


Hertz Truck Rental. Proposed to set a truck in a different place each day in
Metropolitan Oklahema City. Inside the sealed truck is a prize {air cunditioner;
etc, }. Clues to the prize are given over the air. First persen to guess the
prize wins. Client highly intevested.

H#ifif

Schweigert Saugsage Company anncunced via newspaper ad the following cffer:

With coupcns contained in package, plus certain amount of money, youngsters

can obtain Twins baseball equipment such as caps, mitts, balls, bats, etc.

Ray Schnelly of WDGY sales staff apprcached client with radic-active offer as
follows: WDGY schedule will premote this tie-in by offering two coupons free

for every one mailed to WDGY. Client would provide WDGY with coupens which
weuld be identified as obtained through WDGY, thus indicating . 2 good measuring
device,

fhit

Proposed {¢ a car dealer. INave a special section of used car lot devoied oaly
to models thatappeal to younger man -- namely, straight sticks, dual carbs,
cenvertibles, etc. Use nighttime radio to reach this buyer, Let him know the
biggest selection is at so-and-s8o dealers., No necd to lot hep.

2 30
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'""Back to School" campaign. Entire campaign based on the line "When do the
kids go back to school? ... A3 soon as they shop at Prairie Village. ”

Air-conditioning acccunt. ''The temperature dewntown is 98 degrees. The
iemperature in {ront of a Philco room air-conditioner is 72 degrees. "
{Obviously, thias lead line would have to i:2 doae live,

#it#

Seld a package of 50 ROS five-minute newscasts to a chain of drive-in hamburger
stands, Newscasts are scheduled on the weekend when potential traffic is highest,

in 2 highly competitive {ield, five-minute newscastis with opern and closing billbocards:
pius two commerciais in news gives client oppurtunily 1o promote 22 different
locations in rotation on open and clese, sell quality hamburger story in minute
commercial, and sell special weekend price offer in 20-second commevcial.

i

In an effort to lure women to a raceway, "Sun Valley Raceways'' is using a
female on the commercial spot, The spot itself is not pitched directly to the
women but the fact that it is delivered by a weman gets the point across.

2"!:




They came up with an excellent campaign for Hill Business University, One
of the spots follows, ...

(Tape} Joe Allem Ray, O,C, ..., Doug Hartwig, El Renc....Gail Lunnon,
Sulpher OK.,,Gary Williams, O,C. .. Judy Cummins, Moore. ..
Charles Snow, Lexington.,., Marilyn Marsh, O.C....

ANNCR: {Maintain voices of students under}

You are about to hear comments made by these students of Hills

Business University, at a recent interview:

Seg #7 - BOY .. [ just don't have time for four years of college

Seg #4=-GIRL , . Just being a highschool graduate isn't enough anymore.

Seg #5 - BOY .., I just wasn't happy after 2 1/2 years of college, so

v I chose Hills, .

Seg #12-GIRL ., They just remodeled our classrooms and bought

v ‘ a lot of new equipment

Seg #8.» BOY ., I wanted to take courp reporting and Hills is the

. only school in Oklahoma that teaches it, ;
Seg #14-GIRL .., 1hanks to Hills I have a good job waiting when 1
: graduate,

Seg#23- BOY .., They'll help finance your tuition at Hills,

Seg #20-GIRL .. Well, it's friendiy at Hills, .

Seg. #9 - BOY.. Not anly are classes small atKHills, but you can work
on your own level, :

Seg #28 -GIRL: ,, They got me a parttimne job.

Seg # 2 - BOY. . If you expect to make money in the business world
it takes training. i

{STUDENTS VOICES UNDER FOR ANNCR:}

Fall enrollment is now open,, .new classes begin September 26, Call,
write or visit Hills Business University, 629 West Main, as oid as
Oklahoma, as modern as today,

#Hif4

KXOK proposed a campaign to a large retail drapery store bases around the idea
oo "kt's window dressing time at Cohen's Draperies,'! The punch line on the

commercial is, ., . '"People who live in glass-window houses, should know Cohen's,"
S48

There is a campaign in New Orleans for a political candidate running for Traffic
Judge who has put his whole budget into radio cn'a 10-second ID saturation
campaign without adjectives, etc, All the spot says is his name, the office he
is running for, his ballot number, the day of the election and a brief thank you.

did
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preposed "Old Fashioned Value Days' promoticn to a local shopping.
Chey wen ld give away three hundred two dollar bills on a Thursday,
1 Saturday to draw in siove iraffic. Approximately eight of the bills.
given away each hour te people present inside a store in the center --
nily, no purchase is necessary. The fact that two dollar bille are vezy
unusue. makes this a rather anigue approach. Actually, the bilis are close to
being co'legton’s itema. ;

g
1‘?: W

fander Voov\i, onz of the big three St. Louis department storea, went for
the idea.to 8a) te area schools on all of their avea comrnercials,

—v -wq\r 3

X bhas sold a: annual contract to Canteen Corp. of Araerica. They will
air spots citing tizir leadership in the vending business; etc. These spots will
2:a0 plug specific machine locations that have "Gonus' features that week.
In ouer wordas, ¢ tain machines will have a pack of cigareties with a dellar
.bi.‘l ivlded around !, etc,

Vazn a cliont asks for » suggested schedule on WHB's Saleabilities form, we
it including either the 1oia mxmb@ of a

dults reached ot the total number of

pe -:«ve riached with ea . 8pei on his sc .ulu}.ca These figures are parenthesized
Uijelr each spot thine, OS5 an added s i they are also including the
Peentase lead that VIHB hae over t..c ] clace. station,

an «xple .ned on the ,sotéom, ;

i

When he wire servic s reported that a “"Dodge Chargez' had won the
"Fivecracker 100" at Dsytona, they sold a local dealer an "immediate" schedule
Foiniing up the fact thit they would be first on the 2ir with the news and would
hawvse uany obvious salvs pitches built in,

The Royal Tautle hamburger chain bought two one=hour shows, llpm - midnight
Friday and Saturday on a Zémwec& basis, They are stressing personality sell
involving the deejaye ad libbiag spets about how wonderful their hamburgers,
frankfurters, stc, are and cpotlighting a different store .manager each night,

{1
it




While in New Orleans recently I heard a spot for Rosenberg’s Furniture Store
consisting of dialogue between 2 newly wed couple and the furniture salesman,
The gist of the spots is that, ,,"Rosenberg's stands behind everything they sell;
dinettes, living and dining room furniture, and bedrcom furniture, including
the double bed,'" The couple stops the salesman at this point and they hold a
whispered conversation after which they ask the salesman if it wouldn't be all
right if Rosenberg’s didu't stand behind the double bed. -

4

One of our Minneapolis competi’tors is running a spot for a Chevrolet dealer.
This is a small dealership soon to move into large new showrcoms, 7The pitch
is,..''Since we are a small location we could invite you to deal with the

Twin Cities' smallest Chevrolet dealership. Instead we invite you to deal with
the smallest dealership today and save hundreds of dollars before we hecome

a large dealership next month." Throughout the commercial they play up the
words smallest and largest. '

£t 4

Another or our aneapo"zs competitors is runrino a spot for a paint ccmpany
with this approach. . ."If you are going to paint, use I‘orman Ford Paint, .,
{pause} or hire a painter who dces,"

i #

Still another of our Minneapclis competitors has a campaign for the "Tower
Apts, ' located in downtown Minneapolis, The approach is.,.'""Does you home
have a swimming pool, Szuna Bath, air conditioning, a party room that can
handle 50 people ard underground parking?....if not, move to the Towers
where you will play more and pay less than you are now.'" 7This seems to be a
very effective approach to the younger clientele,

L

WDGY is running a campaign for a Buick cutfit around the line "it only takes
a minute to get a befter deal at Berkie Buick."

One of ocur Minneapolis competitore is running an ear-catching campaign for
the Metro Home Builders Agsn. to counter the bad impression peonle have of
home loans at 6 1/2% interest. The spot involves dialogue betweer. a husband
and wife wherein the husband reruinds the wife that the 1 1/2% carrying charges
for monthly department store charge accounts are based on 1 1/2% per .“_‘.‘2.’12.12_
or a total of 18%.

C$Ed
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KOMA has been running a schedule for an office supply company, on the "would
you belie ve“approach, 0060

Male: Tell me, agent 97,..would you believe it if ] told you that the earliest
examples of caveman axt were found in 25,000 BC?

Female: Yeah? Well, you look a little prehistoric yourself!!

Male: Well then, .., would you believe that Turkish people never call themselves
"Turks'! In their language, "Turk' means '"clown.'"

Female: Funny man! Well, would you believe it if I told you that Modern Office
Supply handleg all types of commercial printing in its8 own print shop? ?
and has fast service? ? and has been in operation for over 20 years? ?

Agent 97!!! That's a long operation! ]

Yeah!! Well, would'you believe that Mcdern Office Supply has two
locations ? Moeodern Oiffice Supply, 7i4 Neith Broadway and Midwest
City Gffice Suppily, 1501 South Midwest Blvd. Call Central 2-4283
for Oklahoma City; and Pershing 2-8618 in Midwest City.

Male: Agent 97 ... now tell me...would you believe that Mcdern Office Supply
: is the best ofiice supply in the entire universe?

Femala: \ah!!1
Male: Wayuld you believe in Oklahoma? ? ?
Female: Yean!!!

[

A Minneapolis statien is running a2 campaign for a Chevrolet dealer using a
Santa Claus voice talking about Christmas in August with big discounts, etc. To
tie ~ in this approaci their newsp:per ada have their salesmen dressed in

Santa Claus suits.,

KXOK has preseanted an idea to two of the largest shopping centers in St. Louis,
utilizing an excellent idea that would enliet "Junior Astronauts" (5 to 15 years
of age). It would be a 52 -week promotion to get new members and parents into
store locations to register. The big prize is a trip to Cape Kennedy to see an
actual launching,
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Marlin Schlottman sent a leiter to the Advertising Marager of a local
theatre chain which may well fiush out some additional business, The
following is a copy of the letter, ...

Mr, Robert Miligr
Advertising Managex
Mann Theatres

16 North 7th St,
Minneapolis, Minnegota

Dear Bob:

i am well aware of the anxiety you people go through when trying to
decide which theatre attractions to advertise on which radio station
formats, Maybe the following thoughts will assist you now and in the
future,

The attraction that is in the forefront now is "Dr, Zhivago.' Since
the picture opened, ur this i:ir;,g ‘m 2 been o not utilize thz con-

temporary/Top 40 avdience ths D"'Y offers, ( fou did, however,
rana light schedule with us il about the time the

attraction opened, )

etermined policy by requests

V"G omoewhere My | 8

vhere My Love,

would appear to me thai

re's music (and hears it

cona:ampsy on WDG’ Y) the .>lm¢“d be u’ mne prospects for the sales
message as to wheze the pzc..u..ze is playing,

think the time is right for the good doctor to make a house call on
the WDGY audience, dow't you?

Cordially,
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A local Dodge dealership is running a new twist to bolster sagging

car sales, The come=-on is that if you buy a new car now ;you can
use your down payment or equity and have no payments to make in
1966. The first monthly payment isnt due until 1967, The thing is,
your car or down payment must be at least $500 in cash or value,

So, if your trade~in car is worth $500, $200 of this is credited toward
the down payment and the other $300 is used as the equivalent of six
$50, 00 monthly payments, Actually what a person is doing is giving
the down payment, plus (in effect) pre-paying his first six monthly
pPayments,

§#4

In conjunction with Sealy Mattress, WHB is running a '"Mid- West Vacatica
Contest'', Eniry blanks are available at Sealy Mattress dealers or

by writing to the station, The blanks include a map of a surrounding
six-state area., Contestants send in names and addresses and are called
by WHB after such clues as '"We have left Columbia, Missouri and are
going 13 miles east on Hgwy 40 ..., what city will we have reached?
Contestants who answer these questions receive a small prize and must
trace the entire trip on their maps. All of the correctly completed

maps that are gent in are drawn from for a grand prize of a $6, 000,
swimming pool, :

idid

A Kansas City paint dealer is using a quality approach which asks
listeners why they paint their house every year when everyone knows
_ a Sherwin-Williams paint job lasts for years.,

###




Hertz Truck Rental. Proposed te set a truck in a different place each day in
Metropolitan Oklahema City. Inside the sealed truck is a prize {air cunditioner;
etc, }. Clues to the prize are given over the air. First person toc guess the
prize wins. Client highly intervested. :

it

Schweigert Sausage Company anncunced via newspaper ad the following cffer:

With coupcns contained in package, plus certain amount of money, youngsters

can obtain Twins baseball equipment such as caps, mitts, balls, bats, etc.

Ray Schnelly of WDGY sales staff approached client with radic-active offer as
follows: WDGY schedule will promote this tie-in by offering two coupons free

for every one mailed to WDGY, lient would previde WDGY with coupens which
would be identified as obtained through WDGY, thus indicating . 1 good measuring
device.

fhi it

Proposed io a car dealer, I Ccar iot devoted oaly
to models thatappeal to younger man -- namely, straight sticks, dual carbs,
cenvertibles, etc. Use nighitime radio to reach this buyexr., Let him know the
biggest selection is at so-and-sa dealers, No necd to lot hop.

’

#t#

""Back to School" campaign. Entire campaign based on the line '"When do the
kids go back to school? ... A3 soon as they shop at Prairie Village. "

Air-conditicning acccunt. ''The temperature dcwntown is 98 degrees. The
temperature in {ront of a Philco room air-cenditioner is 72 degrees.
{Obviously,. this lead line would have to i.2 dcne live,

U4
it it

Sold a package of 50 ROS five-minute newscasts to a chain of drive-in hamburges
stands, Newscasts are scheduled on the weekend when potential traffic is highest,
in a highly competitive field, {ive-minute newscasis with open and closing billbocards
pius two cominexciais in news gives client oppuitunily o promote 22 different
iocations in rotation on open and clase, sell quality hamburger story in minute
commercial, and sell special weekend price offer in 20-second commexrcial.

i
in an effort to lure women to a raceway, “"Sun Valley Raceways'' is using a

female on the comnmexcial spot, The spot itself is not pitched directly to the
women but the fact that it is delivered by a weman gets the point across,




SALES

They came up with an excellent campaign for Hill Business University, One
of the spots follows, ...

(Tape} Joe Allen Ray, O,C. .., Doug Hartwig, El Renc...,Gail Lunnon,
Sulpher OK.,,Gary Williams, O,C. ., Judy Cummins, Moore, ..
Charles Snow, Lexington.,.,Marilyn Marsh, O.C....

{Maintain voices of students under}

You are about to hear comments made by these students of Hills

Business University, at a recent interview:

Seg #7 - BOY .. I just don't have time for four years of college

Seg #4-GIRL , ., Just being a highschool graduate isn't enough anymore,

Seg #5 ~ BOY .. I just wasn't happy after 2 1/2 years of college, so

v I chose Hills, .

Seg #12-GIRL .. They just remodeled our classrooms and bought

v _ a lot of new equipment

Seg #8. -~ BOY ., I wanted to take courp reporting and Hills is the

é only school in Okliahoma that teaches it., '
Seg #14-GIRL .. Thanks to Hills I have a good job waiting when I
: graduate,

Seg#23- BOY .. They'il help finance your tuilion at Hills,

Seg #20-GIRL .. Well, it's friendly at Hills, .

Seg. #9 - BOY.. Not anly are classes small atKHills, but you can work
on your own level,

Seg #28 -GIRL: ., They got me a parttizne job,

Seg # 2 -~ BOY, . If you expect to make money in the business world
it takes training, i

{STUDENTS VOICES UNDER FOR ANNCR:}

Fall enrollment is now open,, .new classes begin September 26, Call,
write or visit Hills Business University, 629 West Main, as o0id as
Oklahoma, as modern as today,

#i#

KXOK proposed a campaign to a large retail drapery store bases around the idea
...."It's window dressing time at Cohen's Draperzies.'" The punch line on the
commerciil is, . . ''"People who live in glass-window bhouses, should know Cohen's. "

Sh#

There is a campaign in New Orleans for a political candidate running for Traffic
Judge who has put his whole budget into radio on'a 10-second ID saturation
campaign without adjectives; etc, All the spot says is his name, 'the office he
is running for, bis ballot number, the day of the election and a bnef thank you.

@i
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KOMA has preposed '"Old Fashioned Value Days' promotion to a local shopping,
ceater. They weunld give away three hundred two dollar bills oa ;
IFriday and Saturday to draw in store traffic, Approximately

would be given away each hour te people pres

a Thursday,
eight of the bills.
ent inside a store in the center --
natuinily, no purchase is necessary. The fact that two dollar bille are
unusle. makes thie a rather anigue approach.
being <o’ Iectov'“s itema,

VEry
Actually, the bills axe close to

Vander Veorvy, oncz of the big threé¢ St. Louis department storea, went for

the idea.to sa) te area sgchoois on all of their avea comrnercials,

VWTIX has sold a: unnnﬂl c

'to Canteen Corp. of Ar They will
air spots citing tzix lea

; the ve nl:m, bus | ’X‘he'ap 520t will
a0 plug specific "nach" -ations that have i 5 that week.
it oouer words, ¢ fain machines w;l.:. have a

Ac-z_l Joldeé around !, etc,

Vazn & cliont asks for » suggested schedule on WHB s

wed =B saleabilities form, we
&3 "nclz.xdizx“( 2ither the total aumber of ‘dmi:s'r\'-;achea ot the total number of

pe ~L. 2 riachyd with ea i 8poi on his schedule, These figures are parenthesized
Uijer each spot tiase, As an added ssrvice, ?‘*ey' re aluo including the
Percentaje lead that VVHB har over the second place station,

ani explzined on the sottom,

#it

When he wire servic .y reported that a “"Dodge Charges' had won the
Fivecracker 100" at Dsytona, they sold a local dealer an "iomediate" . schedule
Foiniing up the fact thit they would be first on the 2ir with the news and would
have uany obvious salvs pitches built in,

fhis

The Royal <

astle hamburger chain bought two one-hour shows, llpm - miduoight
Friday and Saturday on o 26-week basis,

They are stressing persconality sell
involving the deejays ad libbiag spots about how wonderful their hamburgers,
frankfurters, stc, are and npotlighting a different store .manager each night,

SL AL AL
Wi




While in New Orleans recently I heard a spot for Rosenberg’s Furniture Store
consisting of dialogue betweesn 2 newly wed couple and the furniture salesman,
The gist of the spots is that, ., "Rosenberg’s stands behind everything they sell;
dinettes, living and dining room furniture, and bedrcom furniture, including
the double bed,'" The couple stops the salesman at this point and they hold a
whispered conversation after which they ask the salesman if it wouldn't be all
right if Rosenberg’s didu't stand behind the double bed.

