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be redeemed for cash at the station the next morning. There were five checks 

with total prizes of $1, 000,

(g) In 1952, Omaha was beseiged by a very threatening flood of the Missouri 

River, Tharoughout the entire flood c risis : we carried many programs of direct 

broadcasts from  the field which were transcribed and put in our files. On the 

first anniversary of the flood in 1953,, we thought it would be of interest to our 

listeners to hear some of the old flood broadcasts. The program ran for 55 

minutes and was identified at the beginning and end as being a rebroE least from  

the flood of the previous year. Nevertheless, by the end of the broadcast 200 

volunteers had appeared at City Hall for flood duty and over 100 families had 

evaluated low lying areas although the river level stood at below normal.

A  great deal has been said recently about radio having leached maturity. Some

times I think radio has become too mature. Many stations seem to pride them

selves on doing nothing, each day's broadcast being just as passe' as ths last  

day's. When people stop talking about you or radio in general, somethin* is  

wrong.

Although today we have over 2, 500 radio stations in the U. S. whereas at the 

beginning of the war there were less than 800, and although television hat become 

another competitive factor in both audience and dollars, [ look for the £utu*e to 

hold new rewards for those stations willing to do a little something extra to 

attract and keep that fickle cornerstone called audience.

Without it, none of us could survive. With more of it, our suture will be bright!
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QUESTION GUIDE CARD

Good morning (afternoon, evening):

THIS IS AN OFFICIAL RADII)] SURVEY. ^

1. Were you listening to the radio when the telephone rang just now?

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

a)
b)
c)
d)

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.

/
If YES: 
2a.

IELJ0:
Is anyone else in your home listen- f2b.' Is anyone in your home listening to 
ing to any other radio now? v — " any radio now?

If NO, go to 3.
If YES, continue —

a)
b)
c)
d)

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.
e) Is that other listener Male or Female?

3. 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 looked 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 
listening if a second radio is reported on in the home.

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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HOW TO CONDUCT YOUR RADIO SURVEY
6 /7 /5 6

You. siw^uld u 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 answ er."

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 the 
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.
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To fill out the interviewing sheets in advance, the interviewer will list the 
exchange, such as PE, in the first column to the left—--tinder "Tele D isc ."  
The second columnis 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 "y e s ,"  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, "n o ."

r "t In figuring your final tabulation, you should end with the following sort of 
table:

Everyto\yn, U .S .A .
Radio Survey

Sets in use KECR KTLC KLOP KMXX KBCT HOPE KLIT Other

7 am~12 noon 13. 2 5 .7 10. 1 8 .5 13. 0 33. 6 10.9 16. 2 2. 0

12 noon-6 pm 10.4 3.9 14.5 17. 0 9 .3 29.8 6. 0 17.9 1.6

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

L -
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Gordon McLendon 
May 8, 1956

I got some further information from Frank Stisser, during his visit to New Orleans, 
wiifj.'fSh will help you on pilot surveys» Before making the survey, he gives each tab
ulator a dial with arrows pointing to where each station is located on the dial»

In asking the dial reading question, Hooper gives credit to the closet logical 
station if in cheeking their dials people come within 50 kc of stations on the 
lower end of the dial or 100 on the top end of the dial. 1.

The reason Hooper interviewers are able to make a call a minute which is far more 
than our own interviewers have been able 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. Hopper allows 
the phone to ring 6 times Before giving the home up as a '‘don“t answer."

Suppose you wanted to measure from 7 to 12 Noon and get a respectable sample. How 
can you do this accurately at the least cost and what will the cost be? In the 
first place, you would have to pay 25 cents per completed interview sheet. Since there 
are 26 spaces on the interview sheet, a copy of which is again attached, and you 
®ould be paying 25 cents for each of these, you would have a total of 57 interview 
sheets for your girls to make out at 25 cents each or $14.25. Measuring from 7 to 12 
eind using Stisser°s schedule, you would use two interviewers. The first girl would 
measure from 7 to 8 steadily and then would rest? the second gibl at an entirely 
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 total 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 homes. Since you have two interviewers, one interviewing for three 
hours and one 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 sheets they make 
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 afternoon audience, as the case 
may be. It would be slightly more expensive from 12 to 6 pm because of the extra hours.

Now, frora 7 to 9 AM, or for any other two hour period, to get an accurate 
sample, you need two people measuring constantly both hours. Tou figures 
that each of the two could make 120 c a lls  a day or 240 c a lls  between them, 
or a fcot^l pf 1200 ca lls  for fiv e  days.. This is  the number of c a lls  nec
essary before Stisser would regard the figure as indicative. In/other words, 
you can measure 5 hours with 1500 ca lls  but i t  s t i l l  takes 1200 c a lls  to 
measure twp hours. The cost fo r  measuring these two hours would be $11.50  
for, the nebessary 46 interviewing sheets to be f i l le d  out in advance and 
$25.00 for the two interviewers, J12.50 to each interviewer, for a total 
CQst ;of $¡36.50 to ruii an indicative two-hour survey.



To measure one hour, say 7 to 7 to 6 AM, you s t i l l  should have 1200 ca lls  
and th is would take four interviewers calling steadily during this one hour 
throughout the week. The cost would be again $11.50 for f i l l in g  out the 
sheets in advance and for the four g ir ls ,  $6.50 apiece for a tota l of 
$36.50 to get an indicative measurement of one hour. So i t  costs just 
as much to measure for one hour as i t  does for two hours.

To get a 30-minute measurement, you need 900 c a lls  and th is would necessi 
tate the f i l l in g  out of 34 interviewing sheets at 25 cents a sheet or a 
tota l cost of $£ .50. You would need six  g i r l3 measuring your 30 minute 
period and you would probably s t i l l  have to pay them $1*25 because you 
would he employing them half an hour and you wouldn* t want to cut i t  any 
lower 30 i t  would cost you $7*50 each day or, over a 5~day period, $37*50 
for the actual interviewing and $3.50 for f i l l in g  out the sheets for a 
to ta l o f $46.00. So yousee, i t  is  actually cheaper to measure for longer 
oeriods of tin e .

I know th is  :'.s rather long but i t  should enable you to set up your surveys 
from now on more accurately and more cheaply.
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M E M O R A N D U M

TO* A L E  MANAGERS 

FROM: CORDON McLENDON

D A T E : M A R C H  ¿ 7 ,  1959

This will susN3ree<*e all previous memoraa 4a on conducting pilot survey«.

(New interview afreets are being forwarded to you Ironq our office. You are 
also being seat question guide cards which ar e identical tot hose in use fry 
Hooper and one el which I enclose. Wee tfraee enact terms and no others.

Two telephone Interviewers will be required for this ¿ob. These two should make 
a total of roughly 3300 calls in a six-day period Monday through Saturday, spread 
evenly irem 7 a .m . to 6 p. a .  33-.0 includes busy numbers, don’t answers, etc. 
Under no circumstances must your interviewers know who is oct pi eying them.
They must believe that they are working for a completely Impartial survey 
organisation. Otherwise, as we ha. ® discovered to our chagrin« the workers may 
well bo biased. We cannot take that chance. The moment you even think that 
one of your interviewers may be conscious of the fact that her survey is in eomo 

w ay connected with a radio station you should replace her.

To facilitate calling, your interviewers should dll out the interview «afreets ter the 
following day's interviewing before beginning to call. Your interviewers should 
call only residence numbers.

A schedule of working hours for each of the two interviews is attached providing 
tor rest hours. You are all aware of the budget amount to be paid each interviewer 
per week's work. U was formerly our practice to hi»them on an hourly basis 
with an additional bonus ter interview sheets filled out. This is no longer the case. 
Now we hire them on a flat fee for a week's work.

The interviewer should allow the phone to ring 6 time*, before giving up the home 
as a don't answer1'. To pick the 3300 or 3400 residence numbers you arc going to 
call, we would suggest that you assign to each interviewer certain pages. For la - 
stance, tell Interviewer A to call the first ten residence numbers in each os the 
first four columns eo page 13 of her directory, then skip to page ¿5 anu call the 
first tea aumhers of each column of Dud page, then skip to 34, 45» 55, etc. Or, 
you might wish to have the interviewers take the Ir »t ten residential numbers from 
the bottom of each column, reading up.



■’age 2 -  Memo to Managers -  March 27, 19$*?

Caution you? interviewers that they are not to try to interpret which station the 
interviewee is listening to. That*a your decision to make in tabulating. The inter
viewer*« only job ie the securing of information. She mast write (lows as exactly 
as she can what the people tell her and no more nor lees than that. It ie important 
to note that the interviewer# It she handles the situation properly, will almost al
ways he aide to induce the interviewee actually to go to the radio and check the dial, 
^hen the interviewee has indeed actually checked the dial and has come back with an 
answer which says lt*s set between 7 and 9 . the interviewer will then write this 
down and circle It. The circle moans that respondent has actually checked the read
ing on her radio. On the cofltrary, if the interviewee merely says 'T Qbhff think 
it*» between 7 it 6 on the dial ♦ and refuse* to check by actually looking at her radio 
the interviewer will make note on the information given but will not circle it.
Thus we know how many o£ on: responses are actually verified by physical inspect!

You should instruct your interviewers that you wish a completely impartial survey - 
that you don't care how it come a out and that you just want to know the facts. You 
will note on the interviewing sheets a column at the left which says ’'don't answer '. 
She will put a dot in this column tor each ring of the telephone and when a total of
6 ring® has been completed and no answer is forthcoming, she will put a check 
alongside the dots. So that you can see how an interview sheet should look when it 
ie correctly filled out, X am sending to you an actual photostatic of a Hooper Inter
viewing sheet filled out by Frank itiaser, President of Hooper, (¿unclosed.)

V hen you are tabulating toe sheets after your interviewers have finished, it is  
customary to give credit to toe closest logical station if in checking their dials 
people come within 50 kc of stations on toe lower end of toe dial or ICO kc toward 
toe top end of toe dial. Previously it has been toe policy to throw out any answer 

that appears peculiar. Thus a listener might have said he was listening to Don 
French at ¿80 kc os a music program. Previously in many cases «  have thrown 
this out. However, if  a person hae gone to toe radio and checked it and we have a 
circled dial reading at 680, 1 would toftk it would be proper to give credit to K£N3 

rather than Don French on this interview. On the other hand is it Is not a circled 
dial reading it mean* that the listener was probably listening to KTSa  and simply 
didn't know «here it was on the dial. Thus that interview shoAd be given as a 
credit to KTSa .

The column to the loft -  telephone disc. - is checked when your call is  referred to 
an operator and she inform« you that the number has been disconnected. On too 
other hand, if your call is referred to an operator «cad toe gives you e new number 
for the party, call the new number before proceeding to the next number os yeur 
sheet.



:‘A8® 3 '  ••■‘S«»© to Managers -  Mureh 2?, 19 39

mo
In figuring your ¡final tabulation, you shook! end with the allowing •ort df table:

7 &. m.  -lJnoon IS. 2

12ooon«6p. nj. ID. 4

-verytow n, U . 5 . A . 
Radio Survey

KBCR KTLG KLOP K U S X KBCT HOPE K U T O Titt

5 .7 19.1 8 .5 13. 3 3 3 .6 19.9 16.2 ¿.1

3 .9 1 4 .5 17 .0 9 .3 2 9 .8 6*0 17.9 L i
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4 .v plCJw t e c  iM
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HOW TO CONDUCT YOUR TELEVISION SURVEY
10/23/56

You should snake a total of 1500 or m ore calls in a five-day period*, Monday thru 
Friday» spread evenly from  7 PM to 11 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.

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» p ro- 
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 interviewer 
will work three hours a day for five days and will thus receive $18.75 for tire 
actual telephone calling, plus $14. 50 for advance filling out of interviewing sheets. 
Thu3, each interviewer w ill receive a total of $33. 25 for work done. There are  
26 spaces on each interviewing sheet, and 58 sheets will make 1508 ca lls . Your 
interviewers, with pre-prepared sheets, will be able to average one call per 
minute, counting busy ca lls , don't answ ers, etc.

Each interviewer should have a sample television dial in front of her. The inter
viewer should allow the phone to ring SIX TIMES before giving the home up as a 
"d on 't answer. "

To pick the 1500 or m ore 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 skip 
to page 25 and call the first ten numbers of each column of that page, then skip 
to 35, 45, 55, etc. O r, you might wish to have the interviewers take the first  
ten residential numbers from  the bottom of each column, reading up.

You should instruct your interviewers that you wish a completely impartial 
survey--th at you don't care how it com es out and just want to know the facts.

To fill out the interviewing sheets in advance, the interviewer will lis t  the 
exchange, such as PE, in the first column to the left--u n der "T e le  D is c ."  The 
second column 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 " y e s , "  
in the fifth column, and then get the program and station and channel information 
in the seventh and eighth colum ns. If not listening, check the sixth column, "n o . "  
R ef. means "refused  to an sw er."

{next page)
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In figuring your final tabulation,, you should end with the following sort of 
table:

Everytown* U. S .A .
Television Survey

Sets in use Channel 4 Channel 9 Channel 13

7 PM -  U PM 56* 8 18* 2 2 5 .5  5 4 .2

In figuring sets-in^use, you will not count busy nuirfoars0 since a set might or 
might not be on in that home, but will,, of course0 lis t  "don6t answ ers'1 as not 
viewing television. Your final figuret including station call letters and "others' 
only,, must total one hundred percent.

Others

2.1
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PILOT SURVEY

QUESTION GUIDE CARD

" T H I S  IS AN O F F I C I A L  RAD IO SURV EY . 
W H E N  THE T E L E P H O N E  R AN G J UST NOW?"

W e r e  y o u  l i s t e n i n g  t o  t h e  r a d i o

2. IF "YES" 3. ,P "NO"

A . "To W H A T  P RO G RA M , P L E A S E ? " A. "Is A N Y O N E  ELSE IN Y O U R  HOME
L 1 STEN 1NG TO ANY O T H E R  RADIO

B . " W i l l  y o u  p l e a s e  l o o k  a t  t h e  d i a l NOW?"
AND T ELL  ME W H A T N U M B E R  YOU ARE 
NOW T U N E D  TO?" B . "TO W H AT  P R O G R A M ,P L E A S E ? "

0 0 " W h a t  s t a t i o n  d o  y o u  g e t  a t  t h a t C . " W i l l  y o u  p l e a s e L OOK AT THE
N U M B E R ? " DIAL AND TELL ME W H A T N U M B E R

YOU ARE NOW T U N E D  TO?"
D . " is A NY O NE  ELSE IN Y O U R  H OM E  

L I S T E N I N G  TO ANY O T H E R  RADIO NOW? D . " W h a t  s t a t i o n  d o
T HAT N U M B E R ? "

YOU GET AT

* E. "To W H A T  P R O G R A M ,  P L E A S E ? "
E . " T h a n k  y o u  v e r y m u c h . G o o d b y e

F . " W o u l d  y o u  b e  s o k i n d  a s  t o l o o k
AT THE DIAL AND TELL ME W HA T  
N U M B E R  T H E Y ARE NOW T U N E D  TO?"

G o " W h a t  s t a t i o n  d o  y o u  g e t  a t  t h a t

N U M B E R ? "

H . " T h a n k  y o u  v e r y  m u c h . G o o d b y e ."

4. REVIEW; If a n s w e r  is n e g a t i v e  t o  q u e s t i o n  a t  t o p  o f  p a g e ,o r  t o  q u e s t i o n  
.’’NO” , s t o p  i n t e r v i e w . A l w a y s  c i r c l e  d i a l  n u m b e r  w h e n  t h e
R E S P O N D E N T  OR O T H ER  M E M B E R  OF F A M I L Y  A C T U A L L Y  LOOK AT DIAL.

5. IMPORTANT; If p r o g r a m  i n f o r m a t i o n  ( Q u e s t i o n s  YES "A” o r  "NO "B") is
G E N E R A L ,  S UC H AS S T O R I E S ,  MUSIC, NEWS, R E C O R D S ,  T O P  40, T O P 
20 OR T HE LIKE, ASKS

"DO Y OU KNOW THE NAME OF ANY P E R S O N A L I T Y  ON T HE  S HOW?"

U





PILOT SURVEYS

WI r ~Jj C U A  U f U * -  ©W.» e  IV r U e Â  d i j t
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QUESTION GUIDE CARD

7 / - f.1. (/S.L¿h

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

If N O ,go^ o(2b) ? s K  \ (  Gf-s— “ve

( 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?

Z _________________________________
If YES
2a. Is anyone else in your home listening to 

any other radio now?

If N O , 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?

anyone in your home listening to any radio now?

73; Thank you, Goodbye.

REVIEW: Ask Question 1 and 2 of every respondent.
If two N O s, N O  to plus N O  to ^2, stop interview..
Always circle dial number when respondent or other member of family has actually looked at dial 

r /  r N  IMPORTANT: If PROGRAM information is general, such as Stories, Music, News,Records,
Top 40 or Top 20, e tc ., or the like, ask:

'D O  Y O U  KNOW  THE NAME OF A N Y PERSONALITY O N  THE SHOW ?'



PILOT SURVEYS

HERE ARE THE QUESTIONS TO BE ASKED, in order:

1. "T h is  is a radio survey. When the telephone rang 
just now, were you listening to your radio, p le a se ? "

2. (If answer is yes) "W hat station, p le a se ? "

3. "W hat program, p le a se ? "

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

Thank you very much for your help. Goodbye.



PILOT SURVEYS

HERE ARE THE QUESTIONS TO BE ASKED, in order:

1. "T h is  is a radio survey. When the telephone rang 
just now, were you listening to your radio, please

2. (If answer is yes) "W hat station, p le a se ? "

3. "W hat program, p le a se ? "

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

Thank you very much for your help. Goodbye.



PILOT SURVEYS

Day Töäte | City
i ---------- -----------------!--------------------«-TT- .■ „----------:--------------------------------: 

Tele.
Disc.

Tele.
No.

Don't
Ans.

: LB  
&

Ref.
Time

Station
and
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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

K-----

K___

K___

K___

K—

KZJP

Totals: 6 Stations

PERCENT OF AUDIENCE 

28%

28%

28%

28%

28%

18% (Correct)

STATION POSITION 

Number One 

m One 

” One 

V One 

"  One

Number Two(2 ) (Correct)

Total percent 163% (Out of a possible 100%)

This survey, lik e  a ll  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, i t  is  a survey.

This survey as a l l  other surveys for this particular market is  to be 
used with the utmost caution fo r  the purpose of buying radio. However, 
for just mere pleasure of setting a survey.. .  .look at i t  as'long as you 
lik e .

