall, Dinner Key,
Miami, Fla.

DEAR Ma. REESE: In an attempt to validate current surveys being circulated
pertaining to our industry, we beg your indulgence in answering a couple of
questions for us. Your early reply would be greatly appreciated.
1. Do you have any ordinances pertaining to door-to-door surveying of this
type on your books?
2. Are these ordinances enforced?
3. If so, has any surveying organizations complied with your regulations and
conducted surveys within your city limits?
4. If so, who?
Would you please enclose a copy of any applicable ordinances with your
answer to this letter.
Thank you very much for your cooperation. If we may be of service to you
in any way, please do not hesitate to ask.
Cordially,
WAME BROADCASTING CO.,
M URRY W ORONER, Station Manager.

EXHIBIT No. 5

FEBRIYARY 5, 1963.
Dr. SYDNEY ROSLOW,
The Palm, Inc.,
New York, N.Y.
DEAR Syn: Your October-November book for Miami lists on page 3 a group
of communities in which a total of 30 days of interviewing were conducted.
They are: Bay Harbour Island, Biscayne Park, Coral Gables, Miami Shores,
Miami Springs, Miami Beach, West Miami.
You further state that this accounts for 23 percent of the sample in the report.
I have ( as I advised you when you were here) contacted the authorities in
these communities again regarding this and received from them ( all but one)
a categorical denial of your statement. In effect, they said as follows:
1. Biscayne Park—"We gave Pulse permission to survey for 2 days ( not 30).
The area they were restricted to was between 6th and 7th Avenue and from
116th to 117th Street, that one square block only."
2. Miami Springs—A flat statement, " No organization has conducted any surveys in the town."
3. Bay Harbour Island—" It is forbidden by law, and we told them ( one survey outfit) that. Their proposed survey was not made. It would be impossible
for a survey to be made without our knowledge."
4. Miami Shores—" It is inconceivable to UR that such a survey could be
made without our knowledge. We do not believe such a survey was made."
5. West Miami—" No license has been issued for the past 2 years. No one
could conduct a survey of this type without our knowledge."
8. Miami Beach—"We have not granted a permit for the past several years, it
could not have been done without our knowledge, our residents would have
complained, our law is strictly enforced."
7. Coral Gables—" Our law is specific. The Pulse started proceedings to get
a Mrs. Levy authorized to survey in Coral Gables but has not completed the
authorization at this time—January 1963.
It would be virtually impossible
for them to have surveyed in the Gables without us knowing it, and we have
no knowledge of such a survey."
Since six of the seven listed communities say that it is not possible for their
cities to have been surveyed by you, I feel it throws a considerable shadow over
the validity of the report in toto.
Considering the fact that the additional communities of: North Bay Village,
North Miami Beach, North Miami, Indian Creek, Bal Harbour, Surfside, Golden
Beach, also have strict prohibitive ordinances and say they have never been
surveyed, I must question your ability to deliver a valid study of this market
on either a quantitative or qualitative basis.
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Since these communities represent some 25 percent of our total population
and in general the upper 25 percent income group, I wonder how you can
release an LQR report for Dade County.
I have called the attention of several prospective clients to these glaring
contradictions and intend to supply copies of all my files to those persons most
interested in the matter.
Iknow you have told me that you have surveyed these communities in violation of the law, and that if one of your interviewers is picked up by the police,
you just go back and try again another day.
But the communities involved say this has not been the ease.
Please advise how you can list six towns as surveyed when such is so vehemently denied by those towns.
Cordially,
WAME BROADCASTING CO.,
Mussy WoBoss% Station Manager.

EXHIBIT

NO. 6
THE PULSE INC.,

New York, N.Y., February 7, 1963.
Mr. M UREX W ORONER,
Station Manager, VAME,
1850 Northwest LeJeune Road, Miami, Fla.
DEAR Ma. WORONER: I am in receipt of your letter of February 5, 1963,
referring to our Miami survey of last fall.
Has it occurred to you that you should have checked with me before sending
damaging statements through the mail particularly where the allegations made
by you are wholly untrue?
We are in a position to prove to you that these surveys were conducted in
the seven communities listed in our report.
The statements made by you have already caused us severe damage and
unless stopped and retracted will continue to cause us additional damage. We
cannot permit this to go on.
If you wish proof of this, we shall be happy to see you in our New York
office for this purpose.
I must have your reply by return mail advising that you have ceased issuing
these statements and will refrain from doing so in the future.
Cordially,
SYDNEY ROSLOW.

EXHIBIT No. 7

THE PULSE, INC.,
New York, N.Y., February 7, 1963.

M T. MURRY WORONER,
Vice President and Station Manager, TV AME,
Miami, Fla.

DEAR MR. WORONEB: I am sure you are aware of the fact that there are about
20 communities in the Miami metropolitan area which have ordinance restricting or prohibiting soliciting. Under soliciting, many of them include the kind
of research interviewing we and other market and opinion research companies do.
Since we have been advised by counsel and believe that our interviewing should
not fall in the province of the ordinances because these ordinances so directed
are a constitutional abridgment of freedom of speech and discussion, we have in
fact conducted our interviewing in these communities nevertheless. We interview 6 months of the year, and in the course of the 6 months these "problem"
communities fall into the sample periodically.
As a test procedure, we applied to four communities for permission to come
in and do our surveys. One granted permission; one denied permission; two
remain undecided.
I feel that the Miami broadcasting stations must band together and with us
approach the authorities in these problem communities so that we can obtain
permission to do our interviewing when these communities periodically fall in
our sample.
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Since we have been surveying in the Miami area, we find that these ordinances
are seldom enforced, presumably because of the constitutional objection. We
have had a minimum of difficulties but occasionally a police officer does question
one of our interviewers. This is an unpleasant situation for our interviewer.
My plan is to present a petition to all of the townships involved, signed by
the Miami broadcasting stations requesting that they grant us the permission
to conduct our surveys without hindrance to our interviewers. We will cooperate with the communities involved when they fall in the sample by letting
them know precisely where it is we intend to interview and the days involved.
May I hear from you in this regard at your very earliest opportunity.
Cordially,
SYDNEY ROSLOW.
EXHIBIT No. 8
Dr. SYD ROSLOW,
The Pulse, Inc.,
New York, N.Y.

FEBRUARY 12, 1963.

DEAR Da. RosLow: I am quite disturbed by the different character of the two
letters you wrote to me on February 7, 1963, and since they are so different in
character, I cannot possibly answer them simultaneously, therefore, I will take
the liberty of answering them separately but within this letter.
Letter A ( requesting help) :
Paragraph 1. Iam aware that the ordinances exist.
Paragraph 2. I am not qualified to state the constitutionality of these ordinances but have been informed by local officials that they feel equally strong
that they have the right to protect their citizens against being annoyed.
Paragraph 3. You state, as of February 7, that you applied to four communities for permission to come in and conduct your survey—"one granted permission, one denied permission, two remain undecided." We know that you applied
to Bay Harbour Islands, Coral Gables, Biscayne Park, and Miami Shores. We
also know that Miami Shores and Biscayne Park granted permission for your
interviews in November, that the processing for Coral Gables took longer and
your interviewer for the Gables picked up her license on February 11, and
has permission to survey from now through March 14. We also know Bay
Harbour Islands turned you down. So either you are misinformed or someone
is not passing correct data on to you.
Paragraph 4. So?
Paragraph 5. I could not agree with you less. We have been checking with
the authorities locally and have found that in every one of the major municipalities where an ordinance exists, it is, in fact, rigidly enforced.
Paragraph 6. I think the petition is valid and a sound approach to the
problem; however, I feel there are some important communities which still will
not respond.
Letter B ( threatening) :
Paragraph 1. Acknowledge receipt.
Paragraph 2. This is incredible, when you were in my office I discussed this
matter with you. At the time, you were castigating George Thorpe, of WVCO,
for causing you problems. I told you then 1 was building a file and in fact
showed you some of the correspondence pertinent thereto. I advised you then
that these statements threw some shadows on the validity of your reports. You
shrugged them off saying, " I don't care what the police or city officials say, I
say we make the survey in those towns, laws or no laws." Ifeel that direct conversation between us was all the checking anyone could ask for.
Paragraph 3. You say that you are in a position to prove that the surveys
were conducted in the communities listed in the report. Okay, I'm from Missouri,
show me.
Paragraph 4. You say that my statements have caused you severe damage
and unless stopped and retracted will continue to do so, and that you cannot
permit this to go on. Since in your first letter dated the seventh you defend
yourself under the constitutional right of free speech, how can you now claim the
right to restrict mine? I will not hesitate to repeat everything I have said
because it boils down to this: " Syd Roslow claims, on page 3 of the OctoberNovember survey for the Miami metropolitan area that a total of 30 days of
surveying was conducted in seven specific communities ( Bay Harbour Island,
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Biscayne Park, Coral Gables, Miami Shores, Miami Springs, Miami Beach, and
West Miami). Here are letters from the officials of these communities. They
say ( not Murry Woroner) there is grave doubt that, in at least five of the
seven, any such survey was made." This is the extent of what I have said. I
let the persons to whom I speak look at your survey, your correspondence, and
the correspondence of the officials, and draw their own conlusions. In no case
do Igo beyond saying that Ifeel in view of this a thorough investigation is called
for and that in evaluating the survey this should be kept in mind.
I shall be more than happy to discuss this with you further, either here or
in your office or before the House Investigating Committee. I will be in New
York this spring as usual, or can make time available to you here at your
convenience.
I think the chiefs of police of Miami Beach, Bay Harbour Island, Coral
Cables, West Miami, and Miami Springs would be more than interested in
your explanation of how these surveys were taken without their knowledge.
I am sorry, Syd, that our long relationship has dropped to the level where
you threaten me. However, Ican assure you Ibear you no personal malice.
Paragraph 6. You demand that I advise by return mail that I have ceased
issuing these statements and will refrain from doing so in the future. Regretfully, Imust say in all good conscience that Iwill continue to show any interested
party the letters from you, your survey, and the letters from the interested
government officials and their position on this matter. If it will relieve your
mind, I will add to the file both of your letters of February 7 and this reply to
you.
Cordially,
WAME BROADCASTING CO.,
M UR.RY W ORONER, Station Manager.

EXHIBIT No. 9
CITY OF M IAMI BEACH, FLA.,
February 18, 1963.
Mr. M URRY W ORONER,
Vice President, Station WAME,
Miami, Fla.
DEAR SIR: Pursuant to our conversation, I have checked with all our desk
officers, telephone operators, and dispatchers in an effort to determine whether
or not this headquarters received any complaints or inquiries as to the survey
allegedly made by Pulse, Inc., New York City. None of the duty supervisors
or employees received any calls.
Hence, with 27 years of experience in this line here at Miami Beach, I am
constrained to challenge the statement that any such survey was made, especially
during the hours indicated. Inasmuch as no permit was issued for such a survey
by this department, I do not believe it would be possible for any survey team
to operate within our city limits without the department's being notified by our
citizens. For years we have encouraged our citizens to call us in connection
with any survey or solicitation and have never failed to receive calls within
an hour of any survey's commencement, no matter what its nature might be.
To claim that such a survey was conducted, and over a period of 30 days, is
almost beyond the pale of possibility. Further, in the light of past experience,
Iam confident that our uniform patrol division could not have failed to encounter
at least one unauthorized operative during the specified hours in our residential
areas.
Ifeel certain that aspot check of the residential areas mentioned, by telephone,
would reveal that no such operation had been conducted. Further, and for
your information, the city of Miami Beach does enforce its solicitation ordinances
rigidly and is most meticulous in scrutinizing the requests and the operatives
involved. Where such permits are issued, each operative is required to secure
a police identification card, cleared through the FBI and, without which, he is
invariably arrested and restrained from working.
Trusting this will clarify your problem, Iremain,
Very sincerely yours,
PETER STEWART, Deputy Chief.
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MURRY WORONER,
Vice Preaident, WAME Radio Station,
Miami, Fla.

TOWN OF Miami SPRINGS, FLA.,
February 12, 1963.

DEAR SIR: Pulse, Inc., has never made a request in Miami Springs for conducting a poll, or a survey, and Ifeel to my own knowledge that such a survey was
never made in Miami Springs.
Our ordinance, under which such a survey would be conducted, is strictly enforced, and knowing the citizens of Miami Springs, at least one complaint, or
telephone call requesting information about such a survey, would have been
made.
Yours truly,
MIAMI SPRINGS POLICE DEPARTMENT,
JAMES H. MoDorieLn, Chief of Police.
TOWN OF WEST MIAMI, FLA.,
February 12, 1963.
Mr. MURRY WORONER,
Radio Station TV AME,
Miami, Fla.
DEAR SIR: In reply to your personal inquiry of this date, as to whether unlawful house-to-house solicitation could be conducted in West Miami without
knowledge of the police department, please be advised that in my opinion, the
possibility would be remote, and to my knowledge none has.
Yours very truly,
C. B. WRIGHT,
Chief of Police.

Mr. MUF.RY WORONER,
Station TVAME,
Miami, Fla.

MIAMI SHORES VILLAGE, FLA.,
February 12, 1963.

DEAR Mr. WORONER: This is to advise that the Miami Shores Police Department reports that sometime last fall, probably in October, a crew of two people
were given permisslim to go from door to door in Miami Shores and inquire as
to residents' radio listening practices. These two people as far as the police
have knowledge of were the only ones doing this work and they were here for
2 or 3 days.
Yours very truly,
Village Manager.
THE CITY OF CORAL GABLES, FLA.,
February 13, 1963.

Mr. MURRY WORONER,
Radio Station WAME,
Miami, Fla.
DEAR MR. WORONER: Referring to your question of yesterday, to me, as to
whether or not I thought it possible for the Pulse, Inc., to have made a doorto-door survey in our city sometime in the months of October and November 1962.
It is possible for this to have been done, but it is most unlikely that it could
have been done without the knowledge of the police department and to my knowledge it was not done. This company applied to this city for a permit to do this,
about the time mentioned, but their permit was denied at that time.
Trusting that this is the information you desired.
Very truly yours,
W. G. KIMBROUGH,
Chief of Police.
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EXHIBIT No. 10

JANUARY 21, 1963.
Mr. LAURENCE ROSLOW,
Aasociate Director, The Platte, Inc.,
New York, N.Y.
DEAR MR. ROSLOW: The town of Bay Harbor Islands has an ordinance on its
books prohibiting door-to-door solicitation or canvassing in this municipality.
This ordinance was enacted in order to preserve the peace and quiet of our community, many of whose residents are elderly retired people. The town council
has delegated to the town manager authority to permit solicitations solely and
only by properly screened and legitimate charitable organizations.
I regret, therefore, that it will be impossible for your organization to survey
this town.
Very truly yours,
EDWARD H. FEEBLE, Town Manager.

EXHIBIT No. 11
VENARD, RINTOUL & MCCONNELL, INC.
INTEROFFICE CORRESPONDENCE
Curataa September 18, 1981.
To: Mr. Murry Woroner, WAME.
From: T. S. Chambon, Jr.
Re: Swift & Company—Allsweet, Leo Burnett Co.
Thank you for relaying Mr. Peter La Bruzzo's interoffice correspondence to us
concerning the Allsweet campaign. Mr. La Bruzzo did submit for WAME/Miami
and it was our privilege to follow up on this submittal.
The agency advises that they have placed a schedule in the Miami market on
stations WJBS, WQAM, and WFUN. The primary reason for not selecting
WAME at this time was the trend showed in Hooper and Pulse. Their thinking
seemed to follow the line that they placed their schedules with the leading stations in the market. Should anything further develop concerning this account,
we will be in contact with you.
T.
VENARD, RINTOITL & MCCONNELL, INC.
INTEROFFICE CORRESPONDENCE
To: Murry Woroner, WAME, Miami, Fla.
From: Bob Allen.
Re Contadino.

SAN FRANCISCO, September 26, 1961.

DEAR MURRY: The buy went to WQAM, WGBS, WCHR and WFUN. The only
consideration was share of audiences.
BOB ALLEN.
VENARD, RINTOUL & MCCONNELL, INC.
INTEROFFICE CORRESPONDENCE
NEW YORK, May 14, 1962.
From: Bob Brown.
Re Great American Industries— ( Super Cooler) Kastor, Hilton, Chesley, Clifford
& Atherton.
The above account will be running a radio schedule on WQAM and WFUN beginning June 25. This schedule will run for 4weeks.
The buy was based strictly on ratings.
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VENARD, RINTOUL & MCCONNELL, INC.
INTEROFFICE CORRESPONDENCE

NEW YORK, Aprii 26, 1962.
To: Murry Woroner, WAME, Miami, Fla.
From: Norm Alpert.
Re Westinghouse—McCann Erickson.
Sorry to report the above account bought 10 spots per week for 3 weeks on
WGBS, WQAM and WFUN.
We pointed to the quality programing of WAME as compared to the rock 'n
roll of WFUN and WQAM, but this was a buy based largely on Pulse figures.
Very best regards,
NORM ALPERT.

VENARD, RINTOUL & MCCONNELL, INC.
INTEROFFICE CORRESPONDENCE
NEW YORK, May 21, 1962.
To: Murry Woroner, WAME, Miami, Fla.
From: Norm Alpert.
Re Johns-Mansville Brake Linings—Cunningham & Walsh.
Sorry to report the above account bought five announcements per week for
2 weeks on WGBS. We offered the baseball to the agency during our pitch,
but as you can see the account had a very limited budget.
This buy was based on Pulse ratings, and the thought was to reach a higher
income group, since Johns-Mansville Brake Linings are about double the cost
of ordinary brake linings.
Very best regards,
NORM .ALPERT.

VENARD, RINTOUL & MCCONNELL,

INC.

INTEROFFICE CORRESPONDENCE
NEW YORK, May 17, 1962.
To: Murry Woroner, WAME, Miami, Fla.
From: Norm Alpert.
Re Nestea—McCann Erickson, Inc.
Sorry to report the above account ordered 10 minute announcements per week
on WGBS and WQAM. This was a numbers buy—based on the most recent Pulse.
We stressed the new programing and the news blocks, but the agency stuck to
the book. We also presented the adjacencies to Yankee baseball for the weekend
since this was a weekend buy, but the agency countered with the statement that
they were after a female audience and they felt they would not reach this with
baseball.
Very best regards,
NORM ALPERT.

VENARD, RINTOITL & MCCONNELL,

INC.

INTEROFFICE CORRESPONDENCE
NEW Yo, May 23, 1962.
To: Murry Woroner, WAME, Miami, Fla.
From: Bob Reinhard.
Re Purolator—J. Walter Thompson.
Sorry to report that the above account is coming into your market on radio
stations WGBS and WQAM.
It is obvious that the agency has purchased only the top Hooper rated stations
in your market.
Cordially,
BOB.

309

BROADCAST RATINGS
VENARD, RINT017L & MCCONNELL, INC.
INTEROFFICE CORRESPONDENCE

NEW YORK, May 23, 1962.
To: Murry Woroner, WAME-AM, Miami, Fla.
From: Bob Reinhard.
Re Chesterfields—J. Walter Thompson.
Sorry to report that the above account is coming into your market on radio
stations WGBS, WQAM, and WFUN. The agency stated that this was strictly a
numbers buy based on the latest Nielsen and Hooper.
We offered Yankee baseball adjacencies to the above account, however, they
declined stating that they must stress ratings and could not deviate from using
traffic times.
Best regards,
Boa.

VENARD,

RINTOUL & MCCONNELL,

INTEROFFICE

INC.

CORRESPONDENCE
NEW

YORK, May 23, 1962.

To: Mr. Murry Woroner, WAME-AM, Miami, Fla.
From: Brock Petersen.
Re Quaker State—Kenyon & Eckhardt.
The above account is currently running on WQAM and WGBS. This buy
was based strictly on ratings and coverage. We have given the agency the
WAME presentation, which you left here with us, in an effort to secure this
business, but have met with no success. This seems to be strictly an uninspired
numbers buy.
Kindest personal regards.
BROCK PETERSEN.
VENARD,

TORBERT &

MCCONNELL,

INC.

SUCCESSORS TO
VENARD, RINTOUL & MCCONNELL, INC.
INTEROFFICE

CORRESPONDENCE

NEW Your, October 29, 1962.
To: Mr. Murry Woroner, WAME-AM, Miami, Fla.
From: Bob Brown.
Re N.Y. & New England Apple Growers—Charles W. Hoyt.

WGBS has been chosen to carry a 2-week schedule of 30-second and 10-second
announcements, beginning November 7.
The buy was based on Pulse ratings.
Best regards.
VENARD, RINTOUL & MCCONNELL, INC.
INTEROFFICE

CORRESPONDENCE

NEW YORK, June 29, 1962.
To: Mr. Murry Woroner, WAME-AM, Miami, Fla.
From: Bob Brown.
Re Grove Laboratories ( Ammens Powder), Doherty, Clifford, Steers & Shenfield.

Ammens will be running its second flight totaling 7 weeks on WFUN begintog July 16.
WFUN was chosen by the agency because of its higher ratings.
Best regards.
BOB.
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VENARD. TORBET & MCCONNELL, INC.
INTEROFFICE CORRESPONDENCE
NEW YORK,

December 13, 1962.

To: Mr. Murry Woroner, WAME—AM, Miami, Fla.
From : Bob Brown.
Re: Revlon Sun Bath—Grey advertising.
WGBS, WQAM, WCKR and WVCG will carry the Revlon Sun Bath radio
schedule in Miami beginning December 17.
This buy was based mostly on Pulse ratings.
Best regards,
BOB.

VENARD, TORBET & MCCONNELL, INC.
SUCCESSORS

TO
INC.

VENARD, RINTOUL & MCCONNELL,
INTEROFFICE CORRESPONDENCE

NEW YORK,

November 19, 1962.

To: Murry Woroner, WAME, Miami, Fla.
From: Bob Reinhard.
Re: Vicks Chemical Co.—Morse International.
We are sorry to report that the above account is coming into your market on
radio stations WGBS and WINZ.
This buy was made strictly according to Pulse. At the time this buyer was
considering these markets, she was completely and totally inundated with
national buys. There were four national schedules to be placed simultaneously.
This is an agency that normally has a total of four buyers, however, just prior
to the placing of this campaign, two of the buyers resigned and one was released.
Consequently, the one remaining buyer, the senior buyer, was completely overloaded with work.
We definitely intend to switch pitch these accounts and will advise you as
soon as possible.
Best regards,
Boa.

VENARD, TORBET & MCCONNELL, INC.
SUCCESSORS

TO

VENARD, RINTOUL & MCCONNELL, INC.
INTEROFFICE CORRESPONDENCE

CHICAGO

OFFICE,

January 9, 1963.

To: Murry Woroner, WAME, Miami, Fla.
From: Jon Ruby.
Re: Libby, McNeill & Libby—J. Walter Thompson.
We have just learned that this account has finalized its plans for your market.
Schedules have been placed on WGBS, WINZ, WQAM, WCKR and will start
January 16, 1963.
This buy was based upon the July—August 1962 NSI rating book and all time
classifications were used.
The primary criteria for this buy was cost per
thousand as well as total homes reached. Rating points, while secondary, were
also important since there was a total rating point goal involved. One drawback to our position was the lack of audience composition data available on
most of our time periods. While this is a minor point, it made it all but impossible for us to draw a comparison between our CPM women or adults and
that of the other stations.
If the forthcoming Nielsen should prove the above conclusions false, the agency
has left the door open for a switch pitch at that time.
JON.
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ViNARD, TORDET & M CCONNELL, INC.
NTEROFFICE CORRESPONDENCE
NEW YORK, January II, 1963.
To: Mr. Murry Wormier, WAME-AM, Miami, Fla.
From : Bol) Brown.
Re: Bristol-Myers ( Minit Rub)—D. C. S. & S.
WCKIt will curry the first of two Minit Rub flights—beginning January 14
and will run through February 8.
This buy, for the most part, was based on Pulse ratings.
Best regards.

The CHAIRMAN. Mr. Rogers of Florida, do you have any questions ?
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
Ithought this was avery helpful statement. Of course, Ihave been
amazed at what has been revealed here in the committee.
How long have you used the Nielsen rating ?
Mr. W ORONER. About 31/
2 years, sir.
Mr. ROGERS of Florida. Have you used the local rating or the
national ?
Mr. W ORONER. Local.
Mr. ROGERS of Florida. Are you listed in their national rating?
Mr. W ORONER. Well, we would not be listed in the national book,
sir, only the networks would be. The book that comes out for the Miami- Dade area would be the book that would list us.
Mr. ROGERS of Florida. All right, sir. Did you use the three services
together ?
Mr. W ORONER. Yes?sir.
Mr. ROGERS of Florida. At one time ?
Mr. W ORONER. Yes, sir; we have used them continually.
Mr. ROGERS of Florida. Did they differ?
Mr. W ORONER. Oh; yes, sir.
Mr. ROGERS of Florida. How frequently ?
Mr. W ORONER. The best example Icould give you is that at the present time the last rating book, one rating shows agiven station first and
another station fifth, and another rating service shows the fifth place
station as first, so there is considerable variation in the positions of the
stations.
Mr. ROGERS of Florida. Would you let the committee have those ?
Mr. W ORONER. Yes, sir.
Mr. ROGERS of Florida. You can supply them ?
Mr. W ORONER. All right.
Mr. ROGERS of Florida. What is the cost per service to your station?
Is there adifference of cost ?
Mr. W ORONER. Yes, sir. We pay about $240 a month for Nielsen,
about $ 105 amonth for Pulse and. $166.67, somewhere in that neighborhood, for Hooper.
Mr. ROGERS of Florida. How often do you receive the ratings ?
Mr. W ORONER. The Hooper is a monthly index. We get a single
sheet of paper each month that is abimonthly report, the survey being
taken the first week of each month, atelephone survey.
The Pulse we get three times ayear, the Nielsen we get three times a
year but we pay on a12- month basis.
Mr. ROGERS of Florida. Are the Nielsen and the Pulse ratings made
at aparticular time of the year?
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Mr. W ORONER. Yes, sir; we have advance information, generally,
when arating period is coming and this, of course, results in the hypo
of the ratings by the various broadcasters as it does in other parts of
the country, too.
Mr. ROGERS of Florida. Do you have knowledge as to whether they
advise stations that are not subscribers, whether they are getting
ready to make asurvey or not?
Mr. W ORONER. Iimagine, sir, that there is a form letter that goes
out which indicates asurvey is in the offing, but Iam quite sure the
nonsubscriber does not get the dates, does not know when the survey
will be taken.
Mr. ROGERS of Florida. So someone could put on an advertising
campaign ?
Mr. W ORONER. Yes, this is a customary practice.
Mr. ROGERS of Florida. So it would rise their rating or would have
a tendency to?
Mr. W ORONER. Yes. It is rather typical, I am sure in watching
television you can guess when the top features are running it is arating
week. If the features are 1938 vintage you can bet your bottom dollar
it is not a rating week.
Mr. ROGERS of Florida. Has this been the practice—for the survey
people to let subscribers know?
Mr. W ORONER. Yes.
Mr. ROGERS of Florida. Then an effort is made to attract listeners in
this particular period?
Mr. W ORONER. I would say so.
Mr. ROGERS of Florida. Have you done any particular advertising
when your period is coming up or is this done?
Mr. WORONER. Yes, sir; it is done. You will find this is the period
when the big giveaway contest would run on rock and roll and a
station's outside advertising would be increased. Every effort would
be made to get as much in as possible during the rating period which,
in effect, is fraud on the part of the stations and on the part of the
ratings perpetrated on the part of the advertiser who buys thinking
he is getting what was true during the rating period, and which is
no longer true.
Mr. ROGERS of Florida. Yes, it definitely constitutes a fraud, not
only on advertisers, but Iwould think on the public as well.
The CHAIRMAN. Ican say that it was precisely one of these situations that was called to my attention by one of our colleagues in a
certain community that caused me to decide it necessary to send a
staff member down to look into it. We found this out to be the fact
in that area, and after going into it rather fully it raised a lot of
these questions.
Consequently, it resulted in amore extensive investigation throughout the country in an effort to see if this was done. That was from
another section of the United States.
Mr. ROGERS of Florida. Now, do clients to these rating services also
know the area which will be surveyed? Is there any way for you to
know of aparticular area or is it a—
Mr. WORONER. Since the techniques are so different, sir, since Nielsen has apreselected group of homes, Hooper is working from the telephone directly and Pulse is going on a neighborhood door-to-door
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basis, it would be difficult to say we know of which specific area. However, in one case Iwould like to point out in acommunity, for example,
where Pulse is required to get a permit, as they would be in Dade
County—Icould go to that license bureau when Iknew that Pulse was
coming up and find out what area they had been given permission to do
and when.
Mr. ROGERS of Florida. That is what Ithought because I noticed
in your exhibit 7, the letter of February 7from Roslow he states:
We will cooperate with the communities involved when they fall in the sample
by letting them know precisely where it is we intend to interview and the days
involved.

Mr. W ORONER. As in the case of Biscayne Park, which was one of
two of the seven questioned communities that gave him permission,
they not only gave him permission to survey for 2days but they limited
it to one block in the community. Obviously, if we had known that
in advance and intended to try to fraudulently affect the survey we
could go to that block and try to influence as many homeowners as
we could to be tuned to our station.
Mr. ROGERS of Florida. Now with great competition, this is atemptation, Ipresume, for stations to do that?
Mr. W ORONER. Iwould have to be honest, sir, and say that Iwould
be sorely tempted.
Mr. ROGERS of Florida. Yes. So the very system begets fraud?
Mr. W ORONER. Ithink so. My personal feeling was that out of this
would come legislation which would require extreme secrecy of the
survey so no one would know when it was being made; that the legislation would require that persons making the survey were qualified—
not just ahousewife to get adollar an hour to go out with alist of
questions and ask them; that the sample size would have to be considerably larger than what it now is.
There are so many things Ifeel are wrong with these surveys that
Ihope will be corrected by these hearings.
Mr. ROGERS of Florida. Now let me ask you this: Do you think the
broadcasting industry, itself, can correct this situation ?
Mr. W ORONER. No, sir; Idon't.
Mr. ROGERS of Florida. Do you think legislation is necessary?
Mr. W ORONER. Yes, sir; Ido.
Mr. ROGERS of Florida. Do you think perhaps licensing of any of
these rating companies who do business in interstate commerce might
be an approach ?
Mr. W ORONER. Ithink it would be an excellent approach, setting the
standards they had to work under.
Mr. ROGERS of Florida. Thank you very much. Your testimony is
most helpful.
The CHAIRMAN. Ithink I better let Mr. Sparger go ahead.
Mr. SPARGER. Mr. Woroner, let me ask you this, sir: Have you attempted to at any time verify from Pulse their fieldwork? Have you
ever macle an attempt to look at their fieldwork ?
Mr. W ORONER. Yes, sir. When this controversy came up and Mr.
Roslow then told me that if Iwould come to his New York office on
this October-November survey—no, he didn't say he would let me see
the field ork; he never did say he would let me see the fieldwork.
Mr. SPARGER. He did not agree you could see it at that time?
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Mr. W ORONER. No, sir.
Mr. SPARGER. Have you ever seen the fieldwork of any rating service ?
Mr. W ORONER. No, sir.
Mr. SPARGER. Have you ever requested specific information from
arating service relative to the breakdown of their samples in the area ?
Mr. W ORONER. Yes, Ihave.
Mr. SPARGER. Who was that with, sir ?
Mr. W ORONER. Nielsen.
Mr. SPARGER. What response did you get, sir?
Mr. W ORONER. Igot aletter from them saying it is none of my business is effect, they_ don't make that information available to anyone.
Mr. SPARGER. W ill you read what they did say to you ?
Mr. W ORONER. The portion that refers to it
Mr. SPARGER. Refer to the date of the letter.
Mr. W ORONER. The date of the letter is May 31, 1962, and it is signed
by David A. Traylor of the A. C. Nielsen Co.
Mr. SPARGER. Would you read the whole letter in the record?
Mr. W ORONER (
reading).
This will acknowledge your letter of May 26 repeating the questions raised by
Frank which I covered in my letter to you dated May 4. Frank's letter and
yours read as though Nielsen had suddenly made changes in NMI techniques and
procedures in your area which favored other stations and worked to the disadvantage of station WAME.
Obviously this is not the case. A sample size metro area definition, methods of
measuring and computing total homes, in-home and out-of-home, plus measurement techniques, are the same as they were when WAME first subscribed to
NSI. They date back to the first report issued for Miami-Fort Lauderdale. Both
your contracts entitle you to reasonably interpret such information, Murry.
There is no guarantee in the contract that you will be satisfied with your ratings
or those of competing stations.
It was suggested that you accepted many aspects of the service which you
now seem to question.
As for the Nielsen policy of nondivulgence of county by county net in tab
sample details, it applies for nonsnbscribers and subscribers alike, I could not
change it if Iwanted to.
I would be glad to discuss the NSI report, WAME trends and levels and overall NSI methodology with you. I will even admit that NSI is not perfect, but
I sincerely believe that NSI provides adequate data within the limits set forth
in the report which I repeat apply to all stations and which applied at the time
you bought the service.
Cordially.

Mr. SPARGER. Let me ask you this: What size sample does Pulse
have in Miami; do you know ?
Mr. W ORONER. No, Idon't.
Mr. SPARGER. Can you refer to it?
Mr. W ORONER. Yes.
The CHAIRMAN. Did you read the entire letter?
Mr. W ORONER. Yes, sir.
Iam sorry, Idon't see where he has it listed in this report.
Mr. SPARGER. Let 1118 ask you this: From the July—August 1961,
radio report for Louisville of the A. C. Nielsen Co., NSI, would you
tell me, sir, what your interpretation of the sample size for this record
would be ?
Mr. W ORONER. The number of homes comprising-150.
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Mr. SPARGER. Let me ask you this question, sir: This is the C. E.
Hooper report for Louisville, Ky., October—November 1962. Would
you tell me what the sample size listed is ?
Mr. W ORONER. 900 homes.
I have found it now in this Pulse. According to this, I am sorry
Icannot interpret it, it says, "The sample for this study is 3,040 study
roster reconstruction interviews plus 1,310 not-at-home contacts."
Idon't know how many homes were actually interviewed.
Mr. SPARGER. This is the Radio Pulse, Miami, Fla., metropolitan
area, October—November 1962.
Could you tell me, sir, what the qualifications are for Pulse interviewers since you referred to that in your statement as represented to
you by Dr. Roslow ?
Mr. W ORONER. A woman who can read and write and work for a
dollar an hour. Idon't know. There are no technical qualifications.
They are housewives who go out and work on these interviews.
Mr. SPARGER. What is the range of ratings normally in your market,
sir ?
Mr. W ORONER. The range of ratings ?
M T. SPARGER. Yes.
Mr. W ORONER. Which rating?
Mr. SPARGER. In Nielsen, for example, sir ?
Mr. W ORONER. Ican refer to the last one where the high in agiven
time period would range from about a 5 down to about a 1.5, something like that.
The CHAIRMAN. Mr. Moss wants to ask aquestion.
Mr. Moss. Iam just interested in what anot-at-home contact is.
Mr. W ORONER. Sir, Idon't have any idea what it is. If the interviewee is not there, Iwonder how the gentleman adds it into the rating.
Mr. Moss. Mr. Sparger, do you know what anot- at-home contact is ?
I am informed it is counted in the sample size when no one was
at home.
Mr. W ORONER. I think according to the figures in that particular
Pulse, the October—November, 25 percent of the total sample was not
at home.
Mr. SPARGER. Can you tell me, sir, what kind of economic areas that
Pulse supposedly went to in its sample which you question ?
Mr. W ORONER. These are definitely the upper 20 percent income
areas where the homes would run from $25,000 up.
Mr. SPARGER. Does Pulse publish demographic data which would
break down into higher economic levels ?
Mr. W ORONER. They currently have just released areport, which we
did not subscribe to, called an LQR-100 study, which purports to contain that information.
Mr. SPARGER. In local radio, what survey is most accepted by the
advertising agencies for local radio purchases?
Mr. W ORONER. In Miami we have asimilar situation to what New
York City has. About 80 or 85 percent of all the business we do is
agency placed. For this reason we are faced with the problem that
some agencies like Hooper, some agencies like Nielsen, some agencies
like Pulse—I received this, for example, from my representative,
this is dated January 1963, and it lists every major advertising agency
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in the country and it tells you what rating service they will buy by.
Mr. SPARGER. Would it be possible, Mr. Chairman, to have this put
in the record ?
The CHAIRMAN. Yes, if there is no objection to it.
Mr. WORONER. Iwould be glad to supply it.
The CIIAIRMAN. Let it be received.
(The material referred to follows:)
VENARD, TORBET & 110CoNNELL, INC.
Radio and Television Station Representatives
New York, N.Y.

To: All stations.
From: Alan Torbet.
Date: January 1963.
Here is an updated listing of the rating services as preferred or primarily used
by the major agencies:
NEW YORK
Television

Radio

N. W. Ayer & Son, Inc
Ted Bates dr Co
Batten, Barton, Durstme & Osborn
Benton & Bowles, Inc
Compton Advertising, Inc
Cunningham & Walsh, Inc
D'Arcy Advertising
Dancer, Fitzgerald, Sample, Inc
Doherty, Clifford Steers & Shenfield
Donahue & Coe, Inc
Doremus
Doyle, Dane de Bernback
Ellington
Erwin Wasey, Ruthrauff dr Ryan
William Esty & Co
Fletcher Richards, Calkins & Holden
Foote, Cone & Belding
Fuller, Smith & Ross
Gardner Advertising Co
Geyer, Morey, Madden & BallardGrant Advertising, Inc
Grey Advertising, Inc
Guild, Bascom dr Bonfigli
Gumbinner
Hicks & Greist
Kastor, Hilton
Kenyon di Eckhardt, Inc
Kudner, Inc
C. J. LaRoche
Lambert dr Feasley
Lennen & Newell
Richard K. Manoll Advertising
J. M. Mathes, Inc
Maxon, Inc
McCann-Erickson, Inc
McCann-Marschalk, Inc
Mogul, Williams dr Saylor
Monroe F. Dreher
Morse International
Norman, Craig & Kummel
Ogilvy, Benson & Mather
Papen, Koenig, Lois
Parkson Agency
Peerless Advertising
Reach, McClinton
Street de Finney
Sullivan, Stauffer, Colewell & Bayles
Tatham- Laird
J. Walter Thompson Co
Wesley Associates
Weston
Young & Rubicam, Inc
Philadelphia Agencies

Pulse

Hooper
do
do

NSI

Pulse
Pulse_
do
Pulse
do

Hooper-.
_do

NSI
NSI

Hooper_
do

NSI
NSI

Pulse
do
do
do
do
do
do
Pulse _
do
do

Hooper

Pulse
do
_do
_do

NSI
NS!
NSI

ARB
ARB
ARB
ARB
ARB
ARB
ARB
ARB
ARE
ARB
ARB
ARB
ARB
ARB

Hooper

NSI

Pulse

Pulse.
do
do_
do_
do_
do_

NSI

Hooper

Hooper__

Pulse
do
do

NSI
NSI
NSI
NSI

ARB
ARB
ARB
ARB
ARB

NSI
NSI
NSI

Hooper__

NSI

NSI
NSI
NSI
NSI

ARB
ARB
ARB
ARE
ARE
ARB
ARB
ARE
ARB

Hooper
NSI
Hooper

NSI

NSI

Hooper
_do

NSI

NSI
NSI

ARB
ARE

ARB
ARB
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CHICAGO
Radio
Aubrey, Finlay, Marley & Hodgson
N. W. Ayer & Son, Inc
Batten, Barton, Durstine & Osborn
Batten, Barton, Durstine & Osborn, Minneapolis
Leo Burnett & Co., Inc
Campbell-Mithun, Inc., Chicago
Campbell-Mithun, Inc., Minneapolis
Compton Advertising, Inc
Dancer-Fitzgerald-Sample
D'Arcy Advertising, Chicago
Foote, Cone & Belding
Clinton E. Frank, Inc
George H. Hartman Co
Kenyon & Eckhardt, Inc
Keyes, Madden & Jones
Knox Reeves Advertising, Minneapolis
Earl Ludgin & Co
McCann-Erickson, Inc.
Arthur Meyerhoff & Co
Needham, Louis & Brorby, Inc
North Advertising Agency
Post & Morr
John W. Shaw Advertising, Inc
Tatham-Laird, Inc
J. Walter Thompson Co
Geoffrey Wade Advertising
Edward H. Weiss & Co
Young & Rubicam, Inc

Pulse_
do..
Pulse_
_do
Pulse
Pulse
_do_
Pulse_
do_

Pulse
-_do
Pulse
Pulse

Television

NSI
NSI
NSI
NSI
NMI
NSI
NSI
NSI
NSI

NSI
NSI
NSI
NSI

NSI
NSI
NU

NSI

NSI
NU

NSI
NSI
NSI
NSI
NS'

NSI
NSI
3

NSI
NM
NSI
NSI
NSI
NH

NSI
NSI

NSI
NSI

NSI
NSI
NSI

NSI
NSI

NSI
NSI

Pulse

ARB
ARB

ARB
ARB
ARB
ARB
ARB

ARB
ARB
ARB
ARB
ARB

1 Major

markets only.
rAgency does not subscribe to Pulse.
ST. LOUIS-KANSAS CITY
Bruce B. Brewer Co., Kansas City
D'Arcy Advertising, St. Louis
Gardner Advertising Co., St. Louis
Ralph H. Jones Co., Cincinnati
Krupnick & Associates, St. Louis
Potts-Woodbury, Kansas City

Pulse_
do_
do
Pulse
--do

ARB
ARB
ARB
ARB
ARB

DETROIT
Batten, Barton, Durstine & Osborn
Batten, Barton, Durstine & Osborn, Cleveland
D. P. Brother
Campbell-Er. ald
MacManus, John & Adams
McCann-Erickson
Young & Rubieam, Inc

Pulse_
do
__dodo
_do
__do

NSI
NSI

ARB
ARB
ARB
ARB
ARB
NSI
ARB
ARB
ARB

LOS ANGELES
N. W. Ayer & Son, Inc
Batten, Barton, Durstine & Osborn
Compton Advertising
Donahue & Coe
Erwin Wasey, Ruthrauff & Ryan
Fletcher, Richards, Calkins & Holden
Foote, Cone & Belding
Fuller, Smith & Ross
Hixson & Jorgensen, Inc
Honig-Cooper & Harrington
Kenyon & Eckhardt
Lennen & Newell
McCann-Erickson
MacManus, John & Adams
I. Walter Thompson
Wade Advertising
Young & Rub jeun

99-942—OD—pt. 1-21

Pulse
do
_do
Pulse
do
do
do
do
_do
Pulse
Pulse
Pulse

NSI
NSI
NSI
NSI

NSI
NSI
NSA

NSI

ARB
ARB
ARB
NSI
NSI
NSI
NSI
ARB
NSI
ARB
ARB
ARB
NSI
NSI
NSI
NSI
NSI
ARB
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SAN FRANCISCO

s

Radio
N. W. Ayer dr Son, Inc
Batten, Barton, Durstine & Osborne
Beaumont Hohman & Durstine
Botsford Constantine dr Gardner
Camphell-Ewald
Coppet, Pera & Reid
Compton Advertising, Inc
Cunningham de Walsh
Dancer-Fitzgerald-Sample
Erwin Wasey, Ruthrauff Jr Ryan
Evans McClure
Foote, Cone & Belding
Fuller, Smith & Ross
Garfield, Hoffman & Conner
Gerth, Brown, Clark dr Elkus
Orant Advertising
Grey Advertising
Guild, Bascom & Bonfigh
Fletcher, Richards, Calkins & Holden
Hoefer, Dietrich & Brown
Honig-Cooper & Harrington
Johnson & -Lewis
Kenyon dz Eckhardt
Lemien & Newell
Long Advertisine
McCann-Erickson
Reinhardt Advertising
J. Walter Thompson
Young dt Rubican]

Pulse
_do
_do
do
_do
_do
do
_do
do
do
_do
do
do
_do
do
do
do
_do
do
do
do
do
_do
_do
do
_do
_do
_do
_do ..

Television

NS!

Hooper_
NS!
Hooper_

NS!

Hooper.
_do

ARB
ARB
ARB
ARB
ARB
ARB
ARB
ARB
ARB
NS!
ARB
ARB
ARB
ARB
ARB
NS!
ARB
NS!
ARB
ARB
ARB
NS!
ARB
ARB
ARII
ARB
ARB
ARB
ARB
ARB
ARB
ARB
NS!

Most San Francisco and Los Angeles agencies wh'ch primarily use Pulse and ARB will accept llooper
and/or NSI for radio-TV buying if Pulse and ARB are not available.
DALLAS
Batten, Barton, Durstine & Osborn
Crandall Corp
Crook Advertising
Glenn Advertising
Grant Advertising
Liner, Neal, Battle & Lindsey.
Norsworthy-Mereer, Inc
Rogers & Smith Advertising
J. Walter Thompson
Tracy- Locke Co
Fuller, Smith & Ross, Forth Worth
Jack T. Holmes & Associates, Fort Worth
Clay Stephenson & Associates, Houston
Erwin Wasey, Ruthrauff & Ryan, Houston
Goodwin, Dannenbaum, Littinan & Wingfield
McCann-Erickson, Inc., Houston
Ackerman Associates, Oklahoma City
Galloway-Wallace, Oklahoma City
J. F. Gelders Advertising, Oklahoma City
Lowe Runkle Co., Oklahoma City
Maury Ferguson Associates, Oklahoma City

Pulse..
do
do
do
do
do
do
do
do
do
do
do
do
do
do_
do
do
do

ARB
ARB
ARB
ARB
ARB;
ARB
AR/3
ARB
ARB
ARB
ARB
ARB
ARB
ARB
ARII
ARB
ARB
ARB
ARB
ARB
ARB

Most Dallas agencies which primarily use Pulse and ARB will accept Hooper am /or NSI for radio-TV
buying if Pulse and ARB are not available.

Mr. SPARGER. You said that the range of ratings in the Miami
market was generally from 2to 5rating points ?
Mr. W ORONER. At various times of days it will vary an average,
let's say, a0.5 to a51/
2 or 6.
Mr. SPARGER. What would the average be, sir, two or three?
Mr. W ORONER. About atwo or athree. Yes, sir.
Mr. SPARGER. What would the economic value to a net increase
across the board of one rating point be to your station ?
Mr. W ORONER. I would assume in the neighborhood of $ 150,000 a
year.
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Mr. SPARGER. What is the current sample size of Nielsen in the
Miami area?
Mr. W ORONER. Nielsen would run I assume around 150 to 200 for
the entire south Florida area now, not just Miami but Dade, Broward,
and all the other surrounding counties.
Mr. SPARGER. From your experience sir, are most purchases of time
based on an average audience or upon a cumulative audience figure?
Mr. W ORONER. Depending on the agency. It may be one way or
it may be the other. Many of them buy by the average audience.
Mr. SPARGER. Have any of the services recently advised you that
t
hey anticipated increasing their sample sizes?
Mr. W ORONER. Yes. I got a letter just this week from the A. C.
Nielsen Co. in which they propose an interim operation for the next
8 or 9 months pending an increase in sample size of some 15 times.
They propose to require samples 4 to 5times the present size with 2
or 3 times as many sets per home which would be, as Isee it, a 1,500
percent iiicrease in the size of the sample.
Mr. SPARGER. Since the sample size in Miami to the best of your
knowledge is between 150 and 200, using 200 as an outside estimate,
how many homes would it take to increase a station's rating by one
rating point ?
M T. W ORONER. TWO.
Mr. SPARGER. We have no further questions.
Mr. ROGERS of Florida. The last letter you received, I wonder if
we could have that in the record.
Mr. W ORONER. Yes, sir.

Re NSI Radio Reports ( present and future).
Mr. TED W ILSON,
President and General Manager,
Radio Station "W AME, Miami, Fla.

A.C.NIELSEN CO.,
M EDIA RESEARCH DIVISION,
Chicago, Ill., March 1, 1963.

D EAR M R. W ILSON: For some time we have recognized the increasing need
for two major changes in NSI measurements and reporting of local radio
audiences, to reflect trends taking place in radio itself and to maintain Nielsen's
standards of accuracy and statistical significance. The primary needs are:
1. Inclusion of more of the sources of listening such as personal portables
(transistor sets, etc.), auto radios, FM ( and AM-FM duplication and stereo)—
both in-home plus out-of-home and by stations.
2. Larger samples, to help delineate real differences between audiences of the
ever-increasing numbers of radio stations.
Our intensive research has not overlooked any of the known methods for
obtaining and presenting sound basic data. It is now pointing definitely to the
continued use of permanent type panels where family records of a week or more
of listening on all sets would enable NSI to present radio as it is used commercially, with its cumulative patterns of reach and frequency for both central
area popularity and for station total audience delivery.
With the increased complexity of respondent reporting on many more different
home owned sets, our concern is for both accuracy and completeness of data
from all sets. Obviously this will require personal sign-up and careful supervision to assure full reporting. In our efforts to research our own research, we
have devised miniaturized meters which we believe might help validate individual set use, but there are still many problems which can be solved only by
experience with actual measurements.
Although we have already devoted considerable time and money in these
efforts, we now estimate that we will need from 8 to 12 months before we can
present an expanded radio measurement service that will meet all these new
requirements. We already know that we may require samples 4 or 5 times the
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present size and 2 or 3 times as many sets per home. This is expansion in two
dimensions, breadth and depth, with an untested third factor of listener cooperation. Obviously all this will be costly.
So much for background and the future. Now for the present:
1. Beginning with NSI measurements which start on or after March 11, 1963,
NSI plans to continue the present radio measurements as an interim service ( in
any market with sufficient client support), but to confine all published data to
the cumulative audience details now appearing in the NSI basic report. In
other words, NSI will cease to report the per broadcast data now found in the
supplement. ( Where activity levels warrant, per broadcast data may be available at low cost special analysis rates for management use only.)
2. Radio station subscribers will be free to elect continuation of NSI under
this interim service plan, or may terminate, without penalty, at any time during
interim service, provided only that any notice of termination precedes the
completion of measurement for a report which the client feels will be unacceptable under this cutback in data.
3. After complete specifications and costs for an expanded NSI radio service
have been made available to all NSI markets, the presently proposed interim
service will then be withdrawn, as of the completion date for any measurement
then in process, market-by-market.
We appreciate that all clients currently supporting NSI radio will be faced
with many problems, when the alternatives we are offering must necessarily
be somewhat indefinite in both timing and probable costs. However, we believe
you will agree that radio deserves both a more complete and more sensitive
measurement of its total performance. This will require complete cooperation
and considerable patience in reaching such a goal. We would like to participate
in its achievement.
It is impossible in a single letter to spell out all of our plans and proposed
procedures. Our NSI service representative will be in touch with you to discuss
these details at your convenience. It would be most helpful if you would give
him your reactions to our approach to the problem. We do need your guidance
in this most difficult expansion of radio research and audience reporting.
Yours very truly,
JOHN K.CHURCHILL,
Vice Preeident.

Mr. ROGERS of Florida. Is this the first such communication you received about an increase in the base of arating since you have been a
subscriber ?
Mr. W ORONER. Yes ?sir.
Mr. ROGERS of Florida. What was the date of that letter?
Mr. W ORONER. March 1, 1963.
Mr. RoaErts of Florida. Have you ever discussed this ?
Mr. W ORONER. They have always refused in the past to discuss sample size.
Mr. ROGERS of Florida. Never have discussed, the size before ?
Mr. W ORONER. They would not discuss it. The information was not
available.
Mr. ROGERS of Florida. All right.
The CHAIRMAN. Mr. Younger.
Mr. YOUNGER. Mr. Woroner, do you believe that you have lost advertising business as aresult of possibly some surveys by the Pulse,
Inc., case which you mentioned here ?
Mr. W ORONER. Sir, Ihonestly believe that if this committee came
out with afinding that there was no basis in fact for the Pulse, Hooper,
and Nielsen reports, or just Pulse and Nielsen reports for example, I
would have avalid lawsuit for amounts in the many hundreds of thousands of dollars as would many other broadcasters across the country
against these surveys.
The CHAIRMAN. If the gentleman will yield, Idon't want the record
to stand at that. It isn't this committee's business to make lawsuits.
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W ORONER. Iunderstand that, sir.
The CHAIRMAN. Iwant it strictly understood that we are not conducting these hearings for the purpose of making alawsuit for anybody. That is not our purpose at all.
Mr. YOUNGER. Iappreciate that, Mr. Chairman.
I am getting at the fact that he has losses and some of them have
testified that they have lost as aresult of failure to be rated in acertain
bracket by these rating bureaus. Why have not some lawsuits been
filed and why would you say that it would result from our action
rather than from the action that has already taken place on the part
of the broadcasters ?
Mr. W ORONER. The only answer Ican give to that, sir, Ithink is that
we lack the courage.
Mr. YOUNGER. You what ?
Mr. W onoNER. We lack the courage. We have been afraid of the
rating services. That is why we have paid money to these people all
this time whether we had numbers or not, whether we got good ratings
or not. We paid for fear of what the numbers might be if we didn't
buy them. As Isaid in my statement, sir, the only thing that gave us
the courage to quit paying the money was the fact that these hearings
were going on and we didn't think there would be any danger at all in
canceling the service at this time.
Mr. YOUNGER. Do you think the attitude you just expressed as your
attitude is fairly representative of the attitude of the broadcasters in
general ?
Mr. W ORONER. I have talked with many broadcasters on this subject, sir, and I think that it is representative of a good majority_ of
them, if they would be honest with themselves and face the facts. You
have to be afraid, sir, of someone or agroup who hold your economic
life or death in their hands. You do business or you don't do business
by the numbers.
Mr. YOUNGER. To my mind that is quite astatement of condemnation of the internal fortitude of our broadcasters.
Mr. W ORONER. Sir, for many years as a broadcaster I have despaired repeatedly at some of the lack of fortitude shown by some of
the broadcasters in the country.
Mr. YOUNGER. Your written statement is almost entirely on Pulse,
Inc.
Mr. W ORONER. Yes, sir; because it was the one that I had found
the basic lead on and was able to do some research on.
Mr. YOUNGER. Do you think it is any worse or any better than the
other rating organizations that have been mentioned.in this hearing?
Mr. W ORONER. No, sir, Idon't. No worse, no better.
Mr. YOUNGER. They are all classified about the same so far as reliability and accuracy are concerned?
Mr. W ORONER. Depending on the research department of the various advertising agencies, one will have more acceptance in a specific
agency than another will.
Mr. YOUNGER. Well, what kind of legislation do you think could be
passed that would reach this problem ?
We have given alot of thought to it.
Mr. W ORONER. Well, I would say that one example might be, we
cannot turn atransmitter on without aqualified engineer supervising
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it under the regulations of the Federal Communications Commission.
He must be alicensed engineer. Idon't think asurveying organization should be able to conduct asurvey without being qualified. He
should be qualified to gather the information. I think there should
be arequirement that the sample size be statistically reliable and things
like the not- at-homes should not be added in, just arbitrarily.
Mr. YOUNGER. Don't you think we have enough laws now on the
books in regard to fraud and the various cases so far as monopolies
and antitrust factors to reach this situation?
Mr. W ORONER. Well, unfortunately, since there are three separate
rating organizations that concern themselves basically with radio,
three primary ones, Pulse, Hooper, and Nielsen, Idon't think the
monopoly factors would enter into it. My opinion would be that it
probably would not. Ithink it would be very difficult to prove fraud
because in the element of maintaining secrecy and protecting their
sources and their interviewers it is impossible. Iimagine it would be
very difficult to determine who actually made these surveys, which
homes were interviewed, or were they, or did the interviewer, because
it was acold day, decide to stay home and just fill them out any way.
How do you determine these things? These are the things that I
think need legislative control.
Mr. YOUNGER. What authority do you think that we might have
in acase of that kind where there is possibly no interstate commerce
involved, or it is strictly local?
Mr. W ORONER. Since these ratings services are sold to broadcasters
in Miami, for example, and the advertising agency in New York by a
New York company, they are definitely interstate commerce.
I think the authority, the other authority, sir, comes from the
fact that I honestly believe these people have more to say about
the broadcasting, the programing of the various stations in the country
than does the Federal Communications Commission. Now we can
all pay lipservice if we want to, to the fact that we are holier than thou
but the truth of the matter is if we cannot make aliving at it we are
going to go to something else. This is what results in the rock-androll radio and the screaming disc jockies and the treasure hunts and
the contests and the—well, Mr. Minow's vast wasteland as Isaid in
my statement. Since such extreme control of a federally licensed
industry is exerted by people who are unlicensed, Ithink it, behooves
the Congress to act in this matter and acquire control through legislation of this group.
Mr. Youxamt. If you could not prove fraud and prove that there
is amonopoly or prove that, there are antitrust violations. how do you
expect us to prove it?
Mr. W ORONER. Well, for one thing, sir, Iam a broadcaster and I
am one man and my resources are certainly extremely limited. Although the resources of the Federal Government are limited, too,
they are certainly far better than mine in their investigative powers.
Through hearings being held like this is the way the end result will
come. The result Ihope for is good legislative control with a good
high, tough set of standards to meet.
Mr. YOUNGER. You don't think the industry itself could do it?
Mr. W ORONER. No, sir, I don't. Not so long as the advertising
agencies-
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Mr. YOUNGER. Even with your code of ethics which has been given
such widespread announcement?
Mr. W ORONER. The code of ethics, sir, is acode of ethics established
by the National Association of Broadcasters and which many nonmembers of the NAB subscribe to. The code says you can carry so
many commercials an hour and if you carry more than that you are
wrong. It says you can advertise this product or that product and
you can't advertise other products. In no way does it enter what you
can do to try to attempt to hypo your ratings or what you can do to
influence the ratings or your selling techniques against competitive
radio stations.
As I recall, sir, some years back in the city of Philadelphia the
broadcasters got together to try to avoid aprice war. Now they were
not attempting to fix each other's rates but they were attempting to
say, all right, you have published a rate card, sell on it. Because
they did, they were all fined by the Federal Government for restraint
of trade. The broadcasters as agroup are alittle leery about coordinated action in aspecific direction because of such things as the Philadelphia case.
Mr. YOUNGER. Well, I would be inclined to agree with you that
you might as well abolish your code of ethics and everything else if
the programing and your broadcasting and your financial existence
and everything is dependent upon the rating bureau.
Mr. W ORONER. This is unfortunately the case. We attempt—I
should not say "we," many broadcasters attempt to live within an
honorable operation of their radio stations. We have some people
in the industry who are not as ethical as others. They get caught,
they get in trouble with the Commission. The code of ethics, Ithink,
has little to do with the rating service.
Let me give you this example, sir. We were a rock-and-roll radio
station 4 years ago, and I mean we were the wildest, rockiest, and
screamingest you ever heard, and we were No. 2 in Miami. We ran
contests and giveaways and we had yelling disc jockeys until we got
sick and tired of black leather jackets and the type of people who
were associated with our radio station, the artists that came to the
station, the disc jockeys, the type of business that we had. We didn't
have much pride in what we were doing.
So we upgraded or what we thought was upgrading the radio
station. We increased our talk programing a considerable amount.
We now have 1hour and 45 minutes of news every evening, one hour
and a half from 7:30 to 9 o'clock in the morning. We broadcast 3
hours of conversation every night from 10 p.m. to 1a.m. We feature
specifically artists like Lanza, Caruso, and others. All through the
day we program good, solid—I am not going to say "public service"
bee.ause that is adirty word—informative, educational radio that the
operator can take pride in, that the community can take pride in.
Our station just won a Freedom's Foundation Award for a July
4th program. We re-created 1776 for 12 straight hours, the entire
day was operated that way. These are the things we have done with
the radio station but in all honesty, if we could not sell this kind of
radio, if we were losing $5,000, or $6,000, or $7.000, or $8,000 or
810,000 a month doing this thing, we would be forced to resort to
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rock and roll because we can make aprofit on it and so will the other
broadcasters.
Mr. YOUNGER. I do not think it is necessary to have rock and roll.
We have an FM station in San Francisco that is probably the most
lucrative of any FM station and they do nothing except broadcast
very high grade programs of all kinds.
Mr. W ORONER. Sir, Iuse rock and roll only as the direst example of
the worst that can happen.
Mr. YOUNGER. Ithink the broadcasters have misjudged the acceptance on the part of the public, and that is the thing Ican't understand
about the broadcaster.
You seem to indicate to me that so many of them are just totally
lacking in any internal fortitude and they misjudge the acceptance
on the part of the public, and that goes also for the advertising agencies.
Mr. W ORONER. Iagree with that.
Mr. YOUNGER. I,myself, cannot understand how such high grade
individuals over the country holding high positions would ever get
into that kind of a position, in either the advertising field or in the
broadcasting field; that you would subject yourself to things that
you have to apologize for all the time.
Mr. W ORONER. All of us are prone, Iam afraid, to take the easy way
out. We know we can get numbers with certain types of programs.
You know you make money with numbers. Without numbers you
don't make money. So you fight for the numbers going the easy route.
many of us do.
Mr. YOUNGER. That is all the questions Ihave, Mr. Chairman.
The CHAIRMAN. Mr. Moss.
Mr. Moss. You just stated afew years ago you had one of the rockingest operations?
Mr. WoRoxF.g. Yes. sir.
Mr. Moss. You have changed now. What happened to the rating?
Mr. W ORONER. We dropped from No. 2 in one service to No. 6, in
another service to No. 8 or 9, in a third service in varying times of
the day varying from fifth to eighth or ninth, dropped completely out
of the top four , top five.
Mr. Moss. Have vou recovered any of this?
Mr. W ORONER. No, sir: there has been no recovery.
Mr. Mass. No recovery. Now this might be because your listeners
prefer the noisy programing or it might be because the rating service
did not tap the listeners that prefer that type of program ?
Mr. W nitoxER. Icould not tell you that the ratings are right.
Mr. Moss. The agencies assume that the numbers are the only thing
that are important ?
Mr. Wonomm. Yes, sir.
Mr. Moss. You told us about these communities in Dade County.
Fla. How difficult are some of these to get into?
Mr. W ORONER. Well, none of them would be difficult to get into.
Mr. Moss. Imean to do an interview ?
Mr. W ORONER. I would say it would be almost impossible in any
of these without having to be picked up by the police, as the police
authorities say. Miami Beach, Idon't know if you are familiar with
it, Mr. Moss, but Miami Beach has what they call astrolling ordinance.
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As you know, during the peak of the tourist season we get some of the
less desirable type of citizenry, the burglary rate goes up and that type
of thing. The strolling ordinance specifically gives the police officer
the right to stop you if you are walking on the street, find out who you
are, where you are going, and where you came from, and you better
have adestination or you are going to.jail. That is for just walking
in aresidential area.
Now they get complaints immediately if anyone unknown in that
area shows up, Chief Stewart verifies that in his letter, and as he said
in his letter, in more than 20 years of experience as aMiami Beach
police officer he just does not believe it could have happened without
his knowing about it, without acomplaint having been filed.
Mr. Moss. That is all the questions Ihave, Mr. Chairman.
Iwant to compliment you, however, on your statement. Ithink it
is avery fine statement.
Mr. WORONER. Thank you, sir.
The CHAIRMAN. On behalf of the committee, Iwant to thank you,
Mr. Woroner, for your appearance here and your testimony on this important subject. Ibelieve you have permission to include the exhibits
that you refer to, your statement.
If not, you may be permitted to include them.
Mr. WoRoNEn. Thank you.
The CHAIRMAN. This concludes the witnesses for this week. We
would like to proceed to aconclusion of these hearings as quickly as
the schedule of the committee will permit. We have a number of
witnesses to get to yet, and it is doubtful that we can finish next week.
Under the schedule of the committee we will come back Monday and
perhaps Monday afternoon after the business of the House has been
concluded, if it does conclude in time.
We expect to start with rating services next week. We will start
off with Conlon, Videodex, and ARB, followed by Hooper, Sindlinger,
Trendex, Pulse, and Nielsen.
Idoubt very seriously if we will get to all of these next week. As
I say, we have other committee schedules of the House. We will
proceed just as fast as the situation permits.
The committee will adjourn until 10 o'clock Monday morning.
(Whereupon, at 3:30 p.m., the subcommittee recessed, to reconvene
at 10 a.m., Monday, March 11,1963.)
(EDITORIAL NOTE.—The testimony recorded in the remainder of this
volume was taken on Monday, March 18, following the appearance
before the subcommittee of several of the rating services. This break
in chronology was the result of aruling that sworn statements ( which
had been taken from the witnesses who testified on March 18) could
not be included in the record.]
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MONDAY, MARCH 18, 1963

HOUSE OF REPRESENTATIVES,
SPECIAL SUBCOMMITTEE ON INVESTIGATIONS
OF THE COMMITTEE ON INTERSTATE AND FOREIGN COMMERCE,
Washington, D.C.
The special subcommittee met, pursuant to recess, at 10 a.m., in
Room 1334, Longworth House Office Building, Hon. Oren Harris
(chairman of the subcommittee), presiding.
The CHAIRMAN. The committee will come to order. Mr. John
Carson. Mr. Carson, will you be sworn, please, sir? Do you solemnly
swear the testimony you give to the committee to be the truth, the
whole truth, and nothing but the truth, so help you God ?
Mr. CARSON. Ido.
TESTIMONY OF JOHN W. CARSON, HOST OF NBC'S TONIGHT SHOW;
ACCOMPANIED BY RICHARD G. GREEN, ATTORNEY AT LAW
The CHAIRMAN. Will you state your name for the record?
Mr. CARSON. John W. Carson.
The CHAIRMAN. And will you further identify yourself for the
record, Mr. Carson ?
Mr. CARSON. Currently I am the host of NBC's "Tonight Show."
The CHAIRMAN. What is your address ?
Mr. CARSON. 1161 York Avenue, New York City.
The CHAIRMAN. I observe that you have someone with you. I assume that it is your attorney.
Mr. CARSON. This is Mr. Green, my attorney, yes.
The CHAIRMAN. In order that Mr. Green may be identified for the
record, would you give his full name and address, please.
Mr. GREEN. Richard G. Green, 1270 Avenue of the Americas, New
York 20, N.Y.
The CHAIRMAN. Mr. Carson, do you have a statement that you
would like to make to the committee at the outset ?
Mr. CARSON. No sir, Ididn't bring astatement.
The CHAIRMAN. I might say that we have the affidavit which you
gave. I assume it was intended to be included in the record. However, in an investigation of this kind, it is not appropriate to file
statements and affidavits in the record, because there is more opportunity here for an explanation.
For that reason I advised the staff that your personal appearance
would be necessary if you had any information which you wanted
to give to the committee in connection with the current investigation
327
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on the ratings and their methods and uses during the current inve,stigation.
Mr. Richardson.
Mr. RICHARDSON. Thank you, Mr. Chairman.
Mr. Carson, you have the "Tonight Show" that is on Monday
through Friday nights during each week; is that correct?
Mr. CARSON. Yes, sir.
Mr. RICHARDSON. Were you on the "Tonight Show" on February 11,
1963 ? That was aMonday night.
Mr. CARSON. Yes.
Mr. RICHARDSON. While on the show, did you discuss briefly the
subject of the problem of ratings ?
Mr. CARSON. Idid.
Mr. RICHARDSON. Did you state:
You know networks are always taking surveys on anything to see how the
show is doing, how it is not doing, and your whole life really is based on what
happens with these ratings.

Mr. CARSON. Yes; Isaid that.
Mr. RionAnnsoN. Then did you say:
I have been through this.

I have lost a lot of shows because of ratings.

Mr. CARSON. Yes, sir.
Mr. RICHARDSON. Then you briefly discussed the fact that you had
been on several other networks rather than NBC, or at least the two
other networks; is that not correct?
Mr. CARSON. Yes, sir.
Mr. RICHARDSON. You however did point out that you had good ratings on your last ABC show ?
MT. CARSON. Yes, sir.
Mr. RICHARDSON. But you then stated:
Iwas on CBS for a while, and we didn't have the ratings, and you really live
or die on that.

Did you make that statement ?
Mr. CARSON. Yes; Idid.
Mr. RICHARDSON. Mr. Carson, are these statements which you made
on the "Tonight Show" on that Monday night your belief concerning
the rating services ?
Mr. CARSON. Yes, sir; they are.
Mr. RICHARDSON. How important would you say the Neilsen ratings
were to the star or the principal performer on a show?
Mr. CARSON. How important they are?
Mr. RICHARDSON. Yes.
Mr. CARSON. Well, Iknow from personal experience if ashow does
not have arating that the network does not consider good, then the
show is very unlikely to stay on the air for any length of time.
Mr. RICHARDSON. What shows have you had canceled because of
ratings. Mr. Carson ?
Mr. CARSON. Ihave had two shows canceled. When Isaid alot in
the statement, it was probably a literary license. Having had only
four shows, when Ilost two of them, it seemed like a lot.
Mr. RICHARDSON. At least it was important to you.
Mr. CARSON. Yes; it was. Ihad a show on CBS in 1956, in the
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evening, and adaytime show on CBS. And both of those shows went
off.
Mr. RICHARDSON. Has it been your experience that many other persons in your profession have had trouble keeping shows on the air
because of ratings ?
Mr. CARSON. Some performers Iknow, yes, have lost their shows
because of low ratings.
Mr. RICHARDSON. Do you actually know anything about how the
different rating services or the principal service here, Neilsen, gathers
its information ?
Mr. CARSON. I know basically the way some of the rating services
make samplings. Iam not altogether too familiar with the intricacies
of it. But I know several of the various methods, the recall, the
overnight rating, and various samplings.
Mr. RICHARDSON. What is normally considered agood rating for a
daytime show, Mr. Carson ?
Mr. CARSON. That is very difficult to answer, because first of all it
depends when the particular program is on the air, the year that it is
on, what the opposition is at that time. I would consider a good
rating in the daytime better than your opposition.
Mr. RICHARDSON. What about anighttime rating in prime time, Mr.
Carson ?
Mr. CARSON. Idon't think you can put an exact figure on what is
considered agood rating. As Isay, it depends upon what the opposition rating is.
Mr. RICHARDSON. Do you know what services or service most of
the networks rely on for basing their judgments ?
Mr. CARSON. No, sir ; Icouldn't answer that completely honestly.
Mr. RICHARDSON. Mr. Chairman, that concludes the questioning
by the staff.
The CHAIRMAN. Mr. Carson, Inote that we are privileged to have
with us this morning the Honorable Ben Jensen, who is aMember of
Congress, who represents one of the great districts in the great State
of Iowa. I believe he is your Congressman. We are glad to have
him and note his presence this morning—in order to pay tribute to
you here. And he comes from your hometown, Ibelieve.
Mr. JENSEN. I believe Mr. Carson was born and raised in Corning,
Iowa.
Mr. CARSON. Yes, sir ; Iwas born in Corning.
Mr. JENSEN. And Ihave the honor of representing the district in
which Corning is located.
Mr. CARSON. Well, being in comedy, Ihave suffered agreat many
jokes about Corning, Iowa.
Mr. JENSEN. Nice to see you. I have never had the privilege of
meeting you before. Iam not amember of this committee. But when
I heard that Johnny Carson was testifying here this morning, the
Johnny Carson who I watch religiously on television and get much
pleasure, with my wife and my entire family—Idid want to come up
and say hello, Johnny.
Mr. CARSON. Thank you very much, sir.
The CHAIRMAN. Mr. Carson, you answered questions to the staff
amoment ago, in which you stated that you made these statements on
your "Tonight Show" February 11, 1963.
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Mr. CARSON. Yes sir.
The CHAIRMAN. In
I other words, you had reference to surveys which
you state:
Networks are always taking surveys on anything, to see how a show is doing,
how it is not doing, and your whole life really is based on what happens with
these ratings.

Now, you said you made those statements over your network broadcast on that particuar time. Are these particular statements true?
Mr. CARSON. Yes, sir, they are.
The CHAIRMAN. "I have lost a lot of shows because of ratings."
Do you know that to be afact ?
Mr. CARSON. Well, sir, as Imentioned to Mr. Richardson amoment
ago, Ihave had all together on the network at various times four different programs. Two of those shows left the air due to ratings not
being what they should have been.
The CHAIRMAN. "I have been on ABC, CBS. Although the last
show we had agood rating on ABC. But Iwas on CBS for awhile
and we didn't have the ratings."
What was the difference—well, first Iwill say what was your time
on ABC, when you received good ratings?
Mr. CARSON. Our time was at 3 :30, eastern standard time in the
afternoon.
The CHAIRMAN. 3:30, ABC ?
Mr. CARSON. Yes, sir.
The CHAIRMAN. What was your time on CBS?
Mr. CARSON. That was 9:30 Thursday evening.
The CHAIRMAN. How long have you been in show business?
Mr. CARSON. Oh, since about 1946,1947.
The CHAIRMAN. How long have you been broadcasting?
Mr. CARSON. Since 1948.
The CHAIRMAN. Then you have had some 15 years of actual experience in the broadcasting industry.
Mr. CARSON. Yes, sir.
The CHAIRMAN. From your experience, what is the difference usually in the listening audience at 3:30 in the afternoon and 9:30 in the
evening?
Mr. CARSON. May Ihear the question again, sir—the difference in
the audience?
The CHAIRMAN. In the listening audience-3:30 in the afternoon
and at 9:30 in the evening.
Mr. CARSON. Do you mean, sir, in relation to numbers of people
watching the program?
The CHAIRMAN. The kind or types of people that cause you to receive
agood rating on ABC in the afternoon, and abad rating on CBS at
night.
Mr. CARSON. Well, Idon't exactly know how to answer that in the
kind of people. Apparently, according to the network that I was
with at the time on CBS, the show was not receiving a rating that
was commensurate with cost per thousand.
The CHAIRMAN. Would you say that was adifference in the audience or the difference in competition ?
Mr. CARSON. Difference in competition, I would imagine, sir.
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The CHAIRMAN. Or would you say it was the lack of reliability on
the rating methodology?
Mr. CARSON. That I couldn't answer, sir. I don't know how accurate or inaccurate they are. I know that they do exist, and the
success or failure of many programs are contingent on what the ratings are. As to whether they portray an accurate picture of how
many viewers are watching the show, Ireally do not know.
The CHAIRMAN. Well, the thing that I cannot get through my
mind—and I recognize my inability in the field as sensitive as this
is—that if this record shows that these ratings are taken, that is network ratings, in the home, where adevice has been attached, and it is
through that device that it is shown, so far as the ratings are concerned, and without its showing how many were there at the time who
were watching, if indeed anybody was—how there could be substantial differences between the rating recorded on the same device if it
was turned on in the afternoon or if it were turned on at 9:30 at night.
Mr. CARSON. Well, sir, you have agreater number of people watching television at night than you do in the daytime normally, because
of the normal working day. Your ratings for daytime television
programs will normally run lower than ratings for television programs in prime time, from 7o'clock on. So you would, Ibelieve—
The CHAIRMAN. Let me see if Iunderstood what you meant. The
ratings in the daytime would ordinarily run lower.
Mr. CARSON. Would numerically run lower; yes, sir.
The CHAIRMAN. And here you have ahigher rating in the daytime,
and alower rating at night?
Mr. CARSON. Yes, sir; according to other shows that were on in the
daytime we had ahigh rating.
The CHAIRMAN. According to this explanation, we would deduct, it
would be the competition at night.
Mr. CARSON. Yes, sir; a6 or 7 rating in the daytime may be considered good according to the networks, as opposite the competition,
whereas the evening rating may be a 17 or 20 and may not be considered good.
The CHAIRMAN. Ido not want to ask you any questions that would
be embarrassing in any way, and certainly I would not have that
intention at all. But we are trying to develop this matter of rating
and its effects on the broadcasting industry which Ithink is acknowledged now as tremendous—and the use that the ratings have insofar
as the industry is concerned.
But you are a performer. Obviously, as a performer—I believe
your broadcast from Hollywood, do you not ?
Mr. CARSON. New York, sir.
The CHAIRMAN. Well, as aperformer, you obviously must be associated with other performers.
Mr. CARSON. Yes, sir.
The CHAIRMAN. If it would be unfair, and if it would be in any way
embarrassing say so. But do you have occasion to discuss with those
associated in show business the effect of uses of ratings, which have
come up in the broadcasting industry, that seem to be, as one put it, the
lifeblood of the industry!
Mr. CARSON. I think most performers from time to time do get
together and talk about the ratings. Performers very often have a
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rather paradoxical look at ratings. If you have agood rating you are
all for them. If you have a lousy rating, you say "Gee, they are
terrible." Ithink it, depends on what side you are looking at it from.
But many performers Ihave talked with, some of them Ihave known
have had television programs, we realize as performers, ratings do
exist. We are not necessarily very happy with them, because it is a
little defeating to have to project your career on a set of numbers—
whether you have a 6 or a 7 in any given week. I think many performers feel that the ratings themselves may not reflect the quality of
the show.
We are not exactly sure what they do show. Inasmuch as television
is a commercial medium in the United States and exists to sell
products, some type of rating service probably will always be used.
Whether it is right, or whether the figures show what they are supposed to show, Idon't know.
The CHAIRMAN. Of course, that means only one thing—that
basically when you were with ABC you thought the ratings were
fine, but when you were with CBS you didn't think much of them?
Mr. CARSON. True.
The CHAIRMAN. But insofar as the principle is concerned—
Mr. CARSON. Excuse me, may Iadd one thing? In relation to the
show on ABC television, for some time our show was on a week-toweek basis because the ratings were low. When the ratings improved,
the show stayed on.
The CHAIRMAN. Well, the rating services certainly are a business
that have grown up, asystem that has grown up here that Ithink has
a far-reaching effect on the welfare of the country in this particular
field—more so than anything I can think of. Because not only the
performers and the producers of the shows, and the programing are
involved but so are the advertisers, who spend up into the hundreds
of millions of dollars each year. And the way they are traditionally
used now, they determine the economic life of any given facet. That
is a lot of power in one small group who control this field, which
makes it a very important thing as far as our way of looking at it is
concerned.
Mr. CARSON. Yes, sir.
The CHAIRMAN. Mr. Younger.
Mr. YOUNGER. Thank you, Mr. Chairman.
Glad to have you, Mr. Carson. I think we all view your show,
provided we can stay up that long and keep awa ke. Ienjoyed your
remarks the other day.
On your contracts with the network, is there anything in the contract
related to arating as to whether or not the show will be continued?
Mr. CARSON. No sir, none whatsoever.
Mr. YOUNGER. So if the rating drops down, and they want to remove the show, they have the right to remove that show, regardless
of the contract.
Mr. CARSON. Ibelieve the network has aright to remove the show,
as far as my particular show is concerned, or my services, contingent
at the expiration of my contract.
Mr. YOUNGER. The expiration. How long are the contracts drawn
for in terms of weeks or months ?
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Mr. CARSON. My particular contract I have now runs, I believe, a
year from the end of next month.
Mr. YOUNGER. And that is apersonal contract, not acontract on the
show ?
Mr. CARSON. That is a contract for my services as the master of
ceremonies on the show.
Mr. YOUNGER. Now, are there ratings in regard to master of ceremonies on any of the shows, or is the rating limited to the show itself ?
Mr. CARSON. The rating is just limited to the number of viewers
who watch the show.
Mr. YOUNGER. In your opinion, can a good master of ceremonies
make agood rating of abad show ?
Mr. CARSON. Well, I would like to believe that the master of ceremonies plays some part in the success of the show.
Mr. YOUNGER. Do you ever listen to your predecessor, Mr. Pa,ar?
Mr. CARSON. Oh, yes.
Mr. YOUNGER. DPI you hear his remarks the other day about how
they rated the barber shops ?
CARsoN. No sir, Idon't believe Idid.
Mr. YOUNGER. By the number of towels turned in at the laundry,
and the barber shop that turns in the most towels is considered the most
profitable and the best barber shop and has the most business.
Mr. CARSON. That may be fairly accurate at that.
Mr. YOUNGER. He explained that the other day. You know they
rate Congressmen too, don't you ?
Mr. CARSON. No, Iwould be very interested in that.
Mr. YOUNGER. Well, they do—all these organizations. They rate
us on our votes. The AFL-CIO, they put out a percentage rating
and they may rate us 15 of 20 percent or zero, depending on whether
we vote for their bills. Certain other organizations rate accordingly.
We have to answer that rating when we go to the people.
It seems as though there is kind of a national pastime of rating
things—even down to the barber shops.
Mr. CARSON. Congressmen get a2-year run. Most performers get
39 weeks.
Mr. YOUNGER. And it is awfully hard to remove us, too, during
those 2years.
That is all, Mr. Chairman.
The CHAIRMAN. Mr. Moss.
Mr. Moss. Mr. Carson, you stated that initially you had a weekto- week arrangement with ABC, while your ratings were low?
M T. CARSON. Yes, sir.
Mr. Moss. And as soon as the ratings were brought up to ahigher
level, amore permanent arrangement was made?
Mr. CARSON. Yes, sir.
Mr. Moss. Now, during this period of week-to-week existence, did
you have discussions with the officials of the network on the rating
performances of the show?
Mr. CARSON. I had no discussions with them personally. I received the information through the producer of the show.
I had on that particular program what is known as a 2- week cancellation—in other words, if they intended to cancel my services,
they would give me 2 weeks' notice, or would terminate my services.
90-942-6D—pt. 1-22
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Then the next week it would be also an additional 2 weeks, if
the show was not in trouble, and the next week it would be an additional 2 weeks. Well, the show began to receive better ratings.
Then I think the program went on something like a firm 26-week
contract.
Mr. Moss. There was never any doubt in your mind that the basic
question here was one of improved ratings?
Mr. CARSON. Yes. When someone comes to you and gives you a
small innuendo that you may be out of work unless the ratings improve, Iwould say that that has to do with the ratings.
Mr. Moss. Well of course the committee is very interested in the
significance of ratings in programing. We have had some witnesses
that have told us that it constitutes the very lifeblood of the industry,
and others have tried to indicate that they are not of too much
significance. And yet Irecall reading over aperiod of many years
that shows were taken off because of lack of adequate ratings.
Now, in the case of the two cancellations, or failures to renew,
whichever they might be, of shows on CBS, were these cancelled under
some provision of the contract, or was it afailure to renew?
Mr. CARSON. Not canceled under provision of the contract. Ihad
a contract for, as Isaid, 39 weeks. Iam sure that if the program
would have received ratings that were more acceptable to the network
at the end of that time, the show would have gone on for the second
year.
Mr. Moss. Were these ever matters of discussion between you or
representatives of you and the networks ?
Dlr. CARSON. It is usually not handled that way, from my own personal experience. An executive of the network does not necessarily
come to you and say "Your program is in jeopardy because of the
ratings." But it is not hard to find that information. It is usually
printed in the trade papers of the entertainment business, like Variety, or Broadcasting Magazine.
And the newspaper columnists and editors print that information,
that the ratine are low, and the show looks like it is in trouble. But
Ican't remember an instance where an executive has come to me and
said the show will go off if you don't get better ratings, but it is certainly implied.
Mr. Moss. Something generally understood, but rarely discussed.
Mr. CARSON. Generally understood by performers in the business.
Ratings are printed every week of the top 10 or 20 shows in the Nation. There must be areason that they do print them.
Mr. Moss. How much discussion is there of this cost per thousand
for a show?
Mr. CARSON. Well, that is aterm that Ihave heard used by agency
people, which Iassume is somewhat similar to magazine advertisers,
when they buy an advertisement in amagazine, they try to figure out
how many viewers they are reaching per thousand dollars spent.
This also I imagine would correlate with the rating. If you are
spending $10,000—
Mr. Moss. Well, now, is this cost per thousand spent or is this cost
per thousand watching? Is this acost per thousand of audience?
Mr. CARSON. Yes, sir; that only has to do with the number of people who were turned in to agiven program.
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Mr. Moss. This implies a very precise measurement, then, doesn't
it ?
Mr. CARSON. Iwould believe so.
Mr. Moss. If you can take a nationally televised show, and reduce
the approximate end of it down to acost per thousand viewers, this
implies avery precise standard of measurement.
Mr. CARSON. It would seem so; yes sir.
Mr. Moss. Do you know whether it is generally felt that the
measurement standard is so precise as to permit that type of cost
ascertainment ?
Mr. CARSON. Iam not too knowledgeable in that area, because that is
more in the advertising end of it. Icouldn't say, sir.
Mr. Moss. When we talk of comparative ratings, one show is viewed
as successful, the other is on sort of a ragged edge—about how many
points, rating points, are we discussing?
Mr. CARSON. This again is difficult to answer in just cold figures.
Mr. Moss. Could we go back to your CBS afternoon show, or the
evening show, and get some contrasts there of the ratings you had
and the ratings of your competition ?
Mr. CARSON. As best Ican remember—and Imay be somewhat off in
this—this was almost 8years ago—Ibelieve our show at that time had
arating of around—it varied from 20 to 21, in that area. The competition—and I would have to check these figures—I am trying to
give you some type of parallel—were probably running 26 to 30,
perhaps 32.
Mr. Moss. That was the evening show ?
Mr. CARSON. Yes, sir. In the daytime show—
Mr. Moss. That is the Nielsen rating we are talking about, then.
Mr. CARSON. 1believe that is right; yes, sir.
The CHAIRMAN. In the daytime?
Mr. CARSON. In the daytime show originally on CBS, Iunderstood
the reason that program went off, was that it was alive show, utilizing
live talent, an orchestra, and performers. We were replaced by a
rerun of a show that had been shown on the network previously at
night. This is where the cost per thousand, as Iunderstand it, comes
into play. A live show, by the necessity of paying performers and
facilities and cameras and studio space, normally costs more than
repeating a show which has been on previously, because all you have
to do is put it on a projector, and show it. So your cost naturally
for that show runs lower than alive program.
So as I understand it, the network feels that if they can show a
rerun, and possibly still receive the same rating that the live show
will produce for them, that very often happens.
Mr. Moss. Do you recall what the ratings were on the daytime show
at that time?
Mr. CARSON. No, sir; Ido not recall the exact ratings. As amatter
of fact, Idon't recall the show that replaced us. That went off soon
after that also.
Mr. Moss. That is all of my questions.
The CHAIRMAN. Mr. Brotzman.
Mr. BROTZMAN. Mr. Carson, you have testified as to the reliance that
people in the industry, so to speak, place on ratings.
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Now, in the trade, let us assume that ashow appears that it might
be getting into trouble, according to the ratings it receives. What
would be a general procedure that the producer and the performer
might follow at that juncture ?
Mr. CARsoig. Mr. Brotzman, Ithink that would rely pretty heavily
on what kind of show it was, and what kind of trouble they were
in. If it. was just a matter of having smaller rating than other
shows, Iwould imagine they would try to see what elements they could
put into the program to either make it better or attract more people.
Mr. BROTZMAN. Now, that was a very general question. You
try to do something—isn't that correct—if you are slipping alittle bit ?
Mr. CARSON. Yes, sir.
Mr. BROTZMAN. But this rating, this numerical rating, would not
give you any clues as to how you might improve the show, would it?
Mr. CARSON. No sir; ratings, as far as I know, have no correlation
with the quality of the program.
Mr. BROTZMAN. How would you find the information, to try to
improve your show ?
Mr. CARSON. Well, as professionals in the business, whether it is
the producer or the actors, we would probably analyze the show to see
what is wrong with it from a creative standpoint, and try to make
the show better from that standpoint.
I don't mean to be nebulous in my answer, but—when you have a
program on the air and it doesn't receive a rating that they feel is
good, it is very difficult to determine sometimes why the program
does not get abetter rating.
It could very possibly be due to the competition opposite you. And
very often there may be nothing that you can really do to improve
the rating of that particular program.
Mr. BROTZMAN. So you are really pinned down to a few points.
But it doesn't give you any guidance as to how you might improve
your lot—just the rating itself?
Mr. CARSON. Not really from the creative standpoint. If I may
follow up on one answer I made a moment ago—you asked about
would this help you improve the show. In relation to the show
that I did on the west coast, in 1956, the evening show, at 9 :30,
normally I would have to wait until the next morning to find out
how successful my program was, because we did not get the ratings
before then. This was the overnight rating that they took. And
it was alittle defeating to finish aprogram on the air and not know
whether it was agood show, because nobody really wanted to commit
themselves until they found out whether the rating had changed. If
the rating had gone up to a 17.2, everybody would say, "Hey, that
was a great show." If it dropped maybe a point, that, using that
logic, seemed to be a bad program—which is very defeating to somebody who is trying to do something creatively.
Mr. BROTZMAN. Iwould imagine, with people such as yourself that
have been successful in this business, it must seem unfair, when you
think you have done agood job, and you have worked hard, to have to
wait to see what the few points differential might be the next day to
understand whether you did or not, do agood job as far as the public is
concerned.
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Mr. CARSON. Ithink most performers probably feel the ratings are a
little bit unfair, or hard to live with. But as Isaid earlier, as long as
television in the United States is acommercial medium, which exists to
sell cigarettes, soap, automobiles, and deodorants, there will have to be
some type of rating made on the programs.
Iam not justifying the ratings at all. Idon't know what the answer
is to the rating problem. Ican only speak from aperformer's standpoint, that it is alittle tough to work with from week to week, and have
to look at sets of figures to base your livelihood on.
Mr. BROTZMAN. You anticipated my next question. I wondered
if you did have any suggestions as to how the situation might be
hnproved ? Any ideas ?
Mr. CARSON. Iwish Idid. This seems to be aproblem that has existed for a great number of years, way back in the days of radio. I
can remember Fred Allen, years ago, making astatement about ratings
on his radio show. I think at that time he was talking about the
Hooper ratings, which I think have joined some other organization
now. But Fred said several years ago that they had taken arating of
his show, and he had a minus 2. And he explained that by saying
nobody listened to his show, and two people who didn't listen to it went
around knocking it.
This was my first exposure to talk about ratings.
Iknow in those days, Fred was very concerned about the ratings all
the time. And eventually went off the air because of ratings. Ibelieve his competition was " Stop the Music." It came on, and Fred
had been on for 15 or 20 years. And his show did go off eventually
because of low ratings. He couldn't fight the competition. I wish I
had some suggestions on how to improve it. As Isaid, Idon't know
whether anyone in the business—as Isay, being aperformer, Iam not
as close to the intricacies of the ratings, of how accurate a sampling
these numbers are. Ithink you have to determine first of all what you
are trying to sample, whether you are trying to sample just the number of sets that are on, or are you trying to sample how many people
buy the product, or how many people like the show. I am not sure
what the numbers do show. And very often the different surveys show
different things.
Mr. BROTZMAN. Let me ask you this.
Have you ever had a specific performance or a show where you
thought. it was good, and where the reaction of people helping
produce it and perhaps mail, or whatever else you might want to
use, indicated it was a good show, but the ultimate rating on that
particular show was very *bad ?
Mr. CARSON. Yes, that happens often. I think when you finish a
program—as an entertainer I feel by the time I finish the show
whether the show was agood show with entertainment value, whether
it has a lot of good elements in it, and the reaction was good. This
ties in with what I was saying about the nighttime show on CBS.
There were times when the next morning you would find that the
rating may have dropped, apoint or apoint and ahalf. This might
have been due to a lot of different factors. It might have been a
wonderful night, weatherwise, and alot of people went out that night,
and didn't stay home and watch television. So therefore your rating
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or sets in use dropped. Your rating drops. But the correlation is
always that it wasn't agood show. That has happened; yes, sir.
Mr. BROTZMAN. Now, on these two shows you lost, was that all
by innuendo, as far as informing you as to why the show was going
off the air. Or did anybody tell you directly that these ratings were
just too low ?
Mr. CARSON. Innuendo, and yes—producers of the show would come
down. Isuppose they received the information either from the advertising agency, the client, or from the network. And there would
be discussion every week, or every few weeks about the rating of
the show—whether it had increased or whether it had been down.
And as the season comes to an end—and anormal season on network
television at night is 39 weeks—you are fairly sure by the time you
reach the end of that particular cycle whether you are going to be
picked up.
Normally you have to be notified 3, depending on what your notification clause is, maybe 3 to 4 weeks in advance. And when you
hear a lot of talk about ratings, and you read about ratings in the
paper, that they are down, you know fairly well—whether someone
comes to you and actually tells you—you just know that it is not
going to be picked up.
Mr. BROTZMAN. Now, with ratings being as vital as they are to a
performer, do you know of any technique that a performer can use
to improve his ratings above and beyond just the performance on the
show ?
Mr. CARSON. No, sir; Idon't.
Mr. BROTZMAN. You don't know if there are in the trade any techniques to hypoing the show, to get abetter rating ?
Mr. CARSON. No, sir; I don't. As I said, the thing that bothers
most—speaking as aperformer, Ithink that it concerns performers
mainly—is the creative angle of the show, or the quality of the show
versus anumerical count, showing number of viewers.
Iremember afew years ago there was ashow that Ididn't particularly like, but I thought it was abad program, and Imentioned it
to somebody, and he said "Look at the rating it has." Isaid well if
you put on an execution every week you would probably get agood
rating. Iwas trying to make the point that the quality of the show
or the interest in the show didn't necessarily make it good. He didn't
think it was very amusing.
Mr. BitorrzmAN. I would like to thank you very much for coming
down, Mr. Carson. Ihave no further questions.
The CHAIRMAN. Mr. Younger.
Mr. YOUNGER. One question. In an answer a while ago, you said
that the quality of the show had no relation to the rating. Would
you enlarge upon that, please.
Mr. CARSON. Well, that may sound alittle ambiguous. The quality
probably does have something to do with the rating. If you have a
fine quality show, if it is a particular mass audience appeal show,
you will have arating—although you can have aquality show—one
particular program that comes to mind is the "Voice of Firestone,"
which was in the news ayear or so ago, which was afine quality show,
but they had low ratings. That is actually what Imean. Quality
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shows have alot to do with the show. It depends on how we identify
quality.
Mr. YOUNGER. According to the testimony we have the rating depends a lot on what the purchaser of the time has in mind.
Mr. CARSON. Yes, sir.
M1'. YOUNGER. Firestone, although it has a low rating, may have
an audience that would be far more susceptible to buying a product,
than Popeye, which might have a larger rating.
Mr. CARSON. They may be very loyal. Ratings do not take into
account., I do not personally believe, the loyalty of the viewer to the
particular commercial message that is on the show.
Mr. YOUNGER. You see no relation at all as to ratings compared with
fan mail that you might get. In other words, if a show had good
ratings do you receive more fan mail than a show without good
ratings?
CARsox. It depends again on the type of program it is. Your
fan mail changes depending on the kind of show. A show like "The
Price is Right" gets a tremendous amount of mail, because they are
giving away something. The dramatic show might not receive much
fan mail at all, because of the kind of person watching the program.
Mr. YOUNGER. Would that volume indicate ratings one way or
another? Would "The Price Is Right" have probably ahigher rating
than a dramatic show ?
Mr. CARSON. Very possibly; yes, sir.
Mr. YOUNGER. So there might be some indication of the fan mail
as to whether or not the percentage of sets were in use at that time
and viewing that particular show. That is what the ratings mean?
Mr. CARSON. Yes, sir; they have also, on fan mail—
I don't know how accurate that is—they have said one-tenth of 1
percent of the audience writes, so that might mean this number of
people watch.
Mr. YOUNGER. Frequently the ratings, we have been told, are made
on less than one-tenth of 1percent of the audience.
That is all, Mr. Chairman.
The CHAIRMAN. Mr. Carson, we appreciate your presence here this
morning. On behalf of the committee, Iwant to thank you for your
presentation and your cooperation in the hearings.
Good luck to you on your trip.
Mr. CARsox. Thank you. If you would like to continue this session
sometime, Iwould love to have you come out and do it on our show.
We could use the rating.
The CHAIRMAN. That is very kind of you to extend an invitation,
but a colleague of ours a few days ago, a member of this committee,
was commenting on the fact that he was trying to get time in your
particular area and he said the television station advised him: "No,
no, not at this time. We are being rated right now."
Mr. CARSON. Thank you.
The. CHAIRMAN. Thank you very much.
Mr. Ross Baker.
Mr. Baker, will you be sworn?
Do you solemnly swear the testimony you give to the committee to
be the truth, the whole truth, and nothing but the truth, so help you
God ?
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Mr. BAKER. I do.
The CHAIRMAN. Will you identify yourself for the record, Mi..
Baker?
TESTIMONY OF ROSS B.BAKER .MANAGER .RADIO STATION KCCO .
LAWTON,OKLA .
Mr. BAKER. I am Ross Baker, manager of radio station KCCO,
Lawton, Okla.
The CHAIRMAN. You have astatement, Ibelieve, of which you have
made copies available to each member of the committee?
Mr. BAKER. Yes, sir.
The CHAIRMAN. Would you like to make this statement at this time?
Mr. BAKER. During the month of September of 1962, Pulse, Inc.,
took aradio survey in the Lawton metropolitan area. The results of
this survey were published in November 1962, and the only other
radio station in Lawton, KSWO, subscribed to the report. This is
the first time that anational rating service has conducted asurvey in
Lawton in the past several years.
This survey shows my station, KCCO, in fourth place in this market.
KSWO is first with over 50 percent of the listening. Two Oklahoma
City stations rank second and third, and I am a low fourth in the
ratings, having about 2percent more audience than the miscellaneous
stations reported.
Since Oklahoma City is approximately 100 miles from Lawton, these
results seem questionable to me. As a result of this survey KCCO's
gross billing has already dropped. For example, we had shown anice
increase in 1962 over 1961 until November 1962. For example: April,
increased $2,746; May, increased $3,377; June, increased $1,003; July,
increased $1,561; August, increased $4,226; September, increased $527;
October, increased $585.
However, in November 1962, when the Pulse was released, we
dropped $918 under 1961. In December we dropped $1,897 under
1961. January 1963 was $1,904 below 1962 and February 1963 was
$2,911 under 1962. March 1963 billing is beginning $1,448 below our
1962 start. KCCO is staffed with the same salesmen and has the same
program format as last year.
Ihave noted several accounts on KSWO this month from anational
and regional standpoint, which had not contacted KCCO for presentation. In the past, most accounts would ask for presentations from
KCCO even though they might buy KSWO. However, this year it
seems that the survey is so overwhelming that we are not even asked
to submit availabilities.
Ihave talked to my national representatives and they can give me
no consolation whatsoever, saying that atime buyer buys ratings and
must justify the purchase. Even local advertisers, who in the past
have used our radio station exclusively, have begun to question their
own judgment.
KSWO is using the Pulse Report locally and it is causing us to lose
business with the merchants in Lawton. Thus, our income is being
greatly affected locally, regionally, and nationally. For many years
I was in television management and sales. Iquit television to enter
back into radio, because Igot tired of having to guarantee ratings in
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order to sell. Salesmen have been replaced by mathematicians. Many
time buyers are buying nothing but rating points from an agency
level.
It is extremely difficult for alocal manager or alicensee to program
astation in what he considers to be the best interest of his community,
when anational rating company lists his station with asmall audience.
KCCO does not leave its programing to chance. We are constantly
before the public checking their wants and desires; however, Ifailed
to realize that asmall market station, in atwo-station market, could
immediately lose thousands of dollars of revenue as aresult of aonesided survey.
The CHAIRMAN. Does that conclude your statement ?
Mr. BAKER. Yes,
The CHAIRMAN. Mr. Richardson?
Mr. RICHARDSON. Thank you, Mr. Chairman.
Mr. Baker, you stated that this Pulse survey is being used locally in
Lawton. How is this used in the local market ?
Mr. BAKER. Well, it is being used both on the air and by the salesmen. On the air, they are continually plugging that four out of five
radio listeners in the Lawton area are listening to KSWO.
Mr. RICHARDSON. Does the other station also say how many are
listening to your station?
Mr. BAKER. No, sir.
Mr. RICHARDSON. Or do they just say how many are listening to
their station ?
Mr. BAKER. Yes, sir.
Mr. RicitARDsoN. Do you know how it is used by the salesmen in
Lawton ?
Mr. BAKER. Well, recently, it is almost used as aBible—that is, their
main sales contention now is that we have no audience.
Mr. RICHARDSON. To your knowledge are they showing this survey
to the local merchants ?
Mr. BAKER. Yes, sir.
Mr. RICHARDSON. Have you had any comments from former subscribers or former persons buying time on your station as to the results
of this survey ?
Mr. BAKER. Oh, I have had many. For instance, in some places,
where Ifeel that we have always been well received and done agood
advertising job for the customers—of course, in many cases, that is
hard to pinpoint, but some of them say, "Well, let's say that you even
had twice as much as this survey shows you, so that still shows them far
ahead of you."
And Ithink it. has made alot of the advertisers alittle skeptical of
their own knowledge, even. In other words, they know their own
crowd and they know what their crowd listens to and they are alittle
bit skeptical thinking: "Well, maybe Iam not average."
Mr. RICHARDSON. They are using the numbers rather than what.
people tell them, in other words ?
Mr. BAKER. They are taking the numbers, yes, sir.
Mr. RICHARDSON. In the use locally, Mr. Baker, has the other stat
ion or anyone else shown to merchants, to your knowledge, that you
are in fourth place in this survey ?
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Mr. BAKER. Yes, sir.
Mr. RICHARDSON. Is this done fairly often with the local merclin‘ s,
to your knowledge?
Mr. BAKER. Well, we found it considerably increased thr:Àigh January, February, and March.
Mr. RICHARDSON. Have you seen a further decrease since the time
you prepared your statement, which was some time ago, as far as
further billing, for example, in April, is concerned?
Mr. BAKER. Sir, I can't answer that exactly. However, I am extremely worried about future billing for next month. There are many
accounts that start advertising in April that usually, by this time,
have contacted us for availabilities or for apresentation that we have
had no contact with as yet this year.
In some cases, I have contacted them and the answers have varied.
Mr. RICHARDSON. Have any of them stated to you that it appears
you don't have the ratings ?
Mr. BAKER. Yes, sir.
Mr. RICHARDSON. Now, during this period, you state that you have
not had any change in programing; is that correct ?
Mr. BAKER. Nothing major. Of course we have attempted to improve it from time to time with additions, but it is the same musical
and news format.
Mr. RICHARDSON. You also, Ibelieve, said that normally no national
surveys are made in Lawton, is that correct ?
Mr. BAKER. That is correct.
Mr. RICHARDSON. Is this one survey of Pulse which was made in
the fall of 1962 the only recent survey by a national organization
in Lawton ?
Mr. BAKER. Yes, sir.
Mr. RICHARDSON. What is the population of Lawton ?
Mr. BAKER. 63,000.
Mr. RICHARDSON. Would you say that in your opinion, you could
trace the loss of this business directly to this rating report?
Mr. BAKER. Are you asking me now can Itrace particular business ?
Mr. RICHARDSON. Business loss; yes.
Mr. BAKER. Yes; Ican trace certain accounts directly to the survey.
Mr. RICHARDSON. Lawton is a two-station market in. that there are
only two stations originating in Lawton; is that correct ?
Mr. BAKER. Two radio stations, yes, sir.
Mr. RICHARDSON. Has this survey created any problems with your
national representative ?
Mr. BAKER. Well, I fear that they feel that they can't sell without
the ratings.
Mr. RICHARDSON. Have they informed you that this has hurt your
business ?
Mr. BAKER. Yes, sir.
Mr. RICHARDSON. You have no doubt that it has hurt your business ?
Mr. BAKER. Ihave no doubt, sir.
Mr. RICHARDSON. Have you done any checking in relation to this
survey that was made last fall in the local area ?
Mr.
.BAKER. In what manner, sir?
Mr. RICHARDSON. Have you tried to find out whether or not, for
example, it was made?
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Mr. BAKER. Yes, sir, I have. I have attempted to do a little detective work. I had some people out working for me to find out if
we could find anybody who was ever surveyed on whether we could
find anybody who has ever hired anybody to do this survey.
Mr. RICHARDSON. When you say you have had people out, are these
members of your own staff ?
Mr. BAKER. In most cases, Ihave employed one outsider.
Mr. RICHARDSON. What have their findings been, if any ?
Mr. BAKER. Well, Iunderstand that this is not—in other words, all
inclusive, or anything, but we have not been able to find where anyone
from that firm was in the city, nor have we been able to find out who
took the surveys or if anyone was questioned.
Mr. RICHARDSON. But in your opinion, there is little doubt that because this survey was made, your gross billing has decreased substantially ?
M T. BAKER. Yes, sir.
Mr. RICHARDSON. Mr. Chairman, those are all the questions of the
staff.
The CHAIRMAN. Mr. Moss, any questions ?
Mr. Moss. Did you have any knowledge that the survey was going
to be made in September of 1962 ?
M T. BAKER. Yes, sir.
Mr. Moss. Pulse notified you
Mr. BAKER. Yes, Sir.
Mr. Moss. During the period the survey was in progress, did the
other station ever make any extraordinary promotion ?
Mr. BAKER. Yes, sir. As amatter of fact, they did 30 days in advance of the survey date. I sometimes feel alittle inadequate, but I
should have known what was going on. Approximately 30 days before Igot the letter, Inoticed an increase in giveaways on their station.
Mr. Moss. What is the power of your station ?
MT. BAKER. My station is 250 watt.
Mr. Moss. And of KSWO ?
Mr. BAKER. They are athousand.
Mr. Moss. Now, are these both full-time stations ?
Mr. BAKER. No, sir. Iam adaytime station; they are afull-time.
Mr. Moss. Had you ever had any other ratings ?
Mr. BAKER. There have been some regional ratings, and I understand that Nielsen, Ibelieve, has made acoverage study.
However, Idid not subscribe and did not know about it.
Mr. Moss. Have you ever had arating taken by any—have you ever
had arating taken for your station ?
Mr. BAKER. Yes, sir. We have subscribed to Conlan.
Mr. Moss. How did you corne out on that one ?
Mr. BAKER. Well, the first time I subscribed, I had 25 percent of
the audience. Then it went up to about 40 percent.
Mr. Moss. How many times did you have them rate you ?
Mr BAKER. About three times. I did not have them rate me, sir.
They came in, took ratings, and said they had rated the market, and
asked me if Iwanted to buy acopy of it, which Idid.
Mr. Moss. Were you first, then, in those ?
Mr. BAKER. In the survey, I think I was first by nine-tenths of 1
percent.
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Mr. Moss. Nine-tenths of 1 percent. These companies then, cut
t
his pie pretty fine, don't they? Nine-tenths of 1percent.
Mr. BAKER. Yes, sir.
Mr. Moss. Now, this shrinkage of business, has this been almost exclusively in national billing's, or is this local advertising as well?
Mr. BAKER. Sir, it has been pretty well at all levels. Iwould say
more regional and local.
Mr. Moss. More on regional and local ?
Mr. BAKER. Yes, sir. However, there has been national business
come into the market which Ihave not—that is on the other station,
now. Ihave not been contacted. Ican't call it aloss, because Ihave
never had it.
Mr. Moss. It is quite clear to you that on this matter of the national
business, the most persuasive fact facing you is this rating?
Mr. BAKER. It seems to have been since it was taken, sir. I have
always been at aslight disadvantage because some people buy power
which, unless aperson understands the coverage of a250-watt station
on a lower frequency compared to a thousand- watt on a higher frequency, has caused trouble. In many cases I can overcome that.
However, Ihaven't had the opportunity, since the Pulse rating, to even
get into that part of it.
Mr. Moss. You mention that you left television to return to radio
because you got tired of having to "guarantee" ratings?
Mr. BAKER. Yes, sin
Mr. Moss. How do you guarantee arating?
Mr. BAKER. Well, if abuyer tells you that they need to justify their
buy, say, by an average 20 rating, or average 25 rating, they want to
buy 5spots a week, then either you come up with 25 spots aweek—I
mean with 5 spots a week with an average 20 or 25 rating, or you
don't get the business. Or if you want to, a lot of times you can
give them 10 spots that will make up the average rating of 25.
Mr. Moss. In other words, your sales arrangement, your contract
arrangement with the advertiser guarantees an audience at a certain
level or you must give additional time, is that correct?
Mr. BAKER. They are usually based on one survey, the last survey
taken in the market.
Mr. Moss. And what survey would that be?
MT. BAKER. Well, of course, ARB is the most popular in television
for spot sales.
Mr. Moss. Thank you.
That is all the questions Ihave, Mr. Chairman.
The CHAIRMAN. Mr. Younger?
Mr. YOUNGER. Thank you, Mr. Chairman.
On your daytime station, what hours do you operate?
Mr. BAKER. From sunup to sundown, currently 6:45 to 6:45, sir.
Mr. YOUNGER. You don't go on the air early in the morning as some
of them do ?
Mr. BAKER. No, sir; Iam on aMexican frequency.
Mr. YOUNGER. When you had the rating by Conlan, what use did
you make of that in the way of advertising or word over the station?
Mr. BAKER. Well, no mention was made over the station. If aman
came to me and said, " Ihave just got to have arating," Ihad one, but
Icertainly didn't pull it out of my briefcase.
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Mr. YOUNGER. Your salesmen did not use it, or did you use it in
advertising?
Mr. BAKER. Until recently, my salesmen didn't even know I liad
bought it.
Mr. Yci-NGER. So, as amatter of fact, so far as the public is concerned and the buyers are concerned, the rating had no bearing, because they knew nothing about it and you didn't disclose it?
Mr. BAKER. Only afew, sir, that asked me for it particularly, Idid
show it to. But Iknew what Ihad bought. It was aregional survey
not generally accepted by national advertisers.
Mr. YOUNGER. Then of the advertisers who have now withdrawn
their advertising, how many bought the advertising originally because of your rating?
Mr. BAKER. None, sir.
Mr. YOUNGER. So that this change now has no relation at all to the
rating that you had from Conlan in getting business at that time?
Mr. BAKER. No, sir.
Mr. YOUNGER. Now, you make the statement as follows:
Result of a one-sided survey.

What did you mean by that?
Mr. BAKER. Well, where the one station has over 50 percent of the
audience-53 percent, to be exact.
Mr. YOUNGER. That might be a very good survey as surveys go.
But would you call it one sided just because the results came nut
one way? You must have had the idea that they did not properly
sample the audience or for some other reason you use the word "me
sided."
Mr. BAKER. I definitely have that feeling, sir, that it was not
properly supervised and is not agood survey.
Mr. YOUNGER. Because of the fact that they did not use enough
samples?
Mr. BAKER. I do not believe they did. However, this information
is not available to me where Icould check it.
But as Isaid also in that statement, Idon't just leave my programing to chance and say, you boys pick out your records or we will program this way or that way without checking my audience. We have
attempted to run surveys ourselves which we can't sell by, but were
used to give us an idea of where we were weak and where we were
st rong.
Frankly, Ihave used asurveying firm's techniques b_y changing the
name. If Isaw myself slipping to the extent of this Pulse survey, I
would certainly try to do something about it.
Mr. YOUNGER. In taking your own survey, did you take the names
in the phone book; did you phone the person to see whether or not
their set was on?
Mr. BAKER. Yes, sir.
Mr. YOUNGER. It was a phone technique which you used?
Mr. BAKER. Hooper's.
Mr. YOUNGER. You did have aHooper rating, did ou?
Mr. BARER. We have not had a Hooper rating. However, I have
worked with them before and Iknew what that questioning was and
Ihave used their same type of questioning; yes, sir.
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Mr. YOUNGER. You have used their technique ?
Mr. BAKER. Yes,sir.
Mr. YOUNGER. That iS all.
The CHAIRMAN. Mr. Rogers?
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
As I understood it, you received a letter advising that the survey
was to be made right at the time the survey was to be made; is that
right ?
Mr. BAKER. Ido not remember the exact date and Icould not find
the letter. It was actually avery short time before the survey.
I have received letters such as that as high as 30 days before asurvey. One of the reasons when Igot that letter, that I—as Isay, Ifelt
inadequate and I should have known why; the competition was
hypoing their giveaways.
Mr. ROGERS of Florida. Who sent this letter? Which service was
this ?
Mr. BAKER. Pulse.
Mr. ROGERS of Florida. And you have definitely felt. adverse effect
on your station from ratings, you feel ?
Mr. BAKER. Yes sir.
Mr. ROGERS of Florida. Thank you.
Thank you, Mr. Chairman.
The CHAIRMAN. Mr. Brotzman?
Mr. BROTZMAN. Mr. Baker, at the time of this survey, and I refer
to the month of September 1962, where do you think your station rated
among those ?
l‘Er. BAKER. How do I think my station rated, sir? Is that what
you asked me?
Mr. BROTZMAN. Yes.
Mr. BAKER. Idon't think Ihave as much audience as the other station, overall. But Ifeel that I rated at least, three times better than
the survey showed me—possibly higher than that.
Mr. BRoTzmAx. You think you were still in fourth place.
Mr. BAKER. No, sir. Ido not.
Mr. BROTZMAN. Where?
Mr. BAKER. Ithink we were in second place.
Mr. BROTZMAN. You think you were in second place ?
Mr. BAKER. Yes sir.
Mr. BROTZ3fAN. How did you rate, in your opinion, according to
KSWO ?
Mr. BAKER. How do Ifeel
Mr. BROTZMAN. At that time how do you think you rated with them ?
Mr. BAKER. I think KSWO would probably rate 5 to 10 percent
higher than Ido.
Mr. BROTZMAN. Now, you think that the ratings were inaccurate; is
that correct.?
Mr. BAKErt. Ifeel that they were; yes, sir.
Mr. BROTZMAN. And your reason is based upon your own independent survey ; is that right ?
Mr. BAKER. Yes 'sir.
Mr. BROTZMAN. Now, how did you conduct your survey?
Mr. BAKER. As Isaid awhile ago, in the Hooper method of calling.
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We also go out to parking lots throughout the different shopping
centers and the downtown area and check radio dials to see where they
are tuned.
Mr. BROTZMAN. How large is your sample?
Mr. BAKER. Occasionally, I will say this, our samples are not by
any means conclusive, because in that particular town, it takes about
40 or 50 calls to get 10 people to talk to you.
Mr. BROTZMAN. That wasn't what Iasked you.
Mr. BAKER. Iam sorry.
Mr. BROTZMAN. Iasked you how large your sample is.
Mr. BAKER. On the telephone, it will run anywhere from 100 to 200
complete calls aweek, and sometimes that will go on for 2or 3weeks.
Mr. BROTZMAN. 100 to 200 aweek for aperiod of 2or 3weeks?
Mr. BAKER. This is on the telephone calls.
Mr. BROTZMAN. Now, I direct your attention once again back to
the month of September 1962.
Mr. BAKER. Yes, sir.
Mr. BROTZMAN. Did you work your own survey at that time ?
Mr. BAKER. In the month of September, we did not. We had done
one in August.
Mr. BROTZMAN. Ithought you testified amoment ago, though, that
according to your survey, you would have been in second place
Mr. BAKER. In my surveying?
Mr. BROTZMAN.
Mr. BAKER. As arule, we run in second place; yes, sir.
Mr. BROTZMAN. Iam trying to pin this thing down; you sec
Mr. BAKER. It did not occur at the same time.
Mr. BROTZMAN. I am trying to pin this down to what you said in
your statement. You said the month of September 1962 is the one you
are complaining about?
Mr. BAKER. Yes, sir.
Mr. BROTZMAN. Iam just trying to find out with some specifics why
you disagree with that one.
Mr. BAKER. Why Ido disagree with it ?
Mr. BacyrzmAx. Yes. Now, Iasked you what you did at that time
yourself to try to find out what the survey that you conducted really
showed. But. you really didn't make one at that time; is that right?
Mr. BAKER. Not in September, no. I didn't hear you ask that
question.
Mr. BROTZMAN. Did you make one in October ?
Mr. BARER. We checked our audience in August; we checked it
again in—it was either the latter part of October or the first of November when we made some more calls. We checked the calls in
October.
Mr. BROTZMAN. Are these completed calls ?
Mr. BAKER. Sir?
Mr. BROTZMAN. Those 100 to 200 calls you made, were those completed calls ?
Mr. BAKER. Yes, sir. Those are completed calls.
Mr. BROTZ3IA X. They were completed.
Mr. B.‘KER. Yes, sir. Idon't have alarge staff to sit down and call,
as Isaid, continually just call, call, call, call. In other words, Ican't
sell this and there is no—the method is only for my own information.
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Mr. BROTZMAN. That is all Iam trying to find out, what information you in fact had to cause you to make the judgment that you
represent in your statement.
Now, how many people did you have calling, since you brought up
this issue?
Mr. BAKER. How many people did we have to call ?
Mr. I3aoTzmAx. How many people did you have calling for you ?
Mr. BAKER Two.
Mr. BROTZMAN. Two?
Mr. BAKER. Yes, sir. We have done this for over 4years. Sometimes it has been my employees' wives; sometimes it has been my
employees.
Mr. BROTZMAN. All right. Now, you were not asubscriber to the
Pulse survey; is that right ?
Mr. BAKER. No, sir.
Mr. BROTZMAN. But Inoticed the words here in the first paragraph
that the only other radio station in Lawton KSWO, subscribed—
emphasis supplied—to the report. Do you & ilk the fact that. they
subscribed to the report and that you didn't had some effect upon this
ultimate rating?
Mr. BAKER. Well, sir, I couldn't make a statement like that.
Mr. BROTZMAN. You didn't intend to mean that in any way when
you said that they subscribed and you didn't ?
Mr. BAKER. No; I was trying to, in here, say that is a two-station
market. Ididn't subscribe and they did.
Mr. BROTZMAN. I will only ask you about one more thing.
You say Oklahoma City is approximately 100 miles from Lawton
and because of that, these results "seem questionable to me."
Mr. BAKER. Yes, Sir.
Mr. BROTZMAN. What does that mean?
Mr. BAKER. All right. There are two stations. The two Oklahoma City stations that are reported in this Pulse survey are both
rock 'n roll-type stations; top 40 stations. They are actually in competition with each other for audience. Because of no local news, no
local weather, nothing but just the music on there, I feel that it is
questionable that people would have that much out-of-town listening
and Ihave never seen it come up on my surveys to that extent.
Mr. BROTZMAN. Ihave no further questions.
The CHAIRMAN. Oklahoma City is 100 miles from Lawton, or Lawton is 100 miles from Oklahoma City?
Mr. BAKER. Yes, sir.
The CHAIRMAN. What is the power of the two stations in Oklahoma City?
Mr. BAKER. WKY is 5,000 and KOMA is 50,000.
The CHAIRMAN. Is that aclear-channel station?
Mr. BAKER. No, sir; it is adirectional.
The CHAIRMAN (reading) :
The results of this survey were published in November 1962.
This is the first time that a national rating service has conducted a survey in
Lawton in the past several years.

Do you know if this national rating service conducted the survey in
Lawton at the request of your competitor?
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Mr. BAKER. It is my understanding that they did, yes, sir; that the
other station ordered the survey.
The CHAIRMAN. The other station purchased the service?
Mr. BAKER. Yes, sir.
The CHAIRMAN. Did you have an opportunity to purchase the
service ?
Mr. BAKER. Yes, sir; to participate.
The CHAIRMAN. To participate. Before the survey was made ?
Mr. BAKER. Yes, sir.
The CHAIRMAN. And you did not participate in the survey?
Mr. BAKER. No, sir.
The CHAIRMAN. Did you have an opportunity to purchase the rating
service after the survey was made?
Mr. BAKER. There was no offer made; no, sir.
The CHAIRMAN. The only offer that was made to you was prior to
the survey?
Mr. BAKER. Yes, sir.
The CHAIRMAN. And the other station did pay for it and took it?
Mr. BAKER. Yes, sir.
The CHAIRMAN. And you are saying to the committee that it is
your judgment that the reason that your rating was so low was because you failed to participate in the survey ?
Mr. BAKER. Ifeel that to be one of the reasons.
The CHAIRMAN. Do you feel that that is largely the reason?
Mr. BAKER. Ican't make that statement directly, Mr. Chairman. I
don't know—Ican't make that statement.
The CHAIRMAN. You cannot say categorically that that is true?
Mr. BAKER. No, sir.
The CHAIRMAN. But you do know that it has abearing on it?
Mr. BAKER. No, sir; I don't know that. You asked me what Ifelt
and Ifeel that it did.
The CHAIRMAN. Thank you very much, Mr. Baker, for your presentation today.
Mr. Box?
Are you Mr. John Box, Jr.?
Mr. Box. Yes, sir.
The CHAIRMAN. Will you be sworn?
Do you solemnly swear that the testimony you give to the committee
will be the truth, the whole truth, and nothing but the truth, so help
you God?
Mr. Box. Ido.
The CHAIRMAN. Will you state your full name?
TESTIMONY OF JOHN BOX, JR., DES PERES, MO., MANAGING DIRECTOR, BALABAN STATIONS, ACCOMPANIED BY JAMES A. McKENNA.
JR., COUNSEL
Mr. Box. John F. Box, Jr.
The CHAIRMAN. What is your address and what is your business?
Mr. Box. My home address is 1194 Playchester Drive, Des Peres,
Mo.
I am the managing director of the Balaban Stations. We operate
stations in St. Louis, Mo., and Dallas, Tex.
99-942-63—pt. 1-23
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The CHAIRMAN. When you say "we," whom do you mean?
Mr. Box. The company.
The CHAIRMAN. What is the name of your company?
Mr. Box. The Balaban Stations.
The CHAIRMAN. How many do you have ?
Mr. Box. Two; one in St. Louis and one in Dallas.
The CHAIRMAN. Now, Balaban, did you say ?
Mr. Box. Yes; B-a-1-a-b-a-n.
The CHAIRMAN. Who are the Balabans?
Mr. Box. Well, this is a joint venture. There are several stockholders. Harry and Elmer Balaban are theater owners. The Atlanta
Brewing Co. is a partner in the joint venture and there are two or
three joint trustees involved.
The CHAIRMAN. Are you one of the owners?
Mr. Box. No; Iam not, sir.
The CitAtamAN. What iS your position ?
Mr. Box. Iammanaging director.
The CHAIRMAN. Of both stations?
Mr. Box. Yes, sir.
The CHAIRMAN. With your residence or home in St. Louis?
Mr. Box. In St. Louis.
The CHAIRMAN. And you have an assistant, then, in Dallas?
Mr. Box. Yes, sir; and also in St. Louis.
The CHAIRMAN. You may proceed.
Mr. RICHARDSON. Thank you, Mr. Chairman.
Mr. Box, do you have any information relative to the fixing of a
Nielsen fieldman or fieldmen in the St. Louis area?
Mr. Box. No, sir; Ido not.
Mr. RICHARDSON. Do you have any direct knowledge of any instance
where ratings have been rigged or fixed in the St. Louis area?
Mr. Box. No direct knowledge; no, sir.
Mr. RICHARDSON. Was Mr. McKibben, the manager of WIL, your
St. Louis station, in contact with Mr. William R. Wyatt, of the Nielsen
company, on February 19, 1962, and preceding that date?
Mr. Box. I imagine he was in contact with Mr. Wyatt on a continuing basis.
Mr. RICHARDSON. Did Mr. McKibben advise Nielsen that when astation canceled Nielsen, there was ahistory to the effect that that station's
ratings dropped?
Mr. Box. Not to my knowledge. We have had aseries of complaints
about Nielsen ever since we have had the stations.
Mr. RICHARDSON. Did Mr. McKibben imply to Mr. Wyatt of the
Nielsen Co. that the Nielsen personnel could be fixed?
Mr. Box. He may have, sir. That would be amatter of conjecture
on my part.
Mr. RICHARDSON. Do you know whether or not Mr. McKibben advised Mr. Wyatt that any of the Nielsen fieldmen had contacted your
station in St. Louis?
Mr. Box. On what basis? For aservice?
Mr. RICHARDSON. No; the fieldmen would be the men that actually
go out and check on the different homes that keep the sets. The Nielsen.
men calling on stations are not called fieldmen.
Mr. Box. No, Idon't know anything about that.
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Mr. RICHARDSON. Did Mr. Wyatt contact you by letter relative to Mr.
McKibben's calls ?
Mr. Box. Yes; he did write me aletter that he was very incensed at
McKibben's attitude; that he would question the integrity of Mr.
Nielsen.
Mr. RicnAttnsoN. Did you advise Mr. Wyatt that station WIL as of
that date, February 19, 1962, had had avisit from Mr. Sparger and
me during that week and that we had been at your office ?
Mr. Box. Imay have, yes.
Mr. RICHARDSON. Had we been in your office that week ?
Mr Box. You were there the 10th of March 1962.
Mr. RICHARDSON. This was in February of 1962.
Mr. Box. No, sir.
Mr. RIGH,11IDSON. Even though you may have advised him that we
had been there ?
Mr. Box. I didn't say that. I thought you were referring to the
March visit.
Mr. RICHARDSON. Did you go into any detail in this telephone conversation on February 19 as to what our conversations with you had
been ?
Mr. Box. Not t
hat Irecall.
Mr. RICHARDSON. Did you also advise Mr. Wyatt that we had been
in contact with Mr. Krelstein, who is the manager of the Plough
stations?
Mr. Box. Ithink Idid; yes.
Mr. RICHARDSON. Did this result from aletter to Mr. McKibben on
February 16, 1962, acopy of which was sent to you ?
Mr. Box. No; I think this was in the line of general complaints
which went on on amonth-to-month basis.
Mr. RICHARDSON. Did Mr. McKibben have any conversations with
Ben Wilson of the Nielsen Co. ?
Mr. Box. I imagine he had frequent conversations, because Mr.
Wilson is the field manager in that area.
Mr. RICHARDSON. Did he have aconversation relative to our discussion with you on ratings ?
Mr. Box. That Idon't know.
Mr. RICHARDSON. Did you not advise Mr. Frank Stisser, president
of C. E. Hooper, that members of the subcommittee staff had been in
St. Louis and visited with you at your station?
Mr. Box. Yes. In fact, he asked me.
Mr. RICHARDSON. Was this not on January 29, 1962 ?
Mr. Box. Idon't believe so.
Mr. RICHARDSON. Did you advise Mr. Stisser that you had visits
from people in the Government and that they had questioned you in
relation to your ratings and they had questioned you with regard to
your Dallas station ?
Mr. Box. Ibelieve we had visits from the FTC.
Mr. RICHARDSON. Did you advise Mr. Stisser that you had informed
the men from the Government that Hooper, to the best of your knowledge, had done an honest and good job ?
Mr. Box. Iprobably did.
Mr. RICHARDSON. Did you also advise Mr. Stisser that you had
found certain faults with some of the other services?
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Mr. Box. Iprobably did discuss Nielsen with him; yes, sir.
Mr. RICIIARDSON. Did you not send Mr. Stisser anote on February
28 and later see him at a social gathering during that same week in
which you referred to anewspaper clipping relating to this committee's
staff from aDallas newspaper?
Mr. Box. Imay have. Ican't recall if Idid or not.
Mr. RICHARDSON. Mr. Box, can you identify this letter?
Mr. Box. Yes, I can.
Mr. RICHARDSON. Would you explain what this letter is ?
Mr. Box. Idon't know what the clipping was. Icouldn't tell you.
Do you have acopy of the clipping?
Mr. RICHARDSON. Would you identify for the committee the date
on this letter?
Mr. Box. February 27, 1962.
Mr. RICHARDSON. Was this the clipping you were referring to, Mr.
Box ?
Mr. Box. Icouldn't tell you, sir.
Mr. RICHARDSON. Did you also advise Mr. Stisser that you had received acall from aMr. John Churchill, of the Nielsen Co., attempting
to ascertain what you had told the Government men?
Mr. Box. No; I did not.
Mr. RICHARDSON. Now, Mr. Sparger and Ivisited you on March
22, 1962, at your station, WIL, in St. Louis; is that correct?
Mr. Box. It was in March. I thought it was the 10th.
Mr. RICHARDSON. In March, anyway?
Mr. Box. Yes.
Mr. RICHARDSON. At that time, we had a general discussion with
you relative to broadcasting and rating services; is that correct?
Mr. Box. That is correct.
Mr. RICHARDSON. Did we not specifically question as to whether
or not you had received visits from representatives of the Federal
Trade Commission or any other Government agency relative to rating
services?
Mr. Box. Yes, you did.
Mr. RICHARDSON. Did you not state that you had not had visits from
the Federal Trade Commission or any other Government agency with
relation to ratings?
Mr. Box. Idon't know whether I discussed Federal Trade or not.
Mr. RICHARDSON. You were asked specifically whether the Federal
Trade Commission had sent any people to see you. Do you recall
what your answer was?
Mr. Box. Idon't recall. As amatter of fact, they were there some
time before you were.
Mr. RICHARDSON. Was this not in relation to contests on some other
station, and not ratings?
Mr. Box. Ithink it involved contests on another station, but ratings
were asubject of discussion.
Mr. RICHARDSON. Mr. Box, at the time, didn't you tell us it was not
in relation to ratings, but contests?
Mr. Box. I think it was contests primarily, but I do know they
asked how they affected ratings.
Mr. RICHARDSON. Mr. Box, you had informed the Nielsen Co.,
according to what you said here this morning, and the Hooper Co.,
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that Mr. Sparger and I had been in contact with you and met with
you when in fact we had not.
This information, according to aletter from Mr. Stisser, and information supplied to the committee by the Nielsen Co., was given in
February of 1962. Mr. Sparger and Idid not visit you until March
of 1962.
Mr. Box. If I had a discussion with Nielsen or Hooper prior to
the time you visited us, it would have to be on the basis of trade paper
reports that you were going to cover those markets, because Idid not
see you until March.
Mr. RICHARDSON. Mr. Box, I would like to quote to you from an
interoffice memorandum to J. H. Churchill from W. R. Wyatt, dated
February 19, 1962:
I copied John
from Box to me
around the fact
Sparger and Mr.

Box with a letter I sent to McKibben which resulted in a call
today. He indicated that McKibben's whole attitude centered
that WM has been involved during the past week with Mr.
Richardson of the Harris committee.

Would you have any knowledge of that ?
Mr. Box. Yes; Iwould say that is not true.
Mr. RICHARDSON. You would say in this case that Mr. Wyatt was
misinforming Mr. Churchill ?
Mr. Box. I wouldn't say he was misinforming him. I would say
that in continuing discussions that we had with Nielsen, we probably
brought to his attention the fact that there was an investigation going
on. We welcomed it as far as Nielsen is concerned. If he misinterpreted my remarks, that is something else again.
Mr. RICHARDSON. Further he stated that you indicated—
These very bright young men had been most thorough in their questioning of
stations as to the variations that take place in research services as well as to
why the stations thought such variations might take place.

Did you have such aconversation with Mr. Wyatt ?
Mr. Box. I am sure I could not refer to any conversation that
had not already taken place. Iwill say again that there is no doubt
but what I had referred to the subcommittee's investigation many
times in our conversation with Nielsen.
Mr. RICHARDSON. Was there any indication in the press at that time
that we would ever visit St. Louis ?
Mr. Box. I think there were articles in the trade papers, probably
Broadcasting, which indicated the cities that you were going to visit.
Mr. RICHARDSON. Would it surprise you that the first time any
mention made of St. Louis was at the NAB convention, which was
after this period, Mr. Box?
Mr. Box. No. It wouldn't surprise me. I said I am not sure
whether it was in the trades.
Mr. RICHARDSON. You just assumed that we were going to visit you
and informed the Nielsen Co. that we had visited you ?
Mr. Box. No; Ididn't.
Mr. RICHARDSON. Then these people are mistaken ?
Mr. Box. I say they are mistaken in their concept. I did discuss
the subcommittee's investigation and said we welcomed it; yes.
Mr. RICHARDSON. Mr. Stisser was also mistaken when he thought
you had informed him that we had visited you ?
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Mr. Box. If he said I said you had visited us, he was mistaken;
yes.
Mr. RicHARnsoN. Both Mr. Wilson and Mr. Wyatt—
Mr. Box. Ihave never talked to Mr. Wilson about it.
Mr. RICHARDSON. Mr. Churchill, Imean—both Mr. Wyatt and Mr.
Churchill were mistaken in what they said?
Mr. Box. They were mistaken if they said I said you had been
there, because as you say, you had not been there yet.
Mr. RICHARDSON. That concludes the questioning of the staff, Mr.
Chairman.
The CHAIRMAN. Mr. Moss, any questions?
Mr. Moss. No questions.
The CHAIRMAN. Mr. Brotzman.
Mr. BROTZMAN. No questions.
The CHAIRMAN. How long have you been the manager of these
stations ?
Mr. Box. In St. Louis since 1957, in January, and the Dallas station
was acquired in 1958, June.
The CHAIRMAN. You previously lived in Texas ?
Mr. Box. No, sir.
The CHAIRMAN. Have you ever been in Texas ?
Mr. Box. Yes.
The CHAIRMAN. Have you previously been in California ?
Mr. Box. Yes.
The CHAIRMAN. Is your name John Frederick Box ?
Mr. Box. Yes, sir.
The CHAIRMAN. Have you also been in Syracuse, N.Y.
Mr. Box. Well, Iwas born near Syracuse.
The CHAIRMAN. Born there ?
Mr. Box. Born near Syracuse; yes, sir.
The CHAIRMAN. Have you also been in Rochester, N.Y. ?
Mr. Box. Mr. Chairman, could Iask my counsel to come up ?
The CHAIRMAN. Yes.
Mr. MCKENNA. May Iidentify myself ?
The CHAIRMAN. Yes.
Mr. MCKENNA. My name is James A. McKenna, Jr., I am amember of the firm of McKenna & Wilkinson, 1735 De Sales Street, Washington, D.C. Irepresent the Balaban stations in the activities before
the Federal Communications Commission. May I request leave to
approach the bench on amatter, sir?
The CHAIRMAN. Yes.
(Discussion off the record.)
The CHAIRMAN. Well, Mr. McKenna, this is the same John F.
Box, Jr., or John Frederick Box that the committee was inquiring
about ?
Mr. MCKENNA. Yes, sir, it is.
The CHAIRMAN. Thank you very much.
You may be excused.
The committee will recess until 2o'clock, at which time Miss Mary
Lou Ruxton will be the witness.
(Whereupon, at 12:20 p.m., the committee recessed, to reconvene at
2p.m., on the same day.)
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AFTERNOON SFSSION
The CHAIRMAN. The committee will COE» to order.
Mr. David J. Mahoney.
Are you Mr. Mahoney ?
Mr. MAHONEY. Yes, sir.
The CHAIRMAN. Do you solemnly swear the testimony you give to
the committee to be the truth, the whole truth, and nothing but the
truth, so help you God ?
Mr. MAHONEY. Ido.
TESTIMONY OF DAVID J. MAHONEY, EXECUTIVE VICE PRESIDENT,
COLGATE-PALMOLIVE CO.
The CHAIRMAN. Have aseat.
Mr. Mahoney, will you identify yourself for the record?
Mr. MAHONEY. Yes, sir. I am David J. Mahoney. I live at 888
Park Avenue, New York City, and I have a prepared release which,
if you would allow, Iwould like to read first.
The CHAIRMAN. Very well. You may proceed.
Mr. MAHONEY. My name is David J. Mahoney. Ilive at 888 Park
Avenue, New York City. Iam executive vice president of the ColgatePalmolive Co. in charge of three domestic divisions. I am here at
the specific request of the committee to repeat the highlights of a
speech Imade on March 6before the Association of National Advertisers Workshop on Television Advertising.
The CHAIRMAN. Mr. Mahoney, Iobserve you have some gentlemen
with you.
Mr. HURLBERT. Iam Mr. Leroy Hurlbert, 1020 Park Avenue, New
York City. Iam vice president and general counsel of Colgate-Palmolive.
Mr. REED. Iam William T. Reed. Ilive at 5800 Connecticut Avenue, Washington, Chevy Chase, Md., and Iam Washington representative for Colgate-Palmolive.
The CHAIRMAN. Do you expect them to testify, Mr. Mahoney, or do
you just have them here to consult and to advise you ?
Mr. MAHONEY. Ido not expect them, Mr. Chairman, to testify.
The CHAIRMAN. All right. You may proceed.
Mr. MAHONEY. I was pleased to accept this invitation to address
the subcommittee today on the subject of the challenges and opportunities in television as seen from the viewpoint of management.
The CHAIRMAN. Before you start giving the statement—which I
am not, of course, objecting to at all—but in view of the fact that you
are here as arepresentative, the executive vice president of the ColgatePalmolive Co., to discuss the matter of ratings before this committee, I
think it would be advisable for you to give us some information about
Colgate-Palmolive and how they are related to this particular subject
matter.
Mr. M AHONEY. Well, sir, we are the second largest television advertiser, as Iunderstand it.
The CHAIRMAN. What is your company ?
Mr. M AHONEY. Colgate-Palmolive.
The CHAIRMAN. What does it do ?
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Mr. MAHONEY. It sells soap, tooth paste, grooming aids, beauty products, ethical drugs.
The CHAIRMAN. We have to make all this information for the
record, Mr. Mahoney.
Mr. MAHONEY. Sir, Ihave never appeared before a committee. I
am trying my best.
The CHAIRMAN. Colgate-Palmolive is a company engaged in the
business of manufacturing products which are sold to the public ?
M T. M AHONEY. Yes, sir.
The CHAIRMAN. And Iassume, from what Iknow about your company and all, that you are so engaged throughout the United States
and other countries.
Mr. M AHONEY. That. is correct, sir.
The CHAIRMAN. You are acorporation.
Mr. M AHONEY. We are a publicly held corporation, listed on the
New York Stock Exchange.
The CHAIRMAN. Incorporated under the laws of what State ?
Mr. MAHONEY. Delaware, sir.
The CHAIRMAN. And as such Colgate-Palmolive is engaged in the
sale of products that you have mentioned, and maybe alot more—your
company does extensive advertising.
Mr. M AHONEY. Yes, it does, sir.
The CHAIRMAN. And in the advertising of your products you
utilize the facilities of the broadcasting industry.
Mr. MAHONEY. Yes, sir.
The CHAIRMAN. Do you make your contracts with networks or
individual stations ?
Mr. MAHONEY. Sir, the contracts are made through our advertising
agencies, as our agents, both through the networks and through
individual stations.
The CHAIRMAN. You operate through advertising agencies primarily.
Mr. MAHONEY. Exclusively.
The CHAIRMAN. In other words, you do no advertising directly with
abroadcasting facility or with anetwork.
Mr. MAHONEY. Not to my knowledge, sir.
The CHAIRMAN. Very well. Iwanted to be sure and get this information in the record, in order to establish the background of your
company as it is engaged in this particular operation.
Now you may proceed with your statement.
Mr. MAHONEY. Iwould like to read the statement, if Imay.
In its relationship to the public and to the advertiser, the television
industry represents the waist of an hourglass: the aperture through
which the sand flows from one compartment to the other.
At the to of the hourglass are the many different advertisers who
use the medium of television; and at the other end of the glass is the
vast consumer public.
Midway between these two groups, at the very center of the hourglass is that small body of men who make up the television industry.
And by the very nature of its position at this juncture of the two
segments, of the hourglass, the television industry has adual responsibility; a responsibility to the public and a responsibility to the
advertiser.
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The advertiser himself must actually accept responsibility for insuring his television investment. We are all more than well aware of
the spiral in costs in the television medium, not only for time but
for talent as well. And you and Iknow that this spiral is not about
to level off. And although we have not seen the spiral show signs
of leveling off, we do see, in many cases, the law of diminishing return
setting in.
It is, therefore, particularly appropriate at this time to consider
what steps the advertiser should take to insure his investment; and,
more importantly, what steps the television industry should take to
insure continued participation by its advertisers, at present or increased levels.
You are all familiar with the avenues available to the advertiser to
attempt to insure his television expenditure and minimize the attendant
risk.
You will note that Ispecifically said attempt to insure. Because
Ifirmly believe that without the full-fledged support and cooperation
of the television industry, fulfillment of these attempts is unrealistic
at this time.
Perhaps the most important tool management has at its command
today to help in the effort to see that television expenditures are
profitably rewarding, is research. I think it is incumbent on the
advertiser to conduct as exhaustive research as possible, first, to define the specific characteristics of the particular brand in question.
And secondly, once this has been done, to use research to become as
sure as he can that his television vehicle delivers the message primarily to the most important consumers. This is certainly nothing
very radical or new, but with the stakes so high and apredisposition
in some quarters to lean too heavily on quantitative analyses, it does
bear repeating.
Of course, quantitative analyses ( such as cost per thousand) are a
factor, but we must remember that this is only one ingredient in the
pie. The message to be used should also be thoroughly researched
before commercial production and once again before its placement
on the air. In this way costly production can be kept to aminimum
and the advertiser given assurance that the message he is using on
the $45,000-minute commercial has a reasonable chance of MMUS&
A tremendous responsibility rides with that single commercial, for
it must be exceptional at the price in order to justify the expenditure.
Management must be alert to the latest developments in the industry which might result not only in substantial economies, but, at the
same time, in amore effective use of the medium. Such things as
taped, integrated, and piggyback commercials; program ownership;
existence of tactical funds with which to take immediate advantage
of highly attractive opportunities; proper relation of spot to network
expenditures, based on individual brand problems and opportunities;
awareness of seasonal viewing patterns; and the like.
The point is that management knows ways of getting more for its
advertising dollars and is continually practicing these techniques.
But management—the advertiser—can't do it alone.
What about those boys on the other side of the street—the boys of
the television industry? What is the condition of their house and
how can they improve it and put it in better order?
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While the link of the hourglass is small in size and appearance, it
is a vital element because it joins the other two. And while the
number of men who comprise the television industry may be relatively small, there is nothing small nor unimportant about the power
this body wields. The networks today not only determine what gets
on the air but they own practically all of the shows. Ibelieve there
are about adozen exceptions, but even in some of these, the networks
have partial or controlling interests. The networks, and local stations too, for that matter, dictate program costs and terms to the advertisers. On top of this, it's becoming much more difficult for an
advertiser to get sufficient protection for his commercials from those
of directly competitive brands.
But perhaps the most unbelievable aspect of the whole situation
is that we are required to put good money on the line for long periods
of time on unknown quantities with no assurances. How do we know
that anew show or an existing show, for which we must commit in
advance for many weeks, will achieve anticipated ratings? How can
we know this when on many occasions the networks won't even guarantee the time spot of the show? And what recourse do we have if
the show doesn't achieve its ratings? After all, the networks have
the often exercised recourse, if the show is asuccess, of jacking up the
prices.
For example, "Dr. Kildare" has risen 73 percent in three seasons, with
a corresponding 94-percent loss in efficiency. That can hardly be
called an example of success. 4. certain lawyer moved from Saturday
to Thursday this season. Net result: costs up; audience down, 21percent poorer efficiency. A bearded musical director had the same
experience. New time period; higher costs • ratings off. Result: 44percent less efficiency for the advertiser. And all this has happened
with established shows. Think of the chances with brandnew ones.
Examples such as these are typical of many others on each of the networks.
All of this places the advertiser in a rough situation. Not only
must he gamble with real dollars, but he faces the dilemma of hoping
his show will be asuccess at the same time he is being scared to death
that if it is, he might not be able to afford it in the future.
The only advertisers who can sleep well are those few who own
controlling interests in successful shows. They can exert pressure on
the networks for choice time periods and other advantages.
Irealize that Imay have appeared to be negative in my approach so
far, but Iwanted to place the problems in proper perspective, before
making some concrete recommendations.
The money expended by television advertisers is based upon implied
ratings and promised audiences. The biggest risk the television advertiser takes is that these audiences and ratings won't materialize.
And the way things stand today, if they don't it is just plain tough—
for the advertiser. Last year, for instances, only 2new shows out of
50 were successful.
I firmly believe the time has come for the television industry to
adopt an Audit Bureau of Circulation technique and guarantee audiences.
If aparticular shows does not deliver agreed-upon ratings and audiences, the advertiser should be offered additional time free of charge
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until the original levels are met. Other competing media provide
such assurances. With the fixed costs of television rising, the advertiser must likewise be given some such assurances in the future. If
the networks insist on 52 weeks firm with high prices, no guarantee of
the same time period or even that the show will return, no voice in
show selection, restrictive product protection and virtually no billboards, then let them guarantee the audience. There's no question but
what the advertiser has enough variables in the efficiency of his commercials, and under present conditions, the odds are getting just too
big to handle.
A related proposal concerns brandnew shows where the risk to
management is even greater. In order to give the advertiser confidence in this situation, the networks should develop some meaningful
form of testing virgin shows. We all know that before ashow opens
on Broadway, it is subject to vigorous trials in order to evaluate audience reaction and refine the show accordingly. It's aform of on-thejob research.
I recognize that in this case we are dealing with only one show,
whereas in television one might say we are actually dealing with 52
shows. Still, that does not make these shows impossible to test. It
might be dangerous to place too much emphasis on one pilot film, but
the Broadway method does suggest something presently lacking in
television to any substantial degree; namely, the exposure of anew
show to typical consumers.
Perhaps asolution might be found in providing on-air testing of the
pilot film, in order to get general consumer reaction to the show content
and then expose anumber of subsequent scripts to consumers for depth
interviews.
The details of how this kind of thing should be done Idon't profess
to know. Iam not aresearch man. Iam an advertiser who wants to
minimize the risk of new shows for both ourselves and the networks.
Irepeat, last year there were only 2successful shows out of 50. Iam
aware that some research is presently conducted in this area, but Ido
not believe it is enough, nor do Ibelieve that it is sufficiently exposed
to the advertisers.
A final recommendation concerns the new product area.
A progressive company today must be vitally concerned with the
marketing of new products. However, it is becoming so expensive and
so dangerous to launch anew brand nationally, without previous market testing, that test markets are now the rule rather than the exception. But due to the lack of regional network programing, more
times than not it is impossible to test this important variable of the
marketing mix and in those few cases where it is possible, the cost
is asevere deterrent.
By regional network programing, I don't mean weak shows that
the network offers on a regional basis because it can't sell them nationally. Imean, rather, afew of the good shows—shows that agiven
brand would want to use if it were to go national.
Where it is possible to cut in on anetwork show, the charges generally are prohibitive and bear no relation to out-of-pocket costs.
Perhaps in the future the networks will be able to reduce premiums
and supply more regional shows for this purpose and bring cut-in
charges clown to areasonable level.
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May Isay, in conclusion, Mr. Chairman, that the Colgate-Palmolive
Co. has long recognized the value of television. If this weren't so.
Colgate would not be the second largest television advertiser in the
United States. It is because, in effect, we are partners with the television industry that we presume to offer constructive criticism.
In addition, we, as advertisers and as management, have other responsibilities. First, to the public; in the presentation of shows that
are interesting, informative, and in good taste. But, perhaps even
more importantly, we have a responsibility to our own shareholders,
because actually we are using their money in advertising through
television. We are impelled, we feel, to give an accounting of our
stewardship.
It is with this in mind that Imust repeat; if the networks insist on
52 weeks firm and high prices, no guarantee of the same time period
or even that the show will return, no voice in show selection, restrictive product protection and virtually no billboards, then let them
guarantee the audience.
Let me summarize the three recommendations Ihave made:
1. Guarantee audiences so that the risks may be more equally shared
by the networks and the advertisers.
2. Unbiased research of new shows and detailed presentation of
that research to advertisers, in order to balance the risk more evenly
between industry and advertiser and enable the advertiser to project
public acceptance, thereby better fulfilling his public obligation.
3. Afford greater availability of good regional shows for test-market
purposes at little, if any, premium; and fair cut-in charges.
I sincerely believe that if the industry adopts these proposals the
reward in profits will be far greater not only for the advertiser but
for the television industry as well, and that the public itself will indeed be far better served.
Mr. Chairman, may Imake one request.
The CHAIRMAN. Yes.
Mr. MAHONEY. Just before I left this morning, a copy of Advertising Age, which was published last night, dated March 18, today—
there is an editorial on the—perhaps the committee would not have
had the opportunity to see. May I read it, or may Ihave somebody
else read it?
The CHAIRMAN. If you would like to read it.
M T. HIIRLBERT. May Iread it ?
The CHAIRMAN. Certainly.
Mr. HEIRLBERT. This is an editorial on page 16 of Advertising Age,
March 18. The headline is "Tough Time for TV Nets."
Between the ratings hearings in Washington and some harsh words from a big
user of TV advertising, the TV networks are undoubtedly experiencing some
discomfort and distress these days.
On the one hand, Representative Oren Harris, House Commerce Committee, is
having some caustic things to say about the nets' reliance on rating figures; at
the same time, TV men found David Mahoney, executive vice president of Colgate-Palmolive Co., chastising them for several practices, and call on them to
"adopt an Audit Bureau of Circulations technique and guarantee audiences" and
to price their wares accordingly.
Pardon us if we mention that Mr. Mahoney is addressing himself to a subject
that is near and dear to our heart: The selling of TV programs on the basis of
accepted audience measurement figures, instead of in the entirely arbitrary and
unfair way in which network television programs are sold today.
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Mr. Mahoney, unlike Representative Harris' committee, is even willing to accept the validity of the ratings system currently in use. But he insists that
the advertiser and the network should agree in advance on what rating and
audience a particular show is expected to achieve, and if it doesn't live up to these
expectations, then additional time, free of charge, should be offered until the
original guaranteed audience levels are met.
Last month Colgate and Whitehall Laboratories caused quite a stir on
TV row when it was alleged that their agency, Ted Bates & Co., had made a
cost-per-1,000 deal with American Broadcasting Co. in connection with their cosponsorship of " The Jetsons." This deal reportedly called for made-good,
run-of-schedule evening minutes to fulfill the audience guarantee agreed upon for
"The Jetsons," which is exactly what Mr. Mahoney is talking about.
The adoption by the TV networks of some form of guaranteed circulation is
inevitable. And whether or not the present ratings system offers a mutually
acceptable means for measuring audiences is something that may be clarified
by the time the rating hearings end.

The CHAIRMAN. Iwant to thank you for calling that to our attention. Isuppose that is the advice of the advertiser, is it not?
Mr. MAHONEY. Well, sir, it is a trade publication that represents
the networks, and the agencies, as well as the advertisers.
The CHAIRMAN. Which is predominating—the network or the agencies or the advertisers?
Mr. MAHONEY. Sir, Iwon't purport to know. Ijust think it is generally accepted—it is aweekly, the bible of the advertising industry, of
which all three are an integral part. Idon't know, sir.
The CHAIRMAN. I can understand how all three are an integral
part. But it seems to me that the advertising industry is the part and
the television industry seems to be the means and the ends.
Mr. MAHONEY. Idon't follow your question, Mr. Chairman.
The CHAIRMAN. I mean by that that the advertiser must furnish
the advertising.
Mr. MAHONEY. Well, it is not to that degree in this publication,
sir.
The CHAIRMAN. And if it were not for your company as the advertiser, there would be no need for the advertising agency. On the
other hand, if it were not for the TV industry to provide the means
by which it goes to the American public, there still wouldn't be any
need for the advertising agency.
What Iwas trying to find out is if you know whether it is the advertising agencies or the advertizer.
Mr. MAHONEY. Sir, Ithink you might have to ask the people that
publish that magazine.
The CHAIRMAN. Iam afraid we might have some difficulty getting a
reply.
Mr. MAHONEY. No. The point of it, Mr. Chairman—the only reason we asked to read this, is, I am not an authority on ratings, nor
do Ipurport to be.
The CHAIRMAN. Ithink it is avery fine thing to call to our attention,
because it does indicate there is apossibility of reaching some sound
solution.
Mr. MAHONEY. That is really all it was intended to do.
The CHAIRMAN. But Iwant to ask you, since you have dwelt on it,
and the editorial dwells on it, how can you guarantee an audience?
Mr. MAHONEY. Sir, Ibelieve that gets back to the question you are
holding all these hearings for, which is whether any of the rating services are valid.
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I am sure this is true of most all other companies as it is of ours,
we try to set tolerances, phosphate content, tolerances on how strong
abox will have to be and so forth. A big part of any large consumeroriented type product as we make, agood part of our money has to go
into television and/or its advertising media.
Iwould look to minimize the risk.
Now, if the networks are predicating their whole cost on ratings,
Isay let them stand behind them.
The CHAIRMAN. You say "Ifirmly believe the time has come for the
television industry to adopt an Audit Bureau of Circulation technique." Now, that I can understand. "And guarantee audiences."
My question is how can you guarantee an audience ?
Mr. MAHONEY. Well, it is hopeful at the end of these hearings, sir,
that we will establish which if any of the rating services is the most
accurate. But if anetwork is selling to us
The CHAIRMAN. Well, assume that the rating services are accurate.
Mr. MAHONEY. If they are accurate, then the network says "It is
going to cost you $3.86 a thousand to use this program"—if it cost
me more than that because the show, which they are controlling, has
not come in at that price, then Iinsist on free make-good time elsewhere, as they would do in the newspaper or magazine or anything
else.
The CHAIRMAN. Mathematically accepting the ratings as accurate—
mathematically then you could arrive at a guaranteed audience.
Mr. MAHONEY. Yes, sir, if you accept the ratings.
Now, you say on Nielsen, do we believe it. Idon't know. But I
could say this. An organization such as Nielsen does store audits for
us. Now, they say, for instance, in acase of dental cream, one share
point is equal to about $1,850,000. Now, we know what our share
is from what they tell us, and we multiply,it out. And the variance
against our shipments is negligible. So therefore we have reason to
believe when they are speaking of other people, it is equally as
accurate.
Now, whether this can be carried across over into television audience
ratings, Idon't know.
The CHAIRMAN. You say, "Other competing media provide such
assurances."
Mr. MAHONEY. Yes, they do, sir.
The CHAIRMAN. All right. You have anewspaper in agiven community. It has a circulation of x number. You know it is going
to so many people, that circulation.
Colgate-Pahnolive has an advertisement in that paper. How are
they going to guarantee that there is going to be so many readers
to read it
Mr. MAHONEY. Ididn't ask for aguarantee of readers. Iasked for
aguarantee of audience.
The CHAIRMAN. What would be the difference in aguarantee of the
number of people who would read an advertisement where the circulation of newspapers go to, as compared with the number of people
in the homes with televisions ?
Mr. MAHONEY. Well, sir, if Ihave ashow and they say it is going
to deliver to me, xmillion
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The CHAIRMAN. X million what ?
Mr. MAHONEY. X million viewers. And the people during the commercial happen to be out washing their hands, this is not the problem
of the network—any more than the fact that they say they are going
to deliver x million circulation of Life magazine, or the Little Rock
paper or anything else. If people don't read the ads, this is the
problem of the advertiser. But in most cases in print their guaranteed circulation is over—is under—excuse me—they say they are
delivering 100,000, they are laying in about 120,000. So therefore
you fight for your own interest in readership.
Now, all I am asking is if they sell me a show that I have to sign
for for 52 weeks in advance—I can stop the newspapers any time I
want, I can stop magazines. But if I am hooked for 52 weeks and
they are going to call all the shots, then I think they have to take
some of the responsibility. Idon't know if this is the subject of ratings or not, Mr. Chairman, but I didn't come down here to discuss
ratings. Icame down here at the request of the committee to discuss
my speech.
The CHAIRMAN. The committee was interested in your speech because you were discussing the subject of advertising, and advertising
based on ratings, and you call it aguaranteed audience, which is the
same thing, from what you have explained.
Mr. MAHONEY. Not quite, sir.
The CHAIRMAN. How would you arrive at a guaranteed audience,
then, if you don't do it by ratings ?
Mr. MAHONEY. Ibelieve you have to do it by ratings. Ihave never
disclaimed the ratings. In fact through the whole speech Iam saying
I will accept any rating figures that the research people and this
committee and others more learned than I decide is the right way
to do it. But when Isit down ayear from now, and say I am going
to have the Colgate Co. tied in for $55 million, Iwant to know that
somebody is standing behind it. That is not my province to know,
which one of the rating systems is correct.
The CHAIRMAN. And you don't want that to be arating system.
Mr. M AHONEY. Ididn't say that at all. Isaid there has to be some
kind of arating system. Idon't know which one is correct.
The CHAIRMAN. In your case, you want the networks to stand
behind it..
Mr. MAHONEY. Yes, sir. They are selling against it. I certainly
want the people that supply me boxes to tell me they are not going to
fall apart before they get out to Sacramento, too.
The CHAIRMAN. Well, I would think that the networks should be
in aposition to stand behind any contract that they agree to.
Mr. MAHONEY. That is exactly right, sir.
The CHAIRMAN. And to deliver on that basis. I am interested in
your suggestion about research in that field.
What we are interested in, as has been indicated by the editorial
which you referred to a moment ago, is who is boss of the operation.
Does the management of advertisers have anything to say once they
launch out on a program? Do the networks have anything to say
about it? Or are they completely at the mercy of someone who is
operating in adifferent field altogether, and it may or may not be in a
very limited way, and then they come up with the results, which have
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life and death, first, on the facility itself, and second, as to whether or
not the advertisers have a return on their investment, and third, on
those who produce the show and are held responsible for them.
Mr. MAHONEY. That is quite a question, Mr. Chairman.
The CHAIRMAN. That is the problem.
Mr. M AHONEY. Iquite agree with you. But Iwill not admit to the
fact that the advertisers are at the mercy of anybody. But you do
have three networks. There are only so many hours aday. It is probably the most powerful medium that we know.
The CHAIRMAN. That is the reason it is so important.
Mr. MAHONEY. Yes, sir. We buy shows that they determine they
are going to put on. If Iam not happy with X mapzine, Ihave the
alternative of canceling it, or Y paper. In television, you sign for
52 weeks. I don't know who the replacement for Jackie Gleason is
this summer, but Iam signed for it for 13 weeks. If they are so smart,
and are going to pick out which is the right show, Isay let them stand
behind it. Now your obvious other question is quantitatively have you
analyzed it. The best Ihave been able to come up with and allegedly
everybody else has been able to corne up with is some form of arating
service.
The CHAIRMAN. There are lots of forms of rating services. We
have had several of them explained here.
Mr. M AHONEY. Iam sure you have, sir. Iam saying somebody has
to agree what is a rating service, and how it works.
The advertiser is not abdicating his responsibility, nor is he at the
mercy, if we can go to anetwork and say we need xnumber of people,
we will pay for it.
The CHAIRMAN. It appears to me your problem is one to work
out with the advertising industry and the television network.
Mr. MAHONEY. Yes, sir.
The CHAIRMAN. Which is one of the fields in which we are interested. But primarily we are interested in reliability.
Mr. M AHONEY. Yes sir—as we are.
The CHAIRMAN. And whether or not the service does what it says
it does.
Mr. M AHONEY. Mr. Chairman, I didn't come down to speak on
relative accuracy of any of the ratings. Isaid let them decide which
is the right one. But somewhere along the line, it has to be decided.
The CHAIRMAN. Mr. Younger.
Mr. YOUNGER. Thank you, Mr. Chairman.
Igather from your remarks that back of this sales system probably
there is a lack of competition in the networks which might give rise
to the opinion that they have, that they can sell aproduct without any
guarantee back of it.
Mr. M AHONEY. Mr. Younger, there only are three networks.
Mr. YOUNGER. Am I right in looking back of your remarks that
there might be something back in your mind that if you had more competition, that you would probably have somebody step up that would
give asuitable guarantee of some kind, through some type of rating
that would be agreeable?
Mr. MAHONEY. Yes, sir.
Mr. YOUNGER. Do you think that there is apossibility with the allchannel receiver sets which will be mandatory in 1964, which might
give rise to another network of UHF stations ?
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Mr. M AHONEY. Yes, Mr. Younger, perhaps another network, or perhaps stronger independent stations.
Mr. YOUNGER. Do you think there might be apossibility of that?
Mr. M AHONEY. The French have awonderful saying called noblesse
oblige—much is given, much is expected. Ithink it will find its own
level, and it will be for the good, yes, sir.
Mr. YOUNGER. I can see in your recommendations that if you can
agree on some type of rating or atest, that there might be apossibility
that the station or the network or the broadcasters, might have something to do with the building up of the test. But if Ihave your plan
in mind, all you are asking is that if there is any rating, if they guarantee ashow that has arating of 20 and it develops very shortly, through
this rating, whatever the rating system is, that it only shows 17, then
it would be incumbent upon them to make up that difference through
additional time or on another show ?
M T. MAHONEY. Precisely, sir.
Mr. YOUNGER. Or to cut their price accordingly so you wouldn't be
paying any more per thousand listeners than you agreed to pay when
you signed the contract.
Is that aproper expression of your idea ?
Mr. M AHONEY. Yes, sir; that is precisely it.
Mr. YOUNGER. And now you say that you possibly have such acontract with ABC?
Mr. MAHONEY. No esir.
Mr. YOUNGER. This new contract that you said you are going to
make ?
Mr. MAHONEY. No, sir. What happened is some time ago there was
a show that was coming on the air that everybody was not that enamored with.
Mr. YOUNGER. Ican hardly hear you.
Mr. MAHONEY. It was ashow that perhaps everybody was not quite
enamored with. We said if it does not come in with this rating, we
want additional spots to make up the number of viewers somewhere.
We were not asking for arebate. We were saying you have free time
on the air, give us additional spots so we can deliver so many viewers,
which they slid.
Mr. YOUNGER. In other words, they have gone part way over to your
idea of aguaranteed audience ?
Mr. M AHONEY. Yes, sir, they have.
Mr. YOUNGER. That is all, Mr. Chairman. Thank you.
The CHAIRMAN. M T. M OSS?
Mr. Moss. Mr. Mahoney, in seeking some sort of rating, aren't you
concerned that it be avalid form rather than merely an agreed upon
one?
Mr. MAHONEY. Yes, sir, it would have to be valid—just as our CPA
statements and everything else has to be valid as you can possibly
get; because Ido get back to the point we are not spending our own
money, we are spending somebody else's.
Mr. Moss. The first thing that concerns me in this demand for
guaranteed circulation is that, unlike the press, where you actually can
check your figures, and you can prove them, Ido not know how you
are going to develop atechnique in audience measurement in television that will permit that type of check. At the best you are going
99-942-83-pt. 1-24
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to have an educated guess. And you are never going to be able to precisely check it and determine its validity, are you ?
Mr. MAHONEY. That perhaps is true, Mr. Moss. But may Isay this.
By the same basis, if ashow is considered to be successful, this educated guess raises the rates.
Mr. Moss. Yes. Iunderstand it raises the rates. What you would
like there perhaps is aguarantee against success.
Mr. MAHONEY. Perhaps. No, that is not my word, sir. Ido not
want aguarantee against success.
Mr. Moss. If you are buying it today and it has arating of so much,
and your contract price is x number of dollars, and its success meets
your fears and it is then priced out of your reach, its success has denied
you the use of it.
Mr. MAHONEY. That is right. And agood part of this, Mr. Moss, is
predicated on shows that are not even on the air.
Mr. Moss. Yes, Iunderstand that.
Iam of the opinion that we have done great violence to television
today by too much reliance on ratings. When you go out and buy a
newspaper or magazine and other printed media, you buy in markets
aimed at aspecific part of the populace, do you not?
Mr. MAHONEY. Yes, sir.
Mr. Moss. And if you buy in anewspaper, you buy in every edition
of that paper throughout the day, or throughout the period of your
contract. And all you are given is the potential of exposure, no guarantee of readership.?
Mr. MAHONEY. That is right.
Mr. Moss. If you are going to buy in television, you are going to
buy in some instances for aminute, or 5minutes, or 15 minutes. And
there at that point you must get the guarantee of circulation.
Now, Ipoint out that no other medium gives this.
Mr. MAHONEY. Mr. Moss, Idid not ask for that.
Mr. Moss. You said you wanted aguaranteed audience.
Mr. MAHONEY. Not for my commercial.
Mr. Moss. Of the total for the day, or of the total—
Mr. MAHONEY. Of that half-hour show or that hour show—that
they will deliver in that show, just as the newspaper. Ido not expect,
and Ithink the facts will bear me out—
Mr. Moss. Isn't Audit Bureau of Circulation based on total circulation in the area for the day or for the audited period?
Mr. MAHONEY. Yes, it is, Mr. Moss.
Mr. Moss. But here you would be only aiming for atotal circulation of avery small part of the total period, of the medium ?
Mr. MAHONEY. No, sir.
Mr. Moss. Well, you would be aiming for ahalf-hour out of a16hour broadcast day.
Mr. MAHONEY. Mr. Moss, if I bought the Washington Post and
they said they were delivering x circulation, Iwould like to have the
same kind of an arrangement with a half-hour television show that
is going to be on the air.
Mr. Moss. It would not guarantee to give you so many circulation
of readership on the editorial page, would it
Mr. MAHONEY. Idid not ask for that.
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Mr. Moss. No. But you are asking for an identifiable part of the
total programing day; to have aguarantee on it.
Mr. MAHONEY. If they say they are going to get me 3 million to
watch this show between 7and 8, and they come up with amillion and
ahalf, my chances of having people see my commercial are obviously
cut in half. Now, if Ibuy the Washington Post, and they cut their
circulation in half, again the chances of people reading my ad are
eut in half.
Mr. Moss. But you do not know whether you are going to get that
circulation in the home- delivered edition or in the first edition that
hits the street. You do not know which edition you are going to get
your circulation in. You are going to get it in the day, in the total of
all circulation.
Mr. MAHONEY. Yes, sir. Just give me that number and Iwill take
my chances. Iam not signing for 52 weeks, either.
31r. Moss. No, you are not. And they are not programing on a
fixed basis for 52 weeks.
Mr. MAHONEY. Most network shows are buying 39 weeks minimum.
Mr. Moss. Isn't that part of the power the network has because of
the limitation on availability of time in prime hours ?
Mr. MAHONEY. That is not my problem, Mr. Moss.
Mr. Moss. But it is your problem.
Mr. MAHONEY. My problem is they say they are going to deliver
so many, and they do not deliver them.
Mr. Moss. Of course, if we try to tie down—let me make arather
candid observation.
Sitting here and listening to rating services to date, and reviewing
prospectively for further hearings, Iam not sure at the moment that
Iwould express any confidence in rating services. Probably Iwould
have serious doubts as to the effects of these, if any at all, in giving
you ameasurement of anything.
Now, in this sort of exposure, would you be buying sets tuned in on
agiven hour ? Is that the kind of guarantee you want ?
Mr. MAHONEY. Mr. Moss, may Iask you aquestion? How would
you buy it ?
Mr. Moss. Iam not sure.
Mr. MAHONEY. That is my problem. That is my quandary.
Mr. Moss. Here is the difference. At the present time you have a
medium that gives you exposure. You want it measured precisely.
It is my view that you cannot measure it with precision. There have
been rating services in existence now for over 35 years, and they have
all tried, and Ithink with all of their endeavor—and many of them in
my judgment are very sincere—but they have fallen short of doing
anything but coming up with interesting figures, which thrown to a
group of expert statisticians would immediately provoke vigorous
dissent as to their validity. Now, that is the type of measurement
you are talking about.
When you talk of Audit Bureau Circulation you are talking of
something that is very precise. When you are talking of your inventory testing with Mr. Nielsen, you are talking of something where at
some point there is aprovable factor that comes in, and you can then
check results—as with Mr. Gallup's ratings on elections, you can
finally test to see what your margin of error is. But here there is no
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chance anywhere for the testing which gives you the assurance of
exactness you seek in this guarantee. Perhaps the thing that should
be done here is to have the network candidly tell you that they cannot
test it, and that they cannot measure it and say that, "We are charging
you this much because this is what the traffic will bear—we are not
guaranteeing you anything, except an opportunity."
Mr. YOUNGER. Will the gentleman yield ?
Mr. Moss. I think on the one hand we have a candid recognition
of fact; on the other, we are trying to achieve the impossible. And
in the process, I think we do great viol ence t
o p
rogram i
ng aroun d
this Nation. We seem to have everyone of these, just like every magazine and newspaper in this country was to go out and seek to get
the same identical market in their readership. And, of course, they
do not do that. They aim at different segments of the total economic
market available in the United States.
But here we gradually break this down to all competing for the
same market, and we give it a standard mediocrity which I think,
unless something is done, ultimately will destroy its effectiveness. It
will not be the interesting and the challenging medium that you
hope it is to give you the returns on your advertising at all.
Mr. MAHONEY. Mr. Moss, advertisers in no way are going to abdicate this right. This does not mean that you ought to have violence
shows or have sex shows, or have all of that. We could not afford it
in the Colgate-Palmolive Co. The fact that it would cost us more to
just go to a man's product, such as any of our products—and buy
sports—maybe it is worth $4.50 a thousand to know what we are
getting, versus $3athousand, selling soap in daytime soap opera.
Now, your point on improving the caliber of television, I agree
with.
Mr. Moss. I am not talking of that as the major problem. The
major problem I am talking about here is that you are demanding a
standard which at no point has anyone been able to come forward
and tell this committee is something that can be achieved.
Mr. YOUNGER. Will the gentleman yield?
Mr. Moss. Iwould be very happy to yield.
Mr. YOUNGER. I want to get clear in my mind—I do not gather
from your testimony that you are asking for anything. You are
asking for the network which sells you a program, which assures
you acertain listening audience, to produce that audience or else.
Mr. MAHONEY. That is right, exactly.
Mr. YOUNGER. That is all it is. He is not asking for some specific
thing. But whatever system they use, to use the same system
consistently.
Mr. Moss. Mr. Younger, I must decline at the moment to What
further, because you have somewhat but
ch
ere d my statement.
What
he is demanding is exactly what I said. 'Whether he seeks it from
the network or anyone else, he is demanding: "If you tell me I am
going to get amillion and ahalf viewers, deliver"; or through an arrangement such as he worked out in one instance with ABC: "Give
me agreater opportunity for exposure to another audience." But in
the total—"Deliver or guarantee."
Mr. M AHONEY. Yes, sir.
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Mr. Moss. Now, then, that implies a precision of measurement
which on the record that we have before us is not obtainable.
You have to be able to go out and check audiences and say, "All
right, we had amillion and ahalf viewers on your show" ; or "We had
1,250,000, so you have got alittle rebate coming here in time or otherwise." That is what you want.
But I wonder if in the seeking of it you are not going to merely
force further dilution, because that is all the ratings in my judgment
have been up to date—interesting sets of figures.
Now, in this matter of regional shows, do you place most of your
advertising through networks on a national basis or do you go to
local stations as well ?
Mr. M AHONEY. Well, both, sir. But basically national networks.
Mr. Moss. Now, you would like the opportunity to be able in a—
particularly in the presentation of a new product, where you offer it
in one region of the country, to be able to back it with high quality
programing in order to test it with all factors present—the impact
of advertising, to see what the acceptance is ?
Mr. MAHONEY. Yes, sir.
Mr. Moss. And this is a real problem—because I hear from my
local advertisers that they are closed out in prime hours of being able
to compete for audience attention, because they have not the dollars to
buy nationally—in fact, it would be awaste of money, since they are
only interested in the localized audience.
Do you think that all prime time should be utilized solely for
network programing, or should there be some means of—
Mr. M AHONEY. Mr. Moss, Inever said all prime time.
Mr. Moss. Well, I imagine when you program, you program a
lot in prime time.
Mr. M AHONEY. Yes, we have prime time, daytime, local cut- ins
and all else.
Mr. Moss. Well, Imerely mention the prime time question
Mr. M AHONEY. The reason for it—
Mr. Moss. Your greatest competition for time is on anational television—your prime hours are more competitive.
Mr. M AHONEY. Yes, sir.
Mr. Moss. Much more so than daytime.
Mr. MAHONEY. If you broke it down on acost per thousand, which
Igather you are not willing to accept, Idon't know. You pay more
at night to get more people. You pay less during the day, and you get
less people.
Mr. Moss. It depends on which rating as to how much weight you
could give to cost per thousand.
Mr. MAHONEY. As I said, Mr. Moss, I did not come to speak on
ratings; Icame to make aspeech which Iwill stand completely behind,
because Iam convinced it is right.
Mr. Moss. Well, Iunderstand always when you make speeches you
are convinced they are completely right. That is why we make the
speeches. But the problem here is not just how good are the ratings,
but is it possible to measure with any degree of accuracy the audience.
If you are going to demand that that be done, then you have some
opinion as to whether or not it is feasible.
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Mr. MAHONEY. Well, somebody somewhere along the line must have
devised the idea that an inch is an inch and that afoot is afoot, and
ayard is ayard.
Mr. Moss. Yes—and you can lay it right down here and measure it
today and tomorrow and it is there. And this thing is so many
inches. How do you know how many have that dial turned on ? And
where do you get your measurement to make that determination?
Mr. MAHONEY. Well, therefore, Ihave to go back to the networks.
They decide. In other words, if that were not the case, you would
just be paying out the money that it cost them to operate the studios.
But they charge more for prime time, by your own admission. Now,
why ?
Mr. Moss. Because they claim more audience.
Mr. MAHONEY. Do you think they are getting more audience?
Mr. Moss. Ithink they probably are. Iam taking my own habits.
Iwatch more in the evening than the daytime.
Mr. M AHONEY. SO, therefore, that is an implied rating.
Mr. Moss. When you reduce it to aguaranteed cost per thousand
then it is more than just an implied rating—it is precise.
Mr. MAHONEY. Well, Ithink we are now on semantics.
Mr. Moss. Those are all the questions Ihave.
The CHAIRMAN. MT. Brotzman.
Mr. BROTZMAN. Mr. Mahoney, Inotice in your statement that you
are the second largest television advertiser. Now, I would assume
that you do other advertising than just by television ?
M T. MAHONEY. Yes, sir.
Mr. BROTZMAN. How do you rate in the area of radio?
Mr. MAHONEY. Would you repeat that, sir? How do we rate in
radio ?
Mr. BROTZMAN. More accurately—do you know how you rate among
national advertisers in the radio market?
Mr. MAHONEY. No, sir; I do not. But I could have it for you
within an hour.
Mr. BROTZMAN. You have a large radio advertising program?
Mr. MAHONEY. No, sir' not in relation to our total budget.
Mr. BROTZMAN. I would assume that. you also advertise in newspapers.
M T. MAHONEY. Yes, we do.
Mr. BROTZMAN. Can you approximate the proportion of your advertising budget that you spend for these different media ?
Mr. MAHONEY. Sir, if Iam not held to it, to the exact numbers, I
would say about 75 percent of it is in television, 15 percent of it would
be in newspapers, and the other 10 percent would be split up in other
media. Ibelieve that is reasonably accurate.
Mr. BROTZMAN. All right. Now, why do you spend amuch larger
percentage on television advertising?
Mr. MAHONEY. Many of our products, sir, call for demonstration.
Secondly, it is avehicle which I am sure you are better acquainted
with than I am that ties in sound, rather than just apicture. I do
not think there is any question it is the most powerful medium that
you could possibly use to sell aproduct.
Mr. BROTZ1VIAN. You say you do not have any question but what
that is the best way to sell aproduct?
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Mr. MAHONEY. Sir, the best way I think to sell a product would
probably be door to door, shaking hands and saying, "I have this
product, this is why it is good." Not being able to do that, the next
closest thing to it is television.
Mr. BncerzmAx. So then I think your answer really is that this
is the best way to sell your product, according to your judgment?
Mr. MAHONEY. Yes, sir; that is correct.
Mr. BROTZMAN. Now, aside from the economic factors for amoment,
how do you check to find out what exposure your program is getting,
or the program which you are advertising on in television?
Mr. MAHONEY. Well, basically presently it is Nielsen. But we use
other services, such as Arbitron and Trendex, to try to check one
against the other. Now, in most half-hour or 15-minute shows, give
or take, the ratings are fairly close. As you get into hour shows,
it does become a discrepancy in some cases.
But Nielsen, which is what most of our advertising agencies
recommend, and what the networks sell against, we accept.
Mr. BROTZMAN. You accept that?
Mr. MAHONEY. Yes, sir—in lieu of anything else.
Mr. BROTZMAN. What was the last part of that answer?
Mr. MAHONEY. I said in lieu of anything that is better, sir.
The CHAIRMAN. Would the gentleman yield right there? Then
you are telling us that you rely on ratings?
Mr. MAHONEY. Yes, sir.
Mr. BROTZMAN. That was the question Iwas going to ask you. You
are spending 75 percent of your advertising budget for television.
You are predicating that expenditure of money which, as Ithink you
said, you wanted to account for your stewardship to your stockholders.
But you are predicating that judgment upon ratings; is that correct?
Mr. MAHONEY. To a large degree; yes, sir. Now, ratings also in
the sense—so this is not misunderstood—that we will buy higher cost
per thousand, which means in essence lower ratings, for as long as
we think the show is in support for what is best for the Colgate Co.,
so far as the public image, so far as delivering to the listeners and
viewers and so forth what is best. We are not buying ratings just
for the sake of ratings. We are buying ratings on shows that we think
can contribute. Ithink our track record over the years proves it.
Mr. BROTZMAN. All right.
Now, the next question is, Iassume you think this is the best rating
that you can get upon which to predicate your judgment.
Mr. MAHONEY. Sir, Iam not aresearch man, but Iam advised that
is true.
Mr. BROTZMAN. By whom are you advised that is true?
Mr. MAHONEY. By our advertising agency people, by the technical
people in our own market research and radio and television department of the Colgate Co.
Mr. BROTZMAN. Do you have any feeling that there are shortcomings in the system upon which you are relying?
Mr. MAHONEY. Sir, Igather there must be some. There are shortcomings in every system. Perhaps to some degree it is inaccurate.
But it is the best one available.
Mr. BROTZMAN. The point is, it is the best one available ?
Mr. MAHONEY. Yes, sir.
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Mr. BROTZMAN. Now, you talked about a guaranteed market here
in your speech. I think in the prior questioning you discussed and
agreed upon standards. Obviously, if you are going to guarantee
something, you have to have some way to accurately measure what is
being guaranteed; is that correct ?
Mr. MAHONEY. Yes, sir.
Mr. BROTZMAN. Now, are you saying to us that you would like to
proceed with the recommendations you have made and primarily
recommendation No. 1, that is a guaranteed audience—you would
like to proceed with that guarantee based upon the rating services you
are using?
Mr. MAHONEY. May Iparaphrase it, Mr. Brotzman ?
Mr. BROTZMAN. You understand my question now ?
Mr. MAHONEY. Yes, sir.
Mr. 13noTzmAx. Iwill listen and see if you answer it.
Mr. M AHONEY. Let me put it this way, if Imay.
We are being sold by the networks an implied audience. That audience, we pay x dollars, which is multiplied out and comes to a cost
per thousand.
Now, if we agree on that rating service—which Isay in the speech
we have to—
Mr. BROTZMAN. When you say " we agree," you are talking about
your competitors ?
Mr. M AHONEY. No, sir; I am talking about the Colgate-Palmolive
Co. and the networks.
Mr. BROTZMAN. You and the networks.
Mr. M AHONEY. That's right, sir. If they are going to call all the
shots and say "You are going to be on this show, if you want time"—
Isay if they are so bright, precise, and so forth, if it doesn't work, I
am out; if it works, they are protected. Isay we should share this
risk, regardless of however the standards are set.
As Mr. Moss said, perhaps the standards are not precise enough, I
don't know. But they sell against it. And if they sell against it, I
have to buy against it. If Ibuy against it, I want aguarantee.
Mr. BROTZMAN. All right.
You have a lot of people working for you, and you have experts
at your disposal; I am sure you have. We won't quarrel about the
word "expert," but you have people undoubtedly that you think are
experts in this particular area.
Mr. MAHONEY. Yes, sir.
Mr. BROTZMAN. Would they want you to enter into the guaranteed
market theory, guaranteed audience, based upon the rating services
you presently have at your disposal ?
Mr. MAHONEY. In my opinion, yes.
Mr. BROTZMAN. You are not quarreling with the rating services'
techniques or anything else, but rather whether they stand behind
what they are representing to you ?
Mr. MAHONEY. That is exactly it, sir.
Mr. BROTZMAN. Do your checks indicate that these are accurate
enough for you to base these judgments on ?
Mr. MAHONEY. The only way I say they are accurate is from the
store audits, and as Mr. Moss points out they are factual and you
can check them. So Iwould have to buy the integrity of the company.
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Now, Ithink, on some of these things, you would have to take it on
atrend. They might be 5percent off or 10 percent off. But at least
they are relative.
Mr. BROTZMAN. Do you use the same rating service for your radio
fruide ?
Mr. MAHONEY. In most cases, yes.
Mr. BROTZMAN. The same one?
Mr. MAHONEY. You have other ones in that, too, of course, as you
probably know from the hearings better than I, Hooper, Trendex,
and so forth.
Mr. Moss. Mr. Hull?
Mr. Hum. Mr. Mahoney, you say that perhaps the most unbelievable aspect of the whole situation is that "We are required to put
good money on the line for long periods of time in unknown quantities, with no assurances.
"How do we know that anew show or an existing show for which
we must commit in advance for many weeks will achieve anticipated
ratings ?"
Iunderstand that you said you were the second largest advertiser?
Mr. MAHONEY. Yes, sir; on television. I understand we are the
eighth or ninth in total dollars, but Iam told we are the second largest
in television.
Mr. Him,. And you have just bought a 13-week show and don't
know what it is going to be?
Mr. MAHONEY. No, sir; Ibought more than that. Ijust don't know
what the last 13 weeks is going to be.
Mr. Hum.. That is an unbelievable aspect to me.
Have you ever bought ashow that had no previous ratings?
Mr. MAHONEY. Sir, most of the shows that you buy these days have
no previous ratings—at least half or more.
Mr. Hum,. Have you ever been guaranteed ratings on these shows?
Mr. M AHONEY. No, sir; with the execption of "The Jetsons."
Mr. M ILL. May Iask you this question: Would the excellence of the
ratings on your show be the predominant factor, or would the excellence of your product be the predominant factor ?
Mr. M AHONEY. Well, gosh, Mr. Hull, as Ianswered the question Mr.
Moss asked before, if you give nie abig enough audience, I will take
my chances. But if I am in apaper of athousand, Icould have the
best audience in the world and perhaps half the people will see it.
But if Iam in apaper of 50,000, perhaps 10 percent will see it. Perhaps it is the excellence of my product. It is the excellence of the
product; it is the caliber; it is the way that the television message is
presented, and so forth.
But we are talking about anumber of people. Iwould rather speak
to 50 people and have achance of selling some of them than speak to 3.
Now, Iam committing for 50. Imight get 40, Imight get 20.
Mr. HULL. Well, have you ever had occasion to check these ratings,
spot check them ?
Mr. M AHONEY. Idon't follow your point, Mr. Hull.
Mr. Hum,. To spot check these ratings to see the veracity or accuracy of them ?
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Mr. MAHONEY. Idon't know how to answer that one, because I am
already on the record saying that Nielsen seems to be the most accurate. We do, as Imentioned earlier, check—
Mr. H17LL. Iam not asking you that. Iam just asking you if your
company, as large an advertiser as you are in the advertising industry,
has ever taken the time out for your own sake to check some of
these ratings to see how accurate they are?
Mr. MAHONEY. Oh, yes, sir. You mean do our own spot checking
other than the services ?
Mr. Hum.. Yes.
Mr. MAHONEY. Yes, sir.
Mr. Hum.. Because we have had some testimony here, Ithink that
some rating services do some of their reports in the office, without even
calling on these people.
Mr. MAHONEY. No, sir; that is not true in our case.
Mr. Hum. Thank you, Mr. Mahoney.
Mr. MAHONEY. Thank you.
Mr. BROTZMAN. There was one statement Ididn't quite understand.
Iwould like to ask you aquestion about it.
When you say that "Doctor Kildare" has risen 73 perecent in 3
seasons, taking it right there, does that mean his rating has improved
73 percent ?
Mr. MAHONEY. Price. That is counting—for example, "Doctor
Kildare"—Ishould say the price has risen 73 percent.
Mr. BROTZMAN. This is jacking up the price ?
Mr. MAHONEY. Yes, sir.
Mr. BacerzmAN. Now, you say "Dr. Kildare" has risen 73 percent
in 3seasons with acorresponding 94 percent loss in efficiency. Now,
what Iam driving at is what does the 94 percent loss mean in your
statement ?
Mr. MAHONEY. What that means, sir, is when we bought the show,
anew show on agamble, we were paying, Ibelieve at the time, $28,000.
The show is now costing us in the neighborhood of $47,000. So therefore it is costing us more despite the fact that we took the risk on the
show. That is the decrease in efficiency.
In other words, as soon as the ratings, implied, real or actual, went
up, they raised the rates. So that puts me back into the original position.
If they are going to predicate rates on ratings, then let them stand
behind the ratings.
Mr. BROTZMAN. Now, just a minute. It would seem to me that
whether or not that program was worth the money to you would be
on how many cakes of soap "Dr. Kildare" sold over aperiod of time.
That is what would determine the efficiency, isn't it?
Mr. MAHONEY. That is part of it.
Mr. BROTZMAN. Isn't that right ?
Mr. MAHONEY. That is adifficult one to analyze in the same sense,
that I don't know how many cakes of soap "Dr. Kildare" sold. But
I just know how many people we were exposing our messages to.
That number is about the same, but the price for our minute to sell
that cake of soap has gone up with acorresponding loss in efficiency.
Mr. BROTZMAN. You don't know how many people were exposed
to it. You know what your rating service represented to you, isn't
that right ?
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Mr. MAHONEY. Yes, and on that basis they raised the price.
Mr. BROTZMAN. That according to what you are now paying is 94
percent less efficient ?
Mr. MAHONEY. In other words, we are paying almost 2to 1, is what
it comes down to.
Mr. Moss. Mr. Younger ?
Mr. YOUNGER. One other question. When Mr. Hull asked you
about the new show, you said anew show does not have arating. But
when you buy, is it not represented to you that this show would have a
certain audience ?
Mr. MAHONEY. Yes; it is so represented.
Mr. YOUNGER. Whether it has a rating or not, but they represent
that this show will produce acertain audience ?
Mr. MAHONEY. Yes, sir.
Mr. YOUNGER. So that whether they have arating or not, you are
buying on certain conditions ?
Mr. MAHONEY. That is exactly so.
Mr. YOUNGER. Now, you buy for 52 weeks. If the show does produce, instead of 1million, 2million listeners, for instance, does that
price go_ up during the 52 weeks under which you have acontract?
Mr. MAHONEY. No, sir.
Mr. YOUNGER. So that at the end of the 52 weeks, if you want that
show again, then they can come to you say, "Well, this show now has
2million listeners and on that same cost basis we are going to raise the
price."
Mr. MAHONEY. Yes, sir.
Mr. YOUNGER. You would have no objection to that?
Mr. M AHONEY. No.
Mr. YOUNGER. As long as the cost per thousand is the same?
Mr. MAHONEY. No objection.
Mr. YOUNGER. But your objection is that the price goes up beyond
the listener rate per thousand?
Mr. MAHONEY. Precisely.
Mr. YOUNGER. That is all.
Mr. Moss. Mr. Richardson?
Mr. RICHARDSON. Thank you, Mr. Chairman.
Mr. Mahoney, in your opinion are the networks basing their costs
on ratings?
Mr. MAHONEY. Yes.
Mr. RICHARDSON. When anetwork brings to you anew show, let's
say "The Jetsons," since it was brought to you. Did they represent
that it should receive an audience like, say, "The Flintstones"? A
comparable audience?
.MAHONEY. I can't say that they said it would be like "The
Flintstones," but they said it would deliver x million people; yes.
Mr. RICHARDSON. In other words, they represented to you that this
show with this type of format should bring you an audience of such
and such?
Mr. MAHONEY. Yes.
Mr. RacnAnnsoN. Then in your opinion the networks rely very
heavily on ratings; is that not so?
Mr. MAHONEY. Yes.
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Mr. RICHARDSON. Basically that is what their whole business is, as
far as the financial end of it is concerned, is that correct ?
Mr. M AHONEY. Ican't answer for them.
Mr. RICHARDSON. In your opinion?
Mr. M AHONEY. In my opinion, they base the price of the show on
what they think the implied rating is.
Mr. RICHARDSON. NBC, for example, with "Dr. Kildare." as the
rating went up, the cost went up?
Mr. MAHONEY. That is correct.
Mr. RICHARDSON. No change on the show.
Now , all three of the networks appeared in frontofthi s comm ittee.
One of the networks, CBS, said that they used the ratings as atool
because this is what the advertiser used to purchase by, and so they
did use it as a tool, very definitely. Would that be your opinion of
how they use it?
Mr. M AHONEY. Iam not privy to that testimony.
Mr. RICHARDSON. Yes. Well, CBS did state simply that since advertisers bought by the ratings, this was the way they had to sell.
Would you say that statement was reversed and since they sell by the
ratings, that is the way you have to buy ?
Mr. MAHONEY. I would say as you are stating it, it is the reverse.
Mr. RICHARDSON. In other words, if they sell to you, that is the way
you get to buy, and if you don't buy, somebody else will pick it up?
Mr. MAHONEY. That is correct.
Mr. RICHARDSON. One of the networks came in here, NBC, and said
that ratings were only aguide. Is that the way NBC represents them
to you ?
Mr. MAHONEY. If it is only aguide, why the discrepancy in prices,
if it is only aguide?
Mr. RICHARDSON. Then in your opinion, it is much more than a
guide for anetwork ?
Mr. MAHONEY. Iwould think.
Mr. RICHARDSON. If you are going to renew on a show, does, let's
say, CBS, bring you abrochure, or someone within your company a
brochure, showing you how the ratings have been throughout the year
on that show ?
Mr. MAHONEY. Yes.
Mr. RICHARDSON. In other words, they talk ratings agreat deal ?
Mr. MAHONEY. Yes, they do.
Mr. RICHARDSON. They sell by ratings ?
Mr. MAHONEY. Ithink so.
Mr. RICHARDSON. As far as your company is concerned, that is one
of the basic sales tools networks have, if not the basic sales tool?
Mr. MAHONEY. Yes.
Mr. RICHARDSON. ISit the basic sales tool, in your opinion ?
Mr. MAHONEY. Yes.
Mr. RICHARDSON. So ratings are very important to the networks,
much more than just guides ?
Mr. MAHONEY. Iwould think so.
Mr. RICHARDSON. What advertising agency does Colgate-Palmolive
use ?
Mr. MAHONEY. We have five. We have D'Arcy, Ted Bates & Co.,
Lennen & Newell, Norman, Craig & Kummell, Street & Finney.
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Mr. RICHARDSON. The link between the advertiser and the network
is the rating?
Mr. MAHONEY. The advertiser and the public, I think, and then
the link is the network in between.
Mr. RICHARDSON. Would the link between the advertiser and the
network be the rating as far as getting ashow or buying into ashow ?
Mr. MAHONEY. If I understand your question correctly, yes, sir.
Mr. RICHARDSON. On "The Jetsons," did ABC not simply state,
"You take the chance and if it doesn't deliver, we will give you enough
additional spots to make up for it ?"
Mr. M AHONEY. Yes.
Mr. RICHARDSON. This would then equal a total circulation or a
total number of rating points over aperiod of time ?
Mr. M AHONEY. Yes.
Mr. RICHARDSON. You did state that at least according to your staff,
it was better to trend ratings; is that correct ?
Mr. MAHONEY. Oh, yes.
Mr. RICHARDSON. However, is it not true that Nielsen is the rating
service your company uses principally ?
Mr. MAHONEY. Principally, yes.
Mr. RICHARDSON. To trend aNielsen, would you not be trending the
same homes, since their sample is permanent?
Mr. M AHONEY. Yes, we would.
Mr. RICHARDSON. Have your statisticians given you any opinion
as to the effect of trending something that is permanent for better benefit in the long run ?
Mr. MAHONEY. To answer your question, my market research
statisticians think this is the best way we have yet.
Mr. RICHARDSON. The best way you have available today ?
Mr. M AHONEY. Right.
Mr. RICHARDSON. Has your company or the agencies representing
your company made studies or had independent studies done as to
methodology used by Nielsen & Co.
Mr. M AHONEY. Iam certain they have.
Mr. RICHARDSON. Do you know whether or not any of the agencies
or your company has ever tabulated the results of aNielsen network
rep'ort ?
Mr. MAHONEY. Physically tabulated ?
Mr. RICHARDSON. Physically tabulated.
Mr. MAHONEY. Ido not know.
Mr. RICHARDSON. Then basically you are basing all of this on faith
because it comes out of the Nielsen company, right ?
Mr. M AHONEY. Idon't know how many people actually break down
our product. You have to buy some things on faith. Iam sure they
are honest. Iam not well aware enough of the discussion. But Ido
not think we can do anything else by tabulating their figures that they
can't do themselves.
Mr. RICHARDSON. So basically, then
Mr. MAHONEY. We do not audit their figures, no.
Mr. RICHARDSON. You did state that Colgate-Palmolive used the
Nielsen company store audits; is that correct?
Mr. M AHONEY. This is correct.
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Mr. RICHARDSON. That is one of the basic reasons you have great
faith in them in this area ?
Mr. MAHONEY. Yes.
Mr. RICHARDSON. What can an advertiser do to insure the success
of aparticular program he is sponsoring ?
Mr. MAHONEY. Very little.
Mr. RICHARDSON. This is for the network. You are just paying
the money and you get what they give you ?
You have mentioned several times today the different situations
wherein your company would pay more for, say, a man's show or a
sports show that would attract men. What is the range in cost per
thousand of Colgate-Palmolive, for prime time, sir ?
Mr. MAHONEY. Less than $4athousand.
Mr. RICHARDSON. Is that the maximum, sir ?
Mr. MAHONEY. Just about.
Mr. RICHARDSON. What would you say the minimum was?
Mr. MAHONEY. Prime time ?
Mr. RICHARDSON. Yes, sir.
Mr. MAHONEY. $3.80.
Mr. RICHARDSON. Between $3.80 and $4, would you not say this is
making the ratings very scientific ?
Mr. MAHONEY. It could go as high as $4.15, $4.20.
Mr. RICHARDSON. Let's say $4.15, with acost per thousand of millions of viewers, this is avery finite line ?
Mr. MAHONEY. Certainly.
Mr. RICHARDSON. So buys are being made on the basis of ratings
of tenths of points ?
Mr. MAHONEY. If we spend $100 million this year, increased efficiency is $5million. That 5percent on $4is 20 cents. So the $3.80
to $4athousand is $5million.
Mr. RICHARDSON. You can relate this, then back—you related it
back to cost per thousand and thus to rating points ?
Mr. MAHONEY. Right.
Mr. RICHARDSON. Has your company not requested as of this date
aguaranteed circulation from certain of the television networks for
next year ?
Mr. MAHONEY. Requested ? Yes; obviously.
Mr. RICHARDSON. Have you had any success, sir?
Mr. MAHONEY. No, sir.
Mr. RICHARDSON. You do buy some in radio network, do you not,
sir ?
Mr. MAHONEY. Not radio network to my knowledge.
Mr. RICHARDSON. All of it is in spot ?
Mr. MAHONEY. Yes.
Mr. RICHARDSON. Are these, to your knowledge, based on Nielsen
ratings when you buy in spot radio ?
Mr. MAHONEY. Iwould say yes.
Mr. RICHARDSON. Then basically, as far as ratings are concerned,
your company relies on one company, that being the A. C. Nielsen
Co. ; is that correct ?
Mr. MAHONEY. As Ihave said earlier, they are our principal adviser, yes.
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Mr. RICHARDSON. One other point, and I want to ask the question
simply to make sure the record is clear. Since certain of the networks
said that ratings are only guides, and since you are the second largest
advertiser on television, has it been your experience, sir, that ratings
are much more than guides for networks ?
Mr. MAnoNEy. Yes.
Mr. RICHARDSON. A lot more than guides ?
Mr. MAitoNEr. Ididn't say that.. They are more than guides.
Mr. RICHARDSON. Are they not the principal guide ?
Mr. MAHONEY. They are the principal guide.
Mr. Moss. Mr. Mahoney, in your statement, second paragraph, there
is this statement:
Networks today not only determine what gets on the air, but they own practically all of the shows. Ibelieve there are about a dozen exceptions.

