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QUESTION GUIDE CARD

Good morning (afternoon, evening):
Lot

THIS IS AN OFFICIAL RADIO]SURVEY.
1. Were you listening to the radio when the telephone rang just now?

If NO, go to 2b
If YES, continue --

To what program please?
Will you please look at the dial and tell me what number you are now tuned to?
What station do you get at that number?
Would you mind telling me which of the following age groups you are in:
12-17; 18-24; 25-34; 35-49; over 50.

7
7

NO:
Is anyone else in your home listen- (:%E;j Is anyone in your home listening to
ing to any other radio now? any radio now?

If NO, go to 3.
If YES, continue --

To what program please?
Will you please tell me to what dial number the radio is tuned?
What station do you get at that number?
Would you mind telling me which of the following age groups the other
listener in your home is in:
12-17; 18-24; 25-34; 35-49; over 50.
Is that other listener Male or Female?

Thank you for your response. Goodbye.

REVIEW: Ask Question 1 and 2 of every respondent.
If two NOs, NO to #1 plus NO to #2, stop interview.

Always circle dial number when respondent or other member of family has
actually Tooked at dial.

Please check under Male or Female column on your interview sheet based only
the sound of the respondent's voice. You will ask the sex of the person
Tistening if a second radio is reported on in the home.

___:EE;;> IMPORTANT: If Program information is general, such as Stories, Music,
News, Records, Top 40 or Top 20, Classical or the like,
ask:

DO YOU KNOW THE NAME OF ANY PERSONALITY ON THE SHOW?
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PILOT SURVEY

WEDNESDAY THURSDAY FRIDAY SATURDAY MONDAY TUESDAY

Interviewer A 7-8 AM 2 Y T-8 AM =10 ADi 7-8 AM
10-12 Noon 12-1 ] 10-12 N 10-12 N
1-3 PM X P 1-3 PM : 1-3 PM
5-6 PM 5-6 PM 5-6 PM

Interviewer B 8-10 AM 8-10 AM : 7-8 AM
12-1 PM 10-12 N

3-5 PM 1-3 PM

5-6 PM
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HOW TO CONDUCT YOUR RADIO SURVEY

You shayld s~alke @ total of 3300 calls in a six-day period, Monday through
Saturday, spread evenly from 7 a.m. to 6 p.m. The 3300 includes busy num-
bers, don't answers, etc. Two telephone interviewers will be required for
this job.

To facilitate calling, your interviewers should fill out the enclosed interview
sheets before beginning to call. They should call only residence numbers.

A schedule of working hours for each of the two interviewers is attached, pro-
viding for rest hours. Each interviewer will be paid $1. 25 per hour for each
hour's actual calling, plus $.25 each for the interview sheets which they are
to fill out in advance., According to the attached work schedule, each inter-
viewer will work five hours a day for six days and will thus receive $37.50
for the actual telephone calling, plus $16.75 for advance filling out of inter-~
viewing sheets. Thus, each interviewer will receive a total of $54. 25 for work
done. This figure is correct since there are 26 spaces on each sheet, and

67 sheets will equal 1742 calls, the approximate number each interviewer

will be able to make in his or her 30 working hours. Your interviewers, with
pre-prepared sheets, will be able to average one call per minute, counting
busy calls, don't answers, etc.

Each interviewer should have a sample dial in front of her--two are enclosed
for your interviewers, The interviewer should allow the phone to ring six
times before giving the home up as a '""don't answer."

To pick the 3300 or 3400 residence numbers you are going to call, we would
suggest that you assign to each interviewer certain pages. For instance,
tell Interviewer A to call the first ten residence numbers in each of the first
four columns on page 15 of her directory, then skip to page 25 and call ihe
first ten numbers of each column of that page, then skip to 35, 45, 55, etc.
Or, you might wish to have the interviewers take the first ten residential
numbers from the bottom of each column, reading up.

In tabulating the sheets, after your interviewers have finished, it is customary
to give credit to the closest logical station if in checking their dials people
come within 50 kc of stations on the lower end of the dial, or 100 kc toward

the top end of the dial.

You should instruct your interviewers that you wish a completely impartial
survey-~that you don't care how it comes out and just want to know the facts,
In tabulating it is best to throw out any answer that appears peculiar.
Suppose, for example, a listener says he was listening to Don French at 680
on a musical program, If you can't get them to pin it down any better than
that, it is best to disregard that call altogether,




How to Condugt\'Zour Radio Survey Page 2.

To fill out the interviewing sheets in advance, the interviewer will list the
exchange, such as PE, in the first column to the left—-umder '"Tele Disc."
The second tolumn-is the actual number in the PE exchange. If the number
doesn't answer, check the third column and go on to the next number. If

the line is busy or if the party called refuses to give information, make the
appropriate notation in the fourth column. If the party called is listening
check under ''yes,'" in the fifth column, and then get the program and station
and dial information in the seventh and eighth columns. If not listening,
check the sixth column, '"no."

(—In4figuring your final tabulation, you should end with the following sort of
table:

Everytown, U.S.A.
Radio Survey

Sets in use KECR KTLC KLOP KMXX KBCT KOPE KLIT Other
7 am-12 noon 13,2 5.7 10188 i80S 13:0 43RG PR 6.2 2.0
12 noon-6 pm 10.4 349 14.5 -17.0 9.3 129.8 i ¢S S T
In figuring sets-in-use, you will not count busy numbers, since a set might
or might not be on in that home, but will of course list '"don't answers'' as

not listening to the radio, Your final figure, including station call letters and
"others' only, must total one hundred percent.

b
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ALL STATIONS
Gordon Mcilendon
May 8, 1956

I got some further information from Frank Stisser, during his visit to New Or
wi{ith will help you on pilot surveys. Before making the survey, he gives ea

+3

ulator a dial with arrows pointing to where each station is located on the dlaf

In asking the dial reading question, Hooper gives credit to the cloret logical
station if in chec their dials people come within 50 ke of stations on the

lower end of the dial or n the top end of the dial.

s

The reason Hooper interviewers are able to make a €all a minute which is far more
than our own interviewers have been asble to make is because Hooper forces them to
copy down their numbers on a sheet the day before. In other words, all the inter-
viewer has to do when she starts interviewing the next day is go right down her
sheet which she has prepared previously. Hooper pays intefviewers $1.25 a hour for
interviewing and pays 25 cents a sheet for the pre-prepared sheets. FHopper allows
the phone to ring 6 times Before giving the home up as a "don't answer.”

Suppnse you wanted to measure from 7 to 12 Noon and get a

can you do this accurately at the least cost and what will 4

first place, you would have to pay 25 @eumu'per completed interview sheet » there

arn 26 spaces on the interview sheet, copy of which is again attached

would be paying 25 cents for each of tbe“ » you would have % ;' @F

gsheets for your girls to make out at 25 cents each or o

and using Stisser's schedule, you would use two interviewers. hp f 1%% girl would
i¥l at an e"‘n'""\'

separate home would measure from 8 to 10 and then from 10 to 12 the first girl would

come on again and measure for two hours until noon. You should have a tot 51 of 1500

calls in a 5 or 6 day period to give an adequate sample from 7 to 12 noon. The girls

call from their homss. Since you have two interviewers, one interviecwing for three

bours and ona for two hours each day, a total of 15 hours for one and 10 hours for the

other for the week, you would have a total payment to the girls of $31.25 for the five

days and the 1500 calls. So $31.25 for the calls and $14.25 for the r»een they mak

out; is a total of $45.50 to the two girls for theirmfive days work. Seems to me this

is damned cheap for measuring your morning audience or afternocon anLﬁnb&, as the case

may be. It would be slightly more expensive from 12 to 6 pm because of the extra hours.
i

measure from 7 to 8 steadily and then would recb. the second g
1

~

Now, from 7 to 9 AM, or for any other two hour period, tn
saxoleg you need two people measuring comvuupuly both hou
that each of the two could make 120 calls
or a total of 1200 calls for five days
essary 'before Stisser would regard the ‘
you' cem ‘measure 5 hours with l%’()" calls but
m"dSUV@ twg hours. The cost for m:asuriﬁ"
for the necessary 46 interviewing she be filled . in advance aud
$25.00 for the two

; interviewers, 312 each interviewer, for a total
cost 'of :$36.50 to ru

n 8,
n an indicative
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H a1, 1959

This will separcede all previcus moemoran da on conducting pilot surveys.
New interview sheels ave being forwarded to you irom our office. You ave

Z i»a being sent question guide carde which ar ¢ identical tot hose in use by

Hooper and one of which I enclose, lize these exact forres and no othera.

Two telephone interviewers will be roguived for this job. Those two should make
a total of roughly 3300 calls ie a six-day period Monday through Saturday, spread
~‘~i-‘i‘t.‘i'sl y Azx";}is'; ? . m. to éa ;;;;. M. .'?-Z.i A .zr.,lmmu a..u, .x.»..;.a..u..u,. dou’t answe us, etc.

i‘.-my st a@hm’u tims thtay are worm% ior a cus.s:f_ple:stczly m.»g,arﬁal SAEVey
organigation. Utherwise, as we have discovered to our chagrin, the workers may
wall be biaged. Ve cannot take that chance. The moment you oven think that

one of your interviewers may be conscious of the {act that her survey is in some
w ay connocted with a radio statien you should replace hes,

To lacilitate calling, your interviewers should fill cut the imterview sheots for the
‘ollowing day's iaterviewing before begianing to call. Your interviewers should
call only residonce numbars,

schedule of working hours for sach of the two iuterviews le attached providiag
ior rest hours. You ave all aware of the budget amount to be paid cach inde ".*im-.w.: r
por woek's work. It 'wa,ﬂ formerly our ia&*ami:::: to himtherm on an hourly bae
with aa additicnal bonus inmgerview sheets £ i out, This is no longer tm: casc.
Now we hire them on @ ¢ 1

The iaterviewer al & allow the phone to riag 6 times beiore giving up the home
a8 o "'doa't answer To pick the ) ar 3400 residence nambers you are going to
call, we would suggest that you assign to cach interviewer certain pages. For ia-
stanee, toll Ingerviewer - to Lu%ll the first ton residence numbers in each of the
{fivet four columas on page 15 of her directory,. then skip to page 45 and call the
ivot ten sumbers of each column of that page, then akip to 34, 435, 55, ete.

you might wich to have the iaterviswers take the firet ten residential numbers {rom
tne bottom ¢i 2ach columa, veading up.




Bge 2 -~ Memo to Managers - Mavch 27, 195

Caution your iaterviewers that they aze aot to try to interpret which station the
interviowee is lstening to. That's yourdecision to make in tabulating. The later-
viewer's oaly job i the securing of information. She muet write down as exactly

as she can what the people tell her and no more nor less thas that. It ie important
to nota that the intervieweyr, i{ she bandles the sitaation properly, will almost al-
ways be able to induce the interviewee actually to go to the radio and check the dial.
Vhen the iaterviewse hag indeed actually checked the dial and has come back with an
answor which says It'e set between 7 and 97, the interviewer will then write this
down and circle it. The circle means that respondent has actually checked the read-
ing on her radio. On the comrary, i the intervieweo morely says "1 464/¢ think

it's botwoon 7 & 8 on the dial” and reluses to check by actually looking at her radio
the interviewer will mmake note of the iniormatian given but will not circle it.