###

One of cur Minneapolis competftors is running a spot for a Chevrolet dealer.
This is a small dealership soon to move into large new showrooms. 7The pitch
is,..''Since we are a small location we could invite you to deal with the

Twin Cities' smallest Chevrolet dealership. Instead we invite you to deal with
the smallest dealership today and save hundreds of dollars before we become

a large dealership next month.'" Throughout the commercial they piay up the
words smallest and largest, :

£ #

Another or our Minneapolis competitors is running a spot for a paint campany
with this approach. . .'"If you are going to paint, use l“or"nan Ford Paint. .,
{pause] or hire a painter who does,”

it #

Still another of our Minneapolis competitors has a campaign for the "Tower
Apts,' located in downtown Minneapolis, The approach is.,.'"Does you home
have a swimming pool, Sauna Bath, air cenditioning, a party room that can
handle 50 people ard underground parking?....if not, move to the Towers
where you will play more and pay less than you are now." 7This seems to be a
very effective approach to the younger clientele,

L]

WDGY is rununing a campaign for a3 Buick cutfit around the line !it only takes
a minute to get a better deal at Berkle Buick."

e

One of our Minneapolis competitors is running an ear~catching campaign for
the Metro Home Builders Asgsn, to counter the bad impression peonle have of
home loans at 6 1/2% interest. The spot involves dialogue betweer. a husband
and wife whereirn the husband rerninds the wife that the 1 1/2% carrying charges
for monthly department store charge accounts are based on 1 1/2% per month

or a total of 18%,

84




SALES
KOMA has been running a schedule for an office supply company, on the "'would
you belie ve"approachn o600

Male: Tell me, agent 97...would you believe it if I told you that the earliecst
examples of caveman art were found in 25,000 BC?

Female: Yeah? Well, you look a little prehistoric yourself!!

Male: Well then...would you believe that Turkish people never call themselves
"Turks'! In their language, "Turk' means "clown."

Funny man! Well, would you believe it if I told you that Modern Office
Supply handles all types of commercial printing in it8 own print shop? ?
and has fast service? ? and has been in operation for over 20 years? ?

Agént 97!!! That's a long operéti@n! t

Yeah!! Well, would you believe that Medern Office Supply has two
locations ? Medern Office Supply, 714 Neoith Broadway and Midwest
City Gifice Supply, 1501 South Midwest Blvd. Call Central 2-4283
for Oklahoma City; and Pershing 2-8618 in Midwest City.

Male: Agent 97 ... now tell me...would you believe that Mecdern Office Supply
; is the best ofiice supply in the entire universe?

Femal=: Yah!!!l
Male: Wayld you believe in Oklahoma? ? ?

Female: Yeah!tl

[t
A Minneapolis statien is running a campaign for a Chevrolet dealer using a
Santa Claus voice talking about Christmas in August with big discounts, etc. To
tie - in this approach their newsp:per ads have their salesmen dressed in
Santa Claus siits.

L

KXOK has presented an idea to tvwo of the largest shopping centers in St, Louis,
utilizing an excellent idea that vould enlist "Junior Astronauts" (5 to 15 years
of age). It would be a 52 -week premotion to get new members and parents into
store locations to register. Thae big prize is a trip to Cape Kennedy to see an
actual launching.
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T

Marlia Schlottman sent a 1 2tter to the Advertising Maragezr of a local
theatre chain which may well fiush out some ac‘. litional business, The
following is a copy of the letter oo, v

Mr, Robert Millgr
Advertising Managexr
Mann Theatres

16 North 7th St,
Minneapolis, Minnegota

Dear Bob:

I am well aware of the anxiety you people go through when trying to
decide which theatre attvactions to advertise on which radio station
formats, Maybe the following thoughts will asasis! you now and in the
future,

The attraction that is in the efront now is '""Dr, Zhivago.' Since
the picture opened, your ,}u. 3 as been $0 not utilize the con-
temporary/Top 40 avdicnce ths ¥ offers, (You did, however,
rnalight schedule with us for $120 in &pril about the time the
attraction opened, )

curzent music play hsz (determined policy by requesis

), or listeners hz ickad "“f\:“:':':}* ere My Love,

theme music, as #23f It would appear to me thai
since the WDGY audience prefers the picture's music (and hears it
constantly on WDGY) they should be prime g x‘a’;;ﬂcts for the sales

message as to where lChc- picture is playimg,
I think the timae is right for the good doctor to make a house call on
the WDGY audiénce, doa't you?

Cordially,

G4
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SALES

A local Dodge dealership is running a new twist to bolster sagging
car sales, The come=-on is that if you buy a new car now ;you can
use your down payment or equity and have no payments to make in
1966, The first monthly payment isnt due until 1967, The thing is,
your car or down payment must be at least $500 in cash or value,

So, if your trade-in car is worth $500, $200 of this is credited toward
the down payment and the other $300 is used as the equivalent of six
$50, 00 monthly payments, Actually what a person is doing is giving
the down payment, plus (in effect) pre-paying his first six monthly
payments,

G4

In conjunction with Sealy Mattress, WHB is running a ""Mid- West Vacatica
Contest', Entry blanks are available at Sealy Mattress dealers or

by writing to the station, The blanks include a map of a surrounding
six-state area, Contestants send in namee and addresses and are called
by WHB after such clues as '"We have left Columbia, Missouri and are
going i3 miles east on Hgwy 40 , .. what city will we have reached?
Contestants who answer these questions receive a small prize and must
trace the entire trip on their maps. All of the correctly completed

maps that are gent in are drawn from for a grand prize of a $6, 000,
swimming pool, '

f i

A Kansas City paint dealer is using a quality approach which asks
listeners why they paint their house every year when everyone knows
~ a Sherwin-Williams paint job lasts for years,

###




With the advent of cold weather housewives are forced io spend more time in

their homes in most of cur cities. WDGY receatly sold a echcdule to the

‘Cole Furnace Compaay using a number of weather capsules during these time
pericds. This is a good reminder that there are other accounts that can be pushed
inot the 9 a.m. to 3 p.m. time besides the usual food accounts.

i

iff Lay's Potato Chips are not distributed in your area you might want to steal their
excellent copy line -= "Bet you can’t cat one.' Obviously, the humor.and the sales
message comss home when the person sunplmg the pr oduct asks for a secm‘:d

or in many cases derands a second one, ;

fa4

"Get a honey of a deal at Morris Chevrolet and get a jar of honey when you test-
drive the new Chevy,"

Following new cay cornmercial, the Tower Gyrove Bank runs a 10 second spot
telling people who buy a new cax to have the {inancing done by their bank. The
client specifically bought it o~ all new car 8poia.

Cmgea
¥

They are in the midst of formulating a presentation that might be the answer to
reaching some of the big banking business that we miss. 1t National Bank. of
Minneapelis have spsad hundzreds of thousands of dollars establishing themselves
as the ”Answar Bank.' With that in mind plus the importance of the pec_le in

the 18 to 24 age category, they nre propesing for 1966 a central theme built arcund
"Young Ac.d s Ask the Answer." For example, a question oa tupes of banking
accounts followed by the SAnswer Bauk's reply. Other questions will touch upon
auto financing, installment loans, trust funds, etc.

Ji gL
i

They pitched a retailer of fireplace and barbocue equipment (Foreshaw) an idea
to spouscy weather reports to be called, "The Foreshaw Forecast," It's either
time to light the charcoal or the fireplace.

it

They have come wp with an idea to merchandise for a product account that ties in

with a phone fun-tost. Give the numbe r to call and the explanation of the game, Then
they play tho client's commercial, When it {inishes, they take the contestant on

the phone on-the-air. In the small talk they ask about the clients product, such as,
"Have you tried ?'" If the answer is "No', ''go ahead, you will probably like

it.'" This idea. sold Mrs. Clark's Bakery on WTIX.

Sl B




SALES ;

"Heritage Lending Fund" capitalizes on the impexrsenal attitude of large banks
and the oversell of loan sharks., Their copy <claims they have a new personal
atmoaphers with {riendly credit interviewers. Also, & discount is given tc those
who make their payments on or before due date, :

- i

WDGY is currently packaging their late evening features in this rnanner: One
feature (weather, headlines or sports) pex hour from 9:00 PM to 1:00 AM 7 nights
a week, They require at 13-week contract, which gives them a better chance to
perform for a limited budget client,

Wit

Y"Win Wdhba''s Wardrobe'". Each hour Dale Wehba raeations a garment on his show
-= for instance, a green sport coat, light blue slacks, ctc. At the end of the
promotion, the psrson sending in a poestcard or letter with all of the wardrobe items
he has mentioned, wins the wardrobe. '

Hi

Here's one that was used very cffectively in Minneapolis several years age. It
works best for a savings and loan association, or bank. Selling a echedule on a
sgpecific DJ's show, or shows, have the client give the DJ one share of stock in
the company: The DJ tags his commercials with, "Go in and se¢ them and if they
don't treat you right, call mo...becausge ['m a stockholder in that crganization, "

it
This spot was pitched to "Century Insurence' in Minneapolis, They seem to be very

enthusad about it, and you may crack a pretty good radio budget out of it. Here's
a sample spot:

ANNCR /COLD: SENTRY INSURANCE..SENTRY.,,SENTRY INSURANCE

AND WDGY WANT. TO KNOW,,.ARE ¥YOU A SAVE DRIVER?
ANSWER THE FOLLOWING DRIVER'S QUIZ CORRECTLY, AND
¥OU MAY WIN 4 §25 SAVINGS BONDI ]

ANNCR 2/SLIGHT ECHO/CONFIDENTIAL:
THYS 5 DRIVERS JUYZ NUMBER 8,

SQUND OF CAR MOTOR

ANNCR/OVER: YOU'RE DRIVING AT NIGHT. ANOTHER CAR APPROACHES
WITH BRIGHT LIGHTS ON. IN ORDER 70 GET HIM TO DiM
KIS LIGHTS. .. AND TEACH  HIM A LESSON, YOU FLICK
YTOUR BRIGHT LIGHTS BACK ON! :




ELECTRONIC TONES/BEEPS/ETC

ANNCR 2: " ANSWER TRUE CR FALS & ON & CARD, ., AND MAIL TO
DRIVER!S QUIZ NUMBER 8, OUR PICK OF THE CORRECT
ENTRY WINS SENTRY (NSURANCE COMPANY!S SAFE DRIVER'S'
AWARD OF A $25 SAVINGS BOND!! WRITE TRUE OR FALSE
PLUS YOUR NAME AND ADDRESS,, , AND MAIL 70 DRIVER'S
QUIZ NUMBER 8, WDGY, MINMNEAPOLIS 20.

"The Mountain of 7-Up." We have propoposed to the 7-Up people a Saturday
campaign wherein we will have a disc jockey at cne of the largest markets in the
area and have cases of 7-Up stacked in one avea from floor almost to ceiling,
The DJ will be on top of the cases, '""The Mounizin of 7-Up', and will do 10 to

12 remote broadcasts during the day with the pitch "Please help get me down ~=
i can’t get down until all this 7-Up is gone", etc, .

5
i
- They zeport that KSD Radie is ruaning a campaign for Manufacturers Bank
and Trust Company with the theme that savings interest is compounded monthly
and an interest clieck mailed to the depesitor, Copy reads '"Like having another
job == another check cach mounth, "

ittt

The Centennial State Bank of Kansas City is running a "See Yourself on TV"
campaign, The gimmick is that a person can drive in to the bank and is pictured
on closed circuit TV with his image flashed on a screen near to his car, The
image of the bank teller appears 'next to him, Herce, he can sec himself
"acting on TV, ;

A .

#iret
The First Fedexal Savings and Loan Association uses the approach "8004 branches
to sexve you === (8, 600 are mail boxes -- bauk by mail), "

TSNS
War

A local loan company is using a cash register sound effect with the cpening
catch line "How much maney do you need today'? "

igh it

The WDGY sales staff is now pitching the idea of buying o newscast strip for
autometive dealérs, , ,one drive-time newscast per day for 13 weeks to cover the
falk '"clean-up'', Once cach month the client is encouraged to add a blitz of 40

spots in thres days to canitalize on the built-in nawseast exposure,




There is a campaign in St, Louis for the Automobile Club of Missouri using the
"fear" approach and pitched primarily at women, , . ' Nothing more lonely than
a woman at nighi with car troubdle, etc,"

"o
'E:Tﬂ

There is a radio campaign on in Minneapolis for the Li'l Generzl Food Stores
{like 7=11, Pak-a-3al, ctc,, with & locations) laying on the approach,..'""We are
open when you need us = 365 days a year, 7:00'am - i1: 00 pm,

Wi
They are currently running a campaign for "Fence Masters' on WQAM, Client
iiked the copy se much he bought a 12-week campaign, Here are the spots they
are uBing. oo,

#1  Selt a fence on radio?

$2 Yeah, seg, Fence Masters Ine, here in Miami have hundreds of
different types of fences,

#3 Maybe you ought to play up il e angle of, .

82  DBeautyl Like the Fence Master hendsome Gothic pointed cypress
fences, :

@l Uh huh, . , but maybe you cught to hit the angle, .

#2 Surei FPrivacy and safety, Like the coler-bond chain link fences, .
perfect for enclosing your pool, The mix 'n match frontier fence, .,
an attractive patic addition that oifers complete privacy!

11 But you should meation,,

#2 Cost! Why, Feace Masters fences ave priced se low, , , anyone
can aifford one,

#1  How abo-ﬁ',, oo

#2 . The address,,.of course, Fence Mastere Inc,, 7101 NW 6Sth Ave,
Miami, .,Eence Masters in the yellow pages, .. and one thing is {ree =
the esatirnate,, ., Fhone 835-1446, That should do it, Gee, I don't
know how to thank you for &l your help,

Don't mention it, - s

|
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I got this problem see,

Sell a carport on radio?

Sura! Why didn’t I think of that, .it's not only a carport but a poolside
shade screen, a patio cover, a utility shelter, a2 handsome cover for
your boat,

But you ought t0, 4.0

Oh X wasa't going to forgaet that] You can got the {lexalum portiko
aluminum carport and patic cover at Fence Mastere Inc, right here in
Miami,

I think you ought t0,..

You're absolutely 2 genius, The cost is amazingly low, ./, and the

portiko is so durable, so near maintenance-free,, , that 7an Buva th
unt Tegen LMD L wipa'~e ; i :
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Yeah, but don’t neglect,,

Never! The poréi‘”o aluminum carport and g patm cover at

Fence Masters, Inc,,...visit the warehouse, 7101 NW

69th Avenue in Miami, or phone for brochure, 885-1445, . Fence
Masters! Aren't you the same fellow that helped me sell feices
on radio! s e '
Don’t menticna it,

L}L#

KOMA has sold a local Kawacaki dealer a campaign using this spot, ..

Guy: - Hey get a load of my new Kuwc.suci
Giri: Kaza-Rocky? ? .
Buy: No, stupid! Kawasakil! Mine's : Kawasaki=653! The biggest,
fastest, most powerful Japanece-built motorcycle,
Girl: What are ya,..2 commerciai?
‘Guy: Neo! I'm just trying to tell you about ray new Kawas..kx from
Cycle World, It's great!
Girls What? The Matza-Frocky or Cycle World? ?
Guy: Well, both! Cycle World sold me this new Kawasaki for no
money down, and I've financed it for up to 36 months, Why
Cycle World even sold me ray helinet, goggles & mirrors,
They're required by law you know! Plus, I have the special
6 mos, or 0, 000 miles wazranty,
Yeaht Well,  kinda dig your new Rotza=-Krawzy.
Listen, if you can't say it,..sing it,
Ya mean like:
- {Kawaeaki, Kawasaki,,,Cycle World)
Hey,..that's pretty geod for a girl who can’t even say Drog-A-
Fraughtay,

A new automobile dealership in Kansas City has just cpened and is liying en the line
"Wilmuth Buick -~ Kansas City's youngest auto dealership.' They sticss all the
positive things that youth implies,

ittt

A St, Louis station is runuing a campaign for the ¥irst National Bank of £¢, Louis
admonishing everyone to beware of a2 most dangeveus character around, Ie is thin
ancd only six inches high and is known as NIBBLE-DE-BUCK, He gneake into
your pocket, etc,..and you can fight him by going to the First Naticnal Bank and
utilizing their savings certificates, ‘ :

it




A piinneapolis station is yunning a campaign for Lridgeman ice Gream stores,
They avre specidlizing in the old soda fountain approach and are nsing 2 straight
voice spot to this eifect: "Have you ever ceen 2 sidewalk superintendent watch’

a building go up bit by bit and finally seeing the project finished? 1If so, you should
vigit your nearest Bridgeman location and watch them build a Cherry . soda, '

The announcer then goes oa to describe every delicious step,..the s,r up, the

fizz, ice cream. whipped cream and cheryy,

fritit

KOMA is running a campaiga for a local regtzurant  laying on the word, "toofer"
which is a word coined by someone in New York foraplaa on selling Broadway

musical tickets on a two for the price of one basis, The KOMA copy went like
this,

ycu° xe Imng ow appetite, and short on monsy, .. we 've got a word {rom
Mister Ed's Restaurant that should pesk you upl!! And that wo"d is
"TOOFER"11 If you're oot familiaz with the word "TOOFER"Y, we're
aot surprised! We just made it up fox this commercial, . .but here's what
we want it ‘o mean: This Wednesday evening, at Mister Ed's Restaurant,
60061 Nosth May Aveanue, ., when one mernber c»f a family or group buys a
meal, one other member can have a meal of l.d\c value, "ABSOLUTELY
FREE,"

é&l'{

In conjunction with an exclusive men's and women's clothing store with four
suburban locations, KHXOK pitched a "Teoen Bulletia Board,'" Activities can

be vegistercd at any store location and the items are used seven times a day

in conjunction with the Boyd spots. Client would devote 30=-aeconde of the miaute
to mentions of activitics and 30-scconds to the commexcial pitch,

{1 3

A small shopping center with only seven stores was pitchied and sold on the idea”
of using radio instead of neighborhood newspapaz, This wouvld enable them to
make a big splash foxr one weekend rather than spending the rnoney off on sinall
copy ads,

Wit

Taking advantage of Don Adams! "would you believe'! XTIX came up with this
approach for Dick Boha Ford, They used a ""Would you take'" approach, '"Would
you take $100n  » would you take ‘52000 . o would you take $300,,,well, would you
take $4007  Ves, that's right, $£00 is the least you will receive on any car in
any condition if you trade this week on any new '66 Dick Bobn Ford in stock,

oy
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With the advent of cold weather h@usewives are forced to spend more time in

their homes in most of cur cities. WDGY recently sold a schecdule to the

Cele Furnace Company using a aumber of weather capsules during these time
periods. This is a good reminder that there are other accounts that can be pushed
inot the 9 a.m. to 3 p.m., time besides the usual foed accountsa.

i

H' Lay'’s Potato Chips are not distributed in your area you might want to steal their
xcellent copy line -= "Bet you can’t ecat one.'" Obviously, the humor.and the sales

message comss hoime when the person snr‘xplng the pr oduct asks’ for a second

or in many cases demands a second one,

K(P ¥
#itd

""Get a honey of a deal at Morvis Chevrolet and get 2 jar of honey when you test-
drive the new Chevy." '

Jh a8
ir

Following new cay comimercial, the Tower Gyrove Bank runs 2 10 second spot
telling people who buy a new cax to have the financing done by their bank., The
client specifically bought it o~ all new car speta.

oy
Wi

They are in the midsi of formulating a presentation that might be the answer to
reaching some of the big banking business that we miss. lst National Bank. of
Minneapelis have spsad hundreds of thoeusands of dollars establishing thernselves
as the "Answer Bank.'" With that in mind gluee the importance of the pec_le in

the 18 to 24 age category, they nre proposing for 1966 a ceatral theme built arcund
"Young Adulis Ask the Answer." For example, a question oa tupes of banking
accounts followed by the Anwwer Bauk's reply, Other questions will touch upon
auto financing, installment lozans, ».ruet funds, otc.

