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Preface

Find a need and fill it! sums up the salesman’s efforts. Find a
cavity and drill it is every dentist’s dream. But, from the need
to the fill and from the cavity to the drill are countless years of
study and research. In the following pages we chart the course
of progressive steps that a salesman of broadcast advertising
must take in order to develop his expertise. The attempts, the
failures, the successes. We will explore the methods, the
techniques and homework that go into the development of a
salesman.

It is absolutely necessary to accept the fact that you must
be prepared to cope with the countless objections that are
raised by prospective advertisers. You must condition
yourself to not only listen to these objections but also dissolve
them so that you can make the sale.

If selling were easy, radio stations could simply hire high
school boys, give them order blanks and assign them the
job of taking orders for schedules. There are many radio
stations that work on this ‘‘cafeteria style.’”’ Order takers cave
in when they are confronted with resistance from sponsors.
Their life is limited because they have not been trained to
overcome resistance in an intelligent manner. There should be
no trickery or sorcery involved in a sales effort. Sponsors
should buy your product based on its quality and the job it can
perform. It is hoped that this book will chart the course of the
beginner; open new vistas for the dedicated, and correct the
abuses of the salesmen who do their best work in the ‘‘gray
areas’’ of broadcast advertising.

SALES IS FACT, NOT FICTION:

It is based on my carefully documented chronicle of ex-
perience on the firing line from Main Street right up on to
Madison Avenue. This is not a scientific journal. It contains no
magic formula nor do we wave magic wands to create sales. It
is an account of personal confrontations with merchants and
time buyers.




A Radio Advertising Account Executive must be part
engineer and part chemist so that he can plan his sales based
on the chemical reaction that takes place when people meet.
He must have a sense of humor but not be a comedian!

I acknowledge with thanks the suggestions, contributions,
and Golden Nuggets of Wisdom supplied by the following
authors and publications:

George N. Kahn (Ten Biggest Mistakes Salesman Make)

Neil Terrell (Effective Closing Techniques)

Frank Kingdon & Millard Bennett (Attitudes, The Key To
More Sales)

Tasset du Pont (Selling With Psycochek)

Auren Uris (Discover Your Inner Self)

Wallace K. Lewis (How To Make Yourself A Born Salesman)

Edward Berman (Successful Low Pressure Salesmanship)

Harry Simmons (How To Talk Your Way To Success)

Willard A Pleuthner (460 Secrets Of Advertising Experts)

Broadcasting Magazine

BM-E (Broadcast Management-Engineering)

Broadcaster South Magazine

Broadcast Engineering Magazine

Fame & Fortune Selling

LAB (Louisiana Association of Broadcasters)

NAB (National Association of Broadcasters)

RAB (Radio Advertising Bureau, Inc.)

Research & Review Service of America, Inc.

S.R.D.S. (Standards Rate and Data Service)

The Wall Street Journal

The Christophers

Most of the information from the above sources was
assimilated by me through the years and for this reason I
express my thanks publicly. Contributions from salesmen in
radio broadcasting are published in full with my grateful
acknowledgement.

S AL E S is dedicated to my wife Fran and daughter,
Michele who are:

Sweet

And

Lovely

Encouraging

Sincere
Si Willing
KMAR

Winnsboro, La.
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FIRST THINGS FIRST

A broadcast salesman must know his product and his market.
Just like in algebra, you must solve two equations before you
can find the third unknown. What we’re after is making the
sale and that’s the third equation in the game of selling. A
salesman’s product is the sound of his station. The music. The
news. The personality. The sales messages. The people in it.
And these things are so variable. Someone aptly described his
radio station to me; he said ‘‘My station is as good or as bad as
the last announcement, the last record played, or the last
newscast given.” This keen analysis was an extension of
Shakespeare’s famous line, ‘“The good that men do is oft in-
terred in their bones, the evil they do lives after them.”

Know Thyself

There is another factor involved: The salesman must
know himself and how he relates to his station and market.
Funny, but we live a lifetime and scarcely know anything
about ourselves. Most of us have never taken the time to do
personal research. There’s more to being a salesman than you
think. Homework is the key to unlocking the doors that hold
mysteries we seek to solve. ‘‘Knowledge makes you free!”’
Explore and explore some more. And be prepared for some
rude awakenings. Once you accept some basie realities,
you'll be more able to envelope yourself in an aura of en-
thusiasm and optimism; these are necessary ingredients in
the formula.

The Job Ahead

The effort to get my message across compares with the
eulogy preached by the pastor. He must persuade the sur-
vivors of the deceased that their loved one has gone to a far
better place and willbe free from the cares and worries of this
cruel world. Yet, at the same time, he must convince the
survivors that they must carry on because life is worth living.
I compare my thesis on being expert in preparing yourself to
become a salesman with the preacher’s sermon because I am
trying to reach those whe are just beginning and those who are
set in sloppy habits.

Lukewarm Salesmen

Bad habits produce ‘“‘lukewarm’’ salesmen. These are the
men (and women) who are considered to be professional
salesmen. They’ve had years of experience in sales and have
managed to earn livable wages from their commissions and-or
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salaries. They are satisfied with their earnings and rally to the
mistaken idea that ‘“The more that you earn, the more the
station earns.” This serves as the panacea for sales incentive.
But such lukewarm salesmen have never really made an
effort to find their real potential as salesmen. They have never
been given a real training course in salesmanship.

Well, maybe they have but they listened without actually
hearing. Their attitude was one of indifference. ‘“‘Heck, if
Jones won’t buy from me, I'll sell Smith”’ is the way tepid
salesmen reason. Quotas? Goals? “‘Sure I've got ‘em. My
quota is to bring in enough sales to satisfy my goal.”’ But, when
you ask some of these men to explain what their goal is, they
talk in vagaries. For example: “My goal is to some day own a
radio station.”” Another answer goes like this: “My goal is to
earn enough money to retire young and live it up.”’ Then we
pose the big question: ‘‘How do you plan to reach your goal
and what is the target date?’’ The answers come back: ‘“By
earning enough money to buy a station.” ‘By working hard,
making more sales, consequently more commission and
saving enough so I can retire young and live the way I want to
live.”

You Must Plan Your Goal

Having a goal without a plan is like having no destination
at all. A goal under these conditions is more like wishful
thinking. It’s DAY-dreaming; not DO-dreaming. The neophyte
salesman is easier to teach because he has not yet become
contaminated with ‘‘the easy way to do things.”” We want him
to understand that constant homework is necessary in the field
of selling. Now we come to grips with the problem of trying to
persuade alleged experienced salesmen to ‘‘unlearn’ their
bad habits and at the same time attempt to get the newcomers
into orbit; a two-pronged message, the same as our preacher
friends give.

HOW TO BEGIN

The very fact that you have this book in your hands in-
dicates your interest in being a salesman. That’s the very first
ingredient, your interest in selling! If you are presently an
announcer, you are a salesman whether you know it or not. If
no one has ever told you this, or, if you have never realized it,
you have no place in the announcing field. The misnomer ‘‘disc
jockey” or ‘‘deejay” has muddied up the waters of
professional radio broadcasting. If you still don’t believe it, I
ask you this question: ‘““What are you doing when you an-
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nounce a sales message for a sponsor if not selling?”’ Also,
aren’t you selling yourself when you make any announcement.
Aren’t you competing for higher ratings when you do a good
tight program? When you give a good newscast? Every time
you talk on the air you're selling. Obvious as this is, few an-
nouncers will accept the fact that they are salesmen, or at
least, they should be.

The Launching Pad

The best launching pad into selling advertising for a radio
station is from the announcer’s booth. The announcer is ex-
posed to the daily program log. He sees the results of the
advertising sales that have already been made. He knows that
some announcements are guaranteed to be adjacent to
programs that will have audiences that are interested in those
products. An example of this is Jones’ Sports Center an-
nouncement given immediately before or after the 10-minute
sports roundup. Smith’s Supermarket is scheduled next to the
Woman’s Program and so on. He’s also getting an idea of how
the traffic manager works with the sales department in
placing these announcements in strategic positions on the log.
He candiscern how the program director works with the sales
department and the traffic manager to create the best possible
material to sell to sponsors. Yes, the wise announcer who
wants to make more money has an advantage because he has
a bird’s-eye view of the entire organization, except, of course,
the bookkeeping or business that the manager must indulge
himself in with the FCC, civic clubs, etc.

Important Orientation

Announcers who graduate into sales do not necessarily
make good salesmen when it comes down to eyeball-to-eyeball
selling on Main Street or in agencies. Even though he did have
the advantage to learn about his station, he probably didn’t
learn about the technique of face-to-face selling. I merely
pointed up the fact that as an announcer he had an advantage
that most salesmen don’t ever get, unless they learn the make-
up of the station they will represent on their own. Most stations
insmall, medium, and large markets (I didn’t say allstations)
scarcely ever take enough time or trouble to orient their
salesmen. The battle cry is ‘Men, this station has to produce
revenue in order to exist. Here is a list of accounts for you, for
you, and for you.”” Each salesman takes his list and they go in
all directions to start making sales. Very seldom is care or
attention given to the make-up of the market place, nor the
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composition of the station’s programming format. Practically
never is a salesman briefed about what his prospects are like.

Sell That Sponsor!

The order of the day is to ‘‘sell schedules of spot an-
nouncements to merchants and agencies and sell ‘em as much
as you can.”’ That’s just like telling them to venture out into a
field of quicksand and try to stay afloat. If some of the
salesmen sink out of sight, there are always others to replace
them. Whether or not this thought is openly expressed, it
nevertheless does prevail. How else do you account for the
transient salesmen who float from station to station and
eventually out of the business altogether. Why are the leading
trade papers cluttered with ads screaming for good salesmen?
The beginning of a good salesman is first becoming inte.esced
in being a good salesman and then his determination to make
that desire become a reality.

THE “TIME” SALESMAN

The expression ‘‘selling radio time’’ came into being when
it was presumed that a salesman was selling the time con-
sumed in giving a sales message. Somebody labeled the
product ‘‘time’’ and that description took root and still
prevails. This definition is so deeply ingrained in the broad-
casting world that it seems almost impossible to change it.
But, if you analyze what is actually being sold, you must agree
that ‘‘time’’ is not really the product; rather, it is sales
messages that are being sold. It’s the same thing as when
Columbus sailed forth to bring back spices and other good
things from India. He landed on this continent and labeled the
Aborigines ‘‘Indians.”” Columbus had no way of knowing that
he was wrong because he had never set foot in India and he
couldn’t tell the difference anyway. But in broadcasting,
advertising became a necessary part of the industry because
revenue was (and is still) very much needed. So it is important
that we understand what we’re selling.

On The Spot

As the broadcasting profession mushroomed and became
one of the most dominant advertising media, the theory
that ‘“‘time’ was the product became a fact. But when you
consider that time is merely the capsule that contains the
sales message, you can see why there are really no ‘‘time”
salesmen but only people who persuade sponsors to put their
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sales messages on the air. Then, as if the ‘‘time’’ hangup
wasn’t enough, the job of the salesman became even more
complicated when a sales message was labeled ‘‘spot an-
nouncement.” The reason for this misnomer was to
distinguish between programs and sales messages. We shall
soon see how these hastily named commodities have handi-
capped the broadcasting profession.

WHAT IS A SALES MESSAGE?

Words make up a sales message, but the job of translating
those words into meaningful, compelling announcements that
move people to action is most important. It compares with the
script of a play. The author of the play can only express
himself in print; it depends upon the director and the cast to
bring that script to life. It is frightening when you consider
that you must persuade thousands of radio listeners to take
action as the result of a 60-second or less sales message.
Seldom, if ever, is a retail sale made in that brief space of
time. So the job of getting a message across over the radio
seems to be almost an impossibility. Yet, millions upon
millions of commercials in varying lengths anywhere from 10
seconds up to 60 seconds have been broadcast and will con-
tinue to be broadcast as long as the medium of radio exists.

Radio Persuades Listeners

A mistaken idea about radio advertising is that it sells
merchandise or services. This is not so. An announcement on
the air can only move people to the product that was ad-
vertised. The product must measure up to the claims that
were made on its behalf; otherwise, no sale. That is why in-
tegrity is the hidden ingredient in the announcement formula.
That is why it behooves all of us to accept only clean, honest
advertising from reputable sponsors. Customers identify the
quality of the merchandise with the advertising medium. If a
radio station indulges itself with advertising questicnable
goods or services, listeners quickly blame the source of ad-
vertising for misrepresentation.