Now, in your opinion, is this network ownership good or bad?
Mr. MAnoNEy. Well, let me put it this way, Mr. Moss. They are in
charge of the communications of the shows. There are only so many
hours aday. Then they also decide what shows are going on. Back in
the days of radio, an advertiser put the "Amos 'n Andy" show on or
whatever it happened to be, and he shared the risks if that show didn't
work.
It was his baby; they bought the time.
But with the advent of television, the networks owned the shows.
Since there are only three major networks you can go on, they have it
covered both ways. They not only charge you for the time, but they
own, in essence, the package which is the show.
Now, do Ithink it is good? Again Isay, if they think it is so good,
and their judgment is so great, let them stand behind it.
Mr. Moss. Well, do you prefer the system of network ownership or
the system of sponsor ownership ?
Mr. MAHONEY. Iprefer sponsor ownership, sir.
Mr. Moss. Now, in your statement as to ownership, do the networks
themselves own or do their officers own ?
Mr. MAHONEY. I can't speak for that. I don't believe it is their
officers, but Ido not know.
Mr. Moss. It might interest you that in hearings before this committee afew years ago, Ithink it developed that there was some important officer ownership of shows.
Mr. MAHONEY. Ido not know.
Mr. Moss. Do network-owned shows get better hours, better programing within prime time, programing in the less competitive spots
than other shows?
Mr. MAHONEY. The only way I could answer that question, Mr.
Moss, is if the facts as given to me are true, most of the shows are
network-owned, anyway.
Mr. Moss. You feel that it has reached the point now where it
is difficult to make this evaluation because of the general rule of their
ownership ?
Mr. MAHONEY. If my facts are correct.
Mr. Moss. You say the only advertisers who can sleep well arc
those few who own controlling interests in successful shows.
They can exert pressure on the networks for choice time periods
and other advantages.
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Did you have anything particular in mind when you injected that
thought into your statement?
Mr. MAHONEY. Iam speaking of the 12 in general, Mr. Moss, that
the networks do not own.
Mr. Moss. You feel that a sponsor, then, has a distinct advantage
if he shares in the ownership of ashow, anetwork show ?
Mr. MAHONEY. Yes, sir.
Mr. Moss. Mr. Hull, do you have any questions?
Mr. Hum,. No.
Mr. Moss. Mr. Rogers ?
Mr. ROGERS of Florida. No.
Mr. Moss. Mr. Mahoney, we appreciate very much your appearance here today. It will be very helpful to the subcommittee.
If there are no further questions, you are now excused.
Mr. MAHONEY. Thank you, sir.
Mr. Moss. Miss Mary Lou Ruxton.
Are you accompanied by anyone or would you like to have someone?
Miss Rurrox. Iguess so.
Mr. Moss. Would you stand and be sworn ?
Do you swear that the testimony you are about to give this subcommittee shall be the truth, the whole truth and nothing but the truth,
so help you God?
Miss RuxTox. Ido.
Mr. Moss. Would you identify yourself for the record.?
TESTIMONY OF MARY LOU RUXTON, TIME BUYER, LEO BURNETT
CO., INC., CHICAGO, ILL., AND THOMAS A. WRIGHT, JR., VICE
PRESIDENT, MEDIA, LEO BURNETT CO., INC.
Miss RurroN. Mary Lou Ruxton.
Mr. Moss. Occupation?
Miss RurroN. Time buyer, Leo Burnett Co., Prudential Building,
Chicago.
Mr. Moss. Do you have a statement you would like to make at
this time?
Miss RIJICTON. NO.
Mr. Moss. Mr. Richardson.
Mr. RICHARDSON. Thank you, Congressman Moss.
Miss Ruxton, how long have you been atime buyer for Burnett?
Miss RIIXTON. About 7years.
Mr. RicHAnnsorr. I hand you aletter. Would you read it through
carefully and say whether or not it is your letter ?
Miss RITXTON. It is my letter.
Mr. Moss. Would you identify the gentleman seated next to you
for the record ?
Miss RETXTON. Thomas A. Wright, vice president, Media, Leo Burnett Co., Chicago.
Mr. RICHARDSON. Would you read that letter for the record?
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Miss RUXTON (reading) :
The purpose of this letter is to request radio availabilities on behalf of our
client, Swift & Co.'s Allsweet margarine.
The attached sheet lists the market weekly budget for those of your markets
involved plus the date the availabilities are due. Will you please try to submit
the availabilities in the morning. In those markets where no budget is listed,
please submit packages based on the goals as indicated below. The schedules
in all markets, with the exceptions noted, will run for 5weeks.
If, by any chance, you no longer represent one of these markets, please let us
know so that we can inform the new representative.
To facilitate the filing of availabilities, will you please omit all folders, coverage maps, station promotion, etc.
We would also appreciate your enclosing the latest Pulse ( area and metro)
for any of your markets in which there are no NSI reports.
Basically, these schedules will run for 5 weeks ( or 4) starting May 17.
However, as in the past, there will undoubtedly be varying starting dates.
The other standards and goals of the buy are as follows:
1. Wednesday, Thursday, Friday 9 a.m.-4 p.m. ( preferably 3 p.m.), only.
2. Young housewives, although not to the total exclusion of older housewives.
3. 120 gross rating points per week.
4. Fifty percent minutes and 50 percent 20- second spots ( in terms of number
of spots).
5. On the availabilities, please be sure to show minimum package plan rates
as well as maximum.
O. For the record, I should like to state in this letter Allsweet's make-good
policy. First of all, in the event of preemptions, we want make-goods, as we
want the advertising weight as ordered. However, the make-goods must be on
Wednesday, Thursday and/or Friday, and must be within the dates of the
schedule—not after.

Mr. RICHARDSON. Miss Ruxton, would you explain for the committee what availabilities are?
Miss RUXTON. The times the station has to offer for sale.
Mr. RICHARDSON. In the instance of this order for Allsweet, Miss
Ruxton, were you not attempting to attain availabilities for a rapid
schedule you were placing an order for?
Miss RUXTON. For a rapid schedule?
Mr. RICHARDSON. Well, for a schedule. Would you explain, then,
how much time you had to place these orders? You asked them to
make the schedules available the following morning.
Miss RUXTON. It was the following morning?
Mr. RICHARDSON. Ibelieve it was.
Miss RUXTON. Well, it is a little hard to remember back. I don't
recall writing aletter asking for the morning.
Mr. RICHARDSON. It says:
Will you please try to submit the availability in the morning?
Miss RUXTON. That doesn't mean the next morning.
It means the
morning they were due. That is for working.
Mr. RICHARDSON. This is the type of question asked of radio executives in the normal pursuits of your duties as atime buyer?
Miss RUXTON. Either that or by phone.
Mr. RICHARDSON. In this particular case, where you wanted spots
had already been determined?
Miss RUXTON. That is correct.
Mr. RICHARDSON. Is it the policy of Leo Burnett Co. to use Nielsen
reports when they are available in the local markets, preferable to
other companies?
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NESS RUXTON. It is our policy to look at both Pulse and Nielsen.
Mr. RICHARDSON. Which would you prefer ?
Miss RUXTON. If there was a conflict, I would prefer Nielsen, I
think.
Mr. RICHARDSON. When Nielsen reports are not available, then,
according to this letter, you would ask the station representative
for alocal station to submit Pulse reports; is that correct?
Miss RUXTON. That is correct.
Mr. RICHARDSON. When you said you were requesting 120 gross
rating points per week for Wednesday, Thursday, and Friday, you
would want anumber of spots on that local station which would total
120 rating points; is that correct ?
Miss RUXTON. The 120 was a total for the market, which would
mean more than one station. It did not mean 120 for each station.
Mr. RICIIARDSON. Well, let's say that you divided it up between three
stations and I as a station manager got 40. Would that not mean
that during this week, I would have to deliver 40 rating points in
relation to aparticular Nielsen and/or Pulse report?
Miss RUXTON. I don't know about have to deliver, but if that is
about what we would have bought and expected the next report—
Mr. RICHARDSON. Would it not be based on atotal of 40 rating points
from either Nielsen or Pulse in this particular case?
Miss RUXTON. Yes.
Mr. RICHARDSON. When you speak of make-goods, are you referring
to the need to supply aminimum of rating points ?
Miss Rux•roN. No.
Mr. RICHARDSON. What is amake-good ?
Miss Ru2croN. Make-good in this case is referring to if we are preempted from the 10 spots a week we have ordered, for any reason,
technical failure, special events.
Mr. RICHARDSON. They would have to substitute other periods
wherein the rating points would agree to the total of my hypothetical
40 ?
Miss RUXTON. Where the audience and ratings and so forth were
comparable, yes.
Mr. RICIIARDSON. Now, in this case, you were going to base your
orders in these respective markets on a certain number of rating
points either by Nielsen or Pulse; is that correct ?
Miss RUXTON. Well, with a lot of other qualifications involved.
That was one of the requirements. We sometimes did not hold out
for the rating point goal.
Mr. RICHARDSON. In this, did you not state or ask them not to bring
coverage maps, what-have-you ?
Miss RUXTON. Yes; this was a campaign in which I had personally bought at least four or five times in that year in the same
markets. Since Iwas doing it, Ihad seen all those coverage maps.
Mr. RICHARDSON. If Igot this entire order and Iwas station WKLO
in Louisville, Ky., I could deliver this on 6 spots, could I not, if
the total 6 equaled 120 points? I know this is an impossibility in
radio, but if you were looking basically for 120 rating points in this
market during these 3days; is that correct?
(Miss Ruxton nods.)
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Mr. RICHARDSON. If I had an average rating of 1, I could deliver
that with 120 spots at specified times on ratings of 1 ?
Miss RUXTON. Yes.
Mr. RicnARnsoN. Is Leo Burnett considered a "Nielsen" agency?
Mr. RUXTON. We don't consider ourselves that.
Mr. RICHARDSON. DOyou ever use Hooper ?
Miss RUXTON. No—well—no, not really. I have looked at it, of
course.
Mr. RICHARDSON. Iwould assume you. don't use Conlan ?
Miss RUXTON. Conlan, no.
Mr. RICHARDSON. In the purchase of your buys in spot radio, if
you were using the Nielsen Co. local report, would you base your buy
on average rating points or cumulative rating points ?
Miss RUXTON. I would look at and consider both. There is quite
adifference in what two stations with the same average rating might
do in the cumulative rating.
Mr. RICHARDSON. But in the final analysis, when you are buying 120
gross rating points, what would you use ?
Miss RUXTON. To be the 120, we would report the average rating.
But the selection of the station would be made with much more consideration on the cumulative and the homes.
Mr. RICHARDSON. But the buy would be on average rating points?
Miss Rux•roN. That is right.
Mr. RICHARDSON. Now, your buy is based on past performance of
ratings and stations; is that right, Miss Ruxton ?
Miss RUXTON. In that the rating reports are a month or two prior
to the present moment, yes.
Mr. RICHARDSON. What if Iam in Louisville, Ky. and there are only
three reports that come out from Nielsen a year.and the last report
has come out in March and it is now June and another report is not
out? You would base it on the March report; is that not correct?
Miss Ruvrox. And looking at the three books that were available.
Mr. RICHARDSON. Yes.
Miss Rux•rox. Also, if by any chance you are implying another rating service might be more current, I would look at that, too.
Mr. RICHARDSON. No; if you were using Nielsen, you would use the
March Nielsen ?
Miss RUXTON. And the other rating books, too, to see the trend.
Mr. RICHARDSON. And when the June Nielsen came out, you would
cross-check and see that they delivered a certain number of rating
points by the new book ?
Miss BUXTON. Yes.
Mr. Ricimansolv. If they didn't, what would happen ?
Miss RuxTom. We would reevaluate the schedule, depending on how
different it was from what we thought we got. As Isay, we evaluate
the market and perhaps purchase different st at ions.
Mr. Rwn.utosos. That would be for a new buy. You would not
make them guarantee, since the new report came milt, to make up the
difference in comparison ‘vith the last report ?
Miss RUXTON. No.
Mr. RICHARDSON. Mr. Chairman, that concludes the questioning by
staff.
The CHAIRMAN. Mr. Moss ?
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Mr. Moss. Well, the sum total of your testimony is that you do
rely upon rating points in the buying of time on radio or television?
Miss Rurrox. Not exclusively. Not at all exclusively.
Mr. Moss. Well, not exclusively, but if you were going to allocate
aweight to the factors that you consider in placing the allocation with
stations, what place would you give ratings ?
Miss RuxToN. They are important, but not all. Especially if you
meant just the percent figure. By ratings, we mean much more than
that.
Mr. Moss. What do you mean by ratings ?
Miss RUXTON. I mean audience composition, homes, total homes,
metro area homes, all of which, with the Nielsen books, can be ascertained. In radio, you have 4- week cumulative homes.
Mr. Moss. Is that what you mean by all ratings ?
Miss Rurrox. That is what I mean by all ratings, but many people mean simply the 20.3.
Mr. Moss. That is the rating of ashow. Is that the type of rating
you think most people mean ?
Miss RUXTON. Yes.
Mr. Moss. But you mean the rating actually of the proper fill of
the viewing or listening audience ?
Miss RUXTON. That is right.
Mr. Moss. And in addition, you are supplied with it from Nielsen,
usually, and if not available, from Pulse or other services, preferably
Nielsen ?
Miss RUXTON. As Isaid, we work with Nielsen and in radio, Nielsen and Pulse.
Mr. Moss. Is your agency asubscriber to both services ?
Miss RUXTON. It is now, yes. I believe at the time of that letter,
we did not subscribe to Pulse.
Mr. Moss. Has your agency made any evaluation of these ratings
as to their accuracy ?
Miss RUXTON. Iam sure we have--ves.
Mr. Moss. And what conclusion dici you come up with ?
Miss RUXTON. I don't know. It is not in my area.
Mr. Moss. I wonder if you could ascertain that and supply it for
the record of the hearings ?
Miss Rurrox. Iam sure Icould.
[EDITORIAL NOTE.—The information supplied by Leo Burnett Co.,
Inc., discussed the differences between the Nielsen and Pulse radio
rating services, but did not deal with their accuracy.]
Mr. Moss. That is all the questions Ihave, Mr. Chairman.
The CHAIRMAN. Mr. Younger?
Mr. YOUNGER. No questions.
The CHAIRMAN. Mr. Rogers ?
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
'When was it you subscribed to Pulse ?
Miss Rurrox. Idon't know. Since April 13, 1961, but Idon't—
Mr. ROGERS of Florida. But you don't ha ve adate ?
Miss RUXTON. No. October 1962. Mr. Wright thinks October of
1962.
Mr. ROGERS of Florida. You can furnish that for the record ?
Miss RUXTON. Yes.
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[EDITORIAL NOTE.—Burnett subscribed to Pulse's complete service
in 1955, 1958, 1962, and to the annual reviews in 1957, 1958, 1959,
and 1961.]
Mr. ROGERS of Florida. Now, what other requirements are you concerned with besides rating points ?
Miss RUXTON. Are you speaking of radio now ?
Mr. ROGERS of Florida. Either radio or TV.
Miss RUXTON. In programing—in television it is a little more obvious, but in radio it is the type of music or the type of programing
astation has; its coverage facilities, type of people that it reaches,
as well as the quantity.
Mr. ROGERS of Florida. You feel that this is reflected in the ratings
that it receives ?
Miss Rux.rox. Ithink there are indications and there are trends;
at least they are frequently consistent.
Mr. ROGERS of Florida. Who gives you this information about the
programing of the station ?
Miss RITICTON. The representative of the station and the station.
Mr. ROGERS of Florida. Now, in this letter in which you asked for
certain information or a certain schedule, I didn't notice that you
went into what stations have for their programing and so forth; is
this correct ?
Miss BUXTON. Ihave been doing this, making this same buy. This
means that for x number of markets I bought the exact same type
of campaign for the same advertiser with the same goals on the part
of the advertiser.
This was probably the fourth or fifth time that Ihad been doing
that.
Ihad files on the type of programing of the stations, and by this
time, Iknew that pretty well anyway.
And when any radical changes that would have occurred happened,
the representative would have, of course, so informed me and did.
Mr. ROGERS of Florida. Yes. Now, to whom was this letter written?
Miss RUXTON. Representatives.
Mr. ROGERS of Florida. Of various stations ?
Miss RIIXTON. In the markets in which Iwas buying.
Mr. ROGERS of Florida. Isee. You didn't know whether they had
changed their programs or not, evidently, when this letter went out,
or did you ?
Miss RUXTON. Well, having bought the thing just about 3months
previously, it was probable that the programmg had not changed.
If it had changed, the representative would inform me.
Mr. ROGERS of Florida. You would assume. But you don't know,
you don't necessarily know that, do you? Do they always inform you?
Miss BUXTON. That is what they are supposed to do and they do;
yes.
Iwould naturally expect—you can't say always, because you don't
know. But generally they do; yes.
Mr. ROGERS of Florida. On their own initiative, they will come
tell you if they have any change in their programing?
Miss Ruirrox. That is right, and if they don't tell you, their competition will. In other words, if they don't want to indicate that
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their station has gone to aprograming that they think we don't want,
their competition will be sure to tell me.
Mr. ROGERS of Florida. How often do you review programing or
do you leave it to the initiative of astation?
Miss Rurrox. When Iam involved in abuying, I review the program.
Mr. ROGERS of Florida. You say you bought this four times. How
many times within that period did you review the programing?
Miss RurroN. Each time Imade the buy Idid this.
Mr. ROGERS of Florida. I had understood that you didn't really
go over the change of programing before this last letter.
Miss RurroN. Ihad the information in my files on the stations.
Mr. ROGERS of Florida. This was 3months before.
Miss Rurrox. That is right.
Mr. ROGERS of Florida. So there was no review, actually, Ibelieve,
before you sent this letter?
Miss Ruxrrox. It just isn't true, but I am not sure what you are
trying to say. There was areview; yes.
Mr. RonEns of Florida. Of 3 months prior to the time you wrote
the letter?
Miss Iturrox. And this time when Imade the buy. The letter is
covering all stations in the market, in each market. And after the
availabilities are submitted, then is the review.
Mr. Rocœns of Florida. Would your files indicate what information was furnished to you by the stations as to the programing?
Miss Rurrox. Yes.
Mr. ROGERS of Florida. Could you submit those for the record?
Miss BUXTON. Not those files; no. I don't have those files; no.
Mr. ROGERS of Florida. Where would they be?
Miss Ittnuroisr. The availabilities?
Mr. ROGERS of Florida. No; what I am trying to say, as Iunderstood your testimony, you say when you received back from the stations what they could give you, you reviewed the programing of that
station in addition to its rating.
Miss Eux•rox. That is right.
Mr. Itoonts of Florida. Now. Iwant to find out from your files what,
information each of these stations gave you on its programing, rather
than just, what it gave you on its ratings. Would your files reflect
that ?
Miss Rux•rox. Not of that campaign; no. That is too long ago.
Mr. Romms of Florida. Then how could you have reviewed the prooTamino• of the station?
Miss RUXTON. AI the time; yes. At the time my files would have—
Iwould have that. But, that is 2years ago. Idon't have availability
files from 2years back.
Mr. ROGERS of Florida. You don't have . iny showing of this at all ?
Miss Rux•ro N. Not of that campaign, of her than what we purchased.
Mr. RooEns of Florida. Now, is this typical of the radio stations,
that every t
ime you send out. a letter, they will give you what th ei
r
pro7raming is. of that station?
Miss Rux•ros. Yes.
Mr. ROGERS of Florida. Each time?
Miss RUXTON. That is right.
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Mr. ROGERS of Florida. So now, do you have alate showing of this,
an example you could perhaps submit ?
Miss Rux.rox. Ithink Ihave some in my—do you mean on Allsweet,
or on any radio campaign?
Mr. RonEns of Florida. On this particular one.
Miss RUXTON. I do not work on that account, now. So I don't
know whether they have done any radio recently enough to do. But
as Irecall, Ihave some radio availabilit ies in my office that, are arecent
purchase for another advertiser.
Mr. ROGERS of Florida. Which tells what, the programing of the
st at ion is and the various points you consider?
Miss RuxrroN. That is right.
Mr. ROGERS of Florida. What type of programing is best for this?
Miss RUXTON. For whom ?
Mr. ROGERS of Florida. For your client.
Miss RUXTON. For Allsweet?
Mr. ROGERS of Florida. Yes; at the time you did this.
Miss RUXTON. It is, I would say, a nationally distributed product,
purchased by women, and women of all ages. They were trying to
increase their sale to younger housewives.
Mr. ROGERS of Florida. Yes. I was thinking of the type of programing of the stations 1
hat you were looking t, ,.
Miss inRuyrox. Well, basically all stations t
hat. reach people. The
programing in this case would not be—would bu' important, but different kinds of programing would reach different women, and all of this
would be good.
Mr. ROGERS of Florida. So any kind of programing that reaches
people, as reflected
Miss BUXTON. That reaches women.
Mr. ROGERS of Florida. As reflected in this rating.
Miss RUXTON. What Iam really saying is this could be very popular music, it could be so-called good music, which is standard, the
Perry Como type of easy tunes; it could be atalk station.
Mr. ROGERS of Florida. It could be jazz ?
Miss Rurrort. It could be jazz. It could be classical music.
Mr. ROGERS of Florida. It probably is reflected by ratings, that
would give the best indication of whether it is listened to or not; is
that right ?
Miss Rurrox. A trend of ratings would do that; that is right.
Mr. ROGERS of Florida. In fact, Iunderstand—maybe you can tell
us—you purchased all three rock 'n roll stations in Louisville; is tha,
correct ?
Do you recall ? Maybe you don't recall.
Miss RUXTON. No; I would hardly recall what stations. I recall
two. Iwouldn't know of athird rock nroll.
Mr. ROGERS of Florida. So there is given the rating a station has.
If it is at the prime rate, you would look at it and it would indicate
all of this to you ?
Miss RUXTON. It is agood indication of the audience; yes.
Mr. ROGERS of Florida. Thank you very much.
The CHAIRMAN. You said that you depend on ratings as a factor;
is that right?
Miss RUXTON. Yes.
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The CHAIRMAN. Partially, in your business. What other factors
do you depend on ?
Miss RITXTON. Programing of the station, as I have said. The
audience composition of the programing, of the station. Cost, of
course, is related in terms of people that you are reaching.
The CHAIRMAN. Of course, the programing, you consider that as a
factor and you decide yourself on a given program as to whether it
might be good or bad ?
Miss RurroN. Well, with these other aids, yes.
The CHAIRMAN. What other aids ?
Miss Rurrox. Well, as I said, the audience composition, the age
of—
The CHAIRMAN. How do you determine the audience composition?
Miss Rurroisr. From the rating services that we have referred to.
The CHAIRMAN. Now, what is another factor you use?
Miss RurroN. The coverage of the stations.
The CHAIRMAN. How do you determine the coverage of the station ?
Miss RurroN. In television, we have an ARB coverage study and
Nielsen coverage study.
The CHAIRMAN. Is ARB arating service?
Miss RurroN. That coverage study is not a rating service. But
ARB produces arating service, yes.
The CHAIRMAN. Well, what I am trying to get at, if you are correct in that you do not make adecision totally on the basis of ratings,
which you say you don't—you consider these other factors—then you
name these other factors and get right around to it and these other
factors are determined on ratings.
Miss RITXTON. Well, the description of the programing, that is not a
rating.
The ratings of the services are apercentage figure for the listening,
for the sets that are tuned on to the station at the time. There
are further refinements of that figure, breaking it down into what kind
of an audience it is.
The CHAIRMAN. How do you determine that ?
Miss RusToN. From—well, it is called a rating service. You can't
call it a rating; homes, audience composition, metro area, toal coverage area book. You have to have abrief way of referring to it.
The CHAIRMAN. You have to have all of this ?
Miss RITXTON. And all of this is in there.
The CHAIRMAN. But it finally gets back to if it weren't for the ratings tyou wouldn't have the rest of it, would you ?
MISS RI:TILTON. If it weren't for the studies done by Nielsen and ARB,
we wouldn't have ratings; yes.
The CHAIRMAN. Then you wouldn't have any other factors to depend on, would you ?
Miss RurroN. Well, we would have the coverage service.
The CHAIRMAN. You could go down to the FCC and get the coverage, can't you ?
Miss RurroN. Iguess you can go down and get an engineer's coverage map.
The CHAIRMAN. Of course, you know that you can go down there
and get a picture of the coverage of every television station in the
United States.
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You can find out—
Miss RUXTON. That is the physical power of the station.
The CHAIRMAN. Yes. And then you can find out county by county
what it is and the population of the county. Then from there everything else is determined by ratings, isn't it ?
Idon't want to try to insist on you saying something that isn't a
fact, but at the same time we want to know what the truth is.
Miss Rurrox. Well, you keep saying that it boils down to the use
of ratings.
The CHAIRMAN. Well, that is what Iam trying to find out.
Miss RUXTON. Ican't say it any more times than Ihave said that
we look at other things as well.
The CHAIRMAN. You then describe these other things and I ask
you how you determine them, and you say by ratings.
Miss RUXTON. Not by ratings, from the rating report or the Nielsen
report that is produced.
The CHAIRMAN. Let's start all over again.
Tell me one factor now that is not based on ratings? You can
talk about area coverage and you can get that from FCC.
Miss RUXTON. It is adifferent kind of coverage than we are referring
to. But I mentioned programing quite a few times. That is not
supplied by the service.
The CHAIRMAN. How is agiven station's programing determined?
Miss RUXTON. In speaking of radio, the programing format of the
station, which is supplied to us in statements by the representative
via his station and also—
The CHAIRMAN. The program format, then.
Miss RUXTON. That is right.
The CHAIRMAN. I can understand that that is not determined by
ratings, except indirectly.
What others do you have ?
Miss Rurrox. Coverage of the station—power, sometimes the
facilities, the kilowatts and the power indicate a coverage strength.
The CHAIRMAN. Yes; and from what the Census of Population says,
you can figure the coverage; is that right ?
Miss RUXTON. We make adistinction in coverage from your definition by the engineers' maps of the station, and that which is produced
by the Nielsen or the ARB service.
The CHAIRMAN. All right; what is your definition ?
Miss Rurrox. It is anumber of homes that have tuned in at any
time to the station during the week or the day in all the counties by the
stations.
The CHAIRMAN. And how do you determine how many are tuned?
Miss Rurrox. I have said this was a service produced by the
Nielsen and by ARB companies. But those are certainly not rating
services.
The CHAIRMAN. They are not ?
Miss RUXTON. This coverage study is not arating service; definitely
not.
The CHAIRMAN. Coverage? That is really interesting to me. Tell
me alittle more about this. ARB didn't make that distinction when
they were here.
Miss RurroN. That coverage is different from rating? They did
not make that distinction ?
99-942-63-pt. 1-26
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The CHAIRMAN. Well, from what you have said, the kind of coverage you are talking about, no.
Miss Rurrox. Well, it is different.
The CHAIRMAN. It is?
Miss RuxTorr. Coverage is the potential a station could possibly
reach and does reach, has reached in a given—not half hour, but a
given week or month. Rating is rating a particular time.
Mr. H ULL. Mr. Chairman?
The CHAIRMAN. Yes?
Mr. HULL. Isn't that what you sell your program on, the coverage
of various stations?
Miss RITXTON. Isn't that what Isell my program on ?
Mr. HuLL. Yes.
Miss RIIXTON. I don't sell anything.
Mr. HULL. Well, someone sells it.
Miss Rurrox. But Idon't. Isn't the coverage—Iam sorry; Idon't
understand your question.
The CHAIRMAN. She places advertising, as I understand it.
Is that not true?
Miss Rux•rox. That is right.
Mr. HULL. You place your advertising and sell it to the station—
doesn't the station send a representative out?
Miss Rurrow. That is right.
I don't understand your question, Mr. Hull.
Mr. HuLL. You sell your service to an advertiser that places advertising, don't you?
Miss RurroN. My company does, yes. We sell our service to the
advertiser; that is right.
Mr. HuLL. I understand that.
Miss RIIXTON. All right.
Mr. HULL. And they want to know how much coverage they are
going to get?
Miss Ruvrox. How much audience they are going to reach.
Mr. HULL. Well, isn't that a rating?
Miss RUXTON. Audience is in the area of ratings, but a station's
coverage is not its rating, no. It is its potential. It is the thing it
can do.
Mr. Moss. Mr. Chairman?
The CHAIRMAN. Mr. Moss?
Mr. Moss. Well, now, the potential is the physical ability of a station to reach an audience. That is the potential. Now 1it is not that
potential you are discussing, because that is the potential you would
determine by going to the Federal Communications Commission.
What you are talking about is a demonstrated ability to attract an
audience over adefinite period of time as determined by the placing of
diaries in homes in the area and from these diaries, extracting the information to demonstrate that station A reaches out to this area and
covers it. So it is arating, isn't it ?
Miss RurroN. Not by the use in our business, no. It is not arating.
Mr. Moss. Suppose you didn't have this from Mr. Nielsen or from
ARB. Then how would you select the stations and determine their
coverage?
Miss RrXTON. We would probably refer to such things as mail
counts that the stations would supply, and letters.
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Mr. Moss. But these things you don't do now, because somebody
goes out and makes asurvey. Would you subscribe to the term "survey" as definitive of what we are discussing?
Miss RUXTON. Right.
Mr. Moss. Would you perhaps tell me the difference between asurvey and a rating in the broad sense? You know, these diaries are
remarkable things. We had one rating service here the other day who
determined from six homes how much of apercentage of those with
incomes of over $15,000 ayear listened to stations, eight stations in one
community. Obviously, with only six in the sample, two stations
had to be out of the running to begin with. But percentagewise, your
projection gave you coverage. Now, this could be asurvey.
But actually all of these things, whether you call them surveys or
ratings, where they say this demonstrates what you have done, this is
the type of information you place primary reliance upon in placing
orders for time, isn't it ?
Miss RUXTON. Iam really not in a position to have an opinion on
it—
Mr. Moss. Oh, but you must have an opinion, because you make the
decision.
Miss RUXTON. Not on the validity, which is what Ithink you are
driving at.
Mr. Moss. Ididn't say that.
Miss RUXTON. No; but you are certainly referring to it when you
use the sample size as an example.
Mr. Moss. Ididn't ask you about the sample. Imerely illustrated
a point.
But Isaid this type of information, whether you characterize it as
survey or rating, is the type of information on which you place primary reliance in determining your buys, isn't that correct?
Miss RUXTON. Ido rely heavily on the Nielsen and ARB and Pulse
rating services.
Mr. Moss. Ididn't ask you about the types of ratings. Iasked you
just this type of material.
Miss RUXTON. Ican't say Iam in aposition to know the methods by
which they arrive at their—
Mr. Moss. Ididn't ask you about their methods.
Miss RuKrox. You gave that as an example.
Mr. Moss. No.
Miss RUXTON. No ?
Mr. Moss. We have it down to two things. You have cited to the
chairman two criteria which you deduced as not having come from
a rating. I wrote them down—programing, and then you used the
term "physical coverage," and I think we agreed at the beginning
of our exchange that that was incorrect; because physical coverage
was physical potential and that was not what you were talking about.
You were talking about demonstrated coverage.
So in these two areas, we take the programing out—this is a fact.
You don't have to rely upon asurvey or arating—this is afact. The
station has a log and you can determine what their programing format is.
But the minute you get to the coverage, then you rely upon asurvey,
don't you, made by someone—Mr. X; he made the survey.
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You bought the service, and from that service you determined the
coverage. Is that correct?
Miss RUXTON. Yes.
Mr. Moss. All right.
Miss RurroN. Ihave thought of acouple of other things that we
really consider. One of them is the commercial policy of the station
on the extent that we can ascertain it in advance, and we check on it in
the future.
Mr. Moss. Commerial policy ? That would be their overall business
policy, whether—
Miss RurroN. No; in the number of commercials that they will
have.
Mr. Moss. You don't want to get the one that is just saturated with
spots ?
Miss RurroN. That is right.
Mr. Moss. You want to have an audience that isn't so completely
numbed by commercials that they are still receptive; is that correct?
Miss RUXTON. This is our intent or effort.
Mr. Moss. Thank you.
The CHAIRMAN. On behalf of the committee, we thank you.
Mr. Tom Wright?
Mr. WRIGHT. Iam Thomas Wright.
The CHAIRMAN. Mr. Wright—I thought perhaps you were. But
Ididn't inquire if you had been sworn.
Mr. WRIGHT. No, Ihave not.
The CHAIRMAN. Do you solemnly swear the testimony you give to
the committee to be the truth, the whole truth, and nothing but the
truth, so help you God ?
Mr. WRIGHT. Ido, sir.
The CHAIRMAN. According to the information we have, you are the
executive vice president of Leo Burnett ?
Mr. WRIGHT. No, sir. I am the vice president in charge of the
media department of the Leo Burnett Co.
The CHAIRMAN. Ihave been observing that you have been consulting with Miss Buxton. Maybe you have something further to say
in regard to the questions we have been asking and the responses.
Mr. WRIGHT. Well, for the purpose I understand this committee
is attempting to serve, I consulted with Miss Buxton in an attempt
to make as clear as possible the answers that we see you seeking,
to give you as complete apicture of the activity into which you were
inquiring.
The CHAIRMAN. Has Miss Buxton given adescription of the operation of your company ?
Mr. WRIGHT. To the extent that you have inquired into it, Ibelieve
so.
The CHAIRMAN. Well, at the expense of being repetitious, just give
me alittle background of the Leo Burnett Co.
Mr. WRIGHT. The Leo Burnett Co. is an advertising agency employed by 24 of the largest manufacturers of products and services
m this country. It is located in the Prudential Building in Chicago.
It has been classified in size, in 1962, as being the fifth largest advertising agency by dollar volume. It serves many client interests
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in the food and drug product area, as well as hard goods, appliances,
transportation, etc.
We are in the business of preparing advertising and placing that
advertising for the clients who employ us.
The CHAIRMAN. In other words, you take company X, who produces acertain product. They employ you to provide for them their
advertising and to place it with the broadcasting industry?
Mr. W RIGHT. With all media opportunities; yes, sir.
The CHAIRMAN. Broadcasters, newspapers, magazines, and so
forth ?
Mr. W RIGHT. That is right, sir.
The CHAIRMAN. And you are responsible, then, for, No. 1, preparing the advertising?
Mr. W RIGHT. That is right, sir.
The CHAIRMAN. And, No. 2, placing of the advertising?
M T. W RIGHT. Yes, sir.
The CHAIRMAN. Ithink that is pretty well established.
Mr. Richardson?
Mr. RICHARDSON. Thank you, Mr. Chairman.
Mr. Wright, did you not attend the Minnesota Mining & Manufacturing media directors' conference at Wonewoc, Canada, in 1961?
Mr. W RIGHT. Idid attend such ameeting. Iam not sure as to the
date, but that sounds reasonably close.
Mr. RICHARDSON. It was one held by Three-M, Outdoor Advertising, and Mutual Broadcasting Co. ?
Mr. W RIGHT. Ibelieve SO.
Mr. RICHARDSON. Mr. Wright, are you aware of astatement made
in response to aquestion at that meeting in speaking of the Nielsen
Radio Services for network radio to the effect that—
We get it free; it is so valuable. But that is not the only reason for disbelief, believe me. I will tell you the truth, the guys who were taking the Nielsen
pocketpiece numbered over 100 in our company. We now have 11 copies. Nobody looks at them. Idon't think anybody believes them.

Mr. W RIGHT. What is the question
Mr. RICHARDSON. Are you aware of that statement having been
made ?
Mr. W RIGHT. You are refreshing by memory. Iremember making
remarks similar to that.
Mr. RICHARDSON. You did make that statement?
Mr. W RIGHT. Ido not recall it specifically.
Mr. RICHARDSON. Is this statement familiar to you ?
We know Nielsen can't do the job; Pulse can't do the job.
is doing the job.

In fact, nobody

This is in relation to network radio.
Mr. W RIGHT. Icertainly could have made such astatement.
Mr. RICHARDSON. Mr. Wright, are you familiar with this statement:
It is the supervisor, the associate supervisor, the assistant, the time buyer,
down the line, who is growing in business, who is learning his lesson. He leans
upon this thing. It is the only crutch that he has.

Mr. W RIGHT. Same answer applies.
Mr. RICHARDSON. Did you not make that statement ?
Mr. W RIGHT. Well, I don't recall specifically, Mr. Richardson, being 2years ago.
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Mr. RICHARDSON. You remember at least this type of statement having been made?
Mr. W IUGHT. I remember the meeting and that we had a discussion of services at that meeting.
Mr. RICHARDSON. There wasn't much faith shown in the services at
that meeting, was there ?
Mr. W RIGHT. I do believe they were specifically directing their
attention to radio as of the moment, and Imade my remarks to the
belief Ihave that radio is not being adequately measured because of
its size today and because of the limitations of the ability to measure
that tremendous size.
Mr. RICHARDSON. Then in your opinion, at least network radio today is not adequately measured ?
Mr. W RIGHT. That is my opinion.
Mr. RICHARDSON. Did Mr. Sparser and Ivisit with you and other
executives of your company at Chicago in the latter part of 1961 or
early 1962, Mr. Wright ?
Mr. W RIGHT. Iremember the February visit.
Mr. RICHARDSON. February 1962?
Mr. W RIGHT. In my office, yes. Ibelieve you were at my office one
other time, but Idon't remember that Iwas present.
Mr. RICHARDSON. At the time you were present, were similar views
as Ihave just given you expressed to Mr. Sparger and me ?
Mr. W RIGHT. With the definition of "similar" unknown, I would
say perhaps yes. Ithink Igave you atranscript—not atranscript;
but the general tenor of what we discussed there in our conversation.
Mr. RICHARDSON. ISit not true, Mr. Wright, that time buyers such
as Miss Ruxton use the rating figure as the principal basis or base for
their decisions in making purchases in network radio ?
Mr. W RIGHT. We hope that they don't
Mr. RICHARDSON. Your hoping that they don't—isn't it afact that
this is what they actually do in most cases ?
Mr. W RIGHT. No; Idon't know it to be afact as to what they actually do in most cases. Our training of buyers, we believe, is getting
better and better all the time and we give them buying guides with
which to work. These buying guides take into consideration all the
important aspects of the audience we are trying to reach and defining
it by age of housewife, size of family, income that we are looking for,
by giving direction in terms of the likely time of day that we should
purchase, say, time on radio stations, whether it be drivetime or midafternoon or late afternoon, depending upon the product that we
have to sell and the particular belief we have that audiences can be
developed who are likely to buy that product at certain times of the
day.
Mr. RICHARDSON. You mention income. Where do you get the income information for your buys, Mr. Wright ?
Mr. W RIGHT. Nielsen Co. produces surveys which give us facts
on these demographic characteristics, as well as the ARB.
Mr. RICHARDSON. If they had a sample which is normal in radio
for Nielsen of 150 homes, that being the maximum potential, how
much information could they give you about all the different classifications of income?
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Mr. W RIGHT. Well, it is my understanding, and Iam not an expert
in the details of how these rating services do go out and use the
samples that they survey, but in an important category like income,
or age of housewife, or size of family, or education, etc., it certainly
would not be developed on as small a sample as 150, because they
accumulate the information over a larger number of homes and
families that they interrogate and use these broader survey evaluations
to develop the specifics.
Mr. RICHARDSON. This is interesting to me, Mr. Wright. The
sample basically for Nielsen—take Louisville, Ky.— is a maximum of 150. Yet these are permanent homes. If they are permanent
homes, how do they accumulate ?
Mr. W RIGHT. Nielsen also uses, in addition to its audimeters, the
diary technique.
Mr. RICHARDSON. We are speaking now of the local markets, which
is the diary technique. Those are permanent homes also. If you
have 150 permanent homes, how do they accumulate?
Mr. W RIGHT. What I was specifically thinking of is another survey who is, I understand, using 12,000 homes across the country, or
some such size, of which they interrogate perhaps from 1,000 to 2,000
per month.
Then you have a survey sample chosen scientifically to be repetitive both geographically of our population and our homes by size
of family, by opportunity for income, et cetera. Survey techniques in
the past have proved that within a small tolerance, this is pretty
reliable.
Mr. RICHARDSON. Let's take Nielsen and a sample market—take
Louisville. The sample is 150. How can you, by using the same homes
time and time again, get any greater significance than you had the
first time by using the same homes as far as income and so on ?
Mr. W RIGHT. You would have to ask aPh. D. in research. I don't
know.
Mr. RICHARDSON. Wouldn't it be quite obvious that using the same
homes, you couldn't get a greater expansion than you had with 150
homes ?
Mr. W RIGHT. Please repeat that.
Mr. RICHARDSON. If you are just using 150 homes and they are
permanent homes, isn't it true that this information can just come
from these 150 homes, if it is apermanent sample? It cannot be expanded, can it?
Mr. W RIGHT. It can be.
Mr. RICHARDSON. Since it, is not expanded, you do not gather any
greater information than by using one survey, do you ?
Mr. W RIGHT. As I understand, from an explanation of Mr. Nielsen's techniques, there is a turnover. They are not static. I don't
know firsthand about that, but they are not static samples, either on a
diary basis or an Audimeter basis, is my understanding. So you can
get a much broader view than would apparently be the observation
from this 150-home sample you are giving me as an example.
Mr. IticHARnsoN. Has Leo Burnett, then, made any studies of Nielsen methodology? Since you say you understand this, has your company explored this—gone behind the veil?
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Mr. W RIGHT. Ibelieve we have, among our qualified people, as you
know, since you talked with them, was Dr. Seymour Banks, who is
head of the audience concepts committee of the Advertising Research
Foundation. Dr. Banks is well qualified to decide whether or not the
techniques used by the Nielsen Co. or these other services is adequate
for our needs. We put agreat deal of reliance on his opinion.
Mr. RICHARDSON. Do you believe the Nielsen Co. was completely
open with Dr. Banks?
Mr. W RIGHT. Icertainly do.
Mr. RICHARDSON. Do you think the Nielsen Co. is always completely
open with your agency?
Mr. W RIGHT. Icertainly do. We have had along relationship with
them.
Mr. RICHARDSON. Then your opinion is the Nielsen Co. is a very
open, aboveboard company?
Mr. W RIGHT. We believe them to be.
Mr. RICHARDSON. Have your time buyers visited each of the markets
in which they are supposed to buy time and monitored the stations in
those markets?
Mr. W RIGHT. No, Sir.
Mr. RICHARDSON. Then you use the information which someone else
may give you without finding out what goes on in these markets,
don't you ?
Mr. W RIGHT. It is the practice of our representatives to bring into
our offices and play for the buyers asample of the program they are
attempting to sell on the station, together with the personnel who are
the operating personnel, the sales manager, local and national operators and owners:in some instances.
From these visits and these conversations, our buyers become much
more intimate with the operating policies and the actual programing
structures of these stations than would seem to be the case by your
question.
Mr. RICHARDSON. Not to say that any of these stations would misrepresent, but it would be atendency for them to bring you tapes that
are not the worst part of their programing, wouldn't it?
Mr. W RIGHT. Icannot answer that. Ido not know.
Mr. RICHARDSON. Mr. Wright, Leo Burnett handled in January of
1962 the Allstate Insurance account, did it not?
Mr. W RIGHT. We were the agency of record ; ves, sir.
Mr. RICHARDSON. In Louisville, was this purchase not based on the
fact that the two stations which were purchased had the highest Nielsen ratings in drive time?
Mr. W RIGHT. Ihave no knowledge firsthand of that purchase, sir.
Mr. RICHARDSON. Would you say that was probably true?
Mr. W RIGHT. Icannot comment. Idon't know.
Mr. RICHARDSON. You mentioned drive time awhile ago?
Mr. W RIGHT. Yes, sir.
Mr. RiciiAnnsox. Now, the Nielsen Co. does not have much of away
of measuring drive time, does it, since it only measures in-home audience ?
Mr. W RIGHT. I understand that they have now produced a series
of surveys of audiences available in automobiles. Iam not acquainted
with the details of the technique, but they are attempting to fill the
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gap that has existed because there was no available measurement of
listening in automobiles.
Mr. RicitARDsox. Would it surprise you to know that this autoplus is not on amarket-by- market basis? For example, in Louisville,
only six homes in Louisville would have a diary placed in their cars
for auto-ylus?
Mr. «‘% RIGHT. Isuppose it would again, since many things of that
nature, would surprise me, since I am not acquainted with intimate
details that our other experts are acquainted with.
Mr. RICHARDSON. Does the Leo Burnett Co. handle the advertising
for the Tea Council ?
Mr. WRIGHT. We have, sir.
Mr. RICHARDSON. Is Eloise Beatty atime buyer ?
Mr. WRIGHT. Yes, sir.
Mr. RICHARDSON. Were not the spots for the Tea Council, say for
example, in 1961, bought on Nielsen Station Index reports?
Mr. WRIGHT. I do not know that, sir. It is likely that they were.
We purchased the Nielsen service, as you know, but Ihave no intimate
knowledge that that was the case.
Mr. RICHARDSON. Would you supply that for us?
Mr. WRIGHT. That they were
Mr. RICHARDSON. Or were not purchased on Nielsen local reports.
The CHAIRMAN. Or if they were.
Mr. WRIGHT. IWill attempt to get that for you.
[EDITORIAL Nara: The Leo Burnett Co. later advised the subcommittee staff that it was unab]e( to locate files on which to base an
answer.]
Mr. RICHARDSON. Did not Leo Burnett handle in September of
1960 or during this period the account for Allsweet Margarine?
Mr. WRIGHT. The letter you are referring to?
Mr. RICHARDSON. That was in 1961.
Mr. WRIGHT. And this was—
Mr. RICHARDSON. 1960.
Mr. WRIGHT. Ido not recall.
Mr. RICHARDSON. Would you also check and supply that information for the record ?
Mr. WRIGHT. Will you again tell me what it is you want?
Mr. RICHARDSON. September 1960, Allsweet margarine, whether or
not you handle that account and whether or not the buys were not made
strictly on the basis of local Nielsen reports.
Mr. WRIGHT. Yes, sir.
Mr. RICHARDSON. Thank you.
Mr. WRIGHT. Iassume that my ability to do that will depend upon
the memory of the buyer. Is that satisfactory ?
Mr. RICHARDSON. Certainly. And from your records that he has.
Mr. WRIGHT. Well, again, as you may have gleamed from Miss
Ruxton's testimony, we do not keep old files of information about
buys that have been made in the past.
The CHAIRMAN. You can state the source of the information.
Mr. WRIGHT. Thank you.
(The information requested of the Leo Burnett Co. is as follows:)
Our records indicate that we did handle Allsweet in the fall of 1960. Our
rating sources for Allsweet spot radio buys in the fall of 1960 included Nielsen
and Pulse. ( A list of the markets purchased and the rating source was attached.
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This list clearly indicates that Burnett uses Nielsen In the radio markets which
Nielsen measures and uses Pulse for purchases made in other markets.)

Mr. RicnAnnsoN. Mr. Wright, is it true that your agency does
not subscribe to Hooper ?
Mr. WRIGHT. Idon't believe we buy Hooper.
Mr. RICHARDSON. And until last fall, you did not subscribe to
Pulse ?
M T. WRIGHT. We do subscribe to Pulse.
Mr. RICHARDSON. Isay until last fall you did not?
Mr. WRIGHT. That is correct. We may have in the past.
Mr. RICHARDSON. But as far as, for example, 1961 is concerned,
you did not?
Mr. WRIGHT. That may be true.
Mr. RICHARDSON. So basically the biggest part of your buys were
based on the Nielsen reports?
Mr. WRIGHT. On the Nielsen reports and what other survey service information may have been supplied to us by station and station
representatives.
Mr. RICHARDSON. Isn't it true that on many occasions in the past,
if the station representative didn't bring in a Nielsen report, he was
just wasting his time with your agency ?
Mr. WRIGHT. Ihave no such knowledge.
Mr. RICHARDSON. Mr. Chairman, that is all the questions of the
staff.
The CHAIRMAN. Does any member have anything of this witness?
Mr. YOUNGER. Did you listen to Mr. Mahoney's testimony a while
ago ?
Mr. WRIGHT. Yes, sir; Iwas present in the room when he testified.
Mr. YOUNGER. Do you agree with him that in selling services, you
have aright to expect the delivery of the
Mr. WRIGHT. Iam sorry, Ididn't hear aportion of that.
Mr. YOUNGER. When you sell a program where the network has
promised, by whatever standards they use, acertain number of listeners and by that same standard later on, say that they are not producing the promised number of listeners, that there should be an adjustment in the price?
Mr. WRIGHT. To my knowledge, sir, in the years Ihave been in this
business, Ihave never found that anetwork promised any such thing.
Mr. YOUNGER. They don't promise that?
Mr. WRIGHT. They do not promise audience delivery and we do not
purchase on that basis. We never have, to my knowledge, made a
contract whereby a program or a time period was purchased contingent upon the development of a given level of audience. This is
our seasoned advertising judgment that we exercise to determine this.
M T. YOUNGER. That is all.
The CHAIRMAN. Mr. Moss ?
Mr. Moss. Now, if you don't buy on the basis of a guaranteed circulation, do you buy on the maintaining of a minimum rate?
M T. WRIGHT. No, sir.
Mr. Moss. Do you buy with ratings as aconsideration ?
M T. WRIGHT. Yes, sir.
Mr. Moss. What part of the consideration
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Mr. Wiuoirr. Well, there are two ways to basically evaluate what
you want to buy.
May Iask this question: Are we addressing ourselves now to network television? Is this the area of inquiry? What area are we
inquiring into ?
Mr. Moss. Well, in the statement, Mr. Mahoney, I believe, went
into the matter of network television. So let's deal with that first.
Mr. W RIGHT. Would you repeat the question ?
Mr. Moss. Iwill have the reporter repeat it.
(Question read.)
Mr. W RIGHT. The question, as Iunderstand it, is, in what part of
our buying decisions are ratings aconsideration ?
Mr. Moss. On national network shows.
Mr. W RIGHT. Let me attempt to answer that this way: When we
are considering the purchase of aprogram that has been on the air
and would have produced what we call a track record, wherein
we would have substantial information concerning the demographic
characteristics of that audience, together with the trends of its
audience production and its ability to stand in competition with
programs on the other networks and independent stations of the country, we have one set of factors to guide us and we believe that with
the quantity of information available, such as the program type itself,
its format, whether it is ahalf hour or an hour, thereby having the
number of commercial opportunities and competitive opportunities
at consideration, time of day, day of week, together with these other
factors that Ihave mentioned, we are able to exercise our judgment
then and there based upon those records and those facts.
On the other hand, as Mr. Mahoney mentioned, there are times when
you are considering the purchase of a program wherein you do not
have all of this information. The practice of the business is that we
as an agency are able to come up with ideas for programs to be put
on the network and some of these we do develop.
Other times, we are able to obtain from the program producers in
the business, independent companies not associated necessarily with
the networks, program ideas that they have brought to maturity, either
in script form or even in pilot film stage as an example of their idea
for entertainment.
Thirdly, you have the program product from the networks which
we are invited to review again in avariety of forms, either by reading
the scripts, examining brochures detailing what plans the network
may have for the development of this program idea, or looking at the
program itself in apilot film. Thus we are able to evaluate for our
clients whether or not we feel this program is a desirable frame of
reference for his advertising.
In many instances, we are able to put this program through what
we have in our company called the creative workshop. This is a
facility whereby we show such program pilots to samples of American families or groups of housewives or husbands or children in an
attempt to obtain their reaction to the show. Well, first, as to whether
or not they think it is afamily program, whether or not it would be
invited into their homes, we attempt to discover whether or not there
is anything about the content of that program that would be harmful
to their children, let's say.
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It is from the information we gain in this creative workshop that
we are able to produce an evaluation of the program's likeability and
to decide on judgment whether or not we want to pursue the purchase
of this show from whatever source has brought it in.
Does this answer your question?
Mr. Moss. No, sir; it does not.
Mr. W RIGHT. Let me try again.
Mr. Moss. It has been an interesting discourse, but candidly, it
hasn't answered anything.
It has produced in my mind agreat many additional questions, but
has not satisfied me on that point that Idirected to you.
It has avoided completely the question of how you use ratings.
Mr. W RIGHT. Iuse ratings, sir, in the first example, when we have
this track record I described as part of the consideration.
Mr. Moss. A major part, aminor part ?
Mr. W RIGHT. I was just going to say, for me to attempt to put
sizes on whether it is amajor or minor, Iwould say it is aminor part
because of the number of other considerations. In fact, rating really
takes even alesser position than share.
Mr. Moss. Now, what is share?
Mr. W RIGHT. We seldom deal with the rating of a program. We
are interested in what share it will develop.
Mr. Moss. Share of what?
Mr. W RIGHT. Share of the available audience.
Mr. Moss. All right; and how do you determine the share of available audience?
Mr. W RIGHT. Several ways. First of all, we do it on judgment.
Mr. Moss. That is ajudgment, an estimate.
Mr. W RIGHT. Right.
Mr. Moss. Now, at some point, you are going to see if your judgment is supported by experience?
Mr. W RIGHT. Right. And we evaluate what comes along from the
rating services as the estimated share of that program in its time
period.
Mr. Moss. Now, this is anational show , and so where do you go to
determine what its share of the audience is
Mr. W RIGHT. To material and information supplied by A. C. Nielsen
Co., and ARB.
Mr. Moss. And is this arating survey that Nielsen makes that tells
yon what the national share is ?
Mr. W RIGHT. Yes, sir; Ibelieve so.
Mr. Moss. Don't you know ?
Mr. W RIGHT. Well, I am not that much of an expert as to be able
to define what you mean by "national." What Imean by "national"
is that the figures are developed from apanel across the country.
Mr. Moss. That is what I thought I meant by "national" until I
discovered that, in one of these national surveys, we have one entire
time zone omitted.
Mr. W RIGHT. You mean like mountain ?
Mr. Moss. That is right.
Mr. W RIGHT. That has been traditional in the business, sir. There
are only what, 3percent of the people there ?
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Mr. Moss. I think it is higher now. Ithink it might have been a
number of years ago. It has been growing out there. Those people
buy and they listen and they live, and as I said, they have grown
rather remarkably.
Mr. W RIGHT. We don't believe that they are atypical, Mr. Moss.
Mr. Moss. One of our distinguished colleagues here comes from
amountain time zone and an area of very vigorous and rapid growth.
If you had been down through Arizona and New Mexico recently, you
would be amazed at how typical they are becoming.
Mr. W RIGHT. It is sure wonderful.
Mr. Moss. So when we get to "national," Iwould have said that a
very orthodox definition would be acceptable to me envisioning the
sample of anation. But in view of the fact of the sampling, Iwould
say that three of the four time zones of the Nation would constitute,
in my judgment, anational sample at the moment.
Mr. W RIGHT. You are entitled to that judgment, sir.
Mr. Moss. Well, I accord you the same right, and apparently we
are, by force of circumstances, in agreement that the national sample
excludes the mountain time zone.
Mr. W RIGHT. I believe it does.
Mr. Moss. Whether it is wise or foolish, it does. So this determines
your audience share ?
Mr. W RIGHT. Yes, sir.
Mr. Moss. Is this an important consideration in buying one of
these programs?
Mr. W RIGHT. Well, of course, you don't have ashare developed except under conditions of the track record. When you are trying to
analyze anew program, you don't have your share to go on.
Mr. Moss. Now, do they ever sell you anew program and tell you
that it is going to maintain acertain minimum rating or share?
Mr. W RIGHT. No, sir.
Mr. Moss. They do not?
You speak here as an agent ?
Mr. W RIGHT. Yes, sir.
Mr. Moss. For advertisers ?
Mr. W RIGHT. Yes, sir.
Mr. Moss. You deal on his behalf with the networks?
Mr. W RIGHT. That is correct.
Mr. Moss. And the gentleman who was here earlier in the afternoon
is the advertiser ?
Mr. W RIGHT. That is right.
Mr. Moss. And he deals with the agency ?
Mr. W RIGHT. Right.
Mr. Moss. Now, do you suppose the agencies with which he deals
have given him asort of "snow job" on this matter of what is expected
by the networks and the guarantees they give ?
Mr. W RIGHT. This is not for me to say, sir. We are in competition
with those other agencies.
Mr. Moss. But none of your clients are ever given any assurance by
you or by the networks that their programs will have a share of the
audience, average or minimum ?
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Mr. W RIGHT. I cannot say that that is absolutely true, because I
do not know it to be the case. But Iwill say in general, it is not the
practice, sir.
Mr. Moss. In general it is not.
Now, do you do most of your business with the networks, or do you
do the bulk of it with individual stations ?
Mr. W RIGHT. The ratio of our volume in broadcast is roughly 55
percent network, 45 percent with individual stations.
Mr. Moss. So dealing with 55 percent network, the picture given to
the committee, Iwant you to appreciate that this is avery confusing
thing, to have the second largest advertiser in the country come before
us and give us astory, which he has apparently felt so strongly about
that he has taken it to others in advertising. It was reproduced in
at least a couple of magazines that Ihave seen recently. And then
we have arepresentative of an agency come here and take aposition
which is contradictory in detail of the story given by the advertiser.
Mr. W RIGHT. That is perfectly possible, sir. It is a free country.
Mr. Moss. Well, it is not aquestion of freedom. It is aquestion of
whether there is a pattern of policy adhered to by the networks or
whether they have variable standards, and they like you, say you get
one deal, and they are not too happy with him, so he gets another.
Mr. W RIGHT. It is amatter of attitude. Ihave explained to you
that we just do not operate that way.
Mr. Moss. Now, on this matter of your buying time on local stations, how important is the rating?
Mr. W RIGHT. Important to the degree that has been described here,
Mr. Moss. Again, we attempt to train our buyers to take into consideration all these factors that can bear upon the decision so that
we come up with as intelligent as possible adecision and spend our
clients' money so that it will do him the most good.
Mr. Moss. Of course, we have had the matter gone into exhaustively
with Miss Buxton. But Iwould be interested in your independently
detailing the significance of ratings in the purchase of time under
conditions prevailing, in the purchase of time for Swift & Co.'s Allsweet Margarine and give me your evaluation of this rating significance.
Mr. W RIGHT. May I interpret your request for the rating significance to be what degree do ratings bear in the total decision 2
Mr. Moss. That is correct.
Mr. W RIGHT. ln the aggregate, the considerations that we have
listed, and Ishall not list them again, bear on what type of audience
we got. Once all of these considerations have been investigated and
checked off one by one, and we are now prepared to select 'particular
stations and time of day on those stations, the rating is the principal
manner in which we determine the value of one media opportunity
over another.
Mr. Moss. And would not that be equally true in network television ?
Mr. W RIGHT. Yes, sir,
Mr. Moss. It is the principal item, all other factors being equal,
that determiness which program or which station you buy?
Mr. WRiTurr. Generally, as you are defining ratings and are understanding them from what Ihay' egleaned here today
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Mr. Moss. Let use redefine it so we have no doubt. I referred
broadly to ratings as the surveying of the total profile of the audience of radio or television to determine any fact which might bear
upon the decision by you when those determinations are reduced,
either in percentage points or in any narrative summary, to give you
a picture of the performance of one station or program in opposition
to another.
Mr. W RIGHT. Well, I think the answer to that is yes, we do.
Mr. Moss. Now, you mentioned that there was a reliable service
across the country. You understood it had about 12,000 homes involved in its sample size?
Mr. W RIGHT. Ibelieve one of them does; yes, sir.
Mr. Moss. Which is it?
Mr. W RIGHT. Iam not sure. Ithink it is ARB.
Mr. Moss. Irecall, and have been rather attentive here, that of all
of those who have testified to date, only one will meet that standard
of about 12,000 homes. That, as I recall, was the Sindlinger Co.
The others, Ithink, are around acouple of thousand.
Mr. W RIGHT. Iam not familiar with the Sindlinger service.
Mr. Moss. Thank you.
That is all the questions Ihave.
The CHAIRMAN. Mr. Rogers?
Mr. ROGERS of Florida. Mr. Wright, your position is what with
your company ?
Mr. W RIGHT. My title is vice president in charge of media.
Mr. ROOMS of Florida. That means that you are in charge of all
of the purchasing and dealing with the various media?
Mr. W RIGHT. In its broad sense; yes, sir.
Mr. ROGERS of Florida. Do you train the buyers? Is that under
your supervision ?
M T. W RIGHT. Yes, sir.
Mr. ROGERS of Florida. The actual contact with the networks and
the stations is under your supervision?
M T. W RIGHT. Yes, sir.
Mr. ROGERS of Florida. Who subscribes in your company to the
rating services? Ibelieve you said Nielsen and Pul.c
Mr. W RIGHT. And ARB.
Mr. Roc ais of Florida. Whose responsibility is it to subscribe?
Mr. W RIGHT. To make the decision?
Mr. ROGERS of Florida. To subscribe, to decide which company
you will actually use as arating service. Is that your decision ?
Mr. W RIGHT, No, sir.
Mr. ROGERS of Florida. Whose decision is that?
Mr. W RIGHT. We depend upon our vice president in charge of
media and program analysis to make that decision.
Mr. ROGERS of Florida. And his name is?
Mr. W RIGHT. Dr. Seymour Banks.
Mr. ROGERS of Florida. How long has he been in this position?
The number of years?
Mr. W RIGHT. Longer than Ihave been with the company.
Mr. ROGERS of Florida. And how long have you been with the company, sir?
Mr. W RIGHT. Approximately 8 years.
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Mr. ROGERS of Florida. How many do you have under your supervision in your company ?
Mr. W RIGHT. Oh, 125.
Mr. ROGERS of Florida. Do you personally train theim all?
Mr. W RIGHT. Approximately 30.
Mr. ROGERS of Florida. About 30? Do you personally train them
all ?
Mr. W RIGHT. Yes, sir; I take agreat personal interest in each one
of them.
Mr. ROGERS of Florida. Do you have acourse to train them, or what ?
Mr. W RIGHT. We do. We have acourse which we provide in the
evenings, for example.
Mr. ROGERS of Florida. Do you conduct, it ?
Mr. W RIGHT. From time to time; yes, sir.
Mr. ROGERS of Florida. How often ?
Mr. W RIGHT. Once aweek.
Mr. ROGERS of Florida. And how long does the schooling continue?
Mr. W RIGHT. Various times of the year, it may run 12 weeks, it may
run 15 weeks.
Mr. ROGERS of Florida. There is no set program ?
Mr. W RIGHT. No; it is not that formal.
Mr. ROGERS of Florida. It is not formal at all ?
Mr. W RIGHT. That is one aspect of our program.
Mr. ROGERS of Florida. Do you bring new buyers in; how frequently? Whenever there is avacancy, or do you have aset program ?
Mr. W RIGHT. We have apool of men that we hire, principally from
the universities and colleges of the country upon their graduation. We
bring these young men into our inedia department. We call them
media assistants. They begin to learn the vocabulary and the tools
of the business, and after aperiod of time, perhaps from 1to 2years,
they are now in aposition, having learned sufficient as afoundation, to
be put into abuyer training operation.
Mr. ROGERS of Florida. And how long does that continue ?
Mr. W RIGHT. Icannot say, because it varies. It depends upon the
man and how fast he learns.
Mr. ROGERS of Florida. You must have some set time.
Mr. W RIGHT. 6to 8weeks.
Mr. ROGERS of Florida. Then he is ready to become a time buyer
for you ?
Mr. W RIGHT. We think so; yes.
Mr. ROGERS of Florida. Now, you say you do 45 percent of your
work directly with the local stations, is that correct ?
Mr. W RIGHT. Ibelieve, of our volume, yes.
Mr. ROGERS of Florida. And about 55 percent, Ithink you said, network ?
Mr. W RIGHT. Yes, sir.
Mr. ROGERS of Florida. How many local stations would you say
you have dealings with? An estimate.
Mr. W RIGHT. Of the 525 or so television stations, Iwould guess 450.
Idon't really know.
Mr. ROGERS of Florida. How about radio ?
Mr. W RIGHT. Oh, thousands of them-2,500 to 3,000 of them.
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Mr. ROGERS of Florida. And you have 30 buyers. Iwas just wondering, because the prior testimony has been that most of these stations send representatives to you and maybe play recordings of their
programing, and so forth, and I wondered how you arrange that.
How is that done ?
Mr. W RIGHT. Well, in tvo ways. One, abuyer will invite the representative to come in and display these pieces of information. Second,
the owner will come to town and make an appointment with one or
more of our buyers in order to show them or play for them this work..
Mr. ROGERS of Florida. And how often do you do this with each
individual station, would you say, that you actually buy from? I
realize you might not want to do it with some small stations, but with
your fairly good-sized stations, how often would this be done
Mr. W RIGHT. Ireally don't know; in terms of frequency.
Mr. ROGERS of Florida. Is this your department ?
Mr. W RIGHT. Yes, sir; it is.
Mr. ROGERS of Florida. Well, do you have arequirement that you
have your time buyers review the programing with their representatives or not ?
Mr. W RIGHT. It has already been testified, sir, that we review programing on every buy. Ithought you understood that.
Mr. ROGERS of Florida. I thought I did, too, but from your testimony now, Ido not think Ido understand it. Because Ido not understand how you review it according to the testimony you have given.
Mr. W RIGHT. Well, Iguess Iam confused, sir.
Mr. ROGERS of Florida. Ithink we all are.
Go right ahead.
Mr. W RIGHT. Are you referring to a man bringing in a tape of a
specific show and playing it for us, and how many times does he do
that in the course of ayear ?
Mr. ROGERS of Florida. Now, as Iunderstood from your testimony,
you said that you had them bring in recordings to give you atypical
programing.
Mr. W RIGHT. That is right.
Mr. ROGERS of Florida. That is all I want to know, how often is
this done, how frequently, by your buyers—once ayear, twice ayear?
Mr. W RIGHT. Say once ayear, to the best of my knowledge. Idon't
know that. it, is more frequent than that or less frequent.
Mr. ROGERS of Florida. Well, you have no requirement, then ?
Mr. W RIGHT. No, I don't require it. It is taken as a matter of
course. This is the buyer's job to know the station's programing.
Mr. ROGERS of Florida. It could be done or could not, as far as the
regulations under which you run in your own shop, is that true?
Mr. W RIGHT. It is possible.
Mr. ROGERS of Florida. Then this does not, nese2sarily become such
an important factor in your programing with the local stations; is that
true?
Mr. W RIGHT. No, we think it is important. What else do you buy
if you don't buy programing ?
Mr. ROGERS of Florida. Iam going on the typical programing of a
station, as you have testified, whether it is jazz or what it may be.
Mr. W RIGHT. Yes, that is very important to us.
99-942-63— pt. 1-27
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Mr. ROGERS of Florida. But you do not have any requirement that it
be reviewed at any particular time ?
Mr. W RIGHT. It is standard operating procedure, sir, that we look
at programs every time we buy. It becomes part of the file jacket
on the station for that particular buy.
Mr. Rooms of Florida. Isee. Could you supply for the committee,
say, of 10 stations in Florida for which you buy, and show us the
programing and so forth ? Could you supply this from your records?
Mr. W RIGHT. You would like the program sheets from 10 Florida
stations taken at random ?
Mr. ROGERS of Florida. Which you have used as your basis to decide
whether you would purchase or not, that are now in your records, for
the last—say the last 2 months. For instance, in Miami. I think
this would help us evaluate how much is being given to programing.
That is the point Iam trying to get to.
Mr. W RIGHT. Very good.
Mr. ROGERS of Florida. Now, as I understand it, you do not, yourself, go into checking on how surveys are gotten, but leave this to the
vice president ?
Mr. W RIGHT. Yes, sir, Ihave enough to do, myself.
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
The CHAIRMAN. Is there any further questioning by the committee?
Mr. Hum,. Ihave no questions.
The Chairman. Thank you very much, Mr. Wright, for your appearance here and your presentation.
Mr. W RIGHT. It is a pleasure to serve you, Mr. Chairman.
The CHAIRMAN. We appreciate your cooperation.
Mrs. Dorothy Rabell.
Are you Mrs. Rabell?
Mrs. RABELL. Yes, sir.
The CHAIRMAN. Will you be sworn, Mrs. Rabell. Do you solemnly
swear the testimony you give to the committee to be the truth, the
whole truth, and nothing but the truth, so help you God?
Mrs. RABELL. Ido.
The CHAIRMAN. Will you identify yourself and your position for
the committee. please?
TESTIMONY OF MRS .DOROTHY RABELL,MANAGING DIRECTOR,
RADIO STATION KITT
Mrs. RABELL. Sir, first, of all, Iwould like to say that the reason I
am here is that Mr. Rabell, who operates the radio station with me,
is in the hospital and unable to come.
We live in San Diego, Calif. We own at the present time an FM
station. The call letters are KITT.
I would like to put on the record that Mr. Rabell has been in the
radio business since 1928 and has owned and operated both AM and
FM stations. We jointly built an AM property in San Diego in 1946.
Ihave been active in the business with him since that time.
In part because of the numbers and in part because of the testimony that has gone on this afternoon, we sold the last of our AM
properties in 1958. We kept our FM station because we thought
maybe it was a little bit cleaner business. But I am not so sure
now.
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The general feeling that we have about these ratings is that they
are of such commercial importance to the business, whether it is
AM, whether it is FM, whether it is TV, that without them you just
cannot survive. For that reason, we would cooperate with anyone who
could come up with something that was honest and accurate and fair.
After World War II, with the increase of radio stations, the overpopulation that the FCC has often spoken of, the battle for numbers
became tremendously important. Prior to that time, a city like
San Diego had two network stations. True, we have Tijuana to the
south which has nine stations on the air, and sometimes they sold
some time, sometimes not. There wasn't any rating competition.
The two stations lived on the networks—and then came the independents.
Rating then became important for the reasons that have been cited
by the client this afternoon and by the gentleman from Leo Burnett.
How does a time buyer sit on Madison Avenue, exercising the best
possible judgment, and buy spots in San Diego, Calif.? What guide
should be used ?
I don't endorse the ratings, I say this is the system. The system
is composed of a radio station representative, the numbers, and the
advertising agencies. If I wasn't in FM, I would probably be so
afraid of reprisals, Iwouldn't say this, but Ihave nothing to lose.
We go on to the additional problems that face FM broadcasters,
particularly, and this is aspecialized situation. There are three surveys that are accepted for local broadcast use, and we might as well
forget national business in FM at this point, rightly or wrongly—
Pulse, Nielsen, and Hooper. Only Hooper lists FM in their regular reports. This is not only true of San Diego, this is true of all the
FM stations all over the country. They are faced with the same
problem.
Now, Nielsen states that it just plain doesn't report FM. We have
had a personal call, because my husband is past president of the
National Association of FM Broadcasters, and apresent director of
NAB for FM, in effect saying we are just plain going to let you
alone. And after what they did to AM, Ithought it was probably
apretty good thing, because FM was bad enough off as it was. So
Nielsen has flatly accepted no money, has done no FM.
However, this isn't the case with Pulse, because Pulse is arather
unfortunate story. Pulse implied, until the Federal Trade Commission consent decree, that they measured all radio in a given market. However, KITT was only listed in the regular reports to which
we subscribed. We asked Pulse what their minimum reporting
standards were, and we were told the standards vary from market
to market. I don't know what this means. Ihave never been able
to find out.
The reason we asked Pulse for the standards was that in 1959 KITT
began to show up in the Hooper report. We were not subscribers to
Hooper. We had owned an AM property in the San Diego market
for some 10 years2 we had friends in AM. FM was so little worried
about as competition. So they came and brought us the Hooper, and
there we were on aHooper report. This is fine. This is like striking
oil in FM.
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So we contacted Alan Kline of Pulse. I believe at that time Mr..
Kline's official title was the statistical research head of Pulse in New
York. Mr. Kline is no longer with Pulse in New York, having been
transferred to their other corporation, Pulse Pacific, in Los Angeles.
We asked Kline: "What about this? Is Hooper mad or have they
gone crazy ? Do we have any audience? What do you show on your
reports ?"
Kline said, "You are showing up regularly in every quarter hour
on the Regular San Diego Report. You are the highest rated FM
station in the United States."
We said, "Fine, this is just wonderful, but if this is true, why aren't
we on the page? Why don't you print us there on the book if we have
enough audience to show up?'
Mr. Kline said that it was the decision of Pulse that it would be
far more harmful to us to list us with asmaller share of audience than
to leave us out altogether.
Well, we both argued, but this did no good. Kline said, "I can't
do anything about it ?this is Pulse's policy."
We didn't agree with Kline's opinion, because of just the little. bit we
showed on Hooper, the fact that an FM station had ameasurable audience, had produced business. You are not talking about much money
when you are talking about FM. You are talking about spots selling around $2apiece. But to survive in FM, it is quite atriumph, and.
Isay this from experience, long experience, in AM.
So we were listed finally in the Regular Pulse Report, and this is a
pretty sorry story. We were listed in two Regular Pulse Reports, the
May and the August reports of 1960. And this came about in this
fashion:
Pulse listed us with a 3-percent share. They came to us and they
said that we were showing up with this, and again we said, "We cannot afford, as an FM station, to pay you $600 per report four times a
year. Can we buy one report? Can we buy what we can afford to
par for ?"
I can only say we bargained. They said, "Buy two reports and
we'll print you."
Now, believe this, and please recognize, they came to us and told us
we had this audience. Now, an FM station m San Diego can afford
$1,200 for research like ahole in its head but, nevertheless, we gambled
on it. We bought the two reports. We were duly printed. Then
the next report came out and we were gone and the agency said, "You
have lost your audience." The air time we had sold had come out of
radio budgets. It didn't come out of thin air. It was not new money.
And the AM people in the main, the lower rated stations, we were beating acouple of AM's.
They said, " They have lost their audience." This is fine, $1,200
later.
If it liad not been for Hooper, Idon't know what would have happened. Just before Ileft San Diego, Mr. Rabell and Ireviewed our
financial figures for that period, and our billings dropped from the
time. they pulled us out of the Regular Pulse $ 10,000 before we were
able to fill ourselves back up again. The AM people again, the
friends we h,ive, came and brought us Hooper.
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Now, it may seem strange that we don't subscribe to Hooper, but we
don't because the agencies won't accept it. I have sat before time
buyers' desks and I have had them say to me, " Yes, I think Hooper
is honest, but don't bring us something that shows us sets- in-use like
this, bring me a Pulse. I can't show the client something that lists
a12 or 13 percent sets-in-use."
The consent decree against Pulse, that the sets were inflated 20
percent in the morning and 40 percent in the afternoon, maybe will
change the agency thinking. Ihave seen no change so far.
So we went on with this and KITT continued to show areportable
audience on Hooper. As amatter of fact, we showed an increase on
Hooper.
Finally, on the current Hooper today, we show a2.7 percent share,
and this beats our former AM property we owned in the market, plus
the local ABC station, and in some time periods, nudges CBS. .But
we and all the rest of FM have vanished into thin air on Pulse. The
base has changed on Pulse, and since the Federal Trade Commission
consent order, Pulse now prints in its book, "This report does not include FM."
But Imust point out that before this carne about, "Miscellaneous"
on Pulse kept climbing to the point where it was almost equal to the
top-rated, rock-and-roll station in the market. So it would appear
it was necessary to change the base. We have had special FM reports
from Pulse. Idon't know how many hundreds of dollars we have
spent trying to get some facts and figures on FM. It was always
acomplete source of mystery to us. Ijust spoke to the gentleman from
Colgate-Palmolive about FM—no research, no. Sure there wasn't
any research as far as the agencies were concerned, because Pulse never
sent the special studies done for us or any other FM station to their
agency subscribers. So not only ourselves, but FM stations all over
the country were producing research, were paying for research, but
we were playing to an empty house. The people that bought the time
didn't see them. Sure, you could use them locally, but it did no good
on Madison Avenue or Michigan Avenue or Montgomery Street.
When we first found out we weren't listed in the regular Pulse
report after he canceled us out, we called Dr. Roslow and asked him,
"What has happened? This must be some kind of ghastly mistake."
Dr. Roslow said, "It must be in 'Miscellaneous. You will find
'Miscellaneous' has gone up."
We said, "Is this your current policy ?"
He said, " Yes," that he was no longer going to list any FM stations
in any Regular Reports, regardless of size of audience. This was his
policy.
Well, we went on, and during this period, we were losing business,
so finally, in desperation—Idon't know where Sidney Roslow was at
that time—we got hold of Richard Roslow and said, "Look, what will
you charge to sell us abreakout of 'Miscellaneous'? If you say we are
there and we haven't lost the audience, will you sell us this?"
This is the little figure at the bottom that says, "Miscellaneous," so
many percent. We got a bargain on that one. He only charged us
$125, but again, we had the only copy. The agencies didn't have it.
So we might just as well have saved our time and energy there.
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Also, I have in my possession, which Mr. Richardson and Mr.
Sparger have seen, the breakout, and the breakout, incidentally, was
higher than when we were printed in the two regular Pulse reports.
The effect of ratings on our sales—we can adjust our rates up and
down ? and do, and did in AM, to how much audience we produce.
This is all the numbers. This is part of what the gentleman was talking about this afternoon. This is true even in radio, it is true even in
FM, which is pretty far down the scale when you start comparing it
to TV.
But we bought special reports, because we asked Dr. Roslow, " Sid,
would you put us back in the regular Pulse if we had an audience
that met your standards ?"
Dr. Roslow said, " Yes, you will be back in it."
But we never were. Ihave aletter here in 1961 from Alan Kline
stating we were to be put back in the listings of the regular Pulse.
We never were. We kept saying, "We'll buy what we can," but an
FM station cannot afford to pay the full Pulse rate, which in San
Diego is $600 asurvey for four surveys ayear. We can't pay for it.
We have in our possession aletter from Dr. Roslow as early as September 1958, stating:
It may be profitable to keep a continuing record of your quarter-hour ratings for
each report, with the possibility that we can list you in the regular rating report
if and when you reach a sufficiently high level to justify this inclusion.

The letter from Alan Kline in May of 1961 said:
As per our recent discussion, KITT—FM will be listed on the share page of all
future San Diego reports providing it reaches our minimum requirements for
reporting. Unless there has been a dramatic change in your audience size, this
can be no problem.

But we were never listed.
Our feeling is that everybody in town could be listening to us, and
believe me, Iam not afringe lunatic just because Iam in FM. Idon't
think everybody in town is. But everybody in town could be listening
to an FM station and you might just as well not be on the air as far
as the people who buy the time, if you are not in those bibles, the
gospel, according to Pulse and Nielsen, because you can't get off the
ground with Hooper. Even though they admit it is honest, they
don't want something that shows such small sets in use.
So the callous indifference of the Pulse organization toward the
problem they had created—we called up Sid Roslow, whom we have
known for many years. We finally aroused his ire to such apoint that
he said, "Ican't make any money out of FM." Well, he made quite
abit out of us comparatively for what the product produces.
Their blunt refusal to reveal even minimum standards—this was not
in correspondence only, but in personal conversations. It just plain
varies from market to market. This seems to us to be segregation in
one of its most malignant forms. Here is atype of radio represented
by over 1,000 broadcast stations across the country, all being told in
effect by Pulse and by Nielsen, " You can't join this club," or " Your
particular class of station might ruin the neighborhood."
It would be just about as logical for Pulse and Nielsen to say they
weren't going to list Negro stations, Chinese language stations, religious stations, 250-watt AM's, or daytimers only, regardless of size,
if there are no standards.
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When the representative of asurvey firm that is supposed to engage
in scientific sampling of radio listening states, "Our minimum standards vary from market to market," then we suggest that maybe this
science can be compared to acrystal ball or a divining rod, and that
the jackets of these rating services should be printed in bold type with
an ancient and pretty dishonest axiom, "Let the buyer beware," on
behalf of both the advertisers and the stations.
We have other problems with Pulse. We hadn't realized until
recently just how bad they were. We knew that playing the numbers
game was a pretty chancy business. There is a saying in the radio
business, " You live by the numbers and you die by the numbers." But
believe me, in FM, it is just plain Russian roulette.
On the night of March 15, Ireceived atelephone call from aMrs. Mae
Dutelle, who lives in Spring Valley, San Diego, who stated that she had
been a Pulse interviewer for a period of some 8 years, terminating
her association with Pulse in the spring of 1962. Mrs. Dutelle's telephone call to me as the owner of a radio station was prompted, it
seemed to be, in part by conscience but in part by the fact that she
had received telephone calls from women currently working for The
Pulse in San Diego, and even more recently a telephone call from
a Myola Ellis in Pulse's New York office, attempting to ascertain
from her whether she had had any conversation or had provided
any information to any representative of this committee.
She seemed to be, at least the way she put it, attempting to right
a wrong, because she stated that during her employment by Pulse,
she had had many reasons to doubt the validity and the accuracy of
the finished reports.
She proceeded to enumerate at length what she thought was
wrong with Pulse. The first portion of what she had to say dealt
with the areas which were surveyed, and which she stated were surveyed by other Pulse interviewers in San Diego County. San Diego
County has apopulation of alittle more than amillion, but the bulk
of it lives on the coastal plain between high mountains on the east
and the Pacific Ocean. But Pulse apparently places tremendous importance on anumber of small communities located in the high mountains, where all San Diego stations can't be clearly heard.
Mrs. Dutelle stated she would receive instructions from Pulse to
complete 90 interviews in Jacumba. I think Jacumba probably has
200 people in it. Once in the gay nineties, it was apparently a wild
spot for hot springs, but now it is kind of deserted.
This is only one example. Alpine—Ithink it lives on chickens or
something and has a population of around 1,500. She regularly did
120 interviews a month there. Ramona does a big turkey business.
There aren't many people there, but she did 120 interviews a month
in Ramona.
These are only examples of these small communities. In all the
ones she mentioned, they probably total 25,000 population. And we
have received Pulse surveys and Ihave in my possession surveys that
state that their base sample is 1,000 homes. Well, if you start going
out to towns of 200 up in the mountains where some stations can't be
heard and doing 90 to 120 interviews, this transgresses my statistical
knowledge.
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She stated that these were not just isolated instances, that this was
aregular occurrence during her employment with Pulse. As amatter of fact, she stated that in Jacumba, the people began to get pretty
irate when she kept coming back month after month to the same people. There wasn't anyplace else to go, and they started saying, "Well,
what are you doing back here again? I talked to you last month,"
and they were very uncooperative with her.
She stated that the 10 Pulse interviewers in San Diego were paid
$1.50 an hour for a 28-hour workweek, consisting of 7 days. They
were supposed to conduct 30 interviews a day, or 210 during the 28hour period. But she stated in addition to this compensation frequently there were 10-cent bonus questions on separate sheets. She
stated that out-of-home listening questions were a10-cent bonus.
In other words, the interviewer would come in with 10 pages on a
clipboard of radio and television programs, and the 10-cent bonus
question was on aseparate sheet.
Now, out-of-home listening is what inflates the sets on Pulse beyond
Nielsen and beyond Hooper, and has always been so popular with the
advertising agencies.
Ihave asworn statement here from the head of alocal advertising
agency, who had Pulse call on him here within the last 3weeks. He
states that his 17-year-old daughter was questioned. She was asked,
"What did you listen to in the car radio today V'
She said, "Iwasn't in the car."
The interviewer said, "Well, what do you usually listen to?" and
the girl gave the station, which was written down.
Then she was asked, "What did your father listen to in the car
today r
"Well, Idon't know if he did."
"Well, what does he usually listen to rand this was written down.
But this is a10-cent bonus question.
That is not all on the 10-cent bonus. Upon occasion, such other
10-cent bonus questions were added on specific programs on specific
stations, the Edsel automobile and FM. Now, the owner of an FM
station had pretty good cause to feel uneasy about being coupled with
the Edsel on abonus question, if nothing else. But she reported that
very often, the interviewers didn't even ask the FM question, because
by the time they finished juggling 10 pages, they just plain didn't
have enough hands to go around.
She stated that neither she nor any other Pulse interviewer that
she knew had ever received a program roster on any FM station in
San Diego. There are currently nine FM stations on the air in San
Diego. She stated that often, the.yweren't even furnished with the call
letters.
Finally, in desperation, she called alocal station and asked them if
they could give her alist of the San Diego FM call letters. This was
during a period when surveys had been subscribed to which were
subsequently delivered.
During this entire period, I have in my files letters from Pulse,
"Please send immediately your program roster so we can have everything up to date," and we
espent time and money to fill them in and
mail them back. But according to the interviewer, the field people
never had them.
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This came as a shock to us, particularly
study
since it is a recall
which depends in part on its inflation by what somebody sees on a
piece of paper. If you are not on that piece of paper, you are going
to shrink—you have to. It is human nature. They are asking a
recall of hours before.
We feel we were placed at an almost insurmountable disadvantage
by not having our programs listed.
With regard to IITT and other FM stations and the efforts made
to try to find out our penetration, how many FM sets are there in a
given market, there has been more money spent by FM stations across
the country on this than any single factor that Iknow of, and all of it
has been done by Pulse.
The first study we ever had done was in May of 1957, and this
showed 35.9 percent sets—FM sets—in San Diego County. When
we terminated our unhappy relationship in 1962, this was up to 42.7.
Yet we have in our possession figures from the Bureau of Electrical
Appliances showing that throughout this entire period, 1,500 FM
sets a month were moving that were reported off dealers' shelves in
San Diem:).
Mrs. butelle states that in the last year she worked for Pulse, it
became a matter of frequent discussion between her and other interviewers that almost every household they called on had an FM set.
This is since the introduction of the table model. I don't say they
ever turned the sets on, maybe they never did. But when the table
models came out with AM and FM, there was aset in the house and
it was not reported by Pulse.
You have, or Mr. Richardson has in his possession this information
about the increase on set sales. We complained constantly to Pulse:
"Look, how can 1,500 sets sell amonth that are reported and you don't
show anything different one month to the next ?"
Finally, Dr. Roslow told us in aconversation in April of 1962 that
the penetration might have been lower than it was last summer, but
if the penetration is lower , we just bring it up to the prior levels.
Now, I would say that this implies at least an adjustment of
figures. However, in the New York metropolitan area, the penetration went down, and when Pulse was asked about this, his only
answer was that people must have left town and taken their sets with
them. I don't work for the Census Bureau; I don't know what the
metropolitan area is currently.
To continue with the Pulse problem brought up by Mrs. Dutelle,
in 1957, KITT purchased aPulse study similar to many done for FM
stations around the country, ranging i
n price any place from $500 to
$1,500 on qualitative data. We had no numbers to sell, so now we
were going to try to establish that we had more professional people
and they had higher incomes. We were trying to find something
to sell the agencies.
Mrs. Dutelle recalls that at this time there was a 10-cent bonus
question on FM, but as nearly as she can recall, all it asked was, "What
FM station do you listen to?" and "What is your favorite FM
station ?"
I questioned her about the qualitative. data and how it had been
obtained. She just plain didn't understand. She seemed completely
bewildered by it.
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When I further defined the meaning of qualitative information,
she stated definitely that she had never had any instructions to ask the
profession, the head of the household, the income, or the other material
which is in the final report.
Now, if the Pulse organization is possessed of the telepathic or
metaphysical abilities
fieldinterviewers
asking
to define
the questions,
qualitative
theninformation
I say therewithout
are wider
the
horizons open to them than they have explored. Perhaps they can tell
us what listening is on the moon before the astronauts get there.
Now, some of the FM broadcasters had special reports from Pulse
on anoncompetitive basis.
Mr. Richardson and Mr. Sparger have those files. This was the
worst thing that ever happened. This turned up factors of sets- in-use
of less than 300 homes per quarter hour. Mrs. Dutelle who was working for Pulse at that time, states that she was doing no FM questioning, not even 10-cent-bonus questions. But whether they were or they
weren't if we were not on the roster on a recall survey, FM couldn't
win.
On the January- February Special Pulse Report, which is where we
finally parted company with Pulse, they listed astation that had been
off the air for a year and a half. We called Dr. Roslow and said,
"Look, first we ordered a nonduplicated FM study, stations which
were simulcasting programing. Then we received astudy that showed
aduplicate station in second position."
So we sent that back and everything was fine. This disappeared
from the base; it vanished into thin air. The base was adjusted.
Then, when we got the next one and it showed a station that hadn't
been on the air for ayear and ahalf, well—Ithink my husband is a
terrific salesman ' but he couldn't get the agencies to swallow this one,
so we sent it back.
At that point, we called Roslow and said, "What happened?"
He said, "If they were on our roster and we only showed them with
3percent of the audience aweek, Icould stand up before any investigating committee and say we did very well."
The correspondence file and the other material that you have in
your possession tells the rest of the story.
In conclusion, a lot of broadcasters have been asked, and we have
talked to them, whether they felt that licensing the rating services
was the answer to the obvious problems that exist. I would like to
express the opinion of my husband and myself, who have the highest
possible regard for private enterprise and believe that such enterprise
is entitled to afair profit, but private enterprise falls into lots of categories. Think for amoment about the highwayman—you know, the
stagecoach robber of western history and fiction. He was certainly
engaged in private enterprise, and he had avery, very low overhead—
just feed his horse and money to buy some bullets for his gun, and a
few other minor expenses, and produced a handsome profit. But
eventually, this profit at the expense of others required the intervention of the law and the citizens who were victimized—me.
The analogy of the FM cases and the highwayman should not be
confused with Robin Hood, who enjoyed a certain amount of popularity because he robbed the rich to give to the poor, because that is
not the way it is in FM. A successful FM station may bill $6,000 a
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month of air time with spots selling for $2instead of $20 as in local
AM, or $200 in local TV. But when an FM station becomes a10 cent
bonus question and the finished survey sells from $500 to $1,000 we
believe that the survey firms' profit inagins have exceeded reasonable
limits, and abetter product could be produced and still produce afair
profit.
Since the private enterprise engaged in producing these surveys
are not willing to produce abetter product, we do feel some intervention is necessary. It isn't within our span of knowledge or judgment
to say whether this should be in the form of an industry vigilante
committee with a noose in hand or aFederal marshal with the sanction of astar, but Ido know that some corrective action is called for
when KITT and other FM stations are placed by Pulse and Nielsen
in the economic position of "your money or your life."
The CHAIRMAN. Any questions, Mr. Richardson ?
Mr. RICHARDSON. Just afew, Mr. Chairman.
In this January—February report you mentioned, Mrs. Rabell, what
year was that for ?
The CHAIRMAN. Just aminute, Mr. Richardson. Mr. Younger has
something he wants to say. This lady is from California, and Ithink
Mr. Younger is, also.
Mr. YOUNGER. Of course, I am not from San Diego, but Iwould
want the record to show that her statement is true of all FM stations.
You are familiar with KPEN, San Francisco ?
Mrs. RABELL. Yes.
Mr. YOUNGER. They don't care about ratings or anything else. But
Ithink stationwise, they are making more money than probably any
other FM radio station in San Francisco.
Mrs. RABELL. On Pulse they are rated, sir?
Mr. YOUNGER. They don't care anything about ratings, but they
are making more money. So Ithink it is possible. Ijust want to say
that in defense of FM. Iknow KPEN's situation, and Iknow something about what they are doing, and they don't care anything about
the ratings. They are getting the advertising, they are getting the
audience. So it is possible for an FM station to do a good job.
Iwant to speak in behalf of FM.
Mrs. RABELL. I saw something in the trade press released recently,
by Mr. Gielow and Mr. Gabbert that they had the highest ratings of
any FM station in the country.
Mr. YOUNGER. They may have been rated, Idon't know.
Mrs. RABELL. Idon't, either.
Mr. YOUNGER. But Ido know that they are making money.
Mrs. RABELL. That is fine. Anybody who makes money in FM is
the exception, not the rule.
Mr. YOUNGER. That may be true.
Thank you, Mr. Chairman.
Mr. RICHARDSON. This report you mentioned was for January—February of 1962; is that correct, Mrs. Rabell ?
Mrs. RABELL. Are we talking about the last one ?
Mr. RICHARDSON. Yes.
Mrs. RABELL. The last one was January—February 1962.
Mr. RIcHAnDsoN. This is the report wherein Dr. Roslow stated that
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even if the station had been off the air for over ayear and ahalf, if it
showed up with 3_percent, it would be agood job by Pulse ?
Mrs. RABELL. He said if it was on the roster and it showed 3percent
of the audience aweek, he would be willing to testify that he had done
agood job, yes.
Mr. RICHARDSON. In your opinion, it is important to be listed in a
radio audience report?
Mrs. RABELL. Well, notwithstanding the talents of San Francisco,
I have been selling time since 1946 in AM and FM, and if you are
not in this book, the only thing left for you to sell is gimmicks, which
is what they are selling in San Francisco—stereo, specialized types
of programing, religious programs.
Idon't say there is anything wrong with any of these. This is a
different type of selling.
In these numbers, you are selling audience. Right or wrong, you
are selling spot radio to agencies. The other method is to go into
programing to specialized groups, and if you can find someone who
likes Polynesian gypsy music himself, he will buy it. So there are only
two ways to go at it.
Mr. RICHARDSON. The Pulse reports that you have in front of you,
would you read what it says through the cutout?
Mrs. RABELL. Well, the first one
Mr. RICHARDSON. On the regular report.
Mrs. RABELL. "San Diego, Calif., Metropolitan Area, May 1960,
Total Audience In-Home and Out-of-Home."
The other one is "San Diego, Calif., Metropolitan Area, August
1960, Total Audience In-Home and Out-of-Home."
Mr. RICHARDSON. Does it say any place on there that it is aradio
report ?
Mrs. RABELL. It says it is aPulse report.
Now, truthfully, it, doesn't. One of them—this is rather interesting—the May 1states it is based on 129,600 quarter-hour reports,
on the first page. The other one apparently states nothing on the
first page about sample size.
Mr. RICHARDSON. In the reports of Pulse in radio, at least until
just recently, did it state in them that they did not measure FM?
Mrs. RABELL. We don't subscribe to Pulse. and there again I am
at the mercy of what my friends in AM bring me. But, the last
Pulse that was delivered to me was April-May, and this stated that
FM was not included in the study. I am told by subscribers in the
San Diego market that prior to January, which.was, I believe, the
Federal Trade decision, there was no mention of it and it purported
to be ameasurement of all radio in the market.
Mr. RICHARDSON. Do you consider FM radio, Mrs. Rabell?
Mrs. RABELL. It cornes.out of abox.
Mr. RICHARDSON. Now, according to what the Pulse interviewer
told you, is it not correct that there was no listing for any FM programs on the recall roster?
Mrs. RABELL. She flatly states that neither she nor any other interviewer she knew in the 8 years she worked for Pulse ever received
aprogram roster listing individ ua lprograms on FM stat i
ons.
Mr. RicnAnnsoN. You have stated, is this correct, that you were
only listed in the Regular Pulse Radio Reports which you purchased?
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Mrs. RABELL. The regular reports which went to the agencies. Oh,
we were quite at liberty to purchase any number of special reports on
anything we wanted. But if you are talking about the Regular Pulse
for San Diego, we bought two, we were listed in two, and we were then
removed from them.
Mr. RICHARDSON. When you were speaking about the regular reports, then, would you speak of the regular AM report or the Regular
Pulse Radio Report?
Mrs. RABELL. Ipresume you would call it the Regular Pulse Radio
Report, although you can't call it that any more, since he states he
doesn't recognize FM as on the air.
Mr. RICHARDSON. But prior to the time you were listed in it, or
shortly thereafter, it was called the Regular Pulse Radio Report?
Mrs. RABELL. That is my understanding.
Mr. RICHARDSON. As long as you subscribed, you were listed; when
you did not subscribe, you were not listed ?
Mrs. RABELL. This is correct.
Mr. RICHARDSON. Later, when you asked for the breakout to be
made, you found you had more audience than when you were listed?
Mrs. RABELL. This is correct.
Mr. RICHARDSON. ISit your testimony that neither Pulse nor Nielsen as far as their reports are concerned will admit that FM exists?
Mrs. RABELL. We might as well not be on the air, and you heard
the testimony this afternoon about how time is bought.
Mr. RiciiminsoN. It is certainly, then, your opinion that because of
this, you are placed at an economic disadvantage?
Mrs. RABELL. Yes. Ithink, as amatter of fact, that if either of the
surveyors purport to measure radio, it could possibly be defined as
restraint of trade.
Mr. RICHARDSON. And the end result is, at least financially, that this
is agreat detriment to your station and other stations like yours?
Mrs. RABELL. Yes. It is asituation that exists all over the country.
I don't say that all FM stations are capable of producing programs
that will get numbers in competitive markets. The only thing Isay
i
is there should be some standards. A bottle of pills tells you what s
in the pills. This tells you nothing.
Mr. RICHARDSON. Mr. Chairman, that is all.
The CHAIRMAN. Any questions, Mr. Moss?
Mr. Moss. No, Ithink not.
The CHAIRMAN. Mr. Rogers?
Mr. ROGERS of Florida. No questions.
The CHAIRMAN. Mr. Hull?
Mr. Hum.. No questions.
The CHAIRMAN. Thank you very much, Mrs. Rabell, for your appearance here and your testimony.
This concludes the witnesses for today.
The committee will adjourn until 2o'clock tomorrow afternoon in
this room, at which time the first witness will be a representative of
Pulse.
(Whereupon at 5:45 p.m. the committee was recessed, to reconvene at
2p.m., Tuesday, March 19, 1963.)
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MONDAY, MARCH 11, 1963
HOUSE OF REPRESENTATIVES,
SPECIAL SUBCOMMITTEE ON INVESTIGATIONS
OF THE COMMITTEE ON INTERSTATE AND FOREIGN COMMERCE,
Washington, D.C.
The special subcommittee met, pursuant to recess, at 10 a.m., in room
1334, Longworth House Office Building, Hon. Oren Harris ( chairman
of the subcommittee) presiding.
The CHAIRMAN. Let the COMM ittee come to order.
Mr. Robert E. West.
Mr. West, are you with Robert S. Conlan Associates ?
Mr. W EST. Yes, sir.
The CHAIRMAN. You may come around.
Will you be sworn, please, sir ?
You have your attorney with you ?
Mr. W EST. Yes, sir.
The CHAIRMAN. Do you want him to testify or participate in this
hearing ?
Mr. W EST. Iwould like him to participate as counsel, sir.
The CHAIRMAN. Very well. Do you want him as an adviser, or
do you want him to answer some of the questions ?
Mr. W EST. Just as an adviser; that is all.
The CHAIRMAN. You may have him sit with you.
Do you solemnly swear the testimony you will give to the committee
will be the truth, the whole truth and nothing but the truth, so help
you God ?
Mr. W EST. Ido, sir.
The CHAIRMAN. Have aseat, Mr. West.
TESTIMONY OF ROBERT E. WEST, PRESIDENT, ROBERT S. CONLAN
& ASSOCIATES, INC., KANSAS CITY, MO.
The CHAIRMAN. Mr. West, will you identify yourself for the record,
to start with ?
Mr. W EST. My name is Robert E. West. Iam president of Robert
S. Conlan and Associates, Kansas City, Mo.
The CHMRMAN. Mr. West, do you have astatement that you care
to make ?
Mr. W EST. Sir, I prepared astatement, but I would just as soon
enter it for the record, rather than read it. It is basically an opinion
on the Madow report.
The CHAIRMAN. An opinion on the what?
419
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Mr. W EST. An opinion on the Madow report. Iwas asked to prepare astatement on the Madow report for the committee, but Iwould
just as soon enter it for the record.
The CHAIRMAN. Do you have any copies of it ?
Mr. W EST. Yes, sir, right here.
The CHAIRMAN. Iwould be interested in knowing what your opinion
of the Madow report is.
Mr. W EST. Iwill be glad to read it, sir.
The CHAIRMAN. You can let that be included in the record, if you
like, and Iwill be glad to read it over.
(The statement referred to is as follows:)
STATEMENT ON THE "M ADOW REPORT" BY ROBERT E.W EST, PRESIDENT, ROBERT
S.CONLAN ASSOCIATES, INC.
Ifirst read the Madow report after a copy of the report was sent to me by Mr.
Ross, of this committee, in December, 1961. Before that time I did not know of
its existence.
The report seems to be a fair and objective report on the various problems
and aspects of the broadcast rating services. Inasmuch as my knowledge of
broadcast ratings has been somewhat limited to sales and administration, the
report was informative from a technical standpoint, as Iam sure it was to others
who may have read it. I would say that anyone who uses ratings should read
this report, as I am sure it would give them a better understanding of broadcast
ratings, the various methods and especially the problems the broadcast rating
services have in providing ratings.
The staff of the committee that compiled the Madow report certainly gained
a far better understanding and insight of broadcast ratings than the majority
of the people who have used broadcast ratings for years. Until broadcast ratings
are understood and used in their proper perspective, there will always be some
confusion and misunderstandings. The report points out very well that the user
of broadcast ratings must realize that at best ratings are only probabilities and
guidelines, and that they should not be taken as conclusive, but should be used
with discretion and other information in making decisions.
Ithink that for the most part the Madow report is of more benefit to the user
of broadcast ratings than to those engaged in producing them, as most of the
problems, the comments and recommendations were known to the industry. It
basically adds up to the problem of quantity and quality. In fact the report
summarizes the entire problem very well when it states, and I wish to quote,
as some persons here may not be familiar with the committee's conclusions:
"We have tried to keep in mind that many who see this report will not be
technicians in the areas we discuss. Our overall evaluation of the rating services is that they are, on the whole, doing a reasonably good technical piece of
work for the purposes to be served; but it should be borne in mind that we are
not an investigating committee; we have not read their correspondence nor have
we investigated complaints in the field. There are many points where we feel
they should report more, study more, and do different things, but we cannot
claim that the market to which the rating services sell will pay the price or welcome information that makes it clear that the data provided are not as accurate
as they would like. It just is not sufficiently realized that a survey is an economic
product like, let us say, an automobile. Different purchasers will find different
products adequate for their uses. The unskilled buyer of an automobile will
find many means available to him to evaluate and test the car for his purposes;
the buyer of a survey is all too often equally unskilled, with less ability to evaluate the product and, perhaps, more insistent that the product not carry any
quality labels that would conflict with the uses he wishes to make of it.
"We cannot claim that the issues we raise will necessarily cause the ratings
to be bad. Many surveys have been made in which the compromises did not
affect the data very much because, for example, the part of the population that
was excluded was in practice more or less of a random sample so far as the data
provided by the survey were concerned. Often, however, the compromises do
catch up with the surveyor, and bad data result. Inevitably, in an industry
that makes as many surveys and produces as many data as the rating industry,
the compromises will affect some results. But, is it serious enough to be worth
the cost to change when only occasional surveys produce bad data, and the clients
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seem satisfied? Obviously, to answer this question requires information on cost
of and demand for the data provided by the rating services."
I think the last sentence sums up 99 percent of the problems in the broadcast
rating industry. Any of the rating services are capable and willing to provide
any quantity and quality of datum that any customer wishes, but at a fair
price. The question has never been, "Can the broadcast rating services provide
quantity and quality?" Because if they can't who else can? The question has
always been, " Who will pay for the quantity and quality of services provided?" I
don't know about the television industry, as Conlan does not provide services
to the television industry, but I do know that the small and medium size radio
stations that we serve cannot afford to pay for high-priced rating services, because if they could they would probably be buying the higher priced services already available.
In this respect I want to make this clear about our surveys. Although our
reports are not based on as high a probability sampling as that of many other
firms, Iam nevertheless sure that our staff is as competent as any staff, and that
their methods of statistically arriving at the probability conclusions, or as we
call them, share-of-audience, are as accurate in ratio to sample as any firms actually are. I say actually are, because we do not claim that our conclusions are
accurate to any certain degree, as I understand some firms claim.
Our surveys are based on an economic need and fulfill this economic need, inasmuch as our services are primarily provided in the small and medium size markets, markets that are not generally or periodically covered by the other larger
services. Small radio stations simply cannot afford high-priced surveys. If they
could, they would undoubtedly buy the higher priced services, since they are
definitely available to them, as far as Iknow. Therefore, our survey is produced
and priced to the market we service, not as a matter of choice, but as a matter
of supply and demand, just like any other economic product must be.
We realize, as Iam sure that Conlan users must realize, that a Conlan survey
may not be of as high a quality and accuracy as that of the more expensive services. Because strictly from the standpoint of logic, no buyer can delude themselves into believing, nor the seller lead them to believe, that any product they
pay $200 for is of the same value as one which they may pay $500 or $600 for.
When there is a compromise in price. there is generally always a compromise in
quality. Although this is not to say that a more expensive survey is always more
reliable than a lower priced survey, because in the almost 30 years that Conlan
has provided survey services much experimenting and research has been done and
the conclusion reached that a higher sample does not by any means insure a
greater degree of accuracy, at least not to the degree that the additional accuracy
is worth the additional cost, as the Madow report summarizes.
Many of the comments and recommendations of the Madow report are admirable and well intended, but they basically add up to higher priced broadcast
rating services and the question is, who can, and will, pay for it? The Madow
report clearly points ont the problems of all those concerned with ratings. I
think the services are providing more and better datum every day. and I believe
that if the industry is allowed to progress under their own initiative as any industry in a system of free enterprise should be allowed to do, that the broadcast
rating industry and their users will, and can, solve thier problems and differences.

The CHAIRMAN. Do you have any further comment you wish to
make?
M T. W EST. No, sir.
The CHAIRMAN. You did appear here at the invitation of the committee ?
Mr. W EST. Yes, sir; Idid.
The CHAIRMAN. Mr. Richardson, do you have some questions?
Mr. RICHARDSON. Thank you, Mr. Chairman. Mr. West, would you
identify your attorney for the record ?
Mr. W EST. My attorney is Bill A. Collet, of Kansas City, Mo.
Mr. RICHARDSON. Would you give his office address?
Mr. WEsT. His office address is the Bryant Building, at 12th and
Grand.
Mr. Rtcti.lizusox. Is Robert S. Conlan Associates incorporated ?
Mr. WEST. Yes, sir.
Mr. RICHARDSON. In what State?
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Mr. W EST. The State of Missouri.
Mr. RICHARDSON. Mr. West, has anybody from the Federal Trade
Commission visited your company or companies ?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. Would you state who that person was ?
Mr. W EST. I may mispronounce his name, but Ithink it was Oppenheimer.
Mr. RICHARDSON. When did this visit occur ?
Mr. W EST. In January of 1962.
Mr. RICHARDSON. You have asubsidiary located in New York City;
is that correct ?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. What is the name of that company?
Mr. W EST. Verifak Surveys.
Mr. RICHARDSON. This company is still mailing brochures to thé
field ?
Mr. W EST. NO, sir.
Mr. RICHARDSON. When is the last time Verifak mailed surveys in
relation to ratings to the field ?
Mr. W EST. To the best of my recollection, it was the latter part of
1962.
Mr. RICHARDSON. Where is the field plant of Robert S. Conlan &
Associates located ?
Mr. W EST. In Kansas City, Mo. 4702 Belleview.
Mr. RICHARDSON. Where is the field office for Verifak Surveys
located ?
Mr. W EST. Kansas City, MO.
Mr. RICHARDSON. Are these field plants one and the same?
Mr. W EST. One and the same.
Mr. RICHARDSON. Actually, Verifak consisted of, then, only asales
office; is that correct?
Mr. W EST. Well, no; the services were different.
Mr. RICHARDSON. Would you explain how they were different?
Mr. W EST. Robert S. Conlan & Associates produces what is called
a share audience. They do not produce ratings at all. Verifak did
produce ratings.
Mr. RICHARDSON. Did you have a separation of the operations in
relations to fieldwork ?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. Was all of the Verifak field operation tabulation
and production done in Kansas City, Mo.?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. However, all correspondence from Verifak was
mailed from New York City; is that correct ?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. Was it signed by an officer of the Conlan corporation?
Mr. W EST. No, sir.
Mr. RICHARDSON. Who signed, normally, the correspondence that
was mailed from New York City?
Mr. W EST. It was—as of what date, sir? Idon't quite understand.
Mr. RICHARDSON. Take 1961; 1960, and 1961 are the years we are
particularly interested in.
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Mr. W EST. 1960 and 1961—well, Iwould say it was John L. Guyant
or Ralph Corpolanga.
Mr. RICHARDSON. Mrs. Ilallie Jones signed some of this correspondence, did she not ?
Mr. W EST. Yes; she acted as more or less general manager of
Verifak.
Mr. Ricnnimsort. Is she not an officer of Conlan Associates, Inc.?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. She also is alarge stockholder in the corporation?
M T. W EST. Yes,
Mr. RICHARDSON. Now, in relation to all of the materials mailed
from the New York office of Verifak, where were they produced?
Mr. WEsT. Oh, the promotion letters were produced at our office
through our printing plant. We have a central printing plant.
Mr. RICHARDSON. These were mailed to New York City
Mr. W EST. And Iassume addressed and mailed out from there on
their dates.
Mr. RICHARDSON. Then, basically, Mr. West, you had, at least during the periods 1960 and 1961, two companies functioning, actually,
with just one company in existence? One of them was apartnership,
let's say asubsidiary, but they were basically two companies functioning out of one plant ?
Mr. W EST. No, sir; Idon't believe that is entirely true at all.
Mr. RICHARDSON. Was all of the control of Verifak under the officers
of the Conlan corporation ?
Mr. W EST. The control of Verifak; no, sir.
Mr. RICHARDSON. '
Who else besides Mrs. Jones and yourself had
control—
Mr. W EST. There was Mr. Guyant.
Mr. RICHARDSON. After Mr. Guyant left, which was in about September of 1961, who had control of Verifak ?
Mr. W EST. Ralph Corpolonga in New York.
Mr. RICHARDSON. Mr. 'West, how often did these two companies,
Conlan and Verifak, both producing material from the same plant,
sell surveys to the. same station in the same city at the same time?
Mr. Wi;.s.r. Iwould not luire any idea, sir.
Mr. RICHARDSON. How often do you produce a survey for Conlan
and Verifak in the same city for the same measurement period?
Mr. W EST. Iwould not have any idea of that, either, sir. I didn't
keep much track of Verifak at all.
Mr. RICHARDSON. Mr. Chairman, I would like to have this letter
identified for the record. It. is a. letter from Robert S. Conlan &
Associates. signed by Mr. West., dated September 18, 1961, to Mr.
Robert Richardson of this staff.
The (" ItAnnwAx. Let Mr. West identify it.
Mr. Rtrx.unsoN. Would you identify this letter, Mr. West?
Mr. W EsT. It is identified .
.
Mr. RicHAnnsos. Would you tell us what this letter and its attachments are. Mr. West ?
Mr. W EST. Well, the letter—would you like me to read the letter?
T‘Ir. RICHARDSON. Yes.
Mr. W EST I
reading] :
As requested during your visit here with us, I am attaching herewith, No.
1, a copy of our agency mailing list; No. 2, a list of Conlan and Verifak sales.
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I believe this is all you requested we send you. However, in the event it
is not, please let us know.
Thanking you for your cooperation at all times, Iam,
Sincerely.

It attaches the agency mailing lists.
Mr. RicsAnnsoN. How many agencies would that include, Mr. West ?
Mr. W EST. You have acount here of 144.
Mr. RICHARDSON. Are these agencies mailed copies of all surveys
you do?
M T. W EST. No, sir.
Mr. RICHARDSON. Do any of these agencies subscribe to any of the
Conlan surveys?
Mr. W EST. In what way do you mean, sir?
Mr. RICHARDSON. Do they pay you any money for any of the Conlan
surveys ?
Mr. W EST. NO, sir.
Mr. RICHARDSON. Would you go ahead and identify the rest of the
attachments ?
Mr. W EST. The rest of the attachments is alisting by date, by specification, by city and State, and by client of the sales of Robert S.
Conlan from October 1, 1959, to October 1, 1960, and for Verifak
radio sales from October 1, 1959, to October 1, 1960.
Mr. RICHARDSON. All right. Let us turn to the month of July,
Mr. West. We are now under the Robert S. Conlan surveys.
Did you, in July, do an S-27 for Dallas, Tex.?
Mr. W EST. I assume so. That is what it says.
Mr. RICHARDSON. This list was prepared by the Conlan company?
MT. W EST. Yes.
Mr. RICHARDSON. Let us now turn to July as an example for the
Verifak surveys. Did you in July of 1960 do an R-30 under your
definition for Dallas, Tex.?
Mr. W EST. According to that, yes.
Mr. RICHARDSON. Then actually your two companies, operating from
the same plant in Kansas City, sold two surveys in one market in this
particular instance for the same month?
Mr. W EST. Oh, yes.
Mr. RICHARDSON. There is no differentiation as interviewing work
is sent to the field from these two companies, is there, Mr. West?
Mr. W EST. Oh, yes.
Mr. RICHARDSON. Would you define what the differentiation is?
Mr. W EST. Ibelieve you have copies of the worksheets or instruction sheets which go to the field workers, and Ibelieve now that you
will find on the Conlan it will say, "This is aConlan Radio Survey!'
On the Verifak, it will say " Verifak Survey."
The CHAIRMAN. Let me interrupt here.
Mr. W EST. Yes, sir.
The CHAIRMAN. Let me get alittle better picture of just what your
operation is.
You said amoment ago that your company, the Robert S. Conlan
Associates, is engaged in obtaining ashare of the audience.
Mr. W EST. Yes, audience.
The CHAIRMAN. A share of the audience?
Mr. W EST. Yes, sir.
The CHAIRMAN. Is that all this company is engaged in?
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Mr. W EST. That is the basic end result of our survey, the share of
audience, which is based on 100 percent, whereas Iunderstand ratings
are not.
The CHAIRMAN. But Robert S. Conlan, the company that you are
president of, does not obtain ratings ?
Mr. W EST. No, sir.
The CHAIRMAN. And your responsibilities or service has to do with
the share of audience only ?
Mr. W EST. Yes, sir.
The CHAIRMAN. Then do you obtain this information for the broadcasting industry?
Mr. W EST. I would say almost 100 percent for the radio stations.
We do not make television surveys, either.
The CHAIRMAN. For radio stations?
Mr. W EST. Radio stations; yes, sir.
The CHAIRMAN. And you provide the radio stations with this information ?
Mr. W EST. Yes, sir.
The CHAIRMAN. Do you provide it to anybody else?
Mr. W EST. We have, from time to time, provided it to advertising
agencies.
The CHAIRMAN. But you do that on avoluntary basis or you do not
charge for that service?
Mr. W EST. No, sir; Ibelieve that we have tried to make charges in
the past, but unsuccessfully. So we more or less give it to them as a
service.
The CHAIRMAN. Now tell me what Verifak is.
Mr. W EST. Verifak is another radio survey, and it is different from
Conlan inasmuch as it provides ratings as well as share of audience,
where Conlan only provides share of audience.
The CHAIRMAN. Verifak—does it operate in New York City, then?
Mr. W EST. Yes, sir; Ihave never been in it.
The CHAIRMAN. What do you have to do with it?
Mr. W EST. Maybe Ihad better explain that and make that alittle
clearer.
In July of 1959, the former owner of both Verifak and Conlan came
to Mrs. Jones and me and asked us if we would like to buy the businesses, that he wanted to get out of the businesses.
Both of us had been there 10 years or so and-The CHAIRMAN. Been where ?
Mr. W EST. At Conlan. Neither one of us had worked for Verifak
before that. It was strictly his business.
The CHAIRMAN. And this was Kansas City ?
Mr. W EST. Yes; both businesses were his, Conlan and Verifak, both.
They were both his businesses. We had to buy them as apackage
deal. We did not want Verifak with it. Itold these gentlemen that
when they were at the investigation.
The CHAIRMAN. With Conlan in Kansas City, and Verifak in New
York City ?
Mr. W EST. Yes, sir.
The CHAIRMAN. And you bought both businesses at the same time?
Mr. W EST. Yes, sir.
The CHAIRMAN. How long ago has that been ?
Mr. W EST. July of 1959, sir.
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The CHAIRMAN. Who is Mrs. Jones ?
Mr. W EST. She is ashareholder in the Conlan Corp.
The CHAIRMAN. Is she the major shareholder?
Mr. W EST. She is one of the major shareholders, sir.
The CHAIRMAN. How many shareholders do you have ?
Mr. W EST. Well, actually Ido not believe that she and Iown any
of the stock. I think the stock is still owned by Mr. Guyant and
by Mrs. Conlan. Mrs. Jones and I are in the process of purchasing
the stock.
The CHAIRMAN. You and Mrs. Jones will be the sole owners of that
if the purchase is consummated ?
Mr. W EST. Yes, sir. The purchase agreement has been consummated, but to the best of my knowledge, no stock has been signed over
to us.
The CHAIRMAN. And how long have you been operating?
Mr. W EST. Approximately 31/
2 years.
The CHAIRMAN. You operate the Conlan company in Kansas City?
M E. W EST. Yes, sir.
The CHAIRMAN. Who operates the Verifak Co. in New York City?
Mr. W EST. The Verifak Co. is out of business now. We, of course,
intended to put it out of business when we bought it, because it was
just two overheads for no practical reason.
The CHAIRMAN. How long has it been out of business?
Mr. W EST. We started putting it out of business—we let the manager go, Ibelieve, in September, sir.
The CHAIRMAN. Did you close the office out.?
Mr. W EST. Oh, yes; it is subleased. All we have there now is—
we have employed a secretarial service—Iguess you would call it an
answering service, to forward any correspondence, or so forth, that we
may have, on to us.
The CHAIRMAN. Iwanted to get apicture of his operations.
Mr. RICHARDSON. Certainly.
The CHAIRMAN. Proceed.
Mr. RICHARDSON. Thank you Mr. Chairman. In your statement,
Mr. West, in relation to the last question from the chairman, you are
not still mailing out circulars for subscriptions to stations from
Verifak ?
Mr. W EST. No, sir.
Mr. RICHARDSON. When were the last of these mailed, Mr. West?
Mr. W EST. Ithink it was the latter part of 1962.
M T. RICHARDSON. December?
Mr. W EST. Iam sure none has been mailed out since.
Mr. RICHARDSON. Mr. West, approximately how many survey reports does Conlan and Verifak produce each year?
Mr. W EST. Iwould say approximately 500.
Mr. RICHARDSON. These are done in approximately how many different, markets throughout the country ?
Mr. W EST. That would be alittle difficult to say, sir.
Mr. RICHARDSON. Would you give us an approximation?
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Mr. W EST. Well, 500 surveys. Some stations will buy two, some
stations will buy three ayear. Imight make aguess of 300 markets,
perhaps.
Mr. BROTZMAN. Could I intrude for just aminute, Mr. Chairman ?
The CHAIRMAN. Yes.
Mr. BROTZMAN. When you speak about amarket, what are we talking about? Ido not quite get the picture.
Mr. WEsT. We are talking about acity which has one or more radio
stations. Isn't that right ?
Mr. RicitAnnsox. Yes. Mr. West., I give you back the material
which you identified a short time ago. Would you turn to the last
page and identify it ?
Mr. W EST. This is—you might call it a brochure or something to
that effect regarding an experimental project which we had in 1960..
It is called aConlan 1960 Radio Summary Report.
Mr. RICHARDSON. Would you continue to read from that brochure?'
Mr. W EST. It states that there are surveys on 400 U.S. radio station
markets for 1960—
an invaluable guide for radio station management, local, regional, national
agencies, station groups, networks, et cetera. The report contains average share
of audience, average sets in use for all local and outside stations, surveys on FM
markets, surveys on AM markets—

Ihave those reversed—
surveys on Negro radio markets, data covering two to six surveys per market.

Mr. RicuAnnsox. You have stated in this brochure that you produce data on 400 markets and from two to six survey reports per
market, or you did in 1960 ?
Mr. W EST. Yes.
Mr. RICHARDSON. This would be atotal of 800 reports, then, if that
statement is correct ?
Mr. W EST. That is quite possible, yes.
Mr. Ricrinunsort. In relation to this and' from the material which is
already in the record, let's take each month and read two markets
from each month in cities in which you have produced surveys2months from October right on through.
Mr. W EST. You mean two October surveys ?
Clarksville, Tenn., Manchester, Tenn., for October; November,
Stockton, Calif., November, Monroe, La., December, Ashtabula, Ohio, •
the second one for December, Lagrange, Tex. For January, Atlanta,
Ga., for January, Lexington, N.C. For February, Fallon, Nev., for
February, Marine City, Mich. For March, Pauls Valley, Okla., for
March, Marshall, Tex'. For April, Oil City, Pa., South Boston, Vt.
For May, Ironton, Ohio, Winter Haven, Fla. For June, Aberdeen,
S. Dak., for June, Eureka, Calif. For July, Twin Falls, Idaho, for
July, Hickory, N.C. For August, Salem Ind., New Albany, Ind,
For September, Winona, Minn., for September, Spokane Wash.
Mr. RICHARDSON. Would you say that you have a similar list for.
Verifak surveys ?
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Mr. W EST. Ithink we have, yes.
Mr. RICHARDSON. Mr. Chairman, I would like these to be entered
as part of the record of the hearings.
The CHAIRMAN. That is the information which you have just
referred to, Mr. West ?
Mr. W EST. Yes, sir.
The CHAIRMAN. Let it be received.
(The information referred to is as follows:)
Robert S. Canlan radio sales—Oct. 1, 1959, to Oct. 1, 1960
Month
October
Do

Do

Do_ _
Do
Do__
Do
Do
Do_
Do
Do
Do_ _
Do
Do
Do ..
Do._
Do
Do_ _
Do
November
Do.. .
Do_ _
Do
Do
Do
Do
Do
Do ..

Deeember

Do
Do
Do
Do
Do
Do
Do
Do_
Do_
Do_
Do
Do
Do_
January .
Do
Do
Do
Do_
Do
Do
Do_
Do
Do
Do
Do
Do
Do_
Do
Do
January
Do
Do
Do
Do
Do
Do
February

Do
Do

1)0

City and State

Type
S-27
S-27
S-17
S-17D
S-17D
S-17D
CP-57
CP-17D
S-27
S-17
S-17
S-17
S-17D
S-17D
S-17D
S-17
S-27D
8-17D
S-17
S-27D
S-17
8-17D
8-17D
8-27D
S-27
S-27D
S-17
8-27
8-27
S-27
S-17
S-17
S-17
8-17D
8-17
S-17
8-17D
S-17
S-27
S-27
S-17
S-17D
N-27
N-27
N-17D
N-17D
8-17
FM
S-27D
S-17
S-17D
f3-27D
8-17
S-17
S-17
S-17D
S-27
S-27
547D
S-17D
S-17D
S-27D
S-17_
S-17D
S-17D
S-17
S-27D
S-17D
S-17D

Clarkesville, Tenn
Manchester, Tenn
Hendersonville, N.0
Florence, S.0
Belton, 8.C.
Goldsboro, N.0
Richmond, Va
Rome, Ga
Bradenton, Fla
Winter Haven, Fla_
Key West, Fla
Tifton, Ga
Toccoa, Ga
Orlando, Fla
Gainesville, Ga
Santa Cruz, Calif
Bakerstield, Calif
Salt Lake City, Utah
Anaheim, Catit
Stockton, Calif
Monroe, La
Lakeland,
Taylorville, Ill
Akron, Ohio
Fort Wayne, Ind
Owatonna, Minn
Beloit, Wis .
Jamestown, N.Dak.
Minot, N.Dak
Ashtabula, Ohio
Corpus Christi, Tex
Metropolitan Amarillo, Tex
La Grange, Tex
Corpus Christi, Tex
Corsicana, Tex
San Antonio, Tex
Hobbs, N. Mex
Hazleton, Pa
Colorado Springs, Colo
Bowling Green, Ky
La Junta, Colo
Medford, Oreg
San Francisco, Calif
Los Angeles, Calif
Atlanta, Ga
Augusta, Ga
Clovis, N. Mex
Milwaukee, Wis
Chester, Pa
Monterey, Calif
Syracuse, N. Y
Knoxville, Tenn
Lexington, N.0
Manchester, Tenn
Laurinburg, N.0
Massena, N.Y
Glasgow, Ky
Louisville, Ky
Rockmart, Ga
Chattanooga. Tenn
Ronceverte, W. Va
Greensboro. N.0
McKeespo: t. Pa
Carrollton, Ga
Ocala. Fla
El Centro. Calif
Bakersfield. Calif
Nev
El Centro, Calif

Fla

Client
WJZM.
WMBR.
WHKP.
WYNN.
WHPB.
WOOL.
WMBG
WROM.
WTRL.
WSIR.
WKW
WTIF.
WNEG.
WABR.
WLBA.
KSCO.
KIKK.
KSOP.
KEZY.
KWG.
KNOE.
WYSE.
WTIM.
WCUE.
WKJG.
KRFO.
WBEL.
KSJB.
KCJB.
WICA.
KSIX.
KGNC.
KVES.
KCCT.
KAND.
KMAC.
KHOB.
WAZL.
KYSN
WBGN.
KBZZ.
KDOV
KSAN.
KGEJ.
WERD.
WAUG.
KCLV.
WBKV-FM.
WYCH.
KMBY.
WSEN.
WKXV.
WBUY.
WM8R.
WEWO.
WMSA.
WKAY.
W K LO.
WPLK.
WRIP
WRON.
W PET.
WE DO.
WLBB.
WHYS.
KXO.
KIKK.
KYLV.
KAMP.

e

BROADCAST

429

RATINGS

Robert B. Conlon radio sales—Oct. 1, 1959, to Oct. 1, 1960—Continued
Month
February
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
March
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
April
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
May
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
lune
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do

Type
8-15
FM
8-17D
8-17D
S-17D
8-17D
S-17D
8-17
S-17
S-17
S-17D
S-17D
8-27
S-17
S-17
S-17
8-17
8-27
8-17
S-17D
S-17D
S-17D
S-17D
8-27
S-17
S-17D
S-17D
8-17
S-17
S-17
SPL
8-17
S-17D
8-17
S-17
S-17
S-17
S-17
S- 17
8-17
S-17
S--17
3-17
8-17
8-27
8-17
S-17D
S-17D
8-27
S-17
8-17
S-17
S-17D
8-17D
S-17
S-17D
S-17
S-17
S-17
S-17
S-17
8-17
S-17
8-27D
S-17D
S-27
8-27
N-27
S-17
S-17D
8-17
8-17D
S-17D
S-17D
S-17
S-17D
8-17D
S-17
8-17
8-17
8-17
8-27
8-27

City and State
Camas, Wash
Sheboygan-Fond Du Lae, Wis
New Iberia, La
Alexandria, La
Osceola, Ark
Marine City. Mich
Madison, lnd
Emporia. Kans
Yirginia-Eveleth, Minn
Janesville, Wis
Benson, Minn
Union, Mo
Wilmington. N.0
Nebraska City, Nebr
PauIs Valley, Okla
Hettinger, N. Dak
Kimball. Nebr
Dallas, Tex
Beaumont-Port Arthur, Tex
San Angelo, Tex
Childress, Tex
Abilene, Tex
Las Cruces, N. Mex
Marshall. Tex
Casper, Wyo
Shreveport, La
Longview, Tex
Temple, TeX
Vaneover, Wash
Klamath Falls, Oreg
Madison, Wig
San Ange/o, Tex
Plymouth-Cape Cod, Mass
Jamestown, N.Y
Oil City. Pa
Kingston, N.0
Mount Airy, N.0
Galax, Va.
New Bern, N.0
Albemarle, N.0
Greensboro, N.0
South Boston, Vt
Bremen, Ga
Augusta, Ga
Delaware County, Ind
Ironton, Ohio
Kendallville, Ind
Boonville, Ind
Dallas, Tex
Manitowoc, Wis
Gainesville, Fla
Monroe, Wis
St. Augustine, Fla
Winter Haven, Fla
McKeesport, Pa
Fort Pierce, Fla
Marianna, Fla
Palestine, Tex
Denton, l'ex
Enid, Okla
Odessa, Tex
Ponca City, Okla
Middlesboro, Ky
Des Moines, Iowa
Grinnell, Iowa
Dallas, Tex
Sioux Falls, S. Dak
San Francisco, Calif
Aberdeen, S. Dak
Lexington, Nebr
Clovis, N. Mex
Billings, Mont
Anacondia, Mont
Superior, Sebr
Havre, Mont
Blaine, Calif
Eureka, Calif
Great Falls, Mont
Pittsburg, Calif
Maryville, Calif
Monterey, Calif
Oklahoma City, Okla
Chattanooga, 'Penn

Client
KPVA.
WBKV-FM.
KANE.
KDBS.
HOSE.
WDOG.
WORX.
KVOE.
WHLB.
WCLO.
KBMO.
KLPW.
WKLM.
KNCY.
KVLFI.
KNOC.
KIMB.
WRR.
KPAC.
KPEP.
KCTX.
KNIT.
KOBE.
KMFIT.
KVOC.
KJOE.
KLUE.
KTEM.
KKEY.
KLAD.
WIBA.
KTXL.
WPLM.
WJOC.
WKRZ.
WELS.
WSYD.
WBOB.
WHIT.
WFIBZ.
WC00.
WHLF.
WWCC.
WOAC.
WLBC.
WIRO.
WAWK.
WBWL.
WRR.
WCUB.
WCIGG.
WEKZ.
WSTN.
WINT.
WEDO.
WIRA.
WTY8.
ICNET.
KDNT.
KCRC.
KOYL.
KLT R.
WMIK.
KWKY.
KGRN.
WRR.
KELO.
KSAN.
KSDN.
KRVN.
KCLV.
KURL.
KANA.
KRFS.
KOJM.
KA RI.
KIE M.
KFBB.
KKIS.
KMYC.
KIDD.
KTOK.
WDEF.
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Robert B. Conlan radio sales—Oct. 1, 1959, to Oct. 1, 1960—Continued
Month

Juno.
Do
Do
July
Do
Do
Do
Do
Do
Do
Do_
Do
Do
Do
Do
Do
Do
July
Do
Do
Do
Do
Do-Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
August
Do
Do
Do
Do
Do
Do__
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
September
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do

Type
S-27
N-27
S-17
S-17
S-17
S-17
S-27
S-17
S-27
CF-57
S-17
S-17
S-17D
S-17D
S-17
S-17
8-17
S-17
S-17
N-27
N-27
S-17
S-17
S-17
5-171)
S-17
S-17
S-17D
S-17I)
S- 17D
S-17D
S-27
S-17
S-27
S-17D
S-17D
S-17
S-17
S-17D.
S-17D
S-27
S-171)
S--27D
S-27
S-27D
S-27
S-171-)
8-17
S- 1
7D
S-171)
S-27
S-27l)
S-17
8-17D
S-171)
S-171)
S-27..
S-27
S-2,.
S-27
S-27
S-17.
S-17
S-17
S-17D
S-27
S-27
S-27
S-17
S -27.
S-27
S-17.. _.. _____
S-17
S-27
8-27
8 - 27I)
S-27
S-17D
S-17

City and State
Minneapolis, Minn
Los Aireles, Calif
Kalamazoo, Mich
Santa Cruz, Calif
Twin Falls, Idaho
do
Los Aneeles, Cali!
Tucson, Ariz
Detroit, Mich
Richmond, Va
Hickory, N.0
Santa Fe, N. Mes
Sheboyean, \Vis
Pekin, Ill
Fulton-Ossvuo, N.Y
Conway, NC
Chester, Pa
Parkersbure, W. Va
Goldsboro, N..0
Houston, Tex
New Orleans, La
Logan, \V. Va
Shelby N C
Salt Lake City, Utah
Staunton, Va
Ventura, Calif
Yazoo City, Mis
Marietta, Ga
Gainesville, Ga
Opp. Ala
Carrollton, Ga
Dallas, Tex
Gadsden, Ala
Washington, D.0
Lafayette, Ind
Salem, bd
New Bedford, Mass
Marystille. ( 7alif
Waukegan, Ill
New Albany. Ind
San Jose, Cslif
Elkhart, Ind
Greensboro, N.0
Tucson. Ariz
Roanoke, Va
Dallas, Tex
Nashua, N.II
Lynchburg, Va
Niles, Midi
Big Rapids. Mich
Asheville, N.0
Salt Lake City, Utah
Anderson, S.('
Sylacauga, Ala
Mountain Home, Ark
Morristown, Tenn
Atlanta, Ga
Valdosta, Ga
Pensacola, Fa
Beaumont, 'l'ex
Madison, Wis.
Tucson, Ari
Texas City, ' rex
Ogden, liait..
Seniminole, Tex
Indianapoli., Ind
Detroit, Nlieh
Appleton- Neenah, \Vis
Winona, Mill!)
Tallahassee, na
Dallas. Tes
Kingsport, 'Ienn
da _
Louisville, Ky
Spokane, Washi
Knoxville, Tenn
Fort Won!-, Tex
Grand Junction, Colo
Victoria, Tc x

Client
WPBC.
KGFI.
WKZO.
KSCO.
KTFI,
KEEP.
KPOL,
KAIR.
WCAK.
W M
KT RC.
\V K TL.
W EtIV.
WO8C.
W LA T.

w \Tc

W PAR.
W GOL.
KVOK.
WBOK.
WNOW..
WA D A .
KSKX.

wToN.

KUDI7.
WAZF.
W RIE.
WLBA.
WAMI.
WLBB.
WRR.
WAAX.
WEAM.
WAZY.
WSLM.
WIISM.
KMYC.
WKRS.
WOW'.
K LVI.
WC M R.
W PET.
KC
W RIS.
W R R.
WTOW.
WWOD.
WNIL.
W BR N.
WISE,
KSX K.
WA IM.
W
T.S.
KTLO.
W M TN.
WGST.
WGOV.
WBSR.
KRIC.
WIBA.
KAIR.
KTLW.
KSVN.
KSML.
WISH.
WCA.
WNA M..
KAGF.
W ME N.
WRR.
WKIN.
WKPT.
WKLO.
KLYK.
WKXV.
WBA P.
KSTR.
KVIC.
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Verdoie 8urrey rodio sales—Oct. 1, 1959, to Oct. 1, 1960

Month
October
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
November
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
December
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
January
Do
Do
Do
Do
Do
Do
Do
Do
Do
1)0

Type
R-40
R-30
R-20
R-20
R- I0
R-40D
R-10
R-10
It- lox
R- 10x
R-101)
R-los
R- 10x1)
R- 10x1/
R-20
R-100
R-101)
R- 10x
R-10
R- 10x
12-10x
R-10x
R- 10x
R-20
SPI,
R-20
R- 10x
R- 10D
R- 10x
R-10xD
R-10
R-10
R-10
R-10x
R-10D
R- 10x
R- 10D
R-10x
R-10x
R-l(lx
R- 10x
R-20
It- 10
R-20
R-10
R-10
R- 10D
R-10x
R-10x
R- 10x
R- 10x
R- 10x
R-10
R-10
R- 10D
R- 10x
R-10
R- 10x
R-10
R-10
-1-10x
R-lOx
R-20
R-20
R-10x
R-10x D
R-101)
R- 10D

City and State

Louisville, Ky
Indianapolis, Ind
Columbia, S.E.
Port Arthur, Tex
Hamilton, Ohio
Louisîille, Ky
Columbia, Teno
Longview, 'l'ex
Manchester, Tenn
Marion, Ohio
Ilopkinsville, Ky
Findlay, Ohio
Tullahoma, Tenn
Dayton, Penn
Peoria, Ill
Bloomington, Ill
Sedalia, Mo
West Bend, \Vis
DeKalb, Ill_ _
Magnolia, Ark
Lincoln, Ill
Mena, Ark
Carthage Ill
Flint. Mich
Kansas City, Mo
El Paso, Te
West Plains, Mo
Eau Claire, Witt
New Braunfels, Tex
Ballinger, 'l'ex
Marshall, Tex
Muskogee, Okla
Fitchburg, Mass
Hidalgo County, 'l'ex
Garden City, Kans
Gallup, N. Mex
Greeley, Colo
Claremont, N.H
Lebanon, N.II
Portsmouth, N.11
Grafton, N. Dak
Eugene, Oreg
Kalispell, Mont
Springfield, Mo
Billings, Mont
West Palm Beach, Fla
Pocatello, Idaho
Klainath Falls, Oreg
do
Dillon, Mont
Fargo- Moorhead, N. Dak
MeMinn ville, Oreg
San Jose, Calif
Everett, Wash
San Bernardino, Calif
Red Bluff, Cala
Kinston, N.0
Palo Alto, Calif
Eureka, Calif
Bismarck, N. Dak
Little Falls, N.Y
Fulton- Oswego, N.Y
Erie, Pa
Newark, N.J
Iligh Point, N.0
Greenville, N.0
Athens, Ga
Augusta, Ga
Jacksonville, Ela
'R- 10E)
Lake City, S.0
R-10x
Millen, Ga
R-30
New Orleans, La
-1-2nI)
I.: vans ville, Ind
t - 10x
Lancaster, Ohio
' - 105
Muncie, Ind
'-10xD
Jasper, Ind
7-40
Detroit, Mich
-1-10
S'eboygan, ',Vi ,
' -40x
Minneapolis, Minn
Knoxville, Penn
' - 10
fireen Bay, % '.
V-10
Marquette, Mich

99 042 -- f13 - pt.

Client
WKI.O.
WISIL
It
W M011.
WTN1T.
w K FM.
F I, t; E.
‘t NI SIL
W M RN.
W K DA.
W FI N.
WJIG.
WI/NT.
W EE K.
WJIIC.
KSIS.
WKBV.
WLBK.
WV MA.
WPRO.
KENA.
WCAZ.
\V A MM.
KC Al 0--FM.
KSET.
KWPM.
W EC L.
KGNII.
KRUN.
KMITT.
KMITS.
WEIM.
KIR'r.
KNOO.
KYVA.
KFKA.
WTSV.
WTSL.
WHE 13.
KGPC.
¡CERO.
KGEZ.
KTTS.
KIIMY.
W1 RK.
KYTE.
KFJI.
KFLW.
KDBM.
KV OX.
KMCM.
KSSO.
KRKO.
KA CE.
K il LF.
WELS.
KIBE.
KIEM.
KBOM.
WLFH.
WOSC.
WLETJ.
W V NJ.
W NOS.
WOTC.
WDOL.
WAUG.
W1VY.
WJOT.
WOSR.
KNOE.
WIKY.
W HOK.
W LBC.
WITZ.
W CAR.
WILBL.
W PBC.
W ICON.
DUZ.
W1,17C-TV.
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Verifak
Month
January
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Feburary
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
March
Do
Do
Do
Do
Do
Do
Do
Do
Do.
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
kpril
Do

8urvey

RATINGS

radio ealee—Oct. 1, 1959, to Oct. 1, 1960—Continued

Type
R-10x
R-lOi
R-10x
R-10D
R-101
R-10D
R-10D
R-40
R-40
R-10
R-30
R-10D
R-10
R-101
R-10x
R-10x
R-20
R-10
R-20d
R-20x
R-10xD
R-20
R-10
R-30
R-10
R-10
R-10
R-10x
R-10
R-10x
R-30
R-10
R-10:
R-40
R-10
R-10
R-10
R-10
R-10D
R-10D
R-10D
R-30
R-20
R-10
R-20D
R-10D
R-10
R-10D
R-10:
R-10x
R-10xD
R-10xd
R-10x
R-40
R-30
R-20
R-20
R-10
R-10_
R-10
T-10
R-10x
R-10x
R-10
R-10
R-10
R-10
R-10
R-10
R-20
R-10x
R-10x
R-10x
R-10x
R-10x
R-10x
R-10x
R-10
R-10
R-10
R-10
R-30
R-10x

City and State
Crookston, Minn
Howell, Mich
Bemidji, Minn
Rochester, Minn
Farmville-Greenville, N.0
Mexico, Mo
Champaign-Urbana, Ill
Houston, Tex
do
Gainesville, Fla
Ft. Worth, Tex
Longview, Tex
McKeesport, Pa
Groves, Tex
Orange, Tex
Mexi% Tex
Montgomery, Ala
Las Cruces, N. Mel
Albuquerque, N. Mel
Cocoa, Fla
Goodland, Kans
Des Moines, Iowa
Sioux Falls, S. Dak
Seattle, Wash
Everett, Wash
Twin Falls, Idaho
Aberdeen, Wash
Webster City, Iowa
Bismarck-Mandan, N. Dak
Gallup, N. Max_
Salt Lake City, Utah
Ventura, Calif
Oceanside, Calif
Brawley-El Centro, Calif
New Bedford, Mars
Santa Maria, Calif
Watertown, N.Y
Concord, N.H
Nashua, N.I1
San Jose, Calif
Kinston, N.Y
Norfolk, Va
Wilmington, Del
Vineland, N.J
Huntington, W. Va
Warrenton, Va
Chester, Pa
Kinston,
FaN.C
Beaver
lls, Pa
Westminster, Md
Blackstone, Va
Havre De Grace, Md
Sayre, Pa
Washington, D.0
Atlanta, Ga
Charlotte, N.0
Greensboro, N.0
Asheville, N.0
Columbia, S.0
Greenville, N.0
Wilmington, N.0
Bishop, S.0
Wilmington, N.0
Ambridge, Pa
Ft. Pierce, Fla._
Marianna, Fla
Valdosta, Oa
Tallahassee, Fla
Ocala, Fla
Roanoke, Va
Gaffney, S.0
Plymouth, N.0
Seneca, S.
Laurinburg, N.0
Hartwell, Ga
Wadesboro, N.0
Statesville, N.0
Sylacauga, Ala.
Kingsport, l'eau
Bowling Green, Ky
Lynchburg, Va
Harrisburg, Va
North Vernon, Ind

Client
KR OX.
KBUN.
KWEB.
WBTL.
KXEO.
WOWS.
KTRIL
KRCT.
WOG°.
WBAP.
KLUE.
WEDO.
KOLE.
KOLE.
KBUS.
WETTI.
KOBE.
KMGM.
WKKO.
KBLIL
KWKY.
KSXD.
KV!.
KRKO.
KEEP.
KBKW.
KJFJ.
KBOM.
KYVA.
KNAK.
KVEN.
KUDE.
RAMP.
WBSM.
KSMA.
WWNY.
WKXL.
WOTW.
ROO.
WBAZ.
WLOW.
WILM.
WWBZ.
WKEE.
WEER.
WVCIL
WELS.
WBVP.
WTTR.
WKLV.
WASA.
WATS.
WEAM.
WERD.
WAYS.
WCOG.
WISE.
WCOS.
W 00W.
WECT..
WAGS.
WKLM.
WMBA.
WARN.
WTOT.
WJEM.
WRFB.
WMOP.
WRIS.
THOMS.
WPNC.
WSNA.
WEWO.
WKLY.
THOMS
THOMS
W FE B.
WKIN.
WLBS.
WWOD
WSVA.
WOCH
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Verifak survey radio sales—Oct. 1, 1959, to Oct. 1, 1960—Continued
Month
April
Do
Do
Do
Do_
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
May
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
June
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
July
Do
Do
Do
Do
Do
Do
Do
Do

City and State

Type
R-30
R-10x
R-10
R-30
R-10x
R-20
R-10
R-101
R-40
R-10
SPL
R-10
R-30
R-10
R-20
R-10
R-10
R-10
R-20
R-10
R-10
R-10x
R-40D
R-10
R-20
R-10
R-10x.
R-10D
R-10x.
R-10
R-10x
R-10x
R-10x
R-10x
R-101_
R-10x
R-10x
R-10x
R-10x
R-10x
R-10x
R-30
R-10x_
R-40
R-30
R-10
R-20
R-10x
R-10x
R-10
R-20
R-10
R-10x_
R-40
R-10x_
R-30
R-10
R-10x
R-10D
It-20D
R-101
R-10x
R-10x
R-10
R-20
R-10
R-10
R-20
R-30
R-10
R-10D
R-101
R-20
R-30
R-30

R-10

R-10x
R-10x
11-10x_
R-10
R-30
R-10
R-30

Indianapolis, Ind
Lorain, Ohio
Appleton, Wis
Milwaukee, Wis
West Bend, Wis
Grand Rapids, Mich
Kalamazoo, Mich
Midland,Mich
Detroit,
Mich
Lexington, Ky
Pocatello, Idaho
Madisonville, Ky
Louisville, Ky
Clarksv ille, Tenn
Chattanooga, Tenn
Odessa, Tex_
San Angelo, Tex
Muskogee, Okla
Oklahoma City, Okla_
Bowling Green, Ky
Joplin, Mo
Ottawa, Kan&
Minneapolis, Minn
Dubuque, Iowa
Des Moines, Iowa
Rapid City, S. Dak
Deadwood, S. Dak
Grand Island, Nebr
Madison, S. Dak
Twin Falls, Idaho
Rutherford, N.0
Gastonia, N.0
Troy, N.0
Lexington, N.0
Monroe, N.0
Concord, N.0
Chester, S.0
Kershaw, S.0
Chesterfield, S.0
Lenoir, N.0
Wasco, Calif
Seattle, Wash
Santa Cruz, Calif
Los Angeles, Calif
Seattle, Wash
Sidney, Mont
Albuquerque, N.Mez
Socorro, N Mes
Prineville, Oreg
Ogden, Utah
Tucson, Ariz
Ontario, Calif
Hanover-Lebanon, N.H
Baltimore, Md
Lock Haven, Pa
Pittsburgh, Pa
Altoona, Pa
Fort Pierce, Fla
Greensboro, N.0
Utica- Rome, N.Y
Covington, Va_
Lauringburg, N.0
Cairo, Ga
Anderson, S.0
Norfolk-Portsmouth, Va
Rockingham County, Va
Thomasville, Ga
Macon, Ga
Atlanta, Ga
Huntsville, Ga
Hattiesburg, Miss
Lyons, Ga
Baton Rouge, La
Atlanta, Ga
Indianapolis, Ind
Champaign-Urbana, Ill
Belleville, Ill
Cambridge, Ohio
Wisconsin napids, Wis
Green Bay, Wis
Louisville, Ky
Muskegon, Mich
Louisville, Ky

Client
WISE'.
WWIZ.
WHBY.
WFOX.
WBKV.
WMAX.
WKZO.
WMDN.
WCAR.
WLAP.
KTLE.
WTTL.
WKLO.
WJZM.
WDEF.
KECK.
KTXL.
KBIX.
KTOK.
WBON.
KF RS.
KOFO.
WPBC.
WDBQ.
KWKY.
KRSD.
KDSJ.
KM MJ.
KJAM.
KTFI.
THOMS.
THOMS.
THOMS.
THOMS.
THOMS.
THOMS.
THOMS.
THOMS.
THOMS.
THOMS.
KWSO.
KVI.
KSCO.
KPOL.
KTIX.
KGCX.
KDEF.
KSRC.
KRCO.
KLO.
KTKT.
KASK.
KNIGHT.
WAYE.
WBPZ.
KQV.
WVAM.
WIRA.
WPET.
WRNY.
WKEY.
WEWO.
WGRA.
WANS.
WNOK.
W8VA.
WPAX.
WMAZ.
W OST.
WAAY.
W BKH.
WBBT.
WJBO.
WEUN.
WISH.
WDWS.
WIBV.
WILE.
WFHR.
WDUZ.
WTMT.
WMUS.
WKLO.
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Verifak survey radio salcs—Oct. 1, 1959, to Oct. 1, /900—Continued
Month
July
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
August
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
Do
September
Do
Do
Do
Do
Do
Do

Type
R-10
R-20
R-10
R-40
TI-401.)
R-10
R-20
R-30
-10
R-10x
R-10
R-10xD

R-401)
R-10
11-10xD
R-10
R-10
R-10
R-10x
R-10x
R-10
R-10x1)
R-10
R-10x
R-10D
R-10x
R-10
R-10xD
R-20
R-10D
R-20

City and State
Henderson, Ky
Fort Smith, Ark
Pensacola, Fla
Detroit, Mich
lIouston, Tex
Marshall, 'rex
Fort Worth, Tex
Dallas, Tex
Texarkana, Tex
Mineral Wells, Tex
Victoria, 'l'ex
Killeen, Tex
Minneapolis, Minn
do
Fargo- Moorhead, Minn
New Braunfels, 'l'ex
Arkansas City, Kans
Bismarck- Mandan, N. Dak
Brawley-El Centro, Calif
Clairentont, N.II
Yuba City, Calif
San Bernardino, Calif
Paso Robles, Calif
Walla Walla, Wash
Pittsburg, Calif
Chambersburg, l'a
Mille vine, N.J
Bristol, Va
Madera, Calif
Charlotte, N.0
Shelby, N.0
Columbia, S.0

Client
WSON.
KTCS.
WBSR.
WCAR.
KRCT.
KM IIT.
W BAP.
K BO X.
KITS.
KO PC.
KV! C.
KEEN.
KSTP.
WPBC.
KVOX.
KON 13.
KSO
RODE
KICO.
W'I'Sv.
KUBA.
KACE.
KPRL.
KUJ.
KKIS.
WC 110.
WM VB.
W F110.
KII0T.
WAYS.
WOHS.
WCOS.

Mr. RICHARDSON. Mr. West, Igive you this document. Would you
identify it for the committee?
Mr. W EST. Yes, sir. This is the original purchase agreement between John L. Guyant, myself, and Mrs. Jones.
Mr. IttenAnosoN. What did that agreement pertain to?
Mr. W EST. It pertained to our purchase of Mr. Guyant's businesses.
Mr. RICHARDS01•7. Mr. Chairman, Iwould like this to become part of
the record, also.
The CHAIRMAN. Let it be received for the record, without objection.
(The document referred to is as follows:)
Know all men by these present: That John L. Guyant, Kansas City, Jackson
County, Missouri, for and in consideration of the debt and trust hereinafter
mentioned and the sum of One Dollar in hand paid by Robert E. West, Overland Park, Johnson County. Kansas, and Hallie A. Jones, Kansas City, Jackson
County, Missouri, the receipt of which is hereby acknowledged, does bargain,
sell and convey unto the said Robert E. West and Hallie A. Jones, equally, the
following described business interests, to wit:
1. Thirty-two ( 32) shares of stock in the Corporation known as Robert S.
Conlan and Associates, Incorporated, located at 1715 Wyandotte, Kansas City,
Missouri.
2. One hundred percent of the business firm known as Verifak Surveys, located
at 1715 Wyandotte. Kansas City, Missouri, with a sales address located at 60
E. 42nd. Street, New York, N.Y.
3 One hundred percent of the business firm known as The Over Forty Products
Company, located at 1715 Wyandotte Street, Kansas City, Missouri.
It is agreed and understood that all three ( 3) of said business interests are
being sold at their book value and as their several interests may appear and
subject to any and all claims both in favor of or as against, as of July 1, 1959.
To have and to hold the same, unto the said Robert E. West and Halite A.
Jones, and unto their heirs and assigns forever; provided, always that it is
agreed and understood between the parties to these presents that if the said
Robert E. West and Halite A. Jones, or their heirs, shall well and duly pay
unto the said John L. Guyant, or his heirs, the sum of Seventy-five Thousand
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Dollars, ($ 75,000.00) which they owe him as evidenced by their certain promissory note of even date herewith, payable as follows:
Three hundred seventy-five Dollars ($375.00) payable on the first day of each
month, and, Three hundred seventy-five ($375.00) payable on the 15th day of
each month, beginning July 15, 1959, and continuing on the first and fifteenth
of each month until the full amount shall have been fully paid, then these presents
and everything herein shall cease and be void. But, if the said Robert E. West
and Hallie A. Jones shall default in the payment of any installment payment as
described herein, for a period of 45 days, when the same shall become due and
payable, or if they shall sell or attempt to sell or in any dispose of said business
interests so as to reduce its value before the entire amount of the note shall
have been fully paid. then it shall be lawful for the said John L. Guyant or his
heirs or assigns to take possession of the said business interests, wherever found,
and to begin proceedings to dispose of same in any manner he/they shall think
fit in order to realize the maximum value from said business interests, and out
of the proceeds arising from such action, pay off said indebtedness, or so much
thereof as shall be unpaid, together with the costs of said action, and the overplus,
if any, shall be paid to the said Robert E. West and Hallie A. Jones.
In witness whereof, the said Robert E. West and Hallie A. Jones have set their
hands and seals this first day of July, 1959.
[SEAM
ROBERT E.W EST.
[SEAL]
HALLIE A. JONES.
Witness: Charles Pichette.
Witness: Thelma Millbern.

Mr. RICHARDSON. In relation to this, Mr. West, how much each
month do you pay Mr. Guyant?
Mr. W EST. Right at present,
.
I do not know, because this contract
has been revised.
Mr. RICHARDSON. I-Iow much did you at the time of this contract?
Mr. WEs.r. That I could not tell you. I do not remember. Mrs.
-Tones handles t
lie bookkeeping of the business.
Mr. RICHARDSON. Actually', does it. not say $375 payable on the first
day of each month and $375 payable on the 15th day of each month?
Mr. W EST. That. is what it says. Ihave not read" that since it was
signed.
Mr. RICITARDS01•7. Mr. West, you have explained that one of your
companies put. out shares, the other put out ratings. Would you describe the difference between ratings and shares?
Mr. W EST. That may be alittle bit embarrassing, because I do not.
know too much about ratings.
Share of audience is basically apercentage of audience attributed to
each radio station in the surveyed area. A rating, the way I tinderstand arating, is based on sets in use. In other words, IWould have
to use an example, because it is the only way Icould possible explain it.
If asets- in-use figure was, say, 20 percent for aparticular period of
the day and say there were 4 radio stations under consideration, if,
say, the top station had 9listeners of that 20, that would he the share
of audience.
Mr. RwpAnnsox. Then basically yon would say that ashare was the
percentage each station had of listeners in the market, the total being
100 percent ?
Mr. W EST. That is the share of audience, yes.
Mr. RICH ‘
rnsoN. Anti the reing would be what percentage each
station had of potential listening?
Mr. W EST. That is the way Tunderstand it. yes. sir.
Mr. BrettAansox. Now. Mr. West. you have full operating control of
Robert S. Conl
Associates, ib
ou not ?
Mr. WEsT. What do you mean bv " full"?
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Mr. Riciiminsox. You are president. of this corporation ?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. You have just explained or read to the committee'
where, in 1960, at least. by abrochure that was mailed to radio stations
throughout the United States, you produced surveys in 400 markets
from 2to 6times ayear; is that right ?
Mr. W EST. That is what is says; yes, sir.
Mr. RicHARDsoN. This morning, over in the subcommittee offices,- did
we not go over the income tax records for Conlan and Verifak ?
Mr. W EST. Yes.
Mr. RICHAIRDSON. In 1960—you may refer to the records on this—
was not the stated field cost for survey field work stated by your accountant, $5,619.83 ?
Mr. W EST. Iunderstand that that is correct ; yes.
Mr. Ricilmmsox. Now, you completed at least 800 reports for $5,000',.
the field work on these 800 reports?
Mr. W EST. Oh, no, sir.
Mr. RICHARDSON. Where else would the cost have been ?
Mr. W EST. Well, this particular summary report included all surveys that we had done during the year. It was based on field work, not
on acompany. So they would have also included. Iam sure—now, I
could be, wrong. Idi ci not tabulate the report, Idon't know. But I
am sure it would have included surveys also made by Verifak.
Mr. RICHARDSON. Now, you are treating Verifak and Conlan as one
and the same company ?
Mr. W EST. In that particular respect, Twould say yes.
Mr. RicHARnsort. Is this Conlan brochure mailed to the broadcasterwith that in mind ? Does it state that these are surveys done by both
Conlan and Verifak?
Mr. W EST. No, sir; it does not state that at all. It says this is aConlan 1960 Radio Summary Report. It does not make any distinction.
Mr. RicHATms-)N. In relation to this. Mr. West, is it not true that
at least. many of the stmller radio stations in the United States do not
know that Conlan and Verifak are run by the same organization ?
Mr. W EST. Ido know that many of them do know i.. but Tcould not
speculate as to say just what they do know. Iknow that many do. I.
know that much.
Mr. RICHARDSON. Thank you, Mr. West.
Now, four times ayear does not Conlan mail requests for subscriptions to every radio station in the United States ?
Mr. W EST.
.No.
Mr. RICHARDSON. How many times ayear would they do it ?
Mr. W EST. Oh, some of them we may no more than four times a
year, some of them once, some of them never.
Mr. RICHARDSON. How many markets does Conlan try to go into
each year?
Mr. W EST. We try to go into as many as we can. Ido not know.
Idon't have any particular figures on it at all.
Mr. RicHARi)sox. I supply you with brochures of your company.
Would you identify them and explain what they are ?
Mr. W EST. This states: "1962 Radio Survey
they
for 185 AM
Markets."
Mr. RICHARDSON. Would you look and explain what this one is?
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Mr. W EST. "Metropolitan Radio Schedules for 1961." It is a list
of metropolitan radio survey schedules for 1961.
Mr. RICHARDSON. Now, when you mail out requests for subscriptions to surveys, you give the dates, approximately, when you expect
these surveys to be made; correct?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. In Verifak, at least in 1961, aMr. Ralph Corpolonga was your office manager in New York City; is that correct?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. When we visited with Mr. Corpolonga, he stated
briefly that Conlan had 12 group areas in the United States. Let's
say, for example, you will have a grouping of Arkansas, Oklahoma
and Texas
Mr. W EST. Yes, sir.
Mr. RICHAnnsoN. And that these groups combined cover the entire
United States?
Mr. W EST. The grouping—they are grouped by States. A grouping of 12 weeks in a quarter—we go by quarter—and we cover 48
States in this period. But that does not mean that we promote every
radio station, by any means.
Mr. RICHARDSON. Would you identify this material ?
Mr. W EST. This is a Verifak promotion schedule for the second
quarter—I don't know what year it is. It lists 12 groups. It lists,
the survey date. It lists the first letter, it lists the second letter or the
reminder letter, and the closing date.
Mr. RICHARDSON. Then basically you will send a first letter to the
different radio stations asking them to participate in the survey?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. If you do not hear from them, you send asecond
letter ?
Mr. W EST. A reminder; yes, sir.
Mr. RICHARDSON. Shortly before the time the survey is to be conducted ?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. What is the close date ?
Mr. W EST. The close date is the date the survey is closed for participation.
Mr. RICHARDSON. You will send three letters, then—
Mr. W EST. No, sir; the close date is referred to in the second letter.
Mr. RICHARDSON. Since you at least cover 400 markets, would you
know whether or not you cover more markets than any other surveying
company in the radio business?
Mr. W EST. Ithink we do, yes. I don't know. That is a guess.
Mr. RICHARDSON. Then basically, you try to cover each market four
times ayear, is that correct ?
Mr. W EST. Rephrase it, please.
Mr. RICHARDSON. Let me restate it.
Mr. W EST. Repeat it.
Mr. RICHARDSON. Mr. Corpolonga informed us when we visited him
in New York City that you divide up by quarters different States of
the country and in each quarter, during some week in that quarter,,
mailings will go—he told us to every radio station.
This may or may not be true.
Mr. W EST. It is not true, no, sir.
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Mr. R.ICHARDSON.

But basically YOH send during each quarter in-

format ion to the radio markets which you cover ?
Mr.

W EST.

Information ?

Mr. RICHARDSON.
Mr.

W EST.

Asking them to be a subscriber to a survey?

On the ones which are promoted, yes, sir.

Mr. RictrAnnsox.

Each market that you cover has a chance of get-

ting four Verifak surveys a year?

W EST.

Mr.

I Could not speculate on that, because I don't
Ihave never handled the Verifak promotion,

Well,

handle the promotion.
so

Icould not say yes or no on

it.

Mr. RICHARDSON. Mr. Corpolonga did state to the staff and would
you say whether or not this is the opinion you have on the Verifak

operation, that if no order was received fro m
. a station in the market,
the survey was not conducted for Verifak?
Mr.

W EST. Iwould

Mr. RICHARDSON.

say that is a true statement, yes.

So basically, you send out letters stating that sur-

veys will be conducted.

If you do not get any orders, you do not con-

duct the surveys.
Mr.

W EST.

We state, I believe, that we have scheduled a survey or

have. tentatively scheduled
Mr. RICHARDSON.
entered

a survey.

We do not say definitely.

Now, in your prepared statement which has been

in the record, Mr. 'West, you discuss the cost of the Conlan

surveys.
I assume that when you are speaking of the cost there of the Conlan
surveys. you also have. reference to the cost of Verifak surveys in the
years in

which Verifak was operating, the years 1960-61 being the

ones which we are particularly interested in ?
Mr.

W EST. Idon't.

understand that.

You mean referring to the costs

in what respect?
Mr. RICHARDSON. Did Verifak surveys cost
Mr.

'
WEST.

Iwould

Mr. RICHARDSON.

I have

1,000, or $ 109?

No, sir; they are basically about the same rate.
like you to check and verify the figures
specifications for y our
our

here for the

two

companies

which were, mailed along each time you sent. out a. letter for participation.

Give the number of it, the information in relation to the total

calls completed, and the cost.
Mr.

W EST.

You would like me to refer to the specification number

and the completed calls: is that correct?
Mr. RICHARDSON.
Mr.

W EST.

These

are

And the cost.

And the cost.
specification

All right.
sheets which go out to the radio stations

with the promotion or with the invitation letter to them which gives
them the details of the survey or the scope of the survey.
These

specifications

were

prepared,

not

by

myself,

Guyant.
Mr. RICHARDSON.

but

by

Mr.

Mr. Guyant left your company in August of 1961;

is that correct ?
Mr.

W EST.

That is right, sir.

Mr. IttERAEnsoN. Were you still usine these after he left the company?
Mr.
Mr.

W EST. Iassume
RiEttAnnsox.

we were, ves

You

owned Verifak,

or at least by

contractual

arrangement you have owned it since July of 1959; is that correct.?

BROADCAST RATINGS

439

M r. W EST. Yes, sir.
Mr. RICHARDSON. So basically Mr. Guyant was an employee or at
least aconsultant to your corporation ?
Mr. W EST. Yes, sir. ;you may say that; yes, sir.
Mr. RICHARDSON. Would you go ahead and explain the material?
Mr. W EST. This is designated as an R-10, which is a full-time
survey; it has 2,800 completed calls and on a daytime survey, 2,100
completed calls. The full-time rate is $139; the part-time rate is $109.
Mr. RICHARDSON. Then for the completion of 2,800 completed
calls—this is not dial ings, but completed calls—you would charge $139;
is that correct?
Mr. W EST. That is what it says.
Mr. RICHARDSON. And for 2,100 completed calls, you would charge
$109?
Mr. W EST. That is what it says.
Mr. RICHARDSON. The next one?
Mr. W EST. This is the R-20 specification. The full-time report,
3,600 completed calls; the part-time report, 2,500 completed calls.
The rate, full-time survey, $159; part-time survey, $129.
This is the R-30 specification. The full-time report, 4,600 completed calls; the part-time report, 3,200 completed calls. The rate on
full-time, $179, on part-time, $139.
This is the R-40. Full-time basis, 5,600 completed calls; part-time,
3,850 completed calls. The full-time rate, $199; the part-time rate,
$159.
Mr. RICHARDSON. Mr. Chairman, I would like these to be entered
into the record.
The CHAIRMAN. You identified them as being correct and authentic; did you, Mr. West?
Mr. W EST. Well, yes; they are correct and authentic; to the best of
my knowledge they are.
The CHAIRMAN. Let them be received in the record.
(The document referred to is as follows:)
VERIFAK SURVEYS ANNOUNCE A SPECIAL ADVERTISER- SALES SURVEY REPORT
SPECIFICATIONS

fr

Participating: Agencies, advertisers, stations.
Method: Coincidental telephone survey.
Period: One week with spot check following.
Days: Monday through Friday.
Hours: Full time, 6a.m. to 11 p.m.; part time, 6a.m. to signoff.
Sample: Full time, 2,800 completed calls; part time, 2,100 completed calls.
Breakdown: One-hour time segments.
Data: Each time segment will contain: Number of completed calls, percent
of sets in use, rating for all stations, share of audience all stations, average
listeners per set, audience composition ( men, women, children ).
Reports: Fifteen bound reports; 15 mailer summaries.
Rates: Full time, $139 complete; part time, $109 complete.
Delivery: Average 2weeks after fieldwork.
Optional: Separate Saturday and Sunday section; full time, $33; part time, $28.
To order: Send collect wire or phone MU 7-8199, New York City, and reverse
charges.
R-10
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VERIFAK SURVEYS ANNOUNCE A SPECIAL ADVERTISER- SALES SURVEY REPORT
SPECIFICATIONS
Participating: Agencies, advertisers, stations.
Method: Coincidental telephone survey.
Period: One week with spot check following.
Days: Monday through Friday.
Hours: Full time, 6a.m. to 11 p.m. ; part time, 6a.m. to signoff.
Sample: Full time, 3,600 completed calls; part time, 2,500 completed calls.
Breakdown: One-hour time segments.
Data: Each time segment will contain: Number of completed calls, percent of
sets-in-use, rating for all stations, share of audience all stations, average listeners
per set, audience composition ( men, women, children ).
Reports: Fifteen bound reports; 15 mailer summaries.
Rates: Full time, $159 complete; part time, $129 complete.
Delivery: Average 2weeks after fieldwork.
Optional: Separate Saturday and Sunday section; full time, $38: part time $33.
To order: Send collect wire or phone MU 7-8199 New York City and reverse
-charges.
R-20
VERIFAX SURVEYS ANNOUNCE A SPECIAL ADVERTISER- SALES SURVEY REPORT
SPECIFICATIONS
Participating: Agencies, advertisers, stations.
Method: Coincidental telephone survey.
Period: One week with spot check following.
Days: Monday through Friday.
Hours: Full time 6a.m. to 11 p.m. ; part time: 6a.m. to signoff.
Sample: Full time, 4,600 completed calls; part time, 3,200 completed calls.
Breakdown: One hour time segments.
Data: Each time segment will contain: Number of completed calls, percent of
sets-in-use, rating for all stations, share of audience all stations, average listeners
per set, audience composition ( men, women, children ).
Reports: Fifteen bound reports; 15 mailer summaries.
Rates: Full time, $ 179 complete; part time, $139 complete.
Delivery: Average 2weeks after fieldwork.
Optional: Separate Saturday and Sunday section; full time, $43; part time $38.
To order: Send collect wire or phone MU 7-8199 New York City and reverse
charges.
R-30
VERIFAK SURVEYS ANNOUNCE A SPECIAL ADVERTISER- SALES SURVEY REPORT
SPECIFICATIONS
Participating: Agencies, advertisers, stations.
Method: Coincidental telephone survey.
Period: One week with spot check following.
Days: Monday through Friday.
Hours: Full time, 6 a.m. to 11 p.m.; part time, 6 a.m. to sign off.
Sample: Full time, 5,600 completed calls; part time, 3,850 completed calls.
Breakdown: One hour time segments.
Data: Each time segment will contain: Number of completed calls. percent
of sets-in-use, rating for all stations, share of audience all stations, average
listeners per set, and audience composition ( men, women, children).
Reports: Fifteen bound reports; fifteen mailer summaries.
Rates: Full time, $ 199 complete; part time. $ 159 complete.
Delivery: Average 2 weeks after fieldwork.
Optional: Separate Saturday and Sunday section. Full time, $48; part time,
$43.
To order: Send collect wire or phone MU 7-8199, New York City and reverse
charges.
R-40
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Mr. Riciimmsom. Mr. West, I give you the Robert S. Conkm
Associates information of the same type as that which you have just
identified for Verifak.
Is it not true that in the latter part of 1961, you changed the specifications for your Robert S. Conlan surveys?
Mr. W EST. Idon't recall.
MT. RICHARDSON. Maybe Ishould explain that.
Mr. W EST. We make changes all the time.
Mr. RICHARDSON. Would you describe what this first sheet is?
Mr. W EST. The first sheet is a specification sheet on what we term
is an S-17 survey.
Mr. RICHARDSON. Would you describe the number of completed
calls and the costs for this survey by the Conlan Co.?
Mr. W EST. In the same respect as Idid on the previous ones?
Mr. RICHARDSON. Yes.
Mr. W EST. The full-time report, 2,500 completed calls; on the daytime report, 1,800 completed calls. The rate is $ 135 full time, $ 114
daytime.
Mr. RICHARDSON. Mr. Chairman, I would also like this copy of a
Conlan survey specification included in the record.
The CHAIRMAN. Without objection, let it be received for the record.
(The document referred to is as follows:)
ROBERT S.CONLAN & ASSOCIATES, INC.
NOTICE OF PARTICIPATING RADIO SURVEY
Our agreements with our advertiser-agency subscribers require us to publish
reports when scheduled and our supervisor's itineraries are planned accordingly.
Basis: Participating; all local stations are invited to participate.
Method: Coincidental telephone; made over a period of 2weeks.
Full-time report: Covers the hours from 6 a.m. to 11 p.m. on a Mondaythrough- Friday basis and consists of 2,500 completed calls.
Daytime report: Covers the hours from 6a.m. to sign off on a Monday- throughFriday basis and consists of 1,800 completed calls.
Saturday and Sunday: May be added to the full-time report for an additional
$25 and to the daytime report for $20, which will be tabulated and reported
separately from the combined Monday- through- Friday data.
Optional: A full-time station may purchase the daytime report at the daytime rate, to include the hours from 6 a.m. to 6 p.m.
Specification: Type S-17 report; all data is presented in 1-hour segments
on a combined Monday- through-Friday basis. Each time segment of 1 hour will
give the following data:
(1) Completed calls, ( 2) sets- in-use, ( 3) share of audience, ( 4) average listeners per set ( all sets in home measured), ( 5) audience composition ( men,
women, and children). The report will also give the total share of audience for
all measurable outside stations on a total morning, afternoon, and evening basis.
Station rates: Rate for full-time report, $ 135; rate for daytime report, $114
(Saturday and Sunday additional).
Terms: Accounts are payable 10th of month following date of invoice unless
special terms are arranged in advance with the order.
Subscriber copies: Fifteen bound reports will be furnished each station subscriber. Additional reports, when ordered before publication, are 50 cents each,
and 75 cents each if ordered after publication, with a minimum reorder of
25 copies.
Delivery of reports: Two weeks following completion of fieldwork. One copy
will be airmailed, balance shipped regular mail the same day.
Special S-17

Mr. RiciLtansorr. Mr. West, Conlan and Verifak both come under
basically the same field operation; the same person is basically in
charge of Kansas City
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M T. W EST. No.
Mr. RICHARDSON. You have one woman in charge of the Conlan
operation mailing and a woman in charge of the Verifak mailings?
Mr. W EST. The mailings are made out of New York.
Mr. RICIIARDSON. But you stated that. they originally came from
Kansas City. Who prepares the material for Verifak in Kansas
City? Is it not Robert, S. Conlan & Associates?
Mr. W EST. What do you mean, sir, the promotion material or what?
Mr. RICHARDSON. First the promotion material.
Mr. W EST. The Verifak promotion material was typed by awoman
who worked in her home. She was atypist.
Mr. RICHARDSON. Now, in relation to the fieldwork, where is it
mailed from for Conlan ?
Mr. W EST. From our office in Kansas City.
Mr. RICHARDSON. The field material for Verifak, where is it mailed
from?
Mr. W EST. Our office in Kansas City.
Mr. RICHARDSON. You do not have any supervision of your interviewers in the field; is that correct ?
Mr. W EST. No, sir.
Mr. RICHARDSON. How do you normally hire your interviewers in
the field ?
Mr. W EST. You are talking about something that Ihave ageneral
knowledge of, but not aspecific knowledge.
Mr. RICHARDSON. Would you give us your general knowledge?
Mr. W EST. Well, Mrs. .Tones, who is the other principal of the firm,
handles the tabulating department, the field department, and the
bookkeeping.
My position in the organization is principally sales. That is all
Ihave ever did—sales; supervise the printing department, the small
amount of purchasing, and so forth. Ihave nothing whatever to do
with the field department or tabulating department at all.
Mr. RICHARDSON. But you are president of this corporation?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. What do you normally pay the interviewers per
hour, to your knowledge ?
Mr. W EST. All Icould make would be a guess. Iunderstand it is
somewhere between anywhere from $1 an hour on up.
Mr. RICHARDSON. In relation to this, is it not true in many cases
that you contact your interviewers through the local employment
agencies in the various cities where surveys are conducted?
Mr. W EST. Iam sure we do.
Mr. RICHARDSON. How many telephone calls would you say agood
interviewer could make in an hour, Mr. West?
Mr. W EST. Icould not tell you; _ would have to guess.
Mr. RicHnansorr. Would you give us aguess?
Mr. W EST. A lot would depend on how many questions were in
the interview.
Mr. RICHARDSON. Well, let's say they asked the normal questions
on your interviewing sheets.
«Sir. W EST. They ought to—
Mr. RICHARDSON. Would you read the normal questions.
Mr. W EST. You mean how many completed interviews--
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• Mr. RICHARDSON. No; the question was, How many calls could be
made, not completed calls.
Mr. W EST. You mean no answers and so forth?
Mr. Ricm.ansorr. The total?
Mr. W EST. Icould not guess.
Mr. RICHARDSON. Would you briefly describe the questions which
are asked by your interviewers in the fiAd ?
Mr. WEST (reading) :
This is aConlan Radio Survey. Have you or any member of your family been
listening to null° during the past half hour? If the answer is "yes," ask questions 2, 3, and 4.
Question 2. To wile station and program v -ere you listening Just now?
Question 3. To what station were you listening 15 minutes ago?
Question 4. How many persons were listening?
Mr. RICHARDSON. At least tho ,-e quest ions will be asked in aConlan
survey to ahome if it is contacted?
Mr. W EST. On that particular type of survey, yes.
Mr. RICHARDSON. You said you could give us aguess as to the number of calls an interviewer might make an hour. Would you give
us that guess?
Mr. WEsT. That would be including the no-answer and
Mr. RICHARDSON. All calls placed.
Mr. W EST. Oh, Ishould say somewhere. around 75 or 80.
Mr. RICHARDSON. How many completed calls would your estimate
be could be made in an hour?
Mr. W EST. That would certainly vary from hour to hour.
Mr. RTCHARDsON. As an average?
Mr. W EST. As an average, it would be a guess, and it, might be a
very bad guess.
Rteir.mnsoN. Would you identify this sheet, of paper?
Mr. W EST. It is on our letterhead dated October 11, 1960. It is
addressed to the State Employment Service, Tucson, Ariz.
Mr. RTCHARDSON. Are there attachments to this letter?
Mr. W EST. It is signed by Barbara Graham.
M T. RICHARDSON. Would you give her title?
Mr. W EST. She is not with us any longer. She was with the field
department.
The CHAIRMAN. She was what ?
Mr. W EST. She is not with us any longer. She was with the field
department, the department which sets up the survey.
The CHAIRMAN. How long ago?
Mr. W EST. Oh, she hasn't been there for well over ayear.
Mr. RicuAnnsoN. Thank you, Mr. Chairman.
Would you identify the information which is in the attachments
to this letter?
Mr. W EST. This, I believe, is the radio survey assignment instructions.
Mr. RICTIARDsos. Would you give the information from the material
to the committee ?
Mr. W EST. The assignment instructions read:
You are Operator A and will be paid the sum of $22.50 for

the complete assign .
ment. which includes the telephoning and preparing of the worksheets. You are
to call during the following days and time periods: Monday, from 8 a.m. to 10
a.m. and 6 p.m. to 8 p.m.; Tuesday, 10 .a.m. to 12 a.m.; Wednesday, 12 p.m. to 2
p.m. and Sp.m to 10 p.m. ; Thursday, 2p.m. to 4p.m.; Friday, 4p.m. to 6p.m.
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Mr. RICHARDSON. Excuse me; then in this situation, the operator
was paid $22.50 or would have been paid had she received this contract,
for 14 hours of interviewing; is that correct ?
Mr. W EST. If that is what that adds up to.
Mr. RICHARDSON. We have 5days here; 5by 2 are 10 plus 2equals
12, plus 2equals 14; is that correct ?
Mr. W EST. That is what it looks like.
Mr. RicuAsnsox. Go ahead.
Mr. W EST (
reading) :
Listing: Letters A through Z of the telephone book have been assigned to you
starting with the first page and column of this section; list nontoll resident telephone numbers on each worksheet answer explained on the specimen worksheet
Please list some numbers from each letter assigned you. Also, list 20 numbers on
each worksheet.

Mr. RICHARDSON. Excuse me for interrupting you at this time
They were then supposed to list 20 numbers on each 15-minute worksheet ; is that correct ?
Mr. W EST. That is what it says here.
Mr. R.ren.lansoN. Then it is obvious they could not make over 20,
dialings on each 15-minute period, if that is all the numbers listed on
the worksheet ?
Mr. W EST. Idon't. know about that. Idon't know why they could
not.
Mr. RICHARDSON. Your instructions say it is supposed to be done on
a15-minute basis, is that correct ?
Mr. W EST. We have not even read that, yet.
Mr. Itten.‘ansoN. Pardon nie.
Mr. W EST (
reading) :
Calling: Each worksheet represents one 15-minute period—

Iassume this is an example, 8to 8:15; 8 : 15 to 8:30, etc.—
Start calling the numbers previously listed exactly 1 minute after the start of
each 15- minute period and call 13 minutes, calling as many numbers as possible.
If you are unable to complete all numbers listed, turn to the next worksheet.

Mr. IitcnAaosox. Then it has stated that in this 15- minute period,
they may at least dial 20 different numbers.
Sir. W EST. Iassume that is right ; yes.
Mr. RicriAansox. And if they cannot complete 20 and the 15-minute
period has ended, they are to turn to the next sheet. Therefore, 20 calls
or (liai i
ngs each 15 minutes would be the total that could be placed ?
Mr. W EST. Yes.
Mr. RICHARDSON. This is just dialing, not completed calls.
Mr. W EST. They could complete all 20 of them.
Mr. RICHARDSON. It is possible that out of 20 dialings, you could
complete all 20 of them ?
Mr. W EST. It is possible they could get none.
Mr. RICHARDSON. Do you have any idea how many could be
completed ?
Mr. W EST. None whatsoever.
Mr. RICHARDSON. In this particular survey, were there any questions other than radio questions asked?
Mr. W EST. YeS; it says—
While you have the interest and attention of the respondent, go ahead and ask
the following questions concerning television:
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Would you mind telling me if anyone in your home is viewing television just
now? To what station and program are you viewing? How many people are
viewing just now?
If the answer to question 1 is "No," then ask, " Do you have a television set in
your home?"

I would say this is a very old instruction sheet, because I cannot
remember when we have asked television.
Mr. RICHARDSON. Would you identify the date on the front ?
Mr. W EST. I identified the date of the letter, but I do not identify
the date of this. There is no date on this.
Mr. RICHARDSON. All right. Is it, to your knowledge, the type of
information that would have come from the Robert S. Conlan Co.?
Mr. W EST. Yes; it looks like an instruction sheet. But whether it is
actually ours, Icould not say. Iimagine it is.
Mr. RICHARDSON. Would you be able to verify this instruction sheet
with Mrs. Jones for the committee at some future date?
Mr. W EST. She could, oh, yes, she could.
Mr. RICHARDSON. In the month of November 1961, you were contacted by Mr. Stuart Ross of this subcommittee, is that correct, Mr.
West ?
Mr. W EST. Yes, sir.
Mr: RICHARDSON. At that time, he asked you to give him the interviewers for eight specific cities; is that correct ?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. You prepared alist for him based on ayear, different times for different markets; is that correct?
Mr. W EST. Idid not prepare the list, no, sir.
Mr. RICHARDSON. It was prepared by your company ?
Mr. W EST. It was prepared by Mrs. Jones, Ibelieve.
Mr. RICHARDSON. Would you look at this list? Did Mrs. Jones give
this to Mr. Ross, or did you ?
Mr. W EST. Iam sure Mrs. Jones did. Ididn't give it to him.
Mr. RICHARDSON. Did you ever see the list?
Mr. W EST. Idon't recall, but Iimagine Ihave, yes.
Mr. RicnAansoN. Would you identify the cities named on the list?
Mr. W EST. On the Conlan surveys, the cities identified are Tucson,
Ariz.; Pine Bluff, Ark.; Sacramento, Calif.; Pueblo, Colo.; Tampa,
Fla.; Lansing, Mich.; Amarillo, Tex.; and Albany, N.Y.
On the Verifak sheet the cities are Tucson, Ariz.; Pine Bluff, Ark.;
Sacramento, Calif. ; Pueblo, Colo.: Tampa, Fla.; Lansing, Mich.;
Amarillo, Tex.; and Albany, N.Y.
Mr. RICHARDSON. Mr. Ros
-sasked for ayear's period on each of these
markets and is it not true that you listed the number of surveys done
by your company ?
Mr. W EST. I understand the question but I—apparently he asked
it. for more than ayear's period, because Isee 1960 and 1961 surveys
listed.
So he must have asked it for more than ayear.
Mr. RICHARDSON. Let us take specific markets.
In Tucson, Ariz., did he not ask for the interviewing and the field
work done for the year April 1960 to April 1961 ?
Mr. W EST. Idon.'t. see April on here for Tucson; no, sir.
Mr. RicitAansoN. What months are listed for Tucson, Ariz.?
Mr. W EST. On Conlan, July 1960; August 1960; October 1960;
November 1960; December 1960; January 1961.
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On Verifak, Tucson, Ariz., May 1960; and February 1961.
Mr. RICHARDSON. Now, did he not also ask for the Pine Bluff, Ark.,
list—September 1960 to September 1961 ?
Mr. W EST. Idon't see September on here.
Mr. Rtcmansox. Do you see any under Pine Bluff, Ark.?
Mr. W EST. On Conlan, I see Pine Bluff, Ark., and a notation of
"None."
On Verifak, Isee the listing of Pine Bluff, Ark., October 1960.
Mr. RICHARDSON. And would you give us the same information for
Tampa- St. Petersburg, Fla.?
Mr. W EST. On Conlan, Tampa—let's say St. Petersburg. It says
Tampa, Fla.. November 1960, on Coninn.
On Verifak, Tampa, the notation, "None."
Mr. RICHARDSON. This information, to your knowledge, was it asked
for the period from March 1960 to 1961 ?
M T. W EST. Icould DOt tell you that, sir.
Iwould not know.
.Mr. RicimansoN. Who would know in your organization?
Mr. W EST. M TS. Jones.
Mr. RrepAnnsox. You did not have any contact with Mr. Ross other
than you saw this list, in relation to the surveys to be included that go
on the list ?
Mr. WEsr. Idon't understand the question.
Mr. RicirAnnsox. In relation to this material which was submitted
to Mr. Ross, he gave you certain periods in which he wanted all survey done for specific markets for that period, is that not. correct.?
Mr. W EST. Ido not know what. actually, what periods he asked for.
We have some correspondence with Mr. Ross. Maybe you would like
to refer to it, because Icould not guess on dates at all.
The CHAIRMAN. Mr. West, we are endeavoring to avoid having to
bring Mrs. Jones here in order to expedite this and to get the information and develop these facts. Mr. Ross, our staff member who was
developing this information and did so through you, perhaps can
bring to your own recollection just what occurred.
Mr. W EST. Well, sir, Ihave cooperated with this committee all the
way and Iwish to do it now. But as Isay, Ithink it is serious and I
would not want to make any generalizations. I mean I have a general—Iam not trying to say Iam stupid about the business. Ihave a
general understanding of the procedures, but not specific.
The CHAIRMAN. Ile asked you for certain specific information,
though, and you provided certain specific information. We want to
know if that information is correct or not.
Mr. W EST. If it is in my jurisdiction, Ican tell you, sir.
The CHAIRMAN. You are president of the company and the information was made available through you and the information was obtained by the staff. So we want you to let us know whether or not the
information was supplied by acompany which you head.
Mr. W EST. I believe that all statistical information and bookkeeping information were supplied to you by Mrs. Jones, was it not?
Maybe Iwas an intermediate.
Mr. Ross. Well, let me put it this way: Isn't it afact that while I
was at your office, all my requests for information, or practically all
of them, were made to you?
Mr. W EST. Yes, sir; Imade them to her in return.
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Mr. Ross. So that is all there is to this.
Mr. W EST. Yes.
Mr. Ross. And as aresult of my requesting data with respect to the
cities listed on this sheet and for the periods noted, this sheet was
given to me on November 22, 1961. That is all there is to it.
Mr. W EST. Yes, sir; that sheet was given to him, I am sure.
Mr. Ross. And I think it is reasonable to say that it was cleared
through you before it was transmitted to me.
Mr. W EST. Oh, yes; I passed on any information to him because,
being president, Iassumed that was my duty and obligation.
The CHAIRMAN. That is what we want to know, if the information
was correct, and it was presented to you. It seemed that when you
were questioned by Mr. Richardson, you did not know if it was correct
or not, and you prepared it.
Mr. W EST. Yes, sir.
He was questioning me about specific dates. If they are on the
letter, Iwill verify them.
The CHAIRMAN. All right.
Mr. RICHARDSON. Thank you, Mr. Chairman. Then the notes Mr.
Ross just showed you requested specific dates which he asked you to
supply ?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. Those dates were for Tampa- St. Petersburg,
March 1960 through March 1961.
M T. W EST. I assume that is what was asked; yes, sir.
Mr. RICHARDSON. Now, for the city of Tucson, Ariz., the dates
asked were April 1960 to April 1961 ?
Mr. W EST. I have no knowledge of that date at all, sir. I assume
he is correct. But Ihave no knowledge of it. Was there correspondence on this date or something?
Mr. RICHARDSON. Mr. Ross made this to you personally in your
office in Kansas City, from his notes.
Mr. W EST. If Mr. Ross says he did it, I am sure he did it.
Mr. RicHARosox. All right. For Pine Bluff, Ark., the information
supplied was for September 1960 to September 1961.
Mr. W EST. If Mr. Ross says those were the dates, those were
the (lates.
The CHAnniAN. Well, did you give him the information, or did
your company-Mr. W EST. Yes, sir.
The CiimintAx ( continuing). —supply the information that he
requested of you personally, which you directed your company to prepare and give to the committee?
Mr. W EST. Yes, si n
The Cll.:UR MAN. That is true?
Mr. W EST. Yes, sir.
Mr. BreilArinsoN. Thank you, Mr. Chairman. Mr. West, actually
for both Conlan and Verifak, a survey is not necessarily conducted,
or the field work is not conducted for it unless you get asubscriber,
isn't that correct?
Mr. W EST. Verifak, yes. I cannot remember making surveys for
Verifak without asubscriber. Conlan, no.
Mr. RICHARDSON. You go ahead and make asurvey anyway, if it has
been listed ?
Mr. W EST. In some cases.
99-942- 63—pt. 2-3
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Mr. RICHARDSON. In some cases when you say you make a survey
for Conlan, you then make asurvey. Iask the question, if asurvey is
scheduled in amarket for Conlan, is it made? Your answer is: "In
some cases." Would you clarify that answer?
Mr. W EST. Ido not believe that was—Ithought that you asked me
if Conlan scheduled asurvey in the market, if we did or did not make
it, whether we had a subscriber or not. That is my interpretation.
Those are not your words.
Mr. RICHARDSON.
.
Right.
Mr. W EST. And I say in some cases yes, we will make the survey
without asubscriber.
Mr. RICHARDSON. Could you tell us what the situation would be
when you would go ahead and make the survey, and what the situation
would be when you would not make the survey ?
Mr. W EST. We would make the survey under various circumstances.
Basically the reason we would make asurvey without asubscriber is
that if we had received areply from one of the stations and the station said that—which a lot of them do—"We may be interested in
subscribing to your survey after you have made the survey," that would
be an instance.
Mr. RICHARDSON. Mr. West, Igive you this letter. Would you identify it ?
The CHAIRMAN. Can you identify the letter?
Mr. W EST. Yes.
Mr. RicnAnosoN. Thank you, Mr. Chairman. Would you read the
information from the letter?
Mr. W EST. It says—it is directed to the program director, radio
station WHBO, Tampa, Fla.
DEAR SIR: Will you kindly send us your corrected program schedules for the
period of November 12 through November 25, 1961, Sunday through Saturday,
to be used in the editing of the agency surveys being made in your area during
this period. It is important that we have your schedule to properly identify
each response received. Please indicate your exact signoff and sign-on time during this period. Your prompt attention to this will be greatly appreciated, as it
is very necessary that we have your program schedules in order to give your
station full credit for all responses shown. Please send these schedules to
Barbara Graham, Field Production.

The CHAIRMAN. Is that your company?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. Thank you, Mr. Chairman. In relation to this
letter, November 20, 1961, you had at least indicated that you would do
asurvey in the Tampa- St. Petersburg market ?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. Now, if you can, identify this letter.
Mr. W EST. This is dated November 29, 1961, to Arthur Mundorff,
radio station WPIN, Tampa, Fla.
Mr. RICHARDSON. Would you read the letter?
Mr. W EST (
reading) :
In response to our telephone conversation of last week, Ifind that although we
scheduled a survey in your market for the weeks of November 13 and 20, that
we did not have any subscribers and theretofore did not go ahead and complete
the survey as planned. Generally we do not complete a survey unless we have
at least one subscriber in the market. For your information I am attaching
herewith a tentative schedule for 1962 as well as a general specification sheet
which outlines in detail the surveys which we plan in your market for 1962.
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Since these schedules are only tentative plans, we are at liberty to change the
dates. Therefore should you feel that you should like to have a survey before
our next scheduled date, please let me know and I will be glad to see if we can
oblige. I am sorry that it has taken so long to reply, but we were closed over
the Thanksgiving holidays.
Thanking you for your inquiry, and assuring you of our cooperation at all
times.

Mr. RICHARDSON. This was made at the same time Mr. Ross was
visiting your plant in Kansas City, is that correct?
Mr. W EST. He was there around Thanksgiving. Iwould assume
it was, or after.
Mr. RICHARDSON. Would you identify this letter?
Mr. W EST. This letter, dated February 28, 1961—do you want me
to read it?
MT. RICHARDSON. Yes.
Mr. W EST (
reading) :
Mr. GEORGE W .FEE,
Radio Station WALT, Tampa, Fla.
DEAR M R. FEE: According to our preliminary tabulations, I am pleased to
say that WALT is in first place in the daytime on the Metropolitan St. Petersburg survey which we conducted during the weeks of February 12 through the
19th. Since the reports will not be made until next week, the survey is still
open for local participation. We offer WALT to participate at the rate of $145
for the complete Monday through Friday report, as outlined in the attached specification.
Since we expect to print and ship the reports early next week, Itherefore urge
that you confirm your participation by collect wire immediately, or better still,
call me collect at Jefferson 1-9198.

