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35 CENTS
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THE NEW

team up with 50,000 watt (clear channel)
coverage to create the big, bright new
radio buy in America’s 48th markei.

Talk to KOMA General Manager

Jack Sampson. 50,000 WATTS
clear channel
Oklahoma City

. ]( ' -I- T WDGY, l WHB, KOMA, | WTIX, WQAN
One O the Minneapolis-St. Paul | Kansas City | Oklahoma City | New Orleansl Miami

Tadd Storz, President, Hume Utﬁce ﬂmaha o M |s‘tWHB WgAM represented by John Blair & Co. WTIX represented by Adam Young Jac.

Watch Storz Station proven programming ) t!
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TELEVISION
IMITED

-*Grepresenting Canada’s leading Radio & Television Stations
Distributors of the world’s finest Radio and Television Programs

MONTREAL - TORONTO - WINNIPEG:CALGARY - VANCOUVER
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This is America’s
14th LARGEST radio market

This is “lawa Plus™ —
WHO’s NCS No. 2 Doytime
Rodio Areo {10% or more
weekly circulotion— 449,760
HOMES REACHED WEEKLY)

WHO alone gives you ““lowa Plus’’!

Only thirteen areas in the U. 5. give you a
bigger one-station market than WHO's
“lowa Plus”!

And it's a GOOD market. Tts farmers
own more than 25¢, of all the Grade A
agricultural land in America — average
$L1,500 of income per year. Yet won-farm
income is TWO times larger than agri-
cultural income in lowa!

WHO's coverage area contains Gl other
Iowa radio stations (and many outside the

Affiliate

&- Peters, Griffin, Woodward, Inc.,

National Representatives

U.S. RADIO e December 1938

State). Yet lowa's radio listeners give WHO
a 22.6% share of all listening quarter-hours,
daytime (and 28.4%,, nighttime) — more
than given the next FOUR stations com-
bined, either day or night!

The cost of covering this great audience
with WHO Radio (one l-minute spot. Class
A time) is 865. The same time on the next
four stations costs $84, or 309, more, for
{esy audience.

Let PGW tell you the whole story of WHO.

E WHO Radio is part of Centrai Broadcasting Company, b ] S
which also owns and opecrates / )
WHO-TV, Des Moines; wOC-Tv, Davenpori / y/

for lowa PLUS!

Des Moines . . - 50,000 Watts
Col. B. ]. Palmer, President
P. A. Loyet, Resident Manager
Robert H. Harter, Sales Manager

WWwW.americanradiohistorv.com
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takes plenty of know-how

Here’s perfect coordination hetween man and mount. Makes the roping job scem simple,
although it takes plenty of Know-How. And in any major market, it’s the perfect coor-
dination of many complex program clements that keeps a big percentage of radio sefs
virtually roped-and-tied by habit to one leading station. Local Radio Programming,
the vibrant force behind Spot Radio’s spectacular growth, demands great creative skill
on the part of station-management — skill in developing an overall program structure
that consistently builds maximum audience for the stations —and sales for its advertisers.
It is a difficult exacting job, but in most areas at least one station operator has mastered
it. In a substantial number of the top 100 markets, that station is xepresented by

THIS MEW BOOK is ‘helping advertisers
intensify sales results from Spot Radio,
through clearer understanding of the
complex program elements that give cer-
tain Stations their tremendous selling
power. Price $1 postpaid. Order from
John Blair & Company, 415 Madison Ave.,
New York 17, 1. Y.

JOHN BLAIR & COMPANY

Exclusive National Representative for:

New York.. ... WABC  Washinglon............. WWDC  MiaMi.........ccocor... WQAM  San ARTONIG...ccoervrnocnnee. Wheeling-Steubenville..... . WWVA
ChiCago........coovcerivernnns WLS Baltimore. ... --WFBR  Kansas City.. --WHB  Tampa-$t. Petersburg......WFLA

Los Angeles.............. KFwB  Dallas-Ft. Worth.........KLIF. New Orleans.... . WDSU  pjbany-Schenectady-Troy.. WTRY

Philadelphia....... WFIL . _ KFJZ  Portland, Ore.........KGW  pamopis
et WHIZ oo KILT Roloh Pt P e kv
Boston...... e WHDH g KING Newport News.......WGH  Omaha.... 0r1aNd0...rr

San Francisco............. KGO Providence-Fall River - Louisvillen......ooo WAKY  Jacksonville: Binghamton...

Pittsburgh........ . WWSW  New Bedford.........WPRO  Indiandpolis............ WIBC  Nashville..cwmuwicrmrnns Boise........

St Louis........... . KXOK  Cincinnati....ccccccecc. WCPO  Columbus.....ccccvcvcn.. . WBNS  Knoxville.coooooccorcinnie. WNOX BiSMAreK....oouravmeecconrisanines

WwWWW . americanradiohistorv.com
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e

airwaves

Radio's Barometer

$385,000,000 Local
(1958 Est.)

$200,000,000 Spot
(1958 Est.)

$95,000,000 Network
(1958 Est.)

37,200,000 Car Radios

142,600,000 Sets in Use

3,869 Stations on Air

U. 5. RADIO e December 1958

%

Spot: Adam Young, president of Admn Young hic,, radio station 1epresen-
tatives, reports that revenue for its representedt stations has increased lor
the first nine months ol 1958, “Our company's hilling, as reported to
SR, he declares, “has climbed by 77 percent over the corresponding

LRl

period of 1957,

Network: Both NBC Radio and CBS Radio have reported new hil!jllgm
A renewal mil four orders in one week totaling $1,260,000 in necrévenue
gave NI3IC one of its “maost active sales weeks” of 1938, repofts Matthew
J. Culligan,.executive vice president in charge of NBC Radio. Biggest
buy was a 52-weck order by Brown & Willianson Tobacco Corp. for Vice-
roy. CBS reports $$25,000 in bitlings, with big orders [rom General Elec-
tric, Plough Inc. and The Texas Co. (see Keport from Networks. p. 55).

Local: For the third quarter of 1938, net profit [rom station operations
for Storer Broadeasting Co. was $866,792 compared 1o 1957 figures tor
the sume period of $820,008. Net profit for the fust nine months ol 1958
was $2,596,412 (after taxes but before non-recurring losses), the latest
stockholder’s report shows. This compares to a $3.286,776 profit for the
same period in 1957, Losses suffefed by the comnpany through the closing
of WVUE, a Philadelphia-Wilmington tv station, brought down the com-
pany’s nine-month net profit. The entire tv loss, $4,709,063, was written
oft in the third quarter, President George B. Storer discloses.

Stations: Total stations on the air, both am and [m, increased z2gain in
November—to 3,869, up 18 over. October—and up 179 over the saue
period a year ago. The totals:

Commercial Al Commercial FAl
Stations on the air 3,307 362
Applications pending 152 33
Under construction 98 111

Sets: Total set production including car radios for September was
1,567,185 (for nine months—8,178,821), according to Electronics indus-
tries Association. Total auto radio production for September was
489,738 (for nine months—2,383%,551). Total set sales excluding car
radios for September were 792,596 (for nine months—4,903,676) . Tran-
sistor sales for September were 3,076,143 with a dollar valué of 510,811 412
(for nine months—30,387,277 with a dollar value of $70,230,195). The
transistor figure for September is up 20 percent over August, EL\ reports.
Fiu set production for September totaled 11,108 (for nine months—
176,061) . (See Report on FAlL, p. 56).

wWwWw.americanradiohistorv.com
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for buyers and sellers of radio advertising
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POWER
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IN THIS ISSUE .

Blanketing the Matket 21
Radio’s Ability to Span the Market
Provides Boost lor Air Comumieveials

Brioschi Battles the ‘Giants’ 24
Spot Spearheads Broadening of Minkes
\ud “Amencanizing” of Product huage

Radio’s ‘Mat’ Service 28
Production Finns Provide Statious
With "Do-It-Yoursell” Kits

Speedy Growth Through Radio 32
Rinee \ute Seat Cover and .\ceesory Firm
WL Spend S730.000 (n Medivm lor 1959

Selling the Sound—Part |11 36
Shaping the Station and Network Twage’
And Wooiug Potential Clicuts AVith Sound

Seven Advertisers Tell Why 40
Raddio's Rote lor Vacted Clients Outlined
At R AB-Natioual Radio Ndvertising Clinic

POWER . .. 50,000 watts
of it ... PROGRAMMING
. . news and music all

day long. That's the secret
that’s made CKLW such a
powerful penetrating force
for advertisers selling this
region. Best buy for you, too.

\

J: E. Campeau, i
President

ADAM YOUNG, INC.,
National Rep.

GENERAL OFFICES
GUARDIAN BLDG., DETROIT

DEPARTMENTS . ..

\irwities 3
BP\ Memo 49
Counneveial Clinic ~ 47
Fditonial 64
Focus o Radio 42
Hometown RS\, 45
Leuers o Editor 18
Names and Faces 62
Radio Registers 50
Radio Reseianch 60
Report lrom Vgencies 54

Repoit {rom Canada 57
Report on Fin 56
Repout leom Networks 55
Report ltomn RAR st
+Report from Represeatatives 52
Silver Mike 17
Soundings 9
Station Log 48
Fune Buvs 12
Wishinglon 15

ARNOLD ALPERT
Editor and Publisher

CATHERINE SCOTT ROSE

Rusiness Manager
JONAH GITLITZ
Vanaging Editor
ROLLIE DEVENDORF
Art Editor
CAROL MURDOCK
Seniar bditor

MICHAEL G, SILVER
Assistuny, Editor

PATTY KIRSCH
dssistant Editor
PATRICIA MORAN
(Washingron. D. ) Assistamy [litor
WILLIAM B. BIRDSALL
Advertising Vlanager
JEAN L. ENGEL
Production-Sales Service Vianager

SARA R. SILON
Secrctary 1o Publisher

WW_americanradiohistorv.com

Member of Business Publications
Audit of Circulatisne inc.

BPA

U. S. RADIO & published monthly by
Arnold Alpert Publications, Inc. Editorial
and Business Gffice 50 West 57th Street,
New York 19, N, Y. Clrcle 5-2170. Chi.
cago, IIl.—161 E. Grend Ave. WHitehall
3.3486. Washington, D. C.—8037 Eastern
Road, Silver Spring, Md. JUniper 8-7251.
Printing Office—3110 Elm Avenue, Balti-
more |1, Md. Price 35¢ o copy: subscrip-
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$6 for two years. Please advise if you
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Copyright 1958 by Arnold Alpert Publice-~
tions, Inc. Accepted as tontrolled circule-
tion publication at Baltimore. Maryland.
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the begin 12111 g was

th

then came the

radio buy...

merchandising!

A leading national advertiser with a special sales problem
found Keystone the logical solution to the problem.
They selected Keystone because, as they said “Our
Keystone buy was like spot radio, in as much as we
picked exactly the markets we wanted to pinpoint! And in
addition, Keystone's STRENGTH IN MERCHAN-
DISING tie-ins and in enlisting local dealer support

served as a bonus to the buy.” Yes, the beginning was
the Radio Buy ...and THEN CAME THE PLUS
MERCHANDISING!

“Mouey alowe conldn’t buy what we got in this campaign,

the advertiser said—and as for results, we've seen definite

evidence of a sales turn,”* he concluded.

Keystone's 1046 $tations reach a spectacular 86% of the rich rura) market!

Send for gur new station list

CHICAGO NEW YORK
111 W. Washinglon 527 Madison Ave.
STate 2-8900 El dorado 5-3720

LOS ANGELES

3142 wilshire Bivd.
DUnkirk 3.2910

57 Post St.

o TAKE YOUR CHOICE, A handful of stations or the network . .~ 3 minute of 3 fyll hour—jt's

up to you, your needs.

®» MORE FOR YOUR DOLLAR. No premium cost. lor individualized programming. Netwoek

toverage for |ess than some “spot” costs.

& ONE ORDER DOES THE JOB. All bookkeeping and details are done-by Keyslone, yet the best

lime and place are chosen for you.

U. 8. RADIO e Deceniber 1958

SAN FRANCISCO

SUtter 1.7440

|/
A eystone

BROADCASTING SYSTEM, ne.

TwE ¥YQICE { OF nOpETOmnm anp audas AndaicCa
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S P O

NEW YORK CHICAGO
250 Park Avenue Prudential Plaza
Yukon 6-7900 Franklin 2-6373

ATLANTA DALLAS
Glenn Bidg. 335 Merchandise Mart
Murray 8.5667 Riverside 7-2398

Pioneer Station Representatives Since 1932

WWW americanradiohistonscom

DETROIT
Penobscot Bidg.
Woodward 1-4255

FT. WORTH
406 W. Seventh St.

Edison 6-3349

T R a

HOLLYWOOD
1750 N. Vine St.
Hollywood 9-1688

SAN FRANC)5CO
Russ Building
Yukon 2.9188
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Toke ger SALES TEMPERATURE FAST
.t SPOT RADIO

There’s no need to wait until an advertising campaign has been
completed before judging its sales success. SPOT RADIO alone,
gives advertisers the opportunity to get started in a market quickly,
and to judge sales progress while the campaign s running.

PGW Colonels™are always ready to assist with individual market
information, and then follow through with local progress reports
that help judge copy effectiveness, coverage patterns, and audiences
reached —information that permits strategy adjustments before a
campaign has “run its full course.”

THE CALL LETTERS Midwest
M OF THE WHO—Des Moines . . . . . 5C,000

GE ERS wOC—Davenport . . . . . 5,000

SALES ™ wDZ—Decatur . . . . .. 1,000
WDSM—Duluth-Superior . . 5,000

WDAY—Fargo . . .. ... 5,000

KBOI—Boise . . . . . . - WOWO—Fort Wayne . . . . 50,000 East ~
KHOW—Denver. . . . : . 5,000 WIRE—Indianapolis . . . . 5,000
KGMB-KHBC —Honolulu-Hilo 5,000 KMBC-KFRM—Kansas City 5,000 WBZ+WB2ZA_Boston and -

KEX—Portiand . . . . . . . 50,000 WISC—Madison, Wisc. . . . 1,000 WGR_BLmaI:"“"g"e'd 5;'888

KYW—Cleveland . . . . 50,000
WWJ—Detroit . . ... 5,000
WJIM—Lansing . . . . 250

WO ODWARD, me, = =

D 1

KIRO—Seattle . . . .. .. 50,000 WMBD—Peoria . . . . . ..

o Southeast

Southluest WLQS—ASheVille U 5,000

WCSC—Charleston, S. C. 5,000

KFDM—Beaumont . . . 5,000 WIST—Charlotte . . . . 5,000

KRYS—Corpus Christi. . 1,000 WIS—Columbia, $.C. . . 5,000

WBAP—Fort Worth-Dallas 50,000 WSVA—Harrisonburg, Va. 5,000
KTRH—Houston . . . . 50,000 WPTF—Raleigh-Durham . 50,000 .

KENS—San Antonio . , . 50,000 WDBJ—Roanoke . .. . 5,000

WWW.americanradiohistorv.com
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This ad ran as a full page in The Jacksonville Journal
and The Florida Times-Union on November 2

THANK YOU

EI)00edeRI000I9€9

JAGKSONVILLE!

Here’s why we’re 23% uhead™
ort month yo of our nearest competitor!

t
i
3
g
% WMBR has Flonda's most complete radio news bureau %
i

¥
6|

3

oy

o —
T e e T S

s

yhol e S T S

..geared to bring you all the local news when it happens
plus up-to-the-minute world news from the global facilities
of the Columbia Broadcasting System.

4+ WMBR has Jacksonville’s best team of announcers.
Hear the Harper Boys—Jimmy in the morning, Tommy in
the afternvon —Rick Hollister at night—Jack Mock at mid-
day and on weekenda.

% WMBR is the only Jacksonville radio station with the
courage Lo express opinions on local issues.

* WMBR has Jacksonville's best cash-awarding, fun-
filled games and contests. You can win from $50 to $1000
{from "WMBR Dollars™!

* WMBR brings you Jacksonville's best football cover-
age—including games of the University of Florida, Florida
State University, Georgia Tech and the professional Na:
tional Football League games of the Washington Redskins!
% WMBR brings you the best in radio entertainment . ..
all the exciting adventures, thrilling dramas and spar-
kling variety shows presented by the CBS radio network.

WMBR radio
Here are the voices of WMBR

i will be represented

DON sSMmiITh RQRIRT G. LEWIS PAUL MIELS JACK MO .

W2 Mowt Duocres o e tn bto b PR BT e waranter man m i 1105 % 12 Moo na' I

LARRY PaTmiCx CHARLES 5CHON LOWELL THOMAS TOMMY HARPIR 'on a ' ' . b

W hd Hews Bdtor bl Pe o pvter Mon my P bad e P pm Man mn By 10D W 6P y y
ARTHUR GOODFREY OOUG EDWARDS JIMMIE HARPLE ROBNERT TROUT

Mo g B 1014 11 A an e B 739 Pua ton they Sor & ve 10 am Sundors 10 48, 17 sempn. 3 P

TOM LOGUE DICK STRATION (OWARD . mUseOW mée NOLLISTER

Wikl B e Peger Drecies  WED Spom Duerae M, By P 74w 8 Pt Mon ey Sun 8 33 40 (D43 LA'R

& COMPANY

U.S. RADIO ¢ December 1958
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soundings MAnE

—_———— %_ emm—

Campbell Soup Ups Radi? l.Jse Campbell Soup Co. is reported doubling its expenditures for spot and
From $500,000 to $1 Million network radio in 1959, Billings, now an estimated $500,000, are expected

to increase to more than $I million. Agency [or Camplell Soup Co. is
BBDO Ilnc., New York.

AM Radio Sales Corp. Slated Westinghouse Broadcasting Co. radio stations nake the changeover {rom

To Represent WBC Radio Stations Peters, Griffin, Woodward Inc. (see Soundings, July) to AM Radio Sales
Corp., partially owned by WBC, on July 1, 1959. Stations are WBZ
Boston, KDKA Pitsburgh, KYW Clevelund, WOWO Fort Wayne and
KEX Portland, Ore. WIND Chicago has been representéil by AN Radio
Sales since the firm was established in 195]).

New Package Plan for Fm Buys A new package plan permitting agencies to buy two, three or four [m

Introduced by Fm Representative stations in the same market or area with one order and with special “net-
work” discounts is under way by FM (Unlimited Inc., Chicago fm-only
station representative. The plan’s first advertisers are using it in the
Chicago-Milwaukee area, the representative firm reports, with strtions of
~varying formats selected.

Enthusiasm for Network Radio “Not even in radio’s balmiest days did we command more emhnsiastic or

Reported by Robert Sarnotf more solid support” from afhliates, says Robert Sarnofl, NBC board
chairman. In his mouthly leuter to the press, Mr. Sarnoff points o a rise
of 20 percent in commercial business as well as increased station clearance
for network offerings (76 percent last year to 86 percent this year) and am
increase in afhliate compensation rate as reasons for the support.

Dates of 1959-1960 Meetings Set Dates for the lourth and flth annunal conventions ol the Broadcasters

By Broadcasters’ Promotion Assn. Promotion Association have been set by the board ol directors during the
Chase Hotel, St. Louds, meetings just concluded (see BPA Memo, p. 19).
The 1959 meeting will be held November 2, 3 and 4 and the 1968 con-
vention on November 7, 8 and 9. Site for the 1959 meeting will be
Philaielphia.

Radio Reaches More Adults Radio reaches more adults than ov diring two trirds of the hroadcast day,
Two Thirds of Day: RAB according to a study made lor Radia Advercising Bureim Inc. by The
g ) 5 b

Pulse Inc. Called “Adult Andience Piatterns,” the report on radio and tv
audiences in 27 major markets states that the average adult audience
during that period is nearly twice as high as tvs. The RAB baoklet also
declares that, dayv or night. hetter than 85 out of every 100 radio listeners
are adults.

All Transistor Clock-Radio The “Golden Triangle,” a clock-radio entirely battery powered and trint-

Put on Market By Zenith sistorized, has been put oir the market by Zewith Radio Corp. The am
radio has a “long distance transistorized chassis.” Using four mercury
flashlight batteries, tie receiver operates up to 400 hours on one set of
cells, Zenith says, and the clock needs no winding and runs a vear before
its single, separate flashlight D" battery needs replacement. It can be
set as a “wake-up” alarm.

U.S. RADIO s December 1958 9
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How do you measure’!

Here are two “yardsticks” that show

how WGN RADIO measures up:

NIELSEN COVERAGE SERVICE No. 2

Total Radio Homes in Area........ ...

Homes Reached Day or Night
Monthly
Weekly .. .

Daytime Circulation
Weekly...

Nighttime Circulation
Weekly . .

Daily ... .

REACHING MORE

4,939,780 ._WGN leads by 975,540

1,663,050 WGN leads by 336,450

1,497,710 WGN leads by 268,930

1,349,700 .. WGN leads by 221,420
Daily ...

826,580....._WGN Jleads by 20,810

. 850,440 WGN leads by 224,000
- 465,440 WGN leads by 109,430

HOMES THAN ANY

WGN RADIO — 441 North Michigan

wWww.americanradiohistorv.com
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Chicago Radio Stations?

| NIELSEN, SEPTEMBER 1958 NSI REPORT"

Quarter Hour Firsts [Entire Week) ... WGN 1st

Average Quarter Hour Audiences:

Entire Week (6:00 AM.-12 Midnight) . ... WGN 1st
Afternoons (12 Noon-6:00 P.M. — Entire Week) ... ... ... WGN 1st
Nighttime (6:00 P.M,-Midnight— Entire Week).. ... ... —WGN 1st
Weekends (Sat.-Sun,, 6:00 AM.-7:00PM.) WGN 1st

(Sat.-Sun., 6:00 A,M.-Midnight) ... WGN 1st

(Fri., 6:00 P.M.— Sun., Midnight) ... WGN 1st
Noontime Farm Audiences (Non-Metro) ... oo WGN 15t

“Station Total Homes

>THER cHicaGo rapio station(i IWGN |

\\*&JELEV:SloukA/
I \ \“——/ 7
wenue, Chicago 11, linois S

[ www.americanradiohistorv.com
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time buys

American Home Products Corp.

Agency: Young & Rubicam  Iuc,
New York

Product: CHEF BOYARDLE
P1ZZA

With studenis on vacation lrom
school during the Christmas  holi-
days, it special two.week promation
in 70 markets is being aimed at
these pizar consumers,  The cam-
paign starts December 22 comprising
minutes only. Adelaide Hatton s
the tiniebuyer.

Blue Ribbon Foods

Agency: Howard, AMintz & Tenet,
Irvington. N J.

Pyoduct; DUNCAN HINES
QUICK COOKING RICE
PUDDING

lucreased distribution ol this new
product since it was introduced last
sumuer is expected 10 prompt new
spot viadio purchases in the enlarged
Philadelphia-New England-New
York market arca, the agency indi
cates. Gratifiedd withi the results of
radio in intraducing the pudding in
New York, the food firm is presently
comidering plans for more wide-
spread usage of the medium in 1959,
Zal Veuet is supervising the buving.

Cenbelli & Co.

Agerncy: The Ellmglon Co.. New
York
TProduct: BRIOSCHI

About 75 percent of the advertis-
ing budget is going to spot radio in
1959 for this eftevvescent prepara-
tion. The radio dvive will include
34 swations in 18 cities plus a con-
current  campaign  on  Ialian-lan-
guage stations in eight mmajor mar-
kets (scc Brioscht Broadens Market
to Battle With ‘Grants,’ p. 24) . Mary
Dowling is the tiimebuyer.

12

Commonwealth Industries

Ageney: Gabriel Stesn Inc, Boston
Product: MOTOR-ZOOMNI

An oil addiuve mitvoduced wy 111a-
jor markets throughout the country
in July, the product takes o radio
for the first tune this month in
13-week spou saturation drive, Morn.
ing and alternoon driving periods in
the Chicago and New York areas are
being ntilized. "Time has heen pur-
chased on two Chicago stations and
three New York outlets. Herbert
Stern, vice presideut ol the agency,
is handling the buving.

Ford Motor Co.

