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Hertz Truck Rental* Proposed to set a truck in a different place each day in 
Metropolitan Oklahoma City- Inside the sealed truck is a prize {air conditioner; 
e tc ,}. Clues to the prize are given over the air. First person to guess the 
prize win6* Client highly interested,

###

Schwexgert Sausage Company announced via newspaper ad the following offer:
With coupons contained in package, plus certain amount of money, youngsters . 
can obtain Twins baseball equipment such as caps, mitts, balls, bats, etc*
Ray Schnelly of WDGY sales staff approached client with radio-active offer as 
follows: WDGY schedule will promote this tie-in by offering two coupons free 
for every one mailed to WDGY, Client would provide WDGY with coupons which 
would be identified as obtained through WDGY, thus indicating a good measuring 
device,

m

Proposed to a car dealer., Have a special section of used car lot devoted early 
to models thatappeal to younger man — .namely, straight sticks, dual carbs, 
convertibles, etc. Use nighttime radio to reach this buyer. Let him knew the 
biggest selection is at so-and-so dealers. No need to lot hop,

m

"Back to School" campaign, Entire campaign based on the line "When do the 
kids go back to school? . » ,  As soon as they shop at Prairie Village, "

Air- conditioning account, "The temperature downtown is 98 degrees. The 
temperature in front of a Philco room air-conditioner is ?2 degrees, "
{Obviously, this lead line would have to on done live,

m

Sold a package of 50 ROS five-minute newscasts to a chain of drive-in hamburger 
stands. Newscasts are scheduled on the weekend when potential traffic is highest.
In a highly competitive field, five-minute newscasts with open and closing billboards 
plus two commercials in news gives client opportunity to promote 22 different 
locations in rotation on open and close, sell quality hamburger story in minute 
commercial, and sell special weekend price offer in 2 0 -second commercial.

###

In an effort to lure women to a raceway, "Sun Valley Raceways" is using a 
female on the commercial spot. T he spot itself is not pitched directly to the 
women but the fact that it is delivered by a woman gets the point across.
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They cane up with an excellent campaign for Hill Business University, One 
of the spots follows „ „ . „

(lape} Joe Alien Ray, O. C„ „ . „ Doug Hartwig, El Reno.. . . „ Gail Lnnnon, 
Sulpher O K ,, „Gary Williams, O, C , , ,  Judy Cummins, M oore.. . 
Charles Snow, Lexington. „ . . Marilyn Marsh, O. C . . . .

ANNCR: (Maintain voices of students under)

You are about to hear comments made by these students of Hill«. 
Business University, at a recent interview:

*
! - O

(lape} Seg #7 -> BOY . ,  
Seg # 4 -GIRL . . 
Seg #5 » BOY . ,  
v
Seg #12«GIRL . .  
v
Seg #8 •• BOY . .

Seg #14-GIRL . .

Seg#23= BOY . , 
Seg #20-GIRL . 
Seg, #9 - BOY.

Seg # 2 8 -GIRL . 
Seg # 2 -  BOY.,

J just don't have time for four years of college 
Just being a highschool graduate isn’ t enough anymore. 
I just wasn’ t happy after 2 1 /2  years of college, so 
I chose Hills. „
They just remodeled our classrooms and bought 
a lot of new equipment
I wanted to take courp reporting and Hills is the 
only school in Oklahoma that teaches it.
1 hanks to Hills I have a good job waiting when I 
graduate.
They'll help finance your tuition at Hills.
Well, it’ s friendly at Hills. „
Not only are classes small atKills, but you can work 
on your own level.

, They got me a parttime job.
If you expect to make money in the business world 
it takes training.

(STUDENTS VOICES UNDER FOR ANNCR:}

Fall enrollment is now open.. ..new classes begin September 26. Cali, 
write or visit Hills Business University, 629 West Main, as old as 
Oklahoma, as modern as today,

###

KXOK proposed a campaign to a large retail drapery store bases around the idea 
, .  , .»It 's  window dressing time at Cohen’ s D raperies," The punch line on the 
commercial is, „ ."P eople who live in glass-windaw houses, should know Cohen’ s,

###

There is  a campaign in New Orleans for a political candidate running for Traffic 
Judge who has put hie whole budget into radio on a 10“ second ID saturation 
campaign without adjectives, etc. All the spot says is his name, the office he 
is running for, hie ballot number, the day of the election and a brief thank you.

m
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###

KOMA has proposed !,Old Fashioned Value Qay3" promotion to a local shopping 
center. They would give away three hundred two dollar bills on a Thursday, 
Friday and Saturday to draw in store traffic, approximately eight of the bills 
would be given away each hour to people present inside a store in the center - -  
naturally, no purchase is necessary. The fact that two dollar bills are very 
unusus. makes this a rather unique approach. Actually, the bills are close to 
being collector's items,

###

Vander V cow ,, one of the big three St, L.ouie department stores, went for 
the idea, to a a.' te area schools on all of their area commercials,

###

5
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Vi'TIX ha« sold a t annual contract te Canteen Corp« of America, They will 
air spots citing ttsir leadership in the vending business* etc. These spots will 
u.'ao plug specific machine locations that have "bonus11 features that week.
In o;i\er words, c ■ -tain machines will have a pack of cigarettes with a dollar 
bi.'i Added around ).„ etc,

m

V.vin a client asks for k suggested schedule on WHB's Saleabilities form , we 
at ;, including either the total number of adults reached or the total number of 
people rvachvd with ©a h spot on his schedule. These figures are parenthesized 
d'ii'ei- each spot time. As an added service, they are also including the 
P'- 'Centa-js lead that VHB has over the second place station. This is asterisked 
and explained on the ¿ottom,

m

IVher. he wire servic ¡s reported that a "Dodge Charger" had won the 
"r  ivc-( ranker 100" at Daytona, they sold a local dealer an "immediate" schedule 
poindng up the fact tint they would be first on the air with the news and would 
have .tiany obvious sales pitches built in,

m

Iha  Royal Castle hamburger chain bought two one “hour shows, ilpm  ~ midnight 
Friday and Saturday on a 26«week basis. They are stressing personality sell 
involving the deejays ad libbing spots about how wonderful thsir hamburgers, 
frankfurters, etc, are and spotlighting a different store manager each night,

im

1
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While, in New Orleans recently I heard a spot for Rosenberg's Furniture Store 
consisting of dialogue between a newly wed couple and the furniture sal esman, 
The gist of the spots is that., "Rosenberg11 s stands behind everything they* sell;
dinettes, living and dining room furniture, and bedroom furniture, including 
the double bed„" The couple stops the salesman at this point and they hold a 

whispered conversation after which they ask the salesman if it wouldn't be all 
right if Rosenberg's didn't stand behind the double bed.

###

One of our Minneapolis competitors is running a spot for a Chevrolet dealer, 
Thi6 is a small dealership soon to move into large new showrooms. *Jhe pitch 
is , „ „"Since we are a small location we could invite you to deal with the 
Twin Cities' smallest Chevrolet dealership. Instead we invite you to deal with 
the smallest dealership today and save hundreds of dollars before we become 
a large dealership next month,"  Throughout the cornmercial they play up the 
words smallest and largest. ,

m

Another or our Minneapolis competitors is running a spot for a paint company 
with this approach, „ „"i'f you are going to paint, use Forinan-Ford Paint. . „ 
(pause] or hire a painter who d oes,"

m

Still another of our Minneapolis competitors has a campaign for the "Tower 
A p ts," located in downtown Minneapolis, The approach i s , , „"Does you home 
have a swimming pool, Sauna Bath, air conditioning, a party room that can 
handle 50 people and underground parking? , „ „. if not, move to the Towers 
where you will play more and pay less than you are now, "  1 his seems to be a 
very effective approach to the younger clientele,

m

WDGY is running a campaign for a Buick outfit around the line "it  only takes 
a minute to get a better deal at Berkla Buick."

m

One of our Minneapolis competitors is running an ear-*catching campaign for 
the Metro Home Builders Assn, to counter the bad impression peoDle have of 
home loans at 6 1/2% interest. The 3pct involves dialogue between a husband 
and wife wherein the husband reminds the wife that the l 1/2% carrying charges 
for monthly department store charge accounts are based on 1 1/2% per month 
or a total of 16%,

m
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KOMA has been running a schedule for an office supply company, on the "would 
you believe approach-

Male: Tell m e, agent 9 7 .. - would you believe it if I told you that the earliest 
examples of caveman art were found in 25,000 BC?

Female: Yeah? W ell, you look a little prehistoric yourself! !

Male: Well then-, -would you believe that Turkish people never call themselves
"T u rk s"! In their language, "Turk" means "clow n-"

Females Funny man! Weil, would you believe it if l told you that Modern Office 
Supply handles all types of commercial printing in its own print shop? ? 
and has fast service? ? and has been in operation for over 20 years? ?

M i' e: Agent 97! ! ! That’ s a long operation! !

Fertile: Yeah! ! Well, would you believe that Modern Office Supply has two
locations? Modern Office Supply, 714 North Broadway and Midwest 
City Office Supply, 1501 South Midwest Blvd- Call Central 2-4283 
for Oklahoma Cityi and Pershing 2-8618 in Midwest City.

Male: Agent 97 -« -  now tell m e .. - would you believe that Modern Office Supply
is the best office supply in the entire universe?

Female; Nah! ! !

Male: Would you believe in Oklahoma???

Female: Yeah! ! !

m

A Minneapolis station is running a campaign for a Chevrolet dealer using a
Santa Claus voice talking about Christmas in August with big discounts, etc. To
tie -  in this approach their newspaper ada have their salesmen dressed in
Santa Claus suits,.

KXOK has presented an idea to tv/o of the largest shopping centers in St- Louis, 
utilizing an excellent idea that would enlist "Junior Astronauts" (5 to 15 years 
of age), it would be a 52-week promotion to get new members and parents into 
store locations to register- The big prise is a trip to Cape Kennedy to see an 
actual launching-

P
ilot Surve
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Marlin Schiottman eeni a letter to the Advertising Manager of a local 
theatre chain which may well flush out some additional business, The 
following is a copy of the lettea'** 0 0 0 0'

M r, Robert Miller 
Advertising Manager 
Mann Theatres 
16 North 7th St, 
Minneapolis,, Minnesota

B

Dear Bob:

I am well aware of the anxiety you people go through when trying to 
decide which theatre attractions to advertise on which radio station 
formate. Maybe the following thoughts will assist you now and in the 
future.

The attraction that is in the forefront now is "D r , Zhivago," Since 
the picture opened, your thinking has been So not utilize the con® 
temporary/Top 40 audience that W DGY offers, {You did, hotvaver, 
run a light schedule with us for $120 in April about the time the 
attraction opened,)

r

In checking the current music play list (determined policy by requests 
and record sales!,, or listeners have picked "Somewhere My L a v s ,"  
the Dr, Zhivago theme music, as #23 5 It would appear to me that 
since the WBGY audience prefers the picture’ s mtisic (and hears it 
constantly on WDGY) they should be prime prospects for the sales 
message as to where the picture is playing,

I think the time is right for the good doctor to make a house call on 
the WDGY audience, don’ t you?

Cordially,

###



Teens End Children ( White'?

U\ -  34 
3 5 -; 49 
50 fit over50 Sc ©ve y

H ere's a very dramatic way <?.•: highlighting the WHB domination in the newest LQR.

By » ‘-•■»blishing an average quarter hour Hcteniag total for men, women,. and teeas 
iisid chi‘.v..ea from the Jan-T eb-March Pulce iUQR £sr individual stations on .« 6am « 
1Z mid. jg.js a sis»’ '.1® r,natter to bar 'graph, tivs overall audience composition
to each sltaticu. This process can bo carried further into ago groups of men and 
women. Individ1.*.•* $o?*ìó in these classifications can foe rounded out into units 
rep re seating 500 U;3<wejèr8 without significantly sheeting the totals.

Por dramatic and simp!a demonstration of audience isize and composition,, each 
unit can be symbolized by a poker chip, thè color representing a unit of man, women 
or teens and children. Simply, a blu.® chip represents 5GQ women, & red chip 
bOQ men and a white chip 500 teens and children, Age groups can be indicated by 
markings on the aid« of the chips o.t by taping small, paper -'labels to the sides of the 
chips. (If Station A has Of'J women listeners in the 18—34 ago grew», this would 
ba represented by foi? bine chips marked 13 -  -34 ca the sides.)

In a market the size oi Kansas City, the feur competitive majors co WHB can be 
represented by a staci: of about: 2.5 chips not exceeding 4 inches in height. { The 
WHB stack has .53 chip; and io approximately 10 inches in height. )

The breakdown for one «empetilive station (tVDAFJ is as follows:

From thin example it becomes quit* easy to dramatiac the fact that over half 
&i She station's Usteaors ave 50 or over by removing the. 15 "5 0  Ik over" chips 
from the total of 29, etc.

Chips should be glued together o:r taped together into units feu* easy handling in 
presentations. They can be. carried around in their original tox and easily be set 
up cm a client's desk.

For use along with a station presentation, the use oi poker chips allows good 
tie »in themes. ("Don't gamble with your advertising d ollar", "Young house*/¿ves, 
your blue chip custom ers", etc.)

Mi

KKOK ran a campaign for a newly remodeled Sears stare which srigisuliy .»jenet. 
in 29.18, They used music from the 1928 era to ehtrw the store's age and tr aught 
it up- to- date wish pop music to dramatize She moderniaction.

■M  I
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A local Dodge dealership is running a new twist to bolster sagging 
car sales. The come-on is that if you buy a new car now ;you can 
use your down payment or equity and have no payments to make in 
1966. The first monthly payment isnt due until 1967. The thing is. 
your car or down payment must be at least $500 in cash or value.
So. if your trade-in car is worth $500. $200 of this is credited toward 
the down payment and the other $300 is used as the equivalent of six 
$50. 00 monthly payments. Actually what a person is doing is giving 
the down payment, plus (in effect) pre-paying his first six monthly 
payments.

###
<

In conjunction with Sealy Mattress, WHB ia running a "M id-W est Vacation 
Contest". Entry blanks are available at Sealy Mattress dealers or 
by writing to the station. The blanks include a map of a surrounding 
six-state area. Contestants send in names and addresses and are called 
by WHB after such clues as "W e have left Columbia, Missouri and are 
going 13 miles east on Hgwy 40 . . .  what city will we have reached? 
Contestants who answer these questions receive a small prize and must 
trace the entire trip on their maps. All of the correctly completed 
maps that are sent in are drawn from for a grand prize of a $6, 000. 
swimming pool.

m

A Kansas City paint dealer is using a quality approach which asks 
listeners why they paint their house every year when everyone knows 
a Sherwin-Williams paint job lasts for years.

m
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Hertz Truck Rental* Proposed to set a truck in a different place each clay in 
Metropolitan Oklahoma City- Inside the sealed truck is a prize (air Conditioner;, 
e tc ,). Clues to the prize are given over the air* First person to gue*s the 
prize wins* Client highly intereeted,

Schwexgert Sausage Company announced via newspaper ad the following offer:
With coupons contained in package, plus certain amount of money, youngsters . 
can obtain Twins baseball equipment such as caps, mitts, bails, bats, etc.,
Ray Schnelly of V/DGY sales staff approached client with radio-active offer as 
follows: WDGY schedule will promote this tie-in by offering two coupons free 
for every one mailed to V/DGY, Client would provide V/DGY with coupons which 
would be identified as obtained through V/DGY, thus indicating a good measuring 
device,

m

Proposed to a car dealer. Have a special section of used car lot devoted only 
to models thatappeal to younger man -«.nam ely, straight sticks, dual carbs, 
convertibles, etc. Use nighttime radio to reach this buyer, L.et him knew the 
biggest selection is at so-and-so dealers. No need to lot hop,

m

"Back to School" campaign. Entire campaign based on the line "When do the 
kids go back to school? , . ,  As soon as they shop at Prairie Village, "

###•

Air* conditioning account, "The temperature downtown is 93 degrees. The 
temperature in front of a Philco room air=conditioner is 72 degrees, “
¿Obviously, this lead line would have to oe done live,

m

Sold a package of 50 ROS five-minute newscasts to a chain of drive-in hamburger 
stands, Newscasts are scheduled on the weekend when potential traffic is highest.
In a highly competitive field, five-minute newscasts with opexa and closing billboards 
plus two commercials in news gives client opportunity to promote 22 different 
locations in rotation on open and close, sell quality hamburger story in minute 
commercial, and sell special weekerxd price offer in 2 0 -second commercial,

m

In an effort to lure women to a raceway, "Sun Valley Raceways" is using a 
female on the commercial spot, 7 he spot itself is not pitched directly to the 
women but the fact that it is delivered by a woman gets the point across,
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They came up with an excellent campaign for Hill Business University, 
of the spots follows „ „ „.

One

(Tape} Joe Allen Ray, O. C„ „ . „ Doug Hartwig, El Reno. . , „ Gail Lnnnoa, 
Sulpher O K ,, „Gary Williams, O, C, . .  Judy Cummins, M o o re ,,. 
Charles Snow, Lexington., .  , Marilyn Marsh, O. C. „ . .

ANNCR: (Maintain voices of students under}

You are about to hear comments made by these students of Hill* 
Business University, at a recent interview:

u

(T ape} Seg #7 -  BOY „ , 
Seg # 4 -GIRL . . 
Seg #5 -  BOY , ,  
v
Seg #12-GIRL . ,  
v
Seg #8 .- BOY . ,

Seg #14-GIRL

Seg#23- BOY . . 
Seg #20-GIRL . 
Seg, #9 -  BOY,

Seg # 2 8 -GIRL . 
Seg # 2 -  BOY„

I just don't have time for four years of college 
Just being a highGchool graduate isn't enough anymore. 
I just wasn't happy after 2 1/2 years of college, so 
I chose Hills, ,
They just remodeled our classrooms and bought 
a lot of new equipment
I wanted to take courp reporting and Hills is the 
only school in Oklahoma that teaches it.
T hanks to Hills I have a good job waiting when I 
graduate.
They'll help finance your tuition at Hills,
Well, it's friendly at Hills, „
Not only are classes small atHills, but you can work 
on your own level,

, They got me a parttime job.
If you expect to make money in the business world 
it takes training.,

(STUDENTS VOICES UNDER FOR ANNCR:}

Fall enrollment is now open, „ „new classes begin September 26. Call, 
write or visit Hills Business University, 629 West Main, as old as 
Oklahoma, as modern as today.

m

KXOK proposed a campaign to a large retail drapery store bases around the idea 
, „ , ." I t 's  window dressing time at Cohen's D raperies," The punch line on the 
comraerci-il is. „ ."P eople who live in glass-window houses, should know Cohen's, "

###

o

There is a campaign in New Orleans for a political candidate running for Traffic 
Judge who has put his whole budget into radio on a 10-second ID saturation 
campaign without adjectives, etc. All the spot says is his name, the office he 
is running for, hie ballot number, the day of the election and a brief thank you,

###

? m r :



KOMA has proposed "Old Fashioned Value Days" promotion to a local shopping 
center. They would give away' three hundred two dollar bills on a Thursday, 
Friday and Saturday to draw in store traffic. .Approximately eight of the bills 
would be given away each hour to people present inside a store in the center - -  
natu tally, no purchase is necessary, The fact that two dollar bills are very, 
unusua. makes this a rather unique approach. Actually, the bills are close to 
being colector's items.

Vender Voovv, one of the big three St. Juauis department stores, went for

Vi1 TJX lias sold a t annual contract to Canteen Corp. of America. They will 
air spots citing tisir leadership in the vending business, etc. These spots will 
«¿-■¿o plug specific machine locations that have "bonus" features that week.

people ri-achvd with ©a .h spot on Ms schedule. These figures are parenthesized 
uaie.i- each spot time. As an added service, they are also including the

m

In o.uer words, c 
bi.'t Added around

:ain machines will have a pack of cigarettes with a dollar 
, etc.

m

V.vm & clieit asks for >. suggested schedule on WHB's Saleabilities form , we 
in - including either the total number of adults reached or the total number of

pe.’-ceniajs lead chat VHB bar. over the second place, station. This is asterisked 
and explained on the aottom.

M

m

Ihe Koyai Castle hamburger chain bought two one-hour shows, 11pm - midnight
Friday and Saturday on i\ 26-week basis. They are stressing personality sell 
involving the dee jay s ad Libbing spots about how wonderful their hamburgers, 
frankfurters, etc. are and spotlighting a different store -manager each night.



While, in New Orleans recently I heard a spot for Rosenberg's Furniture Store 
consisting of dialogue between a newly wed couple and the furniture salesman. 
The gist of the spots is that., „ „ "Rosenberg"s stands behind everything they* sell; 
dinettes,, living and dining room furniture, and bedroom furniture, including 
the double b ed ," The couple stops the salesman at this point and they hold a 

whispered conversation after which they ask the salesman if it wouldn't be all 
right if Rosenberg's didn't stand behind the double bed.

One of our Minneapolis competitors is running a spot for a Chevrolet dealer. 
This is a small dealership soon to move into large new showrooms. The pitch 
is, „ „"Since we are a small location we could invite you to deal with the 
Twin Cities’ smallest Chevrolet dealership. Instead we invite you to deal with 
the smallest dealership today and save hundreds of dollars before we become 
a large dealership next month." Throughout the commercial they play up the 
words smallest and largest.

m

Another or our Minneapolis competitors is running a spot for a paint company 
with this approach. „ „ "if  you are going to paint, use Forman-Ford Paint. „ „ 
(pause) or hire a painter who d oes,"

m

Still another of our Minneapolis competitors has a campaign for the "Tower 
Apts, "  located in downtown Minneapolis, The approach is ,., , "Does you home 
have a swimming pool, Sauna Bath, air conditioning, a party room that can 
handle 50 people and underground parking?. „ „ . if not, move to the Towers 
where you will play more and pay less than you are now," This seems to be a 
very effective approach to the younger clientele,

###

WDGY is running a campaign for a Buick outfit around the line "it  only takes 
a minute to get a better deal at Berkle Buick."

m  •

One of our Minneapolis competitors is running an ear-catching campaign for 
the Metro Home Builders Assn,, to counter the bad impression people have of 
home loans at 6 1/2% interest. The spot involves dialogue between a husband 

and wife wherein the husband reminds the wife that the 1 1/2% carrying charges 
for monthly department store charge accounts are based on 1 1/2% per month 
or a total of 18%,
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KOMA has been running a schedule for an office supply company, on the "would
you believe approach, . » , „

Male: Tell me, agent 97», »would you believe it if I told you that the earliest
examples of caveman art were found in 25,000 BC?

Female: Yeah? W ell, you look a little prehistoric yourself! !

Male: Well then» »»would you believe that Turkish people never call themselves
"T u rk s"! In their language, "Turk" means "clown, "

Females Funny man! Well, would you believe it if l told you that Modern Office 
Supply handles all types of commercial printing in its own print shop? ? 
and has fast service? ? and ha3 been in operation for over 20 years? ?

Mi’e: Agent 97! ! ! That’ s a long operation! t

Feit^ie: Yeah! i Well, would you believe that Modern Office Supply has two
locations? Modern Office Supply, 714 Ncith Broadway and Midwest 
City Office Supply, 150i South Midwest Blvd, Call Central 2-4283 
for Oklahoma Cityi and Pershing 2-8618 in Midwest City,

Male: Agent 97 » .»  now tell me, „ .would you believe that Modern Office Supply
is the best office supply in the entire universe?

Female: 'sjah! ! !

Male: Would you believe in Oklahoma???

Female: Ye.Vi!!!

m

A Minneapolis station is running a campaign for a Chevrolet dealer using a
Santa Claus voice talking about Christmas in August with big discounts, etc» To
tie -  in this approach their newspaper ada have their salesmen dressed in
Santa Claus siits».

m

KXOK has presented an idea to two of the largest shopping centers in St. Louis, 
utilizing an excellent idea that v/ould enlist "Junior Astronauts" {5 to 15 years 
of age), It would be a 52-week promotion to get new members and parents into 
store locations to register. The big prize is a trip to Cape Kennedy to see an 
actual launching,

film
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Marlin Schiottman sen«; a letter to the Advertising Manager of a local 
theatre chain which may well flush out some additional business, The 
following is a copy of the letter, „, „

M r, Robert Miller 
Advertising Manager 
Mann Theatres 
16 North ?th St,
Minneapolis, Minnesota

Dear Bob:

I am well aware of the anxiety you people go through when trying to 
decide which theatre attractions to ¡advertise on which radio station 
formats. Maybe the following thoughts will assist you now and in the 
future.

The attraction that is in the forefront now is "D r, Zhivago," Since 
the picture opened, your thinking has been So not utilize the con
temporary/Top 40 audience Sh&t W DGY offers, (You did, hoxvever, 
run a light schedule with us for $120 in April about the time the 
attraction opened, )

In checking the current music play list (determined policy by requests 
and record sales!, or listeners have picked "Somewhere My L ove," 
the Dr, Zhivago theme music, as #23 E It would appear to me that 
since the WDGY audience prefers the picture’ s music (and hears it 
constantly on WDGY! they should be prime prospects for the sales 
message as to where the picture is playing,

I think the time is right for the good doctor to make a house call on 
the WDGY audience, don't you?

