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Robert Pennington, April 4, 1973, Springfield, Illinois.

William Ortman, Interviewer.

Q: Good afternoon, Bob.
A: Good afternoon, Bill.

Q: Let's go a little bit into your background before we start talking
about what you're doing here on the radio station itself, Did you get
your education and schooling in this area?

A: Yes and no, In Illinois. I was born in McDonough County up at
Macomb, Illinois. Finished one year of college at the University of
Illinois. I graduated from high school in Macomb. So, that's my
schooling, Bill. Do you want me to go right ahead here, Bi11?

Q: Well, I want to go into a little bit more detail, if I might.
A: Okay.

Q: When you were in school did you become interested in either radio or
in sales work? Or did it come later?

A: I would say, when I was in high school I won a trip by selling the
most subscriptions to the Chicago Daily News--this was back during the
depression before World War II--and won a trip to New York. And this
kind of got me interested in sales, I guess you'd say.

Q: Okay. Going back to your schooling days, did you have a part-time
job or anything like this?

A: Yes., Always had a part-time job, Bill, back in those days, and I
think everybody did. I can remember back when I worked for a dollar a
day at the A & P, on Saturday, in a little town of Bushnell, Illinois.
My mother was a schoolteacher. And if you can remember, Bill, those
schoolteachers didn't make a lot of money in those days back before World
War II. So I carried groceries out and sacked groceries and did extra
work for a dollar a day at the A & P and had paper routes, mowed yards,
and so forth,

Q: Seems to me a lot of these jobs you had were jobs you contacted and
worked with people. 1Is that right?

A: Right. Right, Bill.

Q: And did you find that these jobs, then, were a pretty good aidlin
going into sales work later on?
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A: I think, Bill, actually in sales work it seems to me most people have
to have an outgoing personality, and this is number one. Of course I
think, a lot, like you say, makes a difference where some of the training
you've had, but I've always been able to get along with people well and I
think this has probably helped me a great deal in sales work,

Q: Okay. Going back to this first job in radio. You said you'd been
with WCVS for I think about ten and a half or eleven and a half years,
something like this.

At Right. Eleven and a half years. ©Now, Bill, before that T would like
to say one thing. The job that I had just before this I was a branch
manager for the Chicago Daily News. This, of course, impressed me by
winning this trip, and I always thought this was good working with boys.
So, I became a branch manager, and for about five and a half years, here
in Springfield, I was a branch manager and handled about fifty boys at a
time,

0f course, the turmover is quite great in the circulation department of
any newspaper and I handled the branch myself, In other words, we kind
of run the branch ourselves, so this gave me a good insight in the
salesmanship, too, because I took boys out in the evening to try to get
subscriptions., If you can't sell, youself--well, of course, you can't
teach boys to sell, And one of my better boys, Mike Wright, had won
every trip that was ever offered by the Chicago Daily News. I was very
proud of him, and he was also my head carrier. And I had other boys that
won. Well, I always had at least one boy that won a trip. And they
would have different trips to, oh, Colorado, California, Puerto Rico,
Florida, and so this helped me quite a bit in sales and getting along
with people. Because you have to get along, of course, not only with the
boys, but also with the boys' parents,

Q: Right. Going into these boys before we go on further. Did you give
them some pep talks, or did you find these boys were natural workers and
natural salesmen by themselves?

A: No. You have to definitely give them pep talks. And you have to
have incentives. It could only be an ice cream cone but just something
they can work for, This is good because you get this idea of working for
something even though they are going to go ahead and win prizes. Okay,
The first guy that gets an order gets a prize, and the second guy gets a
prize, and the one that gets the most gets a prize. And then I'd
always-~before the contest started, we'd always have a big pep rally and
have all the boys in and show them movies and talk to them and give them
the lowdown on the contest. We always insisted that they come. And
sometimes the parents would come., We'd always have our meeting at the
branch office. We usually had two contests a year, so you can see [
spent a lot of evenings away from the family, too.

Q: Did you find that these contests were typical types of things for all
newspapers to stimulate your carriers to greater ends?

A: I would say the more vigorous newspapers that are really looking for
circulation, to build ciruclation, I think this is a good way of doing
it, and this is the way it's proved out. Also, the local paper does this
way, too.
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Q: Well, you sound like you were pretty occupied and pretty pleased with:
elements of the job, but we find you here, now, in radio.