Thus we know how many of cur responses are actaally verified by '>hysichl inspection,

Tou should instract your interviowers that you wish a completely impartial survey
that you don’t care how it comoe 5 out and that you just want to know the iacts. You
will note on the interviewing sheeots & ¢olumn at the left which says "don't answer".
she will put & dot in this column for each ring of the teloaphone and when a total of

¢ rings has been complated and no answer ie forthcoming, she will put a chock
alongside the dots. Go that you ¢aa see how an interviow shoet shol d look when it
ie correctly iilled oul, I am sending to you an actual photostatic of a Hooper inter-

iewing sheet iilled out by Frank Stisser, President of Hooper. (Eanclosaed.)

¥ hen you are tabulating the sheets aiter your interviewers have finished, it is
cusbomary to give crodit to the eclosest lagical station i{ in checking thelr dials
peaple come within 59 ke of stations on the lower end of the dial or 100 ke towand
the top ead of the dial. Previously it has been the policy to throw out any answer
that appeare peculiar. Thus a lsteney might have sald he wae listening to Don
French at 689 ke o8 2 music M%raxn. Frevicusly ia many cases we have thrown
this out. However, if a percon has gone to the radio and checked it and we "xave &
circled dial reading at 680, I would thik it would be proper to give creodit to KNS

vather thas Doa Franch on this interview. On the other hand ii it is not a ~iu!an
dial reading it means that the listoner was probably listening to KTSA and sinmply
dida't know where it was on the dial. Thus that interview .s:sdd be given as a
eredit to BKTHA,

The column to the leit - telephone disc, = is chocked when your call is reforred to
an sperator and she informe you that the number has been disconnected., Oa the
other hand, & your ¢all is referved ¢ an Lpevator end she gives you a new narober
ior the party, call the new number beflore proceading to the next number on your
sheot.




20 > Managers -

o R

In figaring your final tabulatios, you should end with the

owing sort of table:

fytown,

LR

T &, . “12noon

In tguring set “B8¢, you will oot « f BuRD ers, since & pet might or might
0t e on in that horne, bat will of course Hst don't answers” as not Hetoning to
rgdio. Your finsl figure, inc ading on call letters and “othors” on

ane hundred percent.

ey

%
b L

Lnclosures (3)




HOW TO CONDUCT YOUR TELEVISION SURVEY

o~

riday, spread evenly from 7 PM to 11l PM. The 1500 or more includes busy
numbers, don't answers, etc. Two telephone interviewers will be required for
this job, averaging 60 calls per hour each.

You should make a total of 1500 or more calls in a five-day period, Monday thru
F

To facilitate calling, your interviewers should fill out the enclosed interview
sheets BEFORE beginning to call., They should call ONLY residence numbers.

A schedule of working hours for each of the two interviewers is attached, pro-
lor rest hours. Each interviewer will be paid $1. 25 per hour for each

tual calling, plus $.25 eacb for the interview sheets which they are to

c.dwam..ec Accor émw °::a the e.ua,clwci wm‘l\ schedule, each interviewer
w;ll, work three hour ' v8 @ W 8 ceive .‘.x:‘.\l&, 75 for the
actual telephone calling, plu&) $1 4. :-G for advemc iin interviewing sheets.
Thus, each interviewer will receive a total of .;'3'*‘« &ovk done., There are
26 spaces on each interviewing sheet, and 58 she ' ’viii, make 1508 calls. Vour
interviewers, with pre-prepared sheets, will be able to average one call per
minute, countmg busy calls, don't answers, etc.

Each interviewer should have a sample televigion dial in front of her.
viewer should a*’aw the phone to ring SIX TIMES before giving the home up as a
"don't answex,

To pick the 1500 or more residence numbers you are going to call, we would
suggest that you assign to each interviewer certain pages of the telephone
directory. For instance, tell Interviewer A to call the first ten RESIDENCE
numbers in each of the first four columns on page 15 of her directory, then
to page 25 and call the first ten numbers of each column of that page, then &
to 35, 45, 55, etc. Or, you might wish to have the interviewers take the fir
ten residential numbers fromn the bottom of each colummn, reading up.

You should instruct your n&ezvnewe; 8 that you wish 2 completely impartial
ks

gurvey--that you don't care how it comes out and just want to know the facts.

To £ill out the interviewing sheets in advance, the interviewer will list the
exchange, such as PE, in the first column to the left--under "Tele Disc,

second column i8 i‘l:u, actual number in the PE exchange. If the number

answer, check the third column and go on to the mext number. If the line is

busy or if the party called refuses to give information, make the approp:

notation in the fourth column. If the party called IS listening, check und

in the fifth colummn, and then get the program and station and channel information

in the seventh and eighth colummns. If not listening, check the sixth column,

Ref. means ''refused to answer."
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PILOT SURVEY

QUESTION GUIDE CARD

"THiS 1S AN OFFI{ClIAL RADIO SURVEY. WERE YOU LISTENING TO THE RADIO
WHEN THE TELEPHONE RANG JUST Now?™

LE wyEg- 3. LE_"No"

"To WHAT PROGRAM, PLEASE?Y" A. "|s ANYONE ELSE IN YOUR HOME
LISTENING TO ANY OTHER RADIO
"WiLL YOU PLEASE LOOK AT THE DIAL Now?"

AND TELL ME WHAT NUMBER YOU ARE
NOW TUNED TO7Z" "To WHAT PROGRAM,PLEASE?"

"WHAT STAT!ION DO YOU GET AT THAT "WiLL YOU PLEASE LOOK AT THE
NUMBER?™ DIAL AND TELL ME WHAT NUMBER
YOU ARE NOW TUNED TO?"

"|s ANYONE ELSE IN YOUR HOME
LISTENING TO ANY OTHER RADIO NOW? "WHAT STATION DO YOU GET AT
THAT NUMBER?"

"To WHAT PROGRAM, PLEASE?Z"
"THANK YOU VERY MUCH. GOODBYEY
"WouLD YOU BE SO KIND AS TO LOOK
AT THE DIAL AND TELL ME WHAT
NUMBER THEY ARE NOW TUNED TO7Z"

"WHAT 'STATION DO YOU GET AT THAT
NUMBER?™

"THANK YOU VERY MUCH. GOODBYE."

REVIEW: |F ANSWER IS NEGATIVE TO QUESTION AT TOP OF PAGE;OR TO QUESTION
MNO"™,STOP INTERVIEW. ALWAYS CIRCLE DIAL NUMBER WHEN THE
RESPONDENT OR OTHER MEMBER OF FAMILY ACTUALLY LOOK AT DIAL.

IMPORTANT: |F PROGRAM iINFORMATION (QUEsTioNs YES ™A™ or "NO ngn) s
GENERAL, SUCH AS STOR!ES,; MUSIC, NEWsS, RECORDS, ToP 40, TopP
20 OR THE LIKE,; ASK:

"Do YOU KNOW THE NAME OF ANY PERSONALITY ON THE sHow?"
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PILOT SURVEYS

| /‘;\‘vc}% \( o

THIS IS AN OFFICIAL RADIO SURVEY.
1.Were you listening to the Radio when the telephone rang just now ?

LUBLAY

QUESTION GUIDE CARD

) ey
If NO,QGSP@@— ;'75.\\ ‘\ (\ 2 (\ CXse (SN (’1 Ot S // s/
If YES, continue -=
a) To what program, please?
b) Will you please look at the dial and tell me what number you are now tuned to?
c) What station do you get at that number?

Ve, TRV
S

If YES:

NO
2a. Is anyone else in your home listening to “ Is anyone in your home listening to any radio now ?
any other radio now ?

If NO, go to 3
If YES, Continue ==

a) To what program,please ?
b) Will you please tell me to what dial number the radio is tuned ?

_~.c) What station do you get at that number?

)
’?» Thank you, Goodbye.

REVIEW: Ask Question 1 and 2 of every respondent.
If two NOs, NO to #1 plus NO to #2, stop interview..
_ Always circle dial number when respondent or other member of family has actually looked at dial.
Q IMPORTANT: If PROGRAM information is general, such as Stories, Music, News,Records,
- Top 40 or Top 20, etc., or the like, ask:
*DO YOU KNOW THE NAME OF ANY PERSONALITY ON THE SHOW?”




PILOT SURVEYS

HERE ARE THE QUESTIONS TC BE ASKED, in order:

""This is a radio survey. When the telephone rang
just now, were you listening to your radio, please?"

(If answer is yes) '"What station, please?!
"What program, please?"

""About where is that station on your radio dial,
please?!

Thank you very much for your help. Goodbye.




PILOT SURVEYS

HERE ARE THE QUESTIONS TC BE ASKED, in order:

i

""This is a radio survey. When the telephone rang
just now, were you listening to your radio, please?"

(If answer is yes) "What station, please?'
"What program, please?"

""About where is that station on your radio dial,
please?"

Thank you very much for your help. Goodbye.




PILOT SURVEYS

{ Date | City

i LB Station
& Time and
Ref. No | Program Dial
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Interviewer A

Interviewer B

WEDNESDAY

PILOT SURVEY

THURSDAY

FRIDAY

SATURDAY

MONDAY TUESDAY

7-8 AM
10-12 Ncon
1-3 PM
5-6 PM

7-8 AM
10-12 N
1-3 PM
5-6 PM

7-8 AM
10-12 N
1-3 PM
5-6 PM

8-10 AM
12-1 PM
3-5 PM

¢-40 AM
12-1 PM
3-5 PM

7-8 AM
10-1Z2 N
1-3 PM
5-6 PM
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ANOTHER Radio Survey For This Market

Realizing what this market needs is another radio survey, the
following is herewith submitted:

STATIONS PERCENT OF AUDIENCE STATION POSITION

Kew= 28% Number One
Ko 28% One
K.Zo 28% One
Ka22 28% One

Karees 28% One

KZJP 18% (Correct) Number Two(2)(Correct)

Totals: 6 Stations Total percent 163% (Out of a possible 100%)

This survey, like all other surveys taken in this market in recent

months is un-authorized, unbiased, very un-likely and is highly in-
capable of being correct and not recommended as a true radio buying
for this market. However, it is a survey.

This survey as all other surveys for this particular market is to be
used with the utmost caution for the purpose of buying radio. However,
for just mere pleasure of seéing a survey....look at it aslong as you
like.

P.S. Our Notary was not present when this survey was taken, and it's
just as well, because he said he would not have signed it anyway.

P.P.S. We don't blame him,

THIS IS SOME JUNK THAT KZIP IS PASSING OUT AROUND TOWN.,. THOUGHT YOU
MIGHT BE INTERESTED,




TO: ALL STATIONS

FROM: Gordon McLendon
DATE: February 21, 1956

While in Dallas, Fred Kenkel brought to mind again the most effective
defense of Hooper where you are the only subscriber or it is oilerwise
questioned.