Cordially,

###



Here's a very dramatic way ci highlighting the WHB domination in She newest L.QR

By *^bU sh in z ar average quarter hour listening total for men, women, and teeae 
and chiv.,ea’ ¿ aal the Jaa-J fit-March Pulse U3R f»v individual ate turns on a ham “ 
IZ mid. b e . - , if- is a omvde matter to ba:r graph.the overall audience compoinUoia 
to each citation " This process can be carried .further into ago group« of men and 
wom««. Individi».i. to>ta in these classifications can he rounded out into unite- 
representing 500 H o le r s  without significa.ntly affecting tbs totals.

In a market the size ci Kansu* City, the feur competitive majors to WHB can be 
represented by a stack of about. 25 chips not exceeding 4 inches in height. ( The 
WHB stack has .83 chip; ana do approximately 10 inches in height, j

The breakdown for c.ne »ompetilive station {WDAFJ io an follows

From thin exsimjile it becomes quite easy to dram-siti.se the feet that over half 
»£ the station'» Listener s aie 50 or over by removing the 15 "5 0  & over" chips 
from the total of 29„ etc.

Chips should be glued togethvr or lisped together into units for easy handling in 
presentations. They can be carried around in their original box and easily be c*f 
up on s client's desk.

For use along with a station presentation« the nee ox poker chips allows good 
tie »in themes. ("Don't gamble a ilk your advertising dollar'*, "Young Uoasev*voe 
your blue chip customers'*, etc.)

KKC'K ran a campaign for a newl> remodeled Scar» stare wh 
in 592-3o They used music from tfc.3 1928 era to shew the stoj 
it up- io date with pop music to dramatise the modernisation-.

■Pilot S
urvev
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A local Dodge dealership is running a new twist to bolster sagging 
car sales. The come-on is that if you buy a new car now ;you can 
use your down payment or equity and have no payments to make in 
1966. The first monthly payment isnt due until 1967. The thing is, 
your car or downpayment must be at least $500 in cash or value.
So, if your trade-in car is worth $500, $200 of this is credited toward 
the down payment and the other $300 is used as the equivalent of six 
$50.00 monthly payments. Actually what a person is doing is giving 
the down payment, plus (in effect) pre-paying his first six monthly 
payments.

###

In conjunction with Sealy Mattress, WKB is running a "M id-W est Vacation 
Contest". Entry blanks are available at Sealy Mattress dealers or 
by writing to the station. The blanks include a map of a surrounding 
Bix^state area. Contestants send in names and addresses and are called 
by WHB after such clues as "W e have left Columbia, Missouri and are 
going 13 miles east on Hgwy 40 . . .  what city will we have reached? 
Contestants who answer these questions receive a small prize and must 
trace the entire trip on their maps. All of the correctly completed 
maps that are sent in are drawn from for a grand prize of a $6, 000. 
swimming pool.

M

A Kansas City paint dealer is using a quality approach which asks 
listeners why they paint their house every year when everyone knows 
a Sherwin-Williams paint job lasts for years.
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With the advent of cold weather housewives are forced to spend more time in 
their hemes in most of our cities. WDGY recently sold a schedule to the 
Cole Furnace Company using a number of weather capsules® during these time 
periods. This is a good reminder that there are other accounts that can be pushed 
inot the 9 a .m . to 3 p .m . time besides the usual food accounts.

###

If Lay’ s Potato Chips are not distributed in your area you might want to steal their 
excellent copy line - -  "Bet you can’t eat one. "  Obviously, the humor and the sales 
message comes home when the person sampling the product asks'for a second 
or in many cases demands a second one.

. m

"Get a honey of a deal at Morris Chevrolet and get a jar of honey when you test- 
drive the new Chevy. "

m

Following new car commercial,, the Tower Grove Bank runs a 10 second spot 
telling people who buy a new car to have the financing done by their bank. The 
client specifically bought it or all new car spots.

MM II lv ~,r iF

I ■

'

They are in the midst of formulating a presentation that might be the answer to 
peaching some of the big banking business that we m iss, let National Bank , of 
Minneapolis have spend hundreds of thousands of dollars establishing themselves 
as the "Answer Bank. "  With that in mind plus the importance of the people in 
the 18 to 24 age category, they are proposing for 1966 a central theme built around. 
"Young Adults Ask the Answ er."  For example, a question on tupes of banking 
accounts followed by the Answer Bank’ s reply. Other questions will touch upon 
auto financing, installment loans, trust funds, etc.

W  .

They pitched a retailer of fireplace and barbecue equipment £F ore aha w) an idea 
to sponsor weather reports to be called, "The Foreshaw F orecast," St’ s either 
time to light the charcoal or the fireplace.

m

&

They have come up with an idea to merchandise for a product account that ties in 
with a phone fun -tenst. Give the numb© r to call and the explanation of the game. Thon 
they play the client*» commercial. When it finish«», they take the contp&tant on 
the phone on-the-air. In the small talk they ask about the clients product, such as, 
"Have you tried ? "  K the answer is "N o ", "go ahead, you will probably like
i t . "  This idea, sold M rs. Clark’ s Bakery on WTIX,

L m
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'"Heritage Lending Fund" capitalises on the impersonal attitude of large banks 
and the oversell ©£ loan sharks« Their copy claims they have a new personal 
atmosphere with friendly credit interviewers« A lso, a discount is given to those 
who make their payments on or before due date«

m

WDGY is currently packaging their late evening features in this manner: One 
feature (¡weather, headlines or sports) per hour from 9:00 PM to 1:00 AM 7 nights 
a week. They require at 13-week contract, which givea them a better chance to 
perform for a limited budget client«

m i

"Win Wdhba"s Wardrobe". Each hour Dale Wehba mentions a garment on his show 
- -  for instance, a green sport coat, light blue slacks, etc. At the end of the 
promotion, the person sending in a postcard or letter with all of the wardrobe items 
he has mentioned, wins the wardrobe.

m

Here's one that was used very effectively in Minneapolis several years ago,, It 
works best for a savings and loan association, or bank. Selling a schedule on a 
specific DJ's show, ©r shows, have the client give the D-I one share of stock in 
the company. The DJ tags his commercials with, "Go in and see them and if they 
don't trqat you right, call m o .. „because I’m a stockholder in that organisation."

m

This spot was pitched to "Century Insurance" in Minneapolis. They seem to bo very 
enthused about it, and you may crack a pretty good radio budget out of it. Here's 
a sample spot:

ANNC'R /COLD: SENTRY INSURANCE „ .S E N T R Y , . ,  SENTRY INSURANCE
AND WDGY WANT TO KNOW. „ .ARE YOU A SAVE DRIVER? 
ANSWER THE FOLLOWING DRIVER’S QUIZ CORRECTLY, AND 
YOU MAY WIN A $25 SAVINGS BOND!

ANNCR 2 /SLIGHT ECHO/CONFIDENTIAL:
TlfiSllS DRIVERS"OUlZ NUMBER S„

SOUND OF CAR MOTOR

ANNCR/OVER: YOU'RE DRIVING AT NIGHT. ANOTHER CAR APPROACHES
WITH BRIGHT LIGHTS ON. IN ORDER TO GET HEM TO DIM 
HIS LIGHTS. „„AND TEACH . HIM A LESSON, YOU FLICK 
YOUR BRIGHT LIGHTS BACK ON!

. £ '
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O
ANNCR 2: ANSWER TRUE OR FALS £  ON A CARD-. .  AND MAIL TO 

DRIVER'S QUIZ NUMBER 8. OUR PICK OF THE CORRECT 
ENTRY WINS SENTRY INSURANCE COMPANY'S SAFE DRIVER'S 
AWARD OF A $25 SAVINGS BOND!! WRITE TRUE OR FALSE 
PLUS YOUR NAME AND ADDRESS,„ „ AND MAIL TO DRIVER'S 
QUIZ NUMBER 3, WDGY. MINNEAPOLIS 20.

m

"The Mountain of 7 -U p ," We have propoposed to the 7-Up people a Saturday
campaign wherein we will have a disc jockey at one of the largest markets in the

The DJ will be ©n top of the cases, "The Mountain of 7 -U p ", and will do 10 to 
12 remote broadcasts during the day with the pitch "P lease help get me down -  -  
I can't get down until all this 7-Up is gone", etc.

They report that KSD Radi© is running a campaign for Manufacturers Bank 
and Trust Company with the theme that savings interest is compounded monthly 
and an interest check mailed to the depositor. Copy reads "Like having another 
job - -  another check each month,"

The Centennial State Bank oi Kansas City is running a "See Yourself on T V" 
campaign. The gimmick is that a person can drive in to the bank and is pictured 
on closed circuit TV with his image flashed on a screen near to his car. The 
image of the bank teller appears next to him. Hence, he can see himself , 
"acting on T V ".

The First Federal Savings and Loan Association uses Che approach "8004 branches 
to serve you - - -  (8, 000 are m ailboxes — bank by m ail),"

A local loan, company is using a cash register sound effect with the opening 
catch line "How much money do you need today*?"

The WDGY sales staff is now pitching the idea of buying o newscast strip for 
automotive dealers. , „one drive »time newscast per day for 13 weeks to cover the 
fall "clean-up". Once each month the client i3 encouraged to add a blitz of 40
spots in three days to capitalize on the built-in newscast exposure-

area and have cases of 7 - Up stacked in one area from floor almost to ceiling.

m

m

m
o
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G There is a campaign in St„ Louis for tho Automobile Club oi Missouri using the 
''fear" approach and pitched primarily at women«««"Nothing more lonely than 
a woman at night with car trouble, etc«"

##«

There is a radio campaign on in Minneapolis for the L i‘ l General Food Stores 
(like 7=11, Pak-a-Ssk, e tc ., with 14 locations]! laying on the approach« „ „ "W e are 
open when you need us -  365 days a year, 7:00 am -  11: 00 prn.

/
im  '

They are currently running a campaign for "Fence M asters" on WQAM. Client 
liked the copy so much he bought a 12®week campaign. Here are the spots they 
are UGing..« ,

eso

#i
#2

#1
#2

#1
n

n

n
#2

#1

Sell- a fence on radio?
Yeah, Bep, Fence Masters Inc„ here in Miami have hundreds of 
different types of fences.
Maybe you ought to play up the angle o f , , ,
Beauty! Like the Fence Master handsome Gothic pointed cypress 
fences.
Uh huh« „ „but maybe you ought to hit the angle, „
Sure! Privacy and safety. Like the colors bond chain link fences. „ 
perfect for enclosing your pool« The mix *n match frontier fence« „ 
an attractive patio addition that offers complete privacy!
But you should mention. „
Cost! Why0 Fence Masters fences are priced so lo w ,, „ anyone 
can afford one.
How about« „. ’
The address« , „of course. Fence Masters Inc„, 7101 N1V 69th Ave. 
Miami. „Fence Masters in the yellow pages, „. and one tiling is free

in

the estimate« „.Phone 885=1446. That should do it. 
know how' to thank you for all your help.
Don't mention it. »

Gee, I don't

f i  .

0 1 
#2
¿‘ 1

n
in

n
in

/>‘T ■' s.\

l got this problem see.
Sell a carport on radio?
Sure! Why didn't I think of that, „it's not only a carport but a poolside 
shade screen, a patio cover, a utility shelter, a handsome coyer for 
your boat.
But you ought to. „ „ „
Oh I wasn't going to forgot that! You can got the floxaluija portiko 
aluminum carport and patio cover at Fence Masters Inc. right here in 
Miami«
I tbi nk you ought to „ „.
You're absolutely a genius. The cost is amazingly low. „ „and the 
portiko is so durable, so near maintenance-free.', „that yAu'Khvc'i'.

¿tv,* / v ; t k c u v .
fl1.!-.:



SALES
. i ’ , ’ .I

#E Yeah, but don't neglect,„
61 Never! The portiko aluminum carport and patio cover at 

Fence Masters, lac., , „ „ „'visit the warehouse, 7101 NVv
69th Avenue in Miami, or phone for brochure, 335-1446. „Fence 
M asters! Aren't you the same fellow that helped me sell fences 
on radio!

62 Don’ t mention it.

m

KOMA has sold a local Kawasaki dealer a campaign using this spot.,

Guy:
Girl:
Buy:

Girl:
Guy:

Girl:'
Guy:

Girl:
Guy:
G irl:-
Tapo:
Guy:

Hey get a load of my new Kawasaki.
Kaza-Rocky? ?
No, stupid! Kawasaki!! Mine's l Kawasaki-653! The biggest, 
fastest, most powerful Japanese-built motorcycle.
What are ya„ „ „a commercial?
No f I'm  just trying to tell you about ray new Kawasaki from  
Cycle World, it ’ s great!
What? The Matsa-Frocky or Cycle World??
Well, both' Cycle World sold me tins new Kawasaki for no 
money down, and I’ve financed it for up to 36 months. Why 
Cycle World even sold me my helmet, goggles & mirrors. 
They're required by law you know! Phis, I have the special 
6 mos„ or 6, 000 miles warranty.
Yeah! Well, X kinda dig your new Rotza-Krawzy»
Liston, if you can't say it. „. sing it.
Ya mean like:
(Kawasaki, Kawasaid. „„ Cycle World)
Hey„ „ „that’ s pretty good for a girl who can’t even say D rog-A- 
Fraughtzy.

M

A new automobile dealership in Kansas City has just opened and is Lying on the line 
"Wilmuth Buick » Kansas City’ s youngest auto dealership," They stiess all the 
positive things that youth implies.

m

A St. Louis .station is running a campaign for the First National Bank of St. Louis 
admonishing everyone to beware of a most dangerous character around. He is thin 
and only six inches high and is known as NIB BLE-DE-BUCK. He sneaks into 
your pocket, etc. „ „ and you can fight him by going to the First National Bank and 
utilizing thoir savings certificates.

m

U«H'
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A Minneapolis station is running a campaign for Bridgeman ice Cream stores.
They are specialising in the old soda fountain approach and are using a straight 
voice spot to this effect: "Have you ever seen a sidewalk superintendent watch’ 
a building go up bit by bit and finally seeing the project finished? If do, you should 
visit your nearest Bridgeman location and watch them build a Cherry . soda."
The announcer then goes on to describe every delicious s te p ,., the syrup, the 
fizz, ice cream, whipped cream and cherry,

###

KOMA is running a campaign for a local restaurant . laying on the word, "toofer" 
which is a word coined by someone in New York fora plan on selling Broadway 
musical tickets on a two for the price of one basis. The KOMA copy went like 
this.

O

If you're long on- appetite, and short on money. „. we've got a word from  
Mister Ed's Restaurant that should perk you upl ] ! And that word is 
"TO O FER "!J If you're not familiar with the word "TO O FER ", we're 
not surprised! We just made it up for this com m ercial,, .but here’ s what 
we want it to mean: This Wednesday evening, at Mister Ed’ s Restaurant, 
6001 North May Avenue. „ .when one member of a family or group buys a 
meal, one other member can have a meal of like value, "ABSOLUTELY  
FREE. "

m

In conjunction with an exclusive men’ s and women’ s clothing store with four 
suburban locations, KXOK pitched a "Teen Bulletin Board,," Activities can 
be registered at any store location and the items are used seven times a day 
in conjunction with the Boyd spots. Client would devote 3 0 -seconds of the minute 
to mentions of activities and 30-aeconds to the commercial pitch,

m

o c

A small shopping center with only seven stores was pitched and sold on the idea-  
of using radio instead of neighborhood newspaper. This would enable them to 
make a big splash for one weekend rather than spending the money off on small 
copy ads.

MU

Taking advantage of Don Adams8 "would you believe" XT5X came up with this 
approach for Dick Bohn Ford. They used a "Would you take" approach, "Would 
you take $100, „, would you take $200. „ .would you take $300 .. , well, would you 
take $400? Yea, that8s right, $400 is the least you will receive on any car in 
any condition if you trade this week on any new *66 Dick Bohn Ford in stocko

/tils
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With the advent of cold weather housewives are forced to spend more time in 
their hemes in most of our cities« WDGY recently sold a schedule to the 
Cole Furnace Company using a number of weather capsules during these time 
periods. This is a good reminder that there are other accounts that can be pushed 
inot the 9 a .m . to 3 p .m . time besides the usual food accounts.

###

If Lay's Potato Chips are not distributed in your area you might want to steal their 
excellent copy line »<* "Bet you can't eat one. "  Obviously, the humor and the sales 
message comes home when the person sampling the product asks'for a second 
or in many cases demands a second one.

"Get a honey of a deal at Morris Chevrolet and get a jar of honey when you test- 
drive the new Chevy. "

m

Following new car commercial,, the Tower Grove Bank runs a 10 second spot 
telling people who buy a new car to have the financing done by their bank. The 
client specifically bought it or all new car spots.

HJiJttrvv

They are in the midst of formulating a presentation that might be the answer to 
reaching some of the big banking business that we m iss. 1st National Bank. of 
Minneapolis have spend hundreds of thousands of dollars establishing themselves 
as the "Answer Bank. "  With that in mind plus the importance of the people in 
the 13 to 24 age category, they are proposing for 1966 a central theme built around 
"Young Adults Ask the Answer, "  For example, a question on tupes of banking 
accounts followed by the Answer Bank's reply. Other questions will touch upon 
auto financing, installment loans, trust funds, etc.

If W1l

They pitched a retailer of fireplace and barbecue equipment (F ore aha w) an idea 
to sponsor weather reports to be called, "The Foreshow F orecast," It's either 
time to light the charcoal or the fireplace.

m

They have come up with an idea to merchandise for a product account that ties in 
with a phone fun-test. Give the number to call and the explanation of the game. Then 
they play the client’ s commercial. When it finishes, they take the contestant on 
the phone on-the-air. In the small talk they ask about the clients product, such as, 
"Have you tried ? "  If the answer is "N o ", "go ahead, you will probably like
i t . "  This idea, sold M rs, Clark's Bakery on V/TIX.

m
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“Heritage Lending Fund" capitalises on the impersonal attitude of large banks 
and the oversell ©£ loan sharks» Their copy claims they have a new personal 
atmosphere with friendly credit interviewers» Also, a discount is given t© those 
who make their payments on ©r before due date»

m

WDGY is cui'rently packaging their late evening features in this manner: One 
feature (weather, headlines or sports) per hour from 9:00 PM to 1:00 AM 7 nights 
a week» They require at 13-week contract, which givea them a better chance to 
perform for a limited budget client»

m

"W in Wdhba"e Wardrobe"» Each hour Dale Wehba mentions a garment on feia show 
- -  for instance, a green sport coat, light blue slacks, etc» At the end of the 
promotion, the person sending in a postcard or letter with all of the wardrobe items 
he has mentioned, wins the wardrobe»

m

Here’s one that was used vary effectively in Minneapolis several years ago.. It 
works best for a savings and loan association, ©x bank. Selling a schedule on a 
specific DJ“n show, ©r shows, have the client give the DJ ©ae share of stock in 
the company» The DJ tags his commercials with, "Go in and see them and if they 
don’t treat you right, call m e»»„because I'm a stockholder in that organisation» "

m

This spot was pitched to "Century Insurance" in Minneapolis» They seem to be very 
enthused about it, and you may crack a pretty good radio budget out of it» Here's 
a sample spot:

ANNCR /COLD: SENTRY INSURANCE» » S E N T R Y ,.»  SENTRY INSURANCE
AND WDGY1 WANT TO KNOW. „»ARE YOU A SAVE DRIVER ? 
ANSWER THE FOLLOWING DRIVER’S QUIZ CORRECTLY. AND 
YOU MAY WIN A $25 SAVINGS BOND i

ANNCR 2 /SLIGHT ECHO/CONFIDENT IAL:
THSSlS~bHn^TRSTJUlZ NUMBER 8»

SOUND OF CAR MOTOR

ANNCR/OVER: YOU'RE DRIVING AT NIGHT» ANOTHER CAR APPROACHES
WITH BRIGHT LIGHTS ON» IN ORDER TO GET HIM TO DIM 
HIS LIGHTS,. „„AND TEACH HIM A LESSON, YOU FLICK 
YOUR BRIGHT LIGHTS BACK ON!
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ELECTRONIC TONES/BEEPS/ETC

ANNCR 2: ' ANSWER TRUE OR FALS £  ON A CARD,. .  AND MAIL 7 0
DRIVER'S QUIZ NUMBER 8, OUR PICK OF THE CORRECT 
ENTRY WINS SENTRY INSURANCE COMPANY'S SAFE DRIVER’S 
AWARD OF A  $25 SAVINGS BOND! J WRITE TRUE OR FALSE 
PLUS YOUR NAME AND ADDRESS,. . AND MAIL TO DRIVER'S 
QUIZ NUMBER 8, WDGY, MINNEAPOLIS 20,

"The Mountain of 7-Up,'* We have propoposed to the 7-Up people a Saturday 
campaign wherein we will have a disc jockey at one of the largest markets in the 
area and have cases o£ 7 - Up stacked in one area from floor almost to ceiling. 
The DJ will be ©n top of the tosses, "The Mountain of 7 -U p ", and will do 10 to 
12 remote broadcasts during the-day with the pitch "P lease help gat me down -  -  
I can't get down until all this ?=Up is gone", etc,

m
)
They report that KSD Radi© is running a campaign for Manufacturers Bank 
and T rust Company with the theme that savings interest is compounded monthly 
and an interest check mailed to tile depositor. Copy reads "Like having another 
job -  = another check each month,,"

m

The Centennial State Bank of Kansas City is running a "See Yourself on T V" 
campaign. The gimmick is that a person can drive in t© the bank and is pictured 
on closed circuit TV with his image flashed on a screen near to his car, The 
image of the bank teller appears next to him. Hence, he can see himself 
"acting on T V ",

k
m

The First Federal Savings and Loan Association uses the approach "8004 branches 
to serve you - - -  (3, COO are mail'boxes — bank by m ail),"

m

A local Loan company is using a cash register sound effect with the opening 
catch line "Kow much money do you need today*?"

m

The WDGY sales staff is now pitching the idea of buying a newscast strip for 
automotive dealers, „ „ one drive »time newscast per day for 13 weeks to cover the 
fall "clean-up". Once each month the client is encouraged t© add a blitz of 40
spots in three days to capitalize on the built-in newscast exposure.
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There is a campaign in St, Louis for the Automobile Club oi Missouri using the 
"fea r” approach and pitched primarily at women, „ ."Nothing more lonely than
a woman at night with car trouble, etc.

m

There is a radio campaign on in Minneapolis £ or the L i'l General Food Stores 
(like 7 -11 , Pak-a-Sak, e tc ,, with 14 locations) laying on the approach.. .  "W e are 
open when you need us -  365 days a year, 7:00 am -  11: 00 pm.

/
m  ■

They are currently running a campaign for "Fence M asters" on \VQ7*M„ Client 
liked the copy so much he bought a 12-week campaign. Here are the spots they 
are using, „ , ,

#1 Sell' a fence on radio?
#2 Yeah, sep, Fence Masters Ins. here in Miami have hundreds of 

different types of fences.
#1 Maybe you ought to play up the angle o f , , „
#2 Beauty! Bike the Fence Master handsome Gothic pointed cypress 

fences,
#1 Uh huh.. ,but maybe you ought to Mi the angle, „
#2 Sure! Privacy and safety. Like the color“bond chain link fences,, 

perfect for enclosing your pool. The min "n match frontier fence., 
an attractive patio addition that offers complete privacy!

#1 But you should mention,.
#2 Cost! 'Why, Fence Masters fences are priced so lo w ,, ,  anyone 

can afford one,
#1 How about.. „
#2 , The a d d r e s s ,o f  course. Fence Masters In c ., 7101 NW 69th Ave„ in 

Miami. .Fence Masters in the yellow pages, „. and one tiling is free -  
the estim ate,. .Phone 035-1446. That should do it. Gee, I don't 
know how to thank you for all your help.

# I Don't mention it.

I got this problem see.
Sell a carport on radio?
Sure! Why didn’ t I think of that, „it's not only a carport but a poolside 
shade screen, a patio cover, a utility shelter, a handsome cover for 
your boat,
But you ought to. „ „ „ i
Oh I wasn't going to forget that! You can get the flexalum portiko
aluminum carport and patio cover at Fence Masters Inc 
Miami.
I tbi hk you ought to „ . ,
You're absolutely a genius. The cost is amazingly low.
portiko is so durable, so near maintenance-free.', that 
V’y-V '-V-. W ’..'c uV S-V-CUl. >1

right here in

,1 o and t*he 
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#2

Yeahs but don'i neglect,, .
Never! The porfciko aluminum carport and patio cover at 
Fence Masters, Inc, , . ,  „ visit the warehouse, 7101 NW 
69th Avenue in Miami, or phone for brochure, 855“ 1446, . Fence 
M asters! Aren't you the same fellow that helped me sell fences 
on radio!
Don't mention it.

KOMA has sold a local Kawasaki dealer a campaign using this spot, „„

Guy: Key get a load of roy new Kawasaki,
Girl: Kaza-Rocky? ?
Buy: No, stupid! Kawasaki!! Mine's a Kawasaki-653! The biggest,

fastest, most powerful Japanese» built motorcycle.
Girl: What are ya, ,„ a commercial?
Guy: No ! I'm  just trying to tell you about my new Kawasaki from

Cycle World, it's  great!
Girl:' What? The Matza-Frocky or Cycle World??
Guy: Well, both' Cycle World sold me tins new Kawasaki for no

money down, and I've financed it for up to 36 months. Why 
Cycle World even sold ma my helmet, goggles & mirrors. 
They're required by law you know! Pius, I have the special 
6 mos, or 6, 000 miles warranty.