P.S. Our Notary was not present when this survey was taken, and i t ’ s 
just as w ell, because he said he would not have signed i t  anyway.

P.P.S. We don’ t blame him.

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

JOHN



I  TO: ALL, STATIONS

FROM: Gordon McLendon

DATE: February 21, 1956

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

Point out that you are not only subscriber. The real big subscribers are 
listed on inside second page--the agencies. What you pay for Hoopsi’ 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 WITH NO 
SUBSCRIBERS. Lots of markets (for your info only) have a Hooper wifa 
no station subscribers.

o
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RADIO’S SHORT-CH& RATINGS
‘ m  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:

4 One service found a rating for a station off the air.
4 One service contained six tabulation errors on one summary 

page— all in favor of the subscriber.
4 One service found up to 77% more children 4-11 years of 

age than actually existed viewing Disneyland in one of the major 
markets.

4 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.

4 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'/i 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
B r o a d c a s t i n g  • T e l e c a s t i n g

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— let 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 
tú 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 TPulse] 
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 presentei 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 into $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 52f c /m ; on tv $2 or $3 c/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 o f 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 3/s 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 c /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%. sur-,

(3) That the cost-per-thousand analysis between radio and menf 
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.

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

—  PLAYBACK —
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 W1S-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).

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.Audience surveys and the law of av
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TRAVEL: A $75 MILLION ACCOUNT 
WAITING TO BE SOLD BY RADIO-TV

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 W DAY 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 B*T 
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 o f 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 Note: 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 
o f necessity.

Q: How do you advertise your tours?
A : To promote a tour, radio has been

B r o a d c a s t i n g  •  T e l e c a s t i n g

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: I’ve been able to take a couple of 

radio stations in our area— W DAY in Far
go and W NAX 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 
W NAX 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, Iowa 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, I 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, 
o f 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 o f 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: I’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
TT 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.

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
A 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
Page 122 • March 18, 1957
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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 o f the people of the United States a rapid, efficient, 
nation-wide, and world-wide wire and radio communications serv
ice. . . .”

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
VT OW that the NARTB is about to become the NAB again, we 

'  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.

B r o a d c a s t i n g  •  T e l e c a s t i n g



TO: Ken Knox 
Larry Monroe 
Don Keyeg 
Mark Foster

FROM: Gordon McLendon

DATE: May 28, 1957

This will be a very important memorandum and. I ask that you give it care
ful study.

Enclosed are audience composition studies made for us last year by Hooper.
A  number of interesting conclusions can be drawn. When you study audience 
composition for all stations, broken down into fee months of April, May 
and June, you turn up with some interesting facts. Taking the period from  
7 to 9 AM , it is interesting to note that teenage listening is ac;aaily dropping 
from 7 to 9 in the morning with the ending of school. It goes down from 13. 8% 
to 9 .1%. I can only deduce from this that the teenagers, after the end of 
school, must be sleeping late.

Next, however, comes an interesting statistic. Notice the 9 to 12 noon period. 
Teenage listening in May i6 6.4% and in June it jumps to 18.6%. Actually, 
not even this listening is fair to the teenage audience because, as you will 
notice, the listening of "12 and under1' jumps from 10% in April to 12% in May 
to 26. 2% in June. I think you have to give a lot of the credit for answers in 
the "12 and under” column to teenagers because it has been my experience 
that especially in the case of little girls, children from about the age 9 or 
10 like the same music that the teenagers like. This means then that of the 
Dallas radio listening audience, and remember this is a study of all radio 
stations and not just KLIF, 44. 8% of the available audience in June was made 
up of those "19 and under. "  In this same 9 to 12 period in May, it was only 
a little over 19%.

Now, let’ s go to the 12 to 3 PM period. Here, in June you have a jump in 
teenagers from 5. 9% to 16.1% and if you include the ”12 and unler" answers 
you get a total of 40. 2% of the available listening audience being "19 and 
under. "  For May, it was only 18. 4%. You can thus see the tremendous 
jump.

In June, the teenage audience jumps from 13. 6% in May to 18. 9% for June 
and the "19 and under" audience jumps to 39. 6% of the total audience in 
June, as compared to 2?. 2% in May. You can see then that we must all pre
pare ourselves for a definite change in music during the summer period 
when the teenagers are out of school. A s much as I hate to do it, I am



certain we are going to Lave to go back to a play list of around 70 records or 
else we will be very vulnerable and, of course, ws are going to have to do 
n¿ore than just Jip service to soma of tine more ob jeciionuble R&B records.

If you will turn to the page marked audience composition April thru June, 
you will see a breakdown of listeners to ail stations as compared to listeners 
to K U F  alone and you will notice that the number of listeners ”19 and under" 
(not necessarily all teenagers, of course som e children) to all stations is, 
percentage-wise, considerably lower than the number of teenagers listening 
to KLIIT. This simply means that KLIF hae a greater percentage of teenagers 
than other stations have which I think we all knew anyway. But I don't think 
we all knew how sharply the "19 and under" percentage of our audience rose 
with, the cessation of school. I want to call your attention, however, to some
thing that needs interpreting and I wish I were capable of doing it. That is  
the "IE and under" part oi the audience composition survey. Since those who 
answered the telephone were merely asked the ages of anyone else listening, 
it is probably that they gave the ages of anyone else in the room. This would 
mean that a lot of children were listed even though they might not have been 
actually listening themselves. Of course, it. may be that a large number of 
these were in the 9 to 12 age category which are very legitimate listeners and 
can be compared to the teenage group. You will have to draw your own con-» 
elusions.

1 certainly wish you. would all study this material carefully.

GBM: bp
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TO: ALL STATIONS

FROM: Gordon McLendon

DATE: 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 a 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 surveys of a par
ticular program which has perhaps been on the air only a week or so, 
surveys of a program*6 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 wanted to measure 
his popularity without waiting three months 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 period is, Kenkel explained, 
quite conclusive. You will, find inside the front cover of your Hooperating 
the questions which should be asked and the order in which they should be 
asked and you will find in the back of your Hooperating the chart for deter
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 a 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:

V



- 2 -

The local telephone directory is to be used and one 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 residence num~ 
bers on this page and then turn to pages 111, 211, 311, 411 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.





TO s
FROM
DATE

ALL STATIONS 
Gordon McLendon 
May 8* 1956

I got some further information from Frank Stisser, during his visit to New Orleans, 
wh}.£h will help you on pilot surveys., Before making the survey, he gives each tab
ulator a dial with arrows pointing to where each station is located on the dial«

In asking the dial reading question, Hooper gives credit to the closet logical 
station if in checking their dials people come within 50 kc of stations on the 
lower end of the dial or 100 on the top end of the dial.

The reason Hooper interviewers are able to make a call a minute which is far more 
than our own interviewers have been able 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» Hopper allows 
the phone to ring 6 times before giving the home up as a "don"t answer»"

Suppose you wanted to measure from 7 to 12 Noon and get a respectable sample» How 
can you do this accurately at the least cost and what will the cost be? In the 
first place, you would have to pay 25 cents per completed interview sheet» Since there 
are 26 spaces ons the interview sheet, a copy of which is again attached, and you 
would be paying 25 cents for each of these, you would have a total of 57 interview 
sheets for your girls to make out at 25 cents each or $14,25» Measuring from 7 to 12 
and using Stisser’s schedule, you would use two interviewers» The first girl would 
measure from 7 to 8 steadily and then would rest; the second gibl at an entirely 
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 total 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 homes» Since you have two interviewers, one interviewing fcr three 
hours and one for two hours each day, a total of 15 hours for one and 10 hours for the 
other for thr 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 sheets they make 
out is a total of $45»50 to the two girls for theirmfive days work. Seems to me this 
is damued cheap for measuring your morning audience or afternoon audience, as the case 
may be. It would be slightly more expensive from 12 to 6 psa because of the extra hours

Now., from 7 to 9 AM, or for any other two hour period, to get an accurate 
sample, you need two people measuring constantly both hours, Tou figures  
that, each of the two could make 120 c a lls  a day or 240 c a lls  between them, 
or a to ta l o f 1200 c a lls  for fiv e  days This is  the number c f  c a lls  nec
essary before S tisser would regard the figure as indicative. In/other words, 
you can measure 5 hours with 1500 c a lls  but i t  s t i l l  takes 1200 c a lls  to 
measure two hours. The cost fo r  measuring these two hour's would be $11.50  
for the necessary 46 interviewing sheets to be f i l le d  out in advance and

•, for a to ta l|>25oOO for the two interviewers, $12.,50 to each interviewer 
cost o f $36.50 to run an indicative two-hour survey.



To measure one hour, say 7 to 7 to 8 AM, you s t i l l  should have 1200 c a lls  
and th is  would take four interviewers calling steadily during th is one hour 
throughout the week. The cost would be again £11.50 for f i l l i n g  out the 
sheets in advance and for the four g i r ls ,  $6.50 apiece fo r  a to ta l of 
$36.50 to get an indicative measurement of one hour. So i t  costs just 
as much to measure for one hour as i t  does for two hours.

To get a 30-minute measurement, you need 900 c a lls  and th is would necessi
tate the f i l l in g  out of 34 interviewing sheets at 25 cents a sheet or a 
to ta l cost of #8.50» You would need six  g ir ls  measuring your 30 minute 
period and you would probably s t i l l  have to pay them $1.25 because you 
would be employing them half an hour and you wouldn't want to cut i t  any 
lower so i t  would cost you $7.50 each day or, over a 5-day period, $37-50  
for the actual interviewing and $8.50 for f i l l in g  out the sheets for a 
to ta l o f $46.00 . So yousee, i t  is  actually cheaper to measure for longer

set up your surveys



For P ilot Surveys
CityDate

Tele
Disc Don’ t

A ns.Tele» Ilo



PILOT INTERVIEWERS

Tuesday morning: Mrs. Bessie Harris (B)
1813 Norlinda St.
Hillcrest 2-1823

Mrs. Barbara Keller (A)
Underwood 4-9059

firs. Sheridan
JA 9 - m (A)

Tuesday noon: Mrs. P. W, Plattenburgh (A)
6819 Moss Rose 
Walnut 8-5500
Mrs. George E. Berry (B)
4533 Be11aire Blvd.
MA 3-7368
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FROM:

SUBJECT:

B ill Weaver - Don Keyes DATE: 6 /2 1 /5 7

Gordon McLendon

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 not really very reliable but they are 
good to 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 
1 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



.2*
TO: A L E  STATIONS

FROM: Gordon McLendon

DATE: 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 a couple o£ shut-ins 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 surveys of a par
ticular program which has perhaps been on the air only a week or so, 
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 wanted to measure 
his popularity without waiting three months 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 period is, Kenkel explained, 
quite conclusive. You will find inside the front cover of your Hoopexating 
the questions which should be asked and the order in which they should be 
asked and you will find in the back of your Hooperating the chart for deter
mining the reliability of ratings. It should be very fascinating for you to 
conduct your own surveys and check them against the Hooper. This i6 
Kenkel's own suggestion.

Actually, a sample of 600 calls is indicative, however, 900 is better. It 
used to be that a 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:
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The local telephone directory is to be used and one 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, tire 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, 411 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.





TO: Jan. 35, J.956AH Station Managers» Dorothy Manning 
B. R. McLendon & Dimple Moyjager 

FROM: 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'•-are 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 month.

As I read it» the ASCAP contract is not necessarily based on national rate but 
can be baBed 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 point 
where it is lower than our published local half-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 $1.00 higher than 
our national quarter-hour rate. Please advise me your action.

All stations should further include in SRDS the following line» "A ll rates include 
a 20% talent and production charge."  On local rate cards» one line should read» 
"A ll 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 sponsors or 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."

1 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 if 
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 our own Les Vaughan who does so much work--ex
pensive in his time and station materials--that goes unbilled.

May I hear from each of you immediately on this matter?



TO;
FROM:
DATE:

AH McLENDON Station;'; 
Cecil Hobbs 
October 11, 1955

A s a  follow up to Gordon's memo of October 8 in reference to EMI and ASCAP 
deductions, I have the following report to make. I realise it is an impossibility 
for us to think about getting a complete breakdown of the deductions allowed from 
BMI and ASC’-AP. Therefore., I have checked with several stations in Dallas and 
Fort Worth in an effort to find out the deductions they were claiming and as a 
result have come up with the following list:

TA-LENT--Includes engineers' and the mobile news unit man's salary.
I am sure we can get by with this.
MOBILE UNIT EXPENSES--Includes all expenses incurred by the mobile unit 
with the exception os cost of truck. A claim for deductions for past months has 
been made and has been approved subject to auditing of our books.
NEWS SERVICE--This includes UP and INS plus the news service charge that we 
are including on all of our time orders for the mobile news unit: and 5«minute 
newscast sponsorship. A claim has been submitted for past months.
RATE CARD DISCOUNTS--! don't think any of the stations has a justified claim 
here since no rate card discounts are allowed.
AGENCY COMMISSIONS
POLITICAL-- AH net revenue from this source.
SPECIAL LINES--We don't have too many but there are a few and should be 
claimed.
NEWS TELEPHONE CALLS AND TELEGRAMS--This is a very important item 
and we should keep very close tabs on the calls and telegrams made for news 
purposes. For Septembers KLIF submitted claim for $230.00. Not only is this 
deductible from BMI and ASCAP but also 10% of it is exempt from, taxes.

With just a little effort on our part, we can not only make our organization 
money but we won't do bad for ourselves.

If any of you have further ideas about deductible item;?, please advise.

Best regards.

CH:bp
CG: KNOE-Monroe

WNOE-New Orleans



TO; A ll Station Managers

0- FROM : Gordon McLendon

DATE: September 14, 1955

Dorothy Manning has pointed out that we can take justifiable allow
ances from  ASGAP and BMI if the billing from  our remote news 
trucks is  handled in a different fashion. If you want information on 
this, write to Dorothy Manning here at K LÎF. A lso , I think it im 
portant to point out that under no circum stances should certain parts 
of the mobile news units be com m issioned to your salesm en as com 
m issions since part of it is  very definitely expense. You wouldn't 
com m ission rights fees or line charges for the broadcast of sporting 
events and neither should you com m ission actual out-of-pocket cash 
estpenses in any given month on the mobile truck, i . e . , repairs, gaso
line b i l ls  and things of that sort. In order to accom plish this, billing 
should probably be made on the mobile truck in a different way ancl 
.1 would suggest that you contact Dorothy Manning. I am  sending a 
copy of this memorandum to Dorothy and asking that she write up a 
standard form  as to her ideas on this.

GBM:bp



TO: ALL STATION MANAGERS

FROM : Cecil Hobbs

D A T S: October 1# 1955

A  short time ago, Gordon. wrote you a m em o in raference to 
Dorefey Masaaa|'@ idea o f billing ®u new scasts and fee mobile 
units So show a justifiable allowance from  ASCAP and BMI.

Dorothy and I have discussed this idea sad  I m ust confess it is  
a good one. Effective October l t, all I L I F  time orders for the . 
m obile units as w ell s.s fee sponsored 5-m inute newscasts# wall 
foe changed showing charges Sotf news service, The total coat 
of current Sponsored S-mimsS® new scasts is  fully cosrnjaissioB.afo.ls 
wife fee exception of charges for talent. W e are forsaking fe® 
charge» down to show new« service 30% of rate card. For ex
am ple, our m inimum 5~miaufe newscast rate is  $21* $0# 3«%
•of this, or $6# 4$, is  noted ©a fee tame order as news service and
$ 1 5 .1 2  a s station tim e.

«• • •

For future clients who buy newscast©# there will be a 15% added 
to rats card for a®w© service and than we wall show ©n time order 
aa  amount for news service equal £© 38% o f total amount. This 
may foa confusfeg Tmt it wall certaiuly eava us money.

A  change ha® also  feeaa made in method of billing os?, mobile unite 
which w ili ag.va us m oney. M you have any questions regarding 
this idea# 1 would cerfeisly'reGorsimend feat you contact Dorothy.

?
Incidentally# Cordon has suggested feat all stations adopt this 
policy of billing on new scasts and mobile units.

■ i ' .-
Beet regards to a il o f  you.



All. McLendon Stations 

Gordon McLendon 

October 8, 1955

After looking at the BMI and ASGAP deductions for this month and seeing 
your ¿allure to take proper deductions for news telephone calls and news 
telegrams as well as engineering charges I have asked Cecil Hobbs to 
look into the matter and be in contact with all of you. We are not making 
deductions for any number of those that we could be making them for. In 

to the above, there is also the matter of the remote news units.
I can't imagine why you continue to pay BMI and ASGAP for news telephone 
caLs and telegram So mobile news expenses, engineering ejcper raes, etc., 
that you could be deducting. If all of you at KLIF, WRIT and KELP are 
feeling in a charitable mood, I am not. Mow, let’ s get busy ani get proper 
deductions made not only for ensuing months but for past months.

Best regards.

I \V

GBM:bp
CC: KNOE-MONROE

W NOE-NEW  ORLEANS

¿sai;

Staff



TO:
FROM:
DATE:

A L L  STATIONS 
Gordon. McLendon 
Ma y 8, 3,956

Some m ore info from  BMI Newsletter for May, 1956:

MEMORABLE MOMENTS FOR MAY
May l0 1873 
May l s 1915 
May 8 , 184? 
May 1Z„ 1908 
May 17, 1875 
May 2.10 1927 
May 24„ 188 3

F irst  Postal Card issued
3 .S . Lusitania sunk by German submarine
F irst  rubber tire patented
F irst  radio patent - N .  B . Stubblefield
F irst  Kentucky Derby
Charles Lindbergh's Non-stop flight to Paris  
Brooklyn Bridge opened -  New York

PLEASE NOTE
May 1st 
May 5 th 
May 13th

May Day 
Arbor Day 
M other'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 them selves.

(A . J. Wood & Co. Survey)
63% of teen-age g ir ls  are influencing choice of grocery brands.

(American. G irl Survey)
77% of teen-age girl3 influence choice of home furnishings.

(Benson and Benson Survey)
32% of teen-age g irls  are collecting for future hom es.

(Am erican G irl Survey)
Every third bride is  a teen-ager. More g irls m arry 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 year.
Perhaps these figures in Oklahoma may be a little different in your area but c e r 
tainly not sufficiently so to alter the importance 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 success. It 's  an all-requ est pro
gram  and contains interviews and 3 0 -second talks with other teen-agers.