Mr. RICHARDSON. Mr. West, Igive you this and Iwant you to look
at it and read it before you decide whether or not it is aletter from
you, because it is acopy and not the original.
Mr. W EST. It could possibly be, yes.
Mr. RICHARDSON. Would you want to state one way or the other?
Mr. W EST. Well, Iwould say yes, Iwould say it is. Imean, Idon't
know. There is no authentic v
.erification of it.
But it reads like my
letter; that is all Icould say.
Mr. RICHARDSON. Would you read it for the committee?
Mr. W EST. This is dated February 28—are you holding this in reference to that previous letter ?
Mr. RICHARDSON. Yes.
Mr. W EST. This is two different markets; you understand that?
Mr. RICHARDSON. Right.
Mr. W EST. All right.
This is dated February 28, 1961. This is to Fred P. Shawn, Radio
Station WSUN, St. Petersburg, Fla.
DEAR Ma. SHAWN: According to our preliminary tabulations, I am pleased to
say that WSUN is in first place in the morning and evening on the Metropolitan
Tampa, Florida- St. Petersburg survey which we conducted during the weeks
of February 12 and the 19th.
Since the reports will not be published until next week, and the survey is
therefore still open for local participation, we offer WSUN the opportunity
of participating at the rate of $179 for the complete Monday through Friday
report as outlined in the attached specifications.
Since we expected to print and ship the reports early next week, I therefore
must urge you that you confirm your participation by collect wire immediately,
or better still, call me collect at Jefferson 1-9198.
Sincerely.
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Mr. RICHARDSON. It is your statement that the Tampa-St. Petersburg market is normally not done by you as one market?
Mr. W EST. Sometimes yes and sometimes no.
Mr. RICHARDSON. Was it in this case done by you in February of
1961, as the same market ?
Mr. W EST. Well, let's see. This one says metropolitan Tampa,
Fla.-St. Petersburg. Let's see what the other one says. No, these
are two different surveys entirely. One is metropolitan St. Petersburg, and the other was metropolitan Tampa-St. Petersburg.
Mr. RICHARDSON. But in February, according to these letters, your
company, Robert S. Conlan & Associates, did surveys in Tampa and
St. Petersburg both, correct?
Mr. W EST. It appears to be so; yes, sir.
Mr. RICHARDSON. I refer you to the list in front of us, which you
have identified as supplied by you and your company to Mr. Ross.
Now, the list covered the periods for Tampa-St. Petersburg, or at
least for Tampa here, for March 1960 to March 1961. Do you find
either one of the surveys you have just mentioned listed there as having ever been done ?
Mr. W EST. No; Idon't, no.
Mr. RICHARDSON. Do you have an explanation as to why?
Mr. W EST. Iam not sure those surveys were ever published. Were
they ?
Mr. RICHARDSON. Well, this is alist of the field—
Mr. W EST. No, this is alist of the sales.
Mr. RICHARDSON. This is alist of the sales ?
Mr. W EST. Yes, sir. This is not alist of surveys made. We make
surveys and never sell them.
Mr. RICHARDSON. At one time in our conversation with you, Mr.
West, you stated that the Conlan Co. made alarge number of surveys
and published them for the agencies, even though no station sub.
scribed, is that correct ?
Mr. W EST. Whenever we made asurvey without asubscriber, never
eventually ending up selling the survey, we would publish asummary
on it. But that would be all. We wouldn't publish a complete report—it would be too expensive. After all, we made an investment
in asurvey to begin with, and there would be no purpose in going any
further.
Mr. RICHARDSON. So there is no way of knowing whether or not
in this situation this survey was ever published ?
Mr. W EST. Not that Iknow of.
Mr. BROTZMAN. May Iinterrupt just amoment at this point ?
Mr. RICHARDSON. Yes, sir.
Mr. BROTZMAN. Earlier I thought you said that you sent out a
sample interrogation to the various people subscribing to your service
and asked them if they would be willing to purchase the survey at a
certain time, is that correct ?
Mr. W EST. It is what I call a promotion letter. Whenever we
schedule a survey, we write the station and tell them that we have
scheduled asurvey for their market, on acertain date, and we are—
we invite them to participate along with other stations.
Mr. BROTZMAN. Igot the impression from your testimony that you
did not go ahead and do the survey unless you had an indication from
these people that they wanted to purchase your survey.
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Mr. W EST. Generally that is true, yes.
Mr. BROTZMAN. Your testimony just now seemed to me to be contradictory in this respect. Did you say that you go ahead and make
surveys, even though you do not sell them ?
Mr. W EST. Sometimes, yes.
Mr. BROTZMAN. Not in response to letters that you send out—but
you just go ahead and do it of your own volition ?
Mr. W EST. Oh, yes, we have, yes.
Mr. BROTZMAN. What is your usual practice—to do it the way you
did in example 1, or in this latter way ?
Mr. W EST. Well, Ithink, sir, that ever since Ican remember, before Ieven owned the company, yes, surveys were made without subscribers. Idon't think—that is not an unusual practice with us, as
far as Iknow it is not. Idon't think that it is. Iknow Mr. Guyant
made some surveys without subscribers.
Mr. BROTZMAN. All right.
Mr. RICHARDSON. Thank you Congressman Brotzman.
Mr. West, in relation to your fieldwork, did Mr. Sparger and Ihave
an interview with you on November 4,1961 ?
Mr. W EST. Ithink that is correct, yes, sir.
Mr. RICHARDSON. At that time did you not state to us that Conlan
destroys its fieldwork, the interviewing sheet actually done in the
field, before the report is ever mailed from the office?
Mr. W EST. Oh, no, no, sir. That statement was never made. It is
not so.
Mr. RICHARDSON. How long do you keep your fieldwork, Mr.
West ?
Mr. W EST. The way I understand it, it is retained in the box
until one of the girls in the office clears a group of boxes. It may
set there for aday, it may set there for amonth.
Mr. RICHARDSON. You would not have any period, say, of 3months
in which you would keep your fieldwork or the surveys you have
done ?
Mr. W EST. Imay. Idon't know.
Mr. RICHARDSON. Would you state the basic policy of your company at this time, since undoubtedly Mr. Sparger and I did not
understand you.
Mr. W EST. Well, as Isay, it is not a—particularly apolicy. It is
a matter—we are a rather small firm, and have a limited number
of employees. And they all do one or two :jobs. And the particular function that he is speaking of, I would say it would be a
matter of when the girl had time to empty the boxes and distribute
the material, which may be—they may have put one up there today,
and she may have cleared the box today; they may sit there amonth.
Idon't know.
Mr. RICHARDSON. Well, let's take a hypothetical. Let's say I am
astation—
Mr. W EST. Excuse me. There is no established policy on it, as
far as any period of time goes.
Mr. RICHARDSON. If Iowned aradio station in Kalamazoo, Mich.,
and Iordered asurvey from you in September of 1962, and Icame
to your plant to check the fieldwork on that survey in January of
1963, in your opinion would it be available for me to look at?
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Mr. W EST. Idon't think so.
Mr. RICHARDSON. Would it have had Icome in December?
Mr. W EST. September and December? It is possible. I don't
know.
Mr. RICHARDSON. Would it have been had Icome in October?
Mr. W EST. It may be that if you had come the next day it would
not have been there.
Mr. RICHARDSON. Now, Mr. West, you have stated that you send
your reports to approximately 144 different advertising agencies;
is that correct?
Mr. W EST. Summaries, not reports.
Mr. RICHARDSON. Correction—summaries. To your knowledge do
any of these agencies use your reports ?
Mr. W EST. Ido not know, sir.
Mr. RICHARDSON. To your knowledge, are you accepted better in
parts of the United States; say, for example, in the western part of
the United States, than you are in the eastern part of the United
States ?
Mr. W EST. Ido not know our acceptance in any part of the United
States, for that matter. Iassume we have some acceptance in general all over. I imagine we have less in the East than we do in
any other parts of the country, because that is the large advertising
hub of the country.
Mr. RICHARDSON. Now, Mr. West, once again I would like to go
back with you to the number of calls made by an operator. Irefer
you to the information supplied to the subcommittee in October
of 1961.
M T. W EST. Yes.
Mr. RICHARDSON. Would this report have been for October—your
letter here is October 11—would it have been for an October survey
or aNovember survey ?
Mr. W EST. Well, there ought to be a date here. This survey
would have been October and November. Our surveys run for a
2-week period. Iassume that is what it was.
Mr. RICHARDSON. All right.
Your companies have anumber for each particular survey; is that
correct ?
Mr. W EST. Yes.
The CHAIRMAN. October and November of what year?
Mr. RICHARDSON. 1960.
Mr. West would you identify this?
Mr. W EST. It is aWestern Union telegram dated October 14, 1960,
12:30 p.m., to Phyllis Broad, 5118 East 26th Street, EA 5-4618,
Tuscon, Ariz.
Will conduct a Conlan survey for you.

OLIVER A.SWITZER,
Arizona State Employment Service.

Mr. RICHARDSON. Actually this telegram is to Barbara Graham
of your company, is that correct ?
Mr. W EST. Yes, Isee that. It is to her, yes.
Mr. RICHARDSON. Now, this was done, according to your information, by Mrs. Broad, and your company number is 8039, is that
correct ?
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Mr. W EST. That is what it looks like, yes.
Mr. RicriminsoN. This is an S-17, is that correct?
Mr. W EST. That is what it says there; yes, sir.
Mr. RICHARDSON. And how many completed calls at this time did
you list would be made for an S-17 ?
Mr. W EST. Iwould have to see the report.
Mr. RicnAnnsoN. Did you not furnish this material here for Mr.
Ross ?
Mr. W EST. I furnished this material here, but not these notations
on it. These are apparently your notations.
Mr. RICHARDSON. Mr. West, we do not seem to have an October
1960 Conlan report. Would you normally have a specification sheet
for an S-17 ?
Mr. W EST. I do not understand your question. Would we normally have aspecification sheet?
Mr. RICHARDSON. Yes. We introduced into the record some specification sheets for your company. One of them was an S-17. And on
that, it states that a certain number of calls will be made in the
market. Is that correct ?
Mr. W EST. If this report was made in accordance with that
specification sheet, Iwould say yes.
Mr. RICHARDSON. Mr. West, would you define from this what
letters of the alphabet Mrs. Broad was supposed to be conducting
the telephone survey from?
Mr. W EST. It says letters "A" through "Z."
Mr. RICHARDSON. The list supplied to the subcommittee by you
showed that Mrs. Phyllis F. Broad did this survey, is that correct?
Mr. W EST. That is what it looks like to me; yes, sir.
Mr. RICHARDSON. Information has been entered in the record that
the number of calls for an S-17 would vary depending on whether
it is adaytime or afull-time report. Is that correct?
M T. W EST. Oh, yes, sir.
Mr. RICHARDSON. Well, unfortunately, since the reporter took
the copy of that document [the S-17 specification sheet] would you
remember what the number is for an S-17?
Mr. W EST. I couldn't remember. We change our—we change
specifications occasionally.
Mr. RICHARDSON. Would it have been 2,500?
Mr. W EST. It is quite possible it could have been 2,500.
Mr. RICHARDSON. What is the lowest number you would ever go ?
Mr. W EST. I think presently it is—this is a guess-1,800, I
believe.
Mr. RICHARDSON. All right. On this survey, one woman did the
work. She worked, according to the material sent, for 14 hours,
is that correct?
Mr. W EST. Iassume it is, if that is what it says; yes, sir.
Mr. RICHARDSON. I show you a check supplied by your company to the subcommittee. Would you identify this copy of this
check ?
Mr. W EST. This is a photostatic copy of our check dated January,20, 1961, in the amount of $22.50, payable to the order of Phyllis
F. Broad, 5118 East 26th Street, Tucson, .Ariz.
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Mr. RICHARDSON. Now, this agrees with the specification sheet
and the letter sent from the employment agency. That was the
amount you were going to pay her, $22.50 ?
Mr. WEsT. Yes.
Mr. lliciiminsoN. And she worked 14 hours. Your specification
sheets require a listing of 20 telephone numbers for each 15-minute
period, is that correct?
Mr. W EST. That is the worksheet, yes, sir.
Mr. RICHARDSON. There are four 15- minute periods in an hour,
is that correct ?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. And with 20 potential calls being placed each
quarter hour, this would be atotal of 80 calls an hour, is that correct?
Mr. W EST. That would be 80 calls per hour, yes.
Mr. RICHARDSON. Now, all specification sheets you identified for the
record gave completed calls. Of course it is probable you would not
complete as many calls as you would make dmlings, is that correct?
Mr. W EST. Oh, sure, yes. There would be no answers and so
forth, yes.
Mr. RICHARDSON. At 80 calls an hour, for 14 hours, would you
agree that that cornes to 1,120 calls ?
Mr. W EST. Yes, Iwould.
Mr. RICHARDSON. Then if Mrs. Broad completed 80 calls an hour
for every hour which she worked, the maximum number of calls she
could have made would have been 1,120 ?
Mr. W EST. Iassume that is correct, yes.
Mr. RICHARDSON. And yet in any specification sheets which we
have seen, in any statements you have made, you have stated you
do not, go below 1,800 calls. Can you explain this situation ?
Mr. W EST. Maybe I better clear up a point here. I think I see
what you are driving at.
The report. sample, when it states here—you will see the sample.
Now, this sample here says 7,076 calls.
Mr. Rome of Florida. What sample is that?
Mr. W EST. This is the Tucson, Ariz., survey for August- September
1960, sir.
Mr. RocEns of Florida. This is not the period we have under discussion, however, is it, Mr. West ?
Mr. WEsT. Well, we can take that. It doesn't make any difference.
Mr. ROGERS of Florida. Go ahead and explain what you were
starting to explain.
Mr. W EST. This states the sample. Now, this sample does not
mean that there were 7,076 new calls made on which this report is
based.
Mr. RICHARDSON. How many calls would you say the report was
based on ?
Mr. W EST. It could be based on 100 percent, 75, 50-1 don't know.
The tabulating department, they have their projections and their
estimates.
Mr. ROGERS of Florida. Let me just ask this. Idid not understand
what you said. You said you put down a figure of 7,000- some-odd?
Mr. W EST. Yes, sir, on this particular rebo'rt—the sample states on
the entire survey that the sample was 7,076.
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Mr. ROGERS of Florida. But you said there are not that many.
But that does not mean there are that many samples?
Mr. W EST. Oh, no, sir. What I said—that does not mean that
this report is based on 7,000 new calls.
Mr. ROGERS of Florida. What is that figure doing there?
Mr. W EST. That is what this report is based upon, sir.
Mr. ROGERS of Florida. For what period of time?
Mr. W EST. For August and September 1960.
Mr. ROGERS of Florida. Well, why do you put a figure in there
that the report is not based on? What is the purpose of it?
Mr. W EST. Well, actually, Icould not answer that.
Mr. ROGERS of Florida. Well, who puts the figure there? Do you
put it there?
Mr. W EST. No, sir. The tabulating department does, sir.
Mr. ROGERS of Florida. Well, are you the president of the company?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. How many employees do you have, sir?
Mr. W EST. Including myself, Ithink we have five, sir.
Mr. ROGERS of Florida. Five employees only?
M T. W EST. Yes, sir.
Mr. ROGERS of Florida. And you are not aware of these facts?
Mr. W EST. My duties have never been in that phase of the business, sir.
Mr. RocEas of Florida. What are your duties?
Mr. W EST. That is the technical end of the business that I know
nothing about. Inever did.
Mr. ROGERS of Florida. What are your duties?
Mr. W EST. My duties are basically sales, correspondence, I supervise the printing department, and do whatever purchasing is
necessary.
Mr. RoGEas of Florida. So you know nothing about the surveys?
Mr. W EST. Iknow in general, sir; yes, sir, in general.
Mr. Roo,Eas of Florida. But no details?
Mr. W EST. Iam not astatistician, Iguess you would call it.
Mr. ROGERS of Florida. Who is your statistician?
Mr. W EST. That is Mrs. Jones.
Mr. ROGERS of Florida. Mrs. Jones?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. Is she the other stockholder in the
colnyany ?
M T. W EST. Yes, sir.
Mr. ROGERS of Florida. Are there only two stockholders?
Mr. W EST. Yes, sir.
Mr. Rourits of Florida. You and Mrs. Jones?
Mr. W EST. And Mrs. Jones, yes, sir.
Mr. ROGERS of Florida. So she handles all of the statistics?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. And she is the one that is responsible, and
not you ?
Mr. W EST. Well, being president of the company, I suppose I am
responsible for anything the company does, sir.
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Mr. ROGERS of Florida. But you claim that you do not know anything about it—Mrs. Jones is the only one that would know?
Mr. W EST. Mrs. Jones—the only one that could specifically answer
your questions from a statistical standpoint. I could not do it.
Mr. ROGERS of Florida. How do you sell this, if you do not know
what that 7,000 figure means?
Mr. W EST. Well, Iknow what this 7,000 figure means.
Mr. ROGERS of Florida. What does it mean ?
Mr. W EST. It means that this report is based on a sample of
7,076.
Mr. ROGERS
- of Florida. But you told me you did not make that
many samples in this report, necessarily.
Mr. W EST. I stated that this sample, sir, is not based on new calls.
It is based on prior information. It is a general practice, I understand, in the survey business.
Mr. ROGERS of Florida. To use prior calls for a late survey?
Mr. W EST. Sir?
Mr. ROGERS of Florida. Are you telling me now that you used
prior contacts for the latest survey?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. So you do not give a late survey at all?
It could be a year or two years ago. Is that what you are telling
us?
Mr. W EST. Surveys are estimates.
Mr. ROGERS of Florida. Just answer that question. Are you telling me now that this survey could have included figures that were
obtained ayear or 2years bifore ?
Mr. W EST. Oh, no, sir. Ido not think that far back.
Mr. ROGERS of Florida. Well, how far back?
Mr. W EST. Maybe 6months. Ido not think ayear.
Mr. ROGERS of Florida. Does your report state that they were
based on reports prior to the 2-month period you give ?
Mr. W EST. Not that Iknow of, sir; no, sir.
Mr. ROGERS of Florida. Did you tell that to the people in your
sales—to them—that these calls were not made within this time?
Mr. W EST. I don't know whether I volunteered the information.
If they asked, Imay have. Idon't know.
Mr. ROGERS of Florida. Well, you are giving them specific information in your report of 7,000. Do you explain that figure to them?
Mr. W EST. I have explained it, sir, as far as I can explain it.
The report is based on atotal sampling of 7,076.
Mr. Roonts of Florida. Do you prescribe the time period for this
report ?
Mr. W EST. The report is dated, yes, sir.
Mr. ROGERS of Florida. As covering what period ?
Mr. W EST. As covering August-September 1960.
Mr. ROGERS of Florida. Well, then, the 7,000 is not a correct
figure within that period of time, is it ?
Mr. W EST. There probably was not 7,700 completed interviews
in that period, that is right, sir.
Mr. ROGERS of Florida. Well, then, that is false information, is it
not ?
Mr. W EST. Excuse me, sir. This sample, based on 7,076, that
sample is based on a multiple question interview. That does not

BROADCAST

RATINGS

457

mean that there—that this sample represent 7,076 individual homes.
Mr. ROGERS of Florida. But 7,000 questions asked.
Mr. W EST. Questions, yes, sir.
Mr. ROGERS of Florida. Well, now, do you state that there were
7,000 questions asked?
Mr. W EST. We state that the sample is 7,076, sir.
Mr. ROGERS of Florida. In normal procedure, would most people
believe, and do you give the impression, that that is 7,000 contacts7,000 samples?
Mr. W EST. Icould not state what—
Mr. ROGERS of Florida. Well, what did you hold this out to be?
Mr. W EST. We held out—
Mr. ROGERS of Florida. Based on 7,000 samples? What did you
tell people?
Mr. W EST. Excuse me. Could I consult with my attorney for a
minute, sir ?
Mr. ROGERS of Florida. Iwant you to answer my question.
Mr. W EST. Maybe I had better explain further, to the best of my
ability, sir. The report, the sample is based on a sampling of
7,076.
The CHAIRMAN. 7,076 what?
Mr. W EST. It would be astatistical entity, Isuppose.
Mr. ROGERS of Florida. Is it aperson or is it questions?
Mr. W EST. That would be questions.
Mr. RicirARosoN. Iwill point something out for you, Congressman.
Right below this you state "listening homes, 1,412." Do you not,
Mr. West ?
Mr. W EsT. That is what it says, yes, sir.
Mr. RICHARDSON. Now, you just agreed with me that Mrs. Broad
could not possibly have made more than 1,120 phone calls—dialings—
period. Is that correct ?
Mr. W EST. Iassume that is correct, yes.
Mr. RICHARDSON. At 80 an hour for 14 hours.
Mr. W EST. Iassume that is correct.
Mr. RICHARDSON. Then in this survey—and Iwill ask you as soon
as Iask this question to read the front page here—more homes were
listening than calls were made; is that correct?
Mr. W EST. Well, no; it doesn't say that at all.
Mr. RICHARDSON. Does it say listening homes?
Mr. W EST. It says listening homes, yes.
Mr. RICHARDSON. Entire survey, 1,412.
Mr. W EST. Yes.
Mr. RICHARDSON. Would you turn back and read this page to the
committee?
Mr. W EST. This is common survey procedure.
Conlan, Inc., survey reports are published in order to furnish the broadcasting industry and its customers, advertising agencies, and advertisers with
concise, accurate audience information from an independent source.
Conlan,
Inc. survey reports have been a standard of the industry during the past 20
years, and employ the coincidental telephone method of gathering radiolistening data. This is a method which is now generally recognized as being
the most reliable for gathering instantaneous data on radio listening.
In conducting the survey from which this report has been compiled, consecutive telephone residences were called from the local telephone directory. The
Initial question asked was: "This is a Conlan radio survey.
Are you or
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any of your members of your family listening to radio just now?" Respondents
answering in the affirmative were then asked, "To what station and program?"
After completion of the initial question, another question was then asked,
"Are there any other radio sets on in your home in use?" If the answer
was in the affirmative, the respondent was then asked to identify the station
and programs.
Calling started 1 minute after the start of each 15-minute period, and continued for 13 minutes, thus allowing a time lapse of 2 minutes between each
period. If any periods were unavoidably omitted during the survey weeks,
corresponding periods were called during the following week.
The distribution of audience contained herein are on a Monday-throughFriday basis and all data is based on completed calls in radio homes, and
therefore may be applied to the total number of radio homes in the area represented in the survey.
To find the number of listening homes for any time period, first multiply
the number of radio homes in the area by the percentage of sets in use for
that period. Then multiply the results by the station's share of audience.
The number of persons listening to any radio may be found by multiplying
the number of homes tuned to that station by the average number of listeners
per set for that period. Audience composition may be determined by multiplying the number of persons listening by the percentage of men, women, and
children for that period.

Mr. RICHARDSON. Basically what this says was this survey was
conducted during 2weeks, is that correct ?
Mr. W EST. According to this, yes.
Mr. RicnAnnsorr. And then if some calls were not made during
that 2-week period, they would have been picked up in the following
week; is that right?
Mr. W EST. Iassume so, yes, sir.
Mr. RICHARDSON. Then basically this report stated these reports
were made in 2 weeks, and if not finished, they were completed
in the following week.
Mr. W EST. Iassume that is right.
Mr. RICHARDSON. Once again I ask you ,if M rs .Broa d, th e on l
y
interviewer who did this work, could not have possibly completed
more than 1,120 calls, how can you state there was a larger sample?
Mr. W EST. Sir, Idon't know Mrs. Broad was the only interviewer.
Idon't know that.
Mr. RICHARDSON. Mr. Ross asked you to supply the list of all
interviewers. This was supplied by you to Mr. Ross, is that correct?
Mr. W EST. Iassume that is correct, yes.
The CHAIRMAN. Is Mrs. Broad the only one whose name you supplied—the only interviewer?
Mr. W EST. On this list, yes, sir.
The CHAIRMAN. And she was the only one working to obtain this
information ?
Mr. W EST. According to this list, yes, sir.
Mr. ROGERS of Florida. That list was taken from the records?
Mr. '
W EST. Mrs. Jones—
Mr. ROGERS of Florida. You furnished it to the committee, did
you not.?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. From your records?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. Thank you Congressman Rogers. Mr. West,
looking at this list, Mr. Ross also asked you to furnish the subcommittee with a copy of all canceled checks which had been received
from these women; is that correct ?
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Mr. W EST. Yes, sir.
Mr. RicmutnsoN. Could you supply all of those canceled checks?
Mr. '
W EST. No, sir.
Mr. RICHARDSON. You did supply one for Mrs. Broad for the
period we have just discussed; is that correct?
Mr. W EST. Iassume so.
The CHAIRMAN. "
What is that period of time?
Mr. RicitAnosox. October 1969, Mr. Chairman.
You also supplied the committee with a check from a Mrs. Gertrude Brugman; is that correct?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. Mrs. Brugman, according to your list, did a
survey or part of asurvey in July 1960; is that correct ?
Mr: W EST. That is what it looks like; ves, sir.
Mr. IZicirmmsox. You further supplied a check to a Mrs. Evangeline Gi rt en; is that correct ?
Mr. WEsT. Yes, si r.
Mr. RicitAnnsox. In each one of these cases, how much is the
check for?
Mr. W EST. e2.50.
Mr. llicriAnnsox. Now, Mrs. Girten was paid on August 18, 1960.
Which one of these surveys would you say this was for? Would you
have any way of telling?
Mr. W EST. No. I mean I would not have any way of telling.
Somet ¡ mes it, may be amonth after they do the survey, more or less,
before they are paid.
Mr. ktonAnnsoN. The check was dated August 18, 1960; correct?
Mr. W EST. August, 18, 1960. It is possible—it could have been
July or even the August survey.
Mr. RionAnosoN. All right, it could have been a July or August
Survey.
NON'S', the first, listing we have in which Mrs. Girten did a Conlan
survey is October 1960; is that correct ?
Mr. W EST. Well, this is a Verifak check. You are looking at the
Conlan. You are looking at the wrong sheet..
Mr. RICHARDSON. I am just identifying this sheet supplied to the
subcommittee. Then, this check is probably
.
for aMay 1960 Verifak
survey ?
Mr. W EST. Probably. I would say yes—which on that particular
survey, there were two field operators.
Mr. llicHARDsox. Bight. :Now, then, back to the Conlan surveys,
we have here a certification from a Mrs. H. Edwards, wherein she
agrees that she did asurvey dated July 1960; is that correct?
Mr. W EST. Yes.
Mr. RicHAnnsoN. This was sent to the committee by you.
Mr. W EST. Yes, sir.
Mr. RICHARDSON. On this same paper, we have a photostat of the
check which was paid to Mrs. Evangeline Girten; is that correct?
Mr. W EST. That is what it looks like; yes.
Mr. RICHARDSON. This was paid on January 10, 1962, is that
correct.?
Mr. W EST. That is what the check states; yes.
Mr. RICHARDSON. For asurvey done the 12th month of 1960?
Mr. W EST. Yes, sir.
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Mr. RICHARDSON. At least over ayear later?
M E. W EST. Yes, sir.
Mr. RICHARDSON. Thus we have a check which was paid to Mrs.
Broad for November 1960, one for Mrs. Brugman for July 1960,
and two for Mrs. Girten?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. Mrs. Edwards made a statement that she had
done a survey in July of 1960. Now, Mr. Ross asked you to account
for all of these checks. Can you give us an explanation as to why
the rest of the checks were not accounted for?
Mr. W EST. Ido not know how many were not accounted for. We
pay some fieldworkers in cash, especially if it is an even amount,
like $10, or so forth. And when he asked for verification of the fieldworkers on this list, with either a check or a receipt, that they had
received the money, then naturally we tried to provide the complete
records for him.
Mr. RICHARDSON. Would you identify this letter?
Mr. W EST. It is dated January 4, 1962.
Our field records indicate that you conducted a survey for us in 1961 for
the amount of $22. However, we cannot find a canceled check for payment,
and therefore assume that the payment was made in cash. We would therefore appreciate it if you would sign and complete the attached payment
verification for our records.
A stamped return envelope is enclosed for your convenience.

Mr. RICHARDSON. Would you read what is on the attachment?
Mr. W EST. The attachment is dated January 4, 1962.
Payment verification: This is to certify that I, blank, the undersigned,
completed telephone survey work for Robert S. Conlan Associates, Inc., and
was paid for this work in cash.
Signature.
Address—

and so forth. Job No. 8041, paid, $22.50.
Mr. ROGERS of Florida. To whom was that letter addressed ?
Mr. W EST. To Mrs. Phyllis Broad, Tucson, Ariz.
Mr. RICHARDSON. Would you identify this letter and read it, sir?
Mr. W EST (
reading) :
Many of our field records are apparently in error and we are asking your
help in correcting them. A survey was made in your city during the month
of January 1961 and we are trying to determine who the person was who
worked for us on this particular survey. If you did this work for us, please
indicate so by signing the attached form where indicated.
If you did not
do this work for us, will you please list on the attached form the approximate dates that you did work for us, so that we may roprect our records.
Be assured we appreciate your cooperation and should we need your
services in the near future, we will be glad to contact you—

et cetera.
The CHAIRMAN. What is the date of that letter?
Mr. W EST. March 6, 1962.
Mr. RICHARDSON. Thank you, Mr. Chairman. These letters were
written after the request had been made by Mr. Ross; is that correct ?
Mr. W EST. Oh, yes; we wanted to give him the information that
he wanted.
Mr. RICHARDSON. Your files show that Mrs. Broad did the survey
in January 1961; is that correct ?
Mr. W EST. That is apparently so; yes, sir.
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The CHAIRMAN. Is that the only survey she did for you ?
Mr. W EST. No, sir. It looks like she did two other surveys, sir.
The CHAIRMAN. What are they ?
Mr. W EST. One of them is November 1960 and one of them January 1960.
Mr. RICHARDSON. Thank you, Mr. Chairman. Would you identify
this information Igive you, Mr. West ?
Mr. W EST. This is a photostatic copy of what I understand to be
our fieldworkers' experience list.
Mr. RICHARDSON. Would you identify the sheet that is attached
thereto?
Mr. W EST. Ibelieve this is the back of this experience sheet.
Mr. RICHARDSON. Would it surprise you, Mr. West, if Mrs. Broad
said that she had never done over one survey at any time for the
Conlan organization or the Verifak organization?
Mr. W EST. It wouldn't surprise me. Idon't understand. What do
you mean ?
Mr. RICHARDSON. Well, would you think she was telling the truth?
Mr. W EST. Well, I would assume she was telling the truth. I
don't know.
Mr. RICIIARDSON. You have listed her for two surveys in the latter
part of 1960, or the first part of 1961.
Mr. W EST. Was she paid for two of them?
Mr. RicnAnnsoN. Would you be surprised if she said she had only
been paid one time and she had a very hard time collecting her
money ?
Mr. W EST. No, Iwouldn't be surprised.
Mr. RicHAunsox. Now—
The CHAIRMAN. Let's see if Iunderstand you correctly.
A moment ago, Iasked you how many other surveys she made and
you said two others, which made three in all.
Mr. W EST. Well, I misinterpreted that. I said two, sir. I was
reading from this list. Two surveys.
The CHAIRMAN. You said she had made a survey and I asked if
she did other surveys, and you said yes, one in November 1960 and
one in January.
Mr. W EST. Yes, sir, that is right. That is all.
The CHAIRMAN. January when ?
Mr. W EST. January 1961. That is all—two, I mean, that is all
that is listed on here. Maybe Imisinterpreted you and gave you the
wrong answer. But it looks like atotal of two surveys.
Mr. RICHARDSON. Thank you, Mr. Chairman. Mr. West, we have
in our files a copy of one check to Mrs. Broad which she stated you
paid her, for the sum of $22.50, which is for aNovember 1960 survey.
Mr. W EST. Yes, sir.
Mr. RICHARDSON. We cannot find, and you have not been able to
find, a copy of the canceled check, and she would not return to
you, undoubtedly, since we have a copy of the information wherein
you asked her for verification that she did the January 1961 survey.
Mr. W EST. Yes, sir.
Mr. RICHARDS01%T. And you said you would not be surprised if she
said she had only done one for you
Mr. W EST. If she had only done one, I do not see why she would
say she had done two.
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Mr. RICHARDSON. How can you explain that., if you supplied alist
that showed that she did two?
Mr. W EST. Apparently this is what the record stated. Obviously it
is.
Mr. RICHARDSON. Can you explain the difference between the
records and the facts?
Mr. W EST. Outside of saying it could be a clerical error, no.
Mr. RicritnnsoN. Let us look at the list of the information supplied to Mr. Ross in relation to the surveys done. You listed in
November 1960 a Mrs. Anna S. Moore, of 3332 21st Street, North
St. Petersburg, Fla.; is that correct ?
Mr. W EST. Yes, sir.
Mr. RimrAnnsox. And you stated that she did this survey.
Mr. W EST. That is apparently—yes, that is apparently correct.
Mr. RICHARDSON. I give you. a copy of the information sheet on
Mrs. Moore. 'Was that sent to the committee by your company?
Mr. WEsT. Yes. sir.
Mr. Rwmtnnsox. You state on here that she wrote in in 1957,
wanting telephone work ; is that correct ?
Mr. WEST. Yes, sir.
Mr. RICHARDSON. I refer to the back of this statement. In relation to this same woman—we can tell by the number on the survey
here—she supposedly did No. 8h11—would you look at the back
sheet, here? It stated 11/60. That is the date the survey was done,
is it not ?
Mr. W EST. Iassume—no, Idon't know what. this
Mr. RicuAnnsox. Well, this is the information supplied on your
Mr. W EST. This says the date 11/60.
Mr. RwHAansox. October 1960 is the date you supplied us; is that
correct ?
Mr. WEST. That is right.
Mr. Mel IARDSON. And this is the date it says on the sheet.
Mr. ROGERS of Florida. Excuse me. Let him tell what that means.
What does that figure mean?
Mr. W EST. I assume—it says "(late," it says "job completed." I
assume that this is the date that the job was completed, or the date
that the job came back to us.
Mr. ROGERS of Florida. That. is what your record signifies to
you
Mr. W EST. That is what the record signifies, yes, sir.
Mr. ROGERS of Florida. That she did work for you on that date?
Mr. W EST. That is what the records signify, yes, sir.
Mr. Rim Ltansox. Thank you Congressman Rogers.
Mr. West, would you tell uts what the slip is Ijust gave you ?
Mr. WEST. Apparently this is acopy of this photostat.
Mr. Rten.umsox. On ihe back of this, you have what information?
Mr. W EsT. Well, this information con:esponds with the photostat.
Mr. Riett.trtnsoN. Would it surprise you, Mr. West, to find out that
Anna S. Moore moved from that address over 2 years prior to the
time t
his ent ry was m•ritt en ?
Mr. M'EsT. You mean from the address that is on here?
Mr. R tAansox. Right.
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W EST. It is possible, yes.
Mr. RICHARDSON. Would it surprise you that she had married and
her name had changed?
Mr. WEsT. I don't know. I don't know the woman personally at
all.
Mr. IncitARusoN. Would it surprise you to find out that she had
done interviewing for you in Altoona, Pa., in 1949 and had never
done a. sample for you in the Tampa- St. Petersburg market?
Mr. W EST. Why should Ibe surprised ? I don't understand what
you mean by " be surprised."
Mr. RictimzosoN. Well, if she were to come here and testify to
this fact, would you agree with it?
Mr. W EST. M'y counsel advises that I point out to you that we
have on file approximately 4,000 such slips as these, which are fieldworkers. Some of these sups, and these fieldworkers, have been accumulated over a period of many years. Ihave no personal knowledge of any of them, whether they have worked or whether they
ha ve pot wo.rked.
Mr. Moss. Mr. Chairman.
Mr. West, you are the president of this company ; is that correct ?
Mr. W EST. Yes. sir.
Mr. Moss. You are one of two owners of the company; is that
correct ?
Mr. W EST. Yes. sir.
Mr. Moss. You have apermanent staff of five ?
Mr. W EST. Yes, sir.
Mr. Moss. Is that. correct ?
Mr. W EST. Yes. si r.
Mr. Moss. Do von undertake the responsibility for sales?
Mr. W EST. Yel,
Mr. Moss. What do you sell?
Mr. W EsT. Surveys.
Mr. Moss. What kind of surveys?
Mr. W EST. Radio.
Mr. Moss. And you do this without the slightest knowledge of
how I
hey are put together?
Mr. WEST. That is right, sir.
Mr. Moss. What do you tell a prospective buyer when he asks you
how they work ?
Mr. W EST. Generally a prospective buyer does not ask anything
in particular about the statistical end of it.
Mr. Moss. Iam not talking about astatistician. Let's not get into
a lot of gobbledygook here that is meaningless. I am talking about
the responsibility of a president and an owner of a company to
have at least a Aidimentary knowledge of what he is trying to sell.
Mr. WEST. Ihave rudimentary knowledge; ves, sir.
Mr. Moss. All right. What is the rudimentary knowledge that
you have? You have been shown records of your company.
Mr. W EST. Yes, sir.
Mr. Moss. This is afive-man shop?
Mr. W EST. Yes sir; absolutely.
Mr. Moss. This is not, such it vast, organization
Mr. W EST. No, sir.
99-942-62- pt. 2 -- 4
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Mr. Moss ( continuing). That detail of recordkeeping should completely escape your notice. You have just told the committee by
means of evading that you have 4,000 of those slips. Well now, that
is not avery persuasive or staggering number. You have got 4,000
of them, but you know whether that slip represents something in
your records.
Mr. W EST. Yes, sir, it does; it does, yes, sir.
Mr. Moss. All right. It represents the employment of that person for that survey ?
Mr. W EST. Yes, sir.
Mr. Moss. That is all it represents, is it not?
Mr. W EST. Yes, sir.
Mr. Moss. And if it is in error, it had to be made in error in
your office ?
Mr. W EST. Yes, sir.
Mr. Moss. Now, you have had given to you here just a few ininutes ago, another example of this same type of error in your shop.
What kind of recordkeeping do you have ?
Mr. W EST. Well, apparently it is not too good.
Mr. Moss. Why put "apparently" ?
Mr. W EST. Well, it is apparently, obviously, it is not.
Mr. Moss. And you knew nothing about the deficiencies in recordkeeping ?
Mr. W EST. No, sir, I don't.
Mr. Moss. Who keeps the records?
Mr. W EST. These particular records—you mean these particular
field records, sir?
Mr. Moss. Yes. We will start there.
Mr. W EST. That is kept by agirl who handles the field department.
Mr. Moss. Who supervises her?
Mr. W EST. Mrs. Jones.
Mr. Moss. You mean Mrs. Jones is the statistician who is responsible for interpreting these mysterious results you achieve and projecting them, and you leave the poor woman also with the burden
of supervising the held staff, is that correct ?
Mr. W EST. She supervises the entire office, sir.
Mr. Moss. Let's start with you, now.
Mr. W EST. All right, sir.
Mr. Moss. It would be interesting—just exactly what do you do?
Mr. W EST. My basic function is sales, contact with the stations,
correspondence, preparing schedules.
Mr. Moss. Do you ever write a letter regarding any activity of
your company which would be based on a record? You handle correspondence. Do you ever have to undertake a letter to collect
something from someone ?
Mr. W EST. Yes, sir.
Mr. Moss. Do you ever have to write aletter in response to one of
these field surveyors who lias not had acheck for ayear?
Mr. W EST. Ido not handl e th at, si
r. Mrs. Jones
. is also the bookkeeper. As I say, sir, we are a small organization. Every person
has several functions.
Mr. Moss. Mr. West, with five people in your office
Mr. W EST. That is right.
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Mr. Moss. We will concede that you have a small organization
from the standpoint of staffing.
Mr. W EST. Yes, sir.
Mr. Moss. Now, Ihave also been in business, and I have operated
what I would regard as a small business. But a sense of responsibility made me interested in whether or not that business had
recordkeeping without which no business can operate efficiently and
to reflect the fact of transactions. Haven't you this same interest?
Mr. W EST. Isuppose SO jyes, sir. But,—
Mr. Moss. But you do not know what goes on.
Mr. W EST. Iknow in general, yes, sir.
Mr. Moss. Oh, no, sir; you don't know in general, because you have
not responded in general.
Mr. W EST. That is all Iknow.
Mr. Moss. All you know is who does what.
Mr. W EST. That is right, sir.
Mr. Moss. Not what they do?
Mr. W EST. NO, sir, I do not. I could not put a survey together
to save my life, sir.
Mr. Moss. Iwould be very happy to yield to the gentleman from
Florida.
Mr. ROGERS of Florida. I believe you just said and made the
statement, Mr. West, that your records were not too good.
Mr. W EST. Ido not know whether they are good or not, sir.
Mr. ROGERS of Florida. Well, do you know whether your survey
is ans' good or not?
W EsT. I am referring to a previous letter which it says apparently some records are in error.
Mr. ROGERS of Florida. Let me ask you this: If those records
are in error, are your surveys in error?
r. W EST. Icould not
Mr. Bot:Ens of Florida. You do not even know that.
Mr. W EST. Well
Mr. ROGERS of Florida. Would you tell us whether your surveys
are correct or not?
Mr. W EST. Since I do not compile them, I could not tell you. I
could not.
Mr. ROGERS of Florida. Do you hold them out to your customers
as being correct ?
Mr. W EST. We hold them out to our customers as being correct,
not to any particular degree, though, sir.
Mr. ROGERS of Florida. Do you make a statement that these are
not correct to any degree on your statement?
Mr. W EST. No, sir; not that Iknow of, sir.
Mr. ROGERS of Florida. So then you submit them as being correct.
Mr. W EST. '
Whatever it says in the front of the report, that is our
certification, sir.
Mr. ROGERS of Florida. Who makes your income tax return for
your corporation ?
Mr. W EST. A Mr. Charles Pischetti.
Mr. ROGERS of Florida. Mrs. Jones doesn't do this?
Mr. W EST. No, sir, she doesn't.
Mr. ROGERS of Florida. What is his address, please ?
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Mr. W EST. It is 313 Temple Building, Kansas City, Mo.
Mr. RoaERs of Florida. Now, is he aCPA ?
Mr. W EST. Yes, sir.
Mr. Rocams of Florida. Is he astockholder in the company, sir?
Mr. W EST. No, sir, lie is listed on the corporation papers, I believe, as asecretary-treasurer.
Mr. RocEns of Florida. He doesn't own stock ?
Mr. W EST. No, sir; he doesn't own stock.
Mr. RooEms of Florida. But he keeps all of your financial records.
Mr. W EST. He has ever since the company has been in business
and was founded by Mr. Conlan.
Mr. RocEns of Florida. So those records would reveal, I am sure,
whether these people had received payments for doing your surveys ?
Mr. WEST. Yes, sir.
Mr. RonEns of Florida. We could get those records to show that.
Mr. WEsT. Yes, sir.
Mr. Moss. Now, who signed the letter that went out, to the socalled surveyors asking them to verify the farts of their employment ?
Mr. Richardson, who signed the letter sent out—Ithink Mrs. Broad
(rot one ?
Mr. RICHARDSON. MI's. JOI1V ;siened some of the letters. A Miss
Johnson si(rned some of the other letters.
first letter going to
Mrs. Broad, dated January 4, 1962, was signed by Mrs. ITallie
Jones.
The CtrmEmAN.. Were you aware of those letters?
Mr. WEsT. No, sir.
The Cirminr.N. N. You did not even know of them ?
Mr. IVEsT. No. sir—I knew of them—do you mean these ones on
payment verification ?
Mr. R isunsoN. Yes.
Mr. WEsT. Yes, sir; on the payment verification ; yes, sir. Yves,
sir. I knew she was sending those out to gather for Mr. Ross the
information that he wanted.
Mr. Moss. Now, you had knowledge that these letters were going
out. You certainly, then, at that point, had at least the slight
suggestion before you that the records of your company did not
reflect adequately whether or not you had paid field survey personnel.
Mr. I
VEsT. Yes, sir.
Mr. Moss. What did you do about it ?
Mr. WEST. I told "Mrs. Jones to revamp this system, to make
sure that, if there was a better way of controlling the data—the
records—to keep them more accurate, to do it. But I had no personal suggestions how to do it.
Mr. Moss. Who pays the field survey worker in cash ?
Mr. W EST. Who pays th em in cash r.
Mr. Moss. When a payment is made in cash— who travels around
and pays these people?
Mr. WEST. No one travels, sir. It is sent to them through the
mail.
Mr. Moss. You send cash through the mail ?
Mr. W EST. Yes, sir.
Mr. Moss. How do you ever get areceipt for it ?
MT. WEST. We simply ask for areceipt.
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Mr. Moss. You are a very trusting person; are you not? How do
you maintain the type of records that would be acceptable by the
internal Revenue Service?
Mr. W EST. By receipt, sir.
Mr. Moss. But you did not have receipts. You did not even know
whether you had put out cash. Apparently you had no record of
sending out the cash.
Mr. W EST. That is apparently true, sir.
Mr. Moss. You had just a kitty that you pulled something out of,
put it in an envelope, and sent it out and hoped to get areceipt back
to cover it?
Mr. W EST. No, sir.
Mr. Moss. You made no record ?
Mr. W EST. Yes, sir. And Igave arecord to Mr. Ross of what went
out at any time cash was sent—didn't I, Mr. Ross? I believe I did.
Mr. Ross. After I returned to Washington, I think you supplied
me with aform.
Mr. W EST. Yes, sir.
Mr. Ross. A blank form—no receipt form—no receipt indicating
payment to afieldworker, other than the paid checks.
Mr. W EST. Didn't we send you later payment verifications that
workers had been paid in cash ?
Mr. RICHARDSON. Only on Mrs. Edwards.
Mr. W EST. Only one ?
Mr. RICHARDSON. That is right.
Mr. W EST. Well—
The CHAIRMAN. Well, now, you are testifying, Mr. West, and
the committee is relying on the information that you present here.
You ought to know what your record shows, the info' rmation concerning your company.
Mr. Moss. Mr. Chairman, I think I will let Mr. Richardson go
ahead and develop this further, but I would like at a later time to
come back to Mr. West.
The CHAIRMAN. I want to ask you one question right here. It
seems as though we are getting now'here fast about the information
that you do develop from your field surveys. It seems to me, from
what you have identified for the record, that there are alot of serious
questions raised here which you yourself said a moment ago is a
serious thing.
Mr. W EST. Yes, sir.
The CHAIRMAN. You are in the sales end of it.
Mr. W EST. Yes, sir.
The CHAIRMAN. Do you rely on this statistical information that
you are talking about, these surveys, to give to the radio stations,
over 400 of them, Ibelieve you say, throughout the Nation—do you
rely on that information that is obtained through these surveys' as
being authentic and as basis on which you sell your services?
Mr. W EsT. Do we rely—yes, sir, we have nothing else to rely on,
other than that.
The CHAIRMAN. And if that survey is questionable, or the information that you receive is questionable or is incorrect, or bad records are kept, you are not concerned with that at all ?
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Mr. W EST. Oh, yes, sir. We certainly are concerned with that.
Any time—at least to the best of my recollection—any time a station has a complaint on a survey, or any doubts on it, we always
rectify it generally by doing another survey, or the best we can
possibly do. We make mistakes, like anybody else, Iam sure.
The CHAIRMAN. Well, Iam not questioning that. Iam not questioning anything. Iam just simply trying to find out what you are
saying here.
Mr. W EST. We make many mistakes. To the best of my knowled, we admit the mistakes.
The CHAIRMAN. That is not the question. You sell this service
to these stations, do you not?
Mr. W EST. Yes, sir; that is right, sir.
The CHAIRMAN. And you represent to them that this information
you give them is authentic information.
Mr. W EST. Yes, sir.
The CHAIRMAN. And for that representation of authentic information, you get paid by the station.
Mr. W EST. Yes, sir.
The CHAIRMAN. All right.
Ithink we are going to have to adjourn. The House is in session
now.
Idon't know what to suggest to you, Mr. West, about this information that we have here. It is most amazing that you seem to
know so little about a company which you rely on so much. You
said yourself earlier that this was a serious situation. I am inclined to think that you're correct.
You can do what you want about it—but since you rely so much
on Mrs. Jones, you had better get her here pretty fast.
The committee will stand in recess until 15 minutes following
the completion of the rollcall this afternoon on providing extension
of a 4-year draft law. We are advised that there will be a rollcall
on it.
(Whereupon, at 12:20 p.m., the committee was in recess, subject
to call of the Chair.)
AFTERNOON SESSION
The CHAIRMAN. The committee will come to order.
Mr. West, do you have any further comments you wish to make
to the committee at this time to start?
TESTIMONY OF ROBERT E. WEST—Continued
Mr. W EST. Ihave contacted Mrs. Jones in Kansas City and she is
catching a plane this afternoon and will be here to make herself
available as awitness tomorrow morning.
The CHAIRMAN. Well, now, Mr. West, I want it to be strictly
understood that insofar as the committee is concerned, I did not
intend to be suggesting to you how to run your own business.
Mr. W EST. No, sir.
The CHAIRMAN. And if you take the position that she is coming
to Washington just to be available to the committee, that does not
bother me at all, because you are the one who has gotten a record
here that is such that I do not think the staff or anybody else has
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gotten very much definite information out of you, except for the
fact that the record shows a pretty bad picture from your standpoint.
In all fairness to you, I am here to make the suggestion that if
you were truthful and sincere and honest, which Icannot question at
this time in my position, for your own good, it is better to have somebody here who can straighten this thing out, because it is apretty bad
situation, as you know right now.
Mr. W EST. Well, that is the reason I called her, because I have
been asked a lot of questions that I do not specifically know the
answers to, and Iam sure she can give the answer.
The CHAIRMAN. Well, there may be an explanation of it, but it
certainly does not—
Mr. W EST. If Idid not think she could answer
The CHAIRMAN. I mean an explanation that you do not yourself
know something about these academic questions, with a company
such as you have.
Right now, we are constrained to believe that you know a lot
more than you can tell.
Now, I assume that on any of the discussion pertaining to the
surveys, you would prefer to delay until she gets here to help you
answer these Questions.
Mr. W EST. Well, Iwill leave that up to you, sir. As Ihave stated,
and your investigators, I am sure, knew it, I had little knowledge
of the statistical end or that end of the business.
The CHAIRMAN. We are not asking you to testify on statistical
matters at all. We just asked you about your records and the actual
truth about where they were obtained and on what basis you were
selling your services to these radio stations throughout the country.
Of course, I have some feeling about the radio stations, myself,
using this kind of service.
Did you want to inquire about the letter you had there, which
obviously this man must know something about, since he wrote it
and signed it?
Mr. RICHARDSON. Yes, Mr. Chairman.
Would you identify this letter for the committee, Mr. West ?
Mr. W EST. Do you want me to read it?
Mr. RICHARDSON. Would you say whether or not it is your letter,
first ?
Mr. W EST. Let me read it. Yes.
Mr. RICHARDSON. This is your letter ?
Mr. W EST. Yes.
Mr. RICHARDSON. Read this letter to the committee.
Mr. W EST. This letter is dated October 6, 1961. It is addressed
to Mr. Adrian van de Verde, Jr., 3231 North Jackson, Tucson,
Ariz.
This is to thank you for your letter of the 29th regarding your new survey
system. For a survey to be acceptable to national agencies and advertisers,
the required minimum of interviews is approximately 4,500 for a survey
covering a 2-week period in a market of 200,000. Anything under this figure
is considered inadequate to cover the 228 weekly rated half hours.
Most
national survey firms exceed this minimum by 200 or 300 percent or an average
of 10,000 to 15,000 interviews during a 2-week period. Our average cost per
interview is approixmately 3 cents per interview ; on the coincidental method
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at 50 interviews per hour, it cost $1.50 an hour for trained and experienced
interviewers.
Coincidental telephone interviewing of audience ratings is the most expensive of all systems, since each interview covers only a half-hour period,
whereas diary and personal interivew covers from 2 to 24 hours per interview
and is therefore less expensive on the generally accepted quarter-hour or
half-hour periods which must be reported for national acceptance.
Your letter did not outline all of the basic details, but from all appearances,
your system would not be adequate for use for a national survey firm from
the standpoint of minimum interviews and the high cost of Interviews.
Be
assured that we appreciate your thinking of us and if there is anything we can
do to help you in your project, please let us know.

Mr. RictrAllosox. Mr. Chairman, under the circumstances, it might
be better that we wait to continue the examination of this company
until Mrs. Jones arrives.
The CHAIRMAN. Very well, Mr. Richardson.
Mr. Moss wants to ask him some questions.
Mr. Moss. May Ihave the letter?
Did you write the letter, Mr. West ?
Mr. W EST. Iassume Idid, yes. I may have consulted Mrs. Jones
on some of the statistics of it, but, Iwrote the letter, yes.
Mr. Moss. At the bottom, we find R. E. W., which I assume is
you.
Mr. W EST. Yes.
Mr. Moss. Apparently typed by M.S.
Who would M.S. be?
Mr. W EST. Myrna Schreve.
Mr. Moss. It was dictated to her?
Mr. W EST. Yes.
Mr. Moss. Does it not represent some degree of understanding
beyond that you have acknowledged to possess before this committee ?
Mr. W EST. As I have stated, sir, I am not ignorant of the survey
business nor of the methodology or anything like that—I am not.
Ihope that Ihave not tried to make it appear that Iknow nothing
about the survey business.
Mr. Moss. This morning you said you could not put together
asurvey to save your life.
Mr. W EST. That. is absolutely right.
Mr. Moss. In other words, von could not go out and «et these
4,500 calls necessary for a market of 200,000 and arrange to have
them made. Who arranges, in your firm, for the employment of
afield survey ?
M I'. W EST. Who arranges for the employment.?
Mr. Moss. Yes.
Mr. W EST. Mrs. Jones or—well, Iwould say
Mr. Moss. llave you ever arranged for the employment of a field
surveyor?
Mr. W EST. No, sir.
Mr. Moss. Never have?
Mr. W EST. No, sir.
Mr. Moss. You know that at least 4,500 calls are indicated in a
market, of 200,000 ?
Mr. W EST. Oh, yes, sir.
Mr. Moss. How many calls would be indicated in a market of
100,000?
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Mr. W EST. I would say a minimum of 3,500. It does not go up
or down so much in proportion to the elevation of the population.
Mr. Moss. All right.
Now, when you go into a station to sell your service—are you
the member of your firm contacting the stations to sell the Conhut
surveys?
Mr. W EST. Yes, sir.
Mr. Moss. You are the only person who is contacting the station
to sell the survey?
Mr. W EST. Yes, sir.
Mr. Moss. Now, you have to sell them something. What do you
sell them?
Mr. W EST. We sell them the survey reports which you have
samples of.
Mr. Moss. You do not sell them the ones we have samples of.
You sell them the service which results in the production of the
thing we have samples of ?
Mr. W EST. Oh, yes, sir.
Mr. Moss. Do you have any kind of promotional material that
you offer to them?
Mr. W EST. None that Iknow of offhand.
Mr. Moss. Well, now, what is an R-20, sir?
Mr. W EST. An R-20 survey is aVerifak survey.
Mr. Moss. All right. What is an S-17 survey?
Mr. W EST. That is aConlan survey.
Mr. Moss. What does it consist of ?
Mr. W EST. It consists of whatever it states on the specification
sheet.
Mr. Moss. All right. You have the definitive standards that are
set forth on the specification sheets ?
Mr. W EST. That is right.
Mr. Moss. May Ihave those specification sheets?
An S-17, and it includes everything that is in this spec sheet, is
that right ?
Mr. W EST. It certainly should; yes, sir.
Mr. Moss. Full-time report from 6 a.m. to 11 p.m. on Monday
through Friday basis, consisting of 2,500 completed responses.
What is acompleted response ?
Mr. W EST. Well, it is acomplete reply to aquestion.
Mr. Moss. A complete reply to aquestion?
Mr. W EST. A reply to aquestion; yes, sir.
Mr. Moss. Now, you fully understand what you have said?
Mr. W EST. Well, Ithink so.
It is areply to aquestion.
Mr. Moss. And you see no reason now, thinking it through carefully, to amend your answer?
It is acompleted reply to aquestion or questions?
Mr. W EST. That is what Iwould say it was, yes.
Mr. Moss. Well, reading it, I would assume that you made 2,500
separate calls.
Mr. W EST. No, sir.
Mr. Moss. And you got completed responses. The term used
here is not response, but responses-2,500 completed responses.
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Mr. W EST. I would say that is 2,500 replies to 2,500 questions.
Mr. Moss. Not 2,500 individuals called?
Mr. W EST. No.
Mr. Moss. Could you ask 25 questions of 100 people and come
up with 2,500 completed responses?
Mr. W EST. Mathematically, Iguess you could; yes.
Mr. Moss. Well, now, look, you are throwing an awful lot on
me and I do not want the burden. You are the one who is selling
me the service, or you sold it to someone.
Mr. 1VEsT. Yes, sir.
Mr. Moss. What did you sell them-2,500 completed, individual
contacts, or a cumulative total of 2,500 responses, which might
have been elicited from 100 people?
You know what you sold—Idon't.
Mr. W EST. Iunderstand that we collect from three to six responses
per interview.
Mr. Moss. All right. Let's get over here
Mr. W EST. Iwill be glad to explain that to you, sir.
Mr. Moss. Now we have another S-17, and is says—
Full time report covers the hours from 6 a.m. to 11 p.m., on a Monday
through Friday basis, and consists of 2,500 completed calls.
Now, let's define calls, acompleted call. Is that 2,500 individually
called numbers?
Mr. W EST. Yes. Iwould say that is what that means; yes, sir.
Mr. Moss. Well, what are you selling me? Responses or calls?
Mr. W EST. Well sir, we have a number of different types of
surveys.
Mr. Moss. I am talking about an S-17. Do you have a number
of different types of S-17s?
Mr. W EST. Currently, we use one. Over the period of years, we
have used anumber of them; yes, sir.
Mr. Moss. Well, this one is December 6, 1961. Have you changed
your policy on S-17s?
Mr. W EST. Since December 1961, quite possibly; yes, sir.
Mr. Moss. I do not care about what is quite possible. You are
the owner of at least half of this company.
Mr. W EST. Yes, sir; that is right.
Mr. Moss. And you are the director of sales of this company.
Mr. W EST. Yes, sir.
Mr. Moss. And you go into abroadcaster's office and you sell him
something. Do not leave it to me to determine what you sell. I
want to find out from you what you are selling.
Now, it says here it is an S-17, 2,500 completed calls. You give
this to your client or your prospective client?
Mr. W EST. That is right, sir.
Mr. Moss. You have said to him, "We will complete 2,500 calls."
Mr. W EST. All right; when was that dated and when did it go
out ? If it is 1961, that is what we were doing in 1961, sir.
Mr. Moss. What are you doing today? You are still selling them,
aren't y2u ?
Mr. W EST. Yes, sir.
Mr. Moss. Don't you know what you sell ?
Mr. W EST. Yes, sir.
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Mr. Moss. What do you sell ?
Mr. W EST. We sell the specification, the S-17 specification which
refers to completed responses and not completed calls, because we
had to include—well, we didn't have to; it was indicated that auto
radio was becoming more and more important; consequently, we
had to change our methods slightly and go to what is called the recall
basis so that we could gather some information on automobile radio.
Now, just exactly when the new specification went into effect, Idon't
know, sir. Iam sure it has been in effect for at least ayear.
Mr. Moss. You are positive of that?
Mr. W EST. Yes, sir; I am sure it has been in effect for at least
ayear.
Mr. Moss. This was given I
oour staff by you folks in late 1961.
Mr. W EST. Which one is that, sir?
Mr. Moss. This is S-17 specs.
Mr. W EST. Does it have completed calls or completed responses?
Mr. Moss. Completed calls.
Mr. W EST. Apparently, then, in 1961, our survey was based on
completed calls.
Mr. Moss. What are your Verifaks based on, calls or responses?
Mr. W EST. I believe they are based on completed calls.
Mr. Moss. All of them?
Mr. W EST. Ibelieve so, sir. I did not have anything to do with
designing those specifications.
Mr. Moss. You had nothing to do with designing these specifications?
Mr. W EST. No, sir; nothing whatsoever; on Verifak.
Mr. Moss. Are you president of this company?
Mr. W EST. Yes, sir.
Mr. Moss. Are you part owner?
Mr. W EST. Yes, sir.
Mr. Moss. Who is presently sales manager of Verifak?
Mr. W EST. At present no one.
Mr. Corpolonga was.
It is
out of business.
Mr. Moss. And you had nothing to do with the spec sheets of
these—
Mr. W EST. Spec sheets on Conlan? No, sir—oh, Conlan; yes, sir.
Mr. Moss. You helped prepare them?
Mr. W EST. Oh, yes, sir.
Mr. Moss. But you do not know whether you now have calls
or responses?
Mr. W EST. Yes, sir; we have responses.
Mr. Moss. Well, do you have with you any spec sheets on your
offerings to your clients?
Mr. W EST. No, sir.
Mr. Moss. How long would it take you to get us one of the current specification sheets?
Mr. W EST. Ithink you have one there, sir.
Mr. Moss. That is what Ithought and that is what our staff understood, but it contradicts what you just told me, because it says
"completed calls."
Mr. W EST. You don't have one that says "completed responses"?
Mr. Moss. No; I have one that says "completed calls," which
you represent as being the latest.
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If he represents there is a later one, I recommend, Mr. Chairman, that he arrange to have Mrs. Jones bring along with her a
set of the current spec sheets.
Mr. W EST. Well, we will have them for you, sir.
Mr. Moss. Now, these all start at 6 a.m. and run until 11 p.m.,
the surveys—calls?
Mr. W EST. If it is afull-time station, yes, sir.
Mr. Moss. Well, I am told that we have not been able to find a
single instance where your field survey started before 8 a.m., and in
reviewing the material I have before me, I don't see where it continued beyond 10.
Mr. W EST. Would you repeat the question ?
Mr. Moss. Beyond 10 p.m., Isee no instance where they continued
beyond that hour, nor where they commenced before 8a.m.
Mr. WEsT. Sir, I understand that, is done on a recall basis, that
no person is called before 8 o'clock in the morning, because calling
people before 8o'clock in the morning
Mr. Moss. Mr. West, your understanding does not really matter.
Mr. W EST. Mrs. Jones will be glad to answer that for you, sir.
Mr. Moss. We are referring to your offering which you have now
acknowledged you participated in preparing. What you tell your
client is not that this is a recall basis, but it covers the hours from
6a.m. to signoff on a Monday through Friday basis and consists of
completed calls.
It does not say anything about recall here. This is what you offer
them, this is what they buy.
Mr. W EsT. That is right, sir.
Mr. Moss. What they are entitled to receive. If it does not represent the farts of votir method, then the facts should be set forth
here so that your client is under no illusions as to type of service
he is receiving.
Ithink that is all Ihave, Mr. Chairman.
Do Iunderstand, Mr. West., that you will supply us with current
copies of all of your various types of service ?
Mr. W EST. Yes, sir; we will be glad to supply the committee with
anything it wishes, sir.
The CHAIRMAN. Since you are in the sales end of it, Mr. West, and
we do know that end of your story, and you do know that end of
your story, you have testified that you limit your services at this
time to radio?
Mr. WEST. Yes, sir.
The CirAntmAx. Previously, it included television?
Mr. W EST. Conlan provided television, I believe, back in about
1955.
It has been many years since we have furnished television.
Now, \Teri fak has—did television surveys.
The CtrAnzmAN. Has now ?
Mr. W EST. No; they did in the past—I don't know exactly when
Mr. Cruyant discontinued television surveys, but Conlan discontinued
television surveys many years ago.
The CUAIRM:%N. Did you sell to these radio stations on the basis
of individual reports, or are you retained on a monthly or other
basis ?
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Mr. W EST. Generally, no; our sales are just on a per- report basis.
We do not sign contracts, if that is what you mean.
The CHAIRMAN. In other words, you do not have a sustained contractual relationship with any radio station?
The CHAIRMAN. You are not retained on an annual or monthly
basis at all?
Mr. W EST. No, sir. Sometimes, a station will perhaps at the
first of the year say, "We would like to, possibly, buy three or four
reports from you during the year in order to obtain adiscount." But
there is no contract or anything to that effect made up on it.
The CHAIRMAN. When was the last report that you have made,
or do you just make them up all the time?
Mr. W EST. We promote every week and make afew every week.
The CHAIRMAN. DO vou have a different rate for a different market and adifferent sized station?
Mr. W EST. At present, Conlan has two specification sheets, one
is ent itled "S-17" and one is S-27. The S-17 is primarily used in a
one- station market, whereas the S-27 is used in the multiple station
market where there are two or more stations.
The CHAIRmAN. There was some testimony about Tucson, Ariz.
What did you use in Tucson ?
Mr. WEST. Icould not tell you offhand, sir. Ido not recall.
The CHAIRMAN. "YOU are just not going to get down to any specification on anything, are you ?
Mr. W EST: Well, sir, I cannot get down to being specific if I
cannot be specific.
The CHAIRMAN. Did you sell any of your services to any radio
station in Tucson ?
Mr. W EST. Yes, sir.
The CITAIRMA X. How many?
Mr. W EST. Offhand, Ican remember one, KAIR.
The CHAIRMAN. TIliS year, last year, or when?
Mr. W EST. 1960.
Apparently January of 1961.
The CHAIRMAN. January 1961?
Mr. W EST. January of 1961, sir.
That was the last one that Ican recall that we sold.
The CHAIRMAN'. ISthat the only station you sold to in Tucson ?
Mr. W EST. As far as Iknow, it is.
The CHAIRMAN. Well, you do the selling, don't you ?
Mr. W EST. Sir?
The CHAIRMAN. You do the selling, you said?
Mr. W EST. Oh, yes, sir; but I cannot remember—there are 4,000
radio stations in this country. Ido not know the call letters of them.
The CHAIRMAN. I am not asking you about any call letters.
Mr. W EST. Well, when you speak to me of aradio
« station, you are
speaking of a station who is designated by a call letter. I do not
know any of these station managers personally.
The CHAIRMAN. Iam not asking you to identify astation manager.
Iam just asking you how many ralo stations in Tucson, Ariz., you
have sold your service to.
Mr. W EST. According to this, Ihave sold it to two.
The CHAIRMAN. Well, is that afact ?
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Mr. W EST. Yes, sir; it is afact—Iam sure it is afact.
The CHAIRMAN. How many did you sell in St. Petersburg, Fla ?
Mr. W EST. Ihave here listed as Tampa, Fla., one station.
The CHAIRMAN. What year?
Mr. W EST. November 1960.
The CHAIRMAN. Well, let's put it on this basis—how many stations throughout the United States did you sell to in 1962 ?
Mr. W EST. Oh, Iwould say probably 300-250 or 300.
The CHAIRMAN. How many did you sell in 1961 ?
Mr. W EST. Probably—about the same number. Our sales are fairly
stable.
In 1962, Conlan sold 264 surveys; in 1961, they sold 337; in 1960,
258; in 1959, 235.
Mr. RICHARDSON. Mr. Chairman, also Verifak sold an approximate number which is also on this list.
The CHAIRMAN. You might as well read that information in if you
have it.
Can you verify it to be factual ?
Mr. W EST. Well, yes, sir; it was given to nie as being the fact.
The CHAIRMAN. What do you mean, given to you, Mr. West?
You are the president of the company and you sell it. Don't you
know ?
Mr. Wrer. When the request was made for the number of surveys
which Collin made during these specific years, Mrs. Jones went
to her books and counted the sales. This i
s what I have. sir. I
did not do it personally; no, sir.
The CHAIRMAN. Then you are not in charge of the sales, then,
are you ?
Mr. W EST. Yes, sir; I am in charge of sales. I am not in charge
of the records, but Iam in charge of the sales; yes, sir.
The CHAIRMAN. And as in charge of the sales, you do not remember the transactions in all of this to which you have testified ?
Mr. W EST. According to this, we do well over 500 surveys a year.
Icannot remember each individual transaction; no, sir.
The CHAIRMAN. I would think, if I were president of the company, and in charge of the sales, Icould remember one that I dealt
with.
Mr. W EST. Well, referring to Tampa, Fla., in 1960, November, that
was well over 2years ago. Ihave made athousand transactions since
then. Ido not specifically remember that instance at all. Maybe I
should. But Ido not.
The CHAIRMAN. Well, I am not trying to press you to do the impossible. I am trying to emphasize the importance of giving this
committee the facts on which you have based your sales of this service
to these several hundred radio stations throughout the country.
M T. W T. Yes, sir.
The CHAIRMAN. In an effort to determine whether you gave them
honest service or whether you have committed fraud on them.
Mr. Rogers?
Mr. ROGERS of Florida. Mr. West, is it your practice as the person
in charge of sales, to write to the radio station which places first on
your survey and advise them that they were placed first on your survey, and then tell them they can subscribe to your service ? Was that
your custom ?
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Mr. W EST. Yes, sir; we have; yes, sir.
Mr. ROGERS of Florida. Well, is this generally done?
Mr. W EST. Generally done in my firm?
Mr. ROGERS of Florida. Yes.
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. This is the way you operate?
Mr. W EST. If you call it this is the way Ioperate, Ihave operated,
yes. It is away of selling surveys, sir.
Mr. ROGERS of Florida. In other words, you conduct the survey and
then sell it, is that right?
Mr. W EST. Oh, no; not entirely, no.
Mr. ROGERS of Florida. Well, when don't you do it?
Mr. W EST. When don't we do it ?
Mr. ROGERS of Florida. Yes.
Mr. W EST. We don't—as any other business, we have various sales
methods. That happens to be one of them, sir.
Mr. ROGERS of Florida. How often would you say you used that
method ?
Mr. W EST. Oh, we may do from one to five or six surveys a week
on it. Some weeks we may do none.
Mr. ROGERS of Florida. No; Iam not saying how many surveys you
do. I say how many radio stations do you write to after you have
made asurvey or supposedly have made asurvey and tell them where
they placed on the survey and that they could then buy the service,
since they had placed first, if they wanted to use it?
Mr. W EST. Well, Iwrite to the station who placed first—
Mr. ROGERS of Florida. How many times did you do this?
Mr. W EST. Over what period of time, sir?
Mr. ROGERS of Florida. Well, how long have you been operating?
Have you been operating 35 years or 25?
Mr. W EST. Thirty years.
Mr. ROGERS of Florida. How long have you been with the company ?
Mr. W EST. Ihave been with the company 12 years, approximately.
Mr. ROGERS of Florida. All right. Say last year. How many
times did you use this method that Ihave just described of having a
survey conducted and finding out that a company had placed first,
then writing that company and telling them they had placed first,
and offering them the right to subscribe to your service then?
Mr. W EST. I would make a guess of perhaps a hundred or more
times.
Mr. ROGERS of Florida. A hundred or more times. You reveal the
result of your survey before it is sold to that station ?
Mr. W EST. Yes, sir. Yes, sir.
Mr. ROGERS of Florida. Would you write to the fifth and sixth
stations ?
Mr. W EST. No, sir.
Mr. ROGERS of Florida. Just the top station ?
Mr. W EST. To the best prospect, sir.
Mr. ROGERS of Florida. Now, you said you conducted approximately
300, was it, or alittle over 300 last year, 1962 ?
Mr. W EST. In 1962,264, sir.
Mr. ROGERS of Florida. So 100 you did that with. Now, how did
you conduct the other 164 ?
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Mr. WEST. The other surveys were contracted after we had sent out
anotification of the survey and the station wrote in and said "We will
subscribe to the survey."
In other words, that survey was already presold. It was sold before we started making the survey.
Mr. ROGERS of Florida. That was 164 you did that with?
Mr. W EST. Iassume, yes.
Mr. Romats of Florida'. And your records reveal this ?
Mr. W EST. I am sure they would; yes, sir.
Mr. ROGERS of Florida. Who keeps those records ?
Mr. WEST. Well, they would be on the sales record, I imagine I
would have them and
Mr. ROGERS of Florida. Well, do you or don't you? Do you have
the sales records ? Or does Mrs. Jones?
Mr. WEST. Well, Mrs. Jones would have more accurate sales records
than I would have because she would have them in her books, in her
accounting books for every sale that, we made by the name of the city
and also the radio station, the amount, and so forth.
Mr. ROGERS of Florida. What records do you keep yourself?
Mr. W EST. Iwould have arecord basically' by State, 13y each State.
Mr. ROGERS of Florida. Ami how many sur'vey's in each State?
Mr. W EST. How many surveys in each State and when
Mr. Boca:Its of Florida. Who' you contacted ?
Mr. W EST. Oh, yes, sir.
Mr. ROGERS of Florida. Correspondence?
Mr. WEST. No. The, sales records that I am talking about that I
have would be records which would be more or less of asales analysis.
In other words
Mr. Roc:Ens of Florida. Well, what would that be?
Mr. WEsT. Well. in other words, I could look at the State of, say,
Montana, and could tell how many stations had subscribed during this
year or aprevious year.
Mr. RooEus of Florida. Would your records reveal that they subscribed before the survey or after the survey ?
Mr. WEST. No. sir; they would not.
Mr. ROGERS of Florida. Whose records would reveal that ?
Mr. W EST. Iimagine that Mrs. Jones' would.
Mr. Roc:Efts of Florida. Well, would they or wouldn't they ?
Mr. W EST. Idon't know, sir.
Mr. RooEss of Florida. Would she have that record?
Mr. WEST. Idon't know.
Mr. ROGERS of Florida. You don't know, even though you might
have written letters to those stations ?
Mr. WEST. Yes; Iwrote letters to those stations.
Mr. ROGERS of Florida. And vou wouldn't have acopy of that letter,
even though you made that apiiroach ? Is that what you are saying?
Mr. WEST. Iam saving Tdo make that approach.
Mr. ROGERS of Florida. Where are those records?
Mr. WEST. You have me a little confused here as to what records
you wish.
Mr. ROGERS of Florida. Well, letters, for instance, that you have
written to radio stations trying to offer your services. Do you have
copies of those letters, sir I
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Mr. W EST. Ido not keep copies of correspondence, no, sir.
Mr. ROGERS of Florida. You don't keep any record of your correspondence?
Mr. W EST. Yes; we will make acarbon copy of aletter, yes, sir.
Mr. ROGERS of Florida. That is all Iam asking you about.
Mr. W EST. Oh, we have correspondence files; yes, sir.
Mr. ROGERS of Florida. So it would reveal—from your files we could
determine whether you sold the station, contacted the station before
the survey was made, or whether you contacted the station after the
survey was made to let them know where they stand in offering your
services at that time?
Mr. W EST. Yes, sir; they should be on file.
Mr. ROGERS of Florida. So you can give us this information?
Mr. W EST. Yes, sir; they should be on file, yes, sir.
Mr. Rooms of Florida. That is within your possession? You
know where it is?
Mr. W EST. They are in general files.
Mr. ROGERS of Florida. This is your file—not Mrs. Jones' file?
Mr. W EST. No, sir; this is ageneral file.
Ido not—
Mr. ROGERS of Florida. But you know where it is.
Mr. W EST. As an executive, which I am beginning to doubt
whether I am one or not.
Mr. ROGERS of Florida. Well, we share that opinion with you, Mr.
West.
Mr. W EST. I understand. Iput acarbon copy in a file box and it
is filed by—
Mr. ROGERS of Florida. But you could get us that information?
Mr. W EST. Oh, yes. Iam sur' e we could.
Mr. ROGERS of Florida. Well, that is good.
Now, Ipresume this same approach was used with Verifak, too?
Mr. W EST. No, sir; it was not.
Mr. ROGERS of Florida. How was that used? What approach did
you use there?
Mr. W EST. I,sir, have never had any—Ihave never been active in
Verifak surveys at all.
Mr. ROGERS of Florida. What did you do for Verifak ?
Mr. W EST. Ipersonally acted more or less as adviser to Mr. Corpolonga when he came to work for Verifak in New York after Mr.
Cruvant left.
Mr. ROGERS of Florida. How many employees would you say Verifak has?
Mr. W EST. Verifak has none, sir. Verifak is out of business.
Mr. ROGERS of Florida. I see. When did it go out of business?
Mr. W EST. We let Mr. Corpolonga go, I believe, about September
of 1952-1962, Imean; excuse me.
Mr. ItociF,ss of Florida. It went out in 1962? Out of existence?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. And did you take over all of the accounts
in this corporation?
Mr. W EST. You mean take over—what accounts, sir?
Mr. ROGERS of Florida. Any that Verifak might have had. Did
you merge the corporations?
99-942-63—pt. 2--5
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Mr. W EST. Oh, no; we just put it out of business completely.
Mr. ROGERS of Florida. Isee.
Have you ever had asubscriber tell you they would buy the survey
if they placed first, before you made the survey ?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. Has that ever happened, that they placed
first after advising you of that ?
Mr. W EST. Oh, yes, sir; I am sure it has. There are many times
that they did not, though.
Mr. ROGERS of Florida. Many times, and your records would reveal
this, too ?
Mr. W EST. Oh, yes, sir.
Mr. ROGERS of Florida. Could you give us some examples of this?
Mr. W EST. Give you aspecific example of astation ?
Mr. ROGERS of Florida. Well, perhaps you might want to go through
your records and let us have some records.
Mr. W EST. Yes, sir; we would be glad to.
Mr. ROGERS of Florida. Where they have advised you they would
not buy your service unless they placed first.
Mr. W EST. Be glad to.
Mr. ROGERS of Florida. Then you might give us some examples
where they did place first and didn't.
Mr. W EST. Be glad to.
Mr. ROGERS of Florida. In those situations, suppose astation says:
"I will buy your service only if we place first and Iwon't pay you
until Isee the results of the survey." Has that ever happened?
Mr. W EST. That they would not buy my survey unless they placed
first or—
Mr. ROGERS of Florida. In other words, before you make the survey,
you contact them ?
Mr. W EST. Yes.
Mr. ROGERS of Florida. Then they say, "Well, Iwill buy if Iplace
first."
Then you conduct. the survey.
Mr. W EST. That is just about what was answered before, sir.
Mr. ROGERS of Florida. Well, now, let me finish. Then you make
the survey—
Mr. W EST. Make the survey.
Mr. ROGERS of Florida. They do place first and then they make
payment to you. Is that the normal procedure ?
Mr. W EST. Oh, well, they seldom make payment to us before they
get the survey.
Mr. ROGERS of Florida. Even though they subscribe to the service
first ?
Mr. W EST. Oh, no.
Mr. ROGERS of Florida. They never subscribe? When do you
demand payment?
Mr. W EST. We demand payment 10 days—well, the normal invoice
period, the 10th of the month following the date of delivery.
Mr. ROGERS of Florida. Do you sign acontract with them ?
Mr. W EST. NO, sir.
Mr. ROGERS of Florida. Is this done just by voice agreement?
Mr. W EST. It is by telephone, telegraph, or fetter.
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Mr. ROGERS of Florida. By letter ?
Mr. WEST. Yes, sir.
Mr. ROGERS of Florida. You cannot hold them to them, if they say
"I subscribe."
Is there anything you can hold them to ?
Mr. WEST. If they said they did not subscribe after they received
the survey ?
Mr. RonEns of Florida. Well, yes.
Mr. WEST. We could try to collect it, yes, sir. We would have no
contract.
Mr. ROGERS of Florida. That is what I mean; you have no contract, is that right?
Mr. WEST. We have no contract. We may- have the letter or the
telegram saying "We subscribe to your survey at a certain rate."
We may have that. Iassume that is, in away, acontract.
Mr. ROGERS of Florida. Well, is it or isn't it? That is what I
want to know, if you do business on acontract basis.
Mr. W EST. It is not. a written formal contract, but it could be admitted as evidence, as being amutual agreement.
The CHAIRMAN. Will the gentleman permit me just aminute?
Mr. ROGERS of Florida. Yes.
The CHAIRMAN. Mr. West, I cannot make up my mind whether
you are just trying to confuse things and are deliberately refraining from giving us adefinite statement of facts from your operation
or whether you just simply don't know. After 12 years as presid,•nt of vom: companv, h seer; as though you oughi - to kiiow.
Iam alittle bit mixed up. Now, here Mir. Rogers has been asking
you about your procedure.
Mr. WEST. Yes, sir, and Ihave been telling him.
The CHAIRMAN. Well, if you have, then it shows a most unclear
picture.
Mr. W EST. Well, sir, Ihave been trying to be clear. Maybe I am
just not, that is all.
The CnAntm.‘x. All right. On the very question that he is asking
you, which you have gone all around the lot to respond to and come
up with nothing definite vet, here is aletter dated December 6, 196 0.
It is addressed to Mr. IIo`ward A. Peters, radio station KPBA, Pine
Bluff, Ark.:
DEAR Mn. PETERS: I am pleased to say that according to our preliminary tabulations, KPBA is in first place in the daytime in Pine Bluff, Ark., radio survey
which we conducted during the week of November 20 through 27.

Remember, t
his is December 6.
Since the reports will not be published until next week and the survey is
therefore still open for local participation, we offer KPBA the opportunity of
participating at the rate of $ 145 for the complete Monday-through-Friday report
as outlined in the attached specifications. However, I must have your confirmation of participation as soon as possible and therefore ask that you confirm your
order by " collect wire" immediately.
Looking forward to receiving your order, Iam,
Sincerely yours.
ROBERT D.W EST.

Mr. W EST. Yes, sir.
The CHAIRMAN. Now, isn't that just, asimple, clear picture of how
you operate?
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Mr. W EST. Itold you, sir, that that is one part of the way we sell
surveys. It is. The answer is " Yes." I thought I said " Yes."
Mr. ROGERS of Florida. Could you furnish the committee with correspondence showing that you contacted stations before the survey was
actually done, had subscribers before the survey was done, and had
money paid by those subscribers before your results were released to a
particular station as being first ? ) id that ever happen ?
Mr. WEST. There may be instances where astation has paid money
in advance on asituation, but generally it is paid on aregular billing
basis, as Ihave stated before.
Mr. ROGERS of Florida. So you operate—suppose they decide not
to purchase. You go into an area and make a survey; anyhow, I
believe you testified before, and often didn't even sell it.
Mr. WEsT. Oh, yes, sir; in some cases that is true, sir.
Mr. RooEns of Florida. How many cases, would you say?
Mr. WEST. As I stated before, app' roximately, there may be from
one to five aweek.
Mr. ROGERS of Florida. But you never sell them ?
Mr. W EST. No, sir; Ididn't say we don't sell them. Some of them
we, do, some of them we don't.
Mr. RonEns of Florida. Ihave asked you only for those that you
have stated you went into, made asurvey, and then never sold asurvey. How many times did that happen ?
Mr. WEST. Iwould say about half the time.
Mr. ROGERS of Florida. One-half of the time ?
Mr. WEST. About half the time, we don't sell them; yes, sir.
Mr. ROGERS of Florida. Is there any explanation ? Can you give us
any explanation of why you probably would not be able to sell them?
Mr. WEST. Oh, well, sure; perhaps they bought somebody else's
survey just prior to our survey. Perhaps they are a regular subscriber to some other service.
Mr. ROGERS of Florida. Let me ask you : Who initiates the request for
a certain survey? Do you just go in on your own and say, "This is
an area Ithink we ought to survey ?"
Mr. WEST. We run the promotion by aquarterly schedule, 3months
in aquarter—
Mr. ROGERS of Florida. Who makes that up
Mr. WEST. Ido, sir.
Mr. ROGERS of Florida. Then you run it
Mr. WEST. Yes, sir.
Mr. :
ROGERS of Florida. That is what Iam trying to find out.
WEST. Yes, sir; yes, sir—Iam trying to.
Mr. ROGERS of Florida. Just let us know whether you do it.
Mr. W EST. Ido.
Mr. Rooms of Florida. You make up the schedule as to whether
surveys should be made ?
Mr. WEST. Yes, sir.
Mr. ROGERS of Florida. Do you contact the person then who makes
your survey ?
Mr. WEST. No, sir.
Mr. ROGERS of Florida. Do you ever go out into the field yourself ?
Mr. WEST. No, sir.
Mr. ROGERS of Florida. You stay right in the home office ?
Mr. WEST. Yes, sir.
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Mr. RocEas of Florida. All of your contact, then, is done by telephone or mail ?
Mr. WEST. Telephone or mail ; yes, sir.
Mr. ROGERS of Florida. Very seldom personal contact?
Mr. WEST. Very seldom.
Mr. ROGERS of Florida. Do you keep a record of your telephone
calls?
Mr. W EST. The telephone company sends us alist every month with
them, with the telephone bills.
Mr. ROGERS of Florida. Iwonder if you make alist of some of them
when they subscribe over the telephone ?
Mr. WEST. When someone subscribes over the telephone, Igenerally
acknowledge the telephone conversation.
Mr. ROGERS of Florida. So your records would reveal this ?
Mr. WEsT. Yes, sir.
Mr. 1ZoGEas of Florida. So we could go into those if necessary ?
Mr. WEST. Yes, sir.
Mr. ROGERS of Florida. Then who hires the person to make the
survey ?
Mr. WEST. The field department.
Mr. ROGERS of Florida. Who is the field department ?
Mr. WEST. That would consist of Mrs. Jones and Mrs. White.
Mr. ROGERS of Florida. Two ladies ?
Mr. WEST. Two ladies; yes, sir.
Mr. R °mats of Florida. Do they ever leave the central office ?
Mr. W EST. Not for radio research fieldwork; no, sir. We have
no supervisors out in the field.
Mr. ROGERS of Florida. How do they contact these people that make
the survey ?
Mr. WEST. They are contacted by mail, by telephone, by telegraph.
Mr. ROGERS of Florida. How many people would you say work on
your particular survey ?
What has been your common practice ?
Mr. WEST. Oh, it could be on the average survey, it could be generally from one to two operators.
Mr. ROGERS of Florida. One to two operators?
Mr. WEST. One to two operators.
Mr. ROGERS of Florida. And they work about how long on a
survey ?
Mr. WEST. Well, sir ; it would depend—
Mr. ROGERS of Florida. What has been your pattern? Irealize it
varies, but what has been your pattern ?
Mr. WEST. How many hours—I don't know how many hours they
work.
Mr. ROGERS of Florida. Ithought you generally paid $22.50 for 14
hours. Is this normal ?
Mr. WEST. Iwould say, yes, that is normal for 14 hours.
Mr. Roam:is of Florida. Is that. generally what you would give t
hat
person making the survey, 14 hours?
Mr. WEST. Iwould aSSUffle that is what they use.
Mr. ROGERS of Florida. Is that the custom or isn't it ?
Mr. WEST. ASfar as Iknow, ves.
Mr. ROGERS of Florida. If it isn't, just say so.
Mr. W EST. As far as Iknow ; yes, sir.
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Mr. Roams of Florida. It is the custom?
Mr. W EST. As far as Iknow, yes, sir.
Mr. Moss. Will the gentleman yield?
Mr. ROGERS of Florida. Yes; Iyield.
Mr. Moss. Iwant to have the record very clear. You gave us the
figure of 268 surveys made last year.
Mr. W EST. Yes, sir.
Mr. Moss. Now, you also indicated in response to Mr. Rogers that
this would reflect approximately 50 percent of the total surveys made
because you sold 268, and you said about half of those you take are
not sold. Is that correct?
Mr. W EST. No, sir; Idon't think Isaid that, no, sir.
Mr. Moss. Well, if you did say it, we can have the record read back
to you. That is why Iwant it clear.
How many do you sell—you sold 268 ?
Mr. W EST. Yes, sir.
Mr. Moss. How many did you take that were not sold.
Mr. W EST. In order to have sold that 268, sir?
Mr. Moss. Yes.
Mr. W EST. Iwould say that 75 percent of that i)..68 was taken—was
sold before we made them.
Mr. Moss. That isn't what Iasked you.
Mr. W EST. That is the best answer.
Mr. Moss. I asked you how many you took in addition to the 268
which were not sold.
Mr. W EST. Over and above, this, I believe I stated that we made
perhaps 100 or more in ayear. If we sold half of them, then that
would be approximately 50 surveys.
Mr. Moss. No '
•because you sold 286 surveys; so you had to make
more than the 50 that you sold. You sold 268.
How many did you make that you did not sell?
Mr. W EST. I stated that I think—say we make approximately 100
surveys on what Iwould call on aspeculative basis. Iwould say that
we sell half of them, so Iwould say that we sold 50 surveys on that
basis, sir.
Mr. Moss. You could not say that, because it would not add up. You
sold 268. If you applied the formula you have given me, you would
have 536 taken. If you are only going to sell 50 percent of the ones
you take, then you have to have 536 surveys in order to sell 268 of
them.
That is amathematical fact. Iknow you have admitted that you are
no statistician.
Mr. W EST. Iam not.
Mr. Moss. But at least you should have the rudiments of arithmetic, because this is simple, primary-grade-level arithmetic.
Ithink you should be able to indicate how many you took that you
did not sell. You have given me aformula. Ithink Ihave proven
to you the formula is unworkable on the basis of your testimony.
What is the fact ?
Mr. W EST. The facts, sir, as I understand them, is that we made
268 surveys.
Mr. Moss. You sold 268 surveys.
Mr. W EST. Excuse me. We sold 268 surveys in that year of 1962.
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Mr. Moss. All right.
Mr. W EST. Now, if we want to analyze that 268—
Mr. Moss. I don't. I want to analyze those you didn't sell.
Mr. W EST. Well, we will have to analyze the other, first.
Mr. Moss. Why ? You sold these?
Mr. W EST. Because part of those are the ones which we made prior
to selling them and part of them are what was made
Mr. Moss. This is not what I asked you, Mr. West.
Mr. W EST. Iam confused, sir.
Mr. Moss. You should not be.
Mr. W EST. Well, Iam, sir.
Mr. Moss. We will go back and be very kind and patient. You
started out with agood, clean year. You have nothing on your books.
You started to sell. Some you sell in advance of taking.
Mr. W EST. All right.
Mr. Moss. Then others you decided to initiate asurvey in the hope
you can then market them.
Mr. W EST. All right, sir.
Mr. Moss. You have said that in this category, half of those taken
are ultimately sold ?
Mr. W EST. Yes, sir.
Mr. Moss. Now, then, if we take this point, you say 75 percent of
the 268 were sold in advance ?
Mr. W EST. Iwould say approximately, yes, sir.
Mr. Moss. All right. That is three quarters of the 268. So 67 of
them you had no order on. Did that 67 then represent the sales
result of 134 surveys ?
Mr. W EST. Iwould say yes, sir. That is what Ihave been trying to
say. Imust have confused. it.
Mr. Moss. So we would then take—you had to make 335 surveys—
Mr. W EST. That is right.
Mr. Moss ( continuing). To sell 268. And these surveys, were they
all complete before you offered them for sale? Now, when I use the
term "complete," Iam talking about the fieldwork, not the statistical
work in the office; not the analysis, but just the fieldwork.
Before you offer asurvey for sale by one of these letters, where you
say, "Sir, Iam happy to tell you that you are tops; if you want, to buy
this, but you have to let me know in a hurry"—at that point, when
that offering is made, is the fieldwork completed ?
Mr. W EST. The fieldwork has been completed in the field, yes, sir.
Mr. Moss. That is the only place you can complete it?
Mr. W EST. Ijust, want to be sure, that is all.
Mr. Moss. At this point, you have incurred an obligation to pay
some individual or group of individuals for the fieldwork itself.
Mr. W EST. That is right.; yes, sir.
Mr. Moss. Now, these surveys cover aweek or 2weeks. The minimum number of contacts made is 1,800. We have proved this morning
that it would be difficult in aperiod of 14 hours to accomplish the 1,800.
But for the sake of trying to get an understanding here, we will say
that you did complete them.
Mr. W EST. Yes, sir.
Mr. Moss. Could you have completed them in less than 14 hours?
Mr. W EST. IMild not say. Idon't know.
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Mr. Moss. We have proved this morning that you probably could
not complete them in 14 hours. Now, you have difficulty in determining whether you could complete asurvey in less than 14 hours.
Mr. WEsT. Well, as Isaid, Iwas making guesses this morning, and
Iam still making them.
Mr. Moss. All right, Iwill go along for amoment, because Iam interested in something else.
Mr. W EST. Mrs. Jones can give you that, definitely.
Mr. Moss. That is amost invaluable woman, sir. She reminds me
of one we had a few years ago by the name of Mrs. Paperman, when
we had another interesting hearing.
You pay these people whether It is 10 hours or 14 hours?
Mr. W EST. Yes.
Mr. Moss. If we confine it to one interview per survey—one interview per survey—per contact. If we confine it to one response per
contact—is that what you are saying ?
If you took one interview on each of these 335 surveys—
Mr. WEST. This is for 1962, sir?
Mr. Moss. We find that the average cost would be between $16 and
$17.
Mr. W EST. Per survey ?
Mr. Moss. Per survey. And that means, if you are paying the rate
of around $1.50 an hour, that you are not spending very many hours
and you have some amazing people—amazing people.
If they can complete 1,800 contacts in about 12—oh, less than that10 hours-1,800 contacts. Ithink we do indeed need Mrs. Jones.
Ithank the gentleman for yielding to me.
Mr. ROGERS of Florida. Certainly.
Ijust want you to comment on this statement in your publication.
This one is dated January 1961, Los Angeles, Calif. You put in
"Standard Procedure." I just want your comment on this as to
whether this is a true statement or not, and I am quoting from your
page entitled "Standard Procedure."
This is aquote:
The Conlan field organization includes experienced, trained personnel in more
than 2,000 cities in 48 States and the home office production personnel includes
verifiers, program editors, tabulators, calculators, and supervisory personnel,
with no less than 5 years of research experience and as much as 20 years of
experience with the Conlan organization.

Now, is that atrue statement ?
Mr. W EST. Ithink it is atrue statement, yes, sir.
Mr. ROGERS of Florida. Who are your experienced, trained personnel in more than 2,000 cities in 48 States? I thought you said there
were only 5personnel and you never left the home office.
Mr. W EST. That is true, but we have a field file, sir, which is composed of approximately 4,000 independent field operators. When we
have asurvey, the field department takes in the file of a certain city,
the name of a person who has worked for us previously, and she is
contacted to do the survey.
Mr. ROGERS of Florida. Suppose she had not worked for you previously, how do you determine whether she is an experienced, trained
personnel in this type of work ?
Mr. W EST. That is Mrs. Jones' job.
Mr. ROGERS of Florida. Isee.
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Now, tell me this: You say your home office production personnel
includes verifiers. Who are the verifiers at your home office?
Mr. W EST. Idon't even know what averifier is, sir.
Mr. ROGERS of Florida. We are trying to get you to be one right
now. But we are not having much luck.
So you don't know verifiers?
Mr. W EST. Idon't know exactly what averifier is, no sir.
Mr. ROGERS of Florida. So you don't know what your own booklet
is putting out? Is that what you are telling me?
Mr. W EST. Let me point out this, sir. Those specifications and so
forth, were written up not by me but by former owners. We have been
going along with sonic changes which Iknow are needed—
Mr. ROGERS of Florida. In 12 years, you have not changed this; is
that what you are telling us?
Mr. W EST. That was not my job for 12 years, sir.
Mr. ROGERS of Florida. Was this Mrs. Jones' ?
Mr. W EST. No; that was Mr. Guyant's, the former owner's.
Mr. ROGERS of Florida. You have not changed it in 12 years?
Mr. W EST. Ibought it out in 1959, sir.
Mr. ROGERS of Florida. You haven't changed it since 1959 ?
Mr. W EST. Oh, yes, sir.
Mr. ROGERS of Florida. This was not changed ?
Mr. W EST. What is that date?
Mr. ROGERS of Florida. Ijust read it to you, 1961.
Mr. W EST. 1961.
Mr. ROGERS of Florida. You don't know what it is—is that true ?
Mr. W EST. No, sir; Iknow what it is.
Mr. ROGERS of Florida. Let's see what the program editors are. Who
are the program editors at your office?
Mr. W EST. A ReVa Johnson.
Mr. ROGERS of Florida. She is the program editor, or editors?
You put it in the plural in your booklet. Do you just have one?
Mr. W EST. Presently, yes. In 1961, we had more.
Mr. RooERs of Florida. Who did you have in 1961 ?
Mr. W EST. We had more personnel than we have now.
Mr. ROGERS of Florida. Who was the other program editor?
Mr. W EST. A Mrs. Milburn—no; she was atabulator. A Gladys
Brown.
Mr. ROGERS of Florida. A Gladys Brown? Where was she from?
Mr. W EST. Kansas City.
Mr. ROGERS of Florida. Does she still live there, as far as you know?
Mr. W EST. In Kansas City, yes, sir.
Mr. ROGERS of Florida. She does not work for you any more?
Mr. W EST. No, sir.
Mr. ROGERS of Florida. Did your present program editor work for
you at the same time Mrs. Brown worked for you ?
Mr. W EST. Ithink she did, yes, sir.
Mr. ROGERS of Florida. Could you furnish us with the last known
address of this Mabel Brown ?
Mr. W EST. Gladys Brown.
Mr. RooEns of Florida. Gladys Brown!
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. That would be helpful.
How many employees did you have in 1961 ?
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Mr. W EST. Ithink, sir, we had about eight.
Mr. RooEns of Florida. Had you had more before then ?
Mr. W EST. Oh, yes, sir; I think back in 1955 or 1954, they had as
high as—
Mr. ROGERS of Florida. I am talking about when you owned the
company ?
Mr. W EST. Oh, no, sir.
Mr. ROGERS of Florida. No more ? Eight was the most you had ?
Mr. W EST. Iam sure that was the maximum we had.
Mr. ROGERS of Florida. Who are your tabulators ?
Mr. W EST. One of them is Mrs. Jones.
Mr. ROGERS of Florida. And who else ?
Mr. W EST. Mrs. Jones does an awful lot of work.
Mr. ROGERS of Florida. Who else ? Any other tabulators ?
Mr. W EST. In 1961, we had one other tabulator, aMrs. Milburn.
Mr. ROGERS of Florida. What was her first name ?
Mr. W EST. Thelma Milburn.
Mr. ROGERS of Florida. And how long did she work for you ?
Mr. W EST. Oh, Mrs. Milburn—she was there before Iwas there. I
guess she had been with us for—oh, 15 years, Iexpect.
Mr. ROGERS of Florida. When did she leave your employ ?
Mr. W EST. She left it, Ibelieve, in December of 1962, when she had
an accident.
Mr. ROGERS of Florida. Does she live in Kansas City, as far as you
know ?
Mr. W EST. Yes, sir, as far as Iknow, she does.
Mr. ROGERS of Florida. Now, who are your calculators ?
Mr. W EST. The calculators—atabulator—the way I understand it,
acalculator and a tabulator is about one and the same thing.
Mr. ROGERS of Florida. But you list them separately there, giving the impression—
r. W EST. Apparently, they are listed separately; yes, sir.
Mr. ROGERS of Florida. Is there any difference in the job ?
Mr. W EST. Ithink there is adistinction, yes, sir, but Ido not know
what it is.
Mr. ROGERS of Florida. Who would be your calculator ?
Mr. W EST. Who would be the calculator—it would be
Mr. ROGERS of Florida. This is Mrs. Jones ?
Mr. W EST. We only have five employees, sir.
Mr. ROGERS of Florida. Now, let me ask you one more question:
Who are your supervisory personnel?
Mr. W EST. Mrs. Jones supervises the office.
Mr. ROGERS of Florida. Had you ever thought of changing your
corporation name to Mrs. Jones Associates?
Mr. W EST. That would probably be a good name for it, sir.
Mr. ROGERS of Florida. I do want to comment—
Mr. W EST. Incidentally, sir, Idon't believe that standard procedure
appears in the report any longer.
Mr. ROGERS of Florida. It does what?
Mr. W EST. I don't believe—that does not appear in our present
reports.
Mr. ROGERS of Florida. This was January of 1961 ?
Mr. W EST. That was 2years ago.
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Mr. ROGERS of Florida. So it does not appear ?
MT. WEST. No, sir.
Mr. ROGERS of Florida. But these people still do these functions, you
have told us about?
Mr. WEST. These people do.
Mr. ROGERS of Florida. Could you furnish us with a late copy of
your report?
Mr. WEST. We would be glad to.
Mr. ROGERS of Florida. Could you give us one now?
Mr. WEST. Yes.
Mr. ROGERS of Florida. Thank you very much.
The CHAIRMAN. Mr. Brotzman?
Mr. BROTZMAN. I think maybe Iought to defer most of my questions until Mrs. Jones cornes.
Mr. WEST. I'll try—Ihave been trying to answer.
Mr. BROTZMAN. Well, let's try alittle harder.
I have a document, a red cover Conlan report, dated SeptemberOctober 1961, Pueblo, Colo. There is one page here, it says "Summary of AM Radio Report."
It is dated September-October 1961. The first word on this page is
"Sample." As you move across the column, it has " 6a.m. to 12 noon;
12 noon to 6p.m.; 6p.m. to 11 p.m."
Under the "6 a.m. to 12 noon" it has a figure, 1,634. What does
that figure represent?
Mr. W EST. That is referring to sample, is that right, sir ?
Mr. BrioTzmAx. All right, I am going to start all over.
Hand him this, will you ?
You look at exactly the same page. I have one just like it. Do
you see the word "sample" there ?
Mr. WEST. Yes, sir.
Mr. BROTZMAN. You look over to your right across the page.
Mr. WEST. Isee it, sir.
Mr. BROTZMAN. Do you see afigure, 1,634 ?
Mr. WEST. Yes, sir.
Mr. BROTZMAN. I am asking you this question: What does that
figure represent?
Mr. WEST. That represents the number of responses received on
the survey, sir.
Mr. BROTZMAN. Now, when you use the word "responses," what does
that mean ?
Mr. W EST. That means the number of affirmative answers to a
question, the affirmative answer to aquestion, on the singular—putting
it in the singular.
Mr. BROTZMAN. This got pretty confusing this morning. Now, you
listen to me carefully. Somebody representing your company calls
aperson up on the telephone?
Mr. W EST. Yes, sir.
Mr. BROTZMAN. They apparently, according to this piece, ask them
several questions, is that not correct ?
Mr. W EST. Yes, sir.
Mr. BROTZMAN. Now, to make this one more, to make this 1,635,
would that. mean that one more person would have answered the telephone and answered all of the questions?

490

BROADCAST RATINGS

Mr. W EST. No, sir; that would mean that one more question had
been answered.
Could Iexplain it, or do you wish to goon?
Mr. BROTZMAN. No, go right ahead.
Mr. W EST. On an interview, arespondent is asked, "What are you
listening to now, what were you listening to a half-hour"—I am
taking this from memory now—"What were you listening to a halfhour ago; what were you listening to an hour ago ?"
Then, "Do you listen to automobile radio, and if so, what times
of the day r
So from each person you contact, you could possibly get anywhere
from one to six or seven responses per person—per phone call.
Mr. BROTZMAN. Six or seven per phone call ?
Mr. W EST. Per phone call, yes.
Mr. BROTZMA N. Now, look over here clear over at the right.
Mr. W EST. Yes.
Mr. BROTZMAN. I am going to show you how nonsensical that answer really is, if Iunderstood your answer correctly.
You were trying to tell us this is response to individual questions
now, according to your answer; isn't that correct?
Mr. W EST. Yes, sir.
Mr. BROTZMAN. But yet you add all those figures up and they come
out to "entire survey," 4,742; right? Do you see that figure?
Mr. W EST. Yes, sir.
Mr. BROTZMAN. Listening homes is the next entry; is it not?
991.
Now, what is the correlation between the figure, 4,742, and the
figure, 991? What percentage is 991 of 4,742?
Mr. W EST. A little over 20 percent.
Mr. BROTZMAN. All right, it is the next line; is it not? 20.9 percent; right ?
Mr. W EST. That is right.
Mr. BROTZMAN. So the calculation would not work at all if you
put it on the basis that you answered the question, because you have
listening homes of 991 and you show that as 20.9 percent of the 4,748,
the point being that if what you said was true in response to my question, these figures would have no correlation whatsoever; would
they ?
Mr. W EST. It doesn't seem so; no, sir.
Mr. BROTZMAN. Do you see what Iam driving at
Mr. W EST. Yes.
Mr. BROTZMAN. All Iam trying to do is understand. Iam not trying to confuse you in any sense of the word, but I want to show you
how ridiculous your answer is when you take it that way.
Now, let's go back over this again. I just want to be sure to give
you every opportunity to explain that you can.
It could not possibly be number of responses to individual questions; could it? Ijust showed you that the figures do not mean
anything if you do that.
Mr. W EST. Well, it states here, "Sample," but in the report, over
here, it says "Responses."
Mr. BROTZMAN. But this is not responses to individual questions.
It is how many times you establish contact if listening homes is correlated to it; is that not right ?
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Mr. W EST. Yes, sir, and Ican see your point very well. Icannot explain it; no, sir. Ican't explain it.
Mr. BROTZMAN. Now, you admit that what Iam saying is logical
and true; do you not?
Mr. W EST. Yes, sir.
Mr. BROTZMAN. And it has to be that way; does it not?
Mr. W EST. Yes, sir.
Mr. BmyrzmAx. All right. Now, you have a mail piece in your
hand; don't you ?
Mr. W EST. Yes, sir.
Mr. BROTZMAN. And you are the sales manager; is that correct?
Mr. W EST. Iam, sir.
Mr. BROTZMAN. Do you utilize that booklet, in your merchandising
technique?
Mr. W EST. Well, astation who perhaps wishes to buy asurvey, has
bought asurvey, would like asample copy of asurvey to see how we
present our data, and so forth, so yes, Imay send them asample copy
of asurvey; yes, sir.
Mr. BROTZMAN. Now, do you walk in and actually talk to the prospective purchaser? Is that correct.?
Mr. W EST. Italk to very few managers personally at all; no, sir.
Mr. BROTZMAN. Whom do you talk to ?
Mr. W EST. Imade an error. Isaid Idon't talk to very many of
them personally. I meant in person, I don't. Most of our sales is
made by correspondence, by telephone, or telegram.
Mr. iinoTzmAN. Do any of them ever ask you what the extent of the
survey is that you make?
Mr. W EST. Yes, sir; Isend them aspecification sheet.
Mr. BROTZMAN. Do you ever use this booklet to show them something that says "entire survey"? Do they ever see this?
Mr. W EST. Yes, sir; if Isend them asample report, they do.
Mr. BROTZMAN. Don't they ever ask questions like Iam asking you
right now, about what that figure 4,742 means?
Mr. W EST. Ican't remember their asking it.
Mr. BROTZMAN. Has anybody ever asked you that question ?
Mr. W EST. No, honestly, Ican't remember it. Iam sure that, being
in the sales capacity for the past 12 years, I am sure it has been
answered.
Mr. BROTZMAN. Drop down one more line here. I just want to
direct your attention to this one page. We are not going to get off
this track, because Iam going to quit in aminute, but Iwould like to
try to understand your understanding of this.
It says "Distribution of listening homes among stations."
Do you see that?
Mr. W EST. Yes, sir.
Mr. BROTZMAN. On this one, it has certain call letters.
Mr. WEs.r. Yes, sir.
Mr. BROTZMAN. KAPI, KCSJ, and so forth. Do you see those?
Mr. W EST. Yes, sir.
Mr. BROTZMAN. Now, move over to the percentages there. Opposite
KA PI, it shows 10.7 percent, right?
Mr. W EST. Yes, sir.
Mr. BROTZMAN. What does that mean ?
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Mr. W EST. That means that KAPI, from 6a.m. to 12 noon, had a
potential audience of 10.7 percent.
Mr. BROTZMAN. Of what?
Mr. W EST. Of the potential audience, sir.
Mr. BROTZMAN. Now, let us go back. You have a sample at that
hour of 1,634, is that right?
Mr. W EST. That is what it says here; yes, sir.
Mr. BROTZMAN. So you have listening homes of 373; sets in use,
using the figuring I just did a moment ago, 373 is 22.8 percent of
that top figure, right?
Mr. W EST. That is right, sir.
Mr. BROTZMAN. Now, Iwould assume that KAPI has 10.7 percent
of the 22.8 percent. Would that be correct? That represents 100
percent of the people that are listening; right ?
Mr. W EST. Well, I think that would be—they had 10 percent of
the 373 homes listening.
Mr. BROTZMAN. Correct.
Mr. W EST. The "Sets in Use - is afigure that represents how many—
In other words, 22 percent of the homes who were called were listening.
Mr. BROTZMAN. All right. Now, back to the final point. So it
has to be that the figure 4,742, showing the entire survey, could not
be responses to individual questions; is that not right? Imean this
has to be the basis of contact to ahome?
Mr. W EST. It certainly seems so to me. Iagree with you. There
is something wrong.
Mr. BROTZMAN. .
All right.
I shall reserve the rest of my questioning for his associate, Mrs.
Jones.
The CHAIRMAN. The committee will adjourn until tomorrow morning at 10 o'clock. You be back at that time.
(Whereupon, at 5:45 p.m., the hearing recessed until the following
day, March 12,1963, at 10 a.m.)
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TUESDAY, MARCH 12, 1963

HOUSE OF REPRESENTATIVES,
SPECIAL SUBCOMMITTEE ON INVESTIGATIONS
or THE COMMITTEE ON I
NTERSTATE AND FOREIGN COMMERCE,
ashington, D.C.
The special subcommittee met, pursuant to recess, at 10 a.m., in
room 1334, Longworth House Office Building, Hon. Oren Harris
(chairman of the subcommittee) presiding.
The CHAIRMAN. Mr. West, you may resume.
TESTIMONY OF ROBERT E. WEST, PRESIDENT, ROBERT S. CONLAN
& ASSOCIATES, KANSAS CITY, MO. ( RESUMED) AND RALLIE A.
JONES, STOCKHOLDER, ROBERT S. CONLAN & ASSOCIATES, KANSAS CITY, MO.
The CHAIRMAN. Mr. West, do you have Mrs. Jones with you this
morning?
Mr. W EST. Yes, sir, Ido.
The CHAIRMAN. Do you wish for her to attempt some of the explanations that you could not give yesterday ?
Mr. W EST. Yes, sir.
The CHAIRMAN. Let her come around.
Mrs. Jones we have a regular procedure of swearing witnesses.
Witnesses who present matters to the committee must be sworn first.
Will you please be sworn ?
Do you solemnly swear that the testimony you give to the committee
will be the truth, the whole truth, and nothing but the truth, so help
you God ?
Mrs. JONES. Ido.
The CHAIRMAN. Ithink perhaps you had better identify yourself,
Mrs. Jones, for the record, since Mr. West is fully identified in the
record thus far.
Mrs. JONES. My name is Hallie Jones and I am a stockholder in
Robert S. Conlan, Inc. in Kansas City, Mo.
The CHAIRMAN. Robert S. Conlan is in what business?
Mrs. JONES. Radio surveys and market research work.
The CHAIRMAN. How long have you been with Robert S. Conlan
Associates?
Mrs. JONES. 16 years.
The CHAIRMAN. Are you one of the coowners of that business?
Mrs. Jos. Yes, Iam.
493
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The CHAIRMAN. You and Mr. West, Ibelieve he testified yesterday,.
own it under contractual arrangement from Mr. Conlan.
Mrs. JONES. Mr. Guyant.
The CHAIRMAN. Mr. Guyant, Imean, yes.
Yesterday, the members of the committee and members of the staff
were attempting to get some information, Mrs. Jones, but were unsuccessful in getting fully satisfactory responses.
Out of most of them came the fact that you seem to know more
about the business and have more information than Mr. West. Ihope
that we can proceed with these hearings so that we can make some
progress.
We have a good many witnesses to hear before we conclude this
study into the method of ratings and their use and so forth, which this
committee has undertaken.
So it is my hope that we can get direct responses now, with both of
you here, without any equivocation, if I might use that word, or
unnecessary delays.
So Iam going to let Mr. Richardson of the staff, who has worked
on this and has the information available, proceed in an effort to get
this story.
Mr. Richardson, you may proceed.
Mr. RICHARDSON. Thank you, Mr. Chairman.
Mr. West, yesterday you stated that Mrs. Jones prepared the list
which you gave to Mr. Ross concerning the information which was
requested of you pertaining to your interviewers in eight specific
markets for specific time periods; is that correct ?
Mr. W EST. Yes, sir; that is correct.
Mr. RICHARDSON. These periods, as the record shows, were for
Tucson, Ariz., April 1960 to April 1961; Tampa-St. Petersburg, Fla.,
March 1960 to March 1961; and Pine Bluff, Ark., September 1960 to
September 1961; is that correct ?
Mr. W EST. Iassume that is correct; yes, sir.
Mr. RICHARDSON. Mr. West, would you first consult with Mrs. Jones
and ascertain whether this represents all the fieldwork done in these
specific markets for the just mentioned time periods—
Mr. W EST. Would Iconsult with her ?
Mr. RICHARDSON. Yes.
The CHAIRMAN. May Isuggest that the procedure, since Mrs. Jones
is here, be that we let Mrs. Jones answer these question, because Ithink
we will get into another impossible situation if we start consulting
with one and having another respond.
Mrs. JONES. Iwould say that the list that you have here is as accurate as far as field slips and other necessary data that Ihave in the office
and that Icould find is on this list.
Mr. RICHARDSON. Now, Mrs. Jones, the request from the staff of
the subcommittee was for all work done by all interviewers in
these markets. Do you know whether or not you tried to present
to the staff that information ?
Mrs. JONES. To the best of my knowledge, that is all but Iwould not
say that it is all, because it could be that some records are not there.
Mr. RICHARDSON. Yesterday, a certain amount of confusion came
about in relation to whether or not your company used figures for
completed calls or completed responses. Mrs. Jones, may I go over
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this procedure and see whether or not the staff has an understanding
of what your company has been doing ?
Mrs. JONES. Would the committee like for me to explain our survey
procedure as we go through it ?
Mr. RICHARDSON. Would you first let me see if I have a correct
understanding of what your company did the years in which we are
particularly interested-1960 and 1961 ?
Verifak, in all of its surveys, used a system based on completed
calls; is that correct?
Mrs. JONES. That is right.
Mr. RICHARDSON. Would you explain what acompleted call is?
Mrs. JONES. A completed call is when atelephone number is dialed
and that phone is answered by someone.
Mr. RICHARDSON. Each completed call would then be a separate
home
Mrs. JONES. Yes; acompleted call.
Mr. RICHARDSON. You would not have one home representing more
than one completed call ?
Mrs. JONES. No.
Mr. RICHARDSON. Now, Conlan uses asample, or did in late 1961,
and for the full year of 1960 based on completed calls; is that correct?
Mrs. JONES. To my knowledge; yes.
Mr. RICHARDSON. Since 1961, Conlan has used a sample based on
completed responses; is that correct?
Mrs. JONES. That is right.
Mr. RICHARDSON. Completed responses—let's see if this is your
understanding of completed responses under your system. Does not
a completed response normally consist of a call placed and if it is
completed, the respondent answers as to which station he is listening
to now and whether or not he listened 15 minutes prior?
Mrs. JONES. A completed response is when a telephone number is
called and that phone is answered. That is a response, whether or
not the/ are listening to radio, television, or whatnot.
Mr. RICHARDSON. Yes.
But do you then indicate that a response is one individual home
and you could not get more than one response from ahome?
Mrs. JONES. No; on our worksheet, you can get at least three and
as much as eight responses on one telephone call.
Mr. RICHARDSON. In relation to radio?
Mrs. JONES. Yes.
Mr. RICHARDSON. Do you have those sheets for us this morning?
Mrs. JONES. Worksheets? No.
Mr. RICHARDSON. Yes; in which you explain that you can get eight
responses from each home.
Would you get acopy of your specification sheet or were you able
to get them?
Mr. W EST. We had no opportunity to get them because she was on
the plane when you asked us.
Mrs. JONES. After all, Ihad 3hours' notice to get here.
Mr. RICHARDSON. Mrs. Jones, does not your form which you have
used since 1961 state that when ahome is called, you will ask what
station they are listening to, if any, in radio, and then what station
they were listening to, if any, 15 minutes ago?
99-942---E3-- pt 2-----G
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Mrs. JONES. A half hour ago, and also what they were listening to
1hour ago. That is three responses to one telephone number.
Mr. RICHARDSON. You would, then, have three responses to one
telephone number covering aperiod of an hour?
Mrs. JONES. Hour and ahalf—now, 30 minutes ago and an hour ago.
Mr. RICHARDSON. Would you explain how now, 30 minutes ago and
an hour ago, could be more than an hour?
Mrs. JONES. Now is this particular 30 minutes we were doing the
interviewing on; 30 minutes ago would have been the previous half
hour. So that constitutes an hour. What you were listening to an
hour ago would be an hour and ahalf.
Mr. RICHARDSON. We will not get into an argument on that, because
it is not important.
Basically, you use what is normally called acoincidental method by
telephone, combined with arecall system ?
Mrs. JONES. Immediate recall.
Mr. RICHARDSON. However, Mrs. Jones, in the years 1960 and 1961,
the period we are interested in, you did, in both of your companies,
use only the completed calls information ?
Mrs. JONES. That is right.
Mr. RICHARDSON. So that is all we are interested in, in any of the
information in front of this committee.
Mrs. JONES. I thought you were interested in the work we were
doing.
Mr. RICHARDSON. Mr. West, yesterday you identified the information which had been sent to the Tucson employment agency in Tucson,
Ariz.; is that correct ?
Mr. WEST. That is correct.
Mr. RICHARDSON. You explained that this is the type of information which you sent out when you contacted interviewers?
Mr. WEST. That is the type that Iunderstand is sent out; yes, sir.
Mr. RICHARDSON. Would you say that is the type you normally
send out in such asituation, Mrs. Jones?
Mrs. JONES. If we don't already have on file a fieldworker who
works in that particular town, or if the people we have been hiring
are unavailable for that particular week or period.
Mr. IticHAnnsoN. You would go through an employment agency?
Mrs. JONES. Yes, sir.
Mr. RicnAnnsoN. This was all agreed to yesterday, Mrs. Jones,
that for this survey, aMrs. Broad did the interviewing. We have a
sheet attached from the State employment agency.
On this particular specification sheet sent to this woman, would
you tell how many hours of telephoning she had done ?
Mrs. JONES. 14 hours; this particular girl.
Mr. RICHARDSON. She did 14 hours. Is it not true that on your
interviewing sheets only 20 names will be listed to be called in each
15-minute period?
Mrs. JONES. Either 20 or 25.
Mr. RICHARDSON. Would you refresh your recollection with the
information sent to Mrs. Broad?
Mrs. JONES. This was aparticular 20-minute one—Imean 20 calls
on apage is what it is.
Mr. RicnARnsox. Now, at 20 calls in 15 minutes—this is the possible
number of dialings that could have been made, is that correct?
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Mrs. JONES. Yes.
Mr. RICHARDSON. For 15 minutes, 4of them to an hour, this would
be apotential possible of 80 calls?
Mrs. JONES. Yes.
Mr. RICHARDSON. For 14 hours, would this not be 1,120 potential
calls?
Mrs. JONES. If you say so.
Mr. RiciiminsoN. No. I want you to be sure. 14 by 80. Is that
what it would be ?
Mrs. JONES. Yes; for one operator.
Mr. Riciminsox. The testimony yesterday was that in all the
records we could find of your company, the least number of completed
calls you ever sold, at least in the years 1960 and 1961, were 1,800.
How can you explain, with Mrs. Broad only possibly making 1,120
calls, how you sold an 1,800-call survey ?
Mrs. JONES. Iwould not say she was the only operator. Chances are
we had another operator.
Mr. RICHARDSON. Mrs. Jones, I refer you to the information given
to this committee by your company.
Mrs. JONES. That is right; and I stated as far as our records are
concerned, but Iwould not say our records are accurate.
There is no reason why a field slip could not be lost, could not be
recorded wrong, since it is handled by everyone in the office; it is not
just handled by me.
Mr. RICHARDSON. Mr. West, yesterday you identified and read into
the record certain letters from Tampa and St. Petersburg—
Mr. Moss. Mr. Chairman, Iam not at all satisfied with the responses
we are getting from the witness.
Mr. RICHARDSON. Mr. Chairman, Ithought Iwould develop whatever Ihad here and let the committee do whatever they desire.
Mr. Moss. I would like this point, because the testimony of this
witness up to this point does not mean athing.
Now, we heard yesterday that you were in charge of the keeping
of records in this office.
Mrs. JONES. Isupervise an office force, yes. Iam not in charge of
everything.
Mr. Moss. How many people are in the office?
Mrs. JONES. Five.
Mr. Moss. Including yourself?
Mrs. JONES. Yes.
Mr. Moss. Does that also include Mr. West?
Mrs. JONES. Yes.
Mr. Moss. So actually what you are talking about is three?
Mrs. JONES. Yes.
Mr. Moss. So you have three people there and I understand that
among this group are verifiers, editorial people, computer people.
In the meantime, you have the continuing responsibility for the
maintenance of the records—physical accounting records of your business.
Mrs. JONES. That is right.
Mr. Moss. Now, you have indicated that the information you have
supplied this committee may be faulty. Now, you know whether or
not your books balance. You know whether or not payments you
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have made are the only payments you have made. Your records1 if
they are adequate for the purposes of the Internal Revenue Service,
must correctly reflect current transactions.
Mrs. JONES«.That is right.
Mr. Moss. Now, do those records reflect, the ones you have supplied us, every fact recorded in your books of account ?
Mrs. JONES. Certainly.
Mr. Moss. All r'!:11.t. Then, there could be nothing else, could there,
because your books balance ?
Mrs. JONES. Ido not understand what you mean.
Mr. Moss. Oh, surely you do. You balance your books from time
to time, do you not ?
Mrs. JONES. Iam not the auditor, no; wl have an auditor who balances our books and does this for us.
Mr. Moss. Mrs. Jones, I don't care how many auditors you have,
your auditors audit after you have balanced your books. You must
at some point take a trial balance. You must know whether your
books are in balance or out of balance.
Mrs. JONES. They are in balance.
Mr. Moss. Whether your cash account is in balance or out of balance. You have to report to somebody on what you have expended
as expenses.
Mrs. JONES. That is right.
Mr. Moss. Are your expense records in your office correct ?
Mrs. JONES. Su-re they are.
Mr. Moss. Are they the basis for the filing of your Federal income
tax ?
Mrs. JONES. That is right.
Mr. Moss. Do these facts you have supplied the committee, then,
reflect the content of those records ?
Mrs. JONES. Well, our field records are distinctly different from
our book records.
Mr. Moss. Now, let's look at that. That is not quite true, because
at some point, those field records are brought into your general books
of account?
Mrs. JONES. That is right.
Mr. Moss. And abalance is achieved.
Mrs. .Jos. That is right.
Mr. Moss. Now, the balance has been achieved. You say your expense account records are correct. They then must reflect every
field record that you have, and if one is missing from the field and you
have paid out cash to someone, you will pick it up at that point. That
is why you have books of account.
Mrs. JONES. Well, this information that is on this list was taken
from our field records. It was not taken from our books.
Mr. Moss. No; you were asked for all of the checks that you drew
to pay for surveys.
Mrs. JONES. Yes; which we furnished.
Mr. Moss. Which you furnished?
Mrs. JONES. Yes.
Mr. Moss. And if you paid out for asurvey in any other fashion,
you were to tell us about it.
Mrs. JONES. We pay some in cash.
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Mr. Moss. All right; when you make apayment in cash, you make
arecord of cash?
Mrs. JONES. No; it is entered in our books as field cash.
Mr. Moss. The total of field cash must equal the total you have for
payments—do you balance that?
Mrs. JONES. -Yes; but it is not written for each individual as far as
the cash is concerned.
Mr. Moss. How much cash did you pay out in 1962? Does it run
into thousands of dollars?
Mrs. JONES. No.
Mr. Moss. Does it run into hundreds of dollars?
Mrs. JONES. Ten percent, probably, or 20 percent, maybe.
Mr. Moss. Twenty percent of what?
Mrs. JONES. Of our total field disbursements are made in cash.
Mr. Moss. And you have no record to indicate the individuals receiving this cash in compensation for work?
Mrs. JONES. Well, yes; because it is marked on the back of their
field sheets. We have atime sheet.
Mr. Moss. Then you do have arecord, and if you have responded
fully and truthfully to the committee, the record you have given us is
an accurate record.
Now, if your books are so faulty, Iwould suggest that perhaps we
should refer this matter to the Internal Revenue Service.
Mrs. JONES. It would be perfectly all right.
We have nothing—
Mr. Moss. You have either given us acorrect record or you haven't.
Have you given us acorrect record ?
Mrs. JONES. As far as my knowledge as to the people on file
Mr. Moss. Who else would have any knowledge? You keep the
books. Mr. West said you kept them.
Mrs. JONES. Yes; Ido.
Mr. Moss. You say you keep the books.
Mrs..Torrre. That is right.
Mr. Moss. Do you do aconscientious job of keeping the books?
Mrs. JONES. I try to, yes.
Mr. Moss. Do you balance them out ?
Mrs. JONES. At the end of the month, yes.
Mr. Moss. These records, without any further hedging, are correct
records ?
Mrs. JONES. No, Iwould not say
Mr. Moss. Then you did not give us everything we requested.
Mrs. JONES. We were asked to produce all the cancelled checks
which we could produce in payment of field work, which I did.
That is what Iwas asked to do.
Mr. Moss. If you paid in cash, you were supposed to give us evidence of payment for field work, weren't you ?
Mrs. JONES. They did not ask for that.
Mr. Moss. You use a most unorthodox policy in this payment of
cash. Iunderstand you put abill in an envelope and mail it out without areceipt or anything else.
Mrs. JONES. It is requested that way. They ask us to pay that way.
Mr. Moss. And you have asystem so loose you don't know the name
of the person you sent the $ 10 to. What do you do if they come back
amonth later and say you did not pay me?
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Mrs. JONES. We have a timesheet that is marked "Paid."
Mr. Moss. Then you do the basic record, the underlying record, to
indicate payment.
You keep saying you do and then you say you don't. This is amatter of fact, it is not amatter of opinion. You do or you don't.
Mrs. JONES. Idon't have it entered in abookkeeping book by name;
anybody that is paid by cash.
But we should have atime sheet marked "Paid" and also the field
sheet showing that the person did the work. What can I say? They
are related, yet Idon't check one against the other.
Mr. Moss. How in the world do you balance the cash?
Mrs. JONES. Ido.
Mr. Moss. Were you the bookkeeper before you become part owner?
Mrs. JONES. No; not particularly. Ihave done bookkeeping all my
life.
Mr. Moss. Done bookkeeping all your life? Does not this strike
you as astrange admission you are making here now ?
Mrs. JONES. No; to me it is very clear.
Mr. Moss. Iwould think Internal Revenue would want to look at
all the books you kept.
Mrs. JONES. Well, okay.
Mr. Moss. I just cannot believe, in all candor, that what you are
telling me here now is truthful.
Mrs. JoNEs. Well, it is.
Mr. RICHARDSON. Thank you, Mr. Moss.
Mr. West, yesterday 1 gave you two letters which you read into
the record concerning surveys which had been done, or at least the
work supposedly had been done in the Tampa-St. Petersburg market.
These letters were for the survey of February 12-19, 1961?
Mr. W EST. Let me see them again.
Mr. RICHARDSON. Here, for example, is the one to Mr. George Fee.
You identified this letter yesterday for the record ?
Mr. W EST. Yes.
Mr. RICHARDSON. In these two letters, you stated that the interviewers names were not included on this list, even though they had been
asked for, because you only included the names on this list for surveys you had sold and this one was not sold ?
Mr. W EST. Oh, no, sir; you are referring to asurvey that was made
after you had been to our offices.
Mr. RICHARDSON. When were we in your offices, Mr. West?
Mrs. Jos. November.
Mr. W EST. November of 1961.
Mr. RICHARDSON. Would you check the date on this letter?
Mr. W EST. This is February—oh, that is right.
Mr. RICHARDSON. That is right; Februray 1961. You were asked
for these records. They were not supplied, is that correct?
Mr. W EST. We were asked for the surveys which were made and
completed in these towns, and there they are, sir.
Mr. RICHARDSON. Would you read again—would you identify this
letter ?
And read the first parai, aph to the committee.
Mr. W EST. This survey was apparently not completed. Itold you
before we do not sell asurvey unless it. is completed.
Mr. Rtettutnsox. Please read the first paragraph.
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Mr. W EST (
reading).
According to our preliminary tabulations, I am pleased to say that WALT is
in first place in the daytime in the metropolitan survey which we conducted
February 12-19.

Mr. RICHARDSON. This letter was written on February 28, is that
correct?
Mr. W EST. Yes, sir.
Mr. RICHARDSON. You said the survey was completed, was made in
the week of February 12-19 ?
Mr. W EST. When we speak of completing asurvey, completed when
it is completely tabulated. It states right here, " Preliminary tabulations."
That does not mean it was completed or published or sold at all.
Mr. RICHARDSON. The question I asked and the information which
Mrs. Jones has testified this morning she supplied to this committee
was all of the fieldwork done by interviewers in these eight markets.
Was or was not that fieldwork done ?
Mr. W EST. Sir, this eight- city list was furnished us, if Irecall correctly, wanted to know the surveys that we had completed in these
markets, the stations who we sold them to, and the fieldworkers who
did the fieldwork, and that was it.
Mr. RICHARDSON. Did I not yesterday ask you, in the presence of
your attorney, to supply to this committee the information as to the
interviewers who did the fieldwork for both this survey and the one
done at the same time in St. Petersburg?
Mr. W EST. You did, sir; and I said I would furnish them to you.
Mr. RICHARDSON. Do you have that information today ?
Mr. W EST. How could Ihave it today ?
Mr. RICHARDSON. Could you not have called your office and had
someone look ?
Mr. W EST. I suppose Icould, but you still would not have had it.
It could not have gotten here, Iam sure'.
Mr. RICHARDSON. Would you, as soon as possible, furnish that information to the subcommittee?
Mr. W EST. Be glad to.
Mr. RICHARDSON. Mr. West, would you identify this letter Ihand
you to the subcommittee?
Mr. W EST. Idon't believe Isaw this yesterday. It is dated December 6. Do you want me to read it ?
Mr. RICHARDSON. Would you identify whether or not it is your
letter?
Mr. W EST. It looks like my signature, SO I would say; yes, sir.
Mr. RICHARDSON. Would you read it for the record ?
Mr. W EST. Dated December 6, 1960.
H OWARD A. PETERS,
Station. KPBA,
Pine Bluff, Ark.
Mr.

DEAR M R. PETERS: I am pleased to say that according to our preliminary
tabulations. KPBA is in first place in the daytime in Pine Bluff, Ark., radio
survey which we conducted during the week of November 20 through November
27. Since the reports will not be published until next week and the survey
is therefore still open for local participation, we offer KBPA the opportunity of
participating at the rate of $ 145 for the complete Monday through Friday report
as outlined in the attached specifications. However, I must have your con-
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firmation of participation as soon as possible and therefore ask that you confirm
the order by "collect wire" immediately.
Looking forward to receiving your order, Iam,
Sincerely,

Mr. RICHARDSON. In relation to supplying the interviewers names
for the Tampa- St. Petersburg surveys, would you also supply for the
record the interviewer who did the work in Pine Bluff, Ark., and the
canceled checks for all three of these interviewers—the one in Pine
Bluff, the one in Tampa, and the one in St. Petersburg?
The CHAIRMAN. And also the cash payments you made to any of
them. Ihaven't heard agreat deal on that.
Mr. WEST. We have sent some cash payment receipts to them, sir.
They have cash payment receipts.
EDITORIAL NcrrE.—Twice during the hearings Mr. West was requested to supply this subcommittee with the names of the interviewers who did separate surveys in Tampa and St. Petersburg, Fla.,
in February of 1961. These interviewers names were not supplied
with the original request because Mr. West testified Conlan supplied
only the interviewers for surveys actually sold and that neither of
these had been sold. Mr. West was asked again by Mr. Richardson
after leaving the stand to supply those interviewers names and certification of payment. Mr. West was also requested to supply the
same information for aConlan survey in Pine Bluff, Ark., for December of 1960. This request was made in the presence of Mr. Collet,
attorney of record for Mr. West.
(The following correspondence between Mr. Campbell, attorney for
Mr. West and Robert S. Conlan & Associates and the subcommittee
clarifies this matter.)
Lew OFFICES OF CAMPBELL & CLARK,
Kansas City, Mo., March 15, 196d.

Hon. OREN Hems,
House Office Building, Washington, D.C.
DEes SIR: At the request of one of the attorneys representing the Government
in the hearings before the subcommittee investigating the rating services, I am
enclosing herewith the following information. The last known address of Mrs.
Gladys Brown was 2821 South Ninth Street, Kansas City, Mo. The last known
address of Thelma Melborne was 611 North Pine, Olathe, Kans.
In regard to the Tampa and Pine Bluff surveys, Mr. West advises line that
he had given to you all of the information he had on these two markets when the
investigators were here in Kansas City. He further stated that they did not
sell any reports to any stations in either of these markets on the dates indicated
by the attorney. You have, therefore, the only information which they have
as to fieldworkers and certification of payments.
I am writing this letter for Mr. Collet who has been out of the city for the
past several days. If there is any further information that we can secure for
you, please do not hesitate to call on us.
Very truly yours,
JAMES E.CAMPBELL.
M AY 2, 1963.
JAMES E.CAMPBELL, Esq.,
Campbell d Clark, 2205 Bryant Building,
Kansas City, Mo.
DEAR Mu. CAMPBELL: This is in answer to the letter you wrote to Chairman
Harris on March 16, 1963. Please excuse our delay in answering the letter which
affected a phase of the hearing. I shall send a copy of this letter to Mr. West of
Conlan.
May I point out to you and Mr. West that information was introduced into
the record which clearly showed that two stations in the Tampa- St. Petersburg
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market had been informed in February 1961, that each was first in one of
these specific sections of the market.
Your letter indicates that clearly no
interviewing was done when these stations were informed they were first. The
only possible conclusion which can be drawn, since no other interviewing was
done in Tampa- St. Petersburg is that when Conlon informs a station that it
is first in a market—in fact no interviewing has been done. Since the identical
situation exists in relation to Pine Bluff the above statement applies.
If either you or Mr. West have any comments concerning my opinion please
inform me; otherwise this shall go into our report to the committee and
probably into the report of the committee.
Sincerely yours,
ROBERT E.L.RICHARDSON, Staff Attorney.

HOUSE OF REPRESENTATIVES,
SPECIAL SUBCOM MITTEE ON INVESTIGATIONS
OF THE COMMITTEE ON INTERSTATE AND FOREIGN COMMERCE,
Washington, D.C., June 26, 1963.
Registered Mail.
Return Receipt Requested.
Mr. ROBERT E. WEST,
President, Robert S. Centel' if Associates,
Kansas City, Mo.
DEAR MR. WEST: Your law firm of Campbell & Clark sent a letter to Chairman
Harris of this subcommittee on March 15, 1963, in which Mr. James E. Campbell
stated that you had advised him that you had given all the information on
Tampa- St. Petersburg, Fla., and Tucson, Ariz., to the staff when we were in
Kansas City.
This disagrees with your testimony of March 12, 1963, wherein you testified
that you had supplied the interviewers' names for only those surveys actually
sold. In answer to a question asked on page 888 of the transcript concerning
your supplying this information you stated: "* * * Isaid Iwould furnish them
to you." Later at page 889 after stating you had not had time to supply the
information, in answer to a question as to whether you would furnish the information to the subcommittee you stated: " Be glad to."
On May 2, 1963, 1 sent a letter to Mr. Campbell, a carbon copy of which was
sent to you, wherein I stated that the only possible conclusion which could be
drawn since you had supplied the information that no other Interviewing had
been done in Tampa- St Petersburg, Fla., and Pine Bluff, Ark., is that when
Conlan informs a station that it is first in the market no field interviewing has
been done. In other words, Mr. West, the conclusion is that the survey is written
up in your office without any field work having been completed.
I have not received an answer to my letter dated May 2, 1963, from either
you or Mr. Campbell. Since this material was to be supplied for the record the
two letters which I have just mentioned to you and this letter will be included
In the record.
If you have any information contrary to the statements in these three letters
please inform the subcommittee immediately.
Sincerely,
ROBERT E.L.RICHARDSON,
Associate Counsel.

Mr. Iticimansox. Thank you, Mr. Chairman. Yesterday, it was
discovered that a survey supposedly done in the Tampa market in
November of 1960 by aMrs. Moore was questionable.
Now, this is the slip you were speaking of this morning; is that not
correct, Mrs. Jones?
Mrs. JONES. Yes; that is what we call afield slip.
Mr. RICHARDSON. What does it say on the back of Mrs. Moore's
field slip?
Mrs. JONES. It says, " 1,160 complete and OK."
That means her work was all right.
Mr. RICHARDSON. You weren't here and have not read the record
of yesterday, but it would appear Mrs. Moore moved from this ad-
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dress 2years prior to the time the work was done. Further, she has
married, her name has changed, and would you be surprised if she
stated she has not done a survey for Conlan or Verifak since 1949
in Altoona, Pa. ?
Mrs. JONES. Icould not verify that or otherwise. Iwould have to
look up the records.
Mr. RicnennsoN. You were asked, as well as supplying this slip,
to supply acancelled check or verification that she was paid.
Mrs. JONES. We were asked to supply the canceled checks, and
that is all.
Mr. RICHARDSON. We have averification slip from Mrs. Edwards, of
Tucson, here so you were asked to supply either.
That information as far as Mrs. Moore is concerned was not the
information supplied to the subcommittee.
Mrs. JONES. Iwould have to check further to see if that is, as Isay,
may be recorded on the wrong field slip.
Mr. RICHARDSON. Mr. West, would you identify this letter ?
Mr. W EST. Yes.
Mr. RICHARDSON. ISit your letter ?
Mr. WEST. It certainly is.
Mr. RICHARDSON. Would you read it, please?
Mr. W EST (
reading) :
As requested during your visit here—

this is December 1, 1961.
MT. STUART C.Ross,
Room 315, George Washington Inn,
New Jersey Avenue and C Street SE., Washington, D.C.
DEAR M R. Ross: As requested during your visit here with us, I am attaching
herewith canceled checks on field salaries; No. 2, copy of original sales contract; No. 3, fieldworkers' file slips; No. 4, fieldwork on Anniston, Ala.; No. 5,
fieldwork on Athens, Ga.
Additional photostats of canceled checks and receipts for cash payment are
forthcoming, as well as the Conlan over-40 tax returns. I am also in the
process of gathering correspondence, etc., which will act as proof that we do not
make stations first place because they request it or because they buy our service.
I believe that this is the information which you requested. In the event that
Ihave overlooked anything, please let me know.
Thanking you for your cooperation and assuring you of ours at all times, Iam,
Sincerely.

Mr. RICHARDSON. Mr. West, after that, you supplied us certain
pieces of information like the one here. However, never did the
committee receive any information on an A. S. Moore or any other
woman from the market of Tampa and/or St. Petersburg, Fla.
Mr. WEST. That is right.
Mr. RICHARDSON. When Mr. Ross was in your office, he asked you
for interviewing slips on all interviewers you had records on for
Tampa/St. Petersburg; is that correct ?
Mr. W EST. No, sir he looked them up himself.
Mrs. JONES. That is right.
Mr. W EST. He did not ask us for them.
Mr. RICHARDSON. Would you identify these two slips?
Mr. JONES. Yes; Iwould say—
Mr. RICHARDSON. Those are two other interviewers?
The CHAIRMAN. What are they, if you identified them?
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Mrs. JONES. They are a copy of our field slips, which we file, we
have in afile.
The CHAIRMAN. What is on them ?
Mr. Joins. The person's name, their telephone number, their
address.
The CHAIRMAN. What is the person's name?
Mrs. JONES. Patricia F. Hasty and Dorothy B. Payne.
The CHAIRMAN. Who are they?
Mrs. JONES. They live in Tampa, Fla.
The CHAIRMAN. What does it mean ?
Mrs. JONES. That means they are available for this work and do
this type of work, telephone work or research work.
The CHAIRMAN. Did they work for you ?
Mrs. JONES. According to the back of these sheets, no; they have
not.
Mr. RicuminsoN. Thank you, Mr. Chairman. Mrs. Jones, would
it surprise you to learn that the staff checked with these three women
and many other interviewing women who do this type of work in
Tampa and St. Petersburg and have never found awoman who has
done work for your organization ?
Mr. WEST. You have never found a woman who has done a survey—
Mr. RiciiminsoN. ln Tampa and St. Petersburg, Fla.
Mrs. JONES. It could be. As far as you contacting people, Idon't
doubt your word. But I know we have had people do work in
Tampa/St. Petersburg.
Mr. RICHARDSON. Clearwater is aseparate market, is it not?
M TS. JONES. Yes.
Mr. RICHARDSON. We did find people who had done work in Clearwater.
Mr. W EST. Ithought that was aseparate market.
Mrs. JONES. It all depends on the station's request whether it is a
separate market or included in Tampa/St. Petersburg.
Mr. RICHARDSON. Would you identify this information?
Mrs. JONES. Do you want me to state what. it is ?
Mr. RICHARDSON. Yes.
Mrs. JONES. It is aletter to the State employment service at Clearwater, Fla.
Mr. RICHARDSON. Would you indicate where the survey was to be
conducted ?
Mrs. JONES. This particular operator was to use aClearwater telephone directory.
M T. W EST. Be sure of it.
Mr. RICHARDSON. Would you sell a survey for Tampa/St. Petersburg when awoman had done interviewing o
.illy in Clearwater, Fla.?
Would you sell from this interviewing a Tampa or St. Petersburg
survey ?
Mrs. JONES. Not unless the station particularly requested they
wanted Clearwater done in a survey. They have aright to ask for
what city they want surveyed.
Mr. RICHARDSON. Would it bear the title of the Tampa survey?
Mrs. JONES If it did, the forwarding of the thing should bear the
words that it was done in Clearwater.
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Mr. RICHARDSON. Imean if all the calling was done in Clearwater?
Mrs. JONES. No.
Mr. WEST. Possibly, Tampa and St. Petersburg could be called
from Clearwater without a toll charge.
Mr. RICHARDSON. Could you tell me whether any toll calls are made
by your interviewers?
Mrs. JONES. No; they are instructed to make calls from a non toll
telephone.
Mr. RICHARDSON. Your company does not make toll calls?
Mrs. JONES. That is right.
Mr. RICHARDSON. Let's leave Florida and move on to Tucson, Ariz.
In Tucson, according to your list, Conlan made surveys—tell me
if Iam correct—in July of 1960.
Mrs. JONES. According to that statement right there, which I have
taken from the books, I would say it is right. I cannot remember
from memory.
Mr. RICHARDSON. August 1960?
Mrs. JorrEs. If it is on there, Iwould say " Yes."
M T. RICHARDSON. October 1960?
Mrs. JONES. Yes.
Mr. RICHARDSON. November 1960?
Mrs. Jorms. Yes.
Mr. RICHARDSON. December 1960?
Mrs. JONES. That is right.
Mr. RICHARDSON. January 1961 ? Is that correct?
Mrs. JONES. Yes; as Isay.
Mr. RicHniu3sox. For Verifak, according to these records, in May of
1960, asurvey was made?
Mrs. JONES. Yes.
Mr. RICHARDSON. In February of 1961, a Verifak survey was
made ?
Mrs. JONES. Yes.
Mr. RICHARDSON. Let us look briefly at this survey which we went
over yesterday, and I will go back since you weren't here—we went
over a Tucson survey ostensibly done in January of 1960 by Mrs.
Broad. A question was asked of Mr. West as to whether he would
be surprised if Mrs. Broad had said she had only made one survey
for your company and had a very difficult time getting paid. The
records show you have only one canceled check for Mrs. Broad. She
is down there for two surveys; is that correct?
Mrs. JONES. That is what it says; yes.
Mr. RicHnitosoN. In relation to Mrs. Edwards, you sent us and I
furnish you a copy of a verification for a survey she said she did
in July 1960. This is the only record you have sent on Mrs. Edwards
to the subcommittee. Would you tell us how many surveys Mrs.
Edwards did in that market ?
Mrs. JONES. According to that, there are two there.
Mr. IticnnansoN. Would you be surprised if Mrs. Edwards said
she had only done one survey for Tucson?
Mrs. JONES. No; Ibeg to differ there.
Mr. RICHARDSON. Do you have verification which you have supplied
to the subcommittee where she did more than one?
Mrs. JoxEs. No; but Iwould see what Icould do about getting it,
because I know better than that.
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Mr. RictrAansox. Did you not see what you could do about getting
it by writing these letters in 1962?
Mrs. JONES. Yes; but we asked for that particular one, that particular survey, which is that one.
You should have had acanceled check for the other one.
Mr. RICHARDSON. Would you check and see if Mr. West supplied
us with acanceled check for the other one? If he did, it must have
been lost in the mails.
Mrs. JONES. It is my assumption that the check is for one survey
and this case deal is the other one.
Mr. RICHARDSON. Iam asking where the canceled check is. This is
to Mrs. Gertin. This is not to Mrs. Edwards.
Mr. W EST. Could Iask aquestion?
Mr. RICHARDSON. Ask it for the record.
Mr. W EST. I think yesterday when we were talking about this
subject, I think Mr. Richardson said that we had only sent them
photostatic copies of two cash receipts slips on this particular list,
and I—if we did send them only two, then there are several here
that they did not get aphotostatic copy for.
Mr. RICHARDSON. Would not the answer have been only two from
these particular markets, being Tucson, Ariz., and Tampa-St. Petersburg, Fla.?
Mr. W EST. That is possibly
Mr. RICHARDSON. Oh, yes; we have the copies from the other
markets.
Mr. W EST. Ijust wanted to be sure you had them.
Mr. RICHARDSON. Now, then, Mrs. Jones, your interviewers listed
on this Tucson Verifak survey for 1961, February of 1961, were Mrs.
Billie Armstrong and Mrs. Rosalind Hulnick; is that correct?
Mrs. JONES. That is correct; yes.
Mr. RICHARDSON. In relation to these women, would you identify
that letter which you wrote for the record?
(Mrs. Jones nods.)
Mr. RICHARDSON. Was areceipt returned to you by Mrs. Armstrong?
Mrs. JONES. Well, Ireally do not know. Ican't say.
Mr. RICHARDSON. It is pretty obvious it wasn't if that is acopy of it;
isn't it ?
Mrs. JONES. Is this what we sent to her?
This particular letter?
Mr. RICHARDSON. YOU just identified it as such.
Mr. W EST. Why was not this letter signed? That is my question.
Mr. RICHARDSON. Would you read the letter for the record ?
Mrs. JONES (
reading) :
Our field records indicate that you conducted a survey for us in 1961 for the
amount of $22.50. However, we cannot find a canceled check for payment; therefore, we assume payment was made in cash. Therefore, we would appreciate it
if you would sign the attached payment verification for our records. A stamped
return envelope is enclosed for your convenience.

Mr. RICHARDSON. Mrs. Armstrong gave the copy of your letter to the
subcommittee.
Now, in relation to this, Mrs. Hulnick was also another woman on
this survey. Our records show, unless it was lost in the mails again,
that you supplied no information about either one of the women who
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did this survey insofar as canceled checks or verifications are concerned. Could you verify that ?
M TS. JONES. No ; I—
Mr. RicHARnsme. If you have arecord on this, we would be glad to
see it.
(Mr. West points to interviewer list.)
Mr. RICHARDSON. This is Mrs. Huckaber. That is not the same as
Mrs. Hulnick. Tha tis not Tucson, either, is it, Mr. West ?
Mr. W EST. NO.
Mr. RICHARDSON. Would you be surprised, Mrs. Jones, to learn that
both of these women have signed sworn statements to the effect that
they have not done that. survey? And would you be surprised to learn
Mrs. Hulnick was in traction that month and could not move from the
bed ?
Mrs. JONES. Iwould have to look up the record. Icould not, state
that from memory.
Mr. RICHARDSON. This list came from your records.
Mr. West, has furnished to this committee verification for the
following surveys.
In Tucson, Ariz.—the survey done in July of 1960—you have verification for both of these women, either by check or 1w statement.. A.
statement from Mrs. Edwards and acanceled check frCini Mrs. Bruckner. In August 1960—and we have acopy of that survey which was
sold to KAIR—Mrs. Edwards has stated to the committee staff that she
did not do this survey and you have no records stating that she did
it.
Moving to the next survey, the one for October 1960, no information
has been supplied for the records as far as Mrs. Girten's having done
this survey. Only the survey done by Mrs. Girten in December of 1960,
which is this canceled check.
.paid in.January 1962, was supplied to the
connnittee. So we have no record for the Conlan October survey
which was done in Tucson.
We have acopy of that survey which was sold in interstate commerce.
Mr. W EST. This reflects—this is for the record, sir—this Tucson,
Ariz., states, according to this list, and Iassume that it is correct, that
they requested information on 1, 2, 3, 4, 5, 6, surveys
Mr. RICHARDSON. Seven.
Mr. W EST. Seven—six.
Mr. RicHnunsoN. Right. On this one. And two here.
Mr. W EST. And two here—eight.
Now, how many of these did—I don't know. That is why I am
asking you. How many of these did we produce checks on, and receipts, or how many didn't we ?
Mr. RICIIARDSON. That is what I am explaining to you. We explained to you that we had acheck and areceipt for the July survey.
August, the woman said she didn't do it. You have furnished us no
information on it.
October, the woman said she didn't do it, you have furnished us no
information.
November 1960, Mrs. Broad said she did this survey.
December 1960—this is an interesting situation. First Mrs. Girten
informed us she did not do this. Then later when you mailed her a
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check in January 1962 and she received it and signed it, she decided
she would take the $22.
Mrs. JONES. She decided she did.
Mr. RICIIARDSON. Then in January 1961, Mrs. Broad definitely
states she could not have done a survey. So out of these six, we
have three surveys the women definitely say they did not do. We
have checked with all the other surveyors you gave us for this market
and none of them did these survey's.
Let's look at the Tucson Verifak surveys.
You have furnished information for Mrs. Girten having done this
1960 survey for KTKT in Tucson, Ariz.
Concerning the February 1961 Verifak survey, Mrs. Hulnick stated
she did only asurvey in 1959, and did not do this one.
Mrs. Armstrong signed asworn statement that she did not do this
Verifak survey. Both of the women stated they did not do it and
Mrs. Hulnick was in traction in the hospital when the work was supposedly done.
So we have eight surveys, four of them definitely, at least, from the
staff investigation and from what records you can show us, were
not done. And only half of the interviewing for another one was
done.
Mr. WEsT. Just asecond, sir; Iwish to dispute that.
Mr. RICHARDSON. Fine.
Mr. W EST. You were furnished areceipt on this survey.
Mr. RicirAansox. 1Vere we furnished areceipt on the survey?
Mr. WEST. Yes; you said you were, by Mrs. Girten.
Mr. ROGERS of Florida. Which survey ?
Mr. W EST. This is Tucson, Ariz., sir, May 1960.
Mr. RICHARDSON. We did not receive from you any information.
Mrs. Girten said she had done some surveys in the past. This could
possibly be one of them. But none were done after this time.
Mr. W EST. That is one.
Mr. RICHARDSON. That is ahalf of one.
Mr. W EST. We did field work on this survey, did we not?
Mr. RICHARDSON. Possibly for half of it. Mrs. Hulnick said no,
Mrs. Girten didn't know.
Mr. W EST. Ithink it is confirmed it is right, is it not ?
Mr. RICHARDSON. It is not confirmed; we have no records you have
sent to us.
M T. W EST. That is two.
Mr. RICHARDSON. That is one.
Mr. W EST. Iwill let you handle this.
Mr. RICHARDSON. How many of these have you furnished us
receipts for ?
Mr. W EST. Idon't know.
Mr. RICHARDSON. Mrs. Girten stated that she has done some in the
past; she could have done this one.
Now, Ihave stated to you, and we certainly will be glad to produce
these women to testify, if need be, that these two women very definitely
stated they did not do these surveys. You have never been able to
supply to the committee to date any information where these surveys
were done.
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The same situation goes with Mrs. Phyllis Broad for the January
1961, survey; for the October 1960 survey by Mrs. Girten and for
the August survey by Mrs. Edwards.
Now, the same situation existed in Tampa/St. Petersburg, Fla.
We have nine surveys. Out of these nine surveys, we have asituation
where three and ahalf of them were done by women you have supplied
us records for.
Mr. W EST. Iwish, for the record, if he could make atabulation on
each one of these and show where a receipt—I am probably out of
order, sir.
Mr. Moss. Mr. West, a tabulation for the record has been made.
Whether or not you have grasped it, it is very clear for the record.
Mr. W EST. It is not clear to me.
Mr. Moss. The committee is interested in having clarity for the
purposes of the record.
Mr. RICHARDSON. Did we not go through these yesterday except
for Mrs. Armstrong?
Mr. W EST. No, sir; we did not. We went through Tucson, Ariz.,
and Tampa, Fla.
Mr. RICHARDSON. That is all we are going through now. Did we
not go through these and the cancelled checks and did Inot show you
your interviewing sheets ?
Mr. W EST. No, sir; we did not.
Mr. RICHARDSON. The ones you furnished to the committee, did
we not ?
Mr. W EST. Idon't remember.
Mr. RICHARDSON. The record will show.
Mr. Moss. Mr. West, the records the committee staff is working
from are the records you gave in response to demands from their
committee.
They are correct to the extent that your records are correct. They
can reflect nothing else.
Mr. W EST. Then that is all that matters, sir.
Mr. RICHARDSON. Then out of the surveys in only two markets
checked by the subcommittee; from all the interviewers we could
find for those markets that you could give us; from your canceled
checks, what-have-you; less than half of the surveys were actually
done, from anything supplied by your company.
Mr. W EST. If that is what your records show and what we supplied
you show, yes.
Mr. RICHARDSON. Mr. West, isn't it true that on many occasions—
half the time—these surveys were made up in the office at Kansas City
and no actual field work was done? Iask you to consult with your
attorney before you answer that question.
Mr. W EST. Would you repeat your question ?
Mr. RICHARDSON. Since your records show and since these women
have told the staff they didn't do the work, were not in fact these
surveys produced by writing figures in abook in Kansas City?
Iask you to consult with your attorney and have him inform you
of the seriousness of your answer to this question.
You had better explain to him what he is faced with, Counsel.
(Off the record discussion.)
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Mr. W EST. In reply to that, not to my recollection or to the best
of my knowledge, yes, sir.
Mr. RICHARDSON. May he go ahead, then, and answer this question ?
Mr. W EST. Isaid not to the best of my recollection and knowledge.
Mr. RICHARDSON. Would you state from your records and the information supplied here, a more clear answer than that?
Mr. W EST. Well, I assure you, sir, that this looks very incriminating. I realize that, and Iwill assure you we have done the very best
we can to furnish you with this information. Certainly, we have.
And I think what you have produced here is evidence that we have
tried our best to furnish this to you.
Mr. RICHARDSON. Wouldn't you say, Mr. West, that what we have
produced here in checking only two markets is the fact that we can't
find, even from checking all the women in the field or from you, that
you have done over half of the surveys ? Would you answer the question yes or no, as to whether or not you do all the surveys you sell,
or whether or not some of them are produced in the office in Kansas
City and no field work is done
The CHAIRMAN. Mr. West, the question is very simple. You may
attempt to answer it or not.
Mr. W EST. Iwish to answer, sure.
The CHAIRMAN. The question is, Are any part of these surveys made
up in your office in Kansas City without having been made from
surveys in the field ?
Mr. COLLET. From any field notes. I take it that is your question,
Mr. Chairman ?
Mr. W EST. Well, sir, Iexplained yesterday, to the best of my knowledge, that this sample does not necessarily represent the—
The CHAIRMAN. That is not the question, Mr. West. We want the
question from you and Mrs. Jones: Do you make up these surveys
from the information you get in the field, or are they made up in your
office ?
M T. W EST. Iwould say "No."
Mr. RICHARDSON. Mrs. Jones, you are in charge of the production
of these surveys and you produce two aday and you do all the tabulating for them, you do all the field work checking
Mrs. JONES. Not by myself.
Mr. RICHARDSON. Mr. West was wrong yesterday ?
Mr. W EST. Idid not say she did it herself.
Mr. RICHARDSON. Mrs. Jones, you are basically in charge of fieldwork. Conlan and Verifak have.sold these surveys in interstate commerce. You have just heard the information presented as to what the
interviewers stated and what your records show. Would you now
state, and you may consult with your attorney, whether or not this
fieldwork was actually done, on this or any other surveys you actually
sold?
Mr..IoNts. No.
The question is. if Ihave made any surveys without. fieldwork, and
my answer is " No. Is t
hat clear ?
Mr. Moss. Mr. Chairman, without any fieldwork—have you made
any surveys—these surveys, because I am not interested in those we
have not discussed—but the surveys that are included on the list you
99 942- fin
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supplied to the committee, were any of these made without the field
survey work by the persons listed in the information you gave us ?
Mrs. JONES. By those particular persons, I—he wants to know if we
published any of those particular surveys without fieldwork from
those particular people.
Mr. RICHARDSON. .
At this particular time.
Mrs. Jos. At that particular time.
Iwould say that we did not publish the surveys without fieldwork.
If there is an error—
Mr. Moss. That is not what Iasked you. Iwant aspecific answer
to a very, very specific question. Remember that this question is
based on the information supplied this committee by you, information
reflecting the fact as contained in your records.
Mrs. JONES. Now, there, if Imade amistake in copying down one
of those names, not intentionally, that is on that sheet of paper, that
is what he wants me to say, definitely that those people, those particular people made that fieldwork.
Isn't that what it is?
Mr. COLLET. Do you want me to consult with her?
Mr. Moss. Yes.
Mr. COLLET. May the reporter read the question ?
Mr. Moss. The reporter can read the question back.
(Question read.)
Mrs. JONES. Idon't want, to refuse to answer it, but Idon't want to
make the wrong answer.
The CHAIRMAN. Do you understand the question, Mrs. Jones ?
Mrs. JONES. Yes; Iunderstand.
Well, to the best of my knowledge, we had fieldwork on those particular surveys.
Mr. Moss. Now, to the best of your knowledge
Mrs. JONES. As to these particular people, I could have made a
mistake.
Mr. Moss. Did you supply this to the committee?
Mrs. JONES. Idid, but Icould very well make amistake.
Mr. Moss. Did you take these from the records, the contemporary
records in your office?
Mrs. Jorms. That is right.
Mr. Moss. We are talking about surveys in Tucson, Ariz., from
July 1960 to January 1961, atotal of six surveys and atotal of seven
persons individually contended to have been employed to do those
surveys.
Mrs. JONES. That is right.
Mr. Moss. Then we have two, May 1960 and February 1961, on
Verifak surveys, each listing two interviewers. Now, these come only
from your records. The committee staff did not manufacture this.
You will stipulate that?
Mrs. JONES. That is right.
We have them on file.
Mr. Moss. They have withheld nothing you gave them; you gave
them nothing beyond this.
Mrs. JONES. That is right.
Mr. Moss. Now, you have testified you keep correct records.
Mrs. JONES. To the best of my ability, yes; but Iam liable to make
mistakes like everyone else.
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Mr. Moss. Five times out of nine?
Well, let's shorten this. Have you ever sold or offered for sale a
survey where the fieldwork as represented, covering the specific period
contained in the survey, was not in fact performed in the field by an
identifiable person?
Mrs. JONES. Iwould say that we have never published asurvey without fieldwork.
Now, then, my ability to identify the particular person
Mr. Moss. Let's first go back. Fieldwork performed within the
period contained in the survey by persons in your employ.
Mrs. JONES. Well, we have current fieldwork on every survey
Mr. Moss. That is not what Iasked you. Iam asking you now for a
specific yes-or-no answer.
It is not necessary at this point to be equivocal. You can answer that
yes or no.
There is no other answer.
Mr. COLLET. Miss Reporter, would you read the question back?
(Question read.)
Mrs. JONES. In other words, Iam supposed to put my finger on the
particular person who did that work?
(Discussion off the record.)
Mrs. Jos. Iwould say in the majority of the times Icould identify
the individual who did the fieldwork on a particular time in a particular city.
Mr. Moss. That is not the question Iasked you.
Mrs. Jos. Do you want me to answer yes or no to aquestion that
has acouple of answers ?
Mr. Moss. There is no other way you can answer it. You did or
you did not.
Mrs. JONES. We did the fieldwork. Whether or not Ican
Mr. Moss. This is not what Iasked you. You have heard the question. You have had it repeated to you.
Mrs. JONES. There could be times that we did surveys that Iwould
not be able to identify the person who did it.
Mr. Moss. Why would you not?
Mrs. JONES. Just because of error in the records.
Mr. Moss. Five times out of nine ?
Mrs. JONES. No, Iwould not say that.
Mr. Moss. The answer is "Yes," is it not?
Mrs. JONES. Using the word "identifiable," yes.
Mr. Moss. That is what Ithink is necessary, if you are offering
something for sale based upon apersonal service, that to establish the
fact that the service was ever rendered, you must be able to reasonably identify the person, and in five times out of nine here, we find
that that is not the case. So you have sold without being able to
identify.
And how quickly do you destroy the fieldwork received from these
surveyors ?
Mrs. JONES. Well, it varies, I would say, from amonth, maybe 2
months. The actual fieldwork, actual fiela. sheets.
Mr. Moss. Idon't know whether they are sheets or summaries or
how they come to you, whether they give you arecording disc where
they have dictated it, or how they do it. But the record.
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Mrs. JONES. The actual fieldwork is destroyed, I would say, in a
month, between 1 and 3 months, probably, but the figures are kept
on an individual sheet, year to yea r.
Mr. Moss. The figures of the surveys are kept on asheet ?
Mrs. JosEs. Well, yes, it is what we call an
Mr. Moss. The fieldwork, the basic work from the interviewer, is
not kept ?
Mrs. JONES. No.
Mr. Moss. Do you have apolicy controlling the length of time the
basic fieldwork is retained in your file ?
Mrs. JONES. We have no particular policy; no.
Mr. Moss. Now we have a divergence of opinion between you and
your partner, because yesterday Mr. West indicated that some of the
fieldwork might 'be destroyed; today, it is kept,.
Mrs. JONES. Isaid we have no policy on how long we keep it.
Mr. Moss. You said amonth, 3months.
Mrs. JONES. It could be from amonth to 3months; it varies.
Mr. Moss. Could it be from afew hours to afew days ?
Mrs. JONES. Well, no.
Mr. Moss. Mr. West said it, might, be destroyed the saine day.
Mrs. JONES. Well, yes; it could.
Mr. Moss. Then it could be amatter of a few hours, a few days, or
amonth or 3months, whenever fancy dictates ?
Mrs. JONES. That is right. We have no-Mr. Moss. There is no policy ?
Mrs. JONES. No.
Mr. RtettAansox. Thank you, Congressman Moss. Mr. Chairman,
Ihave one more thing for the record.
Mr. West, would you identify that letter? Say whether or not it is
your letter ?
Mr. W EsT. Iam sure it is; yes.
Mr. RICHARDSON. Give the date the letter was written and read it.
Mr. W EST. June 19, 1961. It is addressed to Thomas J. Wallace,
Jr., Station KAIR, Tucson, Ariz.
DEAR Ma. W ALLACE: Attached herewith is the requested verification of the
surveys made for Mr. Barrington in behalf of KAIR. Had we known that you
needed this certification, we would have been glad to have sent it long ago.
Looking forward to receipt of payment on these surveys and assuring you
and your station of our cooperation at all times.
Iam,
Cordially.

Mr. RICHARDSON. Would you look at the attachment to it? Would
you read everything on the page, other than the title, into the record?
Mr. W EST (reading) :
STATE OF M ISSOURI
County of Jackson
Before me, the undersigned notary, whose commission is valid and bonded,
personally appeared Robert E. West, president, known to be a duly elected
officer of Robert S. Conlan Associates, Inc., having been duly sworn by me, deposes and says that the following Tucson, Ariz. radio surveys, dated October
1960, December 1960, February 1961, were duly conducted under the prescribed
standards procedure by coincidental telephone and of the number of calls shown
and published in each of the above-dated reports, and that radio station HAIR
was subscriber by order of their manager, Mr. Ron Barrington, and that all of
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the above surveys were delivered to the said manager, and invoices rendered as
shown by the attached duplicate invoices, herewith attached.
Witness my hand and seal, this 28th day of June 1961.
H ARRY E.JONES,
Notary Public in and for the County of Johnson, State of Kansas.
My commission expires February 1, 1964.

Mr. RICHARDSON. Is it not interesting, Mr. West, that you swore to
this in the State of Missouri, County of Jackson, and had it notarized
by anotary from the State of Kansas, County of Johnson, in Missouri ?
Mr. W EST. What was your question? Isn't it what, sir?
Mr. RicitAnDsox. Would you consider this valid, since you swore
to something in the State of Missouri under anotary not licensed in
Missouri, but in the State of Kansas?
Mr. W EST. Could I ask my attorney if it is valid? I don't know
if it is valid or not..
M E. RICHARDSON. Yes.
(Discussion off the record.)
Mr. WEST. I live in Johnson County, sir, and apparently, I liad
it notarized in Johnson County.
Mr. RicimansoN. Two of these surveys, the October survey and the
February survey, actually the ones for which the fieldwork was done
in January, are two of the surveys under discussion here today, correct ?
Mr. W EST. That is correct.
Mr. RICHARDSON. Mr. Chairman, that is all the questions I have.
The CHAIRMAN. We have been over this and I do not want to
belabor it, but Ido want to pin it down for my own information.
Mrs. Jones, or you, Mr. West, or both of you, on Conlan surveys,
Tucson, Ariz., on your record supplied to the committee, you show
that in November 1960, a survey was made for KAIR, job No. 8039,
by Phyllis F. Broad, 5118 East 26th Street.
Was that survey made?
Mrs. JONES. It was definitely made; yes.
The CHAIRMAN. And paid for?
Mrs. JONES. To the best of my knowledge; yes.
The CHAIRMAN. Now, that was on an S-17, according to the record.
Mrs. JONES. Yes.
The CHAIRMAN. You got afee of $145, is that right?
Mrs. JONES. If it is there.
The CHAIRMAN. You have 2,500 out—after S-17.
Mrs. JONES. We got 2,500 what? Idid not understand you.
The CHAIRMAN. 2,500. What does that stand for?
Mrs..Torir.s. Idon't know. That is not my notation.
Mr. W EST. Oh. Isee, those are your noteions.
Mr. Ross. No; they are not. The figures are yours.
The CitmamAx. That means 2,500 calls?
Mrs. JONES. Yes.
The CHAIRMAN. That is provided by S-17, is it not, as I understand the procedure?
Mrs. JONES. Approximately.
The CHAIRMAN. Now, your records show in January 1961. for
KAIR, job No. 8041, Phyllis F. Broad, 5118 East 26th Street—you
say that is correct?
Mrs. JoxEs. Yes. that is what is on here.
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The CHAIRMAN. Was that survey made by her?
Mrs. JONES. Yes, it was made. Icould be mistaken that it was not
made by her, but it was made by somebody.
The CHAIRMAN. You said this was made by her.
Mrs. JONES. According to our records, or if Ididn't make the mistake of copying it out of our records.
The CHAIRMAN. Well, you only know, Idon't. Iam just trying to
find out. Was it made or not?
Mrs. JONES. The survey was made, yes.
The CHAIRMAN. By Mrs. Broad?
Mrs. JONES. Iwould say according to this page, yes, but Iwould
not swear that it is right. I could have made amistake in putting
that name down there.
The CHAIRMAN. Then if you would not swear that it is right, you
would have, then, to admit that this entry was entered without its
being correct?
Mrs. JONES. No, it could be erroneously entered. Iwould not say
that Ideliberately wrote down awrong name.
The CHAIRMAN. It is there, isn't it ?
Mrs. JONES. Yes.
The CHAIRMAN. And you or someone under your direction wrote
it down?
Mrs. JONES. Yes.
The CHAIRMAN. Now, for that afee was paid, $145, right?
Mrs. JONES. That is what is written on here; yes.
The CHAIRMAN. That is for an S-17, astandard procedure, 2,500?
True or not?
Mrs. JONES. Yes; that is what is written here.
The CHAIRMAN. Whether it was made or not, regardless of how it
was entered, it was on that representation that you collected $145
from KAIR. Is that true or not?
Mrs. JONES. Well, we were supposed to have collected. Whether
we have collected or not, Idon't know.
Mr. W EST. Ithink we did; yes, sir. Iam pretty sure we collected.
The CHAIRMAN. Any questions?
Mr. Younger?
Mr. YOUNGER. Mr. West, how long has Conlan been in business?
Mr. W EST. Ibelieve they have been in business since 1935, sir.
Mr. YOUNGER. How experienced are your interviewers ?
Mr. W EST. Icould not answer that, sir. That is in her department.
Mrs. JONES. Well, the interviewers which we have we have had and
accumulated over the years. They not only work for us, they work
for other research companies, too, or interviewing companies. Imean
that is what their line of work is. They don't work for just us alone.
Mr. YOUNGER. Yesterday, Ihad one of your reports, which Idon't
find today. It had astatement in the front of it to the effect that your
interviewers had from 5years to 20 years experience.
Mrs. JONES. Well, we have discontinued that standard procedure.
That was what came along with the business when we bought it. I
do not think that is in the reports any more. But then our accumulation of fieldwork has been over the years, I would say, as long as
the Conlans have been in business have these fieldworkers been
accumulated.
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Mr. YOUNGER. I was rather struck with that statement that appeared in one of the reports yesterday, and then at the same time, in
the ease of Mrs. Broad, you secured her employment through an employment agency.
Mrs. JONES. That happens at times, yes, as Isay. If the people we
have are not available for that particular time, then we have to go to
other sources to hire fieldworkers.
Mr. YOUNGER. But you have discontinued the statement that all of
your people have at least 5years?
Mrs. JONES. Yes.
Mr. W EST. Pardon me, sir. Ibelieve—Imay be incorrect on this—
but Ithink the statement you are referring to was that the tabulating
department and so forth had that experience. Iam not sure that it
referred to fieldworkers. It may have.
MT. YOUNGER. Yes, it did.
Mr. W EST. All right.
Mr. YOUNGER. That is all, Mr. Chairman.
The CHAIRMAN. Mr. Rogers?
Mr. ROGERS of Florida. Mrs. Jones, Ibelieve it was testified to yesterday that you are the bookkeeper for the busine-ss; is that correct?
Mrs. JONES. That is right, as far as entering the disbursements
and—
Mr. ROGERS of Florida. As far as what?
Mrs. JONES. As aday-to-day bookeeper, yes.
Mr. ROGERS of Florida. You get the field reports, and from these
field reports, you make up the figures that are put in the survey.
Mrs. JONES. State that again ? Ididn't understand.
Mr. ROGERS of Florida. Isaid from the field reports, too, you get
the data that is sent in by the field reports and then translate that
into the survey reports ?
Mrs. JONES. Well, Isupervise it. Idon't particularly do it all by
myself.
Mr. Rooms of Florida. Well, who helps you?
Mrs. JONES. We have three girls in the office.
Mr. ROGERS of Florida. What are their names ?
Mrs. JONES. Reva Jean Peck, Myrna Shreve, and Sandra White.
Mr. ROGERS of Florida. And they are responsible for doing this?
Mrs. JONES. Yes, sir, under my supervision.
Mr. ROGERS of Florida. How closely do you supervise them?
Mrs. JONES. Well, Iwould say very close, because Ilook at the fieldwork when it is in, when it is brought in. It is edited and it is tabulated, and I check the tabulations, and then it is copied over to a
penciled form which it is typed from. That is also checked. Then
the report is typed and then that is checked before it is printed.
Mr. ROGERS of Florida. So you do all checking. You might actually let them transcribe figures, but you check it ?
Mrs. JoxEs. Yes.
Mr. ROGERS of Florida. Now, as I recall, too, you have five employees all together in the company ?
Mrs. JONES. Yes.
Mr. Rooms of Florida. Does that include the president and you,
as well ?
Mrs. JONES. Yes.
Mr. ROGERS of Florida. You have three other persons who help you ?
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Mrs. JoiçEs. Yes.
Mr. ROGERS of Florida. Now, in hiring employees, how often do
you have to go just to an employment service to do fieldwork?
Mrs. JONES. Yes.
Mr. ROGERS of Florida. Now, in hiring employees, how often do you
have to go just to an employment service to do fieldwork ?
Mrs. JONES. You mean in the fieldworkers?
Mr. ROGERS of Florida. Yes.
Mrs. JONES. Possibly 10 percent of the time, maybe. That is a
guess.
Mr. ROGERS of Florida. And others, you have their names on file?
Mrs. JONES. On file, yes. I would say we have probably 3,000 to
4,000 people on file who do this type of work.
Mr. ROGERS of Florida. Now, do you as bookkeeper make out checks
for payment of employees?
Mrs. JONES. Yes.
Mr. ROGERS of Florida. Do you do it yourself, personally ?
Mrs. JONES. The checks personally, yes.
Mr. ROGERS of Florida. Do you ever pay them by cash ?
Mrs. JONES. Yes.
Mr. ROGERS of Florida. What method do you have to show that they
have received payment ?
Mrs. JONES. We have atimesheet which is marked "paid in cash."
Mr. ROGERS of Florida. Do you get areceipt from the employee as
such ?
Mrs. JONES. No.
Mr. ROGERS of Florida. You never get areceipt ?
Mrs. JONES. Well, once in awhile.
Mr. ROGERS of Florida. Well, do you attempt to get receipts ?
Mrs. JONES. We enclose asheet, enclosed with the cash, which they
are supposed to sign and return. But it is not always done.
Mr. ROGERS of Florida. Why don't you pay them by check ?
Mrs. JONES. Because the people request to be paid by cash. They
want to be paid by cash.
Mr. ROGERS of Florida. Do you have correspondence to that effect ?
Mrs. :
T
ONES. Well, Idon't save it, no.
Mr. ROGERS of Florida. How do you contact these people? Is it
done by correspondence ?
Mrs: JoNEs. That is right.
Mr. ROGERS of Florida. Do you have copies to show that they have
asked you so that would bear ou tth e fac tth atth ey have asked you
to pay them in cash ?
Mrs. JONES. Iwould have to see something that is just recent.
Mr. ROGERS of Florida. How often do you pay them in cash ?
Mrs. JONES. Oh, 10 to 20 percent, probably.
Mr. ROGERS of Florida. Ten to twenty pet:cent ?
Mrs. JONES. Yes. Maybe not that high. Idon't know: that is just
guessing.
onj
Mr.
ustROGERS
these few
of Florida.
surveys,According
apparently
to y
the
ou figures
have paid
you have
them given
over 50
us
perc ent

in cash. Would that be true ?
Mrs..ToxEs. Not 50 percent, no.
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M r. ROGERS of Florida. So the figures, then, do not jibe with those
which you have given the committee, is that correct ?
Mrs. JONES. Well, you are only citing one particular instance or one
particular city.
Mr. ROGERS of Florida. Two, Ibelieve.
MTS. JONES. Yes.
Mr. ROGERS of Florida. But you say those facts are not correct on
those particular two instances you have given us ?
Mrs. JONES. Iam not saying they are not correct, but I am saying
I could have made a mistake, or whoever compiled that list could
have made amistake.
Mr. ROGERS of Florida. Now, let me ask you this: Did you make up
this list for the committee?
Mrs. JONES. Not personally; no.
Mr. ROGERS of Florida. Who did it ?
Mrs. JONES. Ihelped. One of the girls in the office.
Mr. ROGERS of Florida. What was her name ?
Mrs. JONES. Sandra White. She would have copied it off the field
sheets.
Mr. ROGERS of Florida. So Sandra White is responsible for this ?
Mrs. JONES. No, not altogether, no. She helped me do it.
Mr. ROGERS of Florida. Did you actually see the names, yourself,
on the field sheets ?
Mrs. JoxEs. Iwould say particularly all of them; yes.
Mr. ROGERS of Florida. So then, of your own knowledge, from your
records, this is correct, what you gave the committee ?
Mrs. JONES. According to my records and to the best of my knowledge, it is correct ; yes.
Mr. ROGERS of Florida. Now, you have been termed asupervisor, a
calculator, and averifier, Ibelieve, in testimony by Mr. West. Now,
can the committee assume that when you had acongressional inquiry,
you did not check these very carefully ?
Mrs. JONES. Well, I would not say that Idoublechecked them, no.
Ijust went through and made the list to the best of my knowledge,
without dwelling—well, yes, it is not only these. All of these records
which I have here I not only dug out once, Ithink I dug out three,
times for the committee and the Federal Trade Commission.
Mr. ROGERS of Florida. So that we can rely on these as a proper
reflection of your records?
Mrs. JONES. That is right. But then, as Isay, Iam not guaranteeing
they are right. Icould make mistakes just like anybody else.
Mr. ROGERS of Florida. Are your surveys any more correct, than the
records you gave the committee'?
Mrs. JONES. They are as correct as the fieldwork that we receive.
Things are added up and transferred.
Mr.-ROGERS of Florida. That is, according to your records, they are
correct.
Mrs. JONES. Yes.
Mr. ROGERS of Florida. But you don't have any field notes, Ibelieve,
on these two instances, so we aon't know whether they are correct or
not ; is that correct ?
Mrs. JoxEs. Well, I would have a summary sheet. I don't have
any particular field sheets.
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Mr. ROGERS of Florida. Who makes up the summary sheets? Is
that made in your central office ?
Mrs. JONES. No, it is made by one of the girls, which is just the
process of copying from the individual worksheet or sheets that we
have. It is carried forward to another summary sheet, what we call
asummary sheet.
Mr. ROGERS of Florida. Is that done in the field or in your central
office?
Mrs. JONES. No, that is done in our office.
Mr. ROGERS of Florida. So the only records you keep are in your
central office, is that what you are telling the committee?
Mrs. JONES. Yes.
Mr. ROGERS of Florida. And for some reason, you destroy all the
field records ?
Mrs. JONES. Particularly a storage problem. If we kept all the
fieldwork for aperiod of 6months or ayear—
Mr. ROGERS of Florida. You don't keep it for even 1year?
Mrs. JONES. No, not the individual sheets.
Mr. ROGERS of Florida. How long do you keep your summary
sheets ?
Mrs. JONES. Oh, for years. Iguess as long probably as they have
been in business.
Mr. ROGERS of Florida. Do these summary sheets list the names of
people who conducted your business ?
Mrs. JONES. No, it only contains the answers that were gotten on
the survey.
Mr. ROGERS of Florida. No one who did this ?
M TS. JONES. NO.
Mr. ROGERS of Florida. Now, in making payments to all these fieldworkers, you say you make some in cash. Has Internal Revenue
ever asked you to produce receipts for these?
Mrs. JONES. No, they have not.
Mr. ROGERS of Florida. Do you claim these payments as part of
your business expense in your Internal Revenue returns?
Mrs. JONES. Sure. It is designated as field salaries.
Mr. ROGERS of Florida. And you have never been asked to show
receipts for payment ?
Mrs. JONES. No.
Mr. ROGERS of Florida. And yet you can go up as high, you say,
as 50 percent ?
Mrs. JONES. No, Idon't say 50 percent.
Mr. ROGERS of Florida. From the records you have given us, one
can draw that deduction.
Mrs. JONES. In this one particular instance.
Mr. ROGERS of Florida. Two instances.
Mrs. JONES. Two instances; yes.
Mr. ROGERS of Florida. Has the Internal Revenue ever looked at
your returns ?
M TS. JONES. Yes.
Mr. ROGERS of Florida. And never made inquiries as to receipts of
these payments ?
Mrs. JONES. Not asking us to produce receipts; no.
Mr. ROGERS of Florida. Now, do you send requests to radio stations
that they subscribe to your service ?
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Mr. W EST. Ido that, sir.
Mr. ROGERS of Florida. Do you do that by mail ?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. Do you represent that this survey is atrue
representation of work done in the field ?
Mr. W EST. Sir, Isecure the order and from it,—
Mr. ROGERS of Florida. What representation do you make to the
station when you contact them by mail? That is what Iam trying
to ask
Mr. W EST. Simply aletter notifying them that we have scheduled
asurvey for acertain date and we invite them to participate at acertain rate.
Mr. ROGERS of Florida. And do you tell them how the survey is
done?
Mr. W EST. We send them aspecification sheet with the survey; yes,
sir.
Mr. ROGERS of Florida. Which says what ?
Mr. W EST. Well, you had copies of it yesterday.
Mr. ROGERS of Florida. Well, you tell me. Idon't have acopy of
it here.
Mr. W EST. Icould not give it to you verbatim from memory.
Mr. ROGERS of Florida. Could you furnish one for the committee?
Mr. W EST. We would be glad to; yes, sir.
Mr. ROGERS of Florida. Could you say the fieldwork is done and
certain questions are asked ?
Mr. W EST. The questions are not given on the specification sheet.
What is done is given in the standard procedure of the report which
is presented to them.
Mr. ROGERS of Florida. And you don't list for them how you do
this when you ask them to subscribe to the service?
Mr. W EST. Oh, yes; we tell them it is coincidental telephone and
recall; yes, sir.
Mr. ROGERS of Florida. And that it is done in the field?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. And not in you central office?
Mr. W EST. The tabulation and so forth is done in the central office.
Mr. ROGERS of Florida. Irealize that.
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. Your summary sheets, all your conclusions are drawn in the central office?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. And this is done through the mails?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. And you bill through the mails?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. And receive payment through the mails?
Mr. W EST. Yes, sir.
Mr. ROGERS of Florida. Mrs. Jones, do any of the personnel that
work under your supervision in your office ever go out and do fieldwork?
Mrs. JONES. No.
Mr. ROGERS of Florida. Do you ever do fieldwork ?
Mrs. Jos. Ihave done fieldwork, yes, in my experience.
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Mr. ROGERS of Florida. When have you done field work ?
Mrs. JONES. A number of times.
Mr. ROGERS of Florida. Could you tell us the latest time you did it ?
Mrs. Jos. Ihaven't done any, Iwould say, in the last 5years.
Mr. ROGERS of Florida. Five years since you have actually been
out in the field?
Mrs. Jos. Yes, sir.
Mr. ROGERS of Florida. I think that, is all.
Thank you, Mr. Chairman.
The CHAIRMAN. Mr. Brotzman.
Mr. BROTZMAN. Mr. West?
Mr. WEST. Yes, sir.
Mr. BnorzmAN. When did you purchase what equity you have in
Conlan and Verifak?
Mr. WEST. The purchase agreement was drawn up, I believe, on
July 1, 1959.
Mr. BROTZMAN. And I think your testimony yesterday was to the
effect that there has not been any stock transferred at this juncture?
Mr. WEST. I believe, sir, that the stock was signed over by blank
or was put. in escrow to be given to us when the full payments have
been made. Ibelieve that is what it was, sir.
Mr. BROTZMAN. You are paying under the terms of that agreement
now; is that correct?
Mr. WEST. Yes, Sir.
Mr. BROTZMAN. And what was the seller's name again, please?
Mr. WEST. John L. Guyant.
Mr. BROTZMAN. How do you spell that?
Mr. W EST. G-uya-n-t.
Mr. BROTZMAN. And what is his present association with your
operation ?
Mr. WEST. None whatsoever, sir.
Mr. linoTzmA N. Did you testify yesterday that he was in some consulting capacity?
Mr. '
W EST. He was up until. Ibelieve, September of 1961.
Mr. I3noTzmAN. Were you his employee prior to that time?
Mr. WEST. Yes, sir.
Mr. BRoTzmAx. Are you following generally the same method of
operation now as Mr. Guyant followed when he was the principal stockholder in the company?
Mr. '
W EST. We have made some changes and Ican give you anumber
of instances. We always try to improve our service and if anything is
wrong, why, we do the best' we can to change it to satisfy. We know
we are not going to satisfy everybody.
For instance, we were read a standard procedure sheet up here
which went through all this fancy business about verifying, tabulating, calculating, and so forth. When Iwas asked what " verifying mea nt. Ihonestly didn't know. Iknow what it is now because Ihave
asked.
But we changed those specificat ion sheets to be more explicit as to
what we do. Idon't recall exactly what that standard procedure page
said. but Iknow that most of the ones in the past, when Iwas an employee, they were not very specific in outlining just exactly what is
done. But our present one outlines what is done.
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You were an employee for approximately
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is that correct ?
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Yes, sir; they did a very good job.

continent to the

fellow wh o

In fact, I made the

was there that he did a very good job of

"Tell it to my boss."
BROTZMAN. You said he did avery good job, is that right?
Mr. W EST. Yes, Iassumed they did.
Mr. BROTZMAN. Let's analyze that for amoment. Did they go into
the question of Mrs. Broad that we were talking about here this
morning?
Mr. W EST. Not to my knowledge, they didn't.
Mr. BROTZMAN. Did they check up to see whether in fact you had
done the fieldwork that you had represented you had done?
Mr. W EST. Oh, they took field slips, alittle bit of everything.
Mr. BROTZMAN. Going to Tuscon, Ariz., did they take those named
individuals there and check up to see if they had in fact done the
work ?
Mr. W EST. Idon't know what they did, sir, after they left our offfices—after he did. There was only one person.
Mr. BaoTzmAN. Did you have any further correspondence or communication with them ?
Mr. W EST. Ibelieve approximately amonth after the investigator
left, he wrote and asked us if Iwould differentiate between what the
Conlan survey provided and what the Verifak survey provided, and
I eve him the information.
We have heard nothing from him since.
Mr. BROTZMAN. So you say he did avery good job ?
Mr. W EST. Well, he seemed very capable to me.
Mr. BROTZMAN. But your answer is he did not go into the material
we are questioning you about here before this committee ?
Mr. W EST. I don't know that he went into that specific material,
sir. We furnished him with our files, and what he took out of them,
Ido not exactly know. So he may have investigated the particular
instance which you are speaking of. But Icould not say whether he
did or not. In other words, he didn't tell me exactly what he was
doing.
investigation, and he made the comment,
Mr.
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Mr. BROTZMAN. How many people do you have doing fieldwork for
you ?
Mr. WEST. How many people do we have doing fieldwork now?
Mr. BROTZMAN. On the different surveys, right as of this moment.
Mrs. JONES. In the field?
Mr. BrayrzmAig. Yes.
Mrs. JONES. As Isaid before, we have afile of between 3,000 and
4,000 people who do this type of work all over the United States.
Mr. BaarzmAN. How much correspondence have you had with
Phyllis F. Broad?
Mrs. JONES. Do you mean what do Ihave on file? We keep nothing, no files whatsoever on our fieldwork other than our field slips.
You mean as far as letters to her or from her?
Mr. BROTZMAN. Yes. Did you check out the authenticity of these
records that you are providing us with here at the time of the FTC
investigation ?
Mrs. JONES. Do you mean did Idoublecheck them?
Mr. BROTZMAN. Yes.
Mrs. JONES. No.
Mr. BROTZMAN. You realize this is serious not to provide information upon request, don't you ?
Mrs. JONES. I realize that, but I did not double,check everything
that was written down, no.
Mr. BROTZMAN. So actually, you have been investigated by the FTC
and you have been over this same area before, isn't that correct?
Mrs. JONES. Yes, Iproduced for him approximately the same thing
that Idid for Mr. Ross and for Mr. Richardson when they were there,
at two different times. That was the third time that Ihad brought
out all of this information and these different records and files and
so forth. When he was there, it was the third time.
Mr. BROTZMAN. Your name is Hallie A. Jones ?
Mrs. Jos. That is right.
Mr. BROTZMAN. Ihave no further questions.
The CHAIRMAN. Mr. Moss, anything further?
Mr. Moss. No further questions, Mr. Chairman.
The CHAIRMAN. Anything further from the staff ?
Mr. RiciinansoN. No, Mr. Chairman.
The CHAIRMAN. Well, Mr. West and Mrs. Jones, you have given,
finally, the information which the committee has asked for. We have
had some difficulty in developing the facts, but Ithink the facts have
finally been spread on the record. There are several hundred radio
stations throughout the country that Ifigure should give some attention to the record that has been developed here. The committee will
consider these facts that you have given about your own operations
and of the service that you have held out to the broadcasting industry
since 1935. It is not avery good picture, Imust say. But nevertheless, the committee will consider this along with the information developed from other services in arriving at its decision as to what, if
anything, should be done in this field.
So that is all, and you may be excused.
Mr. W EST. Thank you, sir.
The CHAIRMAN. Thank VOU very much.
It is 5 minutes to 12 and the House will be in session in a few
minutes. I think that we should, in view of the fact that we have
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been delayed, Ithink we should come back at 2o'clock during general
debate on the bill that we consider will be there, in order to get to
some of these other witnesses.
Mr. Allan Jay, manager of Videodex, Inc., will be the witness at
that time.
The committee will be in recess until 2o'clock.
(Whereupon, at 12 noon, the committee was in recess, to reconvene
at 2p.m., the same day.)
AFTERNOON SESSION
The CHAIRMAN. The committee will come to order.
Mr. Allen Jay.
Mr. Jay, do you have anyone with you that you are going to want
to consult or have to assist you in your testimony, or are you going
to testify by yourself?
Mr. JAY. No Ihave no one with me; yes Iam going to testify.
The CHAIRMAN. You are going to do it all yourself ?
Mr. JAY. Yes, sir.
The CHAIRMAN. All right. Will you be sworn, please?
Do you solemnly swear that the testimony that you will give to
the committee will be the truth, the whole truth, and nothing but
the truth, so help you God?
Mr. .TAy. Ido, sir.
TESTIMONY OF ALLAN V. JAY, MANAGER, VIDEODEX, INC.

The CHAIRMAN. Have a seat. Will you identify yourself for the
record, please, sir?
Mr. JAY. My name is Allan V. Jay. Iam the manager of Videodex,
Inc.
The CHAIRMAN. Will you give your address ?
Mr. JAY. The address is 342 Madison Avenue, New York.
The CHAIRMAN. Will you give us something about what the Videodex, Inc., is?
Mr. JAY. Yes, sir. Ihave aprepared statement which I—
The CHAIRMAN. All right, you may present your statement.
Mr. JAY. This is the prepared statement suggested by—would you
like these ?
The CHAIRMAN. Well, you go ahead and present your own statement. We don't present it for you.
Mr. JAY. The statement is divided into two parts, at the suggestion
of the subcommittee staff, which is a brief description of the Videodex, Inc., the type of service, and abrief description of the methodology, and the other part would be any comments we have to offer
on the Madow report.
The first of those I would like to submit would be the comments
on the Madow report. This was sent to Mr. Sparger under date of
March 6.
This letter will follow your suggestion of sending along some comments on
this Madow report. We have a number of observations on the entire report but
will confine our comments here to some specific references affecting Videodex.
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The report states:
Two of the three rating services, ARB and Nielsen. that use the diary itemize
the individual time periods during the day and aid the respondent to that
extent. The third company, Videodex, does not. ( P. 39, par. 5.)

The CHAIRMAN. Well, Mr. Jay, I asked you to start with, though,
to identify Videodex, what it is. what it does, and what service, if any,
it performs. and before we go into all of this business of what you
believe in and what your comments are. Iwould like to know something about your business.
Mr. JAY. I am sorry, sir. I will proceed with the second part of
the prepared statement.
videodeN, a, a televisOut audience research service, specializes in and is
brim; rity concerned with television schedule analysis of specific advertiser campaigns as opposed to pocketpieres repori:ng all television progr.uns ilk a given
area.
These analyses are not mass distributed but rendered solely to the
advertiser runnintr the specific spot schedule being analyzed. Advertisers represent our primary nuirket.
Typically, an advertiser identifies a spot TV schedule to Videodex that its
advertising agency has already purchased largely based on the pocketpieces of
other TV rating services popularly used at the time buying level.
Videodex
then renders to the advertiser an independent analysis of this schedule based
on its viewer di:try information.
This analysis will normally include the following information on the specific
spots already bought by the advertiser: Listing of programs and time for his
schedule of spots; the type of announcement; ratings; homes reached; viewers
reached ; audience composition reach: men, women, teens, children; spot cost
and efficiency of segments reached listed above; total schedule honte impressions;
average reached per spot; weekly cumulative reach unduplication; audience
frequency.
Much of this information is used at the test market stage, as opposed to regular campaign level, where the advertiser pilots the distribution of a new product
with spot TV media support. At this stage he is also concerned with the spot
TV of competing brands in the same area.
Once monitoring services have
identified the incidence of competitive brand spot TV, Videodex then reports a
comparable spot television schedule analysis on those specific segments.
Videodex bases its audience analysis on viewer diary information. Samples
are selected from TV set purchase records or warranty cards and diaries are
mailed to respondents in markets where data are required. Historically, this
has represented an efficient way to identify a known population of TV owning
households over a broad geographic area through time systematically and comparably. The diary used reports a 7-day period in the months when a given
market is studied. Diarykeeping homes are kept in the sample on a multiple
term basis as opposed to one-time discontinuous samples. This procedure minimizes variations in results caused by different samples for each report period.
A premium is awarded to the respondent homes for their cooperation in keeping
the diary. Nonrespondent homes are reapproached in an attempt to obtain their
cooperation in keeping a diary.

The CHAIRMAN. You may proceed then with your other part.
Mr. JAY. All right, sir.
This was under date of March 7:
Dear Mr. Sparger

wait aminute, now—under date of March 6—
This letter will follow your suggestion of sending along some comments on the
Madow report. We have a number of observations on the entire report but will
confine our comments here to some specific references affecting Videodex.
The report states: "Two of the three rating services, ARB and Nielsen, that
use the diary itemize the individual time periods during the day and aid the
respondent to that extent. The third company, Videodex, does not." ( P. 39,
par. 5.)
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Our comments are: The construction of the Videodex and ARB diary are the
same insofar that they contain a semiclosed end " From" and " To" time designation column by day. Nielsen is the only service that itemizes the individual
time periods on his diary, the same format that Hooper was using when Nielsen
bought the national Hooper rights in 1950. Videodex was the first organization
to use the diary on a continuing basis in television audience measurement.
The report states: " Videodex solicits from their diary keepers opinion on each
program watched and on the corresponding commercial, these representing the
pooled judgment or the consensus among family members. Their indexes are
presented routinely in aperiodic report." ( P. 58, par. 2.)
our comments are: The inclusion uf the columns on program opinion and reaction to commercial on the Videodex diary is primarily to encourage respondents to keep the diary coincidental with their viewing and to make dairykeeping
more efficient. These indexes are not published in any routine report and haven't
been for the last 5years.
The report states: " It is estimated by Videodex that 90 to 95 percent of all sets
sold have warranty cards attached, but that 75 to 85 percent of all buyers send
them to the manufacturers, and that this proportion is increasing." ( Pp. 74-75,
top.)
Our contents are: This should read:
It is estimated by Videodex that as
high as 90 to 95 percent of all sets sold by given brands have warranty cards
attached, that as high as 75 to 85 percent of all buyers for given brands send
them to the manufacturers or distributors."
And there are just afew more here.
The report states: " * * * and that some 90 to 95 percent of all TV sets sold
have the warranty card attached." ( P. 137, par. 4.)
Our comments are: This should read: " * * and that as high as 90 to 95
percent of all TV sets sold by given brands have the warranty card attached."
The report states: " * * * also, better sets have the higher percent of cards
returned." ( P. 137, par. 5.)
Our comments are: This estimate did not come from us.
The report states: " In addition, further supplementation occurs for the 28
markets that Videodex issues reports on monthly individually." ( P. 137,
par. 9.)
Our comments are: This should read, " In addition, further supplementation
occurs for the 28 markets that Videodex is prepared to issue reports on monthly
individually."
The report states: "Again no systematic study seems to exist." ( P. 138,
par. 9.)
Our comments are: This statement is inconsistent with their previous statement to the effect that no large systematic study of cooperative as compared
to uncooperative households exists. They have inconsistently converted a relative statement into an absolute statement. Actually, the committee was shown
data and schedules of the system used and the study of cooperative versus
uncooperative homes.
Finally, we feel it was extremely unfortunate that of the three-man Madow
Committee that one had become an employee of the second largest rating corporation under study while the committee's review was being made and that
another member of the committee became a consultant to the largest rating
corporation under study.