Girl: Yeah! Well, X kinda dig your new Rotza-Krawzy,
Guy: Listen, if you can't say it, „, sing it.
G irl:- Ya mean like:
Tape: {Kawasaki, Kawasaki, „„ Cycle World)
Guy: Hey. „ „that's pretty good for a girl who can't even say D rog-A-

F raughtzy,

m

A new automobile dealership in Kansas City has just opened and is Lying on the line 
"Wilmuth Buick ~ Kansas City's youngest auto dealership," They stiees all the 
positive things that youth implies.

m

A St. Louis station is running a campaign for the First National Bank of St, Louis 
admonishing everyone to beware of a most dangerous character around. Tie is thin 
and only six inches high and is known as NIBBLE-DE-BUCK, He sneaks into 
your pocket, etc. „ . and you can fight him by going to the First National Bank and 
utilizing their savings certificates,

m
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A Minneapolis station is running a campaign for Byidgexnaa ice Cream stores.
They are specialising in the old soda fountain approach and are using a straight 
voice spot to this effect: "Have you ever seen a sidewalk superintendent watch' 
a building go up bit by bit and finally seeing the project finished? If oo, you should 
visit your nearest Eridgeman location and watch them build a Cherry . soda."
The announcer then goes on to describe every delicious step, „.the syrup, the 
fizz, ice cream,' whipped cream and cherry.

MU

KOMA is running a campaign far a local restaurant . laying on the word, "toofer" 
which is a word coined by someone in New York fora plan on selling Broadway 
musical tickets on a two for the price of one basis. The KOMA copy went like 
this.

If you're long on appetite, and short on money. „. we've got a word from 
Mister Ed's Restaurant that ehould perk you u p !! ! And that word is 
"T O O F E R "!! If you're not familiar* with the word "TO O FER ", we're 
not surprised! We just made it up for this commercial. „ „but here’ s what 
we want if to mean: This Wednesday evening, at Mister Ed’ s Restaurant, 
6001 North May Avenue. „ „ when one member of a family or group buys a 
meal, one other member can. have a meal of like value, "ABSOLUTELY  
F R E E ."

m

In conjunction with an exclusive men's and women’ s clothing store with four 
suburban locations, KXGK pitched a "Teen Bulletin Board." Activities can 
be registered at any store location and the items are used seven times a day 
in conjunction with the Boyd spots. Client would devote 30= seconds of the minute 
to mentions of activities and 30-aeconds to the commercial pitch.

m

A small shopping center with only seven stores was pitched and sold on the idea-  
of using radio instead of neighborhood newspaper. This would enable them to 
make a big splash for one weekend rather than spending the money off on small 
copy ado.

MU
■

Taking advantage of Don Adams“ "would you believe" XTXX came up With thin 
approach for Dick Bohn Ford. They used a "Would you take" approach. "Would 
you take $100. „. would you take $200. „ „would you take $300. „ „ well, would you 
take $400? Yes, that's right, $400 is the least you will receive on any car in 
any condition if you trade this week on any new ’ 66 Dick Bohn Ford in stock,

MU
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KDWB is working through a local department store with a new request gimmick.
The store has a battery of request phones which shoppers can pick up with a 
direct line to the radio station. Their voices are played back the fallowing day.
If you hear your voice on the air and call in. you win a record. Thii.' also makes 
you eligible to later win various merchandise prizes from the departs.-;eat stores 
Also, if dona right it might be something to help bolster the housewife times during 
the day.

m

KOIviA has a promotion wherein they ask teenagers to write the station and 
send the menu for their favorite Sunday dinner.- A local restaurant prepares the 
Sunday dinner for the winning family each week, cooking exactly what they ask 
for . As a point of information 1 am wondering why the copy was. slanted to only 
the "  teeiviger" . It -would.seem to me that this contest is stronger for grown~up3 
than it would be for teenagers. But the point I would like to make is that I don't 
think it is wise to ever pointedly pitch any contest to teenagers. You can accompliih 
the same thing by-not mentioning either teenagers or grown-ups in the spotp„

JAJU.lv vtr

WQAM is running a spot for "House and Garden Furniture Store" which opens 
with jungle sounds and drums. The copy theme is that this furniture store is NOT 
a jungle,

m

Tied in a cheerleading contest with a-iocal shopping center, with contestants 
being cheerleaders, from the sis schools located in the center's area. Contest 
was held on a.Saturday afternoon and over 3,000 people showed up. The winning, 
team recorded an original cheer that will be used from time to time, on our 
evening show.

m

KXOK presented the two Watkins Standard Gil stations in St. Louis a commercial 
idèa built around the "country boy" image of the dealer. Instead of using the 
client on his own commercials, they used on of their own air men speaking in 
broken phrases and clearing his throat in the middle of the commercials. The 
commercials end.. „ "I f  you aren't interested in buying tires just’eome on in 
and sit a spell."

m

The Badge dealers of greater Kansas City have bought a saturation newscast plan 
to clear out all the ’65re and make room for tho '6 6 's. The produced spots roVolvo 
around the line "running up the while flag of surrender on *65 p rices ."



"The Lucky Seven Sale", A local auto dealer gives a case o£ 7-Up with £aefeA 
new car sold - -  two 6-packs for used cars — and samples of 7 -Up for corning 
by.

For those o£ you who have Kinney Shoe Stores in your area» this idea may help 
you out. Each year,, Kinney requests a contest ©n the station to make people 
aware of properly fitting shoes. Last year, WDGY invited listeners to guess the 
correct shoe sise of ail the disc jockeys. The winner received a yea^a supply 
of shoe,, free, A good mail gimmick, if you make it cuite,

m

De-Xadc Laundry and cleaners has been a big newspaper advertiser in Kaauae City 
and very big on cup on deals, Wa proposed a radio cupon which would still be 
placed in the newspaper, but in such a way that only WHB listeners could ta'ce 
advantage of it. The client has hshown considerable interest and will keep you 
posted ©n the results of this particular campaign, if they buy it,

m

Everyone is ©a the "T ig er" kick, and City National Bank in Kansas City hi a corns 
up with a twist cn the "Tiger in Your Tank "slogan. They call it "Tiger in '7 out  Bank" 
— "Put your Kitty in City ■ Nations!"

Wtf

Rudy Fick Ford has bought all newscasts on Sunday, with a view toward getting 
homecomers from lakes and resort areas. Schedule is producing good result?..

m

They are running a "Would You Believe it" campaign on KOMA* They give a Ripby 
"Believe it Or Not" along with a fact about the advertiser. They report it edds gr at 
believe-ability to the commercials«.

###

WQAM has a campaign for Colonial Pontiac built around the tag-line "Whera 
everything is new but the name,11

m

WHB sold this promo (Back to school) to a local shopping center. After having 
established the purchase for the Merchant’ s Association, they then advanced the idea 
of individual merchants buying separate schedules. The Merchant’ s Association paid 
half — the Merchants paid half, thereby doubling the entire purchase for the promo,

.
m
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W1 DC has proposed a numbered sweepstakes to a construction company with two 
subdivisions in nearby suburbs, A local direct mail agency would issue 100, 000 
high quality numbered leaflets, T hese would explain the contest on one side and 
include a number, 1 to 100, GCsG, The oilier side would tell about the merits of 
the homes foi- sale. These leaflets would be hand--carried into the middle and 
low income home areas and apartment complexes. People would have 2 to 3 weeks to 
drive out to either subdivision and chedk the leaflets for a winning number. Prises 
would vary from small appliances to a color TV7, etc. Many small pvizes would 
be posted. Then whether or not you won a small prise, you would still, be eligible 
t© compete for the grand prize by registering your name and address, V/TIX will 
be used as the backbone for the promotion.

M *

5
O

1 saw a bank ad in last week's "Advertising Age" which might be the basis for a 
good Bales, pitch, It’ s for the First National Bank of Clayton, Mo, It starts out 
"When your coins have, lest their silver, we will love them just the sam e," The 
body, copy reads "So don't ■ fret because Uncle Sam is going to drain the silver 
from your nickels, dim.es and quarters, Sven if the mint turns out 10$ pieces 
of tin or quarters of quarts » -  or even 50$ pieces of feathers, jdst as long as 
they're the coin of the realm the welcome mat will always be out here as it is 
for the coins you are using now. In.the meantime bear in mind that we're continuing 
to accept the old-fashioned silver-laden coins .and crediting them to your savings 
and checking accounts. Yea, and guarding them with our customary fervor for 
safety -*» until the new ones come along, rXeep in step with the bank that's in step 
with the tim es,"

m
Cohen’s Furniture Store, "A ll  right, ladies, time for Dr, Cohen's exercises. 
First you bend down on your hands and knees. Now touch the floor with your 
nose. Oh, oh - -  that carpet looks worn and thin," Then the spot dgoes into hard 
sell on Cohen’ s carpet sale,

m

Hawes - Knotts Rambler, The whole campaign revolves around the fact that 
H-K is the "yea " dealer. All spots feature a sales pitch in which the dealer is 
heard throughout, along with the announcer. But the only word the dealer ever 
says is "y e s , "  The rest of tile spot is straight pitch,

ffitrr

K W K ’ia St, Louis has a tire dealer spot in which the dealer promises "fla ts" 
fixed free "  for 'the life of the tire.

JiiW



3a order to get prospective customers to go home after looking at a new car, 
rather than shopping around for a better deal» a local Chevrolet dealer ia giving 
a half-gallon ©f ice cream just for looking. Customers must take the ice cream 
home before it melts. This sounds like a very good gimmick

• i- JUI.V.Wli-tf

The ’ ’Mobile Mystery Mustang’’Each month for three months,, the Mobil dealers 
give away a ’ 65 Mustang. Each day a Mobil salesman drives a Mustang to Mobil 
stations he services. He calls KXQK and gives clues as to where he is. The 
first listener to-drive hi within &3© seconds gets a $5.00 certificate for Mobile 
products. The salesman also mentions that the listeners should go to any Mobile 
dealer and register to win a Mustang.K

m

i noticed an ad in MAC this Week for Qantas Airlines. Their copy approach goes 
"For $79S. 00 you. can buy 338 cartons of cigarettor, or you can fly Qantas to 
Cairo, e tc ." This seems to me a good approach in pricing big ticket items.

# «

Sold a heavy schedule of spots to Del»?: Cleaners and LaundererS, all to run on 
Monday and Tuesday, traditionally light days. Client offers half-price deal on 
all shirt laundry ©n these iw© days. Ths copy lino invites housewives to gather up all 
the shirts in the house and "get them to De\ivz right away. Be sure to mention 
WKB and every second shirt will be clone fr e e ."

m

Sold, a package ax 50 ROS five-minute newscasts to a chain of drive-in hamburger 
stands. Newscasts are scheduled on the weekend when potential traffic is highest.
In a highly competitive field, five-minute newscasts with open and closing billboard» - 
plus two commercials in news gives client opportunity t© promote 22 different 
locations in rotation on ©pen and close, sell quality hamburger story in minute 
commercial, and sell special weekend price offer in 20- second commercial,

m

KXOK reports a clever campaign for Southwestern Beli Telephone to got greater 
use oi new phonebooks and cut down the number of calls to "Inform ation.”
Spot has banjo opening interrupted by gunshots, broken strings and an irate 
producer. The announcer then suggests that during the interruption the listener 
phone a friend and "Entertain yourself! You phone faster when you know the number, 
It's ia the book".

m

"A  car dealer ia suburban St, 'Charles was pitched the pilot in a series of 
commercials using humor to carry the theme ’ Why drive all the way to St, Louis 
when you can get a better deal end service right here at hornei?’ First: spot used 
herd of stampeding elephants for effect."



KXOK proposed to major appliance dealer with 5 or IQ locations» a campaign 
around a giant character (a la Mr» Clean) called "Mighty Miscraziy" (name of 
appliance dealer}» He shakes the ground when he walks» radiates bigness» 
greatness»'with mighty low-prices» mighty easy terms» mighty big value®; mighty 
close to you» ate, ' ., .

m

This was brought up at the Manager's meeting in Omaha» but we never did get 
& complete run-down on it. They ran a "Sports Salute" sponsored by Grain Belt 
Beer, Each day, Monday thru Friday they announced the name of an. "amateur "  
sportsman or woman with a brief redcap ©x their accomplishments. Cvi Saturday 
and. Sunday they announced the winner ©f the wsek« The weekly winner received 
an attractive wall plague on behalf of WDGY and Grain Belt Beer, recognising 
their* contribution to amateur sports. Grain Belt Beer, bought 43 Sports Ccoreboarda 
The daily nominations are incorporated in the promos. The client received a copy 
©f the list of all nominees and weekly winners» and every eight weeks gave a banquet 
for the weekly winners - of plaques. This promotion gets quite a bit of good free 
publicity in the local area papers.

m

KXOK reports a competitor spot for Berta mattresses using two vices and 
announces their Phantom listener, J’t is very smooth sell an what a high-type 
mattress it is and the listener's voice says "if  he claims on $39.95» I'll d ie".
The announcer then cays "priced only $ 3 9 .9 5 ."  Listener says "Oh boy, if he 
offers a 30-night fees homo trial» that's i t ! "  Announcer says "And if you don't 
believe me» try the 30-night free home trial"» etc, ,

KOMA ye per is a new car dealer has hia daughter doing the spots. The pitch is 
"Dad would like to give a way the cars» but Mother won't let h im ," This is 
old» but always very effective,

'* - m

'it's called ".Auto-Sallerania»"  A local organisation has arranged for use af. a local 
drive-in theatre on a Sunday afternoon. Spots on WHB invite the public to show 
up with cars they want to sell. For a fee» they allow prospective sellers to display 
their cars in the theatre apace during the afternoon. Spots also invite prospective 
car buyers to show up for direct seller»to-buyer deals.



KDWB is working through a local department store with a new request gimmick. 
Ihe store has a battery of request phones which shoppers can pick up with a
direct line to the radio station. rI heir voices are played back the fallowing clay.
If you hear your voice on the air and call in, you win a record. Thii» also makes 
you eligible to later win various merchandise prizes from the department stores 
Also, if dona right it might be something to help bolster the housewife times during 
the day.

KOMA has a promotion wherein they ask teens gore to write the station and 
send the menu for their favorite Sunday cUnnnxv A )m «| ¡restaurant pamfrvwen* h 
Sunday dinner for the winning family each week, cooking exactly what they auk 
for . As a point of information I am wondering why the copy was, slanted to only 
the "  teenager" . It would .seem to me that this contest is stronger for grown-ups 
than it would be for teenagers. But the point X would like to make is that I don't 
think it is wise to ever pointedly pitch any contest to teenagers. You can accompliih 
the same thing by-not mentioning either teenagers or grown-ups in the epotp.

m

WQAM is running a spot for ' ‘House and Garden Furniture Store" which opens 
with jungle sounds and drums, The copy theme is that this furniture store is NOT 
a jungle.

m

Tied in a cheerleading contest with a iocal shopping center, with contestants 
being cheerleaders, from the sis schools located in the center's area. Contest 
was held on a .Saturday afternoon and over 3,000 people showed up. The winning, 
team recorded an original cheer that will fee used from time to time on our 
evening show. ,

m

KXQK presented the two Watkins Standard Oil stations in St. Louis a commercial 
idea built around the "country boy" image of the dealer. Instead of using the 
client on his own commercials, they used on of their own air men speaking in 
broken phrases arid clearing his throat in the middlo of the commercials. The 
commercials end.. . " I f  you aren't interested in buying tires just'come on in 
and sit. a spell."

m
The Lodge dealers of greater Kansas City have bought a saturation newscast plait 
to clear out all the !65'e and make room for the ' 66' a. The produced spots revolve 
around the line "running up the while flag of surrender on *65 p rices ."
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"The Lucky Seven Sale"» A local auto dealer gives s. case of 7-Up with $aebA 
new car sold -■» two ¿»packs for used cars — and ¡samples of 7=Up for corning 'X .
by.

m

For those of you who have Kinney Shoe Stores in your area» this idea may help 
you out, Each year, Kinney requests a contest ©n the station to make people 
aware of properly fitting shoes. Last year,, WDGY invited listeners to guess the 
correct shoe size of all the disc jockeys. The winner received a yearns supply 
of shoe. „ free, A good mail gimmick, if you make it cuite,

m

De-Lux Laundry'and cleaners has been a big newspaper advertiser in Kansas City 
and very big on cup an deals, Wa proposed a radio cupon which would still be 
placed in the newspaper, but in such a way that only WHB listeners could tsce 
advantage of it. The client has hshown considerable interest and will keep you 
posted ©n the results of this particular campaign» if they buy if.

m

G

b

Everyone is on the "T ig er" Melt, and City National Bank in Kansas» City hi a come 
up with a twist cn the "Tiger in Your Tank"s lagan, . They call it "Tiger in 7 our Bank" 
-- "P u t  your Kitty in City • Ns.ti.onsl"

m

Rudy Kick Ford has bought all newscasts on Sunday, with a view toward gettir* 
hömecomers from lakes and resort areas. Schedule is producing good results,

JIM.ftf/irw

They are running a "Would You Believe It" campaign on KOMA* They give a Ripley 
"Believe it Or Not" along with a fact about the advertiser. They report it edds gnat 
believe-ability to the commercials,

m

WQAM has a campaign for Colonial Pontiac built around the tag-line "Where 
everything is new but the name. 11

m

WHB acid this promo (Back to school) to a local shopping center. After having 
established the purchase for the Merchant's Association, they then advanced the idea 
of individual merchants buying separate schedules. The Merchant's Association paid 
half -»  the Merchants paid half, thereby doubling the entire purchase for the promo.,

###

v5i* r i’ l i r



WTXX has proposed a numbered sweepstakes to a construction company with two 
subdivisions in nearby suburbs. A local direct mail agency would issue 100, 000 
high quality numbered leaflets. These would explain the contest on one side and 
include a number, 1 to 100,000 , The oilier side would tell about the merits of 
the homes for sale, These leaflets would be hand--carried into the middle and 
low income home areas and apartment complexes. People would Have E to 3 weeks to 
drive out to either subdivision and chedk the leaflets for a winning number, Prises  
would vary from small appliances to a color IV , etc, Many small prizes would 
be posted. Then whether or not you won a small prise, you would still be eligible 
t© compete for the grand prize by registering your name and address, YiPJlX will 
be used as the backbone for the promotion,

« #

I saw a bank ad in last week's “ Advertising Age" which might be the basis for a 
good Bates, pitch, It's for the First National Bank-of Clayton, Mo, It starts out 
"When your coins have, lost their silver, we will love them just the sam e," The 
body, copy reads "So don't fret because Uncle Sam is going to drain the silver 
from your nickels, dimes and quarters. Even if the mint turns out 10# pieces 
of tin “ = or quarters of quartz •»» or even 50# pieces ©f feathers, just as long as 
they're the coin of the realm the welcome mat will always be cut here as it is 
for the coins you are using now. In the meantime bear in mind that we're continuing 
to accept the ©Id-fasMoasd silver “la den coins .and crediting them to your savings 
and checking accounts. Yes, and guarding them with our customary fervor for 
safety until the new ones come along, -Keep in step with the bank that's in step 
with the tim es,"

m

Cohen’s Furniture Store, "A ll  right, ladies, time for Dr, Cohen’ s exercises.
First you bend down on your hands and knees. Now touch the floor with your 
nose. Oh, oh - -  that carpet looks worn and thin,"  Then the spot dgoes into hard 
sell on Cohen's carpet sale,

m

Hawes »Knotts Rambler, The whole campaign revolves around the fact that 
H~K is the "yea " deal«**. All spots feature a sales pitch in which the dealer is 
heard throughout, along with the announcer. But the only word the dealer ever 
says is "y e s , "  The rest of the spot is straight pitch,

m

KWK in St. Louis has a tire dealer spot in which the dealer promises "fla ts" 
fixed free "  for the life of the tiro.



fa order to get prospective customers to go home after looking at a new car, 
rather than shopping around for a better deal» a local Chevrolet dealer ia giving 
a half-gallon of Ice cream just for looking» Customers must take the ice cream 
home before it melts» This sounds like a very good gimmick

juijitritìi-

The "Mobile Mystery Mustang "Each month for three months, the Mobil dealers 
give away a ’ 65 Mustang» Each day a Mobil salesman drives a Mustang to Mobil 
stations he services» He calls KXQK and gives clues as to where he is» The 
first listener to drive hi within 630 seconds gets a $5» 00 certificate for Mobile 
products» The salesman also mentions that the listeners should go to any Mobile 
dealer and register to win a Mustang»^

-UUlfir if

l noticed an ad in MAC this Week for Qantas Airlines» Their copy approach goes 
"For $798.00 you. can buy 338 cartons of cigars'ctor, or you can fly Qantas to 
Cairo, etc»" This seems to .me a good approach in pricing big ticket items.

m

Sold a heavy schedule of spots to Do lux Cleaners and LaundererS, all to- run on 
Monday and Tuesday, traditionally light days. Client offers half-price deal on 
all shirt laundry on these two days. The copy line invites housewives to gather up all 
the shirts in the house and "get them to Delux right away. Be sure to mention 
WHB and every second shirt will be done fr e e ."

. m

S©ld a package of 50 ROS five -minute newscasts to a chain of drive-in hamburger 
stands. Newscasts are scheduled on the weekend when potential traffic is highest, 
fa a highly competitive field., five-minute newscasts with open and closing billboard» . 
plus two commercials in news gives client opportunity to promote 22 different
locations in rotation on open and close „ sell quality hamburger story in minute 
commercial, and sell special weekend price offer in 2G-second commercial.

m

KXOK reports a clever campaign for Southwestern Bell Telephone to get greater 
use of new phonebooks and cut down the number of calls to " i  nformation,"
Spot has banjo opening interrupted by gunshots, broken strings and au irate 
producer. The announcer then suggests that during the interruption, the listener 
phone a friend and "Entertain yourself! You phone faster when you know the number, 
It’ s in the book"»

inn?
i

"A  car dealer in suburban St„ 'Charles was pitched the pilot in a series of 
commercials using humor to carry the theme ’ Why drive all the way to St. Louis 
when you can get a better deal and service right here at horn®?' First spot used
herd of stampeding elephants £©>r e ffect,"



KXOK proposed t© major appliance dealer with 5 or 10 locations, a campaign 
around a giant character {a la M r, Clean) called "Mighty Miser any51 (name of 
appliance dealer). He shakes the ground when he walks, radiate« bigness, 
greatness, with mighty .low-prices, mighty easy term s, mighty big values,’ mighty 
close to you, ate, .

m

This was brought up at the Manager’ s meeting in Omaha, but we never did get 
a complete run-down on it. They ran a "Sports Salute" sponsored by Grain Belt 
Beer, Each day, Monday thru Friday they announced the name oi an "amateur "  
sportsman or woman with a briei redcap of their accomplishments, Cxi Saturday 
and. Sunday they announced the winner of the week» The weekly winner received 
an attractive wall plaque on behalf of WDGY and Gram Belt Beer, recognizing 
their contribution to amateur sports. Grain Belt Beer. bought 43 Sports Ccoreboarda 
The daily nominations are incorporated in the promos. The client received a copy 
of the list of all nominees and weekly winners, and every eight weeks gave a banquet 
for the weekly winners ■ of plaques. This promotion gets quite a bit of good free 
publicity in the local area papers,

m

KXOK reports a competitor spot for Serta mattresses using two vices and 
announces their Phantom listener, It is very smooth sell an \yhat a high-type 
mattress it is and the listener's voice says "if he claims on $39,95,. I'll d ie".
The announcer then nays "priced only $ 3 9 ,9 5 ,"  Listener says "Oh boy, if he 
offers a 30-night fees home trial, that’ s i t ! "  Announcer says "And if you don’t 
believe rnea try the 30-night free home .trial", etc, >

« m
KOMA reports a new ear dealer has hia daughter doing the spots. The pitch is 
"Dad would like to give away the cars, but Mother won’t let h im ," This is 
old, but always very effective,

m

It’ s called 1 '.Auto-Sallerame., "  A local organisation has arranged for use of a local 
drive-in theatre on a Sunday afternoon. Spots on WHB invita the public to show- 
up with cars they want to sail. For a fee, they allow prospective sellers to display 
their cars in the theatre space during the afternoon. Spots also invite prospective 
car buyers to show up for direct seller-to-buyer deals.
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To Charles Fayne 
B ill  Weaver 
ce Gordon McLendon

Da te
September 23, 1963

From
Kevin Sweeney

Subject Additional revenue from shows

We are going to try something out at Star Stations- that may have revenue 
p o ss ib ilit ie s  for  two o f  our stationsi Selling ^apartm ent store or 
specialty shop a fashion show during some 20wninttte period o f the 
Beach Boys or Sonny and Sher appearances.

Since, particularly with the Beach Boys, the audience is  over 90,1 females 
between 11 and 16, you have a captive audience o f  perhaps 5-9,000 
females. A store w ill quit« frequently pay about $1.00 in  promotion 
and be pleased with 50;  person in promotion costs fo r  a fashion show.

0 2

Star i s  going to  try to s e l l  stores on a cost-per-1000 basis in  upcoming 
shows i . e .  ths store gets the fashion show fo r  about $200 for each 1000 
paid admissions — $1200 for 6000 admissions. Or ths store gets ths 
shows for free i f  they sign a vary large contract e .g . i f  they become a 
$20,000 a year user o f the sta tion 's  fa c i l i t ie s .  Might work for KLIF and KILT 
on either basis.
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,  the August I960 Broadcasting might be of use to 
This quotation fro m  the August 1 7

your sa les departm ents.