Point out that you are not only subscriber. The real big subscribcxrz are
listed on inside second page--the agencies. What you pay for Hooper is
nowhere near enough to pay the cost, The agencies are the ones sub-
scribing. Hooper has to deliver them something like 60 markets and
THE SURVEY WOULD HAVE BEEN MADE AND PUBLISHED WITiI NO
SUBSCRIBERS. Lots of markets (for your info only) have a2 Hooper wita
no siua_,}_lgf_z subscribers. 50

CBM:bp

"




RADIO'S SHORT-CHiNGE RATINGS

DIFFERENCE in techniques used in measur-
ing print media and radio leaves the latter
holding the short end of the stick, Walter B.
Dunn of H-R Representatives, New York,
told the Pittsburgh Ad Club last week. This is

a condensed text.

THE LAST TIME I was here, the speaker, a station representa-
tive set about crucifying all ratings; then he proceeded to build one
up, a messiah of his own persuasion. From iconoclasm he turned
into an acolyte at the altar of Alfred Politz.

I was a little confused. Evidently the distinction was that his
man didn’t try to tell you how much audience your station had;
he told you how much penetration you had. Since audience is
people and penetration is people, it was a fine line he was walking.

Actually the broadcasters’ problem is not too many ratings, but
too many ratings by print people working with samples much too
small, with limitations adequate for the finite character of prints
limited circulations, addicted to partisan techniques all subject to
absurdities and faddishness . . . all subject to deliberate misinter-
pretation by our competitors.

It’s easy enough to pillory any rating service by listing its boo-
boos. For instance:

¢ One service found a rating for a station off the air.

¢ One service contained six tabulation errors on one summary
page—all in favor of the subscriber.

¢ One service found up to 77% more children 4-11 years of
age than actually existed viewing Disneyland in one of the major
markets.

¢ One report of a major market in February last year found
10% more families than existed in the area listened to Mickey
Mouse during the measured period.

¢ One service blasted the diary method in its pitches and in
its promotion. Three years later, hot and cold running diaries wired
for sight and sound outnumbered machines four-to-one in its latest
service. Little wonder that more children 4-11 were listening to
the financial news report at 8 a.m. than adults. This is classic by
now. Evidently there are thousands of Lenny Rosses languishing
undiscovered in the primary grades of Los Angeles.

It is always important to remember when using a given rating
service or comparing one with another, that different techniques
measure different things at varying measures of efficiency and,
furthermore, have an inherent built-in bias or two peculiar to their
method.

Equally as unfair to broadcasting as limitations imposed on it
by the finite techniques developed to measure print media is the
small sample. This is our curse! This is the cross we bear. There
is not a PhD worth his salt who can’t prove beyond the shadow
of a doubt that every iron clad theory of statistics is solidly behind
him, backing him up four square!

But speaking of small samples, a vice president of the Hooper
service admitted under oath back in 1947 that his firm completed
only one plus call per quarter hour to a home that had a set-in-use.

I insist that this is why radio sets-in-use has fallen so. I insist
that this is why daytime tv ratings are so erratic. When mama

! turns off her set, puts her hat on, and slams the door behind her,
sets-in-use in 2'2 Pacific markets drops to zero, according to this.

In most rating services, one home usually equals one-third of
a rating point. Often a buying decision is made on as little as .3
of a rating point. So, if Mama snaps off Queen to change diapers,
Queen may lose one-third of a point and your station may lose an
advertiser. Nielsen Radio Index Pacific is worse. With only 165
families, one West Coast mama represents .6 of a point.

Now I want to make one of the points I came here to make.

There is a big discrepancy a mile wide between the probability
sample of 1200 and the active sample of 100, which you get down
to when sets-in-use is 8 to 12%.

When Mr. Nielsen tells you how many sets are turned on, he is
using his probability sample, or as near to it as 10% mechanical
failure will allow. At least all 1,080 working Audimeters are work-

ing to furnish an answer—yes or no—as to which of them are
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using their sets and which are not. But when only 100 homes try
to tell me which of 2700 radio stations got the brass ring at the
park last Saturday, then this cottonhead is getting off the merry-
go-round.

Yes, there’s a big spread between the full probability sample and
the active sample.

If we must be measured by such samples; if we must be meas-
ured by techniques and theories developed before radio was born,
then I insist—Ilet us make competitive media take our medicine.
Or more properly, suffer their own medicine.

Let’s measure them the way they measure us.

The Southern California Broadcasters Assn. underwrote just such
a measurement last year.

This survey, conducted by The Pulse, Inc., used the same gen-
eral research techniques as those employed by Dr. Starch and by
previous surveys sponsored by The Advertising Research Founda-
tion. Interviewers carried copies of the Los Angeles Mirror News
and Los Angeles Herald Express for Thursday afternoon, April 26,
and copies of the Los Angeles Times and Los Angeles Examiner
for Friday morning, April 27.

Persons who had read any of the newspapers were invited to
look at the advertisements while turning each page slowly. Each
page of the newspaper was scanned separately and identification
or recognition of the advertisements was noted. It was not neces-
sary for the ads to have been read in whole or in part. Recogni-
tion of having seen or noted that ad was sufficient for credit to be
given.

This interviewing technique is similar to that employed by other
research organizations in the newspaper field. However, the sur-
vey had one important difference.

The difference between The Pulse surveys and other newspaper
readership surveys is largely in the method of presentation of the
data. For example, “continuing studies” of newspaper reading
previously conducted by the Advertising Research Foundation were
based on ‘“readers” of the newspaper. First, a person who had
read the newspaper was found, and his recognition of having seen
the ads in the paper was recorded. The readership percentages re-
ported are based only on readers of the newspaper. Twenty per
cent observation, therefore, means that 20% of the readers of that
issue of the newspaper saw the advertisement, with no relationship
to market penetration.

Figures obtained by this method cannot be projected against the
total market but only against the newspapers’ circulation. The
mighty Los Angeles Times, for instance, reaches only 19% of Los
Angeles.

WHY RADIO’S NOT COMPARABLE

Radio research, on the other hand, has always been based on
percentages of the total market or on total radio homes, which in
the Los Angeles area constitute 99% of the total market. Thus
radio ratings have never been comparable with newspaper ratings
obtained by previous methods.

In order to obtain comparability with radio research, this [Pulse]
survey showed all percentages on a base of total homes in the Los
Angeles area.

According to ABC statements, the four Los Angeles metropoli-
tan dailies had coverage of the Los Angeles city zones as follows:
Examiner 15%; Herald-Express 16%; Mirror-News 12%:; Times
19%.

From the figures, it is apparent that the largest degree of ob-
servation an advertisement could receive in the Los Angeles Times
is 20%. This figure would be reached only if the advertisement
were read or observed by someone in every home reached by the
Los Angeles Times. Thus a 20% rating for an advertisement would
correspond to 100% rating obtained by conventional newspaper
readership studies.

A 25% observation obtained by usual methods would result in
a 5% rating based on percentage penetration of homes.

Obviously, rating percentages shown in this presentation will be
much lower than those normally shown for newspapers. This does
not mean that fewer readers were found, but merely that the per-
centages are lower, being of a larger base. For the first time pene-
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tration of newspaper advertisements is presenter a basis directly
comparable to the penetration of radio broadcasting.

In order for a home to be counted, it is only necessary for one
person in that home to have read the advertisement. Naturally,
there will be some homes in which more than one person may have
seen the same advertisement. This home is counted only once.
This procedure is again parallel to the procedure used by Pulse
in radio surveys. Radio ratings are also based on home coverage
although there is usually more than one listener per home.

Inspection of the pages from the Los Angeles dailies used in the
survey indicates that large amounts of space are usually necessary
for ads to achieve significant ratings—and even large space is no
assurance in some cases.

A full-page Broadway Department Store ad on the back page
of Section I in the Los Angeles Times had a nine rating, which
means that 171,000 families read this ad. The base published rate
for a one-page ad in the Times is $2,257.00. Divide 171,000 fam-
ilies inte $2,257.00 and the cost per thousand would be $12.61. Let’s
suppose that the Broadway Store gets a whopping 50% discount
from the published rate. The cost per thousand is still over $6.00.

A 4.0 rating, on the other hand on a Los Angeles radio station
would cost only 52¢ ¢/m; on tv $2 or $3 ¢/m.

At this point the newspaper will remind you that you can only
sell one item in a minute ad, while a full page can carry up to 25
items. Granted! But for $2,200.00 you can buy five one-minute
announcements at published base rate on each of 13 different sta-
tions in Los Angeles, or a total of 65 minutes with 125 rating points
instead of only nine points.

Let’s look at a few [in Los Angeles newspapers]:

A DuPont ad [quarter-page in Examiner] cost $46.23 per thou-
sand. Maybe that’s why it’s using radio in L. A. this year.

Surf’s 3.2 [with 38 page in Herald & Express noted by 3.2%]
pulled an $11.45 c¢/m, but Lever has always demanded $1 per
thousand out of radio, when measured by the entire population.

Another ¢/m admirer [Colgate in the Herald & Express, noted
by 3.0%] paid $21.98.

One [Shell quarter-page in Examiner noted by 1.8%] cost $760
or $22.24 per thousand.

It is readily apparent that ratings are low and costs per thousand
are consequently high. This does not intend to suggest that news-
paper advertising has not been successful through the years—
just costly!

This suggests that similar broadcast ratings, which have also
been successful through the years, are tremendously under-priced
and represent the best bargain that either a retailer or a national
advertiser can lay his hands on.

TvB commissioned Pulse to do a study of newspaper readings
vs. tv viewing. Random sample personal interviews and the usual
day-part reconstruction used in all Pulse studies featured this 600
home study. The week was the week beginning Sept. 5, 1956. It
shows the homes occupied with “newspaper-in-use” and “Tv Sets
in Use” by quarter hours during the day.

At any time in the 18-hour period—6 a.m. to 12 midnight—on
the average day, one or more members of 8.6% of all U. S. house-
holds were reading newspapers in or out of the home, as revealed
by quarter-hour averages. The comparable quarter-hour average
for tv viewing was 16.5% for all U. S. households. Note that
no time after 10 a.m. does newspaper reading ever match viewing.

And, in conclusion:

(1) The radio industry is not critical of newspapers as an ad-
vertising medium, but feels that the use of radio and newspapers
together will make for better advertising dollar productivity. ARB
studies made among shoppers in department stores show that as
many as 50% of the population never read a newspaper.

(2) By cutting down the size of the full-page ad to a lesser
size, sometimes the actual readership of a newspaper ad increases.
The money saved in this manner will enable an advertiser to reach
that 50%.

(3) That the cost-per-thousand analysis between radio and
newspaper shows radio to be the lowest cost-per-thousand medium
by an overwhelming margin.

(4) When newspaper ads get down to a quarter-page or smaller
the readership is very small and in some cases negligible.

(5) When the audio versus sight argument occurs every broad-
caster can clobber it by giving actual case histories of comparable
advertisers who are using his medium successfully.