Now you can see why there must be rapport among the
various departments in the radio station. Dwell on this for a
moment: A salesman goes through the process of developing
the sales campaign with his sponsor. He gives that in-
formation to the copywriter who in turn entrusts the finished
commercial copy to the announcers. If there isn't complete
understanding among all parties concerned, the finished
announcements could be well off course and out of orbit.
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Consequently, you have a dissatisfied sponsor and another
strike against the station.

FRAGILE! HANDLE WITH CARE!

The most fragile thing about radio is the sound. It can
perish for lack of care. The soundof your station can be tuned
out. Ponder this now: A fraction of an inch on the radio dial is
the margin of lifeline that spells success or doom for your
station. I tremble when I think how simple it is for bored
listeners to flip dials to other stations. That is why we nourish
our stations with programs that include up-to-the-minute
news, accurate information, entertaining music, exciting
contests, etc. Conversely, a radio receiver is an inexpensive,
durable, hardy instrument. No moving parts, scarcely any
maintenance. Tubes last indefinitely; transistors are prac-
tically imperishable. You can buy a combination AM-FM
radio for very little and enjoy a wide selection of stations. So,
with the listener having the overwhelming advantage of
station selectivity, it becomes everybody’s job at the radio
station to go the extra mile in service to hold every listener’s
attention. Loyal listeners create faithful advertisers.

THE SALESMAN’S MARKETPLACE

People make up the marketplace of any broadcasting
facility. This is such an obvious truism that it is often ignored
by sales managers and salesmen. Who can deny that without
listeners, you not only cannot survive but you cannot even get
an FCC license to operate. In order to get FCC permission to
build a radio station, you must first prove that you can render
a service to your community. The Federal Communications
Commission is custodian of the airlanes through which your
radio waves travel. Therefore, you must satisfy the com-
mission that you will provide wholesome and meaningful radio
fare to the market. The Commission cares not a whit whether
you make a profit; they are concerned with your promise of
performanceé. They check up on every station every three
years when licenses come up for renewal. Every station must
prove that it kept its original promise. If programming
changes become necessary, the Commission must be notified.
There must be valid reasons for program changes. It is to the
peint (at this writing) where certain members of the FCC are
advocating that people or groups other than the present
licensees be encouraged to file for the same existing frequen-
cies if they feel (and can prove) that they can serve the
community better than the people who now hold the FCC
license.
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SALES DEVELOPMENT PROJECT

From your sales manager or prospect list, get the name of an advertiser who
spends heavily in competitive media but very little, or nothing at all, in radio.

1. Describe the "“lmage’ the advertiser is striving to create in the
public's mind.

Discuss the prospect’s strengths.
Discuss the prospect's weaknesses.

What is your prospect’'s most serious marketing or merchandis-
ing problem? Explain fully.

Describe the benefits a buyer might reasonably expect to enjoy
by doing business with your prospect.

Why should the prospect advertise on radio? Discuss fully.

Why should the prospect advertise on your station? Discuss
fully.

Describe the advantages of your station over local competitive
media—in terms of your prospect’s goais.

Specify commercial position and frequericy that would be best
for your prospect. Explain.

Write, or describe the essential content of, one 60-second and
one 30-second commercial for your prospect. Be sure the com-
mercials contain selling propositions that are clearly attri-
butable to your prospect.

The above excerpt from the radio time sales course
(RAB) is designed to achieve the following objectives: 1.
Outline essential elements of basic marketing technique.
2. lllustrate that selling blunders are rooted in poor
planning, inadequate preparation, or ignorance of basic
selling techniques. 3. Acquaint the salesman with a selling
procedure that may be utilized with his more important
prospects. (See Appendix.)
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Tough Competition

Competition is becoming very keen; that’s because
practically every frequency in the spectrum is taken. With the
ever increasing crunch of competition, not only from other
radio stations but also from every other kind of medium such
as newspapers, magazines, record players, television, tape
machines, etc., the struggle to keep your share of the market
becomes more difficult almost every day. A salesman,

therefore, must know the market in which he is expected to
sell.

MARKET STUDY

Are the listeners of your station ‘‘city folks,” farmers,
ethnic groups, mostly elderly people, or a combination of all of
these? Just who are the people your station must serve? It’s
easier for some stations to make this determination than
others. Small stations in agricultural communities have less of
a problem than stations in multiple markets of a
heterogeneous population. Decisions must be made whether to
cater only to the ethnic groups; the teenagers; the Geritol
bunch, or what have you.

I remember when we were discussing this problem at a
state convention, one manager rose to his feet to recount his
dilemma. He said that his was the ninth station to be licensed
in his city. The competition had sliced the market up pretty
well. Each station was already catering to a segment of
the audience; there weren’t any segments left. The manager
said he solved his problem by making it an all-music station.
The music was neither fast nor slow. “Right down the middle”
was the way he put it. Whereupon I asked whether they were
playing just ‘‘half-fast’” music. That drew a chuckle from the
assembly, including our manager friend.

Advantage And Disadvantage

If you should be a charter member salesman of a station,
you have a good advantage. You're on the team from the
beginning and are aware of the audience the station wants to
reach. Research must have been conducted in order to satisfy
the FCC that a construction permit was in order. But, if you
are a beginner salesman in an established station, you don’t
fare quite as well. If assignments are given to you without the
benefit of market orientation, you should start asking
questions before you even put one foot out the door. It not only
is your right to know these facts but you must know them
before you can sell a dime’s worth of advertising. You must
know the programming and why it was designed that way.
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You should know the composition of your audience. The extent
of your station’s coverage, the habits of the people: When they
drive to work, when they drive home. When do the factories
have their lunch periods. You must know your market from
east to west and from north to south. Without this arsenal of
information you’ll be charging a windmill like Don Quixote.

The Heart of Your Market

Your sponsors make up the heart of the market place.
True, a station is licensed to perform a service but without
sufficient revenue from advertisers, the station could not stay
in business very long. That is the reason, very simply, why you
have been hired as a salesman. That’s why you decided to
become a salesman. Now we wrestle with a big question: Are
profits the cause or the result of service? In other words, are
we serving our market to make a profit or is it the other way
around. This may sound saccharine, but I say that if you
provide the service, profits will result.

Try To Score Straight

It bears repeating that the FCC licenses stations to render
a service to their communitites. A station must indicate the
services it intends to perform in order to get the Commission’s
OK to go into business. Then, every three years, a station must
prove that it operated the way it had promised. If this promise
of performance satisfies the FCC, a 3-year license renewal is
granted; otherwise, the Commission challenges the station to
qualify its deviation from the original intent. If
irregularities are very great, the Commission may issue a
temporary license to operate and also conduct a hearing in
Washington. If the case isn’t too bad, the FCC may issue the
full 3-year license with a stern warning not to repeat the
transgressions. In some cases, a 7-year license renewal is
granted. It all depends upon the nature of the case and the
mood of the Commission.

At any rate, rendering a service to the community is a
station’s first order of business, officially, and whether we like
it or not, this should always be number one on any station’s
priority list. William Shakespeare, even though he probably
never knew anything about radio stations, certainly knew
people. Shakespeare wrote: ‘“There is a kind of character in
thy life, that to the observer doth thy history fully unfold.”
Applying his observation to today’s mores, he tells us to be on
the ball because the eyes of the Commaission are upon us.

HIRING METHODS

At this writing, there are no formal schools that teach
specifically how to sell radio advertising, and precious little

19




effort is made in the industry to create salesmen. The problem
is more difficult because even the meager effort is not
organized. Most stations operate independently; they recruit
sales talent from their personnel corps. In most stations, from
small to large, salesmen are hired in any of the following
methods: 1. Announcers are given the opportunity to increase
their income through the medium of sales ‘‘in their spare
time.”” 2. A young lad who is interested in radio applies for
*“any kind of a job’’ so he is assigned to the sales department.
3. An important sponsor has a friend or relative who “wants to
get into radio” so he refers him to the radio station, and right
away he’s put into the sales department. 4. An ad is put into
leading trade magazines asking good salesmen to apply for
that “‘once-in-lifetime-opportunity’’ to sell radio advertising.
At the risk of offending the publishers of these trade papers, 1
must point out that the rank and file in radio stations do not
subscribe to trade papers. In most cases, owners and
managers don’t let their copies of such periodicals get past
their desks for fear that the help will find a better job op-
portunity. So, advertising for salesmen and announcers in
these publications is about 80 percent waste. However,
salesmen and other personnel who are looking for greener
pastures should use the trade paper want ads because the
people in the higher echelons do read them and they are
generally the decision makers. 5. It is a tradition in the in-
dustry to look for a ‘‘hungry widow with about four kids to
feed.”” The theory here is that whether this gal can sell or not,
sheer desperation will make her sell and set the pace for the
other salesmen on the force. The reasoning is that no real ‘“‘he-
man’’ will let a woman outsell him.

No Alternative

With all due respect to broadcasters everywhere, I must
explain why there is hardly an alternative to this sloppy
method of hiring salesmen. Radio stations are spread across
the fifty United States and that’s a lot of territory. Mem-
bership in the National Association of Broadcasters is op-
tional. Also, membership in state broadcasting associations is
optional. Because of this complex geography and lack of
central control, organizing an industry training agency and
personnel office is almost impossible. That is the reason why
books of this kind are so important, they are substitutes for
academic classroom training and are based on the actual
experiences of the authors and voluntary contributors.

The Radio Advertising Bureau (RAB) is a fine
organization that makes every effort to train salesmen for
radio broadcasting. They are staffed with fine personnel who
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have had lots of experience in the field. Their task forces probe
and analyze to find out why a category of business is not using
radio to advertise. For example, they were very much con-
cerned about a large retail chain devoting most of its budget to
the print medium. It took loads of work, visitations with the
top brass of this gigantic chainstore, but RAB finally con-
vinced the top echelon to allocate some budget for radio. The
results were very good and, consequently, that big chain of
retail stores did include radio in its regular advertising
schedule.

RAB is supported by dues-paying members; these
members are owners of radio stations throughout the United
States. Every radio station is eligible t¢ join RAB. Member
stations are supplied with a constant stream of good literature
telling all about the successes or failures of their efforts to get
big companies to use radio advertising. RAB holds regional
forums and seminars and owners, managers, and salesmen
can learn a lot at these sessions.

RAB is not a formal school, however. They do cover a lot
of ground and disseminate a lot of information, but it’s up to
the individual salesman to study the material and apply it in
his market. Again, complex geography and optional mem-
bership in RAB makes it difficult for them to serve as a
training school for radio sales representatives who need
training the most.

POPULAR METHODS OF COMPENSATION

Several methods are used to pay salesmen in the broad-
casting industry. We will describe the more popular forms of
payment. The amount of money you earn depends entirely
upon you and the station you work for.

1. The straight commission plan based on your sales.
Many stations pay commission based on gross sales each
month. If your accounts have been approved for credit,
payment to you is made based on your amount of sales. In
some instances an expense account is allowed.

2. Straight commission arrangement based on collections.
A good number of stations pay straight commissions based on
your collections each month. Again, depending upon station
policy, youmay or may not receive an expense account.

3. 'Salary draw against commissions. This arrangement
calls for a modest salary to be paid to you. If the percentage of
your commissions based on gross sales or collections exceeds
your salary, you get paid the difference between the salary
already paid and the collections made. Expense accounts are
optional, depending upon station policy.
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With an Important Bonus Market West of Chesapeake Bay from

Annapolis through Sparrows Point, Essex, Aberdeen and Havre de
Grace to Elkton

You will immediately see that W C T R more than
covers the Chestertown trading area, consisting of all of
Kent and most of Queen Anne’s Counties; population of the
trading area is 32,050; retail sales figure is $33,934,000. The
main communities in this single-station market are
Chestertown, Galena, Millington, Rock Hall, and Cen-
treville. The highway system is excellent and the Bay
Bridge is buta short ride from most anywhere in this area.
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4. Straight salary and expense account. Some salesmen
work for stations that pay a good salary plus an expense ac-
count but do not pay any commissions based on sales or
collections. In some cases a year-ending bonus is also included
as part of the salesman’s salary.