.................outstrip circutot i o a - U a ^ - l i t -

v c rate of u s. Daily newspapers has gone up 
"T h e average line rate 01 . _______^  , 1%_ Sunday papers

\

S A N A N T O N I O
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GBM

AT.
McLC

DATE
Oct, 10, 1962

Fiedler
F R O M

SUBJEC' Dec* Sales Stimulators T

You asked for'Bnr^leas'i^Ri'ght now we're in negotiations with the city's largest 
Shopping Center to incorporate a former idea of "KTSA Under Glass, wherein we move the 
entire radio station for a week to the enclosed mall of the shopping center, with 
the sale of a solid week of KTSA, other than exisiting spots, to the shopping center 
and their clients. Along with this goes a balloon flight and a tab for $10,000, The 
shopping oonter is extremely interested, and so are we as December is a dull month,
December is historically a good month in SA for auto sales, WE8re trying to devise 
a Christmas auto event to sell to a sponsor.
Other December sales ideas, mainly tried and true, are sale of: Santa's Xmas 1’rip,
Xmas Eve Party, Handel's Messiah m2-U AM Xmas Day morning, Bill Moore Xmas spots, 
after -Xmas sales for Xmas Day, New Year«s Eve Party, Merry Xmas House, ifytsery Santa,

Then there's the first bbaby of the New xear promotion to be sold to participating 
spot buyers who put up a prize during week Xmas to New xears.
Then a new idea— Bikes for Tykes promotion..sold to sponsor with give away of three 
girl and three boy bikes between Xmas and New Years to kids who wanted them from Santa 
and didn't get them.

V
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This quotation from  the August I960 Broadcasting might be of use to 
your sales departments.

P ress rates outstrip circulation since '46

84% since 1946, while circulation has gone up only 1 1 . 1%. Sunday papers 
have boosted rates by 62. 9% while adding but 13. 2% to circulation.

latest report on newspaper circulation and rate trends, being released  
today ( Aug. 22 ). The study, showing postwar circulation and rate 
patterns of each U. S. English-language daily and Sunday paper with 
more than 50, 000 circulation, updates a sim ilar report issued by ANA a 
year ago.

The report shows that morning newspapers boosted rates by 91 . 5%
between 1946 and I960 while net paid circulation increased 5 .4% . Evening 
papers had a rate gain of 77. 8% against a circulation rise of 10. 3%. A ll 
day papers and morning-eveniig combinations raised rated 68% and circu
lation 4. 1%.

These rate figures are based ont he average line rate, assuming
5, 000 lines per year. Increases based on the cost of one line of advertising 
per million circulation run somewhat le ss . For instance, on this basis the

shown on the straight cost-p er-lin e basis.

The study also reviews the rate-and-circulation trends of six  
Sunday magazine groups and two Sunday comics groups.

Data Service to A N A 's specifications. Non-m em bers of ANA may buy copies 
( $15 each ) from  the association, 155 East 44th Street, New York 17. "

"The average line rate of U. S. Daily newspapers has gone up

These figures are from  the A ssn , of National Advertisers

rates for dailies as a whole increased 66% as compared with the 84% increase

Data for the 115-page report was compiled by Standard Rate &

Don Keyes
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March 16, 1961FROM: Gordon McLendon

T O : A ll Station Managers
Art McCoy  

• Daren McGavren  
B ill Morgan  
Don. Keyes 
B, R. McLendon. 
Dorothy Manning

Bill Morgan will resum e M s post as V ice-P resident in charge of National Sales for 
all McLendon Stations effective im m ediately.

As you know, ordinarily I consult all managers on policy decisions of a major nature.

In this case, howe ver, I feel that no such consultation is  necessary because w: have 
thoroughly aired th e  pros and cons of this whole subject on several occasions, beth 
individually and collectively. Therefore, the orders set forth here are not sub.set 
to discussion, In short, I just don't want any arguments from anyone, Just cooperate 

. with B ill.

B ill 's  authority in the National Sales field will be extended considerably further than 
before. He will be able to make contracts for all of our stations without consuming 
any manager. When we are dealing for an account spending $! 50, 000, CO a yea: . v= 
don't have time foi arguments with individual stations. If v/e choose to give a 
frequency discount which seem s appropriate for very large budgets, B ill will b 
able to do so and on the spot close a sale. You can't check se ven stations anu i ■ 
delayed because or e manager thinks he may have a bowling program a.nec. 
that slot six weeks later. We have lost some im pressive schedules in the last ev ; 
al months through lack of this flexibility. Not too many weeks ago, we lost $12 , 0< ■ ■ o: 
in national business which we could have sold on a group basis if we had oee.\ 
answer for all our stations at a given moment. Thus, whatever contract B~.!.l 
makes, you will accept. Obviously, he is acting in the best interest of the corporation 
as a whole - -  and thus your own when he makes each sale. To make it absolutely 
clear again, B ill Morgan will have complete and final authority in the field of 
national sales.

You can and should argue with M m  whenever you wish but M s decision will be bind
ing. I ask all of you to help Mm do his job (which he undertakes again at m y r •- 
quest) without vexatious personal differences. But do argue, if you wish, and . 'Jo:.- a 
him of facts v/Mch be may not know.

This in no way p r e : hides you from  taking your own selling trips when you feel 
necessary. I shall only ask that you consult me for an okay before making any 

/ m ajor selling trips.

O

Your complete cooperation with this order is expected.

:



January 22, 1959

A ll Managers & Program Directors

FROM:

While on my recent trip I heard a series of com m ercials for Central Airlines, They 
were very clever and extrem ely well produced. The idea is simple and can be 
adapted to any form of transportation that you might have need to advertise. It is 
exceptionally funny, however, when you think of Central Airlines with their DC 3 
equipment or Trans Texas Airways for that matter. To the best of my m em ory here 
is the script and you can readily see how the idea can be adapted to other historical 
events.

Anncr: "The date April
Custer's Last Stand. A! 
Airlines is there."

- , the place the Little Big Horn, the event 
are as they were then except (echo) Central

S E : Hoofbeats, Indian war whoops, shots being fired - fade under for

Voice 1: (Nervous, excited) "G ee, General, I know we're surrounded and 
things look pretty grim , but I want you to know that I 'll be right here by your 
side. "

Voice 2: "M e too, General, even though I'm  just a corporal I 'll  be proud 
to have my name written in the dust of A m erica 's historical past. "

Voice 3: (Gruff old m an's voice) "W e ll that's OK for you guys, but I'm  
gonna make reservations on Central Airlines and get out of here! "

S E : Roar of DC 3 engines zooming off runway

The funny part of this whole thing, and this can be worked into ahy angle you desire  
is the incongruous roar of a DC 3 taking off from the m ost unlikely locations such 
as Bunker Hill, Waterloo, Shiloh, Manila Bay, etc.

i lot Sur ve vi



January 22, 1959

TO: Managers & Program  Directors

FROM: Don Keyes

Here is a gimmick that L arry Monroe used successfully a few years ago that 
got, if nothing else , a goodly amount of conversational response among l is 
teners. From time to time on his show each day he vrould mention the fact
that there were on ly_________ more shopping days until Ground Hog Day. With
this coming up February second, I thought you might want to give this to one 
of your jocks to play with.

Items Heard in Past: Heard a little feature on a morning show recently that 
is  worth mentioning. Every morning within a certain time period a jockey 
played a beautiful, soft ballad of the Mathis, Doris Day, Sinatra type and m en
tioned either side of the record, saying that this song got the "Cream  of Wheat 
A w ard" for being the mushiest song of the day. Ken Knox refers to Julie 
London as the gal with "The Lowcut V o ice ". I don't know if it is on the tape 
or not, but Art Nelson uses a brief show identification expression that just 
kills me . . . "This is the Art Nelson Show over KLIF in Dallas and this is 
Artie pulling the trigger on a few 4 5 's .

In a few days, as soon as I get out from under the mountain of back c o rre s
pondence on my desk, I will send you a long delayed music list, but for now 
here are two which I heard on m y trip and which I think you should all be play
ing. For that matter, you may already be playing them. "Without a Song",
Dick Stabile, Capitol. "How High The M oon", David Rose, M. G. M.

You will probably notice an increased trend, at least in the forthcoming weeks, 
to orchestrial arrangements of standards and "ev e rg reen s" with a subtle rock 
and roll background with predominant precussion and cling, cling, cling piano. 
Both of these records are very good programming and very com m ercial as well.

Don Keyes
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ox-1-0805

Mr. C-ordon B. McLendon, President 
The McLendon Corporation 
2008 Jackson Street

Q

-November 13, 1959

(p rv ic  — ^ d iio t

jM** r iMEMORANDUM

3 SMÏ? ““ É)^ÌLM^
TO: Gordon McLendon / \  i / DATE: December 9, 1959

W q< 5
FROM: Bill Morgan / SUBJECT: Attached

1 think this idea is very good. 1 presume you have it in mind for the new building;
if not, where would we put it ?

■¿as. , ?\AJ
59 « 100 operating expenses 
537+00 Net p ro fit

m a k e r s  o f f  t h e  w o r l d s  l a r g e s t  t r a v e l i n g  w o r d  s i g n
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t e l a s h o p e r p y l o n  s i g n

M» ;

Mr. Gordon B. McLendon, President 
The McLendon Corporation 
2008 Jackson Street 
D allas, Texas

Dear Mr. McLendon

Your telephone c a ll of November 6 was greatly appreciated and hope I have 
been able to better aquaint you with physical and financial operation of 
te l-A -s ig n , and some of the many fa c ts , o f time operation and i t s  p ro fit
able; income.

tel-A-shoper telesign  operates on a basis o f 8 to 16 hours per day, Noon to 
midnight. 50$ o f the time a llo tted  for public relations andnews. The re
maining 60$ o f the 12 hours is  occuppied by 10 advertisers, each receiving 
72 .. .  10 to 12 word message exposures per day at the rate of $5-1.70 a day.

The speed o f  5-5 words per minute w ith a 30 second reading exposure time as 
the words flo w  a cross  the fa ce  o f  the sign  from end to  end, depending on the 
len gth  o f  the d isp la y  board.

The accompaning rate card shows how we arrived at the following figures.

$1250.00 per month per advertiser for 72 exposures per day 
10 advertisers

$12,500.00 for one month -  12 months $150,000.00 income.

The cost o f operation broken down is  as follow s.

Cost o f sign (depending on size) say 120 feet long 7 ' panel 5* le tte r  $900. 
Maintainance ~ - 500.
Operating equipment that makes the message flow per month 850.
E lectric ity  approximate 300.
Sign rent to the building owner per month 1250.
O ffice space 225.
Office personnel 700.
Miseellanious 200.

$5-925.
12 months $59 j l 00 *00

Gross income $150,000 based on what is  being done in Miami Beach 
Charge to \ s\
radio or TV. \A/\\ Vr

$150,000^annual income
37.500 25^ to agencys (ad. agency commission)

1 1 2 , 500
59.100 operating expenses
53.500 Net p ro fit

m a k e r s  o f f  t h e  w o r l d s  l a r g e s t  t r a v e l i n g  w o r d  s i g n

8888888818



3
m z )!

t e l a s h o p e r  p y l o n  s i g n
P. O. B O X  4 3 2 7 ,  M IAM I 32, F L O R ID A

—2 —

The above f ig u r e s  are based on 12 hour op era tion . 12 noon to  12 m idnight.

The next 12 hours m idnight to  noon to  a d v e rt ise rs  a t h a l f  r a te , or  $20.85 
f o r  72 exposures d a ily .

Gross income 
Expense-

$75, 000.00
8 .8 00 .00

6 6 , 2 0 0 .0 0

Total hour annual 
$ 5 3 ^ 0 . 0 0  

6 6 . 200 .0 0  
$119,600.00

The above is  a digest o f what I told  you in oar. phone conversation. However 
there is  s t i l l  another way of producing a good income by leasing the display 
to one other advertiser, two w ill then operate and share the expense. We think 
our New York contact can help arrange for this part o f the sales.

I appreciate your in terest in tel-A-shoper pylon display and look forward to 
both pleasant and profitable assocation.

Very Cordially yours

SJ: adr

t a k e r s  o f f  t h e  w o r l d s  l a r g e s t  t r a v e l i n g  w o r d  s i g n

lot S
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MEMO TO: Don Keyes

PROM: Charles Parmer

DATE: March U ,  1959 SUBJECT: G.E. Promotion

The details of this particular promotion are really  quite simple. 
General Electric Appliance Park sponsors one hour of the Barry 
Aiken Show from 8 -9 :00  p.m ., seven days per week. During the 
program, Larry invites his listeners to write an essay.. At the 
outset the choice was f r e e . . . .a t  the moment General ^ lectric  
Company is  specifying the topics. The winners are being judged 
by the University of L o u isv ille 's  English Department. The winner 
each week is  given a color telephone registered in his or her 
name. This is  a private line and generally put in the room of 
the individual. General E lectric is  paying us $1500.00 per month. 
$1000.00 of i t  is  commissionable to the salesman, the other $500.00 
is  being accumulated to pay for the telephones. The telqshone b i l l ,  
as you can readily figure out, w ill be on a rising and then de
creasing amount. During one month, of course, we w ill pay for 52 
telephones. Then i t  w ill begin to decrease.

In addition, General E lectric Company is  giving at the end of the 
contest a $1000.00 scholarship to the school of the particular 
winner's choice. This is  a grand prize to one individual. In 
addition, we have a trade arrangement fo r  records and give 25 
of those away weekly. So fa r , I fe e l that this contest is  a 
very successful one. We are getting in the neighborhood of 50 to 
60 essays weekly. The essays are judged, as I said, by the University 
of L o u isv ille 's  -^ngiigii Department and the winners are given to 
us on Thursday of each w e e k . On Friday, the winning essay, as well 
as the second and third place essays are then recorded and played 
back on Larry's show. These essays take about one minute to read, 
since the rules state the essays are not to exceed 150 words. 
Incidentally, the school from which come the most entries receives 
also at the end of the promotion, a television  s e t .

I think th is  pretty well covers the promotion, 
further information, just le t  me know.

I f  you need any

0
.es



TO: All Managers, All Program Directors 

FROM: Don Keyes 

DATE: October 27, 1958 

SUBJECT: Sales Gimmick

Bill Weaver at KILT in Houston, has a good gimmick running on the air sponsored by Rainbo Bread. 
Since I was in all the original acquisitions of this contract a year or so ago, I can tell you first 
hand what the circumstances are in getting this bread company on the air. They did not want a 
60 sec. commercial since they felt that they could say what they thought of their product in a 10 
or 20 sec. ¡ingle, and they did not want to pay the additional money to merely repeat an accepted 
theme. I mean, what can you say about bread that will particularly set one brand apart from another 
with particular significance. We do not have a 10 or 20 sec. rate, therefore, in order to "get the 
business" we gave them a gimmick which would be a short intro and close with sponsor credits. The 
inclusion of their commercial was a short ¡ingle and the gimmick itself which ran anywhere from 
15 sec. to 1 min. One of the gimmicks involved the explanation of teenage slang. The copy writer 
would write a sentence of teenage ¡argon and the DJ Would translate into proper English. This 
was not exactly a smashing success. When the gimmick grew old, we changed it to one called 
"Name Gimmick" wherein listeners were invited to send in their names which the KILT "Research 
Department" delved into for the original meaning in whatever language they happened to come 
from. When this cooled, we picked up the "Kiddie Thoughts" in which we invited listeners to send 
in cute sayings of their children. The most recent one which is my point of this entire memo is a 
simple one which can easily be duplicated in any of our markets should you want to use it to 
crack a bread account. The spot that they have scheduled in the morning show is presented for 
the parents and the youngsters telling them what the public school lunch menu is for that particular 
day and of course, every lunch menu was decked with the line "and of course, several slices of 
that good, enriched bread" . The second announcement was run between noon and 1, where the 
menu is given again for the mothers who may at that time of day be interested in knowing what 
the children are having for lunch at school. And the last spot of the day was run in the late 
afternoon or early evening informing all concerned of the lunch menu for the following day. These 
menus can be easily obtained by phoning the chief dietician of the school system. Rainbo Bread 
has been advertising on KILT now for well over a year and is apparently very happy with our 
ingenuity in presenting to them something different.

Don Keyes
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A U . S T A T IC ®  M ANAGER February 20, 1958

FROM: Jack Fiedler -  KTSA

Inasmuch as we a ll tare running American Tobacco schedules and are requested 
by them from time to time fo r  merchandising promotion, here is  a sales 
promotion feature that can k i l l  two birds with one stone.

1. Through American Tobacco Company, completely f i l l  a new car 
in dealer’ s showroom with cartons o f  — say "Hit Parade" — 
cigarettes. Several hundred cartons w ill  be required to do

2. S ell car dealer this promotion campaign whereby listeners are 
invitednto come into dealer’ s showroom, f i l l  out registration 
card and guess how many cigarettes are in the automobile.

3. You can get money fo r  th is , give a car dealer a good tra ff ic  
gimmick and tick le  the heck out o f  American Tobacco Company 
with merchandising plugs.

lw Prize to winner can be determined as you see f i t .

th is

He have sold this one at KTSA for  a one-week period during the middle o f  
March to a local Ford dealer, fo r  $1000.00.
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Bruce should have a meeting, either individually or co llectiv e ly  with 
'--he announcers on th is , the most important campaign we’ve ever had«

Pour types of spots should be used fo r  the hosiery sa le :

(1) jin g le s— Merriman is cutting and C ecil w ill  stay a fter  him»
(2) breaks»
(5) regular spot announcements done by G loria0
(4) ad lib  spots by the announcers0

Sale begins Monday morning® We cannot begin our spots before Sunday«,

To test us i) Sanger’ s has given us a good item— a fine saving on 
hosiery«, B i llie  Page points out that the buy they’ve given us is  so good 
that we’ l l  have to watch le st  women think that they are se llin g  Inferior  
hosieryo She points out that almost a l l  wovien have been taken in on the 
Inferior hosiery deals at cut prices beforea So, we’ve got two big points 
to make— f i r s t ,  the te r r ific  low price at 59 cents a pair or six  for  thres 
forty  fiv e  and second., the fact that these are Sängers8 best and sheerest 
hosiery» I suppose a third important thing is  that you can phone in your 
order i f  you are ordering s ix  pair«,

Bruce Hayes: your Monday morning show from six  to nine, and to a
leaser extent Kenny’ s following show, w ill  be the most important single  
programs-»outside Sunday— in getting this thing o ff to the right start«

BREAKS (Sunday)
0 -<

This is Radio Da lia s  ,  KLIP» Your attention , please» Sanger’ s sheerest 
and fin e st hosiery— special sa le , only 59 cents a pair, s ix  for three forty»  
fiv e «  You can phone in orders fo r  six  pair or more» Fifty  nine cents fo r  
Sanger’ s fin e st hosiery? (la s t  line in an incredulous manner) » Starts tomorrow

SPOT ANNOUNCEMENTS (GLORIA) (Monday, Tuesday, Wed»)

Ladies, th is is Gloria Bendy at Sanger Brothers* The secret is outS 
Don’ t think you’ re hearing things but Sanger Brothers, in its  98th anniversary 
sale is se llin g  its  top-quality nylon hosiery fo r  only 59 cents a pair, s ix  
ia ir  fo r  three fo rty -fiv e *  I want to repeat that— Sanger Brothers is  se llin g  
its  sheerest, top-quality nylon hosiery fo r  only 59 cents a p air, s ix  pair 
fo r  three fo r ty -fiv e »  And to repeat once more, this is Sanger’ s fin est and 
sheerest hosiery0 And you can c a ll  in your order by phone fo r  s ix  pairs or 
more— at Sanger’ s downtown store or the Highland Park V illiage  store« Sängers 
now— f in est, sheerest nylons Only 59 cents a pair, six  fo r  three forty-five«*»  
phone or run to Sanger’ s starting tomorrow!

SUNDAY SPOTS NEXT PAGE



BREAKS FOk MONDAY,, TUESDAY, WEDNESDAY AND ANY SUCCEEDING DAYSi
(pause a sp lit  second)

This Is KLIF in Dallas«» One moment«, p lea ss/-^ o f your time— Sanger 
vBrothers is now. se llin g  i t s  fin est and sheerest hosiery for 59 cents a pair®

X. Six pair o f  Sangers® fin e st hosiery fo r  three, fo rty -fiv e#  . Phone in your order 
f o r  six  pair#

This Is Radio D allas, KLXF# KLIF has done many speotaeular things but 
Sanger Brothers is.going us one better— Sangers Is now sellin g  its  fin est  
hosiery at 59 cents a pair

This is KLIF in Da lia s  5. where the lid  is .off at Sanger Brothers— Sangers9 
fin e st and sheerest hosiery fo r  only 59 cents a pair, s ix  for three for^y- 
f lv e 0 And. you can

This is KLIF, where Dallas* most aliasing hosiery sale is going on at 
Sanger Brothers— Sanger’ s fin e st hosiery 59 cents a pair, s ix  fo r  three “fo rty -  
five# And you can phone In your orders fo r  s ix  pair or more2

SUNDAY SPOT FOR GLORIA

KLIF would like the attention of a l l  lady listeners fo r  a moment0 KLIF 
wants to point out to a l l  feminine listen ers the fantastic hosiery sale which 
begins tomorrow at Sangers—while they last* Sangers" sheerest and fin est  
hosiery Is on sale at f ifty -n in e  cents a pair, s ix  for three fo rty -fiv e #  I t ’ s 
a l l  part of Sanger’ s 98th Anniversary sale«, Better listen  again carefully  
or you might think you’ re hearing things# Beginning tomorrow, Sanger Brothers 
is offering its  f in e st  and sheerest hosiery, while it  la s ts , a t -59 cents a pair 
s ix  fo r  three forty^five# And you ean just phone In your order i f  I t ’ s for 

o s  lx pair or more, either at Sanger’ s downtown store or Highland Park Village  
store# Phone or run to ^anger’ s— tomorrow— fo r  fin e st nylons, while they 
la s t , only f  ifty=>nlne cents a pair, s ix  fo r  three fo rty -fiv e#

SECOND GLORIA SPOT FOR MONDAY AND SUCCEEDING DAYS#

As the Old Scotchman, Gordon McLendon, would say, it  tJs monuments la I ’m 
talking about Sanger Brothers’ s sale of Its  fin est hosiery lo r  onIy~TTfty^nine 
cents a pair# Did you hear th a t?  While It la s ts , Sanger’ s fin est and 
sheerest hosiery fifty -n in e  cents a pair, s ix  pair for t hree fo rty -fiv e#
And you can phone in your orders fo r  six  pair or more to Sangers downtown 
store or Highland Park Village Store# It®3 a l l  part of Sanger’ s te r r ific  
98th anniversary sals# So w rite , c a l l ,  wire or rim to Sanger’ s immediately— 
fu ll-fa sh io n ed , f in e s t , sheerest nylons only 59 cents a pair— six for three 
fo r ty -fiv e  0



C ecil, B i l l ,  Bruce, a ll announcers

SANGER3S TEST CAMPAIGN

Bruce should have a mseting, either individually or c o lle c tiv e ly , with 
the announcers on th is , the most important te st  campaign we’ ve ever had»

Four types of spots should be used fo r  the hosiery sales

(1) jin g le s—  Menciman is  cutting and Cecil w ill stay a fter  him.
(2) breaks.
(3) regular spot armouncanents done by G loria.
(4) ad lib  spots by the announcers.

Sale begins Monday morning, rfe cannot begin our spots before Sunday.

To te st  u s, Sanger's has given us a goad item— a fine saving on 
hosiery. B illie  Page points cut that the buy they've given us is  so good, 
that we’ l l  have to  watch le s t  women think that they are se llin g  in ferior  
hosiery. She points out that almost a l l  women have been taken in on the 
in ferior hosiery deals at cut prices before. So, we’ ve got two big points 
to m a k e--first, the t e r r i f ic  low price at 59 cent3 a*pair or six  for three 
forty fiv e  and second, the fact that these are Sangers’ best and sheerest 
hosiery. I suppose a third important thing is that you can phone in your 
order i f  you are ordering six pair.

Bruce Hayes; your Monday morning show from six  to nine, and to a 
lesser extent Kenny's following show, w ill be the meat important single  
programs— outside Sunday— in getting this thing o ff  to  the right s ta r t .

BREAKS (Sunday)

This is  Radio Dallas, KLIF. Your attention , please. Sanger's sheerest 
and fin e st  h o siery -sp ecia l sa le , only 59 cents a pair, s ix  for three forty«  
f iv e . You can phone in orders for s ix  pair or more. F ifty nine cent a for 
Sanger's fin est hosiery? ( la s t -lin e  in an incredulous" manner’ } *"SfdfSST CWiferrot

SPOT ANNOUNCEMENTS (GLORIA? (Monday, Tuesday, Wed.