A: Right.
Q: What made you decide to swing over?

A: Well, a combination of things. I would say that the money situation
would probably be the main thing. There were a number of reasons, Bill,
that I'd just as soon not go into right now, but I did get the job here
about eleven and a half years ago, as ‘I said before, When I first
started at WCVS, I, of course, didn't know anything about radio, although
I had sold and, as I said, explained to the boys how to sell, But every
selling is different, and you have to believe in what you sell., So I, of
course, went out with the other salesmen here for a while, and then, I
went out on my own and did 1t like the old-time salesmen, I guess you'd
say. I went from store to store, business to business. And that's the
hard way.

After you, of course, work up a nice clientele of clients, why, you don't
have to do that quite as much. You still have to get new businesses all
of the time. But this time, I, of course, didn't have any. T had a few
accounts—a very few--given to me, and you have to pull your own weight,
and so this is , . . I had to start going out from business to business
and talk to people. And, at that time, WCVS, of course, wasn't as high
in the ratings as they are now. And it's a little harder. And I'1ll
never forget my first (laughs) client. It was a dance studio out here on
South Grand. 1It's not even there anymore., And I signed her up for a
thirteen week period, and, boy, I felt like I'd got the biggest order in
the world, But it's something you don't foget. It's just like anything
else when you do something, and it made me feel very good. Then, from
then on, why, it became easier and easier as you go along.

Q: How was the typlcal sales department set up in these radio stations?
They give you a set salary plus a commission? 1Is this the incentive?

A: Well, usually, this is true, Bill. I think most radio stations, it's
salary plus commission, and as far as how it's set up, there's usually--
in a town this size, Springfield--I think there's usually four or five
salesmen, including the sales manager. Now, this is with the AM stations
especially. The FM, it's not, maybe, quite . . . but they usually have
four or five salesmen, including the sales manager and manager. Or even
maybe six salesmen, including the manager. I would say the manager
usually handles just the national accounts. He might also have some
local accounts,

Q: Okay. You were talking about local accounts and national accounts.
Now, just what is a local account, and then what is a national account?

A: Okay. A local account 1is just what it says. It's somebody that is
doing business 1locally in Springfield, and that is a small--not
necegsarily a small business, but a small business compared to, we'll
say, General Motors or Coca-Cola, or some of the big accounts. Now, this
1s what we call a pational account; that will buy in each market, like
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Coca~Cola, like General Motors and their division. And they sometimes
buy through their agency or through our national representative.

Q: Now, you speak of your national representative. Are you speaking for
your network or for your station?

A: No. Each radio station has a national "rep'--what we call them--and

the national rep, then, handles a lot of your national accounts, also. 1In
other words, they'll go through the national rep and buy for a certain

number of stations throughout the United States.

Q: Okay. And you said before, then, it's common practice, then,
especially here in the Springfield area, for the general manager--the
station manager or whatever—-to handle some of the national accounts?

A: Yes. Some of them do not go through the rep, and some of them buy

locally or buy--yes, buy locally.

Q: If he is pald a pretty decent salary, which I imagine that all three
of the people here we're speaking of are as the heads of the station,
they're also picking up, I would think, some sort of salary from these
accounts,

A: Bill, I'd rather not get into that because, 1'll be honest with you,
I don't know. Some managers could either be getting commission, or else
they're getting eough salary that they feel like that they should do a
little extra selling to make up.

Q: Keep them happy.

A: Yes. To keep the owner happy or to keep the owners happy. and they
should do this. Now, as I say, I don't know what each——in fact, I don't
know my own boss--and I just . . . this is his business, you know. So I
don't know.

Q: We'll ask him later. (laughs)
A: All right.

Q: Okay. Let's go on to a morning in a sales job in radio. We're
speaking of averages. I know it's a hard term to use, but you say each
AM station in Springfield has anywhere from between maybe four and six
salespeople who do sales work. Have they come up with any generality at
all? They come in and work here in the office and set things up in the
morning and go out in the afternoon? Go out any time of the day or
night? What's the common day for a person in sales?

