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As most advertisers know all too well, the state
of the national economy today is still full of un-
certainties.

Someone has even coined a new word for it.
Stagflation.

Very likely, you're feeling pinched. By the
high cost of selling on the one hand, and the need
for increased selling effectiveness on the other.

What to do about it?

That is what this recording is all about.

We've noticed that when smart advertisers
have to stretch budgets, and yet maintain or in-
crease competitive positions, they often investi-
gate network radio.

And, properly investigated, it becomes aw-
fully hard to resist.

So we've put together some of the facts you
should know about network radio, and about
CBS Radio, the leader in the medium.

A few for-instances:

Fact 1. Radio’s Reach Is Almost Universal.

The conventional wisdom says that mostly
kids listen nowadays, right? Wrong. 92% of all
people over 18 are reached by radio every week.

Source: RADAR Spring ’70; NTI Jan.-Feb. ’70; BRI ’70; ARB Apr.-May ’70;
Advertising Age Feb. 23°70. Other network radio costs, CBS estimates. Audience
estimates are subject to qualifications which CBS will supply on request.

Equally important, they listen almost three
hours every day.

Fact 2. Network Radio Dollars Outstretch TV.

In the daytime, for example: The same num-
ber of commercial minute impressions that cost
you $36,000 on daytime network television cost
you only $20,000 on network radio.

At night, it’s more so: On network radio, for
almost 20% less money than a primetime night
time TV minute, you can reach 42% more adults,
three times as often.

Fact 3. Network Radio Reaches Good Customers.

In education and income the avid radio lis-
tener far exceeds the avid TV viewer. This fact
helps explain why so many major advertisers
add network radio to their TV buys. Trading
up, you might say.

Fact 4. CBS Radio Reaches More People
With More People.

With an unrivalled array of the people other
people pay attention to, the CBS Radio Network
reaches over 21 million adults weekly, more than
any other network. And has the largest adult au-
dience per commercial unit of any network.
Household names do it: Walter Cronkite, Arthur
Godfrey, Phil Rizzuto, Dear Abby, Douglas Ed-
wards, Mike Wallace, Dan Rather, Frank Gif-
ford, Richard C. Hottelet, and a lot more like
them. (Point for advertisers: On CBS Radio, the
program content enhances the commercial. )

Fact 5. CBS Radio Reaches More People.
With Top Stations.

In the country’s 50 top ARB-measured mar-
kets, more than half of the highest-ranking sta-
tions are network affiliates. More of these leading

stations are affiliated with CBS Radio than with
any other network.

Fact 6. On CBS Radio You Get Everything
You Pay For.

There wouldn’t be much point to our fine stars
and outstanding newsmen if your commercials
were not broadcast within network time, within
the favorable show-case you sign for. So CBS
Radio guarantees and delivers program clear
ances within its winning network schedule. No
other network makes such a guarantee.

Fact 7. Those Who Know Buy CBS Radio.

One indicator of a network’s value, of course,
is who uses it. At last count, 19 out of the top 20
advertising agencies (who accounted for about
50% of all U.S. billings in 1969) buy the CBS
Radio Network.

Well, that’s a big part of our story, although by
no means all of it. But step inside and hear “The
People Who Reach People” for yourself.

It’s a lively document in sound, highlighting
the main reasons why, in today’s economic cli-
mate, network radio and especially CBS Radio,
make good sense.

And right at the beginning, you’ll also hear
something else. A quick, but extraordinary pano-
rama of the history of our times. That panorama
of men and events which unfolds and changes
with gathering speed. And which in itself ex-
plains why people everywhere need and depend
on radio as never before.
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