Ladies, th is  is Gloria Bendy at Sanger Brothers. The secret is  out l 
Don't think you're hearing things but Sanger Brothers, in it©  9Sth anmiversary 

sale is se llin g  i t s  top-quality nylon hosiery for only 59 cents 
a pair , six  pair for three fo r ty -f iv e . I want to  repeat that— Sanger Brothers 
is  se llin g  it s  sheerest, top-cjuality nylon hosiery fo r  only 59 cents a pair, 
six  pair for three fo r ty -fiv e - And to repeat enca more, this is  Sangers' 
taxfBicpDBaMtoK fin est and sheerest hosiery. And you can ca ll in your order by 
phone for s ix  pairs or more— at Sanger's downtown store of the Highland Fark 
V illage store. Sangers now— fin e s t , sheerest nylons only 59 cents a pair, 
s ix  for three fo r ty -fiv e — phone or run to Sanger's suaor. starting tomorrow*

SUNDAY SPOTS NEXT PAGE
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BREAKS FOR MONDAY, TUESDAY, WEDNESDAY AND ANY SUCCEEDING DAYS?
(pause a sp lit  oeecnd)

This is  KLIF in Dallas» One moment, p le a s e /-o f  your time— Sanger Brotheirs 
la  now se llin g  i t s  fin e st and sheerest hosiery for 59 casts a pair» Six 

ipalr o f Sang era* fin est hosiery for three fo rty -fiv e»  Phone in your order for 
\ six  pair •

This is  Radio D allas, KLIF» KLIF has done many spectacular things but 
Sanger Brothers i s  going us one better— Sangers is  now s e llin g  i t s  fin est  
hosiery at 59 cents a pair»

This is  KL1F in D allas, Where the l id  is  o f f  a t Sanger Brothers— Sangers’ 
fin est and sheerestX hosiery for only 59 cents a pair, six fo r  three fo rty -  
five»

This i s  KLIF, where D allas9 most amazing hosiery sale is  going at at 
Sanger Brothers--Sangera* finest hosiery 59 cents a pair, six  fo r  three-forty  
five» And you can phene in your orders fo r  s ix  pair or more?

SUNDAY SPOT FOR GL0RI1 

the attention of a l l  lady listen ers
KLIF would like ymeamxm&m&afcmfia for a moment« KLIF wants to point out to  

a l l  feminine listen ers She fan tastic  hosiery sale jRKamxinxprag;mBaxniaatxfiamgn£aixBm 
which begins tomorrow at Sangers— whilejc they la s t ,  Sangers' sheerest 
and fin e st  hosiery i s  cm sale at fifty -n in e  cents a pair, six  for three fo rty - 
five» I t 9s a l l  part o f Sanger’ s 9#th anniversary sale» Better listen  again 
carefully or you might think you’ re hearing things» Beginning tomorrow,
Sanger Brothers is  offering i t s  fin est and sheerest hosiery, while i t  la s ts ,  
at 59 cents a p a ir , six for three forty -five» And you can jU3t phone in 

j  Btaocon your order i f  i t ’ s for s ix  pair or more„ either at Sanger’ s downtown 
store or Highland Park Village store» RMHmgmxphaPBm Ehcne or run to Sanger’ s—  
xgaxmcm toraorrow— jq£mus$rawtekiextokm fin est nylons, while they la s t , only 
f i f t y  nine cents a pair, s ix  fo r  three forty -fiv e»

SECOND BLORIA SPOT FOR MONDAY AND SUCCEEDING DAYS

As the Old Scotchman, Gordon McLendon, would say, i t ’ s aonumertal» I ’ m 
talking about Sanger Brothers’ sale of i t s  f in e st  hosiery for only f i f t y -  
nine cents a pair» Did you hear that? While it  la s ts , Sangers’ fin est and 
sheerest hosiery fifty -n in e  cents a p air, six pair for three forty -fiv e»
And you can phone i t  your orders for s ix  pair or more to Sangers downtown 
sbtore or Highland Park Village Stare» I t ’ s a l l  part of Sanger’ s te r r ific  
93th anniversary sale» So w rite , c a l l ,  wire or run to Sanger’ s immediately —  
fUll-fashioned^ fin e st, sheerest nylons only 59 cents a pair— six  for three- 
forty -five»



CONFIDENTIAL MEMO

January 8, 1958

TO ALL SALESMEN

FROL FIEDLER

/

To clarify my sales co.nmission memo of January 8 so that there is no misunderstanding, 
please be advised of the following:

Effective WITH local billing starting J.uiuary 1, 1958,and until further notice, 
all local sales co/rmissions will be paid on total NET local sales., after agency 
commissions,, This does not eliminate t'ie 3»00 breakdown charge on time orders 
for all sales of 5 minutes and less0
Commissions will be based upon the frllowi; g incentive scale:
NET Monthly Sales ¿25,000 and over 15 »055 overall commission

22,000 - 24,999 14.0 It it
19,000 - 21,999 13»0 ft it
18,000 - 18,999 12.5 It tt
17,000 ~ 17,999 12„0 M tt
16,000 - 16,999 11.75 tt tt
15,000 - 15,999 11.5 tl h
14,000 - 14,999 11.25 tt it
13,000 - 13,999 11=0 tt tt
12,000 - 12,999 10=75 tt it
11,000 - 11,999 10=5 tl it
10,000 - 10,999 10=25 tt it
00,000 - 9,999 10=0 tt tt

I strongly recommend that you keep accurate running net billing sheets of your own 
sales for personal reference each month0

This memo srpercedes all previousI



MEMORANDUM August 24, 1955

TO: A ll Station Managers
Sales Managers

FROM: Gordon McLendoÀ

Here are some points about the nighttime radio audience that might be of 
interest to you in selling it.

The nighttime radio audience is big: about 4 out of every  10 homes and 1 
person oùt of every 3 listens to the radio on the average evening. These 
facts are from the NBC-Sfcarch survey on'evening radio listening. A lso, 
it's very irhportaht to point out that SAB has conducted tests which 
definitely establish that evening radio has greater penetration and memora
bility than daytime radio. I'm  not surprised at the latter since concéntration 
and solitude is such a factor during the evening hours in radio listening. 
Evening radio very possibly has a mere lasting impression on more people 
than aiiy other form of advertising. For the purposes of all of ua who are in 
TV markets, of the families in markets which have had a TV station for 3 
years, .191 1% listen to evening radiò. Those in à market where there have 
beéti TV stations for 4 year si 22.4%  listen to the radio and 5 years or more, 
26.6%  . Thus it seems that evening radio is still a very woiikepfulibuy a id 
if you will notice the sets in use, it clearly demonstrates tha].: evening ràdio 
is far from dead. As a matter of fact, there is a much highe r̂ listening 
audience, as a rule, than daytime ràdio.

'• .v •

ê



EXCERPTS FROM AIMS LETTERS FROM WHB:

November 1955:

TOPIC I »-SALES PROMOTION IN THE LAST MONTH

The best promotion that WHB has featured recently is our first Treasure Hunt 
in Kansas City. We staged ibis on October 9 and the result was fantastic. Over 
1QG„ 000 people turned out to hunt for the $2, 000 in prize money which we had 
hidden at various points in greater Kansas City. A s you may know, the Treasure 
Hunt works this way. People gather in their autos at a designated point down
town (this clogs traffic for the whole downtown area). We give clues over the 
station as to the general areas in which the first Trea sure may be found. When 
we have given enough clues to get most of the cars into the general area- -say a 
park--we then get the people out of their cars and hurting on foot to the more 
specific clues given on the radio and via the sound trucks we hire for the occas
ion. When a Treasure is  found, the winner is immediately interviewed from the 
station mobile unit.

This process i3 repeated as many times as there are different treasures;. In 
our last hunt, we had four locations and four prizes ranging from $250 to $1, 000,
The $1, 000, or grand prise, was won in a park which had a big lake. The actual 
money or check was not buried but we had released a whole flock of small turtles 
in the park, one of which had the WHB call letters painted on its belly. Whoever 
found that one turtle could redeem it for $1, 000.

In addition to providing a fine Sunday afternoon for our listeners, the Treasure Hunt 
proved to be of tremendous publicity and sales value. Naturally the newspaper did 
not approve of this flamboyance on the part of a radio station and they were kind 
enough to express their displeasure to the tune of ¿rout page, four columns, and 
two pictures. A ll news services carried the story which found its way onto the 
front pages of several out-of-town newspapers including the St. Louis Post Dispatch.

Any advertisers who saw the Treasure Hunt or heard about it or were inconvenienced 
by it were quick to perceive that a radio station which, can turn out 100, 000 people 
on a Sunday afternoon must have one hell of a lot of loynl listeners. A s a matter 
of fact, the advertising manager of one of our biggest national accounts missed  
his airplane as a result of the traffic jam v/e created. He still kids me about it 
but admits that he would think long and hard about ever getting off of WHB.

TOPIC H— MEN’S CLOTHING STORE SALES.

Since I have nothing specific to add on this subject and because the Treasure Hunt 
description was somewhat lengthy, I won't elaborate on this topic. We do have 
some m en's stores on the station but principally those companies which advertise 
also carry women’ s and children's wear.

George W. Armstrong



EXCERPTS FROM ASMS LETTER S FROM W H 3:

December 19§b:

TOPIC I— C O -O P  ADVERTISING

la some ways double billing is much ado about nothing. Distributors and 
manufacturer a have been getting gouged for many years. They know it and 
we know it, '  Therefore, I don't see a great burning moral issue in double 
billing. However,, WHB does not do double billing in any form. Never having 
started the practice 1 think we are well to stay away from it. To my knowledge 
we have not lost any business ox consequence as a result. When we get a request 
for double billing we tell the account that we will not do it but that we have no 
objection to their getting whatever they can fresm distributors on their own 
statements and those of their agencies. We will not, however, furnish affidavits 
of incorrect rates, nor will we furnish blank affidavits for the accounts to fill 
in themselves.

The real bug in co-op advertising is the effect it has on national, spot business . 
More and more, in the automotive field, for ©sample the manufacturers are 
wising up to placing their new model campaigns, e tc ,. through local dealer 
associations and at local rates. We have constantly refused to accept dealer 
association business at anything but national rate. Only local dealers advertising 
their own outlet with their own copy produced by us or their own local agency 
are permitted a local rate on WHB, We will not allow a nationally produced 
transcription to be played at a dealer rate. This pretty well circumvents the 
problem.

This co-op situation ¿s equally teue in the drug and grocery fields where a lot of 
our national business potential is . To be sure, some of this type of co-op  
advertising business does not spend money out of the same pocket as their 
normally channeled advertising budget. But it is  a situation which would bear 
watching by any station, which has a stake in national spot business.

Frankly, there is no real way to stop a retailer from calling attention to national 
advertised brands in his copy. However, there are one or two safeguards or 
obstacles that you can throw up. One is  to insist that the dealer account vae his 
own copy and not that which is nationally produced. This discourages the more 
blatant violators of your national rate. The esc and thing is to avoid, insofar as 
possible, the selling of times to dealer groups in those periods of the day which 
are in greater demand at the national level. For example, we will not sell a 
spot or program between 6: 30 AM and 10:00 AM to a food chain or a drug chain, 
nor will we sell time to them between 4 PM and 6 PM. This way, when the chains 
resell cooperatively to their suppliers they cannot offer prime availabilities.
Thus, when the national budget comes out from the supplier they are still forced 
to buy the station to get full exposure, la some cases, if one station in a market 
is covered through a co-op fund, the regular budget will be channeled to different 
stations to get maximum effect of the total, budget. Our regulations on prime 
time plus our favorable rating situation has prevented that from happening at WHB 
and has still allowed us to take a good sized dollar nationally and from the chains.
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December 1955 (continued)

Still, the principle ox co-op advertising as a means to cut rates for national 
accounts ¿s a growing problem in the radio industry. Unless kepi; in its 
proper place it can put a very big nail in the coffin of national spot dollars.
The real answer, of course, to this one is one rate stations. This is some
what. unrealistic for a lot of stations and a long term approach for others.

TO PICII- -RATES

On December 1 WHB initiated its third local rate increase during the last, 
twelve month period, 'in addition we have had some subtle rate increases that 
don't actually show in the figures. We have reduced the number of frequency 
discounts; eliminated nearly all, of our packages; extended Class A rate periods; 
and made R. O. S, out of a lot of -things which used to be fixed position spots. 
Individually, the various categories of increases have ranged from 50 percent 
to .100 percent. Nationally, our rates have doubled «.hiring the past year and 
we have eliminated is  the process, all merchandising activity dons by the 
previous owners of the station.

Ous* rate increases have been calculated to do two things. Number one, of course, 
is to get our revenue up where it should be. Number two is that we would like 
to reduce the number ofepots on the station and the number of spots per advertiser. 
Our first two rate increases did, not accomplish the second objective, it is too 
early to tell how our third local increase will fare in this regard. I  do know that 
we are not getting much price resistance from new advertisers and we have 
already come through four major renewals unscathed with an average cost in
crease of 6 G  percent on each of the four. Nationally, we are getting little or 
no resistance from a rate point of view although we are now fee highest priced 
station in the market. It is curious to note that our rate increases during 1955 
have brought WHB local rates up to a point slightly above what our national rates 
were a year ago. National rates on the station are, of course, at an all time 
high.

In general, it is my feeling feat 1956 will be a good year in the radio business 
and feus a good year in which to raise rates for most of us.

George W . Armstrong
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S T A N D A R D  C O N D I T I O N S

1 . P A Y M E N T

( a )  . T h e  a d v e r t i s e r  a g r e e s  t o  p a y ,  a n d  t h e  b r o a d c a s t i n g  s t a t i o n  a g r e e s  t o  h o ld  
t h e  a d v e r t i s e r  s o l e l y  l i a b l e  f o r  p a y m e n t  f o r  t h e  b r o a d c a s t s  o r  a n n o u n c e m e n t s  
c o v e r e d  b y  t h i s  c o n t r a c t ,  u n le s s  e x p r e s s l y  o t h e r w i s e  a g r e e d  in  w r i t i n g .

( b )  . T h e  a d v e r t i s e r  a g r e e s  t o  p a y  f o r  b r o a d c a s t s  o r  a n n o u n c e m e n t s  c o v e r e d  b y  
t h i s  c o n t r a c t ,  a t  t h e  o f f i c e  o f  t h e  b r o a d c a s t i n g  s t a t i o n  o r  o f  i t s  a u t h o r i z e d  

r e p r e s e n t a t i v e ,  in  D a l l a s ,  D a l la s  C o u n t y ,  T e x a s ,  o n  o r  b e f o r e  t h e  l a s t  d a y  o f  
t h e  m o n th  f o l l o w i n g  t h a t  in  w h ic h  th e  b r o a d c a s t i n g  i s  d o n e  u n le s s  o t h e r w i s e  
s t i p u l a t e d  o n  th e  f a c e  o f  t h i s  c o n t r a c t .

( c )  . S t a t i o n ' s  i n v o i c e s  f o r  b r o a d c a s t s  o r  a n n o u n c e m e n t s  c o v e r e d  b y  t h i s  c o n 

t r a c t  s h a l l  b e  in  a c c o r d a n c e  w i t h  t h e  s t a t i o n ' s  l o g  a n d  s h a l l  s o  s t a t e  o n  e a c h  
s u c h  i n v o i c e ,  a n d  s h a l l  b e  d e e m e d  to  b e  c o r r e c t  u n le s s  p r o v e d  o t h e r w i s e .

( d )  . I n v o i c e s  s h o u ld  b e  r e n d e r e d  n o t  l e s s  t h a n  m o n t h ly .

( e )  .  U p o n  r e q u e s t  o f  t h e  a d v e r t i s e r ,  a f f i d a v i t  o r  c e r t i f i c a t i o n s  o f  p e r f o r m a n c e  
w i l l  b e  f u r n i s h e d  b y  th e  s t a t i o n  to  t h e  a g e n c y  a t  t h e  t im e  o f  b i l l i n g .  U n le s s  
t h e  r e q u e s t  i s  r e c e i v e d  p r i o r  t o  b i l l i n g ,  t h e  r e q u e s t  f o r  a n d  t h e  f u r n i s h i n g  o f  
s u c h  a f f i d a v i t s  o r  c e r t i f i c a t i o n s  s h a l l  n o t  a c t  a s  a  c o n d i t i o n  p r e c e d e n t  t o  t h e  
p a y m e n t  o r  t h e  t im e  o f  a n y  p a y m e n t  c a l l e d  f o r  h e r e u n d e r .

p r o g r a m  w h ic h  in  i t s  a b s o l u t e  d i s c r e t i o n  i t  d e e m s  to  b e  o f  p u b l i c  im p o r t a n c e  
o r  in  t h e  p u b l i c  i n t e r e s t .  In  a n y  s u c h  c a s e  t h e  s t a t i o n  w i l l  n o t i f y  a d v e r t i s e r  in  

a d v a n c e ,  i f  r e a s o n a b l y  p o s s i b l e ,  b u t  in  a n y  c a s e ,  w i t h in  a  r e a s o n a b l e  t im e  
a f t e r  s u c h  b r o a d c a s t ,  t h a t  t h e  a d v e r t i s e r ' s  b r o a d c a s t  o r  a n n o u n c e m e n t  h a s  
b e e n  c a n c e l l e d .

( b ) .  In  t h e  c a s e  o f  a n y  b r o a d c a s t  o r  a n n o u n c e m e n t  c a n c e l l e d  u n d e r  P a r a 

g r a p h  3 ( a )  a b o v e ,  t h e  a d v e r t i s e r  a n d  t h e  s t a t io n  w i l l  a g r e e  o n  a  s a t i s f a c t o r y  
s u b s t i t u t e  d a y  a n d  t im e  f o r  t h e  b r o a d c a s t  o r  a n o u n c e m e n t  o r ,  i f  n o  s u c h  

a g r e e m e n t  c a n  b e  r e a c h e d  w ith in  s e v e n  ( 7 )  d a y s  a f t e r  n o t i c e  o f  c a n c e l l a t io n ,  
t h e  b r o a d c a s t  o r  a n n o u n c e m e n t  w i l l  b e  c o n s i d e r e d  a s  c a n c e l l e d  w i t h o u t  a f f e c t in g  
t h e  r a t e s  o r  r i g h t s  p r o v i d e d  u n d e r  th is  c o n t r a c t ,  e x c e p t  t h a t  th e  a d v e r t i s e r  s h a l l  
n o t  b e  r e q u i r e d  to  p a y  f o r  t h e  c a n c e l l e d  b r o a d c a s t  o r  a n n o u n c e m e n t .

4 .  B R O A D C A S T S  A N D  A N N O U N C E M E N T S

( a )  . T h e  c o n t r a c t  f o r  s t a t i o n  t im e  in c lu d e s  t h e  s e r v i c e  o f  t h e  t e c h n ic a l  s t a f f  
a n d  o f  a  r e g u l a r  s t a f f  a n n o u n c e r .  O t h e r  t a le n t  a n d  s e r v i c e  c h a r g e s ,  i f  a n y ,  
a r e  c o v e r e d  in  t h i s  c o n t r a c t  a n d  s u c h  c h a r g e s  a r e  s u b je c t  t o  c h a n g e  b y  th e  
a d v e r t i s e r  w i t h  t h e  c o n s e n t  o f  t h e  s t a t i o n .

( b )  . B r o a d c a s t s  o r  a n n o u n c e m e n t s  p r e p a r e d  b y  t h e  a d v e r t i s e r  a r e  s u b je c t  to  
t h e  a p p r o v a l  o f  t h e  s t a t i o n  a s  t o  b r o a d c a s t  c o n t e n t .

2 .  T E R M IN A T IO N

( a ) .  T h i s  c o n t r a c t  m a y  b e  t e r m i n a t e d  b y  e i t h e r  p a r t y  b y  g i v i n g  t h e  o t h e r  
f o u r t e e n  ( 1 4 )  d a y s '  p r i o r  w r i t t e n  n o t i c e ;  p r o v i d e d  t h a t  no s u c h  n o t i c e  s h a l l  b e  
e f f e c t i v e  u n t i l  t w e n t y - e ig h t  ( 2 8 )  d a y s  a f t e r  s t a r t  o f  b r o a d c a s t s  o r  a n n o u n c e 

m e n t s  h e r e u n d e r .  I f  a d v e r t i s e r  s o  t e r m in a t e s  t h i s  c o n t r a c t ,  i t  w i l l  p a y  s t a t i o n  
a t  e a r n e d  r a t e  a c c o r d in g  to  s t a t i o n ' s  r a t e  c a r d  o n  w h i c h  t h i s  c o n t r a c t  is  b a s e d .  
I f  s t a t i o n  s o  t e r m in a t e s  t h i s  c o n t r a c t ,  a d v e r t i s e r  w i l l  t h e n  e i t h e r  a g r e e  w ith  
s t a t i o n  o n  a  s a t i s f a c t o r y  s u b s t i t u t e  d a y  o r  t im e  f o r  c o n t in u a n c e  o f  b r o a d c a s t s  o r  
a n n o u n c e m e n t s  c o v e r e d  b y  t h i s  c o n t r a c t  a t  t h e  c a r d  r a t e s  o n  w h ic h  t h i s  c o n t r a c t  
i s  b a s e d  f o r  s u c h  s u b s t i t u t e  t im e ,  o r ,  i f  n o  s u c h  a g r e e m e n t  c a n  b e  r e a c h e d ,  

a d v e r t i s e r  w i l l  p a y  s t a t i o n  a c c o r d in g  t o  t h e  r a t e s  s p e c i f i e d  h e r e in  f o r  a l l  
b r o a d c a s t s  o r  a n n o u n c e m e n t s  p r e v i o u s l y  r e n d e r e d  b y  s t a t i o n .  In  t h e  e v e n t  o f  
t e r m in a t io n  h e r e u n d e r ,  n e i t h e r  p a r t y  s h a l l  b e  l i a b l e  t o  t h e  o t h e r  p a r t y  o t h e r 

w is e  t h a n  a s  s p e c i f i e d  in  t h i s  p a r a g r a p h  a n d  in  p a r a g r a p h  5  h e r e o f .

3 .  S U B S T IT U T IO N  O F  P R O G R A M S  O F  P U B L IC  IM P O R T A N C E  O R  IN  T H E  
P U B L IC  IN T E R E S T

( a ) .  T h e  s t a t i o n  s h a l l  h a v e  t h e  r i g h t  t o  c a n c e l  a n y  b r o a d c a s t  o r  a n n o u n c e m e n t  

o r  a n y  p o r t io n  t h e r e o f  c o v e r e d  b y  t h i s  c o n t r a c t  in  o r d e r  t o  b r o a d c a s t  a n y

5 .  G E N E R A L

( a )  . T h i s  c o n t r a c t  i s  s u b je c t  to  t h e  t e r m s  o f  l i c e n s e s  h e l d  b y  t h e  s t a t io n  a n d  is

s u b je c t  a l s o  t o  a l l  F e d e r a l ,  S t a t e  a n d  M u n c i p a l  l a w s  a n d  r e g u l a t io n s  n o w  in  y

f o r c e ,  o r  w h ic h  m a y  b e  e n a c t e d  in  t h e  f u t u r e ,  i n c l u d in g ,  b u t  n o t  l i m i t e d  t o ,  t h e \j J
R u le s  a n d  R e g u l a t i o n s  o f  t h e  F e d e r a l  C o m m u n ic a t io n s  C o m m is s io n  m a d e  in  
p u r s u a n c e  o f  i t s  q u a s i - le g i s l a t i v e  p o w e r s  a n d  i t s  d e c i s i o n s  a n d  a c t i o n s  a n d  o r d e r s  
w h e n  a c t in g  in  i t s  q u a s i - ju d ic ia l  c a p a c i t y .

( b )  . T h i s  c o n t r a c t ,  i n c lu d in g  th e  r i g h t s  u n d e r  i t ,  m a y  n o t  b e  a s s i g n e d  o r  t r a n s 

f e r r e d  w i t h o u t  f i r s t  o b t a i n i n g  th e  c o n s e n t  o f  t h e  s t a t i o n  in  w r i t i n g ;  n o r  m a y  th e  
s t a t i o n  b e  r e q u i r e d  to  b r o a d c a s t  h e r e u n d e r  f o r  t h e  b e n e f i t  o f  a n y  o t h e r  a d v e r 

t i s e r  t h a n  th e  o n e  n a m e d  on t h e  f a c e  o f  t h e  c o n t r a c t .

( c )  .  T h e  a d v e r t i s e r  a g r e e s  t h a t  t h e  s t a t io n  m a y  d e d u c t  f r o m  a n y  f i v e - m in u te  
p e r i o d  o r  l o n g e r  n o t  m o r e  t h a n  t h i r t y  s e c o n d s  f o r  s t a t i o n - b r e a k  p u r p o s e s .

( d )  . T h i s  c o n t r a c t  s h a l l  b e  c o n s t r u e d  u n d e r  a n d  a c c o r d in g  to  t h e  l a w s  o f  t h e  
S t a t e  o f  T e x a s ,  a n d  t h e  p r o v i s i o n s  h e r e o f  c o n s t i t u t e  t h e  e n t i r e  a g r e e m e n t  
b e t w e e n  t h e  p a r t i e s  a n d  s u p e r s e d e  a n y  a n d  a l l  o t h e r  t r a n s a c t i o n s ,  n e g o t i a t i o n s ,  

o r  r e p r e s e n t a t i o n s  w h a t e v e r  a s  t o  t h e  b r o a d c a s t s  o r  a n n o u n c e m e n t s .
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O h e W c cjßendon (Corporation

RADIO K L I F  STATION

l
2104 JACKSON ST. 