\genwv: [ Walter Thompson Co;
New York

Product; GALAXY

Muosicul E's intraducing Foud's
latest wadel, the Galaxy, heralded
the appearauce ol the new dar on
December |oand continue during a
two-week spot radio campaign i
“larportain” nrrkels across the coun-
vy, The hwries reler 10 the “nmost
beautiful wedding of the year” in
describing the Galaxy, ahich  the
ageney terns “the martiage of the
Thunderbird and the Fairlane 5007
—and represeuts Ford's answer 10
Chevrolet's Impaki model.  Alkne
Sacks is timebmyer for the accornn,

Hilt Bros. Coffee

Agency: N. IV, Ayer & Son,
Mhiladetplia

Renewing its co-sponsovship of the
fiveaninute Frank Goss News pro-
gram on the CBS Radio Padific Net-
work, this colfee-maker goes into
another 32-week cycle on radio. The
campaign consists of 22 stations in
as many anarkets, starting Decem-
ber 1. Hills Bros. has distribution
from the Pacific Coast 1o Cleveland.
Paul Kizenberger is the timebuyer.

WwWWWwW.americanradiohistorv.com

Kelvinator Division ot

American Motors Corp.

Ageiiey: Geyer Advertisiug Inc.,
New York

Mroduce: ELECTRICAL EQUIP:
MENT

‘The spot campaign ihat took a
hiatus during the holiday season will
pick up again at fhe beginning of
the yvear. The “coast-To-coast” drive,
using one-minute spots, will extend
for 12 alternate weeks. 1t origiually
began November 3 and rvan for a few
wecks (see Time Buys, November
1958) . Bietty Posvell is the limebuyev.

K.L.M. Royal Dutch Airlines

Agency: Lrwin Wasey, Ruthianff &
Ryan Inc., New York

The agency is considering a shoit

but inteusified spot  cimpaign i

cight markets, Willimu Hunger 1s
the timebuyer,

Lever Bros, lnc.
Ageucy: Foote. Cone & Belding Inc.,
New York

Producty ALR-WICK

A wwoweekend  pre-Christmas
drive on NBC Radio’s Monitor tikes
pliace the weeketds of December 5
andt 19, Ahout 50 spots ave used in

eact case. Pete Bardach is andling
the buying.

Milton Bradley Co.

Agengy: Charles T, Hoyi Co., New
York

Prodatt: GAMES AND TOYS

Grown-ups struggling with the

question of what to buy Junior (or

his sister) for Christmas arc the
target ol a month:long radio cam-
paign now being conducted by this
company to promote its gamne line.
The scries. veaching 32 markets viu

U. 5. RADICGC s December 1958
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as many stations, consists of one-
utinute spots at a frequency of 20 to
30 a week depending on the market.
Timebuyer is Doug Humm.

Penick & Ford Ltd. Inc.
Agency: BBDO, New York

Product: MY-T-FINE CHIFFON
PIE FILLING

The four-week schedule of radio
spots concentrated in the New York
area which this dessert firm lauached
November 4 was extended a week to
“sweeten” the impact of a last-half
“three-in-three” deal—the customer
was invited to send in the tops of
any of the three My-T-Fine chitfon
fillings (chocolate, orange and lem-
on) recently introduced on the mar-
ket, and receive back his full pur-
chase price plus postage. Resulis of
the campaign, conducted over eight
New York stations, hadn't been tak
lied at press time. The “three-in-
three” was injected into the radio
copy midway in the extended sched-
ule, the offer being aived for two and
a half of the five weeks. Elsewheve
across the country the new pie filling
has been mmuoduced to the market
during the past six months with the
help of straight spot copy—no spe-
cial inducements. The November
campaign in New York was a "sec-
ond go” in that area to push the
product. Ted Wallower is the time-
buyer.

Pepsi-Cola Co.

Agency: Kenyon & Eckhardt [Inc.,
New York

Changing kevy to the new “Be
Sociable—Have a Pepsi” theme song,
this soft drink producer is currently
planning is 1939 campaign to in-
clude “extended” radio spot cam-
paigns, according to John Soughan,
vice president—advertising, of the
firm. The definite schedule of when,
wher¢ and how much won’t be com-
pleted, however, until late Decem-

U. S, RAIDIO e December [958

ber, siys Helen Levendis, agency
timebuyer. The new campaign “‘rep-
resents a logical step in the develop-
ment of Pepsi-Cola’s product image,”
the conipany explains, in describing
the transition from its previous
“Light Refreshment” theme. Pepsi
is currently on the air in an all-
network promotion reportedly cost-
ing about $500,000 and running fo
I4 aveeks—it started September 17
and coutinues through Christmas
(see Time Buys, October 1938).

Prince Matchabelli Inc.

Agency: Morse [International inc,
New York

This cosmetics and perfumes firm,
a subsidiary of Vick Chemical Co.. is
on an intensified 50-market spot ra-
dio campaign that started Novem-
ber 24. It runs for four weeks and
consists of 60's. Mary Ellen Clark is
the timebuver.

Rayco Manufacturing Co.
Agency: Emil Mogul Co., New York

In. addition io extensive use of

spot radio in about 31 markets, the
company is negotiating an extensive
network buy for the first time (see
Rayeo’s Speedy Growth Traced lo
Radio Use, p. 32). Lynn Diamond
is the timebuver.

RCA Victor Radio-Victrola
Division of RCA

Agency: Keayon & Eckhardt [ne..
New York

Product: VICTROLA

To cawch the ear of Christmas
shoppers, this company is promoting
its record players via a threeweek
radio campaign that started Novem-
ber 28. The one-minute daytime
spots are being aired from 10 to 15
times a week over approximately 85
stations in about as many markets.
Timebuver is Edward Kobza.

WwWwWw . americanradiohistorv.com

Seaforth Division of
Prince Matchabelli Inc.

Agency: Maorse Iniernaliona{ Inc.,
New Yok
Products MEN'S TOILETRIES

A special Chrisunas promotion in
50 markets is running for three or
four weeks depending on the area:
Minute annouricements are being
utilized. Mary Ellen Clark is the
timebuyer.

Shulton Inc.

Agency: Wesley Associates Inc.,
New York
Product: TOILETRIES

A radio-user vear-arowd, this fum
has switched its copy line 10 the
Christmas theme for pre-holiday pro-
motion over the 80 stations it utilizes
in 48 markets. Joseph Knap, media
director for the agency, supervises
timebuying.

Tetley Tea Co.

Agency: Ogiluy, Benson & Mather
{nc., New York

A heavy spot radio campaign in
about 90 markets gets under way
January 5. Comprising daytime min-
utes to reach the housewife, the
drive will run for 13 weeks to about
April 4. Bob Karlan is handling the
buying.

Westinghouse Efectric Corp.

Tv-Radio Division

Agency: Grey Advertising Inc., New
York

Product: RADIO-PHONOGRAPHS

The “Christnras gift*” idea is get-
ting a strong radio push in a four-
week schedute of spot announce-
ments for this Westinghouse product.
The campaign. started November 24
and runs through December 19 in
29 cities. An average of two stations
per city are carrving the 40 10 50
amnouncements a week.,

13
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San Francisco’s most

distinguished address...

where yesterday’s traditions
blend with today’s radio.

. Al VAN 260 ‘

- ]
*""I——-—-*-

B TP SRR RADID
™

BRARTELL
FAMILY
RADIO

. COAST TO COAST

AMERICA'S FIRST RADIO FAMILY SERVING 15 MILLION BUYERS
Sold Nationally by ADAM YOUNG INC
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washington

Election Alters Broadcast
Picture in the Senate . . .

.« «~ But House Power Stays
In Familiar Hands

.. . Some Changes Made
On Legislative Oversight Unif

Hard-Liquor Commercials:
Problems Are Many

Station Reverses Stand,
Will Not Accept Liquor Ads

Harvard Seminar Proposed
On, Broadcast Problems

U.S. RADIO o December 1958

The Democratic landslide of Tast month will have a marked effert on
broadcast legislition in the upcoming 8Gth Congress. Changes on the
Senate side are more extreme than in the House. Most startling defeat
of the election, Irom an industry standpoiiit, was that ol Senator John
Bricker (R-Ohio). He Irud already made it clear he intended to re-intro-
duce his pet broadcast legislation lor the regulation of networks. Senator
William Langer (R-N.D.), dedicated advocate of banning silcoholic
beverage advertising from the air, held his senatorial post assuring a
renewed eflort in this direction in the 86th Congress. Senator Charles
Potter (R-Mich)), who has been u strong proponent of a radio specituin
study, was not re-elected.

Representative William Bray (R-Ind.), author ot radio spectrum study
legislation in the House, retained his seat. One of his political colleagues,
Kenneth Keating (N.Y.), who endorses the exemrption of professional
sports from anti-trust laws, will be absent from the House. He was elected
to the Senate.

Representative Oren Harris (D-Ark.), wha gained national prominence
as chairman of the Legislative Oversiglit Subconmnittee ot the House
Commerce Committee (of which he is also chairman), was voted back
10 Congress as were his 17 fellow Democrats on that subcommittee.
Republicans lost seven seats on Legislative Oversight—three retireinents
and [our defeats. Representative Emanuel Celler (D-N.Y.), who believes
in an anti-trust exemption for professional sports when reasonably nec-
essary, was also re-elected to Congress. Representative Celler has recently
voiced the opinion that he sees no objection to hard-liquor advertising
on the air.

The liguor advertising dilemma may cause aif even greater stir in the
86th Congress than it has in other sessions. WOMT Manitowoc, Wis.,
recently forced the liquor issue into temporary limelight with an an.
nouncement that the station would begin to carry hguor comumercials.
And WCRB-AM-FM Waltham, Mass,, now accepts vodka advertising
(see Commercial Clinic, p. 47).

WOMT, however, later reversed its stand and will not now accept liquor
commercials, The station said it yiclded to pressures “ouside’™ the
industry. The feeling at the NAB is that the legislative complications of
hard-liquor advertising will hardly justily the vevenue.

Stations are being sounded out by leiter from N.ADB on their reuction to a
proposal for a July 6 to 17 management seminar at Harvard. Registrants
may count on spending approximately $500 for the two-week course.
The fee will cover all necessary expenses excluding transportation o the
university. The staff of the Harvard Graduate School Of Business Ad-
ministration will conduct the seminar. Fundamental broadcast manage-
ment problems will be the core of the meeting with emphasis on such

5
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- Another 1" for KNUZ

Audicnct is middle
and upper income .

PROGRAMMING K-NUZ defivers the

targest adult purcholing

pawce in the Hauston
Beamed at the
Buying ADULT
AUDIENCE . . .
SOLD by Proven
Air Personalities!

“Special Pulse Survey (Apr.-May, 1958)
Nielsen (June, 1958}

Week ends or weekdoys, every doy is 6 good doy to merchandise your product on
K-NUZ. Now . .. Monday through Sundoy—every day ot the some time—rodio’s
top shawmen entertain and sell the No. 1 growing K-NUZ audience!

K-NUZ hos the No. 1 nighttime oudience, too! The entire stoff of DJ%s toke over
on hour coch throughout the night from 12 Midnight 1o 6 AM, keeping K-NUZ
Houston’s most wide awoke, mast listened to—all night radio station.

STILL THE LOWEST COST
PER THOUSAND BUY!

National Reps.:

Forjoe & Co.—

New Yark e Chicago
Los Angeles & San Francisco
Philadeiphia ® Scatile

ﬁ e s Southern Reps.:
udm C . CLARKE BROWN CO.

= o> ‘s D Dallas  ® New Orleans o  Atlarita
HOUE'/G" S\Z}-HOU[ In Houston:
L MUSJC and.,NeWS Call Dave Morris

- T JA 3-2581

wwWwW americanradiohistorv com

WASHINGTON {Cont'd.)

tacets of the broadcasting business as
product tlevelopment and financial
control.

FCC Reports Bumper Crop
Of Section 315 Woes

T'his was a blue-vibbon year for Sec-
tion 315 (political brurdcasting)
headaches, according to the FCC,
which was snowed under with apr
peals from stations during the past
campaign. ‘Fhe utter chaos—particu.
Lirly in an election year—which s
causedd by the law governing [ree
and or paid politcal time is scen as
proof that the provision licks claviry.
A recent decision by the U, S, So-
preme Comt wo take a trovough lpok
at Section 315 might result i Jong
overdue alierations or perhaps even
icpeal of the law. Because ol the
quantity of appeals as well as the
various hands through which they
pass at the FCC, no accurate tabuka.
tion is kept of the total number of
queries that werve received from sta-
tions il candidates.

Daytimers Still Plead
For More Air Time

The Daviime Broadcasters Assucis-
ton won't take no for an :nnwer,
The association has asked the FCC
cither to veconsider DBA’s original
request 1o extend a daytimer's op-
erating hours [rom 5 aam. (or sun-
rise) to 7 p.m. (or sunsct) or ap-
prove @ maodified plan whereby a
daytimer could broadeast [vom 6 aunr.
to O pa Two months ago, the conr-
mission turned down the DBA peti-
tion, claiming that broadcast service
would actuatly be limited rather
thim expanded il a longer broadcast
day were wuthorized for daytime sta-
tions. DB.A immediately charged that
clear c¢limnet interests had under-
mined its case belore the FCC with
theovetica] data rather than [act,

Comment Yncreases on
Clear Channel Power Hike

The tecord in case lor more power
for the clear channel stations con-
tinues to expand at the FCC. Net-
works seemm in agreement that the
material on hand at the commission
is 1ot complete or current. NBC
further held that no change be effec-
tuated without hearings on all Class
1A stations on an ndividual basis.

U. 8 RADIO s Decemiber 1958
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An industry wracle associatior, whose
members are not radio advertisers
individually, has turned o the sound
medium for a three-year public rela-
tions campaign to alter the “many
unfavorable autitndes” about its
products. And at the forefront of
the campaign is Joln F. Ambrose.

Mr. Ambrose is the executive vice
president and chief operating official
of the Swerling Silversmiths Guild
of America, an organization of 13
brand-name advertisers and silver
supphiers. His job: "“To create
awareness for sterling silver in the
minds of women by registering iis
image as desirable and important in
the modern concept of living.”

Radio was chosen for the job awith
the guild putting 100 percent of iis
advertising budget into the medium.
“Our agency, Fuller & Smith & Ross
Inc., sold us on the flexibility of ra-
dio, on its selectivity m terms of the
audience we waned to reach and
its informality as a natural asset for
owr attitude-chuanging campaign,

“Further,” savs Mi. Ambrose, “the
agency explained radio could aug-
ment and amplify the advertising ol
our individual wmanufucturers, in-
stead of merely duplicating it. The
creative theme they developed,
which we still use, is: ‘Sterling is for
now . . . and for you!""”

Mr. Ambrose has been conunected
with three verv different industries
since his graduation fromm Harvard
in 1941. He staried in sales at the
Vick Chemical Co. in 191, with an
ensuing interruption for military
service, and in 1947 switched from

U. S. RADIO e« December 1958

THIS MONTH:

JOHN F. AMBROSE

Executive Vice President
Sterling Silversmiths Guild of America

‘Radio A Natural Asset

For Attitude-Changing’

cold remedies 1o tires amtt rubber
products when he turned to product
werchandising for . 8. Rubber Co.

In 1933, Mr. Ambrose assumed
the position he now holds with the
guild and under his guidance has
emerged the $500,000-a-year rudio
public relations campaign.

The guild was originatly tounded
ah 1919 wo help supply the sterling
industry with statistical information.
In the 19200s, it moved into con-
sumer merchandising lor the first
time, but this campaign was halted
by the crash and the depression
which followed. In 1953, with Mr.
Ambrose ar the helm, the guild
resumed its public relations lunc-
11010,

The radio campaign, which be-
gan in Janueary 1938, is reviewed in
Seven Radio Advertisers Tell Why,
p. 0.

Mr. Ambrose fecls that although
the long-range effects of the guild
canmipaign are difhcult o measure at
this time, credit should nevertheless
go to radio for bringing about dealer
awareness and local retailer enthu-
siasm for the campaign.

Mi. Ambrose. who way born in
New York City the same year that
the guild was organised, now lives
in Riverside, Conn., with hLis wife,
Margaret, and their three danghters.
His business career was interrupied
in 1942 when he entered the Army
as a private: he wus discharged i
1945 with the rank of captain. He iy
a member of the Public Relations
Society of America. ¢ o o

wWWW.americanradiohistorv.com

Follow the Leaders—No. T

SOLD

In Washington, D.C. to

WWDC

Ben Strouse, Pres. and Gen. Mgr.

RADIO
PRESS

Warld-wide news and feature
eoverage at low eost:

Daily feed by wire, tape or FM o 12
five-minute segments e one-to-two
minute actuality pickups @ one-minute
news capsules!

WRITE FOR FREE BROCHURE
AND AUDITION RECORD

RADIOC PRESS
18 East 50th Street
New York 22, N.Y.

Plaza 3-3822

In the leadership spotlight

Top-drawer advertisers
are buying WGN

You're in good company when
you join smart time-buyers who
select WGXN to sell millions of
dollars worth of goods for top-
drawer chients. Exciting new
programming in 1958 makes
WGXN's policy of high quality
at low cost even more attrac-
tive to you.

WGN-RADIO

CHICAGO, ITLINOIS

17



www.americanradiohistory.com

SEEN OUR
FIGURES
LATELY?

KSO
Audicnce
and
Billing _
Figures
are
easy on
the eye.

Latest Pulse shows the
spectacular swing of audiences
to KSO . . . tetls why Fln

advertisers. national and local, g@.
have boosted KSO gross billing 2% ;

a sensational 30%
in the past 4 months.

Horuings!
KSO is up 47% from
6:00 AM till noon.
Afterncons!
KSQ is up 23% from
noon to 6:00 PM.

Tte Don Bell Shows!

-4 Bell-loving lowa has upped his
audience 3 mammoth 150%.

Fully 40% more men. women and

\ teenagers are spending their listening
hours with KSO. And we're handing
over this ever-booming audience to our
ever-happy advertisers at lowest CPM in
KSO history — as low as $.73 per
Mmmmmm.

THAT'S WHY IN DES MOINES IT'S

RADIO ON THE Go.'

PHONE TONY MOE AT KSO
or contact H=R REPS

LARRY BENTSON
President

TONY MOE JOE FLOYD
Vicé.Pres..Gen.. Mgr,  Vice-Pres.

16

| LETTERS TO THE EDITOR

Radio Sound

The Part 1 article on 4 Sound for
Every Image (November 1958) was very
thought provoking, particularly the por-
tion given over to Semantic Differential
and Mood-Circle Checklist. Can you
recommend any available wade or aca-
demic litevature and data on the 5D
and Mood-Circle techniques as well as
any other?

J. Gerold Fortis
Radia-fv Director
Dowson & Turner Inc.
Portlond, Ore.

[ have just finished reading an artide
i the November issue entitled .1 Sound
for Every Image. This has imerested
me very much, and 1 woukl appreciate
some information. [ would like to put
my hands on the Mood-Circde Checklist
mentioned in the story, amd 1 wonder
if you could give me further informa-
tion rcgarding same.  Your belp will
be greatly appreciaed.

Elizabeth P, Schmitt

Radio & Tv Continvity Din
WNHC New Hoven

[In answer to these queries, the follow-
ing refereuces are suggested: Psycho-
logical Review, Vol. 47: 186:201 (1933),
“Expression in Music”; Admerican Jour-
nal of Psychology, Vol. 18: 216:68 (1936),
“Experimental Studies ol the Elements
of Expression in Music."”]

Shell Oil

I rcad v. s. rapio more thoroughly
than any publication | receive, and |
particularly enjoyed the article, Shell
Terins Radio ‘Decisive Last Word, in
the November issue. | an enclosing a
pitture so you can sce how our heli-
wopter, which we use for Shell traffic
reports, looks (see Focus on Radio,
p- 42). In addition 1o the emblems on
the sides, the bottom of the floats also
carry the words Shel-Copter with the
Shell insignia.

C. Bud Dailey

Soles Manoger
WGBS Miomi

Ammunition

Putting Radio to the Test (Wood-
ward & Lothrop, November 1958) miay
be the hammer we need to crack the
department store nut. Please send 10
reprints of that article,

Joe Monroc

President
KJOE Shrevepor, Leo.

WwWWW . americanradiohistorv.com

Response Noted

We wre coustantly amazed at Jjow
avidely and thoroughly your magazine is
being read. Lvery time BTS has beent
wentioned, we have received telephone
calls and/or lewers alluding 1o the in-
formation ypu've published.

This has convinced us that U. §. RADIO
is filling an important need within the
hroadcast industry.

Carl L. Schu@le
Generol Monoger

Broodcast Time Sales
New York

Silver Mike

I am indeed, proud. angd g‘onsi(lcml)ly
flattered, 10 be accorded vour "Silver
Mike” award. The Mike now occupies
a position of prominence in my office
where it will serve to vemind me of the
job vou are doing for radio every month.

John F. Meaghet
Vice Presideni for Rodio

NAB
Washington, D. C.

In Need

In serving radio only, U, s. Rap1O has
met and filled a very important need.
Congratulations to you. . . . You have
donc an excetlent job.

Would it be poswible for us to obtain
five extra copics ol the October 1958
issuer  We have a number of dients to
whom we woukl like to send thig in-
teresting and informative issue.

Charles W. Fentod
Soles Director

Broodeast Adv. Bureou
Toronte, Conodo

Pleise enter our subscriptions for the
following 20 dlients and send thenr
each a gift subscription card. Our check
is enclosed for a (wo-year subscription
for each: Prince’s Department Store,
Belk’s Department Store, Dunn Coca-
Cota Bottling Co., The Suggs Co., Wil
bourne Furniwure Co., Quinn’s of Dunn
Inc, Johmson Cotton Co. Ray's—The
Ladies Store (Lillington, N. C.), W. B.
Warren Corp., Scars Catalog Sales Office,
Thomas-Walgreen Drug Store, Pope &
Aixon Inc, Godwin Building Supply,
Wellons Mercantile Inc, Rose & Co.
(Benson, N. C.). The DPiggly Wiggly
Store, Harold Medlin (Benson, N. C),
The Open Air Market, Leder Brothers
Department Store and The Dunp Fur-
niture Co.

A, Lincoln Foulk

Monager
WCKB Dunn, N, C.
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WWWV

EGYPTIAN

The broad waters of the Nile
were the life-bload of the an-
cient Egyptian ecanomy. Sa,
the word-sign far water is ane
af the most cammon in the relics
af early writing. lts farm des-
tined it to become our letter M,

PHOENICIAN

The sea-waves af the Medi-
terranean had an irresistible
lure far the roving Phoenicians.
Here is their version of the
Egyptian sign which they called
mem (waters),

GREEK

On the storied shares of the
Aegean Seq, the Greeks bar-
rawed the fluid lines aof the
Phaoenicion letter and grodu-
ally changed it ta mu.

ROMAN

The Greek-inspired writing af
the Etryscans was absarbed by
the Ramans. In the process, mu
became M to the Caesars and,
later, ta the entire western
civilized warld.

Histarical data by
Dr. Donald J. Lioyd,
Wayne State University

Ma]’or target tor Michigan

U:.8 RADIO

sales and profits.

Severity per cent af Michigon's
papulation commanding 7.5
per cent of the state's buying
pawer lives withinWWJ's day-
4ime primary caverage areq.

December 1958

as basic as the alphabet

Move into 1959 with WWJ, Michigan’'s high-
gear radio station. The sound, servite, and standing of

this broadcasf leader give you exceptional penetration and

impact where most Michigan dollars are earned and spent.

Melody Parade personalities Hugh Roberts, Faye
Elizabeth, Dick French, Bob Maxwell, and Jim Deland—the
* studios at MNorthland and
Eastland Shopping Centers—are made to order for New

exclusive WWJ "radio-vision'

Year campaigns. Buy WWJ—it's the basic thing to do!

WW.J rADIO

Detroit's Basic Radlo Station

Owned and operoted by The Detroit News
NBC Affiliote
National Representatives: Peters, Griffin, Woodward, Inc.

wWWwW.americanradiohistorv.com
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This microphone creates the nation’s 24th
largest radio market — 312,830 fomilies who
listen weekly during daytime. WBT's total
audience exceeds by 711% that of Charlotte’s
second station, WBT wins every Pulse time
segment but one in the 25 counties surrounding
Charlotte. -

rd Broadcasting Company « Chorlatte, N. €. . “Colassus of the Carclinas’’ - Represented by CBS Rodia Spot Seles

e
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Blanketing the Market

Advertisers employing strategy
of multi-station line-ups penetrate

maximum homes in market area

The problems of reaching

and selling America’s bur-

geoning population create
1heir share of headaches for adver:
iisers and agencies. This is especially
true with the population spreading
its increasing numbers in the direc-
tion of the suburbs.