Jighd
iy M

They pitched a retailer of fireplace and barbecue eguipment (Foreshaw) an idea
to sponsor weather reports to be called, "The Foreshaw Forecast," [t'a either
time to light the charcoal or the fireplace,

it

They have come up with an idea to merchandise for a product account that ties in

with a‘phone fun-test. Give the numbe z to call and the explanation of the game, Then
they play the client's commercial. When it finishes, they take the centestant on

the phone on-the-air. Im the small talk they ask about the clients product, such as,
"Have you tried ?!" If the answer is ""No'', ''go ahead, you will probably like

it. " This idea. sold Mrs. Clark's Bakery ocn WTIX.

4pH
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i
"Hexritage Lending Fund" capitalizes on the impesrsenal attitude of large banks
and the oversell of loan sharks., Their copy <claims they have a new personal
atmosphere with frieadly credit interviewers. Also, & discount is given te thosge
who make their payments on or befozre due date, :

WDGY is currently packaging their late evening features in this rnanner: One
feature (weather, headlines or sports) per hour from 9:00 PM to 1:00 AM 7 nights
a week, They require at 13-week contract, which gives them a bettezr chance to
perform for a limited budget client,

#it

"Win Wdhba''s Wardrobe', Each hour Dale Wehba meantions 2 garment on hig show
- for instance, a green sport coat, light blue slacks, ctc, At the end of the
promeotiion, the person sending in a pestcard or lettexr with all of the wardrobe items
he has mentioned, wins the wardrobe. '
i
Here's one that was used very c¢ffectively in Minneapolis several years ago. It
works best for a saviags and lean association, or bank. Selling a schedule on a
gpecific DJ's show, or shows, have the client give the DJ one share of stock in
the company. The DJ tags his commezrcials with, "Co in and see them and if they
don't treat you right, call mo...because I'm a stockholder in that organisation,

it
This spot was pitched to "Century Insurence” in Minneapolis, They seem to be very

enthusad about it, and yot may crack a pretiy good radio budget out of it.. Here's
a sample spot: :

ANNCR /COLD: SENTRY INSURANCE, .SENTRY...SENTRY INSURANCE
AND WDGY WANT TO KNOW,.,ARE YOU A SAVE DRIVER?
ANSWER THE FOLLOWING DRIVER'S QUIZ CORRECTLY, AND

YOU MAY WIN A §25 SAVINGS BONDI

ANNCR 2/SLIGHT ECHO/CONFIDENTIAL:
THIS IS DRIVERS QUUIZ NUMBER 8,

SCQUND OF CAR MOTOR

ANNCR/OVER: YOU'RE DRIVING AT NIGHT, ANOTHER CAR APPROACHES
WITH BRIGHT LIGHTS ON, N ORDER 70 GET HIM TO DI
RIS LIGHTS., . AND TEACH ®HIM A LESSON, YOU FLICK
YOUR BRIGHT LIGHTS BACK ONI ~




ECTRONIC TONES/BEEPS/

ANNCR 2: " ANSWER TRUE OR FALS ‘33‘%’ 4 CARD, ,, AND MAIL TO
DRIVER!S QUIZ NUM OUR PICK O‘f THE CORRECT
ENTRY WINS SENTRY ‘I*bUmANuu COMPANY!5 SAFE DRIVERS®
AWARD OF A $25 SAVINGS BOND!! WRITE TRUE OR FALSE
PLUS YOUR NAME AND ADDRESS, , , AND MAIL 70 DRIVER'S
QUIZ NUMBER 8, WDGY, MINMEAPOLIS 20,

T

"The Mountain of 7-Up,¥ We have propoposed to the 7-Up people a Saturday
campaign whevein we will have a disc jockey at one of the largest markets in the
area and have cases of 7-Up stacked in one avea from floor almost to ceiling,
The DJ will be on top of the cases, '"The Mountzin of 7-Up", and will do 10 to

12 remote broadcasts during the'day with the pitch "Please help get me down ==

-

I can't get down until all this 7- Up is gone'; etc,

i

- They report that KSD Radie is running a campaign for Manufacturers Bank

and Trust Company with the theine that savings interest is compounded monthly
and an interest chieck mailed to the depositor, Copy reads "Like having another
job == another check each month,"

} 71’ I’I"‘

The Centennial State Bank of Kansas City is running a "See Yourself on TV"
campaign, The gimmick is that a person can drive in to the bank and is pictured
on closed cireuit TV with his image flashed on 2 screen near to his car, 7The
image of the bank teller appears ' next to him, Hence, he can sec himself
"acting on TV,

\ .

e

The First Fedexal Savings and Loan Association uscs the approach ""8004 branches
to sexve you === (8, 600 are mail boxes - bauk by mail),"

#qt

A local loan company is using a cash register sound effect with the cpening
catch line "How much money do you need today'?"

i

The WDGY sales staff is now pitching the idea of buying & newscast strip for
automotive dealeérs, , . one drive-time newscast per day for 13 weeks to cover the

fall "clean-up', Once each month the client is encouraged to 2dd a blitz of 40
q-—sr\\"c- -n th ars) Cz"f” to ﬁ’\r‘?"r—ﬂo on l-",-‘», b 'v-;Tﬂ' 3;\ nawseasgt 0--.—,(\~ 172,




There i3 a campaign in St, Louis for the Automoebile Club of Missouri using the
"fear' approach and pitched primarily ai women, ., ' Nothing more lonely than
a woman at night with car trouble, etc,"

Abte
+ :

iy

There is a radio campaign on in Minneapolis for the Li'l General Food Stores
{iike 7=11, Pak~a-3zal, ctc,, with & locations) laying on the approach,,.'"We are
open when you need us = 365 days a year, 7:00 am - 11: 00 pm,

140
W

They are currently running a campaign for "Fence Masters' on WQAM, Client
iiked the copy se much he bought a 12-week campaign, Here ars the spots they
are using. .o,

#1  Selt 2 fence on radio?

%2 Yeah, seg, Fence Masters Ine, here in Miami have hundreds of
diffevent types of fences,

#1  Maybe you ought to play up the angle of,, .

32 Beautyl Like the Fence Master handsome Gothic pointed cypress
fences, ] :

@l Uh huh, . , but maybe you ought to hit the angle,.

#2 Surei FPrivacy and safety, Like the coler-bond chain link fences, .
perfect for enclosing your pool, The mix 'n match frontier fence, .,
an attractive patic addition that oifers complete privacy!

w1 But you sheould meation, ,

Costi Why, Feace Masters fences are priced se low, ,, anyone

can afford one,

How about, .,

The address.,.of course, Fence Mastere inc,, 7101 NW 6%th Ave, in
Miami, , Fence Masters in the yellow pages, .. and one thiang is {ree -
the esatimate, , , Phone 885-1446, That sheuld do it, Gee, I don't

know hew to thank you fox all your help,

Don't mention it,

I got this problem see,

Sell a carport on »adio?

Sure! Why didn't I think of that,.it"s not only a carport but a poolside
shade screen, a patio cover, a utility shelter, 2 handsome cover for
your boat,

But you ought £0, 0.0 .

Oh I wasn't going to forget that! You can get the flexalum portiko
aluminum carport and patic cover at Fence Mastere Inc,| right here in
Miami,

I thi nk you ought t0,..

You're absolutely a genius, The cost ic amazingly low, ./, and the

Tl o , St
portiko iz so durable, so near maintenance-frea, . . that van Raleas &
it wden oA WAL LG B 30
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Yeah, but don’t neglect,, _

Neveri The portiko aluminum carport and patio cover at

Fence Masters, Inc,,...visit the warehouse;, 7101 NW

69th Avenue in Miami, or phone for brochure, 885-1446, , Fence
Masters! Arealt you the same fellow that helped me sell fe,.ces
on radio! ;

Don’t mentica it,

it

KOMA has sold a local Kawasaki dealer a campaign using this spot, ,,

Guy: - Hey get a load of my new Kawas“lzk

Girxi: Kaza-Rocky? ?

Buy: Ne, stupid! Kawasaki!] Mine's : Kawasaki=-659! The biggest,
fastest, most powerful Japanece~built motorcycle,

Girl: What are ya..,2 commerciai?

"Guy: No! I'm just trying to tell you about ray new Kawasakz from
.Cycle World, It's great!
"What? The Matza-Frocky or Cycle Worid??
Well, both! Cycle World sold me this new Kawasaki for no
money down, and I've financed it for up to 36 months. Why
Cycle World even sold me ray helinet, goggles & mirxrors,
They're required by law you kanow! Plus, I have the special
é& mos, or 6,000 miles wazrranty,
Yeaht Well, I kinda dig your new Rotzu-Krawzy.
Listen, i you can't say it...siag it,
Ya mean like:
{Kawasaki, Kawasaki,,.,Cycle World)
Hey,..that's pretty geod for a girl who can‘t even say Drog-A-
Fraughtzy,

wh
A new automobile dealership in Kansag City h j ot opened and is liying en the line
"Wilmuth Buick - Kansas City's youngest auto calership,' They sticss all the
positive things that youth implies.

il i

A St, Louis station is runuing a carnpaign for the First National Bank/of £¢, Louis
admonishing everyone to beware of a2 most dangevous character around, e is thin
and only six inches high and is known as NIBBLE-DE-BUCK, IHe sneako into
your pocket, etc...and you can fight him by going to the First National Bank and
utilizing their aa\nnga certificates, ‘

it




4 bdinneapelis station is yunning a campaign for Sridgeman ice Gream stores,
They are specializing in mc old soda fountain appreach and ave using a straight
voice spot to this effect: "Have you ever ceen a sidewalk superintendent watch’

a building go up bit by bit and finally seeing the project finished? If so, you should
visit your nearest Bridgeman location and watch them build a Cherry . soda,

The announcer then goes on to describe every delicious step. .. the syrup. the

fizz, ice cream. whipped cream and cherry,

frit i

KOMA is running a campaiga for 2 local restauvant . laying on the word, "toofer"
which is a word ceined by someone in New York iovanlan on selling Broadway
mnsical tickets on a two for the price of one basis, The KOMA copy went like
this,

i ycm“ e leng on appetite, and short on money...we've got a word {rom
- Mister Ed's Restaurant that should perk you upl!! And that wo*d is
"TOQOFER"I] If you're not familiaz with the v.m" "TOOFER", we're
aot surprised! We just made it up fox this commercial, , . but here's what
we want it to meam: Thiz Wednesday svening, at Mister Ed's Restaurant,
6061 Noxth May Avenue, .. when one ineraber of a family or group buys a
maeal, one other wmember can have a meal of like value, "ABSOLUTELY
FREE, " :

In conjunction with an exclusive men's and women's clothing store with four
suburban locations, KXOK pic‘:bed a "Teen Bulletia Board." Activitics can

be regictered at any store location and the items are nsced geven times a day

in conjunction with the Boyd spofs. Client would devote 30=seconde of the miaute
to mentions of activities and 30-scconds to the commercial pitch,

i

A small shopping center with only seven stores was pitched and sold on the idea™
of using radio instead of neighborhood newspapar, This would enable them to
make a big splash for one weekend rather than spending the monay off on sinall
copy ads,

i

Taking advantage of Don Adams! "would you baliove' XTIX cama up with thio
approach for Dick Boln Ford, TThey used a ""Would you tale" approach, " Would
you take $200, , . would you take $200, ., would you take $300,.,well, would you
take $400? - Yes, that's right, $£00 is the Least you will receive on any car in
any condition if you trade this week on any new ‘66 Dick Bohn Ford in stock,

#dd




wozking through 2 local department store with 2 new re¢uest gimuaick,
re has a battery of request phones which shoppers can pick up with a
ine to the radio station, Their voices are played back the {~llowing day,
If you hear your voice on the aixr and csll in, you win a record, Thiv also makes
you eligible to later win various mezchandise prizes from the departiient stores
Also, if done right it might be somothing to help bolster the housewife “mes during
the day, '

Aup
war

KOMA has a promotion wherein they osk teenagers to write the station and

send the menu for their favorite Sunday dinner, A local restaurant prepares tlg
Sunday dinner for the winning family cach week, cooking exactly what they ask

for , As a point of information I am wondering why the copy was slanted to only

the " teenager" . It would seem to me that this contest is stronger for grown-ups
thaa it would be for teenagers, But the point I would like to make is that I doa't
think it is wise to ever pointedly pitch any contest to teenagers, You can sccomplih
the same thing by not meationing efther teenagers or grown-ups in the spots,

B

WQAM is running a spot for "House and Gardean Furniture Store" which opens
with jungle sounds and drume, The copy theme iz that this furniture store is NOT
a jungle,

qa e
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Tied in a cheerleading contest with a local shopping center, with contestants
being cheerleaders from the siz schools located i the center's area, Centest
was held on a Satuvrday afierncon and over 3,080 people showed up, - The winning
team recorded an original cheer that will be used {rom time to time on our
evening show, :

fHikt

KXOK presented the two Watikins Standard Oil statione in St, Louis a commercial
idea built around the "country boy" image of the dealer, Instead of using the
client en his own commexcials, they used on of their own aiy men speaking in
broken phrases and clearing his throat in the middle of the commercials, The
commezrcials end, . ."If you aren't interested in buying tives =~ just come onin
and sit a spell," :

The Dodge dealers of greater Kansas City have bought a saturation newscast plan
to cleax out all the '65's and make voom fox the '60's, The produced spots poyolve
around the line "rumning up the while flag of surrender on '65 prices,"




"The Lucky Seven Sale’. A local auio dealer gives & case of 7-Up with cach
new car aold -- two O-packs for used cars -- aand samples of 7-Up for c.@mm&
bfn :

Wi
For those of you who have Kinney Shoo Stores in yeur avea, this idva may help
you out, Each year, Kinney reqguests a contest an the station to malz people
aware of propexly fifting shocs. Last yaa" WDGY iavited listeners (o gucss the
corvect shoe gsize of ail the diasc jockeys, The winner received a yea:'s supply
of shoe , free. A geood mail gimraick, if you maks it cuite

Py

rids
De-Lux Laundry and cleaners has been a big newspaper advertiser in Kautas City
“"and very big on cupon deals. We proposed a radio cupon which wouid still be
placed in the newspaper, but in such a way that only WHB listeners could tzce
advantage of it. The client has hshown considerable interest and will kaep you
posted on the results of this particulay campaign, if they buy it.

Everyone is on the "Tiger" kick,
up with a twist on the "Tigezr in You
«='"Pyt your Kitty in City - Nation

and City Wational RPank in Kansaes City i come
our Tonk'slogan., Thay call it "Tigexr in Vouz Sank"
s}

Rudy Fick Ferd has bought all newscasts on Sunday, with a view toward getiiny
hémecomers from lakes and resort areas, Schedule ie producing good results.

They are running a "Would You Belicve L' camapaign on KOMA. Thay give a Riply
-0
13

"Belleve it Cr Not" along with a fact abeous the advertiser. They rep or
believe-ability to the caamercials,

it edds groat

i

!
WQAM has a campuﬁgza for Calunzml Pontiac built arcund the tag-line "Whers
everythmg is new but the name,"’

WHR sold thie premo (Back to school) to a local shopping center, Aftew hmv’-ng
aatablished the purchase for the Merchans's Associztion, they then advanced the ides

of individual merchents buying seperate schiedules. The Merchent's Agassciation paid

half -- the Mezchants paid half, thereby doubling the entire purchase for the promo,

e




WTIK has proposed a numberad sweenm kes to a construction c&;mpamy; ith two
subdivisions in nearby suburbs, A local direct mail agen ey would issue 100, 006
high quality numbered leaflets, 'Izzcm sould explain the contest on cune side and
include a number, 1 to 100, 000, The other side w@LY. tell about the merits of

the homes for sale, These leaflets would be hand-carried into the middle and

low income home areas and apaviment complexes, People would have 2 to 3 weeks to
dzive out to either subdivision and chedk the leaflets for a winming number, Prizez
would vazy from small appliances to a color TV, etc, Many small pvizes would

be posted, Then whether or not you won a small prize, you would still Be eligible
to compete for the grand prize by registering your name and address, WTIX will
be used as the backbone for the promotion,

£.8
i

I saw a bank ad in last week's "Adverilsing Age" which might be the basis for a
good salus, piteh, It's fox the First National Bank of Clayion, Mo, It starts out
"When your coins have lost their silver, we will love them just the same,." The
body, copy reads "So don’t ' fret because Uncle Sam is going to drain the silver
from your nickels, dimes and quariers, Even if the mint turns out 10¢ pieces
of tin' == or guariers of quartz =~ or cven 50¢ plec es of feathers, just as long as
they’'re the coin of the realm the welcome mat will always be out here as it is
for the coins you axve using novs, In the meantime bear in mind that we're continuing
to accept the old-fashioned sihmrmladen coing and crediting them to your savings
and checking accounts, Yes, and guarding them with our customary fe;:y'vor for
safety == until the new ohes como al@"agc Keep in step with the bank that's in step
with the times,"

SH
Cohen's Fuvniture Store, "All wight, ladies, time for Dr, Cohen's exercises,
First you bend down on your hands and knees, Now touch the floor with your
nose, Chbh, oh -~ that carpet locks worn and thin,'" Then the spot dgoues into havd
sell on Cohen's carpet sale,

diHe

Hawes=Knotis Rambler, The vhole cg.m,_;a.wa revalvas around the fact that
H~X is the "yes" d”ﬂo All spots featuve a sales piich in which the dealer is

heard throughout, oﬁ_ong with the announcer, But the only word the doaler ever

says is "yes." The rest of the spot is straight pitch,

KWK in St, Louis has a tire dealer spot in which the dealer promises 'flats!
fized free " for the life of the tive,




In order 0 gei prospective customers o go home aiter looking at a new [cay
rether than shopping around for a better deal, a local Chevrolet dealar is giving
a half-gallion of ice cream just ies ﬁooutuﬂg Customers must take the ice cream

heme before it melts, This sounds like a very good gimmick

Wiw
The "Mobile Mystevy Mustang'Each month for three moaths, the Mobil dealevs
ive away a '65 Mustang., Each day 2 Mobil ealesman drives a Mustang to Mobil
t tions he services, He calls KXOK z2ud gn‘ es clues as to wheze he is. The
gt listener to.drive in within 620 seconds fets 2 $5. 00 certificate for Mobile
)rouuctso The salesman also mentions that the listeners should go to any Mobile
dealer and register to win a Mustang.,

f’
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I noticed an ad in MAC this week {or Qantas Alrlines. Their copy appreach goes
"For $798. 00 you can buy 338 cartons of cigaretter, or you can fly Qantas to
Cairo, etc.," This secems 0 me a good approach in pricing big ticket items

JLAL 24
Wi

Sold a heavy achedule of spots to Uelux Cleaners and Launderers, all to rum on
Monday and Tuesday, traditi@aahy light days. Client offers hali-price deal on

all shixt laundry en these ‘tW@ days., The copy line invites housewives to gather up all
the shiris in the house and Yget them to Delux right away. Be sure to mention

WHB and every second shizt will be done iree,”

Sold a package of 50 ROS {ive-minute newscagis o & chain of drive-in hamburges
stande. Newscasts ave schedul :s\o weekend when potential traffic is highost,
In 2 highly competitive field, five. “m-mte newscasts with open and closing *'lianaroz\.
plus two commexrciale in naws gives client opnu‘vtunit}r to prownote 4z different
locations in rotation on open and close, sell quality hamburger story in minute
commercial, and sell special weskend price offev in 20-second commencials

skt
K¥XOK reports a clever campaign foz Jouthwestern
use of new phonebooks aud cut down the number of (‘"’18 to "I
Spot has banjo opening intersupitd by gunshois, bralkean ot J.'#uﬂ ineie
producer, The announcer then suggesis that during the interruption the 1 igtenes
phone a fricnd and "Eatertain yoursclf! Yeu phone faster whea you know the nurabser,
it's in the book'.