MISS KBEL CONTEST -  This is  a stunt very successfully promoted in the interest 
of the M arch of Dim es -  but one that would be equally interesting for any charity 
drive. Station KBEL is in Idabel, Okla. Civic organizations were invited to 
name candidates for M iss 1956 Radio,, and votes were registered at 1 cent per vote. 
Popularity of the contest is  attested to by the fact that $1, 817. 63 was raised at 1 
cent per vote. The winner was entered in a State Contest. Our co-ed itor, J. P. 
Stanley.

Women are like TV fi lm --to  make a good showing they must be 
developed but not over-exposed.



W E L L ! H ERE’S A  NEW IDEA
In a letter from  Gen. M gr. Si Willing of KTLD, Tallulah,, L a .» he tells of 
selling the "now -fam ous bulletin announcing Ike 's decision to run for another 
t e r m ."  This was sponsored by a national bank. Sim ilarly, M gr. Willing in
tends to sell and indeed already has sold other such anticipated bulletins from  
Convention headquarters relative to selection of other candidates. We believe 
this is  a new idea.

DO N 'T PASS THIS BY -  Can you use the weird, the exotic sounds in music 
of the Eastern Mediterranean? . . .  the bagpipe and shepherd flute of Servia; 
the prim itive oboe and flute of Macedonia; the Croatian "m esn ica " or "s o p e le ";  
or the mandolin of Bosnia and Hercegosina called the "tam burifcza?"
These and m ore are contained in a 12-inch L P  album entitled "T h e Yugoslav  
National Folk B allet" produced and distributed by Folkways Records which 
retail,a for $ 5 .9 5  but available through the Newsletter at $ 2 .5 0  each. Order 
through BMI or Louis Nurko, Alpha M usic, Inc. „ 501 Madison Avenue, N. Y. C.



INFORMATION FROM BMI NEW SLETTERS

Special Pays and W eeks
Am erican Heart Month 
Ground Hog Day 
Boy Scout W eek 
St. Valentine's Day 
National Beauty Salon Week  
Mardi Gras

Interesting Dates in F ebruary
National Baseball League formed  
F irst  News Dispatch by telegraph 
Battleship Maine destroyed  
Edison, patented phonograph 
Popcorn introduced to English Colonists 
Federal Radio Com m ission created

MARCH« 1955

Red C ross Membership and Fund Campaign
Presidents Day
Spring M illinery Promotion
St. Patrick 's Day
Dried Fruit W eek
National Laugh Week
Natio nal M other-in-Law  Day

Entire month

Interesting Dates in March
Star Spangled Banner officially designated National Anthem
Siege of the Alam o. San Antonio« Texas
F irst  Radio Com m ission organized
F irst  Iona distance telephone -  New York to 3oston



Special Days and W eeks

Interesting P ?tea in A pril
, Ì9ÌI

W DVA NIGHT T R A IN -S O L D  OUT  
--T h e  show is entitled WDVA Night Train« Number 1250 {kilocycles),

eighth year), leaving at 9:05 PM. E arl Stogner
and the trainman is Ned Richardson, the librarian. The form at, itself, is  complete 
with sound effects of the train starting and traveling. M ost of the live action takes 
place in the Club Car even to the extent of some clients doing their own com m ercials  
via 'beeper' on the car telephone. Requests (literally hundreds) are taken, from  the 
Mail Car, and periodic newscasts are made with the aid of the P ress Car and radio 
beam signals.
The Dining Car is utilised for advertising certain food, products. A s  the train halts 
for station, p assengers3 telephone requests are accepted (which number in the hundreds 
each, night). A  town or locality is saluted, theoretically the town in which the stop is  
made. Finally, the trip is  completed and the train com es to a stop with hissing steam  
and sound of brakes.

The Thing that keeps men broke isn 't the wolf at the 
door but the silver fox in the window.

M A Y, 1955
Special Days and W eeke 

Entire month United Cerebral Palsy Month 
M ilk Festival 
National Motel Month 
May Day
Be Kind to Animalr; Week  
National Hearth Baked Bread Week  
M other's Day
National Tax Freedom  Holiday
Foot Health W eek 
Straw Hat Day 
VFW Buddy Poppy Week  
M em orial Day
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M AY (continued) 
Interesting Dates in May

6„ 1851 
6, 1916 
6, 1935 
12, 1908 
17, 1875 
20, 1927

Linus Yale patented his lock
F irst sh ip -to-shere telephone conversation
W orks P rogress Administration created
F irst radio patent granted to N. B„ Stubblefield
F irst Kentucky Derby
C. A . Lindbergh, took off from  New York on solo 
flight to Paris
F irst major league baseball game at night 
Ice cream  freezer first patented

24, 1935 
30, 1848

RECORD GIMMICK
--K P U G  in Bellingham, Washington files the top twenty recordings for use, as needed, 
Jim H am street facetiously refers to it as their "gim m ick. "  A t any rate, the records, 
in their jackets, are bound together, in right order, in a .loose leaf binder, Certainly 
no chance here for anyone’ s making a m istake?

PROGRAMS FOR A  MORTUARY
--A n d  why not? Perhaps it ’ s quite as logical to have confidence in such a sponsor as 
in any other. In fact, it might be a bit old fashioned to think otherwise, We recall a 
program  that used a. male quartet with organ accompaniment as its theme, It reflected  
happiness, joy and confidence in the services of a friend which would ultimately and 
inevitably be needed. There’ s no sense in hiding or whispering about undertakers. For 
goodness’ sake, le t 's  be practical, and above all le t 's  not be morbid. A ll this is  the 
theme or program s sponsored by a mortuary over KSUN in Bisbee, Arizona, as reported  
to us by Arid W ooiery, A t Christm as, their client sponsored a performance of the 
M essiah, and at Easter a production of the Seven L ast W ords, Throughout the year it 
sponsors a safety campaign, about which A rlo  writes: " The very incongruity of a 
mortuary sponsoring safety tips only serves to emphasize the impact of these safety 
m e ssa g e s ,"

KNOW YOUR PRODUCT
-~a year ago, we told you of W O E L 's policy of making every announcer visit the store, 
factory or outlet of the product he described over the air~-w here possible, of course.
We wondered if the policy was still in effect, Arthur Haley has just assured, us that it 
m ost definitely is . In fact, he states' that it may be one reason for the unusual, large  
number of year-round accounts enjoyed hy the station. WGRL is in Boston.

Anybody can be the toast of the town if he has the right 
kind of dough.

Some of our m ost successful friends have musicianly  
tr a its --f it  as a fiddle and tight as a drum,

JUNE, 1955
Special Days and W eeks  

5 International Shut-ins Day
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JUNE (Special Days and W eeks-continued)
8
20 -26

Expectant Father’ s Day
Natl, Bov/ Tie Week fwe'd be happy to propose you 
for membership)

Interesting Dates in June
2, 1883 
4, 1922 
8, 1786 
15, 1752 
17, 1928

F irst ball game played at night
F irst President to broadcast -  Harding
Ice cream  first advertised
Benjamin Franklin demonstrated lightning
F irst women airplane passengers to cross
Atlantic
FCC created19, 1934

CHRISTMAS IN JUNE
--W e  think this promotion is one of the m ost unusual we had the privilege of reporting 
during 1954. It was the original idea of E arl Harper, Gen. M gr. of V/NOR, Norfolk, Va.» 
and B ill Montgomery reports this year that they wouldn't m iss the chance of repeating 
it. And why shouldn't the Christm as spirit be promoted in June--or any other month?
In this case the whole town cooperates. So, on June 25, a huge Christm as tree will 
be erected in the center of town and decorated with as much care as in Decem ber.
The m usic? Why, carols of course and other Christm as songs that everyone knows 
and loves. Last year the band from  the U .S .S . Pittsburgh perform ed at a Civic Lawn 
Party; the Piedmont League Baseball Club was on hand to help entertain the kiddies. 
Refreshm ents were supplied by sponsors. . .and, in the true spirit of Christmas,, dona
tions were accepted for local charities.
The stunt, dollar -w ise, for merchants and station, was good, but of even greater im 
portance the spirit of good will and brotherly love was everywhere evident. Our sin
cere congratulations to Norfolk for WNOR and to all at the station for this unusual and 
m ost worthy contribution to happier living.

Of all fine words cf tongue or pen, the best are these; And 
now, again, am essage from  our sponsor.

JULY, 1955
Special Days and W eeks

25-31 National Inventors’ Week

Interesting Dates in July
I, 1362 
1, 1821
8, 1933
9, 1872
II, 1798 
14, 1874

Bureau of Internal Revenue started 
•Spain surrendered Florida to U .S . 
Public Works Adm . fU .S .)  effective 
Doughnut cutter patented 
United States Marine Corps created  
Chicago fire -  346 buildings burned 
Rome burned; Nero fiddled 
B loom ers introduced -  Seneca Falls  
Guglielmo Marconi died 
Paper collar patented

18, A D -6 4

O
.19, 1848 
19, 1937 
25, 1854
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SALES DEPARTM ENTS, PLEASE NOTE:
Sales usually held in July: Hosiery - handbags - shoes -  appliances -  m en's

Some women have not only kept their school girl 
figures, but have doubled them.

If you would live longer, cut out smoking, drinking, 
over-eating, late parties and g irls . W ell, at any 
rate, it will seem longer.

17, 1786 David Crockett born
22, 1902 F irst President to ride in an automobile -

23, 1838 F irst Am erican college for women -  Mt. Holyoke
23, 1859 F irst elevator in hotel - New York City
24, 1869 W affle iron patented
28, 1904 F irst automobilist jailed for speeding -  Newport, R .L  

G irls who v/ear slacks should not turn their backs.

Special sales in August: Coats -  fu rs, m illinery -  furniture -  rugs -  carpets

Nothing makes a man go places like a women who likes to.

The fellow who let George do it is  now working for George.

Don’ t worry about finding your station in life; somebody will 
tell you where to get off.

11, 1928 F irst auto bus -  coast to coast
25, 3,690 F irst newspaper -  printed by Benjamin H arris

furnishings.. .
Clearance sales include: summer furniture -  sportswear - m en’ s suits -  coats and 
d resses .

r -

AUGUST, 1955
Special Days ar.d Weeks

7 Friendship Bay
15 Cherry Pie Time

Interesting Dates in August

Theodore Roosevelt

SEPTEM BER, 1955
Special Paya and Weeks

12-18
15
1 8 - 24
19 - 25
19-25

National Soft Water Week 
Felt Hat Day
National Dog Week
National Sweater Week  
Anthracite W eek

o Interesting Dates in September
1, 1878 F irst woman telephone operator



Special sales for September: -  Housewares -  tires  
vJ Clearances: - China -  glassware

If y o u  see good in e A ' e r y b o d y ,  you may b e  dn optimist; 
then again you may be nuts

4e 029 people died of gas last year; two inhaled it, 27 
put a lighted match to it and 4,; 000 stepped on it,

TREASURE HUNT
- - A t  Station KTRY in Bastrop, La, And we can well believe Manager B ill Davis when 
he w rites: "T h e  thing Avas a sensation ."
The show was sold to 24 sponsors at an equal figure for each sponsor. The prize was 
$1, 000. Each sponsor received three announcements per day. Clues were given through
out the day and in this connection Davis further comments, "B u sin ess activity was a l 
m ost paralyzed because clerks in all stores clung to the radio to get the latest clues on 
the hidden treasure chest. "  The hunt lasted about twowseks.
And we must add B ill 's  concluding rem ark that, all in a ll, it was one of the best stunts 
they ever tried, which they are planning to do again. There can be no doubt that for 
two weeks the whole town listened to K TRY,

According to a. recent survey, the five sweetest phrases in 
the English language are: "I  love y o u ,"  "dinner in served, "  
"a l l  is forgiven, ” "s le e p  til noon, "  and "keep the change"
- - to  which we respectfully add a sixth: "and now a word from  
our sp on sor."

Anger is but one letter short of danger.

OCTOBER, 1955 
Special Days and W eeks 

6 
9
9 -  15
10-  16 
15
16-22
17-23
20-29
23
2 3 -  29
2 4 -  31 
30

Save a Y/ife Week - Paper Plates
Grandparents and Grandmothers Day
Save the Horse Week
Oil P rogress Week
Poetry Day
Pass the Laugh Week
Donut Week

Macaroni Week
Winter M illinery Promotions Begin
Cleaner A ir  Week  
Popcorn Y/eek
Beggars Night (T ricks or Treats)

Q

Interesting Bays in October
1, 1781 James Lawrence died {officer who said, "D on 't give up 

the ship. " )
F irst W orld Series Baseball game broadcast 
Chicago F ire  (rem bm ber the cow ?)’

5 , 1921 
8, 1871
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Intere sting Dates in October (continued)
11, 1910 F irst President to fly -  Theodore Roosevelt 
19f. 1781 Lord Cornwallis surrenders at Yorktown 
24, 1901 F irst person to go over Niagara F alls in a barrel 
28, 1919 National Prohibition Law enacted

THE SUMMER SHOW (BUT GOOD ANYTIM E)
--S o r r y  w e're so late in reporting, but the idea should be equally good the year around, 
(or perhaps you'll want to make note for next summer)
The program , carried by WKNE in Keene, New Hampshire., and reported by Ted Sawyer, 
is  basically sim ilar to those carried by other stations and directed to m otorists - -  but 
with one, important addition. An afternoon show, it includes news, safe-driving  
advice, weather, sports and other pertinent features. . „ the addition being reports by a 
local doctor who gives advice to mothers regarding conditions associated with a parti
cular month, . : care concerning poison ivy and poison oak; care near the water; 
what to do regarding certain accidents and other em ergencies.

TODAY IN BUSINESS
- - A s  sent to you by M gr. Howard C. Caine of Station CKFH, Toronto, Canada.
Included as part of late stock quotations are five-m inutes of "b u sin ess" news, such as 
plant expansion, announcements of new products, trade union news and up to the minute 
personals. M gr, Caine w rites, "T h is  program  seem s to fill a spot not covered by any 
other station in the area, and we have found it to be fairly attractive to sponsors. . .1 
certainly recommend it to any station, particularly those in metropolitan areas. "
Based on the success of this program , "B u sin ess News for W om en" has been intro
duced in a morning program  which includes wom en's club news, prices of food, and 
statistics concerning prices of ail, products of interest to women, ; 1» fact, any type 
of news with a financial flavor of direct interest to women.

THE FUN DIALERS
On a morning show on WSB Atlanta, listeners are asked to call the station if they 
m eet certain qualifications; for example: someone with a famous name; a housewife 
celebrating her anniversary; or even someone who can speak Chinese, F irst person  
to call receives a prize, and the station has an unusual interview. It is  remarkable 
how many ideas can be developed by using a little imagination - -  a ll of which add up, 
in the final analysis, to increasing and holding the station1 s audience.

o

A  FOO TBALL PROMOTION OF NOTE
--W e  are indebted to Gen. M gr. Ted Woods of ROSE, Oseóla, Arkansas, whose 
letter we quote: " I  took my portable tape recorder out to the practice field  and had 
each of the players record a brief m essage, previously prepared. 'This is  Doak 
W alker. I play left halfback for the Oseóla Sem inóles, and I'd sure like to see the 
stands full of friendly faces when we play, etc. , etc, '
"T h en  I sold spots something like this: "h e re , a special m essage from  Tim  Bowles 
M otors -  real champions - that's what the Oseóla Seminóles a r e . . .and that's what 
the Chrysler and Plymouth automobiles are, etc. , etc.
"Since the production of the spots entailed extra effort and considerable tim e, we got 
a premium rate, Sold out, too, I might add. Hope this helps some stations to pick 
up a few hundred extra bucks. We pick up some excellent ideas from  the Newsletter 
and I'm  happy to have the opportunity to repay the contributors in some sm all w a y ."

-.item
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Every little American boy has a chance to be President 
when he grows up~-ii's just one of the risks he has to lake.

THOUSANDS OF ANNOUNCERS
--That's the boast of KTIL, Tillamook, Oregon, for every visitor to the station is 
invite4 J:o record a station break. Each gives hit (or her) name, hometown, place of 
IbjOfiness, grade in school {if students) and anything else that can be quickly stated. 
"The appeal of a small fry's voice, haltingly giving a station break, is terrific," 
writes Mgr. Tom Hoover. "Some are bold, some shy, some poor readerss some 
good readers-- but all pack a terrific wallop."
"listen ers love it. Much the same goes for businessmen, tourists, as well as 
local residents. We may play them for a week. Listeners are intensely interested 
and rush home to listen to their own voices. "

NOVEMBER, 1955 
Special Days and W eeks 

1-6 
6-12 
6-12 
20-26 
24-30

National Fresh Cranberry Month
Ciit Week
Optimist ’Week
National Cage Bird W eek
National Baking Soda Week

28-Dec. 3 National Prosperity Week

SIN TERES TING DATES IN NOVEMBER
1,
2.
2,
3,
4, 
6, 
8p 
10, 
15, 
19, 
19, 
21, 
26, 
29,

1870 U. S. Weather Buree.u - first observations made 
1734 Daniel Boone born
1929 First newsreel theatre opened - New York 
1883 WCTU organized - Detroit, Mich.
1879 Cash register patented
1869 First, intercollegiate football contest - New Jersey 
1837 First college for women - Mt. Holyoke Seminary 
1775 American Marines organized
1806 Pikes Peak discovered
1863 Lincoln’ s address at Gettysburg
1850 Magic lantern slides patented
1918 National Prohibition Law enacted
1867 Refrigerating Car patented
1890 First Army and Navy football game

IDEA FOR RECEPTIONIST
--It  seems, according to Virginia Wade Ryder of KCIL, that time is of prime importance 
to the residents of Houma, La, Consequently, when answering the telephone calls, 
their technique is aimplv: "9 :30 AM, K C IL." Mrs. Ryder says that, nine out of ten 
callers will say, "Thank you, . . that's what I wanted to know. "

TALK ABOUT STUNTS
--P rom otional stunts have always been a regular practice of original, theatrical, 
publicity agents. Why, then, should anyone be surprised at the entrance of Pandit 
Bunion.
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The Pandit's card read "Pakistani Delegate International Barefoot S o cie ty ." The 
reverse side carried this verse: "m y  toes repeat? how sweet, how sweet,, to go through 
life with naked feet. "
"N o  creed, no cult, no other ism  offers as much as bare-footism . Join the Barefoot 
Society on Shel's Show --7 :3 5  to 10:00 A M , K V A N " (Vancouver,; Wash). Space does 
not perm it adequately doing justice to stunt that had the city talking. Suggest you ask  
Sheldon Allm an of KVAN to send you a copy of the folder which tells the story of 
Pandit Bunion. Again, we say, some stunts !