It i» estimated that about 20 per-
cent of the nation’s more than 170
million people live in non-urban
locations.  And this percentage is
moving up daily.

U.8. RADJO e December 1958

Radio with 1ts aiatusal advantages

to breach county lines—and at the
same time pinpoint a metropolitan
avea population—helps in the solu-
tion of some of these headaches.

Many spot advertisers who rely on
multi-station. line-ups to reach the
maximum area population have
adopted what is called an inside-out-
side advertising straiegy.

Jerenty Sprague, broadcast super-
visor on Texaco, a top spot radio
user, at Cunningham & Walsh Inc,

WwWwWw.americanradiohistorv.com

New York, states

“It is a comnon practice for an
advertiser, when buying two or more
stations in a market, to take one sta-
tion on the basis of its broad area
coverage aud another station for the
in-city population.”

Radio, of course, offers a wide
choice of stations witl: varying ranges
in power. .\ccording to an October 1
tabulationr by the National Associa-
tion of Broadcasters, the number of
am stations by power totals:
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e 149 stations in the 10 kw 10 50
kw class. In the 50 kw group,
there are 83 fullime stations
and six daytimers. In the 10 kw
class, there ave |16 tulliniers and
14 daytimers.

o 2,080 in the 500 w to 5,000 w
cliss.  In this group, 801 are
fullitme, 1,257 are daytime and
22 share time.

o 1.162 stations are ur the 230 w
or simmaller class. This includes
927 fulitime, 225 daytime and
10 stations that share tinme.

The power of a station as licensed

by the Federal Connnunications
Commmmission, liowever, is not the oniy
n.easure of i station’s reach. Accord-
ing to a Nielsen coverage <tudy, for
example, a 5 kw station in Chicago
reachies more homes in its coverage
area than a 5 kw station in New
York, although the station in the lat
ter city has more wtal radio homes
in its coverage. Of 3,996,000 total
radio homes potential for this New
York 5 kw station, the station’s total
is -193,000, Nielsen states. The 5 kw
Chicago outlet has fewer radio homes
in its total potential, 2,385,470, Lut

reaches 1nore ol these hiomes, 805,770,
according o Nielsen. These figures
are based upon average daily day-
time circukitian,

The dillerences in reach are ac
uibuted 1o many variabie liciors. in
addition to power.  .\mong these
factors, as cited by the FCC, are:

e Antenna

e Antenna heiglit

e Terrain

¢ Ground conductiviny

¢ Frequency

e Location of uansmiter

e Fleight of transmitter

For nuany advertisers who embark
on a major radio campaign, the pol-
icy of buying more than one station
in a market (mult-station line-ups)
is [ollowed.

Astudy by Foote, Cone & Belding
Inc., New York, reveals that due ta
the lovalty of the radio audience it
15 necessary o buy wore than one
statton in order 1o reach the total
desired poputation.

“We have [ound,” savs Pete Bir-
dach, roadeast supervisor for Rhein-
gold beer who also buys wme for

Combining Radio Stations
In a Market for Maximum Reach

Different Homes
Reached 7
(weekly cume %)

# Spots Heard
Average Home

Schedule |
20 Spots
(Station A)

12.9 3.2

Schedule 1l
20 Spots
(Station B}

9.4 3.3

Schedule 111
20 Spots
(10 Spots A
10 Spots B
Combined)

14.7 24

Source: Nielsen Station Index
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other ageney cliems, “ilme there s
not the jumping around in radio
that is otten suggested in some cir-
cles. The radio listener, according
to our sindies, fis comparatively
loyal.”

In offe insGimee, the agency van a
test in one of the largest markets
wing the recoginized leading station.
About 33 spots 1 week were run.
Alter ane week, 19.7 percent of the
radio homes were penctrated, and
after four  weeks, the cumulative
number ol radio homes covered was
11 percent.

Tests similtar 1o This proved ta ihie
agency not only the audience stabi-
lity of the radio listener but alse the
II('(‘('\"'oil\' L Us¢ ntore than one sta-
tipn for a major radio campaign.

Other Factogs

There mve numy other reasans ad-
vertisers find lor usiug more tham
one stiation in 2 market.

Among these are varying listening
patterns lor cach part of the day.
A station’s numerical audience may
change from moruing to afternoon.
Morcover, the audience composition
way change from morning to after-
noon (an alternoon sporwscast, for
example, could aract more male
listetiers) .

The quantitative changes in audi-
ence are reflecied in a Hooper report
for June through September 1958 in
a West Coast city. With vigtually
the same percentage of sets in use,
station A had a 17 percent share of
audience in the morning anit an 8.2
percent share in the afiernoon: sta.
tion B had an 8.6 in the morning
and a 139 in the afternoon, and
station € had a 4.7 in the morning
and a 10.1 in the alternoon (see
accompanying charts) .

In a Southwest city for July thru
September 1958, a similar puttern
is shown. Using two stations as a
basis for illustration, figures show
the change in audience by day parts.
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With the percentage of radio sets
in use almost constant, station A had
a 44.6 percent shiare ol audience in
the morning (Monday through Fri-
day), a 36.4 in the afternoon and
a 33.9 on Saturday during the entire
day. Station B had a 28.2 in the
morning, a 31 in the afternoon and
a 38.2 on Saturday,

The idea of combining more than
one radio station in a market for
maximum reach is pointed up in a
study by A. C. Nielsen Co. that traces
the coverage of 20 spots a week ac-
cording to three different buys:

¢ Schedule I—20 spots a week on
station A\ scored a /2.9 percent
weekly cume (different homes
reached)

e Schedule 11—20 spots a week on
station B reached 9. percent.

o Schedule I1T—the 20 spots were
divided with 10 placed on sta-
tion A and 10 on station B. The
percentage of different homes
reached (weekly cume) was
14.7. This is almost two per-
centage points greater than
schedule I and 5.3 points greater
than schedule II.

The buyer of radio time today is
often confronted with the problem
of penetrating the maximmum market.

Geography Factor

The geography of a particular
area often determines the approach
an advertiser uses to reach a specific
market. For many areas, population
is concentrated in standard metrop-
olitan areas while in others the pop-
ulation is more spread out.

In a study by IWBT Charlotte,
N. C. these examples are cited:
Massachusetts has 97.7 percent of its
population in standard metropolitan
areas and New York has 88.8 percent
of its population in such areas. At
the same time, the WBT study “Why
Paint Just the Town' states that The
Carolinas have 28.3 percent in stand-
ard metropolitan areas (this unit is
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Changing Listening Patterns

The following charts illustrate the way audience listening patterns change
by various parts of the day. Althongh the total sets in use in these cases
remain fairly constant, the listenership by stations is alteved by day parts.
AMany advertisers who use move than one station in a market capitalize on

these changes.

RADIO
TIME SETS STATION | STATION | STATION
IN USE A B C
Monday 'hl'l.l Friday 9 3 ]7 0 8 6 4 7
7 a.m.-12 noon : ) ’ ’
Monday thru Friday 10.0 8.2 139 10.1
12 noon-6 p.m. ’ ’ ’ ’
(June thru September 1958, Hooper; West Coast City)
RADIO
TIME SETS STATION | STATION
IN USE A B
Monday thru Friday 1.9 446 28.2
7 a.m.-12 noon ’ )
Monday thru Friday 1.4 36.4 31.0
12 noon-6 p.m. ) '
Saturday 1.8 339 38.2
7 a.m.-6 p.m.

(July thru September 1958, Hooper; Southwest City)

defined by the U. 8. Census Bureau
as a county containing a city of
50,000 population or more}.

The difference between states like
Massachusetts and New York on the
one hand, and The Carolinas on the
other, according to WBT, are similar
to situations across the country where
population is either concentrated in
big cities or is spread evenly
throughout heavily-populated rural
areas, smaller cities and big towns.

No matter where a station is
located, however, radio has become
more regional and local in {lavor. As
a result, it has come into more direct
competition with newspapers.

A study by The Pulse Inc. on be-
half of WOR New York investigated
the relationship between newspaper

wWwWwW.americanradiohistorv.com

readership and the station’s metro-
politan New York audience that in-
cludes parts of Connecticut and New
Jersey. It showed, for one thing,
that 97 percent of the men and 95
percent of the women are weekday
newspaper readers. However, these
figures are for the combined reader-
ship of more than 40 newspapers
(big dailies, community papers, re-
ligious publications).

The bulk of the advertisers’ money
in this market is concentrated in the
seven large daily New York City
papers.  After interviewing 2,505
WOR listeners in the total metro-
politan area. some of the interest-
ing points the study shows are that
49.1 percent of the men listeners and

{Cont'd on p. 58)
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Brioschi Broadens
Viarket 1o Batlle

With '‘Giants’

Spot radio is basic medium as firm introduces

new package and expands distribution. Product

had been sold primarily in ltalian-language areas

gt bost 5

A

. ndeetnte

Proposed spot schedule for Brioschi announcements is presented to James Ceribelli
Sr. {right}, president of A, Brioschi & Co., by Ellington & Company's Franklyn W.
Dyson (seated}. account executive, and Dan Kane, broadcast media director.
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]
Anti-acid but pro-radio,
Brioschi has emerged from
the  lTwlian  neighborhood
“mon and pop” stores to challenge
the giants of the stomach anti-acid
market as a mnaodern, “American”
product.

And in the forelront ol Brioschi's
face lifting is spot radio, which for
1958 will accouit for more than 75
pereent  of the oial advertising
budgef. This is approximately -10
percent more rachio than in 1957, and
for 1959 the radiu ad budget should
increase about 35 percent over 1958,

The transformation began early
this year when A. Brioschi & Co. of
F¥air Lawn, N. ], extended distribn-
tian of the product o super markets,
drug and variety stores in areas of
its highest sales: New York, New
England, Philadelphia, Pittsburgh,
Chicago, San Francisco and sections
of Canada. This October, a new and
modernized bottle replaced the “old-
fashioned, old-world” container

During the first five months of
1958, a spot campaign totaling about
$100,000 was run in 10 cities. Tlis
was followed by a smaller campaign
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THE ULI

in three other cities, running from
April through June. The present
schedule, for the months of Novem-
ber to January, encompasses 31 sta-
tions in 18 primarily northeastern
cities: Albany; Binghamiton, N. Y
Boston; Bridgeport, Coun.; Buffalo,
N. Y.: Hartford: New Haven; New
York; Philadelphia; Pittsburgh;
Providence; Rochester, N. Y.; Scran-
ton. Pa; Springfield, Mass.; Syra-
cuse; Utica: Worcester, Mass.,, and
in Youngstown, O.

A concurrent campiign on Italian-
language stations is in progress in
Joston, Chicago, Los Angeles, New
York, Philadelphia, Pittsburgh, San
Francisco and Wilkes-Barre, Pa.

Ellington & Co., New York, began
grooming Brioschi for its debut to
“American” consumers more than
a year ago when a detailed market-
ing plan was developed. The agen-
¢y’s major recommendations were:

e Overhaul the entire retail and

wholesale pricing structure.

e Create a new copy theme,

¢ Re-design the packaging.

e Strengthen present distribution

and establish new markets.
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say Breennen

friosch

Eftervescent antacid alkalizer for fust
Fheartburn, acid indigestion and sour %™
BUOSCHI & CO. INC. FAIR (awn. NEW S

The first recommendation was the
key to the other three. Brioschi.
long used as a “loss leader” and un-
derpriced. realized comparatively lit-
tle profit lor either grocery stores
or wholesalers and many were not
interested in handling it. Neither
were drug stores because of Dbeing
undersold, For example, although
the large size was listed to setl at 98
cents, it frequently sold in food
stores for 65 cents and right next
door in a drug store for 89 cents.

Fair Trading Test

A modest spot radio schedule was
started in one state in September as
a *“fair wading” test. Rhode [sknul
was chosen because of its relatively
high Italian-born  population and
because there was still a question as
to whether fair trading—in effect,
raising the retail price—would mean
losing valued first-generation Italian
customers.

Final vesults showed a sales n-
crease of 250 percent—a gain at-
tributed by the firm and its agency
to the radio campaign. There was
practically no opposition from leali-

WWW.americanradiohistorv.com

for stomach upsets

15% or

TOTAL
AD BUDGET
TO

an customiers, .\s a 1esult, stabilized
pricing has been extended to key
cities and distribution to wholesalers
and grocery chains increased.

The Rhode Island test also gave
Ellington & Co. the chance to prove
the effectiveness of its timebuving
approach, according to Franklyu W.
Dyson, Brioschi account executive.
‘Although Brioschi is wuly a drug
product, volume-through super mar-
kets has beeu growing by leaps aud
bounds. And while on one Liaud it
is obvious that stomach upset is a
concern of all mentbers of the fami-
ly, nevertheless it is also recognized
that mama does most of the actual
liousehold purchasing.

“Ir was felt, too,” dr. Dyson conr-
tinues, “that there was as great a
need for talking to the male memnber
of the household as there was to
reach the housewife. It was agreed
that radio was the ideal vehicle for
reaching the family at home. It was
further decided to go after the work-
ing members of the household—and
morning and late afternoon raclio
received the bulk of this appropria-
lion.
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“As evidence of the soundness of
that approach,” he declares, “‘the
consumer research conducted ¢luring
the Rhode Island fair wading test
indicated that the 250 percent sales
hike was due in a large part to the
10 wecks of radio spot advertising.”

In developing a new advertising
theme for the largest campaign in
Brioschi's history, the main question
was whether it would be mote effec-
tive to play up the old-world back-
ground of the product or its abiliny
to relieve upset stomachs. To an-
swer this, says Mr, Dyson, a test
was conducied i Trenton, N. |«
New Haven: Scranton, Pa., and
Udieca, N. Y, with a differemt
copy theme used in each city: (1) A
scientific explanation of Brioschi’s
pain-relieving action: (2) the prod-
uct’s speed in producing relief: (3)
its background (“proven old world
remedy”): (1) a coined term, “Gas-
trosis,” which suessed the upset
stomach angle

“An acwal shelf count was made
ol sales resylting from the different
copy themes. From this test.” he
notes, “it was apparent that oune
copy appeal was lar superior 1o the
others. While all four ads produced
a sales increase, the one with the up-
set stomach theme proved the most
effective, upping sales 10 percent.”

Combined With Jingle

This appeal has been adapred 1o
Brioschi’s 60-second spots, in which
it is combined with the jingle that,
AMr. Dyson reports, has already se-
cured a great deal of remembrance:

Eat too much

Drink too much

Take Brioschi—Take
Brioschi

Eat too much

Drink too much

¥Mild Brioschi's best for
you.

Occasionally all of us
over-indulge, and the

result is stomach dis-
tress. So remember, the
next time you . . ,

Eat too much

Drink toco much

Take Brioschi . . .

Take Brioschi! Sparkling,
pleasant-tasting Brioschi
goes to work instantly
« « « brings relief fast.
Se if youl & 5 s

Eat too much

Drink too much

Take Brioschi! America's
fastest-growing anti-
acid. Look for Brioschi
in the new red, white
and blue bottle at your
neighborhood store.
Regular size 59 cents
. « « large family size
89 cents. Then,when
you s &

Eat too much

Drink too much

Take Brioschi

Best for you.

Using this theme, advertising lor
1958 was intensified. In previous
years most of the ad budgel was
spent on limited spot radio amd on
car cargls in New York, Philadelphia,
Boston and Piusburgh. The radio
campaigns ran in six-week flights.

For this year, bevause of the in-
ereased distribution in super mar-
Lets, two changes in canipaign strat-
cgy were mide. The length of each
flight was extended and, at certain
periods, schedules were  ade
heavier.

Regional Only

“Spot scledules  are used  for
Brioschi becinnse it's a product with
regional distribution only,” explains
Dan Kane, broawdcast media director
at Ellington & Co. “I'he munnber of
stiations and the number of spots on
cach station varies market by mar-
ket according to several criteria”
Uhey include:

Degree of distribution.

Consumer acceptance.

e The neal for an cduncauonal
jnh.

¢ The sales potefitial o deters

imine thre number ol SPOts Lo he

uscdd.

Media problems are ironed out by Ellington & Co. team of timebuyer Mary Dowling
[center), media assistant Joan Oberdorf (left) and Dan Kane. Group agreed on an
18-city purchase of 60-second spots over 34 stations plug ltalian-languege spots.

wWww.americanradiohistorv.com
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“Geuerally, we by 2 minimum of
two stations in a market, usually
three,” Mr. Kane points out. “In the
present campaign, which is a 13-
week [light, spots are all one minute
in length and range from 20 to 80
per week.”

A, Kave notes that Brioschi’s
limited advertising budget creates a
problem. It does not permit steady,
year-around use ol radio. “Unfor-
tunately,” he says, *“we must buy our
spots in  these flights, and this
neither ¢nables us 1o get the most
desirable time slots nor the most
[avorable discounts.”

Despite its limited resources when
compared with its multi-product
competitors in the field, Brioschi
felt that the time was right te invest
heavily in market expansion and
modern packaging. Included in the
Brioschi spots since early this month
is the news ol the new package de-
sign. “Naturally we wish to stress
the uew bottle,” says Mr, Dyson.
“and this point is being incorporated
all over the country. l’l'e\'iously, the
very lack of a non-visual approach
with radio was a factor in the medi-
unr’s favor as we did not want to get
the old image ol the bhottle too firm-
Iy implanted in prospective cus-
toniers’ minds.  Now, radioc—plus

divptay merchandising aid  some
newspaper—is doing the job.”

The old Brioschi bottle had re-
tained an "old-world” look, M.
Dyson asserts. lis sliape was indis-
tinguishable from “a hundred oth-
ers” and 1ty label awas old fashioned.
To remove this handicap to miss
market prowetion, Lippincott &
Margulies, an  iondustrial  design
firm, was hrought i to tlevelop a
modern package.

Completely Ditferent

The result was a package com-
pletely different both in shape and
label irom the old. A *“high shoul-
der,” modern looking bottle with a
white label and red lettering con-
trasting with Dlue glass, it has a
“more ethical” appearance, the
ageucy feels, and shows up better on
the shell.

The Ialian-language radio spots.
and also a small lolded card attached
to the neck of the hottle, inform old
custonters in two languages that this
is the original, autheutic Brioschi.
The cards begin with the salutation,
“Ai cari amici delleffervescente Bri-
oschi (to my dear [riends of effer
vescing Brioschi) ... "

James Ceribelli Sr. agrees to Ellington & Co. plans for revamping Brioschi's mar-

keting set-up with 75 percent of the total advertising budget going to spot radio,
Freaklyn Dyson, a, e. played key role in grooming Brioschi for “American” market,
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Jimes Ceribelli Sr., president of
AL Brioschi & Co,, is optimistic about
“Americanizing” the product which
actually dates back ro 1880 when it
was developed in Milan by Achille
Brioschi, a chemical manufacturer.
Introduced here in 1903, Brioschi
was imported until 917 when do-
mestic production began,

“Radio can certainly take the
credit for Brioschi's steady progress
upwiard it sales volume for the last
several years,” says Mr. Ceribells,
“as it unquestionably has plaved a
dominant role in all Brioschi adver-
tising.” The recent radio campaigns,
he notes, have consistently pushed
Brioschi sales ahead—"year after
vear for the past several vears"—and
the current one should prove the
mujor factor in Americanizing the
product.

Briovelii is not the only Ellington
client employing heavy 1adio sched-
ules. Radio has alwaws been con-
sidered one of the “extremely worth-
while” media buys, Mr. Kane com-
ments. “This holds true especially
for Brioschi,” the broadcast media
director declares, “which is faced
with major competition and can call
on only a fraction of its competi-
tion’s advertising budget.”

Billings Increase

Raclio billings for the agency as a
whole have increased steadily in the
last few years and are up 20 percemt
in 1938 over 1937, Mr. Kane reveals.
In 1959, radio billings should be up
an additional 40 percent.

And with spot radio leading the
way, Brioschi has started on phase
four of its marketing plan—reor-
ganization and expansion of its sules
force and retention of brokers in all
major markets—with the current ob-
jective tg secure greater volume in
drug aml variety stores. Those out-
lets accaunt for about 33 percent of
the effervescent anti-acid business.

“Unquestionably, ryadio is [ar and
away the major factor in the steady
sales growth of Brioschi,” declares
Mr. Ceribelli. “And, of cowse, that
is why radio has always received the
major share of our advertising ap-
propriation.” ¢ e e
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Radio’'s 'VMial’

I'he radio svindication busi-
ness has changed almosi as
much as the medium has in
the past decade. .\s radio takes on
nore and more the local flavor of
the newspaper, the production of
programs and commercdial 1ools for
radio stations has climged similarly.
“These days,” states A. B. Sam-
brook, manager. RCA Riddio Prod-
uction Scrvices  (Thesanrus), “we
are  providing radio with the
mat service—the artwork—that has
helped make newspapers snch a suc-
cessful personalized advertising me-
dium.”

I'here has been a change in direc
tion for nwny of the vadio produc:
tion firms who a decude ago were
aciive in supplyving program nmute-
rial. Today, some of these firmis et
phasize “mats* for commerdialy, aud
sales and promotion aids.  Other
companies are still active in the pro-
duction of programs to keep pice
with the activity of many strtions
who incorporate svndicated as well
as  locally-originated  programs  in
their formats. Still other production
firms have found a middle ground
—turning out both comuercial and
program materials,

LANG-WORTH

1. APPAREL AND ACCESSORIES

—— e ey e

CLOTHING:

FURS:

HATS:

Men

Current SALEDEX Listings...

General
Children's
Easter
Infant's
Men's Vear
Millinery
Overcoats
Raincoats
Swimming
Vacation
Women's Wear
General

Sale

Where to Buy
General
Easter
Ladies

No. of Cards

Service

Among the lirms that have re-
shaped their operations to stress
sales aids is World Broadcasting Sys-
tem, a subsidiary of Ziv Co.

“As the increased number of sia-
tions and the coming ol tv changed
the nature of radio, local advertisers
hecame a mmjor source ol revenue
and stations had to redirect their
cltorts to meet their probiems,” ex-
plains Dick Lawrence, Workl gen-
cral manager.

“As the use of announcements
and participations increased. it be-
enne necessary to supply connercial
jingles and  production  aids that

SHOES ¢ General
Children
Family
Ladles

Men

The pile of 45 rpm's (left), about a month of
station programming, is contained in the I8
‘tapes at right. This is selling point for Muzak
President Charles C. Cowley (left) and Pro-
gramatic division President William Quinlam,

U ) e G e 0 B T DWW

2. ATTENTION GETTERS - TAGS

ATTENTION GETTERS: General
Commerclal Intro
Economy

Cag Intro
Guaranteed

Sale

Service

=

n =
= OO N —

o

Cemmercial aids are cafalogued
in a Seledex file by Lang-Worth.
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The radio production business undergoes
vast change. Today’s aim: To provide

‘do-it-yourself’ kit for radio stations

could give the sniallest howetown
merchant and retwatl store or service
business the same effective advertis-
ing that could compete lor listener
attention with elaborate and costly
national advertising.

“In addivon, as so many adopted
the news and music format, it be-
came viwal for a station to establish
an individual personality,” he con-
unues.

This need for an individual per-
sonality both for the station and its
sponsors is also stressed by Mr. Sam-
brook. "1 you read a newspaper
regularly and look at the ad ot a ma-
jor advertiser, you can usually ideun-
tify him at o glance by the ad’s for-
mat before vou cven see his name.”
His fum i» attempting to achieve
similar result» lor the local radio
advertiser.

Also commenting on the necessity
of competing with local newspapers
is Hugh Allen. manager, Lang-
Worth Feature Programs, New York,
who points out that many honte-
own advertisers still  mwust  be
weaned away from reliance on the
papers. “In the final analysis,” he
says, “all the services of Lang-Worth
and our competitors are designed 10
help stations increase their reve-
nues.”

In working toward this goul, pro-
duction firms have developed count-
less variiations on their commercials
and station promotion ideas, in ad-
dition to appropriate program ma-
terial.

One of the producers of programs
15 Harry 8. Goodman Inc, New
York, which still twns out new
dramatic serial shows in quantty
and ofr a regular basis. \While also
engaged in commercial work, Mr.
Goodman states that he still derives
half of his annual revenues from the
sale of progranis.
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In the opinion ol the executives
interviewed, the huture ol the radio
production husiness lies i creating
4 bigger and better do-it-yoursell kit
for stations. All the firns are con-
stantly trying to refine and expand
their services to meet the predise
needs ol each station subscriber. A
summmation of what is being oitered
follows:

e In general, cach company pro-

vides open-end conmmercials lor
i wide range ol products, stores
and services. These spots are
made in the usual variety ol
lengths and wwrmally contain
jingles with brand and store
names being inserted live at sev-
eral points by local announcers.
They are cieated 1o give the
small town sponsor the advan-
tages ol New York or Holly-
wood production and talent
and, in addition, to enable the
station salesman to show the lo-
cal busmessman what his com-
mercial will sound like belore
he spends any monev.