That is all.
The CHAIRMAN. Does that conclude any statement that you wish to
make, to start with ?
Mr. JAY. Yes. sir.
The CHAIRMAN. Well, Ithink, before we let the staff proceed with
developing the information, then we are to understand that Videodex
is acorporation?
Mr. JAY. Correct.
The CHAIRMAN. With offices and headquarters in New York?
Mr. JAY. Correct.
The CHAIRMAN. It is incorporated under the laws of New York?
Mr. JAY. No; it is not. It is an Illinois corporation under the date
of June 1949.
99 942- 63—pt. 2-8
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The CHAIRMAN. You are the manager ?
Mr. JAY. Right, sir.
The CHAIRMAN. Do you own any part of it?
Mr. JAY. Yes, Ido, sir.
In this case the term "manager" or "director" has often been used
in professional survey organizations. When we were a partnership,
why, we had directors and managers. When we became acorporation, we came with the same working group relationship.
So Iam president as well, but the term "manager" or "director" is
continually used in such survey work.
The CHAIRMAN. How many own an interest in your business?
Mr. JAY. There are less than 10 shareholders in the corporation,
and they are composed, if you wish to know—
The CHAIRMAN. Well, what does that mean, less than 10? That
means eight or two?
Mr. JAY. No, there are atotal of five.
The CHAIRMAN. Well, why didn't you say five, then ?
Mr. JAY. Well, Iam not alawyer, but for certain types of corporations there are certain classifications for those 10 or le-ss, and Ihave
always thought of it in terms of that.
The CHAIRMAN. Now, there are five shareholders ?
Mr. JAY. Correct, sir.
The CHAIRMAN. How big an organization do you have?
Mr. JAY. We have seven people, several dozen people during the
report production periods of the month—
The CHAIRMAN. Now, wait a minute. You have seven people?
Mr. JAY. Right.
The CHAIRMAN. Well, let's stop on those seven—
Mr. JAY. Right, sir.
The CHAIRMAN (
continuing). Before you get along so fast.
Mr. JAY. Right, sir.
The CHAIRMAN. Are these seven people in your offices ?
Mr. JAY. Yes, they are.
The CHAIRMAN. In New York?
Mr. JAY. Two are in New York and the remainder are in Chicago.
The CHAIRMAN. Oh, you have an office in Chicago, too ?
Mr. JAY. Yes, sir.
The CHAIRMAN. Then you merely have your headquarters in New
York ?
Mr. JAY. Yes, sir.
The CHAIRMAN. And your operating office is in Chicago?
Mr. JAY. Well, if I understand your term "operating," relatively
more and more is being done in New York. We are trying to transfer
our entire operation to New York. There is still some of it done in
Chicago.
The CHAIRMAN. You have two people in your New York office?
Mr. JAY. Right.
The CHAIRMAN. And you have five people in your Chicago office?
Mr. JAY. Those are people that could be called "staff." As Istarted
to say, during our report production periods of the month we have
other people come in which do do work repeatedly for us. However,
they are not there full time.
The CHAIRMAN. They are part-time employees ?
Mr. JAY. That is correct, sir.
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The CHAIRMAN. Well, do they come into the New York office or
into the Chicago office ?
Mr. JAY. They have in—these particular people have in the past
come into the Chicago office, and we now have more and more of them
coming into the New York office since we are transferring—
The CHAIRMAN. Well, where do you keep your tabulating records?
Mr. JAY. Some are kept in both offices, depending on the markets
and the type of report.
The CHAIRMAN. Where do you operate from ?
Mr. J
AY. From New York.
The CHAIRMAN. Who manages the Chicago office?
Mr. JAY. The supervisor there is Mrs. Biedron.
The CHAIRMAN. .
Are you familiar with the records in the Chicago
office ?
Mr. JAY. Yes, Iam, sir.
The CHAIRMAN. Well, Idon't want to get in another round there-Mr. JAY. No, Idon't intend to.
The CHAIRMAN (
continuing) . As we did the last couple of days.
Mr. JAY. Idon't intend that.
The CHAIRMAN. How many people come into your office to do parttime work ?
Ibelieve you said each month.
Mr. JAY. On the average, there would be about adozen or adozen
and ahalf.
The CHAIRMAN. Then you are engaged in research?
Mr. J
AY. Correct.
The CHAIRMAN. And the type of research you do, it is pertaining
to reports for broadcasting purposes ?
Mr. JAY. Broadcast and within broadcasting, solely to TV.
We do no work in radio.
The CHAIRMAN. You do nothing in the field of radio ?
Mr. JAY. Nothing.
The CHAIRMAN. Your research program is for audiences; is it ?
Mr. JAY. Audiences; yes.
The CHAIRMAN. And program ratings, and so forth?
Mr. JAY. That is the general description of the field.
We regard our own work as television- audience schedule analysis.
The CHAIRMAN. How many television facilities do you serve in the
country ?
Mr. JAY. If you could explain the term " facilities" Iwould attempt
to answer that.
The CHAIRMAN. How many television broadcasting companies do
you serve ?
Mr. JAY. In terms of unit broadcasters currently there are two
markets where we issue any kind of audience information for broadcasters and such.
In my statement, as you may recall, our primary markets are advertisers and about, Iwould say, upward of 85 percent of our work is
for advertisers.
The CHAIRMAN. Do you furnish the advertisers these reports and
not the stations ?
Mr. JAY. In the case of our television schedule analysis work; yes,
sir.
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They go solely to one advertiser ami are not distributed to multiple
advertisers as such.
In other words, if Icould just cite a specific, an advertiser would
have his agency buy so many dollars' worth of television spot announcements in market X.
Once the agency had bought that, and this purchase by the agency
at 'that time is largely through ot her pocketwece services other than
Videodex services, they are more primarily used at the time level than
Videodex, and the advertiser will get the identity of that schedule
t
lint has been purchased for him, the station daytime and channel, and
a type of spot announcement, whether it was a 10- second spot announcement or a 20- second or a minute or program unit, as such.
And he will then deliver that to us and ask us for an independent
analysis of that schedule placed.
And we will, in turn, from our diary information, return solely
to him the analysis on that specific schedule of spots.
That analysis goes to no one else but him.
The CHAIRMAN. Then how many such advertisers do you have as
clients?
Mr. JAY. Our data have been rendered during the past—I think
the period that the committee asked for, to atotal of about 34 or 35.
The CHAIRMAN. Thirty-four or thirty-five?
Mr. JAY. About. three dozen.
The CHAIRMAN. How many markets are involved, then, in the kind
of service you perform ?
Mr. JAY. Those markets—first of all, we have selected a sample.
In other words, set aside homes from the warranty card records
for all mutichannel markets, markets where there is a competitive
time-buying situation, where an advertiser can buy on channel A or B,
which we are prepared to report on.
In other words, we have selected our sample in that many markets.
Then within that brace of markets that we have selected homes for
the, advertisers that are just cited ordered during the past period
&hoe a dozen and a 'half of those markets; about two dozen of the
markets would be the outside number during the past year that we
have reported on this television audience schedule analysis.
The CHAIRMAN. And then the advertiser uses this information that
you send to him to determine whether or not the particular spot announcements will be sent to that particular market?
Mr. JAY. No. The spot announcements have already been purchased and are running by the time we get our order from the
advertiser.
In other words, the advertiser typically doesn't know the spot announcement is bought until the agency confirms to him that certain
such spot announcements have been bought, and these spots, bought
by the advertising agency, are bought through other services than
Videodex, other services using pocketpieces at the time-buying level
at the medium depth of the agency.
By the time the advertiser gets the identity of the schedule and
by the time we get it the sponsors are running actually on the station.
The CHAIRMAN. Then what service do you perform?
Mr. JAY. Then we take the identity of that schedule, for example.
There may be—well, here, I have some copies here that I would
like to show you if Imay.
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The CHAIRMAN. Well, Iwanted to get just ageneral picture. Iam
going to let the staff see this.
Mr. JAY. Well, in terms of the exhibit that Ihave just handed you,
t
he information to the far left—and the per spot cost is what we get
from the advertiser.
In other words, the station that it is on, the tune period and the
type of spot, and then, going over to the fourth column from the end
on the left side, they will give us the per spot cost as well.
That is all we get from the advertiser.
The CHAIRMAN. Well, this isn't exactly what Iam getting at.
Iam trying to find out what you sell him.
What good does he get out of what you do for him?
Mr. JAY. Well, when we render aschedule, such as you have, then
there, where we take your schedule and examine our diaries to tabulate
out those segments comprising his schedule, he gets ahomes-reached
figure, aviewers reached, and an audience composition reached, and
then at the very bottom of the schedule there he gets the total home impressions which is derived by adding up the individual program homes
reached to give him atotal, so-called unduplicated cumulative audience of how many home impressions is reached.
Then we divide that by the number of spots to get the average per
spot.
So if he had asix-spot schedule that total would be divided by six.
And then from our viewer diary information we find out how many
different homes were reached by that spot.
In other words, just the simple addition of one program to another
contains some duplication of audience. So our third level of information there is to find out how many different homes are reached at least
once, and that is the third column, the cumulative rating.
And then the fourth column on that summary is accomplished by
taking that unduplicated rating and dividing that into the total home
impressions to get afrequency.
In other words, of the homes reached at least once; how often were
they reached.
So he has what is known as areach and frequency measure. And
this is primarily what our schedule consists of to the advertiser.
To complete your question, when you asked what he does with it,
we, of course, don't prescribe just how he should go from there.
He may go back to the agency and say, "We would like to reach
more homes more frequently" or "We may be reaching too many
homes but not with the frequency that we want. Do you have additional recommendations as to other spots we might buy?"
This is said to the advertising agency.
Or he may say, as aresult of the schedule we have submitted, "We
are spending too much in this market and not enough in another because we are reaching more homes than we thought we should be
reaching in this market for television to carry its proportionate weight,
and we are under-audienced in another market" again primarily based
on these concepts of unduplicated reach and frequency.
What we are trying to do in our schedule analysis is go beyond
the delivery of apocketpiece.
In other words, Videodex is not competitive with the larger firms
in the field at the pocketpiece level.
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They have more of amarket than we will be able to compete with
and we have recognized that.
So that, with a given situation, we have tried to anticipate what
does an advertiser do with pocketpiece information when he wants
to get further information.
In other words, what happens from the time a pocketpie,ce might
be delivered and this schedule analysis concept has evolved from
that.
In other words, in addition to ratings, as such, he would want to
know how many men were reached or women were reached. In addition to ratings, he would want to know how many homes were reached
at least once or how many were reached with what degree of frequency.
The CHAIRMAN. In other words, from the information you supply
to the advertiser , he determines what course of action he w ill t
ak
e
regarding the spot announcements ?
Mr. JAY. It is usually used at two levels: One, in his agency relations, we will say, in ageneral way. He will very rarely say "This
spot should be dropped and this one added."
He will say, "We should add to our schedule in this market" or
"We seem to be reaching acirculation objective here" or "We should
delete spots from this schedule."
He doesn't specify which ones necessarily but uses this as aguide to
aundience objectives.
Another way in which he uses it is within his own organization, as
far as planning or budgeting for his television support of a given
campaign.
I don't know too much about the determination of budgets by an
advertiser, but normally they will allocate so much money, based on
the distribution of their product or the population range or some
such thing as that.
Once that amount of money has been allocated this should be
proportionate with the sales experience or objectives in the market,
but oftentimes the audience may not be commensurate with that market, with what, the same amount of money has bought in another
market.
So on his multiple market comparisons or on his predetermined
objectives he may have to rebudget for that market, and this is another
use of our television schedule analysis by the advertiser.
Another use is at the dealer or distributor level, within his own
marketing organization.
In other words, in talking to them about the support he is giving
this product for their particular trading area or market zone, as such,
he will cite that we are reaching so many male adults or we are reaching so many homes.
And this is one way of showing the sales organization just what
support he is giving the product.
The CHAIRMAN. Well, Iam just trying to see if Icannot save some
time by getting all of this on the record so we won't have to drag it
out by questioning you as we go along in order to find out just what
service you perform and how it is used.
The committee will recess until we can go answer the rollcall.
We will probably be back ill about 20 minutes.
(Short recess.)
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The CHAIRMAN. Mr. Jay, you have given the committee ageneral
outline of your organization.
I believe you said there were five members of your corporation,
shareholders.
Mr. JAY. Yes, sir.
The CHAIRMAN. Are they in the same family or—
Mr. JAY. No, they are not.
The CHAIRMAN. You started to give the names of those five.
Did you give them ?
Mr. JAY. No, Ididn't give the names.
The CHAIRMAN. Do you have those names ?
Mr. JAY. Yes, Ido.
The CHAIRMAN. Will you supply them for the record or can you just
give them to the reporter now ?
Mr. JAY. Ican give them to the reporter or whatever you wish.
The CHAIRMAN. Well, if it will take just amoment, give them to
the reporter.
Suppose you do that.
Mr. JAY. All right.
The CHAIRMAN. And if they are officers, state what position they
hold in the corporation.
Mr. JAY. All right.
Myself, of course, Allan V. Jay; my wife, Mr. Edward Graham, and
Mr. Victor O'Brien, and Mrs. Bie,dron.
The latter two have stock pledged to them. They have not taken
title on it yet, but this stock is set aside for them.
The CHAIRMAN. And your main office, where you are, as the manager
or president of the operation, is in New York City at the address you
gave earlier ?
Mr. JAY. Yes, sir.
The CHAIRMAN. Your other office is in Chicago ?
Mr. JAY. Right, sir.
The CHAIRMAN. And Ibelieve—did you give the address in Chicago ?
Mr. JAY. Not in the record. It is 26th and Seminary.
The CHAIRMAN. And you said you were not incorporated in New
York.
Mr. JAY. No, we are not.
The CHAIRMAN. Are you incorporated ?
Mr. JAY. We are as an Illinois corporation. We pay afranchise tax
in New York.
The CHAIRMAN. You are now an Illinois corporation ?
Mr. JAY. And have been.
The CHAIRMAN. Pardon ?
Mr. JAY. And have been.
The CHAIRMAN. How long have you been ?
Mr. JAY. Since June of 1949.
The CHAIRMAN. Since June of 1949 ?
Mr. JAY. Right, sir.
The CHAIRMAN. You became acorporation, Videodex, Inc.
Mr. JAY. No, it was Jay & Graham, Research, Inc., at that time and
it became Videodex, Inc., in 1952, which was the successor corporation.
The CHAIRMAN. Oh, Isee, Videodex, Inc., is the succesor corporation of the original corporation
Mr. JAY. Right.
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The CHAIRMAN. In 1949?
Mr. .JAI-. Right, and the original corporation was the result of a
partnership organization which- used Videodex prior to that.
The CHAIRMAN. And you have been incorporated an d have been
operating as an active corporation under the State of Illinois under
the name of Videodex since 1952 ?
Mr. JAI,.Under the name of Videodex, Inc., correct.
The CHAIRMAN. And you are today ?
Mr. JAY. Yes, we are.
The CHAIRMAN. And you make your reports, as required, under
the Illinois laws?
Mr. JAY. To the best of our knowledge, yes, sir.
The CilAIRMAN. Mr. Richardson, you may proceed.
Mr. RicHARDsox. Thank you, Mr. Chairman.
Mr. Jay. Mr. Sparger will give you a copy of a publication entitled " Television Inquiry," hearings' before the Committee on Interstate and Foreign Commerce, U.S. Senate. second session, June 26,
1958, entitled " Part VII, the Television Rating Services."
Do you have acopy of that document ?
Mr. .TAY. Right before me now, yes, sir.
Mr. RICHARDSON. Would you first turn to page 4497?
Mr. JAY. Ihave.
Mr. RICHARDSON. On this page there is astatement under the heading. " Statement of All an V. Jay, Videodex, Inc."
•
Mr. JAY. Right.
Mr. RICHARDSON. Let us go to the fourth paragraph on this page.
Mr. .JAY. Right.
Mr. RIcHARnsox. Will you read that, please ?
Mr..TAy ( reading) :
In August of 1950 we began to issue a national report which we have issued
each month since then. This breaks down the sets in use by quarter-hour periods,
the ratings, the homes reached, the confirmed number of cities that carry the
telecast.

Mr. RICHARDSON. Did you make that statement to the committee
at that time?
Mr. .JAI-. Yes, we did.
Mr. RictrAnDsox. Next Iwould ask von to turn to page 4499 and go
to the third paragraph. This was an answer to a question that was
put to you by Mr. Cox, counsel for the committee.
Would you read what your answer was at that time ?
Mr. JAI: ( reading) :
There is a premium brochure sent which gives that two dozen times from
which they have a range of selection for the multiple-time cooperation. This
had been a matter of our effort to minimize the nonresponse factor at first, and
it later developed into a productive avenue of research for us. to the extent that
many advertisers, in testing self-liquidating premium items, would have us take
certain items from them and print them up in our premium brochures and then
return to them a tabulation of the frequency with which certain items were
selected by given groups of homes, which they could cross-tabulate against the
types of homes.
One of the advantages, again, getting back to the use of the diary itself in a
multiple-time sample, is the opportunity to break up the viewing as against
certain of the so-called economic types of classification data which other services
have cited.
This is particularly important with us because our service was the first service
to use a diary technique on a syndicated continuing service.
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Mr. RICHARDSON. Was that also part of your statement at that time ?
Mr. JAY. At that time it was, yes.
Mr. RICHARDSON. Would you now turn to page 4500 ?
Mr. JAY. Right.
Mr. RicitAnusoN. In response to aquestion which was asked by Mr.
Cox; the question by Mr. Cox:
Is this national service that you maintain— that is based on a sample of
9200?
Would you read your answer ?
Mr. JAI( (reading) :
That is correct, and here is the type of report ( indicating) and the list of the
markets, which Iwill leave with you.
Mr. RICHARDSON. Now, after this we have included and, Mr. Chairman, Iwould like this page to be included in the record, the markets
on which Videodex does report.
The CHAIRMAN. Identify this.
(Mr. Richardson and the chairman conferred.)
Mr. RICHARDSON. This list would include approximately 225 markets. Is that. not correct ?
Mr. JAY. Irecall that as being the approximate amount, yes.
Mr. RICHARDSON. Now, Mr. Jay, would you turn to page 4354?
That is over to the front of the publication.
Mr. JAY. All right.
Mr. RICHARDSON. On this page under "Television Rating Services:
A Comparative Analysis of the National Significant Ratings," the
name of your company, Videodex, Inc., is listed. Is that correct?
Mr. JAY. Right.
Mr. RICHARDSON. Under: "Size of sampling viewing hour survey,"
will you read what it. says in relation to your company?
Mr. JAY. "9,200 tabulated diaries with each diary recording 1full
week of viewing."
Mr. RICHARDSON. Mr. Jay, Mr. Sparger will now give you a copy
of a document entitled "Evaluation of Statistical Methods Used in
Obtaining Broadcast Ratings: Report of the Committee on Interstate and Foreign Commere; U.S. House of Representatives," dated
March 23, 1961.
Do you have that document before you ?
Mr. JAY. Ido, yes.
Mr. RICHARDSON. Would you please turn to page 137?
Mr. JAY. Ihave that now.
Mr. RICHARDSON. Would you go to the fourth paragraph under the
information supplied in relation to your corporation, Videodex, and
read those next two paragraphs ?
Mr. JAY (
reading) :
Videodex has arrangements with certain companies manufacturing TV sets

to go to those companies quarterly and pick asample consisting of three-sevenths
of the total Videodex sample.
The sample is selected separately for each of the 292 markets in the country.

The total size selected for the sample per market ranges from 250 to 600 homes.
The number of elements selected is more than 30 percent larger than the
market requirements to allow for unwillingness to keep a dairy and for dropping
out of the sample after agreeing to keep the dairy.

Mr. RICHARDSON. Would you read the first sentence of the next
paragraph ?
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Mr. JAY (
reading) :
In addition, further supplementation occurs for the 28 markets that Videodex
issues reports on monthly individually.

Mr. RICHARDSON. And you added an amendment to that statement
here today ?
Mr. JAY. To that one—let's see—yes.
Mr. RICHARDSON. Is that acorrect representation of your company
or was it at the time that the Madow Committee visited you ?
Mr. JAY. At the time they visited us, yes.
Mr. RICHARDSON. Now, Iwill ask you to turn to page 3of this document.
Mr. JAY. Right.
Mr. RICHARDSON. This is under No. 2, "The examination conducted
by the committee."
Mr. JAY. Right.
Mr. RICHARDSON. Would you read the first two paragraphs of this
information?
Mr. JAY (
reading) :
This inspection was accomplished for six of the seven services, the seventh
reporting that its production facilities were highly decentralized.
It was not feasible for the committee to arrange to visit the several sites in
which this company is located.

Mr. RICHARDSON. Thank you.
Did the Madow Committee visit your different field operations?
Mr. JAY. They just visited our New York office.
Mr. RICHARDSON. In this report it states in the second paragraph,
on page 3, and Iquote:
Our visit was met with pleasant and ungrudging cooperation, and our questions were answered in what appeared to be a thorough and frank manner.

Would you say, in relation to your company, that this is the way
you treated the Madow Committee?
Mr. JAY. Yes.
Mr. RICHARDSON. Mr. Jay, has the Federal Trade Commission
visited with your corporation in the last few years?
Mr. JAY. Yes, they have.
Mr. RICHARDSON. In New York City?
Mr. JAY. Yes.
Mr. RICHARDSON. Did they visit any of your field plant operations?
Mr. JAY. No, they did not.
Mr. RICHARDSON. Mr. Jay, during the prior year Videodex did a
special analysis for the D'Arcy Advertising Co. of New York City in
relation to the television show "Mr. Ed." Is that correct?
Mr. JAY. Right, sir.
Mr. RICHARDSON. This was done for the advertiser of "Mr. Ed,"
which is the Studebaker Corp. Is that correct?
Mr. JAY. Right.
Mr. RICHARDSON. This analysis was made by the Videodex, and
was taken from asubsample of your national 9,200 television sample.
Is that correct?
Mr. JAy. No, that is not correct.
Mr. RICHARDSON. Did you not inform the D'Arcy Agency that it was
taken from your national sample of 9,200 ?
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Mr. JAY. We told them that we would determine it from our
multiple market sample since we have not issued a national report
since the end of 1958.
Mr. RICHARDSON. Ididn't say "report." Isaid "sample."
Mr. JAY. We have not had an active national sample since then.
Mr. RICHARDSON. In 1958, you discontinued your active national
sample ?
Mr. JAY. The last active national sample was November 1958. We
didn't have any national subscribers beyond that month and we
stopped reporting the national report.
Mr. RICHARDSON. Anyway, you at least told D'Arcy Advertising
Agency and, of course, there must have been amisunderstanding between the two of you, but you told them, in your interpretation of it,
that you would produce for them asubsample of your multiple-market
information ?
Mr. JAY. Multiple information, yes. We would take from our
multiple-market sample homes that would be used to interview for
special information, correct.
Mr. RICHARDSON. Now, according to testimony which was given here
before this committee last week by Mr. Julius Barnathan, vice president of the American Broadcasting Co., Television Division, you had
within the last couple of years or so done some work for American
Broadcasting Co.
Is that correct ?
Mr. JAY. That hasn't been done. I think there were some studies
in 1958, and the last one, Ibelieve, is the early part of 1959.
Mr. RICHARDSON. And, according to Mr. Barnathan, this was from
your national sample of 9,200.
Mr. JAY. The 1958 data was, yes.
If there was any data in 1959, and Iam not clear whether there was
in the early part of 1959, it was taken from multiple market reports.
But we did serve notice to everyone using any of our national information in the past, and did not solicit any national accounts beyond
the end of 1958.
We were not competitive with National Services who at that point
were predominantly using anetwork agency level, and we just weren't
competitive. So we just stopped reporting anational service.
Mr. RICHARDSON. Ihave, and Iask you to identify, acopy entitled
"Videodex Network TV Ratings, 1958." Is this apublication of your
company ?
Mr. JAY. It was apublication of our company and this was the last
network publication we produced.
Mr. RICHARDSON. The basic reason for this work for D'Arcy for
Studebaker was that they wanted to see whether or not they should
renew the contract for the television show, "Mr. Ed."
Is that correct ?
Mr. JAY. That objective was not disclosed to us; no.
Mr. Riciiminso.x. All right. Did they not want to discover whether
or not it would be advisable to change the presentation of this program
and change the time period from aSunday night to aThursday night?
Mr. JAY. That objective was not disclosed to us.
Mr. RICHARDSON. Did they ask you to check "Mr. Ed" in relation
to "Hazel" and other such shows, sponsored by competitors and by
that Imean automobile manufacturers ?
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Mr..IAy. Not other automobile manufacturing-sponsored programs,
as such.
The survey objective there wit- o ! ret " Mr. Ed" viewers and within
that group to interrogate them Nvith respect to these two programs
that you cite. but not to specifically recruit viewers to those other two
programs.
Mr. EicitAuos‘
Concerning this st udv that you made, you had the
assistance of Dr. Sorenson and a Mr. Von Hines of the D'Arcy ; is
that correct ?
Mr. JAI-. They were our prime contacts: ves.
Mr. RICHARDSON. Actually the three of von drew np acomprehensive questionnaire which wa s
. sent to asubsiunple of your then-current
sample.
Is that correct ?
Mr. JAY. Both our current information and homes that we recruited
beyond our current information, in order to be able to interrogate so
many homes.
Mr. RICHARDSON. Now, Mr. Jay, Mr. Sparger and I of the subcommittee staff have visited you on different occasions during the past
year and ahalf; is that not correct ?
Mr. JAY. That is correct.
Mr. Itictimunsofe. We visited you both in your office in New York
and in the city of Chicago; is that correct ?
Mr. Jay. Correct.
Mr. RICHARDSON. I am going to ask you several questions about
what went on during our visit s w ith yo u and the information supplied to the staff of this committee.
Mr. JAY. All right.
Mr. RICHARDSON. Iwould also point out. that both of us were present at all times; is that not correct?
Mr. JAY. Ibelieve so, yes, as Irecall.
Mr. RICHARDSON. Iwould also point out for your information that
every day after a visit, we drew amemorandum on that visit?
Mr. JAY. ITh, huh.
Mr. RicHminsoisi. I ask you the following questions:
What other television network have you done research for in the
last 2or 3years? Let's take 1958 on.
Mr. JAY. You are talking now about television networks?
Mr. RICHARDSON. Networks.
Mr. JAy. All right. The ABC tabulation, which Ithink you have
already cited.
Mr. RICHARDSON. Yes.
Mr. .Ty, During August of 1959, there was a copy of a Miami
study that was ordered by NBC. That was just aone-time study.
RICHARDSON. Yes.
Mr. .
JAY. In 1960-1 haven't the date here. 1961 or 1962, within the
last few years, as you cite, there was aone-time study ordered by CBS.
Mr. RicnAtinsox. So basically, within the last. few years, anyway,
you have done research for all three of the television networks; is
that correct ?
Mr. JAY. In terms of doing research as such. Imight cite this, that
the so-called study for NBC was acopy of aMiami study which was
done, I believe, in July or August of 1959, and they paid us atotal

BROADCAST

RATINGS

539

of $5, for an additional copy of it. So this was no study in the sense
of that and Idon't want to represent—
Mr. RICHARDSON. So basically you have done work for two networks, really, this one for NBC being—
Mr. JAy. Well, in the case of CBS, it was astudy based on several
months average for aGeorgia market and it was for one time period,
for one quarter hour, as I recall it. There was ill) special study and
this was the sum and substance of any data we did for them. Even
though there is alisting for CBS and NBC, the total amount of money
involved .was, Ithink, $5in the case of NBC and under $50 in the case
of CBS. In the case of ABC, one of the billings, Ithink, was for $ 120
and the other for slightly more than that. That again was conducted
in 1958.
So taking the progression of time and networks, they were noncontinuing users of relatively small amounts of our information and
we do not regard them, really, as accounts or subscribers or the like.
Mr. RICHARDSON. Of course, you basically have said that your
prior .
Mr. JAY. Are advertisers.
Mr. RICHARDSON. Subscribers are advertisers?
Mr. JAY. Right.
Mr. RICHARDSON. Mr. Jay, Mr. Sparger and I first visited you on
September 27, 1961, correct?
Mr. JAY. That, as Irecall, is about the date, yes.
Mr. RICHARDSON. During the interview held 'between you and Mr.
Sparger and nie, you explained that Videodex did audience measurements in local and—
Mr. JAY. Isaid that Videodex did measurements on local programs
and network programs. This would mean network programs that appeared locally where we would make amarket- by- market analysis of
them. But at that point, we have no report, as Ibelieve Ishowed you
in the exhibit there, during the time of your visit or for several years
preceding it.
Mr. RICHARDSON. You were not producing, at least, a national
pocketpiece?
Mr. JAY. That is right; and we were not soliciting any multiple
market composite type of information, as Isaid before. We are not
competitive in this and we just have been forced to not regard that as
aprimary amount of our work.
Mr. IttcuARosox. You also explained that Videodex did qualitative
surveys as ordered, is that correct ?
Mr. JAY. Qualitative as opposed to rating projections as such.
Mr. RICHARDSON. Yes.
Mr. Jiy. Yes; we would do studies on opinions from time to time.
We would hold our services open for doing studies to the advertiser,
where they may want to know how recently aproduct was bought and
how bought and how frequently it was bought, where it was bought
and in what amounts.
So this would be in the nature of qualitative data as acomplement
to our work primarily in television.
Mr. RICHARDSON. You further informed Mr. Sparger and me that
in gathering your information, you used an open-end diary technique:
is that correct?
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Mr. JAY. No; and this is one of the points I made in the Madow
comments. There are three forms of diary construction. One is the
completely open end, where you have time. The other is the completely closed end or block system, originally used by Hooper as a
supplement to his telephone coincidental and his duplex coincidental.
This had preprinted time periods on it, so you would get alittle book
that said 8to 8:14, et cetera. This is acompletely closed end.
The Videodex diary does not have printed time on it. It has a
"from" column and a "to" column. So if the viewing home is viewed
from 8to 8:15, they would record 8and close out at 8 : 15.
So ours would be semiclosed or semiopened. It is not open end
in the qualified sense.
We had used open end back in 1948 and 1949, and the difficulty with
that is the respondent would put down 8o'clock for Milton Berle.
Maybe the next program they would view would be 9:30. Does that
mean they viewed that channel from 8to 9 :30 ?
We had no way of closing out the viewing of that home for that time
or that channel. So the "from-to" designation arrived for that, but
not before we had pretested the so-called block system, which is currently being used by Nielsen and as asupplement to Hooper's work.
We rejected that because in pretesting, we found it encouraged respondents to lapse in their recording. In other words, the time between the time they viewed and entered on the diary was over abroader
span of time when we had the preprinted time than we had when we
had the semiopen end.
Furthermore, on multiple 15-minute segment shows, we found on a
feature film or sporting event that may run an hour and a half or
so, there was no evidence of tune-in and tuneout.
There was more of this tendency to do down to program completion
than there was more sensitive reporting on tune-in and tuneouts than
we received on "from-to." I don't want to belabor this point, but I
think in the American Statistical Association proceedings of December 1961, Mr. Shearock of Kenyon & Eckhardt who was the purchaser of some $75,000 worth of broadcast research in that particular
year, stated that he wished Madow had devoted more time to the
construction of the diary.
We shared all this information with Madow and Jensen and Hyman when they visited us.
It is an important part of our work and there is no monopoly on
statistical technique and we can use the block system or completely
open end as we do the semiopen end.
I hope Ihave not taken too much time on this, but it is very important to us, the construction of the diary. So we have used the
semiopen end.
Mr. RICHARDSON. Thank you, Mr. Jay.
It is asemiopen end.
Under your system, you have explained you have used ahome for
7months; is that correct ?
Mr. JAY. We have in the past used homes for 7months. In terms
of our reporting for the past period of years, they are used seven times.
This may not be continuous monthly reporting, because as far as our
work on this television broadcast. schedule analysis, an advertiser may
say that he is going to have aschedule in January and then in March,
but not in February.
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If we were commissioned to measure that schedule for him, we
would be using January and March information. If we had no
orders for data during It ebruary, we would not field asample, then.
So that home which would serve on January-March would have
served twice in this seven-time term and that need not be consecutive
calendar months under present definition.
Mr. RICHARDSON. Mr. Jay, in your future answers—I realize you
have a right to explain any answers, but would you try to limit the
explanation ?
Mr. JAY. Iam sorry.
Mr. RICHARDSON. You explained that you did not use the diary for
the first month that it was sent to the field in your tabulations; is that
correct ?
MT. JAY. The first time.
Mr. RICHARDSON. The first time?
Mr. JAY. The first time. But just aminute. If home 102 were recruited in the beginning of month 1, that home could again report by
the end of month 1and they would have served that dry run pu
so that the month is not always identical to the unit of time over :vr:lie
they are again used.
Mr. RICHARDSON. You discussed with us in Chicago the situation
wherein a packet of diaries, would be mailed to a specific premium
house after you satisfactorily received this first diary back and the
family indicated what premium they desired. Is that correct?
Mr. JAY. That had been the
Mr. RICHARDSON. Just tell us whether you told Mr. Sparger and me
that.
Mr. JAY. Idon't recall whether Isaid those specific words, because
in some markets we have been experimenting and now more fully use
adiary 7apremium sent right with the diary.
The idea of a preprinted brochure has since been disbanded. In
fact, it was disbanded with the cessation of our national report in
1958.
What we do now is have lower unit cost items which we offer them
more frequently. In other words, rather than have a preprinted
brochure saying "Here are several different items you select from as
areward for keeping the diary so many times," this would be ahigher
unit cost item.
Now what we have done is revert to lower unit cost items such as
nail files, combs, plastic rain hats, which go with each diary. So
each time they report, they have an evidence of appreciation which
dollarwise may still be on aparity with alarger item which previously
had been awarded with their earlier term.
Mr. RICHARDSON. Once again, Mr. Jay, try to limit your answer.
Did you not in the basement of ahouse at 2626 Seminary Road in
Chicago explain to Mr. Sparger and me that you had seven premium
houses; that after the first diary had come back ( you explained this
with Mrs. Biedron present), you would send a packet of six diaries
to the premium house, and it would mail out a diary once amonth
and that at the end of this period if there had been asatisfactory job
done, the premium house would mail the premium ?
Mr. JAY. That had been our practice in the past. At this point of
time, we were now sending out premiums with each diary and the
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premium houses were less and less involved, because they did not want
to take on the burden of the mailing function because we were not
ordering as many items directly from them.
We were now going to the manufacturer directly for the items which
we got. at a lower unit cost. In the past, premium houses had undert
aken some of this for us because we were buying higher unit cost items
from them and they would feel it would be more productive for t
hem.
Mr. RICHARDSON. Did you not in your office in New York City in
September of 1961 and in Chicago, at 2626 Seminary Road, on the
3d day of November 1961, tell Mr. Sparger and me that you still had
anational sample of 9,200 and that these 9,200 diaries came into apost
office box in the Merchandise Mart ?
Mr. JAY. No; I did not say we still had an active sample of 9,200
homes.
Mr. RICHARDSON. Did you not further explain that each month after
these diaries came in, they would be taken to a certain warehouse in
Chicago, called Anderson Bros. warehouse
Mr. JAY. No; we mentioned Anderson Bros. as one of the places
where diaries were stored. The diaries stored at Anderson Brothers,
and this location was picked because it was near Mrs. Biedron. They
had diaries from agood part of the 1950's up to about 1956 and there
were even some entries more recently than that..
Another warehouse, the NI - Way Express Co. on Morgan Street,
had other diaries and the Manhattan Storage in New York had others
and we had others on our own premises. But in the past, we have
used warehouses to store additional diary information.
The reason we have not been going to them as often is because the
in- and-out costs of gaining access and so forth began to mount up
and we waited for alonger interval to deposit the work.
Mr. RicuArtnsox. Mr. Jay, you have informed the Senate Commerce
Committee, it is obvious you have informed the Madow committee
front what you read to this committee today from this report and
you informed Mr. Sparger and me that you had different field plants
located around the city of Chicago: is that correct ?
Mr. .TAy. Not field plants as such. We have suppliers on whose
premises we worked for part of our work, since some of our operation
lent itself to people coming in part time and either working on our
premises or on premises of outside places.
In response to the question of the Senate committee, the reference
to that as far as our national work is concerned, that hearing is in
June of 1958 and we stopped reporting anational report in November
of 1958, so we did not state to either Madow or yourselves that this report would still actively produce part of your work.
Mr. RICHARDSON. My question was about field plant operations, not
your national sample.
Mr. JA.y. Well, field plant operations as such, if you construe that
t
omean our suppliers and we take our own personnel to work in their
premises, this is, Iguess, afield plant operation.
Mr. RicumwsoN. Then basically, the Madow committee did not understand what you told them, is that correct ?
Mr.
Well, Ihave cited some comments in answer to their various points. Idon't believe they understood. They had told us or they
have in the report here that we were the only service to use an open-
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end diary, which is incorrect, and Isubmit that if they misunderstood
that part, there was every opportunity for them to misunderstand some
more parts as well.
Mr. R ICHARDSON. Mr. Jay, in atelephone conversation in October of
1961, between you and myself, which was monitored by Mr. Sparger,
Iasked you where your plants were located around Chicago.
You named several and specifically named one in Joliet, Ill.; is that
correct.?
Mr. JAY. The reference to Joliet, Ill., was where two employees of
a tabulation house had moved to, on occasion had done some of our
work, but had no longer done it and they were part of our operation.
Icited that because they had, subsequent to leaving, a tab house that
had done some of our work, taken it upon themselves to do some more.
But our work was not primarily done there.
Mr. RICHARDSON. Mr. Jay, upon arriving in Chicago in October of
1961, Mr. Sparer and Icontacted you by telephone and told you that
we vant ed to visit your field plant; is that correct?
Mr. JAY. Yes, you did.
Mr. RICHARDSON. We then received this letter from you. Would
you identify this letter?
Did you write it?
Mr. JAY. Yes, Idid.
Mr. RICHARDSON. Would you give us the (late and read the letter
into the record?
Mr. JAY. This is October 27, 1961, Mr. Robert Richardson, Morrison Hotel, 79 West Madison, Chicago, Ill.
DEAR M R. RICHARDSON: We very much appreciate your interest in including
our service in your review of the television audience research firms.
Due to the fact that our processing is done at present largely on various
suppliers' premises decentralized both in the Midwest and the East, and
further, due to the fact that we are in the process of trying to consolidate our
operations from these points to New York, we would like to suggest that for
the time being any visit pertaining to processing be made to our New York
office as in the past where we will be able to present to you and discuss with
you exhibits and materials relevant to further questions you may have on our
procedures.
We trust this suggested approach will be acceptable to you under the circumstances described above as now prevailing with respect to Videodex.

Mr. RICHARDSON. Upon receipt of that letter, we sent out atelegram
reading as follows:
OCTOBER 28, 1961.

ALLAN V.JAY,
Videodev, Inc., 342 Madison Avenue, New York, N.Y.:
Received your letter of October 27. Want to visit operations here Wednesday,
November 1. Confirm time and place.
SPARSER & RICHARDSON,
Hotel Morrison.

Did you not receive such atelegram from us?
Mr. JAY. Yes, Idid.
Mr. RICHARDSON. Would you identify this telegram?
Mr. JAY. This is to Mr. Rex Sparger, Morrison Hotel, room 3442,
79 West Madison Street, Chicago, Ill.
November 2, 1961, 9:37 a.m.

Will pick up 2:30 p.m. Friday, November 3, at Morrison Hotel lobby for visit
of operation with supervisor. Thank you for rescheduling so I can be on hand.
99-942--63— pt. 2-9
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Mr. RICHARDSON. Now, at that time, on Friday, November 3, we
went to your field plant operation, correct ?
Mr. JAY. Correct.
Mr. RICHARDSON. We met Mrs. Biedron and two other persons?
Mr. JAY. Right.
Mr. RICHARDSON. Mrs. Biedron showed us how the reports came in
from various markets throughout. the United States ?
Mr. JAY. Irecall that, yes.
Mr. RICHARDSON. You explained in detail, did you not, how you
would take 350 homes from Miami; 270 from Charlotte; the different
areas of the country, put those together, weight. them properly and
make anational report of 9,200; is that not correct ?
Mr. JAY. No; it is not correct. We had shown you our procedures
used when we had issued a national report. We had identified at
that time but did not issue a national report, had no national report
subscribers since 1958 or when we had national reports or were cornpositing any series of products, this was the procedure used. But we
emphasized throughout that our work was solely concerned with
local TV.
M, . RicuAunsox. At that time you further explained to Mr. Sparger
and me that. you liad about 35 subcontractors
'
who did work for you
and that you. had 7 premium houses which did a large amount' of
mailing for you, is that correct ?
Mr. JAY. We didn't say they did currently alarge. amount of mailing
for us. We had that many premium houses supply premiums to us
in the past and some of them have undertaken to mail work for us.
What was the other figure ?
Mr. RicuminsoN. Thirty-five subcontractors that. (lid work for you.
Mr. .
J
AY. Idon't recall 35 subcontractors. Perhaps there was some
reference there to interviewers or people in the field. But I don't
recall 35 subcontractors as such.
Mr. RionARnsoN. During this visit at the basement in Mr. Biedron's
home in Chicago, Mrs. Biedron explained to the staff that when these
diaries came in, she would take them to the Anderson Bros. warehouse
each time because she was afraid of fire because her house had burned
once: is that not correct ?
Mr. JAY. Not exactly. The Anderson Bros. warehouse was nearby
to Mrs. Biedron's home. For this reason, Anderson Bros. has been
used on occasion in the past . There hadn't been current entries made
there for sonic time. There have been more current eut ries made at.
warehouses more remote from her.
One was the Nu Way Express Co. on Morgan Street and the other
was the Manhattan Storage on 7th Avenue in New York.
Subsequently, we have not had any storage of materials there because we just began to build up past inventory of information which
was not called for, which was costing us money and was too bulky to
store in our premises. So we stopped the Nu Way and the Manhattan, and the lessening of the number of markets reported and the
fact that we did not have to store them as often, if at all, caused them
to keep more and more of them on our premises.
Mrs. Biedron had stored some above the garage in the back and
some in the attic, where the fire was, which you saw the results of.
That plus the diaries which are now on our premises in New York
would constitute the repositories for our information.
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Mr. RICHARDSON. Did she not at that time show us the receipts
for payments made to Anderson Bros. warehouse ?
Mr. JAY. Irecall her showing you some information from Anderson
Bros., but I don't know what i
twas because I was not in that part
of the room.
Mr. RICHARDSON. You then explained that when the diaries were
stored and you got aspecial order for tabulation on past diaries, you
would at that time get the diaries from the warehouse and/or, since
you say warehouses, have it sent to New York and tabulate the material ? Is that not correct ?
Mr. JAY. It is not always. I don't mean to be indirect, but there
were various types of assignments. First of all, we have not gone
to Anderson Bros. for quite aperiod of time and as far as the principle of going to them as assignments came up, Iwould say that none
of our work has been for aperiod of time in past information.
Our v.ork would involve an advertiser saying that, say, "We have
a schedule going into this market at some future point and we would
like you to provide an independent analysis of this" would involve
future information.
We have, during the past period of years that Ican recall, received
no assignment for going back through time. For this reason, the
emphasis on warehousing or this number of warehouses has been
lessened and that would typically not be the procedure any longer
and would not have been since about 1958 or the early part of 1959.
Mr. RICHARDSON. Mr. Jay, under Illinois corporation law, you are
required to file annual reports by your corporation; is that correct?
Mr. JAY. Yes; Ibelieve so.
Mr. RicirAnosos. Have you done so
Mr. JAI,.Ibelieve so; yes.
Mr. RICHARDSON. DOyou know whether or not you have done so ?
Mr. JAY. When you say annual reports, do you mean to the State?
Mr. Riciimiosox. To the secretary of state, State of Illinois.
Mr. JAY. Idon't recall that we have; no.
Mr. RwirAnosoN. Illinois law does require it. So you don't know,
\diet her you have done such or not ?
Mr. JAY. Well, if I understand your term, filing a report, we do
not. to my knowledge.
Mr. RicHAnosox. Mr. Jay, on November 9, 1961, the staff sent
yolt aletter. Igive you aCopy of it.
Mr. JAY. Right.
Mr. RICHARDSON. Did you receive that letter ?
Mr. JAY. Yes; Idid.
Mr. RICHARDSON. Would you give the date and read the information from the letter into the record?
Mr. Jay ( reading) :
Mr. ALLAN V.
JAY.
Manager,
ideode.r, 342 Mid son Avenue, New York.

NOVEMBER 9, 1961.

DEAR M R. JAY: Please send us a complete list of all marketing research
groups or any other groups to which you are, or have been during the past year
subcontracting your survey work. This list should include the name of the firm,
the complete address, and the officer with whom you deal.
Also please send us a complete list of all the premium houses with which you
presently are affiliated or have been affiliated during the past year, such list
to include the naine, address, and person with whom you deal.
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Mr. RicitAnDsox. Mr. Jay, would you identify this letter?
Mr. JAY. This was the next month, December 11, addressed to me.
We have not received the list of research firms which handle your local work
throughout the country.
We would like to have this list provided for the
subcommittee as soon as possible.

Mr. RICHARDSON. Who signed that letter?
Mr. JAY. Mr. Sparger.
Mr. RICHARDSON. Did you not answer that letter on March 5?
Mr. JAY. Yes; Idid.
Mr. RICHARDSON. Pardon me, Igave you the wrong letter.
Would you identify this letter?
Mr. Jay ( reading) :

DECEMBER 19, 1961.

DEAR Me. SPARGER: This will acknowledge the recent letters requesting list
of Videodex survey subcontractors handling local work for us.
This material is being prepared for you. You should have it after my return
to New York early next month.

Mr. RICHARDSON. Would you read the next letter?
Identify it first.
Mr. JAY. Janu4ry 8, 1962, again to Mr. Sparger:
in accordance with your request, we have attached a list of subcontractors
handling work for us. A list of subcontract mailing facilities has also been
appended.

Mr. RICHARDSON. Did you send that list attached to this correspondence from you ?
Mr. JAY. This was the list Isent, Irecall.
Mr. RICHARDSON. Would you read the naines of your mailing house
premium source "Facilities for Mail Distribution of Diaries," as you
have entitled it?
Mr. JAY (
reading) :
Letter U.S.A., Inc., Mrs. E. Massa, 1166 Sixth Avenue, New York.
Clearview Graphics and Mailing, Mr. Robert Fink, 20 Nassau Street, Princeton. Alfred Winston, Suite 1426, 342 Madison Avenue, New York.
Joseph Russakof, Suite 1409, Standard Financial Building, 2 West 45th
Street, New York. M. H. Lamston Co., 45th and Lexington, New York.
SBD Advertising Services.
L. Breslin, 1140 Broadway, New York.
The Cole Co., J. Douglas, Walker Drive, Chicago.
And Premium Promotions, Inc., at 1556 Fifth Avenue, New York.
I footnoted

that:

Our crew working on their premises and facilities.

Also:
Some of above sources have been terminated.

And also:
In previous years, premium houses have been used as mailing houses. More
recently this function has been taken over by mailing houses who do not necessarily handle premiums or where premiums have been discontinued.

Mr. RICHARDSON. Mr. Jay, on October 10, 1961, you sent this letter
to the staff. Would you identify that letter?
Mr. JAY. Right.
Mr. RICHARDSON. Would you read it, please.
Mr. JAY. Right. This is dated October 10, to Messrs. Sparger and
Richardson.
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As you have requested we have attached a market list of local markets in
which Videodex reports local television ratings.
The survey dates for the immediately past broadcast year has also been
appended.
We will continue our file search for any station correspondence bearing the
types and situations you have discussed during our meeting the other week and
forward any we find to your Washington, D.C. address.

Mr. RICHARDSON. On the top of the list, you have 28 cities in which
you state you do local monthly reports; correct?
Mr. JAY. We have a list of 28 markets which were prepared to
report on alocal basis each month.
Mr. RICHARDSON. Is that the way you represented them to Mr.
Sparger and me when we called earlier ?
Mr. JAY. That is the way Ihad stated these markets were handled,
that we did not issue or publish local reports for these markets, that
we were prepared to as assignments came up or as we had these television schedule analysis.
Mr. RICHARDSON. It is strange that our memories and our memorandums don't agree with you at all, Mr. Jay.
Mr. JAY. Iam sorry, but Idid not intend to cite these as being physically issued local reports, because during the last year, Ithink we had
five local markets, and this year currently there are about two or three
in which there is actual local reports in the sense of pocketpiece.
Mr. RICHARDSON. Would you read the first paragraph you have
just read into the record again ?
Mr. JAY [
reading]:
As you have requested, we have attached a market list of local markets in
which Videodex reports local ratings.

Mr. RICHARDSON. It is rather obvious what you meant by that.
Mr. Jny. My thought and the fact of the matter is these are the
markets where we were prepared to issue local reports. We did not
actually publish alocal report, and we did not represent ourselves to
any of our solicitations that we had actual physical pocketpiece studies
of these markets, because we identified our services as being television
schedule analysis on specific advertiser schedules at apoint ahead.
In other words, they would tell us on month 1that they were going
to run these schedules, and we would schedule these diaries in order to
report it for month 2or any month they would commission us to.
Mr. RICHARDSON. Now, Mr. Jay, you have a red check before each
one of these, which indicates it is the ones in which market reports
were done. One of these was Washington ?
Mr. JAY. Washington was one of the markets where we had asample
setup.
Mr. RICHARDSON. Ibelieve each member has acopy of the Washington 1961 report. You gave the same type of indication for each one of
these markets. Your letter states:
As you have requested, we have attached a market list of local markets in
which Videodex reports local television ratings.

Mr. JAY. As a supplement to this letter, when I understood you
wanted the physical pocketpieces, I then sent a letter which you
probably have
Mr. RICHARDSON. That was aletter of disclaimer you sent in March ?
Mr. JAY. It was not intended as adisclaimer. It was intended, once
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Iunderstood you wanted pocketpieces, to tell those markets in which
we did have pocket pieces.
Mr. RIcHAnnsox. These are markets which—
Mr. JAY. Those are markets which had been sampled, and we were
prepared to report if we had an assignment for them.
Mr. RICHARDSON. The staff visited you in April of 1962 and at that
time asked you for fieldwork for a report prior to October of 1961,
because we did not want to get. the addresses of any of the homes still
being used in your survey ?
Mr. .Tay. Right.
Mr. RICHARDSON. We asked you for acertain report ?
Mr. JAY. Ididn't recall the reports you asked for until you subsequently wrote us.
Mr. RICHARDSON. We asked you for the report of Dallas, Tex., is
that. not correct ?
Mr. JAY. Idon't recall your asking for it at that date. Iknow one
of the subsequent letters asked for Dallas.
Mr. RICHARDSON. Shortly after that, Mr. Sparger wrote you asking
for alist of your subscribers; correct ?
Mr. JAY. That is correct.
Mr. RICHARDSON. You answered him and said you would prefer
not to supply this list, but would if you had to; is thaicorrect ?
Mr. JAY. That is correct. The reason for that, if Icould cite it, is
that we do not depend on interviewers for basically deriving our
information.
They are used on occasion in order to introduce, either do special
studies or try to get non responding homes to reply. Ihad not anticipated when Isupplied that list to you that you would have sent registered official letters to them to find out various things, because this
caused many of them to no longer do work for us. My thought on
this list, of accounts was if the same type of interrogation was done,
we would be faced with attrition there because of the fact, that they
are apprehensive of any investigations or officialdom, if that is the
right, word to use.
Mr. RICHARDSON. Mr. Jay, on July 27, of 1962, the following letter
was sent to you, for which you signed. It was a registered letter, is
that correct ?
Mr. JAY. Ibelieve so; yes.
Mr. RICHARDSON. Is that your signature ?
Mr. JAY. Yes; it is.
Mr. RICHARDSON. What is the date ?
Mr. JAY. July 30, 1962.
Mr. RICHARDSON. Would you read that letter into the record ?
Mr. JAY (reading) :
JULY 27, 1962.
DEAR M R. JAY: In February, Mr. Sparger wrote you asking for a list of your
subscribers. You answered on March 1 stating that you were prepared to supply
us with such. but hope we would not contact them individually.
Would you please send us a list of all the subscribers Videodex has had for the
past 2 years—that is, from July 6to date?
When Mr. Sparger and I were in New York the first part of April, we asked
you to supply us with the fieldwork from one of the two local market reports. As
of this date we have not heard from you on this request.
As you will remember, we stated we did not desire to take any of your recent
surveys, because we realize you use your diarykeepers for 6 months. For that
reason we asked you for a separate 1961 report.
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Iam enclosing acopy of your letter of October 1961 with attachments concerning your local market reports.
From this it is noted you do a monthly
report in all of the markets listed at the top of the second page of the enclosures.
Send us your fieldwork for September 1961 for Dallas, as was requested of you
in April. If for some reason you do not have the fieldwork for the Dallas September survey, please explain why you do not have it and send us in lieu thereof
the Los Angeles September 1961 fieldwork.
I am enclosing two self-addressed franks so that you may mail us these
diaries without cost to you.
It is realized that you may have to have Mrs. Biedron secure this information
from your warehouse in Chicago. However, we would like to have it as soon as
possible, as we are finishing most of the work on our study of the broadcast
measurement companies.
Mr. RicHARnsoN. Now, Mr. Jay, that fieldwork we requested, and
also the list of subscribers which Iagain requested at that time were
never sent to the subcommittee; is that right ?
Mr. JAY. There was a March 15 letter which bore on the request
for fieldwork, which Iwonder if Icould read. Ihave copies here.
Mr. RicumnisoN. You may read it. It is this disclaimer letter.
Mr. JAY. Idon't know what the legal terminology of trying to set
information straight is. It was not a disclaimer letter in the sense
that Iunderstand it.
This was dated March 5, 1962; addressed to Mr. Sparger.
DEAR Ma. Slum:mt.: This will reply to your last letter requesting additional
information on Videodex reporting.
As requested, we have attached a local market list of diary studies. Reports
sample sizes on monthly markets without an asterisk ranged from 200 to over
450. These represented published pocketpiece studies.
Markets with asterisks were those where Videodex was prepared to report
on requested programs and time segments. This means that samples were drawn,
but no report was necessarily published or released as a complete market report
to any subscriber.

Then the rest of it
Mr. RICHARDSON. However, in the list you gave us, there were no
asterisks on them.
Mr. JAY. The list sent March 5did have asterisks on it, once Iunderstood from subsequent correspondence what you wanted.
Mr. RictiARnsoN. Once we wanted specific reports, asterisks were
provided—
Mr. .
J
AY. No; when you called for lists before, the two we had we
sent at the end of 1961, Ibelieve, which was Charlotte and Washington, which you had asked for, which we had as pocketpieces at that
time, and previous to that time. We sent those and as a matter of
information we have not published Charlotte or Washington for over
.a year.
This is again an example of alack of market that Videodex has had
for the pocketpiece type of service.
Mr. RICHARDSON. Now, Mr. Jay, the next communication we had
from your company was March 4, 1963, just prior to these hearings.
Mr. .Jr. Right.
Mr. Riciimiuso.N. Would you identify the letter Ihave just handed
you ?
i‘lr. JAY. This is March 4to Mr. Richardson.
* * * This will provide some of the information. In connection with your
last request for local market data, please refer to our letter of March 5, 1962,
.once again, paragraph 3. This supplemented the letter of October 10 and the
subject of markets as follows: Markets with asterisks were those markets
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where Videodex was prepared to report requested programs in time segments.
This means that samples were drawn but no report was necessarily published
or released as a complete market report to any subscriber. In the case of the
markets you requested, if you refer to the list, you will see they fall in this
category and were not reported as local market studies in the indicated periods—
that is to say, asterisk markets.
* * * from a composite of markets as explained to yourself and Mr. Sparger
during your last visit.
Since these may be referred to during the course of
our regular operation as trend analyses, it is difficult at this point to insure that
we can send them on.
▪
* it is because of a semicontinued relationship with the sample and since
these same affect our procedures, etc.

Another of your questions concerned policy and tabulations. On
our standard audience surveys, our policy has been to do all fieldwork
tabulations. Years ago, advertiser-subscribers had had us undertake
surveys beyond our standard audience reports and we have rendered
fieldwork on such premise.
* * * or released by advertisers. These types of studies were never done for
broadcasters. It is our present plan to send on some comments on the Madow
report, as well as a brief summary of our services and methodology, as you
suggested we might do, in our last letter to reach you by March 8.

Mr. RICHARDSON. Mr. Jay, Mr. Spa rger and I, after receiving the
last list of premium houses sent by you to the subcommittee, did atour
of these different companies.
Mr. JAY. Right.
Mr. RICHARDSON. We found at Letters U.S.A., Inc., 1166 Sixth
Avenue, New York City, a manager by the name of Mrs. E. Massa.
She informed Mr. Sparger and me that she prepared diaries for
mailing for the Videodex Corp.
Mr. JAY. Right. This is consistent with our intent and attempt to
have work done from New York.
Mr. RICHARDSON. She also said she had done this only since November of 1961 and the diaries did not exceed 1,000 per month.
Mr. JAY. She had done some work prior to that, but on a volume
basis, consistent with this transfer from Chicago
Mr. RICHARDSON. Letters U.S.A. is not apremium house as such ?
Mr. JAY. They will mail premiums for us but they will not supply
premiums as such.
Mr. RICHARDSON. Clearview Graphics was the second premium company at 9 Bank Street, Princeton, N.J.
Mr. JAY. 20 Nassau Street, Princeton.
Mr. RicirAnnsoN. Their address has changed. It is 9 Bank Street
now ?
Mr. JAY. That is one of the two street sites. It has entrances on two
streets.
Mr. RICHARDSON. Is Mr. Fink part owner of Clearview Graphics?
Mr. JAY. Yes, he is.
Mr. RicliAnnsoN. He stated all he did was to put the letters sent
from you into apost offive box and—
Mr. JAY. Right. This is to their homes. There was a lot of research activity in Princeton and we wanted to find out if the Princeton post mark would enhance response rates among the homes.
Mr. RICHARDSON. Now, Clearview Graphics is not apremium house,
then, is it?
Mr. JAY. No; they do not supply premiums.
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Mr. RICHARDSON. The next listing is for Alfred Winston, suite 1426,
346 Madison Avenue, New York. Mr. Winston simply informed Mr.
Sparger and me that he gave you the right to use his office after
hours and that he did not see you use it.
Mr. JAY. Ibelieve he saw us use it. We would bring in part-time
people who were working for us.
Mr. RICHARDSON. This is not apremium house?
Mr. JAY. Not apremium house.
Mr. RICHARDSON. Joseph Russakof is the fourth name you gave us
as a premium house ?".
Mr. JAY. Ididn't say these were premium houses as such. We have
mailing house, premium sources, mail distribution for diaries.
Mr. RICHARDSON. But you had represented to Mr. Sparger and me
on several occasions in the past, in looking at the Madow report, you
represented that you had in the past used premium houses for mailing;
is that correct?
Mr. JAY. We had in the past used premium houses for mailing; yes.
Since we have now offered lower unit cost items
Mr. RICHARDSON. You explained all that.
Mr. Moss. Mr. Chairman, may I ask that the witness not impose
interminably upon the time of this committee in unnecessarily lengthy
responses. We have heard that explanation no less than four times
in the last hour.
Mr. RICHARDSON. Thank you, Congressman Moss.
The next company is the M. H. Lamston Co.?
Mr. JAY. Right.
Mr. RICHARDSON. Would it surprise you to find out that Mr. Sparger
and I visited with Mr. Franklin F. Marks of this corporation and
that he had never even heard of Videodex ?
Mr. JAY. Well, as far as the Lamston Co., it is tantamount to being
a5- and 10-cent store.
Mr. RICHARDSON. That is what we found out.
Mr. JAY. Right. Well, we have bought a considerable number of
premium items from them which we have put into the diary mailings
ourselves on Mr. Winston's and Mr. Russakof's premises that we found
we could get less expensively from them than from premium houses.
So because they were nearby and because they did sell premium items
as such, we used them as a source of supply.
Mr. RICHARDSON. You just bought these retail, then, from a fiveand- ten-cent store and not from the corporation as such ?
Mr. JAY. We got a special quantity discount on them because we
would order maybe 400 or 500 items at a time.
Mr. RICHARDSON. Where would you place these orders?
Mr. JAY. We would come right to the store and talk to whoever was
at the floor manager's point.
Mr. Ricniumsox. Would it surprise you that the manager of the
store at 46 Lexington for M. H. Lamston Co. had never even heard
of the Videodex Co. or you?
Mr. JAY. As far as hearing of Videodex as such or me, these were
cash purchases. We would go in and pick out an item and ask if we
bought so many, what kind of a discount could we get, and pay for
them right there.
Mr. RICHARDSON. ISSBD Advertising Services apremium house ?
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Mr. JAY. They are no longer in business and they refer to this note
we have here.
Mr. RICHARDSON. We also found out they had not been in business
for quite a while.
Mr. JAY. That is the last address we had done business with them at..
Mr. RICHARDSON. Premium Promotions, Inc., is the seventh company.
Mr. JAY. Right. That gentleman there has since gone out of business himself and joined another one.
Mr. RICHARDSON. That is what we found out.
Now, the Cole Co., Mr. J. Douglass. This is one Mr. Sparger and I
recall very vividly because we walked all up and down Wacker Drive
in Chicago at 5° below zero, looking for aCole Co. We checked every
address on that street. We could not find where it is located. Could
you tell us?
Mr. JAy. Ibelieve since we have done business with them Mr. Cole
or Mr. Douglass has died. The firm has been absorbed by another
premium company in total. They were alarge supplier at one time,
we having spent many thousands of dollars with them on premium
items when we had the higher unit cost items.
Mr. RICHARDSON. We did find aJ. Douglass at one of the addresses.
She was the owner of the building and had been in Florida for the
last. 20 years.
Mr. .
JAY. No, this was aman, with the Cole Co., in our last. contract
with them.
Mr. RICHARDSON. Then, Mr. Jay, in the large list of what once appeared to be premium houses and then became mailing houses and
premium houses and different companies, none of them were premium.
houses, is that correct?
Mr. JAY. '
Well, they were sources of premium supply.
Mr. RICHARDSON. But. not. within recent years, because they were out
of business in many cases, is that. correct ?
Mr. JAY. Idon't mean if it is years, plural, but in recent points of
time.
What Iwould like to say is that in correspondence from the committee dated November 9, the question was asked, the request was
for subcontractors and premium houses with which you are presently
affiliated or have affiliated during the past years.
Mr. RicHAnnsoic You just testified that this Mr. Cole or J.
Douglass, had died some time back.
Mr. JAy. But within the last year, we had some transaction or had
done some premium work with them. That is why they were listed.
Mr. RICHARDSON. Need Ipoint out. that Mr. Sparger and Ichecked
with the telephone company back through the last 4 years on these
names and there was no listing for Mr. Cole or Mr. Douglass on
Wacker Drive.
Mr. .TAy. That is a surprise, because we had done a considerable
amount of business with them in past years.
Mr. RICHARDSON. At this point, Mr. Chairman, we shall turn the
situation over to you for questioning if you would like..
The CHAIRMAN. Well, Mr. Jay, in view of the questions that have
been asked and the answers you have given, and in view of th e fact
that you said you were a corporation organized and operating under
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the laws of the State of Illinois, why did you not. say, in order to get
the facts completely, that your corporation was involuntarily dissolved on January 4, 1954?
Mr. JAy. Well, I didn't know exact dates, or I didn't know that
that official action had been taken.
The CiimamAx. You men that—you have been with the company
how many years?
Mr. JAy. Thirteen.
The Ci 'AIRMAN. Thirteen years?
Mr. JAI". Right.
The CiisamAx. You have been in its offices in New York and Chicago, and von gave all this explanation of business around the lot,
which is pretty liard for anybody to follow and ascertain any information from. Apparently from what has happened, you know of its
being incorporated and its action as a corporation, that it, served a
clientele in the country, and you are aware of the fact that Jay &
Graham Research, Inc., was incorporated June 14, 1949, which you
testified to earlier. Then you testified the charter was amended; that
the naine was changed to Videodex, Inc., on May 14, 1952. And it
presently, today, has been since operating as a national corporation
under the laws of Illinois. The records at the. Secretary of State's
office show that the. first part is true, but that the corporation was
involuntarily dissolved January 4, 1954.
You didn't know that?
Mr. JAy. I didn't know. I would be interested in knowing just
what principals caused that or just what their naines were. Ihonestly
don't. know.
CHAIRMAN. Well, it is a rather interesting thing that a business that has been as active as you have indicated during these years,
and that this record, from the office in the State of Illinois, which
keeps all such records—of course, we have no way of knowing what
brought it all about. We only know what the records show.
Mr. JAy. Well, that was done without my knowledge.
The CHAIRMAN. You mean that you, yourself, did not know that
this action occurred?
Mr. JAy. That there was any official action to that effect. I do
recall circumstances at that time as far as suppliers who wanted to
acquire stock in the firm, about. suppliers who were at that time a
part of acommittee to enable me to free my time to go to New York
when we began to open up a New York office about then, and to concentrate on the work there. Now, if this happened back there, Idon't
know who the specifics were who caused it to come about, because it
was done without my specific knowledge.
The CHAIRMAN. Well, what puzzles me is you have been engaging
in business as a corporation since that time, and been doing business
all along, and you, yourself, don't know what has happened to the
corporation. Yet. you are engaged in business with the television industry, as you have explained here.
Do you have an attorney ?
Mr. JAY. Well, the treasurer of our firm and secretary is an attorney; yes.
The CiimamAx. Doesn't he look after your legal matters?
Mr. JAY. He may be aware of it, but Iam not.
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The CHAIRMAN. You say you are president of the organization?
Mr. JAY. Yes, Iam.
The CHAIRMAN. And you were doing business all these years as an
Illinois corporation.
Mr. JAY. As far as Irecall; yes. That is where we were originally
incorporated, and I have every reason to believe that is where we
are still incorporated.
The CHAIRMAN. Any questions, Mr. Moss?
Mr. Moss. Yes, Mr. Chairman. Ithink this is all very interesting,
but Idon't have the slightest idea what you do. You sell local television surveys to advertisers, is that correct ?
Mr. JAY. Local television schedule analyses, as composed of the
Mr. Moss. What is an analysis? Is that asurvey ?
Mr. JAY. That would be alarger term for it, although asurvey
Mr. Moss. Let's start out with the process of putting it together.
What do you do? You make a survey as the basis for an analysis,
because you must analyze something?
Mr. JAY. Right.
Mr. Moss. You make asurvey ?
Mr. JAY. Right.
Mr. Moss. How do you make it ?
Mr. JAY. We make adiary form which was submitted to the committee.
Mr. Moss. Is this it right here?
Mr. JAY. Right.
Mr. Moss. How do you get it in the hands of the person making
the survey ?
Mr. JAY. It is mailed to them.
Mr. Moss. Where do you get the names of the persons to whom to
mail this survey ?
Mr. JAY. We get them from TV purchase records and warranty
cards.
Mr. Moss. How do you know they are going to make these surveys
for you ?
JAY. We don't.
Mr. Moss. Now, what is one of the markets where you are currently
surveying, or where you have surveyed in the last 6months ?
Mr. JAY. Well, Philadelphia would be one.
Mr. Moss. All right. Now, you get alist of recent purchasers of
television sets in Philadelphia ?
Mr. JAI-. Not recent purchasers, no. These would be purchasers
extending back into time. In other words, it would not be composed
of just recent purchasers.
Mr. Moss. Then you have acumulative file of people who have purchased television sets in Philadelphia ?
Mr. JAY. We would have both an accumulated file plus the opportunity of sampling at the manufacturer or factory level back through
time. In other words, they would have afile—
Mr. Moss. Let's take the Philadelphia survey. How did you proceed in this instance ?
Mr. JAY. Well, in the instance of Philadelphia, we would, as in the
case of other markets—
Mr. Moss. What did you do, not what would you do.
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Mr. JAY. We would make arandom selection of homes—
Mr. Moss. Isaid what did you do ?
Mr. JAY. We made arandom selection of homes from TV purchase
records. We made a diary and sent those out with a premium
attached.
Mr. Moss. How many did you send out ?
Mr. JAY. In Philadelphia, we would have aselected sample of about
400 that we would send out.
Mr. Moss. All right, you send out 400 diaries ?
Mr. JAY. Right.
Mr. Moss. And these are sent to the names of persons who at some
point in time purchased atelevision set ?
Mr. JAY. Correct.
Mr. Moss. And how do you know that that sampling is representative of anything excepting that they own atelevision set ?
Mr. JAY. Well, in terms of information to compare it with, we
would, for the Philadelphia market, take every tenth home and find
out where they live, of course. Looking at amap, we have plotted just
where those homes are on a per county basis. We have taken such
issuances as the Census of Housing Data ? which reports the ownership of television, to find out for the multiple counties around Philadelphia what proportion of sets might be in one county as opposed
to another, and have compared that proportioning with the distribution of homes that are selected through the warranty card process.
Mr. Moss. Let's start back, because you start with warranty card
lists. This is your list of 400 ?
Mr. JAY. Right.
Mr. Moss. Then you take a map and you locate these 400 on the
map ?
Mr. JAY. They are plotted on the map to find out just where they
cluster.
Mr. Moss. That is important in the method here, to know whether
you select the 400 first and plot them on the map, or whether you
go to the map and make determinations of the area you should cover
and then go back and try to pick out random cards that would fit
your requirements to get comprehensive coverage.
Mr. JAY. The area studied within which the cards would be selected
would represent arange of counties common to the multiple channels
originating their signal from a given transmitter site, whether that
site be the city or the home county.
Mr. Moss. Then you have 400 homes that you have selected on the
basis of placing them geographically on a map of the Philadelphia
metropolitan area ?
Mr. JAY. Well, metropolitan is not an exact description. Metropolitan could be the home county of Philadelphia. In our case, if
you use metropolitan, it would not be exactly the case, because in our
Philadelphia sample, we would go as far as Mercer County, N.J.,
containing Trenton, because the majority—
Mr. Moss. Is that within normal viewing range of the stations you
are going to survey ?
Mr. JAY. In terms of linear distances and aline of sight from the
transmitter location, yes. Then going further west, why, we would
go as far as Berks County, containing Reading.
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Mr. Moss. Then you determine the viewing area ?
Mr. JAY. Right
Mr. Moss. And you fit your 400 people into this area ?
Mr. JAY. Within the viewing area.
Mr. Moss. And all you know about these people is that they own
aset and they live within this area ?
Mr. JAY. And they have been randomly selected.
Mr. Moss. Yes, randomly selected, but that is all you know about
them ?
Mr. JAY. At that point, yes, sir. We know where they are, we
know their names, we know how long they have owned aset.
Mr. Moss. Now, you have 400 of them. You mail out this with
the premium ; is that right ?
Mr. JAY. Right.
Mr. Moss. What do you do, put it all on the package ?
Mr. JAY. Right. We have dealt with flat items that will ride with
little or no additional postage, such as plastic rainhats or combs or
fingernail files, and Iam not being facetious now, but this [ indicating]
is the most recent one, which is a plastic clothesline thing. It is
small and fits—
Mr. Moss. Whoever runs for office has received all those things
from advertising agencies for us to give to our constituents.
Mr. JAY. That is the type of premium that is attached.
Mr. Moss. That is attached to this. Is there a cover letter that
goes along with it?
Mr. JAY. There is acover letter that goes with it, yes.
Mr. Moss. Do you have a copy of the cover letter, Mr. Jay?
Mr. JAY. I believe we submitted some. If we didn't, we are certainly prepared to.
Mr-.Moss. Do you have one with you ?
Mr. JAY. I do'n't know. Let me see. I think I have one in my
coat.
While we have used different contents, this is the one that we have
been using and have had most success with in terms of measured
response rates.
Mr. Moss. Will you read that in the record?
Mr. JAY. Yes, sir.
DEAR TV Sr OWNER: You may have heard the following comments on television surveys or even have said it yourself: " No one ever contacted me in
any survey."
Well, we are contacting you to be a part of a television survey at this time.
We would appreciate your help in completing the attached diary as a record
of your normal television viewing for a week. There is nothing to buy and no
one to bother you. This can be done in the privacy of your own home. That
is the reason our television research is based on a diary form obtaining the
information on television viewing habits. The instructions on the diary are
self-explanatory and by leaving the diary on top of your TV set during the
report period, it will enable you to keep an accurate record of all viewing with
no outside interruption to you or your faimly.
Thank you for your cooperation in this effort in discovering the TV viewing
habits.

In addition to this, currently we have made mention of the attached
premium item, asking them—we hope they will accept it.
Mr. Moss. How many of these do you get back ?
Mr. .1
Ay. Well, our experience has been—
Mr. Moss. Take Philadelphia.
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Mr. JAI-. Philadelphia—we would be getting about 60 percent back.
Mr. Moss. About 240.
Mr. JAY. About that, yes.
Mr. Moss. How many of them were complete?
Mr. JAY. Well, in terms of completions as such we would have
entries of some viewing on them all which would presumably be a
record of their viewing for that period. Some would send them back
and say, "Our set. was out of the home for repairs," or there was
illness in the family and there was no viewing done this week, or
"We were away on vacation." This might be true for given days or
for the entire period.
Some included in that 240 would be diaries such as that which
is significant to our work because this would represent a home that
could have viewed, that didn't for some reason or another, and to
the extent that they didn't, their proportion of homes presumably
did the same thing.
,so that the 240 would include the actual viewing done by those who viewed as well as footnotes such as Ijust cited
to you now.
Mr. Moss. What happens if you get them back incomplete? Without :my notations ?
Mr. JAY. Well, since we don't depend on the first diary that comes
back in a newly recruited home, since this is just a dry run so the
newly—so the newly recruited home can demonstrate their comprehension of keeping a
.diary and grasp the whole concept of it, we would
send a followup to that home before we used them again to either return the diary and say we would like to have an explanation as to
what viewing was done on these other days or to find out if there
was no viewing done at all if it was left blank.
Mr. Moss. Well, now, you sent out 400 in Philadelphia ?
Mr. JAy. Right.
Mr. Moss. This was on the random sampling taken from the files
of television set salas?
Mr. JAY. Right.
Mr. Moss. And you got 240 of them back. Were they all the first
time out ?
Mr. JAY. Well, this would be after each one had ent in at least
one.
Mr. Moss. Well, I see. How many of these do you send out in
fact?
Mr. JAY. Well, we would start with 400.
Mr. Moss. Yes, I know. But you wouldn't send the 400 to each
of the homes as repeats?
Mr. JAY. Oh, no. You mean how many times would I give each
Mine—
Mr. Moss. Yes. How many of these do you send out the first time
to a home ?
Mr. JAY. One. For one 7- day period.
Mr. Moss. And you get 240 b.
ack ?
Mr. JAY. Right.
Mr. Moss. And you had to send out the 240—how many on the
second?
Mr. JAY. Well, we would resample the nonresponding homes the
second time as well as trying to get them to respond. We would
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send them an additional premium item and encourage them to participate in the study and find out just why—
Mr. Moss. How many of them do you pick up of that nonresponding 160 homes?
Mr. JAY. Well, we would add and have the experience of having
added in a market such as Philadelphia another 10 percent, perhaps.
Mr. Moss. You would get 16. When do you complete this survey ?
You start a survey there in response to an order from an advertiser
in Philadelphia. You have sent out 400. Then you have sent out
just one log and it is filled in or it is not.
Mr. JAY. Yes.
Mr. Moss. And then it is returned to you. Now, when do you start
sampling in earnest, for the purpose of compiling the survey ?
Mr. ,
J
AY. Within about 2 weeks after the first. one has been returned.
Mr. Moss. And you send out the second group-Mr. Jr. Right.
Mr. Moss ( continuing). To the 240 homes plus, you hope, 16 others.
Mr. :
T
AY. Right.
Mr. Moss. You have got 256 homes now. How many do you send
on the second try ?
Mr. JAY. Let me get the number straight that you are talking about.
The 240 go out the second time that responded the first time, the additional, the 160 homes that were not responsive the first time were
remailed and we get an additional approximately 10 percent out of
that.
Mr. Moss. Sixteen, so you now have approximately 256 that were
participating.
Mr. JAY. Right.
Mr. Moss. What did you send them then ?
Mr. JAY. In terms of apremium item ?
Mr. Moss. No, Iam not interested—
Mr. JAY. What we do is send them another form exactly like this.
For one 7-day period.
Mr. Moss. And you tabulate that when it comes back.
Mr. JAY. We use that one; yes.
Mr. Moss. You use that one.
Mr. JAY. That is right.
Mr. Moss. Then your sampling is based on 1week.
Mr. JAY. One 7-day period, right.
Mr. Moss. One 7-day period.
Mr. JAY. Right.
Mr. Moss. And this first one is a dry run and you take nothing
off this for purpose of tabulating.
Mr. JAY. As far as our published records; no. We have done studies
for our own edification to determine average hours viewed for the first
tune versus second time and things like that but as far as our report
procedures the second time
Mr. Moss. This one is the basic sampling and you incorporate in
the analysis made for your client 240 homes plus the pickup of 16.
Mr. JAY. Right.
Mr. Moss. What. does this do to your distribution map ?
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Mr. JAY. We have studied that to see if there is any significant difference in those homes that did not respond as against those that do.
and to date we haven't found any significant difference with respect
to a disproportionate rural farm or nonfarm or village and town
versus metropolitan segments of the market that are among those that
do respond or among those that do not respond.
Stated another way, the nonrespondents appeared to be randomly
distributed. And—
Mr. Moss. They don't fall into economic groups?
Mr. JAY. They fall into ageneral pattern. As far as the economic
groups, it is measured by—well, such things as size of family or
whether they own or rent their home or whether it is asingle dwelling
unit or multiple dwelling unit. All things we have attempted to determine by followup studies. We have not found a significant difference to exist in any of the major socioeconomic characteristics. In
other words, we wouldn't get a disproportionate number of class D
homes as opposed to A homes in the socioeconomic sense.
Mr. Moss. This comes into your Chicago office or New York office?
Mr. JAY. They now come into our New York office.
Mr. Moss. And you have acrew, then, to tabulate them ?
Mr. JAY. Well, once we receive those back and if we have agiven
advertiser's schedule to analyze, we will tabulate from those diaries
only those segments containing spots where the advertiser is running
his schedule.
Mr. Moss. Now, you have two regular employees in your New York
office.
Mr. JAY. That is right.
Mr. Moss. Does that include yourself?
Mr. JAY. It does.
Mr. Moss. And what, asecretary ?
Mr. JAY. An assistant; yes.
Mr. Moss. Well, what is he?
Mr. JAY. Well, without trying to be facetious, it would be acounterpart to Mrs. Jones, but—
Mr. Moss. After having heard of Mrs. Jones, Ican believe almost
anything.
Mr. JAY. Well, there isn't the magnitude of burden on her as with
the previous case.
Mr. Moss. Now, what does she do?
Mr. JAY. She would assist me on work for aperiod of time, whether
it would be the identity of an advertiser's schedule, whether it would
be setting aside the warranty cards or whether it would be bringing
things over to the mailing house or just what. I mean, she would
be
Mr. Moss. I am only interested now in what she does when this
comes into the office. She is going to get busy and take off this and
undertake an analysis.
Mr. JAY. Right'.
Mr. Moss. Is she the analyst ? Are you ?
Mr. JAY. No.
Mr. Moss. Are you the analyst?
Mr. JAY. T am the one who analyzes the end results before they
are presented to the advertiser which.is part of my reason for us using
99-942--63— pt. 2--10
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the word "analysis" because we don't just submit the report as you
see it but we deliver it and sit down with them and help them analyze
and interpret it.
Mr. Moss. How many people help you in the compilation of the
Mr. JAY. Well, in the case of the Philadelphia market and in the
case that we have, say, several advertisers with a total of maybe 2
dozen spots on their given schedules, we could make a tabulation of
that within aclay.
Mr. Moss. Well, then, these 12 to 18 temporary persons that you
employ in New York, what are they used for?
Mr. JAY. Not all of those are in New York and they are called in
if we should get maybe "N" number of markets with a considerable
number of spots at agiven point in time.
Mr. Moss. Let us go back because Ihave very carefully taken notes
as we have gone along and Idon't want to have the confusion which
you apparently had with Mr. Richardson. I might add it has been
my observation that they have remarkably good memories when they
come to relating contemporary contracts, but you said that you employed a dozen to a dozen and a half temporary people in the New
York office and you also employ temporary help in the Chicago office
and you presently had in the Chicago office employees and two in New
York.
Mr. JAY. That dozen to adozen and a half, that would be a total
amount between both Chicago and New York.
Mr. Moss. All right. Let us go back to New York. That is where
you do your work. How many temporary emplyees do you have
there ?
Mr. jAy. Well, at various times we have as many as six to eight,
as high as adozen, depending on the load factor.
Mr. Moss. Six to twelve depending on the load factor. What do
they do?
Mr. JAY. Well, they would either read the tabulations if we posted
it from the diary itself. They would go through all the—suppose
there is aspot on Monday. We would turn the diaries to the Monday
page and make a transcription from the diaries themselves of the
total number of different homes that viewed the particular segment
containing the advertiser's spot on aMonday.
Mr. Moss. Now, are these mailed directly to you in New York?
Mr. JAY. They are now; yes, sir.
Mr. Moss. And how long have they been mailed directly to you in
New York ?
Mr. JAY. Well, some of them have been mailed to us in New York=
well, during the last year or so and practically all of them are being
mailed now.
Mr. Moss. And the others were mailed to Chicago?
Mr. JAY. Previously they were; yes.
Mr. Moss. Were they tabulated in Chicago?
Mr. JAY. Some of them were and some of the diaries were sent to
New York.
Mr. Moss. Do you have abusiness license in Chicago? 2626 North
Sem mary ?
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Mr. JAY. Idon't know. Mrs. Biedron would know that. Iam sure
she is complying with whatever she has to. I myself don't know.
Mr. Moss. That is aresidence ?
Mr. JAY. It was a house that was bought with the understanding
that we would take over one floor for our work and have privileges to
store in the apartment in the back. This was
Mr. Moss. Is it zoned so that business could be conducted there?
Mr. JAY. Idon't know about the zoning particularly. No; Iam not
aware of that.
Mr. Moss. Well then, these come into New York and you and your
Miss Jones then undertake the tabulation ?
Mr. JAY. Well, we would either undertake it or if it were a considerable load factor, we would bring in part-time people to assist us.
Mr. Moss. This is asurvey of 256 returns?
Mr. JAY. Right.
Mr. Moss. In Philadelphia.
Mr. JAY. Right.
Mr. Moss. Did you bring people in on that one?
Mr. JAY. Depending on how many spots were to be analyzed and
the due date to the advertiser of the analysis.
Mr. Moss. What type of people do you employ to assist in this?
Mr. JAY. To assist in this? People that would be able to read off
entries on adiary and someone else who could post them.
Mr. Moss. Is this all by hand or do you use machines?
Mr. JAY. If them is a large assignment in the market, we have
farmed the work out to be punched up, but if it were just a series of
ahalf dozen to adozen—
Mr. Moss. Punched tip? What do you mean, key punched ?
Mr. JAY. Key punched. Yes. This is just when there are very large
amounts of studies.
Mr. Moss. What about Philadelphia?
Mr. JAY. Well, Philadelphia at agiven point in time may have had
aconsiderable number of users who ordered material from us.
Mr. Moss. . This one in Philadelphia—
Mr. JAY. This one. If this particular flight of diaries were sent
out for a specific advertiser or, say it was several advertisers where
their schedules weren't. the same time.
Mr. Moss. Let us not talk about what might happen. Let us talk
about what did happen. We are talking about the Philadelphia survey which has been made within the last 6months. It is the one you
selected to discuss and Iwant to know how that was handled.
Mr. JAY. Well, for the assignments that we have had there, there
have been—
Mr. Moss. This assignment. Not the assignments that you have had
there. But this assignment we are discussing.
Mr. JAY. Two of us did it.
Mr. Moss. Two of you; all right.
Now, you supplied the. committee with a list of subcontractors.
This was under date of January 8, 1962, a letter already read into
the record.
We have attached a list of survey subcontractors for handling local work
for us.
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What do these people do?
Mr. JAY. Those people have been used at various points in time
whenever we have had aspecial study such as brands used by certain
homes, studies beyond the diary itself, or in some cases they have
been used to contact nonresponding homes to find out why they didn't
respond and if they would cooperate with us.
Mr. Moss. This is January 1962. Is this current list your subcontractors?
Mr. JAY. Not all of them; no, because we just don't report that.
Mr. Moss. Was it current as to all of them in January of 1962 when
it was supplied to the committee?
Mr. JAY. As far as those under the request letter of December 9
which we received from the committee saying that those who had
done subcontract work for us during the last year, that is all that we
could find; yes.
Mr. Moss. Then it was current at that time ?
Mr. JAY. Yes; to the best of our knowledge.
Mr. Moss. Well now, I don't know, you people—I say you people
because we have had witnesses—I think you heard this morning and
yesterday—
Mr. JAY. Yes, Idid.
Mr. Moss. Who keep talking about the "best of your knowledge."
You are dealing in a business where you reduce things to 1.7, so I
expect that you have afair knowledge and that you have considerable
accuracy. So let us go back.
Was this acurrent list?
Mr. JAY. Yes; it was.
Mr. Moss. All right. Now, how were they given the status of subcontractors? Do you have contracts on file covering each of these
persons ?
Mr. JAY. No; we don't because—
Mr. Moss. Do you have any letters of agreement with them?
Mr. JAY. No, we don't.
Mr. Moss. You do not ?
Mr. JAY. They, Imight say, if Icould, since it is pertinent to this,
those are people that have identified their services to us as being available for interviewing or local research work, and during the period of
the committee's letter, we had called on for some—one study or another. Imean, they are not people that work fully for us. They are
generally interviewers or field people that are available to all services.
Mr. Moss. Subcontractors—they are occasional employees, aren't
they ?
Mr. JAY. Not employees. They are service units.
Mr. Moss. Individuals who will take a job from you when you
want to hire them. You have no contract with them. You have no
letter of agreement of any kind with them ?
Mr. JAY. That is correct. But again, we don't use the—we don't
use interviewers in the sense of deriving our basic data. This is done
by the diary.
Mr. Moss. You sent these people sometimes asupply of diaries.
Mr. JAY. Sometimes we have, yes, to some of them.
Mr. Moss. And they may or may not put them out?
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Mr. JAY. This could have been the case, yes. Some of them don't
put them out. They are either returned to us or in some cases they go
astray, and in some cases—
Mr. Moss. How do you pay those people?
Mr. JAY. Well, it depends on the assignment involved. In other
words, if it were aplacement of adiary as such, we would pay them so
much for each diary placed that was returned.
Mr. Moss. Do you have this list before you?
Mr. JAY. The list you have?
Mr. Moss. Yes.
Mr. JAY. Ibelieve so, yes. Just aminute.
Mr. Moss. Any of these people you recognize?
Mr. JAY. People we recognize?
Mr. Moss. Any of the names here you recognize that you recall
you have worked with?
Mr. JAY. Well, working with has just been amail contact to them.
Imean, Ihave not seen these people nor do Iknow them.
Mr. Moss. Ididn't ask you if you had seen them. Iasked you if
you can recognize them. Can you recall them in connection with a
survey ?
Mr. JAY. Well, let me just go down the list here. Iknow that a
good many of these, and Mrs. Colvin in Pittsburg was one
Mr. Moss. Where is she?
Mr. ,
J
AY. She is on the first page, about the 20th name.
Mr. Moss. Katherine Colvin.
Mr. JAY. Right. One assignment that we had to her was placing
diaries immediately around her so that we could determine from the
homes that she would successfully place the diaries with whether or
not they had filled out awarranty card at the time the Madow committee, they had asked us if we had done any experimental research
to find out if the warranty card names were broad enough in order
to get a large enough or representative enough sampling. Had we
done any experimental work.
Mr. Moss. Do you know you picked out by some strange coincidence the only person there listing themselves as an independent
contractor and owner of Colvin Interview Service?
Anyone else you recognize in this?
Mr. JAY. Well, I am just trying to locate them in terms of the
work.
Mr. Moss. Go back just amoment.
Mr. JAY. There is a—
Mr. Moss. Iwant to be very clear on what we are discussing. This
is the list of people with whom you had done business in the year
prior to January 1962 because that was the request of the committee
and this was your response.
Mr. JAY. Right.
Mr. Moss. These were the people with whom you had done business in the year prior to the date of your letter.
Mr. JAY. Riqht.
Mr. Moss. Which was January 8, 1962. While I am getting the
rest of this information, see if you can identify the other names.
Mr. JAY. Well, there is one—there is aMis. Baker in Allentown,
Pa.
Mr. Moss. Where is she?
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Mr. JAY. That is page 2.
Mr. Moss. 2131 Allen Street.
Mr. JAY. Right.
Mr. Moss. She has worked with you quite abit ?
Mr. JAY. No. None of these have worked with us to any considerable extent. They are people that we have done some work with
during the period of the letter period. Many of these people were
involved in this experimental study we did as a result of the Madow
committee suggestion.
Mr. Moss. Inotice that there are a number of these who have surveyed only in January of 1962. We sent a questionnaire to each of
these 125 persons.
Mr. JAY. Well, that is what we subsequently
Mr. Moss. There are quite a number of them that have only surveyed in the January 1962 survey. How do you account for that?
Mr. JAY. Well, as I cited previously, when the Madow committee
visited us, they asked us if we had done any experimental work to
determine just what type of homes would or would not, return the
warranty card. Now, many of these were used in placing diaries in
their own neighborhood and then we would have queried those homes
to find out if they had returned a warranty card with their set and
have achance to study the viewing front these diaries that these people would have placed. That, is all we used many of these for.
Mr. Moss. These. people were then used for plaïvement of diaries.
Mr. JAy. For this experimental study.
Mr. Moss. Not for any survey.
Mr. JAY. Some of them were used for regular studies. We did not
have studies published.
Mr. Moss. When did you start. the experimental study?
Mr. JAY. Well, we had done some previous to the Madow visit
which was in the last part of 1960. I believe, and they had asked us
had we ever thought. of expanding that type of study to include
homes within agiven cluster to find out if homes nearby would differ
one from the other that. much, and one experimental design was to
take a cluster of homes in given markets, but this information that
these people obtained was not used in any published report or in any
sale of material as far as some of those that just did it once. But,
they were people who had identified their field services to tus that we
had either on file or had used before.
Mr. Moss. How did you get their names originally ?
Mr. JAY. Originally, one source would have been that they had
written us to offer their services. Another source would have been
that, we had put recruitment ads in the classified sections of local
newspapers. Another source would have been larger interviewing
services in central cities saying that we have interviewers in so many
markets and if you ever need them, this is where they can be contneted.
Mr. Moss. Did some of these people keep diaries for you themselves?
Mr. JAY. Some of them did because we twed an experimental form
and since we found ont that they were in this given location, and since
we wanted to find out if the diary form would communicate, in other
words if it had understanding, we used this to get their comments
as veil, and so they would be in a position to answer any quest ions
front those around them with whom they placed it.
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Mr. Moss. None of this went. into the surveys.
Mr. JAY. None of this went. to a published report. This was an
experimental design used to find out about the diary form and to find
out if there were significant viewing differences for clusters of homes
in different. markets.
Mr. Moss. I only have a couple of more questions at this point.
One, I would like to find out why the subcommittee staff who visited
you and Mrs. Biedron and discussed this matter of where diaries are
stored, that they were given at that time only the name of the ABC
Storage- Moving Co., Anderson Brothers, Chicago, Ill., and not the
additional two names that you gave the committee today.
Mr. JAY. Well, she was placing them out there because it was a
nearby warehousing unit. The one on Morgan Street which has since
been discontinued was also used.
Mr. Moss. Well, of course, there was only one placement, the Anderson Brothers, and that wasiii 1956. And there were no withdrawals
from Anderson Brothers since 1956.
Mr. JAY. Well, there has been at least. one, but I know they were
older diaries there, according to Mrs. Biedron telling me.
Mr. Moss. Well, Ihave aletter addressed to Mr. Richardson from
the ABC Storage & Moving Co., Anderson Brothers, and signed by
Mr. Roessel, vice president. He identifies the goods as consisting of
55 cartons and contents, 7 small file cases, 9 regular file cases, for a
total of 71 items in Storage Lot No. 15993.
The concluding paragraph, and Iwill ask that the letter be placed
in the record in its entirety, he states:
"All the above goods came into storage at the saine time, on February 28, 1956, and since that time, no removals have been made. In
other words, this has been a dormant account since its inception."
Mr. JAY. Well, Illave a receipt here showing some removal, but as
Istated previously—
Mr. Moss. November 17, 1961. This followed the visit of the staff
members to you where they were told that this warehouse was the
one where the records were stored. They were not; told of the others
or they would have checked them.
Mr. JAY. Well, the others at that time had no active diaries stored
there. Also they have been used since. There is no policy on how
long the diaries would be kept and since the Nu Way Express and the
Manliattan Storage were no longer containing any of the.
Mr. Moss. You told the subcommittee staff this is where the records
were stored. The fact is that any records of any currency whatsoever
were not stored. At that time the records there stored were 51/
2 years
old at a minimum because they had been in virtually dead storage
since the time they were first placed in storage. You did not tell the
subcommittee staff where current records were stored in any other
warehouses or the staff would have undertaken by investigation to determine the facts as they did in the case of Anderson.
Mr. JAY. In the case of Nu Way and the case of Manhattan, they
were no longer stored there, although they had been stored since the
Anderson Brothers' deposit had been made. They had been since
Mr. Moss. You did not respond to the committee for the information
it had requested. And not until today did you even mention the
other firms.
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Mr. JAI-. Well, our understanding was actively containing the
diaries, and since these forms were no-Mr. Moss. Actively contained diaries that are at least sufficiently
current to be of any interest to anyone.
Mr. JAY. You see, since the NuWay and Manhattan contain diary
information subsequent to the Anderson deposit—
Mr. Moss. It is older ?
Mr. JAY. It is later. The other ones
Mr. Moss. What, did you think the committee was looking for?
Stuff prior to 1956 ?
Mr. JAY. When the committee came there they said they wanted to
talk to our supervisor and to some of the people who worked on the
reports, and this is
Mr. Moss. They asked you where they could find records. There
was considerable difficulty—
Mr. JAY. We had some diaries for their inspection there.
Mr. Moss. As amatter of fact, you did not make it clear to the committee on the Joliet employees that it was just aease of two employees,
because the committee checked to see if there were any business license, checked the telephone company as to whether there was any
listing for your firm.
You indicated an operational office there. The committee exhaustively investigated.
Mr. JAY. Iam sorry if that was the impression. Ididn't intend it
as constituting aso-called operation office.
Mr. Moss. You seem to be able to express yourself very clearly and
precisely here today when you want us to understand you. I don't
know why you had such great. difficulty on all of the contacts the committee staff had with you and the contemporary memorandum of the
staff contacts indicates an absolute minimum of cooperation and an
absolute minimum of information of any kind, much of its misleading, certainly most of it—you have in my judgment considerably complicated the work of the committee. Idon't know that you have clone
yourself any great good by doing so.
That is all the questions I have, Mr. Chairman, at this time. I
would like to ask that this letter be incorporated in the record.
The CHAIRMAN. Without objection, it will be received.
(The letter referred to follows:)
ABC STORAGE & M OVING CO.,
ANDERSON BROS. STORAGE & M OVING CO.,
Chicago, ill., November 17, 1961.

M r. ROBERT E.L.RICHARDSON,
Special Subcommittee on Regulatory Agencies,
House of Representatives, Washington, D.C.

DEAR M R. RICHARDSON: Replying to your letter of November 14, you were
right in assuming that the goods of Videodex, Inc., are stored under the name
of Mrs. B. Biedron, storage lot No. 15993.
Herein I will try to answer all of the questions asked by Mr. Howze in his
letter of November 9.
Relative to the amount of storage space being used by this account, it
amounts to approximately 400 cubic feet of storage space. As to the type
of material being stored, we have no way of knowing the contents of any
items, however, I will list the goods as they are shown on our warehouse
receipt: 55 cartons and contents, 7 small file eases, 9 regular file cases, for a
total of 71 items in storage lot No. 15993.

BROADCAST RATINGS

567

Regarding procedure necessary to remove from storage any or all of these
goods, owner must return original warehouse receipt along with written authorization for removal signed by owner only; namely, Mrs. B. Biedron. No
one else has authorization to have access to or delivery of these goods.
All of the above goods came into storage at the same time, on February
28, 1956, and since that time, no removals have been made. In other words,
this has been a dormant account since its inception.
If any other information is required, please advise.
Sincerely,
ANDERSON BROS. STORAGE & M OVING CO.,
RICHARD E.ROESSEL, Vice President.

The CHAIRMAN. Mr. Younger ?
Mr. YOUNGER. Thank you, Mr. Chairman.
If I understand your work, Mr. Jay, a broadcaster who has some
time available, which station has been rated by some rating bureau,
goes to an advertiser and he sells that time to an advertiser on the
rated basis and the advertiser buys it. Then the advertiser comes to
you afterward, after his program is on the air, requesting you to survey
to see whether he got what he thought he was getting when he first
bought the advertising which was rated by some bureau.
Now, is that correct ?
Mr. JAY. ,
Just for one point of an intermediary. The advertising
agency would have bought the time for him and the spots for him.
Then they would have identified the spots themselves to the advertiser.
At that point the advertiser would send those spot times on to us and
ask us for an independent analysis for his schedule that was scheduled
to begin at acertain time.
Mr. YOUNGER. Was that done as acheck on the agency or acheck
on the original rating bureau, rating organization, or for what purpose ?
Mr. JAY. Well, it could be some of each of that, although much of
our work with the advertiser is done at the test market level.
In other words, if an advertiser is served by several agencies and he
has different products at each one of those, he might wish to test market a certain product and the agency, of course, would know the
identity of the product; itself, but they would not know all of his
marketing plans. In addition to television he may have certain points
of sale information, he may have certain magazine or newspaper insertions. In other words, he will have atotal test going, and this will
be more information known to the advertiser than to the agency and
certainly not disclosed to the station, so that—
Mr. YOUNGER. Well, all right. Let us cut it off there. Let us take
the Philadelphia survey.
Mr. JAY. Right.
Mr. YOUNGER. Who was that made for
Mr. .
T
AY. '
Well, the Philadelphia studies, one was
Mr. YOUNGER. Just the one we are talking about.
Mr. JAY. Well, there were several accounts at the time of the study.
One was abrewing company, one was apetroleum company.
Mr. YOUNGER. In other words, when you make the study you don't
make it for one particular advertiser. You may be making it for
several advertisers. That is new. That hasn't come into the picture
before.
Mr. JAY. It wouldn't be the same study, though. The information
could be taken from the same diaries in that market. One advertiser
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may have bought six spots on channel 6. Another one may have
bought 10 spots onchannel 10. Different spots. Both of tho' se analyses could be obtained from the diaries from Philadelphia.
Mr. YouNoEn. All right. Let's take the beer people. You say you
made it for one of the breweries.
Mr. JAY. Right, sir.
Mr. YOUNGER. Did they investigate you at all or did anybody from
that concern corne to your office or make any inquiry or in any way
delve into the method by which you reached your conclusions ?
Mr. JAY. They have been in the office. They have seen the diaries
and they have asked questions. We have gone. over those questions
with them prior to their usage of that information.
Mr. YOUNGER. What did the brewery company pay you for their
survey ?
Mr. JAy. In the Philadelphia market, this particular study was $90.
Mr. YOUNGER. $90 ?
Mr. JAY. Right. It was on about 10 spots.
Mr. YouNoEn. You made this survey with 200 some-odd names
and gathered that information and you only got $90 for it ?
Mr. JAY. No. There was another—the' petroleum company who
needed other information from that market. at the same time.
Mr. YOUNGER. What did the petroleum company pay ?
Mr. .1ti-. The petroleum company study was approximately the
same, $90.
Mr. YOUNGER. $180.
Mr. JAY. Right, sir.
M r. YOUNGER. For that ent ire study.
Mr. JAY. Well, for that particular time, yes. You see, what we are
doing is just taking from the diaries the information
Mr. YOUNGER. You cause me to say that Ithink they paid about what
the survey was worth.
Mr. JAY. If you understand the fact that we are not making acomplete market report in this case, what we are doing is just making an
analysis of their specific spots.
Mr. YOUNGER. Idon't. care what kind of analysis. If they wanted
to make a study or find out any information flout what they were
doing—how much were they spending in advertising?
Mr. JAY. I don't know what their total expenditure was. I
think-Mr. YOUNGER. Pretty heavy.
Mr. JAY. Well, Iknow alot of it was—in some months they would
be heavy in the market and in some months they would be light, but
a number of these accounts would have maybe two or three or even
four spots because in some cases they were usinz radio or other inedia
and television may just be based on a residual budget or some such
thing as that. It wouldn't necessarily be an extensive campaign.
Mr. YOUNGER. How do you know you are president of your company ?
Mr. JAY. Tknow von mean that seriously. Iam. Imean
Mr. YouNnEn. how
. do you know it ?
Mr. JAI-. Well, because I
lw stockholders have elected me.
Mr. YouNcEn. Did you have astockholders' meeting ?
Mr..I.ty. Yes.
Mr. YOUNGER. How long ago ?

BROADCAST RATINGS

569

Mr. JAY. Each year.
Mr. YOUNGER. This year. When did you hold a stockholders'
meeting?
Mr. JAy. We held it in January, as Irecall.
Mr. YouxoEu. In January.
Mr. JAy. Right.
Mr. YouxoEu. And how many shares of stock do you have outstanding ?
Mr. JAY. 12,000.
Mr. YouNont. 12.000. How much stock was represented at the
annual meeting ?
Mr. JAY. About 10,500 shares.
Mr. YouNom Is your stock registered under the laws of Illinois?
Mr. JAy. As far as my knowledge of the situation is concerned; yes.
Mr. YouNGEll. It is not registered with the SEC.
Mr. JAY. No; it is not registered with the SEC.
Mr. YOUNGER. But you did have a regular stockholders' meeting in
January of this year?
Mr. JAY. That is right.
Mr. YouNGER. And you were elected president.
Mr. JAy. Iwas reelected.
Mr. Yot'NGER. You don't know whether your corporation was alive
or dead.
Mr. JAY. I know from your side of the table it may seem confusing but Ididn't, Imean as far as this experience of 1954. Imean,
as far as a new developing firm at that time, we had a number of
things happen to us, among which was suppliers that had tried to
acquire stock in the firm and had acommittee at that time to produce
our reports and to more or less free me to go out and do work in New
York.
Mr. I'm -swat. What were the earnings of your corporation last
year ?
Mr. JAY. Our gross revenues covered our gross cost of operations as
far as the whole year. We didn't operate at aprofit..
Mr. Youxam You know, you have a most interesting method of
answering quest ions.
Mr. JAy. Well, Iam not trying to be evasive.
Mr. YOUNGER. T asked you a question on earnings and you start
talking about revenue. As president of a company, you know the
difference between earnings and revenue; don't you ?
Mr. .
JAY. Right. Well, if I could answer this way, as far as net
profit for the year with all charges, we did not have anet profit.
Mr. YOUNGER. You didn't have it.
Mr. JAY. As far as the cost of goods sold being covered by the revenues, we, did have an operating margin of gross profit.
Mr. YOUNGER. But you ate it all up.
Mr. JAY. Idon't. know if—some of these—it was all put
Mr. YOUNGER. Paid out, in salaries and expenses, and so forth. You
didn't. have to pay any tax.
Mr. JAY. That is right. This experimental type of study was one
use of funds.
Mr. YOUNGER. Well, what in dollars approximately, what was your
gross income, revenue for the year 1962?
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Mr. JAY. Well, when we had our materials from the staff, they said.
that wouldn't be amatter of public record since we were—
Mr. YOUNGER. That is all right. Ithought that. that would be an
interesting thing to see because if you only charge $90 for asurvey of
Philadelphia, or $ 180 for the survey, for two advertisers, I can't see
that your revenue would be too high. And—
Mr. JAY. Well—
Mr. YOUNGER. Probably it is all right.
Mr. JAy. May Isay this, sir, that if you take the cost of the envelopes to mail out the diaries, the cost of printing the diaries, the premium item itself which on aquantity basis can be 1or 2cents as far
as these combs or plastic items are concerned, to send those out and get
them back and have them on hand, it doesn't cost that much. If we
were to tabulate out acomplete report., pocketpiece form; yes, that is
where real expense would come into it but since we are making these
TV schedule analyses for specific spots, we are not inviting those
larger costs.
Mr. YOUNGER. But $180 to make a survey of that kind, with even
240 people returning, postage, et cetera, and you say that you spent a
day of your own time and your assistant aday in tabulating the diaries,
with your rent, postage, overhead, altogether, telephone calls, and
all—
Mr. JAY. Well, that is partly spread over other—
Mr. YOUNGER. Ican well understand you didn't have any profit.
Mr. JAY. Well, I would like to say this, that, that $180 you talk
about would enable us, if totally speilt, that way, to send out several
thousand diaries. Imean as far as getting the diaries out and getting
them back.
Mr. YOUNGER. Well—
Mr. JAY. The diary technique is one of the most economical to use
in the measurement of broadcasting.
Mr. YOUNGER. Oh, I am rather convinced that it is the most economical. But what we are trying to get at isn't. what is most economical but what, is the most reliable.
Mr. JAY. Well—
Mr. YOUNGER. And the most accurate.
Mr. JAY. Right, sir.
Mr. YOUNGER. That is all, Mr. Chairman.
The CHAIRMAN. Since Mr. Younger brought it up again, Videodex,
Inc., had acertificate of incorporation in the State of New York filed
October 31,1950. Was that yours ?
Mr. JAY. Ican remember what happened that time. And this was
done by a lawyer. I don't know—he is no longer known to us or
identified with the firm. We wanted to get listed in the phone book
as Videodex, Inc., and at that time we were still Jay & Graham Research, Inc., as far as the corporation, and we did that in order to be
listed in the phone book as Videodex, Inc. So this relates to that
point in time. Ido recall that being done, yes.
The CHAIRMAN. Then you were operating in the State of New York
as is recorded in the Department of State, Division of Corporations,
at Albany, N.Y., as acorporation under the name Videodex, Inc.
Mr. JAY. Well, as I understand it, on our Federal returns it is an
Illinois corporation and we have an expense of a New York State

BROADCAST RATINGS

571

franchise tax each year. So I think that this is the way—I mean,
the Videodex, Inc., as far as the New York corporation, was never a
functional corporation in the sense of superseding either the Illinois
corporation under Videodex, Inc., or Jay & Graham Research, Inc.
The CHAIRMAN. Then, did you know that you were voluntarily dissolved on June 14, 1954 in New York ?
Mr. JAY. I believe that was done after we had reincorporated under Videodex, Inc., and could be listed in the phone book under
Videodex, Inc. The New York corporation was set up solely to get
in the phone book under the name we were better known by. This
is why we changed this Jay & Graham to Videodex because that became better known and we began to concentrate on television and
Videodex described that better than any names of personalities.
The Chairman. Then you were operating under the authority of
.a corporation in both the :State of New York and the State of Illinois
from 1952 until 1954.
Mr. JAY. Well, our operation under the New York corporation
was not afact.. In other words, the only reason that, as Iunderstand
it—and Iam not alawyer
The CIIAIRMA N. Well, here is amemorandum addressed to this committee by Kenneth Sullivan, head clerk, searches unit, under the name
of Caroline K. Simon, secretary of state, department of state, division of corporat ions, 164 State Street, Albany, N.Y.
This office is in receipt of your letter of December 29 and we have had
Videodex, Inc., under certificate of incorporation which was filed on October
31, 1950, location. New York County, and which filed a certificate of voluntary
dissolution on June 16, 1954.

t.

4

Mr. JAIL-.\
Vas that die New York corporation ?
The CHAIRMAN. Iread you the letter.
Mr. JAY. I'm sorry. Ididn't retain it all.
Well, the only thing Ican say is that we never used the New York
incorporation and that once we had reincorporated under Videodex,
Inc., we were able to get in the phone book under that name. Prior
to that, before we reincorporated under Videodex, Inc., we were not
allowed in the phone book under the term of Videodex. It was Jay
& Graham Research which was our corporation name.
I hope I haven't been confusing because I haven't intended to be
and alot of this was done by lawyers connected with the firm while I
was devoting myself to analysis and traveling around, and I didn't
mean to be remiss in my duties then but Iwasn't president of the firm
at that time. But Iwas chief officer and Iwas aprincipal. But the
New York corporation was never an operational concept. It was
taken out solely to get in the phone book under Videodex, Inc. In
fact, Iremember the discussion with the phone company. They had
asked us do we list Lever Bros. under Lux or do we list P. & G.
under Dash, and we had to say no. They said, well—
The CHAIRMAN. Mr. Jay, it is an interesting thing that your corporation, according to the secretary of state's office in the State of
Illinois, was involuntarily dissolved January 4, 1954, and you voluntarily dissolved in the State of New York June 16, 1954.
Idon't know that Iam confused about it. Ijust don't understand it.
Mr. Long?
Mr. Loxn. Mr. Chairman, thank you.
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Mr. Jay, is the Illinois corporation now qualified to do business in
the State of New York?
M P. JAY. Yes, it is.
Mr. LONG. Are you sure of this?
Mr. JAY. Well, we paid this New York tax which is billed to us
and I believe that is our sole contact with the State capital in New
York.
Mr. LONG. Is the operation of this company and your serving as
president your full-time occupation?
Mr. JAY. It is, yes.
Mr. LONG. You have not other occupation ?
Mr. JAY. Ido not.
Mr. LONG. You have one other full-time employee in the New York
office?
Mr. JAY. Right..
Mr. LONG. Do you have any full-time employees in the Chicago
office?
Mr. JAY. Yes, Ido.
Mr. LONG. How many ?
Mr. JAY. Three.
Mr. LONG. Do you file the necessary forms with the State of Illinois
to keep your corporation in existence and pay withholding tax in the
State of Illinois?
Mr. JAY. Yes. This is done now in Chicago by Mrs. Biedron.
Mr. LONG. Therefore it would appear that your corporation should
be in existence under the laws of the State of Illinois ?
Mr. JAY. It should be; ves.
Mr. LONG. And it surp rises you to hear the information coming to
this committee that it was dissolved involuntarily anumber of years
ago?
Mr. JAY. It must be because it is to me.
Mr. LONG. In answer to the question Mr. Younger asked you, what
is the gross volume of business done by Videodex last year?
Mr. JAY. Well, as Itold Mr. Younger, when the committee told us
to—
Mr. LONG. All Iwant. to know is how many dollars it took in last
year.
Mr. JAY. Well, according to the information we have gotten from
the committee, that wouldn't be a matter of public record.
Mr. Lox°. Then you are declining to answer the question?
Mr. JAY. I don't have the information here and I was told it
wouldn't be apart of any public record; no.
Mr. LONG. Are you saying you do not know or are you declining
to answer?
Mr. JAY. Idon't. know as of this point.
Mr. LONG. I am not speaking specifically but as the president. of
this company you would know whether it did a million dollars of
business.
Mr. JAY. Iknow that; yes.
Mr. LONG. Or you would know whether you did $50,000.
Mr. JAY. Righi.
Mr. LONG. Did it do nearer the million or nearer the $50,000?
Mr. JAY. Nearer the $50,000.
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Mr. Low:. Do you withhold taxes on yourself as an employee of the
corporation and also the other gentleman, the, full-time employee in
New York?
Mr. .
J
AY. Yes.
Mr. Loso. Does the State of New York have awithholding tax ?
Mr. JAY. Ibelieve so; yes; they do.
Mr. LONG. You file these returns on your employees in the State
of New York ?
Mr. JAY. As far as myself is concerned, since Itravel agood period
of time .Iam away fron'i the office enough to not have to pay that.
Mr. LONG. New York is your legal residence?
Mr. JAY. No. Idon't live in New York.
Mr. LONG. Where is your legal residence?
Mr. JAY. In Connecticut.
Mr. LONG. Connecticut ?
Mr. JAY. Right.
Mr. LONG. Do you file aNew York income tax return ?
Mr. JAY. Ido not; no.
Mr. Loso. In Connecticut ?
Mr. JAY. Connecticut doesn't have one.
Mr. LONG. The three employees that you have in your Illinois office,
do you file withholding tax returns on them ?
JAy. It is filed for them ; ves.
Mr. Moss. Mr. Long, would you yield for amoment ?
Mr. Loso. Yes, Mr. Moss.
Mr. Moss. I am confused. You told us that pal had seven people
employed, two in New York and five in Chicago. Now they have
shrunk t
othree. What happened to the other two ?
Mr. JAy. He had stated their sole occupation was Videodex and
in answer to that question, their sole occupation was not. These
others worked for us as—they don't work full-time for Videodex.
Videodex is their sole occupation.
Mr. Moss. I can understand the confusion the staff has had with
you because you said you had 7employees, 2 in New York, 5in Chicago, and that you employed from adozen to adozen and ahalf temporarily in New York, and then you amended that to show you employ
from 6to 12 in New York, and the balance on atemporary basis in
Chicago. And I don't want to belabor the point. But what you
have told me is not the truth. Now, what is the truth?
Mr. JAY. The two additional ones in Chicago, their sole work is
with Videodex but they are not full-time. These other people that
are brought in do work for other companies.
Mr. Moss. But you have withholding taxes on them if you pay them
part-time ?
Mr. .J.'-. That is done in Chicago.
Mr. Moss. So in response to the question of the gentleman from
Louisiana, your answer would have been differently if you—
Mr. JAY. I am sorry if I confused the two. It hasn't been intentional.
Mr. Moss. Thank you very much for yielding.
Mr. LONG. When the staff members went with you to 2625 Seminary in Chicago on November 3, 1961, to inspect the premises, the field
office of Videodex—
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Mr. JAY. Right.
Mr. LONG. And they went through the basement and into the house
of Mrs. Biedron—
Mr. JAY. This is the ground floor that we had taken over, yes.
Mr. LONG. My understanding is that you had taken this over and
you were paying part of the payments that were due on her house
in exchange
Mr. JAY. She bought this house with the understanding—
Mr. LONG. In exchange for the use of part of her house as the office
at the time.
Mr. JAY. That is correct. For purposes of doing our work.
Mr. LONG. Had you in fact maintained an office there prior to
this time or was this a setup deal to impress the investigators of this
committee?
Mr. JAY. No. We had done our work there before. We had done
it there. We were at 64 East Jackson Boulevard. Prior to that. we
were at 2East Walton Place, and prior to that, or subsequent to that,
we were at No East Ohio Street. This was not anything that was
done for the sake of what you have just cited. No. Tins is where
the work had been done s'ubsequent to the 100 East Ohio Street
address.
Mr. Loxo. Do you have a certified accounting firm that handles
your books?
Mr. JAY. No, we don't.
Mr. LONG. Do you ha ve apublic accountant that handles them ?
Mr. JAy. "We have a public accountant that consults with us, and
our treasurer is alawyer.
Mr. Lox. "Was your lawyer who serves as the treasurer of your
company present at the annual meeting of your stockholders in
January?
Mr. JAY. He was there by proxy; yes.
Mr. LONG. Ile was not there in person ?
Mr. JAY. No, he was not.
Mr. LONG. Is he astockholder in the company also ?
Mr. JAY. Stock is optionally available to him. He doesn't have
title to it.
Mr. Lox°. Why would he be given aproxy if he is not astockholder ?
Mr. JAY. Ididn't say he had.
Mr. LONG. Iunderstood you to say he had been there by proxy.
Mr. JAY. I didn't understand that as your question. No; he was
not there at the meeting.
Mr. LONG. Not there either personally or by proxy, then.
Mr. JAY. We made areport to him.
Mr. LONG. Was he present ?
Mr. JAY. 11e
Mr. LONG. "
Was he there or not there either in person or by proxy?
Mr. JAY. He wasn't there physically and since he doesn't have title
to the stock, he couldn't be there as aproxy.
Mr. LONG. That is what Ithought. But you answered that he had
been there by proxy.
Have you conferred with him recently about the affairs of the corporation, whether or not the corporation in existence is in good standmg or whether or not you are qualified to do business in the various
States where you purportedly do do business?
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Mr. JAY. Not recently, within—within the last year, yes. I mean
we are not under the illusion that we are not doing business.
Mr. LONG. And he has advised you that you are in good standing?
Mr. JAY. Ihaven't asked him that specific question but he has not
offered anything to the contrary.
Mr. LONG. Did you file any reports with the State of Illinois on an
annual report of the corporation for 1962?
Mr. JAY. No.
Mr. Lanvo. Did you for 1961?
Mr. JAY. Not to my knowledge, I didn't, no. Not to my recollection yet. Iremember we didn't for 1962. Idon't know if we did for
1961.
Mr. LONG. No more.
The CHAIRMAN. Have you filed any since 1954?
Mr. JAY. I don't remember. Imyself, I don't recall having done
it; no.
The CHAIRMAN. Ilow long have you been president ?
Mr. JAY. Iwas president of the Jay & Graham Research and Iwas
vice president of the first stages of Videodex, Inc., and I became
president again in 19-1 think it was 1959; 1958 or 1959.
The Cm\ nrir.\ N. You don't even know whether you have ever filed
areport or not ; do you ?
Mr. JAY. "
Well, the use, of the word " president" to nie, and again we
still regard this as apartnership, has been to aid me in my work with
advertisers and my presentations, and so forth, which is commonly
done in this field.
The CHAIRMAN. Then a partnership is what you have been if this
informai ion is all correct, since 1954, ivliat piu have been operating.
Any quest ions ?
Mr. BROTZMAN. Yes.
Mr. Jay, who paid the postage for the return of diaries to you?
Mr. JAY. We either put astamp on it to have it returned, in which
case we pay it, or there is apostage reply form which we pay the postman when he comes. There are two forms used. One is the licking
of the stamp, putting it on, and the other is the postage reply envelope.
Mr. Briozz3tAx. Business reply envelope?
Mr. JAY. The one that is abusiness reply; yes.
Mr. BitarzmAx. In other words, Ihold in my hand adiary—
Mr. JAY. Right.
Mr. BROTZMAN. And if I understand your answer correctly, the
diary keeper would affix astamp to this and mail it, back to you?
Mr. JAY. No, not physically to the diary itself. We would have a
No. 9envelope within the original No. 10 which would have astamp
affixed to it. We found that the presence of a stamp as opposed to
the postage permit has helped response rates. They feel more responsibility to return it.
Mr. BiarrzmAx. Or in the alternative, they would use--Mr. JAY. Something like this.
Mr. BROT2MAN (
continuing). The business reply envelope. This
one happens to have TV Diary Panel, with an address. Would that be
correct ?
Mr. JAY. That would be one form in which we have received them;
yes. We found that the affixing of astamp has been an aid to response
99-942— 62—pt. 2-11
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rates. Since they—Ithink they know when they don't. return that. we
incur no cost until it is delivered to us, whereas with the stamp we
have already incurred the 5cents or 4cents.
Mr. BRoyzmAN. Right. Now, as to the chronology of your business
operation, I would like, to go back over your testimony just for the
moment. Lislening to the questions and answers that you have responded to, Iasinne that there was achange in the focal point of this
operation. Would that be afair statement ?
Mr. .Ty. Yes.
Mr. linoyzmAx. All right. Now, what was the change ?
Mr. .
J
AY. Well, tracing the sequence of events as abaekground to it,
we were apartnership.
Mr. BturrzmAx. No. More particularly the locale of where you were
conducting the business. You were operating basically in Chicago and
New York.
Mr. JAy. "We were operating in both markets, right, and now it is
in terms of the work now, it is practically all in New York.
Mr. BaoyntAx. It was prior to that I
line in Chicago.
Mr..1AY. At these various addresses given; ves.
Mr. littoTzAtAx. I assunw t
hat there was a lot of mail that would
come back into Chicly«) at that juncture. anyway.
Mr. JAY. In the past, yes, both to the bo x
. on the prestamped basis
and—on the postage reply. and the box with the stamps affixed on the
ret urn. They would have come in there.
Mr. liwyrz;tAx. Now, Ithink you said von transferred the bulk of
the operation from Chicago to New York about ayear ago?
Mr. JAy. It has been going on for alittle more than ayear but it is
beine accomplished atorecurrently than it has in the pa st.
Mr. litzoTzmAx. Now, the mechanics of the mail, Mr. .Jay, was there
adelivery to an office in Chicago or ( lid that come to aspecific substation where you can pick it up ?
Mr..1Ar. No, that cante di reef] yto our office.
Mr. Baoyz rAx. The mail cane: directly to your office.
Mr. JAy. Right.
Mr. BaoTzmAx. You did not have any of it, picked up at a substation?
Mr. .Tv. No, we do not.
Mr. BuoTntsx. Did you ever have abox at the Merchandise Mart?
Mr..TAY. Yes.
Mr. BwyrntAx. Substation?
Mr. JAY. Yes. We still do. Box 3515.
Mr. BROTZMAN. And none of these were returned to you through
that particular mail drop?
Mr. JAY. In the past some have been, yes.
Mr. BROTZMAN. Now, you must have had a method of operation
here. Let us get down to the specifics of mailing. Where did you tell
these people to return the mail to?
Mr. JAY. Well, at the time it was coming into Chicago we had the
Merchandise Mart box. To New York it was to our office in New
York. In fact, it wouldn't be told. It would be printed on the
return. Imean it would be a regular return envelope supplied with
that designation on it.
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Mr. 13noTzmAx. So while you were operating in the Chicago area,
these returns from the diary keepers came back into the Merchandise
Mart substation, is that correct ?
Mr. JAY. In the most recent past, yes. Prior to that it came into
the 100 East Ohio Street or 64 East Jackson Boulevard or to East Walton Place where we were occupying those various offices. It came in
direct. That box 3515 may have been used.
Mr. BRoTzmAx. Just aminute. What percentage of the mail came
into the Merchandise Mart substation ?
Mr. JAY. 1don't know.
Mr. BROTZMAN. Can you estimate ?
Mr. JAY. In the past. since we have been at 100 East. Ohio Street,
all of it has. In the case of—
Mr. BaurzmAN. I want to pin this down. Stay right there. In
the past. When you say " in the past," are you talking about up to
it cert ai
npoint in time
17p to acertain period ?
Mr. JAY. Until it has begun coining to New York, yes.
Mr. BiturzmAx. All right. Now let's lix that date. What date?
Mr. JAY. This has been taking place over the last 2years, that we
t
ransferred niore and more to New York. It hasn't been
Mr. BROTZMA N. Just a montent ago you testified about the amount
of mail that came into the Chicago operation and you said in your
previous testimony, and again now, tliat you had moved this operation
from Chicago to New York about a year ago, if I recall your testimony.
Mr. JAy. Well, it started to be inoved a oottple of years ago. I
mean it has been aslow gradual process. We stand to lose key people
if we transfer totally to New York and we are prepared for this and
Chicazo has always been a central location geographically, so there
are certain advantages, but there are more advantages to moving to
New York, and this is what Ihave been trying to accomplish over the
last 2years.
Mr. BROTZMAN. Now, I want. to go back to specifics again. What
percentage of the mail was coming into the Merchandise Mart substation that was returned to you from the diary keepers?
Mr. JAy. What percentage of mail to the box at the Merchandise
Mart ? I don't know what, proportion because there waksother mail
that came in there.
Mr. BitoTzmAx. Well, would you say it was substantial ?
Mr. JAY. I would say that commensurate with the markets we had
on order at a given point in time it would vary. At various times
it would be whatever you consider substantial, Imean, if we had, for
example, had four or five markets as of a given moment, this could
stand to be up to athousand pieces. It could be as low as 600 or 700
pieces, depending on the market size and the number of diaries for
the market.
So it would vary by market by month.
Mr. BROTZMAN. In other words, the mail—I am just taking your
figures now—would run as heavily as 1,000 pieces of mail to that particular place, is that right?
Mr. JAY. At various points in time in the past it could have and
has, yes.
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Mr. BROTZMAN. That would be until you started to move the office
to New York, and was there alessening of the mail at that time?
Mr. JAY. Yes, there was.
Mr. BROTZMAN. To the Chicago office?
Mr. JAY. Lessening of the mail to the Merchandise Mart box, right.
Mr. BROTZMAN. All right. Now, I would say, I realize the word
"substantial" is arelative term, but that would be quite abit of mail,
easily recognized. Now, who picked the mail up down there at the
box ?
Mr. JAY. Either someone in our office or Mrs. Biedron herself.
Mr. BROTZMAN. Mrs. Who?
Mr. JAY. Biedron, the supervisor in Chicago.
Mr. BROTZMAN. Either you, Mr. Jay, or—how do you pronounce the
lady's name?
Mr. JAY. Bierdon.
Mr. BnoTzmAx. Mrs. Biedron, too, or someone in your office?
Mr. JAY. I myself, no. I have never picked up any mail at the
Merchandise Mart box.
Mr. BROTZMAN. All right. Mrs. Biedron. Now, who else might
have picked the mail up ?
Mr. JAY. Mrs. Onasaga, Ibelieve, was one.
Mr. BROTZMAN. Mrs. Who?
Mr. JAY. Onasaga.
Mr. BROTZ3IAN. How do you spell her name?
Mr. JAY. Idon't know.
Mr. BROTZMAN. Say it again.
Mr. JAY. Onasaga. Ithink that the committee met with her. She
was one of the people there at the time of your visit.
Mr. BROTZMAN. Okay. Who else would have picked the mail up?
Mr. JAY. Mrs. Biedron's son would have picked it up at various
times, too.
Mr. BROTZMAN. What is his name?
Mr. JAY. Dennis
Mr. BitcyrzmAx. Dennis Biedron.
Mr. JAY. Yes.
Mr. BROTZMAN. How old is Dennis?
Mr. JAY. Idon't know.
Mr. BROTZMAN. Well, ateenager or 5or what?
Mr. JAY. No. He is about 21.
Mr. BROTZMAN. He has attained his majority. He is 21 years old.
Mr. JAY. Ibelieve so. Iknow he is out of school and Idon't know
his exact calendar age but he is about 21.
Mr. BROTZMAN. All right. Now, who else?
Mr. JAY. That is all to my knowledge.
Mr. BROTZMAN. How often would they have picked up this quantity
of mail from the Merchandise Mart substation?
Mr. JAY. Well, they would go to the Merchandise Mart substation
box several times during the month when the diaries would be coming in there. Imean, this may be 3or 4days at atime.
Mr. BROTZMAN. Let's analyze that. Several times during the month.
Mr. JAY. Right.
Mr. BROTZMAN. Several times during the month means what?
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Mr. JAY. Well, it would mean that if we reported an early 7-day
period that sometime during the second week those diaries would be
coming in. They would try to pick them up each day.
Mr. BROTZMAN. Now, how much mail is coming into Chicago now ?
Mr. JAY. Idon't know the exact amount.
Mr. BROTZMAN. Still some mail coming in there?
Mr. JAY. Not diary information to any extent. It is primarily all
in New York.
Mr. BROTZMAN. You do have some people still working, though, I
believe, in the Chicago office, is that right?
Mr. JAY. We do yes.
Mr. BROTZMAN. ¡IOW many?
Mr. JAY. Well, five by one definition ' three by another.
Mr. BROTZMAN. What are they doing?
Mr. JAY. They are typing information for me. They are getting
program schedules from the various stations. That type of thing.
Mr. BROTZMAN. Do they still get some mail there?
Mr. JAY. Some mail at 3515, yes.
Mr. BnarzinAri. Now, Mr. Chairman, I would like to read a letter
at this point that was addressed to Mr. Sparger, special assistant to
the subcommittee, and this was in reply to aletter from Mr. Sparger.
It reads as follows:
DEAR SIR: This has reference to your letter—

Mr. Sparger's letter—
dated February 12, 1962, addressed to Mr. Edmond Graczyk, an employee of the
Chicago post office assigned to the Merchandise Mart postal station.
As of this date, the Videodex TV Diary Panel window envelope, like the
samples submitted with your letter, has not been received at the Merchandise
Mart station for TV Diary Panel, Box 3515, Merchandise Mart Station, Chicago
54, Ill.
Very truly yours,
IIARRY H.SEMROW,
Acting Postmaster.

Mr. JAY. Well, this would represent
Mr. BnoTzmAx. Recall this date, Mr. Chairman. The letter was
addressed February 26, 1962.
Mr. JAY. Right. Well, as I say, this has been coming into New
York with very little, Imean, Idon't know if it is that low as of that
time, but it has been coining into New York.
Mr. BROTZMAN. Do you have any recollection of what you just
testified to in my questions to you about the dates and the times?
Mr. JAY. Ihave tried to, yes.
Mr. BROTZMAN. And what your business operation is?
Mr. JAY. Ihave tried to, yes, sir.
Mr. BROTZMAN. The amount of mail that you have testified to that
was coming in, and Itook your figures
Mr. JAY. I say that has come in in the past and as far as the last
period of years, it has been increasing to New York until it is practically all there now and has been.
Mr. BROTZMAN. But a year ago it would have been pretty heavy.
Mr. JAY. Not necessarily, no. We would have received it in New
York—this type of—
Mr. BROTZMAN. There would have been some there, wouldn't there,
according to your testimony?
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Mr. JAY. Not necessarily for TV Panel.
Mr. BROTZMAN. At the Merchandise Mart substation?
Mr. JAY. Not necessarily in box 3515 for TV Panel which Ibelieve
is what they refer—
Mr. I3RoTzmAN. You know you are under oath, don't you?
Mr. JAY. I do, sir.
Mr. Blurry. MA N. Aiil vali know what you testified to before about
the mail that (- aine jilt() tIle Merchandise Mart substation.
Mr. JAY. We have had mail—
Mr. Bien?. Ax. You know about your testimony as to when you
moved the bulk of the operation to New York, don't you?
Mr. JAy. It has taken place over the past several years, yes.
Mr. Bli)TzmAN. And you know also taking any of your testimony
there would have been some mail that would have gone into the Merchandise Mart substation, don't you ?
M. JAY. In the end of 1961, beginning of 1962, one market that
we had reported that we would rio longer report was Kalamazoo and
Kalamazoo did come int o Box 3515. This has not been reported
as amarket since the early part of 196'2. This was aTV Diary Panel
market that came in there. The others have come into New York to
room 2026 at our address.
Mr. BlloTzmAN. As of February 26, 196:2, this letter says " as of this
date" these have not come in.
Mr. JAy. Well, you must recognize
Mr. BRoTzmAx. Iasked you to identify the type of niail that would
be coining in.
Mr. JAY. And Isaid that we had sent out diary information and included astamp for it to be returned.
Now, that information would have been in 3515 and picked up.
Now, as far as the TV Diary Panel, it wouldn't contain this postal
reply envelope which Ibelieve they are referring to there. It would
have been a—
Mr. BROTZMAN. What would the stamp look like ?
Mr. JAY. It would be aregular stamp, at that time a4cent.
Mr. BROTZMAN. And what would it appear to be? How would it
look ? Would it look like this [ indicating] ?
Mr. JAY. No. Well, the diary inside would; yes.
Mr. BROTZMAN. And the envelope. What would the envelope look
like?
Mr. JAY. It would just have either Videodex or TV Research or
some such thing as that on the envelope.
Mr. BROTZMAN. I have no further questions but I would like to
make this letter apart of the record, Mr. Chairman.
The CHAIRMAN. You read all of it?
Mr. BROTZMAN. Iread it into the record.
(The letter referred to follows:)
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POST OFFICE,
OFFICE OF GENERAL SUPERINTENDENT OF M AILS,
Chicago, Ill., February 26, 1962.
Mr. REX SPARGER,
Special Assistant, Special Subcomittcc (nt Regulatory Agencies of
the Committee on Interstate and Foreign Commerce, Washington, D.C.
HEAR SIR: This has reference to your letter dated February 12, 1962, addressed
to Mr. Edmund Graezyk, an employee of the Chicago Post Office assigned to the
Merchandise Mart Postal Station.
As of this date. the Videotlex TV Diary Panel window envelope, like the
samples submitted with your letter, has not been received at the Merchandise
Mart Station for TV Diary Panel, Box 3515, Merchandise Mart Station, Chicago
54, Ill.
Very truly yours,
H ARRY H .SEMROW, Acting Postmaster.

The CnAmmAN. Ithink you probably should return in the morning,
Mr. Jay. I do not know that we will have any further questions a
you, but it is entirely possible we might.
Mr. JAY. Iwill be here.
The CHAIRMAN. The committee will adjourn until 10 o'clock tomorrow morning.
(Whereupon, at. 6 p.m., the hearing was recessed, to reconvene at
10 a.m., Wednesday, March 13, 1963.)
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WEDNESDAY, MARCH 13, 1963
IloUsE or REPRESENTATIVES,
SPECIAL SUBCOMMITTEE ON INVESTIGATIONS
OF THE COMMITME ON INTERSTATE AND FOREIGN COMMERCE,

Washington, D.C.

The special subcommittee met, pursuant to recess, at 10 a.m., in room
1334, Longworth House Office Building, Hon. Oren Harris ( chairman
of the subcommittee) presiding.
The CHAIRMAN. The committee will come to order.
In order that the record may reflect the information which was developed yesterday, Ishall include awire received from Charles F. Carpentier, secretary of state of Illinois, addressed to me as chairman of
this subcommittee, confirming the telephone conversation referred to
and the information previously given:
(1) Jay & Graham Research, Inc., was incorporated in Illinois June 14, 1949;
(2) Charter was amended on May 14, 1952, changing corporate name to Videodex, Inc.; and
(3) Videodex, Inc., was involuntarily dissolved January 4, 1954.
F. Carpentier, secretary of state of Illinois.

Charles

I did not want any mistake or misunderstanding about it.
wire will be included in the record.
(The telegram referred to is as follows:)

This

SPRINGFIELD, ILL., March 12, 1963.
Hon. OREN HARRIS,
Chairman, Special Subcommittee on Investigation, Committee on Interstate and
Foreign Commerce, House of Representatives, George Washington Inn,
Washington, D.C.:
This is to confirm telephone conversation of March 12, 1963 with members of
your subcommittee staff. ( 1) Jay 8z Graham Research Inc. was incorporated in
Illinois June 14, 1949. ( 2) That charter was amended on May 14, 1952 changing
corporate name to Videodex Inc., and ( 3) that Videodex Inc., was involuntarily
dissolved January 4, 1954.
CHARLES F.CARPENTIER,
Secretary of State of Illinois.

The

CHAIRMAN.

Do you have any further comment to make on it,

Mr. Jay ?
TESTIMONY OF ALLAN V. JAY, MANAGER, VIDEODEX, INC.—
Resumed
Mr. JAY. Yes, 1do, sir.
Again, Irepeat this did come as asurprise to me and Iinquired into
it and this is what Irecall.
Mr. YOUNGER. We can't hear what you are saying. Speak up.
Mr. JAY. I will, sir; yes. Jay & Graham Research organization
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was apartnership from 1948 through June of 1949. In June of 1949,
it was incorporated in Illinois as Jay & Graham Research, Inc. In
April or May of 1952, it was asuccessor corporation of Videodex, Inc.
Between that point and 1954, asupplier group was formed, since we
had been expanding as fast as the television stations signed on and we
were on a60- to 90-day term- payment basis with our suppliers and they
formed a committee io free my time from production concerns to go
to New York to develop as many of the markets in the other parts
of the country as possible. Unbeknown to me, this supplier group
then tried to arrange for mergers with other research groups. These
having failed, and this is where the surprise came to nie, they must
have, in January 1954, filed for this dissolution of the corporation.
Because from that point on, they were not part of it and we, the former
employees and the employees themselves, attempted to carry on with
Videodex, which we did. do.
The New York corporation which was formed in October of 1950
was voluntarily dissolved by us in late 1954, because the sole purpose was to get listed in the phone book under Videodex, Inc.
From 1954 to 1957, Videodex, Inc., had no operating office as such
in Chicago. Ifind now that the former employees formed astatistical
unit. It was called B. & B. Statistical Service and we were their only
account. They filed under B. & B. Statistical Service in the State of
Illinois from 1954 until 1957.
Mrs. Biedron was one of the proprietors of that B. & B. Statistical Co.
In 1958 through current date, the filing had been under Lakeview
Statistical Service in Illinois and we have been their sole account.
Still Mrs. Biedron has been a principal in that. We have never
received any forms to file from the secretary of state in Illinois, which
would have been one way of letting us know that we were no longer
an Illinois corporation. But we did not know—Isay we. Those that
carried on with the firm from the January 1954 period, that there had
been adissolution filed.
As far as Videodex as such, while we continued to operate in New
York, we have filed New York returns and we have filed a New York
State franchise tax and filing each year as well.
That is about all the info rma ti on on that point.
On the point of the Box 3515 in the Merchandise Mart, which was
apoint brought up yesterday, since we have been moving to New York,
why, we have gradually depleted this paper stock of TV Diary Panel
coming into Box 3515, although some has been used, and although the
statement by Mr. Brotzman yesterday shows that the post office had
stated since 1962 its lack of recollectio n,we may still have on file some
diaries that came into TV Diary Panel there with the postmark on
them.
We are trying to find them. If we find them, we will certainly send
them on. It is not too probable that they will be on the diaries themselves, but if they are, we will submit them.
But the diaries coming into that box had already come in and since
it was registered to Videodex. Inc., it would also come into Videodex,
Inc., with no TV Diary Panel designation on them or come into Box
3515, still with no TV Diary Panel designation on them.
One other point. When it was B. & B. Statistical Service in Chi-
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cago from 1954 to 1957, the address at which it was done was 1100
North Drummond Place.
Now, those are some of the additional points of information which
I submit as a result of the questions at the conclusion yesterday.
But I repeat that this dissolution in January 1954 was acomplete
surprise to me and Idid not know of it.
The CHAIRMAN. Well, we are not going all over this discussion that
we had yesterday which, in my judgment, produced very little in the
way of any clear understanding or explanation of the operation of this
service which you are proposing to perform to avery important industry in this country. It is an example of irresponsibility, the way Isee
it, and something that Ido not understand.
Idon't know how any industry could depend on that kind of service
and pay for it.
So you are excused, Mr. Jay, and in view of this record as it is, and
in view of the information developed by the staff, I think it should
show what all the facts are, what they found out from their investigation over a period of time and what was explained and told to
them now as compared to what. this witness has tried to give to justify
his own operation.
You may be excused, sir.
Iam going to ask Mr. Sparger to be sworn and give the committee
the benefit of their work by direction of the committee in developing
this program in order that the record may show what the facts are
(luring the invest igat ion of t
his particular instance.
Do you solemnly swear the testimony you will give to the committee
will be the truth, the whole truth, and nothing but the truth, so help
you God?
Mr. SPARGER. Yes, sir.
TESTIMONY OF REX SPARGER, SPECIAL ASSISTANT TO THE
SPECIAL SUBCOMMITTEE ON INVESTIGATIONS, INTERSTATE AND
FOREIGN COMMERCE COMMITTEE OF THE HOUSE OF REPRESENTATIVES

The CHAIRMAN. State your name for the committee.
Mr. SPARGER. I am Rex Sparger, special assistant to the Special
Subcommittee on Investigations of the Interstate and Foreign Commerce Committee of the House of Representatives.
The CHAIRMAN. Have you been assigned the duty to investigate
into the problems of ratings in connection with broadcasting?
Mr. SPARGER. Yes, sin
The CHAIRMAN. Who assisted you with the work that you have accomplished, generally ?
SPARGER. Mr. Robert E. L. Richardson, staff attorney to the
Special Subcommittee on Investigations.
The CHAIRMAN. Did you make an investigation in the field and other
places with reference to the operat ion of V ideodex, Inc.?
Mr. SPARGER. Yes, sir.
Tile CHAIRMAN. You have heard the t
estimony given by Mr. Allan
Jay, who states he is the manager and t
hen testified that he was the
president and one of the live shareholders of the corporation?
Mr. SemtGER. Yes, sir.
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The CHAIRMAN. When did you and Mr. Richardson start investigating Videodex ' Inc.?
Mr.-SPARGER. Our first visit with Videodex, Inc., was on September
27, 1961, in the offices of Videodex, Inc., at 342 Madison Avenue, in
New York.
The CHAIRMAN. I wish you would give to the comm ittee f
or th e
record just what, occurre d an d what information you received.
Mr. SPARGER. On that date, Mr. Jay advised us that the field office
or plant where the data is processed by Videodex is located in Joliet,
Ill., and at that time anotation was made that Mr. Richardson and I
planned to visit, this plant in the future.
Mr. Jay also advised Mr. Richardson and me that Videodex had
the following policy in relation to its sample size:
In its national television survey, the sample would never drop below
9,200. He further said that the area coverage of the Videodex survey
in its national index was all of the continental United States and that
diaries were sent to all sizes of towns and villages.
He, further advised Mr. Richardson and nie, and there is a further
note that it would appear that Videodex does some weighting in the
compilation of its reports and there is anote that " we will check that
further in Joliet at the field plant."
Mr. Richardson and I decided we were impressed with the size of
the sample of the Videodex reports. The minimum sample of 9,200
would certainly seem more logical than that of 1,050 and 1,200 used
by other services.
That was on September 27, 1961.
On October 27, 1961, Mr. Richardson tried to contact Mr. Jay on
the telephone, and I monitored this call. Our purpose was to ascertain a specific time ami date to visit the Videodex facilities in Joliet.
His answering service said that he was not there.
On Saturday, October 28, we had not yet, received areturn call from
Mr. Jay, but we had received aletter dated October 26, in which Mr.
Jay requested we visit facilities only at the New York office.
We again attempted to reach Mr. Jay and sent him the following
telegram at 10 a.m., October 28, 1961, from the Morrison Hotel in
Chicago:
ALLAN V.JAY,
Videodex, Inc..
342 Madison Avenue, New York, N. Y. :
Received your letter of October 27, Stop. Want to visit operations here
Wednesday, November 1. Confirm time and place.
SPARGER AND RICHARDSON,
Hotel Morrison.

We requested notification of delivery of the telegram.
We were informed that the telegram was undelivered, because Videodex was closed until Monday.
"We then contacted the Joliet Chamber of Commerce, a Mr. Peck.
He was unaware of anv operation named Videodex being in the area.
He did advise, however, that aProf. Ed Murray, of Lewis College at
'Toilet, did from time to time do research work. We then contacted
Professor Murray, and he advised there was no research firm in Joliet
or in the Joliet area.
We checked with the business manager of the telephone company,
Mr. Bennett. Mr. Bennett advised us that there was no classified list-
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ing, either in the directory beginning December 1959 through December 1960, nor beginning. December 1960 to that date, which was
November 1, and there were no listings for any marketing research
firms in the Joliet directory, which covered the entire area.
On November 2, we had prior to this time been advised by Mr. Jay
that the diaries were sent to a postal box in the Merchandise Mart.
We verified this fact by visiting the post office substation at the Merchandise Mart and ascertained that Videodex did, in fact, have apostal
box there. The application for the box made by Videodex, Inc., was
made in 1952, at which time Videodex, Inc., was asubsidiary of Billboard magazine, according to the postal records.
The postal application gave a Videodex phone number of Michigan 2-8880 in Chicago, an address of 1East Walton Street.
We checked out this number and were advised that it was aprivate
residence number.
Then in a telephone conversation with Mr. Jay on that date, we
were advised that the Chicago supervisor for Videodex was a Mrs.
Biedron. There was no telephone listing for Mrs. Biedron at that time.
He also advised at that time that he had approximately 30 to 35
subcontractor›, small research firms around the country which did his
work and sent it into Chicago.
At that time, we made anotation that there had been agreat deal of
variance in the statements by Mr. Jay to us, first his statement that
the operation was in Joliet, which, according to statements of various
people in Joliet, appeared not to be the case.
Second, he was uncooperative in providing us with the addresses of
the employees of his research services.
Mr. Jay met Mr. Richardson and me and took us to 2526 Seminary
in Chicago in ataxi. When we left the taxi, Mr. Jay said we would
go through the basement. -, Itrance to the field office. As we approached
the house, he went. to the wrong side of the house and later we went
around and went into the. other side.
Mr. 13noTzmA N. Mr. Chairman, Ican't hear this witness.
It. is not your fault, but it is the noise and Iknow this is important
and Icannot hear you.
Mr. SPARGER. Iam sorry, sir.
We were introduced at this meeting on November 3in the Videodex
field plant to a Mrs. Beatrice. Biedron who was introduced to us by
Mr. Jay as field supervisor for Videodex.
We asked Mrs. Biedron if all records were kept at this address. She
said because she had fear of fires and there had been afire previously
in the house and the insurance on the house would not cover abusiness
establishment, that she sent, all records as soon as they were processed,
all diaries to the Anderson Bros. Warehouse at 3141 North Sheffield
Avenue.
The staff later contacted Anderson Bros. Warehouse and that letter
was inserted in the record yesterday, which stated that the account
had been dormant since February 28,1956.
She advised again, the same day, that all diaries were sent to this
warehouse.
We ascertained the phone number listed there, which was LI 9-1492.
The Bell Telephone Co. was contacted and they advised that this
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was listed in Mrs. Beatrice Biedron's name and her employment was
listed as Videodex, with an office number of ST 2-7935.
A check of ST 2-7935 proved to be another residence address.
Mr. .Tay at this time advised us again that the national sample of
Videodex was 9,200.
The CHAIRMAN. When was this?
Mr. SPARGER. This was on November 3, sir, in the field plant, in
Chicago.
The CHAIRMAN. November 3of what year?
Mr. SPARGER. Excuse me; 1961.
The CHAIRMAN. That is the time you talked to Mr. Jay?
Mr. SPARGER. That is the second time we talked to Mr. Jay, sir, and
the second time that he advised us that the national sample was 9,200.
The CHAIRMAN. Did he. say anything at. all about its having been
discontinued at that time?
Mr. SPARGER. No, sir; he did not. In fact, he advised Mr. Richardson and me at that time that he was sorry it was the time of month we
were visiting Videodex because the diaries came in at adifferent time
of month, earlier in the month, they would come in during the first
week of the month. Therefore, there would be no diaries for the girls
to tabulate while we were there, so we could see the actual operation.
The CHAIRMAN. Did he explain to you that all this information
stored out at Anderson's had been dormant since 1956?
Mr. SPARGER. No; he did not, sir. In fact, Mrs. Biedron advised us
that when they finished the diary tabulation, they sent it immediately
to this warehouse and at no time were we advised that there was any
other warehouse.
Again, Mr. Jay advised us of the 35 separate small research organizatio-ns throughout the country and repeatedly we requested Mr. Jay
provide us with a "complete list of all marketing research firms or
any other groups to which you are or have been during the past year
subcont racting your survey work."
At this time, also, Mr. Richardson and I, in discussing the national
sample with Mr. Jay, wrote out a statement and we asked Mr. Jay
to read the statement and correct it, in relation to his national sample.
The statement was cleared by Mr. Jay as being correct. The statement was as follows:
You take the national total of television sets. These are broken down by
areas as per sets in the area, and then the local results are weighted into the
national sample. The other areas, those in which no local reports are done,
are then figured in and you get your national total and your national sample.

He not only agreed to this statement, sir, but Mrs. Biedron and
Mr. Jay showed us how the national sample was put together. At
no time were we told that the national sample was no longer operative.
He again talked about his subcontractors at that meeting and at
that time we asked Mr. Jay for the address of the premium houses
which he used. He stated that Videodex, upon receipt of information
as to which premium afamily chooses after they receive their first diary
mails the diary to the premium house, that is, mails six diary packet's
for the next 6 months. These packets included a return envelope
and the diary. The premium house mails out a diary packet each
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month for 6months. At the end of this period, if the diary has been
returned satisfactorily the premium house is informed and the premium selected is forwarded to the diarykeeper.
At that time, Mr. Richardson and I requested that Mr. Jay provide us with a list of the premium houses. In our followup memorandum we stated once again he was evasive and did not provide the
requested addresses. He said there were several premium houses.
Mr. Jay at this time advised us that Videodex was incorporated in
the State of Illinois.
In relation to other studies made by the staff, we contacted Dr.
Sorensen, director of research, and Mr. von Hines, assistant director
of research for D'Arcy Advertising Co. on February 16, 1962. They
had purchased aVideodex survey for use in making a determination
whether or not they would buy time on the television show, "Mr. Ed,"
as the network had requested that it be moved from Thursday night
to Saturday night.
Dr. Sorensen advised Mr. Richardson and me that the study was
done by local Videodex persons and was to be a television study of
the sub.
sample of the national Videodex sample.
Dr. Sorensen stated that a subsample of 1,100 diary homes was
taken from the 9,200 national Videodex sample.
The staff also contacted each of the subcontractors which Mr. Jay
finally provided us and requested that they provide us with certain
information for the period 1961. We sent this out by certified mail
and each of them responded and we were advised that the diaries that
had been kept in all instances in 1961 were in the period November
1961, December 1961, and January 1962.
This was aperiod after the request had been made of Mr. Jay that
he provide us alist of subcontractors.
Some of the subcontractors did say that they had done some work
for Mr. Jay in 1956 or 1957. Others as long ago as 1952. However,
none of the information provided by any of the women related to
the months between January 1, 1961, and November 1, 1961. We have
those for the committee.
We also checked the premium houses, as Mr. Richardson questioned
Mr. jay yesterday. He provided us with a list of seven premium
houses, or at least what this staff understood to be a list of seven
preinium houses. We visited each of them and none of them were
premium houses. We so wanted to be fair enough to Mr. Jay to be
sure we did not miss any— we went to the extent of walking the length
of Waeker Drive and checking every building on Wacker Drive in
Chicago at atime when the telephone- company could show no listing
for the premium house address on Wacker Drive for the period from
approximately 1956 to that date.
Mr. Moss ( presiding). Does that conclude your statement?
Mr. SPARGER. Yes, sir; Ibelieve that is basically it.
Mr. Moss. Mr. Long?
Mr. Loxo. During your investigation, did any literature come into
your possession which was put out by Videodex stating what their
nat ional sample was?
Mr. SPARGER. No, sir.
Mr. LONG. You saw no advertising literature representing that they
did have anational sample of 9,200 ?
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Mr. SPARGER. No, sir; we verified this only with D'Arcy Advertising Agency, which we were advised purchased Videodex's survey on
the basis that they had a9,200 national sample and thereby they could
refer back and pull out data. and know who to call for the 1,100 people
that they wanted in asurvey.
Mr. LONG. Your feeling as to the size of the sample was based on
Mr. Jay's representation to you the first time you talked to him?
Mr. SPARGER. Yes, sir. The size of the sample—in fact, Mr. Richardson and Iboth commented at that time, at our first meeting, that
we thought that this large sample was excellent and that it was better
to have asample that size than the size of American Research Bureau
and the Nielsen Co.
Mr. LONG. When did he advise you that that national sample was
no longer applicable?
Mr. SPARGER. He advised us the national sample was no longer applicable yesterday in his testimony before, this committee, sir.
Mr. Loxn. This is the first. time he indicated to you in any way
that he was no longer using that as his sample?
M T. SPARGER. That is correct, sir.
Mr. LONG. When you talked to the people of D'Arcy Advertising,
did they indicate to you how much they had paid for the survey made
on the " Mr. Ed" television show ?
Mr. SPARGER. No, sir; they did not. There was a second survey
made in 1959, sir, on which we had the testimony of Mr. Barnathan of
American Broadcasting Co. at these hearings last week. In 1959 he
was research director for ABC—TV. The question was asked of Mr.
Barnathan, if he had used Videodex. He said yes. He was asked
if this was data extracted from the 9,200 Videodex sample and he
said yes.
Mr. LONG. The people of D'Arcy Advertising were definitely of
the opinion that they were getting their information based on a national sample of 9,200 or some part of such asample ?
Mr. SPARGER. There is no question about it, sir. Mr. Richardson
and Iwent to D'Arcy for that specific purpose, to ascertain whether or
not a9,200 sample, national sample, had been represented to them.
Mr. LONG. When you made the trip to Joliet, what was your impression of the field headquarters when Mr. Jay had difficulty finding
the proper door into the basement?
Mr. SPARGER. Well, sir, the field headquarters were not in Joliet;
they were in Chicago. Mr. Richardson and I, after leaving the Videodex field plant both commented on the fact that they had a map
or two up on the wall that had no dust on them and looked like they
were new, and further, that the operation looked a little too good to
suit our taste, sir.
Mr. LONG. Was this aregular office, even though it was in apri vate
home ?
Mr. SPARGER. Well, sir, it was abasement with some tables and they
had afew calculators, three or four. Basically, that was it, sir. They
did have one table on which there was amass of mail, which appeared
to be—it was not the TV Diary Panel envelope that was later presented to us by Mr. Jay, but rather appeared to be correspondence
from stations. We would not want to make a guess as to what it
contained.
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Normally, a research firm of this type would be receiving program
logs in large amounts from alot of stations.
We later went to the post office substation and looked in the box
and there were no TV Diary Panels at the time of our visit there and
the mail in the box appeared to be from TV stations.
Mr. LONG. Did you understand this to be the Chicago office for the
five substantially full-time employees that Mr. Jay has testified here
he keeps ?
Mr. SPARGER. Yes, sir; and as recently as December 11 of this past
year, when we were in Chicago, we visited, without the knowledge of
either Mr. Jay or Mrs. Biedron, this office. It appeared to be closed
down. We asked the next door neighbor if Mrs. Biedron was there
and she said no, that she had afull-time job downtown, sir.
Mr. LUNG. How many employees did you meet in the Chicago
operation that appea red t
0be subs't ai iall y
ine or were presented
to you as being silhsl ani ially full-time employees ?
Mr. SfurmEa. Mr. . 1
ay represented that the two women that were
there in addition to Mr;;. Biedron were part-time employees and only
came in when they had to tabulate asurvey.
Mr. LONG. Did you meet any employee in Chicago other than Mr.
Jay that was presented to you as afull-time employee ?
Mr. SPARGER. I would be under the definite impression that Mrs.
Biedron was afull-time employee of Videodex. However, she had to
return from avisit in Virginia, where she had been visiting amember
of her family for, I believe it was approximately 2 weeks, in order
to meet with us.
Mr. LONG. The other lady that was there the day you made your
trip appeared to have aconversational knowledge of this subject?
Mr. SPARGER. Only with one very minor phase of the subject, sir?
Mr. Lorm. What phase was that?
Mr. SPARGER. It was a tabulating process. There were two other
women in addition to Mrs. Biedron in this office.
Mr. LONG. Two others ?
Mr. SPARGER. Yes, sir. Both of them had one specific job which
was, in one case, simply running the calculator and tabulating certain
data after it was handed to her.
Mr. Loxo. You have been to the New York office of this organization ?
Mr. SPARGER. Yes, sir; we have.
Mr. LONG. HOW IllanV occasions?
Mr. SPARGER. On numerous occasions.
Mr. Loxo. Describe that office for us.
Mr. SPARGER. The office is—well, there are actually two office rooms.
There is an outer office followed by an inner office. It is, Iwould say,
20 by 20 feet, each office is. There has never been aperson in there—
well, let me correct that.
At one time, Mr. Jay was loaning his office to another man not associated with audience research at all and we met with Mr. Jay in
his outer office because this man was using his office.
We have never seen an employee of Videodex other than Mr. Jay
in that office, to my knowledge.
Mr. Lox°. The only two employees you have ever met or ever have
been presented to you that appeared in any way to be substantially
99-942-•-1i3- pt. 2 - 12
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full-time employees of this organization are, one, Mr. Jay, and
secondly, the lady in Chicago?
Mr. SPARGER. Yes, sir.
Mr. I.oxG. None of the others in your opinion, could ill any way be
considered in any way full-time employees of this organ izat ion ?
Mr. SPARomt. Mr. Jay advised us at that time that they were not
full-time employees.
Mr. Lost:. Ile testified here yesterday that, there was a total of
seven substantially full-time employees.
Mr. SPARGER. Yes, sir.
Mr. LONG. That is all; thank you.
Mr. Moss. Mr. Younger?
Mr. YOUNGER. Ihave no questions.
Mr. Moss. Mr. Brotzman.
Mr. BROTZMAN. Mr. Sparger, can we go back to the mail check, if
Imight use that, term for amoment ?
Mr. SPARGER. Yes, sir.
Mr. BRoTzmAx. I would understand that you and Mr. Richardson
were together when you were doing this investigating work; is that
correct ?
Mr. SPARGER. At all times, sir.
Mr. BrturzmAx. When you went to Chicago, you actually went
down to the substation at the Merchandise Mart and had an opportunity to see what mail was coming in; is this correct ?
Mr. SPARGER. We had an opportunity to look at the box, sir. We
were unable to go through the box because of postal regulations.
Mr. BrtarzmAN. Right.
Mr. SPARGER. We were able, sir, to see the application for the box.
Mr. BuoTzimmg. Do vou recall when this occurred ?
Mr. SPARGER. Yes, sir; Ican verify that exact date. That was on
November 2, 1961, sir.
Mr. BROTZMAN. You had conversed with Mr. Jay about, his operation, of course, at this time, and prior to this time? Is that correct?
Mr. SPARGER. Yes, sir.
Mr. BRoTzmAx. Where was the operation being conducted basically
at this time, as he represented it to be?
Mr. SPARGER. As originally represented to us, the field operation
was in Joliet, Ill., sir. When he arrived in Chicago, we were taken to
aresidence with an office of sorts in the basement at 2625 Seminary in
Chicago.
Mr. BirtoTzmAx. According to his representations, at what period
of time was the bulk of the operation being conducted out of the
Chicago office?
Mr. SPARGER. Well, at that time, sir, that was his field office.
Did you mean the week of the month that the diaries would be
coming in ?
Mr. BROTZMAN. Yes.
Mr. SPARGER. Well, the diaries normally would be coming in—he
advised us on September 27 the diaries came in during the first week
of the month.
Mr. BittyrzmAx. Did he make any representation to you of what the
mail looked like that came in from the diary keepers?
Mr. SPARGER. Yes, sir; he provided us with an envelope addressed
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to TV Diary Panel with aMerchandise Mart post office box number.
Mr. BROTZMAN. SOthat ostensibly, some of the mail was supposed
to be coming back into the Merchandising Mart of this type; is that
correct ?
Mr. SPARGER. Yes, sir.
Mr. BROTZMAN. Now, from your observation, did you see any of
these while you were there ?
Mr. SPARGER. No, sir; we did not see any.
Mr. BROTZMAN. All right. Now, did you have aconversation with
anyone there from the Postal Department at the substation of the
Merchandise Mart ?
Mr. SPARGER. Yes, sir; we talked to Mr. G-raczyk who is the
Mr. BROTZMAN. The name is Graczyk.
Mr. SPARGER. Yes, Sir.
Mr. BROTZMAN. All right.
Mr. SPARGER. He was responsible for putting the mail in this particular box. Mr. Graczyk advised us—well, we later wrote Mr.
Graczyk to send him acopy of the envelope we obtained from Mr. Jay
to ask him if he had any récollection of this. He said that most of the
mail that he had recalled came in from what looked like TV stations
and networks and so forth, and he had been there for several years.
Mr. BROTZMAN. Did he indicate to you whether he had ever seen
any of the diary-type mail that you described before come in ?
Mr. SPARGER. He said he did not recall any at that time, sir. Then
when we wrote him and sent him a sample, the postmaster wrote
back after checking with him and he said that none had come into
that post office box as of that date, which was February 28, 1962.
Mr. BROTZMAN. I would assume from what you said just then in
your answer that you wrote to this postal employee at the Merchandise
Mart substation; is that correct ?
Mr. SPARGER. That is correct, sir.
Mr. BROTZMAN. All right.
Did you write that letter yourself ?
Mr. SPARGER. Yes, sir.
Mr. BROTZMAN. Do you recall what date you wrote the letter ?
Mr. SPARGER. It was approximately February 12, sir. Mr. Richard:son will provide us with that date.
Mr. BROTZMAN. Approximately February 12, 1962 ?
Mr. SPARGER. Yes, sir.
Mr. BROTZMAN. I now ask you—you are looking at a file. Have
you acopy of this letter with you here this morning?
Mr. SPARGER. Ithink we have, sir.
Mr. BROTZMAN. In order to save time, if you do not have acopy
here, will you refer to your files and make a copy of your letter a
part of the record of this hearing ?
Mr, SPARGER. Yes, sir.
(The letter referred to is as follows:)
FEBRUARY 12, 1962.
Mr. EDMUND GRACZYK: Enclosed is a copy of the Videodex TV Diary Panel
window envelope in which would be inserted the attached TV Diary Panel
Address.
The basic question which we have relates to the possibility that Videodex has
received large numbers of these envelopes. We would like to know if Videodex
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normally receives from 0 to 50 per month; from 50 to 100 per month; from 100
to 500 per month; or from 300 to 10,000 per month.
We would appreciate hearing from you as soon as possible.
Very truly yours,
REX SPARGER,

Special A.88i8tatti.

Mr. BROTZMAN. Now, one more question.
Generally, from your recollection, what did you ask in that letter ?
Mr. SPARGER. We requested—we provided asample of the TV diary
envelope which had been provided us by Mr. Jay and we asked specifically if they had received—if Mr. Graczyk had received, to his knowledge, any of this type of mail to that particular box at the postal substation in Chicago.
Mr. BROTZMAN. As Irecall, the letter back to you, which is a part
of the record—
Mr. SPARGER. Yes, sir.
Mr. BROTZMAN (
continuing). Stated as of this date, I think February 26, 1962, he had seen none, is that correct ?
Mr. SPARGER. That is correct, sir.
Mr. BROTZMAN. Ijust wanted to make the record complete. So you
will file that, your letter, with the committee ?
Mr. SPARGER. Yes, sir.
Mr. BROTZMAN. Ihave no further questions.
The CHAIRMAN. Mr. Moss.
Mr. Moss. Mr. Sparger, why did you go to Jouet?
Mr. SPARGER. Why did we go to Joliet, sir? Because Mr. Jay had
told us that is where his field office was, sir.
The CHAIRMAN. And that was very definite, there was no doubt
in your mind or the mind of Mr. Richardson, that you had to go to
Joliet and locate the office represented as being there by Mr. Jay ?
Mr. SPARGER. Well, in our September 27, 1961, memorandum, we
referred on page 2, in parentheses, that the writers planned to visit
this plant, following the Joliet statement. Later in the memorandum,
we referred to aquestion that came up eind we had parentheses, and it
said, "to be checked further in Joliet."
Then, in our calls to Mr. Jay, we asked him where in Joliet his
plant was located and who was employed there. There was no
doubt in either Mr. Richardson's mind or my own at that time and
reflected in our discussions that the field plant of Videodex, Inc.,
or at least one of the field plants, the main one, was located in Joliet,
Mr. Moss. You had great difficulty in determining where the field
plant in the Chicago area was, did you not ?
Mr. SPARGER. Yes, sir. In fact., on that same September 27, 1961,
date, our contemporaneous memo stated that Mr. Jay was cooperative with the writers. However, we visited only the general offices
of Videodex in New York City. We also said in our memorandum:
The writers at this time are concerned about the refusal of Mr. Jay to give
the location of Videodex field offices. They are located in Joliet, Ill., and the
writers shall visit these offices and check the compilation of data by Videodex
while in the Chicago area.

Mr. Moss. Mr. Jay was aware of the fact that the investigators
of this committee were seeking an opportunity to cheek field work
used in asurvey by Videodex. Is that correct ?
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M T. SPARGER. Yes, sir.
Mr. Moss. And by sending you off on a hunt such as the one to
Joliet, chasing around to astorage company with an inactive storage
going back some 5years
Mr. SPARGER. Yes, sir.
Mr. Moss. By various other methods, he completely frustrated the
efforts of the investigators to ever get to field work and check it?
M T. SPARGER. That is correct, sir.
Mr. Moss. And to this very moment, because of his withholding of
an operation completely, we have been unable to check the field work
of Videodex ?
Mr. SPARGER. Sir, he offered to us in aletter dated approximately
the day these hearings commenced to make available certain field
work to us in his New York office.
Mr. Moss. Hardly atimely offer.
Mr. SPARGER. It would be, probably, with hearings going on, impossible for Mr. Richardson and me to go to New York and take the
time to tabulate areport.
Mr. Moss. When did you learn of the other two storage facilities
used by Videodex ?
Mr. SPARGER. Yesterday, sir.
Mr. Moss. You were never told, no indication given to you, that
other than the Anderson Bros. Warehouse was ever used ?
Mr. SPARGER. We were never t
old, sir, about any other storage faMr. Moss. Mr. Jay indicated yesterday that some of the material
was stored in the attic and in the baseme.
nt of the home on Seminary
in Chicago.
You stated that the owner of that property told you that no such
storage records were on that premises?
Mr. SPARGER. Might Iclarify that for amoment, sir, by stating that
when the storage thing first came up, there was a table in the corner
on the left as you entered the door and in the right-hand corner, on
which was stacked a large amount of mail. Mrs. Biedron said that
she had to get that to storage, because she didn't like it laying around
because of fire.
Mr. Moss. And mentioned soue, of the terms of her insurance?
Mr. SPARGER. Yes, sir.
Mr. Moss. In other words, she was insuring this, according to her
statement to you, strict ly as aresidence?
Mr. SPARGER. Yes, sir. We also checked, sir, the recorder of deeds
in Chicago to see whetlier or not, in fact, Mr. Jay or Videodex, Inc., had
held part of the mortgage on this house and was paying it off, as Mr.
Jay testified to yesterday. However, their records do not show who
holds tlie mortgage it sel É.
Mr. Moss. Did you have them check the zoning of this district?
Mr. SpA RGER .No, sir: ve did not.
Mr. Moss. That is all the questions Ihave.
The CHAIRMAN. Mr. Rogers?
Roonts of Florida. Just one question.
Did Mr. Jay give you any reason why he wanted to be secretive about
his field reports and why he didn't want you to see them ?
Mr. SPARGER. Well, sir, in one letter to us, he stated that he had un-

596

BROADCAST

RATINGS

derstood, and he stated this yesterday for the record, that the A. C.
Nielsen Co. was not going to provide us diaries to tabulate and therefore, he assumed that be would not have to.
Imight say for the record, sir, we did tabulate the diaries of A. C.
Nielsen Co.
Mr. ROGERS of Florida. So he has given no reason other than that
for keeping these reports secret ?
Mr. SPARGER. That is correct, sir.
Mr. Roomts of Florida. Thank von.
Mr. SPARGER. I might clarify, Mr. Rogers. one point, sir. At the
time we made the reqiiest . silice Mr. Jay uses what we would call semipermanent homes; homes that keep a diary for 7 months; when we
made our request we went to aperiod prim: to that 7months in order
that there would be no disclosure of the homes, since they are of asemipermanent basis.
The CHAIRMAN. Thank you very much, Mr. Sparger.
Iwould like to state at this point, the commit tee has no interest in
anything except developing the facts.
We would like to be and will try to be as pat ient in assuming, this
responsibility as we can. If there are sit uat ions that exist_ oda' that
ought to be explored and called to the at tent ion of the indust l'y at id the
American people, we are derelict in our own dull vif we do not do it.
So, in fairness and in an effort to obtain farts and informal ion regarding this operation, and we are getting more and more from the industry throughout the country about what it is doing to them, it makes
me wonder how the industry ever got themselves into this noose in t!tt
first place.
Iant hoping that in the future, we don't experience such inexcusable
situations as we have had the last 3days.
The next witness will be M r. Jantes W. Seiler.
Mr. Seiler, will voit be sworn ?
Do you solemay swear the testimony you give to the committee to
be the truth, the whole truth, and nothing but the truth, so help you
God ?
Mr. SEILER. Ido.
The CIIAIRMAN. Will you identify yourself for the record, Mr.
Seiler?
TESTIMONY OF JAMES W. SEILER, DIRECTOR OF THE AMERICAN
RESEARCH BUREAU, DIVISION OF C-E-I-R, INC.
Mr. SEILER. Iam Mr. James W. Seiler, from Editor, Md., and Iam
director of the ARB division of C- E- I- R, Inc.
Until June 1961, I was president of American Research Bureau,
Inc. At that time there was a merger with C-E- I- R, Inc.
The CHAIRMAN. Now, .ARB is American Research Bureau?
Mr. SEILER. That is correct. That is what it is generally known as
in the industry.
The CHAntm.tx. And that is a division of C- E- I- R, Inc.?
Mr. SEILER. Yes, sir.
The CHAIRMAN. What is C-E-I- R, Inc.?
Mr. SEILER. C- E- I- R, Inc., is primarily a firm specializing in advanced and sophisticated uses of computers.
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The CintiamAx. Advanced and what kind?
Mr. SEILER. Advanced and sophisticated use of computers.
The CHAIRMAN. Sophisticated use?
Mr. SEILER. Well, let me settle for advanced and scientific use of
computers. They employ agreat many specialists in this field.
The CHAIRMAN. Well, what other division of C- E- I- R are there?
Mr. SELLER. To the best of my knowledge, there are no other divisions as such. C-E- I- R has regional centers. It simply is an organizational device they use, and at the time ARB was merged with
them, because its operation was somewhat different than the one
they had been engaged in, we were made aseparate division.
'We do make great use of computers, of course, and this was one of
the primary reasons for the merger.
The CHAIRMAN. Well, so we can have a complete picture to start
with, was AIM, American Research Bureau, acorporation of its own
until it was merged with C-E-I-R?
Mr. SEILER. Yes, sir; incorporated in the State of Delaware.
The CHAIRMAN. When was the merger?
Mr. SEILER. The merger was, Ibelieve, June 30, 1961.
The CHAIRMAN. And it is a. part of C-E- I- R now ?
Mr. SELLER. Yes, sir.
The CHAIRMAN. Is C-E-I- R a corporation ?
Mr. SELLER. Yes, sir.
The CHAIRMAN. Under what law?
Mr. SELLER. Ibelieve Delaware; yes, sir.
The CHAIRMAN. If you care to have someone come up beside you to
consult with, Ithink it might save time.
Mr. SELLER. Sir, could I say this? Because our headquarters are
here in Beltsville, Md., there are a number of our staff people in the
audience today. Although Ido not request that they all be sworn in,
if Iget arather detailed question and do not want to take your time
to go back and get an answer the next day, I would like to request
permission to refresh my memory with the appropriate person.
The CHAIRMAN. All right.
Mr. SELLER. The person behind me is Dick Hobson, who is an
attorney for C-E-I- R, Inc..
Mr. RooEas of Florida. He is what?
Mr. SEILER. An attorney for C-E-I- R, Inc.
I might also mention that C-E- I-R, to my knowledge, at one time
stood for Corporation for Economic and Industrial Research.
Ibelieve now simply the letters C- E- I- R are used.
The CHAIRMAN. And your headquarters are at Beltsville, Md.?
Mr. SEILER. The headquarters of the ARB division of C-E-I- R is in
Beltsville. Those were our headquarters when we were a separate
corporation. We have approximately 11 acres in Beltsville and two
major buildings with other facilities.
The CHAIRMAN. Where are the headquarters of C- E-I-R, Inc.?
Mr. SEILER. At Farragut Square, in Washington, D.C.
The ntAnimAx. Is it apublicly owned corporat ion ?
Mr. SEILER. Yes, sir. The stock is sold over the counter.
The n [
AMMAN. Mr. Richardson, do you care to question ?
First, Ibelieve you have astatement.
Mr. SEILER. Would you care to have nie read the statement ?

598

BROADCAST

RATINGS

The CHAIRMAN. If you care to read the statement.
Mr. SEILER. Iwould like to, with your permission.
The CHAIRMAN. All right.
Mr. SEILER. Mr. Chairman, my name is James Seiler. Iam director
of the American Research Bureau Division of C-E-I-R, Inc.
Prior to questioning by the subcommittee, I would like to make a
short statement on behalf of the American Research Bureau.
Since the beginning of the investigation of audience measurement
firms by the subcommittee and the release of the statistical recommendations in March 1961 by Drs. Madow, Jessen, and Hyman, as
contained in Flouse Report 193, ARB has, within the limits imposed
by economic realities, made anumber of improvements in its reports
and techniques in an attempt to comply as fully as it could with the
recommendations of that report.
A detailed account of the steps taken was filed with the subcommittee staff during the summer of 1962. At this time, ARB would
like to state that in its opinion the Madow report represents an invaluable contribution to the audience measurement industry and its
clients.
It is a study which any one of the individual rating firms would
have found almost impossible to finance. ARB is in substantial agreement with the report. and its recommendations and would like to
express appreciation to the subcommittee for this contribution.
In response to acease- and-desist order issued by the Federal Trade
Commission in January 1963, ARB has recently filed with the FTC's
Compliance Division re.vised copies of its reports, brochures and other
written material. We believe that the materials now contain all the
major qualifications which should be taken into account by those who
use our services. The FTC's approval of this compliance report is
now pending.
Ishould like to take this opportunity to stress that it is ARB's firm
policy to make full and complete disclosure of its techniques, procedures, and sample size to all its clients and other responsible persons.
ARB's basic objective is to produce the most reliable and complete
estimates of television audience size and characteristics possible, given
the statistical, human, and economic limitations which obviously stand
in the way of attaining a100 percent. accurate audience measurement.
It is our feeling that these figures, when properly used in conjunction
with other information available and with their limitations taken
properly into account, furnish an extremely valuable guide to the
industry and provide an indispensable aid in making many of television's practical business decisions.
We shall be happy to answer to the best of our ability any questions
of the subcommittee on any phase of our operations.
I would, with your permission, Mr. Chairman, like to ask the clerk
if he would make adistribution.
We have selected some of our reports so that the subcommittee members can have examples in front of them in case any questions should
arise.
If Imight, Iwould like to add about one more paragraph or so to
my st atement extemporaneously.
The CITAIRMAN. Yes.
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M r. SEILER. I would like to say that in any cases where audience
measurement information supplied to the broadcast industry is in any
way misrepresented or in any way produced in away other than that
described or fraudulently produced., this is something we feel has no
place in our industry.
On the other hand, Iwould like to tell you what avery difficult probkm we have in producing the information we do and state that it is not
going to be asimple matter to attain agreat deal more accuracy than
we now have.
We are attempting for this industry to measure an invisible audience, persons in their homes who happen to be tuned at all times of
the day to emanations going out from television transmitters and we
are attempting to do this for the entire United States.
By its very nature and by the lack of information to work with, we
have an extremely difficult job. To further compound our problem,
we have very little money to do it with, because the industry is able
to budget only asmall amount of its total income to get some idea of
what audience sizes are so that the economics of an advertiser-supported broadcasting industry can operate.
To give you an example of this, the industry has never even defined
what atelevision viewer is. A viewer can be someone, of course, who
sees and listens to an entire show, but what about the person who only
watches 10 minutes of it, or what about the person who hears the audio
from another room and does not see the pictures? Or what about a
person who passes by the set briefly? Or what about the set that is
operating with nobody to watch it? There are actually as many different definitions of what aviewers is as you want to make. To make
our problems difficult, we really have no definition of what we are
measuring.
We have attempted to overcome these problems. We have done a
surprising amount of research and we know, I think, an awful lot
about these methods now. But Iwant to state, just to make my position clear, that we have an extremely difficult and complex job and
avery low budget to do it on and there are many problems that Iam
afraid are not going to be solved for quite awhile.
Thank you, sir.
The CHAIRMAN. Mr. Richardson?
Mr. RICHARDSON. Thank you, Mr. Chairman.
Mr. Seiler, who basically are your subscribers?
Mr. SEILER. We attempt to divide our subscribers into what we call
the buyers of television time and the sellers of television time, the
sellers being the broadcasting stations and the networks, basically,
the buyers -being advertisers and their agencies. There are other
clients—film companies, for example, who sell film to stations or advertisers. But the basic distribution is between the buyers and sellers
of time.
Mr. RICHARDSON. To your knowledge, what do agencies use your
services for
Mr. SEILER. Agencies, to my knowledge, use our service in an attempt to determine which available programs or spots they can purchase in order to reach the greatest number of the persons they are
trying to reach per dollar spent.
Mr. RICHARDSON. How important to the industry would you say
your product is?
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Mr. SEILER. Iwould say it is of vital importance. It is not the endall, but avitally important aspect of the industry.
Mr. RicHARDsox. In your opinion, isn't this the way most time is
purchased by advertising agencies for advertisers?
Mr. SEILER. Speaking of spot buying, for which our reports are
most .used, Iwould say in my opinion, this plays avery great part.
Mr. RicnAitpsox. Would you say it was the greatest part ?
Mr. SEILER. In DIV opinion, I would say at the present time, it is
the greatest part.
Mr. Riciiiiiinsox. Mr. Seiler, you have previously described your
operation. You have given each of the, committee members a copy
of a report from his hometown. Would you basically list your different services that. American Research Bureau performs?
Mr. SEILER. From memory, I would say they are these: We produce, on aregularly scheduled basis, reports similar to those the committee members have for each television market in the United States,
with avery few minor exceptions. We also produce anational report,
Ibelieve six times ayear, which is a national sampling covering the
entire United States. We produce from time to time—the last one,
Ibelieve, being in 1960—a coverage study which shows by counties or
groups of counties across the country which stations get into these
counties and how well. In addition, we produce a great number of
special tabulations and reruns of basic material to develop other facts.
Mr. RICHARDSON. DOyou also, at times, use what you would term a
national Arbitron system?
Mr. SEILER. Yes, sir, we do. That is an attempt to obtain an estimate on an overnight, basis of the complete national audience to a
network television program.
Mr. Ricuminsox. its go over each one of these. In your local
reports, what, system do you use to gather your information ?
Mr. SEILER. The diary system. We call it the interviewer supervised diary system.
Mr. RICHARDSON. In breaking down this local report, what does
your produced pocketpiece show for aspecific market ?
Mr. SEILER. In relation to the markets for which we produce these
pocketpieces, as indicated inside, they give a program listing for the
station, station call letters, an estimate of the total homes tuned to
that station at that time, then the rating within just the metropolitan
area. The homes are based on the total station area, then the metro
share that this represents.
Then we break the viewers down by men and women and we furtheir break men and women down by only those in the 18 to 39 age
group. Then we show the viewers in the audience that are teens and
children.
In front of the report, we also have some day- part audience share
breakouts and other information of that sort.
Mr. RICHARDSON. In your local surveys, how are the, homes originally
selected?
Mr. SEILER. The homes are originally selected by, to perhaps oversimplify a bit, by the selection of sampling tracts or areas and what
we call asystematic selection, which means one predesigned, of names
from telephone directories.
Mr. llichmtosox. MIB, at leiist as far as the local report is concerned, would not go into nontele phone homes, is that correct ?
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Mr. SEALER. This is substantially correct. To set the record absolutely straight, there may be some except ions. For example, Iunderstanil in an experimental study we did in Puerto Rico, because of the
very low phone ownership, it was sampled and placed personally, by
per.
sonal interview. But yes, sir, substantially telephone homes only.
Mr. RicnARDsox. las time staff of the subcommittee visited you on
different ocoasions ?
Mr. SEILER. Ican't recollect. I would say, to the best of my memory, several t
Mr. Melt\ uns(,x. 011 one of these visits, did the staff secure the
diaries for alocal report..?
Mr. SEILER. Yes, sir.
Mr. RicnAtinsox. For what market was this report ?
Mr. SELLER. Louisville, Ky.
Mr. Rictimmsox. For the rest of the questioning in relation to local
reports, we will use the Louisville. market. You have stated that for
the. local reports that. ARB produces astation total-homes figure?
Mr. SEILER. Yes, sir, Iam referring to our current ones.
Mr. REctiminsos. You also did, in March of 1962, for Louisville,
Ky., is that. not correct ?
Mr. SEILER. Yes, sir; Ibelieve so.
Mr. Itictiminsox. TM you have with you a copy of the Louisville
report ?
Mr. SEILER.

I d011i

think Ido; no, of that year, and Iwould appre-

ciate one.
Mr. RicHARDsox. In relation to this report, would you give us the
sample size for the total homes?
Mr. SEILER. There are two sample sizes for the total area here. I
would prefer to speak in tenus of effective sample size. For the total
homes data. l'hat would be 397.
Mr. RicitARDsos. What is your other figure?
Mr. SEILER. The other figure is 591 tabulated diaries.
Mr. RICHARDSON. What is the difference'?
Mr. SEILER. The. difference is that some weighting is employed. I
can give you an example of how this might work.
Let's >>ay that we have two counties that we are going to weight
together to make a report. We also want to show one of these counties separately. We need enough diaries in one county so we can
make aseparate breakout. So let's say that we have 200 diaries in the
one county where we are going to make the separate breakout, and
200 diaries in the other county, for atotal of 400.
When we combine these counties, perhaps the first one we showed
separately represented only 10 percent of the total. Well, actually, in
mathematically weighting those together, the 200 diaries in the smaller
county would not be required and would certainly not combine with
their full weight. Therefore, we would reduce this number to something we call an effective sample, and this is an attempt to set asample
size that is realistic.
In this report, we have reduced the sample—we actually had 591
for the total area, but we are claiming 397.
Mr. IlicnARDsox. 397 or 392 ?
Mr. SEILER. It is 397 here.
Mr. Rultutosox. Out of this 397, then, you get the total homes
listening to the stations in this specific markèt ?
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Mr. SEILER. Yes, sir.
Mr. RicirAnnsorsr. Or an estimate of the total homes?
Mr. SEILER. An estimate, yes, sir.
Mr. RICHARDSON. Does your audience composition not also come'
from this same information ?
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. Also you have your metropolitan sample. What
was the size of the metropolitan area sample in Louisville, Ky., March
1962?
Mr. SEILER. 160.
Mr. RicuAansoN. This would mean 160 what?
Mr. SEILER. This would be, with the exception, I believe, of about
six nonviewing homes, the number of actual filled out tabulated diaries
that. we used in the report to make this metropolitan area breakout.
Mr. RICHARDSON. You have mentioned six nonviewing homes.
Would you explain what you mean by that term?
Mr. SEILER. Yes; we call it our availability factor, and Iwould like
to tell you why this has to be put in.
Let's visualize again asampling that is drawn to be representative
of a city. Let's assume that this sampling is drawn in the summertime and that 20 percent of the people during this time we are measuring are away on vacation. We can't simply take the diaries from the
people who are home that we get back and tabulate them, because we
have completely left out the vacationing homes, who are away and
whose nonviewing would not be represented. The result would be to
inflate our figures, because the people who are away would not have a
chance to put adiary in. So on the basis of work we have done through
our interviewing staff, we determine approximately what this factor
is, and in essence, an oversimplification, we add appropriate nonviewing records for those homes, and Ibelieve, to the best of my memory,
in Louisville at this time, this amounted to some 6 homes in this 160.
Mr. RICHARDSON. Your memory is correct.
Is this a percentage of the total diaries placed in the metropolitan
market ?
Mr. SEILER. Do you mean is the 160 apercentage of the total?
Mr. RICHARDSON. No, let me clarify that.
You have 160 diaries placed in metropolitan Louisville, the 3counties there. Now you have placed into this 160, 6diaries to take care
of the situation where people may be on vacation and what have you.
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. Let's say your sample in Los Angeles is 240.
Would the same percentage apply to Louisville and Los Angeles, as
to the number of these blanks that ARB would put into its sample?
Mr. SEILER. To the best of my knowledge, this factor might vary,
depending on the month of the year and the market, and so on and so
forth. But I guess the answer is, I don't know, at this point.
Mr. RICHARDSON. Would you be able to find out and tell us at some
time later today? Or would you consult with somebody now?
Mr. SEILER. Yes, sir. Would you like me to try to refresh my
memory in just aminute now ?
Mr. RICHARDSON. Yes.
Mr. SEILER. Yes. This factor is the same for all markets for any
one month, which is the same, but it does vary by months of the year
and it is apercentage factor.
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Mr. RICHARDSON. It is not something you just happen to throw in.
It will be solid throughout the country in November, for example, for
all markets?
Mr. SEILER. This is correct.
Mr. RICHARDSON. ARB's ratings in the Louisville report come from
the metropolitan area sample; is that correct ?
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. Would you explain for the committee what a
rating is?
Mr. SEILER. Yes. In essence, arating is an attempt to estimate the
percentage of homes in an area tuned to a certain program at a certain time. This is apercentage of all television homes in that area.
In other words, if there were 100,000 television homes in agiven area
and 10,000 of these homes are tuned at 7:45 p.m. to station 1(YZ, the
rating would be 10.0, or 10.
Mr. RICHARDSON. You have said the rating would be 10.0. Is that
for aspecific station?
Mr. SEILER. That would be for aspecific station.
Mr. RICHARDSON. All right. From your Louisville sample of 160,
what would the 10.0 represe-nt ?
Mr. SEILER. That would represent 16 diaries showing tuning to
that program.
Mr. RICHARDSON. In other words, 10 percent of the sample at this
time were tuned to aspecific station?
Mr. SEILER. If the rating was 10, this is correct, yes, providing no
tabulating errors were made or anything like that.
Mr. RICHARDSON. Certainly. Would you explain for the committ
ee's benefit the term "sets in use"? Ibelieve you used that term?
Mr. SEILER. Yes, sir.
"Sets in use" is apercentage figure, showing out of all the television
homes in the area what percent of them have their sets turned on at
aspecific time to any television whatsoever. It is the sum total of all
of the tunings to the different stations.
Mr. RICH‘ARDSON. I hate to be technical, but is it, all homes in the
area or apercentage of your sample?
Mr. SEILER. Specifically, the sets in use we develop here are the
percentage of homes in our sample showing tuning at any one time
to any station, versus our total sample base.
Mr..RICHARDSON. Then if you had a sets-in-use figure at 8:00 in
the evening of 50, that would mean that in your sample of 160, 80
homes were tuned to—
Mr. SEILER. To something.
Mr. RICHARDSON. To some television station ?
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. That brings up another point. In your regular
television reports, do you report all stations that exist in a particular market? TakeLouisville.
'
Mr. SEILER. No, sir; not always. We attempt to report in the
metro ratings all of the local stations. There are some exceptions to
this in some markets. Generally we attempt to give a report in one
pocketpiece or another, one of our reports or another, of every television station in the United States. There are some exceptions to
this.
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Mr. RrcirARDsos. Well, let's take Louisville, Ky. There are three
television stations in Louisville, Ky.; is that correct?
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. Let us say, for example, that WAVE is your only
subscriber in Louisville, Ky.
Mr. SEILER. Yes, sir.
Mr. RicHARnsox. Will you also give the ratings during each period
for the other two stations—that is, WITAS and WLKY?
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. In other words, your service here is not just. to
your subscriber in this market, but it is a rating for every station
within the market ?
Mr. SEILER. Yes, sir. We decide the stations that le g itimately belong in a report, and in Louisville, regardless of which subscribers:
we have, they would be in.
Mr. RICHARDSON. Idon't believe this would exist in Louisville, but
let's take Dayton, Ohio. You may not have the report here; you
probably don't.
Dayt on is located not too distant, as I remember it, from Cincinhat i. Would there be apossibility for aCincinnati television station
to be listed in Dayton ?
Mr. SEILER. Ibelieve there would, yes, sir.
Mr. IitcHARnsox. There are only two commercial stations in Dayton, is that correct ?
Mr. SEILER. Yes.
Mr. RicitARDsox. Do you know or could you consult with someone.
and find out whether or not you actually do list other stations in the
Dayton report, other than the two located in the Dayton city limits?'
Sir. SEILER. Iwould like to, because there would be adistinct possibility in this case that one might cover, say. Cincinnati with another
network.
I am advised that. our current policy is that if astation outside of
the market obtains a rating of 5.0 or better for at least 30 different
time periods throughout the week, it is then included in that report ,
and i
n data at present, I am advised that. no station from the outside
is doing this. Therefore we. are showing just the two.
Mr. RICHARDSON. This is true even though only two networks go.
into Dayton?
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. You said 30 time periods. Would you describe.
to the committee what atime period is in your interpretation ?
Mr. SEILER. A time period is either a quarter-hour or half-hour
separate, period shown in our report.
Mr. RICHARDSON. Maybe I'm wrong. Do you submit some of it
by half hours? Ithought. all of it was by quarter hours.
Mr. SEILER. Ihave further been advised that the rule is programs.
instead of time periods—separate programs.
Mr. RICHARDSON. So if it was an hour show, it would mean a station would have to come in for 30 hour shows—different hour shows—
with a rating of 5 or better.
Mr. SEILER. If all shows were hours shows, Ipresume this would ber
so, yes 'sir.
'Mr. RICHARDSON. I realize this.
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If this Were ( lavtime, however, for the program to lw in this 30, it
would have to 1.e àMonday- t
hrough-Frida vprogram, is that correct ?
You do not report separàtely On a progi•fon daily during the day
part hours of G : 30 a.m. to 6:30 p.m.!
Mr. SEILER. Iam not as familiar %Yid' that rule for including and
itot including as I was several years ago. .
Mr. Rug wtosoN. Well, basically, ( luring the dayt mie, aprogram is
reported just once for the 5- day Period, Monday through Friday, is
that not correct?
Mr. SELLER. Yes. sir.
Mr. RI
CI I
ARDSON S() to have one of these 30, you would have to have
a program with sufficient audience for the five periods during the
week?
Mr. SEILER. If it is shown on the Monday- Friday average and there
was turning to it. Iam advised it would count as
. five different pro°Tanis.
Mr. IncummsoN. As far as the nighttime listening is concerned, I
believe von report from 6p.m, to 12:30, this would mean for each different program. If the program was on from 6 to 6:15 p.m., that
would be one program—let's say the news. If a program then came
on at 7o'clock and was a30- minute show, that would be a propTam!
Mr. SEILER. Yes.
Mr. Itictimtnsox. So an out ,;ide station, through this combination
of daytinw programs on a Monday through Friday basis, that program, even though it is on live times, would only be equal to one,
because
is figured as an average, whereas On the other situai ion.
each program at night is rated separately: therefore, each 15- minute
program or 30- minute or hour program would be rated separately for
your market ?
Mr. SEILEIZ. I would like to check that if it lias to do with just
once or has to ( lo with t
wo consecutive times.
I am advised that one time is enough except under special conditions. If a station, for example. has only been getting in to the extent of 15 different programs aweek, and suddenly it jumps to 40 one
particular month and perhaps there is a reason for this—this was
the only station, let's say, carrying some outstanding sporting event
that everybody made a tremendous effort to tune in on, or it had a
group of programs like that—we might regard it as a one-shot performance and not put them in. On the other hand, if another station
liad been running 31 pograms a week regularly and suddenly one
time dropped to 2S or 2.9. Idon't believe we would take them out.
IellARDS(1N You also list ashare in your local reports?
Mr. SEILER. Yes, si r.
Mr. Rictiminsox. From which of your samples does that come ?
Mr. SEILER. That conies from our metro area program.
Mr. IlicitARnsoN. Would you describe for the committee what a
share is ?
Mr. SEILER. Yes, sir. A share is one of the basic figures we use
in audience measurement. It is attained by comparing the total tunein with an individual rating.
In other words, if the " sets in use" happen to be 40, which is 40 percent of the sample homes tuned to any kind of television, and if astation's individual rating happened to be 10, which would mean 10 homes
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tuned to that out of the total TV homes sample, then that station
share would be 25 percent., because the 10 is 25 percent of the total
tune- in of 40.
Generally, you will hear two things spoken of quite often in this industry, rating and share. They are both very valuable figures.
Mr. RICHARDSON. Concerning your local reports—let's take Louisville again. You had 160 diaries which you tabulated. Would you explain as to what period those diaries covered ?
Mr. SEILER. Normally, in our local measurements, the diaries cover
more or less equally a 4- week period. This is subject to exceptions,
also. When one of the weeks happens to be aweek, perhaps, that has
a time change in the middle of it or other problems of that sort.
But. normally, we attempt to measure a4- week period with approximately a fourth of our total sample diaries running each of these 4
weeks.
Mr. RicHARDsoN. This would be both for the metropolitan area and
the remaining area ?
Mr. SEILER. The total area.
Mr. IiicuminsoN. Ibelieve you have now given us afairly good description of the local reports. Let us check next the national reports
which you have mentioned. Would you explain how they are produced ?
Mr. SEILER. Yes, they are produced in a somewhat similar way to
the local reports, except that instead of measuring alocal market, we
regard the whole United St at e as if it were one local market and we
attempt to distribute a sampling in proper proportion and have it
properly drawn to represent lie entire United States. 'We then extract
from these diaries homes reached and a great. deal of demographic
data, our audience characteristic data for network programs.
Mr. Iiimmtnsox. Is this all done by diaries, your national report
which we are now discussing?
Mr. SEILER. Yes, Sil'.
Mr. RICHARDSON. How many times a year do you produce this
report?
Mr. SEILER. We have been producing it six times ayear.
Mr. IticilmmsoN. You have stated that you use the telephone method
of securing your households: is that right ?
Mr. SEII.Ert. Yes, sir.
Mr. RionAttosoN. This system also applies to your national sample?
Mr. SEILER. Yes, sir.
Mr. IticHAimsoN. Do you make any toll calls in the placement of
diaries. in your national diary sample ?
Mr. SEILER. Yes; we do. We attempt to contact each home in both
the national and local samples at least once by telephone, which is for
the purpose of placement of the diary. We make additional contacts
in nontoll zones, but. Ibelieve in the toll zones, the original call is the
only one we. use.
Mr. RictiAimsoN. In relation to these calls, these are placed by interviewers in the local markets; is that correct'?
Mr. SEILER. Yes, sir.
Mr. IlicitiumsoN. For your national sample, would you have interviewers in other markets in addition to those which you normally use
for local surveys ?
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Mr. SELLER. I don't believe so, because in our local measurements,
we cover substantially every county and every local market. So wherever we needed t
hem for anational, Iassume we would have them.
Mr. RICHARDSON. And the difference would be the total calls?
Mr. SEILER. Yes.
Mr. RicitAnosox. Does your national report cover the mountain time
zone of the United States
Mr. SELLER. Yes, sir; fully and completely. Ichecked the sampling
points.
Mr. RicitAmsox. How many sampling points do you have in the
mountain time zone ?
Mr. SEILER. Ibelieve the figure \\ -a, either—approximately 3 percent of our total pat ioual was dist tihut cd through the mountain time
zone.
Mr. Rwrimlosox. Basically, though, you would sample for this
national report. every t
eley isi(af market in the mountain time zone; is
that correct, ?
Mr. SEILER. Not necessarily; no. sir. But it would be a proportionate sample in which all markets in all areas of the country had
their proper chance of getting in. We have agreat many more diaries
in the mountain time zone, for example. that would go in the national
because of our local reports in Denver, Salt Lake City, and so on and
so forth.
But mountain time zone diaries in approximately their correct proportion are incorporated in our national.
Mr. RICHARDSON. I am sure that Congressman Brotzman will be
glad to know that you measure at least Colorado.
Concerning ARB's special tabulations, are these just special orders
placed with your company by advertisers and—
Mr. SEILER. In most cases, yes. In some cases, we'll make some
tabulations we feel might be of special interest and issue them to our
clients.
Mr. RICHARDSON. Your national Arbitron is not done on a regular
basis?
Mr. SEILER. No, sir: national Arbitron now is on aspecial basis.
Mr. RicHARnsox. When was the last. time you did it on a regular
basis?
Mr. SEILER. The last, time, Ibelieve, was in the fall of 1960, when
we had approximately 13 syndicated weeks.
Mr. RICHARDSON. Would you describe the system you use to gather
the information for your Arbitron sample?
Mr. SELLER. Yes, sir.
Imight say at this point that anumber of years ago, we developed
an electronic instrument for measuring the tuning of the TV set.
This instrument fits inside or on the set and transmits through, you
might call it, multiplexing, on leased lines, back to a central point
the condition of agreat number of sets almost simultaneously. At one
point we had these instruments installed in some seven large areas
of the country, which made up something over 20 percent of the
population of the United States. Because we attained this information instantaneously, but because it did not yet. cover the whole country. we attempted by adding telephone coincidental surveys, which
also can he available on an overnight basis, in the remaining areas of
99 942-f13- pt. 2- --13
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the country not covered by our instrument, putting the two together
and getting an overall national result the next morning.
Since the inception of this, we have pulled most, if not all, of our
Arbitron instruments out of all markets except the New York consolidated metropolitan area, where we produce a local service from
these instruments.
We combine these instruments, New York being approximately 10
percent of the whole country, with telephone coincidental work in the
rest of the country for national Arbitron results on an overnight basis,
but on special order only.
Mr. RicruaosoN. When you say "overnight basis," you mean you
have the results ready for the customer the next morning?
Mr. SEILER. For the program of the evening before: ves, sir.
Mr. RICHARDSON. In relation to your national Arbitron, what was
your sample size ?
Mr. SEILER. To the best of my recollection, on an effective sample
base and using the combination of the 2, between 1,500 and 2,000 per
program period.
Mr. RICHARDSON. How many Arbitron homes do you have in the
New York area?
Mr. SEILER. We have at this point, again to the best of my recollection, we are building up the sample at this point. The last sample
ISaw was 331 instruments installed and capable of working. At that
particular point, because we are working toward a400 sample, Ibelieve the actual reporting on any one half-hour was about 267.
Mr. RICHARDSON. Now, when you say "267," what do you mean?
Mr. SEILER. I mean 267 different instruments actually sending information in that was used in compiling our report.
Mr. RICHADRSOlg. From different homes? That is what Iam looking for.
Mr. SEILER. Not necessarily. There are some homes that may have
two television sets with an instrument in each one.
Mr. RICHARDSON. Would you know how many homes, then, you have
in this system?
Mr. SEILER. At this point, because Idon't know that set distribution
and because the sample is in astate of being doubled in size, Iwould
have to guess. Iwould say approximately 230,235.
Mr. Rim/um«. Would you at a later time supply that for the
record?
Mr. SEILER. Yes, sir.
(The information requested is as follows:)
On the 1st of October 1061, ARB had 246 units in 204 honws in its New York
Arbitron sample.