PLAYBACK

TV AND CULTURE

Robert F. Carney, board chairman,
Foote, Cone & Belding, addressing a
meeting at Town Hall, Los Angeles,
March 5:

ANY OF YOU who have seen the calibre
of programs broadcast by the BBC would
agree that insofar as the quality of the
writing, casting, setting and producing is
concerned, there is no comparison be-
tween it and American television. The
reason is that BBC simply does not have
the funds to purchase talent in the same
way that American producers and broad-
casters do.

Starting a little over a year ago Great
Britain has had both sponsored and un-
sponsored tv. Preliminary figures show
that two-thirds of the people have chosen
commercial tv in preference to the BBC.

Research conducted in London showed
that 86% of the viewers found television
advertising interesting and more than
50% were greatly interested. Apparently,
far from rebelling against the invasion
of their privacy by advertisers, this very
literate people welcomes advertising on tv.

In the U. S. Meet the Press, Omnibus
and Youth Wants to Know, to name just

QUOTES WORTH REPEATING

a few, are programs with a high educa-
tional value. Hallmark Greeting Card Co.
introduced Shakespeare to America on a
scale which would not have been possible
without advertising.

I submit that our cultural level is being
raised—not debased.

TV AND EDUCATION

Charles A. Batson, vice president-man-
aging director of WIS-TV Columbia,
S. C., and president of the South Caro-
lina Radio & Tv Broadcasters Assn.,
writing in the February issue of the
South Carolina Education News:

WE invite you to test yourself and see
whether you are making the most of
some rare cultural opportunities which
are presenting themselves regularly. Here
are five of the more interesting offerings
of the current season. How many of
them did you see?

“Man And Superman” (Hallmark Hall
of Fame, NBC-TV), Amahl and the
Night Visitors (NBC-TV), At Year's
End—1956 (CBS-TV), “Our Friend the
Atom” (Disneyland, ABC-TV), “Festi-
val of Music” (Producers Showcase,
NBC-TV).

Audience surveys and the law of av-

erages predict that you missed a majority
of these programs—and that students
missed a larger percentage.

This points up one crying need: to bet-
ter and more efficiently utilize the large
amount of inspirational and informa-
tional  programming which is now on
the air. In television, as in reading, we
must learn to be selective; we must be
willing to take the trouble to check ad-
vance schedules, to read the notices, to
plan our television viewing.

SCRIPTURE APPLIES

Rev. James E. Wagner, president of the
Evangelical and Reformed Church of
Lancaster, Pa., speaking at dedication

ceremonies of WGAL-TV’s new studios
Feb. 24:

TUCKED DOWN in the last verse of the
tenth chapter of Ecclesiastes is the fol-
lowing: “A bird of the air shall carry the
voice, and that which hath wings shall
tell the matter.” That, I should say, is
the perfect poetic description of the
miracle of wireless communication which
came upon us first with the advent of ra-
dio and has reached new heights of tech-
nical perfection with television.
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Barney O’Lavin runs a travel service in
Fargo, N. D. He is an erstwhile broadcaster:
from 1935 until 1946 (with time out for
Marine service in World War II) he was
with WDAY Fargo, and was general man-
ager of that station. From 1946 until 1953
he operated an advertising agency in Fargo,
then branched into the travel field. His re-
marks about the potential of travel adver-
tising, recorded in an interview with BeT
editors, could suggest new sales activity in
that quarter.

Q: Actually, you're a sort of triple-threat
guy. You've sold time and you've
bought time and now you’re a special-
ist in the travel field. As I understand
it, you feel there is a tremendous
amount of untapped revenue for ra-
dio and television in that field.

A: That’s correct. I feel that travel ad-
vertising, the carriers especially, haven’t been
using radio very much but have been using
a lot of newspapers and magazines.

Q: How much would you estimate over-
all that the carriers spend in advertis-
ing?

A: I’'d say in the neighborhood of $75
million. The airlines spend about $43 mil-
lion, mostly for newspaper and magazine
space and I guess a small amount of that is
devoted to radio and tv.

[Editor’s Nete: PIB credits travel, hotel
and resort advertising with $649,581 on tv
networks in 1956.]

Q: Does this $75 million figure go for

domestic or foreign travel?

A: It’s both, it’s all travel advertising, all
carrier advertising. I'm not taking into
consideration the hotels and the resorts and
the various government tourist bureaus who
are also becoming quite large spenders.

Q: How much money is spent for travel

each year?

A: It is estimated at $5 billion.

Q: Now how does your business break
down?

A: The travel business is just like any-
thing else. In modern business today you
have to have volume and you can’t get it
by selling individual tickets, airline or steam-
ship, one at a time. You get your volume
in group movements. It’s no more work to
set up arrangements for 50 people than it
is for one. I've become a tour operator out
of necessity.

Q: How do you advertise your tours?

A: To promote a tour, radio has been
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TRAVEL: A $75 MILLION ACCOUNT
WAITING TO BE SOLD BY RADIO-TV

my best source of advertising. With radio
you can describe to your prospects just what
they’re going to do and see if they take your
tour. Yon can paint a word picture of
what they’re going to see, what it is going
to cost them. I've asked some people whom
I've had on trips, “Why did you go? Why
are you with me?” And I've had so many of
them say, “You made it sound so good.”

Q: What sort of copy do you use?

A: TI've been able to take a couple of
radio stations in our area—WDAY in Far-
go and WNAX in Yankton, which is near
my Sioux City office—and I've been able
to show them that a tour for their listeners
is a good audience promotion vehicle for
them. So I've really not organized it as an
O’Lavin tour but as the radio station’s own
tour. Of course, I handle all the arrange-
ments. 'We generally take someone from the
station along and carry a tape recorder to
interview these people while we're on the
tour. This gives a lot of interesting, on-the-
spot comment that they can send back
home for delayed broadcast.

Q: And you'd call this the WDAY tour

to the Eastern historic spots? Or the
WNAX tour?

A: That’s right.

Q: Based on the results you have achieved
in the limited use of radio in your
area, which is North Dakota, South

Dakota, Jowa and Nebraska, you feel
that the carriers are overlooking a
very important bet and also that the
sales people in radio and television
likewise have not exploited this thing?
A: That’s correct. It’s easy to criticize, of
course, and I try to make it in a constructive
manner. But the newspapers and the maga-
zines, 1 think, have jumped on the band-
wagon very well in developing travel depart-
ments and travel editions. They realize that
people are interested in travel, that it’s good
reading, it’s interesting copy, it's something
that so many people want to do and know
about. So they have developed these travel
departments and travel editions and natur-
ally that attracts travel advertising because
here’s somebody doing something to pro-
mote travel. So they go to the prospective
carrier advertiser and say, “Look, here’s
what we'’re doing. Why don’t you buy an ad?
We have this many readers.” I think that
radio and tv could do the very same thing
by taking a certain period of time once a
week or more frequently and aiming it right
at the same audience and the same advertiser.
Q: Like Wide, Wide World, for instance?
A: That's a very good angle. Here’s
another thing, radio is so flexible and tv,
of course, is becoming more flexible that
they’re natural media for picking up broad-
casts here and there and going to remote
corners right now which the printed media
can’t do.
A recent issue of Travel News—that’s
the travel agents’ trade paper—carried a

media section which listed about 100 news-
papers and 70 magazines with regular or
special travel sections or editions. It may or
may not be significant that no radio or tv
stations or networks were listed.

Q: Do you think primarily if this as a
local promotion for radio and tele-
vision stations in cities all over the
country or do you think of it primarily
as being sold on a national basis?

A: Well, you have two different things
here. You have the international carrier
that’s going all over the world and the do-
mestic carrier that’s just within the United
States but still nationwide and then you have
the feeder lines that are just out in certain
areas. So you have regional spot business,
you have national spot and complete net-
work coverage possibilities.

Q: Do you envision the job as being
mainly to get more people to travel?

A: That’s the big job. We in the travel

business feel we are competing for that sur-
plus dollar and we're trying to get it spent
for a trip rather than a new tv set or a
car. There are two big jobs to do: First,
to create the desire to travel and then direct
them to the carrier, regardless of what type
it is.

Q. Do you think primarily of this as a
chance for somebody like you to get in
and promote tours from your locality
and to create new business right
there?

A: T've found that you can sell a trip to

a person who had absolutely no intention
of going. I've done it. They listened and
said, “Well, that sounds like a good idea.”
They have the time and the money so it’s
just a matter of convincing them that they
ought to do this instead of buying a new
automobile. Once we get them started I find
that there are many, many repeat customers
because they find that it’s carefree and it’s
easy. So that’s what makes the ball roll.

Q: If you were again in the commercial
department of a broadcasting station,
what exactly would you do to go after
this travel business?

A: It’s very easy to give advice but here
it is anyway. I'd say it applies to stations in
large cities and to networks. To start with,
I'd develop a program once a week devoted
to travel, appoint a travel editor to handle
it, and have this travel editor do some trav-
elling. I'm sure that I don’t have to spell out
any further how a broadcaster should build
his show. Then get out calling on the car-
riers, tourist bureaus, resorts, etc., to sell it.
Collectively the association [RAB, TvB] also
can do a job of selling their media.

Q: If RAB and TvB could stimulate the
idea of using radio and tv as media
to promote travel, then you could
make a sale at the local level through
their national promotion.

A: Yes. Now it’s up to somebody to push

it some more, to get some of that dough.
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Giveaway Inflation

IT REQUIRES no special foresight to predict that the giveaway
craze on television is about to get out of hand.

The success of The $64,000 Question has been overshadowed
by the success of Twenty-One.

To counterattack, The $64,000 Question has raised its jackpot
to $256,000, nearly twice the $129,000 which Charles Van Doren
won last week on Twenty-One.

For the moment the quarter-million dollars that is- Question’s
new prize is the biggest on the air, but we have no doubt that the
producers of other quiz shows are even now seeking the financing
to top it. y

The fact is that despite the lavish money which individual con-
testants have won, the average, per-week program expense of such
shows as Question and Twenty-One is not at all spectacular, by
comparison with the costs of other kinds of television program-
ming.

The $64,000 Question has given away $1,219,168 in the 88
weeks it has been presented. That averages out to under $14,-
000 a show. Is there any other program type which could have
brought Revlon so big an audience so cheaply?

It is for this reason—the promise of high ratings at low per-
program cost—that we confidently, but morosely, predict an in-
crease in the number and munificence of television giveaways. There
will be more and bigger giveaways before there are less, but there
definitely will be less eventually.

To substantiate that last prediction, one needs only to refer to
radio of 10 years ago. In 1948, when the radio giveaway craze
was at its silliest, at least a million dollars worth of prizes was dis-
tributed. In the summer of that year, no fewer than 48 giveaways
were regularly scheduled on the radio networks. On so rich a diet,
listeners became jaded, and the giveaways virtually disappeared.

The same fate awaits the television giveaway—unless, contrary
to all programming history in radio and television, the networks
resist the urge to try to top the two shows which are now hits by
introducing a rash of imitations.