"4 ear dealer in suburban L 'Ch&-rlea was pitched the pilot in a gseries of
commercials using humer to carry the theme '"Why drive all the way to 3¢, Louis
when you can get a beiter deal snd gervice right here at home?' Firet spot used
herd of stampeding elephants for effect,’




najor appliance dealer with 5 @
{a la Mz, Clean) called “Mi{;hL

»
hekea the ground when he walks

50 9 1
9,

28, mighty easy tevms, m cau’ mighty

wR

s was brought up at the Manager's raeeting in Omaha, but we nevewr did

"\plaf,!‘ run=cdown on it. They - ran a '"Sports Salute” sponsoved by Grain
ach day, Monday tm:u Friday they announced th name of an “amate
n or woman with a bricf re-cap of their accomplighments, On
they annaunced the winner of the wiek, The weekly winner v

s.,d,\.
Tate

vé vz\n p..acxk. on behall of JF‘G; and Grain Belt Beer, recognizing

» epovis, G : Belt Beer, bowght 43 Sports Ccoreboards,
omu‘zmwas are m-‘“@r‘pﬁrav‘m? in the prornos. The client received a copy
£ all nominess and weekly winners, and esvery eight weeks gave a banquet

akly winnexs ' of plagues, This promotion gets quite a bit of goad {vee

-ublic;itj in the local area papers,
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KHOK reports a competitor f)\)t for

etta mattreases us Lwc» vices and
anncunces their Phanteom lisienerx, ,\‘i is vexry em
ir
if
B

oth SUP 071 what a hzgluiy’p

hc claims on $39.95, Y5 ¢
U Zistenex gays “Oh boy, h he

mattress it is and the listenes '@ vDice 8aye

e

The announcer then says "priced on 1§r 533390 9
offexrs a 30-night feea homa trial, thatfe izi" Announcer say?2 "And if you don't
believe me, try the 30-night fvee home trial", etc.
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"Dad weould like to. give away the ca:i ut Mother wor't let him,'" This

cn

old, hut always very effeciive;

KOMA reports a new car dealer heg hia daughter doing the spots. The pitch is

is

led "Aulo-Balleramea," &4 local organizatioa hag arranged for use of

a theaire on a uun'l:); afternoo pots on WHD imnm the publie to ob

with ca"s t‘\ey wa'it 25 ":,Ho B iee cy allow prospeetive sc
5 ) - :

*ing the aftevnoon, Spots also invite pzosp
ler=to-buyex deals.
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EiDWB is working through 2 local department store with 2 new re¢uest gimmich,

1he store has a battery of request phones which shoppers can pick up with a

divect line to the radio station, Their voices are played back the inllowing day,

If you hear your voice on the air and csll in, you win 2 record, Thiv also makes

you eligible to later win various merchandise prizes from the departiicnt stores

g}soj if done right it might be somocthing to help bolster the housewife imes during
e day, :

2
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KOMA has a promotion wherein they ask teenangers to write tho station and

gsend the monu for thoiyr favorite Sunday ddonar, A loaal restaurant prapsres Fg
Sunday dinmer for the winning fewmnlly cach wenle, coolking exactly what they ask

for , As a point of information I am wondering why the copy was, slznted to only

the " teenager" . It would seem to me that this contest is stronger for grown=ups
thaa it would be for teenagers, But the point I would like to make is that I don't
think it is wise to ever pointedly pitch sny coatest to teemagers., You can accomplilh
the same thing by not mentioning either teenmagers or grown-ups in the spots,

i
WQAM is runmning a spot for "House and Garden Furaniture Store' which opens
with jungle sounds and drume, The copy theme iz that this furniture store is NOT
a jungle, g
itk

Tied in a cheerleading contest with o local shopping center, with contestaats
being cheerleaders from the siz schools located in the center’s area. Contest
‘was held on a Satuvday afterncon and over 3,000 people showed up, - The winning
team recorded an original cheer that will be used {rom time to time on our
evening show, :

tHik

KXOK presented the two Watkins Standa#d Oil stations in St, Louis a commexrcial
idea built around the "country boy" image of the dealer, Instead of using the
client on his own commenscials, they used on of their own air men speaking in
broken phrases and clearing his throat in the middle of the commercials, The
commerciale end, ,."If you aren't inierested in buying tives == just come on in
and sit a spell," ;

5 J4 2L

The Dodge dealers of greater Kansas City have bought a saturation newscast plan
to cleay out all the '65's and make room for the '66's, The produced 5pois yeyolve
around the line "running up the while flag of surrender on '65 prices. "




"The Lucky Seven Sale''. A local suio dealer gives 2 case of 7-Up with ¢ach ,
new car aold -= (wo oupad.s for used cars -- and samples of 7-Up for coming ~._

by.

For those of you who have Kinney Shoe Stores in your area, this idea may help
you out, Each year, Kinney requests a2 contest an the station to malz people
aware of propexly fifting shose. Last ysar, WDGY iavited listeners (o guess the
cozrrect shoe size of ail the disc jockeys, The winner received a yea:'s supply
of shoe, , free. A good mail gimiick, if you make it cuite.

ann
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De-Lux Laundry and cleaners has been a big newspaper advertiser in Kaunias City
“and very big on cupon deals. We proposed 2 radio cupen which would still be
placed in the newspaper, but in such a way that only WHB listeners could tzte
advantage of it. The client has hshown conviderable interest and will kaep you
posted on the results of this particalar campaign, if they buy it

e
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Everyone is en the "Tiger' kick, and City Naticnal Bank in Hansae City s come
up with 2 twist on i,he "Tiger in Your Tank'slegan. . Thay call it "Tiger i Vouz Bank"
«="Put your Kitty in City - Nationsi®

Rudy ¥ick Ford has b ?..no.uvn with 2 view toward gettiny

hémecomers from lak ) chedule ie preducing good .esmu‘

;
i
1

Ster

They are running a "Would You Belicve I" campaign on KOMA, They give a Riply
"Believe it Or Neot" along with a fact abous the advertiser. They report it adds g at
believe-ability to the cammercials.

oy

WQAM has a campaign for Colonial Pontiac built around the tag-line "Whers
everything is new but the name,"

it

WHB sold thie premo (Back to school) to a local shopping center. After having
gatablished tha purchase for the Ixéeﬁrc?.mnt%s Anpocintion, they then advanced the Zdea
vate schedules. The Merchent's Asasciation yaid

{ individual merchmxtn buvmg BEPEYE
half -~ the Mezchants paid hali, theu b y doubling the entire purchasge for the promo,

it




WTIK has proposed a numberad sweepstakes to 2 construction cr/m;)auy%with twe
subdivisions in nearby suburbs, A local divect mail agency would issue 100, 006
high quality numbered leaflets, These would explein the contest on cne side and
include a sumber, 1 to 1006, 080, The other side would tell about ths merits of

the homes for sale, These leaflets would be hand-carvied into the middie and

low income home azvezs and apaviment compleses, People would Nave 2 to 3 weeks to
dzive out to either subdivision and chedk the leailets for a winnding nwmber, Prizesz
would vary from small appliances to a color TV, etc, Many emall pvizes would

be posted, Then whether or not you won a small prize, you would still be eligible
to compete for the grand prize by registaring your name and address, W7IX will
be used as the backbone for the promotion,

r

I saw a bank ad in last week's " Adveriicing Age' which might be the basis for a
good salus piteh, It's fox the First National Bank of Clayion, Mo, It starts out
"When your coins have lost their silver, we will love them just the same." The
body, copy reads "So don’t ' fret because Uncle Sam is going to drain the silver
from your nickels, dimes and quarters, Evean if the mint turns out 10¢ pieces

of tin- == ox guariers of quariz == or cven 50¢ pleces of feathers, just as long as
they’'re the coin of the realm the welceme mat will always be out here as it is
foz the coinsg you are using now, In the meantime bear in mind that we're continuing
to accept the old-fashioned silver-laden coins and crediilng them to your savings
and checking accounts, Yes, and guarding them with our customaxy fervor for
safety -~ until the new ohes come along., Keep in step with the bank that’s in step
with the times," ;

Cohen'’s Furniture Store, ALl vight, ladies, time foy Dr, Coben's enercises,
First you bead down on your hands and knees, Now touch the floor with your
nosé, Ch, oh -- that carpet locks worn and thin," Thean the spot dgoes into hard
sell on Cohen's carpet sale,

Wi

Hawes=Knotts Rambler, The whole campaiga revclves around the fact that
H-K is the "yes'" dzalex, All spots fectuve a sales piich in which the dealer is
heard throughout, along with the aanouncer,  But the only word the dealer ever
says is "yes." The vest of the spot is straight pitch,

s 44 1
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KWK in St, Louis has a tire deslex spot in which the dealer promises '/flats"
fized fres " for the life of the tive,
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n oxdez to get prospactive customers to go home aiier looking at a new |cax,
rather than shopping argund £0 2 bettc:“ c'ieai, a local Chevrolet dealar is giving
iocoking., Customers must take the ice cresam

&

a half-gallon of ice czeam just fow
home before it melts, This sounds ii t ea very g geod gimmick
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The "Mobile Mystery Mustang''ach month {or three moaths, the Mobil dealers
give away a '656 Mustang. Each day a Mobil ealesman drives a Mustang to Mobil
stations he services, He calle KXOK zad gives clues as to whexe he is. The

first listener to drive in within 620 8 second Is g;ets a $5. 00 certificate for Mobils

I3

products, The salesman also ment ions that the listeners should go to any Mobile
dealer and register to win a Mustang.

I noticed an 2d in MAC this weelk for Qantas Alrlines. Their copy approach goes
"For $798.00 you can buy 338 cartens of cigarettor, or you can fly Qantas to
Cairo, etc.!" This seems {0 me a good approach in pricing big ticket items.

JLgE A
fres

Sold a heavy schedule of spots to Uelux Cieaners and Launderers, all o run on
Meonday and Tuesday, traditienally light days. Client offers hali-price deal oa
all shist laundry on these two days. The copy line invites housewives to gathexr up all
the shizts in the house and Yget them to Deluxn r;‘,nh’a away. DBe sure to meation

WHB and every second shizt will be done irvee,

[‘ : # P;

Sold a package of 50 RO3 five-minute newscasts io 2 chain of drive-in hamburgar
stande., MNewscasts axa schedu 13& on the weekend when potential iz “i‘fic ig highost,

In 2 highly competitive {ield, five-minute newscasis with open and closi b;liakm:rma\
plus two commexsciale in naws givaes clicr op*m ..umh.r te prownote 42 hucrum
{

j‘ hamburger sto)::*,v in i
1 20-second covnmersial

lecations in rotation on opén a 1 1
commercial, and sell special wee

KXOK reports a clever campaign for Jouthwestern Bell Telephone to get greater
use ef new phonebooks and cut down the number of cells to "Information, ™
Spot has banjo opening intersuplied by gunshois, breken stilngs ¢

producer, The announcer then suggests that during the interxuption the

’J

&

phone 2 fricnd and "Eatertain yourscl{! Yeu phone faster whea you know ths nuraber,
Ik'e in the book'.

Hun
W

"A car dealer in suburban St -Cherles was pitched the pilot in a geries of
commercials using humor to carry the theme 'Why drive 2ll the way to St. Louis
when you can get a better deal and gervice 2ight hewre at home?' Firet spot ueed
bhexd ‘of stampeding elephants for effect,’

L wla
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vith 5 ov 10 locations, a campai gx\
raciewn C'—' la M 3 :~1) called "Mighty \"15.801‘141"" (narne of
ile shakes the ground when he walkg, radiates bignesas,

o with mighty low pvices, mighty easy terms, mighty big values, raighty
ou, 8ic, : 50
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his was brought up at the Manafm"”s reeting in Omaha, but we never did
complate run-down on if. _\hcv~ ran 2 '"Sports Salute’ sponsared by C.z-m.'

Beer, Rach day, Monday thru ¥ < they z_xm«:mnced th&; name @f an "a"mumx
pt*x::x‘.smaz\ or woman with a brief ; On Satn
funday they annaunced the wi vaek, ‘The weeluy winner e cif'ed
ctive wall plague on behalf of WDQGY and Grain Belt Besr., recunnin,mg

tribution to amateur spovis, G 1t Beex, bought 43 Spowrts Ccoreboards,
The :"a.ilv nominations are incorporated in the promoes. The client received a copy
t of all nominess and weekly winners, and every eight weeks gave a banquet
he weekly winnexs ' of plagues, This promotion gets quite a bit of good {vee
fubiic,zi:y in the local avex papers,
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KECXK reports a competitor 8pot for S a2 mattresses using two vices and

anncunces their Phantemn lisieney, I ery smooth s..ll Qn what & high-type
rmattwess it is and the listengz's vmlce saye " he claims on $39.95, I'Il die'.

The announcer then cays "prlcm : 959 U Listenex says "'Oh ‘,@,, if he

offers a 30-night feea home trial, ¢ it!"? Anueouncer says "And if you don't
believe me, tvy the 30-night fvee

KOMA reports a new car dealer heg hia daughter doing the spots, The pitch is
"Dad would like to. give away the cars, but Mother won't let him,' This is
old, but always very effeciive, :

®'s called "Auto-Sellierame," 4 logal ovga: ) ] : mzed for v
deive-in theatre on a Sunday afizrnoon. : JHE vita ¢ pul,ih: i
up with cars they want to sell, For a

their cars in the theatre space during

car buyers to show up fox direct sell rutcobu,
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GCharles Fayne
Bill Weaver September 23, 1965
¢c Gordon licLendon

Subject
Kevin Sweeney Additional revenue from shows

fle are going to try something out at Star Stations that may have revenue
possibilities for two of our stations: Selling f department store or
specialty shep a fashion show during some e period of the
Beach Boys or Sonny and Sher appearances.

Since, particularly with the Beach Boys, the audience is over 90% females
between 11 and 16, you have a captive audience of perhaps 5-9,000
females. A store will quite fredjuently pay about $1.00 in promotion

and be pleased with 50¢ pergon in promotion costs for a fashion show.

Star is going to try to sell stores on a cost-per-l000 basis in upcoming
shows i.e¢. the store gets the fashion show for about $200 for each 1000

pald admissions -~ $1200 for 6000 admissions. Or the store gets the

shows far free if they sign a very large contract e.g. if they become a
$20,000 a year user of the station's facilities. Might work for KLIF and KILT
on either basis.




MEMOTRANDTUM

TO ALL McLENDON STATION MANAGERS

FROM: DON KEYES
OCTOBER 26, 1960

DATE:

Iklls quOtatlon fI om tkle -zi-u-guSt 1960 Bx OadcaStlllg IIllgllt be Of use to

your sales departments.

- : 3 146
Press rates outstrip circulation since

has gone up
: S. Daily newspapers
tThe average line rate_ (oxi L UR e ’m}:“ D quia o bers

mﬂ'@& SAN I\\NTON 1O

) DATE

Oct. 10, 1962

5= .
SUBJECT/ Dec, Sales Stimulators
AN

You askeé\faFTiﬁ“iﬁeasi”Riéﬁt now we're in negotiations with the city's largest
Shopping Center to incorporate a former idea of "KTSA Under Glass, wherein we move the
entire radio station for a week to the enclosed mall of the shopping center, with

the sale of a solid week of KTSA, other than exisiting spots, to the shopping center
and their clients, Along with this goes a balloon flight and a tab for $10,000. The
shopping ccnter is extremely interested, and so are we as December is a dull month,

December is historically a good month in SA for auto sales, WE8re trying to devise
a Christmas auto event to sell to a sponsor,

Other December sales ideas, mainly tried and true, are sale of: Santa's Xmas Trip,
Xmas Eve Party, Handel's Messiah m2-ﬁ AM Xmas Day morning, Bill Moore Xmas spots,
after -Xmas sales for Xmas Day, New Year's Eve Party, Merry Xmas House. Mybsery Santa,

Then there's the first bbaby of the New Year promotion to be sold to participating
spot buysrs who put up a prize during week Xmas to New Lears,

Then a new idea--Bikes for Tykes promotion..sold to sponsor with give away of three
girl and three boy bikes between Xmas and New Years to kids who wanted them from Santa

and didn't get them,
/Y«}Zﬂ"/ ;

Kj/éZLLA/\’ %Zzu*ﬁ*—' /yaf“ Ll 7%»42, Al uauth c;urﬁx,alfa/xgg/ 7l Ch
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MEMORANDUM
TO: ALL McLENDON STATION MANAGERS
FROM: DON KEYES

DATE: OCTOBER 26, 1960

This quotation from the August 1960 Broadcasting might be of use to
your sales departments,

Press rates outstrip circulation since '46

""The average line rate of U. S. Daily newspapers has gone up
84% since 1946, while circulation has gone up only 11.1%. Sunday papers
have boosted rates by 62.9% while adding but 13.2% to circulation.

These figures are from the Assn. of National Advertisers'
latest report on newspaper circulation and rate trends, being released
today ( Aug. 22 ). The study, showing postwar circulation and rate
patterns of each U. S. English-language daily and Sunday pa per with
more than 50, 000 circulation, updates a similar report issued by ANA a
year ago.

The report shows that morning newspapers boosted rates by 91.5%
between 1946 and 1960 while net paid circulation increased 5.4%. Evening
papers had a rate gain of 77.8% against a circulation rise of 10.3%. All-
day papers and morning=-evenirg combinations raised rated 68% and circu-
lation 4. 1%.

These rate figures are based onthe average line rate, assuming
5, 000 lines per year. Increases based on the cost of one line of advertising
per million circulation run somewhat less. For instance, on this basis the
rates for dailies as a whole increased 66% as compared with the 84% increase
shown on the straight cost-per-line basis.

The study also reviews the rate-and-circulation trends of six
Sunday magazine groups and two Sunday comics groups.

Data for the 115-page report was compiled by Standard Rate &

Data Service to ANA's specifications. Non-members of ANA may buy copies
( $15 each ) from the association, 155 East 44th Street, New York 17. "

Don Keyes







January 22, 1959

TO: All Managers & Program Directors
FROM: Don Keyes

SUBJ: Commercial Ideas

While on my recent trip I heard a series of commercials for Central Airlines. They
were very clever and extremely well produced. The idea is simple and can be
adapted to any form of transportation that you might have need to advertise. It is
exceptionally funny, however, when you think of Central Airlines with their DC 3
equipment or Trans Texas Airways for that matter. To the best of my memory here
is the script and you can readily see how the idea can be adapted to other historical
events.