TWO THOUGHTS FROM KTFS
--T h a t ’ s Texarkana, Texas. Bes Eugene writes that instead of the phrase "A s  a public 
service, 11 they now use "A s  a community” s e r v ic e ."  It seem s a bit m ore intimate and
friendly.
Another idea: While on vacation. Bes was intrigued with tíre singing of a canary from  
a station in New Meidco. So .now, listeners to KTFS also enjoy the friendly singing of 
a canary as background atmosphere on certain program s. (We seem  to personally r e 
call that twenty1'-odd years ago a station created quite a reputation through sim ilar 
practice) A re  there other stations?

PORTABBE RADIO MONTH
- - A  campaign that had the support of local dealers and was m ost successful was con
ducted by CFBC in Saint John, New Brunswick, This followed a sim ilar promotion 
for car radios, and in September for clock radios. M gr, Hugh T. Trueman w rites. 
"N o t only does this campaign encourage sales of these extra-curricular sets, but I 
have found that it. helps to point out to potential advertisers the great mobility and 
fantastic number of radio sets. "  And we Emphasize the last line of M r. Truem an's 
letter: "W hat a terrific boon to the radio industry it would be if we could get together 
on. both sides of the border and make these special monthly campaigns national. "
To which we add, WHY NOT?

Money isn 't everything but it 's  way ahead of whatever 
is in second place.

GIVE A  RADIO FOR CHRISTMAS
- - A  promotion, that is legitimate and healthy for all stations, Perhaps this is  the 
opportunity to stress a PORTABBE RADIO. A s  a further rem in d er--in  addition to 
making a wonderful Christm as gift, it is an investment toward SAFETY IN THE HOME 
when power has been disrupted. How, otherwise, can anyone listen to announcements 
from  CONEBRAD.
Compliments go to the Southern California Broadcasters Association which has 
done an outstanding job in the promotion of this idea, even to the extent of making 
available to oyou a special, transcribed m essage at cost ($10, 00). The address is 
6047 Hollywood B lv d ., Bos Angeles 23, California, Attn: Frank W . Crane,

Poise is  that quality which enables you to buy a new pair
of shoes while ignoring the hole in your stock
sock.

DECEM BER, 1955 
Interesting Dates in December

2, 1823 The Monroe Doctrine enunciated in a m essage to Congress



Interesting Dates in December (continued)
5»
6,
7.
10,
12,
12,
16,
17,
21,
23,
25,
29,

1782 First President born a citizen of U. S. -Martin Van Buren 
1923 First presidential message broadcast -  Calvin Coolidge 
1938 First radio facsimile transmission
1869 First state to grant Woman Suffrage - Wyoming 
1800 W ash., D .C . becomes permanent home of U.S. Government 
1901 First Transatlantic radio signal -  Marconi 
1773 Boston "Tea Party"
1903 First airplane flight by Wright Bros.
1913 First crossword puzzle published
1809 Christopher (Kit) Carson born
1776 Washington crossed the Delaware to attack Trenton 
1851 Young Men's Christian Assn, organized

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

NEWS PROMOTION
- -No matter how large the news staff it is often a problem to obtain complete coverage. 
A promotion initiated by Mgr. Joe Wilder of WBAW, Barnwell, S. C ., has paid off.
Joe writes: "when we see a story that should have been ours we dispatch a post card 
to remind the new source that a call to the news station, WBAW, would be appreciated." 
(The card is an invitation to call the station as an aid to better serve the community. "
"I  feel that this has paid off. We plan to couple the card promotion with a contest, 
offering a weekly prize for the best news story sent in. "

TEEN-PINNERS
--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 to 5 PM. The first 
seven weeks of competition determine the four winners who meet for an additional four 
weeks. Prizes frun from a $500 savings bond for highest score to a $250 bond for 
second place and $100 and $50 bonds for third and fourth. There are other individual 
prizes as well.
Audrey Lazik, who gives you the details, calls it "The number one Saturday afternoon 
show. "  Open for sponsorship, it is announced by JEhy Rayner who makes it a virile per
formance.

TREASURE HUNT--KAGH
--T his time in Crossett, A rk ., as reported by station owner Julian Haas, We like his 
statement, "It really created listeners. Actually everybody listened from the Colonel's 
Lady to Judy O'Grady. radio is dead, it's the liveliest corpse you've ever seen be
cause it brought out many, many persons, day and night, with shovels and spades. If 
evidence were necessary, the advertisers saw the proof that there were plenty of 
listeners. "

WABI ESTABLISHES A  FIRST
--That's WABI AM and TV in Bangor, Maine. By calling a number, you may have the 
weather (15 seconds), plus a plug for the station or client (15 seconds)--every hour of the 
day or night--every day of the week. The recorder playback is installed in the studios., 
as Gen. Mgr. Leon P. Gorman, Jr. writes us, "directly in the news room ."
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The unusual service, which we honestly believe is a radio "first51 was first brought 
to our attention by our "rep" Lin. Pattee {whose home is in Maine).
The subject of weather has become increasingly important, as we all know. This is 
an outstanding and practical manner to capitalize on a real service--twenty-four hours 
a day--seven days a week.

JANUARY, 1956 
Special Days and Weeks

1-31 Super Market month
1-31 National Egg month
1- 7 Odorless Decoration week
2 -  31 March of Dimes

Interesting Dates in January
4, 1923
5, 1942 
7, 1789
15, 1907
16, 1920 
1?, 1706 
19, 1807 
29, 1900

First network broadcast - WEAF-WNAC 
Blue network begins as separate entity 
First U.S Presidential Election held
First three-element vacuum tube patented.--_.,ee deForest
18th Amendment (Prohibition) in effect
Benjamin Franklin born
FRobert Edward Lee born
American League (Baseball) organized

General Sales: China - glassware » coats -  furs - hosiery - handbags - i.'hoes -

O men's furnishings - white sales - toiletries -  drugs 
Clearances: Men's suits - coats, appliances

This is the big month for white sales; 18% of year's business occurs in January; and 
don't forget National Crochet Week, Merchants also capitalize on National Thrift 
Week, beginning January 17. All furniture stores are planning for their February 
clearances. Better see them NOW.

Now comes a letter from Earl Katz of V/JAG, Norfolk, Neb., outlining a fine campaign 
for National Egg Month (January). Six firm s participated in 155 spots during the month, 
which not only promoted business for the farmer and retailer but was quite profitable 
to the station.

One way to curb delinquency is to take parents off the 
streets at night.

Women live longer than men, and it serves them right.

If a kiss speaks volumes, it probably isn't a first edition.

A wife is someone who loyally stands by her husband through 
all the troubles he wouldn’t have had if he hadn’t married her.

FEBRUARY, 1956 
Special Days and Weeks

2 Ground Hog Day
2-11 Draut and Frankfurter Week



interesting Dates in February
9» 1870 U. S Weather Bureau authorized 
10» 1933 Singing telegram first introduced 
11» 1847 Thomas A . Edison born 
23, 1905 First Rotary Club - Chicago 
25, 1836 Pistol patented by Samuel Colt

Two people can live as cheap as one what?

ANOTHER PRACTICAL SERVICE
--And sponsored by an insurance company over WVPO, Stroudsburg, Pa. When the 
fire signal is sounded the station immediately gives a news announcement stating the 
location, etc. It is a practical service to all, including motorists who might otherwise 
be delayed. Mgr. Chester S. Miller tells that this service has been sponsored for over 
two years.

Here’ s how the television actor's wife marked their towelB-- 
f "Ham" and "H er"1

WOW PARTY LINE
--The lines of WOW {Omaha, Neb. ) are "plenty busy" each evening when the listeners 
personally call the station and are heard as they express their opinions concerning 
everything from adequate baby sitters' fees to the traffic situation. "It has got to now 
that often, public officials call to answer or explain certain topics under the discussion, 
and the station has received letters from all points in Nebraska and western lov/a. "  
David A. Lindsey says that "The success of the program is proving fabulous. "

FEBRUARY IS NATIONAL HEART MONTH
--And last year WHIM, Providence» R . K 0 raised $500 for the Heart Fund merely by 
dedicating quarter hours to contributors for a dollar or more, Bruce L. Y/iiliamson 
wrote that for fee fun of it, they announced that they would dedicate a whole day to 
anyone contributing one hundred dollars. They had two takers.





THE liŷ cLo[As STATIONS
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July  25 , 1967

Mrs. Noreen Mühlstein 
1815 Sedona 
D a lla s ,  Texas

Dear Noreen:

m

. ! O )

Although I doubt that  you even know about i t ,  s in c e  you have not been in co n ta c t  
with us on the m atter , the Trustees  o f  The McLendon Corporation Pension Plan “have 
been very busy a t  work, seeking to  a sce r ta in  i f  there  were not a way to  g e t  some 
reg u la r  pension a llowance in your hands, a f t e r  Dave's sad and untimely demise.

The Trustees had a se r io u s  problem, I might add, due to  the f a c t  that  Dave, f o r  
some f i v e  months, was employed not by The McLendon Corporation i t s e l f ,  but an 
a f f i l i a t e d  company not covered  by the Pension Plan , but we took  the strong  p o s i t io n  
th a t  he was on ly  on leave  o f  absence , which would e n t i t l e  you to  the f o l lo w in g  sums 
o f  money under The McLendon C orporation  Pension Plan:

$229.36 monthly b e n e f i t  payable f o r  your l i f e t im e  o r  u n ti l  your 
rem arriage.

114.70 monthly b e n e f i t  f o r  dependent ch i ld ren  up to  age 18.
$344.06 t o t a l  monthly b e n e f i t  beginning May 31 , 1967.

Noreen, as you no doubt know, we took extrem ely f a s t  a c t ion  with the insurance 
company on Dave's death b e n e f i t s ,  with the r e s u l t  that you have a lready re ce iv e d  the 
insurance company's check , which we were able  to  g e t  increased  from $30 ,000 .00  to  
$ 36 ,00 0 .00 . I t  i s ,  t h e r e f o r e ,  with extreme p leasure  th a t  we are able  to  attach  hereto  
McLendon Corporation  Pension Plan checks f o r  the amount shown above f o r  May, June and 
J u ly ,  1967 each.

With our continu ing  sympathy and warm a f f e c t i o n ,  we remain

B. R. McLendon, f o r  
THE MCLENDON C0RP. PENSION PLAN TRUSTEES: 

Gordon B. McLendon 
Dorothy M. Manning 
B. R. McLendon

BRM:bpo 
Enel.
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Mrs. Noreen Muhlstein 
1815 Sedona 
D a lla s ,  Texas

Dear Noreen:

Although I doubt that  you even know about i t ,  s in c e  you have not been in co n ta ct  
with us on the m atter ,  the Trustees o f  The McLendon Corporation Pension Plan have 
been very busy a t  work, seeking to  a sce r ta in  i f  there  were not a way to  g e t  some 
reg u la r  pension a llowance in your hands, a f t e r  Dave's sad and untimely demise.

The Trustees had a se r io u s  problem, I might add, due to  the f a c t  that Dave, f o r  
some f i v e  months, was employed not by The McLendon Corporation i t s e l f ,  but an 
a f f i l i a t e d  company not covered  by the Pension Plan, but we took  the strong p o s i t i o n  
that  he was on ly  on leave  o f  absence , which would e n t i t l e  you to  the fo l lo w in g  sums 
o f  money under The McLendon C orporation  Pension Plan:

$229.36 monthly b e n e f i t  payable f o r  you r l i f e t im e  o r  u n ti l  your 
rem arriage.

114.70 monthly b e n e f i t  f o r  dependent ch i ld ren  up to  age 18.
$344.06 t o t a l  monthly b e n e f i t  beginning May 31 , 1967.

Noreen, as you no doubt know, we took  extrem ely f a s t  a c t io n  with the insurance 
company on Dave's death b e n e f i t s ,  with the r e s u l t  that you have a lready re ce iv e d  the 
insurance company's ch eck , which we were able  to  g e t  increased  from $30 ,000 .00  to  
$ 36 ,00 0 .00 . I t  i s ,  t h e r e f o r e ,  with extreme p leasure  that  we are able  t o  attach  hereto  
McLendon C orporation  Pension Plan checks f o r  the amount shown above f o r  May, June and 
J u ly ,  1967 e a ch .

With our continu ing  sympathy and warm a f f e c t i o n ,  we remain

B. R. McLendon, f o r  
THE MCLENDON C0RP. PENSION PLAN TRUSTEES: 

Gordon B. McLendon 
Dorothy M. Manning 
B. R. McLendon

BRM:bpo 
Enel.
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NOTICE TO ALL EMPLOYEES

s i g n i n g  T h i s  contract

W i t h t h e  t r a i n i n g , e x p e r i e n c e ,p u b l i c i t y ,p r e s t i g e
AND TRADE SECRETS IMPARTED TO YOU BY THE COMPANY,IT 
IS OBVIOUS 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 VALU ABL E BY THE COMPANY.

S i n c e  w e  b o t h  r e c o g n i z e  t h a t  t h e s e  j o b  o f f e r s  w i l l
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 y o u  a r e  n o t  p r e p a r e d  c o n t e n t e d l y  t o  r e j e c t  s u c h  o f f e r s
WIT HO UT  REQUESTING A RELEASE FROM YOUR CONTRACT, YOU 
MUST NOT SIGN THIS CONTRACT.

E m p l o y e e  P l e a s e  In i t i a l



A G R E E M E N T

T h i s  a g r e e m e n t  m a d e  a n d  e n t e r e d  i n t o  a t  Dallas,, Texas ,T h i s ,t h e

22nd d a y  o f May, 1961 b y a n d  b e t w e e n  Tho Texas Triangle, Inc.

HEREINAFTER CALLED THE "COMPANY" AND Gsrald Asker Muolbr HEREINAFTER

CALLED THE "ART I ST'.’

WITNESSETH:
WHEREAS, t h e  C o m p a n y  d e s i r e s  t o e m p l o y  e x c l u s i v e l y  a n d  u t i l i z e

IN THE E N TE R TAI NM ENT  INDUSTRY THE SERVICES OF THE A RTIST AND HIS 

LIBRARY, DRAMATIC, MUSICAL, INTELLECTUAL AND ARTISTIC TALENTS,AND

t h e  A r t i s t  d e s i r e s  t o  b e e m p l o y e d  e x c l u s i v e l y  b y t h e  C o m p a n y  a n d  g r a n t  

t o  t h e  C o m p a n y  t h e  e x c l u s i v e  a n d s o l e  r i g h t  t o  t h e  p e r f o r m a n c e  a n d

PRODUCTS OF HIS TALENTS;

NOW,THEREFORE,FOR AND IN CONSIDERATION o f  t h e  m u t u a l  p r o m i s e s ,

CO VE NA NT S AND AGRE EME NT S HEREIN SET F OR TH,THE PARTIES HERETO AGREE

a s f o l l o w s :

’ l .

T h e C o m p a n y  h e r e b y  e m p l o y s  a n d  e n g a g e s  t h e  A r t i s t  t o r e n d e r  h i s

SERVICES SOLELY AND EXCLUSIVELY FOR THE COMPANY AS HEREIN REQUIRED 

FOR AND DURING THE TERM HEREOF AND THE ARTIST HEREBY ACCEPTS SUCH E MP LO Y

MENT b y t h e  C o m p a n y  a n d  a g r e e s  t o p e r f o r m  a s r e q u i r e d  h e r e u n d e r

E XCLUSIVELY AND SOLELY FOR, AND AS REQUIRED BY, FOR THE COMPANY,A ND

t h e  A r t i s t  e x p r e s s l y  g r a n t s  a n d  a s s i g n s  u n t o  t h e  C o m p a n y  t h e  s o l e

AND EXCLUSIVE RIGHT AND TITLE TO THE PERFORMANCE OF AND PRODUCTS FROM 

ALL HIS LITERARY, DRAMATIC, MUSICAL, INTELLECTUAL AND ARTISTIC TALENTS 

AS MAY BE UTILIZED IN THE ENTERTAINMENT INDUSTRY T HROUGHOUT THE WORLD, 

INCLUDING, BUT NOT LIMITED TO THE EXCLUSIVE USE OF THE A R T I S T ’S NAME, 

STAGE NAME, PSEUDONUM, LIKENESS AND VOICE FOR ENTERTAINMENT, ADVERTISING, 

COMMERCIAL OR PUBLICITY PURPOSES, SO THAT NO OTHER PERSON,FIRM OR 

CORPORATION SHALL HAVE ANY RIGHT OR INTEREST THEREIN WHATEVER. THE
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A r t i s t  a g r e e s  t o r e n d e r  h i s  s e r v i c e s  a n d  p e r f o r m  t h e  d u t i e s  a s  r e q u i r e d

OF HIM BY THE COMPANY FAITHFULLY, H0N E S T L Y ,DILIGENTLY AND TO THE SATIS

FACTION o f t h e  C o m p a n y  w h e r e v e r , w h e n e v e r  a n d  f o r  w h o m e v e r  d e s i g n a t e d  

b y  t h e  C o m p a n y , a n d  h e w i l l  d e v o t e  h i s  f u l l  t i m e , e f f o r t  a n d  a t t e n t i o n

THERETO, BUT IT IS EXPRESSLY UNDERSTOOD HEREUNDER THAT THE COMPANY 

SHALL NOT BE OBLIGATED TO CAUSE OR PERMIT THE A RTIST TO RENDER ANY 

SERVICES HEREUNDER.

2 .
T h e  C o m p a n y  a g r e e s  t o  p a y  f o r  t h e  s e r v i c e s  a n d  a l l  r i g h t s  g r a n t e d

AND ASSIGNED HEREUNDER AS FOLLOWS:

$1,000.00 per month effective May 22, 1961

IT IS FURTHER AGREED AND UNDERSTOOD THAT THE A RTIST SHALL BE REIMBURSED 

FOR ALL ACTUAL, NECESSARY AND ESSENTIAL COSTS OF TRANSPORTATION OF THE

A r t i s t  w h i c h  s h a l l  b e  r e q u i r e d  b y t h e  C o m p a n y .

3 .

T h i s  a g r e e m e n t  s h a l l  b e  f o r  a t e r m  o f  one year

c o m m e n c i n g

M a y  22, 1961, w i t h  a n o p t i o n  in t h e  C o m p a n y  t o  e x t e n d

THE TERM H E R EO F four (4) ADDITIONAL PERIODS OF SIX (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 A RTIST IN 

WR IT ING  THAT SUCH OPTION WILL NOT BE EXERCISED. NOTWIT HS TA ND IN G THE 

FOREGO 1NG,HOWEVER, THIS AGREEMENT SHALL AT ALL EVENTS, AT THE OPTION OF

t h e  C o m p a n y , a u t o m a t i c a l l y  t e r m i n a t e  u p o n  t h e  d e a t h  o r p h y s i c a l  o r

MENTAL DISABILITY OF THE ARTIST.