¢ Euach station subscriber also re.

ceives nmnical service jingles

sucly as  producuon  aids  for
weiather reports, safety bulletins
and vrafhe news. Station idenu-
hcation  jingles, wsical time
signals and station  prowotion
pogles are also included.

s .\ sound eltects lilvary iy pro-

vided by some firms and several
services still offer wmusical tran-
seription libravies containing a
huge selection ol songs and in
strumentals,  The development
of LP recordings angl the policy
of giving records away lree to
stations for prometional pur-
poses, however, have made seri-
ous inmvads into this hold-over
irom pre-music-and-news days.
Many firms still provide series
of programs of all lengths.

e The companies usually provide

somie form of seript service for
nnsical shows, enabling stations
to develop their own program
formats.

Several firms also offer custom
1ailored commerciials for specific
sporisors and will also person-
alize station 1D’s aud promotion
material.

Some of the jingle campaigns, programming aids, quizzes and station iden-
tification music available from World Broadcasting System {Ziv Co.).

MUSIC
\ COAST-TO-COASY

- ¢ —
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‘MAT SERVICE

Each production company has
gone on to claborate upon these
basic services and 1o create its own
special variations to attract stations.
World «aims o have 1,000 sub-
scribers and is planning o increise
its production budget for 1959 by
20 percent, according io My, Law-
rence. Thesaurus siavs its subscribers
number 700 and Lang-Worth veveals
that it has 600. These firms all (laim
o have expanded their aperations
in recent months as the demand flor
their services imcreases.

Thesiurus has recently deveioped,
for example, a series of complete ra-
dio canmpaigns designed 1o give the
station salesman the necessary am-
mMunition (o sign sporsors in severil
business categories. Beginning with
department stores, which My, Sam-
brook says is a nearly wmapped
source ol radio revente, the series
now inclhudtes §1l1)el' I]lill‘k(‘ls and \\'i”
add new fickds regularty. The ¢im-
paigns canr carry a1 store from iis
grand opening right thirough its an-
niversaries, lie states, with commer-
cials and promotions for all occa-
sions.

RCA recommends the tollowing
procedure o stations using these
campaigns to sell sponsors: Obtain
the last six months of the prospect’s
newspaper ads; have the coutinuity
department make up snitable radio
copy for each month’s advertising
using the RCA tic-ins: record a 30-
iminute presentation: get the pros-
pect tu listen o the tape gway from
the telephone and store disturb-
ances.

This systent worked so well fo
WHLS Port Huron, Mich,, that it
was able o increase its billings from
Montgomery Ward from $200 10
$2,028 per vear, according to a letter
from the sution w Mr. Sambrook.
Other stations are having equal suc
cess with this method, e sivs.

Lang-Worth has just added a serv-
ice called "Radio Featureties” which
the firm states is becoming very pop-
ular. The featurettes are a seript
service including 70 items 15-seconds
long of informational tidbits gleaned
from the files of Bruce Chapman,
the “Answer Man." According 1o
Mr. Allen, “there is a current need
in modern radio for interesting con-
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versation pieces. The featureites
give the station personality some
factual and frequently fascinating
food for talk.”

Another recent addition to ihe
Lang-Worth catalogue is a hall-hour
program starring Jim Ameche whicly
iy now sponsorcd on stations in 15
states. The show has a “middle of
the road” pop munic policy and is
taped for playback on subscribing
stiauions once a week.

While this sounds like a throw
back 1o the syndicated program days,
My, Allen points out  that  the
Ameche show is a “great improve-
ment” because the star does atl the
local conunercials Tor eaclt swation
stthseriber, and because there is a
new show every week with no re-
peats. ""The only dillercnce between
this and g live progran,”™ he savs, “is
that it is tirped a week ahead of air
tine.

Participation Quiz

Worlg is currently oltering a lis
tener participation quis that is de-
signed for Hexibility because 1t can
be progranmied in one-minute, five.
minute, half-hour or even hour-long
segments. e car also be used as pare
ol conmercials and as o station pro-
wmotion  aid, Mr. Lawrence siys,
Calledd “Match-A-Tune,” the - quiz
requires listeners w  obtin game
sheets  from spomsors”  putlets  or
dealers. 1'sing the drawings on the
sheets as visual clues, they nrst
identily mystery times aived by their
local Waorld allifiate.  Any listener
who correctly identifies five or maore
songs can try lor the Giant Mysterd
Jackpot. The program material is
tully supplemeuted by merchandis-
ing and promotion aids—including
window streamers, game cards im-
printed with the sponsor’s name or
1he station’s call letters, and store
displays.

Standard Radia Transcription
Services lne., Chicago, producers of
sound effects discs, iusic “ques” and
jingles and commercial aicds, has en-
teved the field ot packaged program
distribution with Medal »f Honor.
This is a fiveeminute dramatic nar-
ration series ol stories of Congres.
sional Medal of Honor winners.

“Although music prograinming is
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still the most widely used formag,”
says Olga Blohm, general wmanager,
“we belicve that the radio awdlience
is ready for a change of pace. An
occasional five-minute dramatic nar-
ration is Uesigned o make the audi-
ence aware of not only the program
bul the commercials broadcast over
the station as well.”

Another  Chicago  firn,  Walter
Schwimmer’s Radio Features Inc.,
feels that many stations throughout
the country, although still emiphasis-
g musi¢, are going into a more
stable block programmmg concept.
Radio Feawwres distrtbutes Tello-
Test and Tune-Test, itz shows
that can be programmed it five-min-
tite segments across the daily broad-
cast schedute, as 15-miute segments.
five tumes a week, or as hall-hour
slhows five times o week.

“When we »ell the [ranchise 1o
cither program,” says Nat Watson,
thie firn's viee president, “we provide
the stations with a compleie service:
An operational manwmal, ads and mats
plus air pronwtional nurterial, ques.
tion-and-answer  seripts which  are
thoroughly researched by our per-
manent research deparument,

“We also ofler to the stations a
complete jackpor of awards, at re
extra cost when they buy the fran-
chise.  Qur awards divisions ip
Chicago and New York.” he states,
“continually work on new awards for
all of our markets.”

RadioOsark  Enterprises Inc. of
Springheld, Mo, is the producersyn-
dicator of such quarter-hour feiqtures
as The Tennessee Evnie Ford Show,
The Smiley Buvueclte Show, aiwl
other properties—all designed for
open-end use. In addition, RadiO-
zark also wranscribes spots and sing-
ing jingles for national accounts,

“RadiOswrk s a  comparative
youngster,” according to John B.
Mahaffey, managing vice presiclent.
“We have maintained our 10.year-
old organization at full strength and
—a very bkig ‘and'—we are at this
moment anticipating the expendi-
ture of considerable additional sums
on new progran properties.”

In additon to the companies of-
fering the type of services outlined
above, another Arm—formed 1hree
months ago — has broken new
ground by making available an an-
lomated program service. A product
of the Programatic Broadcasting
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Service Inc.,, New York, a subsidiary
of the Muvsak Corp., this “push but-
ton” broadcasting method will come
on the market early in 1959.

Programatic consists of an elec-
tronigallycontrolled, time-synchro-
nized tape playback device and a
supply of eight-hour tapes delivered
regularly to subscribing broadcas-
ters. These tapes are pre-recordec]
aml  programmed with music de-
signed to appeal to “American adult
audiences.”

Muzak will select, program and
record the tunes on tape. With the
electronic playback unit and the pre-
recorded Programatic tapes, a sta-
tion can insert locally recorded spot
announcements  aid special  pro-
grains. This can be done completely
automatically with an unattended
machine. .\ccording to a company
spokesman, the announcements and
local programs may be interspersed
by the electronic brain in the unit,
which switches from Programatic’s
recorded music program to the lo-
cally-recorded material and back
again by means of subsonic control
tones pre-recorded on the apes.

This system 'will be available 1o
broadcasters on an exclusive basis
in each market.

While concurring with the general
feeling that the biggest part of the
production business will be bound
up with commercial creation, Harry
Goodman believes that there is still
a place for a programming service.
“In a market where there are seven
or eight stations programming music
and news, the station that offers an
hour or two a day of dramatic pro-
gramming will draw a substantal
audience of people who may want a
change,” he says.

Thesaurus” Mr. Sambrook, who
has been in the business for more
than 30 years, traces the origin of
program production to the “custom”
shows produced in the early years
of radin.

In those days, he says, manufac-
turers were competing directly with
the networks when large regional
sponsors would produce their own
programs to be aired over selected
stations in markets where they had
distribution.  In some cases, they
hired custom packaging firms. This
system was originated 10 enable the
advertiser who did not want to buy
2 full network to utilize the sound
medium.

T APPLIANCES

MUSI-‘QUE’ DISC

J 100 A

J 6 (FAST) Sec. 20 or

] 6 (SLOW) Sec. 20
SING

MUSI-‘QUE’ DISC
G 104 A
Rips or Runs

MARTY'S your best bel

for that TV set;

MARTY'S where smart shoppers go
for a washer, dryer or clock radio.
(OH OH OH)

Buy with reliance

every appliance;

you'll like the service and full guarantee...
highest in trade-in...

Best deals are made in

MARTY'S All-Electric Store!

ANNCR: EVERYBODY'S running to Many’s Electric
Center! You'll come a-running too when you hear
about Marty’s prices on TV sets, refrigerators,

s €

This script which accompanies Standard Radio Transcription Services Inc., Chicage, tapes
or discs, is typical of the firm™ "Musi-Ques” which include jingles, openings and closings.

Custom shows did not last loug,
however, Mr. Sambrook explains,
because of the tremendous cost in-
volved I1n hiring the talent and pro-
duction know-how to compete with
the network roster. At this point,
produiction firms began 10 spring up
to create open-end shows which
could be syndicated aixl sold to an
assorunent of regional sponsors
across the counuy, each of which
inserted his own commercials and
had exclusivity in his own area.

Syndication proved sausfactory
hecause not only did tlie sponsor not
have “10 go into show husiness,” but
he also could buy rights much more
chieaply than he could make an origi-
nal investment. Syndicators could
afford to produce top shows hecause
they received revenue from many
SpPONsSors.

I was during this period, M.
Sambrook says, that agencies hegan
to develop 1their own production
departments to serve their clieuts.
Representatives  also  mushrooniec
about this time o help the clients
make deals with stations in the mu-
kets tliey wanted to veach.

The syndication business pros-
pered undl the early 1950%, M.
Sambrook declares, when television
Legan to usurp radia’s place as a

mediui for dramatic entertainment.
The growth ol trunscription music
libraries, started in the early 1930
and perfected in the late 1940, also
dealt a death blow to syndication, he
states.

When library transcriptions began
in 1949 (o utilize voice tracks of
lainous personalities to introduce
numbers and lead into local cow-
mercials, they began 1o compete with
the syndicated big-name nsic shows
which cost much more o produce.

Music libraries, in their turn, be-
came much less profitable after the
LI’ record came on the mmket, he
says. Prior to that time, the station
had a choice between recordings and
the technically better wanscription
library selections. With the record
revolution in the early 1930%, sta-
tions began o program from the
free discs which recording firms pro-
vided, seeing no reasou to contimne
paying for transcription services.

With the music and news format
achieving increasing popularity dur-
ing this same period, the syndication
and transcription business in it old
form began to die. Today, hawever
—1like the phoenix rising from the
ashes—radio production is taking
on new litle with prospects for a
MOre Prosperolis tonioirow, o o e

RCA Thesaurus provides this schedule in addition to its pre-recorded commercial campaigns.

DECEMBER, 1958 (
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il i

—[{916—the Rayvco Manutac-

turing Co. of Paterson, N. |,
reported a sales volume ol $300,000
lrom five outlets. Today, just a
dosen  yemrs later, Rivco—which
claims 10 be the nation’s largest re-
1ail 3pecialist in aulo seat covers,
convertible tops and awlifers—has
157 stores acvoss the cowtry and de-
claves that sales wotal well up hito
cight hgures.

| ]
% lin tts finsd year ol operation

Paralleling this rapid growth—
and jugleed partially respousible tor
it—is radio which has becowe an
increasingly importam factor in the
company’s advertising strategy.

According 10 Jules Rudominer.
Rayco's vice president ard divecton
ol advertixing and sales, “Radio haa
played a vital part in Rayco'sgrowth.
Based upon the vesulis that radio
has consistently given us, we envision
only a continuing pattern where the
mediwm is concerned.”

Back 1n 1952 when the firm’s agen-
<y, the Emil Mogul Co., New Yoark,
first started to work g the account,
radio’s shave of the yompany’s ad-

RADIO

vertising budget amounted o ap-
proximately 10 peveent,  vecalls
Bernard Kramer, vice presideot and
ACCOMNL SUPCIVisor.

This year the sound medivm ac-
countts lor a third vl dhe fam’s ad
dollars allotted to wops and seat cov-
eis and for 80 perceut ol those cai-
warked for mulflers. Most of the
remaindey goes 1o priut, Mi. Kramer
states.

I is estimated thap by the end of
the month Raveo will have speut
well over half o million dollars in
F958 lor radio advertising

Brighter Prospects

The sound medinm’s prospects lor
1959 are even brighter au this writ-
ing with plans presendy under way
lor an expenditure next year ol near-
ly three-qquariers ol a million dollars,
it s helieved,

Up to now, Rayco, which current-
ly has outlets in 70 mewropolitan
markets, has channeled all its radio
funds into spot in augd around these
areas.

WWW. americanradiohistorv.com

BUDGET

As o nujor ingredient ol s 1959
plans. Rayco iy now negotiating a
network radio buy for the fivst time
which would atcoum lor a substan-
tial addition wo the fivm’s vadio budg-
et. The buy currently being con-
sidered would be a daily sponsorship.

While Rayco avonld also reiiain
heavily in spot, the ageney says, the
network, spousorship  would  repre-
sent a deastic change in policy, not
only for Rayeo but als {or rewilers
in general.

According  to NMr. Rudominer,
“Because our |)i‘u(|urL.~‘. qare nol essen-
tiatly impube purchases, we feel that
the technigue ol o consistent 52-
week schedule on radio exposes our
story oir a continuing basts so that
when (e decision is made to buy
our praduct, there has heen a con-
siderable anwuut of pre-condition
ing.”

The antomotive accessary com-
pany is now on an annual schedule
in 57 markets over 7! radio stations,
with [rom 25 1o 100 spots per week
in each marker depending on the
»easorn.,
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Bernard Kramer (left), account superviser at
Emil Mogul, and Hal Balk, account executive,
listen to test commercial for Rayco campaign.

Rayco’'s Speedy Growith
Traced To Radio Use

Summer pushes  Rayco's  sales
curve especially high, influenced by
the increased driving during that pe-

riod. -

With advertising appropriations Car accessory firm to spend

oing to each market on the basis . - . -
(g)i 5;’165, Rayco and its agency co- an estimated $1507000 in radio in
ordinate and create all advertising
for the franchised operators who 1959. 5pot has been chief vehicle
pay time and space costs.

Since each store is independently but a network buy iS on the horizon

owned and financed by lacal busi-
nessmen  who  purchase  franchises
from Rayco, there has been some
tendency on the part ol the public
to think of Rayco in local terms
rather than as a national operation.
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A newwork spomsorship, the agency
feels, would serve to point up Ray-
co’s role as a company of coast-to-
coist proportions,

Such a buy would be comracted
on a 52-weck basis, just as all Ray-
co's spor buys are made.

According to Hal Balk, Mogul’s
account executive on Raveo, "To
our knowledge this is one of the
first times a retailer has pondered
buying network time on a large scale
that includes many markets wheve
he as yet his no outlets.”

Pre-Conditioning

Most retailers, Mr. Balk declares,
want to see nmmediate results from
their acdvertising.  Rayeo, on  the
other hand, while also looking for
rising sales, believes that pre-condi-
tioning the customer who is not
ready to buy today will inlluence
him o buy Ravco tomorrow.

This, according o Mr. Balk, goes
for markets which afveady have
Rayco stores and also for markets
where 1he firm plans outlets as part
ol its expansion progrim.

The proposed netwwmk sponsor-
ship, the uagency believes, would
benefit Rayco on both counts,

In addidon, such a move would
make use of a natioual personality
to enhance the firm’s prestige.

Since the firm’s products are so
directly relited to the automotive
industry, both the company and the
ageney state that radio takes on
added significance for them as an
advertising mediunt, in view of its
high in-car audience.

“We leel that this in-car audience
that radio alone provides,” explains
Mr. Rudominer, “is a natwral in
tenns of associating the product with
it use,”

Rayco, however, is interested in
veaching the in-home audience as
well because of 1lie influence of

34

women in the purchase ol seat cov-
ers and convertible, tops.  Mulfllers,
on the other hand, are bought al-
most exchinively by men, the firm
maintaing, and Raveo reachies them
during drive times,

Choosing Stations

T clhioosing the individual sta-
tious to be bought, timebuyer Lynn
Diamond imakes use of a custom
“ratings” system devised by i1he agen-
v, According 1o Leslie L. Dunier,
vice president and aadioay direc-
tor, this wethod helps the agency
and the irm to determine both the
dollar sales produced by vadio in
a market and also the popularity of
the stations in the area.

My, Dunier explains thac a Raveo
custonmer wiits an estimated 30 min-
utes while his merchandise v in-
stalled and that during this time he
is hauded a e 1o il out, The in-
formation reguested indudes a ree-
respanse question on where he heard
about Ravco, during which he may
mention a specific medium or word-
ol-moudh. later he is asked to
specily the vehidle ol the particular

Jules Rudominer, v.p. dir. of adv.-sales,
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medimn involved—the station m the
case of radio.

These cards are tabulied weckly
and provide an index to sales in re-
Lition 10 media. In additon, while
a customer may not correctly recall
the pavticular station broadeasting
the Rayco wmessage, he will almowt
invariably indicate some call leuers.

In a surprising number of in-
stances, 1he Mogul executive reports,
the responses given luinish an accu-
riate clue to station populiarity in the
mm ket.

Buys Switched

Mr. Balk, Tor examiple, remembers
several imstances in which station
buys have been switched alter in-
vestigation of card vesponses have
shown a shift in station popularity.

In one specific case, the cards from
a njor western city began to be
heavily sprinkled with the call let-
ters ol a supposedly low-ranking sta-
tion which Rayco was not purchas-
ing.

Looking into the maeer, ihe agen.
¢y found that 1he higher rated sta-
tion Rayco was buying had recently
made a drastic alteration in its lor-
mat whicl was begiuning o prove
unpopular.

Rayco and Mogul qnickly decided
to drop 1his station and bought the
outlet that had been cropping up
on the cards. Mr. Balk reports that
this staion lias since done very well
lor Rayco, and that the former sta-
tion, after a sharp decline in popu-
larity, is now 1urning back to its
original [ormat,

Changes have also recently taken
place in Rayco’s own “format.” Un.
til a year and a half ago, the firm’s
products included only the seat cov-
ers and the convertible tops, the
mufller line Dbeing added at that
time.

Before (he mufller inwoduction,
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Rayco's copy approach involved
separate commercials for the tops
and covers, each of which com-
bined jingles and live copy by the
local disc jockey.

At the beginning of this vyear,
Mogul overhanled its copy theme to
embrace all three products in a gen-
eral Rayco commercial designed to
stimulate sales and wrap up the
product image in one neat package.

Myron A. Mabler, vice president
and creative director for air media,
wrote the jingle copy, which reads:

One, two, three go

Let's go to Rayco

One—auto seat covers
priced so low

Two—mufflers that save
you dough

Three—convertible tops—
Let's go go go

Let's go to Rayco

One, two, three go

Let's go to Rayeo.

The new Rayco spot has heen
given a very elahorate production,
involving 15 instrumentalists and
five vocalists.

The jingle is usually followed by
an announcer reading copy that can
be applied to the local Rayco out-
let. A typical sample would he:

Yes, go to Rayco . . .
and take along your
Christmas list . . .

You'll find Rayco has the
gift for making motorists
happy.

Like Rayco Vinysan Clear
Plastic Seat Covers . . .

They protect new car up-
holstery while the beauty
shows right through.

Rayco Clear Plastic covers
are guaranteed not to
crack or split . . .

They carry the United
States Testing Company's
seal of approval . . .
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Discussing radio estimates for Rayco are Leslie L. Dunier, vice president in charge of radio-tv
for Emil Mogul, and Miss Lyan Diamond, who is the timebuyer on the accessory firm’s account.

And they're custom-fitted
free in just 30 minutes.

What's more, Rayco Vinysan
Clear Plastic covers,
with Rayora trim, are
holiday priced at only
$19.95, for most cars.

(Local Store Tag)

And remember, for America's
best and largest Selling
mufflers . . . go to
Ravco.

Agency Profit Plan

Whenever the efforts of the Mogul
agency reap new profits for Rayco.
the funds received by the agency
are also increased. In a different
agency-client relationship. Mogul’s
income is based upon a percentage
of the accessory frm’s retail sales
rather than on the customary 15 per-
cent commission paid by media or
the Aat-fee systemi. This, in effect,
makes the agency a partner of the
client, with Mogul's fees rising in
direct proportion to Rayco's profits.

In the future these profits will go
to the Airm of Magul, Lewin, Wil
liams & Saylor Inc., as Emil Mogul
Co. will be known after January 1,
Merging with LWRS. (he Mogul

www.americanradiohistorv.com

agency will bring with it hillings of
approximately $11 million, making
combined billings total $18 million
for 1958, according to the two frms.

As far as can bhe determined, the
merger will not appreciably affect
radio strategy for Rayco.

Started in New York

Rityco, which now has lactories in
Pawtucket, R. 1., and Puerto Rico,
was founded by Joseph Weiss, the
firm’s president, who conceived the
idea ol a coast-to-coast chain  of
stores alter setting up an auto seat
cover husiness in Brooklyn for one
brother and a similar store in White
Plains, N. Y., for another,

From its headquarters in DPater-
son, Rayco handles such problems
as market vesearch, accounting pro-
cedures and merchandising and <ales
techniques. As yet. there is no ap-
preciable merchandising activity in-
volving radio stations. declares the
agency.

According to Mogul's Mr, Kram-
er, “Radio and Rayco are well
suited.  Since radio provides bhoth
the vepetition and the in-car andi-
ence Rayco wints, | believe their ve-
lationship is as indestructible as that
of anv medium aml product can

bhe!” o o @
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Selling

sevies on sound. The fost
half, A\ Somnd fen Every
hinage, (November 1958), dealt with
advertiser-ugency nse of sound,
Memory plays an bmportant it
in virdio, The innge that a station
achieves through its sonnd is ine
plmted i a listener’s mind.
The distinctive sound ol a station
is prtially achieved through tech-
nical know-how aud cire. The ach-

E
% This is Pavt 1 of o fwe-part

eral public, however, heins no one
element, but a combination ol every-
thing that goes into making the
station image—ceverviliing that even-
wally comes out through the speaker.

It is olten the distinctiveness of
that somieed and it ('()mpnlnl)ilily
with o sovghtalter ndience  thate
detenmines how ellecuive i1 s in
creating aostation image—utnt parl
ol the wotal sound which is program-
ming.

Many progrannmmng claments con-
tibute to the sound of @t station. In
the case of the music and sews, al-
though the same basic program in-
gredients ave accessible o everyone,
stations in g market dilley greatly in
their sonnd.

“Many, many elements go into the
sonnd ol a station,” says William |
Kalind, nattoval program manager
for Westinghouse Brauadeasting Co.
“The important thing, though, is not
the individnal elements, but the
total contenrporvary sonnd of the sta-
tion and the consistent llow ol that
sound pattern without any najor in-
terruptions or changes of mood.”

The “flow of the total sound™ is
ol the uunost nnportance in the
WBC  concept, according o Mr.
Kaland., The ideal station Dbuilt
along (hese lines would have bright
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PART 11

the '‘Sound’

Stations and networks use sound to shape

‘images’ and to woo potential advertisers

up-tempo,  on-the-air
who could project themsclves in
relatively few words. The music
would hive importance not in terms
ol individual numbers but in terms
ol *fllow.” Immediacy in hourly
news and weathercasts would be
stressed, “All elements—usic, news,
service—must  {low together,” M.
Kaland states, “for a totil contem-
porary sound.”