Anncr: '"The date April --, 18 --, the place the Little Big Horn, the event
Custer's Last Stand. All things are as they were then except (echo} Central
Airlines is there."

SE: Hoofbeats, Indian war whoops, shots being fired - fade under for ....

Voice 1: (Nervous, excited) '"Gee, General, I know we're surrounded and

things look pretty grim, but I want you to know that I'll be right here by your
side.!!

Voice 2: '"Me too, General, even though I'm just a corporal I'll be proud
to have my name written in the dust of America's historical past. "

Voice 3: (Gruff old man's voice) '"Well that's OK for you guys, but I'm
genna make reservations on Central Airlines and get out of here!"

SE: Roar of DC 3 engines zooming off runway.
The funny part of this whole thing, and this can be worked into ahy angle you desire,

is the incongruous roar of a BC 3 taking off from the most unlikely locations such
as Bunker Hill, Waterloo, Shiloh, Manila Bay, etc.

Don Keyes




January 22, 1959

TO: Managers & Program Directors

FROM: Don Keyes

Here is a gimmick that Larry Monroe used successfully a few years ago that
got, if nothing else, a goodly amount of conversational response among lis-
teners. From time to time on his show each day he would mention the fact
that there were only more shopping days until Ground Hog Day. With
this coming up February second, I thought you might want to give this to one
of your jocks to play with.

Items Heard in Past: Heard a little feature on a morning show recently that

is worth mentioning. Every morning within a certain time period a jockey
played a beautiful, soft ballad of the Mathis, Doris Day, Sinatra type and men-
tioned either side of the record, saying that this song got the '"Cream of Wheat
Award'' for being the mushiest song of the day. Ken Knox refers to Julie
London as the gal with ""The Lowcut Voice'. I don't know if it is on the tape

or not, but Art Nelson uses a brief show identification expression that just
kills me ... '""This is the Art Nelson Show over KLIF in Dallas and this is
Artie pulling the trigger on a few 45's.'.

In a few days, as soon as I get out from under the mountain of back corres-
pondence on my desk, I will send you a long delayed music list, but for now
here are two which I heard on my trip and which I think you should all be play-
ing. For that matter, you may already be playing them. ''Without a Song",
Dick Stabile, Capitol. '"How High The Moon', David Rose, M.G. M.,

You will probably notice an increased trend, at least in the forthcoming weeks,
to orchestrial arrangements of standards and ''evergreens'' with a subtle rock
and roll background with predominant precussion and cling, cling, cling piano.
Both of these records are very good programming and very commercial as well.

Don Keyes




telashoper pylomn sign

P. O. BOX 4327, MIaMI 32, FLORIDA
~\ 0X-1-0805

/

<November 13, 1959
Mr. Gordon B. McLendon,

The McLendon Corporation
2008 Jackson Street

\

MEMORANDUM

KILIE-- DALLAS

{

DATE:  December 9, 1959

SUBJECT: Attached

I think this idea is very good. | presume you have it in mind for the new building;
if not, where would we put it?

Llcg PUU
59,100 operating expenses
4400 Net profit
makers of the worlds largest traveling word sign




telashoper pylomn sign

RO BOXE43 27, MIAMI 32, FLORIDA

) 0X~1-0805

_<November 13, 1959
Mr. Gordon B. McLendon,
The McLendon Corporation
2008 Jackson Street
Dallas, Texas

Dear Mr. McLendon

Your telennone call of November 725 greatly an“reCLated and hope I have
been able to better aquaint you wi ’Slcal financial oneratlon of
tel-A-sign, and some of the many fact of flmo Opcratlon and its profit-
able: income.

tel-A-shoper teles operates on a basis of 8 to 16 hours per day, Noon to
midnight. lO he time allotted for public relations andnews. The re=-
maining 60% of e hours: is occuppied by 10 advertisers, eacH receiving
Ty () to message exposures per day at the rate of $41.70 a day

2
The speed of 45 words per minute with a 30 second reading exposure time as

the words flow across the face of the sign from end to end, depending on the
length of the display board.

The accompaning rate card shows how we arrived at the following figures.
$1250.00 per month per advertiser for 72 exposures per day
10 advertisers i :
$l2,500.00 for one month - 12 months $150,000,00 income.

TR LS TSy EE s 2

The cost of operation broken down is as follows.

gn (depending on s y 120 feet long ane: ' $900.00
SOO 00
equipment that makes the message 7 per m 850.00
'ty approximate 300.0L
to the building owner per month 1250.00
c 2-,.00
ice ncv onnel 700,00
ellan;ous 200,00
55925.00

12 months $59,100,00

Gross income $150,000 based on w,at is being done in Miami Beach
Chcur< tO \ )
radio or TV. NN Y

l%(mmeml

Z,EOO 25% to ag rs (e agency commission)
I12, 500

i?,lOO operating exper

53,400 Net profit

makers of the worlds largest traveling word sign

O OMEHO=EQ

e i e T @' O

4

0nHEHR OO Hn
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telashoper pylon sigmn

P. O. BOX 4327, MIAMI 32, FLORIDA

Al o4
based on 12 hour operation. 12 noon to 12 midnight.

next 12 hours midnight to noon to advertisers at half rate, or $20.85
72 exposures daily.

Gross: income & Total hour annual
Expense ‘ $53,1400.00
66, 200.00

$119, 600,00

The above is a digest of what I told you in car phone conversation. However
there is still another way of producing a good income by leasing the display

to one other advertiser, two will then operate and share the expense., We think
our New York contact. can help arrange: for this part of the sales.

I appreciate your interest in tel-A-shoper pylon display and look forward to
both pleasant and profitable assocation.

Ve?y Corgially yours

Al
KT S P A~

/ 8am Joha
//

makers of the worlds largest traveling word sign
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MEMO TO: Don Keyes
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FROM:

Charles Farmer

DATE: March 14, 1959 SUBJECT: G.E. Promotion

The details of this particular promotion are really quite simple,
General Electric Appliance Park sponsors one hour of the lLarry
Aiken Show from 8<9:00 p.m.,, seven days per week. During the
program, Larry invites his listeners to write an essay. At the
outset the choice was free....at the moment General “lectric
Company is specifying the topics. The winners are being judged
by the University of Louisville's English Department. The winner
each week is given a color telephone registered in his or her
name., This is a private line and generally put in the room of

the individual. General Electric is paying us $1500.00 per month.
$1000,00 of it is commissionable to the salesman, the other $500,00
is being accumulated to pay for the telephones. The telsphone bill,
as you can readily figure out, will be on a rising and then de-

creasing amount. During one month, of course, we will pay for 52
telephones. Then it will begin to decrease.

In addition, General Electric Company is giving at the end of the
contest a $1000,00 scholarship to the school of the @ rticular
winner's choice, This is a grand prize %o one individual. 1In
addition, we have a trade arrangement for records and give 25

of those away weekly. So far, I feel that this contest is a

very successful one. We are getting in the neighborhood of 50 to

60 essays weekly. The essays are judged, as I said, by the University
of Louisville's £nglish Department and the winners are given to

us on Thursday of each week. On Friday, the winning essay, as well
as the second and third place essays are then recorded and played
back on Larry's show. These essays take about one minute to read,
since the rules state the essays are not to exceed 150 words.
Incidentally, the school from which come the most entries receives
also at the end of the promotion, a television set.

I think this pretty well covers the promotion.,
further information, just let me know,

4
If’dsng/ %
b /(/ Z

If you need any

B




TO: All Managers, All Program Directors
FROM: . Don Keyes
DATE: October 27, 1958

SUBJECT: Sales Gimmick

Bill Weaver at KILT in Houston, has a good gimmick running on the air sponsored by Rainbo Bread.
Since | was in all the original acquisitions of this contract a year or so ago, | can tell you first
hand what the circumstances are in getting this bread company on the air. They did not want a

60 sec. commercial since they felt that they could say what they thought of their product in a 10

or 20 sec. jingle, and they did not want to pay the additional money to merely repeat on accepted
theme. | mean, what can you say about bread that will particularly set one brand apart from another
with particular significance. We do not have a 10 or 20 sec. rate, therefore, in order to "get the
business" we gave them a gimmick which would be a short intro and close with sponsor credits. The
inclusion of their commercial was a short jingle and the gimmick itself which ran anywhere from

15 sec. to 1 min. One of the gimmicks involved the explanation of teenage slang. The copy writer
would write a sentence of teenage jargon and the DJ Would translate into proper English. This

was not exactly a smashing success. When the gimmick grew old, we changed it to one called
"Name Gimmick" wherein listeners were invited to send in their names which the KILT "Research
Department" delved into for the original meaning in whatever language they happened to come
from. When this cooled, we picked up the "Kiddie Thoughts" in which we invited listeners to send
in cute sayings of their children. The most recent one which is my point of this entire memo is a
simple one which can easily be duplicated in any of our markets should you want to use it to

crack a bread account. The spot that they have scheduled in the morning show is presented for

the parents and the youngsters telling them what the public school lunch menu is for that particular
day and of course, every lunch menu was decked with the line "and of course, several slices of

that good, enriched bread". The second annocuncement was run between noon and 1, where the
menu is given again for the mothers who may at that time of day be interested in knowing what

the children are having for lunch at school. And the last spot of the day was run in the late
afternoon or early evening informing all concerned of the lunch menu for the following day. These
menus can be easily obtained by phoning the chief dietician of the school system. Rainbo Bread

has been advertising on KILT now for well over a year and is apparently very happy with our
ingenuity in presenting to them something different.

Don Keyes




TO: ALL STATION MANAGER February 20, 1958
FROM:  Jack Fiedler - KTSA

Inasmuch as we all ére running American Tobacco schedules and are requested
by them from time to time for merchandising promotion, here is a sales
promotion feature that can kill two birds with one stone.

1. Through American Tobacco Company, completely fill a new car
in dealer’s showroom with cartons of -~ say "Hit Parade" =
cigarettes. Several humiied cartons will be required to do
this.

Sell car dealer this promotion campaign whereby listeners are
invitednto come into dealer's showroom, fill out registration
card and guess how many cigarettes are in the automobile.

3. You can get money for this, give a car dealer a good traffic
gimmick and tickle the heck out of American Tobacco Company
with merchandising plugs.

k. Prize to winner can be determined as you see fit.

We have sold this one at KTSA for a one-week period during the middle of
March to a local Ford dealer, for $1000.00.
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Bruce should hav

®
the announcers on this; the most j‘.nxpe,xxtm;.v ‘cx,'o,

1

Four types of spots shaild be used for the
eS8 - --Meriiman is cutting and Cecil will stay after

rer"u lar spot announcements done by Gloria,

d 14ib spots by the annocuncers.
Moanday morning fe cannot begin

; Sanger’s has given us a good item
ieV‘v i Page p'i).i?ltd cut that the buy they‘'v

¢ i3
& @

S0 gooc
i'_nat we?’ll have to watch .wa«, women think that they E’mr ior
hosiery. She ) )i.nt&\ art almost all women have b : the
inferior hosiery deals .;i’l w\, prices bez ore. S0, we've got w:f) Vig) g"*m 8
to make==first, 't.i'.-,e Fic 1low ; e at 59 ¢ (zu s a“pair or six for three
forty five and second; t fact at ﬁhe 3¢ are Sangers' best and sheerest
ogsiery. I suppose a third important thing is that you ean phane in

order if you are ordering six g

@

g
=3

o

w from six to nine, and to a
be the mest importamt single
s th ing off to the right start.

Sunday J

This is Radio Dallas, KLIF. Your attention, please. Sanger’
and finest hosiery--gpecial sale, only 59 cents a [
five, You can phone in orders for six p«aiw or more. Fifty n
Sanger’s finest hogiery? (last-line in an incredulous man M! )

e ir, six for
3

{GLORIA) (Monday, Tuesday,

Ladies, this is Glori:
Dan't think you're hearin
Bohgrihimxm sale is
a pair, six pair f 01 &3
is selling its sheerest, top-guality nylon hoaier
six pair far three forty-five And to r‘epocat o ca
mmmaiﬁm;ﬁ finest ard s;:hee‘z‘w::,s,: }m,..wx“f And yO?: can
phone for six pairs or more--at Sanger's downtown sto:

Village store. Sar‘gexs NOow =- ‘-"‘1*‘**1 , sheerest nyl Lons un"y
8ix for three forty-five--phonas or rum to Sanger’s xxmx starting

SUNDAY SPOTS NEXT PAGE




BREAKS FOR MCNDAY, TUESDAY, WEDNESDAY AND ANY SUCCEEDING DAYS:
(pause a split secmnd)
This 4s KLIF im Dallas. One moment, pleasef-of your time--Sanger Brothers
is mow selling its finest and sheerest hosiery for 59 cents a paiy. Six
« kpzicr of Sangers® finest hosiery for three forty-five. Phone in your order far
8 pPair.

This is Radio Dallas, KLIF. KLIF has dome many spectacular things but
Sanger Brothers is going us one better--Sangers is now selling its finest
hosiery at 59 cents a pair.

This is KILIPF in Dallas, vhere the 1id is off at Sanger Brothers--Sangers’
ginest and sheerestk hosiery for only 59 cents a pair, six for three farty-
ive.

This 4s KLIF, where Dallas' most amazing hosiery sale is going eb at
Sanger Brothers--Sangers' finest hosiery 59 cemts a pair, six for three-forty
five. And you can phae in your orders for six pair or more!

SUNDAY SPOT FOR GLORIR

the attention of all lady listeners

KLIF would like ymusxmiigengiozm for a momsnt. KLIF wants to point out to
all femimine listeners 8he fantastic hosisry sale urdmxprogMERsmMRGXSamEETRmE
whi ch begins tomorrow at Sangers--whilex they last, Sangers' sheerest
and fimest hosiery is on sale at fifty-nine cents a pair, six for three forty-
five. It's all part of Sanger's 98th anniversary sale. Better listen again
carefully or you might think you’re hearing things. Beginning tomorriw,
Sanger Brothers is offering its finest and sheerest hosiery, while it dasts,
at 59 cents a pair, six for three forty-five. And you can just phone in
paxem your order if it's for six pair or more, either at Sanger's downtown
store or Highland Park Village store. Rummmmxphumemn Bhone or run to Sanger’se-
ApXemmm tomo rrovwe-npluass meknk hextdim finest nylons, while they last, only
fifty nine cents a pair, six for three forty-five.

SECOND BLORIA SPOT FOR MONDAY AND SUCCEEDING DAYS

As the 0ld Scotchman, Gordon Mclendon, wanld say, it°’s monumental. I'm
talking about Sanger Brothers' sale of its finest hosiery for anly rifty-
nine cents a pair. Did you hear that? While it lasts, Sangers’ finest and
sheerest hosiery fifty-nine cents a pair, six pair for three forty-five.

And you can phone it your orders for six pair or mare to Sangers downt own
stbre or Highland Park Village Store. It's all part of Sanger®s terrific
98th anniversary sale. So write, call, wire or run to Sanger's immediately--
full-fashionedt finest, sheerest nylons only 59 cents a pair--gix for three-
forty -five.




CONFIDENTIAL MEMO }}' :

\ \
! N /
January 8, 1958 \Q&)\\/

TO ALL SALESHEN

FROM FIEDLER

To clarify my sales commission memo of January 8 so that there is no misunderstanding,
please be advised of the following:

Effective WITH local billing starting Junuary 1, 1958,and until further notice,
all local sales commissions will be paid on total NET local saleg, after agency
commissions. This does not eliminate t'e 3.00 breakdown charge on time oxders
for all sales of 5 minutes and less.,

Commissions will be based upon the frllowing incentive scale:

NET ldonthly sales #25,000 and over 15.0% overall commission
22,000 - 24,999 14.0 " "
19,000 - 21,999 13.0
18,000 - 18,999 12.5
17,000 = 17,999 12,0
16,000 16,999 11.75
15,000 - 15,999 11.5
14,000 = 14,999 11.25
13,000 13,999 11.0
12,000 - 12,999 10.75
11,000 - 11,999 10.5
10,000 - 10,999 10.25
00,000 - 9,999 10.0

I strongly recom.end that you keep acrzurate running net billing sheets of your own
sales for perscial reference each month,

This memo srpercedes all previous!i

/"M/a// |

k{r\
"
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MEMORANDUM

TO: All Statmn Ma.nagers
Sales Managers

PROM: Gordon MéLandon

Here are so:me pomts ahaub the rlghu, me radio dudience that might be of
interest to you in selllrg it.

The nigh‘ctxme radxo addience is hag about 4 out of every 10 homes and 1
'frk,x"son out of every 3 listens to the radio on the average evening. These
facts are from the NBC-Starch survey on‘evening radio listening. Also,
it's very irnportant to po int out that RAB bas conducted tests which
definitely establish that evening radic has greater penetration and memora-
bility than daytxme radio. I'm not au:uused at the lat-.er,sz.n«-e concentration
and solitude is such a factor during the evening hours in radio listening.
Evening radio very poasxb.ty_nas a more lasting impression on more people
than any other forin of advertising. For the purposes of all of us who are in
TV markets of the families in markets which have kad a TV station for 3
ears; 19.1% listen to evening radio. Those in a market where there have
¥ er:n TV stations for 4 years, 22.4% listen to the radio and 5 years or rore,
6.6% . Thus it seems that evening radio is still a very wor deyfulduy and
if you_i. will notice the sets in use, it clearly df-‘—mariét?a"ms thai aven‘mg radio
is far froin dead. As a matter of fac:, there is a much higher listening
)c Jdaence, as a rule, than daytime radio.
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2104 JACKSON ST.

5000 WATTS
1190 KILOCYCLES e Nalonion Cor/aorah'on DALLAS, TEXAS

> rapio KLIF station

g«(d\g LE QNTRA CT ONLY Riverside 27121

——

BROADCASTING AGREEMENT
f‘,\ i.! ‘ ‘\: L‘-l fgﬂt (’ C.}

(Date)

AGREEMENT BETWEEN —JU Mg& \)\STV&\:‘ E’ UT“\‘G' @ﬁpOMTl OU CALLED “ADVERTISER” AND RADIO STATION KLIF
s(wt V@(LL:G [LM\-UA (¢ '(W{.&‘{S PRODUCT: !\‘\AM%%& (€22 ‘(’(‘

~—TIMES PER WEEK— ~——TOTAL NO. TIMES—

CEaMmE. = Samg

CALLED “STATION’ TO BROADCAST:

~——LENGTH OF BROADCAST— HOUR DAYS

w D%Q{_@.«.iﬂlﬁ / l%éc ; E,A vy
e Mon  WOATTS 196 ’
A :
ﬁ‘\ F(L wa@uu‘&jf %:(T ()i‘m //éfil\«lw:g‘\

\onde!  stbdoue :
C\A.Mw:\ ‘T‘f\ \\;\J-( C UHL, ‘Ufutluﬁu—\

& uﬁfﬂf\/(b a VIOFS
A)MWMM\ CM—Q-/ s UC V\ N‘” 160

MIVIOL 36‘&4{&'\\ ve ups(s b (Z);cﬁ}é‘g:‘{;
wd wliuck ddugatys'ce dichs G

(60 .