4 .

T h e A r t i s t 's p e c i f i c a l l y  a g r e e s  a n d  c o n s e n t s  t h a t  t h i s  a g r e e m e n t  in

ITS ENTIRETY OR ANY PART THEREOF MAY BE ASSIGNED BY THE COMPANY AND THE

A r t i s t  e x p r e s s l y  g r a n t s  t h e  C o m p a n y  t h e  r i g h t  t o L o a n  h i s  s e r v i c e s  t o



TO ANY FIRM, PERSON OR CORPORATION AS FULLY AND THE SAME AS IF ;CH 

SERVICES WERE RENDERED TO THE COMPANY PURSUANT TO THE PROV1S.ONS HEREOF.

5.
I t is expressly recognized by the A-rtt st that the Company does and

WILL TAKE THE ARTt«8>TS INTO ITS CONFIDENCE! IN WORKING OUT FUTURE PLANS, 

PROGRAMS, AND DEVELOPEME l^-(JP^*ieWWi.T4^j^»AL£N ,T S 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
lew*»
/ the Artist hereby promises, covenants and agrees that any and all infor

mation OR KNOWLEDGE GAINED BY HIM DURING THE TERM HEREOF IN RESPECT TO 

THE METHODS, PROCEDURES, TRADE SECRETS, DETAILS OF PR0DUCTI ON, ARTS AND 

OPERATION AND CONDUCT OF THE COMPANY’ S 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 

FROM ,-©‘R**i-A«ft--&fLA>fii.£t0>N-, OR BECOME FINANCIALLY INTERESTED IN ANY RADIO OR 

TELEVISION STATION, WHOSE STATION, OFFICES OR ANTENNA IS 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 DISCHARGE OR FOR ANY OTHER REASON. IN THE EVENT

the Artist should breach this contract and agreement, it 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 UN I QUE, 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,



t h e  A r t i s t  h e r e b y  e x p r e s s l y  r e c o g n i z e s ,c o n f i r m s , a p p r o v e s  a n d  a g r e e s

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

INJUNCTI ON,RESTRA I N I NG O R D E R ,SPEC IFIC PERFORMANCE OR OTHERWISE TO PREVENT 

SUCH BREACH,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 IS 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 ARTIS T, AT  ANY TIME WITHOUT NOTICE, FOR 

INCOMPETENCE OR I NEFF ICI E N CY ,O R FOR ANY CONDUCT ON THE PART OF THE 

A r t i s t  w h i c h  h a s  a t e n d e n c y  t o i n j u r e  t h e  C o m p a n y 's b u s i n e s s  s u c h  a s ,

BUT NOT LIMITED TO, INTEMPERANCE, NEGLI G E N C E ,D IS HO NE ST Y ,REFUSAL OR FAILURE 

TO FOLLOW INSTRUCTIONS,OR TO PERFORM AND FULFILL THE OBLIGATIONS ON THE

A r t i s t 's p a r t  t o  b e p e r f o r m e d  h e r e u n d e r ,t o  t h e  s a t i s f a c t i o n  o f t h e  C o m p a n y .

7 .

It is f u r t h e r  a g r e e d  a n d  u n d e r s t o o d  t h a t  a l l t h e  p r o v i s i o n s  o f

THIS AGREEMENT SHALL BE GOVERNED, C O N T R O L L E D , INTERPRETED AND CONSTRUED 

UNDER AND ACCORDING TO THE LAWS OF THE STATE OF TEXAS.

8 .

T h e w a i v e r  b y t h e  C o m p a n y  o f a n y  p o r t i o n  o f t h i s  a g r e e m e n t  s h a l l  

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

a n y  o t h e r  p r o v i s i o n  h e r e o f .

9 .

T h a t  t h i s  a g r e e m e n t  s u p e r s e d e s  a l l o t h e r  c o n t r a c t s ,v e r b a l  o r  w r i t t e n ,

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 W RI TING,DULY SIGNED BY THE PARTIES HERETO.



IN WITNESS WHEREOF, the parties have hereunto executed this

AGREEMENT THE DAY AND YEAR FIRST ABOVE WRITTEN.

THE TEXAS TRIANGLE, INCORPORATED-------------------- ------------------

Art I st

7 ^ 7 .  ’z r h 's u f ì —
VWl TNESS

X W I TNESS

¿
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3V1 E M  O R A N D U M

October 11th, 1965

TO; A L L  M  A N A G E R S
cc; All Employees

F R O M ;  Gordon M c L e n d o n  S U B J E C T ;  The Office Manager

Already, three of the radio organizations with which we are concerned-- 
K A B L  in Oakland and K A B L - F M ,  San Francisco^ as well as the sales offices of 
X - T R A  N E W S  over Los Angeles, have new executives bearing the title Office 
M a nager.

Since all of the stations with which we are connected will ultimately have 
Office Managers, it is important that we define as precisely as possible, the 
duties, responsibilities and authority of the Office Manager,

The Office Manager's purpose is to relieve the General Manager--who is 
and should be heavily sales-oriented--of all possible detail and/or paper-work 
duties and to free him for outside sales work. In the s a m e  manner, the P r o g r a m  
Director is to free the General M a n a g e r  of detail work in connection with that 
department, the Chief Engineer is to free him of all administrative duties related 
to the Engineering Department, etc.

Henceforth, then;

1» ) The Pr o g r a m  Director will report directly to the Office Manager.

2, ) The Chief Engineer will report directly to the Office Manager.

3„ ) The Traffic, Continuity, Billing, and all other employees of the station 
will report directly to the Office Manager.

4. ) The Office M a n a g e r  will determine those matters which he or she wishes 
to bring to the attention of the General Manager.

5. ) The Office M a n a g e r  (after consultation with the General Manager) will 
have the right, duty and responsibility for hiring and firing all except sales person
nel and the decision of the Office M a n a g e r  shall be unappealable to the General 
Manager,

6. ) The Office M a n a g e r  will m a k e  out all weekly reports heretofore prepared 
by the General M a n a g e r  ( subject to report on and approval by the General Manager),

(cont'd)
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7,. ) The Office M a n a g e r  will serve, as well, as the General Manager's 
Executive Secretary,. In all cases, the decision of the General Manager is final 
and prevails over that of the Office Mana g e r  or any other employee.

80 ) The Office Manager, except for emergencies, will report to the General 
M a n a g e r  only once each day--in the late afternoon.. The report shall then consist of 
a brief, verbal report on actions taken, recommendations for action, an occasional 
piece of correspondence from a listener to be particularly noted, F G C  matters and 
whatever else the Office M a n a g e r  chooses to bring to the General Manager's attention,

9. ) O n  bookkeeping, billing, payroll, traffic and statistical matters, H o m e  
Office personnel will contact the Office Manager» Do n  Keyes will work through the 
Office Manager, as will Art Holt, on all matters save those having directly to do with 
sales. B. R. M c L e n d o n  and Gordon M c L e n d o n  will work through the Office Managers 
on all queries not absolutely and directly related to sales. W h e n  one manager wishes 
to call another station, he will call the Office Mana g e r  unless that call is directly 
pertinent to a sales problem.

10. ) Personnel are not to contact the General M a n a g e r  directly on any matter 
not connected directly with sales. The Office Mana g e r  will bring anything to his 
attention he or she believes important enough to require same.

For e x a m ples

Q, ; I'm in billing. I've got a question about a spot that ran last month.
A.: G o  to the Office Manager.

O. : I'm a salesman. I just ran across a chance to effect a reciprocal space- 
time exchange with a good suburban newspaper.

A. ; G o  directly to the Sales Manager, if you have one, if not,to the General 
Manager.

Q. : I'm a secretary, and I need to change m y  working hours.
A. : G o  to the Office Manager.

Q. : I'm the Chief Engineer. M y  D A  is out of adjustment, and I need s ome 
outside assistance to get it back in line.

A. ; G o  to the Office Manager.

Q. : I'm the Sales Manager. Account Executive "B" says his client is upset 
because of our recent rate increase.

A. ; G o  to the General Manager.

I'm Traffic. W e ’re overloaded Friday between 6 and 9 a.m.
G o  to the Office M a n a g e r  (she'll bring it to the« Sales Manager's and/or 
General Manager's attention if the two of you can't work it out).

(cont’d)
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Q. : I want to buy a n e w  Dokorder.
A. % G o  to the Office M  anager.

Q. % I'm H o m e  Office bookkeeping* We're getting ready to issue checks 
and haven't received your payroll.

A. : G o  to the Office Manager.

Q. : I'm H o m e  Office, and we're making out billing. Your logs don't jibe 
with the time orders and w e  can't issue affidavits on this account.

A. j G o  to the Office Manager.

Q. : I'm Head of Public Relations and Publicity. You wanted a proof of the 
new rate card by Thursday. It won't be ready until M o n d a y  and, besides 
that, the rate increases you wanted in S R D S  can't get in this month's issue..

A. : G o  to Office M a n a g e r  on both matters.

Q. : I hear one of the competitive stations is about to protest to the F C C  that
w e  are n o w  operating on 300, 000 watts.

A. : G o  to the Office Manager.

Q„ : I'm the N e w s  Director. I'd like to spend s o m e  m o n e y  to cover that big 
forthcoming space shot from Canaveral.

A. : G o  to the Office Manager.

Q. : I'm Gordon M  cLendon. I don't like what I heard last night between 9 and 
9:15.

A. ; G o  to the Office Manager.

Q. : I'm Bill Weaver. You are about to lose a major national account unless 
you take remedial action.

A. s G o  to the General Manager.

O. : To w h o m  do I go with a good sales idea for either a local or a national 
account?

A. : To the Sales Manager, if you have one; failing that, to the General Manager.

Q. ; I'm your N e w  York (or Atlanta, etc.) National Representative. Schick has 
raised the following billing question with us and also, w e  have a chance to 
get Preparation M , if we'll do the following merchandising.

A. ; First issue to Office Mana g e r  and second to General Manager.

Q. : I’m  your attorney. I want to call to your attention a recent Commission 
letter to you which requires you to do certain things,

A. ; This should be directed to the Office Manager.

(cont'd)
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The Office M a n a g e r  in m a n y  ways performs the functions of an Assistant 
General Manager

The Office M a n a g e r  arbitrarily answers all listener thank-yous and c o m 
plaints (except those related to sales) without any consultation with the General 
Manager, and merely informs him afterward of her answers on the most important 
letters. H e  will be shown those letters which, in the Office lvi anager's discretion, 
it will be useful for him to see,

The Office Manager checks out and okays routine bills, calling to the General 
M a n a g e r ’s attention only those where there is a question in the Office M a n a g e r ’s 
mind,, This, of course, includes telephone bills, line bills, utility bills, expense 
accounts (except the General Manager's expense account), etc. The Office Manage, 
m a k e s  out all of the General Manager's report forms to the H o m e  Office, referring 
to him for approval only those forms where the answer must be of a general rather 
than specific nature« The Office M a n a g e r  (in concert with station's attorney) carries 
on Union negotiations The Office Mana g e r  corresponds with Ralph Dippell and 
M a r c u s  Cohn after whatever consultation the Office Manager m a y  care to have with 
the General Manager, The Office M a n a g e r  has no secretary; she ia her own secretary 
and also the Executive Secretary to the General Manager,

The Office M a n a g e r  reports to and is under the direction of the General Manager,, 

I trust that you will extend to m e  any questions or suggestions.

Gordon M c L e n d o n

G  B M  ; us
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A management report from
N a t i o n ’s  B u s i n e s s

When to use the needle
Constructive criticism builds better morale

Y o u r  p e o p l e  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

in a constant state of jitters, nor does it have to 
involve needless nit-picking, bluffing, or threat.

T o 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
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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.

A c t w ithout 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-
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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 p it fa lls

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.

D on ’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.

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

D on ’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.

D on ’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

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

Cap ita lize  on resu lts

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.—N a t h a n i e l  S t e w a r t

REPRINTS of “ W hen  to U se the N eed le”  may be ob
tained for 10 cents a copy  or $7.00 per 100 postpaid  
from  N ation ’s Business, 1615 H  St. N . W ., W ashing
ton 6, D . C. P lease enclose rem ittance with order.
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M È M O R A N D U M

F R O M : Gordon M c L e n d o n M a r c h  16, 1961

T  O  : All Station Managers 
Art M c C o y  

■ Daren M c G a v r e n  
3 ill M o r g a n  
D o n  Keyes 
B» R. M c L e n d o n  
Dorothy Manning

Bill M o r g a n  will resume his post as Vice-President in charge of National Sales for 
all M c L e n d o n  Stations effective immediately»

A s  you know, ordinarily I consult all managers on policy decisions of a major nature,

in this case, however, I feel that no such consultation is nece ssary because w e  have 
thoroughly aired the pros and cons of this whole subject on several occasions, both 
individually and collectively. Therefore, the orders set fo r th here are not subject 
to discussion. In short, I just don't want any arguments from anyone. Just cocnsrate 
with Bill.

Bill's authority in the National Sales field will be extended considerably further than 
before. H e  will be able to m a k e  contracts for all of our stations without consulting 
any manager. W h e n  w e  are dealing for an account spending $. 50, 000» 00 a year, w e  
don't have time for arguments with individual stations. If we choose to give a 
frequency discount which seems appropriate for very large budgets, Bill will be 
able to do so and on the spot close a sale. You can't check seven stations and be 
delayed because one manager thinks he m a y  have a bowling program lined u; in 
that slot six weeks later. W e  have lost s o m e  impressive schedules in the last sever
al months through lack of this flexibility. Not too m a n y  weeks ago, we lost $120, 000., 00 
in national business which w e  could have sold on a group basi 3 if we had been able to 
answer for all our stations at a given moment» Thus, whatever contract Bill M organ 
makes, you will accept. Obviously, he is acting in the best interest of the corporatio: 
as a whole -- and thus your own -- when he m a k e s  each sale. T o  m a k e  it absolutely 
clear again, Bill M o r g a n  will have complete and fined authority in the field of 
national sales.

You can and should argue with hi m  whenever you wash but his decision wall be bind
ing. I ask all of you to help h i m  do his job (which he undertakes again at m y  re
quest) without vexatious personal differences. But do argue, if you wish, and inform 
M m  of facts which be m a y  not know.

This in no wa y  precludes you from taking your own selling trips when you feel 
necessary. I shall only ask that you consult m e  for an okay before making any 
major selling trips.

Your complete cooperation with this order is expected.

k



SPECIAL NOTICE

Re; Death of Employees

1 . I t  has been brought to our attention that many 
KLIF Employees are dying and refusing to f a l l  
over after they are dead. This practise must stop.

2» On and after October 30, 1954 any employee found s i t t 
ing up after he has died w ill be dropped from the pay
r o ll  at once; that is  within fifte en  days. When i t  is  
proven that the employee is  being supported by a desk 
or other KLIF property an extention of time w ill be 
granted. The following procedure w ill be strickly  
followed.

3» I f  after several days, i t  i s  noted that an employee has 
not moved or changed position , the supervisor w ill in

vestigate, that i s ? i f  the supervisor is  not in the 
same condition, or is  not out for coffee . Because of 
the highly sensitive nature of our employees and the 
close resemblance between death and their natural work
ing attitude, the investigation w ill be made quietly so 
as not to disturb the employee i f  he is  merely sleeping.
I f  some doubt exists as to the true condition of the 
employee, extending a check is  a good t e s t . I f  the employ
ee does not reach for i t ,  i t  may be reasonably assumed 
that he is  dead. In some cases, the instinct is  so strong
ly  developed, however, that a spasmodic clutch or reflex  
action may be encountered. Don»t le t  th is foo l you!

4 . In a l l  cases a sworn statement by the dead person must be 
f i l le d  out on a special form SNAA66-497334-, giving 
special attention to the tenth page. Fifteen copies w ill  
be made; 3 are sent to Burbank; 3 w ill go the iden tification  
of the corpse and eliminate further investigation before 
burial^ The remaining copies are f ile d  alphabetically, 
numerically, chronologically, right side ufi, with 2 
copies le f t  for m isfilin g .

«THE WHEELS«



M E M O R A N D U M

T O: a l l  M c L e n d o n  s t a t i o n  m a n a g e r s

F R O M : g o r d o n  M c L e n d o n

Recently we have had a rash of transfer requests from various 
employees wanting to change stations, jobs, schedules, etc.

straight to Don Keyes, Joe Long or myself. Obviously, we 
cannot run a large corporation in such a manner.

I want to make it a matter of policy then that employees 
desiring transfer or change MUST CHAN N EL ALL SUCH 
REQUESTS THROUGH THEIR DEPARTMENT HEADS AND 
GENERAL M ANAGERS. After you have approved such 
requests we will then give it our attention here in Dallas.

In many cases, these requests have come from the individual

Gordon McLendon

cc: B. R. McLendon
Glenn Callison 
Jim Foster 
Joe Long

2/25/60
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a l l  M c L e n d o n  s t a t i o n  m a n a g e r s  

G o r d o n  M c L e n d o n

Recently we have had a rash of transfer requests from various 
employees wanting to change stations, jobs, schedules, etc. 
In many cases, these requests have come from the individual 
straight to Don Keyes, Joe Long or myself. Obviously, we 
cannot run a large corporation in such a manner.

I want to make it a matter of policy then that employees 
desiring transfer or change MUST CH AN N EL ALL SUCH 
REQUESTS THROUGH THEIR DEPARTMENT HEADS AND 
GENERAL M ANAGERS. After you have approved such 
requests we will then give it our attention here in Dallas.

Gordon McLendon
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Glenn Callison 
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GENERAL ADMINISTRATIVE POLICY

TERMINATION P A Y --o n  tria l fo r  ninety d a y s --n o  n otice ; 90 days 
to one y e a r --o n e  w eek n otice . One year o r  m ore , two w eeks. D is 
charge fo r  c a u s e --n o  notice .

SICK L E A V E --e a ch  case  on its  m erits ; see manager^

P A Y M E N T --fifteen th  and f ir s t .

V ISITO R S--only during w orking hours.

E CO N O M Y --m ake every  e ffo rt  to con serv e  e le c tr ic ity , stationery, 
envelopes, ditto paper, m im eo paper, e tc .

CORPORATION L O A N S--w e cannot loan m oney to em ployees,

CLEAN LIN ESS--keep desks clean; put out your c igarettes  in an ash 
tray, not on f lo o r ; leave typew riters , adding m achines cov ered  at 
night.