Mr. RionAaosoN. You said you also sold this Arbitron system, the
local report of New York City, as a separate system ?
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. Is it produced for the subscribers on adaily basis,
once aweek, once amonth, or what?
Mr. SEILER. It is produced once a week. And I believe in a consolidated basis like this, about 10 times ayear.
Also, clients have the option of receiving daily information by teletype overnight.
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Mr. RICHARDSON. How many subscribers do you have in relation to
local market television reports; station subscribers?
Mr. SEILER. Station subscribers? Something in excess of 400 different stations, and with your permission, Iwould like to get anod on
that.
I am advised approximately 410 stations. This is all television;
we do no radio substantially.
Mr. RICHARDSON. Since you have mentioned that you do no radio,
why don't you do radio?
Mr. SEILER. To be completely frank, my feeling is that we don't
know how to do it.
Mr. RICHARDSON. Would you expand on the statement, " we don't
know how to do it?"
Mr. SEILER. Yes, we had aradio service anumber of years ago and
we, in effect, resigned our accounts and told our clients that we were
not continuing. This was agreat number of years ago. Our reasoning is that radio has become such an individual activity, with each
family member doing something different, it is so dispersed all over
the area—out in cars, on beaches with little portable radios—and a
number of sets scattered through the house, plus the fact that so
many stations are now programing music and news in asort of similar
way, and a great many people, according to our information, aren't
even aware of the station they are listening to at the time they are
listening. And on top of this, the radio broadcasters have proportionately less money to pay to have this done, and also proportionately
lower ratings than television, which means abigger sample. to differentiate.
You are simply, in my opinion, faced with atechnical job that we are
unable to solve, plus an economic barrier that seems so formidable, I
just feel we cannot go into the business.
Mr. RICHARDSON. Would the diary method, in your opinion, adequately measure radio?
Mr. SEILER. Perhaps, if you had a specially developed diary and
if this diary perhaps measured each individual separately.
Mr. RICHARDSON. Let's take ahome diary.
Mr. SEILER. Iwould answer that this way, sir: Idon't really know,
the fact is, at the moment we do diaries and we haven't a diary radio
service.
Mr. RICHARDSON. You have stated that ARB's sample size in Louisville in 160. There are three commercial television stations in
Louisville?
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. Do you consider the 160 sample adequate for
measuring these stations in Louisville in the metro area ?
Mr. SEILER. I would like to make a statement. on that here which
may answer future questions.
Idon't think there is any such thing as an adequate or an inadequate
sample. Actually, a sample of two will give you avague indication
of some type of facts. On other things, a sample of 10,000 is not
adequate. It depends on what you are trying to measure and how
much error you are willing to tolerate, how close an estimate you
want.
I would say this, that for the amount of money that is available
te do the sampling job in Louisville and given the fact that these
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are to be used only as approximations to develop the areas in which
the audience lies, if you are willing to accept them on that basis, which
is the way they ought to be used, then I say a case can be made for
the 160 being adequate.
Mr. RICHARDSON. Might Iask, in your opinion, is that the way they
are used ?
Mr. SEILER. I would say in some cases yes, and in some cases unfortunately, no.
Imight further add that the 160, that we would advocate that our
clients use the total homes, which are based on aconsiderably greater
number of diaries than the 160.
Mr. RICHARDSON. We had testimony last week that stations get a
large amount of orders; "furnish acertain number of rating points."
What would that be ?
Mr. SEILER. That would be rating points.
Mr. IticHAaosoN. You say asample of two might be adequate. This
is theory. Would asample of two measure at any one time the three
television stations in Louisville, Ky.'?
Mr. SEILER. Not adequately, in my opinion.
Mr. RICHARDSON. What would be the average percentage of "sets
in use" in Louisville ?
Mr. SEILER. It depends on what part of the day you aie talking
about. I would say throughout the evening, 50 to 55 percent of the
sets turned on.
Mr. RICHARDSON. Let's take 50 percent of the sets turned on—
that would mean that you have 80 diaries, or 80 homes measuring the
market. Would you say that these 80 would adequately measure the
3stations?
Mr. SEILER. Again, depending on what your standards are. If
you are willing to tolerate the variance and the amount of error that
asample of that size produces, then the answer is " Yes." If you want
to know on abasis of much less variance, the answer is " No."
Mr. RICHARDSON. Let me give you ahypothetical case and see what
you would think the sample size would have to be. And we'll now go
back to radio.
Let's say that we had 10 AM stations, commercial stations in a
market, and the "sets in use" was 10, which would mean that 10 percent
of the sample was listening. To measure those 10 stations with the
10 percent "sets in use," what would be your opinion as to what an
adequate sample size would be, and you may consult with your
statist ician.
Mr. SEILER. Well, again, Iwould have to—astatistician can't help
me much here, actually.
Mr. RICHARDSON. This sample size would be for the decisions that
are made from ratings.
Mr. SEILER. Again, it is aquestion, acase of how much risk you are
willing to take and how much variance you are willing to tolerate.
Iwould say certainly, the sample should be large enough so that each
station would have a chance of getting shown. For example, it certainly would not be agood idea, with 10 stations in the market to have
asample that only sho'wed 9homes tuned in. You could not possibly
even take care of the 10 stations that way.
Mr. RICHARDSON. Do you think you could take care of it with 100 ?
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Thatwould be 10 stations turned on-10 stations. Each station would
have achance, one chance. Would that be an adequate sample size?
Mr. SEILER. Again, it would be dependent on the variance you are
willing to tolerate. For instance, if you simply wanted to tell from
this that one station had practically all the audience and the other
nine were down here with practically none, you could make acase for
this being quite adequate. If you wanted to show each of the station's
ratings separately and you know, wanted to know that each one had a
point lead over the other , really had that lead, and could not have a
variance, if you would not tolerate avariance, Iwould say your sample
had to be run into many thousands. It has to depend on the standards
the users want to sell.
Mr. RICHARDSON. Mr. Seiler, in relation to statistical theory, is every
sample that is drawn agood sample?
Mr. SEILER. In relation to pure statistical theory, no sample that
ever ends up in areport is aperfect sample.
Mr. RICHARDSON. But let's say it was outlined as directed. Is every
sample agood sample, or are there exceptions ?
Mr. SEILER. By 'every sample—"
Mr. RICHARDSON. In other words, if you drew ahundred samples,
how many of them would probably be good samples ?
Mr. SEILER. According to statistical theory, they would all be good
samples—they would all be equally good if they were all drawn in
the same way by the same methodology.
Now, some of those on certain measurements would show variances
a lot more than certain others, because your laws of sampling work
that way.
The CHAIRMAN. The committee will recess until 2o'clock.
(Whereupon, at 12:05 p.m., the hearing was recessed, to reconvene
at 2p.m. on the same day.)
AFTERNOON SESSION
The CHAIRMAN. The subcommittee will come to order.
Do you have Mr. Crutchfield with you ?
Mr. SEILER. Yes, Ido.
The CHAIRMAN. There are some things that we would like to discuss with you. Would you bring him around, so that he can testify?
Mr. SEILER. All right, sir.
The CHAIRMAN. Will you be sworn? Do you solemnly swear that
the testimony you are about to give to the committee will be the truth,
the whole truth, and nothing but the truth, so help you God ?
M T. CRUTCHFIELD. Ido.
The CHAIRMAN. Before we start, Mr. Crutchfield, will you identify
yourself for the record, please, sir ?
TESTIMONY OF JAMES W. SEILER ( RESUMED) AND RALPH
CRUTCHFIELD, STATION SALES MANAGER, AMERICAN RESEARCH
BUREAU
Mr. CRUTCHFIELD. My name is Ralph Crutchfield. Iam aresident
of Laurel. Md., and station sales manager for the ARB Division of the
CEIR, Inc.
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The CHAIRMAN. How long have you been with your present employment ?
Mr. CRUTCHFIELD. Ihave been with CEIR and before that ARB, for
about 51/
2 years now.
The CrTAIRMAN. Mr. Richardson, Ibelieve that you were going into
some of these details.
Mr. RICHARDSON. Thank you, Mr. Chairman.
First of all, to clear up acouple of questions of this morning.
Mr. Seiler, how many homes did ARB have in its New York Arbitron sample last year while we were investigating ?
Mr. SELLER. Iam going to give you an approximation. Ihave not
had time. to check with the New York records. And, also during the
period that you were investigating, due to the fact that we were modifying our sampling and improving it, there were different numbers
at different times.
Mr. RICHARDSON. Would you supply for the record, sir, the samples
as of October 1, 1961 ?
Mr. SEILER. Iwill attempt to obtain that. And Icould say for the
record now that my best opinion would be as of an average time during
that period, approximately, 200 effective homes.
Mr. RICHARDSON. Mr. Seiler, once again let us go to the situation
where if you had 100 different samples, and using atwo Sigma statistical chart, which basically means that the accuracy from this would
be 95 times out of 100, if Ïunderstand it, how many of these different
samples would fall outside the significant variance' of the two Sigma
chart ?
Mr. SEILER. If I understand correctly, if you rated a program or
measured a program audience with each of these 100 samples, the
chart would show you a certain expected variation. Let us say at a
rating of 10 the variation might be in a certain sample size 3points
in either direction. In approximately 20 out of those 100 cases the
laws of statistics state that the variance would be even greater than
that; in other words, 95 times out of 100 you would be within that
range of 3points either way, but the other 5times, you would be—the
other 5percent—
Mr. RICHARDSON. It should be 5instead of 20
Mr. SEILER. Five percent instead of twenty—you would be even
beyond those limits—pardon me, it is 5 instead of 20.
Mr. RICHARDSON. Thank you, Mr. Seiler.
Mr. Crutchfield, did you have a complaint from the Abilene, Tex.
market last week?
Mr. CRUTCHFIELD. Yes, sir.
Mr. RIcHnansos. Are the dates on which your company does its
surveying in all television markets of the United States known ?
Mr. CRUTCHFIELD. They are.
Mr. RICHARDSON. All of the stations in the market know, or just
the subscribers ?
Mr. Cat-rcirmi.o. All stations are advised of those dates.
Mr. RICHARDSON. You received a complaint from a TV station in
Abilene, Tex., while this hearing was going on last week; is that
correct ?
Mr. CRUTCHFIELD. Yes, Idid.
Mr. RICHARDSON. This involved KPAR-TV, Abilene, Tex.?
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M T. CRUTCHFIELD. Yes.
Mr. RICHARDSON. And KRBC of Abilene, Tex.?
Mr. CRUTCHFIELD. Yes.
Mr. RICHARDSON. This had to do with hypoing, is that correct?
M T. CRUTCHFIELD. Yes, it did.
Mr. RICHARDSON. Would you explain the American Research Bureau's system as to whether or not it decides a situation is hypoing?
Mr. CRUTCHFIELD. We feel that we have an obligation to all of our
clients to try and control the obvious hypoing of ratings, particularly
those in the area of giveaway contracts where an effort is made to
literally buy the audience during a rating period. We do not feel
that we have the right to police astation's efforts in the area of promotion at all times, so that we have developed aset of rules under which
we will carry a no report, indicating in our opinion that unusual
promotion is taking place, which may or may not have an effect on
the ratings.
Mr. RICHARDSON. And the particular market we are discussing, under KRBC, which is channel 9, an NBC affiliate, it was running a
quickie quiz contest; is that right ?
Mr. CRUTCHFIELD. ASIunderstand it.
Mr. RICHARDSON. Let us see if this is also correct. KRBC—TV
would come on and state that if the person identified when he was
called on the telephone—not over the air but by aseparate telephone
call—if he identified acertain program, from clues given on the air, he
would receive some type of product; is that correct ?
Mr. CRUTCHFIELD. That is correct.
Mr. RICHARDSON. However, this station was going to run this contest for over 13 weeks?
Mr. CRUTCHFIELD. This station planned to run it for aminimum of
13 weeks.
Mr. RICHARDSON. Which would take it outside of what your definition of hypoing is?
Mr. CRUTCHFIELD. Which we feel is not arating hypo, inasmuch as
it is covering afull fourth of the broadcast year.
Mr. RICHARDSON. How many timeS do you survey that market?
Mr. CRUTCHFIELD. We survey that market twice ayear.
Mr. Ricriikupsox. Now, then, the other station, KPAR—TV got into
the act; is that correct?
Mr. CRUTCHFIELD. Yes.
Mr. RICIIARDSON. And it started offering over the air last week,
while these hearings were going on, $5for anyone who would bring in
adiary from either television surveying comp'any, is that correct ?
Mr. CRUTCHFIELD. That is correct.
Mr. RICHARDSON. Do you know how many diaries it got?
Mr. CRUTCHFIELD. Ido not know. They'' have said that they would
be willing to let us examine their records.
Mr. RICHARDSON. ISit not true, at least from anything either you or
I know, that this station was advertising that if the diary keepers
would bring in the diary and let them get the serial number from it,
that the people could take the diary back and go home?
M T. CRUTCHFIELD. That is correct.
Mr. RICHARDSON. Would it surprise you if that station owner said
that he had received in 4days last week over 10 diaries?
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Mr. CRUTCHFIELD. No. Imight have expected afew more.
Mr. RICHARDSON. How many diaries would you say you mailed to
that market for last week?
Mr. CRUTCHFIELD. Somewhere in the area of 70 or 80, and that is a
guess.
Mr. RICHARDSON. How many diaries comprise the metro sample for
that market ?
Mr. CRUTCHFIELD. I believe our sample-size requirement for that
market for rating purposes would 150 or 160.
Mr. RICHARDSON. Then if someone—Iam not saying that, this station
did—if someone got the control of 10 diaries, in your opinion would
it have an effect on the ratings in that market ?
Mr. CRUTCHFIELD. It could have avery decided effect,.
Mr. RicHAnnsox. Needless to say this is a problem that a rating
company faces, but by the same token, the other station faces a bad
problem if the hypoing situation is going on and it feels that its economic life is being strangled—would you say that this station has a
problem here in relation to hypoing, even though it does not come
within your normal definition?
Mr. CRUTCHFIELD. Yes. I suspect this problem is maybe more
emotional than real.
The CHAIRMAN. It is what ?
Mr. CRUTCHFIELD. It is maybe more emotional than real. It has
been our experience in looking at alot of rating reports in which contests have taken place that it is very difficult to find any substantial
change in the audience pattern or any change that you could directly
attribute to acontest.
Mr. RICHARDSON. You have asituation here, though, where at least
an effort has been made, you would say ?
Mr. CRUTCHFIELD. Yes.
Mr. RICHARDSON. Although it was outside of your limits. However, the 13 weeks only comprised afourth of ayear, approximately,
is that correct ?
Mr. CRUTCHFIELD. That is correct.
Mr. RICHARDSON. But ARB only measures that market twice ayear.
Correct?
Mr. CRUTCHFIELD. Yes.
Mr. RICHARDSON. So actually, if a station were to do this for 26
weeks of the year, that would be all that would be required in relation
to your measurements—he could have the benefit of any hypoing he
did for the full year in that market., and all of the time that was
bought. in that market would be bought without any indication shown
that, astation hypoed ?
Mr. CRUTCHFIELD. Yes, I think that your use of the term "hypo"
and ours is probably alittle different. Ithink what any st ati on does
over the same period of time to build up viewing to that station is not
a hypo, but it is an honest effort in the area of promotion to build
viewing, and listening, to the station.
The CHAIRMAN. Before we go any further, suppose you define
hypoing—what do you mean by hy poi ng ?
Mr. CRUTCHFIELD
..Hypoing, as we would think of it, would be an
effort. made during asurvey to abnormally influence the viewing to that
survey or the most common practice is some form of contest, where
substantial prizes are given, and the only way that you can win these
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prizes is to be viewing the station, to pick up clues; telephone calls are
made, or in some such way, so that they are forcing you to watch the
st at boil to be eligible for aprize.
The (' umin:AN. Do you notify the station that you are taking that
rating?
Mr. CRUTCHFIELD. Yes, sir; we do. It is too big a secret to keep.
Imean by that. when you are interviewing some 300 to 500 families
in amarket, the chances are that some 1person from at least 1station
will become aware that the measurement is being done in the market.
Consequently, I believe it would be unfair to try and do it secretly
and have one person find out and the other one not find out.
The CHAIR3IAN. 1)0 you notify all of the stations in the market
when you are going to make or take measurements?
Mr. CRUTCHFIELD. We endeavor to notify all stations. We publish
our schedule in the back of each and every one of our reports.
Mr. Ruminnosox. Thank you, Mr. Chairman.
Then you would normally think that if you mailed out these diaries
to a market, that sometime. during the period, someone would tell a
station that he had adiary?
M T. CRUTCHFIELD. Yes.
Mr. RicHARDsoN. Does it not tend to be true that the stations run
much better movies during the rating period?
Mr. CRUTCHFIELD. Yes.
Mr. RICHARDSON. So at least hypoing becomes aproblem in relation
to an accurate measurement in the broadcasting industry ?
Mr. CRUTCHFIELD. Yes; it does.
Mr. RICHARDSON. Would you care to tell for the record what you
contemplate doing in relation to stopping the station from giving $5
per diary ?
Mr. CRUTCHFIELD. Isaid that we could probably print diaries faster
than they could print $5bills, and that we might send in 10,000 real
quick.
Mr. IlicHAnosos. Have you done so?
Mr. CRUTCHFIELD. No.
Mr. RicitmensoN. Would it surprise you if this station manager had
diaries from two different companies?
Mr. CarrrcrIFIELD. No; Iwould expect that he would.
Mr. PacumnisoN. Do you know of very many such situations that
fro on during the rating periods?
Mr. CRUTCHFIELD. A situation such as this one?
Mr. RICHARDSON. Yes.
Mr. Cuurctinil.n. 'l'o my knowledge, this one is unique.
Mr. Ricirminsoi.r. This may be an unfair question, but if there are
only two surveys taken in the market during the year, and it has been
very well established that this is where the money comes from on a
national basis that goes into every market, do you blame the one fel low very much, the one that is now trying to find out what the other
station is doing?
Mr. Clivrcurima. Iam not sure Iunderstand what von mean.
in cir _ums)N. If your economic life—at least, it seems fairly
apparent that this is what the ratings mean to abroadcaster—if your
vconomiv life is at stake and another fellow is running acontest which
certainly may change 14 rating unfairly, ‘rould you, if you were a
station ;owner, sit there and do nOthing about it ?
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Mr. CRUTCHFIELD. No. Ithink that Iwould try to do promotion to
counter this—apossible promotion in the area of acontest.
Mr. RicnArtosox. Thank you. Ithought that the committee should
be aware that this is going on right now while we are having these
hearings, and it is in relation, certainly, to aproblem in getting true
ratings in the market.
I will refer these questions to Mr. Seiler. For your system in the
local markets, other than New York City, is your sample permanent
or not, Mr. Seiler ?
Mr. SEILER. Our sample is what we call a rotating sample, in that
we attempt to select entirely different homes for each survey, and except by some remarkable coincidence that. there is a phone directory
being redesigned, no home is ever used twice.
Mr. RICHARDSON. At least it is your intention to use the home only
one time?
Mr. SEILER. This is our intention.
Mr. RICHARDSON. How do you mail the diary to the home from the
office? By that, Imean is it in aplain envelope, or how does it arrive?
Mr. SEILER. It goes out— it goes out in an envelope with our address
on it. And Icannot state positively at this time exactly the way the
envelope looks now. We are changing the design.
Mr. RICHARDSON. But it is definitely identified so that someone will
know it comes from ARB?
Mr. SEILER. Oh, yes, yes. You could pretty much tell it is an ARB
diary. It would have our return address ana name on it,.
Mr. RICHARDSON. Let us say that I am a station manager and I
realize the importance of ratings, and although there may be something ethically wrong with this, there is no current law against it as I
understand it. So Idecide that Iwill ask my friend in the Post Office
Department to check and see if anything like these diaries comes
through, and he slips nie the names off of a few of these diaries, and
Icheck out the homes. Could this be done ?
Mr. SEILER. Yes, it certainly could. And this, of course, is not a
new problem to us. Almost the day after surveys were invented somebody started inventing ways of trying to gain an advantage. And we
are not without weapons in this, because almost every one of these
attempts to interfere with hypo ratings comes to the attention of the
station's competitors. And we usually always are notified way ahead
of time that something is going on. Also our own sample homes, if
they are approached, tend to report this to us. And if when we find
out about an attempt like this, if it is something that has completely
invalidated the survey, we simply would not issue the survey at all
and withhold it.
And if it is something that might have some effect, on the ratings
and someone is obviously trying to promote more tuning and forcing
viewing to the station, usually a notice in the report stating exactly
what. is being done, with th e further statement that. we do notknow.what effect, if any, this will have on the results, usually, in my opinion,
results in the user of this report in buying time menially subtracting
more from the station's rating than .the station could íet by the
hypoing. And generally, aga i
n i
n m yop i
ni
on ,
the station loses 'more
by trying this than they gain. And some of them just do not realize
it.
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Mr. RICHARDSON. You said that you usually know these. These
are the ones that you are informed about ?
Mr. SEILER. Yes.
Mr. RICHARDSON. Let us say that the station owner was more
sophisticated than the ones you have mentioned.
Mr. SEILER. He will have either to get hold of some diaries and till
them out himself and send them back, or he has got to persuade
some of our selected families, who have been selected just this once,
to change the viewing or the recording in their own diaries. And
my feeling is that you simply cannot approach too many people in a
normal American city and get them to do this without somebody
running up the flag.
Mr. RICHARDSON. You are speaking about the situation where you
use ahouse only one time. What if asample were permanent?
Mr. SEILER. Iwould be more concerned in this case.
Mr. RICHARDSON. Do you have any permanent samples?
Mr. SEILER. We have in New York.
Mr. RICHARDSON. ARB has asample which is apermanent sample
in New York which is composed of a system that uses the telephone
lines; is that correct ?
Mr. SEILER. Leased lines which are leased from the telephone company, yes.
Mr. RICHARDSON. What if a New York man had a friend at the
telephone company ?
Mr. SEILER. If you liad nfriend who was willing to violate all of
his responsibilities, I imagine that he could determine the location
of some of these homes.
Mr. RICHARDSON. If Idetermined the location of these homes, and
they were permanent homes, Icould be more careful in those that I
selected, could Inot?
Mr. SEILER. I would imagine so.
Mr. RICHARDSON. A few years ago in New York City, Life magazine advertised for apermanent- type sample home, did they not?
Mr. SEILER. Ibelieve Irecall that they did; yes, sir.
Mr. RiciiAnnsoN. They advertised for homes just to send their
names and addresses to apost office box; is that correct?
Mr. SEILER. Ibelieve so; yes, sir.
Mr. RICHARDSON. Did they not get some of ARB's homes in this
manner—permanent homes?
Mr. SEILER. Iwas told that they did; yes, sir.
Mr. RICHARDSON. Do you know whether or not they got anyone
else's ?
Mr. SEILER. Iwas told that they also received them from one other
service.
Mr. RICHARDSON. In New York City, since we are on the permanent
sample, what do you pay the homes that are in your instantaneous
meter sample ?
Mr. SEILER. Again, from my own recollection, at the time the
instrument is installed and we gain the permission of the home,
some premium such as a set of steak knives or something like that
is given to the family. And the last time Ichecked beyond that for
the total time the home retains the instrument we pay one-half of
the servicing charge that they incur on their television set. They
simply get the set, repaired ami we pay one-half of the bill.
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Mr. IittuAttnsox. In New York City, at least. you said at one tinte
there, were at least over 200 effective hontes in ( ttir sample—a year
ago?
Mr. SEII.ER. Yes, there are today.
Mr. llicitARDsox. Then it would take under three homes—if a
station owner or anyone were able to control these three homes to
make a rating point, is that correct?
Mr. SEILER. Two homes.
Mr. RICHARDSON. I say it would take under three? You say it
would take two homes?
Mr. SEILER. Assuming that the sample is exactly 200.
Mr. IticHARDsox. Since we are on the sizes of samples, and we have
discussed the size of the Louisville sample and we have discussed the
size of the New York City instantaneous sample, would you briefly
discuss the size, of your samples in metro areas in different types of
markets of the country ?
Mr. SEILER. Actually, there are anumber of things that determine
your sample size in the metro area. One is the size of the market
itself. Another is the number of stations in that market that you are
going to be dividing up. And another is simply the economic factors
that we are dealing with. Certain markets may wish somewhat
higher metro samples.
Our sample, generally, varies in the metros between 150 actual
up to 225. And in some we will have somewhat larger samples than
this. But Ishould also like to say for the record that we regard these
metro samples simply as an additional breakout, of use to some people
who want to get a somewhat better idea. of what stations might be
doing under equal competitive conditions. And this, in our opinion,
should not be used as ameasurement of the whole market. The total
area and total homes should be used. But inasmuch as some stations'
signals go out alot farther than others and you may have mixed markets where. some stations are UHF and some are VHF and, of course,
the VHF's go out. quite abit farther, you may have adispar at
e resu lt
in the total -area, but it. is due to the fact that asignal strength has
a lot to do with it, and if you make abreakout, just from the metro
which is usually the single-home county you can then get an idea of
what the stations do against each other when, presumably, conditions
of reception are equal. And this is why, basically, we put the metro
rating in. We advocate that the total homes measurement be used for
the purchase of time. And the samples there are considerably larger.
Mr. RICHARDSON. This is what you advocate, and what you do like
to see, but we liad agreat amount of testimony last week that they buv
and send out orders, " we wan ta cert
ai
n num b
er of rat i
ng points.'"
What you advocate and what actually happens as policy does not.
seem to be the same, does it ?
Mr. SEILER. Ifeel that we are gaining in this concept. A few years
ago almost everybody bought on these metro points. Ifeel that great
progress has been made and that the minimum number of agencies
are buying in that fashion.
Mr. Ricuminsoisr. It certainly did not sound last week as though
the experience of the broadcasters was like that. In relation to the
booklet of Louisville which you have in front of you, the number of the
tabulated diaries for total homes was 591 ?
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Mr. SEILER. Yes, sir.
Mr. Ric' LARosos. And then you had an effective sample base total
homes of 397?
Mr. SEILER. Yes.
Mr. RI
CI IARDSON. Could you explain—Iknow that you did briefly—
but would you explain in more detail the differences between these
two figures?
Mr. SEILER. Yes. The figures mean that we actually tabulated for
this whole report 591 diaries, but we had a disproportionately large
number in the metro, so that we would be able to break out separate
metro ratings, and when we combined the metro diaries with the outer
area we did not just add them together, because they had to be coninlet' in the sanie percentage as the metro is to the outer area in television homes. And when you make a weighted combination of that
sort, for statistical purposes, to compute effective sample size, you must
rcduce somewhat by rather complex formulas the number of diaries
of the sample size that you should claim.
Mr. RICHARDSON. Then there certainly is weight ing that takes place
in the total homes figure?
Mr. SEILER. Normally it is the weighting down of the metro diaries.
Sometimes it is the other way around.
r. RICHARDSON. ARR's report listed a sample of 160 homes for
metro Louisville.. If rny memory serves me correctly, metropolitan
Louisville has apopulation of about 733,000—pardon me.
Mr. SEILER. Pardon me—go ahead.
Mr. RICHARDSON. Could you tell me what the population is for the
surrounding area. where you got this much larger number of diaries
from?
Mr. SEILER. Ican read it to you from my report here.
Mr. RICHARDSON. Okay.
Mr. SEILER. We show 199,200 estimated television homes in the
metro area and the estimated television homes in the total survey area
we show as 492,200. This means that the Louisville metro is, approximately, 40 percent of the total area.
Mr. RICHARDSON. And yet you only got 40 percent of the diaries?
Mr. SEILER. Yes, this is correct. And apparently here the weighting went the other way around.
Mr. RICHARDSON. Actually, in this metro area here where clearly
all stations can reach the diary homes, each survey home represents
more homes than those in the surrounding area of the market?
Mr. SEILER. Yes. Well, perhaps Icould give you another word of
explanation here. This happens to be aMarch report. And in November and March we do what we call our sweeps. And these are
measurements—these are measurements of practically every TV market in the country. And the way we do this is not to do aseparate
survey for each market with its own sampling—we sample the entire
United States with a great many diaries, I think, approximately
:
)5,000 returns are tabulated, and we have these diaries proportioned
across the whole country, and these between them get all of the viewing
that. occurs in this sample to all stations in the country. We then,
in effect, take these diaries and begin market by market taking each
station in each market and searching the diaries for viewing as to
these particular stations. For example, if we were making ae.Louis-
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ville report, to greatly oversimplify this, because it would be a little
more complex, we would, in effect, instruct the computer to search all
of the viewing data for the whole country and pull in any Louisville
viewing that occurred, no matter where it was, and combine it and
attribute it to each of the stations, so that if these Louisville stations
are producing viewing 100 miles away it would theoretically be pulled
in and the diaries in the Louisville outer area also are used to make
other reports. For example, we might use some to make an Evansville,
Ind., report. The western part of the Louisville area might be the
eastern part of the Evansville area. And in some cases—and Lexington, of course, we have the report for that. Now in some cases we
have a great deal more diaries in that Louisville outer area than we
would really need if we were measuring only Louisville. So we use
these. And this is the reason for your 591. You are correct in your
statement that if we were measuring only Louisville and we wanted
160 in the metro we would only have to put something over 200 more
in the outer area because of the 40-60, but the sweeps where we use
everything we have also the reason for that larger number and why
we have to reduce it to effective sample size.
Mr. RICHARDSON. In November and March you do surveys in Louisville; is that correct?
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. And then you do another one; wh en ,i
n M ay ?
Mr. Citurcrœrmn. May, June'.
Mr. SEILER. May, June.
Mr. RICHARDSON. Would the sample size for aMay-June report for
Louisville, Ky., in the metro area necessarily be 160?
Mr. CRUTCHFIELD. Yes.
Mr. SEILER. Iwould say yes, sir, give or take afew. Those metro
sample sizes are normally set for any report we do in the market.
Mr. RICHARDSON. If you only get effective results from 145 homes,
what would happen ?
Mr. SEILER. We would have to make a decision as to whether to
issue the report or not. If it falls below our minimum, normally,
there would be a question about issuing it. Occasionally, w hen wee
are alittle bit below we make this decision.
Mr. RICHARDSON. In a situation where ARB was 15 diaries below,
what all would encompass this decision—and Iassume that 160 is the
minimum here?
Mr. SEILER. Iam not sure that it is, actually. Mr. Crutchfield tells
me that our standard policy now is that we will go acertain number
normally below our required level and publish the report with a
cautionary note and below that level we would not publish it at all.
Mr. RICHARDSON. All right. With the precautionary note you
would publish it. What if 144 diaries came back in from this market ?
You have testified here this morning that you put in acertain number
of diaries for not- at-homes. This was 6diaries for asample of 160.
Iassume, that it would be, say, 5on the 144, diary sample?
Mr. SEILER. It would under those, it would show 149.
Mr. RICHARDSON. What if you got back from the field 172 di ar i
es ?
Mr. SEILER. Then if that availability factor was had, let us say, it
would show 178.
Mr. RICHARDSON. In this situation you are saying, then, that whatever your sample size is, you will publish it in your report ?
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Mr. SEILER. This is correct. In some, because of our computor
techniques and some other factors , to keep the record absolutely
straight, Imust say that we would reserve the right and might, if we
got 178, randomly discard and keep it at the 160.
Mr. RICHARDSON. How would you randomly discard?
Mr. SEILER. But we would show—we would show 160 in the report
and to answer the question fully, we publish in here, sample size,
exactly what we use.
Mr. RICHARDSON. Right. However, though, if you randomly discard 18, who makes this decision and what is the basis for the
decision?
Mr. SEILER. The research department in my understanding has a
procedure set up and I imagine it would be somewhat along the
following lines:
If we had 180 diaries and we wanted to discard 18, we might take
arandom starting point and take every 10th diary out from the entire
group. This is more or less the philosophy that would be followed.
Mr. RICHARDSON. Would you say that is the philosophy you followed? We do not want too many more " imagines" in the record.
Mr. SEILER. We do not want too many what ?
Mr. RICHARDSON. Imagines—you said, "We might take"—would you
find out whether or not this is in fact what you do?
Mr. SEILER. This is substantially correct, yes, sir.
Mr. RICHARDSON. ISit correct or not ?
Mr. SEILER. It is correct.
Mr. RICHARDSON. In this situation you would take out every 16th
diary or every 10th—whatever the situation might be—when would
they be taken out ?
Mr. SEILER. They would be taken out, obviously, after we have the
diaries back in.
Mr. RICHARDSON. Yes.
Mr. SEILER. The returns from the market and before the report if2
put together
Mr. RICHARDSON. Before the report was put together.
Would any tabulation have been done on the diaries before they
were taken out?
Mr. SEILER. Iam going to have to check on that again.
Mr. RICHARDSON. Will you check?
Mr. SEILER. Pardon me—this would be done before any tabulation
had been done; yes, sir.
Mr. RICHARDSON. Would it be done before anyone had done any
editing of the diaries?
Mr. SEILER. It would be done after the editing has been done.
Mr. RICHARDSON. Would there be any difference because of certain
edit incr in what diaries would be excluded and what diaries would be
included?
Mr. SELLER. Pardon me for aminute.
Yes, I think I can clarify this now. I am not trying to confuse
you, but—
Mr. RICHARDSON. Irealize that.
Mr. SEILER. During the past year Ihave spent agreat deal of time
on other things and some of our systems have changed a little bit.
The editing, first of all, discards the unusable diaries. These would
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be discarded first. Other edited diaries would be used, would be
left in. Then the system would be applied completely as it is set
up without any regard for certain diaries that had been edited in
certain ways.
We might also point out that the diaries are edited week by week
as they come back, if we are covering the 4- week period, so' we do
not know until the end of the 4weeks, actually, whether we are going
to discard or not.
Mr. RICHARDSON. Certainly.
In your opinion, would it not be better just to put 178 in the book
and send it out that way ?
Mr. SEILER. It certainly would from the sampling side point of
view. There are two reasons that we do not: One is that our whole
economic structure is set up on tabulating and producing a certain
number of diaries for acertain market, and if you are doing hundreds
of markets and you, by taking great overages that come in, you can run
your costs up, so that.you might upset your whole economic picture.
And furthermore, there is a psychological reason: If you get a
higher return than you agreed to for the market, use it and publish it,
normally there is some complaint if you then do not keep it up in the
future in that market.
Mr. R1c1i.uDsoN. If acertain number of diaries were. taken ont, and
the method used was improper, it could raise the rating or the : 11:tre
for any one station or lower the rating or the share for any one
station ?
Mr. SEILER. If you preselect?
M r. ilici lAimSoN. If you preselect.
Mr. SEILER. The answer is "Absolutely, yes."
Mr. RICHARDSON. These are the diaries from the metro Louisville
market, March 1962; is that correct?
Mr. SEILER. They appear to be; yes.
Mr. RICHARDSON. Did not the subcommittee staff use the diaries
front March 1962—
Mr. SEILER. Yes.
Mr. RICHARDSON (
continuing). In Louisville?
Mr. SEILER. Yes, sir.
Mr. Ricrlitnnsox. Would any of the members of the committee desire to see these?
Mr. Moss. Yes, Iwould like to.
The CHAIRMAN. I think it would also be advisable to let the witness identify them from your standpoint. If they belong to this
company, Ithink that the parties that had anything' to do with them
should properly identify them.
Mr. SEILER. Iidentify these as our Louisville diaries, March 1962.
The CHAIRMAN. We will let them be received as an exhibit. for the
files of the committee, as identified by the witness.
(The diaries identified will be found in the files of the committee.)
The CHAIRMAN. We will not include them in the record.
Mr. SEILER. I was thinking that we might need them back.
Mr. RICHARDSON. Thank you, Mr. Chairman. These diaries were
picked up on ARB's premises; is that correct?
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. You furnished to the subcommittee the diaries
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for metro Louisville of March 1962, along with all related data to
these diaries, at least to the best of your knowledge?
Mr. SELLER. Yes, sir.
Mr. RICHARDSON. The staff has prepared, and Igave to you at the
recess at noon, amemorandum in relation to your fieldwork which was
tabulated by the staff.
Mr. Seiler, you, as the representative of the American Research
Bureau, have the right to have an independent group tabulate these
diaries if you so desire, but it would have to be agroup agreeable to
the committee and to ARB.
Have you looked over with your staff the memorandum prepared
by the subcommittee staff and do you have any comments that you
wish to make in relation to this memorandum?
Mr. SEILER. As far as the differences in the tabulations as shown by
your staff and our staff, Iam willing to stipulate that these could be
normal errors occurring, small enough in number, in adouble tabulation such as this one was.
Ido have two or three minor comments on the writeup, but Iwould
like also to say at this point that in our 13 years of existence, I have
very seldom seen a better writeup and understanding of a rather
complex procedure as is contained in this memo. And Ifrankly must
say we were astonished at some of the things here, about some of the
things that were grasped about our system.
The CHAIRMAN. Are you talking about the memorandum of August
22,, 1963?
Mr. SEILER. Yes, sir.
Mr. HowzE. Ithink that date is in error. That states 1963 and we
have not reached that point yet. Ithink that means 1962. That is a
typographical error.
Mr. SEILER. The one Ihave in my hand, anyway.
Mr. HowzE. Yes, sir.
The CHAIRMAN. Let the record reflect the correct. date, August 22,
1962.
Mr. SEILER. On page 2 we would like to change the return rate of
72 percent, which may have been an error in transmission, to 59 percent for that market.
Mr. RICHARDSON. Could you explain why this percentage was
lowered?
Mr. SEILER. Yes. Ibelieve that in computing it that the original
mail out to the other part of the metro Louisville, which is across the
river in Indiana, was disregarded.
Mr. RICHARDSON. Was that, information at that time supplied to
the subcommittee staff when we went through your records?
Mr. SEILER. No, sir; it was not.
Mr. RICHARDSON. Then the 72 percent should be 59 percent?
Mr. SETIER. It should be 59 percent. And this is our error, actually.
Mr. RICHARDSON. This is alower return rate than that which was
produced by the subcommittee staff for your company ?
Mr. SEILER. Yes, sir.
Mr. Ric IIARDSON. SOit is not to your advantage?
Mr. SETIER. No, sir.
Mr. RICHARDSON. Go ahead.
99- 942-62— pt. 2--14
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Mr SEILER. On page 3toward the bottom, we have acorrection concerning the wording where the sentence states—
The home office will have sent the coordinator additional diaries and the coordinator takes a diary to the home in time for the start of the survey.

We would like to insert "mails" for "takes." These may be mailed.
Mr. RICHARDSON. That will be inserted. In other words diaries
would not necessarily always be taken; certain of them might be
mailed?
Mr. SEILER. On certain occasions, if they had time, we might mail
and often do.
And toward the top of page 4 where it states, " It should be noted
that ARB does not pay the diarykeeping families any money." we
would like to have the words " in the Louisville area" inserted because, again, we are in certain sections of the country, not in Louisville at this time but in certain sections of the country experimenting
with certain payments to see if we can increase the diary return.
And these are going on in spots on a continuing basis, and I would
not like the record to show that we never used any payments or
premiums to anyone, because this would not be so.
Mr. RICHARDSON. What is the basic policy of your company in this
respect, however?
Mr. SEILER. The basic policy is no premium or money of any kind.
The CirAnimAN. No premium or money of any kind?
Mr. SEILER. Of any kind to our diary homes; in certain areas where
we have made repeated attempts to raise the return rate, we are attempting to use other devices, including premiums and money to try
and increase the return rate, and so I cannot make a flat statement
that we never use any money. And I would like to have it show in
the Louisville area.
The CHAIRMAN. How do you get them to do it, then ?
Mr. SEILER. It is surprising that if you use what we consider to be
good and capable interviewing and have a well-designed diary and
approach the families in the proper way, a great many of them are
only too glad to do it. And we just never, except in afew instances,
have had this problem. And historically we have refrained from
using any premium. And the theory can also be brought forth that
once you begin paying them any substantial sum to keep this record,
they might feel that they have to keep quite abig record and do some
more viewing to make it, worth their while, and we do not want this,
either. We are just as interested in the person who does not turn his
set on all week as we are in one who spends all week viewing it.
And it is just a decision we have made as to away of operating on
the basis of our experience with these diaries.
Mr. RICHARDSON. Thank you, Mr. Chairman. Mr. Seiler, in your
opinion would this be ahelp' if you only used the home one time?
Mr. SEILER. My feeling is that if you used ahome more than once,
kept them on acontinuing basis, some form of payment, or compensation would be necessary.
Mr. RICHARDSON. And you do pay your permanent, homes in New
York City?
Mr. SEILER. The way Idescribed it.
Mr. RICHARDSON. By
. taking care of one-half of the television repair
costs?
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Mr. SEILER. Television and other repair work.
The CIIAIRMAN. What did you decide to do about this
Mr. RICHARDSON. Pardon me, Mr. Chairman, but I would like to
ask Mr. Seiler if he has any other objections to the memorandum that
was prepared by the subcommittee staff.
Mr. SELLER. Ihave none whatsoever.
Mr. RICHARDSON. It will be all right then, with the chairman's permission, if it is included in the record?
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. Mr. Chairman, Iask permission to include in the
record this memorandum.
The CHAIRMAN. Well, of course, we would like to know if this is a
correct analysis of your operation and not whether it is agreeable to
you or not.
Mr. SEILER. We supply it—we supplied the committee members
with our records at the time on all of the items covered here, and we
were given the opportunity to check today, which we have done to the
best of our ability, and in my opinion this is acorrect picture of the
wq.I we operated in this market at this time.
The CIIAIRMAN. Then, of course, this is typical of your entire operation ?
Mr. SEILER. Iwould say this can be taken as typical of our entire
operation, yes, sir.
The CHAIRMAN. Let it be received for the record. This is amemorandum from Mr. Rex Sparger and Robert E. L. Richardson, to
Charles P. Howze, Jr., chief counsel, and the subject is "Study of the
Field Work and Tabulation of the Diaries of the American Research
Bureau."
Mr. RicHAnnsorr. There is also an attachment to this memorandum
and I would like to ask that it also be included in the record. On
this attachment, there is a list, a column, wherein we have referred
to the time periods for the different stations in relation to the tabulation variations and those rating point variances should, in fact, be
one where it states two, and the three should be atwo, because I did
not allow for the plus or minus one rating point which we allowed
in the memorandum.
The CHAIRMAN. You can correct it, the information, if it is correct,
and supply it for the record.
Mr. IticHAnnsoN. Is that satisfactory with you, Mr. Seiler?
Mr. SEILER. Yes; that concerns only the result of your tabulations?
Mr. Riciimmsox. Yes.
Mr. SEILER. And Iwould have no way of correcting it.
(The documents referred to follow:)
M EMORANDUM
Date: August 22, 1962.
To: Charles P. Howze, Jr., Chief Counsel.
From: Rex Sparger and Robert E. L. Richardson.
Subject: Study of the Field Work and Tabulation of the Diaries of the American
Research Bureau for Louisville, Ky., March 1962.
The writers visited the American Research Bureau plant at Beltsville, Md., on
August 6, 1962. They informed Mr. Seiler, manager of ARB, that they would
pick up the diaries used from the fieldwork for a survey for some market before
they left on that (lay.
After a general discussion with Mr. Seiler in respect to questions the writers
had concerning the different aspects of the operations of American Research

626

BROADCAST

RATINGS

Bureau, the writers, accompanied by Mr. Seiler, talked with Mrs. Isabell Brown,
Director of Field Operations for ARB. After going over the procedure used in
the mailing and processing of local market reports for television, the writers
proceeded with Mr. Seiler to the ARB warehouse. At this point, the writers
asked for the survey for Louisville, Ky., March 1962. The diaries were obtained
from storage while the writers were watching. At this point, the writers counted
the diaries. There were 154 diaries in this survey. The writers then proceeded
back to the offices of Mrs. Brown and picked up all other fieldwork data for the
Louisville survey.
Mr. Seiler advised the writers that it is the general policy of ARB to put in
a certain number of blank diaries to allow for those persons who were not
home when a survey was conducted. The classification sheet for Louisville, Ky.,
was shown to the writers and, in this market, six blank diaries were to be
added. ( These diaries were not actually put in the stack, but the number is
used in tabulating as part of the base number of diaries in the market.)
The
154, plus 6, made 160 diaries. At this point, the report for the March 1962,
Louisville Television Survey was produced. It shows a "sample size" for the
metropolitan area of 160.
ARB surveys in television markets throughout the United States and each
survey is normally for a period of 4 weeks. The total number of diaries sent
to a market is divided into four subsamples. According to the specification
sheet for the Louisville market, in each of the 4 survey weeks for the March
report, 70 diaries were mailed—a total of 280 diaries for the month.
Of the diaries returned, 16 were unacceptable for tabulation under specifications laid down by ARB. A diary will not be included in the tabulations when—
]. It comes in late—after the tabulation has been done.
2. It was mailed back to ARB without any notations whatsoever put in by the
family. ( It is noted in this connection that the instructions in the diary and
those given by the interviewer calling the person by telephone stipulate that
if the television set is not used that day, "set not used" is to be written across
the diary for that date.)
3. There is no viewing done. Such a situation would occur when the diary
keeper was on vacation and returned the diary. ( ARB takes care of this situation by adding a certain number of blank diaries in each report.)
4. A diary was filled out and mailed, but postmarked prior to the completion
of the week. In other words, when a person anticipated what he would watch
in the future. ARB does not count such diaries.
5. An incomplete diary—ARB requires that a diary must be counted for the
full week or not at all. An incomplete diary would be a diary which was filled
out for any period less than the week and in which no explanation was made
as to why the other days were not completed.
6. A diary from a family in the wrong county—this survey was for the metropolitan area and could only include the counties of Jefferson, Ky.; Floyd and
Clark, Ind.
7. A diary is not readable, and the station cannot be ascertained, etc.
On the 16 diaries that were not included in the tabulation for the March 1962
television report on Louisville, 8 were not included because they were blank,
3 were incomplete, 1 had no viewing listed. 3 were late, and 1 was early.
Subtracting the 16 from the 280, 264 diaries count as the base from which the
return should have been made for Louisville. Since 154 of these 264 diaries
were returned, it is noted that there was a return rate of 59 percent of the
diaries mailed out from the office to the field. As was mentioned above, the
diaries originally mailed out were mailed on an equal basis for each subsample,
that is, 70 were mailed out each week. Subtracting from this the diaries mailed
which were discarded because they were not usable, the breakdown is as follows:
The first week there were 67 diaries mailed; 37 of these were returned.
The second week there were 66 diaries mailed: 41 were returned.
The third week there were 64 diaries mailed. and 41 were returned.
The fourth week there were 67 diaries mailed; 35 were returned.
It is obvious from the number returned each week that each week has an
approximate weight in the final result which is produced in the report by
ARB.
Complete instructions ( see subcommittee files) are given to the interviewers
in the field.
A coordinator in each market checks the work done by the
interviewers.
In looking at the field work sheets which were used to make the calls by
the interviewers in Louisville, the writers found that there were two women
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making these calls.
In relation to the placement of each diary in the field.
three calls are normally made. A call is made approximately 3 weeks before
the diary is mailed to a family.
At this time, the interviewer ascertains
whether or not the family will keep a diary.
The interviewer is provided
with interviewing sheets on which the numbers which she will call will be
listed. These are taken directly from the telephone directories as prescribed
by the home office in Beltsville, Md.
The interviewer will place a mark in
one of the following appropriate columns for each call: ( a) Send diary;
i»
Set will not be used: ( c) Refused to keep; (d) No television set; (e) Won't talk
to the interviewer; (f) No contact.
(One other column is entitled " Disconnected phone."
If the phone is disconnected, it would be impossible to complete such a call.)
The two interviewers for the Louisville market during the survey month
and in the weeks prior thereto, placed calls to 402 homes in the Louisville
metropolitan area. ( Some were toll calls.)
Of the 402 families contacted,
280 agreed to keep diaries. ( It should be noted that from the 122 other families,
the writers included all of the classifications listed above, except the one
wherein the family agreed to keep the diary.)
This is a placement rate of 70
percent for the Louisville market.
Shortly before the survey is to begin, the diary is mailed from Bolisville to
each diary home. The diaries are mailed so they will arrive either a day or two
prior to the start of the survey period. Either 1 or 2 days before the start of the
period, the interviewers will make calls back to the families to which diaries
were mailed.
At this time, they find out whether the family still plans to
keep the diary and whether the diary has been received.
If the family has
not received the diary, the home office will have sent the coordinator additional diaries and the coordinator takes or mails a diary to the home in
time for the start of the survey. The interviewer ascertains whether or not
the family has any questions at this time about the keeping of the diary.
During the period of the "diary week," a third call is placed to each of the
homes to ascertain whether or not the family is keeping the diary and whether
or not it has any question.s in relation to keeping the diary.
At the conclusion of the week, the family mails the diary directly to Beltsville. It should
be noted that ARB does not pay the diarykeeping families any money in the
Louisville area. It is the company's philosophy that it is better to have a field
staff contact these homes individually at intervals and to use a home only one
time, rather than to pay the homes to keep the diaries, and possibly use them as
a permanent sample.
The writers brought all of the diaries, the interviewing sheets and the specification sheets to the subcommittee offices. A tabulation was done on the 154
diaries in periods Monday through Friday from 6 a.m. through 12:15 a.m.
In the ARB report a rating is given for each station in the market on a 15minute basis from 6 a.m. until 1 a.m. the following morning. This is placed in
the pocketpiece as an average on a Monday-through- Friday basis for 6 a.m.
until 5 p.m. From 5 p.m. until 1 a.m. each day, the listing is on a daily basis.
The staff first tabulated listeners for each 15-minute period for each station
in all of the 154 diaries. They then took 160, which is the base for this market
and ascertained the rating value each listener would have, and multiplied this
value by the number of listeners and compiled a rating report on a 6 a.m. to
5 p.m. Monday-through- Friday average, and on a 5 p.m. to 12:30 a.m. daily
basis. Each rating was carried out to three decimal points. On the completion
of this compilation, the results were compared to the figures reported by ARB
in its pocketpiece.
Ratings in Louisville were very high for the different stations. This was especially true of the two VHF stations in the market. The staff, in the tabulation of listeners for each 15-minute period, realized that errors could have been
made. It was also stated by Mr. Seiler that ARB could have made errors in its
tabulations. Realizing this, in the comparison between the staff tab and that
prepared by ARB, the staff allowed a variance of one rating point for each
rating given in the pocketpiece. Using this system, during the day part ( the
Monday- through- Friday average from 6 a.m. to 5 p.m.), there was no disagreement whatsoever in any time period.
However, in the viewing from 5 p.m.
until 12:30 a.m. each day, the staff's compiled data was at variance with that
produced by ARE during twenty-one. 15- minute periods in relation to some station at those periods. In 20 of these 21 periods ( allowing the one rating point
variance, plus or minus) the variance %vas by 1 rating point: and in 1 period. the

628

BROADCAST RATINGS

variance was by 2 rating points. The exact times where variances occurred and
the station for which the variance occurred between the two reports is attached
to this memorandum.
It should be noted, then, that out of 582 different 15-minute periods for which
ratings were compiled, a variance between the two reports existed in only 21
instances.
Since Mr. Seiler had informed the writers that obviously ARB
could make some mistakes in tabulation, as could the subcommittee staff when
they did the compiling of their data, the staff rechecked all of the periods in
which they were at variance with ARB. This total prior to the recheck involved 56 different periods. At the end of the second check, however, this had
been lowered to 21. It is believed that the staff's tabulations are correct in these
21 periods and that this minor variance does exist in the 2 reports. ( See attachment No. 1.)
Information given in the ARB pocketpiece includes audience composition, i.e.,
how many men, women, and children were watching a particular show, and the
homes watching a particular show.
The ratings in the pocketpiece are taken from the diaries in the metropolitan
area. The writers did not request the diaries for the areas outside of Louisville
which were used by ARB in compiling the report. According to the pocketpiece,
there were 431 of these diaries. The diaries in the total area are used to compile
the audience composition and the station total homes. The staff did, however,
run a check on the audience composition at one period ( 4:45 p.m.). This could
not be exact, because the staff used only the metro area diaries, while ARB used
the total area diaries. The ratios between the men, women, and children listening in the metro area and that shown by ARB in their pocketpiece were very
close. ARB also reports ratings throughout Saturday and Sunday. The staff
did not feel that the information here would vary greatly from the information
supplied on the Monday-through-Friday basis. Had the staff found large discrepancies on the Monday-through-Friday survey, they would have run a tab on
the Saturday and Sunday periods as well.
Other information supplied by ARB in its pocketpiece is the station share
of the sets in use. The staff ran a check on two broad day parts of the report
(Monday through Friday from 9 a.m. to 12 noon). The ARB report lists WAVE
with a share of 56; WHAS with a share of 42; and WLKY with a share of 7
(WLKY is only on the air during this period from 11 a.m. until noon). ARB,
gave an average sets-in-use of 20 for this period, while the staff's tabulation
showed a sets-in-use of 21; WAVE had a share of 57; WHAS had a share of 40;
and WLKY had a share of 7. The other period check was from 12 noon until
6 p.m. ARB had a sets-in-use average of 28; WAVE had a share of 49; WHAS
had a share of 43; and WLKY had a share of 7; with "other" having a share
of 1. The staff tabulation showed a sets-in-use figure of 28; WAVE with a share
of 50.08; WHAS had a share of 42.7 and WLKY with a share of 6.5, and "other"
with a share of .6. The staff's total was 99.88 percent, while ARB had 100
percent ( ARB rounded its figure). There was no significant difference between
the reports in this period.
In a 15-minute time period comparison of sets in use, the staff tabulation
disagreed with the ARB report during 4 periods ( from a total of 194 time
periods). In the four periods wherein the variance existed, this variance was
two rating points at three periods ( 8:15 p.m. on Monday, 10:30 p.m. on Tuesday
and 10:15 p.m. on Friday) and a variance of three rating points at the other
period ( 10:45 p.m. on Tuesday).
SUMMARY

After a careful comparison of the two reports, it is the opinion of the writers
that the variance in only 21 periods out of the total of 582 periods is insignificant.
It is further the writers' conclusion that since no station in the market was
favored in these 21 periods, that at most, the results may simply be errors in
tabulation. It is also important to note that ARB uses no " weighting" factors
other than the Inclusion for "not-at-homes" in its metro data and does not cluster its sample within telephone directories.
The writers checked each diary as to whether or not it came from the Metropolitan Louisville area; and whether or not it was mailed the week it was
stated to have been mailed, and such was always the case.
ARB at all times cooperated fully with the subcommittee staff and was completely open in all discussions.
Any subscriber may tabulate any report on the ARB premises for his personal
verification of ARB's data and accuracy.
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ATTACHMENT No. 1
Periods in which subcommittee TAB differs from ARB report for ratings

1/ay

Monday_
Tuesday.

Wednesday...

Time

Station

None
..
None__
WAVE
6:30 p.m.....
6:45 p.m___
WAVE
9:00 p.m___
WHAS
9:15 p.m._
WHAS
10:00 p.m.___ WHAS
10:15 p.m____ WIIAS
10:30 p.m____ WHAS
10:45 p.m__ WHAS
WHAS
WHAS
9:30 p.m
WHAS
10:30 p.m

Rating
point
variance
None
1
I
1
1
1
1
1
2
1

Day

Wednesday__
Thursday....

Friday...

1

Time

Station

10:45 p.m__ WHAS
9:30 p.m
WLKY
WLKY
9:45 p.m
WLKY
WLKY
10:00 p.m
WAVE
10:15 p.m.__ WAVE
10:30 p.m__._ WAVE
10:45 p.m._ WAVE
9:00 p.m ____ _ W HAS
9:15 p.m
WHAS
10:00 p.m____ WHAS
10:15 p.m____ WHAS

Rating
point
variance
1
1
1
1
1
1
1
1
1
1
1

NOTE — Total periods, 582; total periods at variance, 21.

Mr. RICHARDSON. Mr. Seiler, the sample size for Louisville, March
1962 was 160 according to your figures, and our figures agree with
that. Let us turn to Monday evening of this Louisville report at the
10 p.m. period and take an example. On station WAVE, the program
at 10 p.m. on Monday, March 1962 is "Thriller." And below that on
WHAS—TV the show is "Hennessey," correct?
M T. SEILER. Yes.
Mr. RICHARDSON. Let us look at the chart in the back of this report
for determining the statistical reliability of arating. This chart is a
two Sigma variance chart, is it not, sir ?
Mr. SEILER. Yes.
Mr. RICHARDSON. You may call someone forth to help you or to
consult with you if you desire.
Mr. SEILER. Iwill try it myself.
Mr. RICHARDSON. For a rating of 22 with a sample size of 160 the
variance would be from approximately a15 to a28.8, is that correct ?
Mr. SEILER. As Ican see that is approximately it.
Mr. RICHARDSON. An eight rating point variance plus or minus,
either way ?
Mr. SEILER. That is certainly close enough.
Mr. RICHARDSON. On the 26 rating the variance would be plus or
minus 7rating points ?
Mr. SEILER. Yes.
Mr. RICHARDSON. The rating for " Hennessey" would be between a
19 and a33 ?
Mr. SEILER. Yes.
Mr. RicirARnsoN. So, basically, with these ratings of 22 and 26, the
variance should run from a15 to a33; is that correct ?
Mr. SEILER. Yes, sir.
Mr. RICHARDSON. There is no significant difference then in relation
to the measurement of those two programs at that time in Louisville;
is that correct ?
Mr. SEILER. On a one-time basis what you have just stated, the
answer is that there is no significant difference at atwo Sigma level.
Mr. RICHARDSON. And ARB measures Louisville how many times
ayear ?
Mr. SEILER. Three.
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Mr. RicriARnsox. Does not this show the disadvantage of anational
advertising agency's buying a local station and using ratings as a
system to buy spots. if the agency is buying by rating points and paying so much per point ?
Mr. SEILER. It is pointing out one of the problems in using ratings
for this purpose. However, if I could add a little bit to this, we
have taken the maximum variation in either direction that you will
get. 95 times out of 100, and in actual practice you do not often
reach these extremes. In the case of arating of 22 versus a rating of
26 our first advice to someone buying time would be to use at least two
consecutive reports, because if we do get one of these variations with
a new sample the chances are good that the next report would tend
to straighten the fluctuation out. If this were not possible our next
piece of advice would be to consider the 22 and the 26 as similar and
one station not really outpulling the other. We have attempted for
years to do this. W E: have distributed wheels such as this [ indicating]
to our clients. We have, preached to them, "Never believe athing until
you see it twice in arow." And we have done everything, Ithink, that
we possibly could. And if people on aone-time basis still wish to buy
a26 over, say a22 or a24, Ithink they have aproblem; yes, sir.
Mr. RICH ARDSON.
.
You were in the room most of last week at this
hearing, were you not, Mr. Seiler?
Mr. SEILER. Yes, Sin
Mr. RICHARDSON. Was it not shown where one of the networks had
broken down shares and recommended a decision on less than one
point ?
Mr. SEILER. Ibelieve that Irecall testimony like that.
Mr. RICHARDSON. So irrespective of how you would like your material used it is pretty obvious it is not used that way, is it not?
Mr. SEILER. I feel very strongly that. it is quite often misused; yes,
sir.
Mr. RICHARDSON. Mr. Seiler, we also last week had another problem corne up in relation to the rating services in the television industry and that was who decided what a local market should be. Who
does decide what amarket should be?
Mr. SEILER. We decide what amarket should be by plotting an area
which, according to our figures, contains approximately 98 percent of
the viewing to the stations in that market.
The CITAIRMAN. Wait aminute. Say that again?
Mr. SEILER. We have adefinition of the market area which we attempt to design and we design it in such a way, by putting counties
together. so that the market area we design contains at least 98 percent
of the viewing accounted for by the station in the hometown of the
market.
The CrIAIRMAx. How do you determine that ?
Mr. SEILER. We determine that from our measurements. You see,
we have measurements all across the United State. And if we were
attempting. to define Minneapolis- St. Paul, that market, we would take
all of .the viewing for Minneapolis- St. Paul substantially and determine where it. all came from and then plot amarket area which would
encompass, approximately, 98 percent of that viewing. There are
other terms.
The. Cirminr.‘x. Where do you get that information?
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Mr. SEILER. From our field records—our diaries that are in these
counties all across the country. We look in them and see what is being
used in all of these counties. There are other definitions of markets
which you might call mutually exclusive where you can only give
a county to one market and not to two. And you might make another market definition, using for a market only the counties where
they do more viewing in that market than in any other markets. Industry needs vary in this respect, and Ido not think this is any real
standard.
The CHAIRMAN. Who determines the particular market?
Mr. SEILER. For OUT purposes, we do.
The CHAIRMAN. You do determine the market yourself ?
Mr. SEILER. Actually, I believe we have here in the Louisville report, we have the counties listed that we have used for Louisville— for
the Louisville market.
The CHAIRMAN. Yes, I know that. But that does not answer the
question. How do you arrive at it?
Mr. SEILER. We arrive at it by simply taking all of the viewing
that occurs to the stations licensed in the central city or in what we
consider that metro to be, and we try and include all of the counties
that view these stations.
The CHAIRMAN. How would you arrive at what you consider to be
the metro?
Mr. SEILER. The metro in most markets is simply taken by the
standard definitions furnished by the Bureau of the Census or the
Bureau of the Budget. And usually these are single counties. For
example, the metro as defined in Washington, is the District of Columbia, Prince Georges and Montgomery Counties in Maryland, Arlington and Fairfax Counties in Virginia, and the independent cities of
Falls Church and Alexandria. The metro for Evansville, Ind., is
Vandenburg County only. These are defined normally by either the
census or the Bureau of the Budget. It is only when we run into unusual circumstances where you have two metros 50 miles apart and one
metro has the NBC station in it and the other has the CBS and the
ABC stations or you have some such problem as that where the advertiser wants to artificially create one market out of two that we have
our problems. And we have some rules to cover these, too. But in
the great bulk of the cases we simply take the census or the Bureau of
the Budget definition.
Mr. YOUNGER. Will you yield for one question? I just wanted to
ask if lie uses the engineering reports of the FCC.
The CHAIRMAN. Iam going to get to that, but Iwanted to find out
what kind of artificial thing the company drums up.
Mr. SEILER. In the case of the metro we go in every case we can by
the standard Government definition. If there is no standard metro
hi amarket we. normally use just the home county for our metro.
The CHAIRMAN. Mat do you call astandard metro definition?
Mr. SEILER. Those that are listed and defined by the Bureau of the
Budget and they are what most people in the industry use as standard
metros.
They normally consist of one or more counties. I believe,in New
York it is 17 counties now. Chicago, I believe, has eight counties.
And the census defines these. for the Bureau of the Budget. These
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are published, and we have a constant controversy about what our
metro can consist. of, because some stations cover a little better than
others and we have gone to this definition to avoid, in effect, being right
in the middle. We have some post we can always repair to. And it is
only in these unusual eases that we have any problems.
The CHAIRMAN. Well, I do not. see how the broadcasting industry
is ever permitted to get by with this, because in the first place, these
areas were assigned by the Federal Communications Commission—
stations are assigned to cover certain areas—they are. faced by requirements as to what they must be. There are space requirements that
must be adhered to. 'there are engineering designs which show what
an actual facility covers.
You are familiar with that, and that has all to be filed with the
Federal Communications Commission, which is the actual engineering
information as to what afacility can do.
Mr. SEILER. Yes, sir.
The CtrAmmAN. And you with your trumped up, artificial designs
cannot change that, can you ?
Mr. SEILER. No.
The CHAIRMAN. Now, you know that the engineering data of agiven
station is determined on a city, grade A and grade B service basis?
M T. SEILER. Yes, sir.
The CHAIRMAN. And that is the actual fact of what a particular
facility will do, is it not?
Mr. SEILER. Engineeringwise; yes, sir.
The CHAIRMAN. That is the way that it is provided for, is it not?
Mr. SEILER. The community antenna system—
The CHAIRMAN. I am talking about the actual services that the
family gets over its television set in the home.
Mr. SEILER. Iwould say from our experience that there are agreat
many other things that determine whether a family gets astation or
not, than engineering measurements. We can find families viewing
stations that: by engineering measurements they have no right to be
receiving or getting.
The CHAIRMAN. Of course, we know about that; we know that is
true. And you know that is not reliable and it never has been reliable.
You know that there are certain times that you can get reception in
the United States from aradio station in Honolulu that does not cover
50 miles, because of the particular phenomenon at that given time,
but you do not rely on that, do you?
Mr. SEILER. No, sir.
Actually, Mr. Chairman, if I might make this statement, we are
not particularly interested in establishing marketing areas or station
areas. We are interested in measuring the whole United States and
taking the viewing we find and crediting it to the stations that the
people have tuned in.
We pick these viewers up wherever they are.. We arrive at station
totals.
The CHAIRMAN. But you do that from what you get from your
diaries and that may be out there beyond the grade B service?
Mr. SELLER. Yes. And if he watches a station, identifies the program and the time and certifies to us in his diary that he has watched
it, we will credit him to that station. If he has properly identified it.

BROADCAST

RATINGS

633

As an example of this, you have the community antenna systems in
various parts of the country. These have people actually viewing
stations considerably beyond where engineering measurements would
indicate they could get it with an ordinary home set. There are substantial audiences here, especially out West. And our feeling is that
these are viewers and they should be credited to this station.
The CHAIRMAN. Well, all right, if that is the case.
You may proceed, Mr. Younger.
Mr. YOUNGER. No questions.
The CHAIRMAN. We will go back to the case that was developed
here the other day.
Mr. SF.ri.ra. Grand Rapids, Kalamazoo, and Muskegon.
The CHAIRMAN. All right. There was one. Ibrought up one the
day before. Ihave several others in mind.
Mr. SEILER. Mr. Chairman, let me speak to that one for just a
minute and give you our side of it.
Mr. Wodlinger, I think, made a fine and responsible presentation
here ' and he has a problem. But let me tell you what our problem
is in Grand Rapids or Kalamazoo.
We already have a dual metro there. Normally the way they
should have been measured would be the Kalamazoo home metro for
Kalamazoo only, which I think would be their home county.
We have another report for Kent County only, which would be the
Grand Rapids home county. And then another report for the Muskegon home county.
However, because advertisers started in the early days buying
Grand Rapids-Kalamazoo as asingle market, because the two transmitters are both between the two cities, we made at the general request of the industry acombination.
The CHAIRMAN. What agency?
Mr. SEILER. I would say the television and advertising industry;
otherwise they would have to take two separate reports and put them
together themselves.
Iwould give you an example from your own area here.
The CHAIRMAN. We will get to that in aminute. Let us stay with
the one we are talking about.
Mr. SEILER. All right. Now, let us say that we have this combination for which a reasonable case can be made, because the two transmitters in Kalamazoo and Grand Rapids are in between these two
metros. They cover both, each one.
Then someone gets another license, with his transmitter up. I believe, northwest of Grand Rapids, which is up toward Muskegon
and way to the north and west of this dual metro. The first thing
he would like to do is to tack on the Muskegon home county and make
an enlarged, combined metro out of it.
The next thing we are then faced with is, supposing that the station
is licensed down south in say Jackson, Mich., or some place clown close
to or south of Kalamazoo. The owner there. would have a very reasonable case of wanting that one then tacked on to the bottom of the
metro, and pretty soon we would begin with aserpent and we would
have metros that went all over the country.
And in the same way, we have Monroe-Eldorado. Supposing that
a new station were licensed, say in Ruston, or maybe Tallulah, and
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there, as with Mr. Wodlinger's presentation, ask that those counties,
either Tallulah or Ruston, be put on for that dual metro. Iwould say
that because the Eldorado station might have a great deal of local
programing aimed at Eldorado people, they would certainly not like
another county down there below them in Louisiana added on which
would add alot more people who might be more oriented toward those
stations.
The CHAIRMAN. Then you admit that you arrive at these decisions
as to an area which VO ...Ire going to include for this purpose on the
basis of what somebody wants ?
Mr. SEILER. No, sir: no, sir. We arrive at them on the basis of
what we feel is the fairest to everyone and makes the most sense in
designing ametro. We have very definite rules. Normally we will use
only the standard metro as defined by the Bureau of the Budget.
The CHAIRMAN. If afacility throws agrade A service over acertain
area, you know as a matter of fact it is only fair if you include
that.
Mr. SEILER. Yes, we do, Mr. Chairman, include it., but not, in our
metro breakout, because this city grade service normally goes beyond
the metro. We include that in the homes reached. No one gets penalized anything in the homes delivered or the people watching. It is
only in that metro breakout which is simply to show an area of equal
opportunity that. any
The CHAIRMAN. Take the Michigan situation, the station that
throws it over Grand Rapids
Mr. SEILER. Yes, sir.
The CHAIRMAN (
continuing). And the other cities out there.
Mr. SEILER. Kalamazoo.
The CHAIRMAN. Kalamazoo, all right.. You have the other station
that throws acity grade service over Grand Rapids and Muskegon ?
Mr. SEILER. Yes, sir.
The CHAIRMAN. And yet, you deprive the station near Muskegon
of the same ratin g ,so far.as the metro coverage is concerned. And as
was stated the other day, whether it is true or not, Ido not. know—I
have no reason to disbelieve it—you refused to include Muskegon, because the two in Grand Rapids and Kalamazoo objected.
Mr. SEILER. Not exactly. We have not made our decision on that
yet. We have agreed to make a decision, I believe, on April 1; at
the time our services were set up this year, and Ibelieve up until the
first week of November, even, this Muskegon station was not even on
the air and was not even afactor in that area.
The CHAIRMAN. All right. Let us take Texarkana, Tex. and Shreveport, La. You have refused to include Texarkana's area in the metro
area, when the Federal Communications Commission required that
station to throw acity grade service over the Texarkana metro area,
and yet you will not include it and you refuse to do it.
Mr. SEILER. I would like to make one comment, then.
The CHAIRMAN. Is that true or is that not true?
Mr. SEILER. I do not know at this point, but I would like to ask
Mr. Crutchfield to answer that. Ibelieve that Mr. Crutchfield does
have that information. Iam not familiar with that market.
Mr. CRUTCHFIELD. You have three stations involved, Mr. Chairman,
two of which are licensed to the city of Shreveport, one of which has
adual license to the city of Shreveport and to the city of Texarkana.
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Two of those stations do not put city grade signals into Texarkana,
so what you have here is aproblem of three stations, one common city
of license, to all three stations, one city which is licensed, which is a
city of license for only one station, three stations providing basically
city grade service to one of these cities.
The CHAIRMAN. But you are supplying information to the advertiser who relies upon that information in order to purchase time from
that particular station for advertising, whatever the product might
be, aren't you?
Mr. CRUTCHFIELD. We do; and we also credit and measure all of
the viewing in the city of Texarkana to all of the stations involved.
It is only in the rating area that we have a smaller area with a
difference.
The CHAIRMAN. But the same grade service is given by this station
to—
Mr. CRUTCHFIELD. Correct.
The CHAIRMAN. Yet for the metro service, which goes to all the
advertisers and upon which they depend, you show that these stations
cover only the Shreveport area, don't you?
Mr. CRUTCHFIELD. No, sir.
The CHAIRMAN. In the metro area?
Mr. CRUTCHFIELD. No, sir.
No station area is limited to the metro area.
The CHAIRMAN. You do not include the metro in it—
Mr. CRUTCHFIELD. Yes; we do. We include every home that we
can, KTAL, any home that we can find is credited to them.
The CHAIRMAN. In the rating figure?
Mr. CRUTCHFIELD. In the rating figure, any home that is found in
the home county of Shreveport., of the city of Shreveport is credited
to them.
The CHAIRMAN. In the home county of the city of Shreveport, but
they provide the exact coverage over Bowie County and El Dorado,
Ark.
You have been asked to include that and you have refused, because
the other two stations in Shreveport object.
M T. CRUTCHFIELD. NO; because
The CHAIRMAN. Exactly the same situation as is in Michigan.
Mr. CRUTCHFIELD. It would be completely unfair to two of the three
stations involved.
The CHAIRMAN. Then you are deciding what a given station is
capable of serving and you are not understanding what the engineering data is and the action of the Federal Communications Commission
on it as to what area that station covers.
You deny him the full opportnuity of what he covers when you go,
with your ' information of ratings, to the advertisers on which the
advertisers will decide what they are going to do.
Mr. SEILER. Mr. Chairman, could Istate our company's philosophy
on this?
The CHAIRMAN. I am interested in what your philosophy is, but I
am more interested in what you actually do. That is one of the objectives of these hearings, to find out if you do what you say you do
and if you are providing service based on what you decide, instead of
what the facts actually are.
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Mr. CRUTCHFIELD. We have in the past and have been willing at the
present time to provide aseparate measurement of Texarkana for the
Texarkana station.
The CHAIRMAN. Well, some other members have some other places
of similar character. Ithink we might as well show what the inequities are here and what. kind of service you are providing.
Mr. Moss?
Mr. Moss. We are not getting into conflict here between any stations, but Iam just intrigued by the ratings you gave me for my own
area, the Sacramento-Stockton audience. You show a metro rating
or ametro area shaded on your map of Sacramento and San Joaquin
County. I would like to know how you arrive at that. as a metropolitan area.
Here we obviously have amerging of inetropolitan areas because of
the fact that KOVR is licensed to troth Sacramento and Stockton and
competes with two stations licensed in Sacramento.
Ihave liad no complaints from any of the stations.
But you exclude Yolo County from the metropolitan area.
Mr. CRUTCHFIELD. In this particular market, the Bureau of the
Budget definition of the metropolitan area for Stockton is one county,
for Sacramento another county.
Mr. Moss. I don't think the Bureau of the Census makes such a
distinction. Sacramento sits right on the edge of the county, with
Sacramento forming the boundary, a bridge of less than a block in
length takes you into Yolo County, into a rapidly developing area,
where. there is immediately aconcentration of over 45,000 people.
Just across the bridge, they trade in Sacramento. They listen to
Sacramento television or they must listen to San Francisco, because
there are no television licenses in Yolo County.
I cannot understand how this area across the street, really, is excluded from the metropolitan area and you include remote rural regions 30, 40, or 50 miles from Sacramento as part of the metropolitan
area.
It does not make sense to me. Perhaps it does to you.
Mr. SEILER. Well, Mr. Moss, could I make a statement again of
our company philosophy and general policy on this? In the case of
Grand Rapids-Kalamazoo, I want to make it absolutely clear that if
we redesigned that metro and added all of Muskegon into it and added
any other counties into it that anybody would want added into it,
the audience to Mr. Wodlinger's station in Muskegon, as shown and
on which time should be bought, the homes he is delivering tuned
to his station, the men, women, children, all of the people, his audience
that he is selling, would not change by one person. The metro—perham we should not use adefinition.
Mr. Moss. Iwould prefer not to discuss that metro. Iwould much
prefer to discuss the one Iam intimately acquainted with.
Mr. SEILER. The same would go for that area.
Mr. Moss. The same would not go. Remember, I have no broadcasters protestiners. But by any criterion at all, rationale, you would
have to include P.Yolo in a Metropolitan Sacramento area, however
restrictive the definition. It so happens that the entire business district of Sacramento is just across the river from Yolo County. As
say, they are closer to Sacramento than they are to the county seat
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of Woodland, which is only afew miles away, the community of Davis,
where the University of California has aplace, is just afew miles from
here.
You have alot of people who are excluded from ametropolitan area
by any logic you might apply.
The Bureau of the Census—Ibelieve I am quite accurate on this,
does include it.
Mr. CarToinnEr.n. If it does include it, we redefine our metropolitan areas on an annual basis and we will occasionally he behind Bureau
of the Budget.
For instance, if they redefine that area today—we are in the middle
of asurvey. It would be next summer before we could possibly change.
Mr. Moss. What seems impossible to me is you take a definition
from an agency that has nothing to do with communication when
we do have a governmental agency directly responsible by law for
communications.
If you are going to rely upon a governmental agency's definition,
why not utilize the one which relates more closely to the activities of
the stations?
I assume, and I want to make it clear, this is only an assumption,
that some buyers of advertising might, in srheduling aprogram. particularly on s:pots. attempt to enter the larger metropolitan or metro
areas in: placing their advertising dollars.
If that is true, then the people of my area, the three broadcasters
who service the market, would be denied what is legitimately theirs,
an area they service regularly, an area where they give the:highest
quality of service.
It so happens in this instance that all three stations share acommon
transmitter tower, aparallel coverage, and yet avery significant part
of their prime market is excluded by your current definition of metropolitan area. This imposes on them a distinct disadvantage which
cannot be justified. It can be arbitrarily explained away, but it cannot. be justified.
Mr. SEILER. Mr. Moss, this is one of the reasons why we do not
' and only
show any estimates of homes reached or people in the area
show a percentage figure.
For example, if the viewing were somewhat the same in Yolo County
as it is in these other two and we added it, these rating figures would
not change.
Mr. Moss. I am looking here at the market statistics on the first
page of the survey, where you estimated the television homes in the
metro area. Iimagine that there are some advertisers who would be
interested in the estimated homes in the metro area of these three
stations, might well determine whether they would go in there with a
light program or aheavy program on that basis.
MT. SEILER. Yes.
Mr. Moss. And I think if we are going to survey and rate, an inexact science at best, that the obvious should not be overlooked, at
least.
Mr. SEILER. Well, let me tell you what our problems are here. First
of all, as we can see now, it would be very difficult to get any agreement on what these metros should be, especially in the combination.
Our use of FCC data, let's say taking the city grade signals of sta-

638

BROADCAST

RATINGS

Lions, would, give us a problem when, let's say, you have, a market
wit h three or four stations and the city-grade contours are different,
which one do you use? The farthest out, the closest, in between?
What do you do ?
Secondly, we have not intended these metro ratings to be anything
but aguide for station management as to how programs do competitively where there is roughly an equal opportunity and you don't
have large distances which-might taper off the signal of one station.
For time-buying purpose,s and for evaluating what the stations are
delivering, we measure the total area as far out as the signals go.
This is what is to be used for the purchase of time, and in the metro,
all our philosophy was simply to take some kind of a constricted
area, where there would be no question about a signal dying out,
where we could get roughly some area of equal opportunity so that if
one program had 10,000 homes and the other had 100,000, by looking
at this smaller area, you could see whether your problem was programing or whether it was simply signal.
These could be, under this philosophy, almost arbitrary. We had
so much of a problem, and we have had ever since 1949, as to how to
define them, that we finally decided that the one definition of ametro,
which normally was just the city and suburbs, that we could repair
to is the one put out by the Bureau of the Budget, which is furnished
for them by Census.
This we attempt to do. When we put two metros together, we attempt to take the standard definition for each of the two metros and
add the counties in between. In many cases, such as Grand RapidsKalamazoo, we have to do this when the two transmitters are in between the two metros, attempting to cover both.
Mr. Moss. You add the counties in between the two metro areas.
Mr. SEILER. In the Grand Rapids-Kalamazoo situation, where the
Kalamazoo metro would be one county, the Grand Rapids would be
another, and the transmitter here2we take the counties in between, fill
in the metros and this could turn into anightmare if you keep tacking
the others on.
Ifeel in Sacramento-Stockton, this must be reexamined.
Mr. Moss. I am going to check with the Bureau of the Budget.
If they are defining Sacramento as ametropolitan area without eastern
Yolo, they are making arather major error.
Mr. SEILER. Would you feel that the San Francisco stations might
be coining into Yolo more?
Mr. Moss. Let me make it clear that Sacramento, prior to the granting of a certificate to KCRA in 1954, I believe, was served only by
UHF, although it had avery high percentage of conversion and most
of the Sacramentans liad antennas on top of their homes, going anywhere from 30 to 50 feet and boosters tied on to them and the great
majority of us received San Francisco television, did for anumber of
years. If you visit the area, you will note that the high antennas
are still there on many homes and there are, no doubt, a great many
who still tune to San Francisco stations.
I just have one other point. I note also in this that there is no
rating of a community educational television station, which would
appear to me to have a. substantial listening audience, or viewing
audience, in view of the fact that it is supported entirely by voluntary
contributions.
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It has been on the air, now, for anumber of years.
Mr. SEILER. Yes.
Mr. Moss. Do you rate educational television stations?
Mr. SEILER. Educational television stations now normally are not
included in our regular commercial reports. A great many of them
fall below ameasurable level, but even if this were not the case, they
would not be included.
We do, however, buy special tabulation, do agreat deal of work for
the educational TV people, and I think we have probably done as
much or more than anyone. We have done network programs for
them, taking educational viewing in many different areas, and we
have supplied them either at no cost at all or at a very minimum
charge, quite often below what it costs us to do these data.
And we have been working with them. But inasmuch as these are
reports designed for asomewhat different purpose, we made apolicy
decision not to include them.
Mr. Moss. Of course, they would have no impact on advertisers,
because they haven't access to these.
Mr. SEILER. Yes.
Mr. Moss. And it is not significant in context with the uses?
Mr. SEILER. Actually, reports for these markets are furnished free
to the educational television stations. And quite often, if there are,
say, only three stations in a market plus an educational station, all
the educational station has to do is take the other viewing that we
show and assume that the remainder is theirs.
You can do that quite often. But of course we do have the measurement from our diaries.
Mr. ROGERS of Florida. Will the gentleman yield ?
Mr. Moss. Certainly.
Mr. ROGERS of Florida. In the West Palm Beach report, what is the
difference between asurvey area and ametropolitan area, or ametro
area in _your definition ?
Mr. SEILER. The metro area is an area that is pulled in usually to
one home county that we consider an area of equal opportunity for
local stations. The survey- area is the entire area, approximately, in
which the home town stations get their viewing. In other words, a
survey area for West Palm Beach would be agreat deal larger than
that metro area.
Mr. ROGERS of Florida. Because your metro area is the Palm BeachWest Palm Beach area?
Mr. SEILER. That is correct; and that is not what the audiences are
based on that are in that report.
Mr. ROGERS of Florida. Isee that your survey area actually includes
three or four metropolitan areas.
Mr. SEILER. Absolutely correct.
Mr. ROGERS of Florida. It includes Dade County, which is one. It
includes Monroe County. The city of Key West is probably agood—
well, over 200 miles away, maybe more.
Mr. SEILER. Yes.
Mr. ROGERS of Florida. And Isee that some stations are not listed
in these areas that you have as a survey area. Ithought you listed
all stations.
Mr. SEILER. Well, there are other reports. There is aMiami report
like this.
,i9 942---03-
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Mr. ROGERS of Florida. No; I am talking about for Palm BeachWest Palm Beach. You list two Miami stations here as coming into
the Palm Beach area. But there is a third. Why was the third left
out ?
Mr. SEILER. This is correct. In the metro ratings, as 1believe Iexplained this morning, we have apolicy on listing nonhome town stations, outside stations, where the stations must get a rating of 5.
0 or
better for at least 30 different programs during the week.
Ihave checked and the third Miami station has not met this qualification. It would be included in others, or it would be the difference
between the addition of the ratings and the sets in use. But it has
not met our standard for being included.
It is, however, shown fully in our Miami report, which is the one
they would use.
Mr. ROGERS of Florida. Well, your survey area—I wonder if that
many of the Palm Beach stations go into Dade County ?
Mr. SEILER. In the Dade County metro report, which would be in
the Miami one I would doubt they would be programing.
Mr. ROGERS of Florida. You would not have them covered ?
Mr. SEILER. Well, we cover any viewing they get in Dade County,
but it is put in the Palm Beach report for credit to them.
Mr. ROGERS of Florida. Are you saying that your Palm Beach stations go down into Monroe County, or Key West ?
Mr. SEILER. Idon't know at this point. If it is in our survey area,
apparently we are seeking audience for them there. There may be
community antennas—I don't know. Of course the larger the survey area the better. If the survey area were the entire United
States, all it would mean would be that we would have no chanee
of missing any possible Palm Beach viewing.
Mr. ROGER of Florida. I was just wondering what it reflected to
the advertiser.
Mr. SEILER. It doesn't penalize in any way
Mr. ROGERS of Florida. I would think it might be helpful, but
it would give the false impression to the advertiser.
Mr. SEILER. The advertiser should not. accept that as his market
definition.
Mr. ROGERS of Florida. This is not good to an advertiser as amarket definition?
Mr. SEILER. All that is used for is to show the market attained in
that report. There is less than 2 percent. of the viewing to those stations outside these counties—this is all that means as explained.
Mr. ROGERS of Florida. What does the advertiser get from this, if
this is amarket area ?
Mr. SEILER. The advertiser gets from that Palm Beach report an
audience in terms of homes and people for every program on the local
stations and he may take the offerings that these stations are making,
and by checking that book, determine approximately, again within
these limitations we have been discussing, how many viewers the station is delivering in the entire United States for that particular period,
and if the total shows acertain number of homes, he can compare it
with what the charge is and determine whether or not this is a good
advertising buy.
Mr. ROGERS of Florida. What does a minus 1figure mean, for instance?
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Mr. SEILER. A minus 1figure means that in our particular sample,
which may have been 150 or 200, we found no viewers to that station
at that particular time. This does not mean there weren't any viewers,
but it means they were minimal and in our particular sample, we didn't
happen to turn one up.
Mr. ROGERS of Florida. It would be less than zero, wouldn't it?
Minus 1 ?
Mr. SEILER. It is anice way of putting azero. Because it only means
that in our sample, there were no viewers.
Mr. ROGERS of Florida. Is this explained in your booklet, that a
minus 1means that ?
Mr. SEILER. Yes, sir. It is a1minus, Ibelieve, isn't it?
Mr. RocEas of Florida. Well, Ihave the minus in front of the 1.
Mr. SEILER. Well, it could be that.
But Iwant to emphasize again that by the definition of these areas,
no station's audience is ever cut down or penalized and no station gets
any less than its full measure of viewers it is delivering.
These market and metro definitions have nothing to do with that and
if we changed every one of them, the audience delivered for each station would stay exactly the same.
Isay again that if Itook that West Palm Beach metro and expanded
it to 15 counties, those homes and people delivered would not vary by
one person in the report and neither would it in Grand Rapids-Kalamazoo if we added Muskegon. I feel that our concept is misunderstood here.
Mr. ROGERS of Florida. Iunderstand what you mean. Ijust want to
ask one or two questions and Iwill quickly wind it up.
The CHAIRMAN. Before he leaves that, Iknow he should know what
he is talking about.
Ihave here on the report where you are talking about that before me,
and you say it makes no difference.
Mr. SEILER. In the amount of audience shown in homes and people.
The definition of the metro makes no difference; no, sir.
The CHAIRMAN. It does make adifference in the rating that is received, doesn't it?
Mr. SEILER. Yes, sir; but arating is not atool to buy time on.
The CHAIRMAN. What ?
Mr. SELLER. A rating should not be used as atool to buy time on or
evaluate the audience the station has delivered.
The CHAIRMAN. What do advertisers use if they don't use ratings?
Mr. SEILER. They, in my opinion, normally use the homes tuned to
the station and the people viewing the station that we list in this
report. If they use the rating to determine the station audience, they
are making aserious mistake.
The CHAIRMAN. What do you supply it for, then ?
Mr. SEILER. We supply this rating column, and we don't do it in all
our reports.
Ithink in the Alexandria, La., report Mr. Long got, there are no
ratings, just the homes and the people. We do this because the station
management needs, we feel, an opportunity to examine their program
performance where signal strength has nothing to do with it and
where it is asmall area which everybody's signal can cover and it can
be an arbitrary area. Frankly, if it were not for that purpose, Iwould
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advocate leaving the whole metro rating out and just showing the
homes delivered. That is what we are measuring.
The CHAIRMAN. How much does it mean to agiven station to have a
one- point rating?
Mr. SELLER. In the metro rating again, it shouldn't mean anything,
because the homes that they are delivering per dollar spent are published separately in the report on their total area. And in the purchase of time, this metro rating should have little, if any, meaning.
The CHAIRMAN. Well, the networks testified very specifically on this
matter here, and someone described this rating, "share of the audience." Ibelieve they called it, as the lifeblood of their business.
Mr. SELLER. Mr. Chairman, the networks were using and referring
to the national ratings. These are based on the entire United States,
and sometimes they are pulled in just to the area in which the program
could be seen and would be carried in the case of alimited lineup. A
rating converts directly to the total homes in anational report.
In other words, if you get a10 rating in the national report, this in
most of them means 10 percent of all the television homes in the county
and you can convert it directly.
In these local reports, all of the major firms use an entirely different
philosophy and the met ro—
The CHAIRMAN. What do you have a metro rating for, anyway,
then?
Mr. SELLER. Only because stations have different signal strengths
as given by the FCC.
The outer area, we give them a rating so they can determine the
competitive performance of a program where signal differences have
not anything to do with it..
The CHAIRMAN. All right ; let's just limit it to that, then.
Mr. SEILER. All right.
The CHAIRMAN. Then you say that the rating that that station
has does not have any effect on the advertiser?
Mr. SEILER. Ido not say that. Isay it should not, in my opinion,
have any effect.
The CHAIRMAN. But you know as a matter of fact it does, don't
you ?
Mr. SEILER. Ihave heard testimony that in some advertising agencies, they ask for metro rating points. My feeling would be, if I
were asked, to advise them not to do so unless they had some very
special purpose.
The CHAIRMAN. You heard these people in the business come here
and testify, say that they depended upon these ratings, didn't you?
Mr. SEILER. I feel agreat many of them when they used the vt
«'ord
"ratings" actually meant the homes and people delivered by the
service.
We call these ratings; we say ratings and we say we are a rating
service. What we mean by that is really audience measurement in
terms of homes and people.
The CHAIRMAN. Why do you think these people say that they had
shows taken off because of the rating it had received?
Mr. SEILER. Because I think in terms of the total homes tuned
throughout the entire signal area to those shows, there weren't enough
people to justify the expenditure for the show.
Idon't think in these cases—
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The CitAin.31.1x. Then the ratings did count, didn't they?
Mr. SEILER. If by ratings you mean the homes and people figure in
here, they certainly did; yes, sir.
The CHAIRMAN. You mean by that the number of homes and people tuned to it ?
Mr. SEILER. Yes, sir; but the rating would not have affected that.
The CHAIRMAN. Isn't that where the ratings are derived ?
Mr. SEILER. Not national ratings; no, sir.
The CHAIRMAN. We are talking about agiven market, now, where
these people depend upon ratings for their sales and advertising.
Mr. SEILER. Technically what we call arating is apercentage figure
only derived from this constricted metro area, which in some cases
may only represent 20 percent of the station's area where they are
(lelivering homes.
In the larger sense—
The CHAIRMAN. Well, I will ask you again: What does it mean
for any station if it has aone- point rating in agiven market ?
Mr. SEILER. I would say to me it could mean nothing at all or a
great deal. A station might have--The CHAIRMAN. Iguess that would be atrue statement, nothing at
all or agreat deal.
Mr. SEILER. Mr. Chairman, let me elucidate just a little longer on
that.
A station could have a 1.0 rating at 8o'clock and they could be delivering 50,000 homes and 150,000 persons viewing. Another station
at the same time could have a 1.0 rating in that same market and be
delivering 10,000 homes and perhaps 25,000 viewers.
Both would have the same 1.0 rating.
Now, if an advertiser were interested in covering that area, the one
program would be almost twice as valuable to him as the other and
yet your metro ratings would be exactly the same.
The CHAIRMAN. This man testified the other day, and I will read
what he said:
If my station has a 10 metro rating and one of my competitors has a 9.3,
the chances are that 9 times out of 10 I ‘vill be able to get the business because
I have a few fractions more of a rating point than he (loes.

Is that true ?
Mr. SEILER. This, I think, represents a misuse of this material.
The CHAIRMAN. Well, is it true ?
Mr. SEILER. Idon't know. T would say it could be. Tknow of no
specific case like that, but it certainly could be and it would be a
The CHAIRMAN. Don't you know what
Mr. SEILER (
continuing.). A MiSIISP of our material.
The CHAIRMAN. Don't you know for what purpose your service is
used ?
Mr. SEILER. Ilike to think that in the majority of cases, it is used
with some resemblance to the way we advocate that it should be used.
There are abuses of it. Ithink this well may be one. We are trying
to control them. I would welcome any suggestions on how we can
further do so.
Mr. Chairman, we don't like this any better than the committee
does. These abuses result in wrong decisions, they penalize people,
they hurt us, and we don't like them any better than von do..
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The CHAIRMAN. Well, the abuses you talk of are your own doings,
though, that is the thing about it. If you call them abuses.
Mr. SEILER. No, sir; any figures we publish, if we redefined our
metro areas or eliminated the metro ratings and just showed the
homes, some person with two homes less would lose the business and
you would have the same thing there.
The CHAIRMAN. In order to be fair, you are supposed to show what
agiven facility in agiven area will do.
Mr. SEILER. Deliveries; yes, sir.
The CHAIRMAN. In the particular area we talked about a moment
ago, in the Shreveport area, and I want also to say that neither of
these stations has brought this matter to my attention or complained
about it, aparticular station in the Shreveport metro area has arating
from 9to 12 a.m. of 29. That station, with the same city-grade service,
has ametro area rating in Texarkana of 49. Your own figures show
that the combined metro area would give that station 34.
Now, the advertisers primarily using the Shreveport metro market—how much difference is there in the form of advertising between
arating of 29 and arating of 34 ?
Mr. SEILER. On a single program, I would say there would be no
significant difference.
The CHAIRMA N. On the business that these agencies, these facilities
Mr. SEILER. I would say most agencies would buy the 34 over the
29. if all the things were equal, price and program content, and things
like that yes, sir, they would.
The C1lAlm rAx. You know they would don't you ?
Mr. SEILER. Yes, sir: they would.
The CII AIRMA X. You have been asked to expand the area for rating
purposes only. You have said it does not mean anything.
And von re.fuse to do it don't yon ?
Mr. SEILER. No. sir.
The Cirmum-AN. That is what this says, on the grounds that the
other two would not agree.
Mr. SEILER. No, sir.
The CFLURM AN. That is wronfr. then ?
Mr. SErrA.:lz. This was broinrht to us and we have a7reed to reconsider and see if any change should be made and give this gentleman
an answer on April 1.
Are we talking about Grand Rapids- Kalamazoo here?
The CHAIRMAN. No: we are talking about Shreveport-Texarkana.
Mr. SELLER. Then withdraw my remark. I am not aware of the
situation in that 'other market.
The CuAtrnrAx. And this is your own figure for November 196'2.
Mr. Sr ER. Iain not familiar with the negotiations in that market.
But again, we are not influenced by client pressure. We are attempting t
oset up fair areas for the purposes for which these metro ratings
are designed and it is a real problem and everyone cannot be happy
with it and Ithink that our ultimate recourse may be to drop it.
But Twould welcome any suggestions.
The CHAIRMAN. WTeII. the ultimate recourse would be in this, as in
all of these matters, for you, if you are going to be in this business, to
do what anyone would expect. That is to
the facts upon which
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people are going to spend hundreds and hundreds of millions of dollars. And unless the facts are shown, then somebody is deceived, isn't
t
hat right ?
Mr. SEILER. That statement is certainly correct. Iwould disagree
that we are not, to the best of our ability, showing the facts here.
The CHAIRMAN. Well, you refuse in this instance to include the
metropolitan area that is covered and given the same grade service,
and because of that, you have arating on which the advertisers depend
at least that is what the man in Michigan says, who is in the business.
Mr. SEILER. Mr. Chairman, if this combination were an area of equal
opportunity for all of the stations concerned in those two markets, if
every one of the three covered this combination equally well, there
would certainly be agood case for making that combination and adding the other metro.
The CHAIRMAN. But because there might be someone in a given
area serving with an inferior facility that does not cover the area that
someone else has with increased facilities, then the facts are that you
will deprive the man who has obtained his license to give aparticular
service to agiven area on the basis that he receives arating that will
be based on what the other facilities in the area are capable of doing.
And you represent that to be the actual fact?
Mr. SEILER. We do not represent the rating that we give in these
areas, in these rating areas, to be the tool that should be used for selecting and buying time on any of these stations.
The CHAIRMAN. Well, it seems that you have one application of
your business and the people who pay you have another application
of it, and the advertisers apparently are depending upon information
that is supplied on abasis to them that they believe, obviously. Or else
it is something that the advertising industry and the broadcasting
industry are trying to go on on the basis that I will outdo the next
man before we get caught up with.
Mr. SEILER. Ifeel this: That in spite of all the problems we have,
many of which you have pointed out today, our problems of trying to
select these equal-opportunity rating areas, in spite of those and many
more, that we are doing asurprisingly adequate job of giving the industry a basic idea of what these audiences are and how they shift
and what kind of people are doing the viewing.
The CHAIRMAN. Just this one other thing on these high-sounding
phrases and honest intentions that you might have, which I am not
questioning at all, but facts are facts. You mentioned my own area
amoment ago, El Dorado-Monroe, and you started to say something
about it. Ididn't want to bring in my own situation. Since you gave
it to me and have it, you perhaps know that as a matter of fact, because of your ratings some time ago, the networks, the industry, the
station, and the company all decided they were going to move that
facility that was assigned as an Arkansas station, from my own community to Monroe, La., because it was so advertised in the rating
service. It would have given abetter picture had it been in Monroe.
La.. to cover the same area.
You didn't know that was afact, did you?
Mr. SEILER. No.
The CHAIRMAN. You didn't know that the National Broadcasting
Co. entered into what Ithought at that time and, told the group. was
aconspiracy ?
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Mr. SEILER. No; Ihad no knowledge of this, sir.
The CHAIRMAN. Fortunately they saw the light and withdrew their
efforts. The matter turned out all right as was intended by the. FCC
when the assignment was made. And the station is getting the coverage now.
Imight say, complimenting you for that area, that you are doing
amuch better job now since that happened than you did beforehand
in giving the facts of the coverage on which they base their operation. As aresult. they are doing better than they did before.
Mr. SEILER. Mr. Chairman, I would like to say that when we selected these reports, we saw that a great many of them were these
combination ones that have problems, a. great many of the committee members' home areas. Iknew in distributing them we would raise
anumber of these problems.
But. we felt that if they were there, we might as well face them
right from the first.
The CHAIRMAN. It is a. basic principle involved and it cannot be
limited to West Palm Beach and Palm Beach or El Dorado and
Monroe, or San Francisco- Sacramento, or some other place. It seems
to be a principle throughout the whole industry. And that is the
fallacy of the whole thing, the way Isee it.
Rooms of Florida. Mr. Chairman, I want to ask a question
or two.
How many employees do you have, sir ?
Mr. SEILER. We have approximately 225 full-time, regular employees and astaff of approximately 5.7;00—this is aclose guess—field
interviewers.
Mr. ROGERS of Florida. Field interviewers?
Do you pay the field interviewers ?
Mr.' SEILER. Oh, ves.
Mr. ROGERS of Florida. You do pay them ?
Mr. SEILER. Yes, sir.
Mr. ROGERS of Florida. Ithought Iunderstood that you said you
often adopted
Mr. SEILER. Mr. Rogers. Isaid we didn't, pay the homes who kept
the diaries. We certainly pay th e i
nt
erv i
ewers .' Ibelieve some quarter of amillion dollars.
Mr. ROGERS of Florida. How do you get them? Are they a permanent crew ?
Mr. SEILER. They are asemipermanent crew. In groups like that,
you have quite aturnover, especially in areas you only do twice ayear.
Mr. ROGERS of Florida. It is their responsibility to get the home
chary keeper ?
Mr. SEILER. They are free-lance interviewers, yes. It is their responsibility to select the homes we tell them to select and get cooperation ; yes, sir.
Mr. Rooms of Florida. Do they usually live in the town or area
where you employ them ?
Mr. SETIER. Oh, yes: because most of this contact work is done by
telephone and this will mean far less telephoning cost if they can
do it nontoll or for asmall toll.
Mr. Roouts of Florida. Did you say your company is acorporation
with its stock offered to the public, or noi ?
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Mr. SEILER. The company we merged with alittle over ayear ago is,
yes. It is C-E-I- R, Inc., a' public corporation. American Research
Bureau, Inc., before June of 1961, was a nonpublic corporation.
Mr. Roonts of Florida. It was nonpublic?
Mr. SEILER. Nonpublic.
Mr. Roqr.as of Florida. Are the same major stockholders still interested in the corporation now?
Mr. SEILER. Actually, the merger was effected by an exchange of
stock. All of the AR'B stock went to C- E- I- R and was retired and
the ARB stockholders received C- E-I- R stock in place of ARB.
Mr. ROGERS of Florida. How many stockholders would you say you
have ?
Mr. SEILER. Now ?
Mr. ROGERS of Florida. Yes. Do you have any idea ?
Mr. Smr.r.a. In the. old ARB. Ibelieve—Iam making aguess at this.
Mr. ROGERS of Florida. Iunderstand.
Mr. SEILER. There were 8 to 10, somewhere around that area.
Mr. ROGERS of Florida. What do you have now, would you say?
Mr. SEILER. Actually, there is no ARB stock.
Mr. Rooms of Florida. Iknow: you are amerged corporation.
Mr. SELLER. Yes. But, of course. agreat many more of our people.
now have C- E- I- R stock, because some have bought it on the open
market and—
Mr. Roomis of Florida. How many would you say ? Do you have
nyidea ?
Mr. SEILER. Idon't have any idea how many of our 225 people have
C- E- I- R stock now no, si r.
RooEns of Florida. Iwould like to know how many shareholders von have. Do you have any knowledge of that ?
Mr. SEILER. Ibelieve the C- E- I- R issue is something like a million
and ahalf shares. If you would allow me to check
Mr. RooEns of Florida. No: that is agood enough estimate.
Mr. SEILER. I am told approximately 5,0oo sharehold ers.
Mr. RooErts of Florida. Do you have any that are what you would
consider major stockholders, wlto hold really large shares of stock?
Maybe yoit will have to refer to your attorneys.
SEir,Ea. The president of
certainly, would be amajor
stockholder. These are shown in the annual report'.
Mr. ROGERS of Florida. Are there any advertising companies or
large advertisers that hold large blocks of Stock ?
Mr. SEILER. To my knowledge, no.
Mr. Roor.ns of Florida. Any radio or TV companies or owners of
companies that have large blocks?
Mr. SEILER. To my knowledge, no.
Mr. ROGERS of Florida. And you would probably know, would you
not, if there were ?
Mr. SEILER. Actually, my only source for the information would be
something published that Imight have seen in the newspaper or something someone may have told me.
Mr. ROGERS of Florida. If there are, would you furnish that for the
use of this committee?
Mr. SEILER. Yes, sir.
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Mr. ROGERS of Florida. Iknow some companies use permanent diary
keepers. Why do you believe that you should not use permanent
diary keepers?
Mr. SEILER. Our feeling is this, that keeping adiary is not an easy
job for aweek. Our attempt in this effort is to get cooperation from
as many people as possible in our original sample.
Our experience has led us to conclude that your highest response
comes the first time around and then more people begin getting tired of
it and it begins tapering off.
Furthermore, you do have the hazard that has been so ably pointed
out here, in some places across the country, of someone learning the
identity of these homes. Of course, a constantly rotating sample
makes this apretty expensive and futile thing to do.
Mr. ROGERS of Florida. Would you think alittle machine might be
better on atelevision set ?
Mr. SEILER. Not necessarily, and Iwill tell you why.
A machine will show you fairly accurately the operation of the set.
It won't give you something that may be almost as important, which
is the identity of the viewers. For example, you might want to buy
10,000 homes tuned to a program where the viewers were all men if
you were selling shaving lotion than three times that many homes
if you could determine that the viewers were all children under 8years
old.
Mr. ROGERS of Florida. It does not necessarily mean people watching
because the set is on ?
Mr. SEILER. That is right. And adiary can give you not only the
viewing by the family but also the identity of the members.
In a meter. you are also limited to a ve' ry small sample and you
can't rotate it because it is so expensive.
These meters sometimes cost $ 500 a home, just to set one home up
with ameter.
On anationwide basis. with 7)5,000 of these in one of our sweeps, a
meter simply is out of the question. If we could do it, Iam not sure
we would.
Mr. ROGERS of Florida. Do Iunderstand that on anationwide sweep.
you have about 55,000 samples?
Mr. SEILER. This is the returned usable diaries and if you would
allow me to just get a nod on that—yes, sir.
Mr. ROGERS of Florida. Do you con tact clients that might subscribe
to your service, television and radio stations, before you make the
survey ?
Mr. SEILER. Yes, sir.
Mr. ROGERS of Florida. After you make the survey?
Mr. SEILER. Probably both.
Mr. ROGERS of Florida. Do you inform them of their rating before
they might subscribe ?
Mr. SEILER. I would say this—about 90 percent of our business is
contract business that is arranged ahead of time. I would say that
if we had a nonclient in one of our surveys in that market, perhaps
this nonclient had gotten adifferent network or program and showed
asubstantial increase: I would not tell you that our salesman would
not go and give him an indication of how much better he was doing.
Probably he would.
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Mr. ROGERS of Florida. And say if he placed first in the rating, your
salesman might go to him and advise him that he placed first and
allow him to subscribe to the service, for that particular survey ?
Mr. SEILER. A client or anone] lent may subscribe to our service at
any time.
Mr. ROGERS of Florida. Irealize it. Ijust want an answer to that
question.
Mr. SEILER. Iwould say the answer would have to be " Yes."
Mr. Roc,Eas of Florida. Would you say it is done about 10 percent of
the time ?
Mr. SEILER. Not that he is advised that he is in first place or anyI
hing; no, sir. But Iam advised that about 10 percent of our business
is noncontract. business that is not arranged on ayearly basis.
Mr. ROGERS of Florida. Must all the stations subscribe that are included in your survey ?
Mr. SEILER. No, sir.
Mr. ROGERS of Florida. If one subscribes, all stations that come
into the area are listed ?
Mr. SEILER. If they meet our standards that Ihave described here.
And if no stations subscribe, the market, is still put out.
Mr. ROGERS of Florida. Do you sell to advertising agencies ?
Mr. SEILER. Yes, sir.
Mr. ROGERS of Florida. And to advertisers themselves?
Mr. SEILER. Yes, sir; anyone with alegitimate interest in the field.
Mr. RoGrns of Florida. Are you ever commissioned to do a survey
out of your regular schedule ?
Mr. SEILER. Yes, sir; we call these extra editions in the market.
But they must conform to certain standards.
If Isee what you are driving at, aclient can't design his own survey
and have us go out and do that with adifferent type area.
Mr. ROGERS of Florida. Suppose he wants to know how much he
covers in aparticular county, wouldn't you do that for him?
Mr. SEILER. We could tabulate that out for him from our regular
material.
Mr. ROGERS of Florida. Suppose he wants to know right now his
standing today: Could you do that for him ?
Mr. SEILER. We would undoubtedly do aspecial coverage study for
him.
Mr. ROGERS of Florida. Would he have to have a contract before
you would do any special survey for him? Say he wanted a survey
out of your regular schedule. Suppose he said, "Now, I would like
to have a survey done, outside of your regular survey, the way you
regularly do it," but outside your regular survey ?
Mr. SEILER. I would like to answer this subject to an addition by
Mr. Crutchfield, because Iam going to speak of the way it was set up
when Iwas actively negotiating these with stations.
If an extra edition is desired, first of all, every station in the market,
client or nonclient, must be notified well ahead of time that this is
croinc, to be done. It must be in our same standard area and every
station must be given an equal chance to participate at the regular
rate. Occasionally, to qualify that regular rate an extra edition, because we are not doing it in connection with asweep, may run alittle
bit more and the prices may be different. But everybody has to have
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achance to participate, everybody has to know ahead of time, that it is
being done. And it has to be done to certain standards. It cannot be
an off-beat type thing and be aregular report.
Mr. ROGERS of Florida. Suppose only one asked you to do this and
subscribed ahead of time?
Mr. SEILER. If it has been offered on this basis to all the others, they
know about it, so they would have an equal chance to know it is being
done
Mr. ROGERS of Florida. You would feel compelled to let them know
they could subscribe at that time?
Mr. SEILER. .
At that ti me or afterward ; ves, Si F.
Mr. ROGERS of Florida. Iam talking about at that time, when you
agree. You must let the other stations
ow ti
Is that your policy ?
Mr. SELLER. Immediately; ves, sir.
Mr. ROGERS of Florida. Do' you every vary from that policy?
Mr. SELLER. Not to my knowledge, but Iwould like to refer this to
Mr. Crutchfield.
Mr. CRUTCI [
FIELD. Idon't believe there has ever been atime to my
knowledge when we have failed to notify a station, but I could not
say it has not happened. Our intent is to notify all stations that a
survey is being clone—that is, astandard type report that is to be distri buied to agency and advertiser clients.
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
The CHAIRMAN. Mr. Younger?
Mr. YOUNGER. Mr. Seiler, how do you select your samples where
you are going to interview ?
Mr. SELLER. Our samples are selected almost entirely from telephone
directory sampling in prescribed areas. Very simply, this sampling
consists in taking directories that have names in the appropriate area
and evolving some systematic system so that every 12th name or every
20th name is picked.
This in effect gives us aprobability distribution of names throughout. the directory.
Mr. YOUNGER. Well, if I understand the information that is contained in this memorandum, your headquarters are at Beltsville?
Mr. SELLER. Beltsville, Md.; yes, sir.
Mr. YOUNGER. And in the case of this Louisville survey, you took
the phone book of Louisville, in your office, and selected the samples
that are to be interviewed? Is that correct?
Mr. SEILER. May Icheck that a moment? It either was—the pattern was either laid out here and the selection made also here or the
pattern laid out and the selection made down in the Louisville area.
This would be a number of different phone books for that whole
Louisville area. It would not be just the Louisville telephone directory. It would be perhaps 10 or 15 or 20 different ones, covering all
of the station area we measured.
If Icould check that for just amoment.
We lay out the sampling pattern in Beltsville, but our coordinator
for the area, who happens in the Louisville case to be resident in
Louisville, actually makes the selection and selects these names and
numbers to the interviewer.
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Mr. YOUNGER. From the telephone book, how can you determine
the distribution if you select every 4th name or every 10th name or
every 20th name?
They might still all be in one subdivision.
Mr. SEILER. The chances would be very much against that, because
if Icould talk for just aminute on this, there are two different basic
types of sampling. One is the kind where you attempt to pick people
who are properly proportioned as to education and age and income
and geographic location.
You try to build asample; you say Iwant so many farmers because
Census says there are so many farmers in this area, and I want so
many housewives, I want so many people making more than $10,000
ayear and less than $10,000.
The problem you run into with this is after you have arranged two
or three of these categories, the minute you start arranging for the
others, you begin throwing the first ones out again and pretty soon,
before you have covered half the categories you need to cover, you
have ahopeless situation.
Furthermore, some of the characteristics that most influence television viewing are difficult to get any information on to do the arranging. For example, the state of appearance, health, has agreat deal to
do with, in my opinion, television viewing. An invalid at home may
watch alot more television than someone who is out alot. A family's
social life may do this.
If you, on the other hand, take all the names in an area—
Mr. YOUNGER. Just aminute, Mr. Seiler. Ithink we all appreciate
those things. My point is, how can you tell from selecting the name
in a telephone book whether he makes $10,000 or whether he is sick
or where he lives, or what section he lives in or anything else?
Mr. SEILER. This is the point I have arrived at now. Let's say
that instead of a telephone book which has all the names listed and
we are picking names in arandom pattern, instead of these names we
have a huge jar full of peas. Let's say that 900 of these peas are
green and 100 of them—we have 1,000 peas-900 are green and 100
are white. So that 10 percent of these are white.
Actually, you can mix those up thoroughly and blindfold yourself
so that you can not see the color of the peas. If you reach in, because
you have 1 chance in 10 every time of picking a white pea and 9
chances out of 10 of picking a green, if you draw several hundred
of those, your results will be very roughly 1 white pea for every 9
green peas.
It is just your law of averages and your percentages working out.
If there are 10 times as many green peas in there as white, if you
keep drawing there are going to be--Mr. YOUNGER. I think your example is very good. What we are
trying to find out is what happens to these green peas in the industry.
Mr. SEILER. Now we are going to find out. Consider that these are
families in aphone book and that we have taken all those names in the
phone book and mixed them up the same way. In any of these
categories—income, race, social life, health, anything—when you do
that drawing of those names out of there, you are doing the same
thing for all of these characteristics as you have been doing for the
peas except instead of the two colors, you have a number of others.
.And I would say to you that if I took a telephone directory for
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Washington and Ipicked names this way and Iwanted to determine
how many persons in Washington planted acertain kind of grass seed,
I could go around to my sampling that Ihad drawn and simply ask
those people; because if 10 percent of the people in Washington _plant
a certain kind of grass seed, 10 percen tofthe names i
n those books
would have represented these. And I would say that Icould go to
my sample and ask them and come up with afigure and if you could
check that figure, it would be within these tolerance limits, more or
less, of the true picture.
Mr. YOUNGER. I question that very much, because in the various
sections of the city, one section will have a far greater percentage of
telephones in it, according to the population, than in the other section.
Mr. SEILER. Yes.
Mr. YOUNGER. And yet the television sets may not be in proportion
to the population—or I mean in proportion to the percentage in the
telephone directory.
Mr. SEILER. Mr. Younger, Iwill tell you how we handle that. Let's
assume that we have two different neighborhoods and they both have
equal numbers of telephones in them. But in the one neighborhood
only half of the people have television sets. They don't like television
in that area. And in the other area, all the people have television
sets. It is true, we will pick an equal number from each of these two
neighborhoods because they both have the same number of telephones.
Mr. YOUNGER. How can you tell from picking names in atelephone
book which neighborhood they live in, if you select each 10th name
or 20th name?
Mr. SEILER. We don't know until they are selected. But if the
neighborhood contains a tenth of the population of the city, a tenth
of the names in the book will be in that neighborhood. By the time
they are drawn, we will have roughly 10 percent of the names in
that neighborhood.
Mr. YOUNGER. That might be true if the proportion of telephones
as to TV sets were the saine. But do you have what they call reverse
telephone books in your cities? Do you ever use those?'
Mr. SEILER. Not to my knowledge. But we do another thing. We
interview these homes first and determine which ones do have television and throw out the ones which do not. So this reapportions it
in accordance to television.
And this is our first step. And this brings that back into line.
Mr. YOUNGER. Where you have a reverse telephone book, which we
have in our territory, the address is given first, and then the name.
By the address, which is a certain subdivision, you can take these
addresses of acertain subdivision. Then you can take 15 names ont
of this subdivision and 20 names out of another subdivision where you
could know pretty much what the financial status, et cetera ,ofeach
sample is.
But Idon't see how that can be ascertained with an ordinary telephone book.
But Iam clad to know that that is the way to do it.
Mr. SEILE'R. Your suggestion would be-a good way of drawing a
sample.
Mr. YOUNGER. We have those out in our territory. Idon't know : f
they have them back here or not. The telephone companies out our
way print what is known as the reverse telephone boo k, w hi ch g i
ves
the street address first and then the name.
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Now, you have 4different weeks in which you conduct the survey ?
Mr. SIUER. Not always; but normally.
Mr. YouxoEx. Well, normally four ?
Mr. SELLER. Yes, sir.
Mr. YOUNGER. Do the same individuals conduct the survey each
week ?
Mr. SELLER. By that you mean do the same families keep diaries each
of those weeks?
Mr. YOUNGER. Yes.
Mr. SELLER. No, sir. If we have four hundred families we let one
hundred of them keep the diaries the first week, another hundred the
second week, the third hundred the third week and the fourth hundred
the fourth week.
We put all of these together and not one keeps a diary for more
than 1week.
Mr. YOUNGER. You have two surveys, say, ayear ?
Mr. SEILER. In some markets?
Mr. YOUNGER. Yes. You do not use the same samples in the second
survey that you used in the first survey ?
Mr. SEILER. NO, sir.
Mr. YOUNGER. They are changed each time ?
Mr. SELLER. They are changed. The samples that are selected are
different.
Mr. YOUNGER. Ibelieve your company did have a cease-and-desist
order from the Federal Trade Commission.
Mr. SELLER. Yes, sir.
Mr. YOUNGER. Now, in connection with these surveys, I hold here
the San Francisco Television Audience, which gives more or less complete details as to how you make the survey. Since you have had the
order, I understand from the memorandum you have offered compliance to the Federal Trade Commission.
Mr. SELLER. Yes, sir.
Mr. YOUNGER. In what respect after you have complied with their
cease-and-desist order is this changed—the material in this survey?
Mr. SEILER. You mean in what respect has it been changed from
what we were using formerly ?
Mr. YOUNGER. Yes.
Mr. SELLER. We actually have had two basic changes in our report
copy. Our reports in former years were this type, or this kind of
cover, and is somewhat different copy inside. When the Madow report was released, there were some very excellent, in my opinion,
recommendations in it, and Ithink quite some time ago, perhaps over
ayear, we issued apress release stating that we were going to comply
with these recommendations and give the data, disclose the data about
our service that the recommendations included. And we planned this
for our new reports in that style, which began, I believe, this last
September.
As we were working on this copy, we were aware of the Federal
Trade Commission investigation of the things they were attempting
to do. And as might be suspected, while we were preparing this new
copy from the Madow report, we attempted, where it was necessary,
to alter things enough so that we would also comply as best we could
with what we felt the Federal Trade Commission might require of us.
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Than after the Federal Trade Commission order was issued, we had
to make additional changes which, in my opinion, were quite minor
ones.
Ican go into somewhat greater detail on this. Or we can—if you
desire.
Mr. YOUNGER. Let me ask you this question.
As I recall, when the Chairman of the Federal Trade Commission
was before our committee, he stated that they were going to require
that in your published reports, you should say that this is an estimate
or aguess, and emphasize that it was only aguess at best.
Now, how do you comply with that, as against what you used to say
here when you said:
This report is a compilation of television audience estimates resulting from a
survey conducted by the American Research Bureau on the market indicated.

Now, has that estimate been changed any as aresult of the Federal
Trade Commission cease- and-desist order !
Mr. SEILER. The report you have there is one of our current ones.
We have stated in that particular one., because we felt that it would
comply with the Federal Trade Commission requirement,. Also they
required us to put the word "estimate" on each page of the report.
We had some discussion with them, of course, because in our old
reports, we would publish normally this chart showing the variations
we discussed amoment ago, and we state that this report is from sampling, and we show the size of the. samples. It was aquestion here of
how many times and in what form they should be stated. And we
felt we were stating it already, that these were subject to variance, and
they disagreed somewhat.
It was not a big problem, because we simply have put estimates in
now.
Mr. YOUNGER. Well, this one, for instance, has been completed, January 1963 for the San Francisco area—then in your opinion, it is one
estimate that complies with the Federal Trade Commission's ceaseand-desist order?
Mr. SEILER. Mr. Younger, we have submitted that along with our
other materials to the Federal Trade Commission compliance division,
and we feel it will comply—this is pending. Idon't know what our
answer from them will be.
Mr. YOUNGER. Just one more question.
In regard to the metro area report, there is one case here where at
10.30 p.m. you have 1station that has 319 homes that is—rather 31,000.
Mr. SEILER. Yes.
Mr. YOUNGER. And another with 122,000. Another with 215.000.
And then 1with 157,000, or rather with 15,000. That one is by far
the lowest. But it is rated 2. Why isn't. it rated 1 ? Imean, where
do you start with a. rating of this kind ? For instance, the 15,700 is
rated 2, the 31,000 is rated 3, the 122,000 is rated 9, the 215,000 is
rated 16.
Now, what is the meaning of those ?
Mr. SEILER. Mr. Younger, this is a point I have been trying to
develop before the committee.
These homes delivered are the homes these stations are delivering in
the entire area. Those rating numbers you are reading are just the percent of tune-in these particular stations get in the metropolitan area
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only, which is not all of the area the stations cover. And it shows
how deceptive ametro rating only can be to atime buyer, because if he
buys on those ratings, here are two stations Ibelieve you pointed out,
boil' with ratings of 2, and yet-Mr. YOUNGER. One is 2and one is 3.
Mr. SEILER. And yet the homes delivered in the outer area do not
relate directly to those.
Mr. YOUNGER. The metro share, the 1station has 7, 1has 10, 1has
30, and 1has 53.
Now, it looks as though one of them would be 1, and you start from
1. Why do you start from 2 ?
Mr. SEILER. Well, there could be a rating of 1. There just didn't
happen to be one in that particular time period.
Mr. YOUNGER. Well, if it was the lowest of the four stations rated,
why isn't it 1—why is it 2 ?
Mr. SEILER. Well, for example, this is the percent of sets tuned
in, and it so happened there was no station at that time that only
had 1percent of the sets tuned to it. The lowest one had 2 percent.
Mr. YOUNGER. Looking over these samples that we had, these diaries,
what would you do with this diary, for instance ?
On Friday, in the case of this man, he listened from 7 until 10:30
and from 1until 12 o'clock at night on Friday; and on Saturday, he
listened from 9until 11 :30, and then from 12 to 12 p.m. solid, all the
way through. And then on Sunday, he listened from 10 to 1:30
p.m., from 2 until 11 o'clock at night. And then on Monday, he
listened from 7o'clock in the morning until 12 o'clock at night solid,
all the way through. And then on Tuesday, he listened from 7o'clock
on through to 12 o'clock at night, all the way through, without even
a lunch break. And then on Wednesday, he started in at 7, and he
went through to 12 p.m. On Thursday, he started in at 7and he went
through until 12 p.m.
Now, what would you do with that ?
Mr. SEILER. I would say that is a fantastic viewing record. We
do find ones like this.
Mr. YOUNGER. I was wondering what you would do with a diary
of that kind ?
Mr. SEILER. In the first place, this may be different members of
t
lie family doing this.
Mr. YOUNGER. Well, it is aman—the only man in the family which
is listed, and this says aman.
Mr. SEILER. This shows only one man doing all this viewing ?
Mr. YOUNGER. That is right. Only one man in the family.
Mr. SEILER. And he is present when all that viewing is being done ?
Mr. YOUNGER. He says so, in the diary—he says he listens from
7 a.m. to 12 p.m. 4 days a week, and I think from 9 a.m. until 12
p.m. 3days aweek.
Mr. SEILER. Mr. Younger, I would only say this: This would represent one of the largest amounts of personal viewing in our sample.
Mr. YOUNGER. You would say he loves television, wouldn't you?
Mr. SEILER. Our constant criticism received from stations is that
we don't pick up nearly all the viewing that goes on. And I further
would like to have some diaries like this to show some stations.
M E. YOUNGER. You would throw that out in a sample, wouldn't
you
99- 942- 63- pt. 2--l6
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Mr. SEILER. No, sir; we would tabulate it.
The CHAIRMAN. You would take that into consideration of averages
Mr. SEILER. Yes, you might have others where they only viewed
5minutes the whole week. These all balance out.
As Isay, we get aresult that Ifeel is agreat deal more reliable
than most people are willing to give us credit for.
The CHAIRMAN. Can you return tomorrow afternoon at 2o'clock?
Mr. SEILER. Yes, sir.
The CHmumex. The committee will adjourn until 2 o'clock tomorrow afternoon. The staff has some more questions they want
to ask you.
(Whereupon, at 4:45 p.m., arecess was taken until 2p.m., Thursday,
March 14, 1963.)
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HOUSE OF REPRESENTATIVES,
SPECIAL SUBCOMMITTEE ON INVESTIGATIONS
OF THE COMMITTEE ON INTERSTATE AND FOREIGN COMMERCE,
Washington, D.C.
The special subcommittee met, pursuant to recess, at 2p.m., in room
1334, Longworth House Office Building, Hon. Oren Harris ( chairman
of the subcommittee) presiding.
The CHAIRMAN. The committee will come to order.
Ibelieve, Mr. Richardson, you had some further questions?
(Discussion off the record.)
The CHAIRMAN. Mr. Richardson, you may proceed if you have some
questions you wanted to ask.
Mr. RICHARDSON. Thank you, Mr. Chairman.
TESTIMONY OF JAMES W. SEILER, DIRECTOR OF THE AMERICAN
RESEARCH BUREAU, DIVISION OF C-E-I-R, INC—Resumed
Mr. RICHARDSON. Mr. Seiler, yesterday, you stated that the outside
area of Louisville was combined with the diaries for the metropolitan
sample and this resulted in atotal from which total homes came; i›
that correct ?
Mr. SEILFIL Yes, sir.
Mr. RICHARDSON. Can you not apply statistical variance to this
sample size, which in this case would be 397, as you would have applied it to the 160 for the metropolitan area ?
Mr. SEILER. Yes; you would apply the same type of variance, understanding, of course, that this variance assumes aperfect sample and
doesn't account for any nonstatistical errors that might be in the
material.
Mr. RICHARDSON. ARB states in this report, in relation to its outside sample, that there are 591 diaries. Yet the effective sample size
is 397. In other words, these are weighted down to 397. Is that
correct ?
Mr. SEILER. Yes. Apparently, in this case, we had alarger number of diaries in the outer area than we actually required to match with
the metro, probably because we were doing other markets at the same
time, such as Lexington, Evansville, and so on, which required larger
sampling than some of these outer spots.
The procedure in that case is to maintain atrue proportion between
the Louisville metropolitan and the outer area, so that either one does
not have adisproportionate weight. If this is done, we then quote an
effective sample, from which we suggest variance be computed.
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Mr. RicitAansoN. In your opinion, don't you think listing two sample sizes here for the outside area is alittle c(infusing ?
Mr. SEILER. No; I don't believe so statistically, simply because I
believe in telling our clients everything that we have done with the
material and instead of listing the 397, for example, Iwould prefer to
tell them that we had the exact number of diaries we had and let
them see how we arrived at the 397, which actually isn't areal figure
of diaries.
Mr. RICHARDSON. Should you not explain in your pocketpiece, the
fact of the weighting procedure used here ?
Mr. SEILER. That certainly is agood point. and Isuppose up to now
we have had no client questions on that particular point, and Ithink
that is agood suggestion.
Mr. RicuArmsox. It appeared last week that not many have questioned anything in these books.
Mr. SEILER. Ihave some clients who would belie that, Ithink.
Mr. RICHARDSON. In this Louisville report, you were given the staff
memorandum on it yesterday and approved it. Now, in this report,
is it not true that from the original contacts made, you only got a
usable return of 38.3 percent ?
Mr. SEILER. You are referring to this rate of return from all of the
original contacts as opposed to the rate of return for the diaries
placed ?
Mr. RICHARDSON. Yes.
Mr. SEILER. I am not familiar with that figure, but I would say
it certainly sounds reasonable. You realize that of the original contacts, agreat number of them would not have atelevision set and we
would get no return for that reason, which would tend to lower it.
But the figure sounds quite reasonable, although I don't know it
exactly.
Mr. RicirAansox. In this situation, would you have one of your
statisticians figure it out from the report given to you yesterday, if
they have acopy with them ?
Sir. SEILER. Just amoment.
Iam told, sir, that this is the true figure, but that this includes all
of the original attempted numbers, including the disconnects, including all the ones that never answered after all of our attempts, and
including the nontelevision homes.
Mr. RICHARDSON. All of those in the sample universe ?
Mr. SEILER. That is correct. Every original number we started
from, and of course, due to disconnects and non-TV and others, this
is attrition that you certainly would get.
Mr. RICHARDSON. In this situation, as Iremember, there were three
disconnects and about four with non-TV homes; was that not correct ?
So this would lower it very little.
Mr. SEILER. I don't believe we have that figure here, but I would
certainly be willing to accept yours if you have the data.
Mr. RICHARDSON. Then basically, with 38 percent here, you are
getting your sample from less than« the majority of those homes originally co«ntacted ?
Mr. SEILER. Yes, sir. Perhaps not less than the majority of the
television homes, which is what we are really measuring, but of the
total universe, your statement is correct; yes.
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Mr. RICHARDSON. Is it not possible that those that either refused
to return the diary or didn't answer the phone when your interviewer
called would have different habits than those which took the diaries?
Mr. SEILER. Iwould like to comment briefly on that subject, because
it is probably one of the most important in our business, especially in
the case of afirm using diary measurement.
The first important problem you have to solve in going into measurement of TV viewing with a diary is contained in two basic questions. One is, inasmuch as we are getting areturn of only about half,
more or less, of the original sample we select, how do we know that
the half not returning the diaries at all aren't different in their viewing habits than the half that do return diaries ?
Perhaps because they are uncooperative or not readily available,
these nonreturners may do less T'S, viewing, they may travel more,
they may have different personalities, and they may be entirely different in their viewing habits than the half from which we get diaries.
The other big question, of course, is from the half we do get, from
whom we do receive diaries, how do we know these people have kept
a correct record and that they have not left out some programs that
they watched and that they haven't added others that they like but
didn't happen to watch that week ?
It is obvious until you can answer these two questions—how do you
know the nonresponders aren't different from the responders and how
do you know the responders keep an accurate record—that you can't
support a diary record, you would not be able to sell it and no one
would have confidence in using it.
A great number of experiments have been done to determine this
and the way we basically proceed to test this and try to answer these
two questions is to try to select a number of areas and use a system
that isn't subject to nonreturn problems, and also isn't subject to
people's work in recording programs and people's ability to keep a
record through the week.
Now, such asystem exists in the telephone coincidental. When you
select another sample and telephone several hundred or several thousand people, right at the times you are measuring and simply ask
these people whether their set is on right now or not and if they are
viewing or not viewing, very few people will refuse—perhaps only
1percent. And also, when you are checking only the viewing at the
time of the call, there is no recording problem, because if the person
isn't
Our
sure,
feeling
they i
can
sthat
always
if wego
pick
andvery,
look very
at thelarge
set. samples drawn the
same way and containing tens of thousands of homes and we match
these samples across the country so that we perhaps have a diary
sample and a telephone coincidental sample exactly matched at the
same time and in the same place, and we measure the same period of
time, using these two different techniques in two different samples, if
there are differences caused by the nonresponders in the diary service
who are obtained in the coincidental, or if there are differences, there
are recording errors in the diary. then we will get different results
from the telephone coincidental than we will from the diary.
ATM has run agreat. number of these tests over aperiod of years.
We have published hooks, one of which is called " A New Look at the
Television Viewer Diary." giving the results of these. The answer
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in a sentence or two is that nonresponders are somewhat different
from responders. The people who don't keep diaries view a little
differently than the ones who do keep diaries, but not to atremendous
extent, and, also, there is some recording error in diaries.
People cannot keep a perfect record of their viewing during the
week.
But again, these differences are reasonably small and the conclusion
you are led to by all of these data is that the diary, while not aperfect
instrument, is probably the best practicable one you can use in markets
across the country, and normally will not seriously mislead you, although it must be used with the recognition that the results can be
somewhat different than if you made a perfect measurement of a
perfect sample and got everybody.
I am sorry I have been so long at this, but that is our general
explanation.
Mr. RICHARDSON. This, then, at least, makes the end result less
effective ?
Mr. SEILER. This, in my opinion, would certainly make the end
result less accurate than aperfect result; yes, sir.
This, incidentally, is a copy of our most recent piece of research
on this subject, with thousands and thousands of these comparisons.
Mr. RICHARDSON. Was this internal research ?
Mr. SEILER. This is internal research paid for entirely by .ARB
and it is available should the committee care to look it over.
Mr. RICHARDSON. Because of the consent decree by the Federal Trade
Commission, have you changed your methodology in any manner;
your method of gathering your information ?
Mr. SEILER. Not to my knowledge.
Mr. RICHARDSON. Did the Federal Trade Commission ever tabulate
any of the fieldwork from an ARB report, Mr. Seiler ?
Mr. SEILER. Not to my knowledge, and I have checked with other
staff members and am unable to find any indication of this.
Mr. RICHARDSON. Did they check with some of the people that have
kept diaries in certain parts of the country ?
Mr. SEILER. Ibelieve they did.
Mr. RICHARDSON. How long after the diaries have been kept did
they make their checks?
Mr. SEILER. I was given to understand that the checks were made
several months later, perhaps 6to 7months later. Iam not entirely
sure because we were never told exactly when they were made. But
because of the time lapse between the time we did the surveys and
turned over the names, it had to be a considerable period of time.
Mr. RICHARDSON. Mr. Seiler, concerning the situation that evolved
here yesterday afternoon in the discussion of the different markets
and the problem of time buyers either using ratings or total homes,
would you explain to the committee precisely how the metro ratings
areMr.
computed
SEILER. for
Yes,
your
sir.television market reports?
The metro ratings are computed by taking our diary samples within
an area which normally is the standard metropolitan area of the market and simply computing a straight percentage of the homes in the
sample viewing versus the total sample. In other words, a metro
rating of 3 would mean that 3out of every loo homes in our metro
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sample were tuned to the program at that time. A rating of 10 would
mean that 10 percent of them were, or 10 out of every 100 homes were
viewing the program. These data would only apply to the metropolitan area, which, in most cases, I believe, is simply the home
county.
Mr. RICHARDSON. Mr. Seiler, am Icorrect in saying that the metro
rating is actually the percent of those in the sample from the counties
within the metropolitan area who indicated that they listen to acertain
program on a certain station at a specific time, with the resulting
figure rounded to the nearest whole percent ?
Mr. SEILER. You are absolutely correct.
Mr. RICHARDSON. Would you explain, then, to the committee precisely how the total homes figures are computed for your television
market reports?
Mr. SEILER. Yes; the total homes figures are computed essentially
by the same process, except because the total homes measurement is
essentially the entire area covered by the station, we after determining
the percentage of homes in our sample, tuned to acertain station ami
acertain program. We then, in effect, project this result to all of t
he
television homes in the area.
Now , in actual practice, this is done by giving each diary what we
call ahomes-per-diary value.
In other words, if we happen to have 10 diaries in acounty in the
outer area and that county has 100,000 television homes, each diary
would have avalue of 10,000 homes.
Now, this example is much too high. Normally, diaries may have
values of 500 homes per diary, a thousand homes, and so on, and s.o
forth.
If this were the case to take a better example, if the county con tains 10,000 television homes and we have 10 diaries in that county,
each diary would have avalue of 1,000 homes, so that if all 10 of them
were tuned in, this would mean all the homes essentially in the county
and therefore it should add up to 10,000, which it would.
So if 1diary were tuned in in that particular county, it would put
a value of 1,000 homes into the total. All of the diaries viewing in
the entire area are added together with their homes per diary value
and this is the way we computed the homes reached.
Mr. RICHARDSON. Then in summary, am I correct in stating .that
the total homes figure is obtained by multiplying the total television
homes in the survey area by the percent of those in the sample drawn
from that area who indicated that they listen to a certain program
on a certain station at aspecific time, with proper weighting factors
being applied?
Mr. SEILER. Essentially, yes, sir.
Because of our nationwide sweeps, where we are measuring all
markets at the same time and there is overlap, there are some technical
procedures we use in the computer which may take a. long time to
describe, but essentially what you have said there is correct.
Mr. RICHARDSON. Should not those procedures be explained in your
product, in the publication of your product ?
Mr. SEILER. Actually, Ifeel as long as those procedure do not materially differ at all in their effect from the simplified explanation that
probably adding several pages to each report, this would require.
might be more information than the client really wants. This, of
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course, is obtainable through ARB to any interested client. It would
take, perhaps, several days visiting us to grasp the whole concept.
Mr. RICHARDSON. Mr. Seiler, is it not true, then, that other than
the fact that the total-homes figure involves a multiplication by the
estimated number of television homes in the measured area, both the
total homes and the metropolitan rating figures represent the percent
of specific viewers with the only other difference being that the
total-homes figure corresponds to a larger geographic area?
Mr. SEILER. That is essentially correct; yes, sir.
Mr. RICHARDSON. Could not the metro ratings have been just as
easily expressed as total homes by multiplying the sample percentages
by the number of television homes in the metropolitan area and thus
you could put it on the same basis of presentation as the total-homes
figure expressed by you yesterday ?
Mr. SEILER. This could be done, and I would like to tell you why
we do not do it.
If we expressed metro audiences in terms of total homes, an impression might be given that these are all of the homes the station is
delivering. The reason we use the percentage figure in the metro is
we, under no conditions, want to give an impression that this is the
station's entire audience or this is the homes that they deliver. We
strongly oppose using ahomes figure just in the metro.
Mr. RICHARDSON. Then, basically, are not the metro ratings and the
total-homes figure the same type of figure but applied to different
areas and expressed just alittle differently ?
Mr. SEILER. Essentially, ves. I would like to say again that our
concept in using the metro rating at all is simply to take avery small
area, which normally would be covered by a city-grade signal, perhaps, and in which all stations are under more or less equal signal
conditions, so that a true competitive figure can be produced for the
programing of each station, having nothing to do with the fact that
one station might go out in the outer area alot farther than the other.
We would like to see these used only for that purpose.
Mr. RICHARDSON. Well, Mr. Seil er ,yesterday you repeatedly indicated that it was your opinion that it was inadvisable for time buyers
to use metro ratings for choosing among stations or programs for
advertising purposes. You advised use of the total-homes figure
instead of the ratings; is that not correct ?
Mr. SEILER. In almost all except very specialized cases, where an
advertiser is only interest ed i
n reac hi ng homes in the metro and nowhere else, Iwould advise using the total homes figure; yes, sir.
Mr. RICHARDSON. If these two measures are essentially the same but
for different geographic areas, why is it not advisable to use the total
homes and not the metro ratin≤Ts, or why should you not be able to use
either?
Mr. SEILER. You should use the total homes delivered by the station
if von are interested in that total area .because that is the only fifrure
that gives the complete estimated audiences for each station being
measured.
Using metropolitan area ratings only could badly mislead you in the
case. of two stations that had entirely different signal strengibs.
If one had very low signal strength and only covered effectively a
little bit beyond the metro, the other one covered extremely effectively.
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perhaps, for 100 or 150 miles out, the metro ratings on the two stations
at acertain time might be exactly the same, but in terms of total homes,
the stronger signal station would have almost amonopoly in the outer
area and would build total homes more rapidly and reach more homes
per dollar.
The metro ratings here coud be very misleading.
This can be seen by any of the committee members in looking over
our sample reports and trying to relate the metro rating to the outer
area.
Mr. RICHARDSON. Well, since this area. is determined arbitrarily by
your company and not by engineering factors, isn't this just amatter
of your opinion as to where the diaries are originally placed?
Mr. SEILER. In the total station area. it is not amatter of our opinion. We attempt to measure the entire country and select viewing
from wherever we find it. If it turns up in acounty to agreat extent
which is outside the expected area for this station, if there is consistent
viewing there, we accept it.
As far as our selection of the metro area is concerned, we have attempted over the years to pick some standard definition which is constricted enough so that signal strength will not be a factor and the
standard metropolitan area at the moment is, as aresult of almost- 14
years of attempting to solve this problem, is the one, we feel, while
not perfect, that. is the fairest to everyone.
Mr. RICHARDSON. Would there not also be agreat amount of statistical variance. even using the sample size used for your total-homes
fig-ure ? For example, take your Metropolitan Louisville report that
you have in front of you. check in the back on a rating of 90. and a
sample size of 397, which is what this effective sample size is. and see
what the variance is for arating of 20 ?
Mr. SEILER. It appears to be just ashade under four points—just a
shade over four points in either direction.
Mr. RICHARDSON. SO, basically, that 20 could have been 16 or 24,
or anyplace in between a16 or a
is that correct?
Mr. SEILER. Yes: or, as a matter of fact, to keep the record entirely
correct, even greater than that, because there may be additional errors
that will enter from recording errors in the diary or tabulation.
Mr. RICHARDSON. Then if it, cannot be said that the metro area is a
precise rating point, would it not be better in publishing your booklet.
to state where the rating might be: in other words, it could be someplace. between a16 and a24, instead of 20 ?
Mr. SEILER. Yes. We have experimented with this in the past. and
this is what is called a confidence range. It. is possible to print the
rating as a. 16-24 instead of a20. In practical business usage, however, what happens is each client simply, then, has to do the mathematics and he ends up with his 20. We have found that we have not
been successful in selling this concept.
Furthermore, it isn't, exactly correct, because the statistical error
only, which assumes aperfect sample, does not fully apply to the work
of any rating organization and the true variance should be. somewhat.
greater than this, and the indications we would (rive Fir putting the
confidence range from this chart would be that this is w
*hat the variance is.
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It actually is greater than this—we would be incorrect in showing
it—and we don't know how to compute the correct figure, because we
don't know how many recording errors there are in the diaries.
Mr. RICHARDSON. Well, certainly, it is true that you don't know the
true figure, but would it not serve as awarning if you put from a16 to
a 24 instead of a20—and you said they do figure out the exact point
in your prior testimony here just now-would it not be fairer to put
a Ange and just warn them that it is not aprecise figure; therefore,
they should be aware?
Mr. SEILER. Our feeling is that the chart in the book essentially
does the same thing. Again, we could not support the 16 to the 24
mathematically, because we do not have a perfect probability sample
and we do not arrange for the recording errors in the diary. And
I'm not meaning to be facetious. but I don't think we could get this
through the FTC.
Mr. RICHARDSON. Then your chart is not right, either ?
Mr. SEILER. The chart is correct for a perfect probability sample
and, unfortunately, it is the nearest thing we can get to this variation
and we felt that by publishing it with adisclaimer, at least we would
warn our clients. But you are correct: the chart does not fully account. for all the possible error in our work.
Mr. RICHARDSON. Doesn't it sound probable from prior testimony
here while you have been in the hearing room, that many people do
not bother to look in the back of the book, but just look at the figure
and buy?
Mr. SKELPR. Ifeel that every user of our books must have seen this
chart at least once—it occupies afull page—or must have received one
of our wheels, which are essentially the same thing.
Ido agree with you, however, that not enough people pay enough
attention to this.
Mr. RICHARDSON. You stated yesterday that in relation to the material presented to you, the variances existed at 21 different time
periods. Were you satisfied with that. variance of 21 different time
periods?
Mr. SEILER. Out of some 500, Ibelieve? Ibelieve in two different
tabulations, where perhaps two different editing decisions might have
been made in the case of faulty recording, we would be satisfied with
this, yes; sir.
RICHARDSON. That actually is 3.8 percent of the total ?
Mr. SEILER. Yes, sir.
Imight make one other comment for the record at this point. I
have tried to disclose most of our sources of error and variance in
this, but to keep the record absolutely straight. Ishould say that these
tend to go in both directions and in many cases tend to. cancel out
and we do not get as inaccurate aresult as Imight. have implied.
For example, we may have recording errors in the diaries which will
tend to move atrue rating of 20 up to a22. On the other hand. the
sampling error may have entered. but in the other direction, which
would tend to pull it down 2points. These actually do not all go in
the same direction.
They work in both directions and a great many of them tend to
cancel out. The error in these reports is no tnear ly as large as you
might be led to believe by considering all the things.that can happen.
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Mr. RICHARDSON. Then, Mr. Seiler, because of the small sample size
in either the metropolitan or your total measured area, the statistical
variance in the Louisville report makes the final result in many time
periods of so little stability that the ratings cannot be used for other
than guides, is that correct ?
Mr. SEILER. In any one individual time period—I want to say as
you combine time periods and spot schedules, you attain more accuracy. But in any one individual time period, in any one individual
report from one sample, the results certainly should be used for broad
guidance only and we repeatedly caution our clients never to firmly
believe afigure or act on that until they see it repeated at least twice
in two different samples. Sometimes this is possible, sometimes it is
not for the client.
Mr. RICHARDSON. In the local market reports, it would be possible.
but there would be agreat lapse of time in between.
Mr. SEILER. Dependant on whether it was a10-times- a-year 1- or 2t
imes-a-year one.
Mr. IticHARDsoN. Basically you said no intelligent person would
make abuy or buying decisions based on less than several rating reports in one time period, is that correct?
Mr. SEILER. He would be better off that way. However, the point
should be made that if abuyer is buying agreat number of spots in
agreat number of markets and consistently -picks the highest or the
best estimate each time, percentagewise, he is going to be better off.
It is in effect similar to abaseball manager's procedure in playing
the percentages, in changing pitchers. Sometimes it does not work
out, but over awhole season, you will be better off. And essentially in
buying alot of spots, you statistically, I believe, will end up better
off always by buying the best buy as indicated by the research.
Mr. RICHARDSON. That is all right for the time buyer, but what
about for the seller of the time? Does this not affect his income if a
wrong decision is made in such amanner ?
Mr. SEILER. Yes, it does, and the only thing that can be said to
alleviate his problem alittle, and in my experience, Ihave seen this
happen, is that it works in both directions. He may get one report or
he may have one time period where through sampling fluctuation or
other reason, his audience is lower than it should be and he loses some
money. On the other hand, probably an equal number of times, he
gets his result where it is higher than it should be and he gains his
business when it shouldn't have been or he shouldn't have gotten it.
Our feeling is that over the months this tends to balance out and he
is no worse off than he would be otherwise.
Mr. RICHARDSON. Then if he has anew station or if the reports don't
come out often and he is hurt, if he has enough money to stay in business until the situation changes, luck may come his way?
Mr. SEILER. Yes; and to amplify your comment, sometimes in a
two-times- a-year market, if aperson has to live with a report for 6
months that lie strongly feels may have had asampling fluctuation in
it. lie may contact us about ordering an extra edition.
Mr. RICHARDSON. Mr. Seiler, we have had some discussion here in
the past on whether or not subscribers could come to your plant and
check the field work for areport done in his area. What is your company's policy ?
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Mr. SEILER. Our company's policy is that any client or other responsible person, whether they be client or not, is completely welcome
to come and check all of this work, including going through the
diaries.
Mr. RicHARnsox. Could anonsubscriber do the same thing?
Mr. SEILER. Yes, sir. By nonsubscriber Imean someone who would
have apotential interest in this, not some totally distinterested person
off the street.
Mr. RICHARDSON. Mr. Seiler, we have had your company supply
the income for aprior year to the subcommittee. In this income, what
percentage of the national television business related to national reports would you say your company has?
Mr. SEILER. Ido not, have the exact percentages here, but Ican state
that our figures show out of atotal income of $3,113,663 for the calendar year 1962. $114,722 came from our diary national, $35,031 from
our National Arbitron. with $2.963,910 from other nonnational sources,
mostly local.
Mr: RICHARDSON. We were not going to bave von put that in the
record. The question was. in your opinion, what percentage of the
national network television business does your company have ?
Mr. SEILER. I feel
will have to leave' my own figures that Thave
(riven you in the record and if the committee has the national income
from other services, the percentage could be computed. Tdo not, have
an exact figure on the income of the other services, which Iwould need
to make this percentage.
Mr. RICHARDSON. Would you make an estimate, since this seems to be
the business of these compfinies, as to the percentage of local station
business that you have?
Mr. SEILER..Iwould say, and Twant to make it clear that this is a
complete guess. because Ihave no idea of the income figures from other
sources. but. 1
.would say on the basis of station income for the local
market report that we would probably have at least a60-40 lead.
Mr. RirttArtnsox. Now, would yoU hazard an estimate on the national business or not ?
Mr. SEILER. From consulting with a staff member. I am informed
that agood estimate might be 10 percent or something under.
Mr. RICHARDSON. Is that an ARB staff member or amember of the
staff of this subcommittee?
Mr. SEtry.u. That is an ARR staff member.
Mr. RICHARDSON. Mr. Chairman. Mr. Sparger has just afew questions to ask of ARE.
Mr. SPAROER. Mr. Seiler. you stated just a moment ago that your
company has apolicy of allow'ing arepresentative of astation to come
in. particularly asubscriber, and he would be allowed to tabulate the
diaries: is that.correct?
Mr. SEILER. Yes. sir.
Mr. SPARGER. Would the names of any of the people that the diaries
bail been sent to in apast report be available to him?
Mr. SETLEE. T don't believe so. Tbelieve that our diaries work by
numbered code and the exact location by county and sampling unit. or
RRSIT. as we call it, would be on there *
.
Let TYle check.
The names are not on the diaries. The other information is.
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Also, Ibelieve we indicate to diary homes that their names will not
be publicly given out if they cooperate in the survey.
Mr. SPARGER. If abroadcaster wanted to find out from you the number of diaries you anticipated placing in an area, or, rather, the number
of attempts you would make to place the diaries in his particular
ittetro area, would you advise him of that, sir ?
Mr. SEILER. I don't believe that question had ever come up. We
would be more likely to give him the information as to the number we
expected to receive back to tabulate his report. If the question were
asked how many we planned to mail out, we would make our decision
as to his motive in asking that and if it were aresearch motive, we certainly would give it to him.
SPARGER. Ile could determine, generally, though, how many
placements you anticipate making if he had this other general information as to what your return was ?
Mr. SEILER. Now that we publish the return rate in each area. I
would say he certainly could compute it for himself.
Mr. SPARGER. Would abroadcaster, for example, or an advertising
agency research representative, be able to determine the number of
interviewers that you would have in amarket ?
Mr. SEILER. Not without difficulty.
Mr. SPARGER. Would von advise hint of this if he were to ask you ?
Mr. SEILER. At this point, Isee no reason why we would not.
Idon't recall ever having been asked.
Mr. SPARGER. Ihave here, sir, amemorandum of ARB dated October 20, 1961, which relates to the method by which ARB selects its
sa turtle. Is that correct ?
Mr. SEILER. Well, as of October 20, 1961, this certainly was the instructions we gave our field staff; ves, sir.
Mr. SPARGER. You advised Mr.
.Richardson and me, on request by
telephone, that if a broadcaSter wanted to see how you selected your
sample, you would have made this available to him. Is that correct,
sir?
Mr. SEILER. We would, and Iam advised that we have from time to
time.
Mr. SPARGER. From the information as to the estimated number of
diary placements that you anticipate, figured back from the percentages which you have in your report, and from this particular memorandum, could you not—as Mr. Crutchfield testified, if astation owner
were to obtain the name of ahome, could they not reverse the process
from this memo and determine on what line you would call people and
actually reverse the whole process and predict ARB's sample?
Maybe Iought to rephrase that.
Mr.' SEILER. No. Iunderstand. Iam trying to compute whether or
not there would be too much timelag by the time they got that information and did it for it to be any good.
Excuse me amoment.
Our consensus seems to be possible, but highly improbable.
Mr. SPARGER. Would it surprise you, sir, if we advised you that the
staff took one name in the directory from the Louisville telephone book
and later checked it against the material which you provided us and
had predicted within a reasonable margin those numbers you would
call during a4- week cycle ?
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Mr. SEILER. Iwould be impressed by that. Again, if such athing
as that ever were carried out in the field and could be done on atimely
basis, we certainly would change our procedures enough to prevent. its
happening in the future.
Mr. SPARGER. Wouldn't it be better, then, sir, while in this instance
you have apolicy of so much disclosure to people, if possibly you either
put out asample sheet of random numbers rather than the actual random numbers used, or even sent out the numbers to be called from the
home office ?
Mr. SEILER. Actually, this may be what we would do now to an outside contact.. We felt your position was a little bit different in this
and Iwould like to check that for just amoment.
Iam informed that the only ones to our recollection that have ever
been given out were obsolete ones. However, Ithank the committee
for pointing this out and we will certainly examine our procedures.
Mr. SPARGER. We were certain that it would probably be obsolete in
the future, too, sir.
We have one other question. You advised that in every market
across the country, you put in these blank diaries for peo pl e w ho wou ld
not, be home on an equal
'
percentage basis?
Mr. SEILER. Yes, sir.
Mr. SPARGER. Would you think, sir, that it might be better to put
in the blank diaries based on your experience in each market rather
than on an across- the-country basis ?
Mr. SEILER. We found—we used to do this, incidentally. It requires a great deal of additional labor and we found that although
there were large variances by months of the year, from market to
market, these tended to be quite small and we arbitrarily settled on the
procedure we now use for that reason. Iwould admit that if we did
it each time, market by market every month, that we would obtain a
slightly greater degree of accuracy.
This Ido not believe, however, makes any noticeable difference in
the results. But you are correct, it would be more accurate to do it
that way.
Mr. SPARGER. The staff has no further questions, Mr. Chairman.
The CHAIRMAN. Does any member of the committee have anything
further?
Mr. YOUNGER. Ihave one thing.
Idon't think we have had any information about the cost, the price
of your survey. Take the Louisville survey. What did you receive
for that ?
Mr. SEILER. In Louisville, Iam informed that on the basis of three
surveys per year, the net to a VHF station would run around $4,700
to $4,800.
Our service is sold to national advertisers and agencies on a somewhat different basis. I am informed that that price was at the time
of this survey we are discussing. Due to the increased material in the
new ones, it is slightly higher now.
In the case of national advertisers and agencies, we generally sell
what. we call the entire package, which would be all repor t
s th atwe d
o
all year in the entire country', and a large advertising agency would
pay approximately $20,000 ayear for this service.
Mr. YOUNGER. Thank you, Mr. Chairman.
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The CHAIRMAN. Well, Mr. Seiler, does that mean the station would
pay $4,700 or $4,800 for it ?
Mr. SEILER. For three surveys per year, yes; around $1,500 or $ 1,600
per complete survey.
The CHAIRMAN. Does that mean that if you have three television
stations in Louisville, each of the stations would take this survey made
three times ayear?
Mr. SEILER. We would hope that this would be the case. I don't
think it is in Louisville now, but we would like to have all three and
each one would pay approximately that rate, yes, sir.
In other words, there isn't a station price for the market which is
divided up among the stations and if all three come in, each one
pays less than for Just one.
The CHAIRMAN. In other words, you have aprice?
Mr. SEILER. We have aprice for each station and that is the price
for that station. In markets where we have no stations or perhaps
only one, we lose aconsiderable amount of money. If we perhaps, in
a seven- station market, had all seven stations, we might go in the
other direction there.
The CHAIRMAN. Well, is it conceivable that you could have made
such a survey in Louisville without any of the three stations purchasing?
Mr. SEILER. Yes, sir; and this is the case in some markets. Little
Rock, Ark., Ibelieve, was agood case a year or so ago, if you would
let me check that.
Yes; we did our regular schedule there with no clients whatsoever
and Ibelieve there are two or three stations there.
The CHAIRMAN. There are two stations there or three stations, depending upon who you are talking to right now about channel 7.
Mr. SEILER. Iwould rather not enter into that.
The CHAIRMAN. Iwould think so, but it is considered to be athreestation market.
Mr. SEILER. We certainly would make every attempt to get every
station who would be apotential client.
The CHAIRMAN. Would you give me acopy of that survey you made
for my own use? Iwould like to see it.
Mr. SEILER. Of Little Rock ?
The CHAIRMAN. Yes.
Mr. SEILER. I don't have it with me, but may Iput it in the mail
tonight?
The CHAIRMAN. If it is convenient.
Then you take the same information—I am just trying to nail it
down alittle bit in my mind—from the questions Mr. Sparger asked
you afew minutes ago.
You take the same survey made in the Louisville market and sell it
to an advertiser ?
Mr. SEILER. Yes, sir ; the same report.
The CHAIRMAN. Do you charge him any differentlyv ?
Mr. SEILER. Yes, sit; he pays less per market pe r survey than the
station in the market. The r‘asoning here is that the advertiser has
some interest in each market across the country in which he buys time,
whereas the local station has interest and ite of every t
itne period in
his own local market. The advertiser's cost per year, or the agency's
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cost, rather, might be considerably greater t
han a station's cost per
year. A. station may pay $4,800 per year and an advertising agency
may pay $20,000.
But on a per report basis, the advertiser and the agency pay considerably less.
The el IA IRMA N. Now, you will sell it either to an advertiser or to an
advertising afrency ?
Mr. SEILER. Yes, sir or to any other interested party.
The CnmamAx. In other words, if Iwanted it and came to you and
paid for it, Icould get it ?
Mr. SEILER. Actually, for a purely personal inspection and use, in
your case and another example might be educational groups, there
would be no charge for it.
The CiimamAx. I was going to say, don't misunderstand me, I am
not going to pay you for it.
Mr. SEILER. I might point out one other thing as to our position
in this industry. In dividing the users of these reports into the buyers
and sellers of time, you have two groups whose interests are sometimes
opposed. This is not true in the case of all stations or in the case of
all advertisers but generally. the stations and the selle rs oftim e wou ld
like to have the highest hontes reached and ratings possible and the
advertiser and his agency, in negotiating for the time and attempting
to buy it for as little as possible, might perhaps like to seee the gloomiest picture possible and perhaps lower numbers.
This is not true in every case. There could be conflicting interests
here and our feeling is that the one area of compromise which the
two can live with is the area closest to the true situation.
Our feeling is that we must stand between and be impartial to both
sides and simply produce to the best of our ability a record of the
actual situation.
This we are attempting to do, and as has been ably pointed out, we
are failing in many respects.
But I want to say again that with our limitations and wtli the
financial situation, we are trying to do the best we can.
The CHAIRMAN. I do not doubt that at all. Mr. Seiler, and I am
not going to get into that all over again as we did yesterday, but I
can see no other result than if the determination is then made on the
ratings, that a more accurate determination be made of the homes
reached.
Mr. Brotzman ?
Mr. BROTZMA N. Ihave one or two questions, Mr. Chairman. They
could possibly have been asked before.
Ihave in my hand, Mr. Seiler, acomplaint before the Federal Trade
Commission, docket No. C-289. Imerely wanted to ask two or three
questions about this.
Now, apparently the cease- and- desist order in this matter before
the Federal Trade Commission was issued on December 28, 1962. In
the last paragraph, you are advised, among other things, that within
60 days after service of this order upon the company, that you file
with the Commission a report in writing setting forth in detail the
manner and form in which you have complied with this order.
Now, my specific questions are directed to this order. First of all,
has such aletter been filed with the Federal Trade Commission as of
this time?
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Mr. SEILER. That matter is now pending. We have filed with the
FTC the required material. We have not received their decision
as to whether it complies, sir.
Mr. BROTZMAN. 1 understand that. But with regard to these six
basic provisions here that you have on the cease- and-desist order, if
I understood your statements throughout the testimony, you have
attempted to comply with these pronouncements; is that correct?
Mr. SEILER. Yes, sir.
Mr. BROTZMAN. And your letter is now in the process of being determined by the Federal Trade Commission whether or not you have
in fact complied ?
Mr. SEILER. Yes, sir.
The CHAIRMAN .Will you yield at that point ?
Mr. BROTZMAN. Yes of course.
The CHAIRMAN. This may be a little embarrassing, and I do not
intend it so at all. But it has been mentioned during the course of
the hearings, when the Chairman of the Federal Trade Commission
was here, the fact that these hearings were set and it became generally
known through the latter part of last year and it became more obvious
the early part of this year—did that have anything to do with your
.coming to terms with the Federal Trade Commission ?
Mr. SEILER. We had adeadline before which we had the choice of
signing a consent decrec or taking the matter into the courts. Regardless of the merits of the case we thought we might or might not
have, our feeling was that financially, this latter course would have
been one that would have been extremely hazardous to us in our
present situation. We also felt that we agreed in principle with the
matter of full disclosure and if certain changes could be made and
the matter settled, we felt most of these would be right in line with
our philosophy anyhow. So we signed the consent decree and we
did have acertain deadline by which we had to sign it.
The CHAIRMAN. Well, it is a rather strange situation, that this
whole matter has been under study and investigation for some 5or 6
.
years.
It started over on the other side of the Capitol and went along without anything really effective coming from it, even though in 1961 or
1962- 1961—we filed the Madow report ?
Mr. SPARGER. Yes, sir.
The CHAIRMAN. We knew that the matter had been before the Federal Trade Commission, that they had it at that time. Our staff had
been in contact with them, and they had been in contact with us. We
had watched the development., the progress they were making down
there.
And I came to a full realization, and I must say this, Mr. Seiler,
last fall that we had been pretty patient. We had gone along along
time without anybody doing anything.
With all the information we had, Idirected the staff to get together,
that we were going to open this thing up.
That began as far back as October. It did look like it was arather
unusual situation that after ahalf dozen years had gone by trying to
get something, all of asudden it started popping everywhere. That
is our judgment, and no reflection.
Ido not mean to say that critically. Isay it as amatter of fact. It
:sort of raises aquestion of whether or not the industry is actually doing
99-9-12-63— pt. 2--17
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what alot of us feel should be the principle and the procedure, and
that is policing itself, doing what should be done in the interest of the
public.
It certainly does point up an interesting question for us now, after
waiting and waiting and waiting for something to be done.
Iam sorry Itook your time, Mr. Brotzman.
Mr. BROTZ3IAN. Iwanted to go back to one thing you have already
testified to. I believe you stated yesterday, Mr. Seiler, that you do
not have aradio rating service. Is that not correct ?
M T. SEILER. That is correct.
We do not have any regular radio service. We may occasionally
do aspecial survey on special order having something to do with radio,
but we do not produce aregular rating service.
Mr. BROTZMAN. I thought you gave acandid reply that you didn't
know how to measure the rnarfzet, or something to that effect.
Mr. SEILER. Irepeat that reply today.
Mr. BRoTzmAN. That is your firm belief, then ?
Mr. SEILER. Yes, sir; that, combined with the fact that in view of
t
he much greater experimentation and fieldwork required to even
make astab at it, you are faced with the far smaller number of dollars
available from the radio industry to pay for such an effort. And we
have just never been able to make sense out of these two factors.
Mr. BitoTzmAx. Iwould just like to thank you for your candor and
your cooperation with the committee, Mr. Seiler.
Mr. SEILER. Iam most appreciative.
The (IIAIHM.IN. Mr. MOSS
Mr. Moss. Mr. Seiler, Ihave just afew questions.
Before Iask them, Iwould also like to express my appreciation for
what Iregard as amodel of candor and cooperation of this committee.
You deserve the compliment of our committee. Undoubtedly, your
cooperation has been of material assistance, to us in undertaking this
assignment.
Mr. SELLER. We are most grateful.
Mr. Moss. How reliable are ratings?
Mr. SEILER. Ican only say that they are aguide which perhaps can
limit the area somewhat in which your own good judgment should
operate, and for the making of practical business decisions in television, they are quite valuable.
Mr. Moss. Now, you measure and rate--Mr. SEILER. By ratings, I am also thinking of homes reached by
the station—homes and people.
Mr. Moss. That is what you measure—homes reached?
Mr. SEILER. Homes and people.
Mr. Moss. Homes and people ?
Mr.. SEILER. That we estimate are watching acertain station and a
certain program.
•Mr. Moss. You do not rate programs?
Mr. SEILER. If by rating them, we rank them in the order of number of viewers each one has, then we do; yes, sir.
Mr. Moss. You assign arating to programs, your national service?
Mr. SEILER. In our national service, we simply have a percentage,
I believe, of the total TV homes in the United States tuned to a
program..
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Mr. Moss. How much value would such arating have in determining the type of program the American public should be afforded?
Mr. SELLER. It would be, if properly used, a valuable indicator as
to the selections they were making from the available programing.
I know this has been said before, but I feel it, too. Other factors
certainly must enter into this picture, sir.
Mr. Moss. All it can possibly compare is the preference between
programs then available?
Mr. SELLER. This is correct. In iglit add one additional thing. We
do get in our diaries now, comments that the families wish to make on
ablank page we provide about television in general, their desires, their
complaints. And we have made digests of these comments from
different areas around the country, which some broadcasters have
found extremely interesting. There are
Mr. Moss. Do those indicate general satisfaction with the programinq?
Mr. SEILER. I would say this: A great many of them do. There
are some violent protests having to do with both programs and
commercials.
Mr. Moss. You have indicated that there appears to be some difference between viewing preferences of those ready to respond to adiary,
the keeping of adiary, and those unwilling to do that ?
Mr. SEILER. Yes, sir.
Mr. Moss. Is this a sufficiently significant. difference so that it
should be considered if a rating was to be utilized in programing?
Mr. SEILER. Considering all the other variances to which these rating estimates are subject, in my opinion this would be one of the
smaller ones. And again, it is difficult to make these decisions, because the person who has the decision to make must decide in his own
mind how big a variance he is willing to tolerate in the figures he is
using.
Mr. Moss. Of course, we have in this group, or excluded from this
group those who have no telephones ?
Mr. SEILER. Yes, sir.
Mr. Moss. And Inoted here afew weeks ago, in an article in one of
the local newspapers, indicating considerable concern on the part. of
telephone officials over the very large increase in the number of unlisted phones.
M T. SEILER. Yes, sir.
Mr. Moss. I think it was around 8-plus percentage of the total.
Mr. SEILER. It is much higher than that in New York, as an
example.
Mr. Moss. Yes, Ithink one place it went up to around 14 percent.
Mr. SELLER. You have apartment switchboards also with no separate numbers. This is aproblem.
Mr. Moss. What. type of people do we have in this group? You get
up to 8percent of the total telephones—you have a large number of
people.
Mr. SEILER. Yes, sir. We have also considered that factor, and we
have available some rather complete studies that measure the viewing
of nontelephone homes versus the viewing of telephone homes.
Mr. Moss. Is this determined from interviews ?
Mr. SEILER. This is determined from using diaries with both groups.
But of course the diaries to the nontelephone homes have to be placed
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and the interviewing done personally, or it has to be done by mail.
We do have. these studies. This problem has concerned us.
Again, the indications are that in most markets the differences in
viewing are so small between the nontelephone and telephone homes,
and the number of television homes not having telephones is so small,
that. these people would have to be tremendously different in order
to make much of adifference in the overall result.
Mr. Moss. Have you ever gone into acommunity, such as Louisville,
and undertaken two concurrent surveys, to determine whether using
adifferent group of viewers, concurrently with another group, whether
you would come up with any significant difference?
Mr. SEILER. Not in Louisville, no. But we did such a study in
Houston, Tex. We used two samples of, I believe, 250 completed
homes each, and we showed the two separately; then we showed the
two combined. We indicated the difference that might occur.
In Salt Lake City we have recently, in November, not recently, November 1960, completed some very extensive studies with two completely separate samples, and taking into consideration both telephone
and nontelephone homes. Ihave the result in this document. Icould
summarize by saying that the differences you might observe between
nontelephone and telephone homes are not of such nature to alarm us.
Obviously the larger samples you can use, the better off you are.
We are in favor of the largest samples the industry can afford. And
all other things being equal, the more sampling you can do, the better
off you are.
I would like to see them just as high as we can possibly get them.
There are very severe economic factors limiting us here.
Mr. Moss. The use of ratings has been characterized by some, the
rating itself, as the lifeblood of the industry—advertising, television.
If it is in fact, then they could not afford to use anything that is less
than adequate to give asufficiently large sample, to give ameaningful
picture of who is watching. In other words, the industry can either
afford an adequate survey or it should afford no survey, wouldn't you
say—if it is to be used as sort of a bible? I think the Nielsen becomes, on a national basis, for program purposes almost like the old
Oracle of Delphi—something you do not question.
Mr. SEILER. Ithink it is aquestion, again, of what your definition
of adequate is. One of the problems you have here is if you felt that
the industry today could not afford any larger or better sampling than
they have today, or any better work, you might say let's get rid of the
ratings. On the other hand, the alternative might be then depending
on audience mail, which perhaps will come from ahighly biased segment of the audience, or depend on word of mouth or hearsay, or just
plain guessing. And even surveys which are made in an unbiased
way, with a cross-section sampling, using very small samples are, in
my opinion, still better than your alternative.
Mr. Moss. If audience mail is like congressional mail, you can stimulate it in a hurry. And if you paid too much attention to it, you
would have an entirely wrong impression of what people want. •
Mr. SEILER. Icertainly would agree with that, in the case of mail to
radio stations and networks. You can have, as you have undoubtedly
seen repeated times, aprogram reaching millions of people and only
offending perhaps 2 percent—these 2 percent are the ones you hear
from. Our feeling is again that any properly done cross-section
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survey, even with arelatively small sample, is better than your alternatives that would be left if you threw it out. And essentially the industry is supported by the sale of acertain number of homes to whom
the station purports to deliver an advertising message. And if these
homes cannot be estimated in some way, the whole economics of the
industry would be in jeopardy. And the industry itself has a very
great interest in making these figures as accurate as they can. And
Ithink progress has been made over the years. Companies that have
not continually improved their service, in my opinion, have not done
very well. And Ifeel that, from the contacts we have with our clients,
that pressures are being exerted very strongly in the industry in this
direction, except it is avery difficult problem.
Samples, for example, which give you avariance, according to the
statistical chart, of four points either way would not have to be
doubled to make this two points either way, but would have to be
quadrupled. There are some serious problems here. I do not like
many of the uses to which these are being put, and many of the inadequate figures that we and others are issuing now any more than the
coin m lice.
Mr. Moss. Now, if we are going to use these, or misuse ratings, as
they are obviously being misused—would you agree they are being
misused ?
Mr. SEILER. In some instances they are certainly being misused.
Mr. Moss. When programs are taken off the air or kept on the air
because of them, aren't they being misused ?
Mr. SEILER. Not if-Mr. Moss. When you have aone or two point difference between a
show that stays on or one that goes off—that is within a reasonable
margin of error, is it not ?
Mr. SEILER. I would say certainly so.
If you use this information simply to establish the area in which a
program's audience lies, and you try
. to determine whether the audience to this program is marginal, and perhaps has a1or 2percent of
the homes tuned in, or whether it is reasonably good, and perhaps has
15 to 20 percent, tuned in, are very good and has 40 to 50 percent of
the homes tuned in—variances of apoint or two do not change the area
in which the audience lies. It is either agood program audiencewise
or not.
Mr. Moss. Isn't another important factor that enters into it the diversity of program offered the viewer in the area in which the sample
is made?
Mr. SEILER. Very much so.
Mr. Moss. If you have aone-station market, that is it, isn't it ? It
is on or it is off.
Mr. SEILER. That is correct.
Mr. Moss. If you have two, then there is at least an alternative.
Mr. SEILER. That is correct.
Mr. Moss. If you have three, then you have exposure on each of the
networks.
Mr. SEILER. That is correct.
Mr. Moss. You have some four- or five-station markets. I think
Mr. Younger's district—he was rather surprised yesterday to discover
that anonaffiliated station had the highest percentage of viewer homes,
the largest. number of viewer homes.
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Mr. SEILER. Ibelieve that was in certain periods.
Mr. Moss. In certain periods?
Mr. SEILER. Yes, sir.
Mr. Moss. Unless these surveys are carefully weighted to reflect the
availability of programing within the area in which the sampling is
taken, averysignificant
_
factor is overlooked, is it not ?
Mr. SEILER. Y es, sir.
Mr. Moss. If you project this on anational basis to arrive at what
appears to have emerged for network use, at least, as the standard—
you have avery faulty standard.
Mr. SEILER. Actually, in national reports these factors are taken into
consideration. The program is generally evaluated within the area
where it was available and could be viewed.
However, differing numbers of stations and differing competition
does make atremendous difference. Quite often a. program that has
a strong audience appeal but not tremendously so may get perhaps
up in the top 10 simply because it is in a time slot opposite 2 weak
programs. You take that same program that may be No. 1or No. 2
in the country, reschedule it opposite a formidable show, and it may
drop to 30 in the rankings—the same program. One of the points
I would like to submit to the committee is that a great deal of this
data should be handled by professionals, who are trained in its
usage, and who understand how it is produced and what its weaknesses
are. We would all be better off if this could occur.
Mr. Moss. If you worked from a fixed sample, how long can you
leave it fixed and have it representative in a day and age where the
very mobility of the population changes in characteristics over a period of just afew years?
Mr. SEILER. Well, you cannot leave it very long. If you have a
fixed sample, your normal procedure should be to modify this sample
at very frequent intervals. One technique for doing this is if your
sample is drawn on an area tract basis and you have inspected each
tract and sampled proportionately, to reinspect these tracts, even the
blank ones, at certain intervals. Some of them you will find were
vacant areas ayear ago and now have acomplete housing development
and should now get sampling. In others you have had dwelling units
torn down, the situation is changed, the sampling should be changed
also. And these have to be constantly modified and brought up to date.
You cannot just simply get afixed sample, install it, and run it from
here on in.
Mr. Moss. Ihave no further questions.
Mr. YOUNGER. From your experience, do you have any comments to
make with regard to the introduction of the all-channel receivers, the
possibility of the UHF broadcasting?
Mr. SEILER. Iam not an authority on this, but from our experience
in the field, I would say that the introduction of UHF would certainly solve alot of the problems of the availability of extra channels.
However, there is still an audience measurement of significant difference, especially in other areas, as to the power of the signal from a
VHF station and aUHF station.
Normally today if you have what we call amixed market, where you
have aVHF station and aUHF, even assuming that you had all-channel receivers and everyone in the local market could receive both, you
normally would find as you moved out beyond the metro into the outer
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area, arapid falling off of the ability to get asatisfactory picture from
the UHF and the VHF that would begin picking up and going out,
and would greatly excel! the UHF after you got out afew miles.
This has been our normal experience in audience measurement in
almost every situation.
Mr. YOUNGER. The manufacturers say that with the new type of
transmitter—they can transmit the UHF signal just as far as they can
the VHF.
Mr. SEILER. Ihave no knowledge of that, but it certainly would be a
welcome development.
The CHAIRMAN. Mr. Howze, did you say you have aquestion?
Mr. HOWZE. Yes, two or three. Mr. Seiler, Iwould like to try to
clear up a couple of things which have been discussed and ask one
question which Ithink has not been asked yet.
First, on the use of the term " ratings," isn't it so to the general
public and also perhaps during this hearing that the word " ratings"
or " rating" has been used in different senses? First, perhaps, to
designate any number that may appear in apocketpiece; and second,
to designate what you were at pains to describe yesterday, the metropolitan area rating?
Mr. SEILER. Iwould say that the rating concept began back in the
years when we were unable to measure astation stotal area. We in
those days used telephone coincidentals which by high toll charges
prevented us from surveying much out of the immediate city. And
most surveys afew years ago consisted only of metro ratings.
Our own did recently, until afew years ago.
Mr. HOWZE. Mr. Seiler, Ido not want to interrupt your excursion
into past history, but the question was, don't you think the term
"rating" or "ratings" is used in different senses—the broader sense
and the narrower sense, today ?
Mr. SEILER. Yes, sir, the narrower sense being the strict metro
rating—the broad sense meaning any audience measurement, people
tuned to aprogram.
Mr. HOWZE. You made adistinction between the rating figure and
the sets-in-use figure—I beg your pardon—the share-of-audience
figure.
Mr. SEILER. Yes, sir.
Mr. HOWZE. Isn't it almost invariably so that in apocketpiece report for any given time segment the share of audience figure will be
considerably larger ?
Mr. SEILER. Yes.
Mr. HOWZE. Than the rating figure used in the narrower sense?
Mr. SEILER. It would be in every case, unless you had 100 percent
tune in, because the rating figure is the percent of homes tuned in of
all homes with television. The share figure is the percent of homes
tuned to a station, only of those who have their sets turned on to
something.
Mr. HowzE. Have you ever seen, in your experience in this business,
newspaper or trade publication advert isements by local radio or television stations where the higher share figure has been represented as
the rating figure to the publie, to advertisers ?
Mr. ST:ILER. Icannot think of aspecific example right at this moment. But in my opinion, over the Years Ihave seen a number of
these—not as much recently as in past 'ears.
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Mr. HOWZE. Would you regard that as a misrepresentation on the
part of the advertising station ?
Mr. SEILER. Unless it was clearly defined that, this was a share of
the audience, and not a rating, I certainly would. And we would
strongly oppose this usage by any of our clients.
Mr. HOWZE. To your knowledge has the Federal Trade Commission
ever taken any interest, in that. kind of misrepresentation, of ashare
figure as arating figure?
Mr. SEILER. They have mentioned an interest in advertisements by
television stations. Ido not recall mention of that specific point; they
may have.
Mr. HOWZE. Ihave no further questions, Mr. Chairman.
The CHAIRMAN. Mr. Seiler, I want to also address our thanks to
you for your candor and your able presentation to the committee
throughout these days that you have been on the witness stand. You
have been exceedingly helpful. There is no doubt in my mind you are
very capable and knowledgeabl e i
n th e b
us i
ness th atyou are associated with. I think it is commendable that you have responded to
the work that has been accomplished, both from the Madow report
and other adjustments that have occurred when these hearings got
underwa v, and leading up to them.
I do not indicate by this that I am thoroughly satisfied with the
methods that are used. There may not be any better method. Idon't
know.
But your cooperation with the committee and with the committee
staff during the course of this investigation is commendable.
On behalf of the committee Iwant to thank you for it.
Mr. SEILER. I am most appreciati ve . I just, want to say that you
have certainly brought out in these hearings that we have some very
severe problems. We hope that out of all the information that is
going to be developed here will come some things that will help us to
asolution.
Thank you very much.
The CHAIRMAN. Do you think that there should be some legislative action in this matter?
Mr. SEILER. I cannot frankly think of any specifically that will
be of assistance in the problems we have. I think exposure of what
is being done, the way the companies are operating, and exposure of
the specific problems will certainly help the industry. Ithink there
are responsible members in the industry. My vote would certainly
go for the industry having achance to do the job.
The CHAIRMAN. Well, I would like to share your comment that
there are responsible people in the industry. But I would also like
to say from what I think is very obvious, there are some irresponsible people in the industry, too. Ithink that is something the committee cannot overlook.
Well, do you think that there should be standards set. for the operation of abusiness of this kind ?
Mr. SELLER. I think it would be very difficult to set them because
certainly standards that a group of eminent authorities in the field
would set could conceivably be well above anything the industry could
afford.
Ido not. know quite how this would work.
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Icertainly do feel that any misrepresentation in this industry should
be exposed to the light of day, so that all the industry members are
aware of the problems here that perhaps they were not, aware of
before. And I feel these hearings are certainly going to bring those
out.
The CHAIRMAN. What about inequities?
Mr. SEILER. Including those of ARB and other companies. And
I think if inequities are exposed that action certainly will be taken
within the industry.
In my opinion it is a very difficult problem. Ithink this committee with these hearings and with the Madow report has made perhaps
one of the largest contributions to helping us that I can recall in
many years of experience in this field.
The CHAIRMAN. Again, thank you very much on behalf of the committee for your appearance and your cooperation and your presentation.
Mr. SEILER. Thank you, Mr. Chairman.
The CHAIRMAN. Our next witness is Mr. Frank G. Stisser.
Are you Mr. Stisser?
Mr. '
SUMER. Iam, sir.
The CHAIRMAN. Do you have anyone with you that you wish to be
associated with you here ?
Mr. STISSER. I would like to have Mr. Borker, who is an officer of
our company, if Icould.
The CHAIRMAN. Will you gentlemen be sworn.
Do you and each of you solemnly swear the testimony you give to
the committee to be the truth, the whole truth, and nothing but the
truth, so help you God ?
Mr. BORNER. Ido.
Mr. STISSER. Ido.
The CHAIRMAN. Have aseat.
First, Mr. Stisser, will you identify yourself for the record?
TESTIMONY OF FRANK G. STISSER, PRESIDENT, C. E. HOOPER, INC.,
ACCOMPANIED BY WALLACE J. HOMER, SECRETARY AND
COUNSEL, C. E. HOOPER, INC.
Mr. STISSER. My name is Frank Stisser. I am president of C. E.
Hooper, Inc., New York City.
The CHAIRMAN. And Iassume you must assume that we know who
C. E. Hooper is, but the record doesn't. Will you describe what C. E.
Hooper is?
Mr. STISSER. We are in the radio ratings business, publishing a
service called Hooper Ratings, and we are also in the telephone marketing research business.
The CHAIRMAN. C.
E. Hooper is acorporation ?
Mr. STISSER. Yes, sir.
The CHAIRMAN. And where is its offices ?
Mr. STISSER. Our sales and executive offices are in New York City,
at 375 Park Avenue. Our production office is in Wilton, Conn.
The CHAIRMAN. What is your position with C. E. Hooper?
Mr. STISSER. Iam president.
The CHAIRMAN. Is C. E. Hooper a public stock ownership company ?
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Mr. STISSER. No, sir.
The CHAIRMAN. Is it afamily-owned company ?
Mr. SrissEa. It was up until about 2 months ago, completely.
The CHAIRMAN. What is the ownership now?
Mr. STISSER. There are eight stockholders, all of whom are employees.
The CHAIRMAN. Either in New York or in Connecticut?
Mr. STISSER. That is right, sir.
The CHAIRMAN. I think perhaps you had better identify your
associate for the record.
Mr. STISSER. This is Mr. Wallace J. Borker, who is the company
counsel and also secretary of the corporation.
The CHAIRMAN. Are you organized under the State of Illinois? I
mean, the State of New York?
Mr. BORKER. Yes, sir, we are aNew York corporation, qualified to
do business in Connecticut.
The CHAIRMAN. Do you have astatement that you wish to present
first, Mr. Stisser?
Mr. STISSER. Sir, Iwould like to read just part of it. Iwill leave
out the technical aspects, which I am sure we will get into in the
questions.
The CIIAIRMAN. Iwould like at this point—Ihave been intending
to announce this, because I think the record should show it., and
everyone should know, that we have with us Dr. Herbert. Arkin, head
of the Division of Business Statistics, College of the City of New
York, who is the statistical consultant to the subcommittee. He has
been with us now and is with us in case we need the services of a
statistician. Ithink it should be known by those who are testifying,
as well as others.
You may proceed.
Mr. STISSER. I appreciate the opportunity to appear before your
committee to testify at, these hearings which are of vital importance
not only to every company engaged in the rating industry, in broadcasting and in advertising, but to the public interest generally.
The Hooper organization of which Iam now president and on whose
behalf I appear was founded close to 30 years ago by Claude E.
Hooper. In the intervening years, the word "Hooper" has become
a synonym, within and without the broadcasting industry, for the
term "rating." At present, our company publishes broadcast audience measurement reports covering local radio stations, on a regular
basis, in approximately 60 markets and, as the demand requires, publishes similar reports covering approximately 80 to 100 additional
markets. We do not cover either local or network television, nor do
we publish anetwork radio report.
In considering my testimony or in reviewing any of the material
that we have heretofore or may hereafter furnish, I would ask that
you bear in mind that in the performance of their day-to-day duties,
members of the FIooper organization remain ever cognizant that
participation in the rating industry, abasic service to the broadcasting
industry, carries the inherent responsibility to produce aproduct meeting the optimum in standards for accuracy, impartiality and integrity.
We, of the Hooper organization, are deeply aware of this responsibility, and there is no compensation of any kind which could pos-
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sibly justify arelaxation of those standards which, if lowered, might
jeopardize the reputation and standing that we like to believe we
have established during our 30-year history.
As I commence my remarks on the preparation of rating reports
and the uses made thereof, Ishould like to clarify for the record that
all references which I may make to ratings and/or reports, refer
solely to the work product and standards of the Hooper company.
In order to appraise arating report, it is essential to first understand
precisely what that report is intended to accomplish. At the forepart
of every Hooper report, there appears the following statement with
respect to the purpose of the report :
It is the function of this report to establish measurements showing the comparative size and distribution of broadcast audiences among telephone homes
in the city zone of a specific city. The actual homes to which these measurements apply are telephone homes listed in the telephone directory ( ies) for this
city which are included in the non-toll-call area.
It is unfortunately afact that many people, particularly those who
are not in the broadcasting industry, do not realize that ratings, although based on statistical data, do not reflect nor are they intended
to reflect, mathematical certainty. Although it is axiomatic that
there is no magic in statistics per se, many people, for one reason or
another, fail to recognize that fact. The misconception appears to
arise in the often misunderstood belief that if something can be expressed in numbers, it must be so.
On the other hand, those of us in the rating industry, as well as
those in other industries whom we serve, recognize that the emphasis
should not be on the numbers, as such, but rather how the numbers
were obtained and what they signify.
From the proceedings of this committee to date, and my review of
the comprehensive Madow report, I recognize that this committee
has long recognized the validity of the statement that I have made.
It is my hope. that as aresult of these hearings there will come afuller
and more realistic understanding of the true function of the rating
industry by those that. it serves and, at the same time we, who are
privileged to consider ourselves apart of the industry, will be better
able to comprehend and satisfy the needs of our customers.
Ihave two pages here going into our method.
Ijust simply want to say in closing, may I note on the record that
the Hooper organization has been impressed with the knowledge,
perceptiveness and understanding of the objectives, operations and
problems of the rating industry, so vividly evidenced by members of
your staff in the course of their discussions with our personnel and
in their review of the documentary information and statistical analyses
which we furnished at their request.
May Ialso again express my personal thanks and that of my company for this opportunity to participate in this hearing.
Ijust want to add one thing. In my dealings with Mr. Richardson
and Mr. Sparger I am very impressed with their fairness. What
really impresses nie is the tremendous knowledge they have gained
about the rating industry. Ijust wish that some of the people who
use the ratings had that same knowledge.
The CI [AIRMAN. Does that conclude your statement ?
Mr. STISSER. Yes, sir.
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(The remainder of Mr. Stisser's statement follows:)
The statistical data, required for the preparation of the Hooper reports which
reflect audience measurement of local radio stations, is gathered by use of what
are commonly referred to as the "coincidental" or "duplexcoincidental" methods.
These methods, formulated on the premise that they offer the optimum means
of obtaining accurate statistical data at a cost sufficiently economical to be
justifiable at the local market level, involve direct telephone inquiry being
made to residences in the area under survey, such residents selected at random
from listings in the nontoll call area of the local telephone directory ( les).
In each call the interviewer asks the respondent whether he was listening to
the radio at the time the call was received, if so, the station ( including program and dialsetting) to which he was listening and whether anyone else
in the home was listening to any other radio at that time. The "duplexcoincidental" method differs only in that the inquiry is not only directed to the
station that the respondent was listening to at the time of the call but also to the
station, if any, to which the respondent was listening during the immediately preceding quarter hour.
In appraising the qualitative value of any rating report, one point is basic:
unless the statistical data lias been properly, accurately and objectively obtained,
the resultant rating and the analysis thereof must, of necessity, be inaccurate
and unreliable. Consequently, to insure accuracy of basic statistical data, the
Hooper Co. makes a concentrated effort to select qualified interviewers, offers
a comprehensive training and instructional program keyed to the needs of the interviewers, and closely supervises the interviewers both before and during the
actual survey.
Each interviewer is carefully screened before selection: a
standardized training manual and detailed instruction sheets are furnished
to each interviewer prior to the commencement of the survey, and supervisory
personnel are generally sent to the area being surveyed in order to insure
that the survey itself is properly and efficiently conducted. During the course
of a survey, we make, from our Wilton, Conn., research facility, telephonic contact with the interviewers on a spot basis. In that call we obtain from the interviewer the last two telephone numbers called, and by way of a check, we
immediately call directly the aforesaid respondents to determine not only
whether the interviewer made the call, but, of even greater importance, by
way of a qualitative check, to determine the accurracy of the information
recorded by the interviewer.
The interviewers are required to return to our Wilton, Conn., center, forthwith
upon completion of the survey, the completed interview sheets previously furnished to them, on which there is printed the questions to be asked with places
and instructions for recording the answers of the respondent. Upon receipt of
this data, it is reviewed, checked and tabulated by our staff. In the course of the
tabulation, we ascertain on an individual basis apparent data variances, and
also check on other aspects of performance of the type which hear on our
maintenance of quality standards. A large number of our interviewers have
worked for Hooper for many years, and in many cases the services of these
same people are utilized in connection with our marketing research work. This
results in increased interviewing exposure, thereby furnishing us with further
checks on interviewer quality.
Hooper standard rating reports are available to anyone who wishes to subscribe. Members of our organization are available to any subscriber desiring a
clarification or explanation that may not be included in the report itself. Each
report contains a code of practice that has long been a hallmark of the Hooper
organization. This code deals with the use that may be made by any subscriber
of the report itself or any of the information or conclusions stated therein. We
do everything within our power to enforce strict compliance with this code.
We. of the Hooper Co., are indeed desirous, within the limits of economic feasibility, to continue to improve the service that we render to our customers both
within and without the broadcast industry. Although we feel that the information furnished in our reports is sufficient to enable our customers to effectively
utilize the report for the purposes for which it was prepared, we would most assuredly support any industrywide project undertaken alone or in conjunction
with your committee, to further clarify or, to the degree possible, supplement or
improve the standards and techniques presently being used.
In closing, may I note on the record that the Hooper organization has been
impressed with the knowledge, perceptiveness and understanding of the objectives. operations and problems of the rating industry, so vividly evidenced by
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members of your staff in the course of their discussions with our personnel and
in their review of the documentary information and statistical analyses which
we furnished at their request.
May I also again express my personal thanks and that of my company, for
this opportunity to participate in this hearing?

