
SPONSOR ASKS 

What was your best 

audience promotion 

Todd Storz, The Storz Stations, Omaha 
\\ e have found that our most success- 
ful audience promotion devices have 
been promotions that offer something 
of a service to listeners. The "Presi- 
dential Preference Poll." which was 

Service 
promotions 
outpull 
prize devices 

run for six days coincidentally on 
WHB, WDGY. W'QAM and KOW H, 
Omaha I then one of our properties) 
was perhaps our one most successful 
undertaking. \s many as 24 extra 
phones were set up at the individual 
stations to handle the overwhelming 
response of the public. Listeners were 
invited to call in their preference, 
Eisenhower or Stevenson, and half- 
hourly tabulations were broadcast all 
day long. Over half a million votes 
were tabulated in what turned out to 
be the biggest opinion poll ever con- 
ducted. In addition to effectively fore- 
casting the result of the impending 
election, it also was credited with help- 
ing to get out record numbers of vot- 
ers in all four of the cities. 

Another very successful promotion 
was the addition of a private weather 
forecaster to supplement the regular 
Government forecasts. We hired Dr. 
Ir\ing P. Krick, who was General 
Eisenhower's private forecaster in the 
E. T. 0. in wartime. These private 
reports stimulated a great deal of in- 
terest in view of the fact that they 
were much more "long-range" than 

the Weather Bureau's. Krick would 
forecast the weather up to a month in 
advance and in some instances even 
further. We found the idea to he par- 
ticularly effective in the summer 

months when the telephone volume of 
requests for long-range week-end re- 
ports for picnickers prompted us to 
make it a regular weekly feature of the 
forecasts. 

The most durable of our promotions 
has been a service called "Sound Off." 
Every hourly newscast on all of our 
stations gives the listener a chance to 
"sound off" about any of the day's 
problems. Their complaints and ideas 
get almost immediate results and this 
feature has not only been a great audi- 
ence builder, but also a most worth- 
while community service. The Miami 
City Commission just recently passed 
a very rare resolution of commenda- 
tion proclaiming what an "outstanding 
service" "Sound Off" is. 

We feel that promotions of this na- 
ture have more of a long term value 
than the ephemeral prize-laden promo- 
tion de\ ices. 

Joseph M. Baisch, general manager, 
WREX-TV, Rockford, III. 

The most successful audience promo- 
tion devices of WREX-TV have been 
those which blend in the strongest ele- 
ments of participation by the commu- 
nities in our family of cities, and the 
advertisers (and their agencies) with 
the station. 

Among our most successful ap- 
proaches, we have selected six: 

1. Station I.D.'s saluting WREX- 
TV's "Family of Cities." 

2. Special prestige remote telecasts. 
3. Special full sections in area news- 

papers devoted exclusively to television 
fall programs coincidental with Chan- 
nel 13's anniversaries. 

4. Client-station sponsored theatre 
parties throughout area. 

5. Personalized sound-on-film plugs 
by visiting stars. 

6. Testimonial civic dinner screen- 
ings of selected programing. 

Specially prepared slides featuring 
landmarks or a "community shot" 
carry a video legend "Janesville 
watches WREX-TV, Rockford" in su- 
pered position run as station I.D.'s 
around the clock. Originally conceived 
for the four cities of 30,000 population 
or more served by WREX-TV, demand 
by the smaller communities loyal to 
Channel 13 are now included, so a to- 
tal of over two dozen cities' salutes 
are regularly rotated daily. 

Maximum audiences have been as- 
sured by remote telecasts of Installa- 
tion of the now Bishop of the Rock- 
ford Diocese; of East and West High 
graduation ceremonies; of Vice Presi- 
dent Richard Nixon's appearance at 
the National Guard Armory; of Christ- 
mas Eve Midnight Mass. 

Two or three times yearly, a series 
of theatre parties is worked in con- 
junction with WREX-TV sponsors 
with admission by labels from the cli- 
ent's products. 

As top tv stars appear in the area, 

T heatre 
parties with 
client labels 
as tickets 

sound-on-film "plugs" promoting their 
shows are developed for our area. 

Len Ellis, commercial manager, IT JOB, 
Hammond, Indiana 

Here is a sure-fire formula by means 
of which any radio station can have 
the push-buttons of a large number of 
car radios set to their frequency. We 
call the plan "Operation Push-Button," 
and it has been instrumental in set- 
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