A: Well, like you say, it's a little hard, but, in a way, it's not. I
would say most stations . . . I can really talk about my own better. But
at WCVS we come in, and we have a sales meeting. We report here pratty
close to eight o'clock, and then we have a sales meeting to see if
there's anything that we have to take care of in the way of copy, and in
the way of orders., Also, we have to check our own collections and make
sure that-—and we sometimes check with the bookkeeper and see who's paid
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and who hasn't. And then, anywhere from 8:30 A.M. to 9:00 A.M. or 9:30
AM., why, we'll each take off on our own way and go out and sell. Then,
we check in, either in personm or usually by phone at the noon hour. And
then we go back out in the aftermoon. And most of the time, we check in
here around, oh, quarter of four, four o'clock, four thirty, and bring in
any orders that we have, and get the copy ready, make out the proggram
orders, and take the program orders to the different departments. And
then there are times, of course, you'll get stuck with a client, and you
don't get in, but you try to check in, in case there's anything that you
have to take care of before the office closes,

8o, you're. . . . And, another thing., In radio, you try to make
contracts, and, of course, you can't always do that. Some days you can
work your tail off and not sell a thing. And then, the next day or the
next week, you're going to be selling like mad, and it just seems to fall
into your lap. But it really doesn't just fall into your lap. This is
the one thing, I think, that good radio salesmen have found out. I would
congider myself a fairly good radio salesman. I know one thing: If
you're not a good one, you usually don't stay around a radio station no
matter what. So, you've got to produce, So, you find out that if--even
though those days and weeks that you do not make any sales--it better not
be too many weeks—-~but say days in a week you don't make too many sales—-
why, you're actually laying groundwork for the next time that you do meke
sales., So, this is something—-even when you have a good week, you've
still got to be plugging away, and when you have a bad week, you've still
got to keep plugging away.

We're pretty much our own bosses in the radio sales, You don't have
somebody——especially after you've been as many years as I have, and most
of the salesmen--all our salesmen--have been in radio for ten years or
more on WCVS. 1In fact, we have the oldest sales staff in Springfield,
and that helps, of course, a lot, too. Helps the station as well as the
salesmen. But you know that you have to keep plugging away, and you
cannot just say, '"Well, I had a good sale today, and I can take it easy."
You've got to go ahead and lay work, groundwork, for either the next day,
or else the next week.

Q: Let's go back, if we can, to something that I'd like to get detail
on, if 1it's at all possible. You talked about when you come in in the
afternoon, and setting up the accounts, filling in things, do the copy,
and so forth., How much of a salesman is necessary? Oh, how much of his
presence is necessary while someone fairly competent in the copy
department is making~-writing—-a commercial? You have to approve this?
Take if back to your client and have him approve it? ' :

A: That's a good question, Bill, because I think a good salesman has to
. know his clients. Now, I have very few that I don't check the copy with.
There are a few that want it exactly the way they write it. There are a
few that don't care. They have a lot of faith in the way that you do it.
And then, in other words, you don't have to check the copy with them.
But most of the people, and especially the new people--1 always like to
check the copies back with them before it goes on the air. And that way
you, I think, you show them that you care, and then, also, there might be
a little mistake or two that you didn't know about-something that they
want changed, which happens quite often.
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So, now, as far as going up to the office, you usually have a sheet that
you fill out, and you put down there what you really . . . the copy
points, and, of course, you get that from the customer., You should at
that time. And, then, you take it to the copy department. I try to
write out as much as possible. There are times that (laughs) . . . that
a client will just say, "Well . . ." and they'll give you a sentence.or
two, you know, and you've got to write a sixty second spot which makes it
really hard, not only at us because we have to explain it to the copy
department, and then it makes it awfully hard on them because they've got
to, then, £1ill in., Of course, a lot of clients don't understand. They
think, you know, that you can come up with this real easy. So it's not
all gravy for the copy department, too.

Q: Now on reconfirming these-rechecking them out with the clients before
they're really put together after you've written them. You usually go
back out in person or just call them on the phone and read it to them?

A: Either way, Bill. You can do it either way. I try to do as much
person to person contact, ., . . Sometimes, it takes a lot more time, but
this way they begin to. . . . You have to have sincerity in sales, and
you have to put this across, and I haven't seen too many salesmen that
really are not sincere. Because you have to be a real con man to not be
sincere and then act sincere. And I believe that that's helped me in my
sales work everywhere I've gone because I really believe in what I'm
selling.