Listed above are the more popular methods of salesman

compensation. There are others,

of course. The prevailing rule

is this: The best salesmen can almost write their own tickets.
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0.5 MVM  0.268 MVM
MARKET DATA: Coverage  Caverage
Total Population 70.700 299.500
Total Households 18.350 81.650
Radio Homes 17.580 80.050
Passenger Cars 24.560 110.350
Consumer Spendable Income  $70.137.000 1167.538.000
RETAIL SALES:

Food Stores $11.223.000 50.521.000
Drug Stores $ 1,968,000  9.161,000
General Merchandise $ 3.431.000 29,702.000
Apparel Stores $ 1.996,000  14.386.000
Home Furnishings $ 1,132,000 9.318,000
Auto Sales $ 8.457.000 50564.000
Filling Stations $ 4.815.000  24,459.000
Building Materials $ 7.350.000  36.340.000
TOTAL RETAIL SALES $47.159.000 258.242.000
FARM DATA:
Farm Population 44.900 102.600
Farm Households 10,600 24,080
Farm Radio Homes 10.100 23,600
Gross Farm Income $38.552,000  98.525,000

SOURCE: United States Census Reports on Population. Hous-
ing, Auriculture, Retail Trade: SRDS Consumer Data; REA
Farm Survey Reports; RETMA ~ (1962-63)

KMAR

THE K-MARK OF GOOD SOUND
WINNSBORO, LOUISIANA

* Serving the Richest Cotton and Cattle Region in
Lowisiana’

New Industrie: Moving In!

* Full-time LOCAL news coverage PLUS Associated
Press National and Worldwide Coverage!

* Farm Programs given by 32 LCCAL department
chiefs every month!

* Carefully selected Music!
* COMPLETE Weather News’
> Excellent Sports Reports’
Si Willing. General Manager

P. O. Box 312 Phone 435-5141
WINNSBORO, LOUISIANA

KMAR’s coverage map includes pertinent market data
as well as the primary and secondary areas served by the.

station.
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You can earn a lot of money in this business but it all depends
upon your talent as a salesman.

THE TOOLS OF THE TRADE

We concern ourselves here with the physical tools that are
standard equipment for any broadcast salesman who takes his
job seriously. First of all, you should have a good attache case
or briefcase. It should be first class because it helps you make
a good first impression; first impressions are difficult to make
the second time. That’s your kit; now here’s what goes in it:
Station brochures, coverage maps, rate cards, scratch paper,
pens, pencils, station success stories, a vest pocket portable
radio. The names of each of these items practically describe
what they are but for the benefit of newcomers, I'll not only
describe them but also explain their function in your sales
calls.

Coverage Map

This potent item is an accurate survey of the area that
your station’s signal covers. A coverage map, generally
computed by a certified engineer, indicates your primary
coverage and secondary reach. It depicts the pattern of your
coverage. Directional signals may cover more to the North
than East, West, or South. It could look like a cigar or a narrow
balloon. There are all kinds of shapes and sizes, depending
upon the way the signal is broadcast. The FCC is very fussy
about protecting each station’s signal in its assigned coverage
area, and often, in order to guarantee this protection, it is
often necessary to beam signals more prominently in one
direction than all the others. Coverage maps, informative as
they are, serve only to help a salesman show his station’s
sphere of influence and do not, of themselves, make sales.

Rate Cards

The name is almost self-explanatory. A rate card gives all
the information regarding charges made by the station for use
of its facilities. There are so many kinds and shapes that they
are a plague to sponsors and time buyers. There is no need to
have a complicated rate card. Farther along we get into the
vital part that rates play when a salesman calls on sponsors
and agency time buyers. For now, we just want to define each
item in the salesman’s kit.

Pocket-Size Radios

Of course, you know the function of a radio receiver. That
is, you did when you were just part of the huge radio audience.
But, when you are a salesman, attempting to sell radio ad-
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vertising, this remarkable device becomes one of the most
important items in your kit. In all of my travels, lectures, and
visitations, I have found very few salesmen who consider a
small radio to be the sample of their product. Most salesmen
consider the product of radio advertising to be ‘‘the most in-
tangible’ product in creation. They have been influenced by
advertisers who generally deal in tangible merchandise that
they can see, feel, or taste. But, when a sponsor takes a
schedule on radio and he doesn’t hear his programs or an-
nouncements, he is not aware of what he bought until the bill
comes. Then, the sponsor, his wife, or somebody in the
organization raises the question that usually sounds like this:
“What are we paying for; I didn’t hear my spots, did you?”
The answer is also negative. Seems everybody was too busy to
monitor the radio station, and just like ostriches, they think
that because they didn't hear any of the announcements,
neither did anybody else. Sponsors are reluctant in many
cases to credit a boost in business to their radio advertising.
Yet, that is precisely why they advertised in the first place. So,
it behooves the salesman to make the sponsor fully aware of
how radio produces.sales messages for the advertiser.
Here is how you use your radio receiver to convert an
intangible into the most tangible product going. Suppose you
are calling on a new account, a man who never has been on the
air. You first do some research about the prospective sponsor.
You create, or have created, some hard-hitting sales
messages. You arrange to have these announcements played
when you call the station to give the signal. Be sure that all
staff members are alerted to this plan of action. The trick is to
have your timing down to perfection. You make your call when
you have the full attention of the sponsor. You make it clear to
your staff members that when you call and say OK the an-
nouncements are to be played on the air. Taking for granted
that all gears are ready to mesh, you go through this routine:
The call on the advertiser; the telephone call to the station;
the playing of the anncuncements, preceded with a brief in-
troduction by the announcer who says something like: ‘‘Ladies
and gentlemen, we interrupt this program to bring you an
announcement of great importance”. He then plays the sales
message or messages. This brings to life exactly what you’'re
trying to sell, commercial messages that bring into clear focus
just how potent the spoken word is. Radio excites the
imagination and that’s the beautiful part of it. A man who
never advertised is impressed when he hears his name or the
name of his company mentioned on the air. He is taken in with
this method of advertising because it has saved him from a lot
of trouble preparing his ad, he can better understand the
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impact of radio advertising. To you who have been in the trade
and to those who are planning to become salesmen, use this
method of presentation and you’ll see that a small portable
radio is indeed one of the most important sales tools you can
have with you.

As an alternative, you can make several ‘‘spec’’ sales
messages on either reel-to-reel tape or cartridge. Use your
taped presentations in the same manner as you do your por-
table radio. Be sure to ‘‘showcase’’ your taped messages with
a bit of programming on each side of the announcement so that
the sponsor can get a truer image of how his message sounds
on the air. A current supply of letters of testimonial always
helps. Be certain that you don’t let your letters get shopworn.
Encase them in transparent holders. Discard them when they
become dated. You can’t sell with out-dated ammunition.

The Brochure

Brochures come in many shapes and sizes and are
organized to contain all pertinent information about your
station: market data, one-line testimonials, coverage map,
rate card, etc. The two brochures shown should give you a
good idea about the makeup of a brochure.

Your brochure should certainly have the latest market
data; numbers of radio homes, consumer spendable income in
your 0.5 MVM coverage and your 0.25 MVM coverage. It also
should contain information regarding money spent on
groceries, for cars, drugs, etc. This is important to time
buyers who want to reach different kinds of audiences. If
possible, you should get estimated future development of your
area. If agricultural in makeup, harvest yields should be in-
dicated. If it is an agricultural-industrial mixture, show the
revenue derived from each source. For example: Cotton yield
averages: 100,000 bales; soy beans: 60,000 bushels; cattle:
50,000 head, etc. Give the numbers of employees in each in-
dustry and their average wage. Yes, your brochure should
show the makeup of your market.

How To Get Information For Your Brochure

Statistics are available from the U.S. Department of
Commerce or from your state capitol. You can do your own
research based on sales taxes paid in your area. This is a
pretty good indication about how much spendable income
there is. There are many ways to go about researching your
market. The best source of information, however, is from
local, state and federal government sources. That’s why it’s
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important to become acquainted with officials like your tax

assessor, county clerk, mayor,

alderman, state and federal

senators and representatives. They are constantly in touch

with changes in their towns, citi

es, counties, and states. They

will be glad to help you get the information you want. I don’t
say that it is easy because there is a big time lapse between the
gathering of the information and the publishing thereof. But, if
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“People came all the way from Lake Providence,”
B. Iverson

“In addition to the many customers who came from our local
area, there was a caravan that arrived from Tallulat.”

D Roberts

““We even get customers from Monroe.”
E. Coughran

“KMAR pulls "em in from as far away as Bastrop.”
J. Mays

“KMAR brings new customers.”
J. D. Boyle

“Continuous advernsmg on KMAR has increased my business by
forty percent.

J. Legget

“*They come from near and far when they hear it os KMAR."
Globe Foods

KMAR

THE K-MARK OF GOOD SOUND
WINNSBORO, LOUISIANA

* Serving the Richest Cotton, Soybean and Cattle Regisn in
Louisiana!

* New tndustries Moving In!

® Fullk-time LOCAL news coverage PLUS Associsted Press
Nauonal and Worldwide Coverage!

* Responsible, Dedicated Personnel
" Carefully Selected Music!

® COMPLETE WEATHER NEWS!
* Excellent Sports Reports!

Si Willing, General Manager

P. 0. Box 312 Phcne 318 4355648
Winnsboro, Louisiana 71295 4354443

4355141

Represented by VIC PKANO ASSOCIATES, INC.
New York — Chicago — Atlanta — St. Louis ~ Los Angeles
San Francisco
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Front page of KMAR’s sales brochure displays a

coverage map and 1-line

testimonials.
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KMAR PUTS THE ® D72 IN POWER!

HERE ARE JUST A FEW MORE TESTIMONIALS
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3¢ Lick to 311 af yeu ~n your path of continued
progress!

Lincemaly yours,

Bryantt Depamnmt Store

.Pa/-lk— 9_
— comm
Dasr 311

Just » word to aéy that 1 anjoyed tne raletipasnip
“itn RADIO IWA during thuan laat five years.

Gontimous sdvertisiog witn KK tas alesge petd off
for

ing thia 1ast clasrance anle I uas avan setiafisg with
e Tesulte thet I got advertising ay used Fixtures and
oquipment

Advertising on D4R 1a & n0und busiBess investment.
Sincaraly,
BRYANT'S DRPAFTHENT STORK

P e

Stanley Bfyent
381ha

@mmu it

rowt B S.00Te o
According  to

KMAR has the LARGEST

Medsastat, Dear Si:
share of listeners! Why?
BECAUSE WE GIVE
SERVICE TO OUR
LISTENERS AND OUR
SPONSORS!

avea at a very high level.
Best personal regarda.

Sincerely,

Roy Dfpadie

COFFEE CO. XNCOIPORAYEO

251 NORTH THIRD ST+ F O BOX 31 4

This s your authority to continue Community Coffee Company.
Inc., radlo cooperative promotion.
the Sales Department is of the opinion that radio has been

responsible for malataining sales of Community Coffee In vour

AdverMatng and Sales Promotion Manager

COMMURITY COFFEE COMPANY, INC.

84TON ROUGH La Ton2)

Because of vour caoperaifon Many of our sponsors have
 not missed one day of
advertising since we took to

the air in May of 1957

To The Folks In Franklin Parish

Here is a letter | recently wrote to Mr. Si Willing, manager
of KMAR Rsdio Station in Winnsbora. After writing it, |
thought that some of you may not know of Mr, Wilitng's and
his station's devotion to @ better Loutsiana, and decided to
place it in The Franklin Sun.