DALLAS, TEXAS

Riverside 2-7121

B R O A D C A S T I N G  A G R E E M E N T

A p r i l  4. I960
( D a t e )

a g r e e m e n t  b f t w f f n  Junbo Distributing Corporation_________

c a l l e d  " s t a t i o n "  t o  b r o a d c a s t - Spot radio announcements_____

r------L E N G T H  O F  B R O A D C A S T ------ * r--------- H O U R ----------- ,--------- D A Y S -----------

1 min. spots to be determined-----sam e--------------s a m e ----------------------------same

___________C A L L E D  " A D V E R T IS E R "  A N D  R A D IO  S T A T IO N  K L IF

_______________ ppnniicT.phonograph records

T IM E S  P ER  W E E K — -> -------T O T A L  N O . T IM E S ------ -

Advertiser will receive one-minute announcements on ROS basis during December, I960, 
in number to equal value of any phonograph, records which station requests and broad
casts and which advertiser elects to provide station from March 15, I960 through 
November 30, I960. Said amount of time and scheduling of announcements to be 
determined during final week of November, I960.

C o m m e n cem en t D o te : D e c e m b e r ,  I 9 6 0 E x p ir a t io n  D a te : December 31, I960

R A T E S : N e t  S t a t io n  T im e

station's national rate $ 
as of March 15, I960,

■'with appr opriate-----------
frequency discounts. $

O t h e r  C h a r g e s T o t a l

•same
. $ fo r  c o n tra c t

In  re tu rn  fo r  s a id  se rv ic e  th e  A g e n c y  A d v e r t is e r  a g re e s  th a t  P A Y M E N T S  a r e  to  b e  m a d e  a t  th e  s ta t io n  a t  D a l la s ,  D a l la s  C o u n ty , T e x a s , a s  fo llo w s :

T h e  f i r s t  p a y m e n t to  b e  d u e _ March 15___________ ___ 156(Lin.phonograph records.
W IT N E S S  o u r h a n d s  a n d  s e a ls  th e  d a y  a n d  d a te  f ir s t  a b o v e  w r it te n .

T O  BE  S U B M IT T E D  F O R  A P P R O V A L .

By— S / Don Newberry
( S t a t io n  R e p r e s e n t a t i v e )

Jumbo Distributing CorporatiqQ„nry 

By__ John T. Jumbo
( O f f i c e r )

t h e  M c L e n d o n  c o r p o r a t i o n . Addre» I9O6 Montana St.

A c c e p te d  b y _  S /B ill Morgan city______Dallas. _ S tate Texas
V ic e - P r e s id e n t  a n d  G e n e r a l  M a n a g e r

T h is  a g re e m e n t  is  no t b in d in g  u n til e x e c u te d  b y  a n  o f f ic e r  o f T h e  M c Le n d o n  C o r p o r a t io n , a n d  is su b je c t  to  th e  co n d it io n s  p r in te d  on th e  re v e rse  s id e  h e re o f .



S T A N D A R D  C O N D I T I O N S O
1 . P A Y M E N T

( a )  . T h e  a d v e r t i s e r  a g r e e s  t o  p a y ,  a n d  t h e  b r o a d c a s t i n g  s t a t io n  a g r e e s  t o  h o l d  
t h e  a d v e r t i s e r  s o l e l y  l i a b l e  f o r  p a y m e n t  f o r  t h e  b r o a d c a s t s  o r  a n n o u n c e m e n t s  
c o v e r e d  b y  t h i s  c o n t r a c t ,  u n le s s  e x p r e s s l y  o t h e r w i s e  a g r e e d  in  w r i t i n g .

( b )  . T h e  a d v e r t i s e r  a g r e e s  t o  p a y  f o r  b r o a d c a s t s  o r  a n n o u n c e m e n t s  c o v e r e d  b y  
t h i s  c o n t r a c t ,  a t  t h e  o f f i c e  o f  t h e  b r o a d c a s t i n g  s t a t i o n  o r  o f  i t s  a u t h o r i z e d  
r e p r e s e n t a t i v e ,  in  D a l l a s ,  D a l la s  C o u n t y ,  T e x a s ,  o n  o r  b e f o r e  t h e  l a s t  d a y  o f  
t h e  m o n th  f o l l o w i n g  t h a t  in  w h ic h  t h e  b r o a d c a s t i n g  is  d o n e  u n le s s  o t h e r w i s e  
s t i p u l a t e d  o n  th e  f a c e  o f  t h i s  c o n t r a c t .

( c )  .  S t a t i o n ' s  i n v o i c e s  f o r  b r o a d c a s t s  o r  a n n o u n c e m e n t s  c o v e r e d  b y  t h i s  c o n 

t r a c t  s h a l l  b e  in  a c c o r d a n c e  w i th  th e  s t a t i o n ' s  l o g  a n d  s h a l l  s o  s t a t e  o n  e a c h  
s u c h  i n v o i c e ,  a n d  s h a l l  b e  d e e m e d  to  b e  c o r r e c t  u n le s s  p r o v e d  o t h e r w i s e .

( d )  .  I n v o i c e s  s h o u ld  b e  r e n d e r e d  n o t  l e s s  t h a n  m o n t h ly .

( e )  . U p o n  r e q u e s t  o f  t h e  a d v e r t i s e r ,  a f f i d a v i t  o r  c e r t i f i c a t i o n s  o f  p e r f o r m a n c e  
w i l l  b e  f u r n i s h e d  b y  t h e  s t a t i o n  to  t h e  a g e n c y  a t  t h e  t im e  o f  b i l l i n g .  U n le s s  
t h e  r e q u e s t  is  r e c e i v e d  p r i o r  t o  b i l l i n g ,  t h e  r e q u e s t  f o r  a n d  t h e  f u r n i s h in g  o f  
s u c h  a f f i d a v i t s  o r  c e r t i f i c a t i o n s  s h a l l  n o t  a c t  a s  a  c o n d i t i o n  p r e c e d e n t  t o  th e  
p a y m e n t  o r  t h e  t im e  o f  a n y  p a y m e n t  c a l l e d  f o r  h e r e u n d e r .

p r o g r a m  w h ic h  in  i t s  a b s o l u t e  d i s c r e t i o n  i t  d e e m s  to  b e  o f  p u b l i c  im p o r t a n c e  
o r  in  t h e  p u b l i c  i n t e r e s t .  In  a n y  s u c h  c a s e  t h e  s t a t i o n  w i l l  n o t i f y  a d v e r t i s e r  in  
a d v a n c e ,  i f  r e a s o n a b l y  p o s s i b l e ,  b u t  in  a n y  c a s e ,  w i t h in  a  r e a s o n a b l e  t im e  

a f t e r  s u c h  b r o a d c a s t ,  t h a t  th e  a d v e r t i s e r ' s  b r o a d c a s t  o r  a n n o u n c e m e n t  h a s  
b e e n  c a n c e l l e d .

( b ) .  In  t h e  c a s e  o f  a n y  b r o a d c a s t  o r  a n n o u n c e m e n t  c a n c e l l e d  u n d e r  P a r a 

g r a p h  3 ( a )  a b o v e , t h e  a d v e r t i s e r  a n d  th e  s t a t io n  w i l l  a g r e e  on a  s a t i s f a c t o r y  
s u b s t i t u t e  d a y  a n d  t im e  f o r  th e  b r o a d c a s t  o r  a n o u n c e m e n t  o r ,  i f  n o  s u c h  
a g r e e m e n t  c a n  b e  r e a c h e d  w i t h in  s e v e n  ( 7 )  d a y s  a f t e r  n o t i c e  o f  c a n c e l l a t io n ,  
t h e  b r o a d c a s t  o r  a n n o u n c e m e n t  w i l l  b e  c o n s i d e r e d  a s  c a n c e l l e d  w i t h o u t  a f f e c t in g  
t h e  r a t e s  o r  r i g h t s  p r o v i d e d  u n d e r  t h i s  c o n t r a c t ,  e x c e p t  t h a t  th e  a d v e r t i s e r  s h a l l  
n o t  b e  r e q u i r e d  to  p a y  f o r  t h e  c a n c e l l e d  b r o a d c a s t  o r  a n n o u n c e m e n t .

4 .  B R O A D C A S T S  A N D  A N N O U N C E M E N T S

( a )  .  T h e  c o n t r a c t  f o r  s t a t i o n  t im e  i n c lu d e s  th e  s e r v i c e  o f  t h e  t e c h n ic a l  s t a f f  
a n d  o f  a  r e g u l a r  s t a f f  a n n o u n c e r .  O t h e r  t a le n t  a n d  s e rv ic e  c h a r g e s ,  i f  a n y ,  
a r e  c o v e r e d  in  t h i s  c o n t r a c t  a n d  s u c h  c h a r g e s  a r e  s u b je c t  to  c h a n g e  b y  th e  
a d v e r t i s e r  w i t h  t h e  c o n s e n t  o f  t h e  s t a t i o n .

( b )  . B r o a d c a s t s  o r  a n n o u n c e m e n t s  p r e p a r e d  b y  t h e  a d v e r t i s e r  a r e  s u b je c t  to  
t h e  a p p r o v a l  o f  t h e  s t a t i o n  a s  t o  b r o a d c a s t  c o n t e n t .

2 . T E R M IN A T IO N

( a ) .  T h i s  c o n t r a c t  m a y  b e  t e r m i n a t e d  b y  e i t h e r  p a r t y  b y  g i v i n g  t h e  o t h e r  
f o u r t e e n  ( 1 4 )  d a y s '  p r i o r  w r i t t e n  n o t i c e ;  p r o v i d e d  t h a t  n o  s u c h  n o t i c e  s h a l l  b e  
e f f e c t i v e  u n t i l  t w e n t y - e ig h t  ( 2 8 )  d a y s  a f t e r  s t a r t  o f  b r o a d c a s t s  o r  a n n o u n c e 

m e n t s  h e r e u n d e r .  I f  a d v e r t i s e r  s o  t e r m in a t e s  t h i s  c o n t r a c t ,  i t  w i l l  p a y  s t a t io n  
a t  e a r n e d  r a t e  a c c o r d in g  to  s t a t i o n ' s  r a t e  c a r d  o n  w h i c h  t h i s  c o n t r a c t  i s  b a s e d .  
I f  s t a t i o n  s o  t e r m in a t e s  t h i s  c o n t r a c t ,  a d v e r t i s e r  w i l l  t h e n  e i t h e r  a g r e e  w ith  
s t a t i o n  o n  a  s a t i s f a c t o r y  s u b s t i t u t e  d a y  o r  t im e  f o r  c o n t in u a n c e  o f  b r o a d c a s t s  o r  
a n n o u n c e m e n t s  c o v e r e d  b y  t h i s  c o n t r a c t  a t  t h e  c a r d  r a t e s  o n  w h i c h  t h i s  c o n t r a c t  
i s  b a s e d  f o r  s u c h  s u b s t i t u t e  t im e ,  o r ,  i f  n o  s u c h  a g r e e m e n t  c a n  b e  r e a c h e d ,  
a d v e r t i s e r  w i l l  p a y  s t a t i o n  a c c o r d in g  to  t h e  r a t e s  s p e c i f i e d  h e r e in  f o r  a l l  
b r o a d c a s t s  o r  a n n o u n c e m e n t s  p r e v i o u s l y  r e n d e r e d  b y  s t a t i o n .  In  t h e  e v e n t  o f  
t e r m in a t io n  h e r e u n d e r ,  n e i t h e r  p a r t y  s h a l l  b e  l i a b l e  t o  t h e  o t h e r  p a r t y  o t h e r 

w is e  t h a n  a s  s p e c i f i e d  in  t h i s  p a r a g r a p h  a n d  in  p a r a g r a p h  5  h e r e o f .

3 . S U B S T IT U T IO N  O F  P R O G R A M S  O F  P U B L IC  IM P O R T A N C E  O R  IN  T H E  
P U B L IC  IN T E R E S T

( a ) .  T h e  s t a t i o n  s h a l l  h a v e  t h e  r i g h t  t o  c a n c e l  a n y  b r o a d c a s t  o r  a n n o u n c e m e n t  

o r  a n y  p o r t io n  t h e r e o f  c o v e r e d  b y  t h i s  c o n t r a c t  in  o r d e r  t o  b r o a d c a s t  a n y

5 .  G E N E R A L

( a )  . T h i s  c o n t r a c t  i s  s u b je c t  to  t h e  t e r m s  o f  l i c e n s e s  h e l d  b y  th e  s t a t io n  a n d  is  
s u b je c t  a l s o  to  a l l  F e d e r a l ,  S t a t e  a n d  M u n c i p a l  l a w s  a n d  r e g u l a t i o n s  n o w  in  
f o r c e ,  o r  w h ic h  m a y  b e  e n a c t e d  in  th e  f u t u r e ,  i n c l u d in g ,  b u t  n o t  l i m i t e d  t o ,  t h e  | 
R u le s  a n d  R e g u l a t i o n s  o f  t h e  F e d e r a l  C o m m u n ic a t io n s  C o m m is s io n  m a d e  in  ' 
p u r s u a n c e  o f  i t s  q u a s ¡ - l e g i s l a t i v e  p o w e r s  a n d  i t s  d e c i s i o n s  a n d  a c t i o n s  a n d  o r d e r s  
w h e n  a c t in g  in  i t s  q u a s i - ju d ic i a l  c a p a c i t y .

( b )  .  T h i s  c o n t r a c t ,  i n c lu d in g  t h e  r i g h t s  u n d e r  i t ,  m a y  n o t  b e  a s s i g n e d  o r  t r a n s 

f e r r e d  w i t h o u t  f i r s t  o b t a i n i n g  t h e  co n sen t o f t h e  s t a t io n  in  w r i t i n g ;  n o r  m a y  th e  
s t a t io n  b e  r e q u i r e d  to  b r o a d c a s t  h e r e u n d e r  f o r  t h e  b e n e f i t  o f  a n y  o t h e r  a d v e r 

t i s e r  t h a n  th e  o n e  n a m e d  o n  t h e  f a c e  o f  t h e  c o n t r a c t .

( c )  . T h e  a d v e r t i s e r  a g r e e s  t h a t  t h e  s t a t io n  m a y  d e d u c t  f r o m  a n y  f i v e - m in u te  
p e r i o d  o r  l o n g e r  n o t  m o r e  t h a n  t h i r t y  s e c o n d s  f o r  s t a t i o n - b r e a k  p u r p o s e s .

( d )  . T h i s  c o n t r a c t  s h a l l  b e  c o n s t r u e d  u n d e r  a n d  a c c o r d in g  to  t h e  l a w s  o f  th e  
S t a t e  o f  T e ,x a s ,  a n d  t h e  p r o v i s i o n s  h e r e o f  c o n s t i t u t e  t h e  e n t i r e  a g r e e m e n t  
b e t w e e n  t h e  p a r t i e s  a n d  s u p e r s e d e  a n y  a n d  a l l  o t h e r  t r a n s a c t i o n s ,  n e g o t i a t i o n s ,  

o r  r e p r e s e n t a t i o n s  w h a t e v e r  a s  t o  th e  b r o a d c a s t s  o r  a n n o u n c e m e n t s .

-J
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RETAIL DISPLAY ADVERTISING CONTRACT

m T he Louisville T imes

8. R e a d i n g  N o t i c e s

Reading matter marked "advertisements” .
Daily combination, flat.................................................................. $3.00 per line
Sunday Courier-Journal, flat.....................................................  3.00 per line
Daily Courier-Journal......................................................................  2.00 per line
Louisville Times.................................................................................  2.00 per line
Daily Courier-Journal (Holiday rate)........................................ 3.00 per line
N o reading notices accepted for first page or editorial page; news 
headlines not used; cut-off rule above matter.

9. C ircu la t io n

Member A.B.C.
THE COURIER-JOURNAL 
Journal, established 1826; Courier, 
as Courier-Journal 1868.
THE LOUISVILLE TIMES. 
Established 1884.

established 1837, first published

N ATIO N A L ADVERTISING REPRESENTATIVES

T h e  B r a n h a m  C o m p a n y

New York, Chicago, Detroit, St. Louis, Dallas, Atlanta, Memphis, 
Charlotte, San Francisco, Los Angeles and Miami,

T h e  C o u r i e r - J o u r n a l  a n d  L o u is v i l le  T im e s  Co.
B a r r y  B in g h a m , President 

M a r k  Et h r id g e , Publisher 
L isle  B a k e r , General Manager 

L a w r e n c e  L o n g , Secretary and Treasurer 
D o u g l a s  C o r n e t t e , Assistant General Manager 

G a r r e t t  N o o n a n , Advertising Director 
T ed  W e il , Manager National Advertising

By-
Asst. Manager Retail Advertising

1 -
u

The Louisville Tim es
Louisville, Kentucky

Published Morning, Evening, Sunday 
The Courier-Journal (Morn. & Sun.) 
The Louisville Times (Evening)

Rate Card N o. 37 
Issued July 1, 1958 
Effective January 1, 1959

1. G e n e r a l  A d v e r t i s i n g

Morning Courier-Journal and
evening Louisville Times (com b.) ...................................... $ -90 per line

Sunday Courier-Journal .................................................................... 77 per line

Sunday-Morning-Evening (com b.) ........................................... 1-35 p erfm e
Daily Courier-Journal .........................................................................67 per line
Louisville Times ................................................................................. 63 per line

COM BIN ATIO N  o f morning and evening, Sunday and morning, 
Sunday and evening or Sunday and both morning and evening inser
tions (identical copy) may be ordered on separate days but service 
must be completed within the same calendar week beginning or ending 
with Sunday.

On any week day holiday when The Louisville Times is not published 
and The Courier-Journal is distributed to daily Courier-Journal and 
Louisville Times subscribers, advertising appearing in the daily Courier- 
Journal will be charged at an additional $.10 per line.

Minimum space display advertisements, 14 lines.

Advertisements more than 2 columns wide must be as many inches 
deep as columns wide.

Advertisements ordered more than 270 lines in depth charged for 
full column of 300 lines.

60 days’ notice given in event o f rate revisions.

Right reserved to refuse any advertisement or copy.

N o preferred positions sold.

2. C o m m is s io n  a n d  C a s h  D isc o u n t

Commission to advertising agencies, 15% . Discount if paid by 15th 
of month 'follow ing date of insertion, 2% .

•egul̂

Address V

the

3.  R O P  C o l o r

Run-of-paper position, one color and black, register or spot, $273 
Daily Combination. $250 Sunday Courier-Journal. $200 Daily Courier- 
Journal. $200 Louisville Times. Minimum space 1,000 lines. Daily 
Combination color copy starts in Louisville Times (evening) and com
pletes combination with Courier-Journal the following morning. Closing 
dates: Reservations 10 days in advance. Printing material —  4 days in 
advance. Cancellation date: 4 days in advance.

ate
the

ites

tes,

the
by

Retail Contract 10-1-56
Salesman



RETASL DISPLAY ADVERTISING CONTRACT

<£om,m*"2 onrmtf the r /im s™  r „ tn..™

c

th

By..

4 .  R O P  M e c h a n i c a l  R e q u i r e m e n t s
W idth o f tv 'e  page..................................................................................15 7 /16"
Depth o f type page................................................................................ 21 15/16'
Single-column width.......................................................................................1 7 /8 '
Two-column width....................................................................................3 1 3 /1 6 '
Three-column width.........................................................................................5 3 /4 "
Four-column width....................................................................................7 11/16"
Five-column width...............  9 5/8 '
Six-column w id th .................................................................................... H  9 /1 6 '
Seven-column width....................... ......................
Columns to page....................................................
Column depth........................................................
Full page........ ..........................................................
Mats— To full page. Plates— Unmounted. 
Cuts— Made at advertiser’s expense.

„13 1/2"

......300 lines
„2,400 lines

M ECHANICAL CI.AUSE— The advertiser and/or agency shall desig- 
nate the width in columns and exact depth, in which case the 
newspaper agrees to publish and bill advertisement in exact space 
ordered: measurement to be from cut-off to cut-off rule.

'lADLIN ES— The daily Courier-Journal, 6 P.M . two days pieced- 
fnr publication. The Louisville Times, 6 P.M . two days preceding 
v—publication. Sunday Courier-Journal 6 P.M . Wednesday. Monday 

Courier-Journal and Times. 6 P.M . Thursday. Emergency copy will 
be accepted beyond deadline only when space will permit and at 3c 
per line above the regular rate when composition is necessary.

5 .  S u n d a y  C o m ic  S e c t io n
Printed by Greater Buffalo Press, Buffalo, N . Y .
Black and three colors.

1 page (1,960 lines)..
Open 3 ti. 7 ti. 13 ti. 26 ti. 52 ti.

$1,822 i t , 676 *1,494 *1.421 $1,348 $1,275
1,366 1,256 1,120 1,065 1,010 956
1,093 1,005 896 852 808 765

911 838 747 710 674 637
501 460 410 390 370 350

1/3 page ( 654 lines)  911
1/6  page ( 327 lines)...... 501

Page is 7 columns wide by 280 lines deep. Column width, 2 inches. 
Complete plates or mats to be furnished 4 weeks in advance to 
Greater Buffalo Press, Buffalo, N . Y . Cancellation or change of 
copy size 8 weeks in advance o f publication date. Where one adver
tiser runs schedule o f varying sizes, total number o f insertions de
termines discount bracket.

6.  S u n d a y  R o t o - M a g a z i n e

MONOTONE - 
SIZES  
Full Pago

7/10  
3/5  
1/2 
9/20  
2/5 
3/10  
1/5 
3/20  
1/10 
1/20  
1/40  wTT&K

of s 'TONE o r  
Pago

3/5
1/2 ”
2/5 ”
1/5
FULL COLOR  

Full Pago

- Minimum 
1 TIME 
$ 900.00

642.00
550.00
458.00
417.00
370.00
278.00
187.00
140.00
93.50  
46.75
23.50

SPOT COLOR
1,000 .00

650.00
558.00
470.00
287.00

space 21 lines

1,200.00
850.00
758.00
670.00

' TIMES 13 TIMES 26 TIMES
873.00 $ 855.00 $ 837.00
622.00 609.00 597.00
533.00 522.00 511.00
444.00 435.00 425.00
404.00 396.00 387.00
358.00 351.00 344.00
269.00 264.00 258.00
181.00 177.00 173.00
135.00 133.00 130.00
90.50 88.50 86.50
45.25 44.25 43.25
22.75 22.50 22.00

R
973.00 955.00 937.00
633.00 622.00 611.00
544.00 535.00 525.00
458.00 451.00 444.00
281.00 277.00 273.00

1,173.00 1,155.00 1,137.00
833.00 822.00 811.00
744.00 735.00 725.00
658.00 651.00 644.00

! TIMES 
810.00
577.00
495.00
412.00
375.00
333.00
250.00
168.00 
126.00

84.00
42.00  
21.50

910.00
595.00
512.00
433.00
268.00

1,110.00
795.00
712.00
633.00

6. S u n d a y  R o t o - M a g a z i n e  ( C o n t in u e d )
ODD SIZE UNITS
jMinimum depth acceptable— 21 lines. For sizes other than listed 
above, advertisements more than 150 lines deep on 1 or 2 cols, 
must occupy full column space. Advertisements measuring 150 
lines or less on 1 or 2 cols., not shown as acceptable size, arc 
charged at nearest lower unit cost, plus line rate of $1.15 for space 
in excess o f unit size. Line rate not subject to discounts. Adver
tisements on 3 cols, accepted only in 1 /2 , 3 /4  and full column 
depth. Advertisements on 5 cols., accepted only in 1 /2 , 3 /5  and 
full column depth. N o  advertising on 4 cols, accepted.
Discounts figured from Monotone rate only. Color premium net. 
Fully retouched positives and color guides to be furnished by the 
advertiser If positives are made by the Courier-Journal there will 
be an additional charge at our cost, to be quoted upon examination 
o f copy. In this case, copy should be complete pastc-up, ready for 
camera.
Where one advertiser runs schedule o f varying sizes total number 
of insertions determines discount bracket.
If advertiser docs not use the number o f insertions specified 
on the contract, he will be billed, in addition to the rate charged,
the difference between it and the rate actually earned, based on the
schedule shown. If sufficient frequency is used during the life o f the 
contract to earn a lower rate, as is shown on the above schedule. 
The Courier-Journal agrees to give a rebate covering the actual 
performance. Agency commission 15% . Cash discount 2% . Cash dis
count date 15th of the month following service. All rates are 
commissionable.
MECHANICAL REQUIREMENTS. Pages are 5 columns wide by 12% 
inches deep; 850 lines to the page. Column width 2 inches. Minimum 
space 21 lines single column. Copy sizes:

1/40 page.........1 col. x 21 li. (1 % " x 1% ")1 / i n  '* 1 /-«I v  if*) !•1/20 
1/10 
1/10 
3/20 
1/5 
1/5 
3/10 
3/10 
2/5 
9/20 
1/2 
1/2 
3 /5  
3 /5  
7/10 1

........ 1 col. x 42 li. ( 1 ;
-------1 col. x 85 li. (1 /f
........2 col. x 42 li. (3 ft
____ 1 col. x 127 li. ( l [
____ 1 col. x 170 li. (1%
____ 2 col. x 85 li. (37/g- ’ ----  '3%

, a' X 3")
'  x 6 1 /16")
' x 3")
, " x 9  1 /16")'x 12%") 

x 6 1/ 16"k

Asst. Manager Retail Advertising — v jy  Address ...\.........