“Flow” is also’ the importmt ele-
ment in the “balanced program-
ming” of The Bualaban Stations, ac-
cording to john Box Jr, executive
vice president and managing director
of the group. The Balaban ap-
proach is based upon the concept of
radio as a personal medinm, a con-
stant companion, designed to appeal
to local tastes within individual mar-
kets, he says. The final aim is to pro-
vide the ingredients that will keep
the most people listening all of the
time,

“Our programmuing is based on the
care and skill which are essential to
the development of a smooth flow
of pleasant, yet attentionable sound,”
Mr. Box declares, “achicved through
the infinite variations in the selec-
tion and sequencing of nnmic.”

pervsonalicies

Programming Elements

The primary requisite ol skilllull
prograinming, he asserts, is a con.
stant cffort to adapt certain elements
to the known activities of the major-
ity of the people at a given time. He
classifies these elements as tempo,
moaod, flow, appeal and service.

“When you abdicate your pro-
gramming to program directors or
disc jockeys . . . or the corner record
shop . .. you are headed for trouble,”
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Mr, Box warns.  Programnting niust
lean heavily an the [actor ol au-
dience composition, lre says.  “Our
studies in every city where we have
[acilities proves to us that there is
a ditterent andience availability at
arying hours ol the day. This in-
troduces other elements in our pro-
gram planning:

o Niature ol
tion,

audience  composi-

¢ .\cuvities ol household and out
ol-honme.

e Mood n relation to time ol
day.

e Season ol the year.

¢ Day ol the week.

“Obviowsly,” rewons  Mr. Box,
“the selection and sequencing ol
music wmust vary in relationship to
each of these five fundamenuals and
also in unison with the five previ-
ously indicated elements. The ap-
plication ol reasonable research,
logic and a certain type ol artistry
creates a musical nmix for constant
broadeast appeal in relation 1o moad
and motion.”

Although, as has been noted, the
over-all station sound goes far be-
yond engineering diflerences, tech-
nical aspects are important.  Every-
thing about the sound broadcast by
a station is relative to the hunum
ear. \arious stations differ in their
engincering approaches. And these
differences are a beginning towird
the purely technical differences in
station souml.

Beyond that, there are engineering
techniques [or making the station
sound crisper, more brilliant, “big-
ger.” A more hrilliant sound can be
achieved by emplunizing the registers

Wwww.americanradiohistorv.com

that underscore the lecling of bright-
ness. .\ sensc ol Dbigness cor be
achicved by the use¢ ol an echo in
whicle the ~sound is repeated an
infinitesimal  fraction ol a second
alter the original sound—o close
that there is no feeling ot hewring
the smme sound twice, but only of
bigness.

There are mimy other clements
contributing 1o the better sound of
radio today. Recordings are much
iner than they used to be; diamond
styli, vastly superior heads and re-
production systems, better micro-
phones, all add to the superiority of
taday’s sound. There are many com-
panics making records and they have
appreciable differences in their stand-
ards.

Sound of Immediacy

The sound of immediacy in news
is also an integral part of the station
sound. There ave pleaty ol “iwcle-
type rippers,” as M Dox  calls
thent, hut that type o newscnting
has nothing verv imaginative or
unique about it that would set the
station apart, he says.

Many technigues are emploved hy
stations to create the [celing in
sound of immediacy. An example is
the growing popularity ol mobile
units, portable tape rvecorders and
becper phones to cover the local
scene. More aud wmore the present
tense and the first person singular
are finding their way into newscasts
bringing with them the value of pro-
jecting the listener into the atimos.
vhere of the event being reported.
This type ol reporting brings listen-
ers the news first—and first hand.

“Triteness and staleness should
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be avoided like the plague in news
reporting,” savs WBC's Mr. Kaland.
“The cliche phrases of news report-
ing should be taboo. News may have
a carryover valune fiom one broad-
cast 1o the next, but it should always
be freshly written for cach broadeast
so that the words are new cven if
the facts aren’t. The editorial ‘we’
has its place, but in an on-thescene
report of an event it has an aloof,
stuffy quality as opposed to a modest
but exciting use of the first person
singular.”

Another element of programming
now widely used is imunsic especially
written Tor the station to inwroduce
scrvice [features, newscasts and pro-
grams. ‘there are weather jingles,
“where to go—what 10 do” jingles,
boating, fishing, skiing, sailing jin-
gles, and traffic, time, sports, holiday
and pre-newscast jingles.

Station image, now considered so
important by the local outlets, is
actually nothing new. The radio
networks from their carly years have
been engaged in building their
images, and the most effective resnl
have come with the use of sounds.

Packages With Sound

One broadcasting executive calls
the four radio networks “the only
business group in \merica that pack-
ages with sound elfects, and there-
fore the best inlonued people on the
subject. They have shaped their op-
erations over the years to achieve
identifying and familiar sounds.”

Perhaps one of the best known
audio symbols—or any other kind of
symbol—in America is the sound of
the NBC chimes. .\nother :audio
symbol, introduced by that network
since the advent of (v, has also
caught the public’s fancy — the
Monitor beep. And still another is
in the works.

Analysis at 30, a newwork feature
soon to be introduced, will be iden-
tified by a high-pitched fanfare su-
perimposed on a magnified heart.
beat. This trademark in sound is
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designed to get the listener’s auen-
tion and also set the mood of “get-
ting to the heart of the problem.”
NBC excentives feel that this symbol
will be, next to the chimes and the
beep, one ol broadcasting’s  best
known audio symbols “within 12
months.”

Sound elfects, however, are not
the only metheds msed 10 set a net-
work “mood.” The over-all flow of
its programming is CBS’ big selling
point. “Listeners know when they
are hearing CBS news,” one CBS
official declares. "T'he voices are
familin and anthoritative, and from
years  of experience  the  listener
knows he will get moie than just a
reading of the news wire,”

CBS works at creating an “atmos.
phere,” John Karol, vice president
in charge of sales for GI3S Radio, de-
clares. “I'he personalities, daytime
dramas and news shows have built
this aunosphere throngh the years:

have given the network . definite
Sound,"

Selling With Sound

Perhaps the most important func-
tion of a station’s sound is its ability
1o get a sales ntessage across to the
audience. I a consumer purchases
a product or service because he
tdentifies it with a pleasant radio
experience, the sound has done its
job well.

“The sound of radio has long
Leen one of the most cilective sales
ols  knownn to  lhumanity,”  says
I’errv  Bascoin, national sales man-
ager of Westinghouse Broadcasting
Co. \s a case in paint, he offers the
jingles mentioned previously.

“The various conmmuiity service
jingles ure especially saleable,” he
notes. “With weather jingles sched.
uled hourly an advertiser can buy a
weather package giving him  ex.

something.”

.

To make commercials

nouncement “‘has character.”

truc.

‘Trademark in Sound’

Commercialy with a good “memomy device™ set them apart, make
them wmemorable and thus contribute to sales success, according to
Hanley Norins, vice president and copy divectar of Young & Rubicam
Inc., New York, “Today’s radio is a new frontier for copywriters,” he
told the RALYs National Radio Advertising Clinic, “and the important
thing is to seize the listener's attention, and then tell him you're selling

stand ot from the crowd,” he urged copy-
writers to strive to be daring and dillerent. “You must use sound eflects,
the spoken word, the singing voice and musical instruments o drive
home yowr selling message. Create a tiademark in sound to establish
your product in the public mind.”

Mr. Norins did not rule out the so-called “straight-sell” connmercial,
clelivered by an aunouncer or a local personality, so long as the an-
He said copy should *“be simple,
idiomatic—and avoid tricky, litetary sentences. Make sure your tran-
seribed announcements are thoughtfully cast and use phrases that ring

“Use seund techniques—'Sonovox,’ a speaker or driver attached to
the throat of the operator to create unusnal sonnds: ‘tape reverberation,’
to vary the speed of words to musical phrases, or the ‘tape loop,’ a
technique to mix sounds recorded at different speeds.”

www.americanradiohistorv.com
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posure at different times. 1le might
want a weekend wraffic jingle puck-
age, or perhaps a Dboating-fishing-
sailing jingle package might suit his
needs better. In any case, he can buy
a set of miniature program leatures,
broadcast at regularly scheduled and
promotable times, that deliver the
sponsor’s message to the listener
along with a valid service. And all
can  be presented in appealing,
stimulating form.”

The newest NBC presentation,
called “Memory Vision,” is designed
according to NBC Ridio Executive
Vice President Matthew [. Culligan,
“to make advertisers more aware of
how they can get better commiercials
through the use of sound.”

“We in radio,” Mr. Culligan de-
clares, “must be concerned with how
sound is used. The more effectively
it is used, the better the results will
be. The better the results, the inore
business radio is likely to get.”

The basic principles of “Memaory
Vision” are that (1) people react
directly to sounds and they also react
to associations that sounds evoke,
and (2) they respond either intel-
lectually (that is, on the basis of
what they have learned) or emo-
tionally.

Success Reported

Mr. Culligan reports success with
the concept. including the renewal
of a campaign by Bristol-Myers Co.
for Trushay hand lotion and near-
agreements “with five or six other
large national advertisers.” The new
Trushay commercials [eature the
voice of Madelaine Carroll. “Simply
by the sound of her voice, women
are reminded of the image of a beau-
tiful young actress,” according to
Mr. Culligan.

“We have found,” he adds, “that
certain types of products—of an in.
timate nature—are better sold with
sound alone. The imagination when
stirred by sound makes a terrific im-
pression on the consumer who be-
comes identified with the use of the
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Listeners identify certain sounds with individual programs and stations. In the
Portland, Ore. ares, Barney Keep, KEX disc jockey, has long used the “haunting
wail of a sieam locomotive whistle” as a trademark in sound. Here, Mr. Keep
poses at an engine's controls. The train whistle plays a key role in area industry.

product.”  Mr. Culligan cites cos-
netics, drug products, insuriice and
other health and wellare services as
products of an intimate nature es-
pecially suited to sound.

As for selling sound with sound,
a growing trend iu the industry,
Westinghouse's Mr. Dascom asks,
“What could be more natural and
cffective than to use the sound of
radio to sell radio? By letting a
prospective advertiser listen to a
tape we can effectively tell him
about a program or a personality on
an out-of-town station. \We can even
weave in his own commercial so he
can hear how it sounds in the pro-
gram context in which it would be
broadcast.”

The personality of a newscaster,
the tone of news programs and the
length and breadih of local, nation-
al and international coverage can
also be demonstrated simply by play-
ing a tape, Mr. Bascom says, The
sound of a new personality or a new
program feature can be conveyed to
national sales representatives or to
advertisers quickly, conveniently and
unntistnkably, he asserts, thirough
tapes.

Many national represeutatives and
stations are regularly offering this
kind of tape presentation—Iliterally,
selling the advertiser on and with
the sound of the station. The CBS
“Protective Listening” presentation
was designed o do just that for the
network.

“I’rotective Listening” was pri-
marily used to show advertisers the
framework in which they would be
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placing their conmnerdials. The tape
presentation was also designed to
demonstrate the selling ability of
CBS Radio personalities and the
protection [rom double and triple
spotting that the network was offer-
ing.

“An agency can spend a lot of
time and money on a conumercial
that sounds terrific,” says CBS’s Mr.
Karol, “but if the station’s over-all
sound and spotting practices arc not
right, the commerciial can be lost in
the shuflle.”

Mr. Karol says that such CBS
programs as Gunsmoke, Edward R.
Murrow and oihers, secgued to-
gether to show “the atmosphere, the
program setting, the sound of CBS
Radio, convinced a lot of agencies
aud clients that they should re-
examine their schedules.”

Today's radio is, in a scnse, the
newest of all the media. It is in the
throes of a renaissance, the outcome
of which will decide its rightful
place in relation to its competition.
Research and experiments with the
goal of creating individuality and
recognition for stations and the net.
works can only resutt in finer radio
for the public and a better sales tool
for the industry.

“The fight is [or sound,” as John
Box has said. “This elusive sound
that cach listener searches for on
the radio dial is the wwm total of
each [of the elements of music and
programming]. mixed effectively and
translated into the only conimodity
for sale Iy the radio station of today
coesound!” e e e
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Seven Radio Advertisers
Tell Why

Seven radio advertisers at the recent National Rodio Advertis-
ing Clinic. sponsorved by Radio Advertising Burean, spent the
hetter part of the first day analyzing their nse of radio. The com-
panies are: Eskimo Pie Corp.. Nationol Aivlines Inc.. Mogen
David Wine Corp.. Contadina Foods Co.. Sterling Stlversmiths
Guoild of America, V. La Rosa & Sons Inc. and the Alenite division

of Stewart Warner Corp.

For the most part. these sories were

examples of the way radio has snccessfnlly helped solve specific
marketing problems. The one exception was Mogen David 1Wine
Corp. whose representative admitted that his company does not
yel have a radio snccess story. e explained that the company was
happy with other media antilt an RAB presentation stavted Mogen
David and ils ageney thinking abont radio.  An early campaign
was inconclnstve, he states. Now the company ts on a major spot
and network drive and it hopes soon to be able to report snecessfnl

resnlls.

The NRAC, which was held at the 1Waldor[-Astoria Haotel, New
York. jrom November 18 to 19, was attended by abont 700 agency,
advertiser and radio execntives. While other facets of radio were
discnssed (see Report from RAB, p. 51), these seven advertise

analyses were dominant.
approach to radio [ollows:

Eskimo Pie Corp,

This division of Revnolds Nlctals
Co. has alwiavs devoted more than
hall ol its budget to radio, according
o Robert M. Woadh, vice president.
tois currenthy running at 51 percemt
of the wnal ad budger, he states.
Eskimo Pie, says Mr. Woads, was the
28th largest spot radio advertiser in
the second quarter (April to June).
During this time, the company used
3,272 oncominute spots, 2,313 ten
second spots and 141 twentv-second
spots on about 181 stations across the
country. About 20 a week were used
on each station, Mr., Woods states,
concentrated in the shopping days ol
Thursday, Friday and  Sawrday.
Among the chiel reasons for Eskino
Pie’s radio use, as outlined by Mr,
Woods, are: Flexibility—racdlio cover-
age parallels market distribution;
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A capanle profile o] cach advertiser's

cconomy—Ilavorable cost per thou-
sand, and product endorsemnent by
local persomalities. “Radio advertis
ing s a vaditon with us,” dechires
Mr. Waoods., whose firm has been
wsing the wedium since 1928,

National Airlines

Radio is employed by this com.
pany in 24 warkets utilizing 35 radio
stations with about 420 announce-
ments  weekly,  declares  William
Ehart, divectn of advertising and
public relations, Serving predomi-
nantly Eiastern and Gulf cities, Na-
tionat found that there were 50 mil-
lion radios sevving the 17 million
howes included in the company’s
sales markets. A large pavt of its
budget is going to radio, states Mr.
Ehar, for fom reasons: Radio’s abil-
ity to help overcome, through instan-
taneous selling, the perishability ot
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National’s product {"Once a seat is
gone, we cau’t sell i tennorros,')
the Dhighly compenitive stracture ol
the airline busimesa: the peed o
change capy o fit last  iwinoee
schedule cliges amd reminders, el
the :lhi]ilj' L0} A EnlieCarnrite inj '.lg-c'l:i;ll
Mr. Fhaat
lurther states thar specialisation in
Ill'(lgrillllllll‘tlj_" Ias eaalaled the coan-
pany o presclecn fs adienee,  11e
cites a recent exaniple o show ra
dio’s fHexibilivy and vesponse. Doring
another anline’s sirike in Norfolk,
Va.  National raudio  spots  were
quickly revised o auract reserva-
tions for llights that were heing
added. When  switchboards  were
janmmued  with advance orders, de-
clares My, Ehar, National again
alteved vadio copy to advise the peo-
ple that reservations were not ueces-
saty, that they should come right out
to the airport,  This worked. too,
and ok the load olf the switch-
hoards.

wavkets at v s Bines,

Mogen David Wine Corp.

As unfolded by Bernard ], Wier-
ik, vice president in charge of sales
and advertising, this 1s the story of
a company that was happy with
other media results and had not con-
sidered radio seriously untii RAB
presented the “sound” story. Along
with its agency, Edward H. Weiss &
Co., Chicago, extensive research
showed that  radio had certain
“tempting” advantages, Mr. Wiernik
states.  Among thesc are: Lowest
cost per hnpression enabling the
company to reduce advertising costs
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Dr. E. L. Deckinger (facing camera), vice presi-
dent of Grey Advertising Inc., New York, answers
media questions put to him by radio station man-
agers participating in the “Media Buyers’ Round-
table" feature of RAB's NRAC. At Dr. Deckinger's
right is Joan Rutman, Grey media buyer.

without reducing advertising cflec-
tiveness; broad coverage (Mogen
David has distribution in 46 states),
and enabling the listeners to engage
in other activities while the radio is
turned on. It was decided in 1957
to devote a large share ol the budget
to radio. A network campaign at
that time was “inconclusive,” M.
Wiernik declares. The compuany
now has a drive on NBC Radio
using 42 spots a week on practically
the entire network, plus & spot cam-
paign in 104 markets. Mr. Wiernik
is hopelul—and confident—that ra-
dio will earn an increasing share ot
Mogen David's $3.5 million-a-year
ad budget.

Contadina Foods Co.

The current radio strategy of this
company, reveals Martin  Morici,
vice president in charge of sales and
advertising, is to use several 8-week
llights a vear, rather than a continu-
ing 52.week schedule. The reason
lor this, he states, is to dominate the
medium at these times with as heavy
a schedule as possible, buying up to
180 spots a week in a market. Con-
tadina aims its radio announcements
at the housewife [rom 7 a.m. to 4
p-m. Mr. Morici states that for the
fourth consecutive year “we’ve con-
centrated most of our advertising
money in radio.” The history of this
goes back to 1954, Mr. Morici states,
when Contadina was fghting for
shell space and found its ad funds
limited. The company turned to spot
radio. “So successful was the first
campaign,” says Mr. Morici, “that we

U.S. RADIO s December 1958

were actually completely ont ol prod-
uct long before the new crop ol
tomatoes was ready for harvesting.”

Sterling Silversmiths
Cuild of America

This manufacturers’ group turne
to radio to establish an awareness ol
sterling silver in the minds of wom-
en. It spent $500,000 (or radio in
1958. There was a need, relates John
F. Ambrose, executive vice president,
to register the image of their product
as desirable and important in the
modern concept of family living.

The guild uses both spot and net-
work radio. The spot portion in-
cludtes participations on cerain disc
jockey shows. Mr. Ambrase states
that in addition to the housewile,
Sterling Silversmiths Guild is in-
terested in the 17-year-old to implant
product awareness lor sterling.

For the first two quarters of 1938,
Mr. Ambrose says, “we had beuer
than a  half-billion  cumulative
listener impressions at the low aver-
age cost ol 45 cents per thousand.”

The guild uses chiefly 60- and 10-
second announcements.

V. LaRosa & Sons Inc.

A heavy user of spot radio. this
firm has been using the medium for
more than 25 years, states Vincent S,
LaRosa, vice president in charge of
advertising and marketing. With
products sold chiefly in the North-
cast, spot announcements arc used
according o the size of the market.
For example, Mr. LaRosa states, the
company’s campaign uses 300 an-
nouncements weekly in New York,
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Providence,

251 in Boston, 88 in
R. 1., and 50 in Portland, Me.

“We tailor our spot radio cover-
age,” says My, LaRosa, "o give us
saturation in the individual nunkets

we reach. We also ry to get addi-
tional mileage from our use of radio.
For example, when we prepare a
imailing piece lor dealers and distrib-
utors. we give them the [requency
of spots we are using and where they
can find them on the dial.”

Alemite Division,
Stewart Warner Corp.

This division, makers of Alemite
CD-2 a1l additive lor cars, is a radio-
only advertiser that invests >t ik
hon a year in the medium.

In years prior to 1957 and 1935,
other media were used, states Fred R.
Cross, advertising director. Aflter a
wial and error period, he declares,
“radio alone was able o do™ the job
required based on five guideposis:

“Our advertising had to have: (1)
Continuity—to satisly  jobber en-
thusiasm and customer demand: (2)
low cost—to keep continuity with-
out going broke: (3) a aale au-
dience—because women simply do
not buy this product: () an auto-
mobile audience—to hit the man
while he’s driving. and (5) a good
program setting—to establish a re.
cognizable pattern around the coun-
uy.”

Alemite uses chiefly five-minute
newscasts between 6:30 and 8:80
aan.. and 4:30 and 6:30 pan. Radio
is bought for 32 wecks in 70 markets
and 26 weeks in 50 markets, states
Mr. Cross.
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focus on radio

A Quick Glance At People, Places
And Events Around Radio-Land

AIRING AREA PROBLEMS on the WWDC Washington
weekly Distric! Roundtable program are [left to right)
Judge Emmett H. Nanna of Prince Georges County;
D. C. Police Inspector John E. Winters, and Attorney
A MOYING TRIBUTE to its younger sister is paid by WSB Atlanta. Hillel Abrams. They discussed juvenile crime treatment.
"Modern Mobile Radio” was the theme of this flcat honoring WSB-TV's ’

10th anniversary in a parade through downtown Atlanta. Announcers

broadcast the parade's color from the car as 220,000 Atlantans watched.

ALL "KNIGHT' SHOW i3 promoted by medieval WSAI Cincinnati
promotion man as he rents display space from the city.
The new show features Herb Knight. former Dayton, O,
disc jockey, in s daily 6:30 to JO am. wake-up stint.

ADIO NEWS
SECIAL EVENTS

T
Wake p fo...

(N GHTTIME

STEQTS TOMOERR
k _-'?_”—‘”‘
630 10am — —
ben newer EN ROUTE FROM BEIRUT are some of the 15 officers and 47 enlisted
| men of Marine Aircraft Group 26 Sub-Unit | stationed at New

River, N. C. On-the-air welcome is given the veterans of Lebanon
by Rod Jones from the WJINC Jacksonville, N. C., mobile news unit

canradiohistorv.com
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MEN OVER MIAMI explain operation of radio equipment in the Shell-

DOWN TO EARTH prizes are awarded in the KFWB Los
Angeles "Rocketing Ratings” contest to Edith Whaley of WGBS traffic reporting helicopter to police chiefs in town for a convention.
Stromberger, LaVene, McKenzie by Bob Purcell, station’s presi- Discussing their traffic safety broadcasts are WGBS Moanaging Director

dent, Timebuyers guess at KFWB's rating in continuous game. Bernard E. Neary [pointing} and Miami Police Chief Headley (far right].

STAR SALUTES SPONSORS as Sheldon Gibbs
[left), of the KRIZ nightly Western Show,
moves his broadcast to Phoenix restaurant
owned by 8Bill Johnson (right}). In center, Ed
Fitzgerald, general manager of Courtesy
Chevrolet, co-sponsor, with one of his samples.

THE SECRET INGREDIENT in <his promotion is money, as WGH “THE HIDDEN REVOLUTION," studies in sound of the gigantic
Newport News, Ya., Assistant Manager Ambert Dail prepares to pressures faced by the average person in today's world, are sched-
sell dollars for 50 cents to all comers as part of the Norfolk area uled for production throughout the winter by President Mur-
station’s 30th anniversary celebration. The station reports that ray Lincaln of Nationwide Insurance, sponsor; CBS President
it had no trouble disposing of its stock of merchandise. Arthur Hull Hayes, and lrving Gitlin, public affairs director,
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A. C. Nielser. Company reports

WLW radio audience
among TOP 10 in America

1} T oy e

\‘Cl_f‘i" ' "‘u,.L_H

o o o oo 4

The full scope of the WLW AUDIENCE

MARKET COVERAGE No. of Counties Toto] Homes jn Area  Rodio Homes in Area

Monthly coverage oreo 334 3,116,800 2,987,910
Homes reoched Totol 9. of Totol Homes . of Radio Homes
Monthly 1,221,160 39 41
Weekly 1,067,110 34 36

NCS DAY-PART CIRCULATION. .......... PER WEEK o4 s ¢nvw s+ yrns: os
Once 3 or more 6or7 Daily Avg.