Education and Education

NY taxpayer even remotely acquainted with the sensitive art

of broadcasting would not have been proud of his duly elected

representatives in Congress if he had happened to sit in on the

House Interstate Commerce Committee meeting with the FCC last

week. The general tenor of interrogation was below that 13-year-

old level to which some members of Congress have accused broad-
casting of catering.

It was quite a revelation to those who were there. Obviously
there had been considerable indoctrination on particular subjects,
such as the educational reservation matter, deintermixture, and
the qualities of uhf versus vhf. But after the parroted questions
had been asked there was practically no follow through because
the interrogators obviously didn’t know where they were headed.
Several times members didn’t even detect answers that were not
responsive.

This is a glaring example of the utter lack of education of mem-
bers of the House on broadcasting matters—unless it is what ap-
pears on the screen or comes out of the horn. On the other hand,
the questions of educational broadcasting were well-planted—proof
that the Joint Council on Educational Television is doing a
creditable job of lobbying and thereby of building the case for
its own perpetuation through continued endowments from the Ford
Foundation.

It was the first time in several years that the House Committee
had attempted to dig into FCC affairs. The big show has been on
the Senate side, where staff experts and a series of teams of in-
formed special counsel have hit pay dirt to the extent of making
headlines.

After the performance last week, the Senate Committee need
not worry about its FCC investigatory laurels. There’s no contest.

But there is need for concern about the peregrinations of JCET,
on both sides of Congress. It has created an aura of sanctity about
the educational reservations. The educators obviously contend
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“Him? He's the station owner who won all those merchandising
awards last year!”

that the greedy broadcasters want to divest them of their television
heritage and deprive the youth of America of adequate education.
Evidently little or nothing has been done to counter this pious,
self-serving, wholly fallacious talk.

The legislators are not told that the Sixth and Final Report of
the FCC adopted on April 14, 1952, and setting aside 242 educa-
tional reservations, specifically provided that the educational re-
servations should be “reviewed” a year later. Next month five
years will have elapsed, and there still has been no review.

To date, the statistics show that of the 257 reservations (the num-
ber was increased after the Sixth Report) a grand total of 24 now
are on the air. There are 23 construction permits outstanding and 9
applications pending. That after nearly five years. The question
logically arises: How long is a reservation a reservation?

The FCC, under the law, has an affirmative duty to allocate
available facilities. Each day a tv assignment is not in use is a day
gone forever. Section 1 of Title I of the law creating the FCC
states that the agency was created “to make available so far as
possible, to all of the people of the United States a rapid, efficient,
nation-wide, and world-wide wire and radio communications serv-
ice. o

The FCC, we contend, is derelict as long as it allows valuable
channels to go unused in a television economy where scarcity is the
major problem.

Bandwagon

OW that the NARTB is about to become the NAB again, we
4+ ¥ note with interest that the Canadian Assn. of Radio and Tele-
vision Broadcasters is considering a change back to just plain
Canadian Assn. of Broadcasters.

That, as we said in the case of NARTB, is as it should be.
“Broadcasting” is all-inclusive. It covers all modes of transmis-
sion to the public, whether by sight or sound. The same people,
to a large degree, are in both. Substantially the same advertisers
buy time through the same agencies for both radio and television
broadcasting. And both are governed by the same statutes.

The NARTB change isn’t automatic. The joint board at its
meeting last February unanimously recommended the change, and
the matter will be discussed at this fall’s regional meetings, after
which a referendum ballot will be asked with a view toward rever-
sion by Jan. 1, 1958.

It looks from here as if it’s all over but the ballot-counting, and
the changing of letterheads, insignia, name-plates and calling cards.
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The local telephone directory is to be used and ene girl is assigned even
pages and the other odd pages. Only the first four residence numbers

are called on each page, be it even or odd, Accurate records should be
kept of those at home and those who aren't. Remember, only four numbers
from a given page are to be called., Pages are determined in multiples

of 100. Let's take the case of the girl assigned odd pages: in the Dallas
directory, the first odd page is 11; she'll call the first four resgidence num-
bers on this page and then turn to pages 111, 211, 311, 41l and so on through
the directory, calling the first four residences on each page. Now, she
turns back to page 13 and starts over, calling numbers from page 13, 113,
213, 313, etc. Now, back to 15, 115, 215, 315, etc. Now, for even pages,
10,110, 210, 310, etc. This may look complicated but really it is very
simple.
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To measu ; our, say 7 to 7 to 8 AM, 3 ill should have 1200 calls
and thi. % d take four interviewers lling *adilv during this one hour
throug v e week The cost would gain $11.50 fOﬂ flllth out the
sheets i nce 7 'y or the four girls $6.50 apiec for a total OL
$836.50 to get an indi L = £ our it costs ju

as much 3 ]

To get a 30-minute measu n you 1 OC - is WGuld necess
tate the filling out of '. 3 a sheet or a
total cost of $€.50. Y “six g1r¢m me93u1¢do your 3u minute
period and ycu would pr ""f ‘have uo oay L%OM f a<ﬁ because you
would be employing them half an 1] to cut it any
lower so it would cost 1 $7.50 eacl 2 5»day "'ﬁ. $3 - 50
for the actual interviewsi and $8.50 for ut fhe
total of @Ab OJ So yous

periods of tir

I know this s rather long but it should enable you to set up your surveys
from now on more accurately and more cheaply.
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PILOT INTERVIEWERS

Tuesday morning: Mrs. Bessie Harris (B)
1813 Norlinda St.
Hillerest 2-1823
Mrs., Barbara Keller (4)
Underwood 4=~9059
Mrg, Sheridan
JA 9-98&% &L 34 (4)
Tuesday noon: Mrg. P. W. Plattenburgh (4)
6819 Moss Rose
Walnut 8-5500
Mrs, George E, Berry (B)

4533 Bellaire Blvd,
MA 3-7368




MEMORANDUM

Bill Weaver - Don Keyes DATE: 6/21/57

Gordon MclLendon

For your information, here are Hooper figures for the FIRST week in
June, broken down into time periods. Remember that these things show
tremendous fluctuations and are net really very reliable but they are
good tc have anyway. These must NOT be published or otherwise shown
to anyone, as I promised Frank Stisser:

KILT KNUZ

7-9 AM 17. 4 32.2

9-12 N 31.5 23.4

12-3 PM 28.9 23.7

3-6 PM 36.6 26. 8
Usually, the 7-9 AM period is the slowest to respond for any new station.
Also, the second week saw our mornings go up so it may be that the
situation is already changed. At any rate, Frank Stisser is sending me
a breakdown for the second week in June and then for the overall two weeks
in June. Incidentally, I inquired of him whether Dave Morris had asked
for the same thing by way of a breakdown for these two weeks and he said

no. I don't want it worded around that we have these breakdowns because
I don't want Morris to ask for them.

The only two other stations all day long which showed over 10% in any time
period were also in the 7-9 AM, where KTRH had 10. 6% and KYOK had
15.7%. KTRH's may very well have been due to newscasts for all I know.

Best regards.

GBM:bp




Gordon Mcl.endon
February 15, 1956

ON PILOT SURVEYS

Fred Kenkel of C. E. Hooper, Inc., has suggested that it is very impor-~
tant for us to train 2 couple of shut-ine whom we can use to make our own
pilot surveys. Quite often, as he pointed out, we have need of audience
data which cannot be provided easily by Hooper: special surveye of a pazr-
ticular program which has perhaps been on the air only a week or 80,
surveys of a program's popularity in a one~month period rather than on a
two-month moving average, etc. A case in point is School Hi~Lites, a
thirty-minute evening program in New Orleans which we have had Hooper
measure., Had we been prepared, we could have conducted our own pilot
survey.

Another example would be if you had a new disc jockey and wanied to measure
his popularity without waiting three monthe for a Hooper comprehensive
breakdown.

You can make these pilot surveys for a minimum cost, not more than $50-
$75, if you are equipped with a crew of shut-ins who know what to do when
you call them.

900 telephone calls in an individual 30-minute pericd is, Kenkel explained,
quite conclusive. You will find inside the front cover of your Hooperating
the questions which should be asked and the order ia which they should be
asked and you will find in the back of your Hooperating the chart for detex-
mining the reliability of ratings. It should be very fascinating for you to
conduct your own surveys and check them against the Hooper. This is
Kenkel's own suggestion.

Actually, a sample of 600 calls is indicative, however, 900 is better. It
used to be that 2 sample of 300 calls was sufficient to be indicative but
nowadays, with the lower tune-in, Kenkel says that 300 is no longer sufficient.

It is also necessary to detail the method by which your pilot surveyors
should choose the numbers to call, It is as follows:




The local telephone directory is to be used and one girl ie assigned even
pages and the other odd pages. Only the first four residence numbers

are called on each page, be it even or odd. Accurate records should be
kept of those at home and those who aren't. Remember, ozg;y four numbers
from a given page are to be called. Pages are determined in multiples

of 100. Let's take the case of the girl assigned odd pages: in the Dallas
directory, the first odd page is 11; she'll call the first four residence num-
bers on this page and then turn to pages 111, 211, 311, 41l and so on through
the directory, calling the first four residences on each page. Now, she
turns back to page 13 and starts over, calling numbers from page 13, 113,
213, 313, etc. Now, back to 15, 115, 215, 315, etc. Now, for even pages,
10,110, 210, 310, etc. This may look complicated but really it is very
simple.







All Staiion Managers, Dorothy Manning Jan, 3%, 1956
B. R. McLendon & Dimple Mounger
Gordon McLendon

RE: ASCAP AND BMI PAYMENTS

All stations presently doing a volume in excess of $150, 000 per year--and that
includes all stations except Atlanta presently~--aze obliged to pay ASCAP a sus-
taining fee each month which shall be equal to '"the highest half hour card rate
of the station for a single half hour." Atlanta will pay highest quarter-hour if
between $50, 000-$150, 000 and if under $50, 000 will pay $12, 00 per meonth,

As I read it, the ASCAP contract ie not necessarily based on national rate but
can be based on local rate if that is higher than the national rate. Therefore,
it does none of us any good to change our national half-hourly rate to a poiunt
where it i8 lower than our published local hali-hourly rate.

Therefore, it is my suggestion that all of us immediately reduce our national
half-hour rate to equal our local half-hour rate or to be at least $l. 00 higher than
our national quarter-hour rate. Please advise me your action.

All stations should further include in SRDS the following line, ""All rates include
a 20% talent and production charge.' On local rate cazds, one line should read,
"All rates include a 20% production charge which may be increased for special
production work. "

The ASCAP television contract specifically provides that no payment shall be re-
quired for charges other than time provided "that such charges are itemized
separately when billed to the spounsors ox their advertising agencies and that such
charges are in addition to licensee's published applicable card rate. ..for the

use of licensee's television broadcasting facilities."