I think we have, of course, the best station in town. We have the best
facilities. Everything's the best., And I'm not here to know the other
stations, but I'm saying not only just the station; I'm saying radio. I
think radio is the best media to advertise in. It's the most reasonable,
You have to believe this, so you have to put the sincerity across to the
customer. And, if you're a good salesman, this will come through. Not
all the time, of course, because you can't sell everybody. But it really
does come through a lot. And then they see your sincerity and believe in
it and, of course, buy.

When I sell a person, I try to sell them just as if I'm sitting in their
chair. Now, what would I buy knowing what I know? And for their type of
clientele some people want just men; some people want just women; some
people want the kids; some people wnat a smattering of everything. And
you have to know this, and then you have to know where to put them and
what kind of copy. And there are some people who like humorous copies.
Some people do not go to this kind of continuity. You have to know how
0. o« v

Then, also, you have to know the personality of the client, And this is,
of course, a little harder when you're calling for your first or second
time. Then, there are other people that with people like . . . oh, say
appliance dealers, and heating and air conditioning, where they get
co-op. In other words, you can't play around too much with that kind of
copy. And I think you know what I mean by co-op. That home company will
pay a certain percent of the commercial. (The national company that the
home company is affiliated with will pay the remaining amount of the
commercial billing). So, you can't play around with that kind of copy.
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So, after you get the copy okayed, why, them you either call, or I
usually call right from there and tell them the copy's all right, or what
changes have to be made. Back to the copy department, and then we tape
it., I would say 90 percent of our copy is tapes,

Q: Again, you've been in about eleven and a half years. Have you ever
run across people, for instance, that you really knocked yourself out to
please, couldn't please, and you just had to forget about them? Or did
you find that you didn't really have to . . . that nobody really went to
extremes., They just said they didn't want to advertise and let it go at
that. DIid you run across people that really are impossible to do
advertising on radio?

A: I've got a little story to tell right now that I'm very happy with
today, and, in fact, when you came in, Bill, this was what I was telling
my boss, I'm not going to mention the client's name or the company. But
this one client had never been on radio before until this new owner took
over, and he's been on about a year now, and he hasn't been on our
station., I got him signed up today, and it really makes me feel good,
because I've worked on him for about six months. I have called on him in
person, and I've called him on the phone every week for the last three
months, and finally, today, I got him signed up for a year's contract,
Now, it's day like this--1it's not anywhere near the biggest sale I've
ever made, but it's a sale that really give you satisfaction because it's
something that you've had to work at.

Now, he just wasn't ready, beforehand. He did say that he wanted to go,
and I begin (laughs) wondering if he was, you know, just kind of
stringing me along. But, in fact, I told him this today after he got all
done signing and everything. 1 said, "I thought you were just kind of
stringing me along," and he kind of laughed. But you have to know the
person., I'm beginning to know this fellow quite well now, but that gives
you a great satisfaction because this outfit has never been on radio
until about a year ago, and now they're going to be on WCVS. Now, as far
as other people, there are people that will not buy. Will not even talk
to you.

Q: They get insulting?

A: Yes. And you have some people that got downright belligerent. It's
too bad because, of course, in our business, we cannot get mad back.
There's many times that you want to say, you know, "Go to . . ." and "Up
your , . ." and so forth, but you can't do this in sales work because
someday this person——in fact, he might have just had a bad night or a bad
day, and you might go back, or somebody else might go back, and sometimes
it's personality. And this happened, where we have had different people
in our sales office that have not been able to get along, maybe. Now,
this doesn't happen very often. Maybe once a year. Maybe once every two
years. And, then, some other salesman will call., But I have had people
that definitely didn't want to have anything to do with me or radio,
period. And then, the only thing that you can do with people like that
is just say, "Thank you for your time," and turn around and walk out.
There's no use arguing with people that are very belligerent. You just
have to learn that there are going to be people like that no matter what
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kind of business you're in. You're not going to be able to please
everybody. You're not going to be able to get along with everybody. If
you can get along with the majority of people that's pretty good, you
know,

Q: Okay. Let's come up with a little problem like just from scratch
here, Let's say I open up a pizza parlor on the other side of town hefe,.
and, of course, everybody sees it's being built. First of all, where do
you get your leads? You see this building. You hear there's a new one
going up and try to find out who the owner is and talk to him? 1Is that
the way?