R EC O R D IN G --no private record in g  w ill be tolerated  in record in g  
studio.

T E L E P H O N E --be cou rteou s; no lon g-d istan ce  ca lls  for personal 
p urposes under penalty o f im m ediate d ism issa l; no personal incom ing 
ca lls  while you are  on duty v -if n ecessa ry , have recep tion ist bring a 
note to you; fo r  author iz e c f i .  d. ca lls , secu re  LD ca ll slip  from  
General M anager.

R E P O R T IN G --if working o ff p re m ise s , rep ort to station by phone 
once an hour to app rise  o f your w hereabouts.

CHARGE A C C O U N T S--w ritten  p erm iss ion  m ust be secu red  from  your 
departm ent head to charge anything to station.

RECORD L IB R A R Y --a b so lu te ly  no v is ito rs  in re co r d  lib ra ry  or 
con tro l room  fo r  any purpose except authorized interview s; do not 
secu re  re co r d s  fro m  d istribu tors and take them hom e for  personal 
u se ; do not take re co rd s  outside the station fo r  any purpose w hatso
ever; keep door o f  station lock ed  after 6 PM ; re file  re co rd s  carefu lly  
a fter your p rogram  is  o v e r .

ID E A S--m anagem ent wants your c r it ic is m  and ideas at a ll tim es,

REQ U ESTS--no requests excep t by m ail unless authorized by 
P rog ra m  D ire cto r .

P R IV A C Y --k eep  out o f  other p e o p le 's  m ail and away from  their desks.
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General Administrative Policy (continued)

DEDICATIONS--don't unless P r o g r a m  Director gives permission.

C E L E B R I T Y  I N T E R V I E W S  B Y  D E E  JAYS--only with permission of 
General Manager and unless he gives permission otherwise keep the 
interviews to a m a x i m u m  of 60 seconds.

F A V O R I T I S M  T O W A R D  R E C O R D  COMPANIES--don't.

L E A V I N G  C O N T R O L  R O O M - - a n n o u n c e r s  on duty won't do it unless 
to go to a nearby news machine.

BElfoG O N  T I M E--be on time for work.

L O G G I N G  R E M O T E  B R O A D C A S T S - - l o g  every remote broadcast with 
time, location and nature of broadcast or interview.

H O U S E  JOKES--if you've got something funny or interesting to say 
about another announcer or employee, by all m eans do it--but, 
please, no house jokes.

P R O M O T I O N A L  S P O T S  B Y  R E C O R D I N G  STARS--whenever a cele
brity comes to the radio station, get h i m  to cut or sing personalized 
voice tracks for all our stations.

P E R S O N A L  A P P E A R A N C E - - y o u r  appearance at work should be neat 
and clean.

N E W S C A S T  S T A T I O N  P R O M O T I O N S - - u $ e  newscasts for any real news 
pertaining to station or its personalities-yincrease of power, illness 
of a personality, awards, etc. Comp. Plans



TO: ALI, KL.ÏF E M P L O Y E E S

F R O M :  Cecil Hobbs

D A T E  D e c e m b e r  7. 1955

This has been a "reminder" for so long n o w  that it is n o w  an
order,,

W e  do not object to a certain amount of personal calls being m a d e  
but the practice is so constant that it is interfering with business 
ca3Is0 both coming in and going out,. W e  are going to have to try 
to keep a line open whenever possible., so w h e n  you have a personal 
call to make, do not m a k e  it whe n  tw© of the lines are already 
being used- The best time to m a k e  a call is when all the lines are 
clear and then if the lines get tied up while you are talking on your 
personal call, cut it shcrert and open the line. Several times in the 
past week, s o m e  of us needing to m a k e  business calls have had to 
resort to the use of the n e w s line, Line 4, and this should never be 
used for anything but new s  calls.

Your cooperation will be appreciated and. your flagrant use of the 
telephone for personal calls will be duly noted.

if this isn't clear enough, w e  can m a k e  it even clearer. If your 
personal business is m o r e  important (between 9 to 5), then w e  can 
talk that over too.

Thank you.



The managemeat o f this station has never had any secrets 
from  the staff. We have always had a wonderful relation
ship in that resp ect around KLIF, The reason we have had 
such a fine interchange is  that we have always felt that you 
ware able to keep confidences--and  w e've tried to keep yours 
too.

Many o f the things that we discuss with you --program  and 
promotion plans* m usic formats* demands for h u m or--are  
things that are obviously part and parcel o f the station's success 
We are not anxious to tell anybody about them or  give away any 
so -ca lled  "se cre ts . "  This should occu r to you instinctively.

A rtic les  w e 're  reading* m ail w e 're  getting and comments from  
cutsiders all indicate that somebody has been doing a lot o f 
talking out o f school and we ask that it stop. Don't discuss 
the station's plans with other people, p lease. It can have an 
adverse a ffect on your pay check.

GBM:bp

Comp. Plans
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TO:

F R O M :

D A T E :

S U B J E C T :

A L L  S T A T I O N  M A N A G E R S  

Gordon M c L e n d o n  

September 8, 1958 

E X P E N S E S

'\
^ S .

The writer is quite upset by what he regards as an abuse of expense 
accounts. This is true from Managers down throuth the staff.

Managers do not take sales managers to lunch and charge it to the 
Corporation. Sales Managers do not take salesmen to lunch and 
charge it to the Corporation. The Corporation does not pay for 
entertaining itself.

In days past, we had an ironclad rule regarding expense accounts for 
entertaining clients. W e  just didn't have them. Salesmen and executives, 
making far less m o n e y  than they are n o w  making, had to do this on their 
ow n  if it were done at all. Now, a great number of people see m  to think 
that every time they buy a package of Turns it should be put on an expense 
account for the Corporation.

F r o m  n o w  on, if you turn in an expense account in your city, for lunch 
or for dinner, for instance, the only expense we will pay is that of the 
person entertained. If Sales Manager John Jones takes client Jim Peck 
to lunch, we have to assume that if the event had not occurred, John Jones 
would still have eaten. Obviously, your expenses away from h o m e  are a 
different matter.

Club bills, whiskey bills, lunch and dinner bills, entertainment expenses 
will henceforth be given the closest scrutiny. This m e m o  is directed to 
all stations. Cut out charging things to the Corporation, such as your 
o w n  meals, which your conscience should dictate belong to your own 
personal expense.

G B M : b p



a l l  m c l e n d o n  p e r s o n n e l

F R O M Gordon M c L e n d o n

W e  have all of us been rather lax in expenses during the last couple of 
months while the pressures of getting K I L T  started were unusually heavy, 
At this point,, S think it important that w e  tighten our belts.

First,, as a matter of policy,, from n o w  on, there will be no draw of m o n e y  
before making any trips. There are various reasons for this. Anyone 
traveling should have enough in his personal bank account to handle this 
and w e  will of course reimburse him for all expenses. If,, for any reason, 
your finances do not permit your financing your trip and awaiting reimburse 
ments advise and w e  will m a k e  special arrangements.

Second, henceforth there will be no further trade-outs except those related 
to hotels and airlines, without the permission of the writer. W e  are getting 
nothing but trouble with trade-outs and while there are exceptions to every 
rule, I want all exceptions cleared with me--that is, everything but hotel 
or airlines.

Third, I a m  aware that there have been abuses of our Trans-Texas trade-out 
for persona,! travel. Please cease and desist.

Four, our telephone bill is monumental. Please do not call when you can 
write.

Fifth, I will ask you tliat wherever possible you check advertising and sales 
promotion expenses with me. This is m y  pa -ticular field and I will occasionally 
have s o m e  advice to give you about the advis bility of certain promotional 
items, sales promotio; al printings, or other matters in this field.

I will ask that there be 
for your cooperation.

all of these items

G B M : b p

Comp. Plans



Comp. Plans



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

This is a plan o£ compensation for disc jockeys, based on Hooper
The left hand column indicates Hooper pointsof audience points 

the right hand column the corresponding s u m  of m o n e y  which will b£ 
for these points. Payment will be based on quarterly hour averages

Thus, any disc jockey with an hourly quarterly Hooper average equal to 50 
would receive a $210, 00 bonu3. Similarly, any disc jockey with 3 quarterly 
hours of 50 would receive $630, 00 bonus for the quarter.

For points over 50, payments remain at twenty dollars per point. Thu a/ 
a disc jockey with a 60» 0 share of audience would receive $420. 00 per ]AOur per 
quarter or $1260. 00 for three quarterly horn's at 60» 0. A t  65. 0, the payment 
would be $525. 00 per hour or $1575. 00 for 3 quarterly hours at 65. 0. S o m e  
disc jockeys have rated at 80. 0 and even better in competitive markets.

At the end of each quarter, a s u m  equal to one and one-half times the total 
amount paid all disc jockeys within the Hooper period will be split equally 
between m e m b e r s  of the news department (plus Les Vaughan), disc jockeys 
outside the Hooper period and m e m b e r s  of the continuity department.
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The above com pensation system  wiH be in lieu o f Christm as bonuses in 
succeeding years for  above mentioned personnel andalso in lieu o f 
ra ises  only fo r  announcers within the Hooper period . F or all others not 
mentioned in this memorandum* a Christm as bonus system  will prevail.

A s  in a ll such experim ental methods o f  compensation, management reserves 
the right to terminate said arrangement at the end o f any quarterly Hooper 
period.

Ihis plan w ill be effective with the firs t  quarterly report in 1956. This will 
em brace the months o f  January, February and M arch. The report should 
be received , and checks prom ptly written, in m id-A pril.

Although the Hooper measurements are generally made during the first- 
seven days o f the month (in January it is  January 3 through 10), we have 
d iscovered  that it does little good to laze along for  three months and then 
try to hypo a show during the week o f interviewing. The hypo must com e 
not only during the week but previous to the show. You can 't begin on 
January 3rd, say, and hope suddenly with a burst o f  wit to recapture the l i s 
teners you 've lo st  in the past three weeks. Your perform ance must be 
coatinuingly good to a ffect your Hooper.

We must a lso point out that however good an announcer’ s perform ance, he 
is  quite d irectly  affected by adjacent announcers. Thus, the 3 -6  p. m. 
deejay w ill gain if  the 6-9 p. m . man gets heavy response. Obviously, the 
6-9 morning m an's share o f audience is  influenced by the all-night man who 
may be on as late as 6:30 a . m . This might be the time to point out to a ll-  
night men that your perform ance between the hours o f 5:30 and 6:30 a. m . 
is  o f paramount importance due to heavy to -to -w ork  traffic in those areas.

A ll hours w ill be adversely  affected by any dereliction  in the news depart
ment o r  lack  o f  ingenuity in the copy section.

No cred it w ill be given fo r  fractional points.



K T S A  H O O P E R  C O M P E N S A T I O N  P L A N

This is a plan of compensation for disc jockeys, based on Hooper share of 
audience points. The left column indicates Hooper points, the middle column the 
corresponding s u m  of m o n e y  to be paid for each individual point, and the right 
column the total amount of m o n e y  to be paid for that share of audience.

31 $1. 00 $1.00
32 2.00 3.00
33 3.00 6.00
34 4. 00 10.00
35 5. 00 15.00
36 6. 00 21.00
37 7.00 28.00
38 8.00 36.00
39 9.00 45.00
40 10. 00 55.00
41 10.00 65. 00
42 11.00 76.00
43 11.00 87.00
44 12. 00 99.00
45 12. 00 111,00
46 13. 00 124. 00
47 13.00 137.00
48 14. 00 151.00
49 14. 00 165.00
50 15.00 180.00

Thus, for ©sample, s. share of audience of 45 would bring a bonus
of $111.00.

The payment for points over 50 remains at fifteen dollars per point.
N o  credit is given for fractional points. The total of all hourly payments from 7 A M  
to 6 P M  only will be split equally a m o n g  all fulltime disc jockeys. Parttime disc 
jockeys will not share in the compensation plan.

A s  in ail such experimental methods of compensation,, m a n a g e m e n t  
reserves the right to terminate said arrangement at the end of any quarterly 
Hooper period.

10/4/56
bp



TO: All Dee jays
All n e w s m e n  
JLucile Cooke 
Bruce Hayes 
L e s  Vaughan

F R O M :  Gordon M c L e n d o n

D A T E :  D e c e m b e r  14, 1955

Attached is a proposed compensation plan. Please read it carefully 
and let m e  have your comments.

Thanks



K T S A  H O O P E R  C O M P E N S A T I O N  P L A N

This is a plan of compensation for disc jockeys, based on Hooper share of 
audience points. The left column indicates Hooper points, the middle column the 
corresponding s u m  of m o n e y  to he paid for each individual point, and the right 
column the total amount of m o n e y  to be paid for that share of audience.

31 1. 00 1. 00
32 2. 00 3. 00
33 3. 00 6. 00
34 4. 00 10. 00
35 5. 00 15. 00
36 6. 00 21. 00
37 7. 00 28. 00
38 8. 00 36. 00
39 9. 00 45. 00
40 10. 00 55. 00
41 10. 00 65. 00
42 11. 00 76. 00
43 11. 00 87. 00
44 12. 00 99. 00
45 12. 00 1 1 1 .00
46 13. 00 124.00
47 13. 00 137.00
48 14. 00 151. 00
49 14. 00 165.00
50 15. 00 180.00

Thus, for example, a share of audience of 45 would bring a bonus of
$ 1 1 1 . 0 0 .

The payment for points over 50 remains at fifteen dollars per point. No 
credit is given for fractional points. The total of all hourly payments from 
7 A M  to 6 P M  only will be split equally a m o n g  all fulltime disc jockeys. Part- 
time disc jockeys will not share in the compensation plan.

As in all such experimental methods of compensation, management reserves 
the right to terminate said arrangement at the end of any quarterly Hooper 
period.

10/4/56 bp 
copied 10/18/60 ys



PROPOSED COMPENSATION PLAN

This is a plan of compensation for disc jockeys, based on Hooper share of 
audience points. The left hand column indicates Hooper points and the right 
hand column the corresponding sum of money which will be paid for these 
points. Payment will be based on quarterly hour averages.

31 $ 1. 00
32 2. 00
33 3. 00
34 4. 00
35 5. 00
36 6. 00
37 7. 00
38 8. 00
39 9. 00
40 10. 00
41 11. 00
42 12. 00
43 13. 00
44 14. 00
45 15. 00
46 16. 00
47 17. 00
48 18. 00
49 19. 00
50. 20. 00

$ 210 . 00

Thus, any disc jockey with an hourly quarterly Hooper average equal to 50 
would receive a $210. 00 bonus. Similarly, any disc jockey with 3 quarterly 
hours of 50 would receive $630. 00 bonus for the quarter.

For points over 50, payments remain at twenty dollars per point. Thus, a 
disc jockey with a 60. 0 share of audience would receive $420. 00 per hour 
per quarter or $1260. 00 for three quarterly hours at 60. 0 . At 65. 0, the 
payment would be $525. 00 per hour or $1575. 00 for 3 quarterly hours at 65. 0. 
Some disc jockeys have rated at 80. 0 and even better in competitive markets.

At the end of each quarter, a sum equal to one and one-half times the total 
amount paid all disc jockeys within the Hooper period will be split equally 
between members of the news department ( plus Les Vaughn ), disc jockeys 
outside the Hooper period and members of the continuity department.
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The above compensation system  will be in lieu of Christmas bonuses in 
succeeding years for above mentioned personnel and also in lieu of raises 
only for announcers within Hooper period. For all others not mentioned 
in this memorandum, a Christmas bonus system  will prevail.

As in all such experimental methods of compensation, management reserves 
the right to terminate said arrangement at the end of any quarterly Hooper 
period.

This plan will be effective with the first quarterly report in 1956. This will 
embrace the months of January, February and March. The report should be 
received, and checks promptly written, in m id-A pril.

Although the Hooper measurements are generally made during the first seven 
days of the month ( in January it is January 3 through 10 ), we have discovered  
that it does little good to laze along for three months and then try to hypo a show 
during the week of interviewing. The hypo must come not only duri ng the 
week but previous to the show. You can't begin on January 3rd, say, and hope 
suddenly with a burst of wit to recapture the listeners you've lost in the past 
three weeks. Your performan ce must be continuingly good to affect your 
Hooper.

£

We must also point out that however good an announcer's performance, he is 
quite directly affected by adjacent announcers. Thus, the 3 -6  p. m. dee jay will 
gain if the 6 -9  p. m. man gets heavy response. Obviously, the 6 -9  morning 
man'sshare of audience is influenced by the all-night man who may be on as 
late as 6:30 a. m. This might be the time to point out to all-night men that 
your performance between the hours of 5:30 and 6:30 a. m. is of paramount 
importance due to heavy to-t0-w ork  traffic in those areas.

A ll hours will be adversely affected by ary dereliction in the news depart
ment or lack of ingenuity in the copy section.

No credit will be given for fractional points.
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MEMORANDUM

TO: B i l l  Morgan 
CC: Don Keyes

E X E C U TIV E  O FFIC E S

the m clendon  st a t io n s  - d allas

TO: Gordon McLendon DATE: November 29, I960

FROM: Don Keyes SUBJECT:

On the subject of the Gates Sta-Level device, „ . . ,

It is my opinion that the music used as background for the KLIF deejays* ad 
libs, etc, does not fluctuate as does that on KBOX because the threshold of 
our Sta-Level is only 10 decibels. In other words, if our music ever falls 
below 10 decibels the Sta-Level brings it up. Apparently KBOX's threshold is 
20 or 30 decibels. Their music will never be completely in the background 
when no one is talking on the microphone because the level to activate the 
device is set much higher than is ours, Howie explained this to me some months 
ago and as I recall, it is an extrem ely touchy situation involving the recording 
level, equalized lines, etc. But in essence, I believe that is the reason that our 
Sta-Level does not perform  as does that at KBOX.

Don

ys



t i r *  P R O G R A M

MEMORANDUM

% ?

TO: B i l l  Morgan 
CC: Don Keyes

'  , r  DATE: Nov. 16 , I960

/ x /
^  s u b je c t : S ta -L e v e lFROM: Jack Sharp

In reg a rd s  to  you in q u ir y  o f  Tuesday, here i s  what i ’ ve fou n d . The 
KLIF master c o n t r o l  board was equipped w ith  a GATES Master S t a - l e v e l  
in  the middle o f  1957.

I t ’ s fu n c t i o n ,  s im ply , i s  to  b r in g  up the  volume t o  10 d e c ib e l s  in  
the event o f  low  volum e, and to  supress  sound th a t  are  t o o  h o t ,  s t i l l  
at a 10 db. l i m i t .  Milan a ssu res  me th at the S t a - l e v e l  i s  in  good 
working o r d e r ,  and r e a c t s  to  e i t h e r  extreme o f  volume w ith in  a f r a c t i o n  
o f  a secon d .