I do not find any such proviso for separate billing in the radio contract. Do any
of you know of such a rule? If there is one, in order contractually to deduct
20% from ASCAP and BMI, we will simply have to break down two charges on
each invoice, i.e.:

40 announcements at $5.00 - $200. 00
40 announcement productions at $1.25 - 50. 00
TOTAL $250, 00

Please advise me whether any of you think this is called for contractually. If it

is not, we can take our 20% deduction each month without the necessity of

separate itemization. And a 20% deduction in our ASCAP and BMI charges can
amount to sizable money. It is more than rightful since radio has changed and is
now doing all sorts of unbilled, but expensive production work for sponsors merely
paying card rate-- as, witness ocur own Les Vaughan who does 80 rnuch work--ex-
pensive in hie time and station materials--that goes unbilled.

May I hear from each of you immediately on this matter ?
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YRECYT RA A RS A T
LAY MAANALY

A shert time age, Gordon wrete you a mewmeo in reference to
Doyvethy Manning's idea of ?cz 2:.2.“ @v “6 raca sta cmé‘ the mebile
units ¢o show a justifiak zom ASCAPR and BUMIE.

ierathy and § have discussad this idea and
zeed ape. Eifective @c%@ber ?uf a?l i LZT!‘

maobilo uniie as well a g
ke thanged showing s;...a.::g a8 rvm,’ ASWS BeEVICS.
of currens gponsored Seminuie newegasis iz fully conumissionable
with the exseptieon of charxges for taleni. Wae aze brpoaking the
charges dowa to show news sorvice 30% of rate card, For ex-

mom, eur minimwm S-sninute newscast rate is $21.60. 30%
of iz, or $6.48, is noted on ' the fime order 28 newe service and
$15.12 as siesion time,

Fer future clients who buy newscasss, there will be 2 18% added
rate cazd for newe gervics and thea we will show on flme order
amown? foxr news sarvice eynal 0 .:m;% of otk amount. This

v be confusing hut it will certatnly save ua snonay.
ange has 2130 besn made in meihod of billing on mebile uniie
'mz.-; gave we meney. If you have any questions regavding

s 1 would eertainly rocommend that you contact Derothy.

Gosmm has sut«,ge med m&,, ail stations adept this
bile wnite.

lest regards to all of you.
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TO: ALL STATIONS
FROM: Gordon Mcl.endon
DATE: May 8, 1956

Some more info from BMI Newsletter for May, 1956:

MEMORABLE MOMENTS FOR MAY

May 1, 1873 First Postal Card issued

May 7, 1915 S.8. Lusitania sunk by German submarine
May 8, 1847 First rubber tire patented

May 12, 1908 First radio patent ~ N. B, Stubblefield

May 17, 1875 First Kentucky Derbhy

May 21, 1927 Charles Lindbergh's Non-~sgtop flight to Paris
May 24, 1883 Brookiyn Bridge opened - New York

PLEASE NOTE

May list May Day

May 5th - Arxbor Day
May 13th Mothex's Day

MUSIC FOR YOU -~ You may have seen these statistics sent to us by Lyle Gaston
of Station KGWA in Enid, Oklahoma:
Teen-agers average $500 a year each, which they spend themselves.
(A. J. Wood & Co. Survey)
63% of teen~age girls are influencing choice of grocery brands.
{(Amexican Girl Survey)
77% of teen-age girls influence choice of home furnishings,
(Benson and Benson Survey)
32% of teen-age girls are collecting for future homes,
{American Girl Survey)
Every third bride is 2 teen-ager. More girls marry at 18 than any other age.
- {Federal Security Agency Reports)
The average college student spends $375 for goods and services during nine
months of school yearx.
Perhapes these figures in Oklahoma may be a little different in your area but cexr-
tainly not sufficiently sc to alter the impoztance of the teen-ager. That is probably
the reason why the program carried by KGWA and directed by a 16-year-old
junior in the high school is such a wonderful succees. It's an all-request pro-
gram and contains interviews and 30-second talks with other teen-agers.

MISS KBEL CONTEST - This is a stunt very successfully promoted in the interest
of the March of Dimnes ~ but one that would be equally interesting for any charity
drive., Station KBEL is in Idabel, Ckla. Civic organizations were invited to

name candidates for Miss 1956 Radio, and votes were registered at ! cent per vote.
Popularity of the contest is attested to by the fact that $i, 817. 63 was raised at 1
cent per vote. The winner was entered in a State Contest. Our co-editor, J. P.
Stanley.

Women are like TV film-~to make 2 good showing they must be
developed but not over-~exposed.




LD

WELL! HERE'S A NEW IDEA

In a Jetter from Gen. Mgr. Si Willing of KTLD, Tallulah, La., he tells of
selling the "now-famous bulletin announcing Ike's decision to run for another
term." This wae sponsored by a naticnal bank. Similarly, Mgr. Willing in-
tends to sell and indeed already has sold other such anticipated bulletins from
Conveation headquarters relative to selection of other candidates. We believe
this is 2 new idea.

DON'T PASS THIS BY -~ Can you use the weird, the exotic sounds in music

of the Eastern Mediterranean?...the bagpipe and shepherd flute of Sevvia;

the primitive oboe and fluts of Macedonia; the Croatian "mesnica' or '"sopele";
or the mandolin of Bosenia and Hercegomina called the ''tamburitza ?"

These and more ave contained in a 12-inch LP album entitled ""The Yugoslav
National Folk Ballet" produced and distributed by Foilkways Records which
retails for $5.95 but available through the Newsletter at $2.50 each. Order
through BMI or Liouis Nurko, Alpha Music, Inc., 501 Madison Avenue, N.Y.C.
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SEPTEMBER, 1955
Special Days and Weeks
12-18 National Soft Water Week
Felt Hat Day
24 National Dog Week

g for George.
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» 1938 First radio fa f.;;w’I‘-a}" transmission
1869 First

1901 First Transat ic radio signal - Marconi
1773

©

airplane flight by

crossword puzz

'sz;rmhe?’ (Kit) Carson born
1776 Vashington crossed the Dalaware to attack Trenion

&
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S

4

1851 Young Men's Christian Assn. organized

-

Glass, china and reputation are easily cracked and never
well mended.

NEWS PROMOTION

~-~No matter how

A promotion initiate

laxrge the news : f it is en a pr o': lem to obtain complete covex

L by Mgr. Joe Wilder of WBAW, 1, 5.C., ham paid off

Joe writes: ""when we sece a story ba’r should have bc n cure we disp a po

{o remind the new
{

source that a call to the news station, WBAW, would apprec

The card is an invitation to call the station as an aid to beiter serve communi
"I feel that this has paid off. We plan to cc 2 the rd promotion with a contest,

offering a weekly

TEEN-PINNE

prize for the best ne

--This is a program designed to bring together the finest teen-age bowlers in the
Chicago area, and it is seen Saturdays over WBBM-TV from 4 ic = PM. The first

seven weeks of competition determine the four winz 8 who 1 additional four

weeks. Prizes frun from a $500 savings bond for Twﬂpbe it score to a >0 bond for

second place a
prizes as well,

1782 First President born a citizen of U. 8. ~Martin Van Buren
» 1923 First presidential message broadcast -~ Calvin Coolidge

1800 asn., D. 'becorpeF permanen hvmc of U S Governu

nd $100 and $50 bonds for third and fourth. There are other individual

Audrey Lazik, who gives you the details, calls it ' The number one Saturday afternoon

show.'" Open for
formance.

sponsorship, it is announced by Fay Rayner who 2

TREASURE HUNT--KAG]

-~-This time in Crosseit, Ark., as x ywner Julian Haas, We like his

statement, ''It really create ‘ 5 ctually everybody lis d from the Colonel's
Lady to Judy O'(“V“ dy. #%%If radio is dead, it's the liveliest corpse you've ever seen be-
cause it brought o hf

shov ﬂ!s and spades,

evidence were necessary, the adv ers saw the proof that there were plenty of

listeners

WABI ESTABLISE

el =

HES

-~-That's WARI AM and

weather (15 seconc

day or night--evex

ds), plus

ry day of |

as Gen. Mgr. ;L.--:;- P. Gorman,

if
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THE MQ l__@x&w STATIONS

EXECUTIVE OFFICES /2008 JACKSON STREET / DALLAS, TEXAS 75201 /RIVERSIDE 7-9311

July 25, 1967

Mrs. Noreen Muhlstein
1815 Sedona
Dallas, Texas

Dear Noreen:

Although I doubt that you even know about it, since you have not been in contact

with us on the matter, the Trustees of The McLendon Corporation Pension Plan have
been very busy at work, seeking to ascertain if there were not a way to get some

regular pension allowance in your hands, after Dave's sad and untimely demise.

The Trustees had a serious problem, I might add, due to the fact that Dave, for
some five months, was employed not by The McLendon Corporation itself, but an
affiliated company not covered by the Pension Plan, but we took the strong position
that he was only on Teave of absence, which would entitle you to the following sums
of money under The McLendon Corporation Pension Plan:

$£229.36 monthly benefit payable for your lifetime or until your
remarriage.

114.70 monthly benefit for dependent children up to age 18.
$344.06 total monthly benefit beginning May 31, 1967.

Noreen, as you no doubt know, we took extremely fast action with the insurance

company on Dave's death benefits, with the result that you have already received the
insurance company's check, which we were able to get increased from $30,000.00 to
$36,000.00. It is, therefore, with extreme pleasure that we are able to attach hereto
McLendon Corporation Pension Plan checks for the amount shown above for May, June and
July, 1967 each.

With our continuing sympathy and warm affection, we remain

B. R. McLendon, for

THE MCLENDON CORP. PENSION PLAN TRUSTEES:
Gordon B. McLendon
Dorothy M. Manning
B. R. McLendon

BRM:bpo

Encl.
THE MQ lﬂ‘-d‘ow STATIONS

FKLIF-KNUS/FM~DALLAS / 'WYSL-AM/FM=BUFFALO / K-ADS-LOS ANBELES / WNUS-AM/FM-CHICAGO / KILT-KOST-FM-HOUSTON'
KARBARM f Pacyes SN ANIEiSeh /710, . wltes X-YHA NEWS tyse LHS ANBELES / Ebfdiits SOONY . .. OTABIY (HERHING: FEch ABERRNYR))
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THE N\.Q L/Q&OLOW STATIONS

EXECUTIVE OFFICES /2008 JACKSON STREET / DALLAS, TEXAS 75201 /RIVERSIDE 7-9311

July 25, 1967

Mrs. Noreen Muhlstein
1815 Sedona
Dallas, Texas

Dear Noreen:

Although I doubt that you even know about it, since you have not been in contact

with us on the matter, the Trustees of The McLendon Corporation Pension Plan have
been very busy at work, seeking to ascertain if there were not a way to get some

regular pension allowance in your hands, after Dave's sad and untimely demise.

The Trustees had a serious problem, I might add, due to the fact that Dave, for
some five months, was employed not by The McLendon Corporation itself, but an
affiliated company not covered by the Pension Plan, but we took the strong position
that he was only on leave of absence, which would entitle you to the following sums
of money under The McLendon Corporation Pension Plan:

$£229.36 monthly benefit payable for your Tifetime or until your
remarriage.

114.70 monthly benefit for dependent children up to age 18.
$344.06 total monthly benefit beginning May 31, 1967.

