
Bob Klein of Klein &: 
mixing humor and 
cooperation for 
successful promotion 
"God did not put us on this earth to bore 
one another to death-that's the only 
'golden rule' I know about for doing ad- 
vertising and promotion." 

As the head of one of the broadcast in- 
dustry's largest promotion and production 
companies, Bob Klein is called upon to 
live up to that credo every day. His Los 
Angeles-based Klein & consultancy is 
usually called in to solve an image prob- 
lem. Usually the problem is no image, a 
condition Klein says afflicts the industry. 
Most stations and station groups make 
only "a half-hearted commitment" to 
self-promotion and marketing. 

"They wish it would all go away because 
they think, 'What the hell, people are 
going to tune in anyway.' That kind of at- 
titude would have gone on forever if it 
hadn't been for the new media." 

Klein views the trends from both sides 
of the fence. 

His company continues to supply some 
of the biggest powerhouses in broadcasting 
with on-air materials and promotional 
packages designed to build local audience 
loyalty. Klein & clients over the years have 
included Westinghouse, Post-Newsweek, 
Times Mirror, CBS-TV and dozens of in- 
dividual stations. More recently, Klein & 
has begun working with cable and pay TV 
programers, including Oak Industries' 
ON-TV and Warner Amex Satellite Enter- 
tainment Corp., to promote their services. 
Last July Warner Amex launched one of 
the basic cable industry's first national 
consumer marketing campaigns, promot- 
ing the 13-hour-per-week children's net- 
work, Nickelodeon, using a new logo and 
identity package developed by Klein &. 

"Marketing is as important to these new 
operators as anything they do," Klein 
points out. "If they can't sell you, they 
don't exist ... It's fascinating to simply 
raise the question of how the broadcasters 
are going to react to the challenge. Frankly, 
I'm not at all convinced that they're up to 
it." 

Like many of today's media executives, 
Klein got his start as a teen-age radio an- 
nouncer-on wosc(Am) Fulton, N.Y. After 
picking up the basics and completing col- 
lege, he landed a job with NBC in New 
York, "doing everything." Klein worked 
with the network's news, radio and televi- 
sion divisions as a writer, producer and 
director. His duties included production of 
a daily talk/variety show, 7bx and Jinx. 

Klein entered the world of advertising in 
1954, and worked for various agencies in 
broadcast-related activities. While at the 
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Goldstone Agency he developed two 
television series, based on the works of 
humorist James Thurber and mystery 
writer Earl Stanley Gardner. On his own, 
Klein produced pilots for singer Lena 
Horne, who "was trying to break the color 
barrier into network programing." 

In the late 50's Klein joined with Stan 
Freberg in establishing "the funny adver- 
tising business," creating humor-based 
campaigns for such clients as Coca-Cola, 
Butternut coffee and Chun King. 

Klein left Freberg Ltd. in 1960 to form 
his own partnership, Klein & Barzman, 
which became the predecessor to Klein &, 
created in 1970. He has vivid memories of 
the firm's first broadcasting client, Los 
Angeles radio station KLAC(AM). 

"At KLAC we created the 'Grumpy 
League Against Fun' as a kind of early 
version of the Moral Majority," Klein 
recalls. "This was a [fictional] collection of 
batty old ladies and gentlemen who were 
against people having any kind of fun. We 
directed them against the radio station as a 
mock way of highlighting what was going 
on there." The tactic worked, and KLAC'S 
ratings soared. The campaign underscores 
the basic Klein & philosophy. 

"There is a Klein & style and it comes 
from me," says Klein. "It's not one of pre- 
sentation, but one of problem solving." 

Klein explains his firm's unusual name 
as "an embodiment of the philosophy of 
the company." The use of the ampersand 
allows its flexibility to be emphasized, 

Broadcasting asp 14 1981 
127 

since any number of descriptive words 
could be inserted after the punctuation 
mark-promotion, advertising, graphics, 
animation, production, concepts and so 
on. "It means we will approach your needs 
in all these different ways," he says. Klein 
has kept the name since his partner left 
the company more than 10 years ago. 

Klein cites his, firm's recent campaign 
on behalf of wrnv(ry) Detroit. The station 
had traditionally lagged in the market rat- 
ings, to the point where, according to 
Klein, "hardly anybody under the age of 
40 knew it existed." 

The station was sold to Post-Newsweek, 
a Klein & client, and the consultant 
devised a campaign based on the premise 
that WDIV was a "station on the way up in 
a city on the way back." The promotion 
concentrated heavily on community pride. 

According to WDIV promotion director 
Dick Weisberg, the "Go For It" campaign 
worked like a tonic. 

It's difficult to single out the "classic" 
Klein & campaigns, although "The One 
and Only TV that began at Wash- 
ington's ch. 9 (then wroP) and now ap- 
pears on over 30 stations across the coun- 
try comes to mind. And that doesn't in- 
clude the stations that have "ripped off" 
the idea, according to Klein, alluding to a 
problem that plagues promotion people 
who try to protect their creative ideas. 
Klein is the plaintiff in a case against 
WNBC-TV New York that could be prece- 
dential in that area. 

"The One and Only" followed what 
would be a second Klein "golden rule" if 
he had one: "The answer to everything is 
localism." All his campaigns use local peo- 
ple, local landmarks, local facts and 
figures. It's only by emphasizing localism 
that "broadcasters will properly survive 
into the 1990's," he says-a philosophy 
he's now transplanting into his new work 
for cable systems. 

Klein is a man with a mission: to 
upgrade the quality and importance of 
broadcast promotion. He lectures fre- 
quently at colleges and universities. He is 
co-editing a textbook on broadcast promo- 
tion, to be published later this year. He has 
pushed for establishment of scholarship 
funds for interested students, and has do- 
nated money for that purpose to Temple 
University. 

Klein's involvement in education led 
him to become the first president of 
Satellite Education Services, the nonprofit 
production company established in associ- 
ation with former CBS News President Sig 
Mickelson and anchorman Walter 
Cronkite to produce a public television 
series on current events titled Why In the 
World. The program was test marketed 
last year and is scheduled for regular, 
weekday distribution beginning Oct. 20. 