Doytime Listener Homes 961,000 692,400 402,380 593,640

Nighttime Listener Homes 624,360 378,050 204,180 338,020

(Source: 1956 Nielsen Coverage Service)

Network Affillations: NBC; ABC, MBS - Sales Offices: New York, Cincinnati, Chicago, Cleveland + Sates Representatives: NBC Spot Safes:
Los Angeles, San Francisco. Bomar Lowrance & Assdciafes, Inc., Atlanta, Dallas...,..... Crosley Broadeasting Corporation, a division o:AVCO
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hometown USA

® Commercial Clinic

Station Log
BPA Memo

(Local Promotion)

® Radio Registers

Need for News
Sparks Formation
Of Two Radio Services

Radio Press, a news network,

and News Associates, a Washington

bureau, transmit news by voice

When the untimely death of

Tyrone PPower near Madrid

was  Dbulletined ucruss the
country by radio stations, the sound
medium scared one of many beats on
competing news media. From small
town to big city, the word was out:
“I just heard it on the radio.”

This 1ype of immediacy has
gained for radio a prime position
in journalistic circles.

Convinced of the need for quality
national and international reporting
for radin only is a new organization
called Radio Press, a syndicated
news service whose identilying sound
is a voice instead of the tick of a
teletype machine.

The ultimate aim of Radio Press
is to beconte a radio news network
providing everything from a news
bulletin to a human interest feature
for a nation-wide line-up of stations.
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Still another new outht offering
a radio-only news service is News
Associates Inc. However, this outfit
functions strictly as a Washington
news bureau for stations, and also
services Radio Press with Washing-
ton coverage.

As expressed by George Hamilton
Coombs, president and founder of
Radio Press, “We hope to provide a
station with the kind of material
that will enable it to program its
own feature program such as Mon-
itor.”

For the present, Radio Press has
set its sights on providing a saleable
world-wide news service no matter
where a station is located.

Specifically, Radio Press is offer-
ing three basic services:

o A fiveminute network-type

newscast that i open-end for
local commercials.

WwWwWw . americanradiohistorv.com

¢ News spots that can be dropped
into station newscasts. The
spots are fromt 15 seconds to
one minute and 13 seconds
long. These are either actuality
broadcasts (from the scene of
the happening with crowd
noises) or first person news re-
ports (“This is John Rex fromn
Berlin. I just witnessed . . .").

e A world news round-np one
miitute in length comprising
three 15-second spot reports,
each one starting with a date-
line.

For the most part, Radio Press
feels its service will help indepen-
dent stations. Because it also offers
features, however, the firm feels that
vetwork-affiliated stations are pro-
spective customers, too.

The continuing need for a com-
prehensive news service by radio sta-
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{Q HOMETOWN U.S.A,

tions wis a major reason for the
founding of Radio Press, the com-
pany states. \ccording to Stewart
Barthelmess, vice president and gen-
cral manager, “At affiliate mcectings
(My. Barthehmess was formerly \'i('c
president of ABC Radio), the point
that was continually driven home by
stations was the desire 1n(l need f0|
global and national news.”

Although formed in \uqust, Ra-
dio Press did not launch its sales
effort until late October. At press
time, the following sales have been
reported:

WWDC Washington; WADS
Ansonia, Conu: WP IR Albany,
and WDEW Westfield, Mass., have
ordered news spots to be dropped
into regular newscasts. 1n addition,
WEALFM New York has bought a
three-a-day news show [eaturing 10
minutes of world news at 8 a.m., 12
p-an. and 4 pom.

There are three basic mcans of
transmission that Radio 'vess plans
1o 11sC Lo carry its voice news: Becper
phone, long lines and m [acilities.

At the outset, beeper phone will
probably be the most relicd on meth-
od Dbecause ol the higher cost of
long lines and the impracticality of
fm transmission unless there is a
properly spaced string of stations be-
ing serviced.

Al news [rom Radio Press s
transmitted  from the New York
office.  Reports from around the
world and from Washington are
phoned in and edited down for voice
trnsmission to stations. In the cases
of WWDC and WADS. news spots
will be sent to stations twice a dav
at 7:30 aan. and 2:30 pm. WWDC
will receive them by long lines while
the  beeper  phone will  scivice
WADS.

Radio Press has a stafl of about 12
people in New York and Washing-
ton. Staff correspondents are wmain-
tained in London, Paris, Rome and
Beirut. In addition, Radio Press
states, about 4126 stringers are lo-
cated in 90 countries.

Among the news staff in New York
arc  Lloyd Gairison, formerly of
NRC Radio’s Monitor and Nu Mont
Broadcasting Corp., and Ray Weiss,
formerly of Associated Press and
DulMont.
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In addition, a second news-gather-
ing >crvice called News JAssociites
Inc. is headed by 1. Herbert Gordon,
who lus spent 15 vears in the news-
paper business and  wis Far Last
cditor for International News Serv.
ice. This outfit services Radio Press
with Washington news. Radio Press,
however. maintains ity own voice
man there, llexrly Bruback, who
reads” the news for-transmission to
New York.

News Associates, with headguar-
ters in the National Press Building,

g

-
r.:--"
»

George Ham'lton Coombs, Radio Press pres.

e

Stewart Barthelmess, Radio Press v. p.

was formed about six months ago by
four former INS journalists, The
organization functions as @ Washing-
ton burcau for radio stations and
currently states it I 30 outlers as
clients.

The purpose of News Associates is
to supply statious—via beeper tele-
phoue or tape—with interpretive
veporting on Capitol news aud to
create a personal lnk between thar
news and the client, especially if
there is a local or regional slant to
the story.

The broadness of the NAl service
can be tailored to fit the immediate
needs of almost any station. Fecs
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vary according 1o the mnountof news
fed 10 the ontlet. They depend, o,
on the station’s size. .\ station iy
negotiate for a single daily report
with emphasis on cither news of a
local or regional nature or exclusive
mitional stories. Nl also oflers a

twice-a-day telephoned  beeper  re-

port.

Special coverage projects and ex-
clusive interviews arc also availahle
to a client by tape or by phone, On
cither a daily or a weekly basis a
stttion may also contract lor a com.
plete Washington round-up  news
show that runs 5 to 10 minutes,

Coverage of all Presidential news
conferences is available from N.AI
Ly tape or phone. 'T'he tape version
iv the President’s commments imune-
diately alter White House clearance.
Tine can run anvwhere up to a halt
hour. A phone report dire t irom
the  White House 1uns  zpproxi-
mately  two minutes and can be
phoned to the station within a hall
hour alter the end of the conference,

Newost of the NAL news services
1o be put to the 1est is a foreign lan-
guage Iwoadcast. Confident that a
sizable market exists for  foreign
language programming, i decision
was utade o incorporate a lorcign
language piackage into the NAY serv-
ice. The news and feature reports
are available daily or weekly. Before
the package was ollered to stations,
a mumber of forcign language ex.
perts who, Mr, Gordon stresses, are
alvo reporters, were lined up to
Eandle the assignments as they were
requested, At this writing, NAT had
just received its first e ovder for
an lwalian program. And on the
heels of i, Mr. Gordoun satys, came a
request [rom a station for inforna-
tion on what NI might be oflering
in Polish-language progrianmming,

Radio Press, in addition, offers
special open-end introductions iden-
tilving its correspondents as the sta-
LHon’s own reporters.

This blending of a national and
international voice news service with
a station’s own programming is the
cornerstone  around which  Radio
Press and News Associates Inc. hope
to cement somul corporate struc-
res. o o o
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commercial
clinic

Soft to Moderate Selling

Stressed in Yodka Commercials

As Station Accepts Liquor Ad

The bamning of hard liquor adver-
tising from the air has for many
years been a deeply rooted tradition
in the broadcasting industry. Re-
cently a "good music” station in
Waltham, Mass., WCRB-AM-FM,
broke new ground in accepting ad-
vertising [rom a liquor company,
Nuyens Vodka. Negotiations with
the Sackel Agency in Boston on be-
half of the sponsor had been in the
works for nearly two years, accord-
ing to Gene Kilham, station sales
1epresentative.

“The sale came about as the ve-
sult of many inter-office and depart-
mental meetings probing the pros
and cons of accepting this account
on WCRB,” Mr. Kilham states, “and
in the end we decided that it is in
good taste to advertise liquor on ra-
dio. (See IMashington, p. 15.)

“Of course, ‘good taste’ is con-
tingent on many factors, such as
time of program, composition of au-
dience and particularly on copy
theme,” he continues.

The handling of the copy, Mr.
Kilham declares, is “lar above the
usual routine in that it is written
by the agency and approved by us
only after meetings of the agency,
client, and progranuning and sales
departments of the station.” The
Nuvens copy, he states, undergoes a
more thorough screening than that
of any ather account.

The underlying principles applied
in writing the commercials include
soft to moderate selling by the an-
nouncers and the restriction “to
some extent” of the use of the word
vodka, Mr. Kilham explains. In ad-
dition, the copy does not urge the
use of any specific drink made with
vodka and it avoids mentioning the
word “drink” wherever possible.
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Sol Sackel, president of the Sacke! Co. Inc. of Boston, employs late-evening news-
casts to aim his Vodka commercials at an adult audience. Sell is “soft to moderate.”

Dialogue-type copy between two
male voices is a frequently-employed
technique, Mr. Kilham says, and this
is taped to avoid any problems ‘‘re-
sulting from wvo people working
side by side in a studio.”

The current schedule of the
Nuyens buy calls for five-minute
newscasts Monday through Friday at
11 pan. and midnight. Each pro-
gram contains the customary open
and close (15 seconds for each) plus
a one-minute middle commercial.

“Through these programs on
WCRB we reach an adult, discrimi-
nating audience of men and women
who are prime prospects for Nuyens
Vodka,” declares Sol Sackel, presi-
dent of the Sackel agency. “We se-
lected radio to supplement and give
added strength to our consistent
program in other media. [ radio
is sound for cigarettes and beer,
why not for Nuyens Vodka? Radio
allows us a great deal ol flexibility
and it gives us maximum consistency
at economical rates.

““By careful study of our market
plus careful programming we Dbe-
lieve we have constructed a program
that reaches the right kind of audi-
ence in the right annosphere.”

The groundwork for the hard
liquor breakthrough at WCRB had
been laid several vears previously,

Wwww.americanradiohistorv.com

according to the station’s president,
Thecdore Jones, when WCRD be-
gan to accept advertising from two
liquor stores.

“Since we know that [ew teens
and children listen,” he says, “we
felt no qualms in numbering among
our advertisers these two liquor
stores. We do not urge people to
drink: we present interesting mes-
sages abont products that are com-
monly used. Above all, we insist on
complete control of copy which must
be in good taste.”

Mr. Jones also points out that the
Nuyens agreement calls lor their use
of late newscasts. Pulse composition-
of-audience surveys, he savs, indicate
that “no teens or children are listen-
ing to us at those hours. We are
pleased to report that we have had
not one solitary objection to the
Nuyens commercials since they be-
gan sponsorship.

“For what it is worth. it iy inter-
esting to note that, by coincidence,
the three top executives of WCRB
(president, station manager and
commercial manager) are non-drink-
ers,” Mr. Jones states. “‘Be that as it
may, these same executives ask only
for WCRB and radio the samne al-
lowances and privileges that news-
papers enjoy.” © s o

47



www.americanradiohistory.com

{ﬁ HOMETOWN U.S.A.

siation log

——

On-the-Scene Reports, Machines and
Analysts Highlight Election Coverage

Coverage ol \merica’s election re-
tirns by radio was at its most scien-
tific duving last montl?'s state and
congressional elections. Radio studios
were equipped with teletype and
caleulating machines, beeper-phones,
analysts, prolessors and, of counse,
newsmen andd gnnouncers to  reatt
the results. Local campaign head-
quarters were covered by riudio re-
porters on the scene, and these news:
men combed the cities o report
every aspect of election night. These
are among the highlights reported
by stations.

it interesting aspect ol radia clec
von coverige has been the pouling
ot news eflorts by many  stations
aimed at getting on-the-scene reports
from various parts of the country.

One of the Lirgest reported "net-
works” was a H-station group that
banded together via beeper-phone o
accelerate up-to-the-mintte clection
retrns and to convey drea trends.
Participating in this nationwide co-
operative plan were: WTRY Trov,
N. Y, WFBR Balumore: WERE
Cleveland; KLIF Dallas; WKMH
Detroit: WIBC Indianapolis; KMPC
Loy Angeles: WEMP  Milwaukee:
WDGY Minneapolis: WAVZ New
Haven: WFIL Phitadeiphia: KSFO
San Francisco: WWVA Wheeling,
W, Va, and WWDC Washington.

A similar hook-up in the Midwest
joimed WOWO Fu. Wayne, WXY7Z
Detroit, WCOL Columbus, 0., and
WXLW  Indianapolis  during  the
night for reports on congressional
1aces and the governorships at stake,

Election coverage at \WBZ-WDBZA
Boston-Springheld featured an anal-
ysis of trends by a prolessor ol politi-
cal science from Brandeis Univer-
sity and an editor nl the Christian
Science AMonttor.

Results were reported and broken
down from the standpoint of the
Negro voter hy WOV New York.
The coverage brought Negro editors
and community leaders to the micro-
phone during the night to comment
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Top Stort Station executives meefing in Chicago to discuss business trends are: (Standing,

left to right} Herbert S, Dolgoff, gen. counsel; Jack Sandler, WQAM Miami gen. mgr.; Todd
Storz, president; Robert F. Tilton, nat. dir. of eng. Seated [left to right} are: Jack Sampson,
sales mgr. WHB Kansas City, Mo.: Bill Stewart, national prog. dit.; George Armstrong, exec.
v.p.i Fred Berthelson, v.p. WTIX New Orleans; Jack Thayer, gen. mgr. WDGY Minneapolis

an various clecton remrns

More dian 500 members of the
Jumior Channber ol Commmerce ol
Indianapolis were special veporters
tor WEFBM on election night. The
Jivcees were assigned  to various
polling places throughout the ciny
o telephone retnrns w  AWFINS
“Llection Cenal.”

A hulbseye was clainied by WINS
New  York, which — based on a

posteard tally — predicted the Fri-
iy belore polling day tlar Nebon
Rockeleller would deleat Governoi
Averell Harriman by 54.9 percent of
the vote to 45.8. Actual resytts were

3
AT
] At

& 3

= -
KWFT Wichita Fall¢, Tex., antenna locked

like this after last month's tornado which
siashed across Texas and Oklahoma, The 368-

foot tower, and two mates, were totally
wrecked. Within hours after the storm, one
remaining anfenna was in use and KWFT had
returned to the air with needed storm reporis.

WwWWW . americanradiohistorv.com

only about .7 ol a pereent vk,

In other news, WPTR Albarry,
N. Y., and the local Chawber of
Conmrerce have hooked up i a very
successlut membership drive lor tre
civie organization.  Withr the Chaw-
ber using the station’s stuctios  a:
drive headquarters, and with full
cmploynient ol the mobile unity
raciio cars, a street-bystieet canvass-
ing was curied out.  An “all-time
high™ of 162 puaid memberships was
recciverl.

Radio Activity

o KMOX St. Louis has contricted
for the building of madern lacilities
exclusively for radio operations. It
will mark the first time in 20 years,
the CBS-awned station reports, tha
CBS has constructed a buildinig for
radio-only operations.

o WKRC Cincinnati ey hegur
sonstruction ol a building to house
offices and studios for am and tv,
The building and completely new
cquipment  will  cost abomt  §l.-
500,000, \WKRC reports.

e WHDH Boston will niove its
entire am and (v operation (o new
studios under constructionr m a cen-
trally located area of the city. Bes
sides the seven studios, five for radio,
an office building is included. « o »
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BPA Convention Highlights;
Mystery Contests Seek Right
‘Sound,’ ‘Needle,’ ‘Mother’

At the threeday convention ol
Broadcasters” Promotion \ssociation
in St. Louils, Elliot Henry, outgoing
BPA president and ABC Chicago
divector of promotion, revealed that
membership hacd risen in one year
more than 20 percent—to nearly
250. Mr. Henry also urged his col-
leagues to work toward “increased
prontotional maturity.”

The convention, which elected
Charles A. Wilson. sales promotion
manager of WGN Chicago, as its
president for 1959. also heard Don-
ald H. McGannon's plan for pro-
mating the broadcasting industry it-
sell. The president al Westinghouse
Broadcasting Co. called on radio
and tv 1o use their own great sales
tools (see Editorial, p. 64).

Other newly-elected ofhcers are:
Gene Godt, WCCO-TV Minneapolis,
first vice president, and Burt Top-
pan, WTV] (TV) Miami, second
vice president. William Pierson,
WBKB (TV) Chicago, was re-elec-
ed secretary-treasurer.

New directors named for three-
year terms are: L. Walton Smith.
Transcontinent Tv, Rochester, N.Y.;
Austin Heywood, KNXT (TV) Los
Angeles; Harvey M. Clarke, CFPL-
TV Toronto, and Janet Byers, KY'W
Cleveland. Don Curran, KTVI (TV)
St. Louis, was named divector lor a
two-year term to fill a vacancy.

In the promotion vein, the “mys
tery” contests are back in vogue, and
have taken such forms lately as the

“Mystery  Sound,” the “Mystery
Needle” and even the “Mlystery
Mother.”

WLOL Minneapolis is running a
weekly “Mystery Sound” contest and
pulling 3,500 1o 5,000 postcards per
week, the station claims. Latest win-
ner reported, a housewife, received
more than $1,000 in prizes for identi-

*Denotes stations who are members of
BPA (Broadcasters’ Promotion Association).
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Iviug the sowud of a lloursileer,

The Phoenix Boys' Cluly bene-
fited in a mystery “necdle-in-the-
havstack™  contest  sponsored by
KPHO and staged in the window of
a local furniture store. Teams lrom
two branches ol the club competed
as KPHO Dbroadcast o “straw-by-
suaw” account, and the winning
team got $100 for Boys” Club activi-
ves. It also received $15 Tor its own
reasury and a price to the actual
finder. The losers got $10 for their
club.

Carrving the idea lurther, KCBS
San Francisco ran a “Mystery Moth-
er” contest sponsored by Mother's
Cukes & Cookies. Entrants sent in
their telephone numbers and were
called by a KCRBS disc jockey. Clues
were broadcast throughout the two
weeks belore a lady Irom Qakland
identified Gail Patrick as the ques-
tion-mark mom. The winner re
ceived a week's vacation in Carmel.
Calil., and lots of cakes and cookies.

When KTBC Austin, Tex. in-
augurated  24:-hour  programming
this fall it wanted the city to stay up
and take notice, so lrom midnight
until 5 a.m. prizes were awarded to
persons bringing in unusual objects
in a “mad weasure hunt.” It was
KRTBC that was surprised when
listeners easily produced the follow-
ing: .\ black goat at midnight; a red
flannel nightgown (in use)} at 1
a.nu; a pig in a diaper at two; a cer-
tified beauty contest winner (in a
bathing suit) at three; a night owl
(feathered variety) at four, and a
hockey puck (not readily found in
Texas) at five.

WSB* Adanta also has a studio
full of unusual items, owing to its
wading contest which offered a cash
award 10 the person bringing in the
oddest object. Entrants produced
everything from a live jelly fish 10
old sets ol false teeth. The winner:
A lady with a 30-year-old corset. eee
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the NUMBER ONE

STATION
YL

Duluth
.

Minisora

Milwaukes

IN THE SECOND
LARGEST MARKET IN
BOTH MINNESOTA AND
WISCONSIN

WEBC

DULUTH « SUPERIOR
See your Hollingbery man
In Minneapolis . . .
See Bill Hurley

In the leadership spotlight

Top-drawer advertisers
are buying WGN

You’re in good company when
you join smart time-buyers who
select WGN to sell millions of
dollars worth of goods for top-
drawer clients. Exeiting new
programming in 1938 makes
WGN'’s policy of high quality
at low cost even more attrac-
tive to you.

WGN-RADIO

CHICAGO, ILLNOIS
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MODERN RADIO
NEEDS
MODERN SERVICES

KEEP
AHEAD
WITH ...

RADIO HUCKSTERS

New and cxeciting enstomized
jingles for cvery bnsiness and
sales event.

AIRLIFTS

Weather, Time, Station 1D's.
Sound Effects for that new and
distinetive station somnd.

THE JIM AMECHE SHOW

Only complete taped Dise Jockey
show on Radia, with muic and
commercials by Ameche . . brings
a new star to your stafl.

RADIO FEATURETTES

70 wmulti-purpase 13 second spots
weekly from the iuteresting ex.
clusive files of Bruce Chapman,
Radio’s “Auswer Man.”

MUSI-CALL-LETTERS

Sparkling mud brilliant custom
Luilt station 1D’s for tailored
identity and exclusivity.

MUSIC LIBRARIES

Tailored 10 your station’s re-
gquirements. (ver 20 years ex-

perience,
CREATIVE PRODUCTION
SERVICES

For that extra professional

toneh.

CUSTOM RECORDING
FACILITIES

Nighest quality, versatility and
reliability for recording, proc-
essing and pressing work—mon-
anrual or sterco.

TALENT MANAGEMENT
SERVICE

That knows its way around Ad
Avenue.

INQUIRE TODAY aboutall
you need for Modern Radio .. .. all at

LANG-WORTH

1755 Broadway, New York, N.Y,
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FLOUR MILL

Dixie Lily Flour, a product of Buhler Mills, uses
Six 15-minute programs per week on WLOK Memphis.
Completing two years of programming on the station,
Dixie Lily has risen from eighth in sales in the
Memphis market to second in that period and the
station reports that the client is rapidly ap-

proaching the top position.

Seven-Up distributor in Cleveland initiated a one-
week campaign costing 3180 over WDOK, and the
station initiated a radio-bowling alley tie-in
merchandising campaign in their behalf.
promotes not only Seven-Up but bowling as a wonder-
When the Sponsor began
with the station, less than five percent of the
bowling lanes carried Seven-Up.
reaction was excellent, WDOK reports, and Seven=-
Up decided to continue the campaign indefinitely.
Seven-Up currently is in more than 40 percent of
the bowling lanes in the area.

ful exercise and game.

|
| FISH MARKET ]

. —

L i I T

R e L

Copy

First week's

LR R e

Aarons Supermarket in Augusta, Ga., ran a special
sale on ocean bream and mullet fish to perk up
business at a normally slow part of the month.
Aarons purchased 30 spot announcements over WAUG
to run on Thursday, Friday and Saturday, and

used no other form of advertising.

According to

the client, the sale "exceeded our expectations" as
Aarons "ran completely out seven times and had to

get in more."

Aarons found that when the final

figures were in, it had sold 12,400 pounds of fish

—more than six tons.

- e me W wm— W e -

Hiway Market of Idaho Falls, Ida., sought a method
to increase traffic in its store located outside

of the center of town.

Hiway turned to station

KID, placing five announcements per day for two
days promoting its meat department and announcing

a special sale.

KID reports that after the 10

announcements more than 2,000 persons turned up at
the market and that three tons of hamburger were

purchased.

WWW. americanradiohistorv.com
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report from RAB

NRAC's ‘Buyers’ Roundtable’

Turns Up Agency Hints

For Radio Management

Rarely do timebuyers and broadcasters
sit lace-to-lace in the casual calm of a
carpeted drawing room and exchange
views on how timebuying and selling
should be done.

But that’s just what some 250 of them
did during a coffee klatch at the Wal-
dorf-Astoria last month. The occasion
was the “Media Buyers’ Roundtable”
segment of the RAB-sponsored Na-
tional Radio Advertising Clinic, which
took place November 18 and 19.

This experiment in problem-solving
worked what several broadcasters called
“wonders” in bringing to light many
issues not normally discussed in formal
affice confines.

It gave the buyers, frequently taciturn
with sellers on the specifics of media
decisions, a chance to let their hair
down and speak frankly with the time
sellers.

But it also put them on the receiving
end of barbed inquiries from Dbroad-
casters on what kind of station perform-
ance they look for when buying.

To heighten the informality, and
keep the discussions from going state,
RAB added a special variation to the
usual conference table exchange of
ideas. The bureau applied a2 Round-
Robin technique, which worked as fol-
lows:

Three separate sessions, each 40 min-
utes in length, were arranged. At a
signal, everyone in each of a dozen
different groups changed tables.

This swing-shift twist measurably in-
creased each participant’s opportunity
to probe. As a result, with the pressure
off, timebuvers advanced such opinions
as these:

e Much station promotion material
is “thrown away" but basi¢ market
and rating data are eagerly sought.

e All station data should as much
as possible be “kept up-to-date.”

e Stations looking for national busi-
ness should concentrate on market
facts and leave the individual sta-
tion selling to the representative.