Noreen, as you no doubt know, we took extremely fast action with the insurance

company on Dave's death benefits, with the result that you have already received the
insurance company's check, which we were able to get increased from $30,000.00 to
$36,000.00. It is, therefore, with extreme pleasure that we are able to attach hereto
McLendon Corporation Pension Plan checks for the amount shown above for May, June and
July, 1967 each.

With our continuing sympathy and warm affection, we remain

B. R. McLendon, for

THE MCLENDON CORP. PENSION PLAN TRUSTEES:
Gordon B. McLendon
Dorothy M. Manning
B. R. McLendon

BRM:bpo
Encl.

THE N\'Q L/rgtd.ow STATIONS
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NOTICE TO ALL EMPLOYEES
SIGNING THIS CONTRACT

WITH THE TRAINING,; EXPERIENCE,PUBLICITY,PRESTIGE
AND TRADE SECRETS IMPARTED TO YOU BY THE COMPANY,IT
IS 0BVIOUS THAT YOU WILL BE OFFERED EMPLOYMENT MANY
TIMES DURING THE TERM OF YOUR CONTRACT BY OTHERS
DESIROUS OF OBTAINING PERSONNEL SO - HIGHLY TRAINED
AND MADE VALUABLE BY THE COMPANY.

SINCE WE BOTH RECOGN!ZE THAT THESE JOB OFFERS WILL
BE MADE YOU, AND WILL BE MADE YOU AS A RESULT OF YOUR
ASSOCIATION WITH THIs COMPANY, YOU MUST MAKE UP YOUR
MIND IN SIGNING THIS CONTRACT THAT YOU WILL NOT ASK
FOR A RELEASE FROM THE CONTRACT DURING IT'S TERM,FOR
NONE CAN BE GiVEN. YOU MUST AT THIS MOMENT PREPARE '
YOURSELF FOR A SiTUATION WHICH WILL COME: A SITUATION
WHERE YOU WILL BE OFFERED FAR MORE MONEY THAN YOU ARE
MAKING UNDER THE TERMS OF YOUR CONTRACT WITH THIS COMPANY.
IF YOU ARE NOT PREPARED CONTENTEDLY TO REJECT SUCH OFFERS
WITHOUT REQUESTING A RELEASE FROM YOUR CONTRACT, YOU
MUST NOT SIGN THIS CONTRACT.

EMPLOYEE PLEASE INITIAL

s




A G R EEMENLT

THIS AGREEMENT .MADE AND ENTERED INTO AT Dalle s THIS, THE

UGIITS, 10Xas

22rnd DAY OF May, 1961 BY AND BETWEEN The Texas Triangle, Inc.

HEREINAFTER CALLED THE "COMPANY" AND Carald Asher Musller HERE INAFTER

CALLED THE “ARTISTY

WITNESSETH:

WHEREAS, THE COMPANY DESIRES TO EMPLOY EXCLUSIVELY AND UTILIZE
IN THE ENTERTAINMENT INDUSTRY THE SERVICES OF THE ARTIST AND HIS
LiBRARY, DRAMATIC, MUSICAL,; INTELLECTUAL AND ARTISTIC TALENTS,AND
THE ARTIST DESIRES TO BE EMPLOYED EXCLUSIVELY BY THE COMPANY AND GRANT
TO THE COMPANY THE EXCLUSIVE AND SOLE RIGHT TO THE PERFORMANCE AND
PRODUCTS OF HIS TALENTS;

NOW, THEREFORE,FOR AND IN CONSIDERATION oF THE MUTUAL PROMISES,
COVENANTS AND AGREEMENTS HEREIN SET FORTH,THE PARTIES HERETO AGREE
AS FOLLOWS:

| IS

THE CoMPANY HEREBY EMPLOYS AND ENGAGES THE ARTIST TO RENDER HIS
SERVICES SOLELY AND EXCLUSIVELY FOR THE COMPANY AS HEREIN REQUIRED
FOR AND DURING THE TERM HEREOF AND THE ARTIST HEREBY ACCEPTS SUCH EMPLOY=~
MENT BY THE COMPANY AND AGREES TO PERFORM AS REQUIRED HEREUNDER
EXCLUSIVELY AND SOLELY FOR; AND AS REQUIRED BY, FOR THE COMPANY,AND
THE ARTIST EXPRESSLY GRANTS AND ASSIGNS UNTO THE COMPANY THE SOLE
AND EXCLUSIVE RIGHT AND TIiTLE TO THE PERFORMANCE OF AND PRODUCTS FROM
ALL HIS LITERARY, DRAMATIC, MUSICAL, INTELLECTUAL AND ARTISTIC TALENTS
AS MAY BE UTILIZED IN THE ENTERTAINMENT INDUSTRY THROUGHOUT THE WORLD,
INCLUDING, BUT NOT LIMITED TO THE EXCLUSIVE USE OF THE ARTIST'S NAME,
STAGE NAME, PSEUDONUM, LIKENESS AND VOICE FOR ENTERTAINMENT, ADVERTISING,
COMMERC!AL OR PUBLICITY PURPOSES; SO THAT NO OTHER PERSON,FIRM OR

CORPORATION SHALL HAVE ANY RIGHT OR INTEREST THEREIN WHATEVER. THE




ARTIST AGREES TO RENDER HIS SERVICES AND PERFORM THE DUTIES AS REQUIRED
OF HIM BY THE COMPANY FAITHFULLY, HONESTLY,DILIGENTLY AND TO THE SATIS=
FACTION OF THE COMPANY WHEREVER, WHENEVER AND FOR WHOMEVER DESIGNATED
BY THE COMPANY, AND HE WILL DEVOTE HIS FULL TIME, EFFORT AND ATTENTION
THERETO, BUT IT IS EXPRESSLY UNDERSTOOD HEREUNDER»THAT THE COMPANY
SHALL NOT BE OBLIGATED TO CAUSE OR PERMIT THE ARTIST TO RENDER ANY
SERVICES HEREUNDER
2.
THE COMPANY AGREES TO PAY FOR THE SERVICES AND ALL RIGHTS GRANTED

AND ASSIGNED HEREUNDER AS FOLLOWS:

$1,000.00 per month effective May 22, 1961

IT IS FURTHER AGREED AND UNDERSTOOD THAT THE ARTIST SHALL BE REIMBURSED

FOR ALL ACTUAL, NECESSARY AND ESSENTIAL COSTS OF TRANSPORTATION OF THE
ARTIST WHICH SHALL BE REQUIRED BY THE COMPANY.
3o
THIS AGREEMENT SHALL BE FOR A TERM OF one year
COMMENCING
May 22, 1961, WITH AN OPTION IN THE COMPANY TO EXTEND
THE TERM HEREOF four (4) ADDITIONAL PERIODS OF SI1X (6) MONTHS EACH. THE
OPTION OR OPTIONS HEREIN GRANTED SHALL BE HELD TO HAVE BEEN AUTOMATICALLY
EXERCISED BY THE COMPANY UNLESs THE COMPANY NOTIFIES THE ARTIST IN
WRITING THAT SUCH OPTION WILL NOT BE EXERCISED. NOTWITHSTANDING THE
FOREGOINGy;HOWEVER, THIS AGREEMENT SHALL AT ALL EVENTS, AT THE OPTION OF
THE COMPANY, AUTOMATICALLY TERMINATE UPON THE DEATH OR PHYSICAL OR
MENTAL DISABILITY OF THE ARTIST.
4,
THE ARTIST SPECIFICALLY AGREES AND CONSENTS THAT THIS AGREEMENT I[N
ITS ENTIRETY OR ANY PART THEREOF MAY BE ASSIGNED BY THE COMPANY AND THE

ARTIST EXPRESSLY GRANTS THE COMPANY THE RIGHT TO LOAN HIS SERVICES TO




TO ANY FIRM, PERSON OR CORPORATION AS FULLY AND THE SAME AS IF
-SERVlCES WERE RENDERED TO THE COMPANY PURSUANT TO THE PROVISIONS HEREOF.
5

IT IS EXPRESSLY RECOGNIZED BY THE ARTFST THAT THE COMPANY DOES AND
WILL TAKE THE ARTYSTS INTO ITS CONFIDENCE IN WORKING OUT FUTURE PLANS,
PROGRAMS,; AND DzvsLoPEMENTVoﬁwmh@uA®¢¢smistALENIS AND THE COMPANY DOES
AND WILL EXPEND GREAT SUMS AND EFFORT IN DEVELOPEMENT AND IMPROVEMENT
OF ITs ENTERTAINMENT METHODS, PROCEDURES AND PRODUCTIONS, AND IN GIVING

THE ARTIST PUBLICITY AND ADVERTISING, BOTH NATIONALLY AND LOCALLY ;AND

{THE ARTIST HEREBY PROMISES, COVENANTS AND AGREES THAT ANY AND ALL INFOR=-

MATION OR KNOWLEDGE GAINED BY HIM DURING THE TERM HEREOF [N RESPECT TO
THE METHODS, PROCEDURES, TRADE SECRETS, DETAILS OF PRODUCTION,ARTS AND
OPERATION AND CONDUCT OF THE COMPANY'®sS BUSINESS WILL NEVER BE REVEALED
OR DIVULGED BY HIM TO ANY COMPETITOR OF THE COMPANY OR ANY OTHER PERSON,
FIRM OR CORPORATION WHATEVER. THE ARTIST FURTHER EXPRESSLY AGREES AND
COVENANTS THAT HE WILL NOT DIRECTLY OR INDIRECTLY ACCEPT EMPLOYMENT

F ROM,0R“ARREAMRON;, OR BECOME FINANCIALLY INTERESTED IN ANY RADIO OR
TELEVISION STATION, WHOSE STATION, OFFICES OR ANTENNA 1S LOCATED WITHIN
A RADIUS OF FIFTY (50) MILES OF ANY CITY IN WHICH THE COMPANY,ITS
SUCCESSORS OR ASSIGNS, OR ITS SUBSIDIARY OR AFFILIATED CORPORATIONS,
NOW OR HEREAFTER DURING THE TERM HEREOF, OWN OR OPERATE A RADIO BROAD-
CASTING OR TELEVISION STATION, FOR A PERIOD OF EIGHTEEN (18) MONTHS
FROM THE DATE THAT THE ARTIST CEASES TO BE EMPLOYED BY THE COMPANY BY
REASON OF RESIGNATION OR DI SCHARGE OR FOR ANY OTHER REASON. |N THE EVENT
THE ARTIST SHOULD BREACH THIS CONTRACT AND AGREEMENT,|T BEING EXPRESSLY
UNDERSTOOD AND AGREED THAT THE SERVICES TO BE PERFORMED BY THE ARTIST
HEREUNDER AND THE RIGHTS GRANTED TO THE COMPANY BY THE ARTIST ARE OF
SUCH UNIQUE,; INTELLECTUAL AND EXTRAORDINARY CHARACTED THAT THE LOSS OF