Dave L. Pearce

Last year, Louisiana was the No. ! State in the nation in increased sates
of Farm Products. The gain was 14.2 per cent over 1962, or $52 mitlion.
Credit for this impressive record goes largely to people fike Si Willing
and stations like KMAR, Our BUILD LOUISIANA program benefits
everyone, news media included
And 1| want all the folks in Franklin Parish to know of your personal
unselfish and voluntary asestance, which all of us in the State Department
of Agriculture value highty and appreciate very much.
Sincarely yours,
DAVE L. PEARCE.
Commissioner of Agriculture
and Immigration

MEMO FROM
HASKELL WOLFF

Ao S
mﬁz;;ffﬁf_

WOLFF BROTHERS
DUMas AmKANSAS
Phn C¥ograsn 3 w00

Sales brochure page 2 presents more elaborate

testimonials.

you play your cards right, you can get the information in
advance of its publication. This kind of effort separates the
salesmen from the order takers. It takes that extra mile in
effort and service to make you a professiocnal instead of a

puppet who accepts dated information and uses it until a

newer report comes out.
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Brochures are expensive to print, yet they should be up-
dated periodically. If this is not done, it’s the same as trying to
use old gunpowder that has gotten wet. Supplementary pages
can be added, others deleted; this takes a bit of planning and
doing. But then again, anything worth anything at all takes
time, trouble, and patience.
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Small-market <
' radio can be @  Feme e e )
money machine s aer

i
%

1
0

e od

Froma Tew Gt yir cm e an) L
o e ST it

WEEK'S PROFILE

e by permayen
vt o1 01 33 197
ot

et £ rom Tra Fobraary 1967 st U1 B3 € roaccast Marmprmant € cpinsericy

MANAGEMENT

ROUNDTAX

Order Takers Don't Sel

Nowds nd Wants —~ Radio'sAdvertiving Strength

“GRASS
ROOTS™

RADIO

cktma
can mproe i e >
il have.

i @ chance 1o
Tavorabic g Rope

S TEE L
| HEEETERE s 1K
ot g e v T Lo by e /
mndEn e 2R '
=y o BROADCAST

¢ o MANAGEMENT
ENGINEERING

The third page emphasizes management’s industry
leadership.
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KMAR

1957

Media Code 4 219 9765 1.00
KMAR Broadcasting Corp., Box 312, Winnsboro, La., 71295. Phone 318-435-5141.

STATION’S PROGRAMMING DESCRIPTION

KMAR: Programmed for general interest.

News at :55, 5 min. Country music sign-on 9 am. Sports 6:31 am. Religious
programming 7-7:30 am. Local news 7:31 am for 10 min. 9 am-noon, middle-of-the-road
music. 10:45 am forestry weather news. 11:50 am, local, regional and national newscast.
Noon-12:30 pm, market news such as cattle, cotton, etc. 1:15 pm, forestry weather news.
2.3 pm, music, showtunes, standard and middle-of-the-road, also, discussions, talk. 3 pm,
rock and rhythm and blues. 4:30 pm, state and regional news for 10 min. Sports 5-5:10
pm. Contact Representative for further details. Rec'd 8/14/67.

1. PERSONNE’L N 5. GENERAL ADVERTISING —
Pres. & Gen'l Mgr. — Si Willing. See coded regulations
NAB Radio Code Advertising
2. REPRESENTATIVES Standards Apply.
Vic Piano Associates, Inc. General: 1a, 2b, 3a, 4b, 4d, 5, 6a, 7b, 8.
Rate Protection: 10a, 11¢, 12a, 13a,
3. FACILITIES 14a.
1,000 w. days; 1570 ke. Basic Rates: 20 Ib;1a, 28a, 28c, 29a,
Non-directional. 30.
Operating schedule: Sunrise Contracts: 40a, 44a, 46, 49, 51c.
to local sunset. Comb.; Cont. Discounts: 60a, 60i, 61b,
62a.
4. AGENCY COMMISSION Cancellation: 70a, 70c, 71a.
1‘:_3% on time only; no cash Prod. Services: 82.
discount. TIME RATES
Eff —— Rec'd 7/5/68.

6. SPOT ANNOUNCEMENTS 1x 156x 312x
1 MIN. OF 1SS cvrieerrerereerenene e eaneees $7 6 5
8. PROGRAM TIME RATES 1hr  12hr 1/4hr 5min
$50 40 25 15
35 30 20 12
30 25 18 9

MARKET DATA: 0.5 MVM Coverage 0.25 MVM Coverage
*Estimated Consumer spendable income  $100,137,000 $417,538,000

Time buyers often complain about complicated rate cards. KMAR's rates are
simple, easy to remember and a pleasure to use. The more you buy, the less
it costs.

*Source: U. S. Dept. Commerce: CBP-67-20-1967

On page 4 KMAR’s sales brochure tists programming
and other station data, plus rates.

Letters of Testimonial

If your station is doing a good job, you will receive un-
solicited letters to that effect. Such letters are a valuable asset
because they impress your customers, especially if these
letters are from well known advertisers and organizations.
This, too, is a never-ending quest; it keeps you on your toes,
makes you want to do so well that your mail will be sprinkled
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with complimentary notes. The sad part of testimonial letters
is that they have limited life in your portfolio. They are like a
spent bullet once shown. You must then wait until some new
ones come in.

Writing Equipment

Use a good pen. It may cost more but don’t trot out a beat-
up, empty pen when you get ready to write. Also, have some
good, sharp pencils and a work-pad to do your figuring on. It
offends a sponsor when you ask for a pen, pencil, or scrap
paper. I know a salesman who didn’t get the order because he
started to scribble on an envelope that he picked up from the
prospective sponsor’s desk. The envelope had some checks in it
and the would-be advertiser resented the liberty that the
salesman had taken. What irked him even more was the fact
that the salesman didn’t have his own equipment along. These
household hints may sound trivial but they are most im-
portant. It's the little things that can lose sales and alienate
sponsors as well as the big-ticket faux pas. If you’ve had boy
scout training, you know the importance of being well
prepared. As we proceed with the evolution of a salesman,
you’ll see just how important this bit of advice can be.

Keep A Pad & Pencil Handy At All Times

It’s amazing how quickly you can forget a good idea if you
don’t jot it down immediately. Many of us think of good ideas
and then when it comes time to recall them, we simply cannot
remember them to save our lives. Keep a pad and pencil (or
pen) within reach at all times, day or night. Even if you should
get an embryo of an idea in the middle of the night, write it
down immediately in the pad or memo book that you keep on
your night table. Don’t trust your memory exclusively; write
it down before you forget it forever!

Typical Forms

The more you learn about our industry, the better chance
you'll have to get ahead. For your information, copies of some
of the forms used in a radio station are illustrated.

1. Billing & traffic log, used by the salesman to supply all
the information needed by the traffic clerk and other depart-
ment heads. I dare say that there are about as many different
forms as there are stations. But the main purpose of these
forms is to give all the facts about each sale made.
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KMAR

WINNSBORO, LA.

BILLING & TRAFFIC LOG
DATE

Name of Account

Bili To
Start Date Last Day
Transcripticn Live

Total No. of Spots or Prgms.

BROADCAST SCHEDULE

TUES. WED. THURS.

SPOTS
Min. @ $
Min. @ §
Min. @ $
Talent —_Line Charge,

Remarks and Billing Instructions

KMAR'’s billing traffic log form.
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2. Simple statement, mailed each month to sponsors who
have bought schedules. Again, there are many varieties of
statements.

3. Affidavit of service, used to testify to the fact that the
schedule was given as promised. Affidavits are usually
required by agencies and manufacturers who reimburse
sponsors for all or portions of their advertising. This kind of
advertising is called ‘‘cooperative’’ advertising.

STATEMENT
WE SERVE THE PUBLIC
Phore 318 435-5141

HMAR 4010 o

KMAR BROADCASTING CORPORATION
P. O. BOX 312

WINNSBORO, LOUISIANA 71295 19

To:

Amount Brought Forward $

_____ _Announcements for Mo. of @ $____Each Total §

Programs for Month of - . @$%$___ Each Total $

Additional Charges:

Please Pay Total

[temized Invoices
available upon request. THANK YOU!

Bills rendered from first to first and payable by tenth of succeeding month.

Monthly statement form.
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KMAR

KMAR BROADCASTING CORPORATION
Post Office Box 312

WINNSBORO, LOUISIANA
71295

To:

ANNOUNCEMENTS FOR MONTH OF

1284567891011121314,15

16

TOTAL NUMBER OF ANNOUNCEMENTS

PROGRAMS FOR MONTH OF.

19

1234567891011121314)15

16

AFFIDAVIT OF SERVICE RENDERED
State of LOUISIANA .
County of FRANKLIN ss:

The undersigned, having been duly sworn, deposes and says
that broadcasting service has been rendered by this station in
accordance with the above statement:

KMAR BROADCASTING CORPORATION

By
Subscribed and sworn to before me,
this day of. 19

NOTARY PUBLIC
BILLS RENDERED FROM FIRST TO FRST AND DUE AND PAYABLE BY THE TENTH

Affidavit form.



TERMS: NET

17{18 19'20 21(22|23/24|25|26)|27]|28 29’80 81

117{18 1912021122123 |24 |25|26)27}28 29'30’81

TOTAL NO. PROG @ s
TALENT CHARGES @ - - - - - - - §_
WIRE CHARGES - - - - - - - - .§_
=
s
AMOUNT BROUGHT FORWARD - - - §
TOTAL - - - - ¢« - « o« - - - « - §
OF SUCCEEDING MONTH. THANK YOU!
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OPERATOR TRANSMITTER LOG KMAR

ON DUTY. M
OFF DUTY _ __ _ M LOUIBIANA 19
ON DUTY L) CARRIER: — ON OFF.
OFF DUTY M ON. OFF.
ON DUTY ] ON OFF.
OFF DUTY. M PROGRAM: — ON OFF.
ON DUTY. ) ON OFF.
OFF DUTY. ) ON OFF.
TIME l PLATE VOLTS c::“:ﬁr e:;‘;‘:; “gl‘vc REMARKS
=
—
L —
_,+ —
=
— —
__.AJ‘.—— _—— = - —_
j
il -
!
S _ _|
— —— __4‘ - JE—
i
[ E S
Log form used to record half hourly transmitter

readings.
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KMAR KMAR PROGRAM LOG
BROADCASTING

6. Commercial Matter or Announcement Type: Commercid Continuity (CC), Commercial

ORI Announ.ement [CAL; Public Service Announcement (PSA) Mecharcal Reproduction
C PORATlON Ananouncement (MRA); Annosnced as Sponsored (x). “’.
Post Office Box 212 7. Program Source: Locat (L) Metwork {identify); Ruomm (REC). day
8. Program Type: Agricuurel (A); Entertainmant 14 ews (N}, Publhe Aftairs (PA)
WINNSBORO, LOUISIANA Rekgloun (83, nstructions (; Spors (51 Other (O eamorai' (EDITT Pomcsr oL
71293 Eauesions date
Station PROGRAM TIME Commercial Matter PROGRAM
wl or
Iﬂ:w: PROGRAM TITLE — SPONSOR | _A
Time Begin End Duration| Type Source Type
1 2 3 5 [ 7 8
: !
| , |
i {
i v T
|
L
| .
[ +
R
+
It
i
1 I
i
t
I .
]
On 9. Operator or Announcer on on 9. Opevator or Announcer on
on 9. Operator or Announcer on on 9. Opevstor or Announcer ot
On 9. Operator or Announcer ot . 9. Operstor or Announcer o

Program log form.
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4. Transmitter log, kept by engineers and announcers to
log transmitter operating information.

5. Program log, gives all information about programs and
commercial announcements. (Transmitter and program logs
are required by the FCC.)

RATES

Congress prohibits the FCC from fixing a station’s ad-
vertising rates. However, at this writing, a station may not use
more than 18 commercial minutes in any one hour of broad-
casting. So, in effect, there is a limit imposed upon the amount
of revenue a station can earn. Therefore, rates are predicated
upon this limitation, taking into account the operating cost of
the station to arrive at a reasonable charge in order to insure a
fair profit. As you know, without making a profit, there is no
incentive for a station to operate.

The rate structure in the broadcasting industry is a
complex affair. Very seldom do two stations have matching
rates. Some stations use a mean local rate to which they add
commission should agencies and representatives be involved.
Others have a local, non-commissionable rate to agencies and
reps; it is, however, commissionable to their local salesmen.
Such stations may also have a rate card showing their com-
missionable regional rates.

Regional rates and schedules apply when products ad-
vertised are germane to specific regions such as milk com-
panies, bread products, soft drinks, etc. To qualify for the
local rate, a regional advertiser must name a local retailer as
the place to buy that product. If a local department store
advertises its own wares and invites listeners to come into its
store, it is a local advertisement. If a regional bakery, dairy,
soft drink company, etc., advertises its product sans retail
store mention, it is considered to be just that, a regional ad
because it doesn’t matter in which grocery store you buy the
milk, bread, etc., so long as you buy that brand product.
Regional advertisers generally have their own advertising
departments and place their own ads on the several stations in
their market or else they employ small agencies within the
state to not only prepare the advertising but also place it with
the various media. Radio stations, accordingly, have regional
representatives to deal with those agencies.