Cammencement Date: D i@_{;&v\f()i“\ é il'/‘{ {,,‘ C)

T

Expiration Date: () “i(! <uMlj A 3 i )

Net Station Time Other Charges

SEea [
RA'TES. 5'(13"\‘ 4N S {r{‘ { (7 V‘(f{
vak s ot | a.m =Y {960,

Wl( ' ,k\_(\u{ilm“ ‘\‘\( {k“tnl
k&!\ (‘&\-\i - ——————— e
for contract

In return for said service the Agency Advertiser agrees that PAYMENTS are to be made at the station at Dallas, Dallas County, Texas, as follows:

i\/\?w Qi«\ (S ,1965 o) M& g\{ap&uo \(,f Ko /‘l,L/."‘cgJ-S

J

The first payment to be due

WITNESS our hands and seals the day and date first above written.
TO BE SUBMITTED FOR APPROVAL. \\uudm &)1 AUZN) (/\ ’{\U‘/l Agency
L [ Aitaa ) T
’/' !/c‘, M 5\\,\“‘1('»; YOy By, é(\'x\ J F TML}Q
\ 7 {SFFHon Representative) (Officer)
,,/' I O 6 s
" THE McLENDON CORPORATION. Address (
-
- " T )
\ iy
; )aﬂ.é—a State

Accepted by ’{’ B "L ! l\‘\t ¥ {iix“{fi;'\ City.

Vice-President and dcneral Manager

This agreement is not binding until executed by an officer of The Mclendon Corporation

and is subject to the conditions printed on the reverse side hereof.




STANDARD CONDITIONS

PAYMENT

(a). The advertiser agrees to pay, and the broadcasting station agrees to hold
the advertiser solely liable for payment for the broadcasts or announcements

covered by this contract, unless expressly otherwise agreed in writing.

(b). The advertiser agrees to pay for broadcasts or announcements covered by
this contract, at the office of the broadcasting station or of its authorized
representative, in Dallas, Dallas County, Texas, on or before the last day of
the month following that in which the broadcasting is done unless otherwise

stipulated on the face of this contract.

(c). Station’s invoices for broadcasis or announcements covered by this con-
tract shall be in accordance with the station’s log and shall so state on each

such invoice, and shall be deemed to be correct unless proved otherwise.
(d). Invoices should be rendered not less than monthly.

(e). Upon request of the advertiser, affidavit or certifications of performance
will be furnished by the station to the agency at the time of billing. Unless
the request is received prior to billing, the request for and the furnishing of
such affidavits or certifications shall not act as a condition precedent to the

payment or the time of any payment called for hereunder.

2. TERMINATION

(a). This contract may b= terminated by either party by giving the other
fourteen (14) days’ prior written notice; provided that no such notice shall be
effective until twenty-eight (28) days after start of broadcasts or announce-
ments hereunder. If advertiser so terminates this contract, it will pay station
at earned rate according to station’s rate card on which this contract is based.
If station so terminatas this contract, advertiser will then either agree with
station on a satisfactory substitute day or time for continuance of broadcasts or
announcements covered by this contract at the card rates on which this contract
is based for such substitute time, or, if no such agreement can be reached,
advertiser will pay station according to the rates specified herein for all
broadcasts or announcements previously rendered by station. In the event of
termination hereunder, neither party shall be liable to the other party other-
wise than as specified in this paragraph and in paragraph 5 hereof.

3. SUBSTITUTION OF PROGRAMS OF PUBLIC
PUBLIC INTEREST

IMPORTANCE OR IN THE

(a). The station shall have the right to cancel any broadcast or announcement

or any portion thereof covered by this contract in order to broadcast any

program which in its absolute discretion it deems to be of public importance
or in the public interest. In any such case the station will notify advertiser in
advance, if reasonably possible, but in any case, within a reasonable time
after such broadcast, that the advertiser’s broadcast or announcement has

been cancelled.

(b). In the case of any broadcast or announcement cancelled under Para-
graph 3(a) above, the advertiser and the station will agree on a satisfactory
substitute day and time for the broadcast or anouncement or, if no such
agreement can be reachec within seven (7) days after notice of cancellation,
the broadcast or announcement will be considered as cancelled without affecting
the rates or rights provided under this contract, except that the advertiser shall
not be required to pay for the cancelled broadcast or announcement.

4. BROADCASTS AND ANNOUNCEMENTS

(a). The contract for station time includes the service of the technical staff
and of a regular staff announcer. Other talent and service charges, if any,
are covered in this contract and such charges are subject to change by the

advertiser with the consent of the station.

(b). Broadcasts or announcements prepared by the advertiser are subject to
the approval of the station as to broadcast content.
5. GENERAL

(a). This contract is subject to the terms of licenses held by the station and is

subject also to all Federal, State and Muncipal laws and regulations now in

force, or which may be enacted in the future, including, but not limited to, thel,

Rules and Regulations of the Federal Communications Commission made in
pursuance of its quasi-legislative powers and its decisions and actions and orders

when acting in its quasi-judicial capacity.

(b). This contract, including the rights under it, may not be assigned or trans-
ferred without first obtaining the consent of the station in writing; nor may the
station be required to broadcast hereunder for the benefit of any other adver-

tiser than the one named on the face of the contract.

(c). The advertiser agrees that the station may deduct from any five-minute

period or longer not more than thirty seconds for station-break purposes.

(d). This contract shall be construed under and according to the laws of the
State of Texas, and the provisions hereof constitute the entire agreement
between the parties and supersede any and all other transactions, negofiations,

or representations whatever as to the broadcasts or announcements.




_SAMPLE CONTRACT ONLY

5000 WATTS ' 2104 JACKSON ST.
1190 KILOCYCLES The WeoLendon Corpomhon DALLAS, TEXAS

ranio KLAF smarion

Riverside 2-7121

BROADCASTING AGREEMENT

Ap x&_&_nﬂ_____
. r 4
acreement serween_J unbo Distributing Corporation CAAID SADVERER® AND SASIO DTATION IAF

CALLED “STATION” 10 saoancast. Spot radio announcemeuts e : mooucr@henograph records

~—LENGTH OF BROADCAST— r‘—ml‘—""\ DAV ~TIMES PER WEEK— ~TOTAL NO. TIMES—

L 3

1 min., spots to be determingd---same-ccc=--3aMg crcccnccnccc-agame

Advertiser will receive one-minute announcements on ROS basis during Decembaer,’ 1960,
in number to equal value of any phonograph records which wiation requests and broad-.
-casts and which advertiser elects to provide station from March 15, 1960 through
November 30, 1960, Said amount of time and scheduling of mmomonu to ba
determined during final week of November, 1960,

Cammencement Date: December, 1960 Zaplratien Dete: .Decembe¥r 31, 1960

RATES:

station's national rate
as of March 15, 1960,

for ccntrac

In return for sald service the Agency Adverther agroes thet PAYMENTS onnh-&dhwhdmmw.hm-w:
The first payment to be dve —__Maxch 13 .1 in. phonograph recexds.

WITNESS our honds and seels the doy end.dete first above written,

.TO BE SUBMITTED POR APPROVAL. Jumbo Distributing Corporatiog,,,

w8/ Don Newbersy w_Jobn T, Jumba
" (Stetion Ropressatative) ' (Offiger)

THE MLENDON CORPORATION. ; ' mm_mé_!m_—
. Accopted by__S/BA1l Morgan ' ow Dallag, = secloxas

Vice-President ond Generol Mansger
u.a.n....m.ma.mumqmu.muuwmomumwcmwumnmmmnmmww.




5000 WATTS 2104 JACKSON ST.
1190 KILOCYCLES The Wco[’enc/on Corpomlion DALLAS, TEXAS

raoto KLIF starion

Rlverside 2-7121

BROADCASTING AGREEMENT

April 4, 1960

(Date)

AGReEMENT peTween_J unbo Distributing Corporation CALLED “ADVERTISER” AND RADIO STATION KLIF

CALLED “STATION” TO BROADCAsT:_ OPot radio announcements propuct.phonograph records

~——LENGTH OF BROADCAST— el —DAYS ~——TIMES PER WEEK— ~——TOTAL NO. TIMES—

1 min. spots to be determined---same

Advertiser will receive one-minute announcements on ROS basis during December, 1960,
in number to equal value of any phonograph records which station requests and broad-
casts and which advertiser elects to provide station from March 15, 1960 through
November 30, 1960. Said amount of time and scheduling of announcements to be
determined during final week of November, 1960.

Caommencement Date: December’ 1960 Expiration Date: December 31, 1960

RATES: Net Station Time Other Charges

station's national rate g
as of March 15, 1960,

Ws

frequency discounts. for contract

In return for said service the Agency Advertiser agrees that PAYMENTS are to be made at the station at Dallas, Dallas County, Texas, as follows:

The first payment'to be due March 15 160 in phonograph records.

WITNESS our hands and seals the day and date first above written,

TO BE SUBMITTED FOR APPROVAL. Jumbo Distributing Corporation, .

By S/ Don Newberry By,

(Station Representative) (Officer)

THE McLENDON CORPORATION. Address. 1906 Montana St.

. Accepted by S/Bill Morgan City. Da.llas, State. Texas

Vice-President and General Manager

This agreement is not binding until executed by an officer of The Mclendon Corporation, and is subject to the conditions printed on the reverse side hereof.

Jl




STANDARD CONDITIONS

PAYMENT

(a).

the advertiser solely liable for payment for the broadcasts or announcements

The advertiser agrees to pay, and the broadcasting station agrees to hold
covered by this contract, unless expressly otherwise agreed in writing.

(b).

this contract, at the office of the broadcasting station or of its authorized

The advertiser agrees to pay for broadcasts or announcements covered by

representative, in Dallas, Dallas County, Texas, on or before the last day of
the month following that in which the broadcasting is done unless otherwise

stipulated on the face of this contract.

(c). Station’s invoices for broadcasis or announcements covered by this con-
tract shall be in accordance with the station’s log and shall so state on each
such invoice, and shall be deemed to be correct unless proved otherwise.

(d). Invoices should be rendered not less than monthly.

(e).
will be furnished by the station to the agency at the time of billing. Unless

Upon request of the advertiser, affidavit or certifications of performance

the request is received prior to billing, the request for and the furnishing of
such affidavits or certifications shall not act as a condition precedent to the

payment or the time of any payment called for hereunder.

2. TERMINATION

(a).

fourteen (14) days’ prior written notice; provided

This contract may b= terminated by either party by giving the other
that no such notice shall be
effective until twenty-eight (28) days after start of broadcasts or announce-
ments hereunder. If advertiser so terminates this contract, it will pay station
at earned rate according to station’s rate card on which this contract is based.
If station so terminates this contract, advertiser will then either agree with
station on a satisfactory substitute day or time for continuance of broadcasts or
announcements covered by this contract at the card rates on which this contract
is based for such substitute time, or, if no such agreement can be reached,
advertiser will pay station according to the rates specified herein for all
broadcasts or announcemenis previously rendered by station. In the event of
termination hereunder, neither party shall be liable to the other party other-

wise than as specified in this paragraph and in paragraph 5 hereof.

3. SUBSTITUTION OF PROGRAMS OF PUBLIC
PUBLIC INTEREST

IMPORTANCE OR IN THE

(a).

or any portion thereof covered by this contract in order to broadcast any

The station shall have the right to cancel any broadcast or announcement

program which in its absolute discretion it deems to be of public importance
or in the public interest. In any such case the station will notify advertiser in
advance, if reasonably possible, but in any case, within a reasonable time
after such broadcast, that the advertiser’s broadcast or announcement has

been cancelled.

(b).

graph 3(a) above, the advertiser and the station will agree on a satisfactory

In the case of any broadcast or announcement cancelled under Para-

substitute day and time for the broadcast or anouncement or, if no such
agreement can be reached within seven (7) days after notice of cancellation,
the broadcast or announcement will be considered as cancelled without affecting
the rates or rights provided under this contract, except that the advertiser shall

not be required to pay for the cancelled broadcast or announcement.

4. BROADCASTS AND ANNOUNCEMENTS

(a). The contract for station time includes the service of the technical staff
and of a regular staff announcer. Other talent and service charges, if any,
are covered in this contract and such charges are subject to change by the

advertiser with the consent of the station.

(b).
the approval of the station as to broddcast content.

Broadcasts or announcements prepared by the advertiser are subject to

5. GENERAL

(a).

subject also to all Federal, State and Muncipal laws and regulations now in

This contract is subject to the terms of licenses held by the station and is

force, or which may be enacted in the future, including, but not limited to, the
Rules and Regulations of the Federal Communications Commission made in
pursuance of its quasi-legislative powers and its decisions and actions and orders
when acting in its quasi-judicial capacity.

(b). This contract, including the rights under it, may not be assigned or trans-
ferred without first obtaining the consent of the station in writing; nor may the
station be required to broadcast hereunder for the benefit of any other adver-

tiser than the one named on the face of the contract.

(c). The advertiser agrees that the station may deduct from any five-minute

period or longer not more than thirty seconds for station-break purposes.

(d). This contract shall be construed under and according to the laws of the
State of Texas, and the provisions hereof consfitute the entire agreement
between the parties and supersede any and all other transactions, negotiations,

or representations whatever as to the broadcasts or announcements.

l




RETAIL DISPLAY ADVERTISING CONTRACT

@he Conrier-Tonrnal THE LOUISVILLE

TLIC AMANITO AT ==ty als

8. Reading Notices

—~
>
@he

Reading matter marked *‘advertisements'’. -

Daily combination, flat........ $3.00 per line e B

Sunday Courier-Journal, fl: 3.00 per line E E ! lf

Daily Courier-Journal 2.00 per line z “

Louisville Times 2.00 per line

Daily Courier-Journal (Holiday rate).... 3.00 per line Louisville KCH(UCI&)’

No reading notices accepted for first page or editorial page; ncws 2

headlines not used; cut-off rule above matter.

Published Morning, Evening, Sunday Rate Card No. 3
i s The Courier-Journal (Morn. & Sun.) Issued July 1, 1958
9. C"'CU'CI“O" The Louisville Times (Evening) Effective January 1, 1959

5

Member A.B.C.

THE COURIER-JOURNAL 1. G rtisi

R-J . General Advertising
Journal, established 1826; Courier, established 1837, first published 9
as Courier-Journal 1868,

THE LOUISVILLE TIMES,
Established 1884.

Morning Courier-Journal and
evening Louisville Times (comb.) 2 veer® .90 per line
Sunday Courier-Journal ..ocoveveeeeene. : o perriine

Sunday and Morning (comb.) .ccoicrrerieiniesinessesssnsnsennee 1,10 e Line
e pe
: S A ats v
Sunday-Morning-Evening (comb.) .oiniinns e 1233 peraline

The Branham Company Daily Courier-Journal SNeesd . .67 per line

Louisville Times ... o ... .03 periline

Sunday and Evening (comb.) e ek 10100

NATIONAL ADVERTISING REPRESENTATIVES

New York, Chicago, Detroit, St. Louis, Dallas, Atlanta, Memphis,

Charlotte, San Francisco, Los Angeles and Miami. COMBINATION of morning and evening, Sunday and morning,

Sunday and evening or Sunday and both morning and evening inser-
tions (identical copy) may be ordered on separate days but service
must be completed within the same calendar week beginning or ending

The Courier-Journal and Louisville Times Co. with Sunday.

BARRY BINGHAM, President On any week day holiday when The Louisville Times is not published
and The Courier-Journal is distributed to daily Courier-Journal and
Louisville Times subscribers, advertising appearing in the daily Courier-
LiSLE BAKER, General Manager Journal will be charged at an additional $.10 per line.

MARK ETHRIDGE, Publisher

LAWRENCE LONG, Secretary and Treasurer D 3 : :
: Minimum space display advertisements, 14 lines.
DouGLAS CORNETTE, Assistant General Manager
GARRETT NOONAN, Advertising Director Advertisements more than 2 columns wide must be as many inches
deep as columns wide.

TEp WEIL, Manager National Advertising

Advertisements ordered more than 270 lines in depth charged for
full column of 300 lines.

60 days' notice given in event of rate revisions,

Right reserved to refuse any advertisement or copy.

No preferred positions sold,

2. Commission and Cash Discount

Commission to advertising agencies, 15%. Discount if paid by 15th
of month 'following date of insertion, 2%.

<O,
tegula

3. ROP Color =

Run-of-paper position, one color and black, register or spot, $275
Daily Combination. $250 Sunday Courier-Journal. $200 Daily Courier-
Journal. $200 Louisville Times. Minimum space 1,000 lines. Daily
Combination color copy starts in Louisville Times (evening) and com-
pletes combination with Courier-Journal the following morning. Closing
dates: Reservations 10 days in advance. Printing material — 4 days in
advance, Cancellation date: 4 days in advance.

2\ b?’ : Address \

Asst. Manager Retail Advertising \\ \

Retail Cont 15
Salesmen ontract 10-1-56




RETAIL DISPLAY ADVERTISING CONTRACT

 @he Conrier-Tonrnal

THE T.OIMevVITr & Trarma

4. ROP Mechanical Requirements 6. Sunday Roto-Magazine (Continued)

Width of tyre page............ = : e 15N7/16
Depth of type page............ 22181571 6%
Single-column  width............ .1 7/8"
Two-column width.. Sl . 13/16”
Three-column width 5 3/4”
Four-column widtl 1 1/16%
Five-column width..... .9 5/8”
Six-column width ... 11 9/16"
Seven-column widih.

Columns to page. =

Golumn™ depthas i s ...300 lines
Full pag 2,400 lines
Mats—To fu!l page. Plates—Unmounted,

Cuts—Made at advertiser's expense.

MECHANICAT, CLAUSE—The advertiser and/or agency shall desig-
nate the width in columns and exact depth, in which case the
newspaper agrees to publish and bill advertisement in exact space
ordered: measurement to be from cut-off to cut-off rule.

JADLINES—The daily Courier-Journal, 6 P.M. two days preced-
¢op #:8 publication. The Louisville Times, 6 P.M. two days preceding
“—publication. Sunday Courier-Journal 6 P.M. Wednesday. Monday
Courier-Journal and Times, 6 P.M. Thursday. Emergency copy will
be accepted beyond deadline only when space will permit and at 3¢

per line above the regular rate when composition is necessary.

5. Sunday Comic Section
Printed by Greater Buffalo Press, Buffalo, N. Y.
Black and three colors.

Open 3 ti. 7 ti. 13 ti. 26 ti. 52 ti,
960 lines).....$1,822 $1,676 $1,494 $1,421 $1,348 §1,275
307 lines) 1,366 1,256 1,120 1,065 1,010 956
980 lines)...... 1,093 1,005 896 852 808 765
654 lines)...... 911 838 747 710 674 637
327 lines) 460 410 390 370 350

1 page
2/3 page
1/2 page
1/3 page
1/6 page

(1,
(1,
(
(
(

Page is 7 columns wide by 280 lines deep. Column width, 2 inches.
Complete plates or mats to be furnished 4 weeks in advance to
Greater Buffalo Press, Buffalo, N. Y. Cancellation or change of
copy size 8 weeks in advance of publication date. Where one adver-
tiser runs schedule of varying sizes, total number of insertions de-
termines discount bracket.