........2 col. x 127 li. ( } ’/ « "  x 9 1/ 16" )
■■ ____ 3 col. x  85 li. (5%  X 6 1/16")
”  ........2 col. x 170 li. ( 3 % " x  12% ")
"  ____ 3 col. x 127 li. (5 % "  x 9 1/16")
”  ____ 2%  col. x 170 li. (4 % " X 12% ")
”  ........5 col. X 85 li. (10" x 6 1 /16 ")
”  ____ 3 col. x  170 li. (57/." x 12% ")
”  ........5 col. x 102 li. (10* x 7 5 /16")
”  ........3%  col. X 170 li. (67/s"  X 12>/a" )
■’ ____ 5 col. x 170 li. (10" x  12H ")

Acceptable dimensions for color units:
1/5 page 1 col. x  170 li. (1 % '' X 1 2 % ")— duotone or spot 

color only
1/5 ” ____ 2 col. x 85 li. (3 % "  x  6 1 /1 6 " )— duotone or spot

color only
2 /5  ”  _____2 col. x 170 li. (37a" x 12% ")
1 /2  ”  _____ 2%  col. x 170 li. (4 % "  x 12% ")
1/2 "  _____ 5 col. X 85 li. (10" x 6 1 /16 ")
3 /5  "  _____3 col. X 170 li. (57/," x 12% ")
3/5 "  _____ 5 col. x 102 li. (10* x 7 5 /16")
1 ”  _____5 col. X 170 li. (10 X 12% ")

Center spread including gutter, if available 20% " wide by 12% 
deep. N o space charge for gutter.

Fully retouched positives and color guides to be lurmshed by the 
advertiser. The same positives may be used in the Atlanta Journal 
and Constitution, Birmingham News, Cincinnati Enquirer, Columbus 
Dispatch Houston Chronicle, Indianapolis Star. Newark News, New 
Orleans Times-Picayune-Statcs, Phoenix, Arizona Republic, St. Louis 
Globe-Democrat, Pittsburgh Sun-Telegraph, Terre Haute Tribune-Star. 

CLOSING DATES
Printing material delivered to the Standard Gravure Corporation, 
Louisville 2, Kentucky, no later than four weeks in advance of 
publication date. Cancellation or change-of-copy dimension deadline 
6 weeks in advance.

7 .  C l a s s i f i e d  A d v e r t i s i n g
Morning Courier-Journal and oc ..

Evening Louisville Times (com b .)......... .............................* -85 per line
Sunday Courier-Journal........... - ...........................................- .......... per line
Daily Courier-Journal.................................................................. ** Per }!nc
Louisville Times..............................v..... ;..... - .............. . . . . . . . . . . . . . . . . .65 per line
T o qualify for the daily combination rate, classified advertisements 
must run consecutive issues, morning and evening. Holiday rate, daily 
Courier-Journal, $.20 per line additional. .
The only display effect permitted is an occasional line of agate caps. 
N o white space or larger types are used.
Box number address requires one line. ,
Right reserved to classify and index classified advertisements accord
ing to rules governing classified pages. . , , .
T o  estimate space figure 5 words to a line, counting each hyphenated 
or compound word as two words.
Cash with order.

Salesman Retail Contract 10-1-56
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RETAIL DISPLAY ADVERTISING CONTRACT

©K Coiiricr-lonnuU T he Louisville T imes
THIS CO N TRACT made this.............................. day of.....................................................................................................................t 19............... ,

by and between.................................................................................................................................................................................hereinafter called the
Advertiser, and the Courier-Journal and Louisville Times Company, hereafter called the Publisher.

WITNESSETH:
That in consideration of the mutual agreements herein contained it is agreed between the Advertiser and the Publisher as follows:

r— ANNUAL EXPENDITURE-----------------------------------------------------------------------------
Within one year from.. .................................................................................the Advertiser agrees to spend for display advertising space in

The Courier-Journal and The Louisville Times under the Annual Expenditure rate structure shown on the reverse side of this contract,
$____________________ at the following rates:

Daily Combination, Courier-Journal
and Louisville Times............................ c per agate line
The Louisville Times............................. c per agate line

The Sunday Courier-Journal............................. c per agate line
The Daily Courier-Journal............................. c per agate line

If more or less money than specified above is spent for display advertising space during the contract period the rate per line 
for the space used shall be in accordance with the Annual Expenditure rate schedule, shown on reverse side. Adjustments will be 
made on the basis of total NET expenditures at the adjusted rates.

— OR WEEKLY INSERTION----------------------------------------------------
Within_______ consecutive weeks from__________________________________________ the advertiser agrees to use.. ..Insertions per week
of a minimum of.... .........................lines per insertion and agrees to pay for said insertions at the following rates:

Daily Combination, Courier-Journal
and Louisville Times............................ c per agate line
The Louisville Times............................. c per agate line

The Sunday Courier-Journal............................. c per agate line
The Daily Courier-Journal.............................c per agate line

When more space is used (per individual insertion) than contracted for, the rate charged shall be in accordance with the Weekly 
Insertion rate schedule shown on the reverse side of this contract.

When fewer insertions or less space than contracted for are used, the rates earned on the basis of the Annual Expenditure rate 
schedule shown on the reverse side of this contract shall apply.

It is understood and mutually agreed that Sunday will be considered the starting date for the weekly insertion contract. If an 
Advertiser fails to furnish advertising copy in time to comply with established "deadlines", the Publisher is hereby authorized to 
repeat the last published advertisement in order to validate contract.

The Publisher reserves the right upon at least 30 days' written notice to the Advertiser to revise and change the rates and the rate 
schedule set forth in this agreement upon any January I, April I, July I, or October I hereafter. In the absence of any such notice the 
rates and rate schedule set forth in this agreement are guaranteed from quarter to quarter only.

The Advertiser reserves the right to cancel this contract without adjustment charge on any date upon which new and higher rates 
are made effective by the publisher.

If the Advertiser does not exercise his right to cancel this contract in writing, as herein provided, because of an increase in rates, 
the Advertiser agrees to pay the increased rates.

Furthermore, should publication of these newspapers be restricted or curtailed in any way due to conditions beyond his control, the 
amount of space contracted for, as well as the size, location or volume of advertisements, shall all be subject to revision or regulation by 
the Publisher without notice.

All rates and provisions herein are an integral part of this œntract.

Accepted
COURIER-JOURNAL AND LOUISVILLE! TIMES

By..
Asst. Manager Retail Advertising

Firm Name

Retail Contract 10-1-56
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Effective October 1, 1956

ANNUAL EXPENDITURE RETAIL CONTRACT RATES
Annual Space

Daily
Combination Sunday Louisville Daily

Expenditure C-J & Times Courier-Journal Times Courier-Journal
Per Agate Line Per Agate Line Per Agate Line Per Agate Line

$ 2 0 0 ,0 0 0 48c 38c 28c 28c
1 0 0 ,0 0 0 4 8 1/2 « 381/2c 2 8 '/2c 2 8 y 2c

5 0 ,0 0 0 49c 39c 29c 29c
2 5 ,0 0 0 49>/2c 3 9 y 2c 30c 30c
1 0 ,0 0 0 50c 40c 31c 31c

5 ,0 0 0 5 0 1/2  c 41c 32c 32c
1 ,0 0 0 51c 42c 33c 33c

2 5 0 52c 43c 34c 34c
O pen Rate 83c 69c 51c 51c

WEEKLY INSERTION RETAIL CONTRACT RATES
Number of

13
Daily

Combination
Consecutive Weeks

Sunday Louisville Daily
Insertions C-J & Times Courier-Journal Times Courier-Journal
Per Week Per Agate Line Per Agate Line Per Agate Line Per Agate Line

7  D ays
150 lines 49c 39c 29c 29c

5 0  lines 4 9 '/2c 391/jC 30c 30c
2 8  lines 50c 40c 31c 31c
14 lines 5 0 ’/2c 401/jC 32c 32c

6  Days
150 lines 491/2C 3 9 i/2c 30c 30c
5 0  lines 50c 40c 31c 31c
2 8  lines 5oy2c 41c 32c 32c
14 lines 51c 42c 33c 33c

3 Days
150  lines 50c 40c 31c 31c

5 0  lines SO ’/jC 41c 32c 32c
2 8  lines 51c 42c 33c 33c

2 Days
150  lines 5 0 '/2c 41c 32c 32c

5 0  lines 51c 42c 33c 33c
2 8  lines 5 1 '/2c 4 2 i/2c 3 3 '/2c 3 3 '/2c

1 D ay
150 lines 51c 42c 33c 33c

5 0  lines 51 y2c 4 2 y 2c 3 3 y 2c 3 3 y 2c
2 8  lines 52c 43c 34c 34c

V2C per line discount for 26 consecutive w eeks 
lc  per line discount for 52 consecutive w eeks

RUN-OF-PAPER COLOR RATES
A  charge above the contract rate will be made for color advertising (one color and black) 
as follows:

Daily Combination $275 Sunday Courier-Journal $250
Daily Courier-Journal $200 Louisville Times $200

Minimum Size 1000 Lines
Copy and Art Work must be released 10 days prior to publication date.

RETAIL RATES —  SUNDAY COMIC SECTION
Effective January 6 , 1957

Open Rate 3 Times 7 Times 13 Times 26 Times 52 Times

1 Page— 1960 lines $1479.41 $1374.45 $1201.19 $1183.69 $1157.04 $1130.38
2/3 Page— 1307 lines 1122.88 1036.25 906.30 880.48 862.99 836.33
1/2 Page—  980 lines 847.99 778.86 692.22 674.73 648.91 631.41
1/3 Page—  654 lines 715.55 673.06 608.09 587.27 543.95 522.29
1/6 Page—  327 lines 439.82 367.35 341.53 324.87 303.21 277.39

PLATE CHANGE ON SIG AND/OR ADDRESS —  $40.00  EXTRA
Page is 7 columns wide by 280 lines deep. Column width, 2 inches. Complete plates or 
mats to be furnished to the Courier-Journal at least 30 days in advance of publication. 
Cancellation or change of copy size 8 weeks in advance of publication date.

RETAIL MAGAZINE RATES
Effective January 6, 1957

MONOTONE Ono
nsertion

13 Weeks 
Insertion

26 Weeks 
Insertion

52 Weeks 
Inserti'

1 Page per insertion $841.00 $509.00 $484.00 $454,v. 0
3/5 Page per insertion 511.00 310.20 295.20 277.20
1/2 Page per insertion 429.00 261.50 252.00 237.00
2/5  Page per insertion 347.00 215.80 203.80 192.80

3 /1 0  Page per insertion 261.00 162.60 155.10 145.10
1/5 Page per insertion 176.00 109.40 103.90 97.90

1/10 Page per insertion 88.00 55.70 52.70 49.70
1/15 Page per insertion 59.00 36.62 34.62 32.62
1/20  Page per insertion 44.00 28.84 26.84 24.84
1/30 Page per insertion 33 .00  18.56

DUOTONE OR SPOT COLOR
17.56 16.56

1 Page per Insertion $941.00  $609.00  $584.00 $554.00
3/5 Page per insertion 611.00 410.20 395.20 377.20
1/2 Page per Insertion 529.00 361.50 352.00 337.00
2/5  Page per insertion 447.00 315.80 303.80 292.80
1/5 Page per Insertion 276.00 209.40 203.90 197.90
FULL COLOR

1 Page per Insertion $1 ,161 .00  $829.00  $804.00 $774.00
3 /5  Page per insertion 831.00 630.20 615.20 597.20
1/2 Page per insertion 749.00 581.50 572.00 557.00
2 /5  Page per insertion 667.00 535.80 523.80 512.80

(See Separate Contract)

INDIANA EDITION OF 
LOUISVILLE TIMES
effective October 3 , 1956

Separate Section—Wednesday Each Week
WEEKLY INSERTION RATE:

FULL PAGE
52

Weeks 39
Weeks 26

Weeks
13

Weeks
Less th3F 

13 Weeks

Per Line 
Va PAGE

10c ioy2c l i e 11 ’A« 17c

Per Line 
Va PAGE

l i e 11 i/2c 12c 12!/2c 18c

Per Line
LESS THAN y4 PAGE

12c 121/2c 13c 13 ’A c 19c

Per Line 13c 131/2c 14c 14 ’A c 20c

ANNUAL BULK SPACE:
124,800 lines (8914 Inches)....1 lc  per line ($1.54 per inch)

62,400 lines (4458 lnches)....12c per line ($1.68 per Inch)
31,200 lines (2229 inches)....13c per line ($1.82 per Inch)

Minimum space per insertion 50 agate lines (3'/2 inches)
(See Separate Contract)

“ Dining Out”
W eekly Restaurant Feature

Open 13 26 52
Rate Weeks Weeks Weeks

1 inch .................... ...................$ 7 .1 4 $  5 .0 4 $  4 .9 7 $  4 .9 0
2 Inches .............. .................... 14 .28 9 .8 0 9 .6 6 9 .5 2
3 Inches .............. 14 .70 14 .49 14 .28
4 Inches ............... ................... 2 8 .5 6 19.32 19 .0 4 18.76
6 Inches ................ .................  4 2 .8 4 2 8 .9 8 2 8 .5 6 2 8 .1 4
8 Inches .............. ................... 5 7 .1 2 3 8 .6 4 38 .0 8 37 .5 2

(See Separate Contract)

Daily Courier-Journal 
Farm Page

Published each Monday Morning space reservations Thursday 
noon preceding publication.

Agate Line, Flat................................... $  .50
One Inch (1 4  lin e s).........................  7.00



CHARITY RATES
Shall apply on advertisements for Charitable Organizations, 

Churches, Community Chest.
Daily Combination ..........48c per line
Sunday Courier-JournaI..38c per line
Louisville Times...................28c per line
Courier-Journal only........ 28c per line

LEGAL RATES
for the State of Kentucky, Jefferson Couaty Commissioners of Jefferson 
County, C ity of Louisville and departments under their jurisdiction.

Daily Combination............. 52c per line
Sunday Courier-Journal..43c per line
Louisville Times...................34c per line
Courier-Journal only........ 34c per line

Delinquent Tax list of the City of Louisville may be carried in the 
City edition of the Daily Courier-Journal only at 33c per line.

All other legal advertising, including legal advertising placed by 
the United States Government, its departments or agencies; legal ad
vertising placed by states, counties, cities or other govermental units 
or their departments; agencies or boards other than those set forth in 
the paragraph preceding; corporation notices of all sorts; bond sale 
and redemption notices; notices of dividends, escheat, annexation, 
right of way, condemnation, bids, sale, repossession, copyright and 
trademark; and all other types of legal advertising or notice.

Daily Combination.............83c per line
Sunday Courier-Journal..69c per line
Louisville Times..................51c per line
Daily Courier-Journal....51 c per line

BANKRUPTCY NOTICES.......45c per line
Saturday Times Only

BEER AND LIQUOR LICENSE APPLICATION NOTICES, $8 .00
In either the Daily Courier-Journal or The Louisville Times.........................................$8.00 (Cost includes two 8-line notices
Regular Form provided at the Classified Counter on street floor of Courier-Journal Building.

SPORTING EVENTS CIRCUS AND CARNIVAL AMUSEMENTS
Regular Retail Rates Comb..... 83c Sun......69c Regular Retail Rates

POLITICAL___Combination 83c Sunday....69c Times....51c Courier-Journal....51c



APPLICATION OF RETAIL RATES

An advertiser is entitled to retail display rates when he advertises merchandise or service for sale, direct to the 
home consumer only, through one or more permanent retail stores which he alone owns, controls and operates under 
one name in Metropolitan Louisville. An advertisement directing attention to a nationally sponsored contest or pro
motion, by other than the advertiser whose signature appears in the advertisement, will be charged at 83c per line 
for the Daily Combination, 51c per line for the Times Only, 51c per line for the Courier-Journal Only, and 69c per 
line for the Sunday Courier-Journal.

Retail Contract Rates do not apply to Political, Legal, Circus and Carnival, Farm Page, Associations, and Read
ing Notices.

Combination advertising in the Daily Courier-Journal and The Louisville Times shall appear in both of said papers 
without change of copy. It shall consist of identical copy without change and every advertisement appearing in the 
Daily Courier-Journal shall appear within 24 hours in The Louisville Times without change and every advertisement 
appearing in The Louisville Times shall appear within 24 hours in The Courier-Journal without change.

All advertising space expenditures in the Daily Courier-Journal, the Louisville Times, the Sunday Courier-Journal, 
the Sunday Courier-Journal Roto Magazine, the Sunday Courier-Journal Comic Section and any special sections, except 
in all cases for color premium and also except The Community Advertising campaign, and The Downtown Louisville 
campaign, shall be counted toward the fulfillment of the expenditure bracket of the annual Expenditure Contract.

CONDITIONS OF THIS CONTRACT

The Courier-Journal and Louisville Times Company reserves the 
right arbitrarily to edit or reject any copy.

The publishing company will not be responsible for purely typo
graphical errors or misprints beyond cancellation of the charge for 
the space involved.

No advertising charge will be cancelled after an advertisement 
has appeared in any edition of any issue for which it was ordered. 
Cancellation deadline for any Display ad scheduled in the Daily 
Courier-Journal or Times is 10:00 A.M . on the day preceding 
publication date and Thursday noon for the Sunday Courier- 
Journal.

A composition charge will be made for all advertisements set 
in accordance with advertiser's order and subsequently killed by 
his instructions, and also for extensive changes in style and copy 
after the advertisement has been set according to original in
structions. Any such charge will be based on actual labor costs.

The Advertiser agrees to protect and indemnify the Courier- 
Journal and Louisville Times Co., against any and all liability, loss 
and expense arising from the publication of the Advertiser's 
advertising because of claims for ( I ) alleged misrepresentation or 
mistatement, (2) alleged infringement of trade marks, trade names, 
patents or copyright and (3) alleged violation of fair trade laws.

All rates mentioned in this contract are net. The Publisher agrees 
to accept and publish advertising from the Advertiser on the terms 
and conditions herein specified. This contract contemplates no 
credit. If, however, credit is extended, the Publisher shall have 
full right to revert to a cash basis at any time, without objection 
from the Advertiser.

On any week day when The Louisville Times is not published 
and the Daily Courier-Journal is distributed to Daily Courier- 
Journal and Louisville Times subscribers, advertising appearing 
under this contract in the Daily Courier-Journal will be charged 
at the Sunday rates herein set out.

The Publisher reserves option to insert above or below the 
advertisement the word "advertisement."

GENERAL ADVERTISING RATES
New Cars, New Trucks, Trailers, New Motorcycles, Motor Boats, 

Aircraft, Gasoline and Oil.
Political (cash in advance), Insurance Companies; Radio and 

Television Stations, Magazines.
Railroads, Steamships, A ir Lines and Bus Lines (beyond county 

Service).
Manufacturers, Wholesalers, Brokers, Jobbers, Distributors and 

Branch Offices.
Rates— Daily Combination.........83c per agate line

Sunday Courier-Journal......... 69c per agate line

REGULATIONS
Advertisements will be made up from the bottom of pages.
No Display Advertisements will be accepted for less than 14 agate 
lines.
Advertisements more than two columns wide must be as many 
inches deep as columns wide.
Advertisements ordered more than 270 lines in depth will be 
charged for full column of 300 lines.

Retail Contract 10-1-56



M E M O R A N D U M

T O :  A ll Managers

F R O M :  Gordon McLendon

D A T E :  October 1, 1959

While we make m istakes here in the Dallas office, and many of them, I 
am very disturbed about your failure to follow through on many items of 
national business. I am referring not only to our failure on the Gillette 
account, but to many others which may be familiar to m ost of you - 
Taystee Bread, Champion Sparkplugs, Camel cigarettes, Southwestern Bell, 
etc. I don't think I need to elaborate on this. When we get an order for you 
we expect the order to be carried out to the letter, unless you have contacted 
us otherwise.

When you write a letter, send us a copy. When you want to contact an 
agency by telephone, or John Blair, as the case may be, to change or correct 
a schedule, contact us in advance. If you can't reach Morgan, you can reach 
m e. If you can't reach me, you can reach Don Keyes, since he is my A s 
sistant. National business is hard enough to come by. L et's be careful how 
we handle it. If any part of this memorandum is unclear, please contact me 
and I will clarify same.
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THE SKYWRITING CORPORATION OF AMERICA 
5 0  Ea s t  Fo r t y - s e c o n d  S t r e e t  

N e w  Yo r k  17, N . Y

_

KJ

Apri l  15,  1959

Mr. Mich. Lewis,
McLenden C or po rat i on  
2008 Jackson S t r e e t ,
Da l l as ,  Texas.

Dear Mr. L e w i s :

Fo l lowing  your phone i n q u i r y  t h i s  is to assure vou t h a t  
on the San Franc i sco

S o yo o n^ rhP U an t0 c o n s i s t  o f  f °ur l e t t e r s  w i l l  c o s t  
f H n h ?  ? i i s nL ahc 56 PUt UP at ten A s c r i p t i o n s  per
permHtingTTotaFiMnimuTcost UToo^ot ^  
ia r U c u I a T s T -u a U o n .'™  ^  ^  WeekS n° U c e  ln  thi s

Thanking you f o r  your valued i n qu i ry ,

S i n c e r e l y  y o u r s ,

THE SKYWRITINGC ORPORATJON OF AMERICA

l P

FIRS'

SSP :r
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The self imposed ban on the 
advertising of hard liquor compa
nies and the broadcasting industry 
fell by the wayside this week with 
the disclosure that the Sackel Co., 
Inc., Boston advertising agency had 
placed an order for Nuyens cor
dials and vodka on radio station 
WCRB, Boston. Nuyens Co. has 
been running two five-minute 
newscasts under a 26-week con-
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WCRB kicked off the drive in be
half of Nuyens on Oct. 13 and it is 
slotted late in the evening on the 
11 p.m. and midnight newscasts. 
Theodore Jones, president of the 
Boston radio outlet stated that “ the 
station was reaching an adult audi
ence and the campaign for Nuyens 
did not differ from stations carry
ing beer and wine advertising or 
newspapers for that matter.”

Sol Sackel, prexy of the agency 
which bears his name, indicated 
a strong feeling in favor of the 
program. “ In the time scheduling 
and in the type of station carrying 
the broadcasts, we have been care
ful to keep everything on an adult 
level. This is a dramatic kickoff 
method for launching the program 
and on the basis of our initial re
sponse, our recommendations has 
been borne out with immediate 
success.”

Another radio station, WOMT, 
Manitowic, Wis., recently stated 
that as of Nov. 1, when a new rate 
card is in application, the station 
will accept all alcoholic beverage 
advertising.
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The advertising industry differs 
as to whether broadcasters should 
be allowed to carry liquor mes
sages over the airwaves but within 
the next month or so the industry 
answer should be forthcoming. 
Traditionally the liquor industry 
adopted a voluntary code that they 
would not advertise via the broad
cast medium and the rule applied 
to newspapers on Sunday.
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TO: All Managers, All Program Directors 

FROM: Don Keyes 

DATE October 27, 1958 

SUBJECT: Sales Gimmick

Bill Weaver at KILT in Houston, has a good gimmick running on the air sponsored by Rainbo Bread. 
Since I was in ail the original acquisitions of this contract a year or so ago, I can tell you first 
hand what the circumstances are in getting this bread company on the air. They did not want a 
60 sec. commercial since they felt that they could say what they thought of their product in a 10 
or 20 sec. ¡ingle, and they did not want to pay the additional money to merely repeat an accepted 
theme. I mean, what can you say about bread that will particularly set one brand apart from another 
with particular significance. We do not have a 10 or 20 sec. rate, therefore, in order to "get the 
business" we gave them a gimmick which would be a short intro and close with sponsor credits. The 
inclusion of their commercial was a short jingle and the gimmick itself which ran anywhere from 
15 sec. to 1 min. One of the gimmicks involved the explanation of teenage slang. The copy writer 
would write a sentence of teenage ¡argon and the DJ Would translate into prdper English. This 
was not exactly a smashing success. When the gimmick grew old, we changed it to one called 
"Name Gimmick" wherein listeners were invited to send in their names which the K 8LT "Research 
Department" delved into for the original meaning in whatever language they happened to come 
from. When this cooled, we picked up the "Kiddie Thoughts" in which we invited listeners to send 
in cute sayings of their children. The most recent one which is my point of this entire memo is a 
simple one which can easily be duplicated in any of our markets should you want to use it to 
crack a bread account. The spot that they have scheduled in the morning show is presented for 
the parents and the youngsters telling them what the public school lunch menu is for that particular 
day and of course, every lunch menu was decked with the line "and of course, several slices of 
that good, enriched bread" . The second announcement was run between noon and 1, where the 
menu is given again for the mothers who may at that time of day be interested in knowing what 
the children are having for lunch at school. And the last spot of the day was run in the late 
afternoon or early evening informing all concerned of the lunch menu for the following day. These 
menus can be easily obtained by phoning the chief dietician of the school system. Rainbo Bread 
has been advertising on KILT now for well over a year and is apparently very happy with our 
ingenuity in presenting to them something different.

Don Keyes
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S T U D I O S :  1 1 3 0  B R O A D W A Y P O S T  O F F I C E  B O X  1 1 6 1 S A N  A N T O N I O ,  T E X A S

April § 1957

Gordon McLendon:

This report may come at a surprise to you but here 't i s .