THE SAME CANNOT BE ADEQUATELY COMPENSATED IN DAMAGES AT LAW AND THAT

SUCH LOSS WILL cosT THE COMPANY GREAT AND IRREPARABLE INJURY AND HARM,




THE ARTIST HEREBY EXPRESSLY RECOGNI|ZES,CONFIRMS, APPROVES AND AGREES

THAT THE COMPANY SHALL BE ENTITLED TO SECURE EQUITABLE RELIEF BY WAY OF

INJUNCTION,RESTRAINING ORDER,;SPECIFIC PERFORMANCE OR OTHERWISE TO PREVENT
SUCH QREACH,BUT IT IS EXPRESSLY PROVIDED HOWEVER, THAT THIS PARAGRAPH
SHALL,; IN NO WAY,BE CONSIDERED OR CONSTRUED AS A WAIVER BY THE CoMPANY
OF ANY RIGHT OR CLAIM IT MAY HAVE FOR DAMAGES.
6.
IT 1S FURTHER MUTUALLY AGREED,BY AND BETWEEN THE PARTIES HERETO,
THAT THE COMPANY MAY SUSPEND OR CANCEL,AND TERMINATE THIS AGREEMENT AS
TO FURTHER EMPLOYMENT OF THE ARTIST,AT ANY TIME WITHOUT NOTICE, FOR
INCOMPETENCE OR INEFFICIENCY,OR FOR ANY CONDUCT ON THE PART OF THE
ARTIST WHICH HAS A TENDENCY TO INJURE THE COMPANY'S BUSINESS SUCH AS,
BUT NOT LIMITED TO, INTEMPERANCE, NEGLIGENCE,DISHONESTY,REFUSAL OR FAILURE
TO FOLLOW INSTRUCTIONS,0R TO PERFORM AND FULFILL THE OBLIGATIONS ON THE
ARTIST'S PART TO BE PERFORMED HEREUNDER,TO THE SATISFACTION OF THE COMPANY.
7.
|T IS FURTHER AGREED AND UNDERSTOOD THAT ALL THE PROVISIONS OF
THIS AGREEMENT SHALL BE GOVERNED, CONTROLLED,INTERPRETED AND CONSTRUED
UNDER AND ACCORDING TO THE LAWS OF THE STATE OF TEXAS.
8.
THE WAIVER BY THE COMPANY OF ANY PORTION OF THIS AGREEMENT SHALL
NOT BE DEEMED A WAIVER OF ANY PRIOR OR SUBSQUENT BREACH OF THE SAME OR
ANY OTHER PROVISION HEREOF .
9.
THAT THIS AGREEMENT SUPERSEDES ALL OTHER CONTRACTS,VERBAL OR WRITTEN,
BETWEEN THE PARTIES, AND CONSTITUTES THE SOLE AND ONLY EXISTING AGREEMENT
FROM AND AFTER THE DATE HEREOF, AND THE TERMS HEREOF MAY NOT BE VARIED

EXCEPT IN WRITING,DULY SIGNED BY THE PARTIES HERETO.




IN WITNESS WHEREOF, THE PARTIES HAVE HEREUNTO EXECUTED THIS

AGREEMENT THE DAY AND YEAR FIRST ABOVE WRITTEN.

TRIANGLE, INCORPCRATED

BY @\/() W\@C‘&/\
A 1 3L T

ARTIST

M . shonpp

WITNESS
/<j5% 78 /f/:fi;*ﬂzizz//A

WITNESS



















A management report from

Nation's Business

When to use the needle

Constructive criticism builds better morale

YOUR PEOPLE can be spurred to better performance
by judicious application of an old but little under-
stood executive tool: the needle.

Studies by industrial psychologists have shown that
supervisory personnel generally fall far short of doing
the best work of which they are capable. Bonuses,
good example and other incentives may help raise
this level, but one of the surest ways to improve
performance is to needle people into doing better
work.

Needling has fallen from favor in recent years be-
cause of industry’s preoccupation with human rela-
tions techniques. Now many experts feel that the
time is at hand for more tough-minded motivation.

In a survey to determine the influences which
helped bring them to their present levels, 300 man-
agers of a large manufacturing company put “work-
ing under a demanding type of manager” high on
the list. They credited these managers with having
stimulated their efforts to grow.

After two years of study, the director of psycho-
logical research and services for Sears, Roebuck and
Company reported “doesn’t let shoddy work get by”
as a major characteristic of the successful executive.

Needling a subordinate in a constructive manner
can go a long way toward cultivating a pride in
workmanship. Taxing his brainpower, energy, and
resourcefulness, and seeing a different and better
product come from it, is the cumulative reward
attached to pride in workmanship. It can instill in a
subordinate a willingness to measure up to diverse
responsibilities and to equip himself to take on other
responsibilities in the future.

It can enable him at times to take over in your
absence—and to see, from where you sit, how a boss
reacts to a mediocre performance by his subordinates.

This can be done with respect, dignity, and with a
show of confidence that the man can turn in much
better work.

It does not have to be a matter of keeping a man
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in a constant state of jitters, nor does it have to
involve needless nit-picking, bluffing, or threat.
To use needling effectively, you need to know:

» How the technique works.
» Pitfalls to avoid.
» How to capitalize on results.

In learning, the central focus is on reaching a goal.
Annoyance in not reaching it produces greater stress
and determination to reach it next time. Needling
generates the annoyance which induces better effort.

What to do

Pride in performance is a positive motivational
force. Needling and good example can set this force

Can instill willingness




Use clinical approach

in motion. Moreover, subordinates want to feel that
their immediate boss is competent. There is no
better display of technical or managerial competence
than disappointment in and nonacceptance of medi-
ocre work—and insistence upon better work in the
future.

Begin where the subordinate is—not where you
hoped he would be.

The take-off must be his present work habits and
performance, not a backtracking to his experience in
former jobs. Point out specific weaknesses in his
work. Avoid generalities.

Have well prepared and realistic standards of work
performance. Without standards you have no yard-
stick by which to assess performance. The standards
should be neither too high nor too low, but attainable.
They should be updated and understood by both the
boss and the subordinate.

Your own reports, records, special project presenta-
tions, decision-making, handling of personnel matters,
and other activities should serve as good examples.

Be clinical in your approach. Find out precisely
what accounts for substandard performance. Deter-
mine whether the problem is one of skills, attitudes,
physical stamina, communication, work habits, or
another factor or combination of factors.

As you criticize, coach the subordinate in skills, in
special knowledge, in techniques, in tearing apart
a poor product and building a better one.

Give him the time and attention warranted to ex-
plain the reason for the marginal work. Let him talk
it out. But, place the burden of proof of full effort
on him. Make him defend what he has done, how he
went about it, what resources he used, how hard he
worked at it, the extent to which he checked his
facts and his conclusions.

In doing so, however, interrupt him, interrogate

him, show your skepticism if it is warranted, pin
him down for clear answers. In short, give him his
day in court—but make it a trying day.

Act without delay

Be timely. Criticize when the work is done, not in
advance, nor long after its completion. Coaching
works best when the facts and the completed work
are fresh in the minds of both the boss and the sub-
ordinate.

Respect individual differences and limitations.
Know the intellectual capacities, physical stamina,
outlook, and work attitudes of your men. Know their
strengths and weaknesses. Allocate your assignments
in light of their individual differences and limitations
within the range of their responsibilities.

Criticize firmly, sharply, objectively—and, if neces-
sary, caustically. There is no meeting of minds if you
hedge or compromise.

A sales executive recently lamented that the weekly
staff meetings conducted by his subordinate manager
were dull, and completely lacking in stimulation.
This was at a time when the company was involved
in some exciting plans for sales ventures. The man-
ager’s communication to the sales staff was clearly
substandard.

In a private audience with the subordinate the
executive lampooned the manner in which the staff
meetings were conducted. He then asked if he could
run the next meeting to show how it could be done
more effectively. Two demonstration sessions showed
convincingly how a dull meeting could be converted
into a lively and stimulating event.

The head of a subdepartment in another firm’s
personnel division used what he termed the “rainbow
edition” in correcting some of the poorly written
reports subordinates submitted. Corrections and in-




WHEN TO USE THE NEEDLE

sertions were marked in green, red, and blue pencil
and returned. Obviously, the needling hurt, since the
returned product usually crossed the desk of the
man’s secretary, and the man’s ego was deflated in
knowing that his secretary was aware of the criticism.
The men dreaded the “rainbow edition” and reports
improved enormously.

The pitfalls

There are pitfalls in the needling process. You
must avoid demoralizing the man or impairing his
self-confidence so much it becomes difficult to restore.

Don’t make your criticism of a subordinate a
public scene. A subordinate may smart under criti-
cism in private and still be resilient in getting back
on his feet.

But the hurt which comes with embarrassment in
the presence of others is deep.

Don’t warp his judgment by overcriticism. Meas-
ure criticism out as needed to have the work redone
and done well.

Don’t harp on his job description. All it discloses is
what the man is expected to do. It does not deal with
how well he is to do it. The yardstick for this is the
statement of performance standards. Don’t be am-
biguous on this point.

Don’t threaten him. Expressions of your dissatis-
faction have a cumulative effect in making the man
question his own security. Threat is not needed.

Avoid creating irritation every time you get to-
gether. Give credit for a job well done.

Above all, don’t wait for merit-rating time as the
day of reckoning. This is a complete distortion of
the boss’s responsibility as an appraiser and coach
the year round. Semiannual or annual merit-rating
time should be nothing more than a summarization of
what both you and he already know and have dis-

Give pat on back

cussed many times before—and a time for setting
targets for improvement in the future.

Capitalize on results

Having used a clinical approach and determined
where the weakness lies and what should be done
about it, watch for results. Assess the before and after
products. See to it that the therapy is not temporary,
but that the man is actually concerned with his self-
esteem and wants to avoid mediocre performance.

Move on from counteracting lesser and relatively
minor weaknesses to more serious weaknesses.

Show enthusiasm for the progress he is making.

When a relatively new man shows signs of medi-
ocre or marginal performance, start him in smaller
and less complex assignments and have him work
gradually into more difficult and larger tasks. Keep
prodding him toward more qualitative performance.
Make him carry out responsibilities gradually but
effectively.

If the man shows no capacity or will to extend him-
self, there is no alternative but to demote or fire him.
A boss has to face up to mediocrity of subordinate
performance, however unpleasant this might be.

In too many cases, today’s managers tend to shift
the blame for mediocre performance to the more or
less ethereal factor of “company climate.” This is a
mistake. The test of motivating people to higher per-
formance comes at the direct point of contact be-
tween boss and subordinate.

Needling, properly used, can be one of the principal
instruments in making subordinates measure up to
their responsibilities. —NATHANIEL STEWART

REPRINTS of “When to Use the Needle” may be ob-
tained for 10 cents a copy or $7.00 per 100 postpaid
from Nation’s Business, 1615 H St. N. W., Washing-
ton 6, D. C. Please enclose remittance with order.
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SPECTAL NOTICE

Death of Employees

It has been brought to our attention that many
KLIF Employees are dying and refusing to fall
over after they are dead., This practise must stop.

On and after October 30, 1954 any employee found sitt-
ing up after he has died will be dropped from the pay-
roll at once; that is within fifteen days. When it is
proven that the employee is being suppérted by a desk
or other K