I f  i t  g e t s  any more in v o lv e d  than t h a t ,  y ou ’ l l  have t o  go s t r a ig h t  
to  M ilan .



C M D l  SAN FRANCISCO
TO: Don Keyes DATE: October 14,1960

CC HbmerOdom,Glenn Callleon 
FROM: H o w ie  Irnmekue subject:

Don, the gadget you re fe r  to,being used at KBOX Is the GATES STA-LEVEL 
am plifier. This am plifier is  prim arily a compressor. I t  w ill  IXgMKX 
take a signal that varies in le v e l approximately 30 to 35db and 001&-
oress i t  u n til the variation  i s  only When th is unit i s  inserted

E X E C U TIV E  O FFIC ES

the m clendon  st a t io n s  - d allas

TO: B ill Morgan
KLIF

DATE: November 12, I960

FROM: Gordon McLendon SUBJECT:

Bill, I thought you might like to see this. Pleae return when 
you have read it. Is there any reason that you think we might 
want to install similar material ?

G BM /us
en d .



M l M i l  SAN FRANCISCO
TO: Don Keyes

CC :HomerOdom,Glenn Calllson  
Howle ImmekueFROM:

DATE: O ctober 1 ^ ,1 9 6 0

SUBJECT:

Don, the gadget you re fe r  to,being used at KBOX Is the GATES STA-LEVEL 
am plifier. This am plifier is  prim arily a compressor. I t  w ill  MIgKJtl 
take a signal that varies in le v e l approximately 30 to 35db and oom- 
press i t  u n til the variation  i s  only 8db. When th is unit is  inserted 
ahead o f  the VU meter in  the audio console and adjusted properly i t  
w ill cause the music to fade to the background when the Jockey starts 
talking. This can be adjusted to give about a 20db fade i f  necessary. 
Meanwhile the VU meter on the console w ill  indicate the le v e l going 
out on the lin e . One point to be very cautious about is  that the 
sta -lev e l am plifier i s  in proper operating condition or the d istortion  
Introduced w ill  be unsatisfactory. Another important feature is  that 
the lev e l o f  the mike is  X raised  u n til the normal speaking leve l 
causes the meter on the s ta -lev e l to indicate approx. 30db compression. 
I f  you desire about 20db fade on music adjust the le v i o f  the music 
to read lOdb compression on the s ta -lev e l meter fo r  normal output.
When Homer saw your memo he rea lized  what equipment you were refering 
to and suggested we o f fe r  you a spare STA-LEVEL am plifier that we 
have here. I t  is  a very good idea in as much as they cost about 
$250.00 each. I f  we can be o f  anymore help please le t  us hear 
from you.

Best Regards 
Howie

C v - A o  w *

i l , i
b i b  ¿bOVVtL Ĉ T . A/ öU_J ^



THE "STA -LEV EL" A U TO M A TIC  PROGRAM  
LEVEL AM PLIFIER

SPECIFICATIONS

POWER SUPPLY: Regulated type, self-contained.

POWER INPUT: 105/115 volts, 50/60 cycles at 50 watts.

RECOVERY: Switch selects average or dual recovery 
time to accommodate operational mode best 
suited to engineering preference.
Chart provided as guide.

COMPRESSION: Special regulator circuit holds thres
hold of compression constant. Rated 
0-30 db but excellent performance to 
40 db.

DISTORTION: 1%  or less 50-15,000 cycles 0-30 db of 
compression when using +20 dbm out
put threshold level.

RESPONSE: ± 1  db 30-15,000 cycles, 0-30 db compres
sion.

NOISE: 65 db below output 0-30 db compression at +20 
dbm threshold level.

G A IN : 62 db ± 2  db.
IMPEDANCES: 600 ohms input and output.

SIZE AND CONSTRUCTION: 19" x 5% "  panel. 7"
deep. Front panel drops 
down to service all in
ternal parts.

TUBES: Two 6V6, one each 6386, 12AT7, 6AL5, OB2, 
5Y3GT.

FINISH: Medium gloss gray with lettering in white.

OUTPUT
LEVEL
DBM + 20

+  15

+  10

+ 5

0
-10 +10 +15 + 2 0  +25 +30

RELATIVE INPUT LEVEL
+35 + 4 0  DB

THRESHOLD
0E

COMPRESSION

ORDERING INFORMATION
“Sta-Level” complete with tubes and ready to operate M-5167
Spare 100% tube kit for above .......................................................  TK-243

Front panel drops down for complete inner 
servicing. Big advantage of this type of 
construction is ability to keep important in
ner workings clean by means of bellows or 
small suction type cleaner.

Leader in Creative Engineering
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THE “STA-LEVEL” AUTOMATIC PROGRAM 
LEVEL AMPLIFIER

Perhaps no single equipment in all o f  broadcasting has done so much fo r  so little cost as the Gates "Sta-Level.”  The 
basic function is to provide constant level output. ''Sta-Level" brings up the low  passages as well as holding down ex
cessive output level. The result is always higher level o f  transmission, the equivalent o f  greater signal output.

"Sta-Level" automatically adjusts for different input levels, 
or it differs from a peak limiting amplifier by raising 
level, if it is too low, and reducing level if too high. Prac
tical and very realistic results become obvious. A few are:

(1 ) Psychologically, to prevent excess level, the operator 
will very naturally maintain lower levels. This makes the 
softer passages very low indeed. When "Sta-Level" is in 
the circuit, two important things happen: (a ) output 
levels may be higher as they are automatically protected, 
and (b ) the low, soft passages are automatically raised in 
level.

(2 ) The effect of (1 ) above is identical to turning up 
the volume control o f all the receiving sets, or —  raising 
power. If you increase your average program level 3 db, 
you have the same effect as doubling transmitter power. 
The nice part is that "Sta-Level” in many instances has 
gone far beyond the minimum of 3 db increase.

(3 ) "Sta-Level” will automatically adjust for different 
levels. W e all are acquainted with the varied output levels 
o f records and transcriptions. Furthermore, in these busy 
music-news days o f broadcasting, the operator cannot 
keep his eyes glued to the VU meter. "Sta-Level” auto
matically brings up the low turntable and holds down the 
high one without operator attention.

(4 ) Here is a use many are finding for "Sta-Level” : In 
disc jockey shows, by setting the microphone level higher

than music level an automatic fade of music during the 
voice transmission is possible and excellently done. For ex
ample, if the microphone fader on the speech equipment 
is set 15 db above the turntable fader, when using the 
microphone, the music will fade 15 db. Music will return 
to normal level when microphone is no longer used. Re
covery time is smooth, quite like a normal up fade.

GENERAL INFORMATION

RECOVERY SPEED: As supplied, "Sta-Level" recovers
2 /3  level in 7 seconds and 90%  level in about 28 seconds. 
This is considered typical. However, a kit o f small fixed 
resistors is supplied. If the operator feels this is too slow 
or too fast, he may, by changing two resistors, increase 
recovery to as fast as 2I/ j  seconds for 2 /3  level and 10 sec
onds for 90%  level, or as slow as l l ’/ l  second for 2 /3  
level and 45 seconds for 90%  level.

ACCESSORIES: None needed. "Sta-Level" is a complete
one-chassis unit, regulated power supply and all self- 
contained.

G A IN : As "Sta-Level" has up to 62 db gain, if your
present system is short o f gain, "Sta-Level” will pick it 
up. O f course, both input and output level controls are 
on the front panel to adjust for any gain you wish right 
down to unity or up to the full 62 db.

H A R R I S

I N T E R T Y P E

C O R P O R A T IO N

G A T E S  R A D IO  C O M P A N Y
Subsidiary o f Harris-Intertype Corporation

QUINCY, ILLINOIS



Gordon McLendon 
Dale Drake

DATE: October 22, 1957

FROM: Glenn Callison

iof remote controlling eport and order. I 
g in Shreveport. Had 
ve like to have been 
e is an outline of

A MEMO FROM GATES TO THE STATION MANAGER

i excess of 10 KW 
ürements are fui-Mr. Manager:

We know that one of your major concerns is how 
to increase coverage and gain listeners. Here at 
Gates we have a device that will do just this for 
you -  it's called the "STA-LEVEL". It will attract 
nnd hold listeners as it is doing for 1500 stations

consisting of 
as part of the 
must submit the 
eadings, with

the common 
hr each towerSTA-LEVEL" soYou can't afford not to 

ORDER ONE TODAY.
ir each pattern 
t current, bas 
currents,

"! . specified in
t m ^ B B ^ ^ H B ^ M ^ M P P ^ ^ ^ i ^ ^ R ^ ^ ^ ^ ^ ^ ^ ^ ^ D e r i o a ^ R e a d i n g s  once 
each day of antenna base currents, (for each pattern) and readings taken 
at approximately the same time of common point current, phase monitor 
loop sample currents or remote base currents, and phase indications for 
the 30 days preceding the application for remote operation.

A redetermination of the common point impedance of the directional system.

A First Class Operator will still be required to be on duty at the remote 
point of operation during the time the station is on directional operation
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MEMORANDUM

X Ü . ! ? “ -  r j > \  r . r , > \

TO: Gordon McLendon
Dale Drake

DATE: October 22, 1957

FROM: Glenn Callison SUBJECT: REMOTE CONTROL

Dear Gordon:

Dale Drake quizzed me yesterday in regard to the possibility of remote controlling 
our stations during directional operation under the new FCC report and order. I 
understand this subject was discussed in detail at the meeting in Shreveport. Had 
I known that you were planning on discussing this, I would have like to have been 
present to enlighten the group on this subject. However, here is an outline of 
the requirements of the new ruling:

AM and FM stations with directional antenna and with powers in excess of 10 KW 
may now operate by remote control, provided the following requirements are ful
filled:

A reasonable showing of the past operation of the transmitter, ie: an 
analysis of the transmitter operating logs, maintenance logs and records 
for the 12-month period prior to the application.

A proof of performance of the directional antenna system, consisting of 
three to four measurements on each radial, once year year as part of the 
presently required equipment performance measurements and must submit the 
results of these measurements, plus the monitoring point readings, with 
each license renewal application.

Read and log each half-hour, at the remote control point, the common 
point current and the remote indications of base current for each tower 
of the directional system.

Read and log, at the transmitter location, once each day for each pattern 
(within 2 hours of operation with that pattern) common point current, base 
currents, phase monitor loop sample currents or remote base currents, 
and phase indications.

Weekly readings of field intensity at each monitoring point specified in 
the station license, for the preceding one year period. Readings once 
each day of antenna base currents, (for each pattern) and readings taken 
at approximately the same time of common point current, phase monitor 
loop sample currents or remote base currents, and phase indications for 
the 30 days preceding the application for remote operation.

A redetermination of the common point impedance of the directional system.

A First Class Operator will still be required to be on duty at the remote 
point of operation during the time the station is on directional operation.



MEMORANDUM

O: DATE:

SUBJECT:

A station must be equipped to switch over to Conelrad frequency and 
operation from the remote control point before it will be authorized 
to operate under the new remote ruling. (This is almost an impossi
bility at the present time, as the transmitter has to be retuned 
and reloaded and new crystal installed before going over to Conelrad 
frequencies).

In the case of KTSA, this being one of the older directional operations, 
field intensity measurements have not been required at the monitoring 
points on a weekly basis, therefore, no measurements have been made 
except some that I made in January of this year, to make sure the 
array was in adjustment. I would therefore like to recommend that we 
immediately purchase a field intensity measuring set ($800) and start 
measuring the check points weekly so that we will have a year's history 
of measurements for purposes of making the application down there.

As I pointed out to both you and Dale, I seriously question any savings 
at this time, by installing remote control, because we will still have to 
have licensed men on during the operation of same on directional.
Gordon, I am satisfied that by having a man on duty at the transmitter 
when we experienced trouble in our control circuits between towers we 
probably saved ourselves quite an expense, as the defective circuits 
were causing the transmitter to be switched into open circuits and could 
have cost us a couple of final tubes, had the operator not been on duty 
to protect us. What I am trying to say is, that if we have to have 
operators on duty, I would rnucf* prefer to have them at the transmitter 
to protect the equipment in just such an emergency. The most we could 
save at KLIF and KTSA would be one man. Of course at KILT, we could let 
two men go, but two qualified men would be the minimum requirements of 
any of the stations.
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P.O.BOX 4 WILMETTE,

July 18, 1958

Mr» lordbn McLendon, President 
McLendon Stations 
210ij. Jackson Street

. .

Mr. Charles S. Temkin 
Copy Service Bureau 
P. O. Box 4 
Wilmette, Illinois

is causi’"- orach amazing reaction. It’s 'Dear Friend”, and although only 
Dear Mr. Temkin:^ai-onse. I know that an active group of station? r*on as yours will

t to Thank you so much for your letter of July 15 and the sample 
material on "Dear Friend..!,'
'«papers throughout the e-:untry ' way ine "Ann Landers” *.<•.- 
I am afraid we won't be able to make use of the material at 
this time but should the picture change, we will be in contact 
with you.

■ 0 3  vd.t' Tr,V'-:i' . novo Mat, . ■' h « 8  •
- - •: tt<- ,omcerely,

Already, the following prime markets have been reserved by the Barbell 
and Plough groups: San Francisco, San Diego, Phoenix, Milwaukee, Bir
mingham, Atlanta, Boston, Chicago, Men. Gordon McLendon 
happened despite the fact that this feature’s availability was ann .j ¡.:ed 
to a limited portion of the trade less than a week ago,

GBM.bp
ierica who have problems, Lett*; -• r a AK-rwered on trie air. The style is 
bright and humorous, but definitely helpful. Questions not answerable 
on radio are sent a direct reply in the nvm of the station by this of
fice, Wherein a letter requires it, psychologists or members of t.ie 
olergy are consulted. Please take note of the five script example* an 
closed to give you an idea of the style of "Dear Friend",

This human interest service is offered in script form. We recoarasri 
that you use your own le -hX talent to ha-jd'e the copy provided in tn* 
name of "Dear Friend*, "’M s  makes it a far l«we~ c rt feature for p i
end has the ability of keeping it "local" in feeing. Following is the 
lew price structure of "Dear Friend",



{ ¡ opy—S e r v ic e - B ureau P.O. BOX 4 WILMETTE, ILL. ALpine 1-9491

'EN.T

July 15, 1958

Mr, Gordon McLendon, President 
McLendon Stations 
210U Jackson Street 
Dallas, Texas
Dear Mr, McLendon:
Here it isl The fabulous new feature just announced to the trade that 
is causing such amazing reaction. It’s "Dear Friend", and although only 
a limited portion of the trade has been solocited, we are swamped with 
response, I know that an active group of stations such as yours will 
want to know about "Dear Friend" as soon as possible.
This is a new problem - answer feature which is doing such a tremendous 
job in newspapers throughout the country by way of the "Ann Landers" and 
"Dear Abby" columns. Each is carried in over 200 newspapers.
Although originally planned as a five- or fifteen-minute show for radio, 
my conversations with music and news stations have resulted in changing 
"Dear Friend" into 60-second featurettes which can be used throughout the 
day.
Already, the following prime markets have been reserved by the Bartell 
and Plough groups: San Francisco, San Diego, Phoenix, Milwaukee, Bir
mingham, Atlanta, Boston, Chicago, Memphis and Baltimore, This has all 
happened despite the fact that this feature's availability was announced 
to a limited portion of the trade less than a week ago.
Through "Dear Friend", we solicit letters from people in the radio aud
ience who have problems. Letters are answered on the air. The style is 
bright and humorous, but definitely helpful. Questions not answerable 
on radio are sent a direct reply in the name of the station by this of
fice. Wherein a letter requires it, psychologists or members of the 
clergy are consulted. Please take note of the five script examples en
closed to give you an idea of the style of "Dear Friend",

This human interest service is offered in script form. We recommend 
that you use your own local talent to handle the copy provided in the 
name of "Dear Friend", This makes it a far lower cost feature for you 
and has the ability of keeping it "local" in feeling. Following is the 
low price structure of "Dear Friend"0



Jules J. Paglin -2' July IS, 1958

75 Featurettes a week . . .  $20 per week
2k  " " " . . .  $30 " »

Many stations tell us that they are desirous of using one each half-hour 
as a special feature on their stations. Actually, each featurette runs 
i|.0 seconds, allowing 10 seconds open and close for an introduction and 
mail pull pitch, as indicated on the enclosed copy.
Wire or write regarding your station's interest in "Dear Friend".

Sincerely,
COPY SERVICE BUREAU

C L  > ^ L ? L

Charles S. Temkin

CST/pi

Enclosures

Via Air Mail Special Delivery

P. S. Minimum Contract 13 weeks
10$ Discount for Groups of five to seven 
PLUS:
10$ Discount for 26 weeks 
20$ Discount for 52 weeks



RA DÍ O
’S L ent

PROGRAM TITLE «DEAR FRIEND” #220 (60 SECONDS) 

STATION OR NETWORK

TIME DATE DAY

0PENHJ2: Tins for DEAR FRIENDS Do you have a problem »•» simple or serious ••• DEAR FRIEND 

delivers the answers every day on Station .  Send your problem to  DEAR

FRIEND, Station • Right now « ,«  a problem fo r  DEAR FRIEND » , ,

ANNCRt Bewildered w rites to  DEAR FRIEND , , ,  I*m 17 years o ld  and have a boy friend th a t's  

19 who thinks D rive-In theatres are mostly fo r  smooching, Bewildered says she 

lik es her boy frien d  a lo t ,  but she'd lik e  him to understand that she goes to  

Drive-In theatres to  enjoy the movie» What should she do?

Bewildered, h ere 's your answer from DEAR FRIEND ••• you have three choices ••» 

p  one -  stop going to  Drive-In theatres with your boy frien d  two -  drop your

boy frien d  and continue to  go to  Drive-In theatres •••or three -  start going 

to  indoor movie theatres where they have ushers who often  break up smooching partieso 

CLOSE* Have you a problem? Simple or serious ••• get the righ t answer from DEAR. FRIEND» 

Send your problem in  a le tte r  with your fu l l  name and address to  DEAR FRIEND,

Station o Actual names are not used on the a ir . Letters not answered on

the a ir are answered by a le tte r  d irectly  from DEAR FRIEND,

63!«M7 ®  DITTOFORMS®



RA D I O
SIlENT

PROGRAM TITLE ’’DEAR FRIEND” #111 (60 SECONDS)

STATION OR NETWORK

TIME DATE DAY

OPENINGS DEAR FRIEND has tbs answers to your problem« Here's a 60-second DEAR FRIEND

answer« I f  you have a problem ««• any problem ••• write to DEAR FRIEND« Station 

o Now a • e a problem for DEAR FRIEND l

ANNCR: Seegar Sam writes DEAR FRIEND ••« I love hqt wife ••• we've been married nine

years ••• but we battle a ll the time because I enjoy smoking a cigar after dinner« 

She claims the ashes mass up the house and the cigars leave an odor that she 

doesn't l±ke<> What*a the answer« DEAR FRIEND?