There is a conflict of opinion about what rates should be
charged for regional business as compared with local
business. Some stations insist that one rate should prevail for
all advertisers, whether they buy local, regional or national.
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They say that proper adjustments should be made for com-
missions involved but that the station should get just one net
payment. Other stations say that because regional advertisers
lay claim to a larger area of coverage, those regional rates
should be higher than the local rates with two commaissions
built into them. They also have even higher rates for national
advertisers because a national advertiser doesn’t care where
you buy his products (Example: soaps, cigarettes, toothpaste,
cosmetics, etc.) so long as you buy his brands. Because you
can buy these national brands anywhere in the country, you
are getting maximum mileage out of the advertising and so
you should pay for total coverage.

Fortunately, the rates charged for local, regional, and
national business are optional with the station owner. If they
are out of line, the rates will not hold up in the market place
and that’s the way it should be. So, as far as this writer is
concerned, if your rates are suitable for you and palatable to
sponsors and agency time buyers, they are quite all right and
should be used. A word of caution: Don’t price yourself out of
all markets; also, don’t cut your margin of profit so thin that
you can’t make ends meet. Common sense is the best method
to determine how your rates should be established. Above all,
don’t cut your rates. Stand firm on your charges once they
become station policy. However, if you can’t equate your rates
with the service of your station, then you're in trouble. A high
rate for a poor quality station will never do!

Detailed Rate Cards

Detailed informative cards contain all the facts about the
various rates. Agency time buyers have wailed long and loud
about the complex time cards created by so many stations.
Trying to decipher some of these cards is like trying to read
the stock market reports without being familiar with the
symbols. Many stations have ‘‘package deals,’”’ combination
rates such as: “‘if you buy 60 one-minute announcements, you
may buy a package of 50 ten-second ‘shorties’ at a reduced
rate.” Or, if you buy so many programs, you may also have
several 60-, 30-, and 20-second announcements for so much
money.

Standard Rate and Data Service (SRDS) publishes rate
cards from practically every station in the nation in book
form. When you thumb through this handy manual you can
appreciate why the rate maze amazes and keeps agency men
in a daze. Although I am a voice crying in the wilderness, I go
along with station reps and time buyers who plead for simple,
uncomplicated rate cards. KMAR'’s national rate card is about
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as simple as you can find. We don’t advocate a universal card,
but we do say that more time buys would be made on small to
medium stations if their rate cards weren’t so involved and
didn’t require so much time to unravel.

Spot Announcements

Earlier, we said that the definition ‘‘spot announcements”
is a misnomer and handicap in the industry. True, there had to
be some distinction between commercial messages and
programs and so a sales message was christened ‘‘spot an-
nouncement.’”’ That’s how it happened but why it happened
that way seems to be a mystery. I have gone to great lengths to
find out who the father (or fathers) of this anathema was, but
so far I haven’t succeeded. Compounding the complexity of
this poorly named commodity is the classification of the spot
into 10-, 20-, 30- and 60-second spots. If these money-making
tid-bits were entitled simply ‘‘sales messages,’’ the business of
time length would have not occured and everybody would be
much better off. Our rate card puts it this way: “KMAR’s
rates apply to all sales messages regardless of length but not
to exceed sixty seconds.”’ The premise for this is that we are
creating sales messages to do the most effective job for the
sponsor. Therefore, why should we encourage sponsors to
make the time of the message the first consideration. If we can
do the message in 21 or 32 or 47 seconds with greatest impact,
why attempt to go the hard way and fit the message to a
prescribed time length? You can be certain that because we
elect to serve the sponsor in the best possible manner, we will
always create the most compelling message regardless of
length but not to exceed 60 seconds. Burden of proof is on us
and that’s the way it should be.

Why Stations Advocate Selling ‘“Time”’

A common argument in favor of dividing sales messages
into time lengths with differing prices goes like this: ‘‘Qur rate
card calls for 60-second spots at $3.00 each, while the 30-
second spots go for $1.75 each; quick arithmetic shows that
when we sell two 30-second spots instead of one sixty, we are
ahead by fifty cents. Pretty good reasoning if you don’t check
the other side of the coin. Look at the way we figure it: “Our
rate card lists a charge of $3.00 for all sales messages,
regardless of length but not to exceed 60 seconds. In most
cases we can get maximum impact when we prepare these in
varying lengths anywhere from 20 to 40 seconds. So, we gross
$6.00 for two messages and we haven’t strained the copywriter
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by trying to hold the message to a prescribed length of 30
seconds. The yardstick should be this: Every message should
be a total message! If 60 seconds is needed to tell the whole
story and your sponsor has bought a schedule of 30-second
announcements, something is awry. The answer is quite ob-
vious. If a station or a salesman is trying to squeeze more
profits as the main objective, he must sacrifice quality.
Translating this into more meaningful language, the price per
announcement shouldn’t be established untilthe copy has been
completed if the station or salesman wants to proceed on the
basis of selling announcements in time lengths. What if it
becomes impossible to tell the full story in 30 seconds? Is it fair
to penalize the sponsor because of this? And while you're at it
you not only put a penalty on the sponsor but you place your
stationin jeopardy when you deliver partial messages. If they
don’t produce, you can lose sponsors. We believe in telling the
full story in the shortest length of time but we never time the
message until it is written, rewritten, and polished to per-
fection. Then we put the stopwatch to it. We make repairs only
if it exceeds 60 seconds. Consequently, our salesmen never
have to quibble about the rate card because the sponsors in our
market know they are buying sales messages that most often
are dynamic, compelling stories that motivate listeners.

Frequency Discounts

This following statement is trite but true, and also tried
and true: The more you buy the less it costs. Bigger ad-
vertisers expect this; marginal operators oppose it. The small
man wants the same price advantage as the larger sponsors;
he also wants the same advantages such as guaranteed times,
etc. Yes, he wants the same everything and generally yells
foul when he buys a small schedule for Christmas and finds
that he can’t get the best time period. ‘“‘He’s bigger than I
am,” goes the complaint, “and so he gets all of the ad-
vantages!” This is not true. The consistent advertiser, who
realizes that advertising is an investment and not an expense,
deserves to get a discount for buying in quantity. I say that
every sponsor regardless of size should be given every care
and courtesy, but you cannot extend price advantages to any
sponsor unless they are earned. That is why it is important to
establish a firm rate card with definite frequency discounts
and never deviate from that card!

Of Time Buyers and Representatives

A time buyer is a man or woman who works for an ad-
vertising agency and buys advertising on radio and televsion
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stations. Since that person knows very little about the
majority of stations throughout the United States, he depends
upon the station’s national representative to sell him, It is up
to the rep to have all the information about the stations he
represents so that he can sell the time buyer on his clients.

Let’s stop here and describe a representative. He is ac-
tually a salesman representing a number of stations
throughout the country. His job is to visit time buyers at
various agencies, learn what advertising is to be scheduled in
those areas of the country where his clients are located, and
then go about the job of showing reasons why the time buyer
should place his advertising on his stations.

Actually, this is the same process that a salesman goes
through on a local level. In this case, however, the salesman is
attached to the radio station and he deals directly with the
sponsor. The reason most stations have national reps is, again,
because of the problem of geography and expense. With few
exceptions, there isn’t a station that can afford to have a
salesman in every major city where dwell the multitude of
advertising agencies. Therefore, it pays those stations to
employ the services of a reputable national rep to maintain
contact with agencies. Rates are adjusted upward to include
the representative’s 15 percent commission.

ADVERTISING AGENCIES

Many books have been written about the function of ad-
vertising agencies. If I were to go into detail, it would be like
writing a play within a play. For the sake of brevity, here in a
nutshell are the primary functions of advertising agencies:

1. They are hired to create, prepare, and place advertising
for advertisers.

2. When the sales campaign plan is complete and ap-
proved by the sponsor, the time has come for the agency to
place the advertising in the most appropriate media.

3. Sales campaigns are created for exposure in the
broadcasting medium and-or the print medium.

4, Time buyers buy schedules in the broadcasting medium.

5. Space buyers buy space in the print medium.

The general method of compensation for agencies
amounts to 15 percent of the total advertising budget of the
sponsor. The more sponsors an agency has, the more income it
gets. That’s elementary arithmetic. The main point for a
salesman in the broadcast field to remember is that an ad-
vertising agency is paid by the sponsor to not only prepare the
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sales campaign but also place that advertising campaign. The
agency is very well compensated by the sponsor for per-
forming both of these functions.

Many advertising agencies cast themselves in the role of a
station representative by demanding a commission from the
media in which they place the sponsor’s advertising. In other
words, they are ‘‘double-dipping” or collecting from both
ends.

“Double-Dipping’’ Advertising Agencies

An advertising agency is selected by a sponsor to perform
two functions: One is to create the most compelling ad-
vertising campaign that will sell the product or service of that
sponsor. The other function is to place the advertising with the
most appropriate media. The sponsor pays the agency the
traditional 15 percent commission of the ad budget for these
services. When the campaign is complete and ready to go,
many agencies charge the media 15 percent for placing the
schedule. This is double-dipping. To add to this unfair prac-
tice; many agencies insist that the media make their local, net
rate available from which the 15 percent commission will be
taken. I have talked to dozens of broadcasters in as many
states and much to my chagrin have found that the stations
have registered mild protests but did eventually capitulate
because they wanted the business.

Here is an account of my own personal experience con-
cerning three sponsors, each of whom advertised locally. They
prospered and grew into regional accounts. Our station not
only prepared their commercial copy but also supplied neigh-
boring stations with that copy. We never charged the sponsor a
penny for this ‘‘second-mile service.”” Time passed. The ac-
counts grew so fast that they hired a regional agency to do the
work of preparing the campaigns and placing the schedules.
The agency then asked me to continue to advertise for those
sponsors but they wanted us to not only extend our local net
rate but also pay them 15 percent commission for placing the
schedules! I protested. The agency said, “Pay us our 15
percent commission off your net, local rate or no schedule!”’ I
brought this to the attention of the sponsers. They authorized
the agency to place the schedules with us with ne commission
to be paid by us because the sponsors were paying for this
service.

We commend Broadcasting Magazine for continucusly
challenging this double-dipping system. In an editorial the
magazine said in part, ‘‘A new argument for elimination of the
15 percent commission media pay to agencies may be found in
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the growing use of outside commercial production specialists
by agencies themselves. Increasingly they are calling in the
specialists, who they say can, and apparently do, turn out
commercials less expensively than the agencies’ own
production departments can do.” This writer admonishes all
media to protest directly to the sponsor when an agency insists
upon a 15 percent commission for placing a schedule. After all,
the process of placing schedules is part of the service that the
sponsor pays for. If enough complaints are registered, double-
dipping should disappear.

THE SHORT RATE & REBATE POLICY

When a sponsor contracts to use the required number of
commercial announcements to guarantee him the lowest
frequency discount and then doesn’t honor his contract, he is
subject to a ‘‘short rate.”” This simply means that the station
can bill him for the difference between what he has already
spent and the amount that he should have spent for the actual
number of announcements used. For example, if the station’s
rates are:

1000 or less commercial announcements used in a 12
consecutive month period are $5.00 each

1001 or more commercial announcements used in a 12
consecutive month period are $3.50 each

Suppose the sponsor contracted to use 1001 or more an-
nouncements in the prescribed time. He is, therefore, billed at
the lowest frequency discount of $3.50 per announcement from
the inception of the contract. Let us presume that he uses only
800 announcements in this period. According to the station’s

rate policy, he should be charged $5.00 per announcement.
Therefore:

He should have paid for 800 announcements at $5.00each:
$4000.

He actually paid for 800 announcements at $3.50 each:
$2800, a difference of $1200.

The station is entitled to receive the difference of $1200.
On the other hand, if a sponsor contracts to use less than

1000 announcements with this same station but exceeds 1000,
he is entitled to a rebate. For example, suppose the sponsor
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contracts to use 800 announcements at $5.00 each but actually
uses 1200 announcements in the required 12 consecutive month
period. If he was billed for:

1200 announcements at $5.00: $6000

He should have been billed for 1200 announcements at
$3.50: $4200. There’s a difference of $1800.