6. Sunday Roto-Magazine

MONOTONE — Minimum space 21 lines
SIZES 1 TIME 7 TIMES 13 TIMES 26 TIMES 52 TIMES
Full Page $ 900.00 $ 873.00 $ 855.00 $ 837.00 $ 810.00
/10 42 642.00 622.0 609.00 597.00 577.00
550.00 . 522.00 . 495.00
458.00 . 435.00 412.00
417.00 X 375.00
370.09 o o 333.00
278.00 . 250.00
187.00 . 168.00

ODD SIZE UNITS
Minimum depth acceptable—21 lines. For sizes other than listed
above, advertisements more than 150 lines deep on 1 or 2 cols.
must occupy full column space. Advertisements measuring 150
lines or less on 1 or 2 cols., not shown as acceptable size, are
charged at nearest lower unit cost, plus line rate of $1.15 for space
in excess of unit size, Line rate not subject to discounts. Adver-
tisements on 3 cols. accepted only in 1/2, 3/4 and full column
depth. Advertisements on 5 cols.,” accepted only in 1/2, 3/5 and
full column depth. No advertising on 4 cols, accepted.
Discounis figured from Monotone rate only. Color premium net.
Fully retouched positives and color guides to be furnished by the
advertiser If positives are made by the Courier-Journal there will
be an additional charge at our cost, to be quoted upon examination
of copy. In this case, copy should be complete paste-up, ready for
camera.
Where one advertiser runs schedule of varying sizes total number
of insertions determines discount bracket.
If advertiser does not use the number of insertions specified
on the contract, he will be billed, in addition to the rate (L;upcd,
the difference between it and the rate actually earned, based on the
schedule shown. If sufficient frequency is used during the life of the
contract to earn a lower rate, as is shown on the above schedule,
The Courier-Journal agrees to give a rebate covering the actual
performance. Agency commission 15%. Cash discount 2%. Cash dis-
count date 15th of the month following service. All rates are
commissionable,
MECHANICAL REQUIREMENTS. Pages are 5 columns wide by 1214
inches deep; 850 lines to the page. Column width 2 inches. Minimum
space 21 lines single column. Copy sizes:
1/40 pa .1 col. x 21 I1.” (17%” x 115”)
1/20 ' col. x 42 li. (178" x 3”)
1/10 col. x 85 li. (178" x 6 1/16")
1/10 2 col. X3%
col. x
col. >
col. x
2 col. x
col. x

0 li. (67" x 1214")
col. x 170 li. (10” x 1215")
Acceptable dimensions for color units:
1/5 page 1 c?l, x l170 li. (17" x 1214”)—duotone or spot
color only
1/5 "2 col, x 85 li. (37" x 6 1/16”)—duotone or spot

2/5
1/2

g” wide by 121"
deep. No space charge for gutter. i 3
Fully retouched positives and color guides to be furnished by the
advertiser. The same positives may be used in the Atlanta Journal
and Constitution, Birmingham News, Cincinnati Enquirer, Columbus
Dispatch, Houston Chronicle, Indianapolis Star, Newark News, New
Orleans Times-Picayune-States, Phoenix, Arizona Republic, St. Louis
Globe-Democrat, Pittsburgh Sun-Telegraph, Terre Haute Tribune-Star.
CLOSING DATES 5

Printing material delivered to the Standard Gravure Corporation,
Louisville 2, Kentucky, no later than four weeks in advance of
publication date. Cancellation or change-of-copy dimension deadline
6 weeks in advance,

140.00 7. Classified Advertising

93.50
46.75
23.50

Mer,
{ of g'TONE OR SPOT COLCR
L L ull Page 1,000.00 973.00 . 937.00
3/5 U 650.00 633.00 611.00
558.00 544.00 525.00
470.00 458.00 444.00
JJ 287.00 281.00 273.00

FULL COLOR

Full Page 1,200.00 1,173.00 1,155.00 1,137.00 1,110.00
3/5 b/ 850.00 822.00 795.00
1/2 42 735.00 712.00
2/5 4 651.00 633.00

A

Asst. Manager Retail Advertising \\\ Address . "

Morning Courier-Journal and

Evening Louisville Times (comb.)....ccccewece .85 per
Sunday Courier-Journal
Daily Courier-Journal.
Louisville Times
To qualify for the daily combination rate classified advertisements
must run consecutive issues, morning and evening. Holiday rate, daily
Courier-Journal, $.20 per line_additional,
The only display effect permitted is an occasional line of agate caps.
No white space or larger types are used.
Box number address requires one line.
Right reserved to classify and index classified advertisements accord-
ing to rules governing classified pages.
To estimate space figure 5 words to a line, counting each hyphenated
or compound word as two words.
Cash witk order.

Retail Contract 10-1-56




RETAIL DISPLAY ADVERTISING CONTRACT

@he Convier-Zonrnal THE LouISVILLE TIMES

THIS CONTRACT made this day of. , 19
by and between hereinafter called the

Advertiser, and the Courier-Journal and Louisville Times Company, hereafter called the Publisher.

WITNESSETH:

That in consideration of the mutual agreements herein contained it is agreed between the Advertiser and the Publisher as follows:
— ANNUAL EXPENDITURE

Within one year from -..the Advertiser agrees to spend for display advertising space in
The Courier-Journal and The Louisville Times under the Annual Expenditure rate structure shown on the reverse side of this contract,

at the following rates:

Daily Combination, Courier-Journal

and Louisville Times ¢ per agate line The Sunday Courier-Journal ....¢ per agate line

The Louisville Times ¢ per agate line The Daily Courier-Journal ¢ per agate line

If more or less money than specified above is spent for display advertising space during the contract period the rate per line
for the space used shall be in accordance with the Annual Expenditure rate schedule, shown on reverse side. Adjustments will be
made on the basis of total NET expenditures at the adjusted rates.

— OR WEEKLY INSERTION

Within. consecutive weeks from the advertiser agrees to use Insertions per week

of a minimum of. lines per insertion and agrees to pay for said insertions at the following rates:

Daily Combination, Courier-Journal
and Louisville Times ...¢ per agate line The Sunday Courier-Journal ¢ per agate line

The Louisville Times... ¢ per agate line The Daily Courier-Journal ¢ per agate line

When more space is used (per individual insertion) than contracted for, the rate charged shall be in accordance with the Weekly
Insertion rate schedule shown on the reverse side of this contract.

When fewer insertions or less space than contracted for are used, the rates earned on the basis of the Annual Expenditure rate
schedule shown on the reverse side of this contract shall apply.

I+ is understood and mutually agreed that Sunday will be considered the starting date for the weekly insertion contract. If an
Advertiser fails to furnish advertising copy in time fo comply with established "deadlines", the Publisher is hereby authorized to
repeat the last published advertisement in order to validate contract.

The Publisher reserves the right upon at least 30 days' written notice to the Advertiser to revise and change the rates and the rate
schedule set forth in this agreement upon any January I, April I, July I, or October | hereafter. In the absence of any such notice the
rates and rate schedule set forth in this agreement are guaranteed from quarter to quarter only.

The Advertiser reserves the right to cancel this contract without adjustment charge on any date upon which new and higher rates
are made effective by the publisher.

If the Advertiser does not exercise his right to cancel this contract in writing, as herein provided, because of an increase in rates,
the Advertiser agrees to pay the increased rates.

Furthermore, should publication of these newspapers be restricted or curtailed in any way due fo conditions beyond his control, the
amount of space contracted for, as well as the size, location or volume of advertissments, shall all be subject to revision or regulation by
the Publisher without notice.

All rates and provisions herein are an integral part of this contract.

Accepted !
COURIER-JOURNAL AND LOUISVILLE| TIMES €O.

N\

Firm Name

Address \

By. \
Asst. Manager Retail Advertising \\

Retail Contract 10-1-56

Salesman




Effective October 1, 1956

ANNUAL EXPENDITURE RETAIL CONTRACT RATES

Daily
Combination
C-J & Times

Per Agate Line
48c¢
48]/2¢
49c
497/5¢
50c¢
5015¢
51c
52¢
83¢

Daily
Courier-Journal
Per Agate Line

28c¢
287/5¢
29c¢
30c¢
3lc
32¢
33c¢
34c
51c

Louisville
Times
Per Agate Line

28c¢
281/5¢
29¢
30c¢
3lc
32¢
33c¢
34c
51c

Sunday
Courier-Journal
Per Agate Line

38¢
381/5¢
39%9c
3974¢
40c¢
41c
42¢
43c
69c¢

Annual Space
Expenditure

$200,000
100,000
50,000
25,000
10,000
5,000
1,000

250

Open Rate

WEEKLY INSERTION RETAIL CONTRACT RATES

13 Consecutive Weeks
Daily
Combination
C-J & Times
Per Agate Line

Daily
Courier-Journal
Per Agate Line

Louisville
Times
Per Agate Line

Sunday
Courier-Journal
Per Agate Line

Number of
Insertions
Per Week

7 Days
150 lines
50 lines
28 lines
14 lines

29¢
30c¢
3lc
32c¢

39¢
391/5¢
40c¢
407/¢

29c¢
30c¢
3lc
32c¢

49c
497/5¢
50c
501,¢

6 Days
150 lines
50 lines
28 lines
14 lines

3 Days
150 lines
50 lines
28 lines

30c¢
3¢
32¢
33¢

30c¢
3lc
32c
33c¢

491/2C
50c¢
507/,¢
51c

3915¢
40c¢
41c
42c

3lc
32¢
33c¢

40c¢
41c
42¢

31c
32¢
33c¢

50c
501,¢
51c

2 Days
150 lines
50 lines
28 lines

32¢
33c¢
335¢

32¢
33c¢
3315¢

41c
42¢
427/5¢

507/¢
51c
5175¢

1 Day
150 lines
50 lines
28 lines

33¢
33’/2C
34c

42c
427/5¢
43c

33c¢
331s¢
34c

51c
51,¢
52¢

1,¢ per line discount for 26 consecutive weeks
1c per line discount for 52 consecutive weeks

RUN-OF-PAPER COLOR RATES

A charge above the contract rate will be made for color advertising (one color and black)
as follows:

$275
$200

Minimum Size 1000 Lines

$250
$200

Sunday Courier-Journal
Louisville Times

Daily Combination
Daily Courier-Journal

Copy and Art Work must be released 10 days prior to publication date.

RETAIL RATES — SUNDAY CCMIC SECTION

Effective January 6, 1957

Open Rate 3 Times 7 Times 13 Times 26 Times 52 Times

1 Page—1960 lines $1479.41 $1374.45 $1201.19 $1183.69 $1157.04 $1130.38
2/3 Page—1307 lines 1122.88 1036.25 906.30 880.48 862,99 836.33
1/2 Page— 980 lines 847.99 778.86 692.22 674.73  648.91 631.41
1/3 Page— 654 lines 715.55 673.06 608.09 587.27 543.95 522.29
1/6 Page— 327 lines 439.82 367.35 341.53 324.87 303.21 277.39

PLATE CHANGE ON SIG AND/OR ADDRESS — $40.00 EXTRA

Page is 7 columns wide by 280 lines deep. Column width, 2 inches. Complete plates or
mats to be furnished to the Courier-Journal at least 30 days in advance of publication.
Cancellation or change of copy size 8 weeks in advance of publication date.

RETAIL MAGAZINE RATES

Effective January 6, 1957

13 Weeks 26 Weeks 52 Weeks
Insertion Insertion Insertics =

One
Insertion

insertion $841.00 $509.00 $484.00 $454.
insertion 511.00 310.20 295.20 277.20
insertion 429.00 261.50 252.00 237.00
insertion 347.00 215.80 203.80 192.80
insertion 261.00 162.60 155.10 145.10
insertion 176.00 109.40 103.90 97.90
insertion 88.00 55.70 52.70 49.70
insertion 59.00 36.62 34.62 32.62
1/20 Page per insertion 44.00 28.84 26.84 24.84
1/30 Page per 33.00 1856 17.56 16.56

DUOTONE OR SPOT COLOR

1 Page per insertion $941.00 $609.00
3/5 Page per insertion 611.00 410.20
1/2 Page per insertion 529.00 361.50
2/5 Page per insertion 447.00 315.80
1/5 Page per insertion 276.00 209.40

FULL COLOR

1 Page per insertion
3/5 Page per insertion
1/2 Page per insertion
2/5 Page

MONOTONE

1 Page
3/5 Page
1/2 Page
2/5 Page
3/10 Page

1/5 Page
1/10 Page
1/15 Page

per
per
per
per
per
per
per
per

insertion

$584.00
395.20
352.00
303.80
203.90

$554.00
377.20
337.00
292.80
197.90

$1,161.00 $829.00 $804.00 $774.00
831.00 630.20 615.20 597.20
749.00 581.50 572.00 557.00
667.00 535.80 523.80 512.80
(See Separate Contract)

per insertion

INDIANA EDITION OF
LOUISVILLE TIMES

effective October 3, 1956
Separate Section—Wednesday Each Week
WEEKLY INSERTION RATE:

Less Qh?/

13 Weeks

39
Weeks

26
Weeks

13
Weeks

52
Weeks
FULL PAGE
Per Line
2 PAGE
Per Line
s PAGE
Per Line
LESS THAN V5 PAGE
Per Line

10¢ 10V5¢ 11c 11¢ 17¢

11c 1174¢ 12¢ 12V5¢ 18¢

121,c  13c  13V4c  19¢

135¢ 14c 145¢ 20c¢

ANNUAL BULK SPACE: ’

124,800 lines (8914 inches)....11c per line ($1.54 per inch)
62,400 lines (4458 inches)....12¢ per line ($1.68 per inch)
31,200 lines (2229 inches)....13¢ per line ($1.82 per inch)

Minimum space per insertion 50 agate lines (3!/; inches)
(See Separate Contract)

“Dining Out”’
Weekly Restaurant Feature

13
Weeks

26
Weeks

$ 4.97
9.66
14.49
19.04
28.56
38.08

Open
Rate

9.80

14.70

19.32

28.98

57.12 38.64
(See Separate Contract)

3 Inches
4 Inches
6 Inches
8 Inches

Daily Courier-Journal
Farm Page

Published each Monday Morning space reservations Thursday
noon preceding publication.

Agate Line, Flat




CHARITY RATES

Shall apply on advertisements for Charitable Organizations,
Churches, Community Chest.

Daily Combination 48c per line
Sunday Courier-Journal..38¢ per line
Louisville Times line

LEGAL RATES

for the State of Kentucky, Jefferson County Commissioners of Jefferson
County, City of Louisville and departments under their jurisdiction.

Daily Combination per line
Sunday Courier-Journal..43¢c per line
Louisville Times per line

Courier-Journal only per line

Delinquent Tax list of the City of Louisville may be carried in the
City edition of the Daily Courier-Journal only at 33c per line.

All other legal advertising, including legal advertising placed by
the United States Government, its departments or agencies; legal ad-
vertising placed by states, counties, cities or other govermental units
or their departments; agencies or boards other than those set forth in
the paragraph preceding; corporation notices of all sorts; bond sale
and redemption notices; notices of dividends, escheat, annexation,
right of way, condemnation, bids, sale, repossession, copyright and
trademark; and all other types of legal advertising or notice.

Daily Combination 83c¢ per line
Sunday Courier-Journal..69c per line
Louisville Times line

Daily Courier-Journal....51c per line

BANKRUPTCY NOTICES 45¢ per line
Saturday Times Only

BEER AND LIQUOR LICENSE APPLICATION NOTICES, $8.00

In either the Daily Courier-Journal or The Louisville Times $8.00 (Cost includes two 8-line notices.)
Regular Form provided at the Classified Counter on street floor of Courier-Journal Building.

SPORTING EVENTS CIRCUS AND CARNIVAL AMUSEMENTS

Regular Retail Rates Comb Regular Retail Rates

POLITICAL—Combination 83c¢ Sunday....69¢ Times....51¢c Courier-Journal....51¢




APPLICATION OF RETAIL RATES

An advertiser is entitled to retail display rates when he advertises merchandise or service for sale, direct to the
home consumer only, through one or more permanent retail stores which he alone owns, controls and operates under
one name in Metropolitan Louisville. An advertisement directing attention to a nationally sponsored contest or pro-
motion, by other than the advertiser whose signature appears in the advertisement, will be charged at 83c per line
for the Daily Combination, 5lc per line for the Times Only, 5lc per line for the Courier-Journal Only, and é9c per
line for the Sunday Courier-Journal.

Retail Contract Rates do not apply to Political, Legal, Circus and Carnival, Farm Page, Associations, and Read-

ing Notices.

Combination advertising in the Daily Courier-Journal and The Louisville Times shall appear in both of said papers
without change of copy. It shall consist of identical copy without change and every advertisement appearing in the
Daily Courier-Journal shall appear within 24 hours in The Louisville Times without change and every advertisement
appearing in The Louisville Times shall appear within 24 hours in The Courier-Journal without change.

All advertising space expenditures in the Daily Courier-Journal, the Louisville Times, the Sunday Courier-Journal,
the Sunday Courier-Journal Roto Magazine, the Sunday Courier-Journal Comic Section and any special sections, except
in all cases for color premium and also except The Community Advertising campaign, and The Downtown Louisville
campaign, shall be counted toward ‘the fulfillment of the expenditure bracket of the annual Expenditure Contract.

CONDITIONS OF THIS CONTRACT

The Courier-Journal and Louisville Times Company reserves the
right arbitrarily to edit or reject any copy.

The publishing company will not be responsible for purely typo-
graphical errors or misprints beyond cancellation of the charge for
the space involved.

No advertising charge will be cancelled after an advertisement
has appeared in any edition of any issue for which it was ordered.
Cancellation deadline for any Display ad scheduled in the Daily
Courier-Journal or Times is 10:00 A.M. on the day preceding
publication date and Thursday noon for the Sunday Courier-
Journal.

A composition charge will be made for all advertisements set
in accordance with advertiser's order and subsoquently killed by
his instructions, and also for extensive changes in style and copy
after the advertisement has been set according to original in-
structions. Any such charge will be based on actual labor costs.

The Advertiser agrees to protect and indemnify the Courier-
Journal and Louisville Times Co., against any and all liability, loss
and expense arising from the publication of the Advertiser's
advertising because of claims for (I) alleged misrepresentation or
mistatement, (2) alleged infringement of trade marks, trade names,
patents or copyright and (3) alleged violation of fair trade laws.

All rates mentioned in this contract are net. The Publisher agrees
to accept and publish advertising from the Advertiser on the terms
and conditions herein specified. This contract contemplates no
credit. If, however, credit is extended, the Publisher shall have
full right to revert to a cash basis at any time, without objection
from the Advertiser.

Retail Contract 10-1-56

On any week day when The Louisville Times is not published
and the Daily Courier-Journal is distributed to Daily Courier-
Journal and Louisville Times subscribers, advertising appearing
under this contract in the Daily Courier-Journal will be charged
at the Sunday rates herein set out.

The Publisher reserves option to insert above or below the

advertisement the word "advertisement."

GENERAL ADVERTISING RATES

New Cars, New Trucks, Trailers, New Motorcycles, Motor Boats,
Aircraft, Gasoline and Oil.

Political (cash in advance), Insurance Companies; Radio and
Television Stations, Magazines.

Railroads, Steamships, Air Lines and Bus Lines (beyond county
Service).

Manufacturers, Wholesalers, Brokers, Jobbers, Distributors and
Branch Offices.
Rates—Daily Combination 83c per agate line

Sunday Courier-Journal 69c per agate line

REGULATIONS

Advertisements will be made up from the bottom of pages.