¢ Ratings are by all odds the num-
ber one factor in station selection,
according to the RAB Roundtable,
but other plus points also play an
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important part.  These include
rates. merchandising lacilities, sales-
manship impact of station person-
alities and what local advertisers
in the area are doing.

e Most agencies have one “pet” rat-
ing service they like but no single
service is overwhelmingly preferred
by all.

e Buvers prefer using the same rating
service yardstick for all stations
involved in a given campaign. But
they will consider data from a sec-
ond source il for one reason or an-
other the first service isn't avail-
able.

The timebuyers also appealed [for
“more understanding” of their prob-
lems. Some said they often work under
deadline pressure from clients. Others
supgested stations work more closely
with representatives—to keep them up
to date on availabilities and thoroughly
informed on program changes.

Of special interest to many buvers is
descriptive data on early morning shows,
most of which they lelt “were all essen-
tially the saine.”

‘Mast Effective’

As a special feature of the NRAC,
RAB made its annual awards of gold
records to the advertising agencies who
created the eight “most efective radio
commercials of 1938." The presenta-
tions, in alphabetical order by brand
names, went to the following:

Budweiser Beer (D"Arcy Advertising
Cn.), Contadina Tomato Paste (Cun-
ningham & \Walsh Inc.), Dodge .\utomo-
biles (Grant Advertising Inc.), Newport
Cigarettes (Lennen & Newell Inc),
Northwest Orient Airlines (Campbell-
Mithun Inc), Pepsi-Cola (Kenyon &
Eckharde Inc), Tetleyv Tea (Ogilvy,
Benson & Mather Inc) and Winston
Cigarettes (Williamn Esty Co.).

Also featured during the NRAC
workshop, which was attended by more
than 700 advertising-broadcast execu-
[i\'CS from Coast-to-coast, weie seven cuase
history ralks by leading national adver-
tisers on how radio advertising helped
secure sales success (see Seven Radio Ad-
vertisers Tell 1hy, p. 40). o o
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In the leadership spotiight !

Top-drawer advertisers
are buying WGN

You're in good company when
you join smart time-buyers wha
select WGN to sell millions of
dollars worth of goods for top-
drawer clients. Exciting new
programming in 1938 makes
WGN’s poliey of high quality
at low cost even more attrac-
tive to you.

WGN-RADIO

CHICAGO, ILLINOIS

2nd consecutive
AP AWARD

For the second consecutive
year WIS Radio has received
the South Caralina Associated
Press Superior Award for
cutstanding news coverage.

Let WIS, an NBC affiliate for
27 of its 28 years, carry your sales
message to the ‘growing, diversi-
fied, industrial and agricultural
market it covers.

COLUMBIA, 5.C.
NBC - 560 KC - 5000 WATTS

G. Richard Shatto, Exec. Vice President
W. Frank Harden, Managing Director

Represented Nationally
by Peters, Griffin, Woodward, Inc.
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le makes
them reac
for the

Oilskins...

When Dr. Tom Malone left an asso-
ciate professorship at M.LT. te or-
ganize the Travelers Weather Serv-
fce. N practically revolutionized
weather forecasting on WTIC.
Instead of merely predieting rain,
he would eite the exaet odds, And
when listeners heard there were &
out of 10 chanees of rain they auto-
matically reached for the oilskins,
Today, WTI1C weather forevasts are
prepared and broadeast by six quali-
fied meteorologists under the dirvee-
tion of 1. Malone. Their predic-
tionx are a byword in the rich, rich
sonthern New Encland area.

For availabilities contact
Henry I. Christal Company

artford, Cameetient
30,000 watts

>,

)"
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report from

representatives

Visits by Station Executives
To Timebuyers Bring Results,

NBC Spot Sales Study Shows

Visits 0 agencdies by stition exeontines
hine a positive influence on tmebuyers.
Al oo olien, however. the Tatlure (o
sell spot radio itetf and the tendeney
w disparage the compeditont within the
medivm s howned upon by agendies
who listen o station presentations,
Uhese conclustons are from NBC Spog
Sales’” Tamebuver Opiaion Panel survey
on the question of the value of station
management vistts (o ageneies,  \bout
78 percent of the tmebuyers tepored
that station excontives sell spot as a
mediune very rarely or not ac all, while
almast Y0 pereent reveal that the method
of dispiraging compeiitors is cmployed
“sometimes” o fvery requenty.”

“Station exeartives should spend their
time highlighting  the  peositive  factors
about their stations and avoid dowu.
grading compettion” Eart Penvin Jr.
of Pentin-Pans Co., Chicage,  adyises,
“lTheres oo much negative selling.”™

‘I hate pitehes which are not con-
structive,” Cathierme Nable of Marschalk
L P, New York, agrees. Documented
information on the viarker and iis_rela-
tionv o the client’s service or product
me ahuys welcome, A straighe ‘vou're
on thic wrong station’ pitch never sits
well™

The 25t panclists, working for 173

dilferent agencies, were asked w0 “draw
a portrait® of the visiting station exeuus
tive,  Of these timebuivers. 13 percent
are with agencies whose broadaast bill-
ings are in exces of S5 million and 55
perceny work for “under S5 million”
shops, Abo, 57 percent are employed,
the survey says. by firms located in the
three major advertising centers  (New
York in the LEast, Chicago and Mil-
svaukee in the Midwest, and Los \ngeles
and San Francisco in the West).

Othar reults of the  questtonnaire

show ie following:

o ‘Fjnmebuyers in larger arngd smaller
agencies alike weceive an average ol
seven monthly calls from station
EXCOLINES,

e Station exeiutives visit agencies 1o
acquire new  business, 10 update
station and market information, to
service existing sehednles, to acquire
renewal arders and 1o report mer-
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Hrandising wnl promnuon sippoit
—ian that order.

As lor the ellect of the visits, Gl per-
cent ol the panelists call them beneficial,
37 percent wered tem sometimes help-
lal, hardly iy called them never help-
Tul. More imporiam, 26 percent ack-
nowledged that the calls requently ni.
thienced then buying decisions,

Fimebuvers, howeser, diller in the
vahue they place on these visjts. Sump!c
Lomments are:

“lhere 't a aepresentiative in the
covutry that ¢ et me as nmuach about
a station as can some of thae station's
management wam —>Mort Yanow, Fei-
penbaum & Werman, Philadelplna,

“Lxecutive visits are extremely inpa-
tnt—even nuwe so when sales man-
agers come well prepared with inlorma.
tion"—Ben Leighton. Campbell-Mithun,
Minncapolis,

“Basically, stariont executives shoutld
‘Dackstop’ teeir salesmen or representa-
tives with “glad hand’ wips. Often, a
fresh viewpoint or over-tll appraisal of
astation from a dilferent source, or even
if it's just a review of ehe facts already
Lnown by the timebuyer, is beneficial o
the timebnver and could result in addi-
tional schedules on the station then ar
later"—"Thomas J. MacWilliams, Smitly,
Lavlor & Jenking {ne, Prasboarglh,

\ wypical negative commment on jhe
vialue of station visits:

“If a station has a proper aml a good
1epresentative, the station executive call
is just so much excess baggage for us"—
Miss Pat Wagner. Doe-Anderson  Ad-
vertising Ageney Inc. Loubville

Merger-Appointments

In a merger of representative firnm,
the John PPalmer Co., West Coast radio-
[§Y rcprcscuuui\-c, has bhecome part of
the John L. Pearsan Co. Mr. Palmer
has taken over as Pearson West Coast
manager with headquarters in San Fran-
¢isco. His entire San Francisco and Los
Angeles  stylls  are retained in phe
merger.

WPAT Paterson, N. J., to Weed Ra-
dio Corp.; KJAY Topeka, hans, to
Gill-Perna Inc. &« o @
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Top-drawer advertisers
are buying WGN

You're in good compuny when
you joinsmart time-buyers who
select WGN to <ell millious of
dollars worth of goods for top-
drawer clients. Exciting new
programming in 1938 makes
WGN's poliey of high quality
at low cost even more attrac-
tive to you.

WGN-RADIO

CHICAGO, ILLLNOIS

WORTH CROWING ABOUT!!!
L . ; ‘-—f
N

WREN
DELIVERS FOR

26° LESS

PER 1000 HOMES

Take the average metropelitan
audience ratings of all four
Topeka stations, Project those
ratings against the Radie Homes
Served (Niclsen), WREN's cost-
per-thousand is only $1.00
« « - 26c less than its nearest
competitor! And WREN's all-
family programming delivers you
a better quality audience, too,
(biheck with George P. Holling-
ery

al, 1 m-m‘ﬂ.ﬂ
oy

Viir i |

WR

5000 WATTS - ‘TOPEKA, KANSAS,

report from
agencies

Yideotown Shows Radio Gains,

Although Out-of-Home Audience

In Not Part of Measurement

I'he over-all bright statistics on radio
listening that are prominent in the 1lth
annual - Cimmingham & Wal\h inc.
“Videotown” report are especially sig-
nificant in that vadio use is measured
onh in the home.

The study, which tned up many
points ol interest 1o the advertiser and
agency on radio listening in 1938, ox.
duoded the outol-home portion of the
radio audience which has been cal-
culated as adding an average ol 25 per-
cent o the im-home noe-in on weekdays
ind up to 30 percent on weekewds.

‘The “return™ of housewives o morn-
ing radio listening is called “the biggest
news in Videotown this véar™ by Gerald
W, Tasker, vice prosidenmt and direcior
ol rescarch ac Conningliam & Walsh,
New York,  “Almost one oum of cvery
two woiten tuned in semcetinee before
noon, with lavored listening hours be-
tween 8 and 10 aan,

“On the hve weekday momings Mon-
dav through Fridav.,” Mr. Tasker de-
dares, “the average housewile listenced
for a total of Ave hours and I8 minoies
—a 10Y percent incrcase over 1957, or
more than double, We think this may
be partially due o the 1ccession and suby-
sequent  unemployment  (last  summer
over three quarters ol housewives were
home all morning, opposed 1o 63
percent the yvear belore), bt there s
liule doubt that morning radio has
made a signihicam gain.”

Car radios, now estimated at 37.2 mil-
Lon, and seis in use in business estab-
lishmenms—faciars  that  accoom  for
major portions of the male andience as
well as a Jarge percemage of the ladies
—are not measured in the study which
shows a weekday listening decdline froin
32 percent in 1957 10 28 percent in 1938,

‘The report also notes that other ac-
tivities have generally shown decreases
since last year.  [hare is less reading,
smaller attendance at movies and sports
cvens. .\gain, it is felt that the reces-
sion may have caused this in part. News.
paper and magazine reading arc also
shown on the dedline.

Even sa, figures lor morning listening
show a slighuly larger audience this year

wWWWwW . americanradiohistorv.com

=21 percent, Trom 19 peveent kst vear.
Ihis is due primarily to the 1udin be-
havior of housewives.  This audience
has increased 1o 31 pereent listening on
an average weekday lrom 43 percen last
vear.

Uhis increase is ocaasioned, the report
states, by the large wumber ol house-
wives who now listen 1o radio in the
morning—11 percent in 1938, 30 per-
cent i 1957, Alternoon listening shows
a slight gain—from 16 percent in 1957
1w 18 percent o 1958, Evening lisien-
ing among housewives in the home has
dropped from 17 percent in 1957 1o 14
peraent in 1958,

Videotown,  the  “iypical  Mmerican
any” provides other specifics on 1adio
listening, cluding the fact that the
average person {induding men. women
and dhildren) listens to the radio in the
ntornings a livde wore this vear than
Lise: One hour and 27 minutes compared
w on¢ hour and 15 minutes. These
hgmes again me for inhome listening
only.

For the whole day, the report con-
tinues, radio listening in the home has
dedimed slightly for the average person;
it is now two hours and 27 minutes pa
week Mondav through  Fridav, down
slightly from two hours and 13 minutes
in 1957, The average for the whole
week, including Saturday and  Sunday
{weekends were incasured for the first
time thiy vear) is three hours and 19
minates.

Housewives Different

s nowed hefore, however, the story
anong housewives is diflevent.  These
women have increased their  in-home
listening subsumdially.  In the aver.
age week  (Monday through Friday),
they listen 1o the ridio seven haurs and
51 minutes, a significant increase over
the fow hours and 55 minutes in 1937,

Compared 10 1v  viewing. moring
vadio listening in the home in Video-
town absorhs more time for all people,
especially housewives, who listen 1o the
radin six hours and 14 minutes per week
in the morning and watch v only one
hour and 10 minues per week. o o o
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report from
nefworks

New CBS Radio Alignment;
ABC Stereo Builds Audience;

NBC Adds ‘Audio Documentaries’

After sceing the early reaction to their
new program comolidation plan, CBS
Radio executives Dbelieve that it will
bring the network into the black.

Option time demands on affiliates,
to be reduced from 63 hours a week to
about 30 hours, have placed the network
in a finmer position with advertisers on
clearance. Under the new plan, affiliates
are expected to guarantee 100 percent
clearance for option time requests. This
encompasses about 200 stations.

In response to many inquiries from
the public on the cutback in program-
ming from 90 .to 50 hours a week, Presi-
dent Arthur Hull Hayes states that pub-
lic affairs features such as the Unit One
series, Capital Cloakroom, Face the Na-
tion, World News Roundup and Church
of the Air, and emtertainment programs
with the Metropolitan Opera, New
York Philharmonic, Arthur Godfrey, Art
Linkletter, Mitch Miller and others are
being continued. News and sports com-
mentators and most of the daytime
dramas are being retained.

On the business side, more than
$325.000 in billings is reporied by John
Kaiol, vice president in charge of sales.
New orders have come from Comstock
Foods, Plough Inc, Texas Co. and
Stanley Home Products Inc. 1n addi-
tion, the lam) division of General Elec-
tric Co. has renewed a weekly quarter
heur of Arthur Godfrey for 26 weeks.

Stereo Survey

Of those persons who were aware of
the ABC stereocasts of The Plymouth
Show, 46.3 percent said they wumned in
the program because of their interest in
stereophonics. a Trendex survey reveals.
A total of 85.1 percent of those surveyed
said the stereophonic Droadcasts ini-
proved their enjoyment, with 56.7 per-
cent reporting that it contributed “a
great deal” and 28.4 percent saying that
they enjoyed it “more than before,”

The show was launched stereoplioni-
cally on a national basis this fall. The
survey was conducted by Trendex in
eight cities of the 82 inarkets receiving
the three-dimensional Lawrence Welk
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nusic.  dSurvey dities: New York, Chica-
go, Detroit. Philadelphia, Kansas City.
Mo., Ifouston, Adanta and Minneapulis.

Other results: Nearly two out of three
persons said they would take advantage
uf the stereophonic sound when they
tuned in again. Of the (6.8 percent who
were aware of the three-dimeusional
sound, 60.8 percent said they had al-
ready taken advantage uf it

‘Audio Documentaries’

NBC Radio is preparing a special
series of "“audio documentaries” on im-
portant subjects and issues of our time,
which will be a regular feature of Night-
line beginning next month. Called
“The NBC linage Series,” the length
of each presentation “will be dictated
by only one comsideration—how much
time is needed to cover the topic
thoroughly.” The first presentation,
“Image-Russia,” is expected to take
30 1o 40 hours of on-the-air program-
ming extending over four weeks.

On the business side, Bristol-Myers
Co. has purchased an “extensive” cam-
paign of 52 weeks on NBC Radio for
Trishay Hand Lotion, William K. Mc-
Daniel, vice president in charge of sales,
announces. The order “heads a list of
current sales totaling moere than $1 mil-
lion in net vevenue,” including orders
by Scott Paper Co., Lever Brothers Co.,
Aluminum Co. of America, Elgin Na-
tional Watch Co., B. Manischewitz & Co.,
American Safety Razor Co., \. Stein &
Co., the Christian Reformed Church
and the Lutheran Laymen’s League.

Aftiliation News

ROMO Seatile has signed as an af-
filiate of ABC Radio. WOL has become
the Mutual affiliate in Washington, D.
C., and nine new afhiliates have raised
Keystone Broadcasting System’s total to
1,047. The outlets are: KTCS Ft. Smith,
Ark; KAHI Auburn, Calif.: KXO El
Centro. Calif.; WGSR Millen. Ga.;
WOWE Allegan, Mich.; WONA Wi
uona, Miss.; KDSX  Sherman Tex,;
WWIS Black River Falls, \Wisc, and
WJMC Rice Lake, Wisc. o o o
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STATIONS. ...
A STEADY
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HABIT

~...AT HOME
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WRBL 30

WRBL-Fv
12..

THE QUALITY TONE OF
TIHE

TWIN GTATIONS

DELIVERS
MAXIMUM AUDIENCE

in the

COLUMBUS, GA.
MARKET

WRBL

AM - FM
1420 - 93.3
COLUMBUS, GA.

NATIONAL REPRESENTATIVES

Geo. P. Hollingbery Co.

NEW YORK - CHICAGO - ATLANTA
DETROIT - SEATTLE
LOS ANGELES - SAN FRANCISCO

Years



www.americanradiohistory.com

Sales Idea

How to
reach your

Ob]echve R
. ,.&,J

IN BUFFALO

Station

It's much easier with

WEBNY

Lewes) cosi-per-thousand lisieners!
[ ] Blggesi volume of nolional adverising!
@ Biggesl volume of local advenising!
® Always GOOD . . . now a MUST!

Call Masla Quick!

report on

Stone’s Fm Network Plan
Based on Magnetic Tape;

He Believes Time Is Right

Fm stations in more than 1Eomarkes
hase expressedt intervest in the T net.
work play ouwtlined rvecentlh by Ran
Stone, Maxon Inc. tbmebuover. Mr, Stone
makes it deat, however, that he has no
formal organization 10 amplement the
plnn, which he has proposed privarily
as o suggested projece for the Imoin.
cdusty o consider.

At no other tme does the efleanve
organization of lm stem so opportue
as now,” sy My Stone. Clow muadh
longer this possibiinn: will exist, no one
person knows.™

As a comsequence, Myl Stone s pro-
posing 1 national bm network making
use, lor the most part, of magnetic tipe.
This is not the st thue Mr. Stone has
made such asuggestion (see Fme Fras
trated Medien, Decembey 1957), bu
this time he presents a practical work.
ing outline lor the network’s operations,

The im network would operate on
local dme in all markets.  Suggested
network option hours wonld be 7 to 9
ame, 11 o to 3 pam, 510 6 pan, .m(l
710 10 pn,

Awsuming a 16-hour station operation,
Mr Stone's fm plan would evenwmally
provide 10 honry or 62 parcent of an
outlet’s fim progranmming. At a juture
date, each affiliate would be provided
with 90 hours or a three month's sup-
ply of newwork programs which would
be repeated fonr times a yer,

Each ajhliate would be responsible foy
all tapes beyond normal wear, and local
fim programs would be compatible with
nctwork programs.

As for compensation, Mr. Stone sug-
gests that stations would take in 25 per.
cent of the income the network sells in
network time.  Network compemation
would be 25 percent of the income if
the station sells dtme in network pro-
gramming in network option time, and
could also be 25 percent if the network
sells time in station progrannned time.

On the theory 1hat [m olfzrs an un-
duplicated adult audience of higher in-
come and education, Mr. Stone would
organize his [in network on the basis
of 10 “preferable metiopolitan areas™—
with further expansion to 50 or 60 st
tions “as circumstances permit.” Ranked

www.americanradiohistorv.com

m order by My, Stone according to {m
penetrition, the wmarkets ave: New Yok,
Chicago.  Los  Angeles,  Philadelphia,
Dewroit, Boston, San Francisco, Wash-
ington, Cleveland and Pinshurgh,

These mankets, he says, represent 50
peveent of all UL S, [ homes. The total
I homes s estmated at from 12 10 14
million. .\ well-planned network would
deliver two 1o three paeent of the
potential audience comsistently, he states.
N two percent igore wouold give 132,600
homes in the 10 mewropolitan areas.
(This does not include penctration or
sets ontsicde imetro arcas) S100 per com-
merdial minute would give a cost of
dhout 73 cents per 1LOOO homes.  Six
spots per hour for 10 hours wonld pro-
duce  an annual income  of
SN2 190,000,

No attempt at b organization should
he made on less than a two-vear initiul
hasis, Mr. Stone advises,  “With sul-
stntiinl eflont and  little  imerference
hom circonmstimces heyoud  control, a
Inesen operation should see 200 mil-
hon U, S, 4m homes ad an annuoal net-
work  gross income of S2 million or
more.”

2Bross

Stereocasting

Many stations across the countiy are
carrving extra hours of am-dm stercocast.
tng in an attempt to expand the market.

WOXR and WOQOXR.FM New VYork
are stereocasting on Wednesdays  and
saturdkays from 1:053 to 2 pan. "o enable
dealers to demonstrate stereo reception
in their stores during bnsiness.”

similar programs are reported (rom
the Roston  area. WORB-AM-FM
Waltham, currently  stereocasting 20
hours weekly, went siereo for cight hours
a day during the New England High
Fidelity Show.  WRZ-AM-FM  Roston
alo presented special  broadeasts and
demonstrations for the show.

Fm Factory Production

Fm factory produdiion for September
totaled 11,408 sets, according to Elec-
tronics Industries Association, up 20,073
over August.  Total set production
for 1938 so far shows a total of
176,06l. » o o
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report from
Canada

'

BBM Traveling Panel
Visits Five Cities;

More Sessions Planned

The airwaves of Canada were tested in
still another [ashion by the Bureau ol
Biroadcast Measurement last montli. The
rating system sent a team of its members
on a flying tour of Western Canada to
conduct daily industry clinies in five
major citics.

Objectives of the panelists, according
to Charles C. Hollman, executive vice
president of BBM. were to hear what
broadcasters had to say about the eflec-
tiveness of BBM's methods and what
more they'd like to have it do in the
way of andience studies; Lo answer ques-
tions not only about BBM but other
types ol rating systems, and to explain
in technical and practical ways how w
compare the diflerent types of surveys,

The panel kept its dates with local
broadcasters according to this schedule:
November 10, Winnipeg: November Fl.
Regina; November 12, Calgary: Novem-
Ler 13, Edmonton. and November 14,
Vancouver. Not even skipping a breath,
the [ast-paced executives of the team
opened each of the day-long sessions at
9 a.m. in a new locale.

“As an educational project for both
members and non-members, says Mr.
Hoftman, "it answered o lot of pre.
viously unanswerd questions put forth
by a strong turn-out of broadcast peo-
ple.”

So successful wis the tour, in fact, that
additional panel sessions have beent re-
quested by other Canadian broadcasters,
Both Toronto and Montreal are defi-
nitely scheduled as “talk points™ for the
next team w0 be organized. and Ouawa
and London. Ont.. are strong possibili-
ties. reports Mr. Hoftman.

The first “flying panelists™ for BBM,
experienced executives in their fields.
were able o disass  from  personal
knowledge the merits of the various
methols of rating, Mr., Hoffman ex-
plaius, The team included W. Clifford
Wingrove, assistant manager, CFPL-TV
London, Ownt, representing stations;
George A, Meen, advertising manager,
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Christie. Birown & Co. Ltd.,, Toromto,
representing advertisers: Ralph G. Dra-
per. media director, BEDO, Toronto,
representing agencies, and Mr. Holhuan
and Wilfred L. Hudson, research and
development director, representing
BBM.

An auendance of 127 radio and tele.
vision people in the five cities, plus an
“after houns™ sewsion of six agency peo-
ple in Edmonton, licard the panel dis-
cuss the e ol the ballot as compared
with the we of telephone and personal
calls: the we of seven-day compared
with four-day compilations: methods lor
selecting the samiple: the size of the sam-
ple in retation to the number of returns
amd how to keep both realistic, and
spreading out the sample to eliminate
spedial promotions.

Questions rom the auwdience ranged
from “"How do you survey suburban
versus tural  versus urban  areas?” 1o
“Who filly out the log in each hoise?”

In deciding to send out the team of
wmembers to discuss BBM aims, objec-
tives and methods, the organization
moved to amswer what it terms “certain
clains and accusations being made by
athers in the broadcast media research
held.”

“We sincerely belicve that one of the
things which is at the root of the present
conlusion is the lack of a very (lear un-
derstnding of the diflerence between
tuning for a few minwtes of tine and
timing over an exfended period of
time,” siys George S. Bertram. president
of BBM wand advertising manager of
Swift Canadian Co.

BBM is a non-profit organization.