He is entitled to an $1800 rebate either in cash or ad-
vertising. If a station has a policy of ‘‘short rating,”’ they
should also have a policy of rebating. It’s like bookkeeping;
what you do on one side of the ledger, you must do on the other
to make it balance. These facts must be made known to all
sponsors. However, if there is a no ‘‘short rating policy,” then
the station is not obligated to rebate. This policy should also be
made known to all sponsors. If a sponsor is undecided about
what schedule he will use, many stations grant the frequency
discount only when it is earned or reached with no rebate to
the sponsor.

Important Terminology

Notice that I use the term ‘“in a 12 consecutive month
period,” rather than a year’s time. I learned from experience.
Some sponsors consider a ‘‘year’s time’’ as an accumulation
of 12 months. They may use 12 months of advertising over a 2-
year period and insist that it adds up to one year. Leave
nothing to chance; stipulate the starting and finishing date
like this:

Jones’ Department Store will use 1200 commercial an-
nouncements, regardless of length but not to exceed 60
seconds at $3.50 each. Contract starts 12 June 1969 and ends 11
June 1970. If the sponsor does not use the required amount of
commercial announcements to entitle him to the $3.50 rate, he
is to pay the station the difference between the $3.50 rate and
the $5.00 rate for the number of commercial anncuncements
that he did use.

The same guarantee is written into a contract that calls for the
$5.00 rate, like this:

Smith’s Department Store will use 800 commercial an-
nouncements, regardless of length but not to exceed 60
seconds at $5.00 each. Contract starts 12 June 1969 and ends 11
June 1970. Should the number of announcements used exceed
1001 within this time period, the station will rebate the dif-
ference between $3.50 and $5.00 to the sponsor for all an-
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nouncements that were used in that period of time. The
sponsor may elect to have his refund in cash or in advertising.
If the sponsor uses advertising as the method of rebate, the
announcements are to be priced at the $3.50 rate.

Make Your Policy Known

The reason many stations get hooked with low rates is
because they do not make their policies known, or else they
simply do not have a policy. They’ll start a sponsor at the
lowest frequency discount. After several years, they are
chagrined, perplexed, stymied, etc., because the sponsor has
used just a small number of announcements and he is still
paying that low, low rate. Salesmen, it’s how you start a
sponsor that determines how you’ll wind up with him. Never
be afraid to state your station’s policy of charging for com-
mercial advertising. If there is no policy in existence,

respectfully suggest that a policy be instituted and then stick
to that policy!

BARTERING, TRADING, SWAPPING

If you remember that you can’t pay your bills with mer-
chandise, then you’ll quickly see the wisdom of refusing all
barter, trade-outs, and swaps. There are companies that make
deals calling for a no-money exchange of station jingles and
promotions for commercial announcements. It goes like this:
A company in the business of producing tailor-made station
breaks, station jingles, promotions, etc., also makes tran-
scribed commercial announcements for sponsors. They
compute the cost of making your station’s jingle, say at about
$3,000. Then they offer to give you those jingles provided that
you will give them $3,000 worth of commercial announcement
time for their sponsors. This is commonly known as *‘barter.”’
No money changes hands.

Local merchants will offer to give you an equivalent
amount of their merchandise like gasoline, groceries, etc., in
exchange for advertising. This is a no-money trade-out. A note
of caution: The FCC looks with disfavor on this practice and if
you must resort to this kind of business, be sure that you ex-
change checks in even amounts with your sponsor.

Avoid This Calamity
I know a station manager who loaded his commercial log

but it was on a ‘“‘trade-out” basis. He bought a house, car, boat
and motor, all on an even-swap basis. He even conducted this
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kind of business with the butcher, baker, and candlestick
maker. The absentee owners were delighted with his “‘sales’’
reports until they wondered why the bank deposits were so
low. Before they could get to the bottom of this nefarious
trade-out arrangement, they nearly were broke because they
had to ante up the payroll and other station expense items out
of their own pockets for so long. The manager kept writing
that ‘“he was having a terrible time collectinrg these ac-
counts.” Absentee owners, learn a lesson from this. Salesmen,
don’t indulge yourself in this awful practice or else you’ll be
blackballed from all jobs like the manager whom we
described. A “‘once-in-a-blue-moon’’ trade-out for a nominal
amount is sometimes in order but don’t make it a habit! Even
then, let everybody who should know about this trade-out in on
the transaction. Best advice is to think twice before making
any deal and then think about it some more.

One of the quickest ways to shake a sponsor’s confidence
in you is to forget to keep a promise that you made. First,
before you make a promise, be sure that you can keep that
promise. Second, remember to keep the promises that you
make.

Jimmy Durante was once asked to give some sure signs of
old age. Said The Schnozz, ‘‘there are three sure signs of old
age. The first sign is a very bad memory and I can’t
remember the other two.”’” Sharpen your wits and your
memory. I cannot remind you often enough to write things
down and remember to refer to your notes:

CREATE A COLLECTION DEBIT

Some sponsors are known to be good pay but they are
slow. Others are well-intentioned but they have a habit of
“forgetting’’ to pay their bills and it makes it rough to coliect.
Best thing is to check the Dun and Bradstreet rating of all
accounts. If this is not available, check the credit bureau or
some other credit source. If you have an account that is good
pay but slow, suggest that he pay by the week. This plan is
most always successful. Make it known that he can continue
his schedule so long as he pays off each week. If this is clearly
understood between you, then all you can possibly lose is the
last week that he fails or refuses to pay you. It maintains a
good cash flow for the station, holds dead-beat accounts at a
minimum and everybody is happy including the sponsor
because he is not startled at that large bill every month which
he probably would balk at paying. Many managers throughout
the country use this plan to good advantage.
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THE BIG BAD BULLY

Sometimes an affluent sponsor can be a small person. He’s a
big sponsor who makes big demands; wants to hog all of the
prime time; resents his competition getting any breaks on
your station. He throws his weight around. Sad part of this is
that he’s good pay; his checks don’t bounce, but he does make
excessive demands. He wants his rate to be a cut below the
lowest frequency discount because he does buy in volume.
Don’t sell your station to one big sponsor. Take it from me, it
“ain’t worth it.” If you let yourself be pushed around by such a
person, you're in for a heap of trouble. Before you know it,
you’ve abdicated your position to him and also alienated many
other sponsors. If you find that he will not listen to reason; that
he can see things only his way ; if you’ve tried every method to
be as fair as you can and he still insists upon brow-beating you,
then let him go. I say to you that if you have to put yourself into
bondage, it’s better to get out of the business altogether.

I had this experience. It started in a small way and then
grew bigger every month. I suddenly realized that I was
catering to Mr.. Bully. We went to the mat over his insistence
about getting 10 percent less than my lowest frequency
discount. I made a decision to stand firm. So, “Mr. Big”
cancelled. The co-owners of the station nearly had a fit. But, I
went on a selling binge and wound up with more sponsors than
I ever had because so much more space was available. My
revenues are way up. The Big Man is not on our station. This
happened several years ago and I haven’t regretted it for one
moment. One of the good things that came out of it was that
my commercial diet had a better balance. Instead of being top
heavy with one kind of product, I was able to include a variety
of sponsors. Before I made the decision to let the account go,
most people thought that I was a co-owner in his business and
that he owned the station. That notion has long since vanished.

IF YOU CAN'T BUDGE IT, BUDGET!

The title of this story telegraphs the theme. If you can’t
make any headway with a prospective sponsor, get him on a
budget. All businesses should have budgéts. But, most
medium to small sponsors don’t practice this. I blame you and
me for this. Yes I blame us. I place that blame on us because
we are afraid to educate the sponsor to not only establish an
advertising budget but to stay on it. It’s a rough assignment
because people make all kinds of plans, resolutions, etc., but
most of them are changed or broken. The very big, blue chip
companies establish budgets and usually stay with them. But
even those are subject to change. However, here is a little
story about ‘“On again, off again Finnegan,”” a medium-sized
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appliance dealer who always had the best of intentions but
eventually would ‘‘get off the air to see whether his ad-
vertising was helping him!’ That has happened to all of us. But
this man would start then stop, start again, stop, etc. He
confessed to me one day that he really wasn’t sure at all about
his advertising program. It was too much to keep up with, etc.,
etc. So I suggested that he accept the formula recommended
by his national trade association and use 2.3 percent of his last
year’s gross sales for advertising. He wasn’t even aware of the
fact that his trade association had ever recommended that!
Anyway, he did allocate that amount of money for all ad-
vertising and, of course, I made a bid for and got the lion’s
share of that budget. It was easy from that time on because we
prepared a 12 consecutive month schedule. The chart on page
58 shows the accepted percentages of yearly gross sales used
for advertising budgets in most categories.

HOW TO SEQUESTER!

We said ‘‘sequester’ neot ‘‘siesta.’’ If you siesta, you’re
asleep on the job; if you sequester, you set apart one thing
from another. You ferret out what the sponsor wants by the
method of elimination. Here’s what I mean. After two years of
sponsoring a very good program, our sponsor decided that he
wanted a new program. He wanted to reach a different
audience. No quarrel with the program, service, or anything
else, mind you; he just wanted a change. So we offered the
sponsor something new and different and, although it costs
him more per month to sponsor it, he paid the freight and
everybody was happy. Accordingly, I wrote to the syndicate
that we were cancelling the 2-year-old program because the
sponsor had selected another one. The syndicator wrote back
and suggested that we try to sell the program to another
sponsor. It sounded like a good idea so I submitted the
program to several prospects but it was turned down.

“It’s a hand-me-down. Don’t want to take seconds from
that sob.”’ (I didn’t know there was bad blood between them.)
Really, I didn’t push it too hard; just submitted it. But, on my
third call, I talked to a man who said that he never missed the
program; thought it was great but not for his product! “It
wouldn’t do at all,” he said. “Why,’’ I asked. ‘“Because it’s an
adult program and my product appeals to teenagers,”” he
answered. This was news to me because I thought that the
older people were the ones who paid for automobiles.
“Really,” I said. “Exactly how do you go about selling your
cars?’”’ I asked, making like a freshman salesman. “It’s true
that the payments are made by the parents but the teenagers
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are the ones who persuade them to buy the cars,’”’ said he. ““Is
that so?”’ I remarked in wide-eyed amazement. ‘It does make
sense and you’'ve taught me something very valuable.”” ‘‘Si,
you ought to know more about what’s going on, my friend,”
said the sponsor and I quickly agreed with him. ‘‘Learn
something every day,” I volunteered. And learn something I
did! Because I immediately called a staff meeting and posed
the problem. ‘“How do we create a program interesting enough
for the teenagers who should be sufficiently impressed with
the sponsor’s brand of car so that they will influence their
parents to make the purchase?” We brainstormed. Ideas
galore. We taped the entire session and listened back, picked
out the best ideas; sifted; sorted; made rough audition tapes;
refined them. At last: The finished product! Now, let’s get the
best time for this program. Right here, at 4:30 PM. The kids
are just out from school, probably at home waiting for supper
and just prior to doing their homework. It was a fast moving
half-hour program chock-full of music that teeners enjoyed.
Adults should like it, too. The sales messages were smappy.
Full of zing! We made them sing! It was a great program.

Now, back to the sponsor. We put all of the facts before
him; thanked him for giving us the tip about who bought his
cars. We went the extra mile in service, prepared this fine 30-
minute program. He liked it, and he bought it. Eventually, I
found another merchant who like the syndicated program that
our 2-year sponsor had vacated. So, we sequestered and we
added revenue as a result of our being of service. This is an
example of how you can get good information if you recognize
it. Instead of arguing that the original program would do the
job, we went along with the sponsor who actually told us how to
play our hand.

“It is no disgrace to start all over. It is usually an op-
portunity.’’
George Mathew Adams.

A LESSON LEARNED FROM JELLYBEANS

There were two candy stores in the same town. The kids
bought their jellybeans from one store almost to the exclusion
of the other. The jellybeans were priced the same at each
store. No-sale-dealer number two was puzzled.