A: That's very good. And I'm not going to give away all my professiomal
secrets, Bill, because 1 don't know how many salesmen will listen to
this. But, you've got to be on your toes, and when you see a building go
up, that's one of the ways. There's many ways you can do it, and
getting, and knowing how to find out new businesses in town that's going
to come ipn~-you have to keep on your toes, and when you see something, a
lot of people, you know, will wait, and you can't do this. Okay. Go
ahead.

Q: And what kind of approach do you take? Let's say you're talking to
the owner of this pizza parlor. What can WCVS do for an owner of a pizza
parlor here in Springfield that this other station, or two or three,
can't do? Can you . . .

A: Well, the one thing, of course, you try not--I think a good salesman
tries not to do too much knocking of other stations. Because what you're
doing, then, is knocking radio, and when you knock radio, you're knocking
yourself. So, if they're on another station, or they're thinking about
buying another station, what I try to do is really not do so much
knocking the other station, as I do want to tell them the good things
about our station; what we can do, and how we can do it. And there's
only one way that a person's going to find out if we can do any good, and
that's to try it,

I've had a lot of national accounts come in and say, "Well, we just never
use radio. We never used radio in Milwaukee. We never used it in
Chicago, and we never used it in St. Louis." Of course, the idea is
there that maybe it doesn't work, or maybe there's too many radio
stations, or they're trying to reach too many people with one station.
And there's so many reasons, and every city 1is different. And
Springfield does happen to be a real good radio town.

We have competition, and competition really does a good job with this
media., TV, there's no competition, much. Now there i1s a little from
Channel 17 and Channel 3. Well, in newspaper there's no competition, but
in radio there is, and so you have to be on your toes. And I would say
we are doing a pretty good job, all radio stations combined. We're
trying to sell radio, and we've done a good job in selling radio.

Q: Do you use a survey here on this station, and you take that out to
the customer to show him how many people are listening to your station at
particular times? Is this one of your ways?
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A: Well, we can do this., The surveys are mostly for national accounts,
because national accounts don't know the town like you and I do. You and
I can make up our own minds what radio station--of course I know what
radio station I'm going to listen to, Bill, but you can make up your mind
by listening and saying, "Well now, this is the kind I think will do me
some good." And, also, just because you--now, you're a businessman,
we'll say, and just becuase you don't happen to like our kind of music or
our kind of programming, you've got to remember another thing, too.
Maybe your clients do. And this 1is the thing that makes it a little
hard sometimes to get across to some people that are advertising is that
you can't buy just by what you listen to yourself or what you like. When
you're 1in business, and buy; and you're in a clothing store and buy
shirts and pants. You don't just buy what you wear. You buy what sells.
Also, you've got to do this with radio. You buy what sells for you. And
so this is why we explain this. Because we do have the listenersz, and
this is how you've got to do it.

Q: Okay. A question on your drive time in your morning and afternoon
hours, and I would say this would be pretty much in consideration to an
AM gtation, really, probably not to an FM station, yet. But, how much of
an effect does drive time have on two things; your cost, and on the
people who are advertising in the drive time hours in the worning and
afternoon?

A: You said the cost in what, Bill?

Q: Do you actually find particular people who, not only want is for that
drive time, but because they feel that the people who are driving cars,
for instance, would buy cars? The car dealers advertise drive time. And
are they paying higher rates at that time of the day, and is that a
shorter time? :

A: Yes., Drive time definitely is a choice time because--more so with AM
radio--because that's what is mostly in the cars now. They are having
some FMs, but there are still a lot of people that are not having FM
radios in their car. So this is why we call it drive time, and this is
why I don't know of any AM station, yet, that doesn't charge more. 1
haven't figured. It's not doubled. I don't know whether it's about
50--40 percent more in drive time than it is out of drive time. It's
getting so now, in Springfield, that our drive time even gets filled up.
Not only by national accounts, but by local accounts. You get so much
more audience in the drive time, and, of course, again, it depends on
what they're trying to hit. If you're trying to hit the housewives--and
there's a lot of products——a lot of clothing, appliances that are trying
to hit the housewife. So, you might as well go housewife time, but drive
time is anytime that what we say is usually--is from the time that people
start going to work, and then coming home from work. Or going out to
lunch, too.

Q: What about your noontime? Is there a difference in rates for the
noon hour?

At At our station, there is, We feel like the people going out for
lunch~~stopping for lunch--listen to the radio. That's a good drive
