The CHAIRMAN. It is somewhat interesting a course, your statement, calling attention to what is the intention and the importance
of a fuller and more realistic understanding of the rating industry
by those served.
I would like to hear you explain something about how it. is used.
We would like to know something about the use of it, too.
Mr. STISSER. Sir, Ithink alot of these hearings have dealt with misuse of ratings. I think as Jim Seiler expressed so ably before, this
is agigantic problem that all of the honest practitioners in this business face.
Sometimes—I am sure most of the time they are overused. And I
do not, think this is good for us nor for the industry. I do not, of
course, know specifically how they are used in all cases.
In our reports, we are publishing only city zone ratings. We do
not, attempt to project our figures, because we are not surveying anybody's coverage area. What we are trying to publish in the radio
business is acomparative index of how one station's program is doing
in audience exposure as compared to another.
As Jim Seiler pointed out, it is a very, very difficult medium to
measure. I imagine we, will get into the methods later.
The CHAIRMAN. You mentioned the niisuse and the overuse. You
take the ratings. You have been in this business—how long have you
been president ?
Mr. STISSER. Ihave been president for 5years now, sir.
The CHAIRMAN. How long have you been with the company?
Mr. STISSER. Eleven years.
The CHAIRMAN. Eleven years with a 30-year- old company. You
take them for some purpose—and that is to serve your client. You
must have a pretty good knowledge of what they do with them.
Mr. STISSER. Most of our basic knowledge, sir, is of how radio stations use them. I have for years felt that the prime value of our
service was as amanagement tool to a radio station. I sincerely believe that an awful lot of our clients use our reports as aguide to how
they are doing.
ône of the values of the reports is they are sensitive, and as acoinparitive index, this is very valuable. I do not think, very frankly,
that our reports, since they are not truly projectable ratings, are
used too often in the buying and selling of time. At least they can
only be used as apartial indication.
The CHAIRMAN. And then you start off by acknowledging the fact
that your ratings are not truly, using your words—truly projectable
reports.
Mr. STISSER. Ido, sir.
The CHAIRMAN. Do your clients accept these reports with that
understanding ?
Mr. STISSER. Yes, sir.
The CHAIRMAN. Maybe the Chairman of the Federal Trade Commission was right the other day, then.
Mr. Richardson ?
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Mr. RICHARDSON. Thank you, Mr. Chairman.
Since the Federal Trade Commission was just mentioned, has the
Federal Trade Commission visited your operations?
Mr. STISSER. Yes, sir; several times.
Mr. RICHARDSON. Did it visit your operation in New York City?
Mr. STISSER. Yes.
Mr. RicuAnnsoN.. Did it visit your operation in Wilton, Conn.?
Mr. STISSER. Not to my knowledge.
Mr. Rionnunsox. It did not visit your field plant.
State the different types of surveys you do in relation to local
radio.
Mr. STISSER. Basically we publish what we call indexes which
are day part reflections, just showing sets in use and share of audience,
overall, morning, afternoon, evening, et cetera. In most cities at
the end of a3-month period we accumulate the data of those 3months
and publish ahalf-hour breakdown of this information.
Mr. RICHARDSON. You stated that you go regularly into 60 markets, and into other markets not on a regular basis, the total being
approximately 180, is that correct?
Mr. STissER. Right. The 60 markets we serve 1week every month,
12 months ayear. Others less than that.
Mr. RICIIARDSON. In a situation where you would serve a market
every month of the year, you would put out four reports a year for
that market.
Mr. STISSER. Typically, yes, sir.
Mr. RICHARDSON. In the other markets, how often would you normally put out reports?
Mr. STISSER. As few as one time a year, of course, and three or
four times in some other cases. But the report schedule is different.
Mr. RICHARDSON. Your report, then, basically is a 3-month report,
is that correct?
Mr. STISSER. Right.
Mr. RICHARDSON. Do you ever publish for use a report which is
taken for only 1month?
Mr. STISSER. We have, yes.
Mr. RultrAunsos. Is this anormal practice?
Mr. STISSER. It is done quite often. In our 3-month reports, we
interview the first week typically of each of the 3months, and combine that. In some other cases we interview 3 consecutive weeks in
1month, or aweek and ahalf in 2consecutive months.
Mr. RicHARn,sox. How much does a Hooper report cost? I know
the costs vary.
Mr. STISSER. It varies by the detail. Primarily—I would say our
normal 3-month daytime report costs one station for the 3 months
$1,050. In all of our cities, the cost of the reports are shared by
participating stations. It becomes a flat rate after the third subscriber.
Mr. RICHARDSON. You have mentioned that you do these reports on
a3-month basis. What is your method of obtaining information for
these reports?
Mr. STISSER. Ido not understand.
Mr. RICHARDSON. Do you use the. telephone method?
Mr. STISSER. Oh, yes, the telephone duplexcoincidental method.
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A'rr. RionAnnsoN. What other types of reports will your company
make?
Mr. STissrit. We have done some personal coincidental surveys of
car radio audience. That was the only other kind that I know of.
We do a considerable amount of telephone marketing research. But
as far as broadcasting is concerned, that is all.
Mr. RICHARDSON. First of all, would you explain duplex coincidental for the members of the committee?
Mr. STISSER. Yes, sir. Coincidental is simply calling somebody on
the phone and finding out if they are listening to the radio at the
time the phone rang, what program ? what station ? what dial reading?
The duplex part is that we ask that same home what they were listening to in the preceding 15- minute period, that is a maximum 15minute recall. If we are making the call right now, it is 2 minutes
after 4, according to my watch, it would be arecall of only 2minutes.
We feel that this, of course, increases, the call base cases. We would
prefer not to duplex; it is an economic thing.
Mr. RICHARDSON. Concerning this duplexing, maybe I just found
out something Ididn't know—when you said it would be a2-minute
recall, does not your operator call and say, through the regular procedure, "What are you listening to now" ?
Mr. STISSER. Yes, sir.
Mr. RICHARDSON. "What were you listening to as of 15 minutes
abfro" 2•
Mr. STISSER. What she says is, "What were you listening to in the
previous 15- minute period" which was from 3 :45 to 4 o'clock.
Mr. RICHARDSON. How do you accomplish your car radio interviewing? Iknow you do it by persons.
Mr. STISSER. Right. We typically hire male college students,
preferably statistics students, somewhere in the market. We pick out
street intersect ions throughout the city, and these people stand on
the street corner and wait for the red light—after we have gotten the
police department's permission—and they physically stick their head
in the car window, to see if the radio is on, and try to find out what
station it is tuned to. And they go right around that intersection.
We try to get a street intersection like that, so we get cars going in
and out of the city, and going across in both directions. They go right
around the corner clockwise.
Mr. RicHARDsorr. Do you, as a normal method, combine such type
interviewing with your in-home interviewing ?
Mr. STISSER. No, sir; there is no way of doing it, that I know of.
Mr. RICHARDSON. How many employees do you have, permanent
employees, with Hooper Co.?
Mr. STISSER. Ibelieve the figure is 125 now, in our total business.
Mr. RICHARDSON. These are permanent, full-time employees?
Mr. STISSER. Yes, sir.
Mr. RICHARDSON. Are your interviewers permanent employees?
Mr. STISSER. NO, Sir.
Mr. RICHARDSON. Are they full-time employees while they are
working for you?
Mr. STISSER. I guess not. I don't know what the term " full-time
employee" means.
Mr. RICHARDSON. Do they work by the month ?
Mr. STISSER. No, they work by the hour.
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Mr. RICHARDSON. How do you hire your interviewers ?
Mr. STISSER. We have traveling supervisors who work out of our
Wilton, Conn., office—field staff office. When we need an interviewing staff in the market, they go into the market, through various contacts—many times it is applications we receive, sometimes employment agencies, sometimes the telephone company—we get the names of
people who are interested in telephone survey work.
The supervisor personally goes to visit these people and hires them
or does not hire them—this is her decision. She trains them. They
do practice interviewing in front of her. Ithink that is the way we
get them.
Of course, in 30 years we have accumulated an awful lot of them, so
we don't—
Mr. RICHARDSON. How many supervisors do you have to supervise
this type of work ?
Mr. STISSER. I think Ihave the exact figure. Just asecond. We
have 50 area supervisors and 307 key interviewers. A key interviewer is the head interviewer in aspecific town.
Mr. ROGERS of Florida. How many key interviewers ?
Mr. STISSER. 307, sir.
Mr. ROGERS of Florida. Permanently on your payroll?
Mr. STISSER. No; they are paid a monthly retainer fee. They are
paid the retainer every month, plus they are paid on an hourly basis
in addition to that.
Mr. ROGERS of Florida. Isee. Thank you.
Mr. RICHARDSON. Thank you, Mr. Rogers. How many reports a
year will your company produce ?
Mr. STISSER. Last year we published 317 reports. That is broadcast year 1961-62.
Mr. RICHARDSON. Since we have had another coincidental duplexing system here this week, Mr. Stisser, how many calls does one of
your interviewers attempt in a15-minute period ?
Mr. STISSER. They copy 18 numbers per 15-minute period ont of
the phone book. They average approximately 60 attempted calls an
hour, alittle bit more than that.
Mr. RICHARDSON. Of these 60, what percentage of that number
would be completed?
Mr. SrissErt. As of our February interviewing, I have acouple of
examples on apercentage of completed calls. This is dated February
1963. Our interviewing in Dallas showed a completion rate of 54.3.
percent; Chicago, 66.6; New Orleans, 57.8; Los Angeles, 55; New
York, 60.8.
Mr. RICHARDSON. This would total, then, somewhere around 30 completed calls an hour.
Mr. STISSER. Thirty to thirty-five.
Mr. RicumtnsoN. Since it appeared that the other company had
about 180 completed calls in an hour, they must be much more efficient than C. E. Hooper. Would you have a comment to make on
that, Mr. Stisser ?
Mr. SnssER. No—but Ithink we ought to talk to our field staff.
Mr. RICHARDSON. Mr. Stisser, do you have any of the interviewingsheets that your interviewers would use with you ?
Mr. STISSER. Yes, sir.
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Mr. RICHARDSON. I see a problem in looking at this interviewing
sheet. It says “ 15-minute period now" on the top at one side. And
over on the other side in agreen area it says " 15 minutes ago."
Mr. STISSER. Yes.
Mr. RICHARDSON. Now, you just stated that the interviewer asks
"what are you listening to now." And is it 15 minutes ago, as your
form says, or is it in the prior 15-minute period, as you said ?
Mr. STISSER. It is as Isaid. In that space where it says " 15 minutes
ago" they write in—Imean if it were now—that is between 3 :45 and
4. The person is credited in that section if they were listening at any
time, of course, during that 15-minute period.
Mr. RICHARDSON. Mr. Stisser, each of the members has a copy of
one of your interviewing sheets. Would you briefly explain how one
of your interviewers will conduct the interviews and place the information on these sheets ?
Mr. Sussnu. Sure.
Prior to the survey itself, 3or 4days before, they are assigned certain pages and columns and numbers in the telephone directory to
copy on their interviewing sheet.
As Isaid before, they copy 18 numbers on each 15-minute interviewing sheet, and then at a previously assigned time, they start their
interviewing.
They dial the number. There is afirst box "DA" that means "don't
answer."
They allow the phone to ring six either single or six double rings.
They put adot for each time the telephone rings, so that we can keep
a record of whether people typically answer their telephone on the
third or fourth ring or what.
If after six rings the telephone is not answered, that box is checked.
In our method of survey, since it is in home radio audience only, a
"don't answer" telephone call is considered to be anonlistening home
as far as that in home radio survey is concerned.
The second box, "the line is busy," and "refusal."
The first question when the person answers the phone is "this is a
Hooper radio survey. Were you listening to the radio when the
telephone rang just now?"
We ask the person for station call letters. We ask the person for
the program. And we probe there to find any kind of programing
information that is identifiable. Typically, people who are listening
to the radio will give you anebulous answer like, "Oh, Iam listening
to music," or "Iam listening to talk."
The programing is nowhere as specific, of course, as it is on television. So the program question is a difficult one. And we try
to get some indication.
Then we ask the person to physically leave their telephone, if they
will, and look at their dial and tell us about where it is set. Those
forms of information are put on that sheet.
After that question is asked, if that person says "Yes, Iam listening." after the information is obtained we say " Is anyone else listening to another radio now?" And that is for the same program information. If the first person was not listening, we say, "Is anyone
in your home listening to any radio now ?" Also program information.
99-9•12-63—pt. 2--18
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We then go through exactly the same questioning on the previous
15-minute period. We ask the person to tell us how many people
were listening to radio when the call came in, and we ask for the
age and sex in three age breakdowns. We also, in that section, circle the age and sex of the person who answered the telephone.
Mr. RICHARDSON. How long will an interviewer work at one time
period ?
Mr. STISSER. Never longer than 2hours—a 2-hour shift is normal.
They have two 2- minute breaks each hour.
Mr. RICHARDSON. ISthat each hour or each 15 minutes?
Mr. STISSER. Ithink it is each 15 minutes—I am not sure. Where
that started was back where most programing was network—they
used to have commercials during those periods, and Iguess they didn't
want people disturbed while the commercial was going on.
Mr. RicHARnsox. How do you coordinate to assure that you have
continuous interviewing, since you use the coincidental method ?
Mr. STISSER. The interviewing is all assigned out of our Wilton,
Conn., field staff office. In atypical city, we have at least one interviewer interviewing at all times. The hours are broken, as Isaid, into
2-hour shifts. A typical interviewer will interview 4 hours a day
in two 2-hour shifts, with usually a 2- or 4-hour period in between.
This is all coordinated, to answer your question, from Wilton.
Mr. RicHARnsox. Do these interviewers work for other broadcast
research measurement firms ?
Mr. STISSER. In most cases I do not think so. We would rather
have them not but, of course, we cannot control this.
Mr. RicHARnsoN. So you do not actually know whether or not they
work for other research firms.
Mr. STissm. We try to find out periodically with aquestion. When
they are first hired, their background so far as any possible connection with stations or advertisers is checked. Periodically we send out
sheets to find out what other survey work they do do. Our marketing
research interviewers do in many cases, Iknow, work for other people.
Mr. Ricii Am:0N. There has been considerable discussion during
these hearings about the possibility of an interviewer, under the different types of methods, simply filling out an interviewing sheet. In
other words, the person doing the personal interviewing, if it is raining outside, might sit under the eaves and fill out the papers. By the
same token, if one were using the telephone method, he might simply
write in the results desired.
What does your company attempt to do to solve this problem ?
Mr. STISSER. This is, I think, the biggest problem of all research
companies, and that is controlling the accuracy of their local fieldwork.
We for years have used asystem we call nickeling, whereby an interviewer is called on the telephone while she is supposed to be working.
We break through between phone calls, if the phone is busy, which it
should be. When we break through, we ask for the last two numbers
she has called and what each of these people said. Then we in turn
call those two numbers back to find out whether they have just been
called, and what they have said.
Recently the telephone company came out with what are called
watts telephones. This nickeling procedure, instead of being carried

BROADCAST

RATINGS

689

on by our local supervisors, is now carried on directly by our national
field staff in Wilson, Conn. Periodically, at unannounced intervals,
every interviewer in the country is nickeled. This was back when
telephone calls were only anickel.
Mr. Ricnaitnsox. Are the interviewers aware that this may occur at
any time?
Mr. STISSER. Yes.
Mr. IlicHARDsoN. But they do not know when ?
Mr. STISSER. It is aveiled threat, Ithink, primarily.
Mr. RICHARDSON. Mr. Stisser, do station managers know the dates
at which your interviewing will be concluded?
Mr. STISSER. Normally they do.
Mr. RicHAnDsox. Is this all stations, or just subscribers?
Mr. STISSER. All stations.
Mr. RICHARDSON. Do you, before you conduct asurvey in each market, send out information that a survey will be conducted at certain
periods?
Mr. STISSER. Yes.
Mr. ItionAmisoN. Does not this allow a station to what has been
described here as hypo, during the interviewing week ?
Mr. STISSER. It certainly does. Of course this is a great problem
in radio research. It is particularly aproblem in markets where you
survey only once ayear, or once every 2years. A person could save
up their promotional budget for a whole year and put it in during a
rating period.
In such cases, we have tried, recently, to get the stations to agree—
in t
hese cases of course we do not go in unless we have a station
order, which makes it a problem. But in Mobile, Ala., for example,
we got, I think, two or three subscribing stations to agree, last year,
that we would take a survey sometime between the 1st of January
and the 31st of March and set it up that way, with our Wilton field
staff. And they did not even tell us in New York when it was done
until after the interviewing had been completed.
It. seems of course making as many phone calls as we do, once it
starts, especially in the smaller markets, everybody knows about it.
But. at least they did not know about it until maybe the second day.
Mr. BROTZMAN. Would it be necessary to advise these people when
you were going to conduct the survey ?
Mr. SussEn. In our continuing cities, sir, we have set up apattern
of interviewing the first week of every month unless there is aspecial
holiday or the world's series or something during that period. This
has been done.
Since these are continuing records, comparability is pretty important.
Also, when you are going in every fourth week—there is a 3- week
gap between interviewing—for a guy to promote during one week
does not have the same effect as if there were aonetime survey there
in a year.
We have tried, in some markets where promotion is agigantic problem, to set up different weeks, the first week of one month, the third
week of another, and not tell anybody. But this way you sometimes
have a 6- week gap between interviewing, and other times a 2- week
gap.
As apractical matter, it does not work.
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Also, in San Antonio, l'ex., I remember one time when there was
some heavy promotion going on during the first week of the month,
which was arating week, we on our own also surveyed the second and
third weeks to find out what difference it made; and the two stations
that were promoting so heavily both were higher during the third
week than they were during the week they were promoting, which
maybe, Iguess, indicates that promotion takes some time to build up.
I do not think that promotion during the rating week itself always
helps the station. It can sometimes hurt them.
Mr. RICHARDSON. Thank you, Congressman Brotzman. Then this
actually makes it important that you know the date in advance, so you
can do your preliminary promoting before the ratings week starts; is.
that right?
Mr. STISSER. Yes, sir. As Isay, that is the problem.
Mr. RICHARDSON. During the prior year, would you name the ,
markets in the United States which you surveyed, which had the highest sets in use—in other words, the highest percentage of people listening to the radio?
Mr. STISSER. I llave a group of them here. Now, this of course
again—Ihave to emphasize this—is home radio sets in use only.
Milwaukee, Wis., has historically been a high sets- in- use market.
Recently Fort Worth, Tex., particularly in the morning; Hartford,
Conn.; Lansing, Mich.; Little Rock, Ark., in the morning. Those are •
some examples.
Mr. RicHAnnsox. You have listed Milwaukee, Wis. Now, you also.
stated it consistently has ahigh sets- in-use figure; is that correct?
Mr. STISSER. Yes.
Mr. RICHARDSON. Would you say that over the last few years it has
had the highest sets in use figure of any market in the United States
in your surveys?
Mr. STISSER. As far as Ican tell, among the big markets. Of course
some of your real small markets where television is not as much of a
factor is higher.
Mr. RICHARDSON. Are you aware of the fact that under the State
lottery laws of the State of Wisconsin it is impossible to hypo in that
State, at least as far as giveaway contests, what-have-you, are concerned?
Mr. STISSER. Ihave heard this is true.
Mr. Ricunansox. In your opinion, would this have any effect on the
number of people listening to the radio—the fact that hypoing does
not occur there?
Mr. STISSER. It is an interesting thought. I had never thought
about it that way. But. it certainly is surprising, with no hypoing,
that Milwaukee has had consistently such high sets- in-use.
Mr. RICHARDSON. Would it not tend to result in more diversified
radio programing in amultiple-station market ?
Mr. STISSER. It could.
Mr. RICHARDSON. Mr. Stisser, I presented you at noon today with
copies of the staff analysis of your fieldwork. Have you had achance
to study this analysis?
Mr. STIssEa. Yes, Ihave.
Mr. BROTZMAN. Mr. Stisser, before you go into that, while we are,
on the question of hypoing—how many different ways are there to .
hypo aradio market ?
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Mr. STISSER. As many as there are different ways of promoting, sir.
Stunts, giveaway contests, everything. Having been in the business
for 11 years, Imust have heard two or three hundred different ways.
Mr. BROTZMAN. All promotional activities, is that correct?
Mr. STISSER. Right.
Mr. BuoTzmAN. Anything to stimulate listening to that particular
.station ?
Mr. SrissEu. That is right.
Mr. BROTZMAN. Or to tune in to that particular program ?
Mr. STISSER. It is normally promoting station call letters.
Mr. BROTZMAN. Actually, though, this kind of thing goes on all the
t
ime in this business; doesn't it ?
Mr. STISSER. True.
Mr. BROTZMAN. Isn't this a commonly accepted practice?
Mr. STISSER. Yes.
Mr. BROTZMAN. When you use the word "hypo"—you are talking
about something above and beyond the normal practice?
Mr. STISSER. Yes; Ithink that is what I would mean.
Mr. 13ucyrz m.xx. This term—I just wanted to be sure I understood
it—is the promotional activity you find right around rating time.
Mr. STISSER. Or maybe just an increase in the jackpot or the promotion that is being run all the time.
Mr. BROTZMAN. I see.
Mr. STISSER. One thing on that promotion. We have had a longstanding policy, where we take some specific action with aparticular
type of promotion. They have what are called "Don't say 'hello'
campaigns," where aradio station will run on the air announcements
saying, "We are conducting a survey. If your telephone rings don't
say ' hello, say ' station X,' and we will give you $500."
Of course, at the same time or right after that we start interviewing,
and we get people answering the phone with somebody's call letters.
In such acase we put an asterisk and note the figures, and put astatement in our reports which describes the promotion and warns the
user of the report saying that we do not know how much influence
it did have, but it was being done.
Mr. 13iturzmAx. When areal hypo operation comes to your attention,
you call this to the attention of the subscriber in your report?
Mr. STISSER. We try to avoid them as much as we can. It is very
difficult, with the number of radio stations, to find out about all promotion that is being run. And it would be a difficult job for us to
editorialize on whether something was a hypo or just a consistent
promotion.
Actually also we feel that our function is, to the best of our ability,
to reflect the situation as it exists at the time we interview. How the
station is run Ido not really believe is our province. We try to avoid
hypo periods as much as we can. Ithink that is abetter answer than
trying to stick anote up.
Mr. RicHAunsox. Thank you, Congressman Brotzman. I would
like to identify for the record amemorandum to Charles P. Howze,
Jr., chief counsel, from Rex Sparger and Robert E. L. Richardson,
"Subject: 'Analysis of the Hooper Field Work in Comparison With
the Published Report for the Dallas, Tex., Market.' Time period:
October through December 1961."
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Mr. Stisser, have you had a chance to look over this analysis?
Mr. STISSER. Yes, I have.
Mr. RICHARDSON. Have you any complaint in relation to this analysis— you may, of course, bring it up at this point and we will discuss
it. Do you have any such complaints ?
Mr. STISSER. Ijust have afew very small things.
On the second page, the second paragraph, it says "The call started
at 7:01, and as each call was placed, the interviewer wrote down the
time the call was placed." Just by 15-minute periods. The exact
time of each call is not written. You were going to change that
417 to 427.
Mr. RICHARDSON. It has been changed in all the copies.
Mr. STISSER. We got into a long discussion here, and it does involve policy and opinion, and the problem of what you do with the
station that. is licensed to operate daytime only and has varying signoff hours. What we have tried to do is to not penalize this station in
our reports, by giving them an adjusted share. For example, in an
afternoon index, if they sign off at 5o'clock, to publish their figures
from 12 noon to 5o'clock.
On page 6here it is confusing, but Ithink that I.—the adjustment
factor which is used to come up with these figures by Hooper is not
known to the staff—we can certainly make it available if it has not
been.
And down below that, I think you get into what the adjustment
policy is on the broad base coverage in the opinion of the writers
"Hooper should subtract any listeners that fall into the signoff 30minute period area." This is exactly what we do do in the adjustment..
Mr. RICHARDSON. Our problem was that the results did not come out
quite the same.
Mr. STISSER. This happened in acouple of cases, yes.
There is one more arguable fact, and statisticians, Iam sure, will be
arguing this for years.
You state at the bottom of page 8:
The actual number of responses for this time period should be 615, because the
"lines busy and refusals" and "don't answers" should not be included in the
sample size.

Since they are a part of our figures that we publish, Ithink they
should be included in the sample size. A "don 't answer" home, as I
said 'before, we consider to be anonlistening home. So therefore in
the sampling, it is almost like ahome that we actually talk to and they
say they are not listening. But that is just a personal disagreement
with you.
I think those are the only slight things that I have any comment
on at all.
Mr. RICHARDSON. Are there any other disagreements in relation to
the staff analysis?
Mr. STISSER. No, sir.
Mr. RICHARDSON. I ask that this be supplied for the record of the
hearings.
Mr. Moss. Is there objection ?
Hearing none, the item will be included in the record at this point.
Mr. RICHARDSON. Mr. Chairman, there are also three attachments
to this memorandum. I would ask that they also be included in the
record.
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Mr. Moss. Without objection. they will be included at this point.
(The memorandum together with the attachments referred to
follow:)

M EMORANDUM
Date: December 6, 1962.
To: Charles P. Howze, Jr., Chief Counsel.
From: Rex Sparger and Robert E. L. Richardson.
Subject: Analysis of the Hooper fieldwork in comparison with the published
report for the Dallas, Tex., market—time period: October through December
1961.
In June 1962, the writers, in an interview with Frank Stisser, president of
C. E. Hooper, Inc., asked for the fieldwork on a Dallas, Tex., market published
report. Mr. Stisser had the October through December 1961, Dallas interviewing
sheets in his office, and the writers secured them without giving anyone at
Hooper a chance to alter any figures on the interviewing sheets. ( The writers
chose the Dallas, Tex., market because the subcommittee had received complaints
from some broadcasters that Hooper favored those stations under group ownership who subscribed to Hooper reports in several markets.
The McClendon
Corp. owns KLIF in Dallas, Tex., and is one of the largest subscribers to
Hooper, subscribing in several markets.
As will be noted from looking at the attached Hooper report for Dallas, Tex.,
October through December 1961, Hooper publishes a share of the radio audience,
along with sets in use for broad day periods. In this report, which is a Monday
through Friday report, the share of the radio audience is given for each station
in the market on a 7 a.m. until 12 noon basis, and on a 12 noon until 6 p.m. basis
for October through December. The radio sets in use is given for all listening
In each one of these broad time periods.
The sample size is also given for these two time periods. Hooper also lists
the same type chart for an October-November period, and for a NovemberDecember period.
Ou pages 1-L, 2-L, 1-R, and 2-R of the Hooper report, listening is reported
on an October through December basis for each 30-minute period from 7 a.m.
until 6 p.m. For each of these 30-minute periods, the total number of homes
listening as a percentage base of total homes in the sample are listed under
radio sets in use. The program for each station during that 30-minute period
is listed; a rating for each 30-minute period is listed for each station, and a
share of the radio audience is given for each station for each of these 30-minute
periods. A sample size for each 30-minute period is not listed. Listening is
also given for other AM and FM stations.
The subcommittee staff has tabulated all of the listening from the fieldwork
done in Dallas. It has secured all of the compilation data which was made by
Hooper, and has made a thorough study of every segment of the listening from
all of this data. Regarding the published report, the staff has checked the
figures on share of the radio audience and radio sets in use for the two broad
periods 7 a.m. until 12 noon, and from 12 noon until 6 p.m., on the October
through December chart as published in the report. The staff has checked the
rating and share of the audience for each of the stations in the Dallas market
for every 30-minute period in the Hooper report. It has also crosschecked
the radio sets in use for each of these 30-minute periods.
The staff's analysis of the fieldwork of the Hooper organization for this time
period in Dallas shows the following:
It was obvious that the staff had received all of the fieldwork for this report
because, for each week of the month, interviewers had done interviewing on a
continuous basis from 7 a.m. in the morning until the close of the report period
(6 p.m.). The calls started at 7:01, and as each call was placed, the interviewer
wrote down the time the call was placed. Of course, Hooper does not use the
same interviewer for this 11-hour period but, as the interviewers change. the
sheets are compiled and the result is a continuous period of interviewing for
each (lay of the week from 7a.m. until 8 p.m.
Sample size.—By combining the calls made for October, November, and December, the low sample for any 30-minute period in this report was 854 responses.
The high sample for any 30- minute period was 981 responses. and the average
number of responses for a 30- minute period was 921. Hooper states that there
will be a home sample of approximately 900 during each one-half hour period.
Important : The reason the staff says " responses" as to the figures just given, is
that for each call placed, two responses are received—a response as to the listen-
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ing as of the moment the call is placed and a response as to the listening 15
minutas prior to the time the call was placed. In other words, to receive the
number 854, 427 calls were placed. It should be realized that after interviewing
on a Monday through Friday basis, 1 week each for 3 months, the Hooper sample
only amounts to an average of 461 different homes for each 30-minute period.
The published sample size for the period Oct ,)ber through December, Monday
through Friday average, from 7 a.m. until 12 noon, listed in the report by Hooper
is 9,166 responses. This is exactly the number which the staff tab shows. For
the period on a Monday through Friday basis of 12 noon until 6 p.m., the published Hooper report for October through December shows a sample size of
10,890. The staff tab and a check of the worksheets of Hooper shows that the
sample size was actually 10,888. Of course, this difference of two responses is
inconsequential.
As mentioned above, Hooper does not give a sample size for each 30-minute
period in that breakdown. It is the opinion of the staff that such a sample size
should be listed for each 30-minute period.
Listeners on a 30-minute basis.—The staff checked for every 30-minute period
to ascertain whether the exact number of persons who were listening to all of the
radio stations as mentioned in the compilation of data by Hooper for each 30minute period was correct. This tabulation showed that with the exception of
the 10 until 10:30 period in the morning, the staff tabulation agreed exactly with
that compiled by Hooper. At 10:30 a.m. the staff tab showed two more listeners
than that shown by Hooper. It is believed that this one variance for a full
day's listening is of little consequence. As far as listening to the respective
stations is concerned, the staff tab varied from Hooper's in the following places:
1. Radio station 570: Staff tab for each 30-minute period agreed through the
day with Hooper's.
2. Radio station 820: Staff tab showed one less listener at 7 a.m. than Hooper
showed, and two more than Hooper showed at 10 a.m.
3. Radio station KBOX: Staff tab showed one more listener at 1 :30 p.m., and
one less at 5 p.m.
4. Radio station KIXL: Staff tab showed one more listener at 7 a.m., one less
at 8. two more at 8 : 30, one less at 1 : 30 p.m., one less at 2 : 30. one less at 3, one
less at 3 :30, and six more at 5 : 30.
5. Radio station KLIF: Staff tab showed two more listeners at 8 a.m., two
less at 8 : 30, one less at 2 p.m.. one more at 2:30, 3, and 3 : 30 p.m.
6. Radio station KNOK: Staff tab showed one less listener at 8 a.m., two
less at 10. and one less at 5 : 30 p.m.
7. Radio station KRLD: Staff tab showed two more listeners at 7 a.m., one
more at 8:30, one more at 2 p.m., and one more at 5 :30 p.m.
8. Radio station KRZY: Staff tab showed three less listeners at 7 a.m., and
complete agreement for rest of the day.
9. Radio station KSKY: Staff tab showed one more listener at 7 a.m., and
agreement for the remainder of the day.
10. Radio station KVIL : Staff tab showed one less listener at 8:30 a.m., and
one more at 5 p.m.
11. Radio station WRR: Staff tab was in complete agrement throughout the
day with Hooper.
12. Other stations ( those not listed previously) : Staff tab showed one less
listener at 7 a.m., two less at 10, one less at 12 :30 p.m.. and four less at 5 :30 p.m.
13. Don't know ( meaning that the person responding did not know to which
station he was listening) : Staff tab showed one more listener at 7 a.m., one more
at 12:30, two less at 5:30 p.m. ( Attachment No. 1 shows these differences for each
30-minute period.)
Excluding the time periods of 7 a.m. and 5:30 p.m., it is the opinion of the
staff that the difference between the listeners for the respective stations is small
(in most cases only one listener plus or minus, for a station in a 30-minute
period), and that they could normally be made in the compilation of data as a
report is produced. Out of 260 possibilities, the staff tab varied with that of
Hooper by one listener in 18 places. It varied with the Hooper tabulation by
two listeners in six places out of the 260. The rest were in agreement.
The tabulations at the 7 to 7:30 a.m. period and the 5 :30 to 6:30 p.m. period
varied much more than at the other periods. This is caused by the fact that
some stations sign on at different times during the winter hours because of the
"daytimer" problem. At the 7 to 7:30 a.m. time period, Hooper showed Radio
Station 820 with one more listener than it had. KIXL with one less, KRLD with
two less, KRZY with three more, KSKY with one less, "Other" with one more,

BROADCAST

695.

RATINGS

and " Don't Know" with one less listener than did the staff tab. At 5 : 30 p.m.,
Hooper showed KIXL with six less listeners than the staff tab, KNOK with one
more, KRLD with one less, " Other" with four more and " Don't Know" with
two more. This 5:30 to 6 p.m. differentiation was caused by the fact that Hooper
considered KIXL as going off the air at 5:30. All listening to KIXL was then
placed in either the "Don't Know" or "Other" column. ( See memorandum regarding the 6 to 10 p.m. Hooper report wherein the problems of the system used
here by Hooper are explained in detail.)
It should be noted that the pluses and minuses add up to the proper total in
all of these time periods in the comparison except for the 10 a.m. period which
was mentioned above where Hooper showed two less listeners than did the staff
tab.
It should also be noted that on the 7 a.m. to 6 p.m. basis, radio stations 570,
KBOX, KVIL, and WRR had the same number of listeners combined under the
staff total as they did under the Hooper total. Radio Station KNOK had four
additional listeners; Radio Station KRZY had three additional listeners, and
the " Other" column had eight additional listeners. Radio Station 820 had one
less listener; KIXL had four less; KLIF had two less; KRLD had five less and
KSKY had one less under Hooper than was shown by the staff tab.
Basically, considering all the computations made, the variance here, with the
one exception of the 5:30 p.m. period, could normally be expected in such a tabulation operation and is satisfactory as far as the staff is concerned.
Of course, all tabulations regarding the published report come from the number of listeners for each station for each 30-minute period. Realizing this, the
staff tabulated all of the other calculations for the ratings and share for each
station for each 30-minute period, using the basic Hooper listening figures, with
the exception of the 7 to 7:30 period in the morning, the 5 to 5:30 and 5:30 to 6
periods in the afternoon. The results are as follows:
COMPARISON OF STAFF TABULATION WITH THAT OF HOOPER IN RELATION TO RATINGS
FOR EACH 30 MINUTE PERIOD

As will be noticed from the attached compilation,' the ratings for each station
from 7:30 a.m. until 5 p.m. are exactly the same under the staff tabulation
as those produced by Hooper. ( Of course, this is using the Hooper listening
figures for each station for each 30-minute period.)
COMPARISON
RELATION

OF THE

STAFF TABULATION

WITH

TABULATIONS

TO THE SHARE OF AUDIENCE FOR EACH

PERIOD- 7 : 30

A.M.

UNTIL

STATION

MADE

BY

FOR EACH

HOOPER

IN

30- MINUTE

5 P.M.

At no place for any station was the variance of the share between these periods
more than one-tenth of 1 percent. This one-tenth uf 1 percent variance occurred
in 17 different time periods out of the total of 209 possibilities. Thus, with the
exception of the 7 to 7:30 a.m., and the 5 to 5 : 30 to 6 p.m. periods, the published
report of Hooper shows no major errors in relation to the information from the
field data. ( See attachment No. 2.)
At the 7 a.m. period, Hooper listed no audience for KIXL or KRZY. It
stated that the December sign-on time was 7:30 a.m. for both stations. The
actual tab shows that station KIXL had a rating of 1.4 percent for 7 a.m., and
a share of the audience of 5.6 percent, whereas KRZY had a rating of 0.6 percent and a share of the audience of 2.3 percent for this same time period. Both
the rating and the share for these two stations were placed in the "Other"
column. Mr. Stisser stated that since these stations do not come on the air
during every month of this survey before 7:30 a.m. no listening is given for them
at this time. It is the opinion of the writers that since these stations did have
listening, at least at some time during the report period, lisening should be
given and then, if Hooper wants to state that in December the station did not
come on until 7:30, this would be satisfactory. These stations liad, respectively,
for KIXL a share of 5.6 percent and for KRZY a share of 2.3 percent of the
audience. This gave KIXL more of the audience only taking the 2 months at
this time period than stations 570, KVIL and WRR had for the 3 months. It
was the same listening that radio stations 820 and KNOK had for the 3 months.
KIXL should get some credit for this listening, as should KRZY for the
listening it had.
Attachment No. 2.
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The same problem exists in the afternoon wherein the Hooper report states
that KIXL signs off in December at 5:15 p.m., as does KNOK, KRZY, and KUL.
The listening to these stations was as follows:
1. KRZY showed no listening between 5 and 6 during this period, so the result
is all right for that station.
2. KVIL had a rating of 1 percent and a share of 8 percent of all listening in
the market at 5o'clock. It showed no listening from 5:30 to 6.
3. Radio station KNOK had a rating at 5 o'clock of 0.7 percent, and a share of
5.7 percent, and at 5:30 KNOK had a rating of 0.3 percent and a share of
2 percent.
4. KIXL had a rating at 5 o'clock of 1.7 percent and a share of 13.8 percent,
and at 5 : 30 p.m. a rating of 1.6 percent and a share of 11.1 percent.
Clearly, since these stations had this listening, even though the statement is
made in the report that they sign off in December at 5:15 p.m., they should
be credited for the listening for the other months, either on a prorated basis,
or on an average basis for the 3 months. This matter has been called to the
attention of Mr. Stisser. It is obvious, from looking at the comparison of
ratings and share of audience between the staff tabulation and that of Hooper,
that this has thrown the entire ratings and share off for the 5 to 5:30 and 5:30
to 6p.m. periods. ( Attachment No. 2.)
See attachment No. 3 for a comparison of the share of radio audience during
the two broad time periods between the Hooper report and the staff tabulation,
using the number of listeners which Hooper claimed each station had.
In the morning hours, the staff tab is comparable to that of Hooper. However,
in the period from 12 noon to 6 p.m. the situation is not the same. This, once
again, is caused by the station's going off at sunset. Hooper puts a + after
each of these stations, stating: "The above measurements are adjusted to
compensate for the fact that radio stations KIXL, KNOK, KUM, KSKY, and
KVIL sign off at local sunset."
On the broad day part breakout from noon to 6 p.m. Hooper has certainly
tended to favor those stations that go off at sunset, whereas in the pages
depicting listening on a 30-minute basis, the stations are hurt. The adjustment
factor which is used to come up with these figures by Hooper is not known to
the staff. The staff did subtract the listening from 5:30 to 6 p.m. from these
stations and then, by subtracting the number of total calls made during this
30-minute period, tabulated the results for these stations. There is still a
difference as is shown below:

_
Hooper tabulation
Staff tabulation

KIXL
13.7
13. 1

KNOK
6.3
6.5

KRZY

KSKY

2.0
2.0

1.8
1.8

KVIL
3.6
3.8

It should be pointed out regarding the basic data above, that the Hooper total
of the share of audience comes to 102.4 percent, whereas that of the staff comes to
100.1 percent. Clearly, this excess by Hooper is in relation to the giving of
additional shares to the stations that sign off at sunset. It is admitted by the
writers that the problem of the stations' signing off at sunset is a hard one to
cope with by the rating services; however, in this ease, Hooper has tended to
harm stations in the 30- minute breakout periods and tended to help them in the
overall share periods on the broad day- part base. It is the opinion of the
writers that in the breakouts for the 30- minute basis, Hooper should record the
listening that the stations had during that period and then designate the fact
that they did sign off at a certain time during certain months. On the broad
base coverage, it is the opinion of the writers that Hooper should subtract any
listeners that fall into the sign-off 30-minute period area and subtract the sample
size at that time and get the share for each of the stations with this smaller
sample.
RADIO SETS- IN-USE ON THE MONDAY THROUGH FRIDAY 7 A.M. To 12 NOON AND 12 NOON
TO 6 P.M. BREAKoUTS

As was mentioned above, the radio sets- in- use figure is the percent
in the sample called who were listening to the radio. This figure
Share of Radio Audience sheet for October through December of
percent between the hours of 7 a.m. and 12 noon, and 9.9 percent

of the homes
given on the
1961 was 14
between the
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hours of 12 noon and 6 p.m. The staff tab for this shows 14.15 percent for 7 a.m.
to 12 noon, and is in agreement with the 9.9 percent from 12 noon to 6 p.m.
Once again, the variance here between the staff and Hooper is extremely small
and of no great consequence.
WEIGHTING FACTORS USED IN THE PRODUCTION OF A HOOPER REPORT
The first figure that the Hooper organization gets for any 30-minute period
after the total number of listeners and the number of listeners per station is the
sets- in-use figure. The formula explained below is that used by Hooper to arrive
at sets-in-use. The simple way of arriving at a sets-in-use figure would be to
take the number of persons listening and divide that by the number of calls
placed. Hooper, however, does not use this method, claiming that such a total
would be low.
Before explaining the sets- in- use adjustment, it should be pointed out that
when a call is placed, the Hooper interviewing sheets have four columns wherein
the results of that call are recorded. These columns are: " Don't Answer," "Lines
Busy and Refusal," "No," and " Yes." When a dialing is made and a phone is
not answered, the result will go in the " Don't Answer" column. If a dialing is
made and the line is busy, and/or if the person answers and then refuses to
complete the interview, the result goes in the " Lines Busy and Refusal" column.
If the person answers and says he was not listening, it goes in the " No" column,
and if he answers and he was listening, it goes into the " Yes" column. The
yeses and the noes are added together to make up a " Yes and No" column. With
this as background, the sets-in-use figure for each 30 minutes is compiled as
follows :
Takes the " Yeses" ( persons who said they were listening) and divide this by the
total iu the " Yes" plus " No" column for each 30- minute period.
Multiply the result of this cab- illation times the " Lines Busy and Refusals"
•column. The total of this mull iplication equals X.
To get the sets in use, take the yeses plus the X figure and divide this by the
total responses in that 30-minute period. The result is the preliminary sets in
use. This figure is then multiplied by 4 percent. ( It is the explanation of
Frank Stisser that Hooper has discovered through tests made that by dialing
each number called eight times, instead of the six which Hooper (lials, they would
receive 4 percent more persons who listened to the radio.)
For this reason,
they take 4 percent of the sets- in- use figure which they come up with, and add it
to the sets-in-use figure and this is the final sets-in-use figure which is listed for
each 30-minute period in the canary pages of the Hooper report.
The following example is taken from the 7-7:30 a.m. data for the Dallas
report on an October through December basis:
1.
2.
3.
4.

Yes answers
Yes and no answers
Lines busy and refusals
Total responses

181
615
103
854

1 The actual number of responses for this time period should be 615, because the "Lines
Busy and Refusals" and "Don't Answer" should not be included in the sample size.

(The other figure, to complete the 854, would be the "Don't Answers," which in
this case totaled 136.)
To apply the formula, the following steps are taken:
(a) Divide 615 into 181, equals 0.29430.
(b) Take . 29430 times 103 equals 30 or X.
(e) 30 plus 181 equals 211.
(d) Divide the 211 by the 854 responses equals 24.7 percent ( preliminary
sets- in-use figure).
(e) Take the 24.7 pereent times 4 pereent equals 1.0 percent ( rounded).
(f) 24.7 plus 1.0 equals 25.7 ( the Hooper sets-in-use figure for the 7-7:30 a.m.
period).
It is the staff's opinion that this formula tends to be complicated, and that
since it is used and used as a weighting factor, it should be explained in the
Hooper report.
Some will disagree as to whether the assumption which is made
here, that the " lines busy and refusals" would produce the same percentage of
listeners as the satisfactorily completed calls, is proper. The same argument
would result in relation to the adding of 4 percent because only six dialings are
made on each call.
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After the sets-in-use figure is reached for a 30-minute period, the rating for
each station for this 30-minute period is ascertained. As explained above, the
"don't knows" are averaged into the rest of the stations proportionately; thus,
take the total number of listeners minus the "don't knows" and divide this
figure into the sets-in-use figure for the period. The result is the value of each
listener.
Example: Using the 7 a.m. period once again, note that the sets-in-use
figure is listed as 25.7. There were 181 persons listening at this time to the
radio in the Hooper sample. Four of these listeners were recorded in the
"Don't Know" column. Subtract these 4 from the 181, leaving 177. Take the
177 into the 25.7, and this will give a figure of 0.145, which is the rating value
for each listener. Take this times the number of listeners for each station
and the result is the station's rating. For example: For Radio Station 570,
take the 0.145 by the 7 listeners it had, and this would give a rating of 1.015
percent. Rounding this, it would give a rating of 1 percent.
The share for each station for each 30-minute period is reached by once again
subtracting the "don't knows" from 181, leaving 177. Since the desired result
is the share for each station in relation to " total listening," divide the 177 into
100. This would give a figure of 0.565 for each listener. As an example, once
again: Station 570 had seven listeners. Take 7 times 0.565, which equals 3.955,
or rounded, it gives a share of 4 percent.
The only weighting done in relation to the share is when the "don't knows"
are averaged equally into all of the other stations.
Hooper does put a statistical variance chart using a 1.9 sigma in the inside
cover of the back page. This chart has been in the Hooper reports for many
years. It is currently out of (late in relation to the small ratings being given
to radio stations
The lowest rating which it shows is a 1. and it shows ratings
from 1 to 10, then a 15, 20, 25, 30, 35, 40, 45, and 50. As is obvious from
looking at the yellow pages ( the only place where Hooper gives ratings to
respective stations), a chart should be drawn showing the reliability of a rating
in tenths up to 1 point, and timen from 1 to 20 points. It is doubtful that at
any place any station receives a rating of over 20 under the Hooper system.
Hooper could also serve its clients if it would put a statistical variance chart
in its produced reports showing variance in relation to share, because this is the
only breakout made by Hooper on the broad day-part basis as is signified by
the white sheets in the attached Hooper report. It is obvious that this would
cause some trouble, because the share is taken from the number of actual
responses. In other words, using the 7 a.m. period, it would be taken from
181 responses because this is the total that goes to make up the share for all
stations. It is admitted that this could become complicated and difficult on
the part of the rating service; however, for an ideal-type service, such should
be included in a report.
If such a variance chart were placed in the Hooper reports, for station shares.
It would tend to indicate the smallness of the sample from which the breakouts
occurred. In relation to this report, the sample would be 181 for 7 o'clock,
but it would reach a low of 53 at 3 p.m.; 53 responses being the total number
listening to radio on all calls made on a Monday through Friday basis currently,
and 15 minutes ago, for the 3 months wherein the Hooper organization took this
sample in Dallas, Tex. Obviously, this is a very small sample and the public
should be aware of this fact.
CONCLUSION

In summation in relation to this analysis of the field report for Hooper in the
Dallas market, the staff is of the opinion that Hooper did an unbiased job in
the production of this report. The sample size, for shares, considering the fact
that it is compiled on a 5-day basis for 3 months is very small ( of course, only
1 week for each month).
The recommendations of the staff concerning this Hooper report are that the
Hooper organization fully explain the weighting factors it uses to reach its
sets-in-use figure, since currently the public is unaware that they exist; that
it explain more clearly what the total number of actual calls in any 30- minute
period is: in other words, the fact that two responses may come from one call:
and that the random sample, when it is stated to be 900, might only be 450 different homes.
Mr. Frank Stisser has at all times cooperated fully with the writers. He has
answered in detail any questions asked by the staff. Other than the examples
mentioned above when it is believed Hooper should make some changes, the
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company, basically, does what it says and says what it does. Its sample size,
looking at the actual number of responses, is actually small, and its sample universe is certainly not the best in that the company only makes nontoll calls in
metropolitan areas; however, this is explained in its reports.
One thing that isn't explained is the fact that Hooper does cluster In a telephone directory. By that is meant that each interviewer will copy 18 numbers
on each interviewing sheet covering a 15-minute period.
These numbers are
normally copied in clusters of 6 for each 15-minute period-6 from a page in
the first third; 6 from a page in the middle third; and 6 from a page in the last
third of the telephone directory.
For the next report period, the same interviewer will pick up on the same pages and continue the clustering process.
It is probable that Hooper should state in the report that it does cluster in the
telephone directory.
The C. E. Hooper Co., Inc., will allow any subscriber to tabulate the field
work for any report if the subscriber makes the request and does the work at
the company offices. It is the opinion of the writers that stch a policy tends to
elleviate questions about the reliability of a company's reports.

ATTACHMENT No. 1.— Comparison of staff tabulation with information supplied by C. E. Hooper, Inc.

A.M.
7
7:30
8
8:30
9
9:30
10
10:30
11
11:30
12
P.M.
12:30
1
1:30
2
2:30
3
3:30
4
4:30
5
5:30

820

KBOX

+1

KIXL

KLIF

—1
+1
—2

—2
+2

—2

us () means limper showed this additional number of listeners.

KNOK

KRLD

KRZY

—2

+3

KSKY

KVIL

—1

Other

+1

D.K.

—1

+1
—1

+1

+2

—1

WRR

+2

+1

—1

+4

+2

+1
+1
+1
+1

+1
—1
—1
—1

—I

+1
—6

+1

—1

—1

Minus (—) means Hooper showed this fewer number of listeners than the staff tabulation.
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570

7 A.N

SONLIN/I
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ATTACHMENT No. 2.-Comparison of staff tabulation with information supplied
by C. E. Hooper, Inc., on shares and ratings
DALLAS- OCTOBER-DECEMBER 1961 REPORT, M ONDAY-FRIDAY 7 A.M.-6 P.M.
570

520

KBOX KIX I.

A. M.
7:00 S
R_
7:30 S.
R.
8:00 S
R_
8:30 S

-5.6
-1.4

9:00 5
,
R_
9:30 S. -0.1
R_
-0.1
10:00 s _
It _----------------10:30 8 .
R_
11:00 S._ _
R_
- .1
11:30 5
R_
+.I
12:00 S.....
R.
P.M.
12:30 S _
R_
1:00 5 _ _
R.
1:30 8....
R
2:00 8
R.
2:30 5
3:00 S._
R_
3:30 S....
R_ _
4:00 S... _
It
4:30 S____
R
5:00 S__._
R_
5:30 S....
R

KLIF KNOK KRLD KRZY KVIL

+7.9
_ +2.0

-2.3
- .6

+0.1

Other

WRR

- _
-0.1
-0.1

- .1

+.1

+.1

- .1

.1

+.1
+.1

+.3

+ .2

+.8
+.1

+2.0 -13.8
+ . 2 -1.7
+1.6 -11.1
-1.6
+.2

Sequals share; R equals rating.

+.6
+.1
+2.1
+ .3

-5.7
- .7
-2.0
- .3

+.2
+.7 --------8.0
-1.0
+.1
+.3
- .2

+24.1
+3.0
+8.4
+1.1
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7to 12 a.m

520 k.c.

820 k.c.

KBOX

KCUL

KIXL

4.2

6.7

14.6

1.0

9.1

KLIF

25.3

KNOK

KRLD

KRZY

6.1

16.6

3.1

1.5

KSKY

STAFF TABULATION
7to 12 a.m

4. 3

6.6

14.6

1.0

9.0

J J J
25.3

6.1

16.6

3.1

1.6

6. 3+

10.7

2. 0+

I. 8+

KçIL

WRR

3.4

Other
AM/FM

6.1

J J
3.4

2.1

6.1

2.1

5.6 I

3.2

5.6

3.2

HOOPER TABULATION
12 toll p.m

2.9

6.8

17.5

2.3

13. 7+

J

26.0

STAFF TABULATION
12 to 6p.m

2.9

j

6.8

17.3

2.3

12.8 I

25.8

6.0

J J J
10.5

1.8

1.8 I

3. 6+

3.3

j
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Mr. RICHARDSON. Also, Mr. Stisser, Iam giving you what may be
attachment No. 4. Copies are in front of the members at this time.
This has to do with homes potentially contacted during the same
30-minute period. Would you look that over carefully ?
Mr. STISSER. I think I know exactly the point you are driving at,
and your point is well taken.
This is asample size thing. The point is that some of our—when
we publish a900 duplex coincidental sample for ahalf-hour period—
and I believe the Madow report pointed this out a little, too—since
we are asking what the person is listening to right now and in the
previous 15-minute period, we are getting 900 different responses.
But it does not come out that there are exactly 450 different homes
called. Ibelieve the figure is exactly 375—because the period of the
report is ahalf hour, and the interview recall is 15 minutes.
Mr. RICHARDSON. Even more important, Mr. Stisser, however, would
it not be important that you would have two responses from the same
home part of the time going into the same 30-minute period ?
Mr. STISSER. Isee your point. That is right. Ido not really know
technically whether that is worse. Imean, it is true, but how bad it
is from apurely statistical standpoint, Ido not know.
We very often, as Isaid before, using duplex, it is purely an economic
thing. Since we ask the pure coincidental questions first, we can
always run apure coincidental report, and we do quite often to check
on the validity of this duplex method. As a matter of fact, if any
client ever wanted it, we would always publish astraight coincidental
report.
Mr. RICHARDSON. This problem at least, you would agree, could
lower the effectiveness of your results?
Mr. STISSER. Yes.
Mr. RICHARDSON. Do you have any objections as to this being included as attachment No. 4 ?
Mr. STISSER. No, not at all.
Mr. Moss. Do you have another item there for the record ?
Mr. RICHARDSON. Yes. Could this be included in the record as
attachment No. 4 ?
Mr. Moss. Without objection.

99-942-63 — pt. 2---19
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(The material referred to follows:)
ATTACHMEN T NO. 4.—THE DISADVANTAGE OF THE DUPLEX COINCIDENTAL M ETHOD
OF SURVEY AS CONDUCTED BY VARIOUS AUDIENCE RESEARCH COMPANIES
The following situation can occur when the interviewing is done with a 15minute recall and the report is published with 30-minute breakdowns:
Homes potentially contacted during ti 30-minute period
Coincidental ( a.m.)
15- minute recall
Same home—Results recorded in different __ 8: 00_ Prior 15-minute period.
30-minute period. ( Station could receive
only 1 response from each home within
period.)
Do
8:01__
Do.
Do
8: 02__
Do.
Do
8 : 03__
Do.
Do
8. 04_
Do.
Do
8: 05_
Do.
Do
8.06_
Do.
Do
8: 07__
Do.
Do
8: 08_
Do.
Do
8: 09_
Do.
Do
8: 10_
Do.
Iio
8: 11_
Do.
Do
8: 12__
Do.
110
8 : 13__
Do.
Do
8: 14__
I)
0.
Same home— Results recorded in seine 30- _ 8:15_
Do.
minute period. ( Station could get 2 responses within the period.)
1)0
8: 16__
Do.
1)0
8: 17_
Do.
lio
8: 18_
Do.
1)0
19__
1)0.
1)0
S • 20_
1)0
S • 21_
1)o.
1)0
8. 29
Do.
Do
8: 23__
Do.
Do
8' 24_
Do.
Do
8 • 95_
Do.
Do
8: 26_
Do.
Do
8: 27_
Do.
Do
8 • 28_
Ilo.
Do
8- 29_
Do.
Possible results: A station could receive two responses from the same home
within the same published 30-minute time period.
Exceptions: ( 1) Home not listening 15 minutes prior to contact, and ( 2) home
listening but to a different station 15 minutes prior to contact.
This could affect the rating and share on each 30-minute breakdown for the
various stations. It results in 45 contacts within each 30-minute period if only
30 contacts are attempted. Obviously it inflates the sample size.

Mr. RICHARDSON. Mr. Stisser, you were also given amemorandum
entitled "To Charles P.Howze, Jr., Chief Counsel, from Rex Sparger
and Robert E. L. Richardson. Subject: Staff Analysis of Special
Hooper Radio Audience Index for Dallas, Tex., Novembe rand December 1961, Monday through Friday Evening Report."
Have you had achance to look over this memorandum ?
Mr. STISSER. Yes.
Mr. RICHARDSON. Do you find any objection to this memorandum?
Mr. STISSER. No, none.
Mr. RICHARDSON. Mr. Chairman, Iask that this also be included.
Mr. Moss. Is there objection ?
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}fearing none, it will be included at this point in the record.
(The memorandum referred to follows:)
M EMORANDUM
Date: October 4, 1962.
To: Charles P. Howze, Jr., chief counsel.
From: Rex Sparger and Robert E. L. Richardson.
Subject: Staff analysi.s of special Hooper radio audience index for Dallas, Tex.,
November and December 1961, Monday through Friday evening report.
The staff tabulated the interviewing data for this report on two separate
occasions. In comparing their tabulations with the results as reported by
Hooper in its published report, it was ascertained that with the exception of
"The Share of the Audience," listed for radio station KIXL from 6 until 10 p.m.
on a Monday-through- Friday basis, this report is accurate. Other variances in
the report which were found are of such minute detail that it is the opinion of
the staff that they are of no consequence.
The sample size of 5,0'25 which is listed in the published Hooper report is
correct.
The sets- in- use of 10.1 percent as stated in this report is correct. ( See explanation of sets- in-use as explained in the regular Hooper report for the October
through-December period of Dallas, 1961.)
The number of listeners found in the staff tabulation varies only insignificantly
with the number found by the Hooper tabulation department. In the case of
stations N20, KRLD, KVIL, WRR, and KCI'L, the staff tab varied from the
Hooper tab only one listener per station. It is the opinion of the staff that
this is not of consequence and that either the staff or the Hooper tabulating
department could have erred in checking this raw data. All other tabulations
except. those in relation to KIXL were identical.
The only disagreements which the staff has with the Hooper organization
concerning this report are as follows:
The first discrepancy and the only one of consequence as far as the staff is
concerned is in relation to station KIXL in Dallas. It programs and broadcasts on both AM and FM fauiliries.
iii til.s report. Hooper .' ei•or..co
i 111
VM
listening together as one for KIXL.
Since KIXL-AM is supposed to go off the
air at sunset, the Hooper organization Old not list any slare for NIX!. after
0 p.m. The FM facility of KIXI. does, however. broadeast at night. The staff
tabulations showed that the Hooper tabulators had placed the NIX I.- FM listeners in either the -Other" column or in the " Don't kin ay" colUDID and that on the
interviewing sheets themselves. " Other" was often written above KIN L atol
KIXL-FM. The staff tabs show that there were 29 listeners between 6 and 10
p.m. to KIXL-AM and FM. Nine of these people listened to KIXL-AM awl 20
listened to KINL-FM. ( The reason why time of these listeners would have
been recorded under KIXL-AM when that station was off the air is not known.
Probably. the persons made ndstakse in saying KIM, when the Hooper interviewers called them, when in actuality they meant KIXL-FM, or the Hooper
interviewers may have forgotten to place FM after the KIXL call letters. The
other possible reason is that KIXL-AM was illegally broadcasting after sundown.)
These 29 listeners gave radio station KIXL-FM a share of 7.4 percent of the
total listeners between 6 and 10 p.m. during the 2 months for which this special
report was produced. It should be pointed out that this is a larger share than
that given to radio station 570, which had a 3.5 percent and that given to WRR
which had a 6.6 percent. The writers have called this point to the attention of
Mr. Frank Stisser, president of Hooper, Inc., and he agreed that a mistake
was made and that the situation should be changed.
The other discrepancy in relation to this report is as to where the persons listening to KIXL after 6 p.m. were placed in the tabulation. In the November
tabulation, they were placed in the category entitled " Other" by the Hooper
tabulators. In the December report, however, the listeners were placed in the
"Don't know" column. The listeners who are placed in the " Don't know" column ( which means that the persons did not know which station they were
listening to) are prorated between the other stations who had listeners. (If station A had 20 percent of the listeners, it would get 20 percent of the "Don't
knows" and if station B had 32 percent of the listeners, it would get 32 percent
of the " Don't knows.")
This taking of listeners from a station which Is supposedly off the air and putting them in the "Don't know" column will then In-
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crease the share of audience of all of the stations, whereas if these listeners
were placed in " Other" it would leave the percentages of listeners to the respective stations constant. It is the opinion of the staff that although this is minor
in this ease, it is something that should be corrected by the Hooper organization. Whichever choice the company makes, it should be consistent with that
choice and place all listeners in either the "Don't know" column or the "Other"
column.
CONCLUSION

It is the belief of the writers that when a station gets only a small percentage
of the audience in a radio market, that station is greatly hurt when it is not
credited with the listening it receives.
It is extremely important for such a
station to be listed in the report. This is especially true for an le.à1 station.
If a station is not listed, it has a hard time selling its time to national advertisers. However, if it is listed with even a small percentage of the audience.
such is helpful and some national advertising may be obtained. Because of the
importance of ratings in the buying of national spot time, any practice which
takes listenership away from a low-rated station when that station actually
has the listenership should be stopped.
It should be pointed out that the writers picked up the Hooper interviewing
sheets from C. E. Hooper, Inc., in New York City and that the company did not
have the chance to alter in any way the interviewing data given to the writers.
As mentioned above, the only discrepancy of consequence in this report is the
one wherein KIXL was not listed from 6 until 10 p.m. Otherwise, the report is
substantially accurate.

Mr. RICHARDSON. Mr. Stisser, if I were a radio station subscriber
and I did not like the way my ratings looked in Kokomo, Ind., could
Icome to either New York (,1ity or Wilton, Conn., and tabulate the
results for that survey?
Mr. STISSER. Yes, Sir.
Mr. ExcitAnnsorr. Have you in the past presented to any station
owners the telephone numbers of homes (•alled in a prior report ?
Mr. STISSER. If it has ever happened. certainly not often. -We have
had them requested of us many times. We do not feel it is fair. They
can look at the interviewing or anything they want. We feel that the
family has already done us a favor by answ' ering our interview, and
they should not be bugged by station people.
Mr. RICHARDSON. Now, you interview basically the first week of
every month in your major markets, is that correct
Mr. STISSER. Correct.
Mr. RicitAnnsoN. In your interviewing, as is pointed out in the
memorandum which has.been included in the record, Hooper has interviewers working at different sections of the telephone book in a
respective city, is that correct ?
Mr. STISSER .Yes.
Mr. RICHARDSON. Each one of these interviewers will take for each
15-minute period a third of her numbers from one page in the first
third of the telephone book, a third from the second third of the
telephone book, and a third from the third section of the telephone
book, is that correct ?
Mr. STISSER. Right.
Mr. RICHARDSON. Now, Mr. Stisser, since I am the station owner
from Kokomo, Ind., could I not come up, get the numbers that were
placed on last month's interviewing—since you only have the number—
could Inot call the telephone company and find out who that number
belongs to, and through knowing your system, in each of the three
areas, could I not project what. numbers will be called for the next
month ?
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Mr. STISSER. I guess in answer to that it is possible. I think it
would be extremely difficult with the checks we have on our interviewers—I assume you are trying to get at our interviewers?
Mr. RICHARDSON. No, no, not your interviewers; the numbers you
would call.
Would it surprise you that upon receiving the interviewing for
the Fort Worth, Tex., area from you for October of 1961, that we
had Mrs. Betty Lantrip, one of the subcommittee secretaries make
this projection? She wrote the numbers down, and then the numbers
for the next survey were given to her, and she was 88 percent accurate
on the numbers you called for the following month ?
Mr. STISSER. Iam amazed.
Mr. RiciiminsoN. You can see how this could happen, though?
Mr. STISSER. Yes.
Mr. RICHARDSON. Would it not be better to solve this problem that
Hooper either, one, not use aclustering method in the phone directory
or, two, use some system whereby the numbers would be chosen and
mailed from your office to the interviewers in the field, so this situation
could not happen ?
Mr. SrissEu. I do not see how the second would solve the problem.
Igums the answer is to certainly not let any station people find out
what numbers we called previously.
I think your idea of not clustering is a good one. It is again a
means of sampling. It would be far better to take every nth number. But with the amount of telephone numbers our interviewers are
writing down, we feel that this system makes their job alittle easier,
without losing too much accuracy.
Mr. RICHARDSON. Do you not think it fair, though, that a former
subscriber have aright to look :it the results from the interviewing?
Mr. S'FISSER. Certainly. Ithink all people in the research business
have to feel that they live in aglass house.
Mr. RICHARDSON. But by the same token, should you not be able to
figure out some way where they could not project from the prior numbers into the next sample ?
Mr. STISSER. Maybe by covering up the phone numbers that were
called, or something like that.
Mr. I
ticHARDsox. Iimagine you will try to work on this in the immediate future.
Mr. STISSER. No station has every tried it, as far as Iknow.
Mr. RICHARDSON. Do you think they would tell you, Mr. Stisser, if
they tried it?
Mr. STISSER. No; but Ithink Iwould find out about it.
Mr. RICIIARDSON. Would you identify this information for us?
Mr. STISSER. This is the Hooper radio billing for the fiscal year,
April 1961 through March 1962, which is our last complete fiscal year.
Mr. RICIIARDSON. Did you have any income from national sources
off of national reports?
Mr. STISSER. I
N4 ;we published no national reports at all.
Mr. IticiiminsoN. All of your income comes from local radio station
market reports ?
Mr. STISSER. Yes.
Mr. RICHARDSON. By compiling your data, you have acertain number of lines busy and refusals, is that correct ?
Mr. STISSER. That is correct.
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Mr. RICHARDSON. These are weighted proportionately into the rest
of your sample, is that correct ?
Mr. STISSER. They are prorated.
Mr. RICHARDSON. Prorated. Do you think that this is alegitiniate
weighting factor
?
.
.
• Mr. STISSER. Ido not think it is aweighting fader. The only thing
you know about the lines busy or refusal is that the home is occupied.
All we do is, we take these homes that we were unable to contact by
phone and we assume that they are listening in the same proportion
as the people we actually talk to during that period. Ithink from a
practical standpoint it is the only fair thing to do.
Mr. RICHARDSON. Wouldn't actually the people that were talking on
t
he nhone not be listening to radio
Mr. STISSER. It Could be.
Mr. RICHARDSON. It would be more probable that they were listening to the person talking to them on the phone ?
Mr. STISSER. But someone in the home may be listening.
Mr. RICHARDSON. Mr. Chairman, that is all of the questions from the
staff.
Mr. Moss. Mr. Rogers.
Mr. ROGERS of Florida. Your area designations are just cities?
Mr. STISSER. We call it city zone. It is typically, sir, the nontoll
telephone area.
Mr. ROGERS of Florida. In ametropolitan area?
Mr. STISSER. In certain large metro areas we use a combination
of phone books. In other words, we have interviewing staffs in various
counties or telephone directories in addition to the sample city. We
try, in the big metropolitan areas, to cover as much of the censusdefined metropolitan area as we can.
Mr. ROGERS of Florida. Now, do you give ratings, as such, to various
stations, or do you just tell them what their listening audience is?
Mr. STISSER. We do publish ratings per se, by. half-hour periods,
typically.
Mr. ROGERS of Florida. Ami do you survey all of the stations?
Mr. SrissEn. Yes, sir. We report all stations that have 1percent of
the audience or more.
Mr. ROGERS of Florida. Whether they are subscribers or not?
Mr. STISSER. Always, yes.
Mr. ROGERS of Florida. Can anyone subscribe?
Mr. STISSER. The service is offered to all of them; ves.
Mr. ROGERS of Florida. No one is refused if they desire to ?
Mr. STISSER. Not unless they have not paid their bill or something
like that.
Mr. ROGERS of Florida. You make surveys out of the regular time
period on a specific request from a radio station, is that right?
Mr. STISSER. Yes; we do some special surveys, particularly of special
events like election day or a hockey game or a basketball game.
Mr. ROGERS of Florida. For aparticular radio station?
Mr. STISSER. Yes.
Mr Rooms of Florida. Isee. Are those results published in booklet form?
Mr. STISSER. Yes, it is an entirely different type of book. It is a
sheet of paper saying "Special Report" and usually put in a brown
folder instead of the orange report.
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Mr. ROGERS of Florida. Do you in that report survey all of the stations, or just the one that requested it?
Mr. STISSER. All stations, again.
Mr. ROGERS of Florida. Has the pattern generally been the same,
or does that station usually improve in its rating?
Mr. STissex. Normally in a situation where a station orders a
special report, there is something special going on—maybe a sports
event of some type. So normally, or a lot of times, the rating will
be higher than it is during anormal broadcasting period.
Mr. ROGERS of Florida. Would this be an advantage for a station
and for advertisers, to show that their rating is higher than it would
be in the normal rating period
Mr. STISSER. Ithink in such acase it might, help them in trying to
sell the basketball games to a sponsor; yes.
Mr. ROGERS of Florida. Do you rate just the program—is that what
you mean ?
Mr. STISSER. Typically the special reports are that way; yes.
Mr. ROGERS of Florida. Just aprogram ?
Mr. STISSER. Right, acertain time period.
Mr. ROGERS of Florida. And you would not cover it like you normally do, every 15 minutes, every 30 minutes?
Mr. STISSER. That would make it anonspecial report at that point.
Mr. ROGERS of Florida. Even though it is out of your regular time?
Mr. STISSER. Oh, yes. We do a number of different reports—particularly in these nonregular markets where we do not interview every
month. We may get an order to do a March report this year and a
June report next year.
Mr. ROGERS of Florida. I believe you said that the stations are
advised when you makes these reports?
Mr. STISSER. Yes.
Mr. ROGERS of Florida. How do you advise them ?
Mr. STISSER. By letter, sir.
Mr. ROGERS of Florida. Would it be done when you make aspecial
survey as well ?
Mr. STISSER. Yes, aspecial survey. The only time all stations are
not notified of asurvey is what we call apilot survey where it is done
for one station, it is typed, the report is very carefully marked "For
Management Use Only." This is typically a period where they are
interested in anew program that they have put on the air or something
and want to find out what impact it has had. And they do not want
their competitors to know they have changed. That is very seldom
done, though—almost never.
Mr. ROGERS of Florida. But it could be done ?
Mr. STISSER. It could be done.
Mr. ROGERS of Florida. And they could use this to show an advertiser ?
Mr. STISSER. No, no.
Mr. ROGERS of Florida. What would prevent that ?
Mr. STISSER. The markings on the report—it is in big letters marked
"Confidential—For Management Use Only." The main reason for
this, in addition to not having it given to other stations, is that the
sample is usually very small.
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Mr. ROGERS of Florida. But if it had a high rating, what is to
prevent them from showing it to an advertiser?
Mr. STISSER. If we ever found out about it, we would try to do
something.
Mr. ROGERS of Florida. I realize that. But it is published and
turned over to them, is it not ?
Mr. STISSER. Yes, it is typed.
Mr. ROGERS of Florida. How many copies would you give them?
Mr. STISSER. NOrIllally one.
Mr. ROGERS of Florida. The one copy ?
Mr. STISSER. Yes.
Mr. ROGERS of Florida. It could be used to show advertisers?
Mr. STISSER. It could be.
Mr. ROGERS of Florida. There is no way to prevent, that then, unless
you know about it ? Would you then do more surveys ?
Now, why is it that you think it is better to have different diarykeepers, or different samples, rather than permanent samples ?
Mr. STISSER. Sir, radio measurement is extremely difficult, programing is similar, it is hard to identify, very liard for people to remember what they have listened to on the radio. Therefore what we
really believe in is a coincidental method. The telephone makes the
coincidental economically possible, as far as in-home radio measurement is concerned. Unfortunately, it makes it almost impossible to
get atotal radio audience figure.
Mr. ROGERS of Florida. Now, when you approach radio stations, I
presume you do either send out letters or salesmen ?
Mr. STISSER. Right.
Mr. ROGERS of Florida. And advise them of your service; do you require that they enter the contracts with you before asurvey is done?
Mr. STISSER. Yes. It is not a formal contract. It is usually aconfirming letter from them. Many times where they are new subscribers
we will confirm it, and have them sign the confirmation. But it is
done before the survey.
We have a policy of never selling astation areport once information is available unless all of the clients to that report agree, which
will very seldom happen, of course.
Mr. ROGERS of Florida. In other words, if astation placed No. 1or
even 2, and had not previously subscribed, even before you published
the report, you would not advise them of that or give them the opportunity to subscribe.
Mr. STISSER. No, sir • we would not.
Mr. ROGERS of Florida. You have never done that?
Mr. STISSER. Not to my knowledge.
Mr. ROGERS of Florida. Suppose no one had subscribed ?
Mr. STISSER. We would not have done the report.
Mr. ROGERS of Florida. You never make a survey unless you have
subscribers?
Mr. STISSER. That is true.
Mr. ROGERS of Florida. Have you any recent changes in your operations ?
Mr. STISSER. None specifically, sir; Ido not know exactly what you
mean.
Mr. ROGERS of Florida. Well, in your method of operation. Have
you had any recent changes ?
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Mr. STISSER. We are continuing to try to get better and better ways
to check on the accuracy of our interviewing. The WATTS phone,
Ithink, is probably one of the bigger things that has happened.
Our method, outside of adding the dial reading question and the
audience composition and age and sex of the respondent question, has
not changed for many years.
Mr. ROGERS of Florida. Have you changed the base of your survey ?
Mr. STISSER. NO.
Mr. ROGERS of Florida. No change in numbers?
Mr. STISSER. No, sir.
Mr. ROGERS of Florida. What generally is the base of your survey ?
Mr. STISSER. Our minimum sample for reporting any figure is 900
for arating. Typically what we publish most of are the index sheets,
which are day- part indexes. Our samples runs 5,000 and 6,000 per
day-part in these typically.
Mr. ROGERS of Florida. What area would that cover?
Mr. STISSER. Seven a.m. to twelve noon, Monday through Friday.
Mr. ROGERS of Florida. Maybe I have not made myself clear. I
wondered—you call how many numbers on asurvey, how many people
do you contact, what is the base of your sample?
Mr. STISSER. I see. The sample, as Isay, varies all over the place.
Our minimum sample for reporting anything is 900.
Mr. ROGERS of Florida. You would contact 900 homes, is that correct ?
Mr. STISSER. No.
This is 900—
Mr. RonEas of Florida. 900 questions?
Mr. STISSER. No.
Mr. ROGERS. of Florida. All right. Iwill let you finish.
Mr. STISSER. From each interview, from each phone call we get two
15-minute interviews. Therefore, as Mr. Richardson just pointed out
in that memo, this can get down to—what was the figure ?-600-andsome on aparticular half-hour period.
!Mr. RICHARDSON. On aparticular half hour, it got down to as low
on completions as 54 for a3-month period.
Mr. STISSER. Then you can get—
Mr. ROGERS of Florida. Explain that. Idid not hear that.
Mr. STISSER. He was changing the base again to completed calls.
As Iread some figures before of our attempted calls—in some of these
markets we were only completing about 50 percent. We use—we consider as part of our sample size a " don't answer," for example.
Mr. ROGERS of Florida. You say you use 900.
Mr. STISSER. A minimum of 900 for any period is our minimum sample size. In a typical market we publish a monthly morning and
afternoon index which is based—because duplex is confusing, let's
change it to calls. We make 60 an hour—we have typically 55 hours
of interviewing. So this is 3,300 calls per month.
These are published on a2-month moving average, so our minimum
sample would be 6,600 per index, in this case.
Now, that is in the smallest markets. Our report
Mr. ROGERS of Florida. What do you mean by the smallest market?
What is the smallest market ?
Mr. STISSER. Oh, we get down into some very small markets. Iwas
just trying to think of some examples. Markets under 100,000.
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Mr. ROGERS of Florida. Where the community is 100,000 or 100,000
listeners?
Mr. Srissm. Where the population of the town is 100,000.
Mr. Rooms of Florida. All right.
Now, you said 6,600?
Mr. STISSER. 6,600 calls, yes, sir.
Mr. ROGERS of Florida. Now, is that including your duplicate questions?
Mr. STISSER. No, this is calls.
Mr. ROGERS of Florida. And how large asample, now
That is the
minimum. What is the largest ?
Mr. STISSER. Well, our New York City sample is the largest, I
think. In New York City our last report covered September to December, duplex coincidental sample of 62,577, which means a little
over 31,000 phone calls.
Mr. ROGERS of Florida. 31,000 phone calls. Do you think you could
give a proper sampling for a city of 100,000 on A
Ophone calls?
Mr. STISSER. No, si r. As I said, we would publish nothing on a
smaller sample than 900.
With radio, the listening levels are lower than television, so you
typically need abigger sample.
Mr. ROGERS of Florida. Do you feel that you cannot, give an adequate
sample under the 3,300 ?
Mr. STISSER. For a broad time period, such as I was describing, I
think that is true, yes, sir.
Mr. ROGERS of Florida. Now, do you see any advantage in using
some type of meter rather than making telephone calls ?
Mr. STISSER. I think there are advantages. I think economics is
what prohibits this.
In radio, you would have to have one attached—atypical family has
four or five radio sets, some of which are portable, and being carried
all over the place. I do not think it is possible in radio, unfortunately.
Mr. ROGERS of Florida. And to make the number of samples necessary would not be economically feasible ?
Mr. STISSER. That is true.
Mr. ROGERS of Florida. Do you sell to advertisers ?
Mr. STISSER. We offer our services to advertisers and advertising
agencies, yes.
Mr. Rooms of Florida. As well as to the stations themselves?
Mr. STISSER. Yes, sir.
Mr. Rooms of Florida. Do you sell all of them in perhaps the same
survey ?
Mr. STISSER. Yes. The advertising agencies buy the reports we
publish and these are the saine reports that go to the stations.
Mr. RooEns of Florid a.Wh atabout nonsubscribers? Ibelieve you
stated, though, that you listed them, whether they do subscribe or not.
Mr. STISSER. Yes.
Mr. ROGERS of Florida. Thank you very much.
Thank you, Mr. Chairman.
The CHAIRMAN. Ir. Younger.
Mr. YOUNGER. TI
lank you, Mr. Chairman.
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When you say that the sampling on radio is pretty thin, it seems
to me, looking over this set for Fort Worth, that is pretty much au
understatement.
Mr. STISSER. Iam afraid that is true, sir.
Mr. YOUNGER. For instance, I am looking over these interviewing
sheets. The highest, report on any of them—and there are only 2or
3out of the group where there were 4found with listening on out of
18 calls.
• Mr. STISSER. Yes.
Mr. YOUNGER. Many of them (lid not find one at, all. Some of them
found one. Idoubt—Idid not tiverage it, but. Idoubt that if averaged
ont. on the 18 calls, all the wtty through the years—that you would
find that the average would be2 radios on and listened. So if you
had 9(X) calls, you would probably find 100 listeners.
Mr. STISSER. That would be sets in use of about 18—which is about
what did happen. Our latest Fort Worth, sets- in-use percentage,
homes we found listening, were 26.4 percent from 7to 9; from 9to 12,
14.6 percent ; from 12 to 4, 11.3 percent; and from 4to 7p.m., 15 percent.. And that. is, especially that 26 figure, fairly high as compared
to what we find in other markets.
Mr. YOUNGER. It would be 10 to 12, 13 percent on the average would
probably be good, on an average ?
•Mr. SrissEn. As far as the in-home audience itself is concerned,
that is right.
Mr. YOUNGER. You do not make television surveys ?
Mr. STISSER. No, sir.
Mr. YOUNGER. Why ?
Mr. STISSER. Prima.rily because we do not feel that we could make
any money in the television rating business. This is honestly the
reason.
Mr. YOUNGER. You have not sold your television rights?
Mr. STISSER. We did it one time, sir. We did not sell our television right. Iguess Mr. Borker here can explain the details better
than I. We have had an agreement with ARB. This was shortly
after Mr. Hooper died. And ARB—this ARB agreement expired
when they were bought out by CEIR—I believe it. was about ayear
ago.
Mr. YOUNGER. SO there was a time when you could not legally
make those surveys anyway ?
Mr. STISSER. That is right.
Mr. YOUNGER. You pretty well dropped out of that field ?
Mr. STISSER. True.
Mr. YOUNGER. Did you ever have an agreement with Nielsen ?
Mr. STISSER. Yes, sir—. before my time.
Mr. YOUNGER. The Hooper Co. did have?
Mr. STISSER. I believe it was part of the Hooper Co.—Mr. Hooper
personally, also. This had to do with national ratings.
Mr. YOUNGER. It seems rather strange that for the length of time
Hooper has been in this business that you would not develop the field,
when television came in, which rather usurped the field from radio—
Mr. SrissEn. Iam sorry we did not.
Mr. YOUNGER. You say now you do not think you could make any
money out of it. The other people say they do not see how you can
rate radio.
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Mr. STISSER. It is avery competitive business, sir.
Mr. YOUNGER. You must be in a specialized business, each one of
you, when you doubt whether the other one can do it and make money.
But this is certainly apretty thin field.
Mr. STISSER. Actually we make an awful lot of calls, sir, even to
come up with as few listeners as we do. Thati
sw h
y we have to make
so many, I agree. The sets-in-use levels are low, though; you are
right.
Mr. YOUNGER. And in these samples it must be pretty hard for
them to say what station, because they are just listening to music.
Mr. STISSER. This is one of the great problems.
Mr. YOUNGER. I would say 60 to 70 percent of the answers would
be, "Well, we are just listening t
o mus i
c."
Mr. STISSER. Right.
Mr. YOUNGER. SO that it is pretty hard to identify a station just
by music.
Mr. STISSER. Very true.
Mr. YOUNGER. That is all, Mr. Chairman.
The CHAIRMAN. Mr. Moss?
Mr. Moss. No questions.
The CHAIRMAN. Mr. Brotzman?
Mr. BROTZMAN. Just acouple, Mr. Chairman.
You have been in this business for about 16 years. Has the percentage of people listening to radio increased appreciably over that
16-year period? Do you find it almost constant? Or what is the
general reaction ?
Mr. STISSER. Ican only talk to the in-home part of the radio audience. With the advent of television, particularly nighttime listening
levels in radio went down considerably. That home entertainment
function seemed to go to television. Daytime, in-home radio sets in
use in the last several years Ithink have been going up. There seems
to be more in-home, daytime radio listening. It varies all over the
place. When there is an important news event, of course, sets in use
are affected tremendously. But to answer your question, nighttime
sets in use took abig drop with the advent of television. The daytime
sets in use, in the last several years, seemed to be going up.
Mr. BROTZMAN. I suppose automobile radio affects this.
Mr. STISSER. Of course, we are not measuring automobile—part of
it, either—but just the in-home part seems to be increasing, too.
Mr. BROTZMAN. Iwas reading here, while you were testifying, from
this report. I notice in the front here you have a code of practice
governing use of the radio Hooper rating. Is this code of practice
an innovation, or has it been utilized over aperiod of time?
Mr. STISSER. This has been in our reports for as long as I can
remember.
Mr. BROTZMAN. I noticed one particular part here, self-regulation
among subscribers. Iwould just like to ask you acouple of questions
about that.
In this, any subscriber or group of subscribers can ask that you
suspend service of some other subscriber if they are violative of the
code of practice, is that correct?
Mr. STISSER. Right.
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Mr. BaurzmAx. Since you have been president, has this complaint
ever been made so that you were called upon to suspend subscribers?
Mr. STISSER.
made ,
sir.
Mr. Bagyrzmn N. Is that correct ?
Mr. STISSER. Yes.
Mr. BROTZMAN. What nature of complaint would come to you that
would cause you to do this ?
printed
Mr. STISSER.
matter that
Typically
violated
misleading
these specific
advertising,
things i
nor
theany
codepublished
of practice there—listing other stations call letters, in ads, or listing acompetitive station by call letters is avery typical one. There have been
even cases of out-and-out changing of figures.
Mr. BROTZMAN. Now, in the back Isee achart for determining the
reliability of a rating. In the early part of your testimony you said
that the results were not projectable.
Do you intend to project the results of asurvey by utilization of this
chart ?
Mr. STISSER. No, sir.
Mr. BROTZMAN. Or is this to assist the user to understand your
rating ?
Mr. STISSER. The latter is the case. We have had this chart in our
reports for many years. Ithink it is primarily an effort on our part
to say to these people, "A rating is not an absolute; it is purely acalculated guess."
Mr. BROTZMAN. Just as amatter of interest, who worked this out?
Mr. STISSER. Ido not know, sir. Some statistician. I am not sure
Iknow exactly what it is myself.
Mr. BROTZMAN. Have you looked at these, Dr. Arkin ?
Mr. ARKIN. Yes; they are correct. They are standard charts.
Mr. BROTZMAN. What does 1.9 sigma mean ?
Mr. A.RNIN. That means that approximately 94 times out of ahundred the sample will be within the predicted range as given here, or
the sampling error will not exceed that which is stated on the chart.
It is a rather strange coincidence; the 1.9. Usually it is stated as 2
sigma. Why they took 1.9, Idon't know.
Mr. BROTZMAN. Your testimony is, that it is acorrect factor?
Mr..ARKIN. Yes, sir; these are correct charts.
Mr. BROTZ3IAN. Ihave no more questions.
Mr. YOUNGER. May Ijust ask this. Iwas going to ask—do you differentiate between AM and FM ?
Mr. STISSER. We list both in our report, sir, if they have sufficient
audience.
Mr. YOUNGER. Idid not notice in the interrogation—
Mr. STISSER. If there was an FM-only station, it is listed by its call
letters with the FM.
Mr. YOUNGER. No. When you interview aperson—you do not ask
them whether they are listening on AM or FM?
Mr. STISSER. No. We simply say, "What radio station were you
listening to?" and ask them for programing and dial reading information. Many times the fact—particularly where you have acombined AM and FM facility, the fact that they were listening at the
FM part of it comes out when you ask them to check the dial and
they give you amegacycle reading instead of kilocycles.
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Mr. YOUNGER. Do you find in general there is more listening now on
FM than AM?
Mr. STISSER. Considerably more, particularly in some markets.
Mr. YOUNGER. Thank you.
The CHAIRMAN. Well, did you say you have considerably more FM
in some markets than AM?
Mr. STISSER. No, sir. I thought the question was are we finding
more FM listening, and Isaid we were finding more—not more than
AM, but more than there used to be.
Mr. YOUNGER. It is on the increase, is what Iwas trying to ascertain.
The CHAIRMAN. But you will find in the record you said more listening to FM than AM.
TMr. STISSER. Thank you, sir.
Mr. Rictrimsoiv. Mr. Chairman, one question for Mr. Stisser. To
make sure the record is clear, when you say the sample size is 900, that
means approximately 450 different homes that had been called in a
30-minute period, is that correct, Mr. Stisser?
Mr. SussEn. As you pointed out., it is really 375.
Mr. RictrAnnsoiy. 375 different homes?
Mr. Slum. Yes, sir.
Mr. RICHARDSON. Also, as pointed out in the memorandum which
you have approved, at one of these time periods the number of homes
called, or at least the responses in a 30-minute period for the months
of October, November, and December was 54, is that correct ?
Mr. STISSER. Is that in the thing here?
Mr. RICHARDSON. Yes.
Mr. STIssEn. Fifty-four listeners?
M T. RICHARDSON. Fifty-four responses.
Mr. STISSER. If Iread this, Iam sure that is right, yes.
Mr. RtcnAnnsox. Which would mean there were 27, or somewhere
in that neighborhood, of homes in that period. If there were 54 responses would there not have been 27 homes who answered in that
period
Mr. STISSER. Probably, yes—half as many.
Mr. RICHARDSON. And actually in many of these cases, when you
are dividing the listening into shares, as you do on a30-minute basis,
you get to where the station on top and the lowest station in the market
could all be within statistical variance as explained in the chart in
the back of your book?
Mr. STISSER. True, sir.
Mr. RieriannsoN. And you have, of course, stated here today that
these are approximations?
Mr. STISSER. Calculated guesses.
Mr. RICHARDSON. All right. Also in relation to your code, I give
you a sheet of paper from the Tucson, Ariz. market. It is entitl ed
"Metropolitan June—Jul
y 1961 Official C. E. Hooper Radio Audien ce
Index, 7a.m., to 6p. m ." .
Is this not aviolation of your code?
Mr. Slum. In several ways that I can see right away. No. 1, all
stations are listed by call letters. No. 2, they have on their own averaged hour figures, which is statistically unsound and prohibited.
Mr. RICHARDSON. Have you in the past canceled radio station KTKT
for such action?
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Mr. SnssER. I don't really remember. It must have been a long
time ago if we did.
Mr. RICHARDSON. Then you would say that this is aviolation of your
code, quite clearly, at least in several respects?
Mr. STISSER. It certainly is.
Mr. RICHARDSON. Mr. Chairman, Iwould like for this to be included
in the record. It is an example of a situation wherein local stations
use survey information by listing all of the call letters and the ratings
or shares for the different stations, and take them around to local advertisers and therefore hurt all of the other stations in the market.
The CHAIRMAN. Well, do you identify that as such?
Mr. STisseut. Sir, Ihave never seen the sheet before. Iassume these
are our Tucson figures. Ido not have our report with me. It is all
right with me, though. It looks like it was ours, yes.
The CHAIRmAN. Is this taken from the record, Mr. Richardson?
Mr. RicHARDsoN. Mr. Chairman, this was picked up when we were
doing our work in Tucson. Ariz., and shown as amethod used by stations to at least. try to take business from other stations in a local
market. One of the stations there was circulating alarge number of
this type of promotional material.
The CHAIRMAN. Well, was it of the Hooper firm ?
Mr. Rrcuminsox. Yes, it does state on it. " Official C. E. Hooper Radio
Audience Index."
Mr. STISSER. It was not printed by us. It was put out by astation.
The CHAIRMAN. Was it mimeographed from your records?
Mr. STISSER. That, as I say, I do not know, sir. I would have to
check the figures.
The CHAIR3IAN. Will you check that and see, in order that it may
be correct ? With that understanding, it will go in the record.
Mr. STISSER. Yes, sir.
(The document referred to follows:)
Tuezon, Ariz., metropolitan area-June-July 1961, official C. E. Hooper radio
audience index, 7 a.m. to 6 p.m,.
SHARE OF AUDIENCE

KTKT
KC EE
KM OP
KTUC
KEVT

A.M.S.I.U.14.6

P.M.SIX.12.0

39.4
10.1
12.2
8.7
7.4

43.2
13.6
7.2
8.2
4.6

Average

41.3
11.85
9.7
8.45
6.15

KOLD
KCUB
KTAN
KAIR

A.M.8.I.U.14.6

P.M.8.I.U.12.0

6.4
5.2
4.9
3.1

7.5
5.9
4.2
2.3

Average

6.95
5.55
4.55
2.7

(
EDITORIAL NoTE.-The following is the official Hooper report as
supplied to the subcommittee by .Mr. Stisser, for June-July 1961,
Tucson, Ariz.)

-HOOPER
CITY:

RADIO

AUDIENCE INDEX

TUCSON , ARIZ,

MONTHS:

JUNE - JULY,

1961

KTAil

KTKT

,,r'r

6.4

4.9

39.4

6.7

2.3

5,003

ISYOCIVOIM

TIME

7.5

4.2

43.2

8.2

3.2

6,759

SDNIIVII

SHARE OF RADIO AUDIENCE
RADIO
SETSIN- USE

RAIN

KCEE

KCUB

KEVT

KMOP

KOLD

14.6

3.1

10.1

5.2

7.7

12.2

12.5

2.3

13.6

5.9

4 .6

7.2

0D-iER
AM 6. FM

SAMPLE
SIZE

MONDAY THRU FRIDAY
7:00 A.M. - 12:00 NOON

MONDAY TENU FRIDAY
12:00 NOON- 6:00 P.M.

"Radio Sets-in-Use' is the percentage o Total Homes which are listening to the radio. Where listening,to asecond program over asecond rad'o set i. reported
in ahome, that fact is reflected in both the "Radio Sets-in- Use" and in the individ ual stati on "Sh ares . "Share of Radio Audience" represents he proportion of
the total radio audience listening to aparticular station.
‘Vhere an FM station duplicates its corresponding AM station's program schedule in its entirety, the FM station mentions are combined with the AM station's
mentions.
The Code of Practice governing the use of " RADIO HOOPERATINGS“ applies to this " RADIO AUDIENCE INDEX."
-.. _

e C. E. Hooper, Inc.,

1961.
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Mr. RICHARDSON. Also, in the back of your pocketpiece, on the chart
on variance which we have just been discussing, it is based on ratings
from 1to 10, and then 15, 20, on up to 50. Is that correct ?
Mr. STISSER. Yes.
Mr. RICHARDSON. Actually in most cases are not ratings lower than
these percentages shown here ?
Mr. STISSER. Many times they are; yes.
Mr..RientAinnsox. Should not achart be included which would have
lower rating figures here, so that they could be projected for error?
Mr. STISSER. Ibelieve that that is ajust criticism; yes.
Mr. RICHARDSON. That is all, Mr. Chairman.
The CHAIRMAN. I imagine you have been all over this, but what
does " DA" mean ?
Mr. STISSER. "Don't answer," sir.
The CHAIRMAN. Or "Didn't answer" ?
Mr. STISSER. It rang six times and nobody answered the phone.
The CHAIRMAN. "Didn't answer."
Mr. STISSER. "Didn't answer"—you are right; I'm sorry.
The CHAIRMAN. What does "LB" and "REF" mean ?
Mr. STISSER. "Lines busy" and "Refusal."
The CHAIRMAN. Very interesting. I believe you have gone into
that.
In your Dallas, Tex., October to December 1961 Broadcast Audience
Measurement--you are familiar with this, Iassume?
Mr. STISSER. Yes, sir; Ihave acopy right in front of me.
The CHAIRMAN. Well, you notice that there is on the very first page
of the chart—"Radio Sets in Use, Monday to Friday, 14.0." What
does that mean ?
Mr. STISSER. Sir, that means that 14.0 percent of the homes, telephone homes, that we called during this 3-month period, said they
were listening to the radio.
The CHAIRMAN. Fourteen percent of the telephone homes called
from 7a.m. to 12 noon, Monday through Friday ?
Mr. STISSER. Right.
The CHAIRMAN. That had their radio sets on ?
Mr. STISSER. Yes.
The CHAIRMAN. All right. You show " 570 kilocycles, 4.2." What
does that mean ?
Mr. STISSER. That is ashare of radio audience figure. That means
in the morning hours they had 4.2 percent of the radio audience.
The CHAIRMAN. Well, now, are all of those foll owin g, includin g
the final—"Other, AM and FM, 2.1"—are they supposed to add up
to 100 ?
Mr. STISSER. Approximately, sir. They sometimes are 100.1, with
rounding off. But they are supposed to add to 100, yes, sir.
The CHAIRMAN. I thought perhaps so. Icould not get 100 out of
it. But that is what it is supposed to be—the. percentage.
Mr. STISSER. Right. This is based on 100 percent. As I say, we
are sometimes two-tenths of apoint off.
The CitAiumAx. In other words, if there were 14 percent of homes
that. had the radio on, then 570 had 4.2 percent of those that were on ?
Mr. SinssER. That is right..
09- 942-03— pt. 2--20

720

BROADCAST RATINGS

The CHAIRMAN. Well, thank you very much, Mr. Stisser, for your
cooperation with the staff and the committee and for your appearance here today and the presentation of your operation.
Mr. S'TISSER. Thank you.
Mr. RICHARDSON. Dr. Arkin, have you any comments to make?
Mr. ARKIN. No, Ihave no comment on this, sir.
The CHAIRMAN. Thank you very much, sir.
The committee will adjourn until 10 o'clock in the morning.
(Whereupon, at 5:15 p.m. the committee was recessed, to reconvene
at 10 a.m., Friday, March 15, 1963.)
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FRIDAY, MARCH 15, 1963
Hou SE OF REPRESENTATIVES,
SPECIAL SUBCOMMITTEE ON INVESTIGATIONS OF THE
COMMITTEE ON INTERSTATE AND FOREIGN COMMERCE,
Wa8hington, D.C.
The special subcommittee met, pursuant to recess, at 10 a.m., in
room 1334, Longworth House Office Building, Hon. Oren Harris
(chai mutt' of the subcommittee) presiding.
The CHAIRMAN. The committee will come to order.
This morning we have Mr. Albert Sindlinger, of Sindlinger & Co.
Mr. Sindlinger, will you be sworn ?
Do you solemnly swear the testimony you give to the committee
to be the truth, the whole truth, and nothing but the truth., so help
you God ?
Mr. SINDLINGER. Ido, sir.
The '
CHAIRMAN. Will you identify yourself for the record, Mr.
Sindlinger ?
TESTIMONY OF ALBERT E. SINDLINGER, PRESIDENT. SINDLINGEB,
& CO., INC.
Mr. SINDLINGER. My naine is Albert E. Sindlinger, Si
n-d-1
i
ng-e-r.
Iam president of Sindlinger & Co. Our main office is in Norwood,
Pa. My home address is 100 Morton Avenue, Ridley Park, Pa.
The CHAIRMAN. Would you tell us something about your company ?
Mr. SINDLINGER. Ihave a prepared statement, Mr. Chairman.
The CHAIRMAN. Very well. You may present it if you cover that
in your statement.
You may proceed.
Mr. StributiecieR,, Our interest in broadcasting goes back to 1920,
when, as aradio ham oyerating station 8AIX, we conducted field tests
with Dr. Conrad's 8XE, which later became KDKA in Pittsburgh.
Since U.S. broadcasting, first radio and then television, is an entertainment medium sponsored by the advertisers, it has to have an estimate of the size of its audience.
A theater has aboxoffice to record its audience size via paid admissions. Newspapers and magazines have ABC circulation figures.
In 1948, we incorporated Sindlinger & Co. and our first commercial
research endeavor was to install in Philadelphia the first. instantaneous
electronic radio and television measurement system—called Radox.
Not. being married to any rating research method or system, we spent
the years through 1956 experimenting with all the known techniques
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to develop an objective radio and television measurement system, while
we were building up our national probability sample of U.S. counties
for our basic services which were started in early 1957.
In 1956, we set forth these basic policy decisions:
First., we determined that all media reports would be published on a
syndicated basis, so that the buyer and seller of media would receive
exactly the same data.
Second, no study would ever be—nor ever has been—conducted in
order to prove one media better than another. Thus, we could never
become obligated to any specific media.
Third, we determined that all our intramedia studies for radio, television, newspapers, magazines, and so forth, would be based upon
people, rather than households, for households don't do things; it's
people who do things. Our research techniques operate so that all
media data are people oriented; that is, inedia reports are based upon
what the respondent, himself ( or herself), said he ( or she) did yesterday. Adults are never asked for hearsay reporting of what other
adults do.
I am going to add a sentence here. This is true of all our radio
work. However, in some of our studies for television and newspapers,
we do report what another member of the household says someone else
does, but such data is so labeled.
Back to the text. We were pleased to read ( pt. IV, p. 17) the 1958
report of the NAB radio research committee where they recommended
the use of individuals as the unit of measurement. Also, we have observed during the past week that the Television Bureau of Advertising is now advocating "people" data.
Fourth, data from different research methods would never be combined. such as meters with diaries, with personal interviewing, with
mail interviewing, with telephon e interviewing, and so forth.
Fifth, since all rating data are subject to sampling error, we publish
the sample size for every rating statistic in every report and provide
the client with sample tolerance Nomograms so that the statistical
significance of every figure can be compared.
Shah, we took the position that our basic responsibility was to provide data as accurate and reliable as we could make it, and to tell the
client exactly how we gather and process all data so that the client
would be aware of all biases which are i
nheren ti
n all sample research.
Seventh, we assumed the further responsibility for the control of and
the use of our data where promotion was involved.
With your permission, we would like to repeat for this record, a
summary of our viewpoint on the broadcast rating concept as we
stated it. on June 26, 1958, when we appeared before the Conunitte,e on
Interstate and Foreign Commerce of the U.S. Senate:
The broadcast rating, where it is used to measure only the size of an audience,
has only one dimension.
The "size of rating" has become embedded in many people's minds, to the point
where they consider that 20 is twice as good as 10. without any consideration of
the quality of the 20 against the quality of the 10.
Our continuous inedia studies for newspapers, magazines, radio, and television,
show conclusively that the compatibility of the audience—with the advertiser's
product—is far more important than the single dimension of size, which is reflected by a rating. Yet the broadcast rating, as it is most commonly used, places
so much emphasis on size of audience.
The broadcast rating appeals to most of us in America who have educated and
trained ourselves to oversimplification. We like alphabet abbreviations.
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We like the business index—everything that gives us quick, in an abstract way,
some fast information.
We like pills and capsules to correct all our ills. But
what we don't like to do is to figure something out for ourselves. We want
everything quick.
The broadcast rating is a quick abstract guide, and it is very popular.
Obviously every station, network, artist, advertiser or agency wants to be best,
hut size, as determined by a rating, is not always necessarily the best.
In striving for the highest broadcast rating with the biggest audience, the
logical conclusion is to imitate the programs that have the highest rating.
But, imitation can only perpetuate " more of the saine." And "more of the
same" can only result in mediocrity.
That's the problem in using the rating as the criterion to measure broadcasting.

As stated, this was our position in 1958 and it remains our position
today.
But, there is another reason why arating used as one dimension is
wrong: A rating is never as precise as it is thought to be. All
sampling, ours or anyone else's, is subject to sample tolerance.
To determine sample tolerance, we utilize two standard deviations
rather than one standard deviation, because our data are designed for
use in making business decisions rather than for use as promotion.
One standard deviation means that 68 times out of 100 a statistic
reported to a client will fall within the calculated confidence limits.
In other words, with one standard deviation 32 times out of 100, a
reported statistic could fall outside the calculated confidence limits.
Now, when you use two standard deviations—as we do— this means
that 95 times out of 100 astatistic reported to aclient will fall within
the calculated confidence limits, and the chances of astatistic falling
outside the confidence limit is only 5out of 100, rather than 32 times
out of 100 when von use one standard deviation.
If you use one standard deviation, you are saying to your client,
that if you provide three different rating figures, the chances are that
one of them will fall outside the confidence limits.
When you use two standard deviations, as we do, you are saying
to your client that if you provide 20 different rating figures, the
chances are that 19 of them will fall within the confidence limit and
only one will fall outside.
Since we provide our clients with many research services in addition
to radio and television data—and because it is our policy to inform
our clients exactly how we operate— we produce, and have available,
many technical papers or appendixes.
1. I have here a 99- page appendix which accompanied a presentation we made before the American Statistical Association in Minneapolis last September. Here we outline our methods and procedure
for our weekly reports on consumer confidence and consumer buying
plans for many consumer durable items.
2. Here is another technical appendix for newspapers, which outlines how we measure each day of each week, readership of daily
and Sunday newspapers in all the major U.S. markets.
3. This appendix explains how we measure product use (by brand)
on over 100 household products and buying plans for specific consumer items with newspaper readership.
4. This appendix explains our weekly and monthly automobile services—where our data are used in Detroit for production control and
marketing decisions.
5. This appendix explains in detail how we measure buying plans
for 16 durable items among the audiences for 36 different magazines.
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6. This appendix explains our television activity service.
7. This appendix outlines how we are making mtramedia data on
a "yesterday" basis—on radio, television, newspapers, magazines and
direct mail, available for electronic computer use by our clients. And,
as stated, all intramedia data comes from asingle individual, reporting what he ( she) did "yesterday"—utilizing the same technique.
8. Here is a technical appendix for an important trademark court
case.
9. This appendix, which we have provided to you, members of the
committee, explains our radio activity service which has been in
operation since July of 1962.
If each of you will turn to this set of charts, I would like to have
this set of charts and this white piece of paper as I read them.
Mr. BROTZMAN. When you were referring to the radio activity book,
is that the one you hold in your hand
Mr. SINDLINGER. Yes.
Mr. BROTZMAN. And then the chart—
Mr. SINDLINGER. That is it. Yes.
What we do with the sample chart is explain the mathematical
range of rating tolerances. While it may sound interesting, we have
endeavored with this set of charts to make it simple, make it clear.
For our first example, we will select a television program with a
20.0 rating—which is agood one for atelevision program.
Turn to chart. No. 1where we use asample of 100 interviews.
If we interview 100 people and find 20 people viewing a specific
TV program—we would report the rating as 20.0 or 20 percent—the
center point of the horizontal bar.
However, the mathematical true rating with a sample size of 100,
at 20 percent activity, is somewhere between 12 percent ( left end of
bar) and 28 percent ( right end of bar).
The tolerance is a plus or minus 8.0 on the 20- point rating, or 40
percent.
What this means is this: By the niltheinotico 1la w (‘-rchance
s: ec ond sample of 100, utilized at *
the same time under identical conditions
could conceivably produce only 12 viewers or a12- percent rating, while
athird sample of 100. utilized at the same time under identical conditions, could conceivably produce as many as 28 viewers or a28- percent rating.
The 12 viewers represent the lowest limit of chance and the 28
viewers represent the highest limit of chance with asample of 100 and
an activity of 20. Continued samples of 100 used at the same time
under identical conditions could produce viewers numbering nywherr,
between 12 and 28 for the same TV program: 5times out of 100, the
figures could be anything.
Now let's go to clrajNo. 2, line B. We still use the 20.0 rating example—but have increased our sample to 150. With a sample of 150
a20.0 rating would be based upon 30 people reporting viewing of the
TV program.
The mathematical law of chance says that with another identical
sample of 150 it is conceivable that only 20 people would be found—
producing a rating of 13.5, the lower )imit of chance, the left-hand
part of the bar.
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On the other hand, with another identical sample, the upper limit of
chance could conceivably produce a rating of 26.5—represented by 40
people.
Turn to chart, No. 3, line C. Now we use a sample of 300. Sixty
people in this sample produce aTV rating of 20.0. By the mathematical law of chance—as we have explained—the lower limit, could conceivably produce a rating of 15.4 ( 46 people) and the upper limit
could conceivably produce arating of 24.6 ( 74 people).
So our plus or minus tolerance here is 4.6 and our range is 23 percent..
Now let's go to chart No. 4, line D. We have increased the sample
size to 1,000. Here our 20.0 rating comes from 200 people. Again, by
the mathematical law of chance, another identical sample of 1,000
could conceivably produce a rating of 17.5 ( 175 people) at the lowest
limit and another identical sample of 1,000 could conceivably produce
a rating on the upper limit of 22.5 ( 225 people) for the same TV
program.
With chart No. 5, line E, we increase the sample to 2,000.
Now our 20.0 TV program rating is based upon 400 people. The
mathematical law of chance here reduces the range of tolerance from
the low limit of aconceivable 18.2 rating ( 364 people) to the upper
range of aconceivable rating of 21.8 ( 436 people).
With chart No. 6, line F, we step up the sample to 7,000--now our
20.0 TV rating is based upon 1,400 people, and by the mathematical
law of chance, the lower limit rating is reduced to 19.0 ( 1,330 people)
and the upper limit rating is reduced to 21.0 ( 1,470 people) for the
same TV program.
Now, with chart No. 7, line G, we step up the sample to 15,000.
Here our 20.0 TV rating is based upon 3,000 people. The mathematical lower limit now is arating of 19.3 ( 2,895) and the upper limit
rating is 20.7 ( 3,105 people) for the same TV program.
Chart No. 8, while it may look complicated, summarizes what we
have been discussing.
And we have added on the right-hand side of the chart the sample
sizes that you would get for each of these ratings. In other words,
the lower limit with a sample of 100 would product 12 viewers and
with asample of 15,000 the lower limit would produce 2,895 viewers,
or the upper limit at the bottom of the page would be 3,105 viewers,
the difference being 105 viewers, or plus or minus 0.7 of apercent, or
with arange of 4percent.
Now let. us examine the range of rating tolerance for a radio station or program. We will select a2.0 rating for this example, as this
is about average for certain time periods.
Turn to chart No. 9, line H, where we have a sample of 100—a
rating of 2.0.
At this level of activity with asample of 100 the statistical or mathematical range is from 0 to 4.8. In other words, another identical
sample of 100, with a 2-percent activity, could conceivably produce
no listeners—a zero rating—while another sample of 100 could conceivably produce 4or 5listeners.
In our judgment, asample of 100 is entirely inadequate to measure
any activity which is as low as 2percent.
Turn to *chart No. 10, line 1, where we increase the sample to 150.
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Again, a 2.0 rating with one sample could conceivably produce no
listeners—while another sample could conceivably produce as many
as four listeners.
Now, to chart No. 11, line .J, where we have increased the sample
size to 300.
A radio rating of 2.0 with asample size of 300 would mean that we
had 6radio listeners reporting for the station or program, being the
2.0.
The statistical range with a 300 sample size is 0.4 on the lower
limit—and 3.6 on the upper limit.
This means that while 1 sample of 300 produced 6 radio listeners
for a specific station with a2.0 rating, another identical sample, due
to the mathematical law of chance, at 2 standard deviations, could
conceivably produce only 1 radio listener to our example station—
while a third identical sample of 300 could conceivably produce 10
or 11 listeners.
Again, in our judgment, asample of 300 to measure any 2.0-percent
activity—is awaste of time and money.
When you get into small sample sizes, you can't have tenths of
listeners. You have to have at least one.
Now, go to chart 12, line K. We now use a sample of 1,000 to
measure radio. A radio rating of 2.0 would be 20 people in the sample
for our example station or program.
Statistically, the lower limit is 1.1 and the upper limit is 2.9.
With a sample, of 1,000, at two standard deviations, when we are
measuring a 2.0 percent activity, it is possible that, another identical
sample of 1,000 could conceivably produce only 11 listeners—while a
third identical sample of 1,000 co uld conceivably produce as many as
29 listeners.
Mr. BROTZMAN. Could Iget that again ? I want to be sure to hear
that specifically, the last line of testimony ?
Mr. SINDLI GER. Yes. With a sample of 1,009, at two standard
deviations, when we are measuring a2.0 percent activity, it. is possible
that another identical sample of 1,000 could produce only 11 listeners,
while a third identical sample of 1,000 could conceivably produce as
many as 29 listeners.
BRoTzmAx. Thank yon.
The CHAIRMAN. These are figured on the saine program of 1,000,
300, 150, 100 samples?
Mr. SINDLINGER. That is right.
Now we go to chart, 13, line L, which increases the sample size for
aradio rating to 2,000—where a2.0 rating produces 40 people listening.
Here the range for the lower limit is 1.4 ( 23 people) and the upper
limit is 2.6 ( 52 people).
Chart. No. 14, line M—increases our radio sample to 7,000—which
is the sample we use for our individual Saturday and Sunday radio
reports, where we combine, 2months together.
With a7.000 sample. our 2.0 rating now has 140 people listening.
With this sample size the range's. lower limit is 1.7 ( 119 people)
and the upper limit is 2.3 ( 161 people).
The CHAIRMAN. Where do you get that in this chart ?
Mr. STxnr.rxor,n. There, if von will look at chart No. 16-The CHAIRMAN. Iam looking at. 14.
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Mr. SINDLINGER. If you will flip back to 16, you will see the lower
limit on these charts. Chart 14 is line M on chart 16.
The CHAIRMAN. Thank you.
Mr. SINDLINGER. Now, if you go to chart 15, line N, this increases
the radio sample to 15,000, and our 2.0 rating now has 300 people
listening to our example radio program or station. And, you will
observe that we have reduced our tolerance range from the lower
limit of 1.8 rating ( 270 people) to the upper limit of a2.2 rating ( 330
people).
Chart No. 16 summarizes the radio situation we have been discussing.
Here it becomes clear why asample of 1,000 or less is inadequate for
any radio measurement where aradio rating can be at the low activity
rate of 1.0 and less—to 2.0 or slightly more.
However, while a2.0 radio rating may sound low—when the figure
is projected to people—it's a big audience on a network basis. For
example: Currently our base for radio projection on anational basis
is 136,321,000 people 12 years and older. Two percent represents an
audience of 2.7 million.
Up to now we have discussed only two rating figures with various
sample sizes. Now, turn to chart 17. Here we have a full range of
ratings with asample of 100.
For this chart and the next six charts—the black horizontal bars
show the tolerance range or limits for each rating on the scale. The
white line in the center of each horizontal bar is the rating point—
the left end of each bar represents the lower confidence limit and the
right end the upper confidence limit—at two standard deviations.
Where the bars overlap—this means that there is no significant difference between one rating figure and another.
Iwould like to repeat that. Where the bars overlap, this means that
there is no significant difference between one rating figure and another.
For example, with chart No. 17—with the sample of 100—there is
no significant difference between any rating under 3.0. There is no
significant difference between a rating of 2.0 or 10.0; between a 5.0
and a 15.0 rating; between a rating of 10.0 and 20.0; between 15.0
and 30.0; between arating of 20.0 and 35.0.
Mr. BROTZMAN. May IInterrupt for aminute, please ?
Mr. SINDLINGER. Yes.
Mr. BROTZMAN. I hate to break in, Mr. Chairman, but so I can
understand this, Ihave to.
Your statement was, Ibelieve, that where the bars overlap, there is
no significant difference in the rating, is that correct ?
Mr. SINDLINGER. Right.
Mr. BROTZMAN. So what you were doing here is going down the
left-hand side of the chart where we see the numbers 0 through 40;
is that not correct ?
Mr. SINDLINGER. Right.
Mr. BROTZMAN. And because the overlap is demonstrated there between the bars this is how you were able to arrive at the conclusions?
Is that correct ?
Mr. SINDLINGER. That is right. Iwas reading where the bars overlap.
Mr. rittoTzmAN. Thank you.
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Mr. SINDLINGER. However, there is a significant difference between
a rating of 3.0 and 15.0; between a 10.0 and 25.0; between arating of
15.0 and 35.0.
So you can say that three is different from 15 but 3is not different
from 4. But there is asignificant difference between 10 and 25; and
there is asignificant difference between 15 and 35.
.
You can measure broad figures, as broad as Ihave outlined them,
but not narrow figures, with asample of 100.
Chart No. 18, with a sample of 150, is only slightly better than a
sample of 100.
Let's go to chart 18, with a sample of 150. I won't spend much
time on this. because you can see from the chart that there is only a
slightly improved sample.
Chart. No. 19 is based upon asample of 300. With asample of 300,
a, radio or television rating reported to be 1.0 or less-at two standardized deviations- is not significant.
What. Iam saying here is that any rating produced from asample
of 300 or less, prodwing 1pereent, is not sigiiilicant'. it could be zero;
or anything.
There is no significant difference lystween a rating of 2.0 or 3.0 or
4.0. However, there is asignificant difference between arating of 1.0
and 5.0, and between 5.0 and 15.0, and between 10.0 and 20.0, and
between 15.0 and 25.0, and between 20.0 and 30.0. But, there is no
significant. difference between radio and Tv ratin gsof 15.0 and 20.0,
or between 20.0 and 25.0, or bet w een 25.0 an d 3.0, or between 30.0
all (1 35.0, or between 35.0 and 40.0.
I would like to leave the text for just a second to point out why
we have done this. There are many advertisements that say that station A has a rating of 18.2 and it is first, and station B has a. rating
of 16.1 and it is second and station C has arating of 15.0 and it, is third.
Any one of those three stations can be first, second, or third. There
is no significant, difference in a sample of 300 between those three
figures.
Back to the text.
With Chart No. 20, we have increased our sample to 1,000. Here,
there is no significant difference with any rating figure under 1. In
other words, with a. sample of 1.000 to measure ratings of stations, that
is arating of 1, there is no significant difference.
There is no significant difference between 0, 0.4, 0.2 0.5 or what, or
between 1and 2or, between 2and 3-or, bet
ween 3and 4;---or between
4 and 5.
Again, Irepeat, this is using asample of 1,000.
however, there is a. significant. difference between . arating of 5and
10 and between 10 and 15 and between 15 and 20.
But, it is conceivable that a rating of 20 on one sample of 1,000
could be 25 with another identical sample of 1,000.
And, as the chart shows- w hen you ge t eto ratings above 25there is the possibility of there being no significant difference, between
25 and 30-between 30 and 35-between 35 and 40. Again we're talking about asample of 1,900.
Clan No. 21 shows asample of 2,000, and as the chart shows, when
the sample gets up to this size, rating figures begin to have more significance. With this sample there is significance between a 9 rating
and a1rating.
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And, there is significance between arating of 1and 5and 10 and 15;
and :
20 and 25 and 30 and 35, etc.
Chart No. 22 is based upon a sample of 7,000. Here we find that
a radio or television rating of 2.0 is significant by itself and is significant when comparing it with 5.0 rating, between all the rating
points plotted on this chart. • In other words, when you use asample
of 7,000, the figures become significant by themselves.
Now we go to chart 23, which is based upon asample of 15,000, and
you can see from this chart, how the larger sample of 15,000, reducPs
the, range of statistical tolerance for all the rating points shown on the
chart.
When a client knows the statistical tolerance of radio and television ratings, as we have shown them to you here ( and our clients
know this), they are in a position to make their business decisions
more objectively.
This is why all of our reports for radio and television and for all the
other services we produce—show the sample size for every statistic
we produce.
Up to now, we have been talking about sample tolerance, which appears to have been originally developed by Abraham De Moivre in his
1733 mathematical treatise which the. author believed then had no
practical applications, other than asolution of problems encountered
in games of chance—cards, dice, roulette, etc.
He didn't then know about, radio and television ratings. However,
the mathematical law of chance which we have been discussing is
based upon the assumption that your sample is perfect, i.e., the cards
are not marked, the dice are not loaded and the roulette wheel has
perfect balance.
But no sample for attitude and opinion research is perfect, ours, or
anyone else's.
Samples and techniques
We consider there are three fundamental objectives, of sampling.:
1. The original drawn sample must reflect the defined universe being measured as accurately as possible.
2. The portion of the completed sample from which data are projected must be as representative of the original sample as possible.
3. The methods used to gather and produce data must be as free
of human bias as possible.
During the years from 1948 through 1956, while we were developing the foundation of our present business to weekly measure consumer's opinions on the state of the economy and their buying plans—we
had the unique opportunity to experiment and work with every known
technique used for radio and television rating in order to accomplish
the three objectives set forth.
Let me summarize this experience:
A. From 1948 through 1950 we operated Radox, the first instantaneous electronic radio and television rating service. ( See pp. 1
through 5 of this Radio Activity Technical Report.) Radox utilized
a fixed panel of 642 households within the city of Philadelphia. We
discovered seven major objections to the use of afixed panel using an
electronic device for objective sampling:
1. A high proportion of households refused to have a "gadget"
attached to their sets.
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2. With people moving and/or deciding not to cooperate after a
"gadget" had been placed on their sets, it was difficult to maintain
the proper characteristics of the original sample.
3. After awhile, our experience with afixed sample was that people
became biased cooperators and not typical.
4. With a fixed panel, the location of the sample was defined. Interested persons through various means could control the rating results within the homes of the fixed panel. In fact, with our Radox
experience, an outside party was able to obtain the addresses of our
fixed Radox panel.
5. People had to be rewarded in one way or another in order to
insure their continued cooperation to leave the "gadget" attached to
their radio and television sets.
6. With the publicity attached to the publication of ratings in the
press—now I am referring to the publicity in 1948—people within
the fixed sample knew they were part of arating service and became
conditioned—they would ask our service men when they called to
service their sets if they were "doing the right. timing."
7. With the use of our Radox electronic system, we were measuring
tuning of the set and not who or how many ( if any) were viewing.
The fixed panel gave us cumulative data—but, it, was cumulative
data from agroup of cooperators. We decided to sacrifice the cumulative concept for more objective data—which would come from using
adifferent sample of different people for each day's interviews where
we could use the "people's concept."
B. Why we use a telephone sample, knowing that 20 percent, of
households nationally do not have telephones and 3to 4percent have
unlisted numbers, is explained on pages 6through 12 of this appendix.
But, the advantages outweigh the disadvantages, as follows:
1. Speed of gathering data.
2. Economy in cost enabling utilization of large samples.
3. Flexibility for callbacks to reach lines busy and not-at-homes.
4. People are more impersonal and tend to be more honest over the
telephone than when interviewed in person.
5. Over 80 percent of population now have telephones, in many
communities it's 95 percent. In some communities, it is as high as
98 percent.
6. Telephone books provide ideal sampling frames for randomized
selection of sample elements.
7. People will answer a telephone where they hesitate to permit a
stranger in their front doors.
8. Complete dispersion of the area being surveyed is achieved, thereby, no clustering is required.
9. People can be called back, repeatedly, until they are reached;
thus, a not-at-home formula to compensate for not at homes i
s not
required.
10. A high completion of the original sample is possible with the
way we have developed and utilize the telephone for interviewing
(see pp. 21 through 29 of this appendix).
C. Telephone books as sample frame: The telephone books, for each
county within the basic sample, provide a random base for all listed
telephone numbers.
All telephone books servicing asample county are utilized, so that
interviewing is not restricted just to nontoll areas.
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All telephone numbers are selected at random throughout the telephone books. Each sample selection is made at our headquarters in
Norwood, Pa. ( see pp. 15 through 20), and all numbers are selected on
a scientific nth basis. There is no clustering of telephone numbers
on apage in the telephone book.
New telephone books, as they are issued each year, provide automatic changes in the telephone-owning population. As a market's
telephone population increases or decreases, the telephone book reflects
this change and the sampling ratio for each market is changed accordingly. Los Angeles and Arizona are good examples.
Imight deviate for aminute to say t
hat in Los Angeles at the present time, and in Arizona, we are maling almost twice as many interviews today as we did 10 years ago because of the increase in the
population.
D. No rating week: In order to make the callback, feedback interviewing method work for our radio service ( see pp. 21 through 30 of
this technical appendix), and for all other services, it is necessary
to draw anew sample for each day of each week and all interviewing
is conducted on an every-day- of-every- week basis. Thus, there is no
defined rating week where s*tations might put on special promotion
or programs to attract. unusual listening.
When a special event occurs on asingle day and a rating for that
day is desired—lees say there is a special-event night, a prizefight
or something like that—then we would augment our interviewing
for tomorrow so we could measure 1day.
E. What is measured: Our radio activity and television activity
research reports are based upon interviewing within the 187 sample
markets that compose our basic sample. ( See pp. 13 through 15.)
Since the basic sample markets are representative ( as they were
drawn on arandom probability basis) of each of the. 4regions of the
country ( the sum of the 4 regions lx.,ing 48 States), broadcast. rating
data collected within the basic sample are projectable to each of the 4
regions and to the total conterminous United States insofar as the
data relate to the overall activity of radio listening and television
viewing; that is, the magnitude of radio listening and television
viewing.
The data are also projectable, nationally and regionally, for networks' radio listening and television viewing, insofar as it occurs
among individuals whose residence is within the sample markets.
However, the radio and television activity reports are not measuring and reporting for every individual radio and television station
in the 48 States.
Since our technique is based upon what individual respondents,
residing within the sample markets did yesterday, as far as radio
listening and television viewing is concerned, our technique measures
the listening and viewing of the respondent on the basis of where he
or she was yesterday.
If a respondent listened to the radio yesterday at home, radio stations located outside the sample market, with asignal too weak to be
heard in the market, cannot be measured. However asalesman residing in a sample market driving in his automobile and listening to
the radio yesterday could report listening to radio stations located
in counties' several hundred miles away from his residence within a
sample market.
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We have the example of a man who was interviewed in Beverly
Hills, Calif., where. he reported listening to the radio at ahotel in New
York yesterday morning, at. the barber shop in Chicago's O'Hare
Field yesterda* noon, and in his automobile in California last night.
And, we ha ve examples where a person interviewed within asample market today—watched television yesterday in aplace not within
the sample market or in other sample, markets.
F. All listening and viewing measured: Since our concept. is to
measure what people did yesterday ( that is, radio listening and television viewing) and where they listened ( for radio), mir technique
measures all listening yesterday that the respondent recalls to report.
Radio listening, can take place' in ally combination of rooms within
the household, in the basement, garage or patio—in his [ her] automobile if driving or as apassenger—at a public place ( that. is, hotel,
restaurant, store, tavern, cafe, beach resort, sport event, et cetera)—
at a friend's house. Since tin' technique measures what the respcmdents reports he [ she] did yesterday, radio listening is not confined to
any particular radio set or sets. Radio listening is measured for:
(1) In- home plug-in sets.
(2) In- home battery portable,s.
(3) Automobile radios.
(4.) Transistors- in an automobile. being carried by hand or
where the transistor is being listened to while watching aspotting
event.
(5) Radios in public places or at friends' homes.
The same is true for television—we measure what t
he respondent
reports he watched yesterday wherever the viewing occurred.
G. Large sample size: Our radio activity service is based upon a
sample of aminimum of 776 daily interviews, 5,400 weekly and about
24,000 monthly—every radio and television interview is with adifferent individual.
Each Saturday and Sunday radio report is based upon acumulation
of 2months' interviewing: that is, eight or nine Saturdays and eight
or nine Sundays. Thus, the sample size for the Saturday radio report
and the Sunday radio report is near 7,000.
Weekday reports for radio are issued monthly. All the Mondays
through Fridays are combined for the month : that is, minimum of
20 days for each month with ami n i
mum samp l
e ofover 15 ,
000.
The' exact sample size utilized for each weekday, Saturday, and
Sunday report is published with each report, and the sample size
for each male and female rating becomes a part of the report.. ( See
pp. 67 through 69 of this appendix.)
Our television reports, since August 1957, have been issued each
month and/or for each week for the evening that Du Pont sponsors
its television program, the exception being that during January and
February 1961 we conducted research for all TV network programs—
on afull-scale 7-day-of-each- week basis—and, we issued an individual
television report. for each and every day for the 2months.
But, we had to give this up—on a 'daily basis—and have continued
television measurements only on the 1day of each week where we have
a client. We hope to be able to resume our daily television service
in the near future to report for the other 6days of the week.
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METHODS FOR RADIO ANI) TELEVISION ILVFINGS
in summary, here are the different methods for providing radio
and television ratings :
First is the electronic meter which uses afixed panel like our lladox.
We have already explained why we do not use this technique.
Second is the diary teehniquu. However, we do not use the diary
because we am interested in a continuous flow of data—people will
not keep diaries continuously—and if they did, we would then have
afixed panel—to which we object.
Third is the telephone coincidental technique where you telephone
people to find out what they are doing at the time of the call. But,
this technique limits your data to in- home listening or viewing. You
can't yet telephone at random to a person in an automobile or to
a person on a beach or at a public place. Also, our experience with
telephone coincidental for radio was this: A person answering the
telephone was most likely to be near a television set and would most
likely be watching television; they were not. likely to report radio
listening upstairs by a son or daughter or a husband's downstairs
radio listening or in another part of the house.
For television: We discovered that the person most likely to answer
the telephone wits the secondary-viewer—that is, if a - female was
watching a drama—husband most likely answered. If a male was
watching a sporting event, a female was most likely to answer.
Fourth technique is the personal coincidental. Here again you are
measuring in- home activity only—with the problem of not-at- homes.
Fifth technique is the personal interview with the roster recall.
Here we have the problem again of being able to interview only those
people who are at home and will answer the door. Callbacks for personal interviewing, to reach the not-at-homes, are very expensive and
impractical.
How do we get our data on radio and television? We can explain
this best by playing for you some actual interviews which we have
recorded, with the telephone "beeper" to make it legal for recording.
In my prepared text., I was going to play for you first atelephone
interview, but. since the time is short, Iwill skip this part and Iwould
like your permission to play a 10- minute interview so you can hear
from the recording exactly how we gathered this data.
The CHAIRMAN. Very well. But Idon't think we can take it down
for the record.
Mr. SINDLINGER. Ican give her the reel to copy if she wants to.
The CHAIRMAN. Ithink perhaps the record can just show that an
example was given and explained by you.
Mr. SINDLINGER. There is an interview with afemale and an interview with amale.
As you listen to this interview, you will see we are gathering information in greater depth than just an interview. After you listen, I
will explain, why we go into the depth we do.
This is an interview with afemale.
(Whereupon, arecorded interview was played.)
Mr. SINDLINGER. Iwould like to let you listen to amale. This one
is about 8or 9minutes.
These numbers are selected at random.
(Whereupon, arecorded interview was played.)
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Mr. SINDLINGER. That is how we gather our data. Earlier, you
-will recall, I said we try to minimize the size of the rating and try
to emphasize the quality of the audience. This is why in this interview you heard us talk to this person about attitudes toward the economy. You heard us measure the buying plans for automobiles. Our
clients from Detroit like Chrysler, Ford, and General Motors want
to know what time of the day they can reach people on radio and television who have plans to buy different kinds of automobiles.
So this is why I said earlier that our concept is to measure radio
and television so that. the data. becomes compatible with the audience
for the product, rather than the size of the rating.
Now, Iwould like to summarize.
Through the years we have endeavored to develop research techniques that meet the standards of accuracy required by our clients.
In the past, we have concentrated our efforts and utilized our techniques in the direction of the advertiser—who demands the facts. We
have directed our sampling technique in areas where our data could
be checked out—like forecasting new automobile buying plans—which
later can be checked out with actual sales—we report automobile buying plans to Chrysler, Ford, and General Motors on aweekly basis.
We have attached to this statement two charts that show our record
of accuracy in this field since July 1957—where buying plans are
correlated with registrations, known sales.
As a matter of interest, our report for the last week in January
estimated 527,000 new automobile buying plans for the month of
February. Automotive News for March 11, 1963, estimates that
February sales were 526,773. Our estimate for March buying plans, as
reported to our clients the last week in February, is 592,000.
We take the position that if our sampling technique can measure
and report what people say they are going to do next month, next 2
months, next 3months and for next 6months when it comes to what
they plan to buy, they certainly can tell us, with reliable accuracy,
what they did "yesterday" when it comes to radio listening, television
viewing, newspaper and magazine reading, and so forth.
Within the next few weeks, we plan to announce to the networks,
advertisers, and agenices how we are prepared to make our media raw
data, with the actual sample counts, available on IBM punched cards
and on tapes for computer use. Such data are now being made available to our automobile clients.
CONCLUSION
When the advertisers, the networks, and the advertising agencies
have the kind of data available to them which we have been talking
about, we think they will be able to take the emphasis off the size of
a rating and put the emphasis on the quality of the audience, which
has been our concept all these years. With our data available from
large samples for computer use by both the buyer and seller, we hope
we can remove some of the confusion that has prompted these hearings.
Thank you for your consideration.
The CHAIRMAN. Do you wish the appendix referred to, to be in-chided in your statement.?
Mr. SINDLINGER. If you please, sir, yes.
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The CHAIRMAN. I am not sure that it can be shown in black and
red when printed, but it can be shown.
Mr. SINDLINGER. It is not necessary to show these two charts. I
just wanted to show these to you gentlemen.
The CHAIRMAN. All right.
Mr. BROMAN. Pardon me, Mr. Chairman.
Iwonder if the charts that this gentlemen prepared should not be
made apart of this record. Iam referring to this Sindlinger Custom
Service and also the radio activity charts. They may be too large?I
do not know. This one was of particular value, Ithought, Mr. Chairman, on the Sindlinger Custom Service, showing the different bar
graphs that he has demonstrated.
The CHAIRMAN. Yes, that can be included, but Ido not think we can
put these larger exhibits referred to in the record. They are too bulky
and, Ithink, unnecessary.
Mr. BitarzmAN. Yes.
(The charts referred to follow:)
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The CHAIRMAN. Do you have any questions, Mr. Richardson?
Mr. RICHARDSON. Yes.
The CHAIRMAN. You may proceed.
Mr. RICHARDSON. Thank you, Mr. Chairman.
Mr. Sindlinger, the informat ion you just gave us pertaining to calls,
are those all calls placed or are they completed calls?
Mr. SINDI1NGER. In my prepared statement the numbers were attempts. The reports show the completed calls.
Mr. RICHARDSON. The reports shows completed calls and do not include "don't answers?"
Mr. SINDLINGER. That iS correct.
Mr. RICHARDSON. Would they include "lines busy ?"
Mr. SINDLINGER. They would not.
Mr. RICHARDSON. Would they include refusals?
Mr. SINDLINGER. No.
Mr. RICHARDSON. What happens when you have half of an interview completed and the person then refuses to continue ?
Mr. SINDLINGER. Let US assume that you fill in the sample—Iexplained we have adifferent sample for each day of the week—you fill
in asample for today's interviewing. You got half way through the
interview and you refused to continue. It would be noted on asheet
we have, aprelist sheet. Two weeks from today you would go back
in the sample and we would attempt to interview your household
again.
Mr. RICHARDSON. Let us say Icontinue to refuse.
Mr. SINDLINGER. We would make another try, and, then, after the
second attempt, we would drop you out of the sample. The net result
of that is about 8 to 10 percent of the total numbers, the original
numbers.
Mr. RICHARDSON. You mentioned you were acorporation. Where
is your corporation incorporated ?
Mr. SINDLINGER Pennsylvania 1948.
Mr. RICHARDSON. Is your stock sold openly ?
Mr. SINDLINGER. I own the majority of the stock.
Mr. RICHARDSON. How many full-time employees does Sindlinger
& Co. have?
Mr. SINDLINGER. In Norwood, we have approximately 93; in New
York, we have 2; and in the field, we have approximately 380 to 390.
Mr. RICHARDSON. These people in the field, are these your interviewers?
Mr. SINDLINGER. That is correct.
Mr. RICHARDSON. Are they full time?
Mr. SINDLINGER. They work for us 7days aweek.
Mr. RICHARDSON. How many hours aday ?
Mr. SINDLINGER. Three to four hours aday.
Mr. RICHARDSON. May they work for any other research
organization ?
Mr. SINDLINGER. We ask them not to.
Mr. RICHARDSON. Have you found those that did ?
Mr. SINDLINGER. Yes.
Mr. RICHARDSON. What happens?
Mr. SINDLINGER. We reprimand them or tell them not to do it again.
In one case we fired aperson.
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Mr. RICHARDSON. Do you measure currently, in relation to this
study or these hearings, anything other than network radio ?
Mr. SINDLINGER. As far as radio is concerned, we are only measuring
network listening.
Mr. RICHARDSON. In television is your report syndicated?
Mr. SINDLINGER. No. Our television report at the present time is
available for anybody else to buy, but we only have one client, which
is the Du Pont Co.
Mr. RICHARDSON. Local radio, why do you not measure it?
Mr. SINDLINGER. There are two very good reasons. We would never
attempt alocal survey with a sample size of less than 2,000 to 3,000,
and, to conduct that type of study would cost from $5,000 to $10,000,
and very few stations can talk that kind of money.
Mr. RICHARDSON. Let us take a market with 10 AM commercial
radio stations, Mr. Sindlinger. If only 10 percent of the sample had
the sets on, what size of asample would you need to adequately measure
those 10 AM radio stations?
Mr. SINDLINGER. A minimum of 2,000.
Mr. RICHARDSON. Would asample of 300 do asatisfactory job?
Mr. SINDLINGER. Ithink Icould guess the figures better than that.
The answer is "No."
Mr. RICHARDSON. Would asample of 600 do a satisfactory job?
Mr. SINDLINGER. Not by our criteria.
Mr. RICHARDSON. Would a sample of 1,000 do a satisfactory job?
Mr. SINDLINGER. Not by our criteria.
Mr. RICEIARDSON. Fifteen hundred?
M T. SINDLINGER. No.
Mr. RICHARDSON. Two thousand?
Mr. SINDLINGER. You a
.pproach it.
Mr. RICHARDSON. In your publications,Mr. Sindlinger, you have
stated in your technical manual on page 11
Mr. SINDLINGER. H ?
Mr. RICHARDSON. H,yes. The Sindlinger Radio Activity Service
is based upon asample of aminimum of 776 calls daily.
Mr. SINDLINGER. Right.
Mr. RICHARDSON. Fifty-four hundred weekly and about 24,000
monthly ?
Mr. SINDLINGER. Right.
Mr. RICHARDSON. Is this a sample size, or is this the number of
calls completed ?
Mr. SINDLINGER. It is asample-size base. It is attempted number
of calls.
Mr. RICHARDSON. For any of your reports, would you have asample
size of 24,000 ?
Mr. SINDLINGER. No, because the reports are broken down by weekdays, the 5weekdays, and then by Saturday by itself, and by Sunday
by itself.
Mr. RICHARDSON. You also have, once again mentioned on page 37,
in the margin, the radio sample averages 24,000 monthly.
Would that not also be the number of calls placed, and would that
not be an overstatement in relation to what your sample sizes would
be in any publication ?
Mr. SINDLINGER. That is correct.
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Mr. RICHARDSON. On page No. 38 of your technical report, you
state: "However, the radio units produce 5,400 ea,ch week." Would
that not be for 7dais each week?
Mr. SINDLINGER. That is correct.
Mr. RICHARDSON. And your sample for a5-day basis would not be
that hap for each week?
Mr. bINDLINGER. It would be five-sevenths of that.
Mr. RICHARDSON. In your report itself, take series C on the inside
of the front page, the last sentence in the lower lefthand column—
Thus, the radio sample averages a minimum of 776 daily, 5,400 weekly, and
about 24,000 monthly.

That also is the number of calls placed, and would not be the
sample for any one report, is that correct
Mr. SINDLINGER. Y es.
Mr. RICHARDSON. However, you do, on the outside of your report,
state the actual sample size for each report?
Mr. SINDLINGER. Yes.
This on the cover is the sum of the figures that are shown in the
canary-colored pages for males and the rose-colored pages for females.
Mr. RICHARDSON. Do you not think that this possibly should be
clarified so that people will not think you have asample of 24,000 in
any one report ?
Mr. SINDLINGER. You are correct.
Mr. RICHARDSON. Yesterday, Mr. Seiler testified that his company
had found little difference between those persons who were not at
home or would refuse to take the diaries under his system and those
who took diaries. You have explained here this morning that you
have acallback system.
What has been the finding of Sindlinger & Co. in relation to those
people whom you did not interview in the first contact?
Mr. SINDLINGER. The people that answer the telephone, first, are
easy to reach, are an entirely different kind of people, in many respects, than the people who do not answer the telephone, or are not
at home and are hard to reach.
I will give you an example. We discovered this. Prior to 1956,
when we were experimenting with automobile-buying plans, we would
get an activity of buying plans of 2to 3percent, and this is very low.
We would get an activity for the consumption of gasoline which was
very low, and it suddenly dawned on us one day that the people who
are out in their cars and who are burning up gasoline are the ones
who consume the most, and these were the people who are hard to
reach. So that is why we keep calling people back, once they fall in
the sample, because 65 percent of all the buying plans for new automobiles come from people who do not answer the telephone the first
time you try to reach them.
This is one reason why automobile data is so accurate, because
people who are so hard to reach are so different from the people who
are easy to reach.
Mr. RICHARDSON. Would you apply this same reasoning to listening
to radio?
Mr. SINDLINGER. Yes, because the people who are easy to reach are
heavy television viewers, and the people who are hard to reach are
the heavier radio listeners. A person who is hard to reach does most
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of the radio listening in his car, and the people who are easy to reach
have atendency to do more television viewing than radio listening.
Mr. RICHARDSON. Then, I assume you disagree with Mr. Seiler's
contentions yesterdai ?
Mr. SINDLINGER. Very Violently, yes.
Mr. RICHARDSON. In your system you are limited to the number of
listed telephone homes in your perspective sample is that correct?
Mr. SINDLINGER. This is one of the sacrifices we have, yes.
Mr. RICHARDSON. This will, to acertain extent, lower the efficiency
of your overall results?
Mr. SINDLINGER. As atechnique, by itself, but, when you compare
the high completion you can get over atelephone versus personal interviewing, it is still ahigher completion ratio.
Mr. RICHARDSON. It is a higher completion ratio, but will it not
lower your results?
Mr. SINDLINGER. Yes.
Mr. RICHARDSON. From what you described earlier as the perfect
situation ?
Mr. SINDLINGER. Right. This is the fault, part of the fault of not
having the perfect sample, correct.
Mr. RICHARDSON. You have aNomogram explained in the back of
your technical appendix. Would you briefly explain how this is used,
or could be used, by aclient or one using your product?
Mr. SINDLINGER. Well, let us take this. We also have this in the
series C report. It is alittle bigger in the series C report. Do you
have acopy of the series C report ?
Mr. RICHARDSON. We are ready for you to proceed.
Mr. SINDLINGER. If you will turn to this Nomogram No. 1, the long
sheet here, and have that in front of you, Iwill explain this.
This has been prepared for estimating the confidence limits for all
of the activities shown under continued study with the basic sample
size of 15,000, utilizing the average, weekday measurement for each
reporting period.
Let us take an actual report, the Breakfast Club, during 9:15 a.m.
to 9:29 a.m., shown as a3.67 percent, rounded to 3.7 percent.
What we are going to do with this table is to determine what are the
confidence limits within which the true population activity would
fall. You take astraight edge, and connect the points 3.7 on the scale
A you see on the lefthand side, and you can take apiece of paper and
put the piece of paper at 3.7. That is 37 per 1,000, and you connect
that with the same number on the other side, and from scale B you can
read the confidence limits.
The results of this limit are shown to be plus or minus 3per 1,000.
In other words, the purpose of this Nomogram is so that aclient can
take any figure in this report and lay astraightedge across here and
read those tables that I described to you earlier.
These are the statistics for those tables, so that you can reply to
any figure in this report.
Now, the second Nomogram on the other side of the page is for a
sample of 7,000, approximately. Have Ianswered your question?
Mr. RICHARDSON. Thank you, Mr. Sindlinger.
You stated you listed the sample size for every statistic published in
your reports, is that correct ?
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Mr. SINDLINGER. That is correct.
Mr. RICHARDSON. During your last fiscal year, how much income
did you have from broadcast measurement services, network?
Dft. SINDLINGER. Our fiscal year runs from July 1through June 30,
and last year our income from broadcast ratings was zero.
Mr. RICHARDSON. What about so far this year?
Mr. SINDLINGER. Our income has been, let us see, Ithink the figure
is about $65,000 from ABC radio.
Mr. RICHARDSON. You also do television services for Du Pont, is
that not correct ?
Mr. SINDLINGER. Yes.
Mr. RICHARDSON. I will not ask you the figure here, but, of your
total business, what percentage of it is broadcast business.
Mr. SINDLINGER. Oh, let us see, about 8percent.
Mr. RICHARDSON. You mentioned in your prepared statement that
at one time you had apermanent sample, is that correct?
Mr. SINDLINGER. That is right.
Mr. RICHARDSON. Now, under one of the disadvantages of the permanent sample, you said someone had discovered your homes, is that
correct ?
MT. SINDLINGER. That is correct.
Mr. RICHARDSON. Do you know who this was?
Mr. SINDLINGER. Yes.
Mr. RICHARDSON. Would you state who it was?
Mr. SINDLINGER. It was arepresentative of A. C. Nielsen Co. Mr.
Nielsen and Mr. Rahmel.
Mr. RICHARDSON. How did they do this ?
Mr. SINDLINGER. They visited the telephone company in Philadelphia. Radox was operated over telephone lines, and the telephone
lines' costs were billed to us each month. They visited our operation
in Philadelphia—I guess that would be November or December of
1949—and the telephone company showed them the bills, the statements of our Radox operation.
Mr. RICHARDSON. Is not the instantaneous system operated by both
of the rating companies that have such a system in New York City
now
Mr.
employing
SINDLINGER.
atelephone-line
T
That
is correct.
method ?
Mr. RICHARDSON. Mr. Sindlinger, Ipresented to you this morning
acopy of an analysis by the staff of your company's operation. Did
you receive acopy of that ?
Mr. SINDLINGER. Yes.
Mr. RICHARDSON. This is entitled "Memorandum, December 1, 1962,
to Charles P. Howze, Jr., Chief Counsel, From Rex Sparger and
Robert E. L. Richarson. Subject: Analysis of the Sindlinger Radio
Activities Series."
Mr. Sindlinger, did the staff of the subcommittee visit your tabulating operations ?
Mr. SINDLINGER. YeS; anumber of times.
Mr. RICHARDSON. How thoroughly did the staff of the subcommittee
go through your operation ?
Mr. SINDLINGER. Very thorough, and I thought it was very
competent.
Mr. RICHARDSON. Did the staff ever tabulate the results of one of
your national services?
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Mr. SINDLINGER. We made everything available to you.
Mr. RICHARDSON. How long would it have taken the staff to tabulate
your 24,000 interviews?
Mr. SINDLINGER. I am afraid, being inexperienced, it would have
taken you about amonth.
Mr. RICHARDSON. In relation to this memorandum which I have
given you here, do _you have any comments to make concerning it?
Mr. SINDLINGER. No.
My only comment is, Ithink it is very objective, and Ithink that
the approach was very thorough.
Mr. RICHARDSON. In the information you presented today, I find
an inconsistency with our memorandum. That is, on page 3of the
memorandum, Istated, or this memorandum states:
The Saturday or Sunday sample exceeds 3,000 different interviews.

Now , today, you said that your Saturday and/or Sunday sample
exceede
d7,000 different interviews. Can you explain that ?
Mr. SINDLINGER. Yes.
At the time this was written ' we were publishing a Saturday and
Sunday report for the 1month only. The clients wanted to see a1month report. However, Iadvised the client that we would publish
the Saturday and Sunday reports on a 2-month basis, because some
of the rating figures on Saturday and Sunday were too low with
that sample size, so we are now publishing the reports combining
2months.
Mr. RICHARDSON. So a correction should be made in this memorandum, as far as your current working is concerned ?
Mr. SINDLINGER. That is correct.
Mr. RICHARDSON. For Saturday and Sunday ?
Mr. SINDLINGER. This was correct at that time, but this has been
changed.
Mr. RICHARDSON. The Saturday and Sunday sample now would
exceed 7,000 different interviews ?
Mr. SINDLINGER. That is correct.
Mr. RICHARDSON. Mr. Chairman, I ask that this memorandum be
included in the record of the hearings.
The CHAIRMAN. Does it coincide in other respects with the information you have outlined today and the correct procedures of your
operation ?
Mr. SINDLINGER. This memorandum has more detail. Isummarized.
This memorandum is more in detail than Ihave outlined today.
The CHAIRMAN. Yes; but does it truly reflect your operation?
Mr. SINDLINGER. Yes; very well.
The CHAIRMAN. With the modification or explanation you have
just made?
Mr. SINDLINGER. It does it very well.
The CHAIRMAN. Let it be received for the record.
(The memorandum referred to follows:)
M EMORANDUM
Date: December 1, 1962.
To: Charles P. Howze, Jr., Chief Counsel.
From: Rex Sparger and Robert E. L. Richardson.
Subject: Analysis of the Sindlinger radio activities series ( these Include series
A—the Total Radio Audience and series C—Network Radio Program Audience, plus a group of custom series which includes series D—the Radio
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Audience Characteristics; series E—Multiple Media Radio Audience; series
F—Product Used by Radio Audience; and, series (3—Buying Plans by Radio
Audience).
In January 1962, the writers inspected Sindlinger & Co., which is located at
Norwood, Pa. ( See memo of January 12. 1962, in the subcommittee files).
At that time, Sindlinger & Co. produced no reports of current interest to the subcommittee ( i.e., rating reports).
Its work was done exclusively for advertisers,
such as I)u Pont, and was only for management use. Sindlinger did not allow
any of the information to be published for promotional or advertising purposes.
In the spring of 1962, the Nielsen Co. canceled ABC radio network as a subscribed to its Nati(mal Won,' Pidcx service, and the president of ABC, radio,
Robert Pauley. approached Si ndlinger and asked the company if it would produce
a network radio report. Discussions which followed resulted in the series of
reports now under discussion. Interviewing for the reports started in July of
1962, and the first report was published in September.
Sindlinger & Co.'s methodology is unlike any of the other rating companies in
that it uses a " people" oriented concept rather than " households."
Sindlinger has published a 70-page report ( in the subcommittee files). which
covers thoroughly the sampling methods used; sample sizes, the ideas behind the
interviewing; when the interviewing is done. etc.
It is the most complete explanation of methodology encountered by the staff in this field. Also in the subcommittee files are collies of the Sindlinger Radio Activity Reports. series A and
C. Each of these reports discusses what is done, how it is done, why it is done,
and when it is ( lone.
Sindlinger uses 287 U.S. sample counties to produce all of its services. A map
showing these eounties is included in every report. ( A breakout of four regions
in the United States is also shown).
Within these sample counties Sindlinger
maintains 388 permanent employees who do the actnal interviewing. All are
women who work an average of 21 hours a week and cannot work for any other
research company.
Sindlinger states in series C that the service is a continuous daily study of
network radio audience and in series A that it is a continuous daily study of
total radio audience. The report explains that it is certainly possible that all
network radio affiliates are not covered by the 287 sample counties and that
some of the affiliated stations may not be picked up in the daily interviewing.
Sindlinger uses a 24-hour telephone recall system ; i.e., Monday in hours preceding and following the local evening mealtime, the interviewers check respondents for listening on the preceding day. This occurs 7 ( lays a week, year
round, and is a continuous programa of interviewing producing approximately
the sanie sample size each day.
Simllinger's 358 women interview each day. ( Alternates are used when the
women desire days off.)
Each woman works an average of 3 hours a day,
normally conducting either 12 or 13 interviews, 2 or 3 of which relate to the
Radio Activity Series. Sindlinger allows approximately 15 minutes for each interview.
Interviewers are paid on an hourly basis and are paid each week.
Most of the interviewers have been with Sindlinger for a considerable length
of time.
New interviewers are hired either by the field staff director or by field
supervisors. Voice cheeks are made on these interviewers from the home office
in Norwood, Pa. Each Sindlinger interviewer knows that in later months
prior respondents may be called again about their answers to the prior questionnaire. On certain occasions, the interviewers will sign sworn statements
as to the validity of their work.
The sample of all listed telephone homes in each of the 287 counties is controlled by the Sindlinger sampling department. Each phone number called is
sent from the home office. A field interviewer can never choose alternate
numbers.
The interviewer ealls, explaining that she is an interviewer for Sindlinger
and establishes a conversational relationship with the interviewee.
If it is
agreeable to the interviewee, the interview will be fully conducted at this time;
however, if the person called is busy or is going out for the evening, the interviewer will ask if she can call back at a more convenient time that evening and
completes the interview later in the (lay. The interviewer will dial a nonanswer
number as many as six different times dufing the scheduled day to try to find
the prospective respondent at home.
If this respondent is not reached, he
remains in the sample: i.e., the ealls were made on a Monday and if after six
different calls still the interviewer received no answer, 2 weeks later, on Mon99-942-63— pt. 2--23
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day the number will be back in the sample. This is repeated until that specific
number is finally reached and interviewed. ( Sindlinger claims that through
research over the years it has found that there is a difference between persons
who are rarely home and those who are home most of the time.)
Only the listening of the person interviewed is recorded. Sindlinger interviews only persons 12 years of age and over, and tries to reach the proper proportion of males and females. Sindlinger contends that even sampling in the
evening hours when more men and teenagers will be home, 70 percent of the
interviews would still be with females and correcting factors are applied. Sindlinger applies the correcting factor by asking if there is a male over 12 years
of age at home, and, if there Is, the interview will be conducted with that individual. If the correct sex does not answer and it is needed to balance the
sample, the interviewer will call back at a later time to obtain the proper sex.
Contrary to most rating companies, Sindlinger does not limit its sample to
nontoll calls. All numbers in the directory within the county are called irrespective of cost. The sample number is called continually until it is answered or is
reported disconnected by the telephone company.
Sindlinger uses the 400 telephone directories for the 287 counties. When the
telephone directory includes names outside the sample county, those numbers
are thrown out of the sample.
Sindlinger does not cluster within telephone
directories in selecting its sample. The total number of telephones in the county
is divided by the desired sample. ( I.e., if the interval is 360, a random number
is drawn below the base of 360, and then every 360th name after the random
number is chosen as a sample telephone number.) The sample numbers are sent
to the field ahead of time.
The number of calls attempted for the Sindlinger radio survey averages 776
daily, 5,400 weekly and about 24,000 monthly. The reports are compiled for a
Monday through Friday average; a Saturday average and a Sunday average.
The specific sample size for every computation is listed in the report beside the
computation. No breakout of data is made unless the exact sample size used
Is given. Sindlinger only breaks out information on the national and/or regional level ( there are four regions—East, South, Midwest, and West) to assure
an adequate sample size for any breakout.
The September Network Radio Audience Report, Monday through Friday average, used a sample of 16,313 ( 7,680 males and 8,633 females). The Saturday or
Sunday sample exceeded 3,000 different interviews.
The Network Radio Audience Report lists the total sets in use; the rating for
each of the networks; "Other" ( which includes all independent stations) and
for "Don't Know." It also gives a share for each of these groupings. A projected number of individuals in relation to the population is given for each
network on a 15 minute basis from 7 a.m. until 1 a.m. The exact sample size is
listed for each 15 minute period. ( I.e., in the September 1962 report, at 7 a.m.,
the sample size was 16,313). In breakouts for "male" and "female" sections in
the report the exact number listening to each network, the independent stations, and "Don't Know" is listed. ( I.e., at 7 a.m., Monday through Friday,
there were 1,904 males listening, 24.79 percent of the total sample of 7,680 males.
The projected number of males listening to ABC, CBS, Mutual. NBC, " Other"
and "Don't Know" is given. The total number for this period may equal more
than 1,904, since a listener may listen to more than one network or to a network
and an independent station during the same 15-minute period and would be
recorded twice. Complete explanations are given throughout the report, as well
as in the technical manual as to how the figures should be interpreted.
The interviewer contacts a sample number and determines whether or not the
Interview can be completed at that time. If so, then the interviewer asks the
respondent whether or not he or she listened to the radio at any time between
the time he arose yeterday and the time he retired. If the answer is " Yes," the
respondent is asked if he listened between the time he arose and 12 noon. If
the answer is "Yes," the respondent is probed on a 15-minute basis to discover
what periods in this larger time segment he listened to the radio and the stations
to which he listened. ( This is an unaided recall; i.e., if the respondent does
not remember the station he listened to, it is put under "Don't Know.") The
same system is used for the other time periods ( 12 noon to 6 p.m. and the 6
p.m. period until the respondent retired for the evening).
All work is tabulated at Norwood, Pa. The field interview card is the tabulating card under the Sindlinger system. Only information desired currently
is tabulated at that time. Later. Sindlinger can go back to the cards for ad-
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ditional information. All such cards have been retained since 1957, and any
information from the cards can be cross- tabulated at any time.
Sindlinger
keeps tape recordings of interviews which are available to interested individuals.
Any Sindlinger subscriber who believes he has a legitimate complaint will be
allowed to come to Norwood and personnaly tab the information from the
cards.
Sindlinger reports show the persons listening to radio: when and where they
were listening. Sindlinger makes an attempt to measure all out-of-home listening. Sindlinger admits the recall method's weakness in his system, however,
only the person interviewed is asked about listening habits. He is not asked
what he thinks others in the home listen to. In the Network Report, all listening
is converted to New York time. The Sindlinger reports are syndicated. ( ABC
radio is currently the only network subscriber and pays $100,000 a year for the
Sindlinger Radio Service, yet at times it is listed in fourth place in the reports.)
Sindlinger not only gives the sample size for each listed statistic, but in each
report fully explains statistical variance and presents a two-sigma chart showing
the effect of statistical variance on the ratings.
Sindlinger & Co. says what it does and does what it says. This company has
solved many problems relating to broadcast measurement which certain other
companies in the industry either claim they are researching or say cannot
economically be corrected. Among these are:
1. Sindlinger employs an exceptionally large sample as compared to other
services.
2. The interviewers used by Sindlinger & Co., are principally full-time employees.
3. Sindlinger & Co., conducts continuous interviewing.
4. A person listening basis is used rather than a household listening basis.
(This is especially important in radio research and has been advocated by such
organizations as the NAB Radio Research Committee, which in January of
1958 put out a report, entitled, "Radio Audience Measurement" that advocated a
person approach in radio measurement.)
5. Full and detailed explanation are gi% en in each published report as to how
it should be used; the size of the samples, statistical variance, etc.
6. The Sindlinger report lists all radio listening, whether It be on a network
station, an independent station, or whether it comes under " Don't Know." All
listening is recorded irrespective of where or how it may take place. ( Home,
car, business, transistor, etc.)
7. Every listed telephone home in a sample county is prospectively in the
sample whether it is a toll call or a long-distance call.
8. Sindinger & Co., uses a callback system on numbers that are hard to
reach, and by employing this system, persons who are hard to reach are brought
into the sample.
9. Sindlinger & Co., furnishes a large amount of information about demographic characteristics of the audience from adequate sample sizes.
10. Sindlinger & Co., employs no weighting factors in the production of reports
from the raw field data.
The Sindlinger organization does, however, have certain weaknesses which
basically relate to the method used. These are frankly admitted by the president of the company, Albert Sindlinger. They are:
1. The company uses a24-hour recall method.
2. By the system of interviewing employed, nontelephone homes cannot be
reached.
3. Homes with unlisted telephone numbers cannot be reached.

Mr. RicnARDsoN. Concerning your interviewing, when do your interviewers do their work ?
Mr. SINDLINGER. All interviewing for all projects is conducted just
before and after the dinner hour, an hour or two before dinner and
an hour or two after dinner.
We have conducted studies in various markets to determine what the
dinner hour is. In Denison, Tex., it is about 5o'clock. In New York,
it is about 7 : 15.
Mr. RICHARDSON. Did the Federal Trade Commission ever visit
your operation, Mr. Sindlinger ?
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Mr. SINDLINGER. On many occasions.
Mr. RICHARDSON. Have they gone through the functioning of your
different departments ?
Mr. SINDLINGER. Very thoroughly.
Mr. RICHARDSON. Yesterday, Mr. Stisser, president of C. E. Hooper,
Inc., stated this, in relation to the measurement of radio :
Sir, radio measurement is extremely difficult.
Programing is similar.
It
is hard to identify, very hard for people to remember, what they have listened
to on the radio. Therefore, what we really believe in is the coincidental method.
The telephone makes the coincidental economically possible, as far as in-home
radio measurement is concerned. Unfortunately, it makes it almost impossible
to get atotal radio audience figure.

In other words, Mr. Stisser is stating that he does not think the
recall method for measuring radio is effective. What is your opinion ?
Mr. SINDLINGER. I disagree with him. I played these for you. I
wish you had more hours to listen to these interviews, as we conduct
them over a period of years. I think this statement made 10 or 13
years ago would have been correct, maybe even 5 yea is ago it might
have been correct, because, when the television came in, and prior to
that, people did listen to the radio the way they listen to television.
They go from station to station. But in the past 4or 5years, while we
have been conducting these studies, we are observing that people listen to the radio in blocks. They will listen from 7to 7 : 15 to one station, and then they go in the car and listen to it on another station.
If you study our reports, you will see that we have afigure of the
percentage of people who do not know what station they listen to.
If you interview correctly—and Ithink our technique is a correct
one, or we would not be doing it—if you interview correctly and let
the person have time to think—now, as you listen to this interview, we
repeated those long questions. The purpose of that is to give the
person time to think. I have had many people say to me: " You
cannot possibly interview me, and have me be able to tell you what I
did yesterday."
And Iwill say to them:
"Give me your telephone number," and Iwould say the same thing
to this committee, " Give me your telephone number, and one of these
days you will be called, and we will see whether you can remember."
I have very seldom failed. The people will say the recall method
does not work. When you go at it properly, in the well- organized
method the way we operate, it is surprising the number of people who
can recall, as you heard aperson arguing about whether it was 5minutes after or 2or 3minutes before.
Our theory is that this is the best method we know ho* to measure
total radio, because you heard this girl mention listening to the radio
in acar. If she was interviewed coincidental, you would have missed
that. You heard this man did all his listening that day in the car.
If you had called him on a coincidental, you would miss that completely.
If people lie to you, then we are reporting lies. Ido not think they
do, because they tell us what they plan to do, and it comes out with
sales. They tell us how many people are unemployed in their household. We have been running this test since 1957, and we are never
off more than 2 or 3 percent with the Government figures, and we
are out 2or 3weeks ahead of the Government figures.
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They tell us what. they plan to do, and it checks out with sales.
This is our concept. The concept is, if you work with the sample
of sufficient size with rigorous control of the sample, people can recall
what they did yesterday.
Iam sorry Imade aspeech.
Mr. RICHARDSON. In this situation of your interviewing, a lot of
your recall is actually more than 24 hours old, is it not? I mean it
could be 36 hours in some instances?
Mr. SINDLINGER. Yes.
We are asking a person the last time they bought an automobile,
and, not so long ago, a man in Portland, Oreg., said he bought it in
1952.
Mr. Rictiminsox. We are talking about listening to radio. It is
over 24 hours old?
Mr. SINDLINGER. Yes. A person who is called at 8 o'clock or 7
o'clock at night is asked for what he did 7o'clock the previous morning, so, in that respect, it is over 24 hours.
Mr. RicGARnsoN. The staff has no further questions, Mr. Chairman.
The CHAIRMAN. Mr. Moss, do you have any questions?
Mr. Moss. Mr. Chairman, I have no questions, but I would like to
express my personal appreciation for the thoroughness of your presentation. It is, in my judgment, the most helpful yet presented to
the subcommittee.
Mr. SINDLINGER. Thank you very much.
The CHAIRMAN. Mr. Younger?
Mr. YOUNGER. Thank you, Mr. Chairman.
Iwant to join our colleague in complimenting you on the report.
There is one thing, however, that Ido not understand, and it is not
too well explained here.
On page 14 of your statement—
Mr. SINDLINGER. The statement?
Mr. YOUNGER. Yes.
Mr. SINDLINGER. Yes.
Mr. YOUNGER. On your sixth item, you say:
The telephone books provide ideal sampling frames for randomized selection
of sample elements.

And then on eight you say:
A complete dispersion of the area being surveyed is achieved.
clustering is required.

Thereby, no

Now, how do you select your names out of the telephone book without possible clustering?
Mr. SINDLINGER. Well, you see, the difference between our method
and any other method I know of that uses the telephone is that we
select the telephone numbers in our headquarters in Philadelphia. We
do not send instructions to the field staff on how to fill out the telephone numbers.
We have 13 different interviews aday on 13 different, broad subjects.
We are measuring the economy; we are measuring unemployment;
we are measuring radio; we are measuring television; we are measuring.consumption of cigarettes, the consumption of flash bulbs, and a
series of items. So, you start out with the telephone book, and in that
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telephone book the telephone company has automatically given you a
random list of all the people from A through Z, so, since they go from
A through Z, all the A's are together, all the B's are together, and they
are alphabetical. They have listed for you on arandom basis all these
numbers.
Now, let us say, out of this telephone book for all these studies we
want to make 35 interviews in one day for aparticular book, for all
of our services. We would go through everything. In other words,
we would pull a random number so that the first number would be
pulled on page 12, the seventh number down. Then the second number
would be pulled, say, 200 names away from that, and the third number
would be pulled 200 names away from that, and 200 names away from
that.
So, by pulling the numbers at, the same space between the alphabet, you have randomized. I hope I am not making this too
complicated.
M. YOUNGER. I can see you might randomize the names, but all
those people might live on the same street or the same block.
Mr. SI/siDLENGER. It is hardly likely.
Mr. YOUNGER. Isay it could be.
Mr. SINDLINGER. It could be. It is possible. But, you see, if you
just took all the Smiths and all the O'Brians, you would probably
have asample of Irish people.
Mr. YOUNGER. Not necessarily, with the Smiths.
Mr. SINDLINGER. Pardon me', that is why I changed to O'Brian.
But you do not take all. You would only have one Sm ith i
n h
ere
and the next number would be maybe aW and the next one would be
an X.
Mr. YOUNGER. That is the one feature of your process, the selection
of numbers which you use and used by the other rating; bureaus.
Some select every tenth or every twelfth or every hundredth name.
Mr. SINDLINGER. As far as Iknow, we are the only company that
selects the numbers in our home office. Here is a very interesting
piece of paper which Igave you. Do you have acopy of this?
Mr. YOUNGER. Yes.
Mr. SINDLINGER. Iwould like to take a moment to explain to the
committee what this is.
Mr. YOUNGER. You are not the only rating company which selects
these names out of the telephone book in their headquarters. Other
companies do that.
Mr. SINDLINGER. Ithink we are the only one that does it.
Mr. YOUNGER. No, we had testimony ;Yesterday from ARB. He
said they selected the Louisville numbers from the Louisville telephone book here at their headquarters.
Mr. Moss. The plan for the selection, rather than the actual selection.
Mr. SINDLINGER. If Iunderstand the system
Mr. YOUNGER. That is all right.
Mr. SINDLINGER. Well, here is apiece of paper which is called aprelist sheet, and at the top of the page it is marked "Chicago, Ill.,"
and over here it says, "Radio survey for aWednesday." Now, there
is anumber sample called every day.
My supervisor came in to me one day recently and said:
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"We have acheater in Chicago."
And Isaid:
"How do you know?"
She said:
"Well, the sample department sent Detroit telephone numbers to
Chicago, and she completed three interviews."
So Ilooked at this piece of paper, and, immediately, the first line
says, "No such number," ami the next one says, " Ditto," and then
here it say, "The Weather 13ureau answered," and, " There is no such
number," and, "There is no such number."
I also saw written in here " Evanston." This interviewer is in the
center part of Chicago, and she would not be having an Evanston
number.
So, in front of the staff member who was in the room, Isaid:
"Let us dial this number in Chicago, which is a Detroit telephone
number," and the woman answered the telephone, and we asked her if
she was interviewed, and she said " Yes."
We dialed the second number, which is aDetroit telephone number,
in the area code of Chicago, and this person answered the telephone
and lived in Evanston.
And we also dialed this one, and this interview was made.
So here is asituation where an error was made, where Detroit numbebers were sent to Chicago, and, by coincidence, the digits, these certain digits of Detroit's numbers, worked in Chicago. But you see
how many disconnects they got.
Now, if these people do not answer the telephone this week, or refuse, 2 weeks from now there is anew sheet made up for this interviewer in this market, and these old numbers that are not used go
back on it with the people who did not answer the telephone or refused
the first time they were called, with new numbers.
It is like the French make soup. They have a big pot, and they
keep putting new stuff in it as they take the ingredients out. That
is the sampling method.
As far as Iknow, we are the only company that controls the sample
from our home office.
Here is the reason for this. Every day of every week we reinterview people who gave us a buying plan for an automobile 6months
ago. You heard this second man give us abuying plan for an automobile. In 6months from now he will be reinterviewed to find out
whether he bought that Chevrolet he said he was going to buy and
how many dealers he visited and the whole history of the purchase
of that car.
Our interviewers do not know which of these interviews are reinterviews. Therefore, they cannot cheat on us, because they never
know when we are going to call back, or they are going to have to
be called back and reinterview somebody to check their inventory.
Have Ianswered your question ?
Mr. YOUNGER. Yes, Iunderstand that, but, to go back to the original plan, in the selection from a telephone book, it could be that all
of the people you select could be in one subdivision.
Mr. SINDLINGER. Most unlikely.
Mr. YOUNGER. Iknow it, but it could be ?
Mr. SINDLINGER. It could be.
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Mr. YOUNGER. It could work out that way, and you would not have
the dispersion?
Mr. SINDLINGER. Mathematically, we could figure out what the
chance would be. It is possible.
Mr. YOUNGER. Most of your interviews, the bulk of them, are in
connection with economics; that is, not particularly radio or television ?
M E. SINDLINGER. Radio and television is sort of an
Mr. YOUNGER. Incidental'?
Mr. SINDLINGER. Incidental to us, which we hope to make important..
Mr. YOUNGER. In reviewing these, do you find that there is an
increase in listening habits of FM ?
Mr. SINDLINGER. Very definitely; very definitely.
Mr. YOUNGER. You make no effort to find out whether they have a
color set or ablack-and- white set ?
Mr. SINDLINGER. In our interview, we do determine how many people own color sets and where they watch color television. That is in
another interview. Idid not want to take your time to play it.
Mr. YOUNGER. Thank you, Mr. Chairman.
The CHAIRMAN. Mr. Rogers ?
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
The material you furnished certainly is helpful to the committee,
and we appreciate it.
I wonder if you could tell me about your sample. I believe you
saz you sample aminimum of 776 daily for radio activities ?
Mr. SINDLINGER. Yes.
Mr. ROGERS of Florida. Weekly, 3,400 and monthly, 24,000.
Now, these samples, is this of anetwork ?
Mr. SINDLINGER. We have 388 interviewers, and each interviewer
is to complete 2 or 3 interviews a day for radio, and what we are
measuring, as you heard the interview—did you hear the interview?
Mr. ROGERS of Florida. Yes; Idid.
Mr. SINDLINGER. As you heard the interview, we are measuring
what station the persons says that they listened to yesterday, or, in
some cases, they do not know.
Some are put down as "don't know."
Now, we have station line-ups. The networks give us station lineups, and we have alist of all the affiliated stations, so, then, we convert
the call letter of the station to anetwork.
Mr. ROGERS of Florida. Isee.
So you really are testing right in the particular area of the affiliate?
Mr. SINDLINGER. No.
There are cases, for example, there are cases in California where
we would have people listening to Wheeling, W. Va., when the
Dodgers were playing Pittsburgh.
Mr. ROGERS of *
Florida. What Iam trying to determine is whether
you make ratings, as such, for networks, radio or television networks,
or for individual stations.
Mr. SINDLINGER. No individual stations.
Mr. ROGERS of Florida. No individual stations ?
Mr. SINDLINGER. No.
We are accumulating data now. We have inquiries, and, as soon as
our sample size is large enough, we will take 6months of interviewing.

BROADCAST

RATINGS

775

Mr. ROGERS of Florida. Yes.
Mr. SINDLINGER. When we have over 2,000 interviews in amarket,
and put out a report for a 6- month period, but not until we have a
minimum of 2,000 interviews.
Mr. ROC:ERS of Florida. Now, does it make a difference, the total
number of people you are covering, as to the amount of your sample?
Mr. SINDLINGER. No.
Mr. ROGERS of Florida. It. does not matter. Twenty-four thousand
would be just as good for 180 million people as it would for 100,000
people; is that correct ?
Mr. SINDLINGER. Broadly; yes.
Mr. RocEns of Florida. It would be correct ?
Mr. SINDLINGER. Yes.
Mr. Rooms of Florida. Why would not. 3,000 be just as good?
Mr. SINDLINGER. When Isay "just as good," Ishould not say quite
"just as good," but in abroad basis. The larger the sample, the more
relined and more accurate the data would be.
Mr. ROGERS of Florida. I wondered if your various sampling was
(reared or keyed to any particular population figure. In other words,
acity of 100,000, you might take 3,000 samples; or for 200,000, 4,000,
or something like that ?
Mr. SINDLINGER. Actually, if you are comparing acity of 100,000 and
the United States with 100 million for the degree of accuracy, you
would need the same sample in the city of 100,000 as you do in the
United States for 100 million, because the accuracy is based on the
sample size, not the universe that you are measuring.
Have Ianswered your question ?
Mr. ROGERS of Florida. Not being an expert, I am not quite sure
that Iunderstand that.
I would have thought that if you had 24,000 samples in a city of
100,000, you would have amuch more accurate survey than you would
if the city was 1million, using only 24,000.
Mr. SINDLINGER. That is an arguable point.
Mr. ROGERS of Florida. It is not true ?
Mr. SINDLINGER. No; Iwould not say it is not true. It is an arguable point.
Mr. RoGERs of Florida. Yes.
Now, how do you come to your figure of 776 daily? How did you
happen to hit on this particular figure?
Mr. SINDLINGER. That was the minimum sample size that we felt
was reliable to produce the data for the report period.
Mr. ROGERS of Florida. What makes that so reliable?
Mr. SINDLINGER. These charts that Ishowed you on standard deviations, it was clear that you could not put out a radio report on a
national basis with a sample less than 3,000; and, for morning and
afternoon, on a weekday basis, you had to have a sample of 15,000,
because we are reporting figures of 1.0 and 2.0, and, to have an 1.0
significantly different than 2.0 requires a minimum sample of approximately 7,000; and, to get 7,000 over this period, it was simply
mathematics, how many interviewers do we have and how many do we
have to make a week to produce that many interviews?
We work backward, you see.
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Mr. ROGERS of Florida. Now, what about some services that may
use 1,100 for nationwide?
Mr. SINDLINGER. Iwould not.
Mr. Roams of Florida. This would not furnish the figures?
Mr. SINDLINGER. Icould not do it.
Mr. ROGERS of Florida. All right.
Why is it you do not use afixed panel ?
Mr. SINDLINGER. From our experience of using one in 1948, when
we had our Radox experience.
Mr. ROGERS of Florida. Then you discontinued that?
Mr. SINDLINGER. Yes; we discontinued it.
Mr. ROGERS of Florida. What were the main objections? Would
you just state them quickly for us?
Mr. SINDLINGER. Do you have the prepared statement in front of
you ?
Mr. ROGERS of Florida. Yes.
Mr. SINDLINGER. Ithink Iwas talking about that before you came
in.
Mr. ROGERS of Florida. Then there is no point in going over it
again.
Mr. SINDLINGER. It is on page 13, Ibelieve. Yes, page 13.
Mr. ROGERS of Florida. Yes, Isee.
Mr. SINDLINGER. Do you want me to read it ?
Mr. ROGERS of Florida. No, that will not be necessary.
Why do people become biased cooperators and not typical in afixed
sample any more than anonfixed sample ?
Mr. SINDLINGER. Well, first of all, you knock at somebody's door,
and they fall into a sample, and you ask them if they will put a
gadget on it. Ido not know how this can be proven, but the people
who cooperate have atendency to stay at home more than the people
who do not cooperate.
Mr. ROGERS of Florida. Simply because they have agadget on ?
Mr. SnstmIxoEn. Not because they have a gadget, but they are a
different kind of people who are cooperative. For example, one of our
supervisors told me one day, " You know, one of our employees has
aNielsen gadget," and Isaid, "No."
So I called her into my office, and I said to her, "Is it true that
you have one of these Nielsen machines?" and she said, " Yes, Ihave
had it for acouple of months."
So Isaid to her, "Dear, if you ever get rid of that machine, you are
going to get fired," and she thought Iwas kidding.
She did not use it very much, and she turned it back. Now, there is
areal honest girl, who did not realize the significance, and Idid not
want to tell her the significance, of why one of my employees had a
machine. She turned it back, saying, "I can't honestly cooperate
with this."
Now, this woman is a woman who is very sincere. She could not
do athorough job. She could not keep it up the way she thought she
should keep it up, so she turned it back.
Mr. ROGERS of Florida. Now, let me ask you this.
You say people have to be rewarded in one way or another to insure their continued cooperation to leave the gadget attached.
Mr. SINDLINGER. This girl's comment was, "It is not worth $1to fill
out one of these diaries."
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Mr. RoGEns of Florida. Idid not know that adiary had to be filled
out with all gadgets. Is that generally true ?
Mr. SINDLINGER. With this particular instrument they have agadget
that goes with the diary.
Mr. ROGERS of Florida. Isee.
Well, now, suppose you just liad agadget that recorded the change
in what was watched, where you do not have to fill out a diary.
Would these objections still hold true ?
Mr. SINDLINGER. Iinterviewed aperson in New York who informed
me that her mother had to buy another television set for her husband
so that he could watch the kind of programs he wanted to watch, because he was connected to the Arbitron system. So he bought aseparate television set, because they did not want the people to know what
they were watching. This is an isolated case.
I know cases where people in our Radox experience would ask the
engineer, "Are we watching the right thing?"
For example, there would be anewspaper story in Philadelphia in
1948 announcing that this program, Jackie Gleason, was the No. 1
program and the woman—Irecall it. very viv idly— said to me, "I hate
Jackie Gleason. I am going to stop watching him, if Iam making
him No. 1."
With all the publicity that is attached to these hearings, Ithink
there are alot of people in the United States that are aware that they
have agadget attached to the set. This is what Imean by bias.
Mr. ROGERS of Florida. Inoticed in this booklet entitled "Radio
Activity," you mentioned that you had had acivil action against another rating company, Nielsen. What was this involved with ?
Mr. SINDLTNCER. Well, I formed my company in 1948 with the
idea of installing Rados on a national basis. We went to the networks and tried to get them to buy our service. I was able to get
large investors to invest in our company, and by 1950, in, I guess it
was March of April, Isued Mr. Nielsen i
n acivil action. Ialso sued
Mr. Nielsen on the basis of patent interference and on acivil action.
We settled it out of court aweek before we were going to trial in
1952.
Mr. ROGERS of Florida. Does this concern disagreement over the
object ?
Mr. SINDLINGER. It was amultiple case. We both had applications
in the Patent Office for this system, and the Patent Office had declared
an interference. My suit was based on the fact that Nielsen had
stated he had the patent, when, in fact, he did not have the patent ,
because it was in interference, plus the fact that on the civil case, it
was for restraint of trade.
Mr. ROGERS of Florida. Do you represent—you do ratings, you say,
for networks now ?
Mr. SINDLINGER. We have one network now, ABC.
Mr. ROGERS of Florida. Just one?
Mr. SINDLINGER. One network, yes.
Mr. ROGERS of Florida. Why is it that you have not done work for
other networks, do you know ?
Mr. SINDLINGER. I have asked them. You will have to ask them
why not.
Mr. ROGERS of Florida. Did you offer your services?
Mr. SINDLINGER. Yes.
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Mr. ROGERS of Florida. When did you get work from ABC? Is
this the network?
Mr. SINDLINGER. ABC came to us last—we have been running these
radio surveys, as you heard today, for our automobile clients for the
last 3or 4years.
Mr. ROGERS of Florida. Automobile clients?
Mr. SINDLINGER. Yes; Ford, General Motors, and Chrysler.
Mr. ROGERS of Florida. Yes.
Mr. SINDLINGER. And for Du Pont, too. And Bob Pauley called
me on the telephone, Iguess it was last April or May, and asked me
to come to New York and discuss radio measurement, and Isaid my
reaction at that time was Iam as interested in that as I am in going
to the moon, and I am certainly not interested in going to the moon.
And he asked me why, and I said, "Look, I have had enough experience in broadcast. rating research. I have had my stomach full
from 1950 experiences." Isaid, "Iam not interested. Ido not think
the industry wants atrue figure."
Mr. Rooms of Florida. You said what?
Mr. SINDLINGER. "I do not think the industry wants true figures."
Mr. ROGERS of Florida. Does not want true figures?
Mr. SimiLiwom. And Mr. Pauley called me again, I guess about
maybe amonth or so later, and we came up, Icame up to New York
to visit him. Ihad never met Mr. Pauley before. Ihad heard about
him, and Imet Mrs. Harris, who is research director, and these two
people pleaded with me to start the service. Mr. Pauley was willing
to put up the money necessary to get it started.
I reminded him if we started th e serv i
ce ,h
e wou ld not b
e No. 1;
he would not, be No. 2; he would be No. 3, and, in some places, he
would be No. 4.
And his attitude was, "Well, Idon't care if Iam No. 1, 2, 3, or 4.
I want to know where I am, and I will make my network No. 1 if
Iknow where Iam."
Imade a decision, which I am not so sure was a proper one, to go
into this because, with aman that has that kind of faith and confidence,
Ifelt, that Iwould gamble with him. So here Iam.
Mr. ROGERS of Florida. You said you feel that they did not really
want true figures. What were they using these for , in your experience,
in your knowledge ? Wh atdid they want, the figures to show they
were first, or what?
Mr. SINDLINGER. I was trying to be subtle in the first part of my
statement when I said people want pills and capsules. They want.
something they can just put their hands on and press abutton and out
it. comes. What Iwas trying to say was that there are a, lot of people
who do not want to think. Fortunately for me, in my business Ihave
clients who do want the truth, and they pay for the truth. That is
why Imade this presentation to you today, because there is amarket
for the truth, Ithink. It may not be now, but someday there is going
to be amarket for the truth.
Mr. ROGERS of Florida. Do you feel there are any other rating
services, other than yours, that are presenting the truth now?
Mr. SINDLINGER. I would rather not answer that question. I do
not think Iam qualified, because I have not examined them.
Mr. ROGERS of Florida. Would you say that those using figures less
than those that you use could present a true picture?
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Mr. SINDLINGER. I might add this for the record. I do not think
that the rating services are nearly as much to blame for the problem
as the users of this data.
Mr. ROGERS of Florida. I might agree with you there, but what I
am saying, do you think that any rating service that uses less than
your sample can be giving atrue picture?
Mr. SINDLINGER. In my opinion, the answer is " No." I am sure
that you will have arguments that I am wrong, at least from my
expet:ience. Icould not measure buying plans for automobiles with
a sample of 1,000.
Mr. ROGERS of Florida. With what ?
Mr. SINDLINGER. I could not measure accurately the buying plans
for automobiles with asample of 1,000.
Mr. ROGERS of Florida. Iwas thinking of listening to radio.
Mr. SINDLINGER. Statistically, with asample of 1,000, a radio program with a rating less than 2 is not significant. I mean a station
that has a zero rating could be No. 1, if you have an ideal sample,
which none of us have.
Mr. ROGF.RS of Florida. Thank you very much. You have been
most helpful.
Thank you, Mr. Chairman.
The ClIAIRMAN. Do you have questions, Mr. Brotzman ?
Mr. BROTZMAN. Yes.
First of all, in regard to your dealing with the networks, do you
have any trouble getting program listings from them ?
- Mr. SINDLINGER. Ido not receive them from CBS.
Mr. BRoTzmAx. You do not receive them from CBS ?
Mr. SINDLINGER. Right.
Mr. BROTZMAN. Have you requested them ?
Mr. SINDLINGER. 170S.
Mr. BROTZMAN. What reason is given that you cannot have the
program listings?
Mr. SINDLINGER. I guess the best reason I could say is I was informed it was company policy.
Mr. BRoTzmAx. A company policy as pertains to you or ageneral
company policy?
Mr. SINDLINGER. I do not think it was defined whether it was me.
Iknow they give the same information to Mr. Nielser Ihave asked
for the same information, so it cannot be a company policy against
everybody.
Mr. Ifit.oTz3tAx. From your latter answer, Ishould infer that it is
acompany policy that applies to you, is that right ?
Mr. SINDLINGER. It has not been stated like' that, but Iwould think
that would be an inference.
Mr. I
3ROTZMAN. A logical deduction.
I would like to go to this custom service report. of yours again, for
aminute, to be sure Iunderstand it. correctly.
First of all, if I understood your basic premise, these charts are
predicated on something called the mathematical law of chance?
Mr. SINDLINGER. Right.
Mr. BRoTzmAN. Is that right.?
Mr. SINDLINGER. Right.
Mr. BROTZMAN. Now, articulate what that is.
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Mr. SINDLINGER. Let us say we start to match pennies.
Mr. BROTZ3IAN. What?
Mr. SINDLINGER. You and I start to match pennies, and we start
matching pennies, and we can match so many times, and we will have
heads and tails because it is 50-50. Now, we can calculate how many
times we are going to have to go through this matching to get a 5050. Out of 100 matches, 50 percent of the time you get heads and I
get tails.
Now, the mathematical law of chance was designed so that you
could take other things rather than 50-50, because heads and tails are
50-50.
This Frenchman I was referring to apparently sat down in 1733
and tried to figure out how he could beat the roulette wheels in France,
and he worked out the mathematical law of chance of anumber coming around the roulette wheel, and there was no application at that
time for this system.
Iwould say 100 years later the astronomers started using the mathematical law of chance in space measurements, and I would say since
about 1855—I think my years are correct; you may correct me if
Iam wrong, Dr. Arkin—Iwould say about 1855 the mathematical law
of chance and the law of probability came into use in mathematics.
Would you say that was about right?
And this theory then became amathematical thesis, but it was based
originally on gambling.
Mr. BROTZMAN. All right.
Now, turn to chart 16 here of your custom service book. There
has been testimony here on prior occasions concerning size of samples.
One that Irecall was the size of the national sample around 1,100 or
1,200 homes.
Mr. SINDLINGER. Right.
Mr. BROTZMAN. Now, Iwant to turn to chart 16 for amoment, and,
as Ilook on there, I find that the closest sample reflected is 1,000, the
sample of 1,000.
Mr. SINDLINGER. Right.
Mr. BnoTzmArr. That is "K," right ?
Mr. SINDLINGER. Right.
Mr. BaoTzmAN. Now, if Iunderstand your testimony correctly, according to the mathematical law of chance, just the mere chance is
going to alter the result between the oral evidence of 11—
Mr. SINDLINGER. That is 1.1 7line K.
Mr. BROTZMAN. The lower limit, it says 11.
Mr. SINDLINGER. Yes, the sample number, lower limit is 11; upper
limit is 29.
Mr. BROTZMAN. Upper is 29.
That could reflect the number of homes that were contacted in asample. Would that be fair ?
Mr. Sixm.iNGER. Let. me phrase it, another way. You take one sample of 1,000, and you find 20 doing something, listening to program A.
Mr. BROTZMAN. All right.
Mr. SINDLINGER. You run another sample of 1,000 at the same time,
identically like it, and you could find only 11; and you run a third
sample of 1,000 at the same time, identically like it, you could find 29.
Mr. BROTZMAN. We are communicating, Iunderstand.
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Mr. SINDLINGER. And then, beyond that, you can find anything
between 11 and 29.
Mr. BROTZMAN. All right.
So that just the law of chance could give you that particular differential ?
Mr. SINDLINGER. That is correct.
Mr. BROTZMAN. Which would be reflected in changing your rating
point just on the law of chance between the 1.1 and the 2.9 ?
Mr. SINDLINGER. That is correct.
Mr. BROTZMAN. ISthat correct ?
Mr. SINDLINGER. That is correct, or any place in between, sir.
Mr. BROTZMAN. And this, I think you said, would be with a perfect—
Mr. SINDLINGER. With a perfect sample. It would be with everybody cooperating, everybody telling the truth, no electric light failures, all stations doing everything precisely, everything being perfect.
Mr. BROTZMAN. SOthat just on the basis of this one particular law,
which seems to be well established as a mathematical law, you could
have this variation of actually 1.8 on your rating.
Mr. SINDLINGER. Right.
To go astep further, you could have reports for two radio stations.
One station would say it was 2.9, No. 1on the market, and the other
station would be 1.1, No. 2. Either one of them could be No. 1 or
No. 2.
Mr. BROTZMAN. Iwould like to ask the statistician aquestion.
Doctor, do you concur with the statements made by this witness?
Mr. ARKIN. Yes, Ido.
Mr. BROTZMAN. You are acquainted with the law of mathematical
probabilities ?
Mr. ARKIN. Yes, Iam.
Mr. ROGERS of Florida. Would the gentleman yield there for one
question ?
M T. BROTZMAN. Yes.
Mr. ROGERS of Florida. What if you use more than one period of
measurement, say December, January, and March, or something like
that, and made a cumulative report from those samples on a fixed
sample first and then achanging sample second. What would be the
result of the difference ?
Mr. SINDLINGER. I want to be sure I get that question.
Mr. ROGERS of Florida. Well, first of all say you have afixed sample
basically.
Mr. SINDLINGER. Yes.
Mr. ROGERS of Florida. And you take different times of reporting.
Mr. SINDLINGER. Different weeks?
Mr. ROGERS of Florida. Different weeks. And then bring them together to one report. What would be the result there ?
Mr. SINDLINGER. Well, what you are doing there is
Mr. ROGERS of Florida. Would this improve it or not?
Mr. SINDLINGER. No, in my estimation it would not improve it.
You are magnifying the biases that already exist when you do this.
Mr. ROGERS of Florida. Magnifying the biases. Well, now what
about in an unfixed sample?
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Mr. SINDLINGER. Well, in an unfixed sample you would be averaging
three time periods, but you would not have the same biases necessarily
that you had with the fixed sample.
Mr. ROGERS of Florida. So you think it would improve it?
Mr. SINDLINGER. Yes.
Mr. ROGERS of Florida. But it would simply magnify the error in
the fixed sample?
Mr. SINDLINGER. The fixed sample.
Mr. ROGERS of Florida. Thank you.
Mr. BiturzmAN. You testified as to how the rating points might
vary based on the law of chance. Now what is the significance of the
change of arating point in this particular business?
Mr. SINDLINGER. Well, Iunderstand it is worth thousands and millions of dollars. Programs go off the air on the decline of a couple
of points and programs are moved into other time periods because of
the decline of acouple of points.
My thesis all along has been that this is wrong because statistically
there is no difference between the ratings, and that alot of people have
been hurt.
Mr. BROTZMAN. SOthe impact of the change of one rating point is
tremendous, isn't it?
Mr. SINDLINGER. Ihave been told—Ihave never figured it out on a
cost-per-thousand basis—that arating point could be worth thousands
of dollars.
Mr. BROTZMAN. And that can occur because of the law of chance?
Mr. SINDLINGER. Right.
Mr. BiterzmAx. I have no more questions. I might add I would
like to thank you for what I consider to be excellent testimony. It
has been very helpful to me, and I am sure to other members of the
subcommittee.
Mr. SINDLINGER. I would like to take some of the onus off of some
of our profession.
The CHAIRMAN. Mr. Rogers?
Mr. ROGERS of Florida. I would like to know this. What action
do you think is necessary to see that those companies, who according
to your testimony are not giving proper figures, could produce proper
figures? Do you think it is necessary to set standards by licensing
or some other method ? What would you suggest ?
Mr. SINDLINGER. Well, I think this committee has done a service
in calling attention to something that some of us as individuals have
been unable to do. Iwould like to see acouple of years of free enterprise, open house.
I would like to see free enterprise have achance to see if we can't
solve this problem, because Ibelieve in free enterprise and Ibelieve
in democracy, and if it can't be solved, then I think we should have
another meeting.
Mr. ROGERS of Florida. Iwould think that all of us would hope that
we could do it in a free enterprise system, and certainly I think we
possibly can. But it is astrange thing to have a regulated industry,
and yet have an unregulated industry dictating in many instances
and regulating the licensed industry.
Mr. SINDLINGER. It is an ironical situation, that is correct.
Mr. ROGERS of Florida. Now if we are going to allow that condition
to exist, why isn't it better for the industry and for the public to have

BROADCAST

RATINGS

783

legitimate, proper, reasonable and reliable figures upon which they
are going to make decisions? Now from your testimony I would
say there are very few companies that really are giving reliable figures to the industry.
Mr. SINDLINGER. In fairness to the companies, Ithink the problem
as I said earlier goes back to some of the users. They are going to
have to start to pay for data. You get what you pay for.
Mr. ROGERS of Florida. You just can't blame it all on the users.
This is what they can get.
Mr. SINDLINGER. Right.
Mr. ROGERS of Florida. Now if these companies are not producing
proper figures, then this is afraud on the public and on the industry.
You tell us that with your figures we can get a pretty reasonable,
fair figure. If these are standards that can be proved, what are we
going to do to see that they are adhered to, that the industry can get
these ? They haven't been able to yet, have they ?
Mr. SINDLINGER. Iam obviously against regulation, as Iimagine we
all are, but this is pretty serious because these charts put together
for you today are not new. Imean this has been going on. This is
100 years old.
Mr. ROGERS of Florida. And the industry has done nothing about it.
This is what concerns us.
Mr. SINDLINGER. We have talked about this. You see one of the
problems is that people in the research business talk out of two sides
of their mouth. 1have alot of people coming down to my office and
they talk about standards and we talk about biases, and they criticize
this sample and so forth, and then the next week they come back with a
WO job, which you have to turn down.
"We have to have it" because they have got to have a figure for a
meeting on Thursday. This is what is wrong with us.
We want a
figure. The boss wants a figure on Thursday and Ihave got. to have
afigure, so if he wants it on Thursday, give him afigure."
The problem is education, Ithink. 1th nk the problem here at this
particular time as far as television and radio is concerned is education, the fundamentals of statistics.
Mr. ROGERS of Florida. How long should we allow education to
solve the problem ? What is the time limit. ?
Mr. SINDLINGER. From the success Ihave made in the past, Ithink it
is going to be along time.
Mr. ROGERS of Florida. What objections do you see to alaw being
passed that would say that people who deal in this business in interstate commerce should receive alicense, and that certain standards be
set ? What is wrong with that ?
We license lots of businesses. They adhere to certain standards.
So what, is the objection to that ? What interferes with the free
enterprise system to simply put the man who is fraudulent out of
business?
Mr. Su:puma:a. Idon't think there is any object ion to that.
Mr. Rounas of Florida. Thank you very much.
Mr. liairrzmAN. Following the' same line of questioning just alittle
bit further, do you think there is a desire in the industry to have
truthful rat ings
Mr. SINDLINGER. When you describe the industry
99-942-63- pt. 2 -24
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Mr. BROTZMAN. Let's analyze it just amoment. On the part of the
users of the service, first of all.
Mr. SINDLINGER. There is avery strong desire, and it is coming more
and more and it is magnifyin,g by the months among the top advertisers. For example, Du Pont. It is no secret, Du Pont pays us
$4,000 aweek for our service. It is a $12 million investment. Four
thousand dollars aweek is not very much to protect the $12 million
investment.
They want the truth. They want to know what they should do.
Our reports showed them that they should have ashow of the week
rather than ashow of the month.
Mr. BROTZMAN. So that they can base their judgments on it wisely?
Mr. SINDLINGER. Right.
Mr. BROTZMAN. Is that correct ?
Mr. SINDLINGER. And if you had time to listen to some interviews
Iwould like to play it for you, we show them conclusively that they
go on the air for aperiod of time and they sell aproduct and then they
stop advertising it and the product drops in sales.
So the advertisers like Ford, Chrysler, General Motors and the big
advertisers who had to come to the board of directors for these huge
sums that are now being spent in broadcasting are starting to seek
the real truth.
At alower level, let's take the agency level, nobody upsets the applecart and as long as we can keep the status quo let's keep going.
Ithink that is the best way Ican answer your question. Ithink the
applecart is being upset alittle bit now.
Mr. BROTZMAN. Do you think these hearings have had a function
then in regard to that ?
Mr. SINDLINGER. Very definitely.
Mr. BROTZMAN. Have you been in the hearing room for the last few
days while these hearings have been held ?
Mr. SINDLINGER. No, Ideliberately stayed away because Idid not
want to hear the testimony.
Mr. BROTZMAN. Have you observed any Federal Trade Commission
activity in this area ?
Mr. SINDLINGER. Ihave talked to the Federal Trade Commission
personally, and they have talked to us.
Mr. BuctrzmAx. That is all Ihave, Mr. Chairman.
The CHAIRMAN. Mr. Sindlinger, it appears to me that you have
spoken very frankly abou tthi s whole subject matter in expressing
your views on it.
It also appears to me from what you have said here that the attitude is quite an indictment on the industry. Mr. Brotzman asked
you something about the attitude of the industry, and then you, I
assume, qualified it by saying it all depends on what you mean when
you talk about the industry.
But if the industry does not want the truth, as you say they don't,
they just want afigure, or they want certain information for the purpose of their own business regardless of what kind of information it
is, just so it serves their purpose, it seems to me it is deliberately contrary to what is the free enterprise system as we know it in this country;
is that not true ?
Mr. SINDLINGER. That is correct.
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The CHA ÉRMAI•T. And by permitting this kind of procedure, aren't
we jeopardizing the free enterprise system which we in this country
cherish and want to protect?
Mr. SINDLINGER. Iagree with you.
The CHAIRMAN. DO you think they ought to have a couple more
years then to find out if they can do something about it ?
Mr. SINDLINGER. I would like the opportunity to participate in
that free enterprise system; yes.
The CHAIRMAN. Your emphasis has been, however, that it is the
industry that wanted this information which is admittedly inaccurate,
or it is certainly questionable as to its accuracy. The information is
to serve their own purpose, and that you could not necessarily relate
it to the rating services?
Mr. SINDLINGER. I am not quite sure Iunderstand the last remark.
The CHAIRMAN. That you would not relate it to the rating services,
it is not the fault of the rating services?
Mr. SINDLINGER. Ithink I oversimplified that. Idid not mean it
quite that way. Ithink the rating service has aresponsibility for the
use of their data, no matter how it is used.
The CHAIRMAN. I took what you meant, that the rating services
felt it was their responsibility to provide whatever the industry
requested.
Mr. SINDLINGER. I did not quite mean it that way. From my own
personal point of view, I think anyone who services a client with
data has aresponsibility for its accuracy and its use.
The CHAIRMAN. If a rating service, for example, gave station X a
high rating based on contact with 50 homes in that area, from what
you have presented here this morning, why that is inaccurate; isn't
it?
Mr. SINDLIIVGER. That is correct. I wouldn't do that.
The CHAIRMAN. And if that was given and that was used and there
were five other stations in that area or four or any number, well then
that is a fraud on the other stations, isn't it?
Mr. SINDLINGER. It is inaccurate; that is correct.
The CHAIRMAN. SO I would say there is a responsibility insofar
as the rating services are concerned.
Mr. SINDLINGER. If Igave the impression that Idid not think they
were responsible, Idid not mean to. They are certainly responsible.
The CHAIRMAN. I don't know if this is of any significance or not,
but in the Slst Congress Ibelieve it was, Iwas charged with the responsibility of making an investigation, believe it or not, on progrinning at that time, and the method of programing. It was given
to this committee, and then the chairman asked me to conduct a
hearing.
It was a pretty rough job, because the implications of the reports
and the press reports at that time about the committee, in carrying
that out, were rather pointed. We, however, tried to carry out the
responsibility that the Rules Committee and the House of Representatives approved, for the investigation.
Well, out of all of that—that was 1951 and 1952—we issued a report. and in that report we strongly supported the idea of letting the
industry,police itself, and as Iremember the code was developed, and
through the efforts of the NAB it became effective March 1, 1952.
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This committee, and Ithink it. is the general feeling of the Congress,
that we believe in the principle that has made us a great country.
Our people should have opportunities, and we want to encourage them
and we depend upon that.
We come along in 1957 and 1958 with this procedure, and you of
course know what happened. During these years when the industry
was supposed to be developing procedures, techniques and so forth, as
this great new industry of television was becoming really agreat service to the American people, we found what was happening during
these years. It culminated in only amatter of 5years in some of certainly the most unacceptable practices of our American society, and
the American people hardly knew what was being done to them, because Ias chairman of the committee at that time felt when we started
we were on the unpopular side of it.
Mr. SINDLINGER. That is right.
The CHAIRMAN. Very much so, because the letters that came into
my office and the calls that came in were not very complimentary.
But as we went along and developed what was going on, and the
people suddenly discovered what was happening to them and how
they were being treated when these facts and incidents all developed;
there was an entirely different attitude.
Iwatched that myself. The American people in my judgment insofar as service is concerned—in things that affect their lives—want the
truth.
Mr. SINDLINGER. That is right.
The CHAIRMAN. Honesty. Idon't know—members of the committee, Mr. Rogers, for example, mentioned a while ago, he talked about
ways and methods of doing things. I know certain people in this
country for the last 2years have been urging me to give the Federal
Trade Commission extensive powers on atemporary cease and desist
order basis. "Idon't like what. is going on," and bingo, without anything at all, even an opportunity to be heard—that is the thing that
disturbs me.
Ithink your testimony this morning has been exceedingly helpful.
I know that you must have some controversy with reference to the
methodology in this thing with some of your associates in this particular field.
Mr. SINDLINGER. That is correct.
The CHAIRMAN. Certainly what. you have presented is achallenge,
and Iam not sure that. you have not sort of changed my mind alittle
bit. This kind of a situation probably can be carried on in a way
where the mild effect of it would be acceptable, because I was just
about beginning to come to the point that the whole thing was phony
and a fraud upon the American people.
Mr. SINDLINGER. If I may interrupt you, Mr. Chairman, I think
that your committee and th e st
at
ure ofyour comm i
ttee are go i
ng to
really' do something about this problem.
The CuAtitmAx. You have certainly pointed up a real challenge
here in presenting your case, if Imight call it that ; the information.
Obviously you have gone to great lengths in preparing this information for the committee, and you have been exceedingly helpful, and on
behalf of the committee Iwant to thank you for it.
Mr. SINDLINGER. Thank you very much.
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The CHantmArr. The committee will adjourn until 1 :30.
(Whereupon, at 12 :45 p.m., the committee was recessed, to reconvene at 1:30 p.m. on the same day.)
AFTERNOON SESSION
The CuAntmAN. Mr. Ed Hynes.
WTill you be sworn, Mr. Hynes?
Mr. HYNES. Yes.
The CHAIRMAN. Do you solemnly swear the testimony you give to
the committee to be the truth, the whole truth, and nothing but the
truth, so help you God ?
Mr. HYNES. Ido.
The CHAIRMAN. M T. Hynes, will you identify yourself for the
record ?
TESTIMONY OF ED HYNES, PRESIDENT, TRENDEX, INC.
Mr. HYNES. My name is Ed Hynes. I am president of Trendex,
Inc. We are located in New York and also in Westport, Conn. I
have been in the rating business for about 17 years. We measure our
audiences primarily by means of the telephone interviewing technique.
The Cu AIRMAN. Are you. the president of your company ?
Mr. HYNES. Iam, sir.
The CHAIRMAN. Is it acorporation ?
Mr. HYNES. Yes, sir: it is incorporated under the State of New
York.
The CHAIRMAN. How extensive abusiness do you have? Are you
asmall company or are you considered to be alarge company ?
Mr. lIvNEs. I would consider us a relatively small company in
the rating field, particularly now. We used to be much larger. We
used to publish syndicated reports, which we do not now do.
The CHAIRMAN. Do you have astatement you wish to make?
Mr. HYNES. No, sir; no statement.
The CHAIRMAN. Mr. Richardson, do you have some questions?
Mr. Ric IARDSON. Thank you, Mr. Chairman. Mr. Hynes, how
many permanent employees does Trendex, Inc., have?
Mr. HYNES. Nineteen.
Mr. RICHARDSON. How many temporary employees ?
Mr. HYNES. 6,000.
The CHAIRMAN. How many ?
Mr. HYNES. 6,000.
Mr. RICHARDSON. These temporary employees would be your interviewers ?
Mr. HYNES. That is correct.
Mr. RICHARDSON. Would you give us a general statement. as to
their location ?
Mr. HYNES. They are located in 635 markets throughout the United
States, approximately.
Mr. RICHARDSON. Will these 6,000 temporary employees, on average,
work for you once amonth ?
Mr. Hym:s. No.
Mr. RIcHmtnsox. Once in 6months?
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Mr. HYNES. I think it would be easier to say that approximately
300 to 400 of them might work in any month.
Mr. RICHARDSON. You have broken down your income for the staff
in relation to network television, local television, and local radio.
Would you describe what you generally do, or specifically what you
do with relation to network television ?
Mr. HYNES. Well, network television, we would probably be measuring the size and distribution of the network audience to aparticular television program.
Mr. RICHARDSON. This would normally be done for the television
networks ?
Mr. HYNES. This would be done for the television networks or for
an advertising agency or for an advertiser. It would be done in approximately 27 markets and we produce what we call aprogram popularity report. It is ameasurement of the television audiences under
equal opportunities of viewing.
Mr. RICHARDSON. Is this done by a coincidental method?
Mr. HYNES. That is done by the telephone coincidental method, unless it is after 11 o'clock at night, when it might be done by a recall.
Mr. RiciiArinsox. What sample size would you have—
Mr. HYNES. We would have a sample size of 1,000 calls per reported time period.
Mr. RICHARDSON. Would these be completed calls or attempts?
Mr. HyisrEs. Dialings.
Mr. Ricii.umsoN. Of dialings, do you have anormal percentage of
these which are completed?
Mr. HYNES. It varies throughout the day, due to the changes in
variable homes from morning to evening, and season, and throughout
the year. But every dialing is part of the sample.
Mr. Riciiminsoig. Take asituation when you would have aprogram
at 8o'clock in the evening; atelevision program. Say you were doing some work for anetwork. Would you give us an estimate on the
completion rate of your dialings ?
Mr. HYNES. Iwould say that at 8o'clock in the evening, the available homes would probably run someplace between 75 and 85 percent.
Mr. RICHARDSON. Are disconnected phones that are dialed counted
in your sample?
Mr. HYNES. No; they are not counted in the sample.
Mr. RICHARDSON. This basically, then, would be the type of work
you would do for network television ?
Mr. HYNES. It is basically the type of work we would do for network television and it is basically the technique we would use for any
broadcast audience measurement we were doing.
Mr. RICHARDSON. Is there any length of recall in any of the information done for network television ?
Mr. HYNES. Well, if we do any recall at all, we try to use a24-hour
recall so we would find the same people in approximately the same
type of home at home that were at home the evening before.
Mr. RICHARDSON. Are refuslls counted in your base sample of 1,000
Mr. HYNES. Yes; they are.
Mr. RICHARDSON. In your local radio studies, they are not syndicated ; is that correct ?
Mr. HYNES. They are not; no.
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Mr. RICHARDSON. They are done for—
Mr. HYNES. They are done, usually, for a particular client and
that is all.
Mr. RICHARDSON. Are your local television reports of the same
type ?
Mr. HYNES. Our local television is pretty much of the same type.
We did have both asyndicated radio and asyndicated local television
service some years back. It hasn't been in service for some time.
Mr. RICHARDSON. When was the last time you had a syndicated
television service ?
Mr. llyxr.s. We discontinued that a year ago last June. June of
1961, Ibelieve, we discontinued the pubticat ion of network television.
Mr. RICHARDSON. Was this discontinued because of a lack of interest in the industry or because your company decided not to put
it out any longer ?
Mr. HYNES. Ithink it was discontinued for economic reasons, which
would be alack of interest in the industry.
Mr. RICHARDSON. At one time, according to testimony before the
committee by Mr. Barnathan of American Broadcasting Co., they
used your 24-market syndicated service. Did you quit putting this
24-market syndicated service out when they quit subscribing, or did
you continue it thereafter ?
Mr. HYNES. While they were subscribing or after they stopped?
I can't answer that exactly, because we had very few subscribers
at the time we stopped and ABC may have been subscribing. Very
often there was lack of interest in the summertime anyway, and they
may have stopped or they may not have. I can't tell you exactly
on that.
Mr. RICHARDSON. You basically discontinued it, though, because of
alack of interest by purchasers ?
Mr. HYNES. Lack of money, that is right.
Mr. RICHARDSON. In your sample system—back to your national
sample of a thousand calls—are refusals, lines busy; this type situation when you don't have contact; are they counted as not listening,
or what ?
Mr. HYNES. They are prorated. If we cannot contact the home,
the line is busy, the refusals would not be prorated this way. But the
refusal rate is so small that we have ignored it practically, for all
practical purposes. It is less than 1percent of the total sample, total
number of calls. But the lines busy would be prorated into the sample
in the same way that we find viewers and nonviewers that we do talk
to. This has been the procedure always.
Mr. RICHARDSON. On your local reports, is this procedure also followed?
Mr. HyNEs. The same procedure is followed.
Mr. RICHARDSON. In the designing of your questionnaires, do you
normally design them or may a client design the questions that are
asked by your interviewers?
Mr. HYNES. Ithink a client certainly may outline the problems he
is trying to cope with to get the answers, or that he wants to get the
answers to. We probably would design the final questionnaire as far
as the telephone technique is concerned.
Mr. RICHARDSON. Do you have any control over the publication of
data that comes from your surveys?
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Mr. IlYNES. We found, quite definitely, that we did not.
Mr. RICHARDSON. Would you give astatement, then, or would you
say you simply produce it and they may do with it as they desire?
Mr. HYNES. It isn't aquestion that they may do with it as they desire, they do do with it as they desire. But we do have certain limitations to what we say they can publish and we reserve the right to indicate the validity of anything they do publish. We make suggestions
if they are going to publish individual ratings in aparticular market.
that the station call letters be blacked out, and so forth, and that they
use the ABC method of doing it.
This isn't. always followed.
Mr. RICHARDSON. Actually, only subscribers are informed of the
survey dates which your interviewers will use; is that correct?
Mr. HYNES. Isaw that in your writ,eup. Actually, only subscribers
are not informed of the survey dates. The subscriber orders the survey from us and he expects us to do it within acertain length of time
and we do it, but. we do not notify him of the dates we are actually
going to do the fieldwork.
Mr. RICHARDSON. If Iwere asubscriber in Tampa, Fla., say WFLA,
and Iordered asurvey from you to be done in the month of April, and
Iordered it on the 15th of March, would Inot have agood idea that
it would be done the first week of April?
Mr. HYNES. Idon't. think you would.
Mr. RICHARDSON. Testimony came into the record from several
different sources to the effect. that certain stations will hypo or by
gimmicks try to increase their audience at certain times.
Mr. HYNES. Yes; that is correct.
Mr. Iticunansox. If I ordered a survey from you on the 15th of
March, to be done in April, and Istarted my promotion on the 25th
of March, is there not agood possibility that by the time your interviewers started doing interviewing, and no other station knew that
the interviewing was to be done, that Iwould be able to successfully
hypo mv station ?
Mr. HYNES. Certain people could. One of the witnesses that testified here against ratings is the greatest man for hypoing ratings I
have ever known.
Mr. RICI I
ARDSON. Certainly, some stations do ?
Mr. HYNES. Some stations do.
The CHAIRMAN. State that again. One of the—
Mr. HYNES. One of the testimonies that I read here by one of
the men who said that, he thought ratings weren't particularly valid
is perhaps the lea di nfr exponent. for hvpoing ratings.
The CHAIRMAN. This particular person is?
Mr. HYNES. Ithink so.
Mr. RicurAttosox. Thank you, Mr. Chairman. What effect did the
publication of the Nielsen MNA report have on your 24- market business?
Mr. llyNEs. Would you identify those letters alittle more?
Mr. RICH ARDSON. This is the multimarket report, 30-market report ?
Mr. HvxEs. Idon't think it had any effect. other than acompetitive
effect. They were able to move their timing up and Ithink this helped
them in a business sense, but I don't think that it was what caused
us to stop publication. Perhaps it made ours a little less necessary
than they were previously.
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Mr. HicilminsoN. Are your local reports basically used as a sales
tool, or do you know how they are used ?
Mr. HYNES. 1think it depends on the type of reports you are talking
about. Some are designed specifically as management tools, which is
one reason, for instance, that we don't notify other stations in the
market that we are doing the surveys. Some are specifically used for
sales and promotion. But I think you have to distinguish bet ween
the type of report that you are talking about.
Mr. RienARDsoN. If Iwere to order asurvey from you and Iwas a
station operator in Jacksonville, Fla., and Ididn't like the results of
it, it would never be published; is that correct ?
Mr. HYNES. That is correct. It would not be published anyway,
except to you. If you ordered a survey from me, no one else would
get. it in I
he industry but you.
Mr. l:n•itAxusoN. That simply means that you don't give syndicated
reports ?
Mr. 1I
YN ES. That is right.
Mr. RICHARDSON. 1)0 you have any advertising agencies as clients?
Mr. IIvNEs. Well, as we have no syndicated service—what do you
mean bv " cl ient s" ?
Mr. fficumwsoN. I just wondered if they had any work done by
you ?
Mr. HYNES. Yes, they do.
Mr. RICHARDSON. If I got this report in Jacksonville and I liked
two parts of it—in other words, Iliked the male listeners 21 years of
age and over and the fact that people who have an income of $15,000
or over showed good on my station, could I publish just these two
figures and nothing else ?
Mr. I-IvNEs. Do you mean could you just promote those two figures
and nothing else? Sure you could promote those two figures. It is
your material, you can promote what you want. of it.
Mr. RICHARDSON. Did you at one time do some work for WFLA in
Tampa, Fla.?
Mr. HYNES. Yes, we did.
Mr. RICHARDSON. Would you say this was the normal type of brochure published from your interviewing?
Mr. llyNEs. Well, it is a little more elaborate than most of them,
but it is our brochure—it is their brochure based on our work; yes.
Mr. RICIIARDSON. In this type of promotion, here on the fourth page,
it states: " First choice for news by age of respondent."
You have broken this down, or at least this station broke it down
from your information—
Mr. HYNES. No; we broke it down that way; that is ours.
Mr. RICHARDSON ( continuing). Into different, groups agewise, 21-30,
31-40, 41-50, and over 50.
Is this not fragmenting your original sample?
Mr. HYNES. Of course it is, but it is what they wanted to know,
what age groups listen to which particular station and which age group
preferred which station for news.
Mr. RICHARDSON. In this report, on income, if this data is correct—
Irealize you do not tabulate all of your reports; this one was tabulated
by O. E. McIntyre, Inc., and is entitled "Trendex Tampa- St. Peters-
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burg Radio Survey Results"—for income of over $ 10,000, there were
30 people from your total sample falling in this group; is that correct ?
Mr. HYNES. That certainly looks to be correct.
Mr. RICHARDSON. There are 13 radio stations in this Tampa-St.
Petersburg metropolitan area; is that not correct ?
Mr. HYNES. That is correct. I am assuming it is; I don't know
that. Iwill take your word for it.
Mr. RICHARDSON. There are at least over 10 stations?
Mr. HYNES. Probably are.
Mr. RICHARDSON. Out of these 10 stations, then, with asample here
of 30, Trendex was breaking down from 30 people which station they
listen to in relation to income of over $10,000; is that correct ?
Mr. HYNES. Which station they preferred in their first choice of
news in over $ 10,000; that is correct.
Mr. RICHARDSON. That is afairly small sample; is that correct?
Mr. HYNES. Thirty is a small munber, but if thirty is the right
proportion in the total income break, it is agood number.
Mr. RICHARDSON. You would say, then, that with asample of 30, you
could break out reliably the preferences of persons with incomes of
$10,000 and over, for as high as 13 radio stations ?
Mr. HYNES. If the people we find, if 30 people represented in our
sample, and the doctor can check me on this, but Ibelieve if 30 people
represented in our income group the population of Tampa that had
over $ 10,000, we would have fulfilled the accuracy of the report. Now,
if we had alarger sample, we might possibly have been able to report
on more stations in the income over $ 10,000. Iam not going to question that one.
Mr. RicirminsoN. These 80 people, though, would have been people
actually talked to; is that correct? Ijust mant to make sure.
Mr. ilyxEs. Absolutely.
Mr. RicHArmsox. On the situation where you had people with over
$10,000 income, one station had a pmference of 20 percent, another
one had 13 percent, and athird had 10 percent. Would you not say
with the sample size of 30 that these 3 might all be within the same
range if a two- sigma statistical variance chart was used to ascertain
their accuracy ?
Mr. HYNES. 1 am not prepared to say. It might very well be.
That chart that you are talking about was prepared for ratings this
morning, and it is very interesting.
I think that you would get greater reliability if you had a larger
sample, there is no question about it.
Mr. RICHARDSON. If these were, however, all within statistical variance, there would not be any actual way of telling which of those
stations was first, would there?
Mr. HYNES. Ithink there would.
Mr. RictrAansox. Would you explain that answer?
Mr. HYNES. Ves; Iwill. Ithink what you looked at and what you
are talking about are the outside ranges of possible variance in asample. I think that the proof of a sample, whether a sample is an
accurate one or not, lies as much in whether or not asample can reproduce itself, as in whether or not it is small or large.
Now, you can go back into Tampa- St. Petersburg and do 500 surveys
and add them all together, or you can take them separately. If each
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one of the separate samples produces results which are within limitations, Ithink you have an accurate sample.
Mr. RICHARDSON. Where does Trendex get its sample from originally ?
Mr. HYNES. We get it from the phone book.
Mr. RICHARDSON. HOW ?
Mr. HYNES. Well, we have asystem. We don't use the same system
that was outlined this morning. The phone book, as you know, is
random in itself as far as the distribution of the telephone listings in
the geographic area. It is only set up in alphabetical order.
Mr. RICHARDSON. Most statisticians tell me that, anyway.
Mr. HYNES. You can try it yourself. It is avery simple test. Take
20 numbers in the city of Washington and you will find you have a
pretty good geographic distribution in the city of Washington.
If you take 20 numbers—first, we are going to make approximately
16 dialings in so many minutes. We have the girl divide the phone
book into four equal parts, she takes the first four from the first section, the second from the second, third from the third, and the fourth
from the fourth.
Mr. RICHARDSON. Ihave to correct myself. Dr. Arkin says it may
not be a good random sample, because, for example, if you took the
O'Briens and hit four O'Briens, the result might be that they all live
in the same neighborhood.
Mr. HYNES. They might all live in the same house.
Mr. RICHARDSON. True.
Mr. Hynes, this brochure was given to us at avisit to Trendex, Inc.,
would you identify it
Mr. HYNES. This is our brochure.
Mr. RicHminsox. On this brochure, it states—
If your station delivers the buying audience, why not prove it with a Trendex
qualitative rating survey?