DEAR FRIEND answers Seegar Sam ««« your wife should be more considerate about 

^  your cigar smoking« Things could be worse ••• you might drink or chew tobacco«

But here's a solution« Why not go for a walk with your wife or alone after 

dinner* The exercise would be good for your digestion, and you could enjoy 

your cigar as you take a leisurely stroll®

CLOSE* Let DEAR FRIEND help you .«« send your problem ««• simple or serious ••• to

DEAR FRIEND, Station_______ « All letters must have your fu ll name and address«

Actual names are not used on the air« Problems not answered on the air w ill 

receive a latter with a solution directly from DEAR FRIEND« Just send your 

problem to DEAR FRIEND, Station o

63130-57 ® DITTO FORM S®



^ENT

PROGRAM TITLE "DEAR FRIEND» #112 (60 SECONDS)

RA D I O

STATION OR NETWORK

TIME DATE DAY

OPENUS3* DEAR FRIEND tin e« A problem and an answer in  60 seconds* A sp ecia l service o f 

Station o I f  you have a problem, simple or serious, w rite to  DEAR FRIEND,

S ta tion ___  And now ••• a problem and an answer from DEAR FRIEND*

ANNCR* Troubled Teen-ager w rites DEAR FRIEND ••• she says ••• I*m sixteen years o ld  *** 

ny father says that 9*00 P.M. i s  curfew time fa r ms ••• I  think i t  should be 11*30 

P.M* Vty friends and I  are not w ild  .*» we don 't go hot-rodding or on necking parties* 

VJhat do you think is  r ig h t, DEAR FRIEND?

You both lose *•• you 're both wrong* Your dad is  c lo s e r , though, A sixteen-year-old  

^  gal should be allowed a 10:00 P*M* curfew school nights and 11*00 P.M. on Fridays and

Saturdays* Try th is  out on your dad, M ss Troubled Teen-ager «•* and maybe your 

troubles w ill be over*

CLOSE* Don't 1st a problem get you down* Talcs advantage o f  Station —______ specia l service*

Write to  DEAR FRIEND, Station * Any problem ••• simple or serious ••• gets an

answer i f  you sign your complete name and address* Problems not answered on the a ir  

receive a solu tion  by mail d irectly  from DEAR FRIEND. So bring your problem by 

le tte r  or card to DEAR FRIEND, Station *

63190-57 © D IT T O F O R M S ©



RA D Í O
-CLIE N T

PROGRAM TITLE "DEAR FRIEND” #113 (60 SECONDS) 

STATION OR NETWORK

TIME DATE DAY

OPENING! Station presents DEAR FRIEND time© A special 60-seoond service heard 

times a day on Station e I f  you have a problem simple or serious «•« 

write to DEAR FRIEND, Station • for a carefully considered answer. Now , , ,  

a problem for DEAR FRIEND,

ANNCRt Lonesome Lou writes to DEAR FRIEND , ao I ’ ve been a widower for five years and I ’ m 53 

years old, I ’ m a very lonely man and I ’ve found many a nice woman who would make a 

good companion for me, but my children, who are all grown and married, put up a big 

fuss whenever I talk about getting married again. What should I do?

0 DEAR FRIEND answers Lonesome Lou te ll your children you love 'em and you'd 

love for them to mind their own affairs, A man as young as you can certainly enjoy 

many years of happy companionship and married life . Find the right woman , , ,  and make 

sure she is the right one and head straight for the preacher. Get married and 

enjoy a fruitful, happy life  as so many young widows and widowers just like you have 

done, Good lueki,

CLOSE: Need a solution for your problem? Write to DEAR FRIEND at Station , DEAR 

FRIEND answers a ll problems simple or serious. Send your problem to DEAR 

FRIEND, Station , Tour actual name and address must be enclosed. Problems 

that cannot be answered on the air are replied to by mail. Send your problem to 

DEAR FRIEND, Station , today?,

©

63IS0-57 ©  DITTOFORMS©



RA DI O
wLlENT

PROGRAM TITLE "BEAR FRIEND" #llU (60 SECONDS)

STATION OR NETWORK

TIME DATE DAY

OPENING* Tiras for BEAR FRIEND & A special service feature of Station .  Do you have

a problem? . . .  Simple or serious . . .  DEAR FRIEND delivers the answers every day 

on Station * Just ■write to DEAR FRIEND, Station 0 Now . . .  a

problem for DEAR FRIEND . . .

ANNCR* Tired Tom writes DEAR FRIEND . . .  I*m tired of having iqy wife inviting only her 

relativas and friends over to the house for dinners and parties« Whenever I 

asked to have ny kin or friends over, I get a ll sorts of excuses and stories«

CLOSE*

What should I do?

DEAR FRIEND answers Tired Tom «»« call a halt to this one-sided social schedule« 

Tell the little  woman that you want equal rights or you're cutting off the enter

tainment allowance« Unless she has a mighty good reason for not inviting your kin 

or friends «•« she's wrong ••• dead wrong ••• and you'd best put your foot dote* 

right nowa

What's your problem? Have it  answered by HEAR FRIEND and you'll feel better* Just 

send your problem in a letter with your fu ll actual name and address to DEAR FRIEND, 

Station » Actual names are not used on the air« Letters that cannot be

answered on the air will receive a reply from DEAR FRIEND by mall*

63190-57 ®  D ITTO FO R M S®
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TO: ALL PROGRAM DIRECTORS

FROM: ¡Gordon McLendon

DATE: July 1?, 1957

We have got a lot of humor sources now and Dale Drake can provide 
you with a list of them. A s a matter of fact, he may have already 
ordered some of the stuff, but not all o£ it, for KILT. You would have 
to check with Dale to find out. I don’ t know what he has ordered for 
KTSA either. ,

GBM;fop
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Theres a religious song called, ''I Shall Net Be 
Meved'' sung in many churches.

The song leader asked what song the children weuld 
like te sing and ene little bey said, ''well, I want^jj 
to sing ''I Shall Net Be Meved1' hut I want te go 
to the bathroom first.

Mrs. James Digby 
230 Chareliff Drive 
San Antonio 10, Texas
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DEAR GORDON:

IN THE AUGIE PROMOTION, "AUGIE AD a IBS", THE IDEA WAD TOR HOUSEWIVES 'TO SEND 

IN THE FUNNY EXPRESSIONS THAT THEIR LITTLE MONSTERS CAME UP WITH FROM TIME 

TO TIME. WE REaD THREE OF THESE ENTRIES EVERY DAY. WE PICKED A WINNER EACH WEEK. 

THE WEEKLY WINNER RECEIVED AN AUGIE HAM. EACH PERSON WHO «ENTERED RECEIVED 

A COUPON FOR A FREE PACKAGE OF AUGIE'S FRANKS. THE SPONSOR'S MOTIVE WAS 10 GET 

AS MANY ENTRIES AS POSSIBLE AND (THE IDEA BEING TO FORCE DISTRIBUTION

IN THE STORES NOT CARRYING THE AUGE LINE. INCIDENTALLY WE GOT A VERY GOOD 

SUCCESS LETTER FROM THE SPONSOR.

YOURS

ART HARPER SALES

Ja CK ELLIOTT -SOMEBODY

C  -





Luff Book Club
■ 's  3O  TOP BOOKS 

COMEDY BY 
THE TOP AUTHORITY 
ON HUMOR
These books by Evan Esar, out
standing authority in the field, 
provide —  at remarkably low cost 
—- an endless mine o f usable ma
terial for entertainers, cartoonists) 
pm cees, radio and TV gag-writers, 
speakers and many others. Con 
taining thousands o f quips and 
quotes, stories and gags on every 
subject you can think of, these 
practical guides give you the tech
nical know -how for making the 
most o f  com edy material.

I ESAR'S 
COMIC DICTIONARY

10,000 entries: com ic definitions,
including epigrams, puns, quips and 
other types o f witty sayings, on 
virtually every subject, arranged 
alphabetically like a dictionary.
This new edition o f the classic 
“ laughing W ebster”  has been com 
pletely rewritten, enlarged and 
brought up-to-date.

Contains every subject for every 
purpose —  from  “ aardvark”  to 
“ zweiback”  and everything in be
tween on people^ animals, places 

things. A  reference book to 
beside your regular diction- 

r- - ar constant use.................$3 .95

> THE HUMOR
• O F HUMOR

The art, science and history of 
com edy. Evan Esar com presses the 
vast panorama o f the subject into 
a few basic building b locks of
humor, and illustrates them by
com ic sayings, funny stories and 
jocular traditions through the cen
turies.

JOIN THE

NATIONAL ASSOCIATION 

OF

GAGWRITERS

^^ibership $5.00 Per Year

Wriie for Full Details 

Post Office Box 835 

Grand Central Station 

New York 17. N. Y.

NATIONAL LAUGH ENTERPRISES 
P.O. Box 835. Grand Central Station, New York 17, N. Y.

Join Your Local 
Comedy Workshop

So You WanttoBe 
A Comedy Writer

This handbook o f hum orology pre
sents the art o f radio, TV  and 
other form s of current com edy, 
gives explanations and specimens 
o f all kinds o f words and phrases. 
Learn how the simple tricks of 
popular com edy are created, how to 
turn everyday occurrences into 
quips, how to find and express the 
funny side o f things. Index. . .$ 3 .9 5

3 DICTIONARY
O F HUMOROUS 

QUOTATIONS
2,000 years o f the choicest epigrams 
from Socrates to Fred Allen. Thous
ands o f w itty sayings arranged 
alphabetically under hundreds of 
the most famous names in history, 
cross-indexed for use by subject. 
This “ Bartlett of humorous quo
tations”  is an invaluable reference 
tool o f permanent value.
“ the wisest and wittiest books of 
the year.”  —  N. Y . Times
Index ..............................................$3 .95

SPECIAL COMBINATION  
OFFER
National Laugh Enterprises 
P. O. Box 835,
Grand Central Station 
New York 17, N. Y.
I enclose $ ................... Please send:

□  ESAR’S COMIC DICTIONARY. 
$3.95

Q  HUMOR OF HUMOR. $3.95 
□  DICTIONARY OF HUMOROUS 

QUOTATIONS. $3.95 
SPECIAL COMBINATION OFFER 

□  A L L  THREE —  ONLY $11.00

Name ..........................................................

Address ................................................... •

City ............................................................

Join ihe Local Chapter of 
your National Association 

of Gagwriiers.

Form a Chapter in your own 
home town.

If you are interested in form
ing a Comedy Workshop in your 
area, please write, so that we 
may arrange for formation of 
such a unit.

national Laugh Enterprises
Designed To Serve The Laugh Needs Of The Nation

S E R U I £ E S
Personal Management: Comedy Writers and Comedian:
Humor Services:

Anecdotes, gags for magazines
Sketches, monologs, parodies
Comedy World Syndicate (for newspapers]
“Humor Service” for magazines
Gags for Cartoonists
Reviews for Industrial shows
Gags for House Organs



National Laugh Enterprises 
PO Box 835, Grand Central Station 
New York 17, N. Y, Luff Book Club

JOIN THE "JOKE-A-DAY" 
CLUB!

TELL A JOKE EVERY DAY. 
There's No Membership Fee. 

Send For YOUR 
MEMBERSHIP CARD!

JOIN THE

LAUGH PACKAGE
A bouncing bundle o f 600 laughs, 

featuring: 166 ad-libs, 94 bits o f busi
ness, 80 definitions, 12 introductions, 
65 heckler-stoppers, 2 parodies, 68 ran
dom remarks, and a sock routine con 
taining 43 howls!
55 Printed Pages ............... $2.00

BLUE RIBBON COMEDY
The largest $2 Orben book! 730 gag 

items in all! 75 bits o f business, 133 
ad-libs, 33 song titles, 13 song bits, 42 
show business singles, 42 nightclub 
lines, 12 gags for musicians, 139 
doubles, and scores of additional boffs!
64 Printed Pages ................. $2.00

ENCYCLOPEDIA OF PATTER
Contains 15 complete com edy rou

tines; com edy song titles; heckler- 
stoppers; classified patter; a complete 
monologue for the magician entitled 
“ MY LIFE OF MAGIC”  patter for the 
magicienne and the veteran perform er; 
an introduction containing suggestions 
for delivering comedy material; plus 
many other features that have made 
this the leading patter book  of all 
time! 10,000 copies sold to dale!
40 Printed Pages ................. $1.00

AD - LIBS
The answer to an emcee’ s prayer! 

Contains over 1 700 one-line gags in
cluding the largest ad-lib section in 
any Orben book. A special feature is 
LINES FOR THE NIGHTCLUB M.C.—  
120 razor-sharp yocks for night-club 
work!
116 Printed Pages ............... $4.00

SCREAMLINE COMEDY
15 88 gags featuring 102 bits o f busi

ness, 125 ad-libs, 319 doubles, 90 emcee 
lines, 6 parodies, 136 definitions, 287 
heckler-stoppers, 49 song titles, 61 
topical lines, 85 yocks, and hundreds 
o f miscellaneous screams.
124 Printed Pages ............... $4.00

SIGHT BITS
A tremendously valuable book o f 156 

bits o f business— ideal for T.V. and 
stage work. You’ ll also get 219 emcee 
lines plus 42 miscellaneous gags to 
round out a total o f 417 solid laughs!
40 Printed Pages ................. $2.00

PATTER PARADE
Contains 26 complete com edy rou

tines, each a com plete act taking from 
three to fifteen minutes o f stage time. 
2 vent routines are included plus hun
dreds o f miscellaneous gags that will 
make your audiences scream for  more.
48 Printed Pages ................. $1.00

MAGICDOTES
Pages o f original magical anecdotes 

and one-liners; the best m agic stories 
from the greatest magazines o f magic 
and the nation; the best com edy m a
terial gleaned from the contributions of 
performers all over the world; and 
finally— 300 one-liners arranged into 17 
sparkling routinettes plus a complete 
com edy act!

44 Printed Pages .................$1.00

COMEDY CARAVAN
Contains 1074 one-liners routined in

to 65 hilarious routinettes! Song titles; 
heckler stoppers; a vent routine; classi
fied patter; are just a few o f the many 
additional features to be found in this 
comedy buy o f the century!
55 Printed Pages ................. $1.00

PATTER FOR 
STANDARD TRICKS

23 gag-packed routines for m agic's 
standard effects! Also included are 3 
complete dialogues or vent routines; a 
large classified patter section; heckler 
stoppers; and 2 lengthy com edy rou
tines for the straight com ic! 765 one- 
liners in all!
51 Printed Pages ................ $1.00

CLASSIFIED COMEDY
Over 700 one-line gags conveniently 

classified for immediate use. Just choose 
your subject, memorize the lines, and 
you ’re ready to work. Other features 
are a section of 25 hilarious sight gags 
and four modern parodies, one o f which 
has a complete act built around it.
43 Printed Pages ................ $1.00

PROFESSIONAL PATTER
Contains „1^  complete comedy routines 

consisting o f over 900 one-line gags! 
A lso 2 com plete aisle rolling blackouts 
using very few props. Acclaimed as one 
of the funniest books in the Orben 
series.

47 Printed Pages ................ $1.00

COMEDY TECHNIQUE
The most practical book ever written 

on the art o f  writting and delivering 
modern comedy. In 18 information- 
packed chapters you are taught how to 
switch gags, routine comedy, tighten up 
your act, etc. There are also hundreds 
o f gags, bits, and stories used as illus
trative material throughout the book.
72 Printed Pages .................$3.00

Order from :

ONE - LINERS
W ritten in response to the enA j. 

tic demand for more classified c».. .ody 
material. Contains over 600 sizzling one- 
liners ready for immediate performing.
40 Prinled Pages .................$1.00

THE PROFESSIONAL 
COMEDIAN'S SOURCE-BOOK

Contains over 1800 one-line gags! 
1200 are found in 26 sock routines. 600 
are classified under 28 different sub
jects. Enough material for a life-time o f 
active performing. This one is rapidly 
approaching the Encyclopedia o f  Patter 
in point o f popularity and sales.
87 Prinled Pages ................. $3.00

FLIP - LINES
A screamingly funny book  o f modern 

one-line material. Contains a large sec
tion o f sight gags; pages o f ad-libs and 
torrid heckler-stoppers; and hundreds 
and hundreds of lines o f solid com edy 
dynamite.

56 Prinled Pages ................. $3.00

BITS, BOFFS AND BANTER
The largest Orben $3 book! Contains

95 bits, 626 one-liners, 185 com ic- 
straight man doubles, 5 7 boy-g irl 
doubles, and 34 7 heckler-stoppers! Over 
1300 laughs in all!
96 Prinled Pages .................$3.00

THE WORKING 
COMEDIAN'S GAG-FILE
2062 one-liners divided into 113 subject 
classifications. The largest single book  
in the Orben series and one that en
ables you to write your own routines. 
Just pick your subject and choose from 
the many sizzling com edy lines listed 
below it.
140 Prinled Pages ............... $4.00

EMCEE BLOCKBUSTERS
Contains 162 ad-libs, 101 heckler-! 

stoppers, 83 topical lines, 77 m iscel
laneous yocks, 52 song titles, and 12 
song bits. A  total o f 487 screams to 
warm the heart o f any professional per-, 
former.
35 Prinled Pages ...............  $1.00

M.C. BITS
A wow o f a value I 1500 sold the first 

week! Contains 700 laughs with the ac
cent on 103 bits o f business, 55 song 
titles, II introductions, 125 heckler- 
stoppers, 3 parodies, and 2 com plete 
routines.
56 Prinled Pages ................. $1.00

NATIONAL LAUGH ENTERPRISES

P.O. Box 835, Grand Central Station 

New York 17, New York



TO: ALL PROGRAM DIRECTORS

FROM: Gordon McLendon

DATE: July 1?, 1957

We have got a lot of humor sources now and Dale Drake can provide 
you with a list of them. A s a matter of fact, he may have already 
ordered some of the stuff, but not all of it, for KILT. You would have 
to check with Dale to find out. I don’ t know what he has ordered for 
KTSA either.

GBMsbp