I  caLled Jack Sandler at WQAM in Miami and asked i f  he was going to 
be in so that I could talk to  him on rates, etcs» He is going to be 
out o f town for a period o f two weeks, converntion and IT. Y. and 
he said he could t e l l  me on the phone anyway, a nd save making the 
trip* By the way, he has hired George Poulus as a salesman,, Hal

"‘hen TYQAM went on the a ir  he fixed a very low rate to encourage 
sales and get in  a sold out position . He maintained fa ir ly  high 
national rates, but his loca l rates were at extremely low rates»
He sold contracts for 13 weeks, 26 weeks, and some contracts at 
52 weeks» He recommended that the 26 week contract was the best, 
and that he shouldn't have taken any 52 week stu ff» After the f ir s t  
Hooper rqport he increased his rates accordingly for a ll  new business, 
but maintained the same low rate for the old business. Within a 
period of 10 months he upped his loca l rate 6 times until he presently 
has i t  where he wants i t »  However, each increase did not e ffect 
any old contracts»

He said he played i t  by ear, and according to what his Hooper showed»

He held his class A rate (7 to 9 AM, and 1; to 6 PM) fa ir ly  high, and 
didn 't encourage any sales here. But as he said, he sold his Class B 
and his nighttime rate, at just about whatever he could get for i t .
In some cases he went o ff  his rate card!

That's about i t !  I  haven't had an opportunity to go over your 
proposed rates for KILT, but w ill  do sp soon, and get back to you.

M





From? Gordon McLendon
Tos A ll Station Managers, Sales Managers

While I ’ m thinking about i t ,  want to ca ll yourat attention again to 
a way of satisfying the demand of national advertisers fo r  merchandising., 
More and More, requests for merchandising are being made a part o f  
requests from national agencies»

In addition to the regular $umbo card mailings that most of you o ffer , 
guarantee them that they w ill be featured on certain weeks on our "news 
answering service” » Obvitausly, we are ju st that-»receiving hundreds of 

calls each week for sports score news, news of crashes, news o f  a l l  so r ts , 
as well as record requests» It  is  valuable to any national client for 
this answering service to feature an answer such as "This is KLIF News- 
Try Turtle Wax” 9 or "This is KLIF News— have you read th is  week’ s LIFE*?”

It might be good i f  a l l  of you would notify your H-R o ffice s  of the 
a v a ila b ility  of th is typ® of merchandising to a l l  worthwhile clients»
F a lls  sales pitches are new underway and some o f  the H-R peopl* may want, 
to incorporate th is into their pitches»

GEM

This thing sounds big to a national timebuyer, so don’ t  overlook 
it  because, being on the spot, you think i t  i s  small» I personally think 
i t  is  a valuable service»

A ugust 6 ,  1955



O O
TO:

FROM:

DATE:

y > n c

A LL STATION MANAGERS 
A LL COMMERCIAL MANAGERS

Gordon McLendon

Julv 18, 195?
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Broadcasting Magazine of a couple of weeks ago carried an 
idea which wo.ld be an excellent thing for us to work on the 
theatres in all.our cities.

We ought to hive a standing order for spots from Interstate 
Theatres or al<- other first-run houses, such as art. houses, 
for so many sjots on the day after the newspapers publish 
their review d: a picture.

In New York, After "The Pride and the Passion" was previewed 
fox reviewers me night, the next morning most of the radio 
stations had a; ot announcements on the air, paid for by the 
theatres, quclug what the newspaper© had said. It is a natural 
sales approacl. You only would do this, of course, whan re 
views are goo»..

Thought you Mould be interested in this idea.

o

G B M ibp

U
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DATE:
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ALE STATION MANAGERS 
A LL COMMERCIAL MANAGERS

Gordon McLendon

July 18, 1957

Broadcasting Magazine of a couple of weeks ago carried an 
idea which wo .Id be an excellent thing for us to work on the 
theatres in all our cities.

V/e ought to hivre a standing order for spots from Interstate 
Theatres or al. other £irst~run houses» such as art houses» 
for so many spfcs on the day after the newspapers publish 
their review o; a picture.

In New York» after "The Pride and the Passion" was previewed 
for reviewers one night» the next morning moat of the radio 
stations had a; ot announcements on the air» paid for by the 
theatres» quolng what the newspapers had said. It is a natural 
sales approacl. You only would do this» of course» whan re» 
views are goot.

Thought you Mould be interested in this idea.

GBM:bp
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July 17, 1959

Mr. Gordon McClendon 
KLIF
2104 Jackson Street 
Dallas, Texas

Dear Mr. McClendon:

Enclosed is an article by Bill R. Jones, Advertising Manager 
of The Frito Company on the problem of conflicting rate 
structures.

It is our intention to run the article in the August issue 
of SOUTHWEST ADVERTISINGS: MARKETING, along with the agreements, 
disagreements, comments and possible counter proposals of several 
outstanding figures in the Southwestern broadcasting picture.

Would you please give your opinion of the proposed two-rate 
system. Names will be withheld if requested.

We shall look forward to hearing from you soon.

Sincerely yours,

SOUTHWEST ADVERTISING & MARKETING

Bill D. Kerss 
Editor

BDK:hr
Enclosure

A '1

y

P u b l i s h e d  B y  A s s o c i a t e d  P u b l i s h e r s , In c .
POST OFFICE BOX 6701 • DALLAS 19, TEXAS

3 6 3 6  L E M M O N  A V E
I

' -̂------  • .A

L A K E S I D E  1 -3128
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LOCAL VS NATIONAL— Guide ....

I do not think if is good to penalize the retailer to 
find an easy way out of the multiple rate problem, 
“a creeping cancer in the broadcasting industry.” 

by BILL R. JO N E S
A d v e r t is in g  M a n a g e r

T T h e  F r lto  C o m p a n y
HE local versus national rate prob- « ¡ g
lem that has been discussed so 

much recently is sometimes touted as w ja
a new problem in the broadcasting ■«».
industry. Yet, a little research will E M
show that the argument is an old one gjjji
dating back to 1940 when the first gggg
NAB committee attacked the multiple 
rate problem and branded it as “a 
creeping cancer in the broadcasting 
industry.”

The success of this committee and 
many individuals to “ combat this can
cer” can best be indicated by the re
cent deluge of articles in advertising 
trade journals and speeches by promi
nent members of the profession on 
this subject in 1959, some 19 years 
hence. From all indications the broad
casting industry as a group has failed 
to either isolate the virus or find a 
means to curb the growth of the 
known viruses which lead to this can
cerous condition.

BROADCASTING magazine, in an 
editorial, leads with these statements:
“One of the stickiest problems radio 
has had to contend with has been 
the differential between local and na
tional rates. Alert national advertis
ers have sought in various guises to 
be identified as local businessmen in 
order to get the lower local rate. Too 
often they have succeeded. More re
cently the problem has cropped up 
in television too.”

ADVERTISING AGE says in a 
story: “Stations and representatives 
report they are having more trouble 
trying to keep national advertisers 
from slipping in for a cheaper rate.
To save the 20% to 50% difference 
between national or general and local 
or retail rate, they masquerade as lo
cal businessmen.”

There is no doubt that the problem 
exists . . .  and has for some time!

One of the most often mentioned 
solutions recently has been a cry for 
a SINGLE RATE. There are many 
good reasons for and many good rea
sons against the single rate structure.
They range at one extreme from the 
“do-gooder” who supinely tells us, “As 
far as we’re concerned, there is no 
justification for dual rates. We feel 
that both the local and national ad-
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TO: AliLi MANAGERS

FROM: Gordon McLendon

BATE: February 2?, 1958

Recently in trying to ascertain why KTSA was not getting a proportionate 
share of tlae national dollar,, we happened to monitor KCOR and KIWWC the 
two Spanish language stations in San Antonio.

We were absolutely shocked with the results. It showed that KCOR and KIWW 
both were running a much larger volume of national business than KTSA.
This simply means that Q8 Connell, KCGIl's rep0 and whoever reps KIWWp 
sold the national advertisers a bill of goods that San Antonio was a Spanish 
language market and that people, in San Antonio by and large listen to their 
Spanish stations. Obviously, nothing could be farther from the truth. Pulse 
studies of the Spanish language market in San Antonio have consistently shown 
that those of Spanish descent, virtually all of whom are bi-lingua!, listen to 
English language sfatians and not Spanish stations. Monthly coincidentals 
also show the same thing. We are getting a. copy of the last Pul.se Spanish 
language survey and it will help us counteract this problem in San Antonio.
I will send a copy to Jack Fiedler as soon as I have it and be sure that it is 
properly disseminated.

I am directing this letter to all managers because it has just occurred to me 
that the same sort of thing might be true with minority stations in each of your 
markets. We have never bothered, in Houston for instance, to monitor KYOK 
and CKCOH for national business. No telling what we might find being placed 
on these stations under the mistaken assumption that it is necessary to use a 
Negro radio station to reach Negroes in the greater Houston rankst. Likewise, 
it would be well in Dallas if we monitored KNOK and in Shreveport a monitor 
of KOKA would be well. AU of these are colored facilities. A ll may show 
some results which in varying degrees may be a surprise to us, as was the 
KCOR and KIWW situation in San Antonio. A  foreign language station ia the 
Houston market, KLYL> in Pasadena, might be worth monitoring to see if 
they are ‘ ’conning" national time buyers into a mistaken belief that there is a 
large minority audience for foreign language broadcasting.

May I hear from you immediately on this? We have always wondered where the 
business was going in San Antonio. Eoth John Blair and Art McCoy have ex
pressed the belief an the past that the San Antonio national business figures were 
somehow ia error aad I had believed this along with them but I think all of us 
now clearly see where the business is going. It presents us with a new sales 
horisoa which does not offer great difficulties of access. With a proper survey -  
even those which have been already ma.de--time buyers should be easily con
vinced of the merit of our position.

GBM:bp
CC: Tucker Scott, A rt McCoy, Jo ha Blair, B. R . McLendon



TO: A L L  MANAGERS

FROM: Gordon McLendon

DATE: February 27* 19 £8

Recently in trying to ascertain why KTSA was not getting a proportionate 
share of the national dollar,, we happened to monitor KCOR and KFWW* the 
two Spanish language stations in San Antonio.

We were absolutely shocked with the results. It showed that KCOR and KIWI? 
both were running a much larger volume of national business than KTSA.
This simply means that O'Connell* KCOR's rep* and whoever reps K1WW* 
sold the national advertisers a bill of goods that San Antonio was a Spanish 
language market and that people in San Antonio by and large listen to their 
Spanish stations. Obviously* nothing could be farther from  the truth. Pulse 
studies of the Spanish language market in San Antonio have consistently shown 
that those of Spanish descent* virtually all of whom are bi-lingual* listen to 
English language stations and not Spanish stations. Monthly coincidentals 
also show the same thing. We are getting a. copy of the last Pulse Spanish 
language survey and it will help us counteract this problem in San Antonio.
I will send a copy to Jack Fiedler as soon as I have it and be sure that it is  
properly disseminated.

I am directing this letter to all managers because it has just occurred to me 
that the same sort of thing might be true with minority stations in each of your 
m arkets. W e  have never bothered,, ia  Houston for instance* to monitor KYQK 
and CKCOH for national business. No telling what we might find being placed 
on these stations under the mistaken assumption that it is  necessary to use a 
Negro radio station to reach Negroes ia the greater Houston isarket. Likewise, 
it would be well ia Dallas if ws monitored KNQK and in Shreveport a monitor 
of KOKA would be wall. A il of these are colored facilities. A ll may show 
some results which in varying degrees may be a surprise to us, as was the 
KCOR and K1WW situation ia San Antonio. A  foreign language station in the 
Houston market, KL¥L in Pasadena* might be worth monitoring to see if 
they are "conning" national time buyers into a mistaken belief that there is a 
large minority audience for foreign language broadcasting.

May I  hear from  you immediately on this? W e have always wondered where the 
business was going ia  San Antonia. Both John Blair and A rt McCoy have e;r.~ 
pressed the belief ia  the past that die San Antonio national business figures were 
somehow in error and I had believed this along with them but I think all of u.s 
now clearly see where the business is  going. It presents us with a new sale© 
horiron which does not offer great difficulties of access. With a proper survey-’-- 
evrsa those which have bean already made-*-time buyers should be easily con
vinced of the m erit of our position.

GEM: bp
CC: Tucker Scott, A r t  McCoy, Jo jha Blair* B . R . McLendon





COPY OF SPEECH BY TODD STORZ

■ i

In so many stations today principal effort and thought is directed almost 

entirely toward sales. Our philosophy that audience comes first seems to be 

alm ost unique. Yet, in alm ost any other business or industry their product 

Certainly comes first. The manufacturer of a new soap product, for instance, 

certainly would not devote a lot of money and effort toward sales until he was 

Convinced first that he had a product of high appeal and comparable or better 

than his competitor's similar product. Audience and sales are not always truly 

compatible.

Sometimes it is  necessary to sacrifice sales at least for the moment, to 

take the long term  approach to programming, product and audience.

In order to do its best toward audience a station must retain complete con

trol of all its programming. For example, if a station has built a highly suc

cessful block program, le t 's  say from  12 to 2: PM, and a preacher should pre

sent him self at the station with an offer to purchase from  1 to 1:15 PM, cash in 

hand, the station manager's plight is obvious. If he accepts the program he knows 

he will hurt his 12 to 2:00 PM block program. If he turns down the program he 

knows he will be sacrificing immediate revenue. Our answer without hesitation 

would be "n o " to any program that didn’t fit our overall program schedule. We 

can justify the loss of immediate revenue by the firm  knowledge that we will 

have that revenue many times over, over a period of time, by adhering to proper 

program standards.

No matter how good a station audience is , I do not mean to suggest that the 

sales department can be retired. Advertisers will never be knocking down the 

door to buy time no matter how successful your operation.



Nevertheless, wife proper programming and audience, fee sales resistance 

is  greatly lessened. This is particularly true on renewals since wife a large 

enough audience, results are virtually assured and after all, results are what 

advertisers buy.

We do not believe that our m ission in this world is to educate people because 

radio is  a purely voluntary listening habit--feat is , fee listener is free to turn
i

fee dial or turn the set off--program m ing cannot be based on compulsive listening.

We feel that a station’ s public service value is  closely parallel to the station's 

rating. For that reason, our programming is all directed to m ass listening. We omit 

virtually all types of minority programming even though, in some cases, the 

minority may be large. Of necessity, a large part of any independent station's 

programming consists of m usic. Therefore, fee station's music policy must be 

given a great deal of thought. We play only popular m usic. No hillbilly, no 

religious, no classical.

Admittedly some of these minority groups are quite large; but, even though 

an individual's favorite choice of music might be classical for example, we are 

sure feat he would still enjoy popular m usic, it 's  fee common meeting ground of 

all music today. Within this broad category of so called "popular m usic" we 

have narrowed our field even more by placing particular emphasis on fee so called 

"h it " current pop tunes. These are not played to fee complete exclusion of all 

other types of popular music but our entire music format is  built around these 

tunes as a basis. Since all stations have alm ost exactly fee same music available 

to them, it would seem  at first thought that all stations would be reduced to a 

common denominator. So, alm ost everything else that we do is our particular 

way of presenting our programs which are prim arily popular m usic. Only by 

complete attention to the many details in proper relation to fee basic music program
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is it possible for one station to have ten or even one hundred times as much audi

ence as his competitor who has exactly the same music available to him.

A ll the rest of our operations might be termed "showcasing the music. "

Radio has long been known as an excellent medium for news. We use one newscast 

each hour, "five minutes before the h o u r." We feel sure that our listeners want 

news and although they have shown signs of crossing us up in the past, I think we 

now have a common meeting ground with them on our news. A t the beginning of 

the Korean W ar, the rating on all of our news showed a substantial increase over 

the program preceding and following the news. But, in early 1951, this trend was 

completely reversed and we realized that something was wrong with our news 

policy. Realizing that we could only find out from  the listeners, we decided to 

call approximately 100 of our listeners who had recently sent mail of one sort or 

another to the station. Several of us made these calls and had long discussions 

with each person called whenever possible. While admittedly 100 people represent 

a very sm all sample for any survey, the response we obtained was unanimous and 

we thought the sample was truly significant. A lm ost without exception, the listeners 

asked us to stop all news completely.

They didn't like our news they only endured it to get to our next music 

program . Summing up their comments, we found that their interest in news was 

very low, practically negligible, except for a reasonable amount of interest in 

local news and a great deal of interest in what I will kindly refer to as human 

interest stories, more particularly Hollywood divorce scandals and the like.

Confronted with this information, we gave serious thought to discontinuing
/

our news but for many reasons, not the least of which was the fact that our nev/s
t

was very successful in a com m ercial sense, we decided to make one last try at 

salvaging our news and making it interesting to the listener. Two additional
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wire services were ordered which gave us the facilities of all three of the major 

wires - -  A P , UP and INS. Newscasters stopped their "b ea ts" and instead were 

asked to spend all available time preparing each newscast by using, virtually 

without rewrite, wire stories. Knowing what the listeners wanted, we gave it 

to them in large doses. The truly important news happenings of the day were 

summed up in a 3 0 -second spot bulletin type summary of the important national 

and international happenings. The rest of each 5-minute newscast was devoted 

to the local news, the sensational news they wanted, and weather which was also 

of considerable interest. Needless to say, there was a great deal of reluctance 

on the part of the newscasters in following this policy. However, we felt that 

if we had continued our policy of straight news we would soon have few nev/s 

listeners at all. A s  it is at present, we have very high news listening and 

occasionally, we can sneak in a truly informative news story and our listeners 

have listened to it before they realize it.

On-the-scene reporting of local news seemed to us to be a good path to pursue.

We constructed a mobile unit which had a complete shortwave installation making 

it possible for us to broadcast from  any spot in the area on short notice. These 

broadcasts are principally of disaster, or casualty type stories, such as plane 

crashes, drownings, fires, etc. We interrupt our regular program to broad

cast these direct stories.

THE DETAILS

(1) DO SOMETHING

In retrospect, I know we have made many mistakes but we have never regretted  

them. Without action, a station soon decays. Doing anything at all is really 

difficult. It's  an old saying, and very true, that a few people make things happen.
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many watch them happen, and the majority have no idea what has happened.

With enough action the time will come when listeners will be afraid not to listen  

to your station because they might m iss something.

(2) PERSONALITIES

A ll of our programming has been built around disc jockey personalities. We feel 

that this has helped the station receive a true personality of its own and has a 

considerable appeal to our listeners who are principally housewives. Many sta

tions shy away from  personality programming because of personnel problems.

I would be the first to admit that personality type programming does produce a 

good many additional problems but we feel that the value of this type of pro

gramming outweighs its disadvantages.

C-3) SMOOTH PRODUCTION

Even though m ost listeners are not too critical* we believe that they are quick to 

realize sloppy production when they hear it, even though their realization may 

be alm ost without a true knowledge of what caused their dissatisfaction. Smooth 

production can be achieved only by constant attention to many production prob

lem s. No dead air* elimination of discs with high surface noise* good Cueing, 

and a general fast moving pace are only a few of the things that must be considered. 

(4) STUDIO APPEARANCE

It's true that today m ost stations do not entertain in their studios many people 

from  the listening audience, nor do many station advertisers or potential clients 

ever visit in the station. Nevertheless, we believe that a good operation has to 

grow from  the inside out. I am not advocating an elaborate studio layout but I 

think it 's  extremely important to have a place that is  neat and clean, modern and, 

in general, a pleasant place to work. I know how difficult it is to justify a large
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expenditure in remodeling and redecorating studios. Intangible as it may be in 

its immediate effect on station revenue, we are sure that money spent in this 

way comes back over the years.

(5) GIMMICKS

A  lot of stations have written to us asking for a list of gimmicks and ¡-vecial oro- 

motions that we have used. We have never kept an actual list or count o_ these 

things but because of the interest shown» I am going to give you a few of the ideas 

we have used. They may not all be of interest to you. But they do constitute a> 

important part of the action I talked about earlier and cumulatively I think they 

are responsible to a large extent for our success.

Ia) LUCKY HOUSE NUMBER

We started this contest in 1949. A ll the other things I have mentioned today you 

are perfectly free to adopt if you choose. This particular contest we have under 

copyright and it is  syndicated to a number of stations in the U. S. and Canada 

for a moderate franchise fee. Yi e have found it to be highly successful and so 

have many other stations. Each and every listener has one chance to win. Their 

winning number is their house address. We obtain this address on the air by 

spinning a bingo mixer to get the numerals and a standard 16-inch transcription 

to get the street name or number. The transcription contains the name and 

number of every street in the city. It was originally transcribed at 33 -1 /3  RPM. 

On the playback» we start it at 78 and then stop the motor. The name the trans

cription stops on is the street name used. A  building jackpot is used and each 

time there isn 't a winner, the jackpot increases. This contest has great appeal 

because everyone knows his or her street number. A lso , since many of the street 

addresses obtained at random are non-existent, the jackpot tends to build up to 

a high value before a winner is  found. We have had cash prizes as high as $3, 000.
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<b) MYSTERY VOICE

This Is an adaptation of an old contest format. Listeners wishing to be a 

"M ystery Voice" send in postcards. The announcers call a listener and her 

voice goes over the air as she repeats a lim erick after him. Any of her 

friends who may be listening can call in and if she is identified as the "M ystery  

V oice" she and the person identifying her share the jackpot.

(c) FLYING SAUCERS

During the recent high interest in flying saucers, we transcribed a one-minute 

announcement which was repeated over the station several times for several 

days. An echo chamber was used on the voice and it went something like this: 

"T h is  is KOWH in Omaha, calling all flying saucers. Recent reports have indi- 

cated that flying saucers are cruising in the vicinity of the earth. If any opera

tors of flying saucers should wish to establish contact with earth, please call us 

on 20, 000 kilocycles - -  our transmitter engineers are now monitoring 20, 000 

kilocycles for Calls from  any flying saucers. This is KOWH, Omaha, Nebraska, 

U . S . A . ,  Earth, calling any flying saucers. Please come in on 20 ,000 k ilocycles." 

After each of these broadcasts the actual monitoring of 20, 000 kilocycles was 

rebroadcast over KOWH; however, I am sorry to report it consisted only of a few 

static crashes and pops - - n o  flying saucers that time.

(d) CHARITY

It’ s difficult to classify charity as a gimmick. Certainly it isn ’t. But our charity 

program is part of our overall action and I believe has contributed to the station 

personality. We maintain a charity fund. Some of the money is donated to this 

fund by the station. The balance of it comes from  our listeners, f t  use it in 

many different ways. Usually, it 's  to help out someone after a true calamity when



other charity isn 't available to them. For example, a small, oil refinery had an 

explosion in which two of the workers were killed. The employer went to the 

widows of these workers and gave them approximately $12 each which vae the 

amount of salary the men had coming. The widows and their children wer«. des

titute. In this instance, we gave them each $500 to help cover burial expens.b. 

During the recent polio epidemic, local hospitals were unable to give proper 

treatment to some polio patients because of the shortage of all wool blankets 

needed for wrapping hot packs. Standard appeals on the radio and in the news

papers for all wool blankets had failed to produce a sufficient number. The situa

tion was really critical. We interrupted our programs and went on the air wioii 

a request that listeners call the station to donate blankets. After a few calls were 

in the station, the announcer called the mobile unit and repeated over the air 

the name and address of each person wishing to donate an all wool blanket. The 

mobile unit started making these stops and at the first few stops interviewed the 

housewives on the air. Before the day was over, we had a backlog of 3, 000 do

nations and had enlisted the aid of 30 trucks and drivers donated by local business 

men to pick up the large number of blankets. By the third day after the first  

broadcast all. hospitals treating polio patients had enough blankets on hand.

(e) OMAHA AFTER  DARK

Many of you are fam iliar with the format we used on this broadcast so I won't 

go into great detail. Time Magazine carried a pretty complete story on the 

broadcast. In this particular case, alm ost one year of preparation went into a 

broadcast that took only 55 minutes of air time. A  German recording machine 

constructed along the lines of a fine watch was used to collect the data for this 

broadcast. Our announcer concealed the machine on his person. A  fine wire
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ran from  the machine to a dummy wrist watch which was actually a microphone. 

Arm ed with this ingenuous set up, he began to frequent illegal places in the city,, 

principally those places violating the gambling and liquor laws. Our listeners 

heard actual broadcasts from  inside these places together with incriminating 

evidence. Places were named. Names were named. This particular broad

cast probably attracted more attention than anything we have ever done.

(f) TREASURE HUNT

Listeners were told that we were going to have a Treasure Hunt. If hey wanted 

to participate, they were to send a stamped, self-addressed envelope. In this 

envelope we returned to them complete instructions and a banner which was to 

be placed in the back window of their car. We knew that on the day preceding 

our actual treasure hunt, we had put on 18, 000 banners. The questim in our 

minds was how many of these people would actually participate. Tie treasure 

hunt took place at noon on. a Sunday. Our first broadcast said: "CaLing all 

treasure hunt cars. Here are your first insteuctions--assem ble in th\ downtown 

Omaha a r e a ."  From  this moment on, the rest of the day was pretty much of a 

nightmare. It was later established that the cars if lined bumper to burr.-.er 

would have stretched over 60 m iles. Moments after the first broadcast, cur 

local law enforcement officers had succeeded in finding me and informed me I 

was being held for helping create a riot and that we must discontinue the hunt» 

However, I felt that since we had promised our listeners a treasure  hunt, we 

should go ahead with it. A s  a result of this position on my part, I spent the rest 

of our treasure hunt time securely locked in our local jail. However, from  what 

I hear, I understand that it was a good success.

Listeners were given clues which led them to a dummy check. The check could