Is that correct ?
Mr. I
lyNEs. Yes.
Mr. RICHARDSON. Over on the next page, it says, " Say what you
choose to say about your station's delivery of the spendable dollar:
Then document it with aTrendex Report"; is that correct ?
Mr. HYNES. That is correct.
Mr. RICHARDSON. What does that mean ?
Mr. HYNES. That means that stations from time immemorial have
been saying that we deliver an audience that can buy your product.
1f they are going to say this, we think they ought to go out and measure the audience and measure the characteristics of the audience and
have some proof that they deliver abuying audience.
Mr. RICHARDSON. This afternoon, we handed to you your Analysis
of aTrendex Qualitative Radio Survey, for Charlotte, N.C., November 27 through December 1, 1961.
Have you had achance to look at this report ?
Mr. HYNES. I have looked at the first. part of it only, yes. I only
got up to page 5, as amatter of fact.
Mr. RICHARDSON. Mr. Chairman, part of this certainly is—well, it
is our fault that we didn't get a copy to him in time because of the
short lunch period. He lacks looking at or analyzing two pages of
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this document. Might we take ashort recess while he finishes analyzing it ? It should not take very long.
Mr. HYNES. Ihave no objection to your going right along. I will
go along with you and read it as we go.
The CIIAIRIAN. What is to be accomplished from taking a recess?
Iunderstood from you that he does not agree w ith th e re port ?
Mr. RICHARDSON'. I am sure there are places where he won't agree
with me. He unfortunately, however, and it is our fault, did not
have time to complete his study because of the short space between
when we adjourned at noon and came back. He should have a right,
Ibelieve, to read it if he likes.
The CHAIRMAN. Well, the committee doesn't mind his having an
opportunity to read the report, but what good is it going to do after
he reads it ?
Mr. RwilAansoN. He certainly should have time to tell whether
he agrees with it or not.
The CilAIRMAN. What do you propose to accomplish by it ?
Mr. RICHARDSON. We would hope to put it in the record, Mr.
Chairman.
The CHAIRMAN. Well, we are not going to put a staff report into
the record unless there is agreement with the person whose business
it deals with, and he says that from his standpoint, it reflects the
true situation.
You can ask this man anything you want to about anything that is
in this report.
Mr. RICHARDSON. My problem, Mr. Chairman, is that. I guess
at this point he doesn't know whether he agrees or not, because he
has not. finished reading it.
The CHAIRMAN. Iam just going by what you told me this morning.
The committee will recess for 10 minutes for the purpose of Mr.
Hynes' reading this report.
(Short recess taken.)
The CHAIRMAN. Have you concluded going over this analysis ?
Mr. HYNES. Yes, sir.
The CHAIRMAN. You may proceed, Mr. Richardson.
Mr. RICHARDSON. Thank you, Mr. Chairman.
Do you have several disagreements with the report, Mr. Hynes ?
Mr. HYNES. Oh, yes; Ihave several.
Mr. RICHARDSON. Mr. Hynes, is this report typical of your operations at the station level ?
Mr. HYNES. Is the Charlotte report typical ?
Mr. RicHAansox. Yes.
Mr. HYNES. Yes, it is.
Mr. RicHARosort. Is it afact that only the subscriber to the survey
in the market knows you are going to do asurvey in that market ?
Mr. HYNES. That is correct.
Mr. RICHARDSON. You only make calls in the nontoll areas in the
markets; is that correct ?
Mr. HYNES. Not always. It is not correct in this particular case.
Mr. RICHARDSON. You did make some toll calls?
(Mr. Hynes nods.)
Mr. HYNES. Another thing you have to be careful of is when you
talk about. toll calls—for instance—in the city of Detroit, you might
have calls made from Dearborn which could not be made to Grosse
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Point,. It, would be atoll call. But if you are going to survey the city
of Detroit, you put an interviewer in Grosse Point and another in
)earborn, and you can cover the whole area without. toll calls. So toll
calls are not avery (rood definition of anything.
Mr. Ricumwsotst. lit this sample, did you not have women in different localities around Charlotte ?
Mr. IlYNEs. We did have women in different localities here, yes.
Mr. RicuARDsox. As far as t
his sample is concerned, only those
persons who answered the phone at that time or were in the house at
t
hat time were interviewed; is that correct'?
My HYNES. Well, as far as actual listing is concerned, every dialing
t
hat was made on this survey is in the sample.
Mr. RICHARDSON. Even though they were " don't answers,"
"refusals"—
Mr. HYNES. Right.
Mr. RICIIARDSON. Each interviewer, then, selects, in relation to what
you have just told us, the prescribed method which she will follow in
selecting in the telephone book the numbers she will call ?
Mr. HYNES. That is correct.; in aprescribed place.
Mr. RICHARDSON. Do you have acopy of this report before you that
you gave to your subscriber ?
Mr. HYNES. Yes.
Mr. RICHARDSON. In this report, there is no explanation as to how
the report is to be used, is that correct ?
Mr. HYNES. No explanation of how the report is to be used as a
statistical measurement, you mean, or how would you use it for
management ?
Is that what you mean, or are you talking about limitations on
promotion?
Mr. RICHARDSON. Limitations of promotion, first.
Mr. HYNES. There is nothing in here on limitations of promotion.
Mr. RicHARDsorr. What explanations are given as to how it should
be used statistically ?
Mr. HYNES. No explanation is given, because this is worked out
with the research director. He knew exactly what he was getting—
what he was ordering—when he ordered it.
Mr. RICHARDSON. And he may use it any way he desires?
Mr. HYNES. Yes.
Mr. RicirAnnsox. Only one sample size is given in this report, is
that correct ?
Mr. HYNES. Only the sample size for the qualitative information is
given; that is correct.
Mr. Rictiminsoisi. What. is the sample size ?
Mr. HYNES. For which—the qualitative or broadcast measuring?
Mr. RICHARDSON. The only sample size listed here.
Mr. HYNES. It is 962 completed interviews.
Mr. RICHARDSON. How many interviews would have been attempted
in this survey ?
Mr. HYNES. 1,940.
Mr. RICHARDSON. From these 962. the samnle is fragmented; is
that correct ?
Mr. HYNES. That is correct.
Mr. RicuAnnsox. It is fragmented into income breakouts?
Mr. HYNES. That is correct.
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Mr. RICHARDSON. It is fragmented into age classifications?
Mr. HYNES. That is correct.
Mr. Ricuminsox. It is also fragmented in relation to sex?
Mr. HYNES. That is correct.
Mr. RICHARDSON. And all of these breakouts would have to come
from the persons talked to on the phone; the 962?
Mr. HYNES. Absolutely.
Mr. RicrtARDsox. There is a chart on page 3 of the copy of the
memorandum which we handed you, breaking out the different income
categories which you have published in your report. One of these is
for incomes of $ 15,000 and over; is that correct?
Mr. HYNES. Right.
Mr. RICHARDSON. One of them is for incomes of $10,000 to $15,000?
Mr. HYNES. They are all correct, as far as I can see.
Mr. RICHARDSON. The third one is for incomes of $7,500 to $ 10,000 ?
Mr. HYNES. Yes.
Mr. RICHARDSON. The reason I am doing this, I want it all to go
in the record.
Mr. HYNES. Yes, they are.
Mr. RICHARDSON. There is abreakdown of income in the area from
$5,000 to $7,500 ?
Mr. HYNES. Iwonder if that is not out of line. It may be right, but
it is alittle funny way to put it—oh, yes, that is all riglit; that is fine.
Mr. RicHAnnsox. And under $5,000?
Mr. FIYNES. That is right.
Mr. RICHARDSON. And for those who don't know their income ?
Mr. HYNES. Right. That "don't know" is arefusal also, of course.
Mr. RICHARDSON. In the sample sizes, at least as gathered from our
tabulation of this data, and only this information was cross-checked,
we came up with sample sizes as follows, and you may refer to your
data if you have it and see if there are any disagreements.
Incomes of $ 15,000 and over, asample of six.
Is that what your data shows?
Mr. HrxEs. Iam willing to take yours.
Mr. RICHARDSON. All right. Income from $ 10,000 to $15,000: a
sample of 22.
Mr. HYNES. All right.
Mr. RICHARDSON. Income from $7,500 to $10,000. A sample of 74.
Mr. HYNES. Right.
Mr. RICHARDSON. Income of $5,000 to $7,500. A sample of 238.
Mr. HYNES. Right.
Mr. RICHARDSON. Income under $5,000, asample of 292.
Mr. HyxEs. Right.
Mr. RICHARDSON. And for "don't know," atotal of 329.
Mr. HYNES. Right.
Mr. RICHARDSON. Then the highest category would be the "don't
knows" and the "refusals" combined ?
Mr. HYNES. That is correct.
Mr. RICHARDSON. Breakouts within your report for qualitative data
will be made from each one of the sample sizes, is that correct ?
Mr. HYNES. That is correct.
Mr. RICHARDSON. Then if you were asked the question: "Which
station do you listen to for believability of news?" you would be
asking it. to the person on the other end of the phone ?
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Mr. HyrtEs That is correct.
Mr. RicHminsoN. And if the income grouping of $15,000-and-over
were used, there would be six such people that come into this sample?
Mr. HYNES That is correct.
Mr. RICHARDSON. And you would apply this six that come into the
sample to the eight stations reported in this market, according to your
data ?
Mr. HYNES. That is correct.
Mr. RICHARDSON. And in your opinion, that is an adequate sample
size?
Mr. HYNES. In my opinion it is a—if that 6, 22, 74, 238, represents
the distribution of the income in this town, that is an adequate sample.
Mr. RICHARDSON. Irrespective of the fact that on certain questions,
a station would not have an opportunity to come in there with less
persons interviewed than there were stations, in the market?
Mr. HYNES. Idon't think that happened. It may have, but Ithink
we asked them for afavorite station or a. station, giving them them a
choice of any station in the market so each station had an equal opportunity of being mentioned.
Mr. Moss. Mr. Chairman, Iwonder if Imight at this point ask a
question ?
You have stated that if this breakdown, the 6, 22, 74, 238, in fact
reflected
Mr. HYNES. Distribution.
Mr. Moss. The distribution within the. overall population of this
grouping of incomes, it would be an adequate sample. Did it so
reflect ?
Mr. HYNES. Yes, sir—oh, I don't know whether it did or not, sir.
Ican't answer that question. Ihaven't checked that.
Mr. Moss. Then the question of whether it is an adequate sample
or not in this instance is unresolved?
Mr. HYNES. That is why Ianswered it as Idid, sir, that if it does
reflect it, it is an adequate sample.
Mr. Moss. But do you make that determination in supplying this
to your client ?
Mr. HYNES. No, we don't, sir.
Mr. Moss. Then when you supply it, you have no idea whether it
is an adequate sample or not ?
Mr. HYNES. That is true. Iwould like to qualify—
Mr. Moss. It must, in absence of any evidence to the contrary, be
regarded as avery questionable sample ?
e
ifr. HYNES. Well, Ican see how from your point of view, it might
be, sir. But if you are dealing with this thing day in and day out and
you know the type of programing that aradio station is putting out,
you have apretty good idea of the type of individuals that are going
to be listening to it.
Now, if this came out so that it was utterly ridiculous I would
say that we certainly should in some way validate this information.
But from a practical point of view, it does not. It does work.
whether it is asmall sample or not, it does work.
Mr. Moss. How do you know it. works?
Mr. HYNES. Because Ihave seen practical application of it, sir.
Mr. Moss. Well,the
what practical application could you see in
use of this type of information to prove or disprove--
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Mr. HYNES. Well, let's—if I might digress for a minute, for instance, to age, which is the same type of abreakdown. You can take
astation in aparticular market where you know ahead of time, pretty
much, exactly what kind of audience it is going to get and this type
of sample. does produce information showing that it does, in fact,
get. this type of audience.
Mr. Moss. Type of what ?
Mr. ITYNEs. kudience.
Mr. Moss. Well, in the absence of some checking, how do you
know what. type of audience it is getting? Are you assuming that
its nrorsraming will attract acertain type of audience?
Mr. HYNES. Ves, sir; and Ithink it. is alogical assumption.
Mr. Moss. Might you not also assume that its programing might
drive away substantial portions of audiences in other groups?
Mr. IfyxEs. Yes, sir.
Mr. Moss. Then the question of the validity of 6, 22, and 74 as
applied to income groups is dependent upon the determination of an
additional important fact, before you would be able to say whether
or not asample has any reasonable 3:,alidity ?
Mr. HYNES. Yes, sir..
Mr. Moss. That is all the questions Ihave.
The CHAIRMAN. You may proceed, Mr. Richardson.
Mr. Rini. ansox. Thank you. Mr. Chairman.
Let's turn to page 2 of the Trendex Charlotte questionnaire. Do
you have acopy of the questionnaire ?
71r. T-TvxEs. Thank you.
Mr. RICHARDSON. On question No. 11, which is, "Which is your
favorite station ?" the person would have to answer one of those
stations, is that correct?
Mr. HyisrEs. No; they wouldn't have to answer one. They could
write in there, as it says, write in if it is other than that.
Mr. RICHARDSON. Pardon me. They would have to put down a
station ?
Mr. HYNES. They could say "DK"; there is a place for that.
Mr. RICHARDSON. But they could not make eight choices.
Mr. HYNES. No; but they could make two. They could make amultiple choice. But it says " favorite." It does no.tsay—it says " favorite," so we would like them to pick one; that is correct.
Mr. RICHARDSON. So then, on this question, the breakdown of six
would apply and as to favorite stations in Charlotte, N.C., of persons
with incomes of $ 15,000 and over, the decision would have been made on
six contacts for eight stations.
Mr. HYNES. But they had the choice of all those stations; yes, sir;
that is absolutely right.
Mr. RICHARDSON. I do not question that they liad achoice.
Mr. HYNES. The same would apply for the. different breakdowns
on all income categories here.
M T. RICHARDSON. That is right.
Also on page 3of the staff memorandum of which you have acopy,
there is abreakdown of ages in your sample. From the age of 13 to 1
.
5,
there were 21 persons in your sample; is that correct ?
Mr. HYNES. That is correct.
Mr. RICHARDSON. From 16 to 18, there were 16 people in the sample ?
Mr. HYNES. Correct.
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Mr. RICHARDSON. From 19 to 20, 13 people?
Mr. HYNES. Correct.
Mr. RICHARDSON. From 21 to 30, 196 in the sample?
Mr. HYNES. Correct.
Mr. RICHARDSON. From 31 to 40, 263 in the sample?
Mr. HYNES. That is correct.
Mr. RicnAnnsox. From 41 to 50, 192 persons in the sample?
Mr. HYNES. That is correct.
Mr. RICHARDSON. For persons over 50, there were 247 persons in the
..ample and there were 13 refusals for age breakouts?
sample
Mr. ,
That is right.
Mr. RICHARDSON. All of these breakdowns would apply, then, to the
question just mentioned above in relation to the age of the respondents?
Mr. HYNES. They would.
Mr. RICHARDSON. Do you show in any of the charts supplied in the
report which you furnished the station the different number of persons which fall in each one of these age categories or income categories et cetera ?
Mr.hyxEs. No, we do not.
Mr. RICHARDSON. You have only one sample size published in that
report; being 962 ?
Mr. HYNES. They are the people that answered the questions; that
is right, sir.
Mr. RICHARDSON. So no one who received a copy of this report
would know how many persons with incomes of over $ 15.000 were in
your sample ?
Mr. HYNES. No one who received a copy of this from us, and that
is only the subscribing station.
Mr. RICHARDSON. But he could use it anyway he decided, as you
stated?
Mr. HYNES. That is right. That is not my fault, if he uses it any
way other than the way he should use it.
Mr. RICHARDSON. All of the information supplied in your report is
based on percentages; is that correct ?
Mr. HYNES. That is correct.
Mr. RICHARDSON. Which I would assume are shares of the radio
audience?
Mr. HYNES. Well, it is shares—it would be ashare of the answers,
the questions.
Mr. RICHARDSON. A share of the sample anyway ?
Mr. HYNES. That is right.
Mr. RicHnunsoN. So once again there is no way of telling what the
size would have been of the original contacts, other than the fact that
all of them lumped together would be 962?
Mr. HYNES. He could go back and break it down, I suppose, if he
took the percentages and worked them back, if he wanted to.
Mr. RICHARDSON. Do you think many people do?
Mr. HYNES. No; I don't. But he could. It is not a fact that he
could not do it. If he wants the information, he can either ask us
for it or do it himself. That is the point Iwant to make.
Mr. RicHAnnsoN. Concerning the age breakouts, page 3of the memorandum, is it your opinion that the different sample sizes here properly represent the number of persons in the Charlotte, N.C. area
99-942-63--pt. 2-25
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Mr. II vms. Idon't know.
Mr. RICHARDSON. In other words, from age 16 to 18 here, there were
16 individuals—
Mr. HYNES. I think they represent the people we found listening
to the radio at that particular time of the survey.
Mr. RICHARDSON. But they certainly might not be representative of
the different classes, age 13 to 15, for example ?
Mr. HYNES. Very definitely not. I doubt that. they are. They certainly don't look to be, from just aquick glance.
Mr. RICHARDSON. No; they don't.
In the published report—
Mr. HYNES. We are not talking about the people in Charlotte, N.C.
We are talking about the people we found listening to the radio, and
they represent that.
Mr. RICHARDSON. But is not this, then, used as arepresentation of
radio listening in Charlotte, N.C. ?
Mr. HYNES. Yes; as radio listening.
Mr. RICHARDSON. By different age groups; income breakdowns;
sex ?
Mr. HyxEs. That is right.
Mr. RICHARDSON". In relation to sex, and we may have a difference
in fi (Tares here and Iwould take yours in this case, because we used
adifferent compilation to break it out of—
Mr. HYNES. I don't think it makes any difference. It is a small
matter.
Mr. RICHARDSON. For persons, adult males, I took our group from
the ages
. of 21 and over
Mr. HYNES. Right.
Mr. RICHARDSON. There were 84 adult males in the sample.
Mr. HYNES. Idon't know where we are now.
Mr. RICHARDSON. Look at the top of page 4, the last sentence in that
paragraph.
Mr..HYNES. Eighty-four males 21 years of age and older in the
total sample. That is how many males 21 years of age we talked to.
Mr. RwrimmsoN. There were also, however, 814 females, 21 years
of age and over.
Mr. HYNES. Right.
Mr. RICHARDSON. Is this proportionate to the population in Charlotte, N.C., between males and females 21 years and older?
Mr. HYNES. It is probably proportionate to the population of Charlotte, N.C., that is at home in the daytime listening to the radio; yes,
sir.
Mr. RICHARDSON. Do you state that in your report, that it is the
persons at. home listening to the radio ?
Mr. I
lywEs. We are only talking about radio listening. I don't
know anything about the population of North Carolina.
Mr. RicitAnnsox. How about at night? Does not this report go
from
Mr. HyNF.s. It certainly does, and it is an average.
Mr. RICHARDSON (
continuing). From 8 in the morning to 10 at
night ?
Mr. HYNES. It is an average of what we found.
Mr. RICHARDSON. What are the hours published in the report 2
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Mr. HYNES. I believe it is 8 in the morning to 10 at night, but I
will check it.
Mr. RICHARDSON. Then during the evening hours, you at least should
have a fair representation, should you not, between the males and
females ?
Mr. HYNES. Not answering the phones. More females answer the
telephone than males.
Mr. RICHARDSON. You will take anyone who answers the telephone ?
Mr. IhrxEs. That is all we are talking about, people we interviewed
who answered the telephone. We did not go out to get aproportionate
average of males and females.
Mr. RICHARDSON. So this is not representative of the population of.
Charlotte, N.C.?
Mr. HYNES. Absolutely not. This is representative of people we
talk to at home listening to the radio.
Mr. RIciiAnnsoN. If I were station WBT, could I not represent
this as radio listening in Charlotte, N.C. ?
Mr. IlvxEs. Can you not, represent it as radio listening ?
Mr. RICHARDSON. Yes.
Mr. HYNES. Yes; that is what it represents, radio listening.
Mr. RICHARDSON. Then I can represent that of adult males, acertain percentage in Charlotte, N.C., listen to my stations?
Mr. HYNES. Prefer your station, you certainly could.
Mr. Ricii.mosoN. And Icould say that more shoppers in Charlotte,
N.C., prefer my station.
Mr. llyNEs. Yes.
Mr. RICHARDSON. And Ican say that more people with incomes of
over $15,000 prefer my station?
Mr. HYNES. That is right.
Mr. RICHARDSON. All of these breakdowns, then, can be applied and
used as Idesire to use them if Iam astation owner in Charlotte, N.C.?
Mr. HYNEs. About, radio listening?
Mr. RicHARnsox. About radio listening.
Mr. IIrxEs. Ishould say so.
Mr. RICHARDSON. Since the sample quite obviously is not proportionate to the different breakdowns in Charlotte,
Mr. llyNEs. To radio listening.
Mr. RICHARDSON. It is basically not radio listening but people
answering the telephone, is that not right ?
Mr. IIvxr.,s. But. these people had been listening or had a prefer-.
enee to radio.
Mr. Rn-ITARnsoN. Or were at home and answered the telephone?
Mr. llyNEs. Right.
Mr. RICHARDSON. Actually, out of this 962, how many were listening to the radio when the calls were placed?
Mr. TUNES. 8.2 percent. It is not 962, actually. You would have.
to work it out on abasis of the 1,940 to get it.
Mr. RICIFARDSON. Well, of the 962 persons contacted, 8.2 percent
were listening ?
Mr. HYNES. Eight. percent of the people in Charlotte, N.C., were.
listening.
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Mr. Moss. Back here on page 4of the staff memorandum, again, it
was determined that 84 males 21 years of age and over were in the total
sample.
Iwonder, Mr. Richardson, could you tell me how many females are
in that sample?
Mr. RICHARDSON. 814.
Mr. Moss. Now , if there were 84 males and 814 f
ema l
es an d it re presented aradio audience, something is wrong, isn't there ?
Mr. HYNES. Well, sir, they may not represent the total radio audience. They represented the people we talked to on the phone.
There may have been females listening with those males and there
may have been some males listening with those females. We only
talked to one person in each home.
Mr. Moss. You only asked what they listened to?
Mr. HYNES. That is right, sir; we didn't ask them about the other
people.
Mr. Moss. What percentage of these 962 respondents were listening
to aradio?
Mr. HYNES. I don't have that figure, because our sets in use here,
this 8.8, is based on the total dialings rather than on respondents.
We don't calculate—
Mr. Moss. Well, if the 8.8 is then truly representative, it would be
representative of the 962 ?
Mr. HYNES. Pretty much, yes, sir; pretty close.
Mr. Moss. Because from the response, you got about 75 or 78 sets?
Mr. HYNES. That is right; 78 sets were actually listening at the
times we were measuring this audience.
Mr. Moss. And from 78 sets, you can conclude with reliable accuracy the listening habits of the overall radio audience potentially
available in this area. Is that your contention ?
Mr. IIvxEs. Within limitations, that is my contention yes; sir.
Mr. Moss. Aren't theyrather severe limitations? You certainly
know that in any possible breakdown, you couldn't, have 10 times as
many women as men over the period of the entire day listening to
radio. Maybe in the home that might be true.
Mr. IIrriEs. That is what we are measuring, sir.
Mr. Moss. But at night they listen to something.
Mr. HYNES. That is all we are measuring, sir, in the home.
Mr. Moss. That is not what you are measuring. What you are
measuring ends up in an advertisement like this:
Trendex asks:
"Which station do you first tune to for the news?" Washington answers,
"WWDC, 20.7 percent. Station A, 17.7; Station B, 17.4; Station C, 12.2."

Now , Ihappen to drive to and from m y office twice a day, and in
my automobile Ipick the station that gives me what in my judgment
is the best news, but Ilisten to it all the time that I am in my automobile.
Iam apart of a. radio audience.
Now, at home, where I have different, reception quality, I get a
different. station. There is one around here that broadcasts music that
Ilike. So if Isit down to read, Imay turn that. fellow on, but later
in the evening I want news, so I switch to another one strictly for
news.
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I have radio- listening habits; I am part of the radio-listening
audience.
But you could not measure. me if you are going to say that there
are 10 times as many women as men.
Mr. llyNr.s. No, sir; Iadmit that.
Mr. Moss. If you took only 78 sets, sir, it is very difficult to say
that you have rep' resented anything except those 78 sets.
Mr. HYNES. Well, I must say, first, that I never tried to measure
anything except homes. I admit it, there is no automobile radio in
here, and Iam sure if there were, it might show adifference.
But what we measured were the people we found at home at this
time. That is all, sir.
Mr. Moss. Shouldn't this ad say—
Mr. HYNES. Yes, it should.
Mr. Moss. This says, "Based on completed interviews in 2,598 homes,
September 9-20 of 1962."
This is aTrendex survey.
Mr. IhnvEs. It says "homes."
Mr. Moss. This should say that this represents x number of homes
responding to atelephone call and represents exclusively the viewing
habits of the respondent. That is all in the world it represents.
You don't know whether your sample was typical of the community.
If you are going to break down into income groups, you don't know
whether it is typical of the income groups of a community. If you
are going to break it down into sex, you don't know whether there is
any reasonable relationship of those you talked with to the total
number of women or men in the community.
Really, it only gives something which can be used variously, but
its accuracy or its value is open to question at almost any point, isn't
it ?
If you are relating that as is done to the total listening habits of the
community.
Mr. IIYNES. Do you want me to answer ?
Mr. Moss. Yes.
Mr. IIITNEs. All Icould say is, for instance, I think you are right
on some points, very right; that there are many abuse's to its use;
that it is projected when it should not be projected, and so forth.
But I think that a Trendex survey of Washington measures the
amount and distribution of the radio audience accurately. 'When you
get into qualitative information, you are dealing with small numbers
and your accuracy is going to decrease the smaller the number gets.
There is no question about that.
Mr. Moss. You do particular violence when you try to break this
down into finite parts to represent characteristics which are, as Isay,
totally unrelated to characteristics of the community. Don't you?
Mr. HYNES. Ithink you could; yes, sir.
Mr. Moss. Well, wouldn't it be almost astatistically provable probability—
Mr. llyNEs. To find out, you mean ?
Mr. Moss. Eighty-four men and eight hundred women. A community with such distortion in population would be—well, it might be
paradise for men, but—

806

BROADCAST

RATINGS

Mr. HYNES. Ithink, sir, the point is this: When we are talking about
men, we talk about the 84. When we are talking about women, we
are talking about the sample of women.
Mr. Moss. Sir, what you are talking about when you talk about the
84 is not the 84, but x percent of all men, adult men in the community. That is the way it is interpreted, not 84 men. But let's go over
here: 31.7 percent of the men, adult men, watch WBT and 1.9 watch
WVVOK and 1percent, WKTC.
Now , 1percent of less than 100 men—Idon't know where you found
that half man—Idon't, really. And it is rather ridiculous to project
to the point where you are dealing in half men or half women in order
to come to a rating point. Because we must admit, Ithink you will
stipulate, that physically it is impossible. If agroup isn't going to be
large enough to at least reflect whole individuals when you assign
them to one station—
Mr. HYNES. Sir, this is an average of men per set.
Mr. Moss. That is the danger. You are using averages here from
way too small a sample and the sample value is susceptible, because
it isn't a measure of the overall population—not even of men who
listen to radio.
Are these sheets that your interviewers use ?
Mr. HYNES. Yes, sir.
Mr. Moss. And they are marked in pencil ?
Mr. HYNES. Yes, sir.
Mr. Moss. Now, quite anumber of these questions aren't answered.
Mr. HYNES. Well, they wouldn't be in the tabbed report, then, sir,
if they weren't answered.
Mr. Moss. But in the blanks to which you get response, these go
into the tabbed report ?
Mr. HYNES. The blanks would go in as a "DK" or no answer, sir.
Mr. Moss. Then you haven't represented even just one interview,
have you ?
This one here is of an adult female. I am trying to find her age.
Where would Ifind that ?
Mr. HYNES. It would be over on the back, sir.
Mr. Moss. Well, she is over 50. There are two women who live in
the home. Are those radio listeners, or do they just live in the home?
Mr. HYNES. They just live there, sir.
Mr. Moss. Why is that ?
Mr. HYNES. That is simply to get home composition, sir, composition of the home.
Mr. Moss. How does that go into .your tabulation ?
Mr. HYNES. It depends on whether they were listening on another
question or not, sir.
If you look at question 3, we ask " If anyone in your home is listening to the radio" and then we ask how many men, women, children,
teenagers, under 12 are listening to the same radio program ? That is
on question 7—questions 3and 7.
She has checked on this one, for instance, that an adult female was
listening to the radio at that particular time.
Mr. Moss. Well, this one didn't check anything.
Mr. HYNES. Then there was no one listening, sir. Under question
A, did she check " Yes" or "No ?"
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Mr. Moss. " Yes."
Mr. HYNES. And still she didn't check—
Mr. Moss. "Am Ispeaking to the lady of the house?"
wyes. ”
"Is anyone in your home listening to radio just now ?"
"Adult female."
Mr. HYNES. Checked under " Yes" or "No", sir?
Mr. Moss. Under "No."
Mr. HYNES. Then no one was listening in that home, sir.
Mr. Moss. This is then tabulated ?
Mr. HYNES. Yes, sir.
Mr. Moss. Do you break all of them down by sex, by age, by income, all of your—
Mr. HYNES. No; not all of them, sir. This was requested by the
particular subscriber.
The CHAIRMAN. Will the gentleman yield ?
Mr. Moss. Iwill be very happy to.
The CHAIRMAN. Were all of these questions requested by a particular subscriber? Is that the reason you developed this?
Mr. HYNES. No; this is amore or less standard form, sir, but some
of the questions were requested by subscribers. Idon't know exactly
which ones in this survey. Sometimes they will ask about automobile
ownership and another time it is something else. This is pretty much
the information that that particular subscriber wanted.
The CHAIRMAN. But it is astandard form that you use in
Mr. HYNES. Yes; it is astandard procedure and the first part of it
would be standard form.
Mr. Moss. Some of these stations appear to have no audience at all.
Do you think that is possible ?
Mr. HYNES. Yes, sir.
Mr. Moss. You think anything is possible?
Mr. HYNES. Icertainly do, sir. Of course, all we are saying is that
there is no audience found in our sample. We don't know whether
they have an audience or not. We did not find any, sir.
Mr. Moss. You don't think the law of probability would give them
at least one listener?
Mr. HYNES. There is always the engineer, sir. That is what we
always say.
Mr. Moss. Now, in view of the fact that this is made for aparticular station within afairly fixed period of time, isn't it probable that
the station will, during this period, undertake promotional efforts to
improve their share of audience while the survey is in progress?
Mr. HYNES. It is possible, sir, that they could do this.
Mr. Moss. Isn't it probable that they would ?
Mr. Hyrms. No; it is not.
Mr. Moss. How much do they have to pay you for asurvey like the
one down in Charlotte?
Mr. HYNES. That one there costs about—Ican tell you exactly what
it costs. That was $1,875.
Mr. Moss. Well, they are paying that for asurvey that is strictly
for their use. To promote themselves, however, they may gain the
better advantage. Isn't it probable that they would have to accelerate
promotional effort?
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Mr. HYNES. It would be a good idea, Isuppose, but Idon't think
they have enough time between the time they place the orders for
these things to have any great promotional effect take place.
They could plan on it ahead of time and come to us and have
promoted it, yes; and they could say, "Let's have a survey, now, we
want to buy a survey from Trendex" and "We have promoted this
thing to the hilt."
We do the survey and get a measurement of the promotion. But
what we would get would be their audience for the particular time
period. It would be wrong, it might slip back and might not have
been as great 2 weeks before. But we would have no control over
that and this could happen to any service, no matter how you did it.
You couldn't do anything about that.
Mr. Moss. We have had some indications that some rating services,
if they are aware of npromotion, note that on their results.
Mr. HYNES. Well, if they are aware of it, Ithink they should.
Mr. Moss. Do you ?
Mr. llyxEs. If we are aware of it, we do, sir; yes.
Mr. Moss. It does not really matter, because yours is only available
to subscribers?
Mr. HYNES. That is right. We don't mail it out to advertising
agencies. The station has to take it around to the advertising agency
if they are going to use it or send abrochure to the advertising agency.
They are going to have to explain this thing.
I think that this is an important point, that when they use this,
they can write anything they want in an ad and the general public
may believe it, but the time buyers don't believe it. They know what
is going on.
Mr. Moss. Do you know, sir, whether your rating has, to a very
great extent, an effect upon the general public?
Mr. HYNES. Well, Ithink the effect on the general public—Idon't
know what it would be, exactly. I don't think the general public
would read Broadcasting and I don't think they are whether
WWDC has this many. Maybe I am wrong. Maybe they do. But
I don't think a time buyer puts much stock in that particular ad,
anyway.
Mr. Moss. Of course, we have had indication here that some time
buyers seem to regard ratings as almost Bibles.
Mr. HYNES. Ithink they do regard the ratings as important. The
only yardstick that they have to measure the size of an audience--Mr. Moss. Then it should be agood, reliable rating ?
Mr. llyxEs. Ithink this is agood, reliable rating.
Mr. Moss. Imust respectfully disagree with you.
Mr. HYXF:S. Well, that is your privilege, sir.
Mr. Moss. As it is used; this one ad here; other ads I have seen
around; Ithink it is the most torturous type of abuse, the manner in
which these are utilized.
I recognize the extreme difficulty of accurately doing this, but I
think afar greater degree of accuracy is possible, within limits of economic feasibility, than this would appear to me to be.
That is all the questions Ihave, Mr. Chairman.
The CHAIRMAN. Mr. Younger ?
Mr. YOUNGER. Thank you, Mr. Chairman.
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Mr. Hynes, on this diary
Mr. HYNES. That is aquestionnaire, sir; it is not adiary.
Mr. YOUNGER. This questionnaire, it points out, "This is a nationwide survey."
Mr. HYNES. Yes, sir.
Mr. YOUNGER. Is that an accurate statement?
Mr. HYNES. No, it is not, in this particular case. It is just an introduction we use on the telephone. It is not an accurate statement
in this city. It is acity survey. This is probably aholder from the
network reports.
Mr. YOUNGER. Why do you start out with an inaccurate statement?
Mr. HYNES. We do not consider that particularly an inaccuracy,
sir. It is amere introduction to an individual. We are anationwide
organization. We do lots of surveys in different parts of the country.
We are not trying to lead anyone astray. It is simply an introductory phrase.
Mr. YOUNGER. You do not think there is anything wrong with that?
Mr. HYNES. No, sir; Ido not.
Mr. YOUNGER. You stated awhile ago that it was necessary for the
station operator to explain the results of the survey to the time buyer;
is that acorrect statement?
Mr. HYNES. Ithink so, sir; yes.
Mr. YOUNGER. From what we have heard today, that is quite aburden to put on the station operator; is it not ?
Mr. HYNEs. Ido not think so.
Mr. YOUNGER. We are having great difficulty today getting an explanation of the report. Do you think that is right ?
Mr. HYNES. Yes, sir; Ithink it is all right.
Mr. YOUNGER. You have been in the business 17 years?
Mr. HYNES. Yes, sir.
Mr. YOUNGER. If I understood your testimony a while ago when
you stated that, with all of your experience, you could pretty well
tell the number of listeners of acertain station and of acertain program for aday ? You could pretty well give the number from experience ?
Mr. HYNES. If Igave the impression, sir, that Icould tell that for
any station in the country, Icertainly did not mean to. But Ithink
that there are certain stations with certain types of programing that
most of us can tell ahead of time, and those of us that are in radio can
probably tell alittle closer, what type of audience they are going to
draw.
Mr. YOUNGER. Well, you were referring and discussing at that time
the survey for Charlotte..
Mr. HYNES. Yes, sir; but I asked if I could digress there and talk
about the age of the individuals listening to the programs. I could
not tell anything about their income, certainly, not at all. I would
not have any way of knowing, but you can tell pretty much the age
from the type of programing that astation is putting on, Ithink.
Mr. YOUNGER. So, as amailer of fact, what you do in many cases is
to take the survey in order to confirm your own conclusion ?
Mr. HYNES. No, sir; because I do not have any conclusions on any
particular city.
Mr. YOUNGER. Iam just going by your own statement, Mr. Hynes.
You told Mr. Moss awhile ago that you knew this was correct, because
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you could tell from your years of experience what is aproper distribution of people.
Mr. HYNES. Yes, sir.
Mr. YOUNGER. Then, if you can tell what is aproper distribution of
'people, then there is no use of the survey, except to confirm your own
convictions on the question. Otherwise, you could sit down and write
the figures out yourself and save all the money of asurvey.
Mr. HYNES. No, sir; Iwould not go along with that.
Mr. YOUNGER. You would not go that far?
Mr. HYNES. No, Iwould not.
Mr. YOUNGER. That is all, Mr. Chairman.
The CHAIRMAN. Mr. Rogers?
Mr. ROGERS of Florida. Thank you, Mr. Chairman.
Who designates the areas which will be served ?
Mr. HYNES. Well, generally, if it is acity area, we designate it ourselves, sir. A station may designate their coverage area to be
surveyed.
Mr. ROGERS of Florida. In other words, they can tell you whatever
survey area they desire to be surveyed?
Mr. HYNES. That is correct; yes, sir.
Mr. ROGERS of Florida. Isee.
Now, how many of these surveys do you do in ayear, would you
say ?
Mr. H YNES. Well, of this particular type, last year we did about 50,
sir.
Mr. ROGERS of Florida. About 50 ?
Mr. HYNES. Ithink that is accurate. You have an accurate record
there.
Mr. ROGERS of Flordia. Well, Ido not see this here.
Mr. HYNES. Ithink it is about 50, sir.
Mr. ROGERS of Florida. And you charge, generally, what, around
$1,800 to $2,000 for that ?
Mr. HYNES. Basically, yes, that is what it averages out to.
Mr. ROGERS of Florida. And how many employees do you have?
Mr. His. Nineteen, sir.
Mr. ROGERS of Florida. Nineteen ?
Mr. HYNES. Yes.
Mr. ROGERS of Florida. Do you employ any other people?
Mr. HYNES. Outside?
Mr. ROGERS of Florida. Yes.
Mr. HYNES. Field workers; yes, sir.
Mr. ROGERS of Florida. How many is that?
Mr. HYNES. We have about 6,000.
Mr. ROGERS of Florida. About 6,000 which you can call on?
Mr. 1-1Tisms. Yes, sir.
Mr. ROGERS of Florida. And you pay them for the particular job?
Mr. HYNES. That is right.
We have 85 supervisors.
Mr. ROGERS of Florida. And, as I understand it, you only do a
survey if you have a station which subscribes for that particular
survey ?
Mr. HYNES. That is right.
Mr. Romts of Florida. Do you sell it to more than one station?
Mr. HYNES. We would, if they wanted it.
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Mr. Rooms of Florida. Have you done it?
Mr. HYN1h. Yes, we have.
Mr. ROGERS of Florida. Is it your common practice to sell to more
than one station?
Mr. HYNES. No, it is not our common practice to go out and look
for additional subscribers to areport.
Mr. ROGERS of Florida. Isee.
Now, out of these 50 surveys that you made this year, could you
tell us, generally, whether these stations ended up with higher ratings
than they have had before or lower?
Mr. HYNES. I know some of them were very unhappy, so I would
assume that they thought they were going to do much better than
they did.
Mr. ROGERS of Florida. That is not what Iasked.
Mr. HYNES. Icould not answer your question. Ido not know the
answer.
Mr. ROGERS of Florida. Could you supply that for the record?
Mr. HYNES. No, Icould not, because Ido not know what they had
before.
Mr. ROGERS of Florida. Do you mean from other surveys?
Mr. HYNES. Well, Icould probably get the information from other
surveys, but Ido not have it myself, sir. I mean we would go into
amarket, we might not be back in that market for 5years. Ido not
have any continuing service in any market that I could give you information like that on.
Mr. ROGERS of Florida. Just aspot basis?
Mr. HYNES. Usually, it is amanagement problem or something of
that sort, when we do asurvey.
Mr. ROGERS of Florida. And you do let them know before you do
the survey?
Mr. HYNES. Well, they have to order it from us. We would not
do it unless they did.
Mr. ROGERS of Florida. As to when you are going to make it?
Mr. HYNES. No. They will come in and say, "We want asurvey,"
and we will say, "We will make it as soon as we can." That is all.
Mr. ROGERS of Florida. You do not advise them when you will be in
that area to make the survey ?
Mr. HYNES. No, sir.
Mr. ROGERS of Florida. Do you advise them on the results of the
survey before you publish it and send it to them ?
Mr. HYNES. Well, we do not publish it, you know, except for them.
Mr. ROGERS of Florida. Yes.
Mr. HYNES. We may show them the IBM sheets before we publish
it, yes, before we produce areport.
Mr. ROGERS of Florida. Is it generally your custom to have them
make adownpayment, or anything, when they first subscribe, or not?
Mr. HYNES. No, sir; we do not.
Mr. ROGERS of Florida. You do not require that. Do you have any
contract with them at all ?
Mr. HYNES. Usually, aletter of intent or something to that effect.
Mr. ROGERS of Florida. Just aletter of intent?
Mr. HYNES. We send them a confirmation immediately. That is
all.
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Mr. RooEEs of Florida. Have you ever had any difficulty in collecting payment ?
Mr. HyxEs. Yes, sir. In the 10 years that. Ihave been in business,
Ihave about three stations out of the ones we have dealt with that I
have never been able to collect from.
Mr. ROGERS of Florida. That is about all ?
Mr. HYNES. That is all, sir.
Mr. ROGERS of Florida. So they must have been pleased with their
ratings, most of them, were they ?
Mr. HYNES. No, alot of them were not, but they paid anyway.
Mr. ROGERS of Florida. They did ?
Mr. HYNES. Yes.
Mr. ROGERS of Florida. Could you give us some examples of those?
Mr. HYNES. That have not been pleased ?
Mr. ROGERS of Florida. Yes.
Mr. HYNES. Ihad one in New York, when the investigators were up
there that were anything but pleased with the results, and they paid
for the survey.
Mr. ROGERS of Florida. What station was that ?
Mr. HYNES. That was WVN,T from Jersey. Offhand, I cannot
think of any others, but we have had them.
Mr. ROGERS of Florida. What determines the base of your sample
size ?
Mr. HYNES. You mean the size of the sample, sir
Mr. ROGERS of Florida. Yes.
Mr. HyxEs. The size of the sample would be determined by what
we think is an adequate sample to measure the size and distribution
of the radio audience, not these additional breakdowns we have gotten
into.
Mr. Roams of Florida. How do you determine that ? What factors
do you use?
Mr. HYNES. The factor that we use is we feel aminimum sample of
600 for any particular time period is as low as we can go to measure a
radio audience. Actually, the sets in use determine that, the radio
sets in use. There are not enough radio sets in use to distribute among
the stations in the market, if we get too small asample.
Mr. ROGERS of Florida. So your minimum sample is 600 ?
Mr. HYNES. For aparticuiar time period, yes. If we were reporting on one time period, say for an hour. This sample here is 1940.
Mr. ROGERS of Florida. Is that contacts?
Mr. HYNES. No, that is total dialing,s, sir. They are all in the
sample.
Mr. ROGERS. of Florida. Do you go over that often, or not, or do
you stick with your minimum?
Mr. HYNES. No, Iwould say that we are over and sometimes under.
For instance, this man ordered a survey. We told him we would
deliver 2,000 calls. We ended up with 1,940. We might just as well
have had one with 2,150. We would be within the area, very close to
the area.
Mr. RonEns of Florida. Do you change your rate in relation to the
size of the sample?
Mr. HYNES. Very definitely. The size of the sample and the complexity of the questionnaire.
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Mr. ROGERS of Florida. So it would be to their advantage, generally,
for them to take aminimum, is that true, or do you discuss this with
them ?
Mr. HYNES. No. We discuss it with them. A minimum on asurvey like this would be 2,000, or approximately 2,000. You could not
do it on any less. As we have seen here today, we have been pretty
well raked over the coals for how far you get down, when you get
down to 2,000.
Mr. ROGERS of Florida. Ithought I saw some places where you
based it on 6.
Mr. HYNES. That is just abreakdown within the total sample, yes.
Mr. ROGERS of Florida. But you project that 6on up, do you not?
Mr. HYNES. It has been projected here, yes, sir.
Mr. ROGERS of Florida. That is arather minimum sample, Iwould
think. You talk about the number of sets in use ?
Mr. HYNES. Yes, sir.
Mr. ROGERS of Florida. How do you know the number of sets in
use until you know the size of the sample ?
Mr. HYNES. You do not, sir.
Mr. ROGERS of Florida. Well, then, how do you determine it ?
Mr. HYNES. I know approximately what they are going to be.
Mr. Rooms of Florida. Well, this is—
Mr. HYNES. Iknow that in the morning in Tampa, Fla., the sets
in use are going to probably run around 10.
Mr. ROGERS of Florida. How do you know that?
Mr. HYNES. Well, about 4years ago Idid asurvey in Tampa, Fla.,
sir, and sets in use ran about 10 in the morning.
Mr. ROGERS of Florida. That is projected on what sample ? How do
you determine your first sample? That is what Ido not understand.
Mr. HYNES. Isee what you are trying to get at.
Mr. ROGERS of Florida. You say the factor that you determine your
sample for is the sets in use ?
Mr. HYNES. Presently, yes.
Mr. ROGERS of Florida. How do you determine that, with what
factor ?
Mr. HYNES. It is determined on the factor of where we get stability
in the sets-in-use figures that we are producing over and over again
and the economic factors involved.
Mr. ROGERS of Florida. That is kind of difficult for me to follow.
Ithought you did not go back into the same State or areas. Ithought
you said you did not have asustained coverage of the same areas.
Mr. HYNES. No, we do not, sir. That is true.
Mr. ROGERS of Florida. How can you go back and find the stability ?
Ido not want to be unfair.
Mr. HYxEs. No, Iam sure you do not.
Mr. ROGERS of Florida. I just want to understand what you are
telling us.
Mr. HYNES. There are many places, for instances, where we measure. Can we talk about television, or would you rather stick to radio ?
Mr. ROGERS of Florida. We are just talking about radio.
Mr. HYNES. In many places we measure the radio sets in use.
Mr. ROGERS of Florida. How is this done?
Mr. HYNES. How is it done ?
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Mr. ROGERS of Florida. Yes.
Mr. HYNES. By the telephone-concidental method.
Mr. ROGERS of Florida. How do you determine how many you will
call ?
Mr. HYNES. From the experience of myself and that of other people,
we know we are going to get a flattening out and a stability in the
end result, when we reach acertain sample.
In the case of radio, you can get a good stability at between 600
and 1,000 calls for sets in use.
Mr. ROGERS of Florida. Well, now, the gentleman before said he
would not use any figure below, Ibelieve, about 2,000.
Mr. HYNES. Yes, Iheard him, sir.
Mr. ROGERS of Florida. But you disagree with him?
Mr. HYNES. Yes, sir; Idisagree with him.
Mr. ROGERS of Florida. Now, what made you determine that 1,000 is
enough?
Mr. HYNES. Well, we get stability with 1,000, sir.
Mr. ROGERS of Florida. This other man says you do not get stability until you get 2,000.
Mr. HYNES. He has only been measuring it since last September.
Mr. ROGERS of Florida. Pardon?
Mr. HYNES. He said he only started measuring the audience last
September on this method of his, Ibelieve. He had some good charts.
Ido not want to quarrel with Mr. Sindlinger. His charts were wonderful. They came right out of a textbook, and I thought he was
great, but Idisagree with alot of things Mr. Sindlinger said.
Mr. ROGERS of Florida. Just how do you arrive at your figure of
1,000 ? What has made you settle on 1,000 ?
Mr. HYNES. We get stability from week to week; if we are doing a
week-to-week survey, for instance, in television, we get—
Mr. ROGERS of Florida. What do you mean by "stability"? Explain
that to me.
Mr. HYNES. The sample is able to reproduce itself within the limits
that we would expect, unless we can see outside causes which produce
these changes which occur, and this is stability. If it comes up with a
rating of 10 this week and a rating of 11 next week and a rating of
10.5, 9.5, this is stability.
Mr. ROGERS of Florida. Depending on if you make the same number of calls each time?
Mr. HYNES. That is right.
Mr. ROGERS of Florida. Is that what you mean ?
Mr. HYNES. Yes, sir.
Mr. ROGERS of Florida. And what are the number of calls, 1,000?
Mr. HYNES. Right, sir.
Mr. ROGERS of Florida. Each week, and if it comes out to be fairly
close, there is stability ?
Mr. HYNES. Tht is right, sir.
Mr. ROGERS of Florida. And suppose you have got the same number with 500. Why would that not be agood figure?
Mr. HYNES. It would be a wonderful figure, but probably you
would not. You would probably get agreat deal more fluctuation at
500 than you would at 1,000.
Mr. ROGERS of Florida. Well now, would you get less flexibility at
$,000 than 1,000 ?
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Mr. HYNES. Yes, but not enough; not three times as little.
Mr. ROGERS of Florida. Well, maybe not, but it would be a better
sample.
Mr. HYNES. As Isay, then we are governed by economics when we
get up to that level.
Mr. ROGERS of Florida. It just depends on economics pretty much
as to where you determine what your minimum sample should be on
all instances?
Mr. HYNES. Well, the minimum sample is determined by stability.
The maximum sample-Mr. ROGERS of Florida. No matter what the cost?
Mr. HYNES. That is right, and the maximum sample is determined
by economics.
Mr. ROGERS of Florida. But for you the minimum is 1,000?
Mr. HYNES. Yes, sir.
Mr. ROGERS of Florida. Do you sell at all to advertisers?
Mr. HYNES. Yes, sir.
Do you mean radio and television ratings ?
Mr. ROGERS of Florida. Yes.
Mr. HYNES. Yes, we do, sir.
Mr. ROGERS of Florida. Do you prepare the results for only the particular client who asks you to prepare that for him?
Mr. HYNES. Yes, sir.
Mr. ROGERS of Florida. That type of thing, like if an advertising
firm says we want results on acertain program?
Mr. HYNES. Well, for instance, we cover the "Firestone Hour"
every week for the Firestone Co.
Mr. ROGERS of Florida. And how many market areas?
Mr. HYNES. It is 27, sir.
Mr. ROGERS of Florida. Twenty-seven?
Mr. HYNES. Yes. This is our universe. It is what we call an
area of equal opportunity of viewing. It is cities that have all three
VHF stations and where all network programs can be seen equally,
and this is acomparative program popularity. It is not projectable.
It does not tell them how many people in the United States are watching their program.
Mr. ROGERS of Florida. What does it tell them, just how many in
that area are watching?
Mr. HYNES. Yes.
It tells them comparative program popularity of the three programs available at that time.
Mr. ROGERS of Florida. So you do give arating?
Mr. HYNES. Yes, sir, sets in use.
Mr. Roonts of Florida. Popularity with other programs?
Mr. HYNES. Yes, sir, the same hour.
Mr. ROGERS of Florida. The same hour ?
Mr. HYNES. Yes, and time.
Mr. ROGERS of Florida. What is your size sample here?
Mr. HYNES. 1,000 calls, sir, distributed over the cities.
Mr. ROGERS of Florida. Over all the cities?
Mr. HYNES. Over all the cities.
Mr. ROGERS of Florida. Over 20 ?
Mr. HYNES. Twenty-seven.
Mr. ROGERS of Florida. Twenty-seven?
99-942-63—pt. 2-26
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Mr. H YNES. Yes, sir.
Mr. ROGERS of Florida. That makes about how many?
Mr. HYNES. It does not make any difference how many cities. We
are not reporting on acity, sir, just the total area.
Mr. ROGERS of Florida. And you think 1,000 is all right?
Mr. HYNES. Very definitely.
Mr. ROGERS of Florida.
ould you give alocal station areading on
its programs there with that little sample in that city ?
Mr. HYNES. A reading on that particular job ?
Mr. ROGERS of Florida. Yes.
Mr. HYNES. We do not.
Mr. ROGERS of Florida. Why not ? The survey is in that city ?
Mr. H YNES. And you want me to break out a portion of the 1,000
and give them arating on it ?
Mr. ROGERS of Florida. Well, you break down your other ratings.
You can give aprojection from 6.
Mr. HYNES. That is right, sir.
Mr. ROGERS of Florida. Ido not see why—what is the difference ?
Mr. HYNES. We did not measure the size and distribution of the
audience on 6. You have a good point. I do not know the answer.
Mr. RoaRris of Florida. Well, I do not think there is an answer
to that. It would be projecting to give any reliable information, I
agree with you.
Than you, Mr. Chairman.
The CHAIRMAN. Do you know anything about this rather elaborate
piece of information, which, I assume, is used for advertising purposes, "WFLA—The Most Respected Radio Station in Florida's
Second Market"?
Mr. HYNES. Idid not hear the question, sir.
The CHAIRMAN. I said, do you know anything about this?
Mr. H YNES. Iknow that they produce that on the basis of information we supply them with, yes, sir.
The CHAIRMAN. This booklet—represented nationally by John
Blair & Co., WFLA Radio, Tampa-St. Petersburg- Clearwater, member of the Blair Group Plan.
This rather elaborate information booklet was prepared from information you sent down there?
Mr. HYNES. Yes, sir.
The CHAIRMAN. Is this used in soliciting advertising ?
Mr. HYNES. Isuppose it is, sir. It is a promotional piece; yes.
The CHAIRMAN. This is not used by the public? Imean this is not
used to distribute to the public ?
Mr. HYNES. No, sir.
The CHAIRMAN. "Special Trendex Qualitative Radio Report,
February 1961."
Mr. HYNES. Yes, sir.
The CHAIRMAN. It is rather interesting to have something like that.
Here is the same type of information. This seems to refer to some of
your own promotion?
Mr. 1-1-rxEs. Yes, sir; it does. Is that ours ?
The CHAIRMAN. It is signed "Trendex Qualitative Radio Reports,
Ed Hynes."
Mr. IIvxus. That is right, sir.
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The CHAIRMAN. "Trendex, Inc., 335 Fifth Avenue, New York 17,
N.Y." That is yours; is it not.?
Mr. IlYNES. Yes, sir.
The CHAIRMAN. Do you really mean this in this promotional program of yours:
Say what you choose to say about your station's delivery of the spendable
dollar. • * * Then document it with a Trendex report.

Do you really mean that ?
Mr. HYNES. I do not think it means it the way it sounds, but I
certainly meant what it said.
The CHAIRMAN. Ihave read it word for word.
Mr. llysEs. Iknow you did, sir.
The CHAIRMAN. Maybe Iam taking it out of context.
Mr. llyNEs. No, you« are not taking it out of context.
The CIIAIRMAN. If Iam, Iwant you to correct it.
Mr. Hyx-Es. No, sir; you are not taking it out of context. But you
have just complained about the ads that are run, and so many of them
are run on nothing, that what we are saying here is, if they must say
something about their station, first prove it with asurvey that shows
whether they have this type of audience or not. At least this is the
idea we had when we wrote this, sir.
The CHAIRMAN. But what you say here, you can just say anything
you want to about your station.
Mr. IlyNEs. That is the last thing in the world Imeant.
The CHAIRMAN'. "And then we will prove it for you."
Mr. llyNEs. That is the last thing Imeant.
The CHAIRMAN. That is the way Iread it.
Mr. HyNr.s. Yes, sir; and Ican understand how you do read it that
wa y, but that is not what. we meant when we said it.
The CHAIRMAN. So there will be no misinformation on it, at the top
of this, it says—
Your station's delivery of; the family shopper-listener. The listener by age,
sex, and income, the listener adult enough to be sold, sensitive enough to be
motivated, and, more importantly, with the capacity to buy.

Now, that is in the right-hand corner at the top of this promotion
information, and then on the lower right-hand side, I quote again:
Say what you choose to say about your station's delivery of " the spendable
dollar." * * * Then document it with aTrendex report.
I know there are statements made in advertising schemes, promotions, and all. You can for this record explain that further, if you
want to.
Mr. llyNns. Ido not think you can say much about it except this:
That Ido not think you will find any research firm in the business
that has any more unhappy clients because they did not get what they
thought. they were going to get than Trendex does, and Imean that in
the sense of high ratings, when they think they are going to get high
ratings.
Icannot. explain that any other way than the way you read it, sir,
but the way we meant it was to document whatever advertising they
were, going to do.
The CI mm.lx. Well, we will let it speak for itself. The staff
asked you this morning about their visit with you and their work, so
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far as your own activities are concerned, in connection with the investigation. Ihope that it was satisfactory from your standpoint.
Mr. HYNES. The staff could not have been nicer. They were very
pleasant.
The CHAERMAN. I am glad to hear that, and I hope there was cooperation all the way around. You feel that way, and I think the
staff felt that way about it.
Were you visited by anyone from the Federal Trade Commission?
Mr. HYNES. Yes; Iwas. They spent 2or 3 weeks in my office and
then took material to Washington.
The CHAIRMAN. In other words, they have gone into your activities,,
too ?
Mr. Hyxns. Yes, sir.
The CHAIRMAN. Both in New York and in Connecticut ?
Mr. HYNES. No. We worked entirely in New York at the time
the Federal Trade Commission was investigating.
Mr. ROGERS of Florida. Will the gentleman yield ?
The CHAIRMAN. Yes.
Mr. ROGERS of Florida. When was that, approximately ?
Mr. HYNES. It seems to me, sir, that it was about a year ago last
spring, Iwould think.
Mr. ROGERS of Florida. Thank you.
The CHAIRMAN. You would say, then, 2years ago ?
Mr. HYNES. Just about. It is alittle more spring here than it is in •
Connecticut, though.
The CHAIRMAN. Anything further?
Mr. Hynes, let me thank you very much for your appearance here
today, your testimony to the committee, and your cooperation in relation to this investigation.
Mr. HYNES. Thank you, sir.
The CHAIRMAN. At this time I believe we will have Dr. Herbert
Arkin, consultant, to comment on certain of the data that has been
presented.
Doctor, will you be sworn ?
Do you solemnly swear the testimony you give the committee will
be the truth, the whole truth, and nothing but the truth, so help you.
God?
Mr. ARKIN. Ido.
The CHAIRMAN. Have aseat.
Will you state your name for the record, please, sir ?
TESTIMONY OF HERBERT ARKIN, CONSULTANT'
Mr. ARKIN. My name is Herbert Arkin.
The CHAIRMAN. And your address?
Mr. ARKIN. My address is 215 Birch Drive, Roslyn, N.Y.
The CHAIRMAN. What is your occupation or profession ?'
Mr. ARKIN. Iam aprofessor of business statistics at the City Col-: lege of New York.
The CHAIRMAN. You have been asked by the committee, and have ,
agreed, to serve the committee during these hearings as a• consultant,.
have you not?
Mr. ARKIN. Yes, sir.
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The CHAIRMAN. Will you give some of your experience, training,
education, and background for the record, Dr. Arkin ?
Mr. ARKIN. I am a Ph. D., M.B.A., and A.B.S.S.; Ph. D. from
Columbia University; and the head of the division of business statistics at the City College of New York.
Ihave been consultant to aconsiderable number of business organizations, have served as expert witness for the Government upon occasion, and for several corporations.
Ihave written anumber of books and many articles and given many
talks in this field.
I am amember of the American Statistical Association, and Iam
on their committee on sampling and accounting. Iam asenior member of the American Society for Quality Control and amember of the
Institute for Mathematical Statistics.
Ibelieve you have acomplete résumé of my writings and other materials before you.
The CHAIRMAN. Yes, and I would observe you have done considerable lecturing.
Mr. ARKIN. Yes, sir.
The CHAIRMAN. Mr. Richardson?
Mr. RICHARDSON. Thank you, Mr. Chairman.
Dr. Arkin, should "don't answers" be included in asample, if you
are using atelephone method of contacting homes ?
Mr. ARKIN. The purpose of stating asample size is to provide information on the reliability of asample. Obviously, any items, telephone calls, diaries, or whatnot, which do not contribute any information to such asample, have no place in the sample counts.
For instance, if you count the number of dialings made as asample
size, you include refusals, busy signals, and other noncontact reasons
as part of your sample. Actually, there is no more defense of that
than there is for including in the sample size the number of calls you
intended to make, but never made, or, for that matter, including the
rest of the population of the city in the sample.
The only thing that you can count as asampling unit is the item
which is measured.
Mr. RICHARDSON. Thank you, Doctor.
The listed number of completed calls in the Trendex survey, which
we just had before the subcommittee, was 962 completed calls. Mr.
Hynes, president of Trendex, stated that his sample size was over
1,900.
Which one of these figures would you consider is the sample size
which should be used for this survey ?
Mr. ARKIN. I would presume the 962 completed calls, providing
that all supplied information, would be counted as the sample size,
•and not the number of attempted contacts.
Mr. RICHARDSON. You have heard stated here this afternoon the
different sample sizes used for the breakouts made by Trendex in its
qualitative report. These sample sizes are expressed on page 3of the
memorandum and agreed to by Mr. Hynes.
They varied from a minimum of 6on up to ahigh of 329. How
accurate would breakouts from even the highest sample here be, if the
measurement was for eight radio stations in this market ?
Mr. ARKIN. The reliability of the result of any sampling operation
is afunction almost entirely of the sample size, with some small con-
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sideration of the universe size where the sample is large in comparison with the universe, but separate calculation would have to be done
for each one of these.
However, we might take the first one as an example, with the
income category of $ 15,000 and over, which was subsequently broken
down among the several stations which were indicated as a favorite
station.
Statistically speaking, to compute the sampling error of this
thing requires special acts because normal sampling tables do not go
that low. If you actually compute the sampling error involving the
usual formula, assuming that one station received approximately 20
percent of the selections, actually it would have to be 17 percent,
since there are only six, the sampling error would be approximately
plus or minus 30 percent. In other words, you could not tell anything about the results whatsoever.
In each of the other cases the sample variation would be equivalently
quite large. but there are even further limitations.
If you choose a sample size of six from the eight categories, you
automatically provide that certain stations must have no limitation
at all.
In addition to that, you automatically fix the possible percentages
to multiples of 16 percent. They cannot be anything less. So that a
sample of six provides, a statistician would say, provides no information of any kind whatsoever for the attributes of this type.
Mr. RICHARDSON. Have you looked over the entire memorandum
that the staff made of the tabulation and related materials of the
report for Charlotte, N.C.?
Mr. Anutx. Yes, I have examined the report and the subsidiary
materials.
Mr. RrettAnnsoN. The last thing Istated, or at least stated it someplace in this memorandum, is that information gathered from such
samnle sizes as low as six are worthless. Mat would your opinion be
on that ?
Mr. Auntx. Twould agree with that.
Mr. TheirAnnsox. Most of the information supplied in this Charlotte. N.C.. report certainly would not. be statistically reliable to any
extent at all ?
Mr. ARKIN. Well, some of the larger sample sizes would provide an
indication. It would be a very broad sampling error. T suppose
some people might conceivably be happy with the tremendous sampling error that, would result. in those cases. For instance, n sample
size of 292 provides only abroad indication of what the actual rating
or quantity is.
But. obviously, those that fall well below 100 are completely out of
the question, so far as beinp: useful is concerned.
Mr. RICHARDSON. Dr. Arkin, it was stated this morning by M T.
Sindlinp.:er—and T will just mention this here, because it was not in
this renort—that a sample size should be stated for every statistic
or breakdown made in areport.
Now, Mr. Hynes, in his report, has stated that it is fine if he just
puts the number that were in the total originally. Do you have any
opinion on this?
Mr. ARKIN. Well, considering the advertisinf that has been presented here and the representations that have been made by many
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individuals, that decisions on programing and advertising are made
on, perhaps, even fractions of a percent or 1 or 2 percent, it would
seem obvious that it is absolutely essential that. some indication be
given of the sample size, so that you can figure out what the sampling
error is.
Of course, as has been pointed out, it is always possible to calculate
these things backwards and find the sample size. But I doubt that
very many people would undertake an effort like that. It is quite a
bit of work.
Mr. RIC ITARDSON. Have you studied the other reports that have been
submitted for the record?
Mr. ARKIN. Yes.
Mr. RicriAansox. Would you have any comments at this time, since
we now have you on the stand, to make in relation to these other
reports?
The CHAIRMAN. Just what other reports do you have in mind?
Mr. RicnAansox. Hooper, ARB and Sindlinger.
The CHAIRMAN. You mean reports that bave been included in this
record of other companies who identified the reports and agreed to
their accuracy?
Mr. RICHARDSON. Yes, Mr. Chairman.
The CHAfamAx. That is what you have in mind when you say you
have reviewed the other reports?
Mr. ARKIN. That is correct, sir.
The CHAIRMAN. Very well.
Mr. Amox. There are two basic problems in commenting upon these
reports that confront. anybody who tries to make a measurement of
the type that is being encountered here.
The first of these is the sampling problem, the problem of obtaining
acorrect sample, so that its sampling error can be predicted. But a
sampling operation serves as nothing more or less than a device for
determining what would have happened, or projecting what would
have happened, had one examined the entire population and not aportion of it. So there is asecondary problem that exists here, and that
secondary problem is the accuracy of measurement..
If you asked everybody in the population and did not ask them properly or did not elicit the proper information, it is perfectly obvious
that, no matter how good your sample is, the results will not be entirely adequate.
Now, in the various cases we have had here, all the services thus far
have attempted to use aprobability sample. They have attempted to
make use of sound statistical techniques. And, by and large, Iwould
say most of them have approached it fairly well. It would appear
that in some of the previous cases we have asimilar overstatement of
sample size; in other words, the inclusion of refusals, busy signals, and
other devices in the operation, too.
Mr. RICHARDSON. Would this have been in relation to the Hooper
Co., Doctor?
Mr. ARKIN. Yes, that is correct, and, in addition, there is certainly
a considerable question as to the possibility of measuring accurately
by several of the methods that have been propounded.
That is ageneral statement that Imay make.
Mr. Ricruansox. This may be aquestion of fact, but I will ask it
of you, Doctor.
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One of the companies the other day stated that they produced areport with one interviewer making 1,800 completed calls on 14 hours
of interviewing. This would have been 180 completed calls an hour.
Would you have any opinion on whether or not that is possible?
Mr. ARKIN. I doubt if Icould dial that many calls, let alone make
the interviews, in that time.
Mr. RICHARDSON. Those are the questions of the staff, Mr. Chairman.
The CHAIRMAN. Any further questions?
Mr. Moss. Not at this time, Mr. Chairman.
The CHAIRMAN. Doctor, thank you very much.
This concludes the hearings for today. On Monday, next, at 10
o'clock, we will meet, at which time we will have anumber of witnesses
during the day from various places throughout the country, and they
will not be of the rating services. They will be individuals from
broadcasting stations, companies, and performers.
The committee will adjourn until 10 o'clock, Monday morning.
(Whereupon, at 3:45 p.m., the committee adjourned, to reconvene
at 10 a.m., Monday, March 18, 1963.)
(NoTE.—Hearing held on Mar. 18, 1963, was printed in part 1 of
these hearings.)
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OF REPRESENTATIVES,

SUBCOMMITTEE ON

INVESTIGATIONS

OF THE COMMITTEE ON INTERSTATE AND FOREIGN COMMERCE,

Washington, D.C.

The special subcommittee met, pursuant to recess, at 2p.m., in room
1334, Longworth House Office Building, Hon. Oren Harris ( chairman
of the subcommittee).presiding.
The CHAIRMAN. The committee will come to order.
This afternoon we resume hearings on the rating question in the
broadcast industry.
The witness will be Dr. Sydney Roslow, of Pulse, Inc.
Are you Dr. Roslow ?
Mr. Ronow. Yes, sir.
The CHAIRMAN. Will you please be sworn, Doctor ?
Do you solemnly swear that the testimony that you will give to the
committee will be the truth, the whole truth, and nothing but the truth,
so help you God ?
Mr. Ronow. Ido.
TESTIMONY OF SYDNEY ROSLOW, PRESIDENT, THE PULSE, INC.;
ACCOMPANIED BY GEORGE STERNBERG, DIRECTOR OF SAMS;
ALSO ACCOMPANIED BY HARRY M. PLOTKIN, ATTORNEY AT LAW
The CHAIRMAN. Have aseat.
Doctor, will you first identify yourself for the record and give the
committee some information about your company and its purposes,
objectives, and activities?
Mr. RosLow. Sir, Ihave aprepared statement. May Iread it?
The CHAIRMAN. Does the statement include this information that I
have asked for?
Mr. RosLow. Yes, it does.
The CHAIRMAN. I observe that you have counsel with you, whom
you may identify for the record at this time.
Mr. RosLow. Counsel is Mr. Harry M. Plotkin.
The CHAIRMAN. And, of course, Mr. Plotkin is aWashington attorney.
Will you give your address, Mr. Plotkin ?
Mr. PLoTKIN. Yes. My firm is Arent, Fox, Kintner, Plotkin &
Kahn, and we are located at 1815 H Street NW., Washington, D.C.
The CHAIRMAN. Now, Doctor, Iam advised that you have anumber
of your associates with you. Would you want any of them to testify
or will you do the talking?
823
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Mr. RosLow. Unless the committee requests, Iwould do the talking.
The CHAIRMAN. Pardon ?
Mr. RosLow. Unless the committee requests any of my colleagues.
The CHAIRMAN. The staff advises me that they would like to ask
questions of Mr. Sternberg. Do you have aMr. Sternberg associated
with you ?
Mr. RosLow. Yes, Ido. He is here.
The CHAIRMAN. Well, the staff advises me that there will be some
things that come up that they think perhaps he will comment on.
If that is agreeable Ithink we might as well have him sworn now
and he can take aseat—
Mr. RosLow. Yes, that is agreeable.
The CHAIRMAN. Do you solemnly swear that the testimony you
give to the committee will be the truth, the whole truth, and nothing
but the truth, so help you God ?
Mr. STERNBERG. Ido.
The CHAIRMAN. You know, you may take this chair over here if
you like, and in order that the record may be complete, Mr. Sternberg,
you can identify yourself.
Mr. STERNBERG. My naine is George Sternberg.
Anything else, sir?
The CHAIRMAN. Well, you may state with whom you are associated.
Mr. STERNBERG. Iam associated with Pulse, Inc., at 730 Fifth Avenue, New York.
The CHAIRMAN. What is your capacity ?
Mr. STERNBERG. As director of sales.
The CHAIRMAN. Director of the staff ?
Mr. STERNBERG. Of sales, sir.
The CHAIRMAN. Director of sales of your company ?
Mr. STERNBERG. Yes, sir.
The CHAIRMAN. Dr. Roslow, you have a statement you wish to
present ?
Mr. Ronow. Yes, sir.
The CHAIRMAN. You may proceed.
Mr. RosLow. My name is Sydney Roslow.
Iam president of The Pulse, Inc., a market and audience research
organization, 730 Fifth Avenue, New York, N.Y. I founded this
company in 1941. For more than 2 years, I was in public opinion
research with the U.S. Department of Agriculture, in their Program
Survey Division. I was also engaged in market research as an employee of the Psychological Corp. for approximately 10 years.
Ireceived my Ph. D. in psychology from New York University in
1935. May Irefer you to the appendix for additional biographic data
including organization memberships and publications.
And now Iwould like to tell you what we do at Pulse.
Approximately 90 percent of our work consists of broadcast audience research. Some of our audience research is of a quantitative
nature, that is intended to show numbers of listeners. Some of our
audience research is of aqualitative nature, that is intended to show
kinds of people in the audience, by age, by education, by income, by
interest in various product categories, and so on . Qualitative research is occupying ever-increasing amounts of our time and effort,
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as more decisionmakers in the broadcasting industries—advertisers,
agencies, networks and stations seek information in depth about
listeners and viewers—beyond the limits of program and station
selection alone.
We also conduct market research business, in addition to broadcast
audience quantification and qualification. Companies come to us and
ask us to determine answers to specific marketing questions about
products, habits, likes, dislikes, needs, uses, reaction to advertising
themes, et cetera. On the basis of the same sampling, interviewing,
tabulat ing, validation and supervision, we use in our audience research
these companies in conjunction with other factors, make marketing
decisions.
We now survey from 1time to 10 times each year in about 250 radio
markets. At this date we have on our subscription lists for these
reports 150 advertising agencies, responsible for the advertising investments of corporations of all sizes. These are companies whose
personnel have an intense interest in getting for their clients the
most of what they're seeking for the dollar invested. Many of them
have statistical experts whose job it is to examine various research
companies and their offering's, and to determine which in their expert
judgment best serves the business purposes intended.
Also among our subscribers are approximately 650 radio stations,
who utilize our reports in two ways—as ahelp in determining popular
acceptance of their services, and as ahelp to them in selling time.
In addition to these studies referred to earlier, we are from time
to time called upon to conduct special si udies: such as audience patterns in alarger area, conforming to diat station's coverage contour;
or we may be called upon by a broadcaster to conduct a qualitative
study of the radio audience in a market; that is, a determination of
the makeup of the audience of each station. Very often, as you can
imagine, a station, while not enjoying numerical superiority, may be
quite superior in one or more given categories, such as income or
education or age groups, and so on.
A list of our activities in the field of audience research follows:
Audience measurement in radio and television. Cumulative data reports; foreign language and ethnie group studies; FM surveys;
qualitative study of radio and television station audience; our television audience profiles, a marketing study which analyzes network
television programs in terms of many product-use and socioeconomic
characteristics.
Now that Ihave told you what we do, you are no doubt interested in
the way we do it.
Our interviewers co from door to door in preselected neighborhoods. There are two kinds of timing involved. Part of their
interviewing is coincidental, that is, it deals with what is taking
place now. Between the hours of 9 a.m. and 8 p.m., they ask about
listening at the time of the interview as well as listening of 15
minutes prior to the interview. The coincidental interviews account for 20-25 percent of our sample for determining ratings.
The other 75 percent to 80 percent is accounted for by roster reconstruction interviewing. This interviewing deals with listening which
took place 6a.m. to 6p.m. of the same day; as well as 6p.m. to midnight
the night before. We conduct it after 6 p.m. so we can account not
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only for the man in the house, but for his ( perhaps) working wife,
as well as the children.
The roster is a schedule of AM radio programs by quarter hours.
In the roster method, an important step is determining when the
radio sets were on. To obtain this information our interviewers are
instructed to utilize what we call a time line association technique.
For example, the interviewer asks if any radio sets were on between
9 and 10, between 10 and 11, between 11 and 12 this morning. Respondents may be reminded of the ordinary household activities
which go on during these hours. For example, "just after breakfast
time," " when the family awakened," et cetera.
For determining automobile and other out-of-home listening, the
time line activities used refer to the typical out-of-home situation,
such as, " when the members of the family returned home," " use of
car," et cetera.
The purpose of these questions is to enable the family members to
construct and review their activities during the preceding hours of
the survey. They can associate their activities with radio listening,
their availability to and their use of the radio while they were engaged in these activities. The interviewer obtains time estimates
which define the limits of any radio listening. After the time of
radio listening has been determined, the interviewer is instructed to
invite the listener to look at the roster of programs.
The three-way guide on the roster—station, quarter-hour and program name—are used in identifying what was heard during the
time the radio set was on. Naturally, in coincidental interviews, in
interviews where no listening has taken place, and in interviews
where the respondent refuses to look at the roster, the roster is not
seen by the respondent.
Now, what of our sample ?
The basic sample for our broadcast audience research is obtained
by using an area cluster design. Let us take 'Washington, D.C.,
for example.
The sample for the November—December 1962 study was 3,330 rosterreconstruction interviews, 1,485 not-at-home contacts—unoccupied
homes—and 1,291 house-to-house coincidental interviews. The coincidental interview utilizes the paired coincidental technique so
that listening data are obtained for the moment of the interview and
for 15 minutes ago. This sample was distributed among 49 separate clusters.
Here is how we select our sample: The households to be interviewed are selected by a statistical process. The primary sampling
points are blocks systematically selected from census housing statistics—when available—with due weight ascribed to population differences. Interviewers are sent to the selected blocks.
The sampling points are selected by a twofold division. First,
a town is selected with due emphasis on population. Second, a
block is selected from block statistics for that town, if available,
or from geographic maps. The selected block is used as a starting
point.
Now, what about the ratings themselves?
Two columns of figures are generally used in reporting the size
of the audience. The first column, " Ratings," gives the average

BROADCAST

RATINGS

827

quarter-hour rating for each station which is the station's percentage
of all radio homes interviewed.
The second column, "Share,"
translates the rating into a percentage of total listening audience.
Ratings are shown in tents in order to differentiate these measurements from shares which are shown in whole percentage points.
Errors in measurement cannot be computed for these measurements because the standard error formulas usually employed refer
to a true probability sample. The usual standard error formulas
are not applicable for these measurements.
I believe it would be of interest to point out that audiences to
independent or nonduplicated FM broadcasting stations are not
processed in these audience reports. Audiences to simulcasting
1M-FM stations are credited to the AM station regardless of the
band listened to. We do special FM audience surveys when ordered.
Iwould like at this time to underscore avery important distinction
between that which is the function of broadcast audience rating services and that which is not.
Rating measurements are just that—measurements. They are not
evaluations of the content of the broadcast day, nor are they praise.
They are comments on the worthwhileness of what is broadcast
or not broadcast. They are not an expression of anyone's wishes for
more of or less of this or that type of programing. They are simply
reports of what happened in a given period. Thus, rating services
and the reports they publish are not diagnoses—if you will permit
amedical metaphor—rather they are the taking of the temperature, the
feeling of the pulse, no pun intended. As such, they give a businassman one of the tools he needs to help him know the value
of what he is thinking of buying. As such, they constitute a necessary service to the world of business enterprises.
To the extent that business has access to tools which bring continuous refinement and sophistication to their purchases of broadcast time, they are enabled to carry out their role in America's
economic growth processes with amaximum of efficiency, amaximum
of productivity, aminimum of waste.
May I have the committee's permission to read a supplemental
statement. Earlier this morning I supplied the committee with
copies of this statement.
Irequest the committee's indulgence with respect to this additional
statement because after my original statement was prepared and filed
with your committee, Mr. Murray Woroner, station manager of
station WAME, Miami, Fla., appeared here and testified concerning
a Pulse survey that was conducted in the Miami area in OctoberNovember 196'2. Ilis testimony is incorrect in many important respects. In order to set the record straight, I am setting forth here
in detail the facts and circumstances surrounding the OctoberNovember 1962 survey in Miami.
Miami is one of the markets which Pulse surveys on a regular
basis. These surveys are conducted three times a year, the first in
February-March, the second in June-July, and the third in OctoberNovember. It has been well known in the industry that surveys are
conducted by Pulse in the Miami market during the periods indicated. WAME, as aregular subscriber at that time, certainly was
familiar with that practice.
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In September 1962, about 3weeks before the survey began, we sent
a form letter to all radio stations in Miami—in accordance with our
usual custom—advising them that the survey would be conducted
during October—November. The letter was sent to all Miami radio
stations, nonsubscribers as well as subscribers. The purpose of this
letter was to request the cooperation of the stations in receiving their
program schedules so that they might be listed in the roster. Ten
days later—again, in accordance with our practice—we sent a followup letter to all stations, nonsubscribers as well as subscribers, which
had not complied with our first request for program information.
In mid-September work started in our New York office to construct
the mechanics ,and details of the survey. Forgive me for being so
technical, but since our methods and indeed probity have been challenged, I want to tell you in susbtantial detail how the work was
done.
The geographical area to be surveyed was Dade County. This is
the standard metropolitan area as defined by the Bureau of the
Census.
First, the total number of interviewer days had to be determined.
This is ajudgment factor, depending upon the size of the community,
the number of stations in the market, the number of subscribers, and
so forth. For Dade County as a whole we decided upon a total of
140 interviewer days.
Second, we had to determine how many of these days should be
in Miami and how many in the balance of the county. This was
done by utilizing the latest figures in sales management (1962) showing the number of households in Miami compared with the number
of households in the rest of the county. This publication disclosed
that there are 334,000 households in Dade County of which approximately 34 percent are in Miami and 66 percent in the balance of
the county. On the basis of this ratio, we assigned 48 interviewer
days ( 34 percent of 140) to Miami ( 24 in October and 24 in November) and 92 to the rest of the county ( 46 in October and 35 in
November).
Third, a determination had to be made as to how many different
interview points should be utilized. Based upon our experience, we
decided that a fair representation would be achieved by utilizing
20 interview points in Miami ( 10 for October and 10 for November) and 40 in the rest of the county (
20 in October and 20 in November). A certain number of interview points were assigned 2
interviewer days each and others 3 interviewer days each.
Fourth, we had to select the particular locations where the interviews were to take place. Two different methods were used, one in
Miami and another in the remainder of the county. Wit hin Miami
itself each block is numbered in a publication issued by the Bureau
of the Census entitled "United States Census II—E Series" which
lists the number of dwelling units in each block. The total dwelling
units for all Miami according to the 1960 census is 120,069. This
was divided by 10 ( the number of interview points for each month)
and we arrived at the quotient of 12,007.
A random number
between 1 and 12,007 was thereafter selected from a book containing alist of random numbers. For October the figure was 2,119
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and for November 6,219.
The block containing that accumulated total of dwelling units was the starting block. The second
sample point was that number plus 12,007. The third was that
number plus 12,007 times 2, and so forth.
Outside of Miami a different system was employed. The 1960
census ( PCA-1) lists the various communities and the population
residing therein. The total for Dade County ( excluding Miami)
is 643,359 persons. This figure was divided by 20 ( the number of
interview points per month) and we arrived at the figure of 32,168.
Again, we took a random number from 1 to 32,168 as our start.
In October the figure was 5,093, and in November it was 16,214.
The community containing that accumulated total of population was
the starting point. Successive 32,168's were added to get successive
sampling points. The specific communities as determined by the
sequence listed by the Bureau of the Census were counted off against
these numbers. For example, in November:
Community:
Allapatah
Coral Gables_
Hialeah

Count
16, 214
48, 382
80, 550

Community—Continued
Hialeah
Homest end

Count
112, 718
144. 886

Once the community was thus determined a map of that community was examined and locations were picked by our New York
staff for interviewing.
Since Miami is an important. Negro market, it was important that
a representative proportion of the respondents interviewed be
Negroes.
In Dade County Negro households account for 11 1/
2
percent of the total population. In Miami our selection of blocks
resulted in seven interviewer days that were in predominantly
Negro blocks--as shown by the census material. In the balance of
the county nine interviewer days were assigned to predominantly
Negro locations. Since there are 65,000 Negroes in Miami and 72,000
in the remainder of the county, this was deemed to be a fair
distribution.
As a result of the above technique the following sample of communities was obtained for assignment:
Number

Coral Gables___ ____
Miami Beach
Miami Shores_
Biscayne Park
Surfside
West Miami
Bay Harbour Islands
Miami Springs
Cutler Ridge
Florida City
II ialeah
Perrine
Homestead

8
9
6
2
2
6
3
2
2
3
11
5
4

Number

Percent
5.71
6.43
4.29
1.43
1.43
4.29
2.14
1.43
1 43
2.14
7.86
3.57
2.86

North Miami Beach____
CaroL.
Opa-Locka
Naranja
South Miami
Al lapatah
Richmond Heights
North Miami
Goulds
Miami
Total

4
5
4
2
5
2
3
2
2
48
140

Percent
2.86
3.57
2.86
1.43
3.57
1.43
2.14
1.43
1.43
34.29
100

Detailed instructions for the conduct of this survey were then
sent to the Miami supervisor. The completed questionnaires concerning these interviews were thereafter mailed back to New York
for analysis.
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The table below sets forth the number of interviewer days received
compared with those assigned:
Received

Assigned
Number
Coral Gables
Miami Beach
Miami Shores_
Biscayne Park
Surfside
West Miami
Bay Harbour Islands
Miami Springs
Cutler Ridge
Florida City
Ifialeah
Perrine
Homestead
North Miami Beach
Carol
Opa-Locka
Naranja
South Miami
Allapatah
Richmond Heights
North Miami
Goulds
Miami
Total

8
9
6
2
2
6
3
2
2
3
11
5
4
4
5
4
2
5
2
3
2
2
48
140

Percent
5.71
6.43
4.29
1. 43
1.43
4.29
2.14
1.43
1.43
2.14
7.86
3.57
2.86
2.86
3.57
2.86
1.43
3.57
1.43
2.14
1. 43
1.43
34.29
100

Number

Percent

3
9
6
3

2.30
6.89
3.06
2.30

6
3

4.59
2.30
0.77
1.53
3.06
8.42
3.83
3.06
3.83
2.30
3.06
1.53
2.30
1. 53

1

2
4
11
5
4
5
3
4
2
3
2
0
2
2
52
132

1.53
1.53
39.79
100

In my opinion the above is a very good correlation between
assigned and received.
Following the receipt of the questionnaires, we sent out postcards
to anumber of respondents to ascertain whether in fact interviewing
had been done. This is our usual practice. A total of 210 postcards were sent out and we received a reply from 70. In every
single case the 70 people reported that they had in fact been
interviewed.
Following the receipt of this information the report was prepared and published. On the first page of the report is set forth
adescription of the selection of the sample as follows:
This study covers the Miami, Fla., metropolitan area.
There are 310,600
radio families in this area.
Interviewing was conducted in Dade County.
The sample design for this survey required interviewing in a number of
communities which have ordinances controlling or restricting soliciting.
In
the case of communities where the assignment of days is not completed, two
techniques are utilized: ( 1) Substitution of a similar community, or ( 2)
weighting of the interviews to the proper proportion.
A total of 30 days of interviewing was conducted in the following communities: Bay Harbour Island, Biscayne Park, Coral Gables, Miami Shores,
Miami Springs, Miami Beach, and West Miami. This amounts to 23 percent
of the total sample for this report.

Following the publication of the report, we received complaints
from Mr. Woroner concerning our sample. He was particularly insistent concerning our ability to make surveys in Coral Gables,
Miami Beach, Miami Shores, Biscayne Park, West Miami, Bay
Harbour Islands, and Miami Springs since they have antisolicitation ordinances. I assured Mr. Woroner that we had in fact made
those surveys, but he would not be convinced.
In order to further reassure ourselves I decided to send out
another postcard to respondents in these seven communities. We
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did this approximately 3 to 4 months after the survey was taken.
What we did is to locate on a map any respondent who to our
knowledge lived in any one of the 7 communities. We were able
to spot 468 such respondents and we sent out postcards to all 468.
Up to the present time we have received back 130 postcards. Out
of this number 124 responded that they had been interviewed, 4
claimed that they had not been interviewed, and 2 cards were
returned by the post office with the notation that there was no
such address. Set forth below is a table giving by community
the number of postcards sent out and the number returned:
Community

Coral Gables
Miami Beach
Miami Shores
Biscayne Park
West Miami

Number
sent out
49
164
101
36
28

Number
returned
19
42
30
9
8

Community

Number
sent out

Bay Harbour Islands
Miami Springs

80
10

Total

468

Number
returned
17
5
130

Considering the fact that we were attempting to check 3 or 4
months after the initial surveying took place, I believe that we received an excellent response to our mailing and confirmation of the
fact that the interviewing was conducted in these seven communities.
Ihave the 468 questionnaires and postcards available here and would
be pleased to make them available to your staff for their study and
to answer any further questions that they may have concerning this
matter.
There is one additional matter that I desire to call to your attention. Mr. Woroner in his testimony ( transcript 675) indicated that
in September 1962 he—
had uncovered certain facts which indicated that The Pulse, Inc., might be
having some difficulty in conducting door-to-door surveys in Dade County, Fla.

Mr. Woroner implies that we were trying to conceal the difficulties
with respect to these communities. Quite the contrary; in the first
place, in August 1962 I wrote to station "VVVCG in Coral Gables,
Fla., pointing out that these ordinances were on the book and requesting assistance with respect thereto. The reason for this letter
and subsequent letters of the same kind is that while we have been
able to survey with these ordinances on the book, we believe that
these ordinances are undesirable and have, therefore, asked the cooperation of Miami broadcasters to see what they can do about the
situation.
In the second place, our report itself called attention to the antisoliciting ordinances and communities involved.
In the third place, I have repeatedly offered to Mr. Woroner to
prove to him that we had in fact done the interviewing as claimed.
He has not taken advantage of this offer.
In the fourth place, Mr. Woroner seems to imply that his difficulties with the rating service started after he changed from rook and
roll to a different format. I do not believe that the facts will bear
this out. I am attaching hereto two charts which show the rating
record of WAME compared with WFUN.
Those are two charts at the end of this material. I would like
them inserted into the record, sir.
99-942-63—pt. 2--27
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The CHAIRMAN. Well, Iwant to look at them first.
Mr. Ronow. Yes, sir.
WAME, a daytime-only station, for a long time had the rock-androll field largely to itself. Subsequently, it was challenged by
WFUN, a full-time station. The disastrous effect is shown in the
charts. When WFUN as a full-time station started rock and roll,
WAME plummeted in the ratings. The change in WAME programing came many months after it had seen the results of its poor
showing as against WFUN in the rock-and-roll department.
Finally, I would like to add a personal word. When I wrote to
Mr. Woroner offering to prove the truth of our interviewing in
Miami, I sent a copy to your committee's staff. I believe your
staff will corroborate my statement that Pulse, Inc., has been 100
percent cooperative with the members of your staff in supplying
all information requested of it. I recognize that your committee
has an important role to perform in connection with rating services
and that the methods utilized must be governed by the needs of
your committee. However, I do submit that where testimony is
about to be offered by a person which can damage the reputation
of areputable business, consideration of equity would dictate that the
committee staff inquire of the company concerned to see what their
side of the story is. This is particularly true in the case of a company like ours whch acceded to every single request made by your
committee. The business reputation of our company has been built
up over long years by hard work. We do not claim that we do not
make mistakes. However, we do attempt to do a conscientious job.
We do not believe that unfounded charges should be spread on the
public record before the business involved is given an opportunity to
submit its point of view. Once a story is spread, denials take a
loiy time catching up.
The CHAIRMAN. DOCIOr, the two charts that are referred to as
exhibits to your supplement statement may be included at the end
of that statement.
Mr. Ronow. Thank you.
The CHAIRMAN. That is, they may be included in the record as a
part of your testimony.
(The charts referred to follow:)
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Mr. Rosww. May I impose further on your patience to permit
me to comment on Mrs. Rabe11's testimony of yesterday.
I was not at the hearing yesterday, but about midnight I did
receive a copy of the transcript of the hearing. In the short period
of time that has been available to me since receiving the transcript I have tried to pull together the salient facts. After I have
completed these additional remarks, if you desire further information Iwill be happy to supply it.
There are two aspects of Mrs. RabeII's testimony as to which
I should like to comment. First is our relationship to the FM industry and the nature of our reports in these areas. At the outset
I should point, out. that a fundamental problem must be solved in
measuring broadcast audiences by virtue of the fact that the time
period being considered is divided between AM, FM, and television.
Obviously, a person watching television cannot at the same time
be listening to AM and FM. It could be argued that theoretically
the only effective rating or audience measurement survey would
be one that undertook to divide the audience between AM, FM, and
television. Indeed, in the early days of television, AM and television were lumped together in the same report. This was found
to yield misleading results and the practice was soon discontinued.
Ido not believe that anyone today would seriously argue that the
AM survey should list the number of people watching television or
that the television survey should list the number of people listening
to AM radio. Each industry needs its own separate measurements.
With respect to AM—FM, the problem has been complicated by the
fact that many FM stations duplicate the programs of their AM
counterpart. With respect to these stations it has always been our
practice to lump the duplicated FM station with the showing of the
corresponding AM station.
So far as unduplicated FM stations are concerned, it was our general practice, until October 1961—insofar as San Diego is concerned—to list these stations in the " miscellaneous" category.
Let me digress for amoment and explain how the "miscellaneous"
category works. In each market we set aminimum level for specific
listing of stations. Stations falling below that figure are lumped
together under "miscellaneous." Independent FM stations have invariably fallen below that minimum figure and have accordingly
been included under "miscellaneous" along with many AM stations.
However, our practice for AM stations ( and for FM stations until
October 1961) has been to permit subscribers to have the figures
listed individually even though they do not meet the minimum
figures. I should point out that stations with a rating above the
minimum figures are listed individually whether or not they are subscribers. Stations below the minimumi figures are not listed individually unless they are subscribers.
Regarding FM ratings, I have for a long time urged the FM industry to adopt a rating survey which measured circulation rather
than ratings. It is my opinion that such a measurement, would be
of more assistance to the industry than ratings. I have not been
very successful in persuading the industry of this belief.
In January 1961 Pulse started a special FM survey with emphasis
on circulation rather than the rating. I should Point out paren-
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thetically that this is the service that Mr. Rabe11, as president of FM
Broadcasters Association, was instrumental in promoting. Special
FM rating surveys are also being conducted. Indeed, even at this
late date Mr. Rabell is negotiating with our company for an FM
survey in the San Diego market.
With the institution of the new FM survey we no longer reported
FM stations in the AM report; however, we continued to include
them in the "miscellaneous' category until October 1961. Beginning with October 1961 we have no longer included FM in any
portion of the AM report. By the same token, AM stations are not
reported at all in the FM survey. I should point out that we are
now conducting on a regular basis semiannual surveys of the New
York FM market. In other markets we do it on a special basis.
Mrs. Ruben has implied that Pulse is sabotaging the FM industry.
There is no basis for any such charge. Our function is to provide
measurement data for the use of the industry. We have found the
FM problem a difficult one and even the FCC has not been able
to resolve the FM problem. We are doing our conscientious best
to provide aseparate survey in the FM field because we believe such
asurvey is of maximum benefit to the FM industry.
Secondly, let nie turn to the specific problems of the San Diego
survey. Most of Mrs. Rabell's charges are based upon a statement
of Mae Dutelle, an employee who, she says, terminated "her association with Pulse in the spring of 196.2." ( Ti.. 177.2.) However, what
Mrs. Rabell did not tell you and perhaps what Mrs. Dutelle did
not reveal to Mrs. Rabell .is that Mrs. Dutelle did not voluntarily
terminate her association with Pulse; she was discharged by Pulse
in September 1961. In August or September 1961 we received an
indication that Mrs. Dutelle was not performing her services in
accordance with our instructions to her. Accordingly, we sent our
regional supervisor from Los Angeles to investigate.
Her investigation revealed that Mrs. Dutelle in fact was derelict,
in the performance of her duties. Mrs. Dutelle was immediately
relieved of her job. Other than the accusations of Mrs. Dutelle
against her fellow employees imputing to them her faults, there is
no basis for concluding that the other employees were in any way
remiss in performing their duties.
Our experience with Mrs. Dutelle leads me to describe to you in
some detail the nature of the supervision that we undertake with
respect to our fieldwork. Permit me at the outset to state to you
that this is the most difficult area of our operations. We realize
that there is constantly room for improvement in this area. I can
with earnestness tell you that, our method of supervision is better
today than it was a year ago and I am sure that a year from now
it will be better than it is today.
We use two different methods to check up on our interviewers.
The first is the sending out of postcards which we have already
described in connection with the Miami survey. The second method
is for the local supervisor to make periodic checks on the work of
each interviewer. She selects respondents who had been interviewed—calls on them personally or by telephone and verifies the
date and time of the contact. 'Ile following is the general validation procedure:
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1. Was the interview made at approximately the time indicated?
2. Was the information accurate insofar as you can learn? Is
the classifying data correct? Is the listening data verifiable?
3. Was the roster shown?
4. Were other members of the family asked for and invited to join
ill the interview?
5. Did the respondents listed join in the interview?
6. Did the interviewer record listening for absent members of
the family when respondent members did not listen along with them?
7. Were any suggestions made as to station or program or discussion or survey details?
The supervisor then makes written evaluation of the work of each
interview which is sent to New York.
Thank you for your courtesy. That. concludes my statement.
The CHAIRMAN. Does that conclude your statement ?
Mr. RosLow. Yes, sir. Thank you.
The CHAIRMAN. Mr. Richardson ?
Mr. RICHARDSON. Thank you, Mr. Chairman.
Dr. Roslow, who owns station WFUN in Miami, Fla.?
Mr. RosLow. May I consult with one of my colleagues? I believe it is one of the Rounsaville stations.
Mr. RICHARDSON. How many markets do they subscribe to your
surveys in ?
Mr. RosLow. Idon't believe Ihave the exact facts on that.
We do know that they own some Negro program stations, which
would mean that, on the basis of some special surveys once or twice
ayear, we might be servicing those stations.
Iam not. sure whether they are subscribing on aregular basis.
Mr. RICHARDSON. How about WLOU in Louisville, Ky.?
Mr. RosLow. Ithink Ican find out.
Mr. RICHARDSON. Doctor, you may provide that information for
the record.
Mr. RosLow. The November 1962 survey, which would be the
latest, one, includes IVLOIT as a subscriber along with three other
stations.
Mr. Ricirminsox. Well, as an example, in Louisville in 1961 the
survey information the committee got from the interviewing sheets
was that. you sold 1VLOU and the Rounsaville stations both a Regular survey. and aNegro survey.
Is that not correct, Doctor
Mr. RosLow. I don't have that with me but Ibelieve it is correct.
Mr. RICHARDSON. Do you have an Irene Lambie in your employ?
Mr. RosLow. Yes, Ido.
Mr. RICHARDSON. Would you identify this letter?
Mr. RosLow. Yes.
Mr. RICHARDSON. What is the date on the letter?
Mr. RosLow. September 18,1962.
Mr. RICHARDSON. In this letter does it state that WLOTT subscribed to both the Negro report and the Regular report from Louisville, Ky.?
Mr. RosLow. Yes, it does.
Mr. RIcIrAnnsox. Dr. Roslow, in relation to some statements which
you just made, concerning Mrs. Rabell's testimony, you stated that
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it would be impossible for a person to be listening to television—
watching it, and listening to AM and FM radio.
Is that not correct ?
Mr. RosLow. Idid say that.
Mr. RICHARDSON. Isn't it true that you don't even use a personal
basis in your interviews?
So why was the statement important, Doctor? You use ahousehold
basis, do you not?
Mr. RosLow. That is correct, but we are reporting audience composition information on persons.
Mr. RICHARDSON. But, in relation to stations could someone in the
household be listening to AM and could someone be listening to FM
and someone else watching television?
Mr. RosLow. That's true in a household, but I can also tell you,
in abaseball game, on e cou ld be watching baseball on television and
listening to the sportscaster on radio.
So what Isaid, while it is true 99 percent of the time, there are going
to be exceptions.
Mr. RICHARDSON. Doctor, you didn't send all the correspondence
you had with Mr. Woroner to the subcommittee concerning this subject, did you?
You only sent us one letter. Is that correct?
Mr. RosLow. There was a second letter that went to all Miami
stations, asking for their cooperation in soliciting—in obtaining permission from the communities for our interviewing.
That went to all stations.
Ido not believe that went to the committee. Ido not believe that
that was pertinent to the situation.
Mr. RICHARDSON. Was not the letter dated the same date as the
letter you sent us—
Mr. Ronow. It would be the same day or the very next day.
Mr. RICHARDSON. Doct or,do you still-have the interviewing sheets
for the Miami November report?
Mr. RosLow. I do not have all of the questionnaires, no, because
the—
Mr. RICHARDSON. The interviewing sheets, Doctor.
Mr. RosLow. The interviewin g sheets? The questionnaires, you
mean ?
Mr. Ittcrunnsorr. Yes.
Mr. RosLow. No, because, as we have explained to this committee
before, the nonlistening questionnaires, where no listening is reported,
is simply counted in and discarded because they give us no information.
By now the new survey has been coining in, February-March, and
Ido not believe that we would have—except for the questionable interviews which Isalvaged last month, Iam not sure whether we would
have them.
Iwould look and see. Iam not sure.
Mr. RICHARDSON. Then how could the subcommittee check them if
you don't have them ?
Mr. RosLow. Well, Ithink the issue that Mr. Woroner raised was
the interviewing in seven selected communities, and Ihave almost all
of those questionnaires, sir.
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Mr. Ricllminsos. That were done in the field ?
Mr. RosLow. Yes.
Mr. RICHARDSON. Would you provide all the interviewing sheets for
the committee that you have for that specific report that have not been
destroyed to this date ?
Mr. RosLow. I can provide well over 500 or 600 questionnaires.
Mr. RICHARDSON. Would you also supply your sample execution and
all related data to the committee?
Mr. RosLow. Yes, we will supply that to this committee.
Mr. RiumAaosos. Thank you, Doctor.
In your statement you said at page 5that the errors of measurement
in your reports cannot be computed for your ratings. Is that correct?
Mr. RosLow. Yes, sir, Isaid that.
Mr. Ricirminsoisr. But you would admit, since your measurements are
based on asample, that the resulting ratings are subject to asampling
error, wouldn't you ?
Mr. Rosrow. Why, of course.
Mr. RICHARDSON. Then how can aclient or anyone determine what
the reliability of your ratings are ?
Mr. RosLow. I think this would come only in terms of judgment
of observing the ratings periodically from report to report and relating known developments in the market to what our ratings would
show.
For example, Ican describe asituation which came up only recently
in Birmingham. The early morning man—the No. 1 man—Leland
Childs, on one of the radio stations, moved from one station to another.
Idon't know the circumstances of his move. He had ratings in the
range of 7to 8percent., perhaps.
When he moved to anew station the next report coming out on the
new station he was on—Idon't mean "new" in terms of it being anew
station, but on the station that he had moved to, Ibelieve, his ratings
were down to around the 2percent range.
Two months later, in the next survey that came up, his ratings had
grown to about a4or 5, Ibelieve.
And then 2months following that, in another survey, his rating level
had moved up to around 4or 6.
It would look as if his audience, who lost him on the station they
had originally been in the habit of listening to, were now finding him
over the period of time.
He was a very popular—I don't know what you call him—disc
jockey or MC or—
Mr. RICHARDSON. Doctor, then there is some error in your ratings?
Mr. RosLow. We have never denied, sir, that there were errors.
Mr. RICHARDSON. Well, since you cannot use normal statistical
charts against your information, would you say that it is 60 percent
accurate, 70 percent accurate, or what ?
Mr. RosLow. Well, perhaps, the way to say that is, if we look at the
same history where we survey frequently enough with successive reports and examine the same program structures on stations, where
there aren't too many changes in programing structure, I think you
will find that these ratings will fluctuate within a range of perhaps
20 or 30 percent.
Iam not sure precisely, but Ithink it would give you some feeling
of confidence that you have about the right level of audience.
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Idon't think you could ever ascribe any preciseness
Mr. RICHARDSON. Well, then, somewhere within 20 to 30 percent ?
Mr. Ronow. Well, Iam not saying it is 20 to 30 percent accurate.
Iam simply describing the kind of fluctuating situation one could
observe.
Mr. RICHARDSON. Well, the reliability of your ratings then is a
matter of judgment by the person using the ratings ?
Mr. Ronow. Based on his experience as to what he knows of a
market.
We don't know anything about amarket, sitting in New York.
Mr. RICHARDSON. Doctor, in your broadcast audience measurement
information, you will not allow a client to tabulate the results; will
you ?
Mr. Ronow. Let me say this, that we permit stations to look over
the questionnaires in our office.
This has usually sufficed, although I can't say it has convinced a
low- rated station that the survey is right.
The question is usually the areas surveyed, not the tabulation.
We have always surveyed awrong sample, in the opinion of such a
station. When we show them the sampling points the areas are always
wrong.
We had too many inside the city or too many outside the city
or too many in the northern part of town.
Needless to say, we are always charged with having too many in
the poor part of town. Unfortunately, the Good Lord made more
poor people than rich people.
Now, over our 20 years of business we have wrestled with the problem of what do we permit a disgruntled station to see of the
questionnaires.
Ihave always felt aheavy load of responsibility and obligation to
our other subscribers and to the respondents in the situations.
Over the years the pressure from stations has been heavy, and it
seems increasingly heavy upon us.
Subscribers are competitively jealous of each other. They watch
each other like ahawk.
If we permitted one to tabulate our questionnaires, the charges
against us, from the others, would be quick and severe even after the
report.
Where is our responsibility ?
If one customer paid in full for the survey
Mr. RICHARDSON. Doctor, could you shorten your answer ?
It was to be an answer to aspecific question.
Mr. Ronow. Iam sorry, sir, but Ithink this is pertinent to any—
Mr. RICHARDSON. You just stated that you do let asubscriber look
at the questionnaires, did you not ?
Mr. Ronow. That is correct, yes.
Mr. RICHARDSON. Would you identify this letter ?
Mr. RosLow. Yes, Iwill.
Mr. RICHARDSON. Please state the date and to whom it is—
Mr. Ronow. December 13. It is addressed to Mr. Richardson.
Mr. RICHARDSON. Who signed the letter ?
Mr. Ronow. Isigned it.
Mr. RICHARDSON. Will you read that. paragraph ?
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Mr. RosLow ( reading) :
We do not permit the subscribers to see the questionnaires or to tabulate
them-

Mr. RICHARDSON. That is enough. Which is it? Do you or do
you not let asubscriber see aquestionnaire ?
Mr. RosLow. We do permit subscribers to see the questionnaires.
That statement in my letter to Mr. Richardson is an attempt to
answer your letter to me which had some implication in it.
Mr. RicHARnsoN. To clarify the record, would you identify this
letter ?
Mr. RosLow. Yes. [ Reading:]
In connection with our study of the rating industry we would appreciate information from your company regarding the following:
May any subscriber tabulate the fieldwork on any survey?
If the subscriber may tabulate the fieldwork, are there any stipulations, such
as places of tabulation, etc.?
We would appreciate your advising us of your company's policy regarding the
above questions.

My answer to you is an answer to this question
Mr. RicHARDsoN. Will you read your answer to my letter for the
record ?
Mr. RosLow ( reading) :
In our broadcast audience research we do not supply fieldwork to any client.

When any surveys are authorized we either issue the report or the final tables.
We do not permit subscribers to see the questionnaires or to tabulate them

Now, that statement is
Mr. RICHARDSON. Would you read all of the letter ?
Ithink you will agree with us that from the point of view of objectivity and
obligation to the respondents, we cannot turn over questionnaires to anyone.
I think, if I may continue, sir, that in my answer in that letter,
you see that I am interpreting that you have in mind that, we will
turn the questionnaires over to someone and they could take them,
and what Imean is that we do not permit that,.
Now, if a subscriber comes in our office and, indeed, they have—we
have pulled out the questionnaires and then they have thumbed
through them and looked at them.
We have not permitted them to tabulate them because we feel there
is the question or our responsibility. And I was going to say that.
if a customer paid in full for the survey, we would not, hesitate to
give him all of the questionnaires; names removed, of course.
Have we done this? Iam not. sure. Idon't remember where anyone has come in and asked to have the questionnaires and to tabulate
them.
If all the stations together agreed and appointed a representative
to do this, we would permit it.
However, my counsel has, in the past, advised me that Iopen myself
to countercharges from other stations if I permitted any station to
tabulate the field work.
And Iwould like to go on, that some years ago in Columbia, S.C.,
the four subscribers did not like the survey.
They asked us to run a new survey. They appointed their own
supervisor who oversaw the work of the field staff and they were then
convinced.
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Now, no one has ever asked us to tabulate the questionnaires.
Mr. RICHARDSON. To clarify the question, we sent you a letter on
December 10, 1962, which you just read into the record. We asked
you if asubscriber could see the questionnaires and tabulate them.
Your answer was No, he could not see the questionnaires or tabulate
them."
Today, however, you state that he may now see the questionnaires.
Is that correct?
Mr. RosLow. That is correct, and subscribers have seen the questionnaires.
Mr. RICHARDSON. What could Mr. Woroner have done in December,
if at that time your policy was that they could not see the questionnaires ?
Mr. RosLow. He could have asked me to see the questionnaires.
Isat in Mr. Woroner's office in December with some of the questionnaires that Ibrought down from New York in my briefcase.
He did not ask to see the questionnaires.
Mr. RICHARDSON. Thank you.
Doctor, where is " Pulse, inc.," incorporated?
Mr. Ronow. In New York State.
Mr. RICHARDSON. Is your stock sold on the open market?
Mr. RosLow. No, sir.
Mr. RICHARDSON. How many stockholders does Pulse have?
Mr. RosLow. Well, it is aclosed corporation, afamily corporation.
Iwould say five or six.
Mr. RictiAansoN. Is it five or is it six ?
Mr. RosLow. Idon't know the exact count. Ican think amoment,
if you wish. Ican think and can tell you.
May Iconsult amoment, please ?
We have seven stockholders.
Mr. RICHARDSON. Thank you, Doctor.
How many full-time employees does Pulse have?
Mr. RosLow. Pulse has 101 full-time employees.
Mr. RICHARDSON. How many part-time employees do you have?
Mr. RosLow. Well, those would be the interviewers.
We must have approximately 800 or 900 interviewers in the various
markets across the country.
Mr. RICHARDSON. Is a supervisor a part-time or a full-time employee?
Mr. RosLow. Part time, because they work for lots of other companies as well.
Mr. RICHARDSON. Dr. Roslow, Pulse does not do any national network reports, does it ?
Mr. Ronow. Well, Iwas going to say no.
We do, as you know, amarketing audience profile of network television programs once ayear.
Idon't really, from the point of view of ratings, Idon't know that
Iconsider it a network report, although I do have the breakdown of
audience characteristics to most of the network programs; that is,
those that had enough case counts that we could tabulate.
Mr. RICHARDSON. In all of Pulse's surveying, do you use the personal interviewing technique?
Mr. RosLow. May Icheck, please?
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In broadcasting only the personal interviewing approach; on radio,
only the personal interviewing—
Mr. RIcirAansoN. What about television?
Mr. RosLow. Personal interview.
I am reminded that we are trying to develop anew service in television which employs adaily diary.
However, this diary is personally placed and personally picked up.
Mr. RICHARDSON. You are currently using the recall method and
coincidental personal interviewing method combined on your local
reports.
Is that correct, Doctor?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. I know you covered it some in your statement,
but would you briefly describe your recall method as it would be
handled by an interviewer?
Mr. RosLow. Well, the interviewer, in introducing himself to the
household, would explain that he was doing a radio listening survey
and would ask for the listeners to think of the previous hours of the
time period being surveyed.
In other words, we would start with today. When we interview at
6 o'clock we would cover all of today, beginning at 6 a.m. until 6
p.m., and the interviewer would attempt to ask the listeners to think
of each hour of the day, what they do, that is when they get up and
when they have breakfast, and were they listening to the radio—
Mr. RICHARDSON. Is this an aided recall' or purely—
Mr. RosLow. We call it aided recall because there is this aid.
There is the aid of the roster. When there is listening the interviewer is required to show the roster programs to these respondents
and they can then identify, for the various time periods that they were
at the radio, the programs and stations.
Now, as I said before, we know there are many situations where
the roster is not shown; that is, it is offered but listeners—there has
been no listening. They don't have to. It wouldn't even be offered.
I correct them. If there had been no listening it wouldn't even
have been offered.
Then there is alistening where many times respondents don't want
to look at it. They know and they just call it off or they prefer to
look at their own newspaper.
We know this happens. This is then recorded on a questionnaire
by the interviewer.
Mr. RICHARDSON. Doctor, you also stated that you did acoincidental
or paired coincidental.
Will you briefly describe this?
Mr. RosLow. That is done in terms of "Are any sets on now."
In other words, the interviewer rings the doorbell', or knocks at the
door, explains that he is doing aradio survey and inquires if any of
the sets in the household are on now, not just of this—the one—maybe
there are others in the household, and were any on about 15 minutes
ago.
That is what we call apaired coincidental.
Mr. RICHARDSON. Doctor, in this paired coincidental do you count
the "not at homes" in your sample?
Mr. RosLow. The "not at homes" must be counted in terms of interpretation.
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The assumption or the interpretation is that the home is unoccupied,
if that is it, then they are not listening to the radio in that home
Mr. RICHARDSON. Well, your report states that it is atotal measurement of " in home" and "out of home."
If they were not at home might they not have been listening to the
radio in their car ?
Mr. Ronow. That is correct. I should have explained that the
roster interviews are done after 6o'clock where we take them through
all of today and last night.
In that interview we ask them about in home" as well as "out of
home."
To balance the sample, since we have some coincidental home interviews where we would not have had achance to ask these people about
"out. of home," we have additional interviewing made where we ask
only of "out of home" listeners for only those daytime hours where the
coincidental was
Mr. RICHARDSON. But, both of them are achieved
Mr. RosLow. They are balanced together. So we have as many for
"out of home"—
Mr. RICHARDSON. Doctor, Mr. Sparger will hand you acopy of your
coincidental interviewing that was done in Louisville, Ky.
In this, in aperiod of 39 minutes, your interviewer contacted 21 different homes on that sheet you have in front of you.
Now, this is knocking on alot of doors very rapidly, isn't it, Doctor?
Mr. RosLow. May Iconsult with my colleague ?
Sir, Ihave not stopped to count. Iwill accept your count. Iwill
say —
Mr. RICHARDSON. Well, let's say that it is 18.
Mr. Ronow. I will say this: Normally, we expect about five coincidental visits to be made in 13 minutes, because you must remember
that if the homes are unoccupied it is counted down here as a "not at
home"
Mr. RICHARDSON. Let me insert, a question here: If you are going
along, knocking at. different doors in a residential neighborhood, and
you are trying to do them either at 2 minutes ahome or 3minutes a
home, if it was in the morning when you do your interviewing, what
if the woman wasn't up or had gone back to bed when her husband
left for work?
How long does it takes her to get to that door if you are making a
house every 2minutes?
Mr. RosLow. Well, I explained that. we normally expect about five
on the average in 15 minutes —
Mr. RICHARDSON. That is 3minutes then -Mr. Roshow. Now this is an average, because this means that you
have apartment house interviewing, and it goes more quickly.
If you have private house interviewing it will go more slowly.
If you have many " not at homes" or no answer, you might wait a
minute, and then go on to the next one.
Mr. RicHARnsort. This is not an apartment house, and yet you did
two —
Mr. Rosww. Yes, this is arather quick production rate.
Mr. RICHARDSON. What was the listening on that interviewing?
Mr. Ronow. There weren't any.
Mr. RICHARDSON. There wasn't any at all, was there ?
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Mr. RosLow. Well, I haven't looked at all of them. There were
very few.
But there were agreat many "not at homes." This was done in the
afternoon.
Isuspect that this is one of the reasons why this interviewer could
probably have worked so fast, but we normally expect five in 15
minutes.
Mr. RICHARDSON. Doctor, here you are going to different households
and you are writing down the information for each question for
each household; whether they are listening as of now and 15 minutes
ago; you are writing down the time, the listeners in that household,
the audience composition, their ages, all the radios that are in use in
that household, and whether they are at home or not. You are checking all of these categories, and yet you are only taking 3minutes for
each household, according to your own statement. You are going to
the different houses; you are knocking on the doors; you are waiting
for people to come to the door, and answer all of these questions and,
according to your statement., the average time required is 3minutes.
Isn't that rather rapid interviewing ?
Mr. RosLow. No; Ido not believe so. Ithink that our experience
shows this can be done on an average.
Mr. RICHARDSON. Would you list briefly and identify specifically
each type of report Pulse procluces ?
Mr. RosLow. I think the committee won't mind my making one
point in the coincidental; only about. 1 in 5 may be listening to the
radio so there is not very much to write down.
Mr. RICHARDSON. My question was: If von did not give them time
to get to the door, how did you know they were listening or not?
Mr. RosLow. I think we did give them time in 3 minutes to get to
the door and wait aminute.
Mr. IlictimmsoN. "We do not want to press this point. Doctor, but,
if you had to go between the different homes and you had to knock
on the door and fill out. these questions on an average of 3 minutes
each—at least here in Louisville, in many eases, you were knocking
on each door aminute apart.
Mr. RosLow. You happened to have one example. Ican show you
many other examples where they take 7 and 8 minutes, where they
only do 2or 3in 15 minutes. We do have such records.
Mr. RICHARDSON. Your sets- in-use figures do not reflect that only
1in 5persons were listening to radio. Would you explain that?
Mr. RosLow. One in five households ?
Mr. RICHARDSON. Yes.
Mr. RosLow. Plus an average.
Mr. RicHAarisoN. Yes.
Mr. RosLow. Ido not think they run much greater than that when
you average out aday.
Mr. RICHARDSON. Doctor, would you go back to the previous question, then?
Mr. RosLow. Yes.
Mr. IttcuARDsoN. Would you explain specifically each report Pulse
.does and what it consists of ?
Mr. RosLow. We have a ratings report which shows ratings and
hares.
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Mr. RICHARDSON. What types of ratings reports do you have?
Mr. RosLow. They are local market reports, market by market-.
Mr. RICHARDSON. For alocal market would you explain the types of
local market ratings reports you have? You do several different
types ?
Mr. RosLow. Yes ' sir.
Mr. RICHARDSON. That is what Iam asking you.
Mr. Ronow. Iam trying to understand your question.
We have aratings report.
Depending on the size of the market, we will have once or twice
ayear an audience composition supplement which shows men, women,
and children averaged out by hours.
We once a year in some—I will have to guess-30 or 40 markets,
we have a circulation study which we call the CPA. This reports
listening to stations on acumulative basis by 3-hour periods through
the day and through the week.
We do FM research on order which may be on acirculation basis
or it may be of aqualitative nature where we try to define the breakdown of the FM households in various categories such as family size
or income level or education of household head.
We have qualitative studies of radio where we in terms of stations' total day audience, we charac t
er i
ze that audience in various
categories, either socioeconomic or product-use categories.
We have a qualitative audience study that we have just started,
local qualitative radio, where, by broad periods, four broad periods
through the day, we report the audience breakdown on the four or
five leading stations in the market by age and sex, size of family, and
occupation of household head, Ibelieve—occupation of male listeners,
Ibelieve it is.
We do have ethnic radio studies; that is studies based on Negro
households or Spanish-language households,
example.
Mr. RICHARDSON. Why would you do separate reports in these
ethnic areas, Doctor?
Mr. RosLow. Why?
Mr. RICHARDSON. Yes.
Mr. RosLow. Well, the stations request it. Those who are programing Negro programing or Spanish-language programing in the markets where the population is large in this regard will request such
special studies, and advertisers, who, being advertisers to these ethnic
groups, no doubt, have expressed their interest in stations that they
would like to see such information.
Mr. RICHARDSON. Could they not have their audiences actually
explained and shown in the regular reports?
Mr. Ronow. Well, they are in the regular reports, too, for the most
part; not in all cases. But there, you see—for example, if you are
beaming, let us say, Spanish-language programing and you have, let
us say, take any number, a10-percent Spanish population penetration
in the market, then in the regular report your rating would be whittled
down one-tenth because you could only get listeners based on that segment of the population.
It, psychologically, would put you at an unfair advantage.
Mr. RicHArtnsox. Ican understand it in foreign language, but you
have stated you also do Negro reports ?
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Mr. Ronow. Well, the same problem happens there because, if you
have, let us say, a20-percent Negro penetration, and you are programing to Negroes, naturally, there the language is no barrier, so, of
course, you would have some white households that listen. But, even
there, your audience would be reduced somewhat, since you are dividing by 100 percent, and in that 100 percent you do not have an opport
unity truly of appealing to the 100 percent.
Mr. RiciinansoN. So, basically, it has been your experience that
there is a difference, and, if the station is programing for a Negro
audience, it is different from a station that is programing for the
tot al audience ?
Mr. RosLow. Well, we do the same thing on an upper income level.
We have broken—we have surveyed for stations that program, let us
say, in the other direction, where we take the upper third on income
or on rental level and process a report based on this segment of the
population. And it shows that station is programing, let us say, in
that direction differently from what it is when you divide by the
whole 100 percent.
Mr. RICHARDSON. But, basically, is it your experience that the programing for, say, Negro stations, is different and therefore you need
to produce different surveys for this type information ?
Mr. Ronow. Ido not say that we need to. We have been requested
by stations and advertisers, Isuppose.
Mr. RICHARDSON. But you find different results, anyway.
Mr. Ronow. Oh, you do, because you are dividing only by Negro.
households instead of by Negro-plus-white households.
Mr. RICHARDSON. Dr. Roslow, you stated that you go into approximately 250—I believe it was—markets a year. We had a person
testify yesterday, Mr. Ross Baker from Lawton, Okla., who is the
station manager of KCCO in Lawton. He stated that you had done
asurvey there in, Ibelieve it was, September of 1962. How was this
survey contracted for?
Mr. RosLow. The authorizing station, we have no written order
from that station. It probably was authorized over the telephone
either by him, or it could have been his rep. It was confirmed to him,
it was confirmed to the authorizing station on August 8, which leads
nie to believe that this order must have come in within aday or two
of August 8.
It was then, we then solicited KCCO, Mr. Baker, on August 8, saying we had been authorized to make such asurvey in September, and
we invited him on August 8, which would have been the day on which
we confirmed it to the authorizing station, and Ibelieve within a day
or two of the day, of the time that we got the order.
Now, it may well be that this man', you know, in his mind, the authorizing station could have been negotiating, because he came in, or
someone from his station came in, to visit our office at the NAB convention in April of that, year, interested in surveys, but nothing came
of that, and actually, even prior to that., on March 21 of that, year
there was alet ter requesting information about asurvey from KSWO.
So this station that authorized the study could well have been mentally thinking, "Well, Iam going to have astudy made," but Ido not
believe that we would have known what was going on until afew days
before August 8, as far as Ican reconstruct this.
99 942 - 68-pt. 2-----25
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Then we promptly invited the other station to participate.
Mr. RicirARDsox. This is not amarket which you normally survey ?
Mr. RosLow. I think this is the first time we ever surveyed it in
radio.
Mr. RIGUARDSON. And the request came from one of these stations in
the market ?
Mr. RosLow. It came from KSWO.
Mr. STERNBERG. Yes, Ibelieve so.
Mr. RicHARDsox. Dr. Roslow, how much national survey business
does Pulse have ? The reason Iask this question is because one of the
television net works came in and said they paid you $ 100 last year. Do
von do any national business?
Mr. RosLow. Ihave tried to track the $ 100 down. I think—that
war: for 1962, was it. not ?
M r. RteuAlinsox. Yes.
Mr. RosLow. I think that that network was buying from us our
local television reports. We were still producing afew ih
They
had had apackage subscription of buying all our local reports, and I
think that is what it refers to.
If you are interested in the figure, we will put it in the report.
RiciiARDsoN. Would it be in relation to your national reports?
Mr. RosLow. I mentioned this marketing audience profile study.
Mr. Riciimaisox. Yes.
Mr. RosLow. We did have NBC, Ibelieve, buy part of one of those
national studies, which came to several thousand dollars, I think in
that same year.
Mr. RICHARDSON. In one of these local markets wherein von normally do not survey, how are these surveys contracted for with your
company ? Do you have aregular policy on it ?
Mr. RosLow. In the. markets that we do not normally survey ?
Mr. RICHARDSON. Yes.
Mr. RosLow. We do nothing about it. The. station, or through its
representative, comes to us and says they think they are going to have
a survey made, what price range, whether it should be Monday to
Friday, daytime, full time, weekend, and so on.
The'y would come to us and ask us. We do not take the initiative in
saying, "Look, fellows, it is about time we do asurvey for you."
Mr. RictiAnnsos. How many different reports in local radio did
Pulse produce during 1962?
Mr. RosLow. That would be adifficult-Mr. RICHARDSON. Well, approximately ?
Mr. RosLow. Let us look at it this way. If we surveyed in 1962 in
about 250 markets, if we were to strike an average of about between
2and 3reports, perhaps 600 or 700. Iam really not sure.
Mr. RICHARDSON. Would this include such situations as the one in
Lawton, Okla.
Mr. %show. Yes.
Mr. RICHARDSON. Do you know how many radio station subscribers,
you had in 1962 ?
Mr. Rosr.ow. 659, I believe. I think I said 650 in my statement.
Iam not off by more than 9or 10.
Mr. RICHARDSON. You have alarge number of advertising agencies
who subscribe to your reports ?
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Mr. Ronow. Well, we like to think 150 is abig number. Ido not
think it is.
Mr. RICHARDSON. But they do pay you for the reports?
Mr. Rosww. Yes, they do.
Mr. RICHARDSON. You mentioned a moment ago you were still at
that time doing television. Are you currently doing any television
reports on alocal- market basis ?
Mr. RosLow. I mentioned that, we were trying anew service using
a1-day diary.
Mr. Rici LAMSON . Have you sold any of these ?
Mr. RosLow. The first one has not been completed yet. It will be
for Cleveland. It is due within aweek or two.
Mr. RicnAunsoN. What market is this in ?
Mr. RosLow. Cleveland.
Mr. 1:n•nAnnsoN. Dr. Boslow, your company signed aconsent decree
with the Federal Trade ( kmimiss.ion, is that correct ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. To the best of your knowledge, have you complied
with this consent decree ? The date for compliance is already passed.
That is why Iasked.
Mr. RosLow. Yes, sir, we think we have. We made several important. changes over the last 6months in our operation. May Icorrect
a statement ? I am just. informed that we have done, we have one
special local television survey in Lynchburg almost ready. That is, if
they came to us, we would take it on.
Mr. RicitAnnsox. But you are not. doing any markets on a regular
basis?
Mr. RosLow. No, sir.
Mr. 111(11Am:180N. Because of the FTC decree, have you changed
any of the methodology of the operations of Pulse ?
Mr. RosLow. Yes, we have made some rather significant. changes.
Mr. RuliAttnsoN. In methodology
I am not talking about what
you put in your pocket piece.
Mr. RosLow. In methodology.
Mr. It tcuAnnsox. Would you explain those briefly ?
Mr. RosLow. Well, No. 1, we now do all our interviewing after
6o'clock in the evening. This is basic to the problem of hearsay and
usual listening reporting, and there the need is to talk to as many
members of the household as possible, and to do this requires interviewing when most people are home. We are now doing all the interviewing at, 6p.m.
We are requiring one revisit to get at. the absentee members of the
household, and this was started in February, which was the cutoff
date of compliance.
We hope it will more completely report the listening of the entire
household.
Then our questionnaire requires listing of the respondents, of all
the respondents, by age and sex. This is in effect for several months,
Ibelieve, and this can be compared with the sex and age reported for
the listeners.
Thus, we can control hearsay reporting. Respondents can only
report for others if the respondents also were listening at the same
.t line, along with them.
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We have tightened our interviewer discipline. We require acheckoff in the interview that the roster of programs was shown. We have
an explantion otherwise as to why the roster was not shown. A
major respondent in the interviewed household is asked to initial on
the questionnaire a statement that he was asked to look at the roster
and that the interview is a report of the listening of his household.
The recheck card, which we send now, includes additional information. It includes information on the number of persons joining in
the interview with what the respondent, what the interviewer shows
on the questionnaire is what this respondent will check off on the
card.
Respondent is also asked to check off whether he was shown the
roster and does that agree with what the questionnaire shows, yes
or no.
The field supervisor, following the verification of the interviewer's
work, sends in an evaluation or rating chart on each interviewer.
This forces the supervisor to go over the work of each interviewer
more carefully, and we send to the field supervisor a quality composite of the work of each interviewer. On about 20 points or items
the interviewer's work is scanned and a listing is made for the interviewer wherever any weaknesses are detected.
For example, is the address complete? Are there missin g questionnaires? Was time left off the questionnaire? Block cards were not
returned, and so on.
This is sent to the supervisor for followup work with the interviewers.
We are reporting the sample size in detail. We no longer report
one grand-total figure. We report the number of roster interviews,
the number of prime coincidental interviews, not the double number,
and the number of the "not at home contacts," the unocupied homesWe have done an experiment to support our "not at home" weighting, where we weight for the early morning 6to 9and 8to 12 midnight.
We have done one experiment which has been submitted to the FTC.
We have completed another one which has not been completely processed yet, so that we will try to keep up to date on what this "not at
home' percentage adjustment should be.
Ican go into this experiment, if need be.
Mr. RicimunsoN. That is all right.
Mr. Ronow. We think we have tightened our control over the field
supervisors. We are now in the process of converting from contractual relationships with the field supervisors to one of employer-employee
relationships. Additionally, we think there has been much greater
personal contact between the home office and the field than formerly.
Ican tell you, for example, that since September 1962 we have made
—I will put it this way-40 field supervisors have had apersonal visit
by the national field director, aregional director, or another executive
from the company. And with respect to actual listening, the instruction to the interviewer makes it very clear that she must make the
respondents aware that we want areport of actual listening, not usual
listening, and the post card verification also inquires on this.
Mr. RICHARDSON. You have had this post card verification for a
long time, have you not?
You explained it to Mr. Sparger and
me
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Mr. Ronow. It did not have those additional items of information
on it. The post card verification originally required only had the
home visited and interviewed. We have added these additional items
onto it.
Mr. RICHARDSON. Doctor, Mrs. Rabe11 quoted from a sworn statement of an advertising agency executive from San Diego yesterday
about what had happened in arecent interview cif Pulse in San Diego.
Among other things, the interviewer asked the teenage daughter
whether or not the father was listening, and she did not know, and
then the interviewer said, "Well, what does he normally listen to?"
and it was recorded.
Would you have any idea on this type of situation—whether or not
it occurs ?
Mr. RosLow. It would be wrong. We would hope to be able to
detect this. If we cannot, then we are remiss, and we should tighten
further on our discipline.
Mr. RICHARDSON. Doctor, during January 1963 did you not send a
letter to all your subscribers explaining that there was not much of
importance in the consent decree from the FTC
Mr. Ronow. I do not think my letter said there was not much of
importance. I think in that letter I was very much concerned over
what the FTC reaction had been and what we needed to do. Ido not
think my letter was one that said that there was not anything important in what they were doing.
Mr. RICHARDSON. Did you make apress release on this?
Mr. Rosww. On that letter ?
Mr. RICHARDSON. No ; on the consent decree.
Mr. RosLow. No, sir.
Let me correct that. We issued a very simple statement, simply
that we had signed such aconsent decree. The letter was not released
to the press.
Mr. RICHARDSON. Dr. Roslow, when you do cumulative studies in a
market, does not your interviewer ask the respondent about listening,
first in the immediate past, and then for the entire prior week for
everyone in the household ?
Mr. RosLow. In the cumulative studies we first inquire on listening
of the current day, and then we ask them anytime during the past
week, so we can come up with adaily and weekly "cume."
Mr. RICHARDSON. Do you think in radio that someone can remember
what they listened to a week ago with the different radio stations
and what-have-you ?
Mr. Rosr.ow. *Within the broad periods, Ibelieve they could.
Mr. RICHARDSON. Not just for specific stations, but also the
personality ?
Mr. ROSLOW. Well, think of what we are doing. We are saying
between 6and 9 in the morning, which of the stations did you listen
to today, and then we are saying to them, now, let us go back about
a week, which stations, and Ithink we can get a fairly good report.
Mr. RicnAansorr. Dr. Roslow, Pulse on occasion produces reports
with a date on the front that is not the date when the actual interviewing was conducted, does it not ?
Mr. Rost.ow. We may extend interviewing beyond the last day
of the month, and this winter has been arough one, and Ithink this
is generally known. We certainly say it in the solicitation letters

852

BROADCAST

RATINGS

that interviewing may be continued beyond the last day of the month
in order to complete the assignment.
Mr. RICHARDSON. Dr. Roslow, on February 15, 1962, did not Mr.
Sparger and I show you a letter wherein you had agreed to put a
January date on interviewing that was done in November of the
prior year, and you stated at that time that, heavens, you could show
us asurvey that did not have a date on it at all, but then the survey
did have adate on it ?
Do you remember that conversation ?
Mr. Rosiow. No, sir; I do not remember that conversation.
Mr. Riciiminsox. Did we not show you areport from aMcLendon
station, and in a letter with it, the exiilanation stated that the interviewing had been done in November, but the report actually had a
January date on it ?
Mr. Rosiow. I think, then, it would have had issued, but in the
text of the report I think the actual interviewing dates would be
spelled out.
Mr. RICHARDSON. What would be the date in the place where a
time buyer could see it ? Was it not aJanuary date ?
Mr. RosLow. May Icheck on that, please ?
Mr. Rlimmaisox. Yes.
Mr. Rosiow. I am advised that we may have issued, perhaps, as
many as three such reports which had an issue date, and I might
explain that that. would happen only with surveys made in November or December , which, psychologically, are, you know, dead pigeons
when January of
next year turns up.
But I still would maintain that the date of interviewing would
be inside the body of the report, and I do not think it would be
hidden. It would be in the paragraph that writes up what we
are doing.
Mr. RICHARDSON. Do you think time buyers read all of this information in the small print ?
Mr. ROSLOW. No, Ido not, believe so.
Mr. RICHARDSON. They look and see the date on the survey, and
that is it, is it not ?
Mr. Rosiow. Why, of course.
Mr. RICHARDSON. Doctor, in the past you have done area surveys,
have you not?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. And you let the station describe the counties to
be surveyed, is that not correct ?
Mr. RosLow. Yes, that is correct.
Mr. RICHARDSON. Would that not be an advantage to a subscriber
and a disadvantage to the other stations, especially when you would
list the listening for the other stations in the report ?
Mr. Rosiow. e'This is one of the. points which the FTC argued with
us about.
Mr. Ric iiminsox. Right.
Mr. Rosiow. I should say that whenever we did area studies, we
always spelled out that it was this station. In other words, that station appeared on the title, unless it was joined in by several stations.
The counties were spelled out. The problem is that here is astation
licensed by the FCC with a large contour or signal pattern, ami is
requesting audience measurement in the area which it serves.
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We argued this with the FTC, since they initially wanted us not
to issue such reports any more. But we pointed out that if the FCC
authorizes astation, gives it this grant of power and facility to service
this area, then it ought to be possible to make asurvey to show what
that station is doing in this area. They granted us permission to do
that if we spell out very carefully that the station, this is this station's report, and, also, if we put into the report the metropolitan
area or the home county results, so there are two columns of figures.
Mr. RICHARDSON. Doctor, Mr. Sparger will show you the copies of
Pulse surveys for last year, Washington, D.C. Pulse did three surveys during January and February. One of these was entitled,
"Washin4rton, D.C., Five-County Area." Another one was entitled,
"WTOP, Washington, D.C., Twenty- County Area." The third one
was entitled, "Washington City, D.C., Report."
Now, all of these were for the saine time period, is that correct ?
Mr. RosLow. Yes.
Mr. RICHARDSON. Doctor, do you not think this leads to confusion
as far as the public and time buyers are concerned, with all of these
reports out for the same time period and the same market ?
Mr. RosLow. Well, Isuppose Iwould be naive to say no, but let me
point, out, that you have got three different colors, three different labels.
Really, Ido not know the answer to that.
Ithink these stations have a legitimate right to ask us to do these
surveys in t
crins of their power and facilities.
Mr. RICHARDSON. DOM Or, do you know how many stations show
up in first place in these different reports?
Mr. RosLow. Ido not—
Mr. RICHARDSON. Do you know how many stations within the different reports show up in first place? In other words, you have three
report shere. One report. will show one station first ; another report
will show another station first, will it not ?
Mr. RosLow. Isuppose so. Let us have alook and see.
Mr. RICHARDSON. Are all of these reports sent to advertising
agencies?
Mr. RosLow. May Icheck this ?
Ibelieve they would go to agencies. They should go. If they did
not, it would have been an oversight in mailing. Ithink they did go.
Imight be wrong on that, but they should go.
Mr. RICHARDSON. In response to aquestion, will you check and see
if more than one station was first in the different reports ?
Mr. Rost,ow. In the metropolitan area report it would be rather difficult to ascertain who was first. There are three stations that are so
close that, unless we went through the actual compilation, I am not
sure we could tell.
Mr. RicHARnsox. What about the Washington City report ?
Mr. RosLow. In the Washington City report, well, it would be
pretty close, again, because we would have to figure it out. We have
three stations, again, that are fairly close. Iwill assume that if they
ran that ad, that it was probably verified.
Mr. RICHARDSON. Would you read that ad for the record ?
Mr. Rosrow. It. says,
WOOK Radio is first of all radio stations in metropolitan Washington. WOOK
Radio is first in total share of listening audience in the District of Columbia
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Mr. RICHARDSON. How big is the print on where it says, "Washington City Report," Doctor ?
Mr. RosLow. Idid not take this ad.
Mr. RicHnansox. I am fully aware of that, Doctor. I am asking
you aquestion about the ad.
Mr. RosLow. It is small.
Mr. RICHARDSON. In other words, if anyone was to look at that, all
they would see is "WOOK is first in the Washington metropolitan
area," is it not?
Mr. RosLow. If they did not look carefully through the page.
Mr. RICHARDSON. Thank you, Doctor.
Then, these three surveys at. the same time could be misleading as
far as the public and as far as time buyers are concerned ?
Mr. RosLow. Well, they could be.
Mr. RICHARDSON. Thank you, Doctor.
Is it not a fact that at least subscribers in the local markets know
when surveys will be conducted ?
Mr. Rosz'ow. Would you repeat your question ?
Mr. RICHARDSON. ISit not a fact that subscribers in local markets
know when your surveys will be conducted ?
Mr. Rosww. We are on aregular schedule.
Mr. RICHARDSON. What about in a situation where you are not
on a regular schedule? You will do a special for anyone, at any
time, will you not, Doctor?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Now, let us say Icome in and I am manager of
Radio Station KOMA, Oklahoma City. Icome in and order a survey to be done in November. Iorder it the 15th of October.
You, then, will write the other stations after Iplace my order and
inform them that asurvey is going to be done. Quite often, this will
be just e. few days before the inter vi
ew i
ng starts; before that information will be available to other stations, is that not correct?
Mr. RosLow. Ido not think quite often. Occasionally. Ithink in
most cases we need more than 2 weeks of preparation. I am sure
we probably have done some where we were able to, within ashorter
period of preparation, and we would attempt to notify all the stations
as soon as possible. I do not think it is quite often, but it could
happen. It does happen.
Mr. RicHAansox. Let us take a case where it happens. And let
us say that this is not a normal time when you do a survey, and I
have been falsely inflating my, audience through gimmicks for a
period of time. 'Would I not have an advantage in the total results
of that survey, Doctor?
Mr. Rosiow. Yes, you would, but may Iexpand abit on this?
Mr. RICIIARDSON. Yes.
Mr. RosLow. The problem of whether promotion, you know,
hypos—this is a serious problem, and we have struggled with it for
along time--is not, easy to answer, because we now require surveying
across 4 weeks, unless there is something unusual in the month where
we cannot survey 4 weeks. This means that if a station is going to
hypo—not that I am defending them, I just want to describe the
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situation—if a station is going to hypo, they must hypo for those 4
weeks, and they have got to start ahead of time a little bit, and
maybe it is 6weeks. They have an advantage, let us say, over another
station that does not know and finds out only 12 days before we go
into the field.
But, on the other hand, if a station is going to do this for 6weeks
or so, it does become part of that station's program structure the same
as, let us say, the station that comes and orders a survey to be taken
during the period that it is carrying the national basketball playoffs?
Now, this runs for 4weeks or so.
No promotion, but Ithink—where is the line ? Ido not know where
the line is, and it has bothered us.
Mr. RICHARDSON. But, as far as the time buyer is concerned, he
does not necessarily know, if he is looking through hundreds of these
reports, that that situation calls for an inflated report for that station ?
Mr. Rosww. No, he does not; not necessarily, no.
Mr. RICHARDSON. Doctor, you have stated your company uses what
is termed the "aided roster recall method"; is that correct ?
Mr. RosLow. Yes, sir.
Mr. RicHArtnsoig. I know you mentioned it, but would you briefly
explain—what goes on your allied roster recall ?
Mr. RosLow. The roster is a listing; it is a program schedule. It
lists all letters of the station, dial position, the names of the programs in quarter-hour units through the day. It has some additional
information on the bottom, a listing of FM stations and their call
letters and dial positions, and then some information on whether any
special events are coming on, on the different days of the week that
vary from the regular Monday through Friday programs.
Mr. RICHARDSON. You consider the aided recall important; is that
not correct, Doctor ?
Mr. Ronow. Well, I do not think we would be doing it if we did
not think it helped in the identification.
Mr. RICHARDSON. Doctor, when astation's programs are left off of
your roster, would this not be a disadvantage to that station?
Mr. RosLow. Isuppose so.
Mr. RICHARDSON. Is there not an occasion when this occurs that
the station is off the air, since you do not list rosters for stations in
the morning and the evenings on daytimers ?
Mr. Roshow. Iwish you would rephrase your question.
Mr. RICHARDSON. Pardon me.
Do you not leave blanks for daytimers before and after they comeon and go off the air during the day ?
Mr. RosLow. Yes.
Mr. RICHARDSON. So would it not be an indication, if someone looked
at a roster and there were no programs listed for a station, that the
program was off the air or the station was off the air at that time, if
there was just ablank there?
Mr. RosLow. It could be taken to mean that.
Mr. RICHARDSON. Doctor, if a station's programs were left off, it
would then be detrimental in the final report, would it not, to that
station ?
Mr. RosLow. Let me say that we request the stations to send us
their roster. If they do not send it to us, we try to get the station's
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programing schedule where we can, either in anewspaper or listing in
Standard Rate or from their rep. Now if they do not send it to us—
Mr. RICHARDSON. Doctor, would you answer my question ?
Mr. RosLow ( continuing). It is off the roster.
Mr. RICHARDSON. Does it not hurt. if astation's programs were left
off?
Mr. Rostow. It could hurt.
Mr. Rrcirmrosolsr. Let us go into a. specific example, Mr. Sparger,
would you give Dr. Roslow a. letter dated October 28, 1961, from Mr.
Bernie Perlin, general sales nianager, KOLD Radio, in Tucson, Ariz.
Would you look at this letter and state whether or not you received
acopy of it, Doctor ?
Mr. Ronow. Iwould have to check my files because my memory is
not clear on this.
Mr. Rreumtnsos. Maybe it will be refreshed if we give you acopy
of the letter in which you answered Mr. Perlin. Did you write th e
letter that you now have in front of you, Doctor ?
Mr. Roslow. Ido not know why this letter is not signed.
Mr. RICHARDSON. Ido not, either.
Mr. Ronow. I would have to check my files and see if we have a.
carbon.
Mr. RICHARDSON. May Iinform you that the committee has asworn
statement from Mr. Perlin that. you did send that letter to him and
that his letter went to you with the program log attached.
Would you, then, in the morning supply to this committee, if you
van get it by that time, the carbon of the letter you sent ?
Mr. Rosiow. Yes.
Mr. RrellArzosoN. And the letter that was sent to you from KOLD
in Tucson, Ariz.?
Now, Doctor, would you look at the attachment. to the letter from
KOLD in Tucson, Ariz'.? Is that not one of your program rosters?
Mr. Rosrow. Yes, this is our program roster.
Mr. RICHARDSON. This roster is entitled "This Program Schedule.
Must, Be Shown to All Respondents," is it not ?
Mr. Ronow. Yes, sir.
Mr. RICHARDSON. On this roster there was no listing for Station
KOLD at all, was there, Doctor ?
Mr. Rosrow. That is correct.
Mr. RICHARDSON. You just stated a moment ago that it. certainly
could be a. disadvantage because of the importance of the aided recall
if astation did not have its programs listed on your roster?
Mr. Rosrow. That is correct,.
Mr. RICHARDSON. Then, this station was at a disadvantage in this
si iiat ion, was it not, Doctor?
Mr. Rostow. Yes, sir.
Mr. RICHARDSON. Now, would you look at the last paragraph of
your letter to Mr. Perlin ?
Mr. Roshow ( reading) :
If you send us your program schedules on time, your station's program names
will be listed on our roster. Otherwise, we will list only the call letters of the
station as in the past.

Mr. RICHARDSON. Let us say Iam astation owner, and Ido not subscribe to your survey, and Ido not send you my program rosters, and,
yet. you publish ratings for my station.
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Now, you have just stated it is adisadvantage if my programs are
not listed and you do not list my programs.
Then, is this atrue reflection of listening in the market, Doctor?
Mr. RosLow. I would say it is as true as we can do it under the
circumstances.
Mr. RICHARDSON. Do you feel that you have no obligation to give
each station in the market a fair chance if you list ratings for those
stations?
Mr. RosLow. I do feel that way, but, if this station would not cooperate with us, if the station does not send us the rosters, what can
we do about it? We try to get program schedules. We go to the
newspaper sources.
Mr. RuctimulsoN. Does Tucson have apaper ?
Mr. RosLow. Yes, but they are not always complete. You know
what newspapers do to radio listings today.
Mr. RicHAuosox. Tucson happens to carry listings, Doctor. In
this sit nation, this station was definitely hurt if the aided recall is important, as you said it was. However, simply because the station did
not cooperate with you, it, is his fault, even though you produce the
rat ings.
Do you not have some obligation to produce true ratings in amarket,
even if astation does not cooperate with you, if you are going to produce the ratings for each station in the market, Doctor ?
Mr. RosLow. Ithink we do.
Mr. RICHARDSON. But you do not carry forward with that obligation, do you?
Mr. RosLow. We do what we can, sir.
If it is physically impossible for us to get the program logs, I
suppose—
Mr. IllcuAunsox. Would you state, then, that the Tucson newspapers do not list, any programs at all during any period of the day
for KOLD ?
Mr. RosLow. I do not know, sir, but our interviewers would be
carrying the newspaper with them in the interview. They are instructed to carry the newspaper with them.
Mr. RICHARDSON. Would it surprise you that it is the statement of
the people at this station, and the persons who were interviewed, that
newspapers were not carried by your interviewers?
Mr. RosLow. Well, nothing would surprise me, sir.
Mr. Ricummsox. Then, this station was at a disadvantage in this
report, is that not correct, Doctor ?
Mr. RosLow. Iam not sure that Icould really say that.
Mr. RICHARDSON. If the aided recall is of any value, then it was at a
disadvantage, was it not, Doctor?
Mr. RosLow. Well, there are some assumptions involved. I am not
sure. Iam really not sure.
Mr. RICHARDSON. If it is not important, then there would not be any
reason to use the aided recall, would there?
Mr. RosLow. Ithink it. makes for abetter rapport in an interview.
Iam not. sure we could say.
Mr. RICHARDSON. Basically, in this situation, Doctor, then you
leave it up to the station to supply you with its program logs. If it
does nt and you do not. happen to get them in any other manner,
blanks occur on your roster, the same as when astation is off the air,
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and, yet, you produce ratings from this that, supposedly, are true
representations, at least to an extent, within the listening market?
Mr. Roshow. Iwould say this:
If a station had any listening audience, it would probably come
through, regardless of whether it was left off; as long as the station's
call letters appeared, it would come through, I think, to a very significant. degree.
Mr. RICHARDSON. But it would not be a true representation of that
station's listening, would it ?
Mr. RosLow. May Iconsult?
I think you must keep in mind that we have tried to attempt, first,
whether they were listening to the radio or not.
Mr. RICHARDSON. Yes, Doctor.
Mr. RosLow. So if they were listening to the radio and they are
invited to look at the roster and they look down the roster and they
fail to recognize--this is a recognition technique—the program that
they had listened to, there is an opportunity in a personal interview
for respondents to look at this and say, "Well, it, is none of these. It
could be this station," by elimination. I think, if astation had asignificant. audience, it would register.
Mr. RICHARDSON. It. would register some, Doctor, but would it be
aproper registration?
Mr. RosLow. The question is, Did it lose enough to disqualify the
usefulness of the report? Ido not know that, we know that. answer.
Mr. RICHARDSON. Doctor, we have had testimony as to the value of
tenths of rating points.
It certainly would affect this station to tenths of rating points,
would it, not g
Mr. Rosr.ow. I would disbelieve that testimony, because I do not
believe radio time is bought that way, and Ido not think our reports
are used that way.
Mr. RienAansox. Would it surprise you to know that we had atime
buyer in here yesterday who very definitely stated she bought 120
exact rating points in the market, and it. had to meet exactly 120 rating
points, Doctor?
Mr. RosLow. That meant she was adding up points. Now, if a
station only had 0.8 instead of 1.0, they would supply afew additional
spots to make it up.
Mr. RictiAansorr. Then, that makes a tenth of a point, rather important, does it not, Doctor?
Mr. RosLow. No, it does not make it rather important. I think
you must understand the way in which the ratings are being used,
and Ithink that you are implying ause which, if it is so, it is wrong,
but. Ido not believe that it is so in most cases.
Mr. RiclraansoN. Anyway, Doctor, this station did not have its
programs listed, did it ? All it had was blanks?
Mr. Ronow. Yes. What did we do with the survey, sir?
Mr. RICHARDSON. In this case you are stating the general policy
of your company.
Mr. RosLow. Let us find one where we did do this. There must be
one where we did do this.
Mr. RICHARDSON. Doctor, during the hearings, and you have just
mentioned Mr. Woroner in asupplement to your statement, he stated
and put. in the record information that clearly showed that certain
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of your interviewers' names were public knowledge did he not? That
is, at least in one case you filed the name with the focal police department with the exact block which she was going to survey and it was
public knowledge is that not correct ?
Mr. knowledge,
RosLow.
were forced into this, and Iam not happy about
it. We were forced into this in terms of getting licensing. This is
one of the problems Iwish we could clarify by removing these ordinances.
Mr. RICHARDSON. Yes, Doctor.
Mr. ItosLow. This is not good.
Mr. RICHARDSON. You at least try to keep secret the identity of your
interviewers, do you not, Doctor ?
Mr. RosLow. We do try.
Mr. RICHARDSON. In these situations it would be impossible, would
it not ?
Mr. RosLow. It would be impossible, yes, sir.
Mr. RICHARDSON. How easy is it for astation owner to discover the
identity of your interviewers, Doctor?
Mr. Ronow. Ithink if they want to go to some lengths, Isuppose
they can. They have access to announcements over the air. It would
seem to me, if they wanted to go to lengths, Ithink they could. We
hope they do not, and we hope, you know, that it is too much trouble
for them to find out.
Mr. RICHARDSON. Doctor, your organization registers through the
National Better Business Bureau, is that not correct ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Mr. Sparger, would you give him acopy of this
slip for identification ?
Do not each of your interviewers carry this slip of paper informing
the public that your organization is cleared through the Better Business Bureau ?
Mr. RosLow. Yes, sir.
Mr. Ricimansorr. Do you publicize this fact at all, Doctor?
Mr. RosLow. Ido not know in what way you mean.
Mr. RICHARDSON. Do you inform your clients, for example, that
your organization is cleared through the Better Business Bureau?
Mr. RosLow. No, Ido not think we do.
Mr. RICHARDSON. It was in the Madow report; was it not?
Mr. RosLow. There is so much in that report, can I check?
Mr. Ricrutansox. Was it not also presented by you in sworn testimony before the Monroney committee in 1958?
Mr. Ronow. Ido not know. Imay have said that. Iam not sure.
I mean we do not use it—are you asking me, do we use it as a plus
and go out and sell with it, and so on ?
Mr. RICHARDSON. No, no.
Mr. Ronow. We do not do that, sir.
Mr. RICHARDSON. But it is known that your company is registered
with the National Better Business Bureau ?
Mr. RosLow. Well, known. But how widely known, Ido not know.
Mr. RICHARDSON. At least, if they read any of these reports?
Mr. RosLow. Yes. I cannot even remember it myself.
Mr. RicHAansox. Doctor, Mr. Woroner , who testified here last week,
inserted aletter in the record—this was El:letter from you—that stated
when your interviewers came around and apolice officer stopped them,
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they would simply leave and come back and interview later; is that
not correct ?
Mr. RosLow. We would send them back into the area to attempt to
finish the assignment. We are not happy about that. Imean this is
atrying situation for us with these ordinances.
Mr. RICHARDSON. Then, basically, are you not asking your interviewers to violate local ordinances?
Mr. RosLow. Our counsel tells us that these ordinances are unconstitutional, since they violate the rights of freedom of speech.
Mr. RICHARDSON. Have you tested any of them yet, Doctor?
Mr. RosLow. No.
We hope we do not have to. We hope we can do something about, it.
Mr. RICHARDSON. But at least it is your current policy to tell these
women to go ahead and violate the ordinances ?
Mr. RosLow. We do not know if it is a violation, really. We just
tell them to go in.
Mr. RICHARDSON. If it is an ordinance and it is on the statute books,.
it at least is, prima facie, aviolation, until it has been tested; is it not,
Doctor ?
Mr. RosLow. Ido not know enough about the law.
Mr. RICHARDSON. Would you ask your attorney ?
Mr. RosLow. My lawyer tells me that it is, first, amatter of interpretation of constitutionality, but it, may not be.
Mr. RICHARDSON. Doctor, how much do you pay your interviewers ?
Mr. RosLow. We pay the m on what we ca ll the interviewer day,
and that, could be $5or $6 for 3 or 4 hours of interviewing. It is a
block payment, not an hourly payment. You could average it out per
hour, if you wished, but we consider it apayment for the day.
Mr. RICHARDSON. Doctor, you stated a few moments ago that your
interviewers do carry slips th at. st
ate your organization is cleared
through the National Better Business Bureau; is that correct ?
Mr. RosLow. Yes. They distribute those leaflets, you know, if they
are questioned in a household, "How do I know you are legitimate,
that you are not abookseller," why, they would have these available.
Mr. RICHARDSON. Doctor, how often do your interviewers and your
supervisors register with the local better business bureaus ?
Mr. RosLow. Can Icheck on that, please ?
Mr. RICHARDSON. Yes.
Mr. ROSLOW. Ido not think we know. We know that we have registered. We know some of them do, that is, some of the local supervisors, but we would not know.
Mr. RICHARDSON. Doctor, would it surprise you to discover that in
two of the three markets wherein Mr. Sparger and Ichecked, we found
all of your interviewers, or at least alarge number of them, listed with
the local better business bureaus?
Mr. RosLow. Which markets were those?
Mr. RICHARDSON. Well, we checked San Diego, Calif.; Louisville,
Ky., and Tucson, Ariz. In two of these we discovered that, your interviewers were listed.
Mr. RosLow. The Better Business Bureau ?
Mr. I
ttcHARnsoN. At the local Better Business Bureau.
Mr. RosLow. I do not know that I am surprised. I feel rather
happy that they would have done it, and I feel unhappy, it is a case.
of mixed feelings, that it means that access can be had to them.
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Mr. Rtcumtnsos. Actually, the Better Business Bureau local records
are public records, are they not, and anyone can walk in and check and
see what they are?
Mr. RosLow. Ido not. know. Iam not sure. Iam sure someone
could walk in. Imean if you were afriend of the executive secretary
of the Better Business Bureau, Iam sure you could get a list of the
people. I am not sure whether anybody could walk in and do it.
Mr. RicHARnsox. Would it surprise you, just out of curiosity, we
simply had astation owner call, and they gave him titis information ?
Mr. RosLow. No, because calling as astation owner, that would not
surprise me. Ithink he would probably be supporting the chamber
of commerce, the Better Business Bureau. It. is not good.
Mr. Ricumtnsox. Then, basically, any station could find your interviewers, if they desired ?
Mr. RosLow. Yes, under those circumstances, yes. It. is not good.
Mr. RICHARDSON. Would it not be possible, then, to influence interviewing by this method, Doctor, if you found out who the interviewers
were ?
Mr. RosLow. People are people, and subject to all kinds of influences.
Mr. RwitARnsox. Doctor, under your average sample size in the
market, let us take Louisville, Ky. How many homes would it take
to make a rating point, if they were listening to your station, or to a
station?
Mr. RosLow. May Ijust consult some figures Ihave here ?
Mr. RIcitARDSON. This is homes in your sample, of course.
Mr. RosLow. Yes.
It. would take, between four and five homes to yield arating point.
Mr. RICHARDSON. What were you using for asample base in that ?
Mr. RosLow. An actual quarter-hour sample base, the way it worked
out, would have come to somewhere around 400, between 400 and 500.
Mr. RicuAnnsos. Is your sample base actually your sample size'?
Mr. RosLow. In this case the figures I am looking at, I think it
broke down on that basis.
Mr. RicummsoN. If you had at the top of the page of the report,
take Louisville again, sample base 500, would this be the size of your
sample ?
Mr. Rost.ow. That would not be the size of the sample.
Mr. RICHARDSON. What would it be?
Mr. RosLow. That is a case count situation, and that is one of the
problems we ran into with FTC, and we have removed that count in
future reports.
Mr. RICIIARDSON. If you had, let. us say, abase of—
Mr. RosLow. It would be 400. It would take four homes in this
situation.
Mr. RICHARDSON. So, then, if you had a base in Louisville of 500,
how many homes would that be? You have in the Louisville report, if
you have acopy of it—"base: 500 per quarter hour."
Mr. RosLow. The way that sample broke down, it would take 476
homes would be the base for the ratings between 6and 9a.m.; 434 between 9and 1; 434 between 1and 3; 402 between 3and 4.
Mr. RICHARDSON. Why is this different for the different periods?
Mr. RosLow. Remember that we use two day parts, so you had a
different count for 6to 3, and adifferent count for 3to midnight.
Then we had the coincidental, which gave differing numbers.
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Mr. RICHARDSON. Then this would he from your completed interviews?
Mr. RosLow. Yes.
In other words, a rating between 6 and 9 would take 476; and a
rating between 9 and 1 would have been 434. The 500 number is a
case-count number which we project into, in order to unify so that we
can then pull together across a day quickly. We have been charged
with misleading the sample sizes by putting it there, and we have taken
it out.
Mr. RICHARDSON. Would it surprise you, Doctor, that we have had
several broadcasters in these hearings state in their opinion that the
sample size is the 500 that you publish there?
Mr. RosLow. Sample size would be the number of interviews we report in the front of the book.
Mr. RICHARDSON. Doctor, Mrs. Rabe11, as is known, testified here
yesterday, and she gave some information from one of your local
interviewers. This was Mrs. Mae Dutelle, is that correct?
Mr. Rosr.ow. Yes.
Mr. RICHARDSON. Doctor, how many times has Pulse called Mrs.
Mae Dutelle in the last week ?
Mr. RosLow. I think we may have called her once or twice. Iam
not sure.
Mr. RICHARDSON. Would it surprise you that you called her continually for several days, using different people in San Diego and Los
Angeles and from your New York office also?
M r. RosLow. We, have instructed them to try and call her. We
Mr. RICHARDSON. Why did von ask them to call her, even before
Mrs. Rabell testified here yesterday? You may consult with your
attorney, Doctor.
The CHAIRMAN. I do not know why you need to consult with your
attorney about that. Did you call her?
Mr. RosLow. When you asked for the San Diego reports, we tried
to think, now: What has happened in San Diego? In going through
our files, we saw that we had discharged this interviewer. We wondered what had she been up to, if anything. I instructed our field
department, and I suppose they called, Los Angeles being closer to
San Diego. to try and talk to Mrs. Dutelle to find out what was on
her mind, if anything. We did not know. We just had ahunch. We
played ahunch.
The CHAIRMAN. For our information, all we want is the facts.
Mr. Rosww. These are the facts. We called her.
The CHAIRMAN. Let us just see what the facts are. Our staff had
made an investigation. and you were well aware of that ?
Mr. RosLow. In which city, sir ?
The CHAIRMAN. In anumber of cities.
Mr. RosLow. Yes, sir.
The CHAIRMAN. And you were well aware of that ?
Mr. RosLow. Yes, sir.
The CHAIRMAN. San Diego was one of them. And certain people
liad been contacted in San Diego, and you evidently were aware of
that, is that true?
Mr. RosLow. We were aware only because, when you asked, when
your committee asked for the San Diego reports, actually, we are
trying to be helpful to you, sir—
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The CHAIRMAN. I know you are, Doctor. That is the reason Iam
trying to get the facts
Mr. Ronow. If we only knew.
The CHAIRMAN. Wait a minute. Let me ask the question, now.
Mr. Ronow. Yes sir.
The CHAIRMAN. ¡want to be as courteous as Ican.
Mr. RosLow. Yes.
The CHAIRMAN. And Iknow you do, too, and Iappreciate that.
But you knew that, say, in this particular market, in this city, there
had been an investigation ?
Mr. Ronow. Sir , we did not know.
The CHAIRMAN. You did not know ?
Mr. RosLow. We did not know until the committee asked for San
Diego reports, and it then occurred to me—well, what is in San Diego.
We knew we had a bad interviewer , and I instructed our people to
try and find out whether she had been contacted. We knew we had
discharged the supervisor, sir.
outThe
here,
CHAIRMAN.
which is rather
Doctor,important
find
that is not
at the
thispoint
point.I am trying to
You knew that there was aproblem in San Diego that the committee
was going into, because the committee asked you for information
from San Diego, did you not ?
Mr. RosLow. Imade that assumption, sir. Idid not know what the
problem was.
The CHAIRMAN. But you knew the committee asked for information ?
Mr. Ronow. Yes, sir.
The CIIAIRMAN. Regarding San Diego?
Mr. Ronow. Yes, sir.
The CHAIRMAN. Put it that way; you knew that?
Mr. Rosww. Yes sir.
The CHAIRMAN. .
À.nd you knew these hearings were underway?
Mr. Ronow. Yes sir.
The CHAIRMAN. And, yet, last week you directed your people to
contact one of the parties that was to appear here as a witness?
Mr. Ronow. We did not know she was to appear as a witness.
The CHAIRMAN. But you did know that the investigation was underway and the hearings were underway ?
Mr. Rosr,ow. Our only feeling was that, if we could understand what
information you wanted, Iwould come more fully prepared with the
information, sir.
The CrwrprAx. Why didn't you ask us? Why didn't you ask the
committee if that is the case?
Mr. RosLow. Could the committee have asked me?
The CHAIRMAN. Ithink we spent several days with you.
Mr. RosLow. I know, but i
your committee never mentioned San
Diego to me or any problem n San Diego. It didn't ask to see any
San Diego information. I don't mean to argue with you, sir. We
are not motivated in trying to be helpful to you, and if we come in
unprepared, as we have come in several of these questions, we can't
supply the information.
The CHAIRMAN. Motivation is the real subject right now, and the
question now is to develop, as Mr. Richardson is doing, your motivation of going to aparty before she appeared when yoirknew this committee was going to have her.
99-942- 63—pt. 2--29
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Mr. RosLow. We did not know she was going to be here, sir.
The CHAIRMAN. It was a rather strange thing that these hearings
were underway and you were doubling back, trying to seek information, knowing that there was aquestion at this place and going to the
very party that you found out, if you did find out, that was to be a
witness before this committee.
I think that gets into a pretty serious area, on which we would
like to have some explanation.
Mr. RosLow. Sir, I have tried to explain to you that when the
committee asked for San Diego reports, we looked through our records,
trying to find out what there is in San Diego that we could come and
be of some help, and it occurred to me that we had had this episode
with an interviewer whom we fired, and Iinstructed our peope to find
out whether there was anything that was asked of her and what would
we have available to be of help, sir. Ican't answer it any other way
because that is the only thing that is on my mind.
The CHAIRMAN. Go ahead, Mr. Richardson.
Mr. RICHARDSON. Thank you Mr. Chairman. You have aMrs. Ellis
in your New York office, do you not, Dr. Roslow ?
Mr. RosLow. Yes, national field director.
Mr. RICHARDSON. She has contacted Mrs. Dutelle, hasn't she?
Mr. RosLow. Iasked her to.
Mr. RICHARDSON. Your local supervisor in San Diego has contacted
Mrs. Dutelle, hasn't she?
Mr. RosLow. Idon't know whether she has or not.
Mr. RICHARDSON. Mrs. Terry, in Los Angeles, has also—
Mr. RosLow. Idon't know which of these people have gotten through
to her.
Mr. RICHARDSON. Each time they tried to find out what she told
the subcommittee. Hasn't that been the question ?
Mr. RosLow. We wanted to know if you had been—we didn't. even
know you had been in touch with her. We tried to find out if you
had—what is it you wanted and we would come with our material
to be of any help.
Mr. RICIIARDSON. You also contacted Mrs. Hoveland, your former
supervisor there, did you not?
Mr. RosLow. Mrs. iloveland ?
Mr. RICHARDSON. Yes, her name at one time was Goy. She remarried.
Mr. Rosbow. Ido not know that name.
Mr. RICHARDSON. Did you not also contact Mrs. Zackert to find
ont what she had told us ?
Mr. Rosuow. Idon't know that name.
Mr. RICHARDSON. Did you not in fact after we visited San Diego
last spring fire your supervisor and all interviewers in the San Diego
market?
Mr. RosLow. If we did, it had nothing to do with your visit, sir.
Mr. RICHARDSON. Would it surprise you that Mrs. Hoveland—we
have a sworn statement of hers, that says you fired her and all of
the interviewers right after we visited ?
Mr. RosLow. It would have nothing to do with your visit, I assure
vou. We had anumber of problems with Mrs. Goy. We know that
Mrs. Goy had some heart condition, Idon't know what it was.
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Mr. RicHminsox. Ithought you didn't even know who she was a
moment ago ?
Mr. RosLow. Hoveland, Idon't know that name. Iknow the name
Goy.
Mr. RicuARDsori. She has been Mrs. Hoveland for several years.
Mr. RosLow. Iwouldn't know that because all of the records, the
correspondence would have been Goy. We know she had a heart
condition of some sort. At least, that was brought to our attention.
Iwon't say we were concerned for her health, but we just felt that
she couldn't carry the work and couldn't do the work, and the record
of performance indicated that perhaps she wasn't doing the job.
Mr. RICHARDSON. Did all the rest of these interviewers have heart
conditions also ?
Mr. RosLow. Idon't know. Ican assure you, sir, it had nothing to
do with your visit. This surprises me, this truly surprises me, this
coincidence.
Mr. RICHARDSON. Excuse me, Doctor. You said that Mrs. Dutelle
did not do satisfactory work for you, is that correct? Well, then,
why in the last few days have you offered her additional work and
only last night, you offered to make her supervisor in the San Diego
market, at least, one of your employees did? I ask you to find out
that information and supply it to the subcommittee.
Mr. RosLow. Iknow nothing about that. Iwould be inclined to
doubt it. Iwill check into that.
Mr. RICHARDSON. How many years did Mrs. Dutelle work for you,
Doctor ?
Mr. RosLow. Iam not sure, but Iwould say several.
Mr. RICHARDSON. Didn't she work for you 8years?
Mr. RosLow. I don't know those facts.
Mr. RICHARDSON. How many years did these other interviewers that
were fired last spring work for you, Doctor ?
Mr. RosLow. Idon't know those facts.
Mr. RICHARDSON. How many of the interviewers in Louisville other
than Mrs. Newkirk have you contacted about what we tried to find out
there, Doctor?
Mr. RosLow. Idon't think any. Idon't know. Ishould explain to
this committee that when this committee first visted Mrs. Newkirk,
she called us before she saw you and we told her to go ahead and cooperate fully with you and tell you exactly what it is that she does.
Mr. RICHARDSON. Have you seen the copy of the statement she submitted to the committee.
Mr. RosLow. No; we have not.
Mr. RICHARDSON. Has she called you recently, Doctor?
Mr. RosLow. Has she called us?
Mr. RICHARDSON. Anyone at your office ?
Mr. RosLow. Iam not sure. She might have.
Mr. RICHARDSON. Would you check and find out for the record,
Doctor ?
Mr. Ronow. Yes.
Mr. RICHARDSON. Doctor, in relation to the information supplied
here, at least through Mrs. Rabell, Mrs. Dutelle stated she went time
and time again, month after month, to atown named Alpine, where
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500 persons lived and she had to do 120 interviews in that town and
that she quite often had to go out in the country to do these interviews.
This was the testimony yesterday. That is not avery good execution of asample, is it, Doctor ?
Mr. RosLow. If we selected the sample that way, it would look
rather strange. Iam not so sure that we did.
Mr. RICHARDSON. Did you, Doctor ?
Mr. RosLow. I am not so sure that Alpine fell in the sample every
time the way she has said.
Mr. RICHARDSON. If she said she had to do 120 interviews in Alpine,
and it was atown of 500 people, that is alot of interviews to do in one
area, isn't it?
Mr. RosLow. If Iexplain the way our sampling design fell out, if
Alpine fell in the sampling and we assigned 2or 3clays of interviewing in that area, it could amount to 100 interviews. It would then be
up to her if she was doing her job adequately to report back to her
supervisor, "Look, you sent me to an area where Ican't interview," and
we have arranged asubstitution, because we don't do aprenumeration,
so we don't know in advance precisely what would fall in these towns.
Mr. RICHARDSON. Did not Mrs. Hoveland on many occasions advise you of this fact and other facts such as the town of Jactunba, and
the other towns mentioned in the testimony, about the fact that there
was too much interviewing done in those towns?
Mr. RosLow. Iam not aware of that.
Mr. RICHARDSON. Did she not prepare amap of San Diego and sit
down and color out the block areas and send it to you and tell you
that you were, time and time again, sending them back to the same
business blocks to survey and the women couldn't find any people
there to interview ?
Mr. RosLow. Iwill have to check on that.
Mr. RICHARDSON. Would you check your records and see if you
didn't have such correspondence?
Mr. RosLow. We have no memory of it. It may be. We will
check. Is there adate on that ?
Mr. RICHARDSON. Ican't testify, Doctor.
Mr. RosLow. But you have been reading statements into the record.
Don't you have adate' on it? It will help us to find it.
Mr. RICHARDSON. Doctor, we visited with Mrs. Hoveland and all
these other women in April of 1962. Those were the statements made to
the committee at that time. These persons were employees of Pulse
with one exception. Mrs. Dutelle was an employee of Pulse; Mrs.
Hoveland or Goy was an employee of Pulse, is that correct?
Mr. RosLow. We were on a contractual relationship. They were
performing work for Pulse but they were really Mrs. Goy's—well,
Iwould assume they were Mrs. Goy's employees. We paid her in full.
Mr. RICHARDSON. Thereby, you are not responsible for the interviewers, but only the supervisors ?
Mr. RosLow. I don't mean to get off the hook by saying no. We
were trying to do ajob and if we were wrong, we were wrong.
Mr. IticimansoN. At least it would appear, that she sent you information continually pointing out where you were going back to
these same areas and you still sent her and all of her interviewers
back to these same areas in your sample diagram.
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Mr. RosLow. We will have to check on that.
Mr. Ric' iminsox. Please do.
Mr. RosLow. We will and we will let you know.
Mr. RICHARDSON. Now, Mrs. Rabe11 testified here yesterday that according to your man, Mr. Kline—you do have aman by that name,
Alan Kline, who works for you, do you not, Dr. Roslow ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. ISPulse, Pacific, asubsidiary of Pulse, Inc.?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Now, according to her testimony yesterday, both
you and Mr. Kline had told her and Mr. Rabell time and again that
their station was a high-rated FM station, and that it did have an
audience. She further testified that only after they agreed to subscribe were they listed and that they were listed in only two reports to which they subscribed, and then immediately they were no
longer listed. You were asked to bring the reports for San Diego, is
that correct, Doctor ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Do you have those reports with you ?
Mr. RosLow. Yes, sir, Ido.
Mr. RicHminsoN. Would you present them to Mr. Sparger for
him to check and see whether or not this is atrue statement?
Mr. Ronow. It is true.
Mr. Riciwinsos. It is true ?
Mr. Ronow. It is true.
Mr. RICHARDSON. That they were listed only when they paid ?
Mr. RosLow. That is correct.
Mr. RICHARDSON. Thank you, Doctor.
Mr. RosLow. Iexplained earlier that there is aminimum level of
performance, and their shares were so low that we would not list them
or any other stations.
Mr. RICHARDSON. But they were listed ahead of the time they subscribed, Doctor, when they had the same listing according to Mr.
Kline.
Mr. RosLow. They had 2percent shares. We would not list astation with 2percent shares.
Mr. RICHARDSON. Why did you list them when they bought the
thing? You didn't change the report any, did you ?
Mr. RosLow. They asked, they requested, and I explained that in
my statement that we list stations if they subscribe' regardless of what
the level is, so long as they wish to be listed and to subscribe.
Mr. RICHARDSON. So if Iam alow-rated station and have been hieluded in miscellaneous, all Ineed to do is pay and you will list me?
Mr. RosLow. Otherwise, we wouldn't, regardless of what kind of
station you are. In other words, if you didn't have a4or 5percent
share, we would not list you.
Mr. RICHARDSON. Then in your reports in many cases, to be listed,
one must subscribe. They are based on subscription, is that correct,
Doctor ?
Mr. RosLow. Not in many cases. Iwould say, in cases of low-rated
stations.
Mr. RICHARDSON. Do you not have reports wherein you will either
list or not list astation, Doctor?
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Mr. RosLow. I just said so. If it was a4 or 5percent share, and
depending on how many stations there are in the market—let me explain it, if Imay ?
May Itake aminute to explain this?
Mr. RICHARDSON. Certainly.
Mr. RosLow. Generally, we do not list astation that does not achieve
a4- or 5-percent share or about a1-percent rating consistently through
the survey. We will list such a st
ati on if th e station comes to us
and says, "I want to subscribe and I want to be listed regardless of
my level of audience."
Now, depending on the market, if you have amarket with only a
few stations, we might list such alower rated station, because if there
are only three or four stations in a market, there is a good chance
that they could be helped, not hurt, by being listed with this low
audience. If you have got a dozen or 15 stations i
n a mark
et an d
you have got a' 2percent share station, listing them in the report isn't
going to help them saleswise.
Mr. RicriAnnsorr. What if you have 30 stations in the market, Doctor, and each station has a 3 percent share? You don't list any of
them ?
Mr. RosLow. Ihaven't finished my statement, sir.
Mr. RICHARDSON. Excuse me.
Mr. RosLow. Historically, a station may be declining in audience,
and we might still show it where it came down to a 4-, or a 3-, or a
2-percent share. We might rate several reports before we finally
took it out and put it in miscellaneous. Or we might have the reverse
historically, we might have astation that was down in miscellaneous,
with a2- or 3- percent share, and it started growing in audience, and
we might wait areport or two while it had a5or 6before we decided
now we have got to put this station into the book, whether they subscribed or not.
Iam ready for your question, sir.
Mr. RICHARDSON. Mr. Sparger, would you show acopy of this correspondence to Mr. Sternberg? Mr. Sternberg, Mr. Sparger is giving
you acopy of aletter written on August 29, 1961, to aBoyd Lawlor,
general manager, station WAIT radio, Chicago, Ill. Would you
identify this letter and read it for the record ?
Mr. Sternberg ( reading) :
DEAR BoyD: I certainly appreciate your visiting our Chicago office while I
was in town.
I certainly hope that we will have the opportunity to service your station
with our Pulse radio research and that we be given the opportunity to include
station WAIT in our reports.
As we discussed, the cost of subscribing to our regular radio reports would
run $233.33 per month on an annual subscription basis.
Howevm, before I would accept subscription to these reports, I would have
to have at least 30 percent of the money that is owed us for past studies conducted for the station.
I certainly hope that I will hear from you regarding your participation in
our future studies.