“How come the kids seldom buy my jellybeans, yet they
buy in quantity from my competition?’’ was the big question.
Here’s the answer: The good jellybean salesman understood
child psychology. When a kid asked for 10 cents worth of
jellybeans, the confectioner dropped a few on the scale. Then
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he added some more. Then more and more until the candy
came up to the desired weight. The kids appreciated the fact
that he addedand never took any off the scale.

No-sale dealer number two worked just the opposite. He
dumped a pile of jellybeans on the scale and then he took the
candy off the scale until he was down to the required weight.
The kids thought he was taking candy away from them!

Radio salesmen, learn a lesson from this. Do it in reverse
when you make a presentation. Always offer your sales i
prospect more than you think he’ll need. Let him be the one to
advise you that the schedule offered is too expensive. Then you
can start discarding either sales messages or reducing the
number of programs. Work it like this:

“What you’re trying to tell me Mr. Sponsor is that a daily
newscast for one year is too expensive; OK, how about making
itsix a week and we’ll eliminate Saturdays.” The sponsor says
that it’s still too much. ‘‘OK, Mr. Sponsor, let’s reduce it to five
a week, Monday through Friday.”

This kind of selling gets results. If you start with a very
small schedule suggestion, you have no ballast to throw out.
Use the jellybean lesson in reverse and see whether it doesn’t
increase your sales.

THE OBJECTION! |

Buyer’s objections are most necessary in the game of |
selling. If there were no objections, there would be no
salesmen; only order-takers. Ever since my first experience
in sales, I am suspicious and alarmed almost at once if a
prospective sponsor doesn’t offer at least one objection. Here
is why I feel that way.

I once called on a busy man. He was courteous, listened
intently to what I had to say; agreed with everything. He got
up from his desk, put his arm around my shoulder. Told me
that I had a great product; said that everybody should use my
radio station. He walked me to the door, opened it, shook my
hand and said, ‘‘Hope you can make some sales today, keep in
touch.”” He smiled politely as he gently closed the door.

The ‘‘pushover’’ had pushed me out of his office with 100
percent buyer agreement to my sales presentation. Hasn’t this
happened to you? Conversely, haven’t you given this treat-
ment to salesmen who have called on you? Now, if my
prospect had raised the question of rates or ratings; if he had
asked which was a better method of advertising for him,
announcements or programs; if he had said that newspaper
advertising was more effective; if he had only said something
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which I could dissolve, I dare say that I could have sold him a
schedule. I make a case for objections early in this book
because so many salesmen are easily discouraged when they
meet a resistant sponsor. Later, we analyze all kinds of ob-
jections, all the way from mini to king size, and discuss in-
telligent ways and means to contend with these objections.

THE RATE CUTTERS

Everybody wants the most for his money; that’s the way it
is and that’s the way it will always be. But, many sponsors
want more for their advertising dollars than they are entitled
to. The first thing they challenge the salesman with is,
“What’s your lowest rate?”’ A salesman who has little con-
fidence in his station or product will offer a ‘‘special deal”
that is generally off the rate card. He does this because he is
hungry for the business and he knows that the station owner or
sales manager will ‘‘slap him on the wrist’’ and let it go at
that.

You Have One Product To Sell

You have one product and only one product to sell, and if
you reduce, alter, change, or tamper with the cost of that
product you have put your entire inventory in jeopardy. You
not only downgrade your own station and yourself buf you
make it tough for other stations who are trying to maintain
quality control. That is why I make such a point, frequently,
that a radio station’s first consideration should be good service
to his audience, his sponsors, and his community. You must
keep quality at its highest at all times so that you can justify
your established rate. Remember, you cannot hold a
clearance sale, afire sale, or any other kind of a sale when you
are in the business of selling radio advertising.

Operating Costs Plus Profit Equals Rate Card

There are many fixed costs that go into the operation of a
radio station. There are unforeseen costs, also, and there must
be a fair amount of profit. All of these items should be con-
sidered when the rates are created and the rate card shouid be
firm and not subject to any alterations or changes.
One Way To Deal With A Rate Cutter

I dealt with a store that belonged to a large retail chain.
When the regional manager of that chain asked me tc give him
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that special ‘‘under-the-table rate’” that so many other
stations had extended, I explained our state of economics this
way: ‘‘Mr. Manager, youhave an advantage that I don’t have.
You have a multitude of products subject to cost changes,
either up or down. If you markdown ten items, you can in-
crease the cost of fifteen items and make more of a profit!
Besides, the general public is accustomed to price changes
almost every day. You are not bound to stay with a price ad
infinitum. But, in radio advertising, we have one piece of
merchandise and only one! If we make those alleged ‘‘special
deals’” we’re in trouble. Besides, if I had to make deals, I'd
rather get out of the business or join another station. When
someone offers me a deal, I never know whether I'm getting
the best deal. At any rate, no deal is secret or sacrosanct and I
refuse to participate in or encourage rate cutting.”

This was a bold statement-and it hit home because he took
aschedule on my rate card. There was a tense moment during
this situation, however. That was when he winked at me and
suggested that I might not be telling the truth. This infuriated
me but I kept my composure. I invited him to call any of my
sponsors and get a confirmation. He didn’t do this and he was
gentlemanly enough to apologize for casting aspersions.
Suffice it to say, the rate cutters, shoddy operators, and other
elements that demean our great industry, make it tough for
the good guys.

WORK WITH THE TOOLS AT HAND

“I hopeto learn Spanish so that I'll be able to write a
Spanish Opera,” said my friend who was taking a course in
that subject. At the risk of being impertinent I said, ‘‘Why not
write the opera in English since you already know that
language and then have it translated?’’ My friend winced. The
idea sounded too sound, too pat, and too easy. ““Good idea,’’ he
eventually mumbled. Of course, the opera was never written
in Spanish, English, Sanscrit or any other language.

Don’t take the easy, dreamy way out with that ‘‘someday
I'll do something” bit. Put a target date on the beginning and
the end of every project. Before you do this, however, take
inventory of the equipment at hand. You probably are well
equipped to start the venture. Don’t plan to ‘‘someday become
asalesman when I get enough courage to meet people,” or use
some other lame excuse. When we hear about a person per-
forming an unusual feat, first thing that comes to mind is that
“someday I'd like to do something like that.”” Well, you can
stumble through life in a world of dreams and fantasy and
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never accomplish a thing. Decide now that you want to
become a salesman, that you will become a salesman, and
with this determination I will help point the way for you, using
the tools at hand.

MORE MARKET STUDY

As this book progesses, we get more sophisticated about
market study. For example, there is a bit of homework that is
ignored by most salesmen: the business of determining the
approximate advertising budget of a sponsor. Sure, it takes
time and effort, but it pays off. The problem is least important
in the largest markets because the budgets of most ad-
vertisers are made known to agencies and representatives. It
is more of a problem in medium markets and a whale of a
problem in small markets.

Sources of Informaticn

There are several sources from which you can glean the
information you need regarding the amount of money spent by
consumers for groceries, drugs, furniture, etc. Let’s confine
our research to just one category: drug stores. Supposing
there are seven drug stores in your market. Using round
figures, let’s also suppose that ten million dollars was spent
for drugs, sundries, and other things that drug stores
generally sell. First thing to do is search through the
newspaper morgue and get a pretty good idea which druggists
use the print medium. Be on the alert for handbills, circulars,
etc. You can get plenty of these out of the trash cans at the post
office. In other words, go to the effort to get an approximate
idea which drug stores are addicted to print, then, do a little
research to find out the cost of space in those periodicals.

‘“Shop’’ the stores to see if there is evidence of radio or TV
advertising at the point of purchase. You may see signs such
as ‘“‘as advertised on Radio Station XXXX’’ or ‘““Channel 11.”” A
pattern will form. You'll get a fairly good idea of advertising
medium preferences. You’ll also see which stores do most,
some, or no advertising. Watch for calendars, almanacs,
window displays. All of these devices fall into the category of
advertising. With this kind of homework, you’ll pretty well be
able to tell who the progressive druggists are.

Chain stores are supervised by a complicated chain of
command (that’s why I think they should really be called
chain stores) and they have budgets that are assigned to them.
The purpose of this research is to see how much each drug
store spends for advertising so that you can make plans to get
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Automotive Accessories
Bakery Shops

Seauty Shops

Books and Magazines

Books and Stationery
Boys Wear

Candy

China and Glassware
Cleaners and Dyers

Coal and other fuel
Costume Jewelry

Dairy and Poultry Products
Department Stores
Domestic Floor Coverings
Draperies, Curtains, Upholstery 1
Dresses

Drug Stores

Drygoods, General Merchandise
Household Appliances

Family Clothing Stores

Farm Implement Dealers
Farmers Supply Stores
Filling Stations

Floor Covering Stores
Florists and Nurseries
Funeral Directors

Furniture Stores

Furniture & Home Furnishings
Garages (repairs)

Gift Shops

Girls Wear

oW FOEEH OO

ONHEHEWWH

HUiH O &

COMNMDNOMHE N
. ) ° * e o o o e & o o O\e o
VwwwihEFvEIFNOWORAWNT N

NNP—'\]FFWNO

Advertising budget allocations for major industries.

your share of their budgets. Do this kind of research with all
prospecﬁvesponsors.Beheverne,ﬂﬁstaskisnottooeasy;iﬂs
time consuming, but once you have the hang of it, you have
ammunition that really works for you.

MANUFACTURING WHAT YOU SELL

The roll of a broadcast salesman is also that of a
manufacturer. After all, what are you selling? Sales
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Grocery Stores

Hardware Stores

Hardware and Farm Implements
Hardware and Furniture
Hosiery

Hotels

Housewares, Misc,

Infants Wear and Furniture
Jewelry Stores

Iimited Price Variety Store
Iuggage

Iumber and Building Materials
Meat Markets

Mens Wear Stores

Monument concerns

Motor Vehicle Dealers
Notions

Office Equipment and Supply
Optometrists

Paint, wallpaper, Glass
Phonograph Record Dealers
Pictures, Framing, Mirrors
Shoe Stores

Restaurants

Specialty Stores

Sporting Goods & Cameras
Sporting Goods Dealers
Sportswear, Knit Apparel
Supermarkets

Tire Dealers

Toys
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messages, right? The best way to do this is to come prepared
with ‘‘spec announcements’’ already taped, or by using the
method described earlier, where a ‘‘spec announcement’ was
played on the air while your prospective sponsor listened to it
on your portable radio.

A good salesman should be able to write good copy.
Remember, we decided that if an idea originates with you and
you describe it to a copywriter,thenthe copywriter assigns the
copy to an announcer, the finished product could well be off
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course or out of kilter. Of course, if station policy dictates that
you must go through the procedure of having the copy written
for you and then assigned to an announcer, that’s OK. But
progress is made by challenging inherited knowledge. I am
not advocating that you should start a revolution or become an
agitator, but do try to introduce ideas that were possibly
considered and abandoned because the sales force lacked the
talent or the initiative. Or it could be that management never
thought of the idea before.

At any rate your homework also should consist of learning
how to write effective commercial sales messages. I can tell
you this; there are many stations that require salesmen to not
only write their own copy but also put it on cartridge or tape.
The latter requirement is not always a good idea because the
salesman may not be a good announcer and he’ll mess up his
good idea. He also may not be the best copywriter but he
should continue to work at it. If you have the capacity to create
good ideas but cannot put them into an acceptable script, then
by all means ask for help. If you are able to put your idea into
good language but do not have the talent to bring it to life on
tape, then again, ask for assistance. The important thing is to
be able to determine whether the end result of your creative
idea meets with your approval. Become involved. That’s the
thing to do. Learn every facet from the creation of an idea to
the time it hits the air. It may slow down the number of calls
that you can make but you’ll be getting business on a more
permanent basis and that’s better than having to chase ac-
counts for renewals.

Y - 0 - U EQUALS YOU!

At this point let’s talk about a real interesting person,
namely YOU! How much do you really know about yourself?
Have you ever had the courage to write down everything you
know about yourself? If you want to be an everyday, ordinary
“surface’ salesman, then you should skip this part of your
homework. But, if you want to become a career salesman in
radio advertising, then, by all means, start on this project.