No Display Advertisements will be accepted for less than 14 agate
lines.

Advertisements more than two columns wide must be as many
inches deep as columns wide.

Advertisements ordered more than 270 lines in depth will be
charged for full column of 300 lines.




MEMORANDU M

All Managers

Gordon McLendon

October 1, 1959

While we make mistakes here in the Dallas office, and many of them, I

am very disturbed about your failure to follow through on many items of
national business. I am referring not only to our failure on the Gillette
account, but to many others which may be familiar to most of you -

Taystee Bread, Champion Sparkplugs, Camel cigarettes, Southwestern Bell,
etc. I don't think I need to elaborate on this. When we get an order for you
we expect the order to be carried out to the letter, unless you have contacted
us otherwise.

When you write a letter, send us a copy. When you want to contact an
agency by telephone, or John Blair, as the case may be, to change or correct
a schedule, contact us in advance. If you can't reach Morgan, you can reach
me. If you can't reach me, you can reach Don Keyes, since he is my As-
sistant. National business is hard enough to come by. Let's be careful how
we handle it. If any part of this memorandum is unclear, please contact me
and I will clarify same.
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/Boston Station

Breaks the lce
On Liguor Ads

The self imposed ban on the

advertising of hard liquor compa-
nies and the broadcasting industry
fell by the wayside this week with
the disclosure that the Sackel Co.,
Inc., Boston advertising agency had
placed an order for Nuyens cor-
dials and vodka on radio station
WCRB, Boston. Nuyens Co. has
been running two five-minute
newscasts under a 26-week con-
tract.
WCRB kicked off the drive in be-
half of Nuyens on Oct. 13 and it is
slotted late in the evening on the
11 p.m. and midnight newscasts.
Theodore Jones, president of the
Boston radio outlet stated that “the
station was reaching an adult audi-
ence and the campaign for Nuyens
did not differ from stations carry-
ing beer and wine advertising or
newspapers for that matter.”

Sol Sackel, prexy of the agency
which bears his name, indicated
a strong feeling in favor of the
program. “In the time scheduling
and in the type of station carrying
the broadcasts, we have been care-
ful to keep everything on an adult
level. This is a dramatic kickoff

- | method for launching the program

and on the basis of our -initial re-
sponse, our recommendations has
been borne out with immediate
success.”

Another radio station, WOMT,
Manitowic, Wis., recently stated
that as of Nov. 1, when a new rate
card is in application, the station
will accept all alcoholic beverage
advertising.

The advertising industry differs
as to whether broadcasters should
be allowed to ecarry liquor mes-
sages over the airwaves but within
the next month or so the industry
answer should be forthcoming.
Traditionally the liquor. indusfry
adopted a voluntary code that they
would not advertise via the broad-
tast medium and the rule applied
to newspapers on Sunday.
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TO: All Managers, All Program Directors é

FROM:  Don Keyes
DATE: October 27, 1958
SUBJECT: Sales Gimmick

Bill Weaver at KILT in Houston, has a good gimmick running on the air sponsored by Rainbo Bread.
Since | was in all the original acquisitions of this contract a year or so ago, | can tell you first
hand what the circumstances are in getting this bread company on the air. They did not want a

60 sec. commercial since they felt that they could say what they thought of their product in a 10

or 20 sec. jingle, and they did not want to pay the additional money to merely repeat an accepted
theme. [ mean, what can you say about bread that will particularly set one brand apart from another
with particular significance. We do not have a 10 or 20 sec. rate, therefore, in order to "get the
business" we gave them a gimmick which would be a short intro and close with sponsor credits. The
inclusion of their commercial was a short jingle and the gimmick itself which ran anywhere from
15sec. to 1 min. One of the gimmicks involved the explanation of teenage slang. The copy writer
would write a sentence of teenage jargon and the DJ Would translate into proper English. This

was not exactly a smashing success. When the gimmick grew old, we changed it to one called
"Name Gimmick" wherein listeners were invited to send in their names which the KILT "Research
Department" delved into for the original meaning in whatever language they happened to come
from. When this cooled, we picked up the "Kiddie Thoughts" in which we invited listeners to send
in cute sayings of their children. The most recent one which is my point of this entire memo is a
simple one which can easily be duplicated in any of our markets should you want to use it to

crack a bread account. The spot that they have scheduled in the moring show is presented for

the parents and the youngsters telling them what the public school lunch menu is for that particular
day and of course, every lunch menu was decked with the line "and of course, several slices of

that good, enriched bread". The second announcement was run between noon and 1, where the
menu is given again for the mothers who may at that time of day be interested in knowing what

the children are having for lunch at school. And the last spot of the day was run in the late
afternoon or early evening informing all concerned of the lunch menu for the following day. These
menus can be easily obtained by phoning the chief dietician of the school system. Rainbo Bread

has been advertising on KILT now for well over a year and is apparently very happy with our
ingenuity in presenting to them something different.

Don Keyes
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While I'm thinking about it, want to call youra attention again o
a way of satisgying the demand of national advertisers for merchandising.
More and More, requests for merchandising are being made a part of
requests from national agencies.

In addition to the regular gumbo card mailings that most of you of fer,
guarantee them that they will be featured on certain weeks cn our "news
answering service". Obviously, we are just that--receiving hundreds
calls each week for sports score news, news of c mshm«u news of all sorts,
as well as record requests. It is valuable to any nati client for
this answering service to feature an answer such as "'sz3.5 is KLIF News--
Try Turtle Wax", or "This is KLIF News--have you read this weekfs LIFE?"

on
Y

It might be good if all of you would notify your H-R offices ¢
availabil ity of this type of merchandising to all worthwhile clients
Fallx sales pitches are now mderway and some of the H-R people me)
to incorporate this into their pitches.

This thing sounds big to a national timeb
it because, being on the spot, you think it is
it is a valuable servi
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Mr. Gordon McClendon
KLIF

2104 Jackson Street
Dallas, Texas

Dear Mr. McClendon:
Enclosed is an article by Bill R. Jones, Advertising Manager

of The Frito Company on the problem of conflicting rate
structures.

It is our intention to run the article in the August issue

of SOUTHWEST ADVERTISING& MARKETING, along with the agreements,
disagreements, comments and possible counter proposals of several
outstanding figures in the Southwestern broadcasting picture.

Would you please give your opinion of the proposed two-rate
system. Names will be withheld if requested.

We shall look forward to hearing from you soon.

Sincerely yours,

SOUTHWEST ADVERTISING & MARKETING

Bill D. Kerss
Editor
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I do not think it is good to penalize the retailer. to
find an easy way out of the multiple rate problem,
“a creeping cancer in the broadeasting industry.”

by BILL R. JONES '

Advertising Manager
The Frito Company
HE local versus national rate prob-

lem that has been discussed so
much recently is sometimes touted as
a new problem in the broadcasting
industry. Yet, a little research will
show that the argument is an old one
dating back to 1940 when the first
NAB committee attacked the multiple
rate problem and branded it as “a
creeping cancer in the broadcasting
industry.”

The success of this committee and
many individuals to “combat this can-
cer” can best be indicated by the re-
cent deluge of articles in advertising
trade journals and speeches by promi-
nent members of the profession on
this subject in 1959, some 19 years
hence. From all indications the broad-
casting industry as a group has failed
to either isolate the virus or find a
means to curb the growth of the
known viruses which lead to this can-
cerous condition.

BROADCASTING magazine, in an
editorial, leads with these statements:
“One of the stickiest problems radio
has had to contend with has been
the differential between local and na-
tional rates. Alert national advertis-
ers have sought in various guises to
be identified as local businessmen in
order to get the lower local rate. Too
often they have succeeded. More re-
cently the problem has cropped up
in television too.”

ADVERTISING AGE says in a
story: “Stations and representatives
report they are having more trouble
trying to keep mnational advertisers
from slipping in for a cheaper rate.
To save the 20% to 509% difference
between national or general and local
or retail rate, they masquerade as lo-
cal businessmen.”

There is no doubt that the problem
exists . . . and has for some time!

One of the most often mentioned
solutions recently has been a cry for
a SINGLE RATE. There are many
good reasons for and many good rea-
sons against the single rate structure.
They range at one extreme from the
“do-gooder” who supinely tells us, “As
far as were concerned, there is no
justification for dual rates. We feel
that both the local and national ad-
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The Ricci Ware Show KTSA




COPY OF SPELCH BY TODD STORZ

In S0 many stations today principal effort and thought is directed almost
entirely toward sales. Our philosophy that audience comes first seems to be

s

almost unigue. et, in almost any other business or industry their product

¢certainly comes first. The manufacturer of a new soap product, for instance,

certainly would not devote 2 lot of money and effort toward sales until he was

convinced first that he had a product of high appeal and comparable or better
than his competitor's similar product. Audience and sales are not always truly
compatible.

Sometimes it i8 necessary to sacrifice sales at least for the moment, to
take the long term approach to programrming, product and audience.

In order to do its best toward audience a station must retain complete con~
ftrol of all its programming. For example, if a station hag built a highly suc-
cessful block program, let's say from 12 to 2: PM, and a preacher should pre-
sent himself at the station with an offer to purchase from 1 to 1:15 PM, cash in
hand, the station manager's plight is obvious. If he accepts the program he knows
he will hurt his 12 to 2:00 PM block program. If he turns down the program he
knows he will be sacrificing immediate revenue. Our answer without hesitation

would be '"'no" to any program that didn't fit our overall program schedule. We

can justify the loss of immediate revenue by the firm knowledge that we will
have that revenue many times over, over a period of timne, by adhering to proper
program standards.

No maiter how good a station audience is, I do not mean to suggest that the
sales department can be retired. Advertisers will never be knocking down the

door to buy time no matter how successful your operation.




Nevertheless, with proper programming and audience, the sales resistance
is greaily lessened. This is particularly true on renewals since with a large
enough audience, resulis are virtually assured and after all, results are what

advertisers buy.

radio is a purely voluntary listening habit--that is, the listener is free to turn
the dial or turn the set off--programming cannot be based on compulsive listening.

We feel that 2 station's public service value is closely parallel to the station's

rating. For that reason, our programming is all directed to mass listening. We Omit

virtually all types of minority programming even though, in some cases, the
minority may be large. Of necessity, a large part of any independent station's
programming consgists of music. Therefore, the station's music policy must be
given a great deal of thought. We play only popular music. No hillbilly, no
religious, no classical.

Admittedly some of these minority groups are quite large; but, even though
an individual's favorite choice of music might be classical for example, we are
sure that he would still enjoy popular music. It's the common meeting ground of
all music today. Within this broad category of so called 'popular music' we

have narrowed our field even more by placing particular emphasis on the so called

"hit" current pop tunes. These are not played to the complete exclusion of all
other types of popular music but our entire music format is built around these
tunes 28 a basis. Since all stations have almost exactly the same music available
to them, it would seem at first thought that all stations would be reduced 0 a
common denominator. So, almost everything else that we do is our particular

way of presenting our programs which are pri

complete attention to tl letails in p rel n to the basic




is it possible for one station to have ten or even one hundred times as much audi-
ence a8 his compeiitor who has exactly the same music available o him.

All the rest of our operations might be termed ''showcasing the music,"
Radio has long been known as an excellent medium for news. We use one newscast
each hour, 'five minutes before the hour." We feel sure that our listeners want
news and although they have shown signs of crossing us up in the past, I think we
now have a common meeting ground with them on our news. At the beginning of
the Korean Waz, the rating on all of our news showed a substantial increase over
the program preceding and following the news. But, in early 1951, this trend was
completely reversed and we realized that something was wrong with our news
policy. Realizing that we could only find out from the listeners, we decided to
call approximately 100 of our listeners who had vecently sent mail of one sort or
another to the station. Several of us made these calls and had long discussions

with each person called whenever possible. While admittedly 100 people represent

a very small sample for any survey, the response we obiained was unanimous and

we thought the sample was truly significant. Almost without exception, the listeners
asked us to stop all news completely.

They didn't like our news -~ they only endured it to get to our next music

program. Summing up their comments, we found that their interest in news was
very low, practically negligible, except for 2 reasonable amount of interest in

local news and a great deal of interest in what I will kindly refer to as human

interest stories, mnore particularly Hollywood divorce scandals and the like,

Confronted with this information, we gave serious thought to discontinuing

/

our news but for many reasons, not the least of which was the fact that our news

was very successful in a commercial sense, we decided to make one last try at

salvaging our news and making it interesting to the listener.




wire services were ordered which gave us the facilities of all three of the major
wires -~ AP, UP and INS. Newscasters stopped their '"beats' and instead were
asked to spend all available time preparing each newscast by using, virtually
without rewrite, wire stories. Knowing what the listeners wanted, we gave it
to them in large doses. The truly important news happenings of the day were
summed up in a2 30-second spot bulletin type summary of the important national
and international happenings. The rest of each 5-minute newscast was devoted
to the local news, the sensational news they wanted, and weather which was also
of considerable interesi. Needless to say, there was a great deal of reluctance

on the part of the newscasters in following this policy. However, we felt that

if we had continued our policy of straight news we would soon have few news

listeners at all. As it is at present, we have very high news listening and
occasionally, we can sneak in 2 truly informative news story and our listenexs
have listened to it before they realize it.

On-the-scene reporting of local news seemed to us to be a good path to pursue.

We constructed a mobile unit which had a complete shortwave installation making
it possible for us to broadcast from any spot in the area on short notice. These
broadcasts are principally of disaster, or casualty type stories, such as plane
crashes, drownings, fires, etc. We interrupt our regular program to broad-
cast these direct stories.

THE DETAILS

{1) DO SOME THING
In retrospect, I know we have made many mistakes but we have never regretted
them. Without action, a station soon decays. Doing anything at all is really

difficult. It's an old saying, and very true, that a few people make things happen,




many watch them happen, and the majority have no idea what has happened.

With enough attion the tirne will come when listeners will be afraid not to listen
to your station because they might miss something.

{2) PERSONALITIES

All of our programming has been built around disc jockey pereonalities. We feel
that this has helped the station receive a true personality of its own and has a
considerable appeal to our listeners who are principally housewives, Many sta-
tions shy away from personality programming because of personnel problems.

I would be the first to admit that pereonality type programming does produce a
good many additional problems but we feel that the value of this type of pro-
gramming outweighs its disadvantages.

{3) SMOOTH PRODUCTION

Even though most listeners are not too critical, we believe that they are quick to
realize sloppy production when they hear it, even though their realization may

be almost without a true knowledge of what caused their dissatisfaction. Smooth
production can be achieved only by constant attention to many production prob-
lems. No dead air, elimination of discs with high surface noise, good cueing,
and a general fast moving pace are only a few of the things that must be considered.
{4) STUDIO APPEARANCE

It's true that today most stations do not entertain in their studios many people
from the listening audience, nor do many station advertisers or potential clients

ever vigit in the station. Nevertheless, we believe that a good operation has to

grow from the inside out. I am not advocating an elaborate studio layout but I

think it's extremely important to have a place that is neat and clean, modern and,

in general, a pleasant place to work. I know how difficult it is to justify a lavge
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expenditure in remodeling and redecorating studios. Intangible as it may be in
its immediate effect on station revenue, we are sure that money spent in this
way comes back over the years.

{5) GIMMICKS

A lot of stations have written to us asking for a list of gimmmicks and igecial pro-
motions that we have used. We have never kept an actual list or count o. these
things but because of the interest shown, I am going to give you a few of the ideas
we have used. They may not all be of interest to you. But they do constitute a
imporiant part of the action I talked about earlier and cumulatively I think they
are responsible to a large extent for our success.

{a) LUCKY HOUSE NUMBER

We started this contest in 1949. All the other things I have mentioned today you
are perfectly free to adept if you choose, This particular contest we have under

copyright and it is syndicated to 2 number of stations in the U.S, and Canada

for a moderate franchise fee. We have found it to be highly successful and so

have many other stations. Each and every listener has one chance to win., Their
winning number is their house address. We obtain this address on the air by
spinning a bingo mixer to get the numerals and a standard l6~inch transcription

to get the street name or number. The transcription contains the name and

number of every street in the city. It was originally transcribed at 33-1/3 RPM.
On the playback, we start it at 78 and then stop the motor. The name the trans-
cription stops on is the street name used. A building jackpot is used and each
time there isn't 2 winner, the jackpot increases. This contest has great appeal
because everyone knows his or her street number. Also, since many of the street
addresses obtained at random are non-existent, the jackpot tends to build up to

a high value before a winner is found. We have had cash prizes as high as $3, 000,




{b) MYSTERY VOICE

This is an adaptation of an old contest format. Listeners wishing to be a
""Mystery Voice' send in posicards, The announcers call a listener and her
voice goes over the air as she repeats a limerick after him., Any of her

friends who may be listening can call in and if she is identified as the "Mystery
Voice'" she and the person identifying her share the jackpot.

{c) FLYING SAUCERS

During the recent high interest in flying saucers, we transcribed a one-minute
announcement which was repeated over the station several timmes for several
days. An echo chamber was used on the voice and it went something like this:
"This is KOWH in Omaha, calling all flying saucers. Recent reports have indi-
cated that flying saucers are cruising in the vicinity of the earth. I any opera-
tors of flying saucers should wish to establish contact with earth, please call us
on 20, 000 kilocycles ~- our transmitter engineers are now monitoring 20, 000
kilocycles for ¢alls irom any flying saucers. This is KOWH, Omaha, Nebraska,
U.S.A., Earth, calling any flying saucers. Please come in on 20, 000 kilocycles,'

After each of these breoadcasts the actuval monitoxing of 20, 000 kiloc¢ycles was

rebroadcast over KOWH; however, I am sorry to report it consisted only of a few

static crashes and peps ~- no flying saucers .that time.

{(d) CHARITY

It's difficulf to classify charity as a gimmick., Certai i But our charity
program is part of our overall action and I believe has contributed to the station
personality. We maintain a charity fund. Some of the money is donated to this

fund by the station. The balance of it s far v listeners. We use it in

many different ways. Usually, it's




other chaxity isn't available to them. For example, small oil refinerv had an

explosion in which two of the workeys were kille The employer went to the

v
i

widows of these workers and gave them approximately $12 each which wags th

amount of salary the men had coming. The widows and

titute. In this instance, we gave h $5( to help cover burial expens.g
Duzing the recent polio epidemic, local hospitals were unable to give proper
treaiment {0 some polio patients because of the shortage of all wool blankets
needed for wrapping hot packs, Standard appeals on the radio and in the newi -
papers for all wool blankets had failed to produce a sufficient number., The pitua-
tion was really critical. We interrupted our programs and went on the air wiih

a request that listeners call the station to donate blankets. After

in the station, the announcer called the mobile unit and repeated over the air

the name and address of each person wishing to donate an all weool blanket. The
mobile unit started making these stops and at the first few stops interviewed the
housewives on the air. Before the day was over, we d a backlog of 3, 000 do-~
nations and had enlisted the aid of 30 truck rivers donated by local business
men to pick up the large number of blankets. By the third day after the first

polio patients had enough blankets on hand.

go into great detail. Time Magazine carried a pretty complete story on the
broadcast. In this particular case, almost one year of preparation went into a
broadcast that took only 55 minutes of air time. A German recording machine
constructed along the lines of a fine watch was used to collect the data £

broadcast, Our announcer concealed the machine on his person, A fine wire
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