Signed by myself.
Mr. RICHARDSON. Mr. Sternberg, Mr. Sparger will now give you
a copy of a letter dated January 18, 1962, addressed to you as director of sales, Pulse, Inc., 730 Fifth Avenue, New York 19, N.Y. This
is from Robert O. Miller, managing director, station WAIT. Would
you identify the letter and see whether or not you
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Mr. STERNBERG. Shall Iread it ?
Mr. RicilARDSON. Can you identify the letter ?
Mr. STERNBERI:. 0h, yes.
Mr. Riclimuises. Would you read it for the record ?
Mr. Sternberg ( reading) :
DEAR Ma. STERNBERG: Enclosed you will find our check in the amount of
$512.05, which is based on your letter of August 29, 1961.
I believe this, then, will be the necessary preliminary step to our future
participation in Pulse Chicago studies.
Thank you for your cooperation, and we look forward to hearing from you.
Cordially,
RADIO STATION WAIT,
ROBERT O.M ILLER, Managing Director.

Mr. RICHARDSON. Now, Mr. Sparger will hand you a letter dated
January 25, 1962, addressed to Robert O. Miller, WAIT, Chicago, Ill.
Would you identify that letter?
M T. STERNBERG. Yes.
(The letter follows:)
DEAR Ma. M ILLER: Thank you for your letter dated January 18 and the enclosed
check which was based on my letter of August 29 to Mr. Lawlor, who was then
affiliated with the station.
I certainly would welcome the opportunity to service your station with our
regular Chicago radio audience measurement studies.
As I stated in my correspondence of August 29, the cost for your station's
subscription to our monthly Chicago studies would run $233.33 per month on
an annual subscription basis.
If you are agreeable to this proposal, I would then start listing your station
in our reports, beginning with the January study.
If you accept this proposal, it is our normal policy to receive the original copy
of this agreement that I have enclosed, with your signature, and the duplicate
copy will be for your files.
Please let me hear from you regarding your further interest in participating
in our Chicago metropolitan area studies, at your earliest opportunity.
(Carbon to their representative.)

Mr. RosLow. Is that $2.33 ?
Mr. STERNBERG. No, sir, $233.33 per month.
Mr. RICHARDSON. Basically, this station owed you a bill and you
wouldn't list them until they paid that bill and when they paid you,
you started listing them in your report; is that correct ?
Mr. STERNBERG. If Irecall, and this is going back, Iguess, 2years,
Imade avisit to the Chicago market and when Ido make these periodic
visits, Iwould visit with all the stations and the listing agencies. Of
course, Iwould like to get as many stations subsribing to our service
as possible. At that time, I do not recall prior to that visit or prior
to his subscription whether he was listed or he was not listed. I
would have to check my library for that information.
Mr. RICHARDSON. But anyway, according to your letter which you
wrote him:
If you are agreeable to this proposal—

nother words, paying the back money—
Iwould then start listing your station in our reports
i

beginning with the January

study.

This simply means then—if you pay, you get listed, if you don't
pay, you don't get listed; is that correct?
Mr. STERNBERG. Well, sir, let me just say this. As Dr. Roslow stated,
we will list a station in the report no matter what their share of
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audience is. However, if they do not meet the standards for reporting,
and they do not subscribe, they are not listed.
Mr. RICHARDSON. Do you have the Chicago reports with you?
Mr. STERNBERG. Yes, sir.
Mr. RICHARDSON. Would you give them to Mr. Sparger?
M T. STERNBERG. Yes, sir.
The CHAIRMAN. Ithink probably we will have to adjourn.
Mr. RICHARDSON. I think this is a good place to adjourn, Mr.
Chairman.
The CHAIRMAN. Obviously, we cannot conclude with your presentation today, Doctor, so the committee will adjourn until 10 o'clock in
the morning.
(Whereupon, at 4:30 p.m., the committee recessed until 10 a.m.,
Wednesday, March 20, 1963.)
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WEDNESDAY, MARCH 20,

1963

HOUSE OF REPRESENTATIVES,
SPECIAL SUBCOMMITTEE ON INVESTIGATIONS
OF THE COMMITTEE ON INTERSTATE AND FOREIGN COMMERCE,
Washington, D.C.
The special subcommittee met, pursuant to recess, at 10: 05 a.m., in
room 1334, Longworth House Office Building, Hon. Oren Harris
(chairman of the subcommittee) presiding.
The CHAIRMAN. The committee will come to order.
Mr. Richardson, you may proceed.
Mr. RICHARDSON. Thank you, Mr. Chairman.
TESTIMONY OF SYDNEY ROSLOW, PRESIDENT, THE PULSE, INC.;
ACCOMPANIED BY HARRY M. PLOTKIN, ATTORNEY AT LAW—
Resumed
Mr. RICHARDSON. Dr. Roslow, did you find out whether or not you
had mailed the letter in question yesterday to KOLD in Tucson, Ariz. ?
Was that your letter ?
Mr. Rosww. Yes.
Mr. RICHARDSON. Then the letter we were referring to yesterday was
aletter sent to KOLD by Pulse, Inc. ?
Mr. RosLow. Yes.
Mr. RICHARDSON. Doctor Roslow, at the close of the testimony yesterday, we were discussing Station WAIT in Chicago. A letter had
just been read into the record, wherein it stated "as soon as you pay
these back payments, you will be listed in the report." This was a
letter to Mr. Sternberg, is this not correct ?
Mr. Ronow. That is correct.
Mr. RICHARDSON. Doctor Roslow, Mr. Sparger will give you the
reports for Chicago. Is it not true that prior to this time in this
market, WAIT was not listed and immediately upon payment of the
back money, they were listed in the report? That would be the January report, as stated in the letter by Mr. Sternberg.
Mr. Ronow. Sir, that is true, but may Iexplain that WAIT was
listed in our report for January 1958 to August 1959, when they were
not asubscriber and when they had low shares, because they had been
asubscriber.
Mr. RICHARDSON. Doctor Roslow, we didn't say you took them out
because they hadn't paid the money, but the testimony yesterday was
quite clear, " when you pay this money, you will be listed," and they
were listed?
871
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Mr. Ronow. They were listed for a year and a half when they
were not asubscriber with shares below the minimum level.
Mr. RICHARDSON. Would you furnish us all correspondence of
WAIT, Doctor Roslow ?
Mr. Ronow. Yes, we will.
Mr. RICHARDSON. Doctor Roslow, we hand you acopy of aletter the
committee has. Would_ you state what it is?
Mr. RosLow. Yes. This is our total billing for 1962 in broadcast,
local television, network television, network radio.
Mr. RICHARDSON. Thank you, Doctor Roslow.
Doctor Roslow, yesterday you testified that since your sample was
not a probability sample, one could not compute sampling error in
the usual manner and you admitted certainly,that your ratings were
subject to sampling error. Is that not correct?
Mr. RosLow. Yes.
Mr. RICHARDSON. In fact, you did advise that the re li abili ty of
Pulse ratings could be established only by judgment and personal
evaluation by one familiar with the market and by establishing trends
over aperiod of time; is that correct ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. How would an advertiser or an advertising agency
in adecision between two stations for advertising purposes make use
of these ratings in making achoice between two stations in the same
locality or actually even in different localities ?
Mr. Ronow. This is aproblem that the time buyer faces. Ibelieve
the situation, as Iunderstand it, is something like this:
Stations or astation manager or their salesmen come to an advertising agency to the time buyer with their material about their station.
They present their promotional material, their programing structure,
their facility, power, frequency, studios, tower, pattern, testimonials
from other advertisers--in other words, they are trying to put forth
their best effort as to why the advertising agency should be on this
station.
Now, along with this, they may or may not have asurvey, which is
another bit of information to document what they are trying to sell.
Mr. RICHARDSON. Excuse me for interrupting, but we have already heard from atime buyer so we are aware of what they do.
Mr. RosLow. Well, then, the ratings are used in conjunction along
with such information, Iwould believe.
Now, if the ratings are close, then surely they must rely on as much
of this inforniation as possible. If there are differences and the way
radio is bought, it is largely bought in terms of the broad shares.
They don't buy today the specific periods so much.
Mr. RICHARDSON. Would you say that Leo Burnett was completely
wrong when they ordered by acertain number of gross rating points ?
This is the information that came before us in the testimony of the
time buyer.
Mr. RosLow. No, because what they buy is atotal circulation across
the station and these spots are distributed throughout the broadcast
day.
Mr. RICHARDSON. Excuse me again, but Mr. Sylvester Weaver from
McCann-Erickson testified and he said when it comes to buying spot
time in radio and television, it is all slide rule.
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Mr. Ronow. If they are going to base it precisely on the decimal
point, they are not taking into consideration the other important
factors; yes, sir.
Mr. Rum LARDsoN. In anews article recently in Broadcasting it was
announced that one of the largest advertising agencies in the country,
Batten, Barton, Durstine & Osborne, popularly known as B.B.D. & O.,
was feeding Pulse ratings into acomputer to be used as the optimum
basis for selection of programing. Is this not true?
Mr. Ronow. Iwould not know.
Mr. RICHARDSON. Are they asubscriber of yours ?
Mr. RosLow. They are asubscriber, but Iwould not know how they
are making use of the information.
Mr. IliciiAnnsox. Didn't B.B.D. & O. tell you this was the reason
they were purchasing your qualitative data ?
Mr. Rosiow. They designed a qualitative project which we then
executed. They permitted us to make it available to others. They
are using the material somehow.
Mr. IticimiinsoN. Do you think acomputer can exercise the kind of
personal judgment evaluation you stated is required to use Pulse's
ratings ?
Mr. RosLow. I am instructed that the man at B.B.D. & O. with
whom we negotiated this project has informed us that they are not
putting this material into the computer but they are permitting the
time buyers to use it in their judgment.
Mr. RiciiAnnsoN. Whether or not they are putting it into computers, if they are permitting their time buyers to use it in their judgment policies, the different demographic breakouts in your qualitative data as you call it come from this total sample?
Mr. RosLow. That is correct.
Mr. RICHARDSON. And they become very small; these breakouts?
Mr. RosLow. They must become smaller, but please bear in mind,
we are doing it by broad periods, because we know this problem.
Mr. RICHARDSON. But if you get a sample of 400 and you break
it down by the many and various qualitative areas you do bring it
down into, the sample gets awful small, doesn't it?
Mr. Ronow. Let's not say awful.
Mr. RICHARDSON. Extremely small.
Mr. Ronow. No; let's not say extremely small, because in terms
of case counts, it is not getting that small.
Mr. RICHARDSON. IS10 asmall sample, or large ?
What would be asmall sample in your opinion ?
Mr. Rosiow. May Iconsult?
Mr. RICHARDSON. Yes.
Mr. RosLow. I am informed that the way our data was broken
down on the kind of sample size you are discussing, the smallest breakdown characteristic might get as low as 20. This would be on the
unskilled classification in a particular situation. This would be
small, sir.
Mr. RICHARDSON. Let's say we have a sample of 20 in a market
of any size, the ones you go into, and there are 10, 12, or 15 radio
stations. It is apretty small sample, isn't it ?
Mr. Ronow. Well, you see, you are forcing me to agree with the
concept that you have, but the data is not processed in the concept
you have in mind.
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Mr. RICHARDSON. It is used by time buyers, though ?
Mr. RosLow. Yes; it is used by time buyers.
Mr. RICHARDSON. And they make judgments from it ?
Mr. RosLow. Isuppose they do.
Mr. RICHARDSON. You don't supply statistical variance charts for
these buyers in your—
Mr. Ronow. May Icomment on statistical variance, since you raise
that question?
Mr. RICHARDSON. Yes, you may.
Mr. RosLow. The concept of the standard error has come up into
these discussions, and yet none of the samples is aprobability sample
and the errors, the formulas, are not truly applicable.
Mr. RICHARDSON. Aren't they greater?
Mr. RosLow. They are greater, but Iwould like to read to you from
the Journal of Marketing an article by Thomas T. Semon.
Mr. RICHARDSON. Would you explain his expertise, if you are going
to use him as an expert?
Mr. RosLow. Thomas T. Semon, group chairman, research consultant on the staff of Stewart, Douglass, & Associates; vice chairman,
marketing research technique committee; Reuben Cohen, chief statistician, Opinion Research Corporation; Samuel B. Richmond, associate professor of economics and statistics, Graduate School of Business,
Columbia; J. Stevens Stock, JSS Research Co.
Mr. RicnAnnsoisr. Dr. Arkin says we will accept their qualifications.
Mr. RosLow. He says here—
How much risk is allowable in findings? Traditionally a tolerance of two
standard deviations has been steeped in marketing research. That is translated
into a pretty high degree of certainty. It is doubtful that much in the way of
business venture would be undertaken if odds of 19 to 1 were demanded before
proceeding.
A less stringent criterion might be practical in many cases.

So Idon't disagree with you on the variance concept. It is amatter
of judgment as to what do we do in the practical situation, sir.
Mr. RICHARDSON. We won't get into a discussion of how these are
used. We have already had that on the record.
Though, basically, a sample of 20 with the various breakouts is
rather small, is it not ?
Mr. Ronow. Ido agree, yes.
Mr. RICHARDSON. Would not the statistical variance using even a
one sigma be fairly large ?
Mr. RosLow. In one sample of 20, yes.
Mr. RicuAnnsorr. And using one sigma would give the proper result
in 68 out of every 100 times. That would be a calculated guess and
this would bring it down to where aguess would be better than—
Mr. Ronow. No; it is better than 50-50. Anything that is better
than 50-50 should help.
Mr. RICHARDSON. Do you publish the sample sizes for each one of
these breakouts, Doctor, or do you just leave this to the imagination of
the user ?
Mr. RosLow. The sample size in total is reported. In the first few
books that came out they were omitted, but sample size was the same
as sample size in the rep
. ort from which it carne.
In subsequent reports, we did include the sample size.

BROADCAST

RATINGS

875

Mr. RICHARDSON. You include the total, but like Trendex, with Mr.
Hynes last week—you don't explain just how small the sample size
is for the breakout, do you ?
So no one can know it, can they ?
Mr. RosLow. May Iconsult on that ?
Please understand that our sample size is not amatter of six cases.
We do not publish it; we can't. If it is requested, we will publish the
sample sizes in the reports.
Mr. RICHARDSON. But you would admit these people use these reports for judgment decisions, and the only sample size they have is
the total sample size and none of the more minute sample sizes are
listed, which is the material they are using ?
Mr. RosLow. The visions are broad. These are no more than four
or five categories. Occupation, only four categories; size of family,
three categories.
Mr. RicuAnnsox. It could not be of much value, could it?
Mr. RosLow. It would be better than nothing, sir, but again Isubmit you must use judgment.
Mr. RICHARDSON. Of course, we will have Dr. Arkin give his opinion
on that at a later time, whether asample of 20 broken down is better
han nothing on an educated guess.
Again, in your current reports, are you not producing your data
only on a30-minute basis ?
Mr. RosLow. You means the detail in the report ?
NIr. RICHARDSON. The detailed data.
RosLow. In the larger markets, we are averaging the 2quarter
hours together and it comes out as an average quarter hour of the
half hour. Ithink that is what you have in mind. In the Monday—
Friday.
Mr. llic imiesoN. Yes.
Mr. Rosww. In some of the smaller markets, we are producing them
by hourly averages. Then on Saturdays and Sundays, we are roduc ing them by broader periods, by 3-hour periods. We have just instituted that change.
Mr. Ricuminsort. Doctor, you use the paired coincidental where you
ask aperson, if you find him at home, what he is listening to now and
what he listened to 15 minutes ago ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. If you are producing this on a 30-minute basis,
this home is going to report twice on the same 30 minutes?
Mr. RosLow. On the roster method, that is true also. The same
home is reporting for abroad period.
Mr. RICHARDSON. But you only ask each home one time for any
breakout. You don't ask him twice the listening for this period, do
you ?
Mr. RosLow. In the roster method. We are asking him for an entire period.
Mr. Ricunansox. I realize that. But in your coincidental, you
ask him what he listened to now and what he listened to 15 minutes
ago.
Mr. RosLow. But, sir, in the roster reconstruction method, the technique is the same. We ask him: "What did you listen to through a
period of several quarter hours?"
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Mr. RICHARDSON. That actually makes it much worse, then, throughout the day, doesn't it ?
Mr. RosLow. If you wish to consider it that way.
Mr. RICHARDSON. We will also have Dr. Arkin testify to that.
Mr. Roslow, radio station KITT was discussed in your testimony
some yesterday. I would like to read from page 1770 of the record,
the testimony of Mrs. Rabell. She was speaking of the problem that
her company had had with you in San Diego, and she starts out by
quoting you:
"Doctor Roslow said: ' Yes, you will be back in it' ", in talking about
your regular report.
Then she says:
But we never were. I have a letter here in 1961 from Alan Kline stating
we were to be put back in the listings of the regular Pulse. We never were.
We kept saying, " We'll buy what we can," but an FM station cannot afford to
pay the full Pulse rate, which in San Diego is $600 a survey for four surveys
ayear. We can't pay for it.
We have in our possession a letter from Dr. Roslow as early as September 1958,
stating, " It may be profitable to keep a continuing record of your quarter-hour
ratings for each report, with the possibility that we can list you in the regular
rating report if and when you reach a sufficiently high level to Justify this inclusion."
The letter from Alan Kline in May of 1961 said, "As per our recent discussion.
KITT—FM will be listed on the share page of all future San Diego reports providing it reaches our minimum requirements for reporting. Unless there has
been a dramatic change in your audience size, this can be no problem."

Now, she quoted that from a letter from Mr. Kline. It is pretty
obvious that, at least in 1961, you were going to put them back in the
regular report and yet you never did. Is that not correct?
Mr. Ronow. No; that is not obvious, sir. Alan Kline—this was
prior to our decision in September or October, where we decided not
to process any FM at all in the report. We had offered to the Rabells—
and they liad been instrumental in establishing--aseparate FM service which they could afford, or at least it was priced so low that we
thought FM stations could afford this research.
Mr. RICHARDSON. Doctor, you. did several special studies for KITT.
They were not aware, and it would appear no one was aware until
the Federal Trade order came out that you weren't going to list FM.
Because your report said radio, and didn't say FM until the Federal
Trade report of this year; is that correct ?
Mr. Ronow. No; that is not correct; because when we eliminated
FM, the statement went into record for October 1961.
Mr. RICHARDSON. Would you show us the report for October 1961?
Mr. RosLow. If you have the last report for San Diego in 1961, I
believe Isubmitted those yesterday, and you have them, sir.
Mr. RICHARDSON. We will check this, Doctor.
When you went into amarket when you were doing television and
it had al'U" station and two "V" stations, did you refuse to report
the "U" station ?
Mr. Rosr.ow. My memory is not clear on that. We did so little television when the "U's" came on, by that time we were practically out
of the picture, but Iam not sure. I have no memory on that. We
would have to search our library for that.
Mr. RICHARDSON. Would von say that FM is radio ?
Mr. Rosr.ow. So is television radio.

BROADCAST

RATINGS

877

Mr. RICHARDSON. UHF is television ?
Mr. RosLow. Ithink it is all radio.
Mr. RICHARDSON. All right.
Doctor, if you weren't going to list these FM stations, why did you
write and ask them for their program logs ? We have many copies of
letters where you have written and asked them for program logs.
Mr. RosLow. That is correct; because up until the decision to take
them out completely, there were requests, occasional requests, as
Rabell had ordered, to do abreakout. So we put the FM in astation
in asituation like that on our roster. In doing the circulation studies,
we carried the FM station on the roster.
When we offered this new service, we put the FM stations on the
roster.
Mr. RICHARDSON. Doctor, we ask you to supply these interviewing
sheets or roster sheets of San Diego for that period.
Can you supply them ?
Mr. RosLow. Ican't supply them. Ihave the last one.
Mr. RICHARDSON. That is not what we are interested in.
Would it surprise you that your supervisor in San Diego, Mrs.
Hovland, and every interviewer we talked to there said no program
listings had ever been on any roster recall in San Diego for any FM
station whatsoever? This was even when you sold reports to KITT?
Mr. Rosi,ow. Iwould feel reasonably sure that the FM stations were
i
st ed—
Mr. RICIIARDSON. Would you try to supply that information for the
subcommittee ?
Mr. RosLow. Iknow we do not have the roster, but no special roster
was made for FM. The FM stations were listed along with the AM
stations on the roster.
Mr. RICHARDSON. Doctor, you testified yesterday that they were
down at the bottom.
Mr. RosLow. This is where we are not doing any FM research as
such, but when we instituted this service, where we ran such asurvey,
the FM stations would be listed along with the AM stations.
Mr. RICIIARDSON. Then all of your interviewers and your supervisor
in San Diego are wrong but you are right and you don't have any
rosters to prove it?
Mr. RosLow. I am not saying they are wrong. I am saying they
must be mistaken. We have no rosters of that period to prove it.
We didn't save them; we had no reason to save them. We produce
new rosters every time we do the survey.
Mr. RICHARDSON. It is strange that none of these women can ever
remember any FM stations being placed on the recall roster charts
isn't it? They have been interviewing for you for many years.
Mr. RosLow. I wouldn't know about that. All I can say is if we
did the surveys, we would put the FM stations on the roster'.
Mr. RICHARDSON. Doctor, adiscussion came up the day before yesterday and we had awitness from Lawton, Okla. Thequestion came
up as.to the sample execution for that market. Would you check your
records and supply to the committee a copy of the sample execution
and all data and the interviewing questionnaires for this report in
Lawton, Okla.?
Mr. RosLow. What is the period of that survey ?
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Mr. RICHARDSON. It was September. You have only made one
there, according to your testimony, in several years. It was September of 1962.
Mr. RosLow. We will supply what we have available, sir.
(EnrroRIAL NOTE.—A copy of the areas surveyed was supplied by
pulse. However, no actual field data ( questionnaires) were sent.)
Mr. RICHARDSON. Thank you, Doctor.
How soon do you destroy your interviewing sheets, Doctor? You
have said you have already destroyed them for the NovemberDecember—
Mr. ROSLOW. We do not keep them for more than a few months.
If the report is issued, if we get any questions of errors, we can
check them through. Two or three months go by and the material
keeps accumulating
Mr. Rfemumsox. Then it would have been impossible for us to
check the complete Miami situation and it would be impossible for any
subscriber, just ashort time after your report comes out, to find out
whether or not the interviewing was as you said ?
Mr. RosLow. No; within 2 or 3 months; it is definitely possible.
Mr. RICHARDSON. Well, Doctor, it is 2 months before * on get your
reports out after you have done the interviewing, isn't it ?
Mr. Ronow. We still have the questionnaires. We had the Miami
questionnaires in February when Iwas able to pull out these questionnaires in the seven troublesome communities.
Mr. RICHARDSON. Then since this was in question, you immediately
destroyed the others ?
Mr. Ronow. No; Idid not immediately destroy them. They went
back on the shelves. By now I assume they are not there, because
the February-March interviewing has been arriving. This is simply
the process our tabulating unit is employing.
Mr. RICHARDSON. Doctor, you ran an ad on the back page of Broadcasting magazine for the February 25, 1963, i
ssue, is that corre ct?
Mr. Rosi.'ow. Yes.
Mr. RICHARDSON. On this, you state " Suddenly everybody is finding
the out-of-home audience we never lost."
You go ahead to explain that you are very proud of this fact, do
you not, Doctor?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Among other things, this ad stated: "In 1963 suddenly press, air, and mail are filled with gurgles of discovery. Radio
is undervalued. Why doesn't somebody measure the "out of home"
audience? Let's try to attach a device to transistor radios. It is
enough to invoke an immodest ad like this one."
Is that not part of the ad, Doctor ?
Mr. RosLow. Yes.
Mr. RICHARDSON. Dr. Roslow, after our request for them in the
middle of January, and your statement that you couldn't. supply them
to us immediately, i
n M arc hl
as tyear, you suppl i
ed us the interviewing
sheets for November 1961, Louisville, Ky., for both the regular and the
Negro survey; is that correct ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Doctor, it has been the understanding of the subcommittee from testimony presented here in the past and from copies
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of surveys which have been shown to members of the committee by
Sindlinger and other groups that "out of home" listening is aconsiderable amount of total radio listening. Is that your opinion?
Mr. RosLow. I would estimate it could range from 10 to 40 percent of the " in home" audience, depending on market, time of day, station, depending on the technique or method used in collecting the
audience.
Mr. RICHARDSON. Well, Doctor, after your ad, we went back and retabulated all of your "out of home" listening as apercentage of total
listening.
We have these sheets here. Would it surprise you to discover that
in your regular radio report for November in Louisville—we have
tabulated this three separate times—that you had only 5.3 percent of
your listening as "out of home" listening?
Mr. RosLow. It. would be low, but of course the Louisville interviewing is not geared for obtaining the optinium "out of home" since that
roster break, Ibelieve, is at 3o'clock or 4o'clock. In the larger markets, where we do the "out of home" interviewing after 6 o'clock, I
think we would have asubstantially higher level.
Mr. RICHARDSON. Doctor, you say this is available on this great
qualitative basis—in how many markets does it say on that ad?
Mr. RosLow. We do " out ofhome " i
n every market we survey.
Mr. RICHARDSON. W0111(1 it surprise yon to find th ati
n the Ne'gro
survey for Louisville, only LT percent of all listening was "oat of
home" listening ?
Mr. RosLow. Well, it is low.
Mr. RICHARDSON. It is very low?
Mr. RosLow. Yes, it is.
Mr. IticuAansoN. A very immodest ad in relation to this great 1.7
percent, wasn't it ?
Mr. Rosww. This is one market, sir.
Mr. RICHARDSON. Unfortunately, we don't have time to tabulate all
of your interviewing sheets, Doctor.
If, according to these other people, the fact is that "out of home"
listening does comprise about half of the total listening in radio, then
this was not avery good survey of "out of home" listening, was it ?
Mr. Ronow. Well. I don't think we should apply the claims of
others to this survey, sir.
Mr. IlicHARnsox. Well, apply your averages, then, for March.
Mr. RosLow. Well, it is low. Ithink we should find amuch higher
level than that.
Mr. RICHARDSON. Ithink you stated you should, too, Doctor.
Mr. RosLow. It is low, yes.
Mr. RienARnsox. Then as far as this one survey is concerned, this
ad is sort of false and misleading, isn't it ?
Mr. RosLow. No; Ido not believe so.
Mr. RICHARDSON. This ad further states:
What we do want you to know is that Pulse regularly measures out of home
in 266 markets and reports the data to more than 1,000 agencies, advertisers, and
stations.

Mr. Ronow. There is nothing untrue in that statement, sir.
Mr. RICHARDSON. Ithink it will be interesting to note that it reaches
as high as 5 percent in the information we have tabulated. Ithink
the public will be glad to know that, don't you, Doctor?
99-942-63—pt. 2-30
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Mr. RosLow. Well, these are not our tabulations.
Mr. RICHARDSON. We will be glad at alater time to let you retabulate.
Doctor, on this Louisville report, which we have tabulated, you sent
us the interviewing, as I mentioned, after we requested it of you in
January and you said you could not get it for us at that time. You
did send it to us in March; is that not correct?
Mr. RosLow. Idon't know. Iwould have to check on that.
Ihave a letter from you on February 8, sir, from Robert Richardson; "Thank you for the interviewing sheets for the Louisville,
Ky., market."
So we must have sent them to you before March.
Mr. RICHARDSON. That is quite possible. We have aletter from you
dated March 7 in which you explained all the information we had
asked for. We must have received the interviewing sheets from you
in February.
Doctor, Mr. Sparger has just handed you the regular report for
Louisville. Would you identify this report for the record ?
Mr. RosLow. Yes; this is the Louisville Metropolitan Area Radio
Report for November 1961.
Mr. RICHARDSON. What else does it say as far as the information
on the front of the cover is concerned ?
Mr. RosLow. Total audience, in-home and out-of-home.
Mr. RICHARDSON. All 5percent of out-of- home?
Doctor, did you not state that
Mr. RosLow. It doesn't say 5percent in this for "out of home." It
just says total " in home" and "out of home." We simply added together what we would have found.
Mr. RICHARDSON. Doctor, on this report it states that the interviewing was done from November 1to 22d, and from the 24th to the
30th, does it not, 1961 ?
Mr. Rosww. Yes, sir.
Mr. RICHARDSON. Doctor, Mr. Sparger will now hand you the other
report you did in November 1961 for Louisville.
Would you identify it?
Mr. RosLow. This is the " Negro radio audience, Louisville, Ky.,
metropolitan area, Negro radio, November 1961, total audience, inhome and out-of-home."
Mr. RICHARDSON. When we asked for this interviewing in January,
we asked you to send along acopy of the report, which you did, and
an explanation as to how the interviewing was conducted and any
weighting factors used; is that correct?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. And you sent us a letter dated March 7; is that
correct ?
Mr. Sparger will supply you with acopy of this letter and the attachments you sent at that time ?
Mr. Ronow. Yes, sir; Irecognize this.
Mr. RICHARDSON. Would you identify that letter and the attachment for the record, Doctor?
Mr. RosLow. Yes; this is the letter which Isent.
Mr. RICHARDSON. Would you identify it as to what it contains and
each attachment connected thereto?
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Mr. RosLow. Do you want me to read it.?
Mr. IircHnansox. ; just tell us briefly what it is.
Mr. RosLow. It contains the procedure in selecting the block areas.
Is that satisfactory?
Mr. RICHARDSON. What do the attachments explain ?
Mr. RosLow. The attachments are the sample design, the explanation of the sample.
Mr. RICHARDSON. III this Louisville report, did you prescribe that
the interviewers were to be assigned to specific blocks and the exact
method they were to proceed on in those blocks ?
Mr. RosLow. The sample design shows blocks and it shows an arrow
as to the way in which they should proceed around the block.
Mr. RICHARDSON. All right; this is arather elaborate sample execution, it is not ?
Mr. RosLow. Well, it is complex.
Mr. RICHARDSON. Yes, sir. It would be important that it be followed, then, would it not, Doctor ?
Mr. RosLow. We would wish and hope that the interviewers followed this as closely as possible.
Mr. RICHARDSON. Do you know how closely they followed it in the
Louisville report?
Mr. RosLow. May Iconsult amoment ?
Mr. RICHARDSON. U .S.
Mr. RosLow. When the data returns to the office, the counting- in
department, you might say, checks them off on these block schedules,
because they come clipped with these block—the questionnaires come
clipped with these blocks.
Mr. RICHARDSON. Did you find many substitutions?
Mr. Ronow. There would be substitutions. There always are some
substitutions, because there are several problems—new housing, buildings destroyed.
Mr. RICHARDSON. Would it surprise you that agreat many of them
were substitutions, Doctor?
Mr. RosLow. Well, Idon't know. Iwould have to see the original
return.
Mr. RICHARDSON. You don't have that information with you?
Mr. RosLow. No, Ido not. Iam not sure we have it.
Mr. RICHARDSON. It was obvious to you that we had tabulated all the
results from this Louisville report ?
Mr. RosLow. Was it obvious to me ?
Mr. RICHARDSON. Well, we had written you letters explaining this,
and we received this material from you, did we not ?
Mr. RosLow. You asked us. I don't know what you did with it.
Mr. RICHARDSON. Iimagine you have been following these hearings,
Doctor. It was obvious that we tabulated these other companies'
materials.
Would it be agreat shock to find that we had tabulated yours?
Mr. RosLow. I don't know that Iwould be shocked either way.
Mr. RICHARDSON. On this letter which has just been handed to you,
you stated that you used census data, is that correct ?
The letter handed you just now by Mr. Sparger, which you wrote
to us, March 7, 1962?
Mr. RosLow. Yes, sir.
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Mr. RICHARDSON. Now, you said you used this with arandom start
and a systematic sampling procedure through the area, is that not
true ?
Mr. RosLow. Yes, sir.
Mr. Ricuminsox. You also stated in your letter of March 7that this
held true for the Negro reports; is that not correct? It would be on
page 2 of your letter there, Doctor. The letter just handed to you
by Mr. Sparger, the second page.
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Now, Doctor, along with this letter, you forwarded
and you
Mr. RosLow. May I consult a moment on that? I want to make
sure we are referring to the same survey.
Mr. RICHARDSON. Yes.
Mr. RosLow. To the best of my knowledge, we think they were
picked that way.
Mr. RictiAlIDSON. At least that letter said that, didn't it ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. You forwarded along with this letter the specific
areas which were to be surveyed for Metropolitan Louisville, did you
not, and that is attached to this letter?
Mr. RosLow. Yes, sir.
Mr. RicifARDSON. Would you identify what those sheets are for the
subcommittee ?
Mr. RosLow. "Well, they show the blocks to which the interviewers
are assigned.
Mr. Ricuminsox. "Would you describe sheet by sheet as to how they
were drawn?
Mr. RosLow. One sheet shows the statistical breakdown of the communities and the manner in which the counting took place.
Mr. RICHARDSON. This is for three counties of the metropolitan
area ?
Mr. RosLow. Yes, sir; it is the three counties—Jefferson, Clark, and
Floyd.
The second page shows the statistical counting procedure and, finally, the blocks are shown.
Mr. RicHaansoN. Doctor, you stated in this information that the
sample size for the Regular Pulse Report in Louisville November 1961
was 1,609; is that not right ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Of the 1,609, you stated 555 were listening
families?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. You stated that 241 were not listening families in
this, did you not ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. You stated there were 300 interviews conducted
on acoincidental basis?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. You stated there were 513 interviews with people
who were not at home ?
Mr. RosLow. Those are not-at-home contacts—not interviews.
Mr. RICHARDSON. How do you contact somebody who is not at home?
Mr. RosLow. It is simply acount of adoor that was not answered.
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Mr. RICHARDSON. And this goes into your sample size ?
Mr. RosLow. It is reported in the report. We have been, shall we
say, admonished by the FTC. We now report the numbers separately.
Mr. RicHARnsorr. Still, you do include it in your sample base or your
sample size?
Mr. RosLow. No; we are not including it in the sample size any
more.
Mr. RICHARDSON. You were at the time this report was done ?
Mr. RosLow. We were at the time, yes, sir.
Mr. RICHARDSON. Doctor, last Friday, it was the testimony of
Doctor Arkin, the consulting statistician of this committee, that
if you were interviewing and you included such people as persons
who didn't answer the telephone, and this would, of course apply to
people who were not at home, you could just as well include the whole
city, because you didn't contact them.
Would you have an opinion on that, since you are the head of a
statistical organization ?
Mr. RosLow. Well, we have conducted an experiment to arrive at
what to do about the "not at home" families when we get there. So
in this experiment, if Imay go through—
Mr. RICHARDSON. Just give us your opinion, Doctor.
Mr. RosLow. In this experiment, we revisit "not at home" families
up to four times in an effort to get some listening information on
them. When you do that, you come up with a statement of the
amount of listening they may have done, so you now have abasis for
applying astatistical adjustment for the "not at home" families in the
future surveys.
Mr. RICHARDSON. Was this internal research by your company ?
Mr. Roshow. We did it. We did this additional research. We
have submitted that experiment to the FTC. We have another one
w3 are now processing. We expect to do this two or three times a
year.
Mr. RICHARDSON. Doctor, you also listed on this sample size information that the Louisville Negro survey had a certain sample; did
you not ?
Mr. RosLow. Iam sorry; Idid not hear you.
Mr. RICHARDSON. You listed the Negro sample size on this information sent to the committee ?
Mr. RosLow. Yes.
Mr. RICHARDSON". According to your information, there were 304
listening families; correct ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON". Thirty-one non' istening families?
Mr. RosLow. Yes, sir.
Mr. Ricirmu)sox. One hundred and forty-six coincidental interviews?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. And 96 "not ahorne ?"
Mr. RosLow. Yes, sir.
Mr. Ric' Lumsox. This was atotal of 577.
Mr. RosLow. Yes, sir.
M I'. RICHARDSON. Once again, there were "not at home" interviews ?
Mr. RosLow. No; there was just acount.
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Mr. ItuutAuusox. Now, you could not find out what. their listening
was for aprior 9to 12 hour period, could you, if they were not at home ?
Mr. Rosww. That is correct.
Mr. IticummsoN. You also explained in this information which was
mailed to the subcommittee, the number of families for coincidental
interviewing; is that. not right ?
Mr. RosLow. Yes.
Mr. IticimuusoN. You also stated there could be 10 to 20 interviews
not accounted for; is that not right ?
Mr. Rosww. Yes, sir.
Mr. IticHAansoN. The next sheet is entitled "Louisville, Kentucky,
Metro 1961." Is that. not right ?
Mr. RosLow. That is right.
Mr. RICHARDSON. Would you identify for the committee what this
sheet is ?
Mr. RosLow. It shows the distribution of population in the three
counties and the percentage of population and then the way the days
of interviewing were appropriated.
Mr. RICHARDSON. On this sheet, you break down the listening, at
least the samples or the homes, for the different counties of metropolitan Louisville; is that correct?
Mr. RosLow. Yes, that is correct.
Mr. RICHARDSON. Under this, you have listed Jefferson County, Ky.,
Louisville, 25 days; is that correct?
Louisville City ?
Mr. RosLow. 'Yes.
Mr. RICHARDSON. You have listed the remainder of Jefferson County
as 14 days; is that not correct ?
Mr. RosLow. That is correct.
1dr. RICHARDSON. Then you listed that you surveyed outside the city
limits of Louisville; did you not ?
Mr. RosLow. This is the sample design.
Mr. RICHARDSON. Yes.
Next you list Clark County?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. And Clark County comprises part of the Metropolitan Louisville area ?
Mr. RosLow. Yes, sir.
Mr. RICI IARDSON. Next you listed Floyd County ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. And Floyd County comprises part of the Louisville metro area?
Mr. Ronow. Yes, sir.
Mr. RICHARDSON. Would you read to the committee the town you
included for Clark County?
Mr. % SLOW. The sample count called for Winchester.
Mr. RICHARDSON. All right. Would you read the city which the
sample execution called for in relation to Floyd County ?
Mr. RosLow. Prestonburg City.
Mr. RICHARDSON. Now, behind this, in the area where you were
actually to do the interviewing, you gave specific block areas for
Louisville ?
Mr. RosLow. Yes, sir.
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Mr. RICHARDSON. Then you listed areas for the remainder of Jefferson County, Ky., such as Shively; is that correct ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Pleasure Ridge Park?
Mr. Ronow. Yes, sir.
Mr. RICHARDSON. Valley Station?
Mr. RosLow. Yes.
Mr. RICIIARDSON. St. Matthews City ?
Mr. RosLow. Yes.
Mr. RICHARDSON. Then you listed Jeffersontown City and Middleton, Ky.; did you not, Doctor?
Mr. RosLow. Yes.
Mr. RICHARDSON. Then on the next sheet you had 2 days of interviewing for Clark County, Winchester City; did you not, Doctor?
Mr. RosLow. Yes; that is right.
Mr. RicnnunsoN. And you had 3 days for Prestonburg City?
Mr. RosLow. Yes.
Mr. RICHARDSON. Mr. Sparger will now show you amap explaining
what Metropolitan Louisville is. Would you read those three counties ?
Mr. RosLow. Floyd, Clark, and Jefferson.
Mr. RICHARDSON. Now, Mr. Sparger, take that back to him for
just a moment.
On that map, it says, Jefferson County, Ky.; correct ?
Mr. RosLow. Yes.
Mr. RICHARDSON. And Clark and Floyd Counties ?
Mr. RosLow. Yes.
Mr. RICHARDSON. Mr. Sparger, would you bring the map of Kentucky out where Doctor Roslow and the committee can see it?
Doctor, you have gone over this and identified it right here?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. This is amap of Kentucky. As you will see from
the marks the subcommittee has placed on this map, Jefferson County,
Ky., is part of Metropolitan Louisville, but Prestonburg City and
Winchester are at agreat length downstate, one of them being 80 miles
from Metro Louisville, the other 160 miles from Louisville, across a
mountain range. Is that not so, Doctor?
Mr. RosLow. Are those the cities in these counties?
Mr. RICHARDSON. Yes, sir.
Would you identify from the map Winchester City and Prestonburg at a distance of 160 and 80 miles from Metropolitan Louisville,
the counties you measured for Metropolitan Louisville, Ky.?
Mr. ROSLOW. Are we talking about the same counties?
Mr. RICHARDSON. We just had you go through your sample design
where you scheduled your interviewing.
Mr. RosLow. Are we talking about Clark County across the river?
Mr. RICHARDSON. We just asked you to explain what cities you interviewed in, Doctor, and you listed Winchester and Prestonburg.
Mr. Ronow. Well, those are not in the counties.
Mr. RICHARDSON. I don't argue that, Doctor, but those were in your
sample design ?
Mr. RosLow. Ithink there is something wrong.
Mr. RICHARDSON. We think so, too. Would it surprise you that
your supervisor in Louisville says you have been sending her these
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interviews 80 and 160 miles away, time after time, and she has complained to you and you have never done anything about it?
Mr. Rosr,ow. Well, it would surprise me if our statistical department did nothing about it. I am wondering whether there isn't a
confusion with some other studies which were run at the same time.
Mr. RICHARDSON. Doctor, we have just had you identify specifically
the information which you sent us for Louisville, Ky. We have the
interviewing sheets where this interviewing was done for Metro Louisville in Winchester City, atown over 80 miles from Louisville. You
said you applied careful consideration and caution to designs of these
interviews ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. You didn't even get into two counties that comprise Metro Louisville, according to the information you have given
us from your interviewing sheets. This isn't a very careful design?
Mr. RosLow. May Icheck with my colleagues?
Mr. Ricriminsox. You were in the right counties, but the wrong
State, weren't you ?
Mr. RosLow. It is possible that our sampling department simply has
the counties in the wrong State. This is an error which could occur.
Ihardly believe that if our supervisor had complained to us about this,
no action would have been taken on it.
Mr. RICHARDSON. All we know is what she told us. We had the
same complaints about other markets we went into, which we discussed
here yesterday and the day before in San Diego.
Mr. Rost.ow. It would surprise me, because we would have acted on
it if she had told me this was the situation.
Mr. RICHARDSON. Ithought you told me yesterday you wouldn't be
surprised by anything?
Mr. RosLow. I would not be surprised by some of the things you
brought up. Do the questionnaires show you they were in these
counties?
Mr. RICHARDSON. Very definitely.
Mr. RosLow. At least we made the interviews in two counties by
that name.
Mr. RICHARDSON. But they were in the wrong State ?
Mr. RosLow. They were, but this is an error our sampling department must have made and we will have to look into this. If the supervisor called it to our attention, we would have acted on it.
Mr. RICHARDSON. The woman in San Diego said she sent you amap
explaining what you were doing wrong there.
Mr. RosLow. Let me say, in the new sample Ramona is there with all
the turkeys again. Let me say a little community that falls into a
sample cluster represents a lot of little communities. If there isn't
enough interviewing that is possible in that community, they are supposed to follow the instruction and continue on out. I don't know
that we have had this information from our San Diego supervisor.
Mr. RICHARDSON. In the case of Louisville, to quote a member of
our staff, Mr. Briscoe, it looks like Pulse measured the wrong pulse,
doesn't it?
Mr. Rosi.ow. Ithink if this is the wrong State, this is an error and
we can check it.
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Mr. Moss ( presiding). Doctor, the supervisor indicated that she had
been going down here for some time, 160 and 80 miles. Do you pay
these interviewers mileage?
Mr. RosLow. We pay them for travel time and travel costs; yes, sir.
Mr. Moss. Now, would you normally, in any interview, be paying
for atrip of 80 miles and not somehow, somewhere pick it up ?
Mr. RosLow. Sir, it would not have been spelled out individually.
You see, we would get atotal bill from the supervisor.
Mr. Moss. You have arecord of cents cost per travel ?
Mr. RosLow. Well, we should have detected it, but it would be difficult, because we get atotal bill from the supervisor that would not be
broken down to this day, so many miles to get to this place.
Mr. Moss. But if one person is working for you within a rather
confined area and the other one is going 80 miles, the difference in cost
should be obvious, shouldn't it ?
Mr. RosLow. Iregret, that it wasn't obvious. We certainly paid a
lot of money.
Mr. Moss. Well, the thing that bothers me is here you are selling
this service that measures in finite proportions and yet your control
within your office does not pick up something as obvious as an extrentely excessive travel cost.
Mr. RosLow. Well, Ithink there was alaxness in the sampling department, if such an error has been made—definitely there was and I
think bookkeeping should ha ve caught an excess i
ve amoun t.
But as I
say, Ithink it would be difficult to detect.
Mr. Moss. There is no doubt the error was made 'is there?
Mr. RosLow. Ican hardly believe, fro m what Ihave seen here, there
is no question that an error has been made, sir.
Mr. Moss. Is there anything you see here that you regard as being
inaccurate or untruthful ? You have seen the map. You know where
the survey is.
Mr. RosLow. I would say inaccuracy. I don't like the word "untruthful," because Idon't think we have by intention intended to do
something here.
Mr. Moss. I think you should point out to the committee, if anything, that has been presented to you in laying the foundation for this
appears to be inaccurate.
Mr. RosLow. We don't, know that we have had any communication
from our supervisor complaining about this, sir.
Mr. Moss. We didn't show you a communication from the supervisor. Iconfined my remarks to information shown you and discussed
here. Is there anything to indicate that it is inaccurate?
The question really is whether you made the survey across the river
or in two counties in the wrong State ?
Mr. RosLow. It appears that we made them in the wrong two counties, the two counties in the wrong State.
Mr. Moss. The fact is you made them in the wrong counties and in
the wrong State ?
Mr. RosLow. It appears so, yes, sir.
Mr. Moss. That is all. Mr. Richardson.
Mr. RICHARDSON. Thank you Congressman Moss. Doctor, would it
surprise you that according to the Federal Communications Commission, only two stations from Louisvill e,WHAS an d WAKY , can go
i
ntoWinchester city, Ky. ?
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Mr. RosLow. Well, I would not expect very many stations would
reach out that far, sir.
Mr. RICHARDSON. Would it surprise you that the State capital is
located in the counties between where you surveyed for metro Louisville and Louisville ?
Mr. RosLow. Idon't think Ishould be surprised about that.
Ihave no notion of the geography in the area. Idon't see the point.
Mr. RICHARDSON. Would it surprise you that no station from Louisville has asignal that will reach into, with any quality, Prestonburg,
Ky., Doctor ?
Mr. Ronow. Iwouldn't know about that, sir.
Mr. RICHARDSON. Would it surprise you that according to the Federal Communications Commission, the station in Prestonburg and the
station in Winchester cannot reach Louisville ?
Mr. RosLow. Well, Iwould imagine in the outlying areas, the stations are of low power.
Mr. RICHARDSON. Doctor, would it surprise you that you had quite
alittle listening show up for astation that was located in Winchester
in your survey and yet that station didn't get listed in the report.
Mr. RosLow. It would be under miscellaneous. Well, because we
have apolicy of reporting central city stations generally, so that the
tabulating—Iwouldn't know about it—they would automatically put
it into miscellaneous.
If I may finish, sir, we would be reporting central city stations.
This would be the general policy. And automatically, the tabulating
people would have put it into miscellaneous.
Mr. RICHARDSON. As a statistical organization, Doctor, shouldn't
it have been called to someone's attention that here you had astation
showing up that was along distance away ? Wouldn't this be the type
of thing that your organization would be on the lookout for, to try to
find out if an error had been made ?
Mr. RosLow. Well, we should be on the lookout for it, but you must
understand the nature of processing, where you have coders and key
punch operators who simply put the stuff through. We should have
been on the lookout for something of this sort, yes.
Mr. RICHARDSON. Doctor, what do you do to verify the accuracy of
the information that is key punched ?
Mr. RosLow. We do a sampling duplicate. They do a sample—
the supervisors would do afew of each interviewer's work, they pull
the cards out and repunch a few and see if they match. We do not
have averifier as such.
Mr. Mc ITARDSON. How many ?
Mr. RosLow. I wouldn't know. That would be in the judgment of
the supervisor in the key punch operation.
Mr. RICHARDSON. Then you have no assurance that the listings in
the report are accurate, do you, Doctor?
Mr. RosLow. Well, we 'believe they would be fairly accurate. I
wouldn't have assurance to the nth degree.
Mr. RICHARDSON. These Louisville reports couldn't have been accurate if you measured two of the wrong counties out of three, could
they ?
Mr. RosLow. I don't deny that, knowing what has happened here.
Mr. RICHARDSON. Well, Doctor, you would say in the only case we
had acheck--
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Mr. Ronow. The thing that is bothering me is we are probably
doing this right now in the new survey. Ibet we are. It does bother
me.
Mr. RICHARDSON. Ithink it should, Doctor.
You would have to say, then, that sample execution here is pretty
poor, wouldn't you ?
Mr. Rosiow. It would be wrong.
Mr. RICHARDSON. It would be of extremely poor quality, wouldn't
it, Doctor?
Mr. Ronow. Yes, it would.
Mr. RICHARDSON. Well, Doctor ' we have, of course, all of the interviewing sheets here, and the staff of the subcommittee has made afull
study of the diagrams sent to us by you for this Louisville survey.
We studied the sample size, and on three occasions, we have tabulated
all of the data and we have it all available here.
Now, Doctor, we have just gone over the information which stated
that the sample size, according to you for this report was 1,609 roster
reconstruction and paired coincidental interviews, is that correct?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Would you refer to that sheet again, Doctor?
Mr. Ronow. Yes, Ihave it.
Mr. RICHARDSON. Now, it states that interviewing was conducted
between 4and 8p.m. each evening; correct?
Mr. Rosiow. That is on the roster interviewing. Ibelieve so.
Mr. RICHARDSON. "Not at home" cases were statistically treated to be
included in the sample here, were they not, at this time?
Mr. Ronow. Yes, sir.
Mr. RICHARDSON. And the total here is 1,609 ?
Mr. Rosww. Yes, sir.
Mr. RICHARDSON. Doctor, Mr. Sparger just gave you, a moment
ago, a copy of the Louisville Regular Pulse report. On the back
page— Ibelieve it is the second page—it states in speaking of shares
of audience for the 6a.m. to noon, noon to 5:30, and noon to 6p.m.
periods—you have found that?
Mr. Rosiow. Yes, sir.
Mr. RICHARDSON. Would you read that quote starting with the
words, "These figures"?
Mr. Ronow. "These figures are percentages indicating the relative
popularity of the stations during the day. The base, total station
quarter-hour mentions, is the sum of the number of stations listened
to during the period. This base divided into total mentions of each
station gives the figures listed above."
Mr. RICHARDSON. Is not acorrect interpretation of that statement
this: If you had 20 listeners to station "A" and you had 100 listeners
for all stations, you would take the 100 into the 20 and the percentage
you came up with, which Iassume would be 20 percent, would be the
listening for that station ?
Mr. Rosiow. Iknow what you are driving at, sir.
Mr. RICHARDSON. That statement is true, is it, Doctor ?
Mr. Rosiow. Not the way we process our material.
Mr. RICHARDSON. Then the statement is wrong in the report.
Mr. Rosiow. You couldn't do it for the raw sheets as such. You
would have to adjust for the "not at homes." It is really for the case
count sheets.
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Mr. RICHARDSON. When we were asking for this material, we asked
you for the weighting factors. This is the entire material you sent
us. Do you find any weighting factors?
Mr. Ronow. Not then, but we sent you the weighting factors.
Mr. RICHARDSON. After we told you what we found they were.
Mr. Ronow. Ibeg your pardon, sir.
Mr. RICHARDSON. Would you give Dr. Roslow acopy of the letter
we sent to him on March 23 ?
Imight point out that after we had been out in the field and found
that weighting was used in your surveys, we tabulated the diaries
tnd found that weighting did occur.
Mr. RosLow. Sir, you asked us for the questionnaires. I don't
think you asked for anything beyond that.
Mr. RICHARDSON. If we didn't ask you for anything further, why
did you supply us with this other information, which you said awhile
ago was in response to our request?
Mr. RosLow. Which other information ?
Mr. RICHARDSON. The sample design, the wrong counties, what have
you.
Mr. Ronow. Again Iwould like to see the letter in which you re!nested this information.
Mr. RICHARDSON. This was in a conversation in your New York
office.
Mr. RosLow. Then Idon't think it was clear, sir. We would have
supplied you with all that information at once had it been clear.
Mr. RICHARDSON. It was clear on everything but the weighting.
Mr. Rosnow. We gave you the weighting the moment you asked
for it, sir.
Mr. RICHARDSON. After I wrote you this letter explaining that I
knew what it was?
Mr. RosLow. You asked us what it was and we told you what it
was in answer to that letter.
Mr. RICHARDSON. Doctor, will you read this letter for the record?
Mr. ROSLOW. Yes—
Mr. RICHARDSON. Would you identify it first and then read it for
the record?
Mr. Rosnow. Yes, this is the letter, March 23, 1962, addressed to
me. You indicate the weighting for the coincidental.
Mr. RICHARDSON. Would you read it, Doctor ?
Mr. Rosnow ( reading).
Of course, the coincident on measure-

Mr. RICHARDSON. Would you read it all, Doctor ?
Mr. Ronow ( reading).
DEAR Ds. rtosLow: Thank you for your letter of March

7 in relation to the
selection of your sample for the Louisville market. We have just returned to
the office and your letter was awaiting us.
In relation to the Louisville sample and the production of a Pulse report,
some questions have come up for which I do not find answers in the notes from
our discussion with you in the past. These questions pertain basically to the
end product from the raw material and, in relation to the regular Louisville
survey, are as follows:
1. It is not true that on each workday each interviewer completes 24 interviews?
2. In looking through the interviewing sheets for Louisville I noticed some
sheets on which there was coincidental listening but no recall listening. Are
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these sheets treated differently in final tabulation than other roster recall
interviewing sheets?
3. In the use of the coincidental on the regular form does it fill the same position in the sample design as the coincidental which you conduct strictly as a
coincidental from 9 a.m. until 4pan. and from 8p.m. until 9p.m.?
4. Of course the coincidental measurement is taken on a minute-by-minute
basis and is used to show that a person was listening at an exact time. Is there
any weighting used in this coincidental other than the 10 percent adjustment
factor which you apply for the difference between total quarter-hour audience
and average-minute audience which is produced by the coincidental?
5. On your coincidental interviewing sheets you have a place for present
listening and listening as of 15 minutes ago. Are both of these periods figured
into the final tabulation of your report and is there any difference in the weighting applied to these two different periods?
6. In your roster-recall interviews for Louisville each interview covered 9
hours. A coincidental interview would only be applicable to a given 15-minute
period. How do you weight the total coincidental interviews to get the number
which you apply for each 15-minute period to complete your sample base? In
other words, in the Louisville sample there were 300 coincidental interviews.
These covered the periods from 9 a.m. until 4 p.m. and 8 p.m. to 9 p.m., or a period
of 8 hours. Would these 300 interviews be divided by 8 and added to the rosterrecall interviews for each 15-minute period, or will the 300 interviews be divided
by 32 ( quarter-hour periods) and added to the roster recall interviews for each
quarter hour, or do you take the actual number of these 300 interviews which
were contiucted in every 15-minute period and apply that number to the specific
15-minute period?
7. From the information which has been supplied us, the only weighting which
you do in the production of your reports is as follows:
(a) Ou the period 6 a.m. to 9 a.m. and 9 p.m. until midnight, you adjust
by adding a 9-percent factor. It is our understanding that you do not make
any adjustment on your roster- recall interviews from 9 a.m. to 9p.m. because
of your coincidental measurement.
(b) It is our understanding that on your coincidental interviews you
apply a 10-percent adjustment because there is a difference between total
quarter-hour audience and average-minute audience as is produced by the
coincidental.
Is this correct, and if so, do you adjust by adding or by subtracting?
(c) Is any other weighting done in the production of your reports, and
if so, explain in detail.
In the interviewing sheets you sent us for the Louisville survey your cover
sheet stated that there were 555 listening families. You mentioned that there
might be 10 or 20 questionnaires not accounted for. Upon receipt there were
548 interviewing sheets for the regular Louisville survey. Are the other 7 sheets
still in your files, and is the number 555 the actual number of interviews done
by your staff in Louisville?
In relation to the Louisville Negro survey you listed 304 listening families.
From the interviews which were done in Negro areas from your sample design
there were 133 interviewing sheets. Did you add to this the Negro interviews
which were conducted in the regular survey? There are 142 of these, giving
a total of 275. If this was done, do you have the other 29 Negro interviewing
sheets in your files?
In looking through the material you sent me I notice that you did not include
the buff colored sheets showing the nonradio and not-at-home families. Would
you please send these to me?
Your immediate attention to these questions will certainly be appreciated,
because if the answers are not clear I will want to discuss them with you in
Chicago at the NAB convention—assuming, of course, that you are there.
Sincerely yours,
ROBERT E. L. RICHARDSON,
Staff Attorney.

Mr. RICHARDSON. Thank you, Doctor. Imight add that our understanding of this weighting came from our tours in the field at that
time. Would you pick up the Regular Louisville report and show me
where these weighting factors are explained in that report, Doctor?
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Mr. RosLow. They are not explained in the report, sir.
Mr. RicHAnnsoN. Then that statement in there is false and misleading, is it not? The statement you read into the record about all
you need to do is take the listeners into the total mentions?
Mr. RosLow. Actually, it describes the process after the base counts
have been determined from the weightings. It does not describe what
you would do just to take the raw mentions of the questionnaires.
Mr. RICHARDSON. You use the word "mentions," do you not, Doctor?
Mr. RosLow. Yes.
Mr. RICHARDSON. Do you need to read it again ?
Mr. RosLow. We probably should say the case counts; we probably
should clarify it.
Mr. RICHARDSON. It is false and misleading, wouldn't you say ?
Mr. RosLow. I don't like the word " false," because it is not intentional. It is misleading in that point, yes.
Mr. RicnArtosoN. Doctor, the first question on my letter which you
have is in relation to the number of interviews completed in Louisville per day, is that correct ?
Mr. RosLow. Well, we send out the assignment in units of 24, sir.
Mr. RICHARDSON. All right. Then basically the most an interviewer
could have done in Louisville is 24, because that is the number of sheets
she had ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Per day ?
Mr. RosLow. Per day, yes, sir.
Mr. RICHARDSON. And it could have been many less than 24, is that
correct ?
Mr. RosLow. There might be.
Mr. RICHARDSON. Now, in Louisville, Doctor, your supervisor, Mrs.
Newkirk, has or did at this time have, an interviewer by the name of
Mrs. Lacefield, is that correct ?
Mr. Ronow. Idon't know that Iwould know that, sir. She might.
Mr. RICHARDSON. Would you check it for the record ?
Doctor, I would like to reconfirm your statement by pointing out
that. these women said they could not do over 24 interviews a day if
they followed your procedure, because that is all the slips they had.
In your report which was handed to you a moment ago you listed
the number of days for specific places at specific times?
Mr. Rosww. Yes, sir.
Mr. RICHARDSON. This total comes to 44, does it not ?
Mr. Rosww. Yes, sir.
Mr. RICHARDSON. Doctor, you have 300 coincidental interviews here;
is that correct ?
Mr. Ronow. Yes, sir.
Mr. RICHARDSON. Take 300 from 1,609 and it leaves 1,309, does it
not ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Would you multiply 24 by 44 and see what the
result is ?
Mr. RosLow. 1,056.
Mr. RICHARDSON. Then that 1,309 is an exaggeration of 253, isn't
it? And this is assuming every woman completed at the maximum 24
interviews aday, which they probably didn't.
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Mr. Ronow. Idon't follow you.
Mr. RICHARDSON. If you had 44 potential interviewing days and you
had 1,309 roster reconstruction interviews, at 24 aclay, the maximum
you could have had was 1,056.
Mr. Ronow. How many did we say we had?
Mr. RICIIARDSON. 1,309.
Mr. Ronow. That includes the not-at-homes, sir, in this count.
Mr. RICHARDSON. But if an interviewer can only do 24 a day, thim
also includes not- at-homes.
Mr. RosLow. Oh, no, sir; the not- at-home is atally count of doors
that do not answer, sir.
Mr. RICHARDSON. Then it appears we are going to have to bring in
several of your interviewers and have them explain to you what they
do. It is the information, and this is why you have a buff-colored
sheet, that they go along and when anot-at-home is not at home, they
list it on this sheet and they take one of the interviewing sheets out
and stick it in the back and don't use that sheet.
If that were true, Doctor, then you would have 24 completed interviews for each day, wouldn't you ?
Mr. RosLow. May Icheck with my colleague on that ?
Mr. RICHARDSON. You certainly may.
Mr. RosLow. If you have talked to our interviewers and that is
what they have sak they do, they are not following our instructions,
sir. They are to do 24 completed. interviews. A completed interview
is one in which they talk to somebody in the household.
Mr. RICHARDSON. Look at your figures, Doctor. You have 1,609.
You have 513 not at home, 300 coincidental, 241 nonlistening, and 555
listening families. This is the total of 1,609. If you subtract the 300
coincidental, this leaves 1,309.
Mr. RosLow. Subtract the 513, sir. This is aseparate count.
Mr. RICHARDSON. Then subtract the 513 and what do we come up
with, Doctor ?
Mr. RosLow. 796.
Mr. RICHARDSON. How does that agree with anything we have
found to date, Doctor? The figures don't agree, do they?
Mr. RosLow. I don't know what you mean. What are you trying
to reconcile the 796 with?
Mr. RICHARDSON. Idon't know what you mean, either.
Would you explain what you mean by your sample size, then,
Doctor ?
Mr. RosLow. Sample size includes 555 listening families, 241 nonlistening families, 300 coincidental, 513 not at home.
Mr. RICHARDSON. That equals atotal of 1,609. You take the total
coincidental away and this should leave a total of 1,309 roster reconstruction interviews ?
Mr. ROSDOW. No, sir ; w have a tally count of 513 "not at homes."
The interviewers are not. to destroy the questionnaire. They keep a
tally count of the door that doesn't answer. They are to attempt to
do 24 completed interviews. A completed interview, as I have explained to you, sir, is an interview with someone in a house, where
someone answers a door. There need not be any radio listening, but
they must talk to someone.
"fr. Moss. Doctor, it is all well and good for you to explain that,
but you have been given some figures. The Chair believes it to be a
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reasonable assumption that. you can figure. You have asked the staff
what they are trying to prove by citing the 700-odd. I think perhaps you had better stop now and go through with the staff again,
starting with the 1,600 gross of your sample and let's see what you did.
We are interested in what you did.
Mr. RosLow. May Iconsult my colleague ?
:11r. Moss. Yes, you may consult your colleague.
Mr. RICHARDSON..Doctor, before you do that, let me ask you this:
If you did 44 days' worth of interviewing and each interviewer was
to complete 24 interviews aday, what would that total come to?
Mr. RosLow. We would get 1,056 completed questionnaires.
If
they all did that, this is what we would get.
Mr. RICHARDSON. Now, counting your listening and your nonlistening, which is the only thing you can count in this figure-Mr. RosLow. This is what you would count. in that figure, sir.
Mr. RICHARDSON. Would you add those and see what you would get ?
Mr. RosLow. That would be the 555 and the 241.
Mr. RICHARDSON. Yes.
Mr. Rosiow. And that would come to 796.
Mr. Ricirminsox. Well, if these interviewers were supposed to do
24 aday for 44 days, it is rather strange that you accepted 796 instead
of 1.096, isn't, it, Doctor ?
Mr RosLow. Well, we know, sir, that it may not be possible to do
24 a day. It may be physically impossible in some cases. We know,
sir, that there is a delay in the mail, and we would cut. off and start
processing. Some of them may not all be back.
Mr. RICHARDSON. Does each interviewer mail the interviews to you,
or do they take them to the supervisor in Louisville, Doctor?
Mr. Rosiow. At that time, Ithink they would have taken them to
the supervisor and she would have mailed them. But there would
he several mailings; they would not all come in in one big bunch.
We know that there are delays in the mail, we know that interviews
may get lost, we know that there are unusable questionnaires.
Mr. RICHARDSON. Well, Doctor, isn't it rather strange that all of the
interviewers we have talked to state that when they come to ahome
and there is no one there, they take this slip out and put it in the back,
and you knew nothing about ihat ?
Mr. RosLow. They do not do that, because we get. the questionnaires
back. The "not at home" is aseparate. count on the buff sheet. It is
just atally count.. It has nothing to do with completing the questionnaire, sir.
Mr. RICHARDSON. So your actual sample size here for Louisville
would have been 796 and not 1,309 for the roster reconstruction,
wouldn't it ?
Mr. Rosr.ow. It would have been 555 and 241.
Mr. RICHARDSON. Why did you print as your sample size in your
report, the only sample size given, 1,609 ?
Mr. RosLow. Well, we printed 1,609 roster reconstruction and
house-to-house coincidental. The reason for this, and this is an argumentative point that Dr. Arkin and other statisticians could have
argued, is do you legitimately count the not- at-home, part of the
sample if you have some basis. for statistically applying an adjustment? Ithink this is argumentative.
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Mr. RICHARDSON. Since each questionnaire is for 9hours, does your
9hours apply to listening for 9hours to all these people who were not
at home ?
Mr. RosLow. No, we are not.
Mr. RICHARDSON. Isn't your system a9-hour system 'so if you were
adding them, they would have t
ob
e add ed f
or 9hours ?
Mr. RosLow. We were not adding them for 9hours; we were applying them to the 6-9 period, and Ithink either 8-12 or 9-12 at night,
Iam not sure.
Mr. RICHARDSON. Isn't it rather obvious that your sample size as
stated in here is amisrepresentation of your actual sample size ?
Mr. Ronow. We have had that called to our attention and we have
changed that.
Mr. RICHARDSON. Why must things be continually called to your
attention? We have called to your attention here today that you were
in the wrong State, that your sample size is wrong. What type of
operation do you run, Doctor?
Mr. Rosww. We think we are running afairly good operation, sir.
Mr. ROGERS of Florida. What is this that you say you have changed
now, Doctor ?
Mr. RosLow. We now report the sample size in detail in the report.
Mr. ROGERS of Florida. In what way?
Mr. ROSLOW. We report the roster interviews, the coincidental
interviews, the "not at homes" or the unoccupied homes in three separate counts.
Mr. Rooms of Florida. When did you start doing this?
Mr. RosLow. Let me consult my records and I can tell you. In
June 1962.
Mr. ROGERS of Florida. Was this done as a result of the Federal
Trade action ?
Mr. RosLow. Iwould say it was aresult of the questions going back
and forth between the Federal Trade Commission and ourselves. I
t
hink we realized that there would be objection to this and we changed
it, sir.
Mr. ROGERS of Florida. But you saw no objection to it, yourself?
Mr. liosLow. Well, our own interpretation of the statistical treatment of the "not at homes" led us to believe that we are applying some
information, because we had an experimental study which mdicated
that there could be such as a statistical adjustment to bring their
influence into the sample. This, I think, is argumentative, statistically. I'll bow to any, you know, committee of statisticians who say
"No," you do not do this, or any experts. Iam not the statistician. But
fam sure this is an argumentative point, sir.
But we have changed it, in June of 1962.
Mr. ROGERS of Florida. As amatter of fact, wasn't there an order
entered that you make that change ?
Mr. RosLow. Yes, the order came—I said, sir, that as a result of
our negotiating with FTC—that is, their study of our process.
Mr. ROGERS of Florida. There wasn't just questioning going back
and forth then ?
Mr. RosLow. Yes, that there would be an objection to this and we
changed it.
Mr. Rome of Florida. Actually, there was an order, wasn't there?
99-R42- 63- pt. 2---31
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Mr. RosLow. There was an order, yes.
Mr. ROGERS of Florida. So it wasn't just questioning.
Mr. RosLow. The order came later, sir.

There was an order and

it.

we later changed

Mr. ROGERS of Florida. Thank you.
Mr. RICHARDSON. Thank you, Mr. Chairman.
Doctor, you mentioned statisticians, and you said you weren't one.
How many full-time statisticians do you have on the staff of this
statistical company you run ?
Mr. RosLow. May
Mr. RicnAansoN.

Iconsult?

You may consult.

Mr. RosLow. We have one chief statistician on our staff, sir, who is
assisted by statistical assistants or clerks.
Mr. RICHARDSON. Would you supply their qualifications for this
committee at a later time, as soon as possible ?
Mr. RosLow.

Yes, sir.

(EDITORIAL NOTE.—Dr. Roslow furnished the committee the following

information

concerning

the

educational

qualifications of

his

statistical department:
(1)

Laurence Roslow, in charge of sampling.

major in economics, minor in statistics.
in economics.
(2)

B.A., C.C.N.Y., 1941;

M.A., Columbia, 1947; major

Post graduate statistics course, New York University.

At date of hearings, others had some college training ( under-

graduate) ; two are currently minoring in statistics.)
Mr. RICHARDSON. Now, Doctor, a close look at the interviewing that
was actually done in Louisville for this regular report we are now
discussing showed that not all of the days you scheduled in November
were actually done.

Are you aware of that?

Mr. RosLow. Not all of the days were done ?
Mr. RICHARDSON.

Yes, you scheduled 44.

Were you aware of how

many days were done ?
Mr. RosLow. We knew at the time.

Idon't

Mr.

we

RICHARDSON.

I thought

since

remember now.

were

discussing

this,

you

might have brought some information on the only report we asked
you for.
Mr. Ronow. Let me check.
Mr. RICHARDSON. Who does

Perhaps Idid. I'm not sure.
know, Doctor ?

Mr. RosLow. Let me find out, sir.
At

the time

the

questionnaires

were

received

in

counting- in department would have that record, sir.

the

office,

the

I don't know

Ihave the record.
RICHARDSON. Would you see if you can supply it to the
committee ?
Mr. RosLow. I am sure our supervisor has the record. I am sure

that

Mr.

she has it.
Mr. RICHARDSON. We know what your supervisor knows is done.
Mr. ROGERS of Florida.

Will

you supply it for the record?

Mr. RosLow. We'll attempt to supply it if the people in the accounting department did have it.

(EDITORIAL No.—The

information requested was not supplied by

Pulse to the subcommittee.)
Mr. ROGERS of Florida. Is there any reason why they would not
have it?
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Mr. RosLow. There is no reason why they would have kept it this
long. Idon't know. There would never have been any reason in our
minds to keep it this long, sir.
Mr. RICIIARDSON. For example, Doctor, the 3days done in Prestonburg, according to our information, were not done, because the man
who usually drives that 160 miles down and 160 miles back was sick
and didn't feel like doing it.
Mr. RosLow. Ithought you said you applied the questionnaires and
found they had been done there, sir.
Mr. Ricnnansox. Isaid they had been done in Winchester. I just
said your sample execution said they would go to Prestonburg. They
didn't go, because it was too far and they didn't want to go that far.
Mr. RosLow. In what month did our supervisor say they hadn't been
done ?
Mr. RICHARDSON. November. There is no interviewing, by the way,
for Prestonburg There is just interviewing for Winchester. At
least, we didn't have alot of listening on the Prestonburg station in
the Louisville metropolitan report.
Mr. RosLow. Are you sure our supervisor is not confused with an
October survey or with another survey in November?
Mr. RICHARDSON. The one you sent the staff. We took the interviewing sheets and went all over it with her, Doctor, and she informed
us as to what was done and what was not done. Iwould assume she
also informed you—not you, but someone in the company.
Mr. RosLow. There would have been some questionnaires come in
with the block cards attached. I am not sure. I wouldn't know
about that, sir. Idon't see how that is possible.
Mr. RICHARDSON. This 3 days would lower the count to 41 days,
wouldn't, it?
Mr. RosLow. It would if it hadn't been done.
Mr. RICHARDSON. There are 4 other days that aren't here. We'll
be glad, during the lunch break, to go over it with anyone you desire.
But by restacking each one of these per day per interviewer per time
period, there were only 37 days actually done in Louisville, Doctor.
Now, two of those were done in Winchester, which is 75 miles away
from Louisville, Doctor. So at 24 interviews aday, what would your
sample size be if you had only 37 days worth of interviewing?
Mr. RosLow. 888.
Mr. RICHARDSON. Now, at least according to all of your interviewers in Louisville and other places we have checked, this 888 would
even include the not-at-homes. You are not aware of this, but Iwish
you would try to check that out at your earliest convenience, also.
Mr. Ronow. Sir, if you were to subtract 513 from 555, we could
only have sent you 42 questionnaires. We sent you, I believe, 555
in the case of this study.
Mr. RICHARDSON. 548.
Mr. Ronow. So they must not have been counting those "not at
homes," and throwing those sheets away. It doesn't seem possible,
does it, sir?
Mr. RICHARDSON. Take 37 days of interviewing by 12 interviews
per day and see what you come up with.
Mr. RosLow. You would just get half.
Mr. RICHARDSON. What is it
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Mr. RosLow. 444.
Mr. RICHARDSON. Take the 37 by 15 and you are going to get your
548, aren't you ?
Mr. RosLow. Idon't know what you mean by 15.
Mr. RicHAansox. Let's say they did 15 interviews for each day. It's
obvious that they didn't do 24 for each day. We have the slips here
and we'll be glad to go over them with one of your men at noon.
Mr. RosLow. You have the questionnaires.
Mr. RICHARDSON. Questionnaires, yes. There were, according to
your tabulation, 548.
Mr. RosLow. You are missing 241 nonlistening questionnaires.
Mr. RICHARDSON. And what was the figure with that added to it?
Mr. RosLow. You would get 796.
Mr. RICHARDSON. Divide that by 37 and what do you come up with ?
Mr. RosLow. Almost 22-21.
Mr. RICHARDSON. There must have been afew that weren't at home,
anyway ?
Mr. RosLow. No, it means there may have been a few instances
where they didn't complete 24, sir, or there may have been some unusable questionnaires which were discarded.
Mr. RICHARDSON. Anyway you look at it, as far as the 1,609 figure
is concerned, sir, the sample size here is exaggerated ?
Mr. RosLow. Iadmit. that, and we have changed that.
Mr. RICHARDSON. You mentioned sample base. Would you in detail explain what sample base is?
The reason for this question is, we asked alarge number of broadcasters what they thought the sample size was for this report, and they
answered, " You.have the figure up there, 500."
Mr. RosLow. That is acase count. If you have differing numbers
of bases for the various time periods during the day and then you are
faced with a problem of adding together a total day to arrive at a
total day share, you would have to weight each of these. The simple
way to do that is to weight each base up to acommon base, so if every
period has acommon base, and 500 is a nice easy number, it then becomes easy to add all those periods together if you want to produce
the total shares.
Mr. RICHARDSON. If 500 is a nice easy number but not the actual
number, this would give afalse picture to the ratings and/or shares,
would it not, Doctor?
Mr. RosLow. Well, actually, in our process, the weighting could go
up or down.
Mr. RICHARDSON. Why didn't you use 1,000, Doctor?
Mr. RosLow. We do, in some markets. And the weighting could
go up or down. We might have more questionnaires and weight them
down in some instances.
Mr. ItIcHARDsoist. So really, a rating in here could be just about
whatever you want to make it ?
Mr. RosLow. No, sir, it has nothing to do with the share or the
rating.
Mr. RICHARDSON. How do you get the share or the rating except by
taking something into the number of listeners—by the time you have
applied all your weighting to the number of listeners?
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Mr. RosLow. Itried to explain that to you, yesterday, sir but you
didn't let me finish.
Mr. RICHARDSON. I'll be glad to have you explain it now.
Mr. RosLow. In the Louisville example, for the period from 6a.m.
to 9a.m., we come up with 476 as the base. In other words, if we were
to arrive at arating, we would divide every number by 476.
Mr. RlicnAnDsoN. What does that 476 include?
Mr. RosLow. 433 roster recall interviews, 57 applied when we use
our 12 percent not-at-home adjustment, and we add 57 into the base.
This actually lowers the rating. We add from the Negro part of the
sample—there were 71 recall interviews, there were 5, applying against
12 percent to the not-at-home count that we got in the Negro part of
the sample. You add that in and when you add it all up, it comes to
476. Every rating would be arrived at by dividing for each station
whatever was credited to each station.
Mr. RICHARDSON. When you say Negro sample, what do you mean?
Mr. RosLow. The white and the Negro were shown here separately, within the regular.
Mr. RICHARDSON. You don't throw all the Negro interviewing into
the regular, do you, Doctor ?
Mr. RosLow. No, we simply commute all numbers from the 476
base to a500 base. For the period from 9to 1, this works out so that
grand total for ratings would have been 434. Now, someone says what
is the share from 6 a.m. to 12 noon. If we operated with a476 base
for part of the period and a434 base for another part of the period,
we can't just add the numbers together to arrive at atotal share for
each station. So what we have done is commute or transmit, however you want to say it, and I am sure Doctor Arkin understands,
from 476, we changed all those numbers to 500. From 434, we
changed all those numbers to 500. Now, it doesn't affect the relative
size of ratings between stations and doesn't affect the shares between
stations.
Mr. RICHARDSON. Dr. Arkin explained to me that he understands
it. but he doesn't like it.
Mr. Rosww. That is his privilege, sir.
Mr. RICHARDSON. Weighting is done equally, is it not, for each
st ation?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Doctor, when Mr. Sparger and I were in New
York to visit with you in the fall of 1961, you explained that Pulse
used a6-hour roster recall, is that correct ?
Mr. RosLow. I think we were talking about the large markets.
Mr. RICHARDSON. We were just talking about the Pulse system.
Isn't that also what you told the Madow committee, Doctor ?
Mr. RosLow. Iwould have to look into the Madow report and see
what they wrote up.
Mr. RICHARDSON. They say Pulse was a6-hour recall, Doctor.
Mr. Ronow. That doesn't seem possible, because we sent them the
details on astudy in Utah, if Imay check my colleague.
We are not sure, but we think if we supplied them with information on a study in Utah, that might have been a 12-hour roster.
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You see, depending on the size of the market and the budget available for research, we should break aday into three parts or two parts,
or we would do the entire day in one interview.
Mr. RICHARDSON. Louisville, about that time, was the 31st market
in the United States in size. You had told us you used a6-hour roster
recall, and when we got these sheets, it was 9-hour.
Mr. RosLow. I am sure that is what happened, but Idon't think
we were intending to mislead you, sir.
Mr. RICHARDSON. Actually, in the interviewing for Louisville, you
used aroster recall sheet for two different time periods, did you not ?
Mr. RosLow. Yes, we broke the day into two parts.
Mr. RICHARDSON. The first one went from 6 a.m. to 3 p.m.?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. And the second 9-hour period went from 3 p.m.
to midnight?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. In certain of these recall situations, you would be
asking for arecall on periods of more than 24 hours prior, is that not
correct ?
Mr. RosLow. When you refer to overnight, that would be true. It
would be somewhat in excess of 24 hours.
Mr. RICHARDSON. Now, in your coincidental interviewing, you don't
do any "paired" coincidental interviews between 6a.m. and 9a.m.; is
that correct?
Mr. RosLow. No, and we don't do it late at night, either.
Mr. RICHARDSON. And you don't do it between 9and—
Mr . RosLow. Nine and twelve p.m. I think it is 8 and 12 at the
present time.
Mr. RICHARDSON. Doctor, since all of these broadcasters for many
years have been buying all of these not-at-homes, they have been paying alot of money for people who were not at home, haven't they ?
Mr. RosLow. I wouldn't put it that way. They have been buying
a survey. We haven't costed our survey in terms of "we are going
to have some not-at-homes."
Mr. RICHARDSON. Does not the size of sample affect the cost of your
survey ?
Mr. RosLow. Why, of course, it does.
Mr. RICHARDSON. Then the not-at-homes they were buying made
it appear they were getting a larger sample th an th ey were getting?
Mr. Roszow. Except that we would have costed our sample in terms
of what. our interviewing costs are like and our tabulating costs, and
we would have hoped to arrive at aprofit.
Mr. RICHARDSON. Let us discuss sample execution. We have already
discussed part of it in relation to two counties.
You have first stated in the information sent to the committee that
in selecting the block areas in Louisville, you picked the first number
at random, correct?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. In your letter of March 7—do you have acopy of
that handy ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. In the paragraph under step 3, it says:
Next we use a random number, 9,486, to obtain the first block area and add our
interval, 11,170, to get the other 9 areas.
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Is this your normal procedure, Doctor?
Mr. Rosww. May Iconsult?
Mr. Mohan's«. Yes.
Mr. RosLow. This is step 3?
Mr. RICHARDSON. Yes.
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. In step 2, it is stated:
We divided the 6 into the population, 220,308, and obtained an interval of
36,718 people.

Then out of that, you got this random number; is that not correct?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Doctor, this might explain why your interviewers
in Louisville state that time after time, they go back to the same areas
to interview. Maybe this is an indication that you have goofed and
have used this same random number and they get the same areas to
interview ?
Mr. RosLow. I don't believe so. Anything is possible, but Idon't
believe so.
Mr. RICHARDSON. Doctor, is the interviewing supposed to be done
in relation to the population of respective areas in the metropolitan
area of Louisville ?
Mr. RosLow. Idon't get the import of your question, sir.
Mr. RICHARDSON. Do you do it proportionately to the different sections of town ?
Mr. RosLow. May Iconsult?
Mr. RICIIARDSON. Yes.
Mr. RosLow. No, that would not be true, sir. We pick the sample
according to arandom number start, and we keep counting, and blocks
fall out.
Mr. RICHARDSON. Doctor, it is rather strange that the interviewers
in Louisville seem to think that you continually send them back to a
section in Louisville where the houses are close together and the
income is extremely low.
Mr. Sparger, will you show Doctor Roslow the map of Louisville?
Doctor Roslow, on this map, we have outlined the areas where you
have said interviewing is to be done. Those are in blue for the regular
survey and in green for the colored survey. In red are the interviews
that were actually done. You can see there is not alot of correlation
between them in many cases, can you not ?
Mr. BROTZMAN. Before he answers, will you hold that around this
way so that the committee can see it briefly, Mr. Richardson ?
Mr. Moss. Mr. Richardson, will you undertake for the record to
carefully define exactly what you are showing Dr. Roslow?
Mr. RICHARDSON. We are showing Dr. Roslow a map of the city
proper of Louisville, Ky. On this map are drawn the different areas
as are explained in the sample execution material sent to the committee
by Pulse, Inc. These are in blue on the map.
The staff has then taken all of the interviewing as it was actually
done in the, field and they have put it on the map in red. This map
shows the many differences where interviewing didn't occur where it
was supposed to occur.
This second map, Imight also add, and the committee members have
asmall copy of it in their amendments to the Pulse report, comes from
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census data prepared by the Louisville Chamber of Commerce, and
deals with income areas for the different parts of Louisville city limits.
Mr. BRozzmAx. May Iask one question?
Do Iunderstand correctly that the red indicators on the map indicate where the staff ascertained that a survey was not done where it
has been represented it was done ?
Mr. RICHARDSON. No, Congressman Brotzman. The red indicates
where the woman actually did interviewing. The blue on the map
indicates where they were supposed to do the interviewing.
Mr. BROTZMAN. Thank you.
Mr. RICHARDSON. Now, Doctor, in relation to this
Mr. Moss. I think at this point, we should receive a copy of this
second map for the hearing record.
Is there any objection ?
Hearing none, it will be included at this point.
Mr. RICHARDSON. There will be no objection if we can draw it up,
sir.
(The map referred to is as follows:)
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Mr. RICHARDSON. Doctor, in relation to this map, we have here the
different breakdowns of family incomes in Louisville. We have in
our audience people from Louisville. Ihave checked with them also,
as well as with census data, and it definitely appears that only people
in middle, high, and upper income brackets live in areas 8, 9and 10 hi
Louisville. No interviewing was done at all in those areas.
You will notice here that most of your interviewing, either done or
scheduled, was done in the very low income area, the income area of
$2,963 per family.
Mr. Rosiow. Sir. Idon't think this is the way to analyze this sample.
You would have to analyze this sample on proportion of income levels,
proportions of blocks which fell in the sample. It always appears
when one looks at amap like this that it was drawn in the lower level
blocks. Ithink it would have to be worked out. If it has ly.,en worked
out and it shows that this was skewed, then Iwould admit that it was
skewed.
Mr. ROGERS of Florida. Is that the way you worked it out
Mr. Ronow. No, sir; this is the way it fell out.
Mr. ROGERS of Florida. In other words, you make no attempt to
get across section ?
Mr. Ronow. That would throw us back into quota sampling, which
we did many years ago, but which we do no tdo an yl
onger .
Iam not saving
.
this is wrong. If Imay explain
Mr. Moss. ell° only question here is whether this placement on the
map reflects the facts. If this map also reflects that in areas of high
income and high valuation no sampling was taken; that is afact ?
Mr. Ronow. Sir, Idon't know from this map whether this is afact
or whether there is askewed distribution of the sample.
Mr. Moss. The staff has taken your samples and placed them on a
map. The map is amap of Louisville. The information now being
shown you is very authoritative information which was secured and
the distribution of property evaluations were determined. The question before you is whether the information before you is afact. Your
interpretation on how you might do it is not the point.
Mr. Rosiow. May Ipoint out to you that this map shows medians
by areas, medians by income level, housing valuations, and there is
considerable overlap. So it is possible in a lower level area to have
found some upper level households just the same. Isay this requires
amore thorough analysis.
Mr. Moss. It is possible,
.
Doctor, but not too probable in any great
numbers.
Mr. Rosrow. If you look at the medians, sir, there is considerable
overlap.
Mr. Moss. At this point, the Chair is going to ask that you discuss
the points being made, the information before you. You are not in a
position at this time to challenge the many figures you have in your
possession.
Mr. YOUNGER. May Iask aquestion ?
Mr. Moss. Mr. Younger.
Mr. YOUNGER. Iam interested in whether or not, in your report of
Louisville, you stated that you interviewed in certain sections. Is
that true?
Mr. Rostow. Ididn't say sections, sir, no, sir.

BROADCAST

RATINGS

905

M r. YOUNGER. Certain areas?
Mr. Ronow. With respect to this? No, sir, Ididn't say that with
respect to this.
Mr. YOUNGER. Then the interviews that were given to the committee
were the areas in which you interviewed?
Mr. Ronow. Yes, they do represent those areas, sir.
Mr. YOUNGER. And do they represent the same areas which you
say in your report you interviewed ?
RosLow. Well, the report doesn't detail the areas, sir.
Mr. YOUNGER. Doesn't detail them at all?
Mr. Rosww. No, it does not.
Mr. YOUNGER. From the questioning, Ithought you started in with
agroup which you said they interviewed.
Is that right, Mr. Richardson ?
Mr. ROGERS of Florida. Would the gentlemen yield?
Mr. Moss. Just aminute.
Mr. YOUNGER. Iwant to get it straight as to what these areas are
and where you got them.
Mr. RICHARDSON. The reason this is being brought up, Congressman Younger, is that the interviewers in the markets we have been
in in relation to Pulse state that they continually go back to low income areas, and the houses are very close together. Ithink it is rather
obvious that if you are going to knock on doors and the houses are
close together, it is easier to do it there than in the houses of upper income levels, where the houses, instead of being 30 feet apart, are perhaps 150 feet apart.
Mr. ROGERS of Florida. Let me ask you this: We asked you to
give us the pattern of your sampling, I believe. You furnished a
map, did you not, to the committee ?
Mr. Rosww. Well, we furnished the blocks.
Mr. ROGERS of Florida. Now, in checking, they find that this pattern
was not carried out and it was not in those blocks. Isn't that true?
Mr. Ronow. I don't think that is the point Mr. Richardson is
making.
Mr. ROGERS of Florida. That is the point I am making. Is that
true ?
Mr. RosLow. I don't think it is true. In the first place, there is
considerable overlap of assignment and execution, and where the
blocks differ, it is acase of crossing a street and going to the next
block in terms of interviewing procedure.
Mr. ROGERS of Florida. I haven't looked at the map to know.
Is that acorrect statement, Mr. Richardson?
Mr. RICHARDSON. Doctor, this information is broken down into 10
different areas. For example, in Area No. I, interviewing was scheduled for this area. This interviewing was not done anywhere in area
I, and there is not any interviewing that has been done, it would appear, within—would you say amile of that? It appears to be at least
12 to 15 blocks.
Mr. ROGERS of Florida. This is the point. Now, how do you explain that, Doctor? You give us the pattern and say you did—schedule interviews, but then you did not carry them out ?
Mr. RosLow. We have assigned this to the supervisor. She should
send her interviewer to that block. She did not do it. Perhaps they
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went there and the block has been destroyed. We don't know. We
would have to—perhaps your staff may know. They have been there.
But we did assign it to the supervisor and she was to have sent her
interviewers to those blocks to do the interviewing.
Mr. ROGERS of Florida. Then it doesn't matter what you send out
of yotir office ; you leave everything to your supervisor ?
Mr. liosLow.. 'Well, the local supervisor is on the spot and should
know whether interviewing is feasible in any troublesome block. It
may be adangerous block; it may be destroyed.
Mr. ROGERS of Florida. Don't they apprise you of that fact ?
Mr. Rost.ow. Yes, they do. They come back to us.
Mr. ROGERS of Florida. Why didn't you furnish the staff with the
correct information ?
Mr. RosLow. We furnished the staff with the design of the sample
am It lie sampl mg pattern.
Mr. ROGERS of Florida. But you tell me this is not true, now.
Mr. RosLow. Sir, may Iexplain. We furnished the staff with aset
of sheets. The Congressman may have copies of aset of sheets that
have blocks on them. The interviewers are supposed to go here and
interview. When they finish their interviewing, they cut this out and
attach it to their questionnaires, and that comes back on into the office.
Now, we look at the questionnaires and check off that this is where
they have been, this is where they have done the interviewing. They
are supposed to countercheck addresses, but it is not always possible
because you don't know numbers, and they may be on astreet and still
be 10 streets away. It isn't always possible lo pinpoint it precisely.
If they go around the block and go to the next block, the street names
change.
So' when they come back clipped this way, we feel that this has
been checked in with the supervisor on the spot, and they have been
in this block or the adjacent block in the. course of their interviewing.
Mr. ROGERS of Florida. You made no further check?
Mr. RosEow. Not beyond that routine, sir.
Mr. ROGERS of Florida. So as amatter of fact, your surveying could
be done in the same block every time you go back there and you would
not know it
Mr. RosLow. It could be, but Ihardly think so, sir.
Mr. ROGERS of Florida. It could be, very obviously.
Mr. YOUNGER. I have just one question here to go back, if Imay,
Mr. Chairman.
You just told me that you didn't represent to your buyers that you
interviewed in certain areas; is that correct ?
Mr. RosLow. Yes, sir.
Mr. YOUNGER. Now, you have just said that you do assign these
interviews in certain areas; your assignment sheet.
Mr. RosLow. We do assig*n them that way, yes, sir.
Mr. YOUNGER. All right, if Iam abuyer and Icome into your place
and Iask you in what sections you
y interviewed, you take out that assignment sheet and say. "This is the area in which our interviews took
place." Wouldn't that be true ?
Mr. RosLow. It would be true. We would supply a sample. I
recently did that for aradio station in
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Mr. YOUNGER. Iam not concerned with that. Iam concerned with
this one right here you have in your hands. Iam abuyer. Icorne in
to ask you, I am interested in Louisville. What sections are you interviewing for your test? Wouldn't you take that assignment sheet
out and show it to me ?
Mr. Ronow. We would take the one out that had the blocks checked
in that the interviewer has come back on. We would show that. It
would show some blocks, some blanks where the interviewing hadn't
been done.
Mr. YOUNGER. You don't have it back yet. You are just making
the survey.
Mr. Rosww. Oh, this would be in advance.
Well, after the facts, we would have to have this duplicate sheet with
blocks checked off. Ithink you had one like that.
Mr. RICHARDSON. This is the only one we had.
Mr. Ronow. After that, there would be a duplicate sheet with the
checked blocks which the supervisor checked when they came. This
would have been pinned to the questionnaires, and there would be a
duplicate check that this had been done.
Mr. YOUNGER. Would you inform me that the information you had
given me before was wrong and achange had been made ?
Mr. Ronow. It would not reveal the change. It would be technically incorrect, sir.
Mr. YOUNGER. That is all.
Mr. RICHARDSON. But you would not actually then send a letter
out to your subscribers and say, well, we didn't do our interviewing
where we planned to, and therefore, the survey may not be very accurate, would you ?
Mr. RosLow. Idon't know that it would come to our attention that
this question would come up.
Mr. ROGERS of Florida. Let me just ask one question.
So you really don't know where your questions are asked, do you?
Mr. Ronow. In an absolute sense, yes; in a relative sense, no, sir.
Mr. RICHARDSON. Are these supervisors that you place this great
importance on full-time employees, Doctor?
Mr. Ronow. They are not full-time employees of Pulse. They are
generally survey contractors who do research for almost all of the
market research companies in the country.
Mr. RICHARDSON. What will the one in Louisville make ayear out
of working for Pulse, approximately, Doctor ?
Mr. RosLow. Idon't know that Ican answer that offhand.
Mr. RICHARDSON. Could you find out and supply it for the record?
Mr. Rosi.ow. May we have just amoment?
Mr. RICHARDSON. Yes.
Mr. Ronow. We can supply that for the record, sir.
Mr. RICHARDSON. Would you supply what you paid Mrs. Newkirk
for 1962 for the subcommittee record ?
Mr. Ronow. Yes, sir.
EDITORIAL NOTE.—As the record shows, Dr. Roslow stated that he
would supply the amount of money Pulse paid the Louisville supervisor, Mrs. Hazel Newkirk, in 1962. This information was not supplied. Dr. Roslow did send the total amount of money paid to Mrs.
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Newkirk for her own work as well as the work of all Pulse interviewers in Louisville. This information was supplied for the year 1961,
not 1962, and is as follows:
February-March 1961—Metro surveys
February 1961—TV national profile
May 1961—TV national profile
October 1961—Football survey
November 1961—TV national profile
November 1961—Metro area surveys

$943. 00
81. 17
89.66
347.62
85. 30
571.38

(These amounts total $2,118.13.)
Mr. Moss. Mr. Richardson, I think we had better suspend now.
The committee will resume at 219111.
(Whereupon, at 12: 03 p.m., the hearing recessed until 2 p.m., this
saine day.)
AFTERNOON SESSION
The CHAIRMAN. The committee will come to order.
You may proceed, Mr. Richardson.
TESTIMONY OF SYDNEY ROSLOW—Resumed
Mr. RICHARDSON. Thank you, Mr. Chairman.
Doctor, it is quite obvious that it would be possible to miss certain
areas, needless to say, in your method of selecting areas, and that
this would be statistically all right.
However, in area No. 1, from the map—this comes from census
data prepared by the Louisville Chamber of Commerce—you had a
certain amount of interviews scheduled.
I am assuming it was 2 days. I am not positive. It may only
have been 1 day.
The sheets show that no interviewing was done in this area. The
sheets show that no interviewing was done in area 8, area 9, and
area 10. Now, here are the different evaluations. It is also realized
that you wouldn't necessarily hit all income brackets in your type
of sample, but these four areas comprise over 30 percent or, at least,
approximately athird of the total population of Louisville, and these
areas are very definitely the principal high income areas in Louisville.
Now, would a sample that does not take into consideration over a
third of the area and a sample that does not take into consideration
the high income areas, be avery good sample ?
Mr. RosLow. May Iconsult my statistician ?
Mr. RICHARDSON. Yes.
Mr. Ronow. I am advised that this would not be a good sample.
However, it could fall out on the manner in which we do our systematic sampling procedure. It could be one of those instances where
a—not agood sample develops.
Mr. RICHARDSON. Well, Doctor, since you did ha ve i
nt
erv i
ew i
ng
scheduled in one of these four areas, and they are higher income areas,
and since
.
that interviewing wasn't done it's rather
Mr. RosLow. One is apoor income area.
Mr. RICHARDSON. It is rather apparent that-Mr. RosLow. One is apoor income area.
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Mr. Ricimiumoig. Well, would you read off then the income areas?
Mr. RosLow. Isn't it—
Mr. RICHARDSON. Would you read off the incomes for each one of
the groups, 1through 10?
Mr. RosLow. May I ask, Is there a range? These are median
incomes. Iwould prefer to have arange.
Mr. RICHARDSON. You may, if you will prepare—you may get that
information for the subcommittee--Mr. RosLow. The family income in area No. 1is $6,188.
Mr. RICHARDSON. All right. Now, in area No. 2 ?
Mr. RosLow. Two is $5,767.
Mr. RICHARDSON. And you did some interviewing there, didn't you,
but not much?
Mr. RosLow. That's right.
Mr. RICHARDSON. Area 3 ?
Mr. Rosi,ow. $2,963.
Mr. RICHARDSON. Now, you did a lot more interviewing in area 3
than any—
Mr. RosLow. No; that's what it looks like on the map. Four is
$4,577; five is $6,773; six is $4,335.
Mr. Ricnanesox. Now, Doctor, in area No. 4you had interviewing
scheduled, at least inthis part of it, and it wasn't done, was it, and
actually the interviewing went down in No. 4, I guess. I am not
exactly sure where it went.
Mr. RosLow. Iam not sure, either. Iam accepting your placement
on the maps, sir.
Mr. RICHARDSON. Certainly. We had hoped you would have had
a chance to look through it. I know you couldn't completely have
cross-checked these, but you could have at least looked through the
information from the questionnaires at first—
Mr. RosLow. Six is $4,335.
Mr. RICHARDSON. Seven is this area here [ indicating].
Mr. RosLow. Seven is $6,406.
Mr. RICHARDSON. Eight?
Mr. RosLow. Eight is $8,430; nine is $9,536; ten is $7,183.
Mr. RICHARDSON. It is rather obvious, then, even though No. 1isn't
the highest income area, it is highest where no interviewing was done?
Since more interviewing was done in three than any of the
others—
Mr. RosLow. That's true.
Mr. RICHARDSON. Isn't it also true, Doctor, that the houses, and
we have people here from Louisville if we need an expert, but even
by the map it is rather obvious that the houses are much closer together in these areas here in three and four and two, aren't they ?
Mr. RosLow. May I have a moment to do some arithmetic here,
please ?
Mr. RICHARDSON. Yes, certainly.
Mr. Rospow. May I ask you to repeat the figure you said as to
what proportion 8, 9and 10 and 1were of the total ?
Mr. RICHARDSON. Ibelieve, if you will total it out with the different
families, it comes up to approximately 40,000 homes in areas 8, 9,
10 and 1.
And with the other areas, if my calculation is correct, it comes to
about 120,000 total homes.
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Mr. Ronow. May we continue and have my associate do that,
please ?
Mr. RICHARDSON. Certainly. Now, Doctor, what we have been
speaking about is the regular interviewing.
Mr. Ronow. Yes, sir.
Mr. RICHARDSON. Well, if time permits we will get into what happened in the colored interviewing. Iwill simply point out, since the
map is here, that. you had in definitely colored areas 8days scheduled,
is that not correct, according to your specifications ?
Mr. RosLow. Idon't seem to have it but—
Mr. RICHARDSON. Mr. Sparger will give you acopy of it.
Mr. Rostow. If that is what we sent you, Iwill accept it, sir.
Mr. RICHARDSON. That was down here somewhere, Doctor, but here
is another copy of it.
Mr. Rosuow. Yes.
Mr. RICHARDSON. In those 8 days, which were diagramed on the
map here in green—for example, this area here was diagramed. This
area was diagramed. This area and this area were diagramed.
Only 4 of those days were conducted as prescribed in interviewing
and, of course, we have the sheets up here. So that also wasn't very
good execution of the original sample, as it was drawn, was it, Doctor ?
Mr. RosLow. No, it was not.
Mr. RICHARDSON. Doctor, in order to clarify the record, in October
of 1961, Mr. Sparger and Ihad ameeting with you. Is that correct ?
Mr. RosLow. May Ihave amoment ?
Mr. RICHARDSON. Yes.
Mr. Ronow. Probably correct, yes, sir.
Mr. RicHnnosox. At that time you advised us of several ways Pulse
uses to verify its interviewing work. Is that not correct, Doctor?
Mr. Rosww. Ibelieve so.
Mr. RicuAnosoN. Iwill read these and ask if you supplied us with
this information. This is from amemorandum which we did at that
time:
(a) Pulse inspects complete interview worksheets for obvious errors
and omissions.
The CHAIRMAN. Well, I—
Mr. Ronow. Ibelieve so.
The CHAIRMAN. Ithink it probably would be more appropriate to
ask him if he made that statement, too.
Mr. RICHARDSON. Thank you, Mr. Chairman. Did you make that
statement to us, Dr. Roslow ?
Mr. Ronow. Well, I'm not sure, but if you noted it down I may
have. My memory wouldn't be that certain.
Mr. RICHARDSON. Would Mr. Larry Roslow be able to help you on
this?
Mr. RosLow. Iwill consult him. It would probably be our normal
procedure, and I may have said it.
The CHAIRMAN. Well, what we are more interested in is whether
or not it is a fact.
Mr. RosLow. Well, sir, Ican't be sure. Imean, Idid not note down
what I said.
The CHAIRMAN. I don't mean what you said. Is the statement
correct ?
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Mr. RosLow. It is part of our procedure.
The CHAIRMAN. That is what I want to know. I am not too concerned about what you said—
Mr. RosLow. Yes, sir.
The CHAIRMAN. Other than whether or not it is a fact.
Mr. RosLow. Yes, sir, it is part of our procedure, sir.
Mr. RICHARDSON. Thank you, Mr. Chairman.
Would this also be a fact, Dr. Roslow, that you send postcard
inquiries to one respondent out of each day's interviewing quota?
This would be about 5 percent of your interviews that you would
send postcards to?
Mr. RosLow. That would be approximately right.
Mr. RICHARDSON. Did you do it in 1961, a cross-check on the 5
percent ?
Mr. RosLow. Yes, we think we would have done that.
Mr. RICHARDSON. And at that time you made the statement that
approixmately 40 percent of these cards a
.re returned to Pulse, that you
mailed out to check on the interviewing ?
Mr. RosLow. May Icheck that ?
Mr. RICIIARDSON. If you like.
Mr. RosLow. Well, approximately we would expect somewhere in
that area.
Mr. RICHARDSON. And is the local supervisor asked personally to
check ahome where acard has been sent ?
Mr. RosLow. No.
Mr. RICHARDSON. At any time ?
Mr. RosLow. No.
Mr. RICHARDSON. Do your local survey supervisors make any checks
on the interviewers?
Mr. RosLow. They are required to. It is part of their task as a
supervisor to verify the work of the interviewers under their
supervision.
Mr. RICHARDSON. May a supervisor call an interviewer without
warning and request that she bring her day's work in to be checked
by the supervisor?
Mr. RosLow. I would say the operation of that staff is entirely in
the hands of the local supervisor.
Mr. RICHARDSON. Then you take no responsibility for what the
interviewers do other than what these supervisors tell them to do?
Mr. RosLow. Well, when we engage a supervisor, who has control
over the staff, there must be a line of command as you go down the
line. We would rely on the supervisor.
Mr. RICHARDSON. Do you know whether you omitted any of these
procedures on checking the one survey that we have gone through
here today? In other words, did you send out cards to check on the
verification, as to whether or not the interviewing was done?
Mr. RosLow. On this one?
Mr. RICHARDSON. Yes.
Mr. RosLow. May Iconsult?
Mr. RICHARDSON. Yes.
Mr. RosLow. Iwould assume that the people responsible for counting the questionnaires and checking them out would have gone
through the procedure of sending these cards.
99-942- 63- pt. 2--.32
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Mr. RICHARDSON. Well, had they sent these cards out shouldn't
some of these things become apparent to your people in New York?
Mr. Ronow. Well—
Mr. RICHARDSON. Such as—pardon me.
Mr. Rosiow. Well, at that time, and again this is one of the things—
one of the things we are in the process of correcting and have corrected. At that time the card, which we mailed, checked only, I
think, on one fact, and that is: Was the household interviewed? Let
me confirm that, please.
M T. RICHARDSON. Yes.
Mr. Ronow. Yes, it checked only on the one fact, was the household
interviewed.
Mr. RICHARDSON. Now, at this time—we went through this this
morning, but I would like to refresh both of our memorias from the
memorandum which the staff wrote that day. The length of interviewing covered by the Pulse system is a6-hour period of the 18-hour
broadcast day ( 6a.m. to 12
Interviewing takes place in the late afternoon and evening according
to the following schedule:
From 4to 5:10 p.m. interviewing is done from 9a.m. to 3p.m. for
that day. From 5:10 to 6:30 p.m. interviewing is done for 6to 12 p.m.
yesterday. And from 6:30 to 6:45 p.m. it has here "no interviewing;
arest break."
From 6:30 to 6:45—
Mr. Rostow. Iam not sure Iwould have said that but it is possible.
Mr. RICHARDSON. From 6:45 to 8 p.m. interviewing, from 6 to 9
a.m. and from 3to 6p.m. today.
Would that be your normal schedule?
Mr. Ronow. That is the three-roster day part in the large metropolitan markets. That takes place in some 20 or 30 of our markets.
And Ithink we were describing—we had that in mind when we were
describing this to you.
Mr. RICHARDSON. As we went through it, of course, there may have
been a problem here. You didn't differentiate that you did this in
only the large metropolitan market. Louisville is the 31st market.
Where would you draw this line? At 30 or —
Mr. Rosiow«.No, actually the line is not drawn in terms of size of
markets necessarily. It is drawn in terms of the stations, number of
stations participating in asurvey and the availability of the research
budget, as to whether we can do atwo-part day or athree-part day.
Mr. RICHARDSON. So in New York City you might actually do a
two—
Mr. Ronow. In New York City we do athree-part day because we
have enough stations participating and there is enough of abudget.
Mr. RICHARDSON. Doctor, looking at what we have shown from the
map of Louisville, if your company did use the same random number
interval each time it would be possible to go back to the same areas
time after time, wouldn't it?
Mr. Rosiow. If we used the same starting point and the same random number at the beginning, but Idon't believe this would have been
done.
Mr. RICHARDSON. In your original sample, as it was outlined in the
material, before you for the regular survey, would you turn to that,
please, at this time ?
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Mr. RosLow. Is this the material you mean ?
Mr. RicnAaosoN. Yes. For the regular survey.
Twenty-three days of interviewing were scheduled in Louisville
proper and twenty-one days were scheduled in the remaining areas, is
that not correct, for Jefferson County ?
Mr. RosLow. I don't see those numbers here. I am trying to find
them.
Mr. RICHARDSON. On the information Igave you this morning, the
original copy, Doctor, you had diagrams of the areas which had been
surveyed.
Mr. RosLow. Twenty-five and fourteen ?
Mr. RICHARDSON. ISit 25 and 14 or 25 and 19 ?
Mr. RosLow. It is— it looks like 25 and 14 here; 25 inside and 5-19
and 25.
Mr. RICHARDSON. Nineteen and twenty-five ?
Mr. It( )sLow. Would have been on the assignment.
Mr. RICHARDSON. Do you have the information I gave you this
morning, the original copy of the blocks which were diagramed which
you were to interview ?
Mr. RosLow. ( Indicating).
Mr. RICHARDSON. Would you cross-check and see how many blocks
were scheduled for internal Louisville?
Mr. RosLow. Blocks?
Mr. RICHARDSON. Well, how many specific areas? For example,
you have an area outlined and you will say 3 days for it or 2 days.
Would you count the number of days for the total ?
Mr. RosLow. It looks like 25.
Mr. RICHARDSON. And for the remainder of the area how many?
Mr. RosLow. The balance of the county or the total remainder?
Mr. RICHARDSON. The balance of the county here.
Mr. RosLow. The county ? Fourteen.
Mr. RICHARDSON. Doctor, do you have the population data for
Louisville proper compared with the remainder of the county?
Mr. RosLow. 63.6 and 34.4—percentages.
Mr. RICHARDSON. Where do those figures come from?
Mr. Rosupw. Right here ( indicating).
Mr. RICHARDSON. I know, but where did those figures come from?
Mr. RosLow. Sales managements households.
Mr. RICHARDSON. Twenty-three days of interviewing were done
within Louisville city limits and only twelve days were done in the
remaining areas. How will this apportion out in relation to the county
as to the census population ?
Mr. RosLow. You mean istead of 25-14 it was 23 ?
Mr. RICHARDSON. Twelve.
Mr. RosLow. Twelve? Well, it's alittle off.
Mr. RICHARDSON. According to my calculations, which may be
wrong, 66 percent of the interviews were done inside Louisville and
34 percent were done outside of Louisville. And these are the
Mr. RosLow. You mean against the 63.6 and 36.4 ?
Mr. RICHARDSON. Well, here are the 1960 census figures for Louisville and the population is 733,000. Of this number 390,000 reside
within the city limits and 343,000 lived in the remaining area. This
would break down to 53 percent and 47 percent. In other words, you
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did 66 percent of the interviewing inside, where 53 percent of the
population lived, and you did 35 percent or—
Mr. Ronow. I know, but the sample was based on sales managements households.
Mr. RICHARDSON. And not census
Mr. RosLow. Not this break, no.
Mr. RICHARDSON. What do you normally use as the data from which
your information comes as to the households in an area?
Mr. Rostow. May Iconsult?
Mr. RICHARDSON. Why don't you have him come to the table with
you, Doctor ?
Mr. Ronow. Sit up here.
We normally use sales management households because they update
each year.
Mr. IticiiminsoN. Doctor, when Mr. Sparger and I were in New
York in the fall of 1961 you informed us, and Ibelieve you informed
the Madow committee or, at least, the report so shows that you tell
the interviewers in these remaining areas to go to specific points for
each day's interviewing and then you give them instructions as to
how to proceed.
Now, look on your chart there and see what it says in relation to
these remaining areas. Take Shively, Ky., for example. It just says
"Shively," doesn't it?
Mr. RosLow. Yes, that's so.
Mr. RICHARDSON. Would it surprise you that the interviewer there,
says she just goes any place in Shively that she wants to? Isn't that
what your instructions allow her to do there ?
Mr. RosLow. Well, it should have been an intersection as there were
in the case of the other two counties.
Mr. RICHARDSON. But were there any instructions as to the remaining areas or could they just go in any of the suburbs, pick out an area
that they liked and pick out a—
Mr. Ronow. This is a laxness and an error on our part and our
sampling department was wrong.
Mr. RICHARDSON. We didn't have time to check out all of these
areas, just this one. Then basically, in all the information that you
supplied to this committee and the Madow committee, the sample design wasn't followed at all in this report, was it ?
By that, Imean first you got two counties in the wrong State, and
then in the remaining area you didn't have any starting point and
you just interviewed wherever the interviewers wanted ?
Mr. Ronow. It was not followed properly or adequately, sir.
Mr. RICHARDSON. Doctor, in the interviewing, and you have seen
the plan for Louisville at this time, would it surprise you that Mrs.
Newkirk informed us that much of this interviewing wasn't done in
these areas because it was occupied by business establishments; that
there weren't any people living there and that she had had this problem in the past and had informed you of it ?
This is in the areas, numbered two and three on the map.
Mr. RosLow. Well, that may be the reason why she shifted the
blocks or why the interviewer shifted the blocks.
Mr. RICHARDSON. Shouldn't your organization have some better
correlation of where people live in atown ?
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Mr. RosLow. No, because if we went through the counting procedure, and I assume that we did—if my statistical department went
through this counting procedure, and this is the block that fell,
this is where she should start and they have an instruction as to how
to proceed around this block and then go to the next block and then
to the. next block. Now, it may well be that on this map the shift—
those shifts of two or three blocks at atime represent this problem, that
the original block was abusiness block and the interviewing could not
be conducted on abusiness block, and they would move over until they
came to the nearest block where it was possible to interview. This may
be the explanation. Idon't know for sure.
Mr. RICHARDSON. So at this point the interviewers design their
own sample ?
Mr. RosLow. Well, it's not aquestion of designing their own sample. We give them an instruction as to how to go. Now, perhaps
they don't follow it, and we have been inept in catching it.
Mr. RICHARDSON. Well, Doctor, would it surprise you that Mrs.
Newkirk and Mrs. Lacefield both informed the staff that time after
time, within the city limits Pulse will send them back to the same
blocks? I know that this could happen, but shouldn't someone become aware of this in your organization after some time?
Mr. Ronow. Idon't know how you can say "Time after time," sir.
We only interview twice ayear in
Mr. RicirAnnsoN. How ninny years have you been interviewing in
Louisville, Doctor ?
Mr. RosLow. I think I might estimate that. I couldn't tell now.
I would guess perhaps 5or 6years. Irun not sure. We would have
to look at our library and see.
Mr. RICHARDSON. In yesterday's testimony you stated that there
was adifference in radio listening—a difference in the ethnic groups
of the community.
You stated, for example, that Spanish language stations would have
adifferent potential audience as would Negro programed stations and
that Negroes, would have a tendency to listen to a different type of
programing, I believe you stated, than possibly some other people?
Mr. Ronow. Yes.
Mr. Iticmannsox. For that reason you do conduct or, at least, at
this time did conduct aspecial Negro survey for Louisville?
Mr. Rosww. We had an order from one of the stations to do this.
Yes, sir.
Mr. RicirAansox. Yes. Now, Doctor, in this case you scheduled,
according to your diagram again, 10 interviewing days in the regular
survey in Neo areas. This would have been 10 out of 44 days. In
the interviewing actually done 8days were in completely colored areas
and 4other days were in mixed areas. Since there were only 37 interviewing days done, this includes, of course, 2days in Winchester, and
since 8 were done in completely colored areas, this equals 21 percent
of the total sample.
Now, is it not. true that the population of Louisville is only 11.6
percent colored ?
Mr. Rosww. May Ihave amoment ?
Mr. RICHARDSON.' This is my information from the 1960 census.
Mr. RosLw.
SL(
May Ihave amoment ?
Mr. RICHARDSON: Yes.
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Mr. RosLow. In the Louisville metropolitan area it would be 11.6
percent, sir.
Mr. RICHARDSON. SO out of this total where the interviewing was
done for Louisville in the regular survey you did 21 percent in Negro
areas and if there is a difference in listening, as you have stated,
then you oversampled the Negro population.
Is that not correct ?
Mr. RosLow. But Ithink we were aware and we corrected our sample
for that in the processing.
Mr. RICHARDSON. How did you correct it, Doctor?
Mr. RosLow. We used only part of the Negro sample in the total
metropolitan area sample, and discarded at random some of those
Negro interviews.
Mr. RICHARDSON. Doctor, we are not talking about the 8days of interviewing that you did in the Louisville Negro report. We are talking
about what was scheduled in your Louisville regular report.
Mr. RosLow. Yes, Iam talking about that, too.
When it came to the processing of the regular report we discarded
the overage of the Negro interviewing.
Mr. RICHARDSON. Then this lowered your sample size greatly, didn't
it, and the sample sizes you have been giving us here today are once
again—
Mr. RosLow. No; in those today we reported only the Negro sample
that we used in the total metropolitan area sample.
Mr. RICHARDSON. Well, Doctor, Idon't see how, from the interviewing sheets that were sent the subcommittee, that you can possibly give
that explanation.
It would seem that at the most you had interviewing from approximately 320 homes for each broad day period and now you discarded,
Isuppose, at least 10 percent of those.
And yet you still stated you had 400- plus roster recall interviews
during each one of these periods.
Mr. RosLow. Our estimate shows that in the total metropolitan
area sample the Negro sample ran high.
It ran approximately 17 percent.
Mr. RICHARDSON. However, you didn't really schedule all of those
44 days, and you were counting those days done in Winchester in that,
weren't you ?
Mr. RosLow. No, Iam counting the returns on this.
Mr. RICHARDSON. Well, there were returns from Winchester?
Mr. RosLow. Yes, they were in the sample, unfortunately.
Mr. RICHARDSON. Doctor, as has already been pointed out, we asked
you for the weighting when we first discussed this problem with you,
and you read into the record this morning a letter dated March 23,
1962: from me.
Would you turn and reread question No. 7 ?
Mr. RosLow. Is any other weighting done in the production of your
reports and, if so, explain in detail.
Mr. RICHARDSON. Doctor, you didn't mention when you explained
in detail, any of this weighting which we now learn for the first time,
did you ?
"qr. ROSLOW. We did in our letter to you, sir, in answer to this, did
we not ?
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Mr. RicitAnnsoN. Would you read your answer No. 7, Ibelieve it is
(e), again for the record ?
Mr. RosLow ( reading) :
Fluctuations from one successive report to another within the same 12-month
period are reviewed.
If the difference between the successive ratings is greater than 50 percent of
either rating, the 2 may be averaged.
This depends on whether program changes have occurred or not, seasonal
changes, et cetera. Other weightings may be used, depending on geographic,
economic factors, et cetera, to balance the sample,

this is the thing that we talked about in the Negro sample—Ihaven't
finished reading, sir.
Mr. RICHARDSON. Iam SO/Ty.
Mr. RosLow ( continuing) :
and depending upon transition from one roster period to the next to smooth
unexplained fluctuations.

Mr. RICHARDSON. Actually, as far as this statement is concerned,
Doctor, you could do any type of weighting you wanted to, couldn't
you ?
Let's just look at this.
Fluctuations from one successive report to another within the same 12-month
period are reviewed.

Now, in Louisville you only do two reports ayear. Isn't that correct ? You just stated that for the record amoment ago.
Mr. RosLow. That's right.
Mr. RICHARDSON (
reading) :
If the difference between the successive ratings is greater than 50 percent of
either rating, the 2may be averaged.

If you only do two reports ayear, program changes occur rapidly in
some of these markets, and how could you balance the end result?
Mr. RosLow. Ithink we said in our answer there we said where a
program—
Mr. RICHARDSON. We will take the statements one at a time here
and—
Mr. RosLow. May Iread my answer ?
Mr. RICHARDSON. Yes.
Mr. Ronow ( reading) :
This depends on where the program—this depends on
changes have occurred or not.

whether program

So that if there was arecognizable program change there would not be
the 50 percent averaging.
Mr. IticHAansoN. Doctor, you testified yesterday, in relation to
Miami, that you didn't know what went on in these markets because
you were in New York.
How did you know about all of these program changes ?
Mr. RosLow. Well, it's on the program log that we get from the
stations.
Mr. RICHARDSON. If they send you one?
Mr. Ronow. Well, there are very few instances where we do not get
aprogram log, but what you say is true.
Mr. RICHARDSON. When we went through your operation in New
York, is it not true that we saw in the compilation of this data, aper-

918

BROADCAST

RATINGS

son taking an old report and going through and recording the results
of the latest report above the prior figures ?
In other words, instead of putting it on aclean sheet you were putting the figures right next to those on the old report ?
Mr. RosLow. Well, the old report is used as the dummy report for
the typist for the new report.
We correct the program names in the report and we put in the new
ratings into the report and then this goes to the typist for typing.
Mr. RicnAnosox. And then you may average these out ?
Mr. RosLow. Where the fluctuation is as described there—
Mr. Ricirsnnsam. Do you tell your subscribers that you may avera ( Ye the two reports in Louisville for the year and even though you do
new surveying, it doesn't make much difference, because you still go
by the prior report to agreat extent ?
Mr. ROMANY. Well, we discussed that situation originally with our
rounsel and we were advised that this could be considered in the
nature of atrade secret, and we did not report this.
We did report this to the Madow committee. We had no reaction
from the Madow committee. We had no reaction from this from the
FTC, but we, ourselves, have changed this. We are no longer doing
this because we did feel uncomfortable about it, mostly because of
the question you have raised, as when there is a program change or
when there isn't.
The program name may remain the same, and Ithink that we were
probably unsophisticated in the beginning, when we thought that this
was a good technique for smooth and unexplained fluctuations, but
when you look at program names, while program names remain the
same, we finally realized that they may not be the same even though
the same name.had been used or if they change, it may still be the
saine. kind of program.
And so, in our judgment, we have eliminated that, although no comment had been made on this method either by the Madow Committee
or the FTC.
Mr. RicirAnnsoN. Doctor, would you once again read what you
stated in this report?
Mr. RosLow ( reading) :
These figures are percentages indicating the relative popularity of the stations
during the day.
The base. total station quarter hour mentions, is the sum of the number of
stations listened to during the period.
This base, divided into the total mentions of each station gives the figures
listed above.

This should have been corrected to include that the case counts were
obtained first going through the adjustments and then these shares
were computed.
Mr. Eicii.‘Rosox. Yes, but ill view of what we have just brought
out, von can make any chanegs in here that you feel m.ight need to
be changed. You ca n.balance' the figures.
If the difference is over 50 percent you can average.
Do your subscribers know that all of these things are going on in
these ratings that are supposed to represent the listening public at a
specific time on stations?
Mr. RosLow. What you say is true. We could. Iam sure we don't,
with any intention involved, and our subscribers did not know of this
50 percent adjustment factor.
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Mr. RICHARDSON. To further quote here, you stated:
Other weightings may be used depending on geographic, economic factors,
et cetera, to balance the sample-

Mr. Rosiow. Well, those would be statistical adjustments, in an
attempt to maintain the proper geographic ratios, where called to
the attention of the statistical department and there would be this
weighting adjustment in an effort to balance the sample.
If you had too many outside or too many inside, and if it was called
to the attention of the statistical department there would be this
weighting to bring the sample into line.
Mr. RICHARDSON. Then by the time you got through with it there
wasn't much relationship at all between what the fieldwork showed
and what the report showed, was there ?
Mr. Rostow. Well, Idon't know. Maybe so.
Mr. RicnAansoN. Well, we will be glad to inform you in just afew
minutes.
You went further to explain that to balance the sample, and depending upon the transition from one roster period to the next, to smooth
unexplained fluctuations—you could just go along and if something
was unexplained in New York, that you didn't understand, you could
just smooth it out?
Mr. Rostow. No; that would apply only at the roster break.
You realize, if you break the day into two parts, as in Louisville,
that at 3o'clock—Ithink the break was at 3o'clock—the same program continued and you might have aviolent fluctuation that could
be smoothed.
The CHAIRMAN. Mr. Richardson, Mr. Moss wants to ask aquestion
for clarification at this point.
Mr. Moss. Doctor, Iam looking at the March 28 letter from you to
Mr. Richardson, item 7, subheading (
e) .
Do you see the copy there ?
Mr. Roszow. Yes. sir.
Mr. Moss. This is the one we have just been discussing.
And Iwanted to have it clear in my mind.
Is this 50 percent adjustment factor the one you have now discarded
because you have become more sophisticated ?
Mr. Rostow. Well, that is part of it, sir. We are automating our
operation and, in preparation for that, this would have involved a
tremendous machine operation to put it into the IBM equipment.
And that, too, was afactor in our discarding this procedure.
Mr. Moss. Now, if you were discarding it because you were automating, then you are faced with alittle different problem than the matter
of your personal sophistication ?
Mr. Rostow. Ithink both together.
Mr. Moss. You are discarding it because you are going to automate,
and you can't have all of these variables with no rule applying, can
you ?
Mr. RosLow. That is true, sir.
Mr. Moss. So you have got to knock them down to something definitive. haven't you?
Mr. Rosr.m«v. That's true.
Mr. Moss. Well, you rather amazed me that after—this is 1962, this
letter— after 21 years you hadn't gained sophistication, but you have
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now gained sophistication because in automating, resorting to some
form of data processing, you can't have all of these ad hoc factors
thrown in, can you?
Mr. RosLow. You are right, sir.
Mr. Moss. But on the basis of the 1962 practice these factors were
all being used by you ?
Mr. RosLow. In this report, sir?
Mr. Moss. In this report.
Mr. RosLow. Yes, sir, at that time.
Mr. Moss. And this is all inclusive. You can adjust for anything,
can't you ?
Mr. RosLow. Well, you can. Iwouldn't say that we did, sir.
Mr. Moss. No, but you made it quite clear, in your response, by adding the "et cetera" that everything that wasn't mentioned could also
be tossed in if it was felt necessary.
Mr. RosLow. Well, Ithink that was an unfortunate "et cetera" in
that statement, sir.
Mr. Moss. Ithink it is an unfortunate policy.
Mr. RosLow. Well, Istand reminded about that by you, sir.
The CHAIRMAN. What did you say ?
Mr. Ronow. He said it was an unfortunate policy and I do concur, sir.
Mr. Moss. Now, you say:
Other weightings may be used, depending on geographic, economic factors, et
cetera, to balance the sample, and depending upon transition from one roster
period to the next to smooth unexplained fluctuations.

Mr. RosLow. Well, sir "smoothing" is a
Mr. Moss. Smoothing unexplained fluctuations in the share of a
market ?
Mr. RosLow. Well, sir, smoothing is a statistical procedure where
figures may bounce around.
There is always a possibility to do an averaging or smoothing and,
in the roster break, as I tried to describe, sir, if you can bear with
me for just amoment, when you go at the roster break at 3o'clock we
have another sample and the same program continues.
You have a rating at 2:45 to 3, let us say, and then arating from
3 to 3 : 15, and it is the same program, and you might get a violent
fluctuation.
Idon't think this happens very often, but it could happen.
You might. have a rating of 2 and you might have a rating of 4,
greater than a50 percent difference between the two.
This is what we would use.
If adifference between the two is greater than 50 percent of either,
then we would average the two together in an effort to smooth it, and
this is what we did, sir.
Mr. Moss. Yes, but what does that prove when you take the two
and this four and make it three ?
Mr. RosLow. Well, sir, if it is the same program it would not be
likely that this audience danced around like that.
It. would be one of these accidental functions
Mr. Moss. Iunderstand we are talking about—
Mr. RosLow ( continuing). And we would smooth it, sir.
:NU. Moss. We are talking about a break of 6 months.
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Mr. RosLow. Yes, sir, we are.
Mr. Moss. You are going to smooth between March and October,
and this dancing around wouldn't permit it?
It might be very logical.
Mr. RosLow. On program changes, it would, sir.
Mr. Moss. Oh, people become tired of programs, Iam told.
I see that they have put a lot of new ones on each year and they
take alot of them off or they change the format or jazz them up abit
or do something to try to keep them going, and this might affect the
listener or the viewer?
Mr. RosLow. Yes, it could.
Mr. Moss. But not in your survey it hasn't, because you balance it
out.
You smooth it up even though it's 6months later.
Mr. Roszow. Yes, sir, this happens in instances.
Mr. Moss. And you—
Mr. RosLow. It has happened. It hasn't happened any more.
It did happen, Iwill put it that way.
Mr. Moss. This adjustment is on statistical variations?
Mr. RosLow. Yes, sir.
Mr. Moss. Therefore, you—using that principle—you could make
any kind of an adjustment and value it with statistical variations?
Mr. Ronow. Sir, you couldn't make any kind. Iam simply asking
the committee to bear with us, that we did not make any kind of adjustment, sir.
Mr. Moss. The committee, Ithink, is inclined to be very charitable,
Ithink, in hearing your explanations but at least, speaking for myself,
Ifind it difficult to stretch it as far as your thinking has stretched it.
That's all.
Mr. RICIIARDSON. Thank you, Mr. Chairman.
Who establishes the weights to be used in modifying all of these different results for each time period in each survey, Dr. Roslow?
Mr. RosLow. May Iconsult amoment ?
Mr. RICHARDSON. I mean, you have one statistician. He must be
10 Mrs. Jones or something.
Mr. RosLow. May Iconsult amoment?
Mr. RICHARDSON. You may consult.
Mr. RosLow. Ithink it is a—it is a fairly standard procedure.
Mr. RICHARDSON. Would it surprise you, Doctor, that in all of the
companies that have been in here to date, this is the first time that this
standard procedure has come into effect?
Mr. RosLow. Well, the weighting is astandard statistical procedure.
Mr. RICHARDSON. True, Doctor.
Mr. RosLow. There are many ways of weighting. The weighting to
balance asample is certainly astandard procedure.
The weighting, where a difference is of more than 50 percent and
then the decision to average the two to smooth it is a decision we
make in our judgment.
Mr. RICHARDSON. But none of your buyers know this, do they, Doctor ?
Mr. RosLow. They did not know it because, as I explained, we
had been advised, when we discussed this with our counsel, that this
could be considered one of our trade secrets.
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Mr. RicHARnsoN. Well, it is a secret, all right, isn't it?
Mr. Ronow. It was poor judgment on our part.
We have discontinued it when we realized that we were going to
automate and that we could not tell with certainty when the program
change occurred or didn't occur, sir.
Mr. Moss. Do I understand you to say that this variable, which
you cannot explain to this committee in its full dimensions, is atrade
secret ?
Mr. RosLow. We were advised by our counsel that this type of procedure could be considered atrade secret.
Mr. Moss. It might, by the most tortuous of reasoning, but Idon't
see how something you can't define can be called anything or classified as anything.
It is secret, no doubt.
Mr. Ronow. We did make this known to the Madow committee
and to the FTC, and we were not criticized.
Mr. Moss. I don't care. I don't like you to tell me that this is a
trade secret when you can't even define it.
Mr. RosLow. Ye.s, sir.
The CHAIRMAN. Is it included in the Madow report ?
Mr. lionow. They have that report. The FTC had that information and it was not brought to our attention by either of these two
bodies, sir.
It was entirely on our own judgment that we eliminated this, as I
explained, on two counts:
One, the uncertainty as to whether a program change did or did
not occur and, secondly, we were going into automation and we knew
that we could not punch the necessary information into the machines
to try to accomplish this.
And we removed this procedure entirely on our own, sir.
The CHAIRMAN. Well, Iasked you if it were included in the Madow
report.
Mr. Ronow. In their writeup? I don't know how detailed—the
information, we supplied to them.
I don't know how detailed they went through it in their analysis
and report, sir.
Ithink there is reference to " weighting." Idon't think any weighting is spelled out in detail to any other companies in the matter of the
committee's report, sir, or in the Madow report.
Mr. Moss. If the difference is 49.89 percent, do you then adjust for
the fluctuation ?
Mr. RosLow. Well, you have to be arbitrary about it, sir.
Mr. Moss. You arbitrarily knock it off at precisely 50 percent?
Mr. RosLow. Well, Iwould say—of course, you can't always get a
division, you know, when you are working with numbers, that cornes
out exactly at 50, but if it is 50 or over yes
Mr. Moss. How much variation do you have from 50 up or down?
Mr. ROSLOW. Well, Iwould say we drew the line and we said that
this would be our procedure.
Mr. Moss. Well, you drew it at precisely 50 and if you couldn't draw
it at 50 then you had some further variation ?
Mr. Rosr.o.w. No, no, if you had numbers that you are dividing,
they don't always yield a50 percent cutoff—
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Mr. Moss. Iknow, but they might yield my cutoff at 49.89. Iasked
you if you then made an adjustment to smooth out the flow here.
You don't know, do you ?
Mr. ROSIOW. I don't, know. It's a good question, sir, and I don't
really know.
Mr. Moss. Thank you.
Mr. Ric I
I
ARDSON. Thank you, Mr. Chairman.
You just—
Mr. RosLow. May I—it has been pointed out to me, sir, Mr. Chairman, the Madow committee does have astatement in here on page 29,
if Imay read paragraph 3, at the bottom of the page.
This is in the Madow report:
In some surveys samples are treated as being self-weighting when, in fact,
the difference between sample and surveyed population does not justify this.
In others a somewhat arbitrary adjustment or smoothing occurs.
We do not claim these procedures are necessarily bad practice. However, the
committee recommends that the procedures used in computing the estimates
be fully reported including weighting, adjusting, and smoothing procedures.

We were not fully reported.
Mr. RtcnAnnsox. Doctor, you just, stated a moment ago that these
decisions were arbitrary on your part, correct—before you read from
the Madow committee report ?
Mr. RosLow. Well, was adecision we made, sir? Yes.
Mr. Rictunnsox. Doctor, you stated aminute ago that you weighted
in the Louisville regular report concerning the Negro population.
Is that correct ?
Mr. RosLow. Well, the effect was the same. We discarded some
of the excess Negro questionnaires. We didn't quite
Mr. RICHARDSON. That is not the same as weighting, is it, sir? Just
taking out and throwing away
Mr. RosLow. At random'?
Mr. RICHARDSON. Did you do it at random?
Mr. RosLow. Yes, Ithink we did do it at random.
Mr. RICHARDSON. Will you find out whether you did it at random
or not ?
Mr. RosLow. Well, to the best of our ability.
Mr. REC IIARDSON. It is still not weighting, is it, Doctor?
Mr. RosLow. May Iask my statistician ?
Mr. RICHARDSON. Doctor, will you explain his qualifications, if you
are referring to him as a "statistician" ?
The CHAIRMA N. Well, the Doctor can consult anyone of his staff
that he wants to, and if any member wants to testify, whether he is
testifying as an expert or not, if necessary, why then he would have
to qualify him, but as long as he is just consulting him Idon't think
that is necessary.
Mr. RosLow. My statistician says that, discarding "at random" has
the same effect as weighting down. This is what we were doing.
Mr. RICHARDSON. We will have Dr. Arkin give an opinion on that
alittle bit later, Dr. Roslow.
Mr. Ronow. Yes, sir.
Mr. Mciihnnsox. The Madow committee didn't check the results
of any of your surveys, did it, ? It didn't tabulate them ?
Mr. Rosi.ow. Idon't believe on some.
Mr. RICHARDSON. Neither did the FTC ?
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Mr. RosLow. Ido not know. We gave the FTC some several markets of questionnaires.
Mr. RICHARDSON. Mr. Sparger is placing achart ( chart No. 1) concerning your regular Louisville report to your right. This will show
the result of your weighting.
The red on the chart is what your fieldwork shows. The black is
what your report shows.
Between 12 and 1o'clock the chart would show that WLOU was
first in each one of these 15- minute time periods.
Now, it is true that you said you discarded certain ones of the Negro
questionnaires.
However, in some of these cases, if you will look—would you look
at the copy of your report, Doctor, at 12 o'clock ?
At 12 noon, Doctor, as mentioned earlier, the staff tabulated the
results of your survey three times, from your interviewing sheets, as
shipped to us, and these are the results in red.
The black is what you published in your report.
Now, you have just told us that you used all of these different ways
to weight the results.
Mr. RosLow. Sir, this would include all the Negroes, would it not?
Mr. IlicHARDsoii. This does, yes, including the next—
Mr. Ronow. And WLOU is aNegro program station, is it not?
Mr. RICHARDSON. Yes, and, according to you, you would have taken
out 5percent ?
Mr. Rosww. We eliminated some.
Mr. RICHARDSON. You eliminated some ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Here is the interesting thing, if you will look at
the comparison here:
At 12 o'clock on WLOU you show them with ashare of 12.
Now, the field work tabulated by the staff shows WLOU—what
does that say on there, Mr. Sparger, at 12 o'clock ?
Mr. SPARGER. 12 o'clock, WLOU, 23.6.
Mr. RICHARDSON. 23.6. In other words, you cut them in half?
Mr. RosLow. Sir, this includes the excess of the Negro sample. I
don't know what affect this would have had.
Mr. RICHARDSON. But if you cut off 5percent or cut out less than a
third of the Negro sample, according to your statement, it is rather
strange that it changed the result 100 percent here, isn't it, or approximately 100 percent ?
Mr. Rosww. Well, We think—we eliminated the excess Negro and
in the averaging with the previous report, if there were any fluctuations greater than 50 percent this could have happened, sir.
Mr. RICHARDSON. Well, the disadvantage we find
Mr. RosLow. Idon't know—
Mr. RICHARDSON (
continuing). The disadvantage we find with this,
Doctor, is that if you did this, it would be for all stations and not just
WLOU.
And yet we found at this time no discarding of any listening for
the other two stations. The Negro questionnaires went in for the
other stations just as they came out in your report.
In other words, you see, for example, the figures are slightly higher,
but very close on the other two stations.
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Mr. RosLow. Well, how much listening in Negro homes would there
be on the other two stations—
Mr. RICHARDSON. For example, Iwill give you this amount: During
the entire daytime, for station WAKY there were 157.3 Negro listeners.
This is after your explicit weighting factors have been applied, as
you explained them this morning.
This was out of atotal of 1956.3 total listeners for WAKY.
Now, on station WKLO they had 593 Negro listeners out of atotal of
1,662.
It's obvious from looking at these charts, that if you weighted the
Negro questionnaires for the Negro station, you didn't weight them
for the other two stations.
And it is quite clear that WKLO at this time period had three
times as many Negro listeners as WAKY did and yet this wasn't taken
into aocount; only the listening for the Negro station was affected.
Pulse also sold aNegro report to this station at this same time?
Mr. Ronow. Yes.
Mr. RICHARDSON. You sold to WLOU both a regular report and a
Negro report; didn't you ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Would it surprise you that in the Negro report
we find the reverse, wherein you upped the Negro listening to WLOU
and lowered the listening—
Mr. RosLow. Idon't thing we upped or lowered it to anyone.
Ithink this is the effect of the statistical procedure, but if the other
two stations didn't have as much Negro listenership, Ithink this type
of arelationship may be possible.
Mr. RICHARDSON. It is, except wouldn't you have to weight Negro
listeners to them proportionately also ?
Mr. RosLow. It is not aquestion of weighting.
We had discarded the surplus Negro questionnaires in the total
sample and tabulated that total sample, sir.
Mr. RICHARDSON. Did you send those discarded questionnaires to us ?
Mr. Roszow. Yes, you have them because they became part of the
Negro sample.
Mr. RICHARDSON. How can we tell which were discarded and which
weren't, if you put them right back in ?
Mr. RosLow. Well, I think the best approach would have been to
have taken arandom selection of Negro questionnaires and put them
back in the total sample in the proportion in which they occurred.
Mr. RICHARDSON. Wouldn't it be just as logical then to leave all the
Negro questionnaires in and to weight them down to their proper percentage of the total ?
Mr. Ronow. You could do that.
Mr. RICHARDSON. But it's quite obvious, from looking at this chart
that it wasn't done.
It was done for WLOU. Actually
Mr. RosLow. I don't know about that, sir. I couldn't say.
Idon't know.
Mr. RICHARDSON. Well, it is obvious that these decisions are made
arbitrarily and no one knows. That is the problem, Doctor.
Mr. Sparger, since it is obvious that no one can figure out what
happened here, will you put the next chart up ?
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Now, this chart ( chart No. 2) is for time periods after WLOU has
gone off the air. So we can't have the problem of checking it out,
Doctor.
The red line again is the staff tabulation, having tabbed it three
times, and the black is what the Pulse report shows.
This is avery interesting thing.
At 7 :45 p.m. WAKY came in with a share of 58 percent or 57.7
percent.
WKLO had 24 percent.
Now, through using your various adjustments, which none of your
subscribers are aware of, you changed this and brought W.AKY down
to 38 percent and brought WKLO up to about 28 percent.
That moved them pretty close together; didn't it, Doctor.
Mr. RosLow. Well, 38 to 28 is alot closer; yes, sir.
Mr. RICHARDSON. You explained yesterday, in looking at these
three reports for Washington here, that it was pretty hard to tell
who was in first place and who was in second place.
It's also pretty obvious, if you placed every station along the same
line, you could sell more stations; couldn't you ?
Mr. RosLow. Iwouldn't say that, sir.
Actually, the history has been the other way around. When you
have several stations that dominate, you get subscriptions. You
hardly get subscriptions from—
Mr. RICHARDSON. All right. There are some other interesting
things here on this, Doctor, as well as the weighting for these two
stations.
The staff tabulation shows ashare of 4.4 percent for station WAVE.
Your report shows 10 percent.
WHAS is a 50,000- watt power station' in Louisville, on that the
staff tab shows 2.2 and your report shows 10 percent.
On "WINN the staff tab shows 2.4; your report shows 8. And, of
course, WWKY is located down in Winchester, Ky., and we can't
consider it here because it shouldn't have been in the sample in the
first place.
The staff tab for miscellaneous showed 6.6 percent and your figures
showed 5 percent.
It is fairly obvious that this weighting can just take any angle
it desires at any time; isn't that right?
Mr. Rosr.ow. Well, it appears, sir, so.
Mr. RICHARDSON. Mr. Sparger, will you bring the next chart ( chart
No. 3) out ?
The CHAIRMAN. Well, were these tablulations you referred to
made from Pulse's records?
Mr. RICHARDSON. They are made from all of the records supplied
by Dr. Roslow to the stair.
The CHAIRMAN. That is what Iwanted to know.
Mr. RosLow. Well, there are several.
There are a few missing, but I don't think they would have, you
know, tremendous effect. In other words, 15 questionnaires were-The CHAIRMAN. But what I wanted the record to show, and what
we would like to know, are the charts referred to here in this record
made up from the information supplied by you or your company?
Mr. RosLow. Well, Iam accepting them, sir.
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The CHAIRMAN. Yes.
Mr. RICHARDSON. Mr. Roslow stated there should be 555 questionnaires, Mr. Chairman.
When they were received we numbered them immediately, before
we did anything with them, and there were 548.
He stated afew might be missing.
However, we believe that 7 out of 555 shouldn't change the
result to this extent.
The CHAIRMAN. Well, I just wanted the record to show that
this information was developed from the records of this company.
Mr. RICHARDSON. Yes, Mr. Chairman.
At 8:30 p.m. WAKY had 36.6, according to the staff tabulation,
and 33 percent according to your report.
At this same time WAVE came out with a big 4.9 percent on
the staff tabulation but with 13 percent in your report.
WHAS had 14.6 percent by the staff tabulation and 12 in your
report.
It is rather interesting that on the last chart we looked at, WHAS
had fewer listeners under the staff tabulation. There is no system
at all, is there, Doctor?
It just goes every- which-way.
Mr. RosLow. Well, Iam glad you found that because Ithink there
is no intention on our part to present other than what we do in
the course of our processing.
Mr. RICHARDSON. But you have said that it was arbitrary and—
Mr. RosLow. Well, we had some weightings involved and we had
to correct for the surplus Negro sample, sir.
Mr. RICHARDSON. Well, if you will check, and we will supply you
with acopy of it, it is rather obvious that certain stations were definitely hurt. by the results, although in this case, as I pointed out,
WHAS was not.
Now, WINN, we couldn't find alistener to WINN in any of these
548 questionnaires at 8:30 p.m. and yet you gave them 8 percent of
the audience.
Iguess this is an unexplained fluctuation.
They didn't appear to have any, so you decided they had some?
Mr. RosLow. Now, this could be some of the missing questionnaires
or this can be the effect of the 50 percent factor.
Mr. RICHARDSON. Because they had some listeners
Mr. RosLow. Well, zero, zero and one—that would be more than a
50 percent fluctuation.
Mr. RICHARDSON. Over here on WKYW they had 2.4 percent and
you just decided not to list them at all.
Mr. RosLow. Well, I think that is a daytime station and after 6
o'clock we did not report the daytime stations
Mr. RICHARDSON. Even if they have audiences?
Mr. Ronow. Even in the miscellaneous category.
Mr. RICHARDSON. WKYW is not adaytime station.
We will be glad to refer to Federal Communications records on
that.
Mr. RosLow. It is not?
Mr. RICHARDSON. No—just asecond, Iwant to make sure.
Mr. RosLow. They are at times.
99-942-63—pt. 2-33
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Mr. RICHARDSON. At times it is?
Mr. RosLow. It must have been a daytime station at that time
because we don't list them in the record after 6o'clock.
Mr. RICHARDSON. It is quite possible that at that time it was.
Mr. RosLow. It must have been.
Mr. Moss. Will you yield at that point?
Mr. RICHARDSON. Yes, sir.
Mr. Moss. The staff tabulation on the station for 8:30 p.m. shows
that there were listeners included in your interviewing.
Now, if your interviewers produced a listener then you had to
tabulate it some place?
Mr. RosLow. It is in the miscellaneous, sir.
Mr. Moss. Isee.
Mr. RICHARDSON. The staff tab shows, Doctor, more for miscellaneous than your report shows.
Mr. Moss. But if he was adaytime station and went off the air you
shouldn't have had any listeners at this time, should you ?
Mr. RosLow. No, he might have been on part of the time and
we just cut them off at 6o'clock.
Mr. Moss. You cut them off beyond that and they don't have
listeners?
Mr. RosLow. Yes, sir; we don't report daytime stations.
That is stated in the report. The daytime stations we do not
report beyond 6o'clock.
Dlr. RICHARDSON. Thank you Mr. Moss. Mr. Sparger, will you
bring the next chart?
Doctor, throughout the day we had the following results because of the fluctuations, unexplained or what have you.
Now, is it not true that this field work was done in November
1961 ?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. And the last report—
The CHAIRMAN. By "this report" you are talking about what?
Mr. RICHARDSON. The report we are discussing here that the
staff tabulated.
The CHAIRMAN. The Louisville report ?
Mr. RICHARDSON. Yes.
The last report done in Louisville, prior to the November 1961
report, was in March 1961.
Is that correct?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. Doctor, on this chart ( chart No. 4) are the results as to what your report shows.
The lines, and I will describe which line represents each station,
are what the tabulation of your field work shows.
For example, station WLOU.
The solid line is what your results show. The open circle line is
what the result of the tabulation of your field work shows.
All through this period, Doctor, it is quite evident that if you
just threw out a third of the Negro interviews you must have
thrown out those that had all of the listening to WLOU on them
because it is obvious that you have thrown out over half of the listening to WLOU.
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In many cases you have thrown out about five times as much
listening as they are given credit for. Now, then, let us look at
WAKY: I might add for the record, the reason we are using
these three stations is that these three stations were the subscribers
to this report.
The CHAIRMAN. Well, were they subscribers, Doctor?
Mr. RosLow. Yes, sir.
The CHAIRMAN. All right.
Mr. RICHARDSON. In the top position on this chart is station
WAKY.
Through a good part of the day the staff tab and your report ran
along fairly evenly but then toward the evening it is obvious that
you decided 'WAKY did not have that many listeners and so you
whacked them off in your report.
Now, for WKLO though, throughout the day, the two tabulations ran pretty smoothly. There are variations here but I would
say that WICLO wouldn't have too much to complain about. However it is pretty obvious the two stations, WLOU and WAKY, sure
have a lot to complain about, haven't they, Doctor?
Mr. RosLow. Well, it would appear so, sir.
The CHAIRMAN. Were the other stations subscribers?
Mr. RosLow. They were all subscribers, sir.
Mr. RICIIMIDSON. Iask the chairman's indulgence for amoment.
Now, Doctor, you also did a Negro report in this market at this
time.
Is that not correct?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. And for this report you pulled all of the Negro
interviewing sheets from the regular survey, irrespective of where
they came from, and threw them in with those 8 days that you had
scheduled for the Negro survey.
Will you explain how you got the 500 base cases in that Negro
report when such few interviews were done?
Mr. RosLow. Well, there were 500—there were 30-1 listening
families.
There were 41 nonlistening families and there were 136 coincidentals.
The Negro report is based on a half hour, an average of the two
quarter hours of ahalf hour. So that, technically , the base count is
250 on a quarter hour and for the half hour, when you put the
two quarter hours together, you would have 250 base count, which
would make 500.
Mr. RICHARDSON. Doctor, if you are using the same number of
interviews on a half hour as you used on a 15-minute basis, and
you only got a response from the house for each 15 minutes, how
could you, by combining that, double the sample size?
Mr. RosLow. We didn't double the sample size, sir.
Mr. RICHARDSON. Well, how could you double the base?
Mr. RosLow. It is the case count that is doubled.
Mr. RICHARDSON. YOU didn't do this on your other report.
Mr. RosLow. It's a quarter hour report. We report it by quarter
hours.
This is reported by the average quarter hour of a half hour.
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Mr. RICHARDSON. If I talked to two people—say I talked to
Mr. Larry Roslow first, during this 30 minutes, and then talked
to you during this 30 minutes. I have talked to two people.
Is that not correct?
Mr. RosLow. Yes, sir.
Mr. RICHARDSON. If I talk to Mr. Larry Roslow and to you on a
15-minute basis, Iget the results of the listening for 15 minutes.
Is this correct ?
Mr. RosLow. Yes.
Mr. RicitAnnsoN. If I talk to you for 30 minutes I get the results
for 30 minutes?
Mr. RosLow. Yes.
Mr. RICHARDSON. So I have the result from two people for 30
minutes or 15 minutes.
Is that not correct ?
Mr. RosLow. Yes, but it is reported in the 15-minute unit.
So if you put the two 15 minutes together you have one and one
and that is two.
And you would have one and one which is two again. So we
would consider that on the half hour to be four.
Mr. RICHARDSON. So you are counting the result from that saine
listener twice and he is counted as two people in your base instead
of one ?
Mr. RosLow. In asense. When you do this, in asense.
Mr. RICHARDSON. Well, Iam glad it is " in asense."
Mr. Rooms of Florida. Let me ask aquestion.
If you are weighting them twice, then the same person's two
answers are being counted as two different persons, aren't they?
Mr. Ronow. It is not the question of weighting them twice, sir.
Suppose we interview you and we get your listening for 8o'clock's
quarter hour and for the 8:15 quarter hour.
Now, if we want to do the average of the two quarter hours we
add the two together.
So let's assume we are interviewing six people and getting the
listenership for 8o'clock and for 8:15. Now, we are going to report
the average of 8o'clock and 8:15.
In other words, the average of the hour—the half hour. And we
have gotten the information within each quarter hour.
Then adding up, we have got six people, in effect, giving us information. They are giving us information in the terms of 12
quarter hours. So we have to divide by 12.
And that is how we get the double case count.
In this case, in this Negro study we have 500 for the half hour,
and in the other report we have 500, but it was on the quarter hour.
The doubling didn't take place. So if you had approximately half
as many interviews when you went to the half-hour space of reporting you would almost have the same number of case counts.
Mr. ROGERS of Florida. How would that affect this graph?
Would it make it go up or down ?
Mr. RosLow. It wouldn't affect the rating, sir, because you are
just averaging it out.
Mr. ROGERS of Florida. All right, thank you.
Mr. RICHARDSON. Doctor, would you state what this Negro report
is ?
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Mr. Rost.ow. Well, it is the Negro radio audience; the Louisville,
Ky., metropolitan area Negro radio audience.
'Mr. RICHARDSON. In these 8 days which you surveyed, what is
the period covered ?
Mr. RosLow. Well, it's adaytime report.
Mr. IimmutosoN. But is it Monday through Friday or
Mr. RosLow. It's aMonday through Friday average.
Mr. RICHARDSON. Doctor, isn't it true that the listening on weekends varies from listening during the week for radio stations?
Mr. RosLow. Well, Iwould expect so, yes, sir.
Mr. RICHARDSON. Doctor, how do you explain the fact that during these 8 interview days which you conducted for the Negro survey, that interviewing was done on Saturday and included for aMonday through Friday report ?
Mr. RosLow. Sir, if you will look at this questionnaire you will
notice that there are 2hours-3hours referred to yesterday.
Mr. RICHARDSON. But how many hours refer to today ?
Mr. RosLow. But we don't use this information in processing the
report.
We only use the 3hours of yesterday in processing the report, and
this may also be a factor of some of the differences in the chart.
Mr. RICHARDSON. The charts were for the regular report and we
are now discussing interviewing done on a different questionnaire
and used only for the Negro survey. All of these women go out and
make all of these interviews just for kicks, then ?
Mr. RosLow. No, sir; it's part of the same interview.
We don't change the procedure. We have to pick up the 3 hours
yesterday.
Since we do our interviewing at 3 o'clock, and we are going to
cover the rest of the day going past 3 o'clock, we have to go the
next day to pick up the period from 3to 6of the previous afternoon.
Now, we would not send the interviewers out only to do the 3
to 6and cut anew questionnaire and change the instructions. It only
confuses them.
So we simply say, "Go out and do it."
Mr. RICHARDSON. When this Saturday interviewing was represented in your sample base as being from 9a.m. to 3p.m., that was a
false statement also, because it was one of the 8 days that you
included in your sample design ?
Mr. RosLow. It wasn't false. We used the information from
yesterday.
Mr. RICIIARDSON. No; I said from 6a.m. to 3 p.m.; from 6a.m. to
3p.m. ?
Mr. Ronow. This is one of the reasons why we have different
bases by different parts of the day.
This is one of the factors which enter into it.
Itried to explain that to you earlier today, sir.
Mr. RICHARDSON. Yes; you have explained several factors, Doctor.
Here is another interesting thing in this survey:
Your company, when it receives a colored interview slip places a
"C" across it, doesn't it ?
Mr. Rost.ow. Idon't know that we cross that "C." No; that means
apost card was sent.
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Mr. RICHARDSON. That means apost card was sent?
Mr. RosLow. I think so. I don't think that "C" has any bearing
as to its being colored or white.
M T. RICHARDSON. Would you check and verify for the record what
that "C" means ?
Mr. RosLow. Iwill check it, but Iam quite certain that is the case,
sir.
(EDITORIAL NOTE.—Dr. Roslow verified that the large "C" means
apost card verification had been sent for that interview.)
Mr. RICHARDSON. Doctor, the staff charts that you mentioned a
while ago, in relation to this survey, have nothing to do with the
Negro survey.
They have only to do with the regular survey ?
Mr. RosLow. Yes, sir.
Mr. Moir/urns«. We have also tabulated, although we did not
prepare charts for it, What happened in the Negro survey ?
For example, between 5and 5 :30 in the afternoon.
The Pulse Negro report gave WLOU 29 percent of the audience,
for 47.6 listeners.
The staff tab showed 33 percent of the audience for WLOU.
However, here is an interesting one. This one is at 9a.m.
On WLOU there were 157 listeners.
Your report gave them a share of 54, whereas the staff tab gave
them ashare of 65.
Mr. Ronow. Well, I won't argue so much with that one, sir,
because they are the giant station, no matter whether it is 54 percent
share or a65 percent share, sir, in that particular case.
Mr. RICHARDSON. Now, it is interesting, however, to look, for
example, at the shares for WKLO.
At 5 p.m., the staff tabulation showed a 28 percent share for the
41 listeners, and your Negro report showed 21 percent.
At 9 a.m. on WKLO, with 32 listeners, the staff tabulation gave
WKLO ashare of 13.2 while your Negro report gave it ashare of 14
percent.
It was very close there, wasn't it?
Mr. Rosr.ow. Yes.
Mr. RICHARDSON. So it seems that the results in the Negro report
bounce back and forth over the area the same as the regular report,
and these are only from Negro interviewing sheets.
This survey didn't include anything but the Negro sheets; correct?
Mr. Rosww. Yes, sir.
Mr. RICHARDSON. So there could be no variance here.
And so at 9 in the morning for the colored station, WLOU, you
gave it a54. The staff showed 65.
At 5in the afternoon you gave WLOU a 21. The staff tabulation
shows a 28. We can go over this all through the daytime and give
the staff tabulations and they can be included in the record if the
chairman would like for the entire period on each 15-minute
breakout.
The staff tabulation shows that sometimes WLOU has more
listeners and sometimes it has less.
It's just been sort of averaged out across the board. Of course, this
comes under your many adjusting factors that you can use, does it
not, Doctor ?
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Mr. Ronow. Well, Idon't think many, sir.
There are several adjustment factors which were employed.
Mr. RICHARDSON. The arbitrary adjustments—would you just list
what all these adjustments might be?
We have heard that it can be et cetera.
Mr. Ronow. Well, there is anot- at-home adjustment.
Put the "not at home" into the base to reduce the level since they
know that the "not at home" factor is a reducing factor—
Mr. ROGERS of Florida. Mr. Chairman ?
The CHAIRMAN. Mr. Rogers?
Mr. ROGERS of Florida. Could you explain specifically now?
The general terms are not very helpful to us.
Mr. RosLow. Yes, sir.
Mr. ROGERS of Florida. Please explain specifically how it was
applied to the particular figures we are now discussing.
Mr. RosLow. Based on an experiment, sir, the number of families not at home. We take 12 percent of that number.
We add that into the completed interviews.
Let us assume that in the course of doing—let's take some easy
numbers, if Imay, sir—let's assume, in the course of doing 100 interviews we found there were 100 more doorbells that were rung and
no one answered.
So we would have 100 not at home. Now, in the 100 which we did
find let us assume that we have a30-percent "sets-in-use" level. Now,
this other 100, we know they have to do some listening. We don't
know how much or what.
So we keep coming back to these doors and we come back to them
two, three, four times and when we do we get an interview.
Mr. ROGERS of Florida. Excuse me. Now, was that done in this
instance ?
Mr. Ronow. We did an experiment.
Mr. ROGERS of Florida. Isay, was it done in this instance?
Mr. Ronow. It wasn't done here. No, we have done an experiment and we are trying—
The CHAIRMAN. He is using an example now.
Mr. RosLow. Iam using an example of where this 12-percent factor came from; of how it came out of such an experiment.
Now, we revisit. We revisit, and finally we get to these 100
households.
The CHAIRMAN. You mean the other 100?
Mr. Ronow. The other 100 that were not at home the first time.
Let us assume that their listenership was at a 20 percent level:
that really means we should put these 200 households together, and if
we found 30 percent in one and 20 percent in the other, the true level
is 25.
Do I make myself clear on that? It is 25 percent. So now we
know what it ought to be. In other words, we know that this 30
ought to be reduced down to 25 and that is now in practice.
Now, we are surveying and in practice we know that if we found
the 30 in this situation it ought to be reduced down to 25. Now,
what would we have to add into this first base of 100 to reduce the
30 down to 25?
We would have to divide by 120, not by 100, to get this level.
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So, therefore, we take, in this hypothetical situation—the adjustment factor would have been 20 percent.
We will say we will take 20 percent of these unoccupied households
that we found in the course of surveying, which gives us 20, 20 percent of ahundred, add it to the number we did find at home, where
we could interview.
So we have adivisor now of 120. We divide by 120 and we would
bring this 30-percent level down to where we think it ought to be
based on this experiment.
Now, we have done this experiment in some 10 markets across the
country to try and strike an average. And so we now apply this
average in order to attempt to correct for this "not at home" factor.
Mr. ROGERS of Florida. What was the base of the actual experiment? How many homes did you try?
Mr. RosLow. In this actual experiment that is based on 1,005
households interviewed. Actually, in one of the latest experiments
we did, I described a hypothetical case—we found 699 households
where we could conduct an interview the first time. Then we kept
going back and back on the balance, which amounted to 306 that we
had to keep going after to get.
We had to revisit them later that night and finally the next day
in an effort to bring them into the sample.
Now, we have done another experiment like this—we have not
processed it yet. We want to come up with a later figure because
this may change as you go through the seasons or from year to year.
This factor may change. So we are trying to keep track of it
by, doing two or three such experiments a year to arrive at what
the best adjustment factor might be—I won't say the best, but the
latest.
Mr. ROGERS of Florida. Do you then assume that these people are
not at home and do you then use same factor to decide that they
are listening to the same stations as the other people interviewed?
Mr. RosLow. It is an assumption applied uniformly across the
total. There is no differential by stations.
Mr. ROGERS of Florida. Is there any reason why you could not
start out with, say, 1,000 supposed homes and maybe knock on 5
doors, find 1person listening to station 1and just project it? Why
would that not work just as well ?
Mr. RosLow. Well, in the beginning of our history, we did nothing
about the "not at home," the unoccupied households. And at the time
of the Advertising Research Foundation's evaluation of ratings,
we were criticized that this "not at home" factor was an important
factor in this type of interviewing technique and we should attempt
to do something about it. I am not happy with what we are doing
about it. Idon't think we have the answer.
Mr. ROGERS of Florida. Iagree with you. Idon't think it is very
good at all.
But thank you, Mr. Chairman.
Mr. Moss. Mr. Chairman, could Iask acouple of questions?
The CHAIRMAN. M T. M OSS.
Mr. Moss. Do I understand that you went out on a sort of control project and you took homes where you got no response the first
time ?
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Mr. RosLow. They were not at home.
Mr. Moss. They were not at home?
Mr. Ronow. Yes, sir.
Mr. Moss. And you made astudy to determine what ?
Mr. RosLow. We revisited.
Mr. Moss. Yes; revisited. What were you trying to determine—
the stations they watched when they were home ?
Mr. RosLow. We wanted to get the report of their radio listening.
Mr. Moss. When they were home?
Mr. RosLow. When they were home, yes, sir.
Mr. Moss. That is whether they listen when they are home?
Mr. RosLow. No; this would be regardless of their listening,
whether they listened at home or away from home. We wanted to
get their radio listening. "We liad no information on them in the
first visit.
Mr. Moss. Did you determine whether these people are away from
home every day at the time of your survey and that you had to go
back and call alittle later in the day?
Mr. RosLow. We asked them about the original day. Let us assume we are out surveying for today and we get information on
some homes and then there are some that are unoccupied, the people
are out. So we kept coining back. We might have to come back
tomorrow to get them, but we would ask them about today and then
we would know what they had been listening to today. This enables
us to use this, so that depending on how many of these "not at homes"
we find in a given survey, we can make an adjustment into the base
so we can get the effect of their listenership into the study.
The reason for this is when you get to a household and it is not
occupied, they are out, the people in general do less listening than
the people in the homes that are occupied. So this is an effort to
bring them into a sample to try to get a truer level of listenership.
Mr. RICHARDSON. Thank you, Mr. Chairman.
Basically, then, in summation, Dr. Roslow, in this Louisville
report, two of the three counties were surveyed in the wrong State;
is that correct ?
Mr. Roszow. Yes, sir, we were wrong; it was in error.
Mr. RICHARDSON. In the suburbs, the interviewers could interview
any place they desired ?
Mr. RosLow. This happened at four points, Ibelieve.
Mr. RICHARDSON. In the letter you sent me dated March 28, which
is in the record, it states:
• • • (
c) Fluctuations from one successive report to another within the
same 12-month period are reviewed. If the difference between the successive
ratings is greater than 50 percent of either rating, the two may be averaged.
This depends on whether program changes have occurred or not, seasonal
changes, etc. Other weightings may be used depending on geographic,
economic factors, etc., to balance the sample, and depending upon transition
from one roster period to the next to smooth unexplained fluctuations. * * •

Now, with all of this in mind, I quote to you from your letter of
December 13 to me:
We do not permit subscribers to see the questionnaires or to tabulate them.

Without astation's being able to see these results and without any
of this information being printed in your report, it was pretty hard for
asubscriber to find out what you have been doing, wasn't it?
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Mr. Rostow. Sir, I explained that if the stations, as a group, came
to us and wanted to process the questionnaires, we would permit them
to do it.

We would reveal to them the details as to how to do it, as to

how we do it, so that they could see if they come up with the same
results, sir.
Mr.

RICHARDSON.

Doctor, this is your opinion now.

All I know is

what you told me when you answered this specific question put to you.
Mr. Rostow. Well, it has never happened.
Mr.

RICHARDSON.

It probably will happen a few times in the future,

won't it ?
Then, Doctor, by any possible imagination, wouldn't you say that
Pulse does not do what it says and does not say what it does, at least
in this report under discussion here today ?
Mr. Rostow. In this report, I would say some elements of that are
so.
Mr.

RICHARDSON.

Isn't it true that under these weighting factors

that are applied, any station could be given any rating at any time of
the day you desired in New York to give it ?
Mr. Rostow. Not that I desired to give it, sir; depending on how the
weightings work out.

T. RICHARDSON.

But they are arbitrary.

Mr. Rostow. They are not all arbitrary, sir.
Mr.

RICHARDSON.

You said they were arbitrary, Doctor?

Mr. Rostow. Certainly the "not at home" adjustment comes from an
experimental basis.

The smoothing we use is arbitrary only in the

sense of—for a cutoff point, we decided the 50-percent difference.
Mr.

RICHARDSON.

Doctor, if several of those cases go into these

between-month surveys, you might as well not do the second survey,
but just

guess,

because basically that

is all your reports are, just

guesses ?
Mr. Rostow. I would not say that, sir.
Mr.

RICHARDSON.

Mr.

Chairman,

those are

the questions

of the

staff.

(
EDITORIAL

Nom.—At the request of Congressman Brotzman, the

staff charts mentioned are included for clarification of the record.)
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-è
re."...11,• ',.

\

i' I

'‘....,,..1
' —4/

)!Ts ss 1,..is i rl:,
: '''..:..
-.-.:

7

4.. ii
j

r —‘ '
LP'es ''',./ \ ...
I
1,o
t ‘% /
••.__
...
v.1
%--‘
1

I,

I

ISVOCIVOIIEL

e.a

SDNIIVII

II

It 3C

12 95.

•

e-1

eC

1
—

7

co

SO.NI,LV}1

CI

ISVDCIVOUSI

be

KY V\ LO WLOU \NI.Ar\Y \,eL0
FIE L
0130LATION

PUI3L\SitED

U

We WKLO \Ain

.
0\KY

\,JKLD

BROADCAST

RATINGS

PULSE
PL,LSE_ REPORT W % TN
S ucIrrET,C5JLATIOnt oe
BP1s)(:. I
NTER v‘Ew
DR-1- A

C obilpARI'›onl

OF

K.

Lee's vt

Zn

0.
WI
NN

WAKY WAVE
TE

STAFF TAP,ULATIon.

R,

VKLO

KY.

111 Pt) Ls e

R E.PcRT

939

BROADCAST RATINGS

940

COMPAR‘soN
Wi rit

alo

FIELD

PuZLIsbiED

INTERv1ENviitC, Ti B RESth-r

Pu L sE

Rtpopj—

—9
—9
Ce,

re)

2

cIc
IAS WINN VKLO VOW
K
y UWE WI8.30 P.
M.

F
IELD T
AISULATIO N

111 P
UBLISFIED R
EPORT

The CHAIRMAN. Mr. Moss?
Mr. Moss. Mr. Chairman, Ihave alot of questions, but Idon't think
they would clarify the record beyond its present proportions.
Iam interested in the role of your supervisors, Doctor.
Mr. RosLow. Yes, sir.
Mr. Moss. What do they do ?
Mr. RosLow. The interviewing staff is under the control of the
local supervisor. We send materials, instructions, the block cards
for the samples to the supervisor. She handles the staff, recruits
them, trains them, and assigns them to do the interviewing. She then
sends the interviewing work back to us. She is required to do some
verification of the work of these interviewers. This is the role of the
supervisor.
Mr. Moss. How important to the success of your survey is afaithful execution of the sample plan which is sent to the supervisor?
Mr. RosLow. It is important, sir.
Mr. Moss. How important?
Mr. RosLow. It is very important.
Mr. Moss. It is very important ?
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Mr. RosLow. Iwould say so; yes, sir.
Mr. Moss. Now, Ithink that you must agree that the testimony here
today and yesterday afternoon indicates that in the two principal
areas discussed, the following of the sample was not faithfully undertaken.
Mr. RosLow. Iagree, sir.
Mr. Moss. Now, it is my understanding that these were not cases
which the staff worked diligently to find, but merely two selected arbitrarily to check the work and the accuracy of Pulse.
Mr. RosLow. Well, Congressman Moss, IMr. Moss. Now, if we should apply the same statistical standards
by this sampling to this committee which you apply to some of your
work, on the basis of the results, would you say that the reports reflect a careful and considered evaluation of viewing characteristics?
Mr. RosLow. Iwould say the reports reflect laxness on our part and
some room for considerable error.
Mr. Moss. Now , on asampling of two at random, if this is the net
result, is it indicative—would Ibe reasonable or fair to assume that
it is indicative of the overall characteristics of the work you produce ?
Mr. RosLow. Sir, are we accepting and have we established two?
We are only talking about Louisville, the Louisville situation.
Mr. Moss. We are talking about San Diego, too.
We only have the word of the fieldworkers, and then we had the
Negro report in Louisville. So we are talking about two that have
been tabulated and one where the role of the supervisory personnel and
the interviewers are brought into the picture.
But supplying statistical tolerances, have we presented asampling
which is representative of the work of Pulse ?
Mr. RosLow. Iwould hope not, sir.
Mr. Moss. Ididn't ask you what your hopes were. Iasked you as
asurveyor of markets and audiences, if in taking this random selection
and tabulating it, we have developed for this record the characteristics
of the operation of Pulse?
Mr. RosLow. I do not know, sir. We will do some expensive
checking.
Mr. Moss. Would it be fair for us to infer that we have ?
Mr. RosLow. Well, Ithink you could infer it, sir.
Mr. Moss. Now, then, you send out these carefully designed samples
where it is very important, to use your words, that the sample be
faithfully followed. This goes to the supervisor. What supervision
does the supervisor have from the Pulse organization ?
Mr. Ronow. We have aregional supervisor—we have two regional
supervisors. We have four, I am informed, regional supervisors
whose job it is to work with these local supervisors. We have anational field director who travels a (Treat deal visiting the supervisors.
Mr. Moss. Let's reduce this now. You have how many supervisors ?
Mr. Rosww. I would estimate we have about 250 markets. Some
supervisors could handle more than one market, as Iam sure they do.
Let's say we have about 225 supervisors.
Mr. Moss. And four supervising supervisors and one field director?
Mr. RosLow. Yes, sir.
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Mr. Moss. How often does the supervising supervisor contact the
supervisors for the purpose of supervising ?
Mr. ROSLOW. Well, there is constant contact in terms of mail and
telephone calls. Physically, it would be—it wouldn't be possible to
visit very often. I explained yesterday that since September of last
year, 40 local supervisors have had a visit, either from the regional
supervisors, the national director, or from some of the executives of
the company.
Mr. Moss. Ithink that is most commendable, but nevertheless, let's
take a look at Louisville now. How long have you been making a
survey there?
Mr. Rosww. Estimate about 5years.
Mr. Moss. Ibelieve you said 5years. How long has the supervisor
in Louisville been working with Pulse
Mr. RosLow. Iam not sure. Iwould guess she has probably been
with us that length of time. Iam not sure, but Iwould guess so.
Mr. Moss. During that time, there would have been 10 surveys made
in the Louisville market?
Mr. RosLow. Yes, sir.
Mr. Moss. According to her sworn testimony, she has always included Winchester—she has included the two counties in the wrong
State in each of the surveys.
Mr. RosLow. Sir, when was that statement dated? Which survey .
was she referring to ?
Mr. Moss. Just amoment and Iwill find it for you.
Well, I can't find it for the moment. So I will ask you, how long
have you included Winchester and Prestonburg in your surveys?
Mr. RosLow. Sir, to the best of our knowledge, the information we
phoned in from New York at noon, in the February 1961 survey, prior
to the one you are talking about, they were not included—New Albany
and Jeffersonville were included in that sample design. Idon't know
whether we have made the mistake again, but if you have the maps,
we can look and see if New Albany and Jeffersonville are in the right
counties in the right States or not. And in February 1962, which
would be the survey—
Mr. Moss. I am quoting now from contemporary staff memorandums:
Mrs. Newkirk told the writers—

Mr. Richardson and Mr. Sparger—
that these two areas, Prestonburg and Winchester, are in every sample design ,
which she gets from Pulse.

Mr. Ronow. That is not so according to our records, sir.
Mr. Moss. Well, it wasn't so that they were in the last one
Mr. Ronow. They were in November 1961.
Mr. RICHARDSON. Iwould like to have you supply the expenses for.
Louisville, so we can determine what her travel would be, because in
another quote, she says that the interviewer who always made that
trip didn't want to drive to Prestonburg on this occasion, so you didn't
cover Prestonburg.
Mr. Ronow. Sir, Iam sure she is confused with additional surveys
that happened, that in October of 1961, we did asurvey on some football broadcasts covering a wide area. I think she may be confused

with that.
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Mr. Moss. Be that as it may, your records will indicate how confused she is, and Iwould like to have the records supplied so we can
make that determination.
Mr. Ronow. We will supply them, sir. It is peculiar that she would
say that, because right now, February 1963, she is supervising asurvey
for us, and those counties have different towns entirely; and Iam sure
they are in the right State.
Mr. Moss. Ihope by now it has been corrected.
Mr. Ronow. Sir, our records show that that was the only one.
Mr. Moss. Your records didn't show this one.
Mr. RosLow. Iam saying that this was the only wrong one.
Mr. Moss. Until we have achance to verify those, Iwould like to
renew my request that you make the information available.
Mr. RosLow. We will make this information available.
(EDITORIAL Ncrrn.—As testified to above, Dr. Roslow supplied the
travel expenses for the various surveys conducted by Mrs. Newkirk
in Louisville. The three mentioned in the record are as follows:
February-March 1961—Metro area radio survey
November 1961—Metro area radio survey
October 1961—Football survey

$166. 77
159.44
162. 24

(Congressman Moss asked for this information to ascertain whether
or not the Louisville supervisor had been sending interviewers to Clark
and Floyd Counties in Kentucky over aperiod of time. No determination can be made from these figures. The record shows that these
two counties were surveyed in November 1961. There was less mileage expense for this November survey than there was for the February—March radio survey. The record further shows that the man
who normally did the interviewing in Prestonburg, Ky., did not do
the survey in November. This may explain why the mileage expense
was less in November than in the prior February—March period. The
figures certainly are no indication that the information the staff had
which was supplied by Mrs. Newkirk, that she had been sending her
interviewers into these two distant counties over aperiod of time, was
not correct.)
Mr. Moss. So with four supervising supervisors supervising 225
supervisors, you can't tell me how often they visit ?
Mr. Ronow. No, Icould not tell you that, sir.
Mr. Moss. Now, we do know that after all the careful work in your
New York office to put together the sample, that the supervisor can,
for all practical purposes, completely revise it in the field.
In the case of Louisville, a substantial revision was made in the
field? Is that correct?
Mr. Ronow. Yes, sir; and the FTC complained to us about the lax
supervision over our field staff and we have been making some extensive
changes in this operation.
Mr. Moss. Of course there are many things Iwould have complained
about, other laxness which is reflected in this record. It is abundantly
clear in the record, however.
That is all the questions Ihave, Mr. Chairman.
The CHAIRMAN. Mr. Younger ?
Mr. YOUNGER. Thank you, Mr. Chairman.
Doctor, in your statement, you say you founded Pulse in 1941; is
that correct?
99-942-63— pt. 2--34
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Mr. Ronow. Yes, sir.
Mr. YOUNGER. Then you say—
For more than 2 years, I was public opinion researcher in the U.S. Department
of Agriculture.

You don't say whether that was before or after you founded the
corporation.
Mr. RosLow. Both. I was a part-time employee, when actually
employed, prior to that. When war broke out, I went full time for
about 2years and the company continued in New York under the direction of my colleague.
Mr. YOUNGER. And you were working for the Department of Agriculture?
Mr. RosLow. Yes ?sir.
Mr. YOUNGER. Did you do any surveying for the Department of
Agriculture through Pulse during that time?
Mr. Rosr,ow. No, sir; no, sir; I was an employee. We have never
done any survey work for the Government, sir—n' ot to my knowledge.
Iam certain of that. Not to my knowledge, sir.
Mr. YOUNGER. You have been in this business since 1941. Do you
recall at any time, maybe 6years ago, that the broadcasters did alot
of work trying to set. up standards for ratings ?
Mr. Ronow. This was the Advertising Research Foundation; yes,
sir. Ireferred to that earlier, sir.
Mr. YOUNGER. This was the broadcasters through the foundation?
Mr. Ronow. No; Ithink it was the Advertising' Research Foundation. Idon't know whether the broadcasters as such had arole in it,
but it, was a group of research people. Agencies and broadcasters
were represented, yes, sir.
Mr. YOUNGER. bo you know or do you recall the standards which
they finally arrived at'in regard to this ?
Mr. Roir.ow. Idon't recall all of them. Iknow that after they set
the standards, there was no consensus of agreement on those standards
within the industry. It was aproblem. It still is aproblem.
Mr. YOUNGER. They were never finally agreed upon by the board of
directors of the broadcasters?
Mr. RosLow. Ido not believe so.
Mr. YOUNGER. There is one thing about the Louisville survey which
Ithink is of interest. You have admitted several times that this survey was in error. Iwill ask you, are you willing to or will you refund
the money to the subscribers because of receiving money under false
pretenses and not supplying what you guaranteed to supply to those
subscribers?
Mr. ROST.OW. May I consult my counsel ?
Mr. YOUNGER. Yes; sure.
Mr. RosLow. I don't think that I could say yes or no to that, sir.
I think that is an area which will need considerable review by me
with the advice of my counsel.
Mr. YOUNGER. Well, that, is arather peculiar way to run abusiness,
to sell aproduct which you now admit was in error and you are not
willing to refund.
Mr. Ronow. I didn't say I was not willing, sir. I said this is an
area we will review.
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Mr. YOUNGER. Then the subscriber can still be hopeful that you
are going to; is that right ?
Mr. RosLow. They may, sir.
Mr. YOUNGER. They may be hopeful. Well, Iam hopeful that you
will.
Now, on the other hand, on what you admitted a while ago to
Congressman Moss, that we might take this sample as typical of
your other cases and somebody wanted to go into your other cases and
find the same situation existed, would you refund the money to those
subscribers, too ?
Mr. Koslow. Iwould have to give you the same answer. This is an
area we will have to review very carefully.
Mr. YOUNGER. It might be an area for some lawyers on the other
side, as well as the lawyers on your side.
Mr. Ronow. Yes, sir.
Mr. YOUNGER. In other words, you might be creating some good
business and employment, for unemployed lawyers.
Ithink it would be well to try to clear this up, to clear the name of
your organization, if it is possible.
Mr. Rosrow. We intend to, sir.
Mr. YOUNGER. That is all.
The CHAIRMAN. Do Iunderstand that you are admitting that you
are or have done an injustice to certain stations ?
Mr. Rosrow. Iwould say this Louisville report reveals some differences between your staff's tabulation and ours. Iam not sure that the
differences are as great as they appear because of the problems in the
tabulation involved.
As to having done an injustice to some stations, that may be possible,
sir.
The CHAIRMAN. Well, that is one of the things Iwanted to inquire
about awhile ago and Idid not want to interrupt.
Do you ever recheck the surveys of your supervisors?
Mr. Rosrow. You mean with another superivsor
The CHAIRMAN. Or with your New York office—with anybody ?
Mr. Rosrow. You mean do Ipersonally ?
The CHAIRMAN. No; what I mean it this: You took your records
and von tabulated them and came up with acertain result. The staff
has taken the same records and tabulated with adifferent result, as
has been discussed here today. Do you ever, with your home force,
recheck the surveys to see if you get the same result as the prior
tabulation ?
Mr. Rosrow. Sir, we have made errors.
The CHAIRMAN. Iknow.
Mr. Rosrow. Imean in areport. We have issued corrections which
means that someone has raised aquestion on a survey and our office
force has redone the survey and has found some errors and those corrections have been issued.
The CHAIRMAN. Then you do from time to time recheck?
Mr. Rosrow. Yes, sir; we do; because those questions come in.
The CHAIRMAN. That is what I wanted to find out. You do do
that ?
Mr. Rosrow. Yes, sir.
The CHAIRMAN. Mr. Rogers?
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Mr. ROGERS of Florida. Thank you, Mr. Chairman.
In conducting your work, is it your custom to abide by the law?
Mr. RosLow. Ihope we do, sir.
Mr. ROGERS of Florida. I was just amazed at your statment here
that you submitted to the commitee, March 19, 1963, stating that, for
instance, in communities in Dade County, which have antisolicitation
ordinances, that in spite of those and without any consent of those
communities or any licensing to do, it, you claim that you went in and
conducted surveys and that you were upset because some station
manager claimed that you had not done it.
Mr. RosLow. Sir, I am submitting the questionnaires which were
done in those communities to the staff.
Mr. ROGERS of Florida. This is stated right here to have been adoorto-door survey.
Mr. RosLow. I am submitting the questionnaires for those seven
communities to the staff.
Mr. ROGERS of Florida. The point I am making, sir, is that the
communities prohibit solicitation door to door. There is alaw against
it in that community.
Mr. RosLow. Well, we consulted with our counsel on that and were
advised that there is some question of the constitutionality of that
ordinance.
Mr. ROGERS of Florida. Did you bring asuit and ask that the constitutionality issue be cleared up ?
Mr. RosLow. No, we haven't.
Mr. ROGERS of Florida. Then you did it in spite of the law of that
community?
Mr. Rostow. We didn't consider it soliciting. It is a matter of
interpretation of soliciting.
Mr. ROGERS of Florida. Well, the communities felt so, because the
affidavits by the police chief and so forth said it would have been
required.
Mr. Rostow. We did not contact them. In the first place, we did
not know there were such ordinances until the question became acute.
Until one of our interviewers was stopped by,apolice officer, we were
not aware. Then we looked into it, we found that there were, and our
counsel advised us that these ordinances applied to soliciting and there
is aquestion of interpretation as to whether interviewing is considered
soliciting.
Mr. ROGERS of Florida. But you didn't test it before you conducted
your survey ?
Mr. Ronow. No.
Mr. ROGERS of Florida. So in effect you disobeyed the law of that
community by allowing your people to do it and without prior permission or investigation of the law.
Mr. RosLow. We have, in some places, succeeded in getting permission and we are succeeding in getting permission in these communities. We have several already.
Mr. ROGERS of Florida. You say you have these interviews?
Mr. RosLow. Yes, sir; we do.
Mr. ROGERS of Florida. I would appreciate your submitting them
to the subcommittee, because Iwant to give them to the local authorities to let them see that there has been a violation of their law. I
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don't think you ought to be going around the country violating laws
and coming up with results which can vary, as shown on this chart,
and then put people out of business, as in a letter submitted to this
committee by aman who claims that he was fired by aradio station
in Tampa, Fla., because his program was second-rated in its time
period by Pulse. And Ithink the discretion that you have used in
the violation of the law is one of the most shocking examples that I
have seen of asupposedly legitimate business.
Thank you, Mr. Chairman.
The CHAIRMAN. Mr. Brotzman, do you have any questions?
Mr. BROTZMAN. Ihave no questions, Mr. Chairman.
The CHAIRMAN. Doctor, Ithink that your full operation has been
covered very thoroughly. Do you have any farther comment you
want to make?
Mr. RosLow. No, sir; Ido not.
The CHAIRMAN. Ihad some questions myself about the inequities
and what has been happening to stations who may or may not subscribe to your service. As far as the use of these surveys or reports,
Igather that we all agree that they are used in the economic success
of that station; in other words, their advertising is based upon those
reports. Is that true?
Mr. Ronow. Ithink it has apart in it, sir.
The CHAIRMAN. A large part. A substantial part ?
Mr. Ronow. Iam not sure Ican say that. Because after all, there
are some 4,000 or 5,000 radio stations and we only have 650 subscribers.
The CHAIRMAN. Yes, that is the reason Iraised the question. You
not only rate those subscribers of yours, but you rate the others in
the area where they operate; don't you?
Mr. Ronow. Yes, those that have substantial audiences; yes, sir.
The CHAIRMAN. And you publicize those ratings of the other stations, even though they don't subscribe; don't you?
(Mr. Roslow nods.)
The CHAIRMAN. If they get hurt by it, why, they are helpless and
unable to do anything about it.
Now, if there were prohibition against publicizing ratings of stations
who did not, want those ratings made public, how long do you think
you would be in business?
Mr. RosLow. Well, sir, may Imake acomment ?
The CHAIRMAN. Yes.
Mr. Ronow. Ibelieve that there are many gray areas in this operation and if you were to ask me do Ithink that any licensing or legislation is required, if it, could answer some of these gray areas, Iwould
concur and say yes. Ithink this is one of them.
When we offered a service, for example, to FM broadcasters, we
offered the service in terms of reporting only the subscribing station's
audience to itself and it would have only ameasure of its own audience. It would not have a measure of any other station's audience.
I did not succeed with this. We are still trying. We do a few of
these studies, but we are not getting very far with them. Ithink this
may be the answer to your question.
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Ithink that this is possible.
The CHAIRMAN. Doctor, it may seem alittle bit harsh, and Idon't
want to be unfair at all. But it appears to me, since you have subscribers-654 ?
Mr. Rostow. 650, Ithink.
The CHAIRMAN. You have some 650 subscribers and hundreds of stations that you rate which are not subscribers and don't like it. This
appears to me to be acon game. If Iam wrong about it, Iwould
like to be corrected.
Mr. Rostow. Ican only answer that by saying we have many, many
subscribers who are not the top stations—very many.
The CHAIRMAN. Well, you have admitted certain errors here.
Mr. RosLow. Yes, sir; we have made some errors.
The CHAIRMAN. Therefore, you recognize that there are fallacies.
Now, in trying to be completely objective, have you got any susgestions to make as to what should be done in order that such fallacies
that are admitted could be eliminated ?
Mr. Rostow. Well, Ithink we are back at the problem of standards,
and Ithink that this problem has to be tackled.
The CHAIRMAN. Do you think there should be standards set up?
Mr. Ronow. I think some standards have to be established. 1
think they have to be tackled.
The CHAIRMAN. Do you think that should be done by the industry,
or do you think it should be done by legislation ?
Mr. Rostow. It may be possible to work a compromise between
the
is
cooperation
two. Thatbetween
is, I think
the governmental
of industries agency
which are
andlicensed
committees
andwhich
there
are established from the industry in working out such standards.
Ithink it is possible.
The CHAIRMAN. Well, it is a tremendous responsibility that we
have of trying to arrive at something and we are only trying to
develop the facts as to the practice that has grown up that controls
hundreds of millions of dollars of advertising and the economic life
of a broadcasting station. So we are seeking ways and means of
cooperating with whomever we can in making the effort of reaching
asolution of this problem.
I want to compliment you for your candor and frankness in suggesting that something should be done. On behalf of the committee,
let me thank you an d your assoc i
ates for your appearance here and
your testimony.
You may be excused.
At this time Iunderstand that since this testimony is highly t
echnical, or part of it, and is determined statistically, the statistician that
we have here for the committee, the consultant, will have some
comments.
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TESTIMONY OF HERBERT ARKIN, CONSULTANT—Resumed
The CHAIRMAN. Will you state your name for the record, please,
sir ?
Mr. ARKIN. My name is Herbert Arkin.
The CHAIRMAN. You are the same Dr. Arkin that commented to
the committee afew days ago?
Mr. ARKIN. Yes, sir.
The CHAIRMAN. You presented certain information at that time
and you were sworn at that time, were you not ?
Mr. ARKIN. That is correct, sir.
The CHAramAx. You are the same individual the committee has
sought and obtained the services of as a consultant during this
hearing?
Mr. ARKIN. That is correct.
The CHAIRMAN. You have heard the presentation of the Pulse Co.
that has been before us here for the last 2days?
Mr. ARKIN. Yes, sir, Ihave.
The CHAIRMAN. Do you have comments you would make or would
like to make?
Mr. ARKIN. Yes, sir.
The CHAIRMAN. Proceed.
Mr. Amax. In consideration of this very important operation or
operations like it., as pointed out by the Chairman, where alone there
are millions of dollars spent for ratings and for direction of advertising
affecting the economic life of the broadcasting station and of the performer, it would seem to me that an operation such as the one that has
been described here today, with its extremely casual approach to the
question of the integrity of the figures that are being produced does a
vast amount of harm, not alone to the industry but to the research field
as well.
The questions that have been raised here indicate in anumber of
different cases that highly questionable techniques have been used and
covered up by the statement that they are statistical techniques. This
term, Ithink, has been mentioned any number of times in the last 2
days.
When we talk, for instance, about the weighting schemes that may be
used, it is quite true that in many sampling operations, due to the failure to accomplish asample proportionate to the population of an area,
it may be necessary to weight to allow for that difference.
This does not cover, however, such things as weighting to smooth the
data2 weighting to cover breaks between periods, weightings for economic and other factors, whatever they may be.
As amatter of fact, aweighting scheme of this sort, it would appear
to me, is nothing more or less than an excuse for doctoring the figures
which were developed in the survey to perhaps bring out the personal
opinion of whoever does the weighting.
I don't think we ultimately found out who did the weighting or
established the weights in this particular instance, and Iam not at all
sure whose opinion is reflected in cases of this sort.
It is to be observed further that in an operation such as this, it is
obvious that the supervising organization, in this case Pulse, cannot
abdicate its responsibility to the supervision of some 225 or more super-
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visors in the field and just renounce the blame for the whole thing on
the grounds that they didn't do their job.
Further, there was an indication that in entering these data for
tabulating purpose, there were very casual, if any, checks performed on
the validity of the card punchinc,which is necessary to tabulate these
data. To be facetious a moment, I might call the attention of the
committee to the fact that there is astatement which is current in the
data-processing field; namely, garbage in and garbage out.
Obviously, then, if we are going to feed incorrect data into the machines, we are not going to get correct data out.
Such things do not take care of themselves. They have to be carefully supervised and if an operation as big as this one cannot do ajob
carefully and turn up figures carefully, there is of course an open question as to whether something should not be done about it.
As to the so-called weighting scheme that was used, it was observed
that certain rules were established by means of which these adjustments were made. If these rules had been fixed and applied as they
were supposed to be, it would be hardly possible to describe the variations and the disparities between the data tabulated by the committee and that tabulated by Pulse.
In the case of the Louisville metropolitan survey, perhaps there
may be some question due to the fact that some of the questionnaires were removed, a dubious practice even if it is done on arandom basis. But certainly nothing was removed from the Negro survey, and here we have alot of questions about the way the data were
tabulated, too.
It would appear, then, if we are going to have abunch of careless
figures of this sort, it i
s har dl y lik el
y that anyb
ody can place any
faith in them. Yet it would also appear from the other testimony
that has been given that many broadcasters rely very heavily upon
the figures. Perhaps they don't want to, but they have to. Many advertisers do, as well. And if we can't get accuracy in these data,
can't get proper supervision and care and not have the colossal mistakes of the sort that happened here, it would be far better if we
dropped the whole rating syst em ofall ki n ds an d used our best ;j
mugm i napplying the results.
nient
The CHAIRMAN. Doctor, you have related your qualifications, background. and experience here before. Have you had any experience
with how advertisers, users arrive at adecision in connection with the
newspaper-magn zine media ?
Mr. ARKIN. Ihave worked for Reader's Digest and other organizations in conjunction with the work of the Audit Bureau of Circulation, which is an organization established to certify to the published
circulation figures of various media. This arose out of the chaos
which existed in the early stage of the game, very much similar to
that which exists in broadcasting, where everybody made a claim
about advertisi ng w hi ch cou ld notbe substantitated.
The advertisers, the publishers, and the people who are interested
in making use of this material have gotten together and formed this
Audit Bureau of Circulation, which actually audit s the operati ons
of the magazines i
n determining what their claims are, so that we
can, without question, accept these figures on faith.
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And in that area, you can use the numbers without much question
as to their validity, because they are very carefully audited and very
carefully controlled.
So that in establishing the decisions as to how you shall place your
advertising in these other fields, we have data of blown integrity and
we can make decisions without any question as to what the proper action is, except of course, so far as the judgment of the individual is
concerned.
The CHAIRMAN. Well, now, that brings up the question which was
mentioned by Dr. Roslow yesterday, when he mentioned circulation
versus ratings. Now, that method is used in the area of circulation,
is it not?
Mr. ARKIN. Not in exactly the same sense of the word, I don't
believe. Copy count is what is meant by circulation in the media field.
The copy count is the actual count of copies sold, either through subscription or newspaper stands, which is not exactly the same.
The CHAIRMAN. Which doesn't have to do with the circulation of
the numbers of papers going into homes or individually ?
Mr. ARKIN..There are readership studies, too, which have to do
with the question of how many copies are read, or rather, how many
people read the copies. Several organizations do such readership
studies. But this is not the same thing as the determination of media
circulation, which is merely acount of the number of copies sold and
not the question of how many people look at such copies.
The CHAIRMAN. Do you see any way of approaching the problem,
so far as broadcasting agencies are concerned, to obtain any satisfactory result as has been done with reference to newspaper and magazine
meelia ?
Mr. ARKIN. Yes, sir it would be very strongly my opinion that the
broadcasters, the advertisers, the advertising agencies and anybody
else concerned, ought to get together and police their own business.
What could be done here is to have an organization, if they wanted to
voluntarily establish such an organization, which would investigate,
register, and investigate all the so-called rating services, determine
what they do and publish what, they do so that we don't have any hidden, so-called trade secrets in the operation, and actually, periodically
audit their operations so that the advertiser and the broadcasting network and station could assume that the figures had some integrity and
make use of them without question.
Of course, invariably, they will be subject to asampling error and
invariably, there is the question of education of all the broadcasters
to recognize the sampling error and not be concerned with differences
of afew tenths of apercent in ratings.
We can't lick that no matter what we do. Even in samplings of
huge size, there will be sampling errors of afew fractions of apercent.
But when we get down to something like we had this morning, a
sample of 20 being adequate—Isat down to calculate what the sampling error would be on a sample of 20. Assuming that the rating
would be 10 percent and you are willing to accept an assurance of
95 percent, the sampling error on a10 percent rating for sample size
20 would be plus or minus 13.4 percent. That is on a rating of 10.
So it could be anywhere from virtually zero up to 23 percent, although
it was stated at 10. It was observed that I would probably say this
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would be better than nothing. This is not better than nothing, because
there is the implication when you state a rating of 10 percent that
such afigure has some validity. If actually what you are saying is
that all Iknow is that the rating is something between alittle more
than zero and 23 percent, you are doing agreat deal of harm. In fact,
it is better not to do any survey at all than to do one which is not
adequate and reliable.
The CHAIRMAN. Mr. Younger?
Mr. YOITNGER. No questions.
The CHAIRMAN. MT. MOSS ?
Mr. Moss. No questions.
The CHAIRMAN. Mr. Brotzman ?
Mr. BROTZMAN. NO.
The CHAIRMAN. Doctor, thank you very much.
Ithank you for your comments.
The committee will adjourn until 10 o'clock tomorrow morning,
at which we will have arepresentative of the Nielsen Co.
(Whereupon, at 4:30 p.m., the committee recessed, to reconvene
Thursday, March 21, 1963, at 10 a.m.)

o