When you complete the essay on yourself it’ll sound so
horrible to you that you’ll hide it in a dark, secret place. You’ll
not want anybody to ever see it. It could be a genuine Jekyll-
Hyde treatise because it deals with a real, live, breathing
creature...YOU! The reason you should make every effort to
catalog your thoughts, attitudes, and habits is to establish a
point of comparison. You compare the real you with the
surface or veneer person whom you pretend to be. That will
give you an idea of the contrasts that exist in all people.
You'll have more talent to contend with objections from
sponsors that may be triggered by personal defects but
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THE RADIO SALESMAN'S WEEK

|Monday

esday [Wednesday f'nmrsd.y riday

Total

Travel

Waiting for

Suatomers
nterviews

"Breaks” (in-
sluding lunch)

Desk work

Monday

Tuesday Wednesday Thursday Friday

No, of Calls

Got to Man
I wanted

Future app'ts
made

Presentations
to MEW arospects

Presentations
NT clients

Mo, of Sales Made

$ Yalue of Sales

Calls on Prospects

with Mex or SM
Calls on PRESENT

No, of mew or un-
usual presentations
creating interest of
enthisiasm on part of
proapects,

After recording your week's activities, check yourself by this list.

1. Am I planning ahead to contact the most PROSPECTS possible?

2, At this rate will I accomplish all I'm capable of this year?

3. Aa I applying TOO LITTIE effort to new prospects or preparation?

4, Am I applying TOO MUCH effort cn relatively unimportant activities?

5. Does the week's record show that I'm USING MY TIME to the best
possible advantage?

6, Am I satisfied with my efforts in each of these phases:

preperation, pre-spproach selling or softening up, approach, presentation,

overcoming objections, and closing?

Salesman’s time budget form.

Investigation,
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blamed on other things. If you work at self-analysis long
enough you’ll develop a kind of radar system that warns of
impending sharp rebukes, sarcasm, or a total rejection of your
presentation. It will help you learn how to stop blaming
yourself for every failure.

I suggest this assignment with one reservation; that you
use it wisely. Don’t put all the blame on everybody else. It
should provide you with the ability to sift personally inspired
rejections from genuine objections to your product. For
example, if a sponsor has had a fight with his wife, he is upset,
has a ‘‘hot head,” so to speak. You call on him. You are cool.
Heat travels to cold, that’s a natural law of thermodynamics.
He lets his anger out on you. Not violently,

perhaps, but you do know that you are the target of his anger.
He’llnever tell you the realreason for turning you down. If you
are able to ferret out the truth; that he isn’t rejecting your
presentation because he doesn’t like it; that there is a personal
reason of some kind influencing him at the moment, you can
deal with the situation:

““Mr. Jones, perhaps this is not the time to discuss my
program suggestion, may I see you again on Tuesday at 47"

“Mr. Smith, I seem to be visiting you at an inopportune
time, may we postpone this meeting until Wednesday at 2?”’

Take your leave with a pleasant smile. The sponsor will be
relieved that you he doesn’t have to deal with you under such
trying circumstances. Chances are that you’ll have a much
better and appreciative audience when you next meet with
him.

So, get that ‘‘personal-you’’ chart started now! Don’t put it
off. Start by listing your bad, annoying habits, your quick
temper, your lack of consideration for other people, etc. You
know what you have or do that is submerged under your skin-
deep gilding. Go to it! Do it!

TYPES OF PEOPLE

Sponsors are people. Salesmen are people. People fall into
three general classifications: introverts, extroverts and
“midiverts.” By identifying your prospect you acquire a

greater understanding of his buying habits. Your approach
should take these personality appeals into account:

A forceful approach appeals to the extrovert.
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A smooth, even, presentation satisfies the ‘‘midivert.”
The introvert appreciates a conservative sales approach.

You can recognize the extrovert by his speech which is sharp
and colorful. He’s usually an optimist. The ‘‘midivert’s’’
speech is reasonable, can be smooth to a point of being
romantic. The introvert talks softly, slowly, and likes to
discuss facts. He can be colorless and is also sceptical more
often than not. There are variations to these classifications, of
course. Few persons are total types all the time, but their
prominent characteristics often dominate most of their ac-
tions.

Classify Your Prospects

The only thing that distinguishes one type from the
other is that they are different, not that one type is better than
the other two. It takes all types to make an interesting
civilization. Classify your prospects into one of the three types.
Analyze yourself; see which category you fall into. This takes
an honest appraisal.

The exercise in type classification is fascinating and
rewarding. If you can adjust to your sponsor’s type, you have a
better chance to make the sale. The big point to remember is
to not only avoid a personality conflict but have harmony
instead. Then, you have one less problem to overcome, so start
classifying your sponsors; classify yourself also; but be
honest in your appraisal.

FEAR! HOW TO OVERCOME IT!

Perhaps the biggest enemy you have is yourself. You are
afraid of what the sponsor will think of you! That’s right, isn’t
it? Isn’t that the reason you hesitate to make certain calls? To
the President of the Might Bank? To the Chairman of the
Board who sits in the decision making chair? To the man who
looks like he’s all business, no heart, and no soul? You are
afraid not so much of him as you are of yourself and WHAT
MR. BIG will do to you. You're afraid that he’ll chew you up
and spit you out. So you naturally find dozens of reasons to
delay making those calls. Yourationalize. You agree that ‘“‘the
time is not ripe to make the call,” etc., etc.

Refer to your Personal Chart

This is the time to employ your purely personal chart, the
one that tells about the real you, not the one that you’ve doc-
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tored up, disguised, and camouflaged. Convince yourself that
your prospect also has these deficiencies; that you both are on
the same level when the veneer is gone. Then don your best
“you,” the garments of self-assurance, neat clothing, clean
fingernails, and other personals. Get your sales kit in order.
Review your programming and station information. Give
yourself a shot of self-confidence. Then make your call and
concentrate on the man upon whom you are calling. Make him
talk to you! Forget yourself and focus your attention upon him
and his business. Get him to talk about himself, his business,
his problems. You see, if you are paying close attention to him,
you cannot think about yourself. You know in advance that
you’ve put on the armor for the meeting and that-you are well
fortified. So fear leaves you. It drains off. You are not self-
conscious.

Keep Eyes and Ears Open

Listen and watch for buying signals. Keep your eye on all
of this action and before long you’ll wonder why you were ever
afraid in the first place. You may not succeed in closing the
sale in the very first instant but make an appointment for
another call. Then go back to your desk and see whether you
have made a first down. You reason thusly: ‘‘Let’s see, the
play started when we were even up.”

I succeeded in finding out this much information about
Mr. President. He did ask me some questions about me and
my station. I not only gave him the information he sought but I
also volunteered other information to complement that. I
dared to suggest a big budget for his advertising schedule on
my station. He took that under consideration. Yes! I did make
a first down and even more.

Goal To Go!

Now it’s goal to go! So, make your second call. But don’t
go the other way and act over-confident. Be gentle but firm.
Work toward your close. Ask for the order! Nine chances out
of ten you’ll get the order. If there is hesitation about the final
decision, review your call with your prospect. ‘“Mr. Jones, you
did agree that we could serve you well; that our station was
the one that reached your audience. The price is right; unless
there is some other question that I haven’t answered, why
don’t you give me the green light to start your schedule
tomorrow and get your message to the people right away?
What difference will a week make in finalizing your decision? |
Is there anything else you have to know that we’ve overlooked ./
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discussing? ‘‘ He’ll either ask a few minor questions or take
the schedule. He wants to know that you want his business and
that’s what you came for in the first place, although you didn’t
let him know that in the beginning because you were paying
attention to him! But you knew that’s what you wanted and if
you leave without his business, you’ve hurt yourself, added a
defeat to your scoreboard.

Keep Cool

Keep cool. Play it cool. If there must be another call, be
sure that you make it a definite date, no ‘‘see me soon’ or
words to that effect. Suggest something like this: ‘“‘Mr. Jones,
I'hate to see you waste good time by keeping all the good news
about your business a secret from our listeners who are
prospective customers. So, let’s meet next Tuesday at 9:26.
AM and finalize this matter. I'll reserve the spaces on our
program log. The copy will be ready to go. You’ll be the
engineer to press the button to start the machinery in motion.”
Say it not with an air of bravado but with confidence and
assurance. You don’t become cocky about it. If he has no in-
tention of ever taking the schedule, he’ll let you know at that
time. If he makes the appointment, then you’ve got a 99 per-
cent sure bet. It could be that he did want to discuss it with the
other board members or his wife or somebody. The main
purpose of this sequence is to suggest how not only to work
without fear or stage fright but also how to use the situation to
make sales.

TOP PRIORITY! GET THE BIG ACCOUNTS FIRST!

Unlike the print medium, a radio station has a limited
amount of space to sell. A newspaper can always add more
pages when necessary. There is no end to the amount of paid
advertising they can accept because of this advantage. More
sales, more pages. Therefore, it behooves us broadcast
salesmen to utilize our limited amount of time to the best
advantage. Along about here I can hear you say ‘Willing,
you're contradicting yourself. A few pages back you ser-
monized that we are not time salesmen but sales message
salesmen!’’ That’s right, I did say that. But we have only a
limited amount of time in which to deliver those sales
messages. We cannot add additional hours to the prime time
segments because that is what The Good Lord ordained.
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Time Is Constant

Newspapers and magazines can add pages; we cannot add
time! And that’s a fact we must accept. So, rather than pursue
small, uncertain, time-consuming sponsors first, go after the
bigger accounts, then concentrate on the small accounts.
Here’s where your market research comes in. List your ac-
counts in their order of size and importance. Accounts that will
most likely buy bigger schedules; accounts that will pay well
and on time. Accounts that will become permanent provided
they are not taken for granted and provided that they will be
serviced well. Now, I don’t advocate demeaning ‘‘small’’ ac-
counts; not at all. I do suggest that you plan your calls in a
ratio of three big accounts to one small account. Give each
sponsor your full measure of service regardless of size. But,
don’t utilize more time for the small accounts and take the big
accounts for granted.

BE CREATIVE

A good way to get any sponsor interested in your
presentation is to create a slogan or theme that will dominate
his advertising. This is more difficult to achieve with a big
account than asmallaccount because the big account has been
established for many years. They probably have a slogan,
theme, or personality that has served them well through those
years. They expect you to incorporate these into their ad-
vertising. But, here’s where your ingenuity comes into play.
You must be subtle. You must not give them the idea that you
have come to reorganize their business or run their shop. You
must think; you must create.

In my own experience I used this device and it worked.
Yes, it worked with a bank that had been in this town for 95
years. They grew from a small bank into a big bank. They kept
pace with progress by installing sophisticated methods and
equipment as they became available. As a matter of fact, their
slogan had been ‘‘Keeping Pace With Progress!” A very good
slogan indeed but I was determined to improve that slogan if
possible.

The Action Begins

I thought. I prayed. I wrote. I tried. No results. Then I
tried again and again. Suddenly, it came to me: ‘‘The bank
where time turns to trust!” Then I wrote some real action
copy using that slogan as the central theme. I made the
presentation on a prerecorded tape. The president of the bank
read the script while he listened to the taped playback.“That’s
excellent,” he said. ‘“It’s about time we made a change and got
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away from our old theme song.”’ Yes, Mr. President agreed
that it was time to make a change and he did. The bank went to
a lot of time, trouble, and expense to change their printed
material to conform with the radio theme. This account’s
schedule was increased by three times. It is permanent. It is
secure because I went that extra mile to develop something
meaningful, something that would give them a new look.

A Slogan Does It Again

Now how about going after another big account! Well
known for paying their bills on time and in full. I researched
and found that they had a big advertising budget. It required
effort to funnel a good deal of that budget into our station’s
coffers. Let’s try again, this time a big automobile repair
shop. They did a great volume of business. Reliable
mechanics. Dependable and guaranteed service. The name of
the account was ‘‘Caine’s Garage.”’ This was a devil of an
assignment but I tackled it. Thought and prayed; tried and
failed. That’s the process I went through. Yes, I went over it
time and again. It had to come! It must come. Yippee! It
emerged: ‘“Don’t raise cain but call Caine!”

Carefully now Si. Don't get carried away with yourself.
Don’trush into Caine’s Garage with a naked slogan. Write that
action-getting copy. Take your time. Easy does it. Don’t get
over-anxious. Write, discard. Try again. Refine; refine again.
It’s looking good. It’s locking better. It looks great! Got it!
Several themes