[ts 15-man board of directors repre-
seuts in equal numbers the three-(old
membership of advertisers, agencies and
stations. s method of operation. as ex-
plained by Mr. Hoffman, entails select-
ing random samples of about 120.000
persons from telephone and fpost office
directories and balloting them twice a
Vear. o o @
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KFAL RADIO
FULTON, MISSOURI

Prime radio service to
four principal cities
of Central Missouri.

e COLUMBIA

® JEFFERSON CITY
® MEXICO

e FULTON

TOP SHOWS (or TOP PRODUCTS of
interest to Women ., ..

“Over the Coffee-Cups’’

with Art llogan

7:33 AM-8:00 AM

Monday thrn Satnrday

“In the Kuow—icith Ron and jo*
9:03 AM-10:00 AM

Mounday then Friday

“Top of the Morning™

11:30 AM-12 Noon

Limited participations.

Unigne programming with feature
interest is the hallmark of
KFAL-RADIO

Represented by John E. Pearson Co.

KFAL RADIO Tel: 1400
Fulton, Missouri

900 Kilocycles 1000 Watts

- - T

In the leadership spotlight

HNEPROOF

(leaning Fiuid

Bans g etes

Top-drawer advertisers
are buying WGN

You're in good company when
You join smart time-buyers who
seleet WGXN to sell millions of
dollars worth of goods for top-
drawer clients. Exeiting new
programming in 1938 makes
WGN's poliey of high quality
at low cost even more attrac-
tive to you.

WGN-RADIO

CHICAGO, ILLINOIS
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RADIO COVERAGE (C- d trom p. 23)
3.8 percent of the women listeners
read one tabloid paper leaving 50.9
percent of the men and 56.2 percent
of the women as non-readers.

The drop-oft in newspaper reader-
ship to the next paper, according to
WOR listeners, is substantial. The
study shows that 19.6 percent of
the WOR nien listeners and 14 per
cent of the women read the second
most popular paper leaving 80.4 per-
cent of the men and 86 percent of
the women as non-readers,

Ouc of the major points made in
the WOR sudy which has great
bearine on the vadio coverage story
is that the major newspipers showed
a lower readership in the suburbs by
WOR listeners.

Changes Scored

Based on sevent suburban counties
in New York and New Jersey, the
tabloid veadensliip when compared
with WOR  listeners changes con-
siderably. Here, -13.8. percent of the
men in the subarls read the paper

commetcial,

6, Sorry . .. no special deals
nor ever will.

TO EVERY ADVERTISER WHO BUYS WEJL-RADIO, SCRANTON

l. There will be no compelitor within thivly minutes of your

2, You will wot he muliiple-spotted.
3. Yon buy from an acemrale eoverage map.

4. Yon won't always have ithe tap Pube-rated spots. hue yon’ll
be near the 1op all day long.

3. Live copy will be sold by air salesiwen: we have no pear-
toned deejays 1o nnhappily monmh sonr commercials,

.+« no one has a better break

. We can’t give yon the rock™n roll kids .
the aduli buyingaddecision andience.

B We can’t put you near mail order or per ingeies  elicors
becanse we just don’t accepr them.

9. Yon will have 10 accept a low cost-per-thomsand.

.o all we offer is

ask the Mecker
Company for
more informa-
tion?

NEWS..

10. We mnst confess that onr news programs are heavily loeal

in coment and have won 26 awards in Sute.wide competi-
tion in seven years.

11, We must also confess that onr morning man . . . Bill Pierce
e oo v in a et le has been dhe wop air personality righs
heve in Scranton for more than 27 vears.

P.S. Won’t you

wEJL

| @Tbe Serenton Times

r

Scranton, Pennsylvania

.MUSIC...SALES
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compared with 32.2 percent ot the
city men.  With women, it was 34
pereent of those living in the sub-
urbsy comparad with 199 perceat in
the city who are WOR listeners and
read the paper.

A tactor thae has played heavily
on the side of radio in competition
with local newspapers has been its
cconomy.  Recentdy, a CBS Radio
Spot Sules presentation o Stude-
buker-Packard Corp,, South Bend,
Ind.. showed the swetch of the radio
dothar.

What Radio Can Buy

Assuming thae $150 a week was
budgeted on a radio station ina mid-
west coutmunity, this is what radio
would provide compared with a
lcading newspaper:

Newspaper: The money  would

buy a quartey ol a page once a

week, based on the cost of 32 cents

a line and 2,161 lines o a page.

The study states that using Starch

weasurements mud based on the

paper’s 107,300 civculation  the
cost pev thousand readers is S1.66.

Radio: The money would bhuy 12

one-minnie announcements on a

morning radio program.  Based

on ulse measurements, the aver-
age rating is 12.2 with the 12 min-
utes  aggregating PG nating
points. With 185,000 radio homes
in the station’s coverage area, the

radio messages  achieve 270,81

family fmpresions per week at a

cost per thouwsand Tawily impres.

sions of 53 cents,

As advertisers continue o search
for a blmket coverage medinm at a
cost that is efficient, the sound of
radio grows in appeal. e o o
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To insure a place every week . . .
and get reduced luncheon prices
REGISTER NOW for the 1958-59
series of RTES TIMEBUYING &
SELLING SEMINARS

Advance registration entitles you
to attend all sessions — from now
through March 24. Cost: just
$10, insuring opportunity to hear
some of the biggest names in the
industry discuss subjects like
these:

An agency president looks at
Tv /Radio; “Hypoed” Ratings;
All-Media Buying’'s Pros and Cons;
Local vs. National Rates; Video-
tape, Streamlined Rate Cards;
many more vital subjects.

Just fill out the coupon and-mail
today to Claude Barrere,
RTES, Hotel Biltmore,

Madison Avenue,
New York;, N.Y.

. PLEASE SEND ME reservations to the
' 1958-59 Timebuying & Selling Seminars at $10 each.

: NAME
 ADDRESS
COMPANY

S Check enclosed

U.S. RADIO e December 1938 )
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WDSU RUN AGAIN

In a letter o Mr. Jobn C Gilimore, \"icc
Pretident of Community Club Services,
Manager of

Inc. Mi. John Screen,
WDSU in New Or-
leans  stated  that
After snccess-
Iv  ¢ompleling
oy hirst . Cowmu
nity Club  Awards
Campaign last
spring and sumer
we ir¢ nbw  cn
gaged in planning
ad <elling onr sce
ound  campaign
which will run
from January 18ih
through April 18th.
1939
The hrst caimpaign wias sery siiccesstul
aml we are alveady asawed 1hat the
sales vesnlts of the second campaign will
lar excced 1luse of the fist
Comuumity Club Awards offers a very
tangible means of showing a client ahe
resttlts of his advertising inestinent. We
are well compensated lor the enorimony
amount ol detailed work involved.”

COMMUNITY CLUB

AWARDS

PENTHOUSE
SUITE

527 Madison Ave.
New York 22, N. Y.
Phone: PlLaza 3-2842

N A B ASSOCIATE MEMBER

-
John F. Screen

Top-drawer advertisers
are buying WGN

You're in good company when
you join smart time-buyers who
select WGN to sell millions of
dollars %orth of goods for top-
drawer clients. Exciting new
programming in 1938 inakes
WGN's poliey of high quality
at low cost even more attrac-
tive to you.

WGN-RADIO

CHICAGC, ILUNOIS
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Four-State Survey Shows
Farm Listening Heaviest

From Morningto 1 p.m.

Farm Luanilies, sccording to o fowstaie
asurvey, do their heaviest radio listening
belore 1 ppar, and they ave wiinly i
tevested i weather.  This inlormation
win confinmed by a mail survey ol farm
Ganilies i the Ohio, Kentndks, Indiana
and West Virginia aren made v ahe
Vinerican Advertising Senvice ol Cin
cimnti lor rthio station \WLW,

e figures e nmportant. according
e WELW, hecuine this aren accounts lor
more than SO bilhon ol {ane income
Resulis are bined on rcturns totiling
1L.679 questimumitires, of which 350 were
discarded  bBreaause  they  wete {vom
non-tanm resicdents,

Among the remaining 1129 Lonilies,
it is notad, radio listening goes on
sieadily dvonghout the day - bue theve
are defmite peak perinds of listening.
Lop hour is hont 7 1o 8 am. (referred
by 73 percent ol farm fonilies surseved),
followed by the 6 1o 7 aan. how (63 per
comt) and won o 1 opan. (B34 percent),
smaller peaks are reached a8 aomes (G1
peveent)  and ae 6 pane (12 peveent).
Farm families go o bed early, the sundy
shows, with hardly any late-cveming ar
post-miduiighe listening—Dbne 21 porcent
of the et are bhack o at 5 aan,

Preferred Programs

When asked which pe of service
programs they preferved, weathor won
by a significan( margin, However, both
market amd farm news progrims scored
highlv.  Farm interviews ran a poom
foumth.

Firm families weve given o dbhance to
acl as program managers in one part of
the survey whide asked, “If vou were
a program manager, when would vouw
schedule these service prograns?” \giin,
6 10 7 aum. was the preferred time with
wore  than 30 percent prelening it
Noon ranked sccond as the time for
farm programs with abomt 27 percem
of the vote.

Another quesiion—"When  do you
usually  listen 1o farm  progrims:’—
again brought answers of 6 am.. 7 am.
and npon.

OI those larm families surveyed. 30
percent are usually tuned to fann serv.

www.americanradiohistorv.com

ice programs at the peak listening hout
ol from 7 to 8w, At the next highest
Listening owr. 6 10 7 am, 56 percent
are tmvd o larm service features. At
the noon hour, 31 percens of i vidios
e are tined w Tann service shows,

“We deol that e survey findings as
weported  provide reliable  information
on radio Listening habits and prefercoces
in the aren” delaoes Don Walters,
president of American Advertising Seve-
e, WLAW s distributing the report o
advertisers gund agendies 11 the arca.

Of the 1espondents 1o the sunvey, 16
pereent Hoe oo larns ol 260 ov more
acres, 19 percent on fivms of 180 o
259 acres. 29 percent on farms of 100
W 179 aeres, 28 percent on farms of
30 1o 99 aares, and 8 percent in the less
Than 30 acves cuegory.

In a leter accompanging thé quids
tiomaire, fanu Lonities were whd dhae
“here ds your dlimce o ionprove famre
radio prograns,  Broadcngers wam g
kttow what kind of progrmms you want
and when vou want themt” Hhere was
nothing it the leter or guestionaaire 10
wdicate whach, 0 any, area stationf was
behind the suivey.

New Pulse Subscribers

The IMise hite, reseaveh organization
has signed 12 ntw subscribers Tor s
1adioty reports. The new list indudes
cight advertising  agendies, two adver-
tisers, € progrim producer and a ier-
chandiser.

Listed geagraphically, the salncibers
are—Irom New York: Maxon Ine. and
Frank B. Sawdon Ing, agendies, Qu;llily
Bakers ol Americy, Harry Colien Mer-
iandising Corp. mul Bervard L, Schue
hevt. program producer,

From Lo Angeles: Fradelis Yrosen
Food Corp.. and three agendies—>Matiie
£ Siteman, Paul Winans Co., and Beck-
man, hoblitz Ine.

Ihe other agency  subscribeas  ave
Ingo Wagenseil & Associates, Dayton,
O. Arthar Advertising, New Orleans;
AL Belimont Ver Standig Inc., Washing-
ton. D. C. and Dummnan & Jellvies,
Newark, N. |. o » »

U. S RADIO o Decenther 3958
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YOUR FUTURE lS GREAT lN A GROWING AMERICA
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AMERICA ALWAYS OUTPERFORMS ITS PROMISES

We grow so fast our goals are exceeded soon after they are set!

7 BIG REASONS FOR CONFIDENCE IN AMERICA’S FUTURE

1. More People —Four million bahies yearly. U. S. popula-
tion has doubled in last 50 years! And our prosperity curve
has always followed our population curve.

2. More Jobs—Though empleyment in some areas has fallen
off, there are 15 milliun more jobs than in 1939—and there
will be 22 milliorr more in 1975 than today.

3. More Income—Family income after taxes is at an all-time
high of 85300 —is expected to pass $7000 by 1975.

4. More Produciion —U.S. production dowbles every 20
years. We will require millions more people 1o make, sell and
distribute our products.

5. More Savings —Individual savings are at highest level
ever—3340 billion—a record amount available for spending.

December 1958

6. More Research—310 billion spent each year will pay off
in more jobs, better living, whole new industries.

7. More Needs—TIn the next few years we will need more

than $500 billion worth of schools, highways. homes, dura-

ble equipment. Meeting these needs will create new oppor-
_ tunities for everyone.

L3 “0.

<0
”'m..ﬁ @y

Add them up and you have the makings of an-
other big upswing. Wise planners, builders and
buyers will act now to get ready for it,

&

FREE! Send for thiz new 21-page illustrated

booklet, “Your Great Future in a Gréwing Gm‘ll"::m
America.” Every American should know these na
facts. Drop a post card today to: THE ADVER- Growwg Amenica

T1sinGg CouxciL, Bex 10, Midtown Station,
New York 18, N. Y.
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names and faces

 —————— L —
Noting the Changes Among

The People of the Industry

AGENCIES

EVERARD \W. MEADE. formerly with Young & Rubicnu
Inc., named a vice president in the radio-w comumercial de
partment of Ogilvy, Benson X Mather Inc., New York.

EDWARD F. BALTZ. marketing director and account super-

visor, elecied a viee president of Compton Advertising Inc.,
Los Angcles.

THOMAS C. DILLON, BBDO vice president and director,
named head of marketing, rescarch and media for the entive
agendy, headquartering in New York. W. M. STARKEY, vice
president and account supervisor, succceds Mr. Dillon as man-
ager of the Los .Angeles ofice. Also JOHN D. DEVANEY,
supervisor in the Chicago olfice, named a vice president of
BBDO.

. B. FERREE. opy superwvisor, New York; JOIIN W,
MURPHY, conunerdial pwoduction supervisor. New York;
BRUCE L. AL'FMAN, account supervisor, Los Angeles, and
JOIIN L. BALDWIN, account supervisor, Chicago, all named
vice presidents of Kenvon & Fckharde Ine

FREDFERICK J. WACH'TER, formerly general manager of
the Chicago office of Erwin Wasey, Ruthrautf & Ryan Inc.,
wamed exccutive vice president and general manager of the
New Yok office and the eastern division. 1le is succeeded in
Chicago by ROSWELL W. METZGER, chairman of EWR&R's
executive committec, who v named head of the central divi-
sion. Abo, RUDY ETCIIEN, formerly public velations director
for the Browning Arnn Co.. appointed vice president in charge
of new bininew at FWRER, Pittsburgh,

STATIONS

CARL E. LEE named exccutive vice president and general
manager of Fewzer Broadaasting Co. Abo, OTIS 1. GASTON
named station manager of WKZO Kalamazoo, Midh, and
ROGER HHOFFM AN named station manager of W]JEF Giand
Rapids.

ALFRFD E. ANSCOMBE, former station manager of \WWKBW
Buffalo. N. Y, appointed excontive vice presidemu and gen
eral manager ol WINE-AM-FM Butlalo.

HARVEY OLSON, program manager of WDRC Hartford.
Coun,, appointed vice president in charge of public relations
at the station.

WILLIAM ARMSTRONG, former program  director ol
WDGY Minneapolis, named assistant to the vice president
ot the Balaban Stations,  Also, EDWARD T, HUNT, former
general sales manager of \WDGY, appointed general manager
of KBOX Dallas.

GENE ACKERLEY appointed general manager of KCU'B
Tucsom, Aris.

JOHN W, MURRAY [R,, former assistant station manager
at WWOL Bullalo. N. Y., named awistant general manager
of WWOK Charlotte, N. C.

RICHARD IL VAUGILAN, sales manager of WIIYE Roanoke,
Va., appointed general manager of WARE Ware, Mass,

BILL BENGTSON promoted [rom the sales staff 10 business
manager of KSO Des Moines, Ia.

RONALD . KAHN appointed director of sales and ROBERT
ANDERSON director of merchundisring, promotion and pub.
licity at KYA San Francisco.

CLIFFORD L. EUSTICE, former owner of Clifford L. Eustice
Co. food brokers, named director of product services for the
Crosley Broadcasting System.

BRUCE PARKER. former tnerchandise manager for KGB
San Diego, named merchandiving director at KSON  San
Dicgo.

Bengtson Alspough

BILL DINON prometed lrom account exeattive to sales man-
ager of KBUZ I'hoenix, Arie.

NICK BELIL. formerly with the WARE Ware, Mass, sales
staft, named sales manager of WIIYE Roanoke, Va.

SAM SERO A, previowly with WIP Philadelphia, named
public service director of \WPEN P'hiladelphia.

EDWARD L. PEARLE. formerly with the Yankee Division of
RKO ‘T'eleradio Pictures Inc., appointed public relations di-
rector for WBZ-WBZA Boston-Springheld.

C. B. CLARKE promoted [rom account executive to sales
manager of WDGY Minneapolis.

NORRIS KALAR appointed an account executive at KBOX
Dallas to direct the tood werchandising and Commaunity Cluls
\wards department, and CIHIARLES H. BOLAND named a
KBOX sales repiesenative,

REPRESENTATIVES

JAMES ALSPAUGHL. manager of the San Francisco oflice of
IR Represematives Ine, elecied a vice pnesident in New York,
MARVIN ROSLIXN, former timebaver with Ted Bates & Co.,
named assistant to the vice presidlent in charge of rescarch and
promation at Adamn Young inc,

THOWARD | MALHAM and LEWIS F. DRAPER JR. named
account exccutives at John Blair & Co., Chicago,

NORMAN F. FLYNN, formerly with RAB, has joined the
stall of Bromdeast 1ime Sales, New York,

NICHOLAS R. MADONNA, formerly with Edward Petry &
Co., nimned to the radio sales staff of NBC Spot Sales.

NETWORKS

DENMAN F. JACOBSON, formerly a service represcntative
with N. W, Ayer & Son, Detroit, named acconnt executive for
the Detroit office of CBS Radio network sales.

BROADDUS JOHNSON JR.. formerly with Paul H. Raymer
Co.. has joined the sales stalf of the NBC Radio network.

Kalar Roslin Armstrong Ferree

U.S. RADIO e December 1938
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Poliday Offer

Give your friends a Gift Subseription To

U. S. RADIO!

... at 1/3 Off Regular Subscription Price . . . $2
Instead of $3. And a Gift Card Which Will Be
Mailed To Each Recipient.

Please Bill O Payment Enclosed {J

. U. S. RADIO
! 50 West 57th Street
; New York 19, N. Y.
: Name Title
E Company
E Address
. City Zone State
© e
gi/o a_® _* : Name Title
0/, []
° (7 o‘; ' Company
W A \\\\ T E Address
\\\\\\\“\\\\ﬁaq\ . City Zone State
- \ S S S
$2o § ' Name Title
ma § *_ E Company
HOLIDAY N 1 Address
\ RATES \\\\\“\\ ) . City Zone State
\\\\\\\\\\\\\\\\\\\\\\\\\\\\\ : """"""""""""""""""""""""""""""""""""""
TO RECEIVE P Name Title
¢ C
. or have your 0 ::pa"y
friends receive ' 2 ress - .
: it one tate
U.S. RADIO Y
at the Special BT ey
Holiday Rat :
Mail t:'s : € ! Ordered by , include me in this offer [
1 I o] .
rm 0 Company
NOW! g Address

Note: |f you have additional names please attach list.
www.americanradiohistorv.com
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EDITORIAL

. . « radio to sell radio

64

A TWO-SIDED PROBLEM

Twice in one week, two excoutives on daises
separated by about FO0O miles wged radio o
use ity own force o promote isell. The advice,
interestinghy cnongh, concentrated on vwo «liller-
ent pects of the proble.

In St. Louis at the thivd annual convention of
the Braadaasters’ Promotion Asser iation, a broad-
caster, Donald H. MoGannon, president of \Wesr-
inghouse Broadcisting Co., nrged the industry
to use its own vehiicles o sell itsell 10 advertisers
Juat as print media use their own outlets.

And in New York at the fourth aimual Na-
tional Radin Advertising Clinic, sponsored by
Radio Adverusing Bureau, an advertiser, Der-
mrd [. Wiernjk, vice president in charge ol

sales and advertising ol Mogen David Wine

Corp., conmselled the radio medium 10 promote
itsell wa s listeners,

DESERVE CONSIDERATION

Both these views deserve immediate and thor-
ough consideration by the radio industry, The
time i at hid when radio must lace wp to its
complete promotion needs.  Just as significant
as the use ol local promotion activities, direct
mail and the national wade press the tse of
radio to sell radio has its important place in
the wotal eftort. Il we hold that vadio is one of
the best media to move and market goods, then
why not use it 10 promote the industry to the
advertiser and the audience?

“The future growth . . . demands that broad-
casting as an industry,” states Mr. McGannon,
“plow back a substantial percentage ol its money,

tme ad areativity ineo o contentried drive o
assure air huture health aid growih; o use the
great sales tools ol radio and welevision 1o impres
indelibly on advertisers and prospective adver-
tsers tae ours ave dvnamic sales media, . . "

He vites the dimensions af radio as enjoying
“wider acceplance”  with TH2,600000  sets in
vorking order and “aomme 37 million” car radion

WHAT CAN BE DONE

As an example of what can be done, Mr. Mec-
Gimnon ghiaws atention 10 the fact that news-
papers axd wagazines will carey @ Wl page ad
spething out why advertisers should buy space.
Such an ad. he states, is intended for only hve
pereent ol the tirculation or less— “the minority
who ¢omtrol haw advertusing dollars are spent.”

In his talk on how Mogen David Wine Corps.
mes vadjo  (see Seven Radio Aduvertisers Tell
Wy, po 10y, Meo Wienik presents the challenge
that radio advertise its wares to listeners. He
savs rirdio shoukd do 2 wmere complete job ol
letting the listener know not only that it is there,
but that it has entertaining and infornative pro-

erams ta offer.

The radio story of Mogen David is itsell an
mteresting one. Althongh satishied with the re.
sults of other media, the winery has turned a
“substntial” portiowr ol s $3.5 million
budget over to radio because of so many “tempt-
ing” advantages radio offers.

The idea of selling yadio with radio is well
conceived. The radio industry, convinced of ity
value as a prime wover of goods and services,
should alvo use the medium to. promote the
industry 1 both areas.

U.S. RADIO =
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‘Exploding
the

“Bubble Gum
Myth”

“'Golor Radio” sells more than hubble gum, “Pulse Au-  pulls listeners right in close . . . and delivers
dience Composition — Summer 1958" proves the point:  your clients’ sales messages to more adults than any other
FOUR OUT QF EVERY FIVE KFWB LISTENERS ARE ADULTS.  Los Angeles station.

In an average quarter-hour, KFWB racks up a total audience
per quarter-hour of 116,220,

Don't just sit there with
gum on your face.
Buy KFWB ... first in Los Angeles

KFWB, hecause of its overwhelming total audience It's the thing to do!

—NUMBER ONE IN HOOPER, NUMBER ONE IN PULSE—

98% (¥

6419 HOLLYWOOD BOULEVARD, HOLLYWOOD 28/HOLLYWOOD 3-5]151

ROBERT M. PURCELL, president! and generdal manager * MILTON H.KLEIN, sales manager
Represented nationaliy by !POHN BLAIR & CO.

www.americanradiohistorv.com
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WSPD Ratis’s dominowe i Dotedo is duunaticaily
dennmstrated  aith the station’s receiving the highest
Hooper tating in it 37 yeans ol operation—562,"° "l op
listeners’ acceptance plos an all-time high i castomer ac-
ceplange rellegt WSPDS forward nuach o give vou more
miteage {or your totar,

This  undmllenged  teadership has heen  established
through balanced progiamiming arvound the ok, ag-
gressive merchandismg, continuous audience promotion,
amd inspived  public service. By every measurcinent,
WSPD stays on top s the one buy to take the hillion-
dollar "T'oledo murket, Ask you B A4 mmi for derails.
*Aug.dept. Elooper,

National Representative: The Katz Agency

National Sales Director:

625 Madison Ave., N. Y. « 230 N. Michigan Ave., Chicago

Radio

i ~ o - — ) ——
WSPD WJIW WJBK wiBG WWVA
Toledo Cleveland Detroit Philadelphia Wheeling

wWwwW . americanradiohistorv.com

WAGA
Atlanta

M. E, McMurray

wGBS
